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. 

} 

: 

MARTIN J. WEBER STUDIO 

171 MADISON AVENUE, NEW YORK 16, N. Y. 

TELEPHONE: LEXINGTON 2-2695 

Additional specimens mailed on request 
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artist: DAVID K. STONE BILL STEINEL DON MILLER NORMAN GRABER 
h client: Lennen & Newell AMF/R & D Division True Magazine Columbia Record Club 

art director: BOB FELS ROBERT DEMOUGEOT ED CERULLO LES KLEMES 

a GRABER ART ASSOCIATES 

37 WEST 57 STREET+«NY+#PLAZA 3-3251 

Send requests for printed portfolio of samples to Dept. D. 
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peaked out... 

“There is a younger generation of American painters just 

beginning to make itself seen that has no use for Abstract 

Expressionism—nor, for that matter, for the oldtime 

Realists. ...” 

News of this new generation, says Time Inc.’s Rosalind 

Constable (she covers intellectual trends in memos to the 

editors of Time, Life and Fortune) comes paradoxically when 

the younger “School of New York” painters never had it so 

good. Some of the rumblings she notes: 

e from Art International: “Action painting may not be 

dead, but as a vital and pioneering adventure it is dying at 

the very moment when it is being almost universally imitated 

by beginners and weaker painters.” 

@ objections are to the way the free-wheeling art has been 

rendered decorative, given professional finish and polish. 

@ imitation makes the metaphor cliché. 

@ “a new major painter has failed to emerge on the New 

York scene during the last seven or eight years.” 

@ another critic notes the swing away from Action paint- 

ing toward order. 

Trends in art are like mountains. When you reach the 

peak — whether you go forward, or backward, you only go 

down. The attitudes Rosalind Constable reports leave us 

with two questions in search of an answer: Has abstract 

expressionism peaked out? If so, how will this affect graphic 

communications of the immediate future? 

Art Direction, published monthly by Advertising Trade Publications Inc., 19 W. 44 St., New 
York 36, N. Y. YUkon 6-4930. Subscription price $6.00 per year; $10.50 for iwo yeors; $7.00 a 
yeor for Conado ond $10.00 for other countries. Back issues 85¢ per copy. Publisher assumes no 
responsibility for manuscripts or artwork submitted. Entered as second-class motter 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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Pressure is the enemy of a good idea. Pressure deflates the ego, 

agitates the id, and tangentates your action. A demijohn of tranquiliz- 

ers will only aggravate this unpleasant state of affairs; and who knows 

what the side effects might be? There is however, an avenue of 

escape. Whenever you feel the pressure syndrome coming on, call on 

us. In a way, taking the pressure off you is one of our reasons for being. 

LEC Lawrence Gussin Company, Ine. 

220 W. 42 ST. ° NEW YORK 36, N. Y. ° WISCONSIN 7-6748 

: + AND MECH- TRADE TOTAL TV. ANICALS P.O. P. ) RELIABILITY 
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business briefs 

sound prices are in the 

interest of buyers 

The commercial art business faces another 
unique year . . . unique in relation to 
the general business cycle. 

In recessions, advertising expenditures, 
on the average, have not been cut se- 
verely. Thus advertising and its related 
services have prospered relatively during 
recessions. But in the past few years some 
parts of the advertising business—for a 
while this was true of agencies and it 
still is true of art studios—saw profit mar- 
gins dwindle while billings rose. 

Barring the recession protracting or 
deepening into a depression, most stu- 
dios will have high billings in 1961, many 
will have record billings. But what about 
profits? 

As CAM Report has noted, in the past 
two years profit rate has fallen by about 
30%, from better than 614% to 44%. 
One of the country’s biggest and best 
managed studios tells us their profit rate 
was 25%, in the good old days when the 
studio was young and the billings rela- 
tively small. It is now down to 3%. 
A point of diminishing returns is fast 

being reached. Few if any studios are so 
large they can long exist on such small 
profit rates. 

The trend in recent years has been to 
more and to larger studios. But the profit 
squeeze could reverse this trend. 

This is as much a concern of the art 
director and art buyer as of the studio 
owner and manager. 

If the studio must develop more real- 
istic pricing and markup policies, the 
buyer must blend a concern for his sup- 
plier with his concern for his account. 

Art directors and AD clubs have long 
understood the value of paying as good 
prices for talent and art services as the 
traffic will bear. If such understanding 
was desirable and wise in the past, it is 
essential today if the quality and quan- 
tity and variety of art services are to be 
maintained. To whatever extent is pos- 
sible, the art source should be selected 
for superiority of talent or service rather 
than on lowness of price. ry 





THE HEADLINERS OF NEW YORK, INC. 
216 East 45 Street. Oxford 7-4820 

PHOTYPE, INC 
1550 Porter Avenue’ Woodward 5-5555 
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THE HEADLINERS OF LOS ANGELES 
6713 Sunset Bivd. Hollywood 7-2117 
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CINCINNATI cha hyp scala 110 W. Central Parkway Dunbar 1-1122 

TYPE AND ART, INC. 
CLEVELAND 1375 Euclid Avenue Main 1-8433 
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THE HEADLINERS OF PITTSBURGH, INC. 
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PITTSBURGH 704 Second Avenue Court 1-1904 

NEW YORK 

DETROIT 

LOS ANGELES 

JAGGARS-CHILES-STOVALL, INC. 
DALLAS _ 522 Browder Riverside 1-5501 

THE HEADLINERS OF CANADA LIMITED 
A 401 Wellington West at Spadina Empire 4-7272 

TYPOGRAPHY SHOP 
MEIER §62161 Monroe Drive, N. E. Trinity 5-7676 
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MACHINE COMPOSITION CO. 
BOSTON 470 Atlantic Avenue Liberty 2-1693 
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TYPOGRAPHIC SERVICE CO. 
INDIANAPOLIS 215 North Senate Avenue Melrose 2-3435 

ROCHESTER MONOTYPE COMPOSITIQN CO., INC. ROCHESTER 
360 North Street Baker 5-4268 

Through a unique franchising system, 

Headliners photoprocess lettering styles are now available 

in 14 strategically-located cities in the United States 

and Canada. The leading typographers and art studios 

of these cities have spent months training personnel and . o 

duplicating the structural set-up of the Headliners’ “ 

New York studio. They are now champing at the bit, 

awaiting your call to service all your lettering needs 

right in your own local area. All Headliners’ styles 

are exclusive alphabets designed by a “who's who” of 

America’s top lettering artists. Headings are hand-composed 

letter-by-letter under the critical eye of lettering men 

and their expert staffs. For a better look at this talent and —— — 

technique in action call or write your nearest Headliners’ A 

office for your 200-page catalog today. 

TYPE AND ART OF rV410)) a Om 

34 South Hight Street Franklin 6-9187 

Art Dir 



Does the letterhead design call for a cacophony of vibrant 

color or the quiet dignity of blind embossing? No matter! A 

Kimberly-Clark cotton fiber paper can provide the desired 

background beauty. Luxurious finish and the 

crisp, efficient feeling of importance; dimensional 

stability to assure perfect register on the presses. 

A distinctive pencil-stripe wrap adds outstanding 

look to outstanding quality and perform- 

ance. In sparkling white and pleasing pastels. 



It's not the client who pays...YOU DO! 

Sooner or later, every ad agency and art service will realize that more and more 

clients are rebelling against the high cost of advertising services. 

Hundreds of valuable man-hours are wasted in traffic with ‘‘outside’’ sup- 

pliers of Stats, Photo-copies, Film and Veloxes. Costly delays are a constant 

source of needless irritation. Exorbitant overtime, minimum and special service 

charges take a big chunk out of every advertising dollar. 

Can you afford to cling to these ‘‘horse and buggy’’ methods and practices, 

purely for the sake of tradition? The old cliche, ‘‘It’s the client who pays,”’ is 

no longer a safe argument. Don't jeopardize your present accounts, but attract 

new ones by making photography a vital adjunct to your business. 

Start the new year with a fresh approach, by acquiring a FilmoStat. This 

compact, economical unit will consolidate and control all your photo services 

and enable you to offer your clients the utmost in reproduction quality, speed, 

economy and versatility, any time of the day or night, every day of the year. 

Making professional quality Stats, Films, 

Photo-prints, is so unbelievably simple and 

effortless . . . it’s actually fun! Anyone on 

your present staff can learn how in just a 

few hours. NO KNOWLEDGE OF PHOTOG- 

RAPHY IS NECESSARY! 

You can LEASE or BUY a 

for only > per day 

No capital investment required. Price in- 
The FilmoStat complete with darkroom occupies only 48” x 48” cludes FilmoStat with darkroom, accessories 
of floor space. It is completely electrified and plugs into any and _ installation 
110 volt outlet. No plumbing connections required. : 

Write for free literature and lease-purchase details. 

STATN ASTER CORP 3552 East 10th Court - Hialeah, Florida - OX 1-5730 

When in New York visit our showroom at 19 West 44th Street - New York 36, N.Y. - OX 7-9240 



... New to Our Library 

ON THE MACHINE: 

Palatino 

Trade Gothic Extended 

Standard 

News Gothic 

Century Schoolbook 

FOUNDRY: 

the Consorts 

Craw Modern (and bold) 

Egizio 

Elizabeth 

the Fortunes 

Grotesque No. 9 

the Latins 

the Microgrammas 

Torino 

and, of course, 

ALL the Standard 

© ALL the Venuses 

ALL the Clarend@y 
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COMMERCIAL ART 
OPAQUE WHITE FOR 

AIR BRUSH * RETOUCH 
AND LETTERING. 

NEW...FAST FLOWING. 

GAMMA WHITE 

Whatever the job... 

e for brush, air brush, artists’ pen or ruling pen 
e for retouching, sithouetting and ruling lines 
e for sharpening lettering and cleaning-up artwork .cees= 
e for poster lettering and design work 

Artists prefer GAMMA 

the universal white that is designed to stay white. 

Tubes ...34” x 34%”...35¢ 
Jars...1 oz. (by volume) ...40¢ 
Jars ...4 oz. (by volume) ... $1.25 

; RUMBACHER 

SERVICE 
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ARTIST MATERIALS INC 
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COLOROID IS THE REG OD TRADEMARK OF COLOROID CORP 

loroid’ is h coloroid’ is here. — 

Coloroid is our new full-color presentation print, devel- 

oped by Authenticolor’s research team. Coloroid has 

improved whites, true reds, blues, yellows; quality ap- 

proaching dye transfer or custom “C” print. Coloroid 

has a semi-matte finish; easily mounted, simply re- 

touched. Coloroid is fully masked and color balanced. 

Coloroid requires no internegatives or separations. 

Coloroid delivery time: 24 hours. Coloroid prices (up to 

any exact size; from any size transparency or artwork): 

UP TO 8X10 $15.00. UP TO 11X14 $22.50. UP TO 16X20 $37.50. 

FOR FURTHER INFORMATION CALL: MURRAY HILL 8-4260. COLOROID CORP., 525 LEXINGTON AVENUE, NEW YORK 17, NEW YORK 
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Java Man had no great communication was tough, but uncomplicated. 

problem. His exchanges with other Java Men changed with the advent of t 

totally visual and oral. He made his wheel, the Archimedes Screw 

ings known directly, graphically and with- cian Alphabet. {> Well, n¢ 

out confusing subtleties. He roared or purred thing. For Java Mar had ¢ 

or screamed or hummed or grunted or beat his when he acted the way. oth 

or stamped his feet or whomped some- thought was natural—for him 

with his club. {4 He did all of his him; or obeyed him. {> Bui 

building himself, personally. a Life in a way that they thought 
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remanufactured 
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aircraft 

oxamples of appropriately unusual letterheads. To paraphrase a modern proverb, you don’t have 

unusual business to use an unusual letterhead—but it helps! In addition to the propriety of 

igns, note, too, please, their careful consideration of layout, typography and, of course, color— 

olor. An important reason for the clarity and brilliance you see here is the all-but-absolutely- 

atic background of PLOVER Bonp. Its whiteness is matched by its uniform finish and its 

in for the pressman; lies flat; defies curling. PLoveR Bonp. Prideful result of the finest raw 

, the ultimate in craftsmanship and the purest papermaking water in the world. It’s visibly better. 
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rchimedes Screw and the Phoeni- 

et. fae Well, not quite every- 

Java Man had discovered that 

ted the way other Java Men 

natural—for him—they followed 

od him. i> But when he acted 

it they thought was unnatural— 

for him—they laughed at him; or ignored him; 

or whomped him with their clubs. {_» This 

brings us, via a highly devious route, to the 

essential need of any 20th Century letterhead 

design . . . It must be compatible with the 

nature of the user’s business. 
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x PAPER COMPANY, STEVENS POINT, WISCONSIN 

better papers are made with cotton fiber 



You are a member of a profession 

that demands the knowledgeable use 

of powerful symbolism. Java Man 

wouldn’t understand this. But these 

fine PLOVER Bonp distributors do; 

they’ll be delighted to provide you 

with unlimited quantities of the 

visibly better cotton fiber content 

paper that enhances the designer’s art. 

Akron, Ohio The Alling & Cory Company 
Atlanta The Whitaker Paper Company 

The Baxter Paper Company 
Baltimore The Paper Supply Company 
Bethlehem, Pa..Wilcox-Walter-Furlong Paper Co. 

Jefferson Paper Company 
Zellerbach Paper Company 

Boston D. F. Munroe Company 
Boston... .Warren L. Wheelright Paper Co., Inc. 
Bridgeport, Conn.....Geo. W. Millor & Co., Inc. 

Dillard Paper Company 
The Alling & Cory Company 

Burlington, Vt.....Vermont Paper Company, Inc. 
Charlotte, N. C Dillard Paper Company 
Chicago Chicago Paper Company 
Chicago Midland Paper Company 

Moser Paper Company 
Chicago Reliable Paper Company 

The Chatfield Paper Corporation 
Cleveland The Alling & Cory Company 
Columbia, S. C Palmetto Paper Company 
Dallas Clampitt Paper Company 
Danbury, Conn. Mid-Eastern Envelope 

& Paper Company 
Denver Jensen Paper Company 
Des Moines Western Newspaper Union 

The Whitaker Paper Company 
Weber Paper Company 

Duluth Paper & Specialties Co. 
Emeryville, Calif.....Zellerbach Paper Company 

Zellerbach Paper Company 
Zellerbach Paper Company 

Leslie Paper 
Western Newspaper Union 
Taylor-Martin Papers, Inc. 
Clampitt Paper Company 

Zellerbach Paper Company 
Solon & Gilhula Paper Co. 

Leslie Paper 
Dillard Paper Company 
Dillard Paper Company 

Harrisburg, Pa. The Alling & Cory Company 
Hurtford, Conn. Batt Paper Company 
Hartford, Conn.....Elliot R. Vanderlip Co., Inc. 
Houston Clampitt Paper Company 
Indianapolis The Chatfield Paper Corp. 

Baltimore 

Cincinnati 

Grand Rapids 
Great Falls, Mont 
Greensboro, N. C. 
Greenville, S. C 

Paper Company, Inc. 
Jackson, Miss Paper Company 
Jacksonville, Fla..Graham-Jones Paper Company 
Kansas City, Mo.....Midwestern Paper Company 

Wertgame Paper Company 
Louisville Paper and Mfg. Co. 

Western Newspaper Union 
Western Newspaper Union 
Zellerbach Paper Company 

Louisville Louisville Paper and Mfg. Co. 
Madison, Wis General Paper & Supply Co. 
Madison, Wis.....Yankee Paper & Specialty Co. 
Memphis Memphis Paper Company 
Menasha, Wis.....Yankee Paper & Specialty Co. 
PN FksKcedeKe eae E. C. Palmer & Company 

Allman-Christiansen Paper Cr. 
Dwight Brothers Paper Company 

Yankee Paper & Specialty Co. 
Leslie Paper 

Newhouse Paper Company 
Minneapolis Wilcox-Mosher-Leffholm Co. 
Montgomery, Ala...W. H. Atkinson - Fine Papers 
Moline, tl Newhouse Paper Company 
Nashville Clements Paper Company 
Nework, N. J......J. B. Card & Paper Company 
Newark, N. J Henry Lindenmeyr & Sons 
New Orleans Alco Paper Company 
New Orleans A to Z Paper Company 
New Orleans Sam A. Marks and Co. 
New York....... . «The Alling & Cory Company 

Miller & Wright Poper Co. 
New York........ H. P. Andrews Paper Company 

Duplicating Papers, Inc. 
M, M, Elish & Company, Inc. 

Forest Poper Company 
Linde-Lathrop Paper Co. 

Henry Lindenmeyr & Sons 
Majestic Paper Corporation 
Geo. W. Millar & Co., Inc. 

Nelson-Whitehead Paper Corp. 
Reinhold-Gould, Inc. 

New Ris Paper Company 
New Royal Paper Corporation 

Saxon Paper Corporation 
Western Newspaper Union 

Indianapolis. ...M 

Kansas City, Mo 
Knoxville 
Lincoln, Nebr. 
Little Rock 
Los Angeles 

Milwaukee 
Milwaukee 
Milwaukee 
Minneapolis 
Minneapolis 

New York 
New York 
New York 

New York 
Oklahoma City 

ip Paper Company 
Orlando. . . pmpany 
Philadel 
Philadelphia 
Phoenix Me... .Zellerbad 
Pittsburgh The Alling & Cory 
Pocatello, Idaho Zellerbach Paper Compan’ 
Portland, Ore. Zellerbach Paper Company 
Providence, R. | Central Paper Company 
Raleigh, N. C Dillard Paper Company 
Redding, Calif Zellerboch Paper Company 

Zellerbach Paper Company 
Richmond, Va... . . B. W. Wilson Paper Company 
Roanoke, Va Dillard Paper Company 
Rochester, N. Y.....The Alling & Cory Company 

Zellerbach Paper Company 
Acme Paper Company 

Leslie Paper 
Newhouse Paper Company 
Western Newspaper Union 
Zellerbach Paper Company 

San Diego Zellerbach Paper Company 
San Jose Zellerbach Paper Company 
Seattle Zellerbach Paper Company 

Western Newspaper Union 
Sioux City Western Newspaper Union 
Sioux Falis, S. D Leslie Paper 
South San Francisco. .Zellerbach Paper Company 

Zellerbach Paper Company 
Zellerbach Paper Company 

The Alling & Cory Company 
Standard Paper Company 

Zellerboch Paper Company 
Graham-Jones Paper Company 

The Commerce Paper Company 
Topeka, Kans. Midwestern Paper Company 
Trenton, N. J...... J. B, Card & Paper Company 

Tulsa Paper Company 
The Alling & Cory Company 
Zellerbach Paper Company 
Frank Parsons Paper Co. 

Sacramento 
Saint Louis 
Saint Paul 
Saint Paul 
Salt Lake City 
Salt Lake City 

Shreveport 

Utica, N. Y 
Walla Walla 
Washington, D. C 
Wichita Western Newspaper Union 
Wilmington, N. C Dillard Paper Company 
Worcester, Mass...The J. C. Campbell Paper Co. 
Yakima Zellerbach Paper Company 
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bulletin 

new copy fitting 

aid introduced 

On paper: Glowhite letterpress enamel for 
small press, small run 4-color printing, 
being promoted by Cross Siclare & Sons, 
New York . . . Penn/Brite swatch book, 
offering 5 E.F. and eggshell papers in 40, 
45, 60 and 70 basic weights, available 
from New York & Pennsylvania Co., 425 
Park Ave., New York 22. . . Superfine 
ivory smooth finish text sheet showing 2- 
color reproduction available from Mo- 
hawk Paper Mills, Cohoes, N.Y... . 4- 
page specimen from Wausau Paper Mills 
Co. shows versatility of its all-purpose 
No. | sulphite bond using Magnefite pro- 
cessed fibers; obtainable from ad depart- 
ment, Brokaw, Wis. 

Type notes: Haber Typographers’ new 32- 
page handbook of 51 new typeface acqui- 
sitions supplements their 1960 408-page 
type specimen book; both available from 
HT, 115 W. 29th St., New York 1... 
Fotosetter Laurel and italic, Laurel bold 
and bold italic are featured in a folder 
from Intertype Co., 360 Furman St., 
Brooklyn 1, New York . . . Craw Claren- 
don Condensed has been added by Mor- 
gan Press, Scarsdale, N.Y. . . . Fototype, 

Inc.’s biggest specimen book—68 pages— 
illustrates over 300 type styles and sizes, 
now available in “set it yourself” alpha- 
bets, and the new Rule-Pak, self-adhesive, 
pre-cut typographical rule-border strips; 
contents include pointers on type selec- 
tion, layout and paste-up procedures . . . 

We do excellent retouching on color transparencies 

We do excellent assemblies of color transparencies 

RHINA STUDIOS 

211 EAST 35TH STREET NEW YORK CITY 16 LE 2°9194 LE 2°9195 

Attention A-D’s! 

it type 

Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . . . world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 

Money-back guarantee! 

HABERULE 
Box AD 245. Wilton, Conn. 
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Enlargements — Murals 

PHOTOGRAPHIC 

Exhibitions — Mounting 

Lens Craft Studios Inc. 
305 East 47th Street 

New York 17, N. Y. Pl 5-3438 
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s ecity 7 y 2 romptly. March 1921—the first Art Directors’ Show in New 
airmailed p York—and one of the prize winners was this full 

color painting, produced for the Columbia Grapha- 
phone Co. (CBS today). The original engravings 
were made by Bourges Service, Inc.—the same 
Bourges whose company today supplies the artist 
with famous Bourges sheets: Solotone®, Colod 
tone®, and Transopaque®. Farce 
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Engraver—master craftsman—color expert—a fusion of artist and 
artisan, his constant concern was the proper preparation of art as 
copy for the platemaker. He knew and understood intimately both 
the creative and production aspects of the graphic arts. Bourges 
developed the original shading sheets and transparent Benday 
screens for the artist. 

Then, some fifteen years ago, Albert Bourges de- 
veloped the transparent color sheets that bear his 
name. A new medium was now available to the 
artist, one which allowed him to work directly 
with printing ink colors, a process that automati- 
cally produced doth original art and properly 
prepared copy for reproduction. 

Today, his work is carried on by his daughter, Jean Bourges. She 
heads the most creative company in the graphic arts field. 

The exclusive CPQ (Controlled Photographic Quality) of all 
Bourges sheets is the result of over 50 years of experience and 
skill in the graphic arts. CPQ means that Bourges sheets are true 
in color to both the artist’s eye and the camera’s lens. . . total 
collaboration between artist and printer. 

There are Authorized Bourges Dealers in over 200 cities through- 
out the country. Write for name of the Dealer nearest you. 

BOURGES COLOR CORPORATION 
Dept. A-1, 80 Fifth Avenue *» New York 11, New York 

Copyright 1961, Bourges Color Corporation 
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booknotes 

CREATIVE COLOR—A DYNAMIC APPROACH FOR 
ARTISTS AND DESIGNERS. Faber Birren. Rein- 
hold Publishing Corp. $10. 

Where once the physicist supplied new 
concepts in color manipulation, today it 
is the psychologist, Birren states. Percep- 
tive psychology, he says, is the springboard 
to “a more inventive use of color.” In 26 
chapters, illustrated by Armand Fiorenza, 
Vincent Gambello, Alex Sarkis and Ber- 
uard Symanyck, he discusses dominant 
harmonies, the law of field size, chromatic 
light, color systems, and lustrous, irides- 
cent and luminous effects. He presents a 
new “band” of color effects applicable to 
commercial art and package-ceramic-tex- 
tile design. “Rarely achieved effects” con- 
clude each chapter. 

ARCHITECTURAL PRESENTATION IN OPAQUE 
WATERCOLOR—THEORY & TECHNIQUE. Chris- 
tian E. Choate. Reinhold Publishing Corp. $12.50. 

The opaque watercolor technique can 
make a sales presentation more exciting 
Choate claims. It offers easy handling, 
brilliant hues, solid values and superior 
reproduction, whether in color or b/w. 
Contents include six practical methods of 
mechanical projection, advanced treat- 
ment of light, color, painting for repro- 
duction, and finish. The book is a self- 
study course, from basics to advanced 
advertising art, interior and industrial 
design. 

1961 INTERNATIONAL PHOTOGRAPHY YEAR 
BOOK. Edited by Norman Hail. St. Martin’s Press, 
Inc. $6.95. 

This British annual presents work of 176 
photographers in 27 countries. Shown in 
b/w, the book includes portfolios of 
Philip Jones Griffith, Ara Gila, William 
Klein, Giovanni Massara, Janine Niepce, 
Lennart Olson and Walter Wissenbach. 

AMERICAN HERITAGE. February, 1961. $3.95. 
($15 yearly). 

Two articles of interest to ADs are 
“Penn’s City: American Athens,” show- 
ing Old Philadelphia’s people, art, archi- 
tecture and urban life, and “What a sight 
it was!”, presenting the work of William 
de la Montagne Cary, self-taught Ameri- 
can painter and contributor to Harper's 
Weekly, Leslie’s and Currier & Ives. Most 
of Cary’s oils and sketches of Indian life 
on the Upper Plains are at the Gilcrease 
Institute of American History and Art, 
Tulsa. Of 123 pictures in this issue, 31 are 
in full color. 
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what’s new 
6 a tl at ite 

NEW ILLUSTRATION BOARD: Charko-Board, 
made of fine quality charcoal paper 
laminated to cardboard, is available in 
8 colors, Pompano Beach White, Mist 
Grey and Moss Point Green. Comes in 
32”x40” size. Said to be ideal for pastels, 
crayon, charcoal, tempera ink drawings. 
For details and samples, write Crescent 
Cardboard, 1240 N. Homan Ave., Chi- 
cago 51. 

NAMEPLATE TRADEMARKS FOR EXPANDABLE 
POLYSTYRENE: Decals specially made to 
adhere to this material were made by 
Meyercord Co. for Plastilite Corp., 
Omaha, for use on Jax and Storz plastic 
portable beer coolers. Decal details from 
Meyercord Co., 5232 W. Lake St., Chi- 
cago 44. 

NO CLAMPING WHEEL FOR MANUAL OFFICE 
PAPER CUTTERS: Triumph Jr. paper cutter 
eliminates wheel to clamp and unclamp 
paper before and after cutting. One mo- 
tion clamps and cuts paper. Safety feature 
requires both hands to operate, one on 
clamp handle and the other on blade 
handle. This procedure locks and un- 
locks safety latch automatically. Details 
and literature from Michael Lith Sales 
Corp., 145 W. 45 St., New York 36. 

DO YOU HAVE A WINNING VISUAL IDENTITY 
is title of booklet which breaks down 
“visual identity” components: set of 
unique and readily identifiable design 
characteristics, trademark, logotype, sym- 
bolic color, and slogan. Booklet also de- 
scribes services of Visual Identity Corp., 
formed by president Hal Olson, at 101 
Park Ave., New York 17. 

TV FREE FILM LIST: A catalog supplement 
lists 85 new films for free loan to tv sta- 
tions, others. All titles are additional 
offerings available since Mzrch 1960, and 
range from 1% hr., 4 hr., and short shorts 
of 2-7 mins., to miscellaneous titles of 
varying lengths. Subjects cover fashion, 
sports, education, etc. Catalog and sup- 
plement available from Modern TV, 
Modern Talking Picture Service, 3 E. 54 
St., New York 22, or branch offices in 
Atlanta, Chicago, Cincinnati, Dallas, 
Kansas City, San Francisco, Washington. 

ACTION LETTERS: Direct mail pieces fea- 
turing unique construction, and trade 
marked “action letters” have been pat- 
ented by Ardlee Service, 28 W. 23 St., 
New York 10. For details, samples, write 
Ardlee. . 

Arthur B. Lee, 22 W. 45th St., New York 
36, introduces: (1) Plastic-bound, 2- 
color, 74-page 1961 Lee Direct Visual 
Control Streamlined Copy-Fitting Man- 
ual, with 34 pages for l.c., 32 pages for 
caps and s.c., altogether over 1,730 alpha- 
betically arranged foundry and machine- 
set faces from 4 to 24 pt.; (2) Supple- 
mentary 32-page, 2-color Handbook, 
reproducing 280 alphabet showings of 
Linotype, Intertype and Monotype faces 
up to 18 pt., with their respective copy- 
casting scales and new die-cut, 40-scale, 
5” x 9” Lee gauge, in back-cover en- 
velope housing. 

Production notes: Printing Arts Research 
Labs, Santa Barbara, Calif., “Fluoro- 
Color” process for reproducing full color 
art work is said to reduce platemaking 
color separation and re-etching . . . Free- 
line Products, Inc., Skokie, Ill., is pro- 
moting a lacquer and water soluble 
silk-screen stencil film for short run print- 

* 

Cover designer 

Bernard Owett's youthful looks belie his 
10 years as JWT AD. In the New York 
office he handles national accounts, works 
on print and TV, won 2 medals in .the 
1960 outdoor advertising show. Bernie 
lives in Manhattan with his wife and two 
children, spends as much time as he can 
painting, drawing, and collaborating on a 
series of children’s books for Dutton Pub- 
lishing Co. due for Spring publication. 
Photo in his cover design from H. Arm- 
strong Roberts. e 
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Client approval 

ws 

public approval 

4A’s explores how the 

creative man gets the fresh 

idea, sells it to his client, 

wins public approval 

It would be a wonderful world if the se- 
quence suggested in the subtitle to this 
story were a regular event. ADs and copy- 
writers coming up with a beautiful idea 
on every assignment . . . agency execu- 
tives and clients falling over each other 
to. claim credit for being first to recog- 
nize its greatness . .. and the public buy- 
ing, buying, buying. 

If this were the case, the 4A’s wouldn’t 
have had the kind of conference they held 
in the Fall of 60. There they questioned 
the creative process and how it did and 
didn’t work in advertising. Sadly, it was 
noted, fresh solutions didn’t greet every 
problem, clients killed or maimed many 
new approaches, and of the few that sur- 
vived, not all were whopping successes. 
How come? What to do? 
Many points of view were expressed by 

many admen. Four of the conference 
panelists show agreement in recognizing 
the problem, disagreement on what to do 
about it. 

Jack Sidebotham, 
Vice President of TV Art and Production 
Young & Rubicam, inc., N.Y. 

dedicatien to the idea . . . 

Jack Sidebotham warns against getting 
so realistic, so client and result conscious 
that the spirit necessary to develop new 
ideas is subdued. He pleads: “As artists 
of a new sort (TV) don’t forsake com- 
pletely the garrets from which really 
wonderful things can appear.” He asks 
for dedication but “. . . not necessarily to 
your job or client, but to your idea.” 

“The best commercials never get on 
the air. They never even get to the client. 
That’s because for every genius like you 
there are twenty people less brilliant who 
wouldn’t know a beautiful idea if it came 
in and had coffee with them. Ways need 
to be found to introduce the beautiful 
idea so that this less perceptive element 
will fall all over themselves thinking 
they have discovered another Marilyn 
Monroe.” 



Selikan— premium quality at standard price 

Y PELIKAN COLOR BOX with 12 
finer, smoother drafting, illustrating, lettering; cuts k or 24 opaque or transparent Pelikan 
stop-and-fill time 90 per cent; 60 interchangeable nibs. brilliant hues, in 1 oz. jars. water color pans. Box is rustproof. 

PELIKAN RUBBER ERASERS PELIKAN WATERPROOF DRAWING INKS 19 vivid colors, completely opaque black and 
white; also available in special types for plastic sheets and coated papers; all are 

PELIKAN GRAPHOS drawing ink fountain pen; for PELIKAN CONCENTRATED 
DESIGNERS’ COLORS 80 

free-flowing, blendable, dilutable, 100% waterproof, erase well; 1 oz. bottles and up. 

PELIKAN FOUNT INDIA excellent draw- PELIKAN CONCENTRATED a PELIKAN ART MATERIALS are imported from 
ing ink for any fountain pen; dense black, DESIGNERS’ COLORS 76 || West Germany, made by the world-renowned 
non-clogging, quick drying, free-flowing. : brilliant hues in 1 oz. tubes. firm of Giinther Wagner, Pelikan-Werke, Hannover. 

3 types, each specifically 
adapted to particular uses. Nees 

Sole U.S.A. Agent: JOHN HENSCHEL & CO.,INC., 425 Park Avenue South, New York 16, New York 



DR. IRVING A. TAYLOR 

One thing is certain, or almost certain, 
about all ads: they were never intended to 
be bad. Unfortunately, an outstanding 
number are bad. Asking, “What makes a 
good ad?” is as deceptive as asking, 
“What is good art?” because: 1) If you 
set up rules based on work once consid- 
ered good, then anything new or different 
would start off necessarily as a violation 
of the rule. 2) Even if you set up “rules,” 
they would not really refer to the ad (or 
the art) because the appreciation lies 

YY 66 

what makes a bad ad good? 

within us; not in the ad (or the art). If 
this is hard to believe, try to appreciate 
some of the “good” ads of the ’20s or ’30s 
or see how well the Mundugumors or 
Tchambulis take to the Gordon’s Gin ad. 

The gin ad is either a good ad that is 
bad or a bad ad that is good depending 
ou how long you look at it, what you 
bring with yqu to see it, and your “rules.” 

Here are some rules or features to con- 
sider for effective visual communication 
formulated by one national project in 
a published Communication Training 
Program: Eye attractors, color, bright- 
ness, movement, size, white space, special 
shapes, and mystery. In general, “any- 
thing that is sudden, different, capsulat- 
ing, or provocative draws the eyes of the 
observer.” The gin ad from this point of 
view has everything but the movement 
and even this can be perceived into it. 

It also has some features, however, 
that may lead some to perceive it as a bad 
ad: 1) The major theme (the bottle) is 
asymmetric and distorted. According to 
one finding, most people like stability, 
symmetry and clarity in an ad, an ad that 
has its feet on the ground. 2) The large 
surrounding jar-looking object is ambig- 
uous and it probably takes some people 
time to realize it’s a Christmas tree ball. 
3) It seems to have a lot of wasted space 
toward which the eye tends to roam. 4) 

The mirror-reversed bottle with label can 
interfere with the familiar view of the 
product and its readability. 

Despite these features, or perhaps be- 
cause of them, it seems to be an excellent 
ad: The distorted view is empathically 
related to the haptic experience of a 
bottle bending itself over to be drunk; all 
the surrounding space can be experi- 
enced as either symbolic of the affluency 
of the beverage or the general experience 
of feeling “high.” The label is not read as 
snodrog and is amazingly readable even 
backward. 

Obviously, not all good ads, i.e., those 
that follow the rules, are good; Many 
have the features listed above but few 
would be considered worthwhile. The 
Gordon’s ad I think is good because it 
breaks a lot of rules, or at least the 
accepted model of liquor ads, communi- 
cates effectively and with daring simplic- 
ity. It also seems to be the result of a very 
inspired experience by someone. Perhaps 
trying to verbalize why you like it is like 
trying to say why you like to hear a robin. 

The point is that not all good ads are 
good if they lack a certain amount of in- 
spiration, and bad ads are even worse if 
they are lacking here. Perhaps because 
of its rule-breaking creativeness, the only 
ad better than a good ad that is good is a 
bad ad that is good. 
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To MOVE men, deliver your message forcibly. 

Unleash its full power on paper deftly chosen 

to enhance meaning and mood. When you 

select paper, profit from the skilled creative 

counsel of your Oxford paper merchant. He 

is situated nearby—an experienced specialist 

who stocks the complete quality line of Oxford 

coated text and matching cover papers. Rely 

on your Oxford merchant to satisfy swiftly 

your every printing and budget requirement. 

Oxford North Star Papers, pride of the line, 

are a new family of trailing-blade-coated 

papers, distinguished for their remarkable 

levelness and their excellent printability. 

North Star superiority among coated papers 

can be demonstrated for you by your nearby 

Oxford merchant. For his name, drop us a 

card at 230 Park Avenue, New York 17,N.Y. 
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NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel 

Mainefoid Enamel 
NORTH STAR OFFSET PAPERS 

Polar Offset Enamel 
Polar Offset Enamel Dull 
Mainefiex Offset Enamel 

(for this insert, basis 25 x 38—100 Ibs.) 
Mainefiex Offset Enamel Dull 

OXFORD PAPER COMPANY 

SALES OFFICES: NEW YORK « CHICAGO « BOSTON 
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‘on Tennant, 
‘ice President in charge TV Commercial Dep’t., 
eo Burnett Co., Inc., Chicago 
Jon Tennant wondered if we aren’t too 
lient conscious, so busy looking for new 
rorlds to conquer (in TV commercials) 
vat we're neglecting an important old 
orld. 
“I suspect that foo often we’re more 
meerned with getting client approval 
1an we are with getting public approval. 
.. I believe there are new worlds to con- 
uer” but first we'd better “get the viewer 
» accept the commercial, not as a neces- 
iy evil, but as a welcome piece of 

| roduct information and salesmanship. 
“Americans are not against the idea of 

:lling things . . . but they are against 
| eing talked to as though they were re- 
tuded children. In analyzing the com- 
1.ercials that are liked as well as effective, 
} find they all have these things in com- 
mon: 
“They tell their stories realistically 

and believeably, with a large measure of 
good humor, good taste, and ingenuity, 
and with a refreshing absence of com- 
mercial stereotypes and clichés. They 
also talk to the viewer as one adult to 
another.” 

But “the world of television commer- 
cials has developed a list of canned, 
stereotyped selling approaches for any 
given product . . . a nice, safe bunch of 
formats and dramatic situations that can 
be (and are) used over and over again.” 
There’s a growing tendency to “rework 
and revise the safe, old formulas.” 
Where to? Don Tennant suggests that 

it is not in the direction “of bigger and 
more opulent commercials, or more sing- 
ing, more dancing, or more cartoons. It 
is not even in the world of color televi- 
sion, or bigger and better stars to en- 
dorse the products. . . . The answer is 
almost in the other direction . . . to start 
talking to people in friendly, realistic 
terms they understand, respond to and 
enjoy.” 

Jeremy Gury, Senior Vice President 
and Director of Creative Operations, 
Ted Bates & Co. Inc. 
Here is an admittedly hardboiled and 
philistine viewpoint. Mr. Gury believes 
that the majority of people in advertising 
make their lives unbearably difficult and 
finds this “grim and tragic since there 
re so many other malicious forces at 

work which produce a great deal of 
uisery without any assistance from us.” 
How do we do this? By trying to sat- 

‘fy our personal esthetic desires on our 
»bs when they might better be satisfied 
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art director: GENE GARLANDADK 

agency : GILBERT ADVERTISING 

client: AILEEN, INC. 

photographer: JERROLD SCHATZBERG 

duplicate color transparency: ARCHER AMES ASSOCIATES INC. 
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dye transfer, type “C” ektacolor, flexichrome and black. 

& white prints, involving the use of bleaches, dyes, elec- 

tronics, chemistry and abrasives for the sole purpose of 

insuring the most faithful reproduction of your photog- 

raphy is truly an art as produced by ARCHER AMES 

ASSOCIATES, INC.,16 East 52 StN.Y.22, MU 8-3240. 

Contact: Archer Ames, Leon Appel, Jim Benson 
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ERIK SIMONSEN « ELDORADO 5-4295 

PHOTOGRAPHY 
LANDSHOFF, 
experimental, people, fashion, 
landscape 
PINNEY & BEECHER, 
still life, food & liquor, trompe |'oeil 
ART 
EUGENE BERMAN, 
classical paintings & drawings 
N M BODECKER, 
humorous, British type line drawing 
CHARLES HARPER, 
modern design, industrial, animals 
JOSEPH HIRSCH, 
painter of people 
GRETA ELGAARD, 
children, painterly illustrations 
AMOS SEWELL, 
POST covers, Americana types 
TOM VROMAN, 
creative, decorative graphic art 
ERIC von SCHMIDT, 
contemporary painting, peopie 

DESIGN 
DICK MARTIN, 
graphic art, 2 & 3 dimensional 
SCULPTURE 
for special projects by appointment 

140 EAST S6TH STREET ~- N.Y. C. 22 

FATE 

ANCO equipment for 

the artist who wants 

to travel light... 

At home or abroad, the artist finds 
an ANCO sketching easel, sketch 
box and Berkshire stabilizer/sketch 
box rest ideal travel companions 
...@asily set up, convenient and stable. 
illustrated: 

+ J No. 4 Victor Adjustable-leg 
Sketching Easel 
No. 505 Anwood Sketching Box 

es No. 501A Berkshire 
Stabilizer/Sketch Box Rest 

PAU u BAC Qa N Complete outfit around $20 €& 
DESIGN AND Available thru leading 

art material dealers. 
ILLUSTRATION ete 
758 7TH AVENUE, N.Y. 198 



S"ELLE FRIEDMAN ASSOCIATES /141 EAST 447H STREET N.Y.C. MU-7-7194 

Estelle Friedman 

color transparency 

retouching 

for people like 

Richard Avedon. 
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Associates, Inc. 

MIchigan 2-8715. Chicago 

as hobbies. He says, “It is when the 
would-be artist must translate a busines: 
into an opportunity for expressing his ar 
that the trouble begins.” Other comment. 
in support of his point: 

“Most creative people in our industr 
could have been teachers, authors, jour 
nalists, fine-arts painters, poets, scholars 

. Perhaps they should have been. . . 
Too many spend far too much of thei 
time trying to utilize a clear and funda 
mentally simple business as a platforn 
for their frustrated fantasies and thei 
unfilled esthetic ambitions. 

“Or, blaming the business for wreckec 
dreams of artistic glory, they tend to lool 
with disdain upon that which is essentia 
to our business: making money for ou 
clients, a not dishonorable pursuit.” 

“The art director who approaches : 
layout as if he were designing a bette 
ceiling for the Sistine Chapel is a fool.’ 

“In the pursuit of wit and charm, o 
elegant design and esthetic appeal, o 
impeccable taste and inspirational con 
tent, more poor misguided people hav: 
made themselves more miserable an 
have helped to misspend more mone: 
than any battery of IBM machines or psy 
choanalysts could ever compute.” 

“. .. the basic reality of advertising i 
the success of the client’s product—no 
to be reckoned in terms of art awards, 
not to be counted in terms of the chuckle 
it gives to viewers, but in the sales built 
solidly to withstand maximum competi- 
tive pressure for the maximum amount of 
time.” 

“You've got to penetrate minds that 
are glutted with words and pictures. 
Make yours simple, meaningful and clear. 
Cynicism, if it’s either corrosive or 
healthy, may help you get through your 
day, but keep it out of your work. The 
same goes for your esthetic yearnings 
and your intellectual aspirations.” 

Charles W. Socarides, M.D., 

Psychiatrist Socarides seemed to confirm 
some of Jeremy Gury’s points when he 
noted that “. . . some of my best and most 
rewarding patients are creative people in 
advertising.” 

Dr. Socarides proceeded to destroy 
several myths that have been destroying 
some good admen. 

Myth 1: You’ve got to be sick to b 
creative. 

“Being sick doesn’t take any effort . . 
being creative is a largely conscious 
deliberate job.” Creativity involves aler 
hunting for new facts, arranging then 
into a new pattern, deriving a new obser 
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ART DIRECTOR: CATHERINE SPIES 

AGENCY: HENRI HURST McDONALD 

CLIENT: BURNY BROS 

STEPHEN HEISER photography 

141 WEST OHIO STREET + CHICAGO 10, ILLINOIS + SUPERIOR 7-9717 
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vation, evolving a new form to express it. 
“Obviously this complex act requires 
discipline, control . . . creativity depends 
on inner freedom, which we call health, 
directed by conscious powers of observa- 
tion, selection, integration, hard-won 
technical skill.” 

Myth 2: ‘Ad men prostitute their 
talents. 

“A dismal notion based on the sub- 
myth that the only decent or desirable 
goal for an artist is to paint~pictures for 
the Louvre.” 

Dr. Socarides notes that it is character- 
istic of the creative personality to be- 
come mildly depressed for a period after 
the creation of a new work. The act of 
creation comes in spurts and then is fol- 
lowed by a slump. With this slump comes 
a feeling of insecurity. ““The best answer 
for the creative man is to ride out his 
post-creative mood change with disci- 
plined concentration on routine tasks.” 
What about the creative man whose 

vriginal idea gets combed over in com- 
mittee? “His creative authority is divided 
by economic authority. His work is 
modified and recast . . .a group work im- 
posed on an individual work. . . . It is only 
the strongest of personalities who can 
maintain their sense of individuality 
under such pressure.” 

Must talent be wrecked by such pres- 
sures? “No... in reality, creative work 
in agencies has given to hundreds of tal- 
ented people opportunities to develop 
themselves . . . and a consistent pattern 
of economic reward and continued op- 
portunity that many a frustrated novelist, 
poet or painter would sincerely envy.” 

People who take seriously the myths 
about advertising would carry them along 
if they were in another field. The basis 
for belief in the myth is in the person, 
not the business. Myths such as “Adver- 
tising’s a cheap way out for talented 
people,” or “The husiness is full of 
phonies,” or “The public doesn’t trust 
advertising—it’s a waste.” “The real 
problem,” as Dr. Socarides sees it, “‘is 
that too many creative ad people distrust 
themselves. Their unresolved conflicts 
prevent constructive understanding of 
the business problems, project an unease 
into a sort of persecuted awareness of 
public skepticism.” 

“One of the most depressing myths is 
that advertising appeals to the worst in 
people, distracting the mass of men and 
women from spiritual, cultural, and es- 
thetic values and driving them toward 
material-acquisitive values, with empha- 
sis on the grossly sexual. This is a major 
distortion of psychological fact and 
reality. 
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DISTRIBUTOR offers you 

valuable assistance 

in creative planning 

Your Strathmore Distributor, drawing on 

—and less costly — plan of paper 
may have originally been foreseen. ing 
you to keep within your production and cost 
schedules is an important, and instantly 
available, part of his services. 

Or perhaps you need a spark for an idea or printability information. Your Strathmore Dis- 
tributor can often provide just the printed specimen material you need to solve these prob- 
lems quickly and effectively. Possibly special paper sampling? Whatever your sampling 
requirements—plain sheets or dummies cut to exact sizes—your Strathmore Distributor can 
supply them promptly and tailor-made to your specifications. 

Why not call on your nearest Strathmore Distributor early in the planning stage. Time 
after time, he can offer invaluable aid. His name is listed below. 
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“And, to the analyst, the mythological 
|: ature of the charge is obvious. Let's 

: ike a close look through an example. 

“One of your less gentle but not minor 
, citics tells us of the society girl raped 
| y a Negro youth because he was influ- 
ced by posters of a sexy white blonde 

a lvertising a film. The critic thereby 
|: :pplies the rapist with a superb ration- 

; ization for his hostile act—by leaving 
it everything the analyst knows from 
eory and experience built up to the ac- 

al rape. Things such as lack of impulse 
trol in the rapist’s developmental his- 
ry, childhood fears of the opposite sex, 
orbid psychological distortion of the 

s xual relationship, and many other fac- 
y ; rs. The billboard was at the end of the 
©; ycehological road to rape, not at the 
) | -ginning—and nowhere along the road 

ves it direct the individual to rape, un- 
')-ss his own unique inner conflicts so 

rect him. The critic is—to put it gen- 
‘ously: naive—to put it exactly: psycho- 

© e.alytically misinformed. 

Fe iff 
22 

“It is all three—naivete, misinforma- 
t:on and irresponsibility in the search for 
isensationalism—that account for the 
) constant pounding away by certain quar- 
) ters at the myth of advertising’s evil 
influence on society—the alleged influ- 
[ence toward materialism and against 
| spirituality.” 

“. .. How baseless, how actually mean- 
| ingless, it can be to insist that the enjoy- 

¥ 
0 

) ment of more and better things makes 
) people spiritually poor, that it corrupts 
| their human selves. 

“Psychologically, material benefit en- 
riches the individual. Deprivation of 

_ material benefits interferes with the hu- 
| man’s natural powers of self-development 
| and esthetic enjoyment. What used to be 
| the unique happiness of the elite is now 

| offered to the masses of people—the a 
|) material comforts of products and serv- 

) ices that perform miracles for the aver- 
| age man and his good wife: save time and 
’ work, protect the family’s health, create 
/ various fun and games, surround them > 
| with beauty and physical comfort—all 
| the things that previously were enjoyed 
| only by the lucky few who had wealth, 

position and power. Did anybody in pre- 
| vious centuries think to accuse this elite 

of spiritual empoverishment resulting 
from their being materially so well 

~ served? 

“Not at all. Because it’s a fact that a 
‘full material life—the enjoyment of the 
senses, the creation of leisure—is a pre- 
requisite for the development of the 
‘spiritual life—of increased interest and 
“activity in the arts, in ideas and general 
social advance. What makes psycho- 

)?nalytic theory is also plain common 
$-nse.” oe 

SAVE ONE HALF 

ON THE WORLD’S 

BEST PRODUCTION* 
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t a 

You save at least one half when you = po at as. gee 
purchase a Lucygraf because there are : oe 
no middlemen, distributors, discount Seicehin 2 ——e r 
arrangements or hidden mark ups. 
Every unit is sold direct to the cus- 
tomer from the manufacturer. There is 
only one price. This is the formula that 
has been selling Lucygraf all over the 
country. It is the reason we offer an 
unconditional 10 day money-back 
guarantee if you are not completely 
satisfied... because most Lucygraf 
customers order without ever having 
a demonstration. 

Lucygraf customers include large 
Corporations, Universities, Agencies, 
Studios, and Freelance artists. Much of 
our sales success is directly due to the 
recommendations given by current 
Lucygraf owners... (to whom we say 
thanks). Read the specifications below 
and you will see how Lucygraf offers 
double the production capacity, plus 
rugged dependability at less than one 
half the price you would normally pay. 

SPECIFICATIONS 
LENS, Wollensak Raptar F4.5 (Same lens as in 
units costing $300.00 more and up.); EIGHT 
DIAMETERS scaling range (calibrated settings 
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PLATE 18” x 24”; COPY BOARD 17” x 23”; 
BELLOWS, heavy duty rollaway; LID fits flush, 
piano hinge; CABLE CONTROLS of viny! cov- 
ered steel strand; HOOD, grey vinyl, remov- 
able; DIMENSIONS, 42” stand up height to 
focal plate, floor area approx. 26” x 24”; 
CABINET of heavy ply construction beauti- 
fully finished in neutral beige. 
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CHARLES. KIVIATSK CUFFARI, INC. 

You know us, with or without the chic chapeaux. That's Milt Charles on the left sitting 

under a hatful of magical graphic ideas. Howard Kiviat in the fishbowl is our orbiting 

account man, an art rep without peers, on this or any other planet. Dick Cuffari, with 

the fanciful plumage owns a matching flair for exotic designed illustration. 

Don’t let this little charade mislead you: CAC stands for a talented trio of top art direc- 

tors, eager and equipped to help. Is a new number, so jot it down ELdorado 5-5447. 
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Color Adds Readership Plus 

NEW XEROX 914 
OFFICE 

a Starch Reader Impression Survey 

Almost everyone in advertising knows 
that color increases readership potential. 
All too often, however, black-and-white is 
preferred to color because the increase in 
readership scores for color does not jus- 
tify its cost. When decisions of this type 
must be made, the advertiser should con- 
sider the possibility that color will en- 
hance reader impressions of company and 
product, heighten the level of reader in- 
volvement with the advertisement and 
add to the presentation’s ability to com- 
municate meanings. 

Unfortunately, the Starch Reader Im- 
pression Program has never studied two 
advertisements identical except for color. 
Nevertheless, all studies of black-and- 
white and comparable color ads indicate 
that color communicates stronger and 
more positive impressions. 

b/w and color ads compared .. . 

‘he two Haloid XeroX advertisements 
roduced here represent one example. 
Chat on the left appeared in black-and- 
hite; the other in full color. The color 
d was the more successful. To make the 
»mparison fair, it should be noted that, 
xcept for its headline, the color ad was 
iore effective in every respect: it helped 
‘aders to visualize the XeroX Copier in 

COPIER 

their own offices and gave them an accu- 
rate idea of the copier’s size, the place- 
ment of copy headings made it easier for 
readers to pick up the main copy points, 
and showing more of the copier in the 
color ad helped to prevent the false im- 
pression that the XeroX 914 is “port- 
able.” 

color builds reader involvement .. . 

As in all Reader Impression findings on 
comparisons between color and _black- 
and-white, the chief effect of color was to 
heighten involvement with the ad by 
giving readers a sense of realism and im- 
mediacy, a “you are there” feeling. Re- 
sponses of this type go below the purely 
verbal level but are reflected in the in- 
creased use of personal pronouns—refer- 
ences to “my office,” “our company,” or, 
in the case of consumers, to “my home.” 
In thousands of individual Reader Im- 
pression interviews, readers have spon- 
taneously expressed a general preference 
for color ads; the few cases in which 
readers have defended black-and-white 
reproduction were tied to specific prod- 
ucts or advertisers. (“I don’t feel that 
color is necessary for this type of 
product.”) 

t Direction / The Magazine of Creative Advertising / April 196) 
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color adds prestige . . . 

Color also tends to enhance the prestige 
of the advertiser, making the reader feel 
that the company is “important.” It 
might be supposed that some readers 
would resent coler because its cost is 
passed on to customers; actually, this re- 
sponse is rare except with utilities or 
quasi-utilities. A much more common re- 
sponse describes the advertiser as one 
willing to show his product in the best 
possible light because he is proud of it 
and the achievements it symbolizes. 

In the color ad shown here, color also 
highlighted the main copy points. The 
four headings and copy blocks which con- 
Stitute the entire text were printed 
against four sharply contrasting blocks 
of color. 

not by numbers alone .. . 

Should all advertising appear in color, 
where the budget and the medium per- 
mit? Probably not. For certain “mood” 
illustrations, sharp dramatic contrasts 
and rendering techniques, black-and- 
white may be the best bet. Nevertheless, 
remember that color cannot be measured 
in readership scores alone. * 



A 
K 

; 

— 

ey 9 

S — 

2 — 4 
: On " ’ ENR ON ve OM BENDA, PHOTOGRAPHY HENRY ROBERTZ, DESIGN. 

looking at the 

ladies, lately 

as a consumer she’s most 

receptive to new ideas, 

products, services... 

Dr. Sidney J. Levy, Social Research Inc. 

Much is made today of the idea th 
women are losing their femininity. A 1 
cent survey reported in a Sunday supp! - 
ment found that one-third of the wome 
interviewed and one-half of the men fe t 
this way. But dress, outward manner, ar | 
various social behaviors are often supe - 
ficial guides, since their meanings chan; : 
to fit the times. Not too long ago painte | 
lips and smoking in public bespoke tl > 
loose woman. These no longer signify tl : 
loose woman, although undoubtedly tl : 
ladies have loosened up considerably. 

If it is possible for a woman to we: 
a bulliighter’s trousers and still be fem - 
nine, what personal qualities constitui 
femininity? The basic dimensions used ! 
identify femininity is that of activit - 
passivity. Men are supposed to be activ 
and women passive. By definition, the: 
the modern woman is more masculin 
and men anxiously exaggerate the inv.- 
sicns they see. Actually, femininity ‘s 
not fundamentally a matter of simple 
passivity, nor the presence or absence of 
specific kinds of knowledge. Today's ac- 
tive woman may really be increasingly 
feminine rather than less so. 

the true nature of femininity 

This passive ideal of years gone by lin- 
gers, but women are leaving it behind. 
Instead of passivity, true femininity is 
receptivity. Regardless of her clothes, job, 
vigor, speech, drinking habits, or initia- 
tive in seeking a husband and supporting 
him through college — this is a modern 
heroine — a woman’s femininity is in her 
receptivity to people, to experience, to 
the feelings and needs of her chiidren, 
husband, and to herself. 

Passivity makes a woman an object; 
receptivity makes her an interpersonal 
being, finding her fulfillment in seli- 
expression and in how she relates to 
other people. Passivity implies submis- 
sion, obedience, duty; receptivity means 
willingness, invitation, pleasure. 
Women differ in their many goals, an: 

in how much satisfaction they get from 
life nowadays. Some of these differences 
follow social class patterns. Upper middi’ 
class women, wives of professionals an! 
business executives, for example, treasur : 
their individuality and like to aim at ex- 
pressing their good taste and skill in hat 
dling situations with poise. They are th 
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Sa power and a virile, 
spare line characterize Gordon 

| Grant's uncanny ability to crys- 

talize the atmosphere and spirit of 
{ the sea. 

Only a true lover of the sea can 
work so surely to create dramatic 

‘compositions from the common- 

hm ee lf Such skill requires a medium as 

hth exacting as the artist himself. No 
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‘ MORILLA, who brings you 
Morilla the world’s finest papers 

(“Canson Mi-Teintes”, 
“Arches”, “Michallet”, 

[ A Y 0 UJ T “Crisbrook”, “Morilla Board”, 
“No. 200” Illustration Board, 
“Monogram” Illustration 

b A 1] § Board etc.) invites you to try 

The World’s Finest Layout Pad Line 

No. 82 “TOWER” Tracing Pads 
Parchment type, very transparent, 
inexpensive. A leader in studios and 
schools for over a quarter century. 
9x12, 11x14, 14x17, and 19x 24. 

No. 550 
“THE J 

ADVERTISER” 
Layout Pads 

Unusual, semi-smooth, translu- 
cent surface. For ink or pencil. 
Sized to prevent feathering. Ex- 
tra fine tooth. The advertising 
man’s favorite. All popular sizes. 

No. 666 
“ART DIRECTOR” 
Layout Pads 

Popular, rag-content, semi- 
transparent stock with pro- 
nounced “tooth”. Strong, 
durable. All pad sizes. 

THE MORILLA COMPANY 

12-12. Bridge Plaza So., Long Island City 1, N. Y. 
425 So. Wabash Ave., Chicago 5, Ill. 
706 So. Magnolia, Los Angeles 5, Cal. 

WINSOR & NEWTON’S 

DESIGNERS’ GREYS 

Now added to Series #1 

Winsor & Newton’s 

Designers’ superfine gouache colors- 

a range of 5 neutral greys 

for general application and 

photo re-touching. 

Ask your local dealer for 

free description leaflet #115 

or write direct to us. 

WINSOR « NEWTON INC. 
881 BROADWAY 

NEW YORK 3, N.Y. 

Canadian Agents: THE HUGHES OWENS CO. LTD. Head office. MONTREAL Californian Distributors: THE SCHWABACHER-FREY CO. SAN FRANCISCO 

Photo by Bernard Lawrence 



Photo by Bernard Lawrence 

‘rt Direction / 

CONTACT: TIM CRISLER «+ 

The Magazine of Creative Advertising / April 1961 

STACY C. MATHAS 

(Oey 

CHENAULT 

ASSOCIATES 
INCORPORATED 

Art for Advertising 

& Sales Promotion 

AmsterYard 211E.49 St. 

New York 17 + PL 1-0095 

AT YOUR SERVICE 

* AL NELSON - BOB WOLF 

51 



FRANK H. KOSTE & ASSOCIATES, Inc. 
65 East 55th Street, New York 22, N. Y. « Plaza 1-1706 

7 
+. Robert Fawcett 

“home managers.” Lower middle clas 
women, wives of white collar workers, ar 
much involved in their children and am 
bitious for their success. They want to b 
neat, conscieatious, strong and practical! 
They are less managers than they a1 
“homemakers.” Lower class women, wive 
of blue collar workers, often have value 
similar to middle class women, but ar 
less energetic in pursuing them. They ar 
often “just a housewife.” They are pai 
ticularly anxious to maintain the ir 
tegrity of their families, and less able t 
do so. 

There is one wish that women of a 
classes have. It lies in the dream of bein 
transformed, of being magically change: 
into a new person. The reason for thi 
wish may be due to resentment at bein 
the second sex, notorious as having bee 
carved out of an oversupply of ribs o 
perhaps because little girls have to wai 
so long for evidence of their superiorit 
to men. The cause of the transformatio: 
is love, and the consequences are a ne\ 
status, new interpersonal relations. Thi 
wish takes various forms and is familiar] 
projected in fairy tales and myths. 

The lower class version is the Cir 
derella story. The girl is a househol 
drudge, a slavey to her stepmother an 
stepsisters. Her transformation is quic 
and closely linked to fancy transport: 
tion, going dancing, and above all, a ver 
beautiful dress. Many studies show tha 
lower class women are especially inter 
ested in dressing up. In one instance, w 
asked women, “On what occasions do 
your clothes fit your personality best?” 
Fifty-eight percent of lower class women 
chose “Whenever I look my dressed up 
best,” in comparison with only around 
15% for middle class women. 
One lower middle class version is th 

story of Snow White. She has a higher 
status than Cinderella, is exceeding]; 
virtuous and enjoys keeping house and 
mothering the child-like dwarfs. Her 
transformation takes more time than Cin 
derella who did not have to bother with 
the middle class virtues of postponing 
pleasure. After a suitable wintry sleep 
being a good girl, Snow White is awak 
ened by a kiss to love and marriage. 
Similar is Sleeping Beauty, in which th: 
uninvited evil witch symbolizes the mid 
dle class anxiety about not offending 
one’s relatives lest they do you an ill turn. 

An upper middle class version is th: 
story of Pygmalion and Galatea. H: 
sculpts her and his love brings her to life 
This story—and Shaw’s adaptation of it- 
is told from an upper middle class poin 
of view. The hero is not a mere princ« 
but a king, which is in keeping with th 
upper middle class interest in the specia 
relationship of fathers and their daug}l 

ce, 



Get MULTI-COLOR effects with speed and 

economy—by “2-COLOR PROCESS” 

CA TINE’S PAPERS The 2-Color Process here illustrated (not to be 
confused with duo-tone printing ) Is especially use 
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M-C FOLDING BOOK 
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VELVETONE DULL ' 
ESOPUS TINTS tion, a good black for display. 
ESOPUS TINTS 
COVER-BRISTOL 

short cut. 

sheet yield a wide variety of tones and, in combina 

Success de pends upon the quality of separations 
and the choice of inks — and paper. The @ight 
pastel shades of Esopus Tints furnish a suitable 
background for color printing, without overpower 
ing the type or illustrations. 

For further information consult your Cantine 
merchant or write The Martin Cantine Company, 
Saugerties, N. Y. ; 

ESOPUS POSTCARD This insert is a specimen of Cantine’s Esopus Tints Ivory 25 x 38-80 (160M 
SOFTONE Printed on a 15" x 20/2” Original Heidelberg 2-Color Press. 

FOR OFFSET Photo by Johnson-Sarra, New York. 
Inks by Fred’k H. Lev ey Company. Separations and ink specifications by Pictura, New York. 

HI-ARTS LITHO C.1S 
ZENAGLOSS OFFSET C.2S. 
ZENAGLOSS COVER C.2S. 

LITHOGLOSS C.1S 
CATSKILL LITHO C.1S. 
CATSKILL OFFSET C.2S. 
ESOPUS POSTCARD C.2S, 

ESOPUS TINTS 2 a | 
ESOPUS TINTS 
COVER-BRISTOL 

VELVETONE DULL C.2S. Mp0 | 

| 
1 
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MULTI-COLOR 

in 2-Color Process with 

CfA CH ) ) a 

)antine, Would , Ieper Pw 4 
THIS INSERT 

You can believe your eyes! With modern methods of color-separation and ink- 

selection — and especially with a Cantine pastel-tinted paper — you can get three- 

color, four-color, multi-color effects with only two ink impressions — by either 

letterpress or offset. This is something to know when an important job is RUSH. 

Here is an example that shows the versatility and quality of this time-saving 

process. Ask your Cantine merchant for particulars or write: The Martin Cantine 

Company, Saugerties, N. Y. (Specialists in Coated Papers since 1888). 

TEXT COVER - BRISTOL 
Canary, Green, Blue, India, Pink, Canary, Green, Blue, India, Pink, Peach, Ivory 

Peach, Goldenrod, Ivory Basis 20x26 23x29 26x40 23x35 
Basis 23 x 35 25 x 38 35 x 45 80 160 205 320 248 

70 119 140 232 
80 — 160 266 

PASTEL COATED | ESOPUS TINTS 



calendar 

.pril 1-17 . . . Denver ADC’s Sth Annual Ex- 
ibit, Living Arts Center, Denver Art Museum. 
ipril 10 . . . Artists Guild of Chicago’s 15th 
nnual Exhibition of Commercial Art, opens 

t Visual Arts Center gallery. 
ipril 15 . . . Deadline, Omaha Artists/Art 
irectors Club’s Sth annual. Show and awards 
resentation, June 10. 
\pril 15-24 . . . 3rd International Photo-Cinema- 
ptics Bienal, C.N.I.T. exhibition palace, Paris. 
ipril 17 . . . 1Sth annual NSAD meeting, Chi- 
igo, Sheraton Towers hotel, all day. April 18, 
p.m., Combined Awards Banquet, co-spon- 
sred by NSAD and ADCC Outdoor Advertis- 
g Art Competition. 
pril 18-29 . . . Baltimore ADC’s 11th Annual 
xhibition, Maryland Institute of Art. 
pril 25 . . . Milwaukee ADC annual, Layton 
chool of Art. Awards banquet, Jewish Com- 
unity Center. 
fay 2 . . . Awards presentation, 11th Litho- 
raphic Awards Competition and Exhibit, 
»onsored by Lithographers & Printers Natl. 
ssn., 56th annual convention, Arizona-Bilt- 
iore hotel, Phoenix. Chicago exhibit, May 16- 
3, Hamilton hotel. New York exhibit, June 6-9, 
Jarwick hotel. 
fay 2... Direct Mail Day, sponsored by 
{ASA N. Y., Hotel Commodore. 
fay 4... 2nd American Tv Commercials 
estival, Hotel Roosevelt, New York. 
May 16 . . . Typographic Directions ‘61, spon- 
ored by Type Directors Club of New York, 
Vorld Affairs Center, 345 E. 46 St., 6:30. Typo- 
sraphy ‘61 show at Mead Library of Ideas, 
hrough May. 
May 23-24 ... 8th Annual Day of Visuals, 
ponsored by Natl. Visual Presentation Assn. 
lotel Roosevelt, New York. Combined pro- 
3ram with Sales Executives Club of New York. 
4 wards presentation, May 23. 
June 1-25 . . . Seattle ADC 12th annual show. 
Seattle Art Museum. 
June 12-16... 8th Annual International Adver- 
tising Film Festival, sponsored by Interna- 
tional Screen Advertising Services and Inter- 
national Screen Publicity Assn. Cannes. 
Tune 18-24... International Design Conference 
in Aspen, “Man/Problem Solver.” 
July 30-Aug. 3... 70th Annual Exposition of 
Professional Photography, 9th Natl. Industrial 
Photographic Conference, sponsored by PPA. 
Also, annual conventions and trade shows of 
PPA of New Jersey and Connecticut PPA. At 
Statler Hilton hotel, New York. 
September... ADC Birmingham annual show, 
Birmingham Museum of Art. 
October . . . Jacksonville ADC show. 
AIGA traveling shows .. . April, 50 Books of 
the Year, University of Alaska; Boston Public 
Library and Library of Congress, Washington, 
simultaneous April 13 openings. April 15-29, 
Design & Printing for Commerce, and 50 Ads 
of the Year, University of Utah, Salt Lake City. 
April 6-20, Joseph Low Exhibition, Richmond 
Professional Inst. April 23-May 7, Ben Shahn 
=<xhibition, Huntington Galleries, Park Hills, 
juntington, W. Va. May 1, Design & Printing 
or Commerce, Carpenter Paper Co., Grand 
tapids, Mich. May 2, Design & Printing for 
Sommerce, and 50 Ads of the Year, Direct 
Aail Day, New York. 
Asia House .. . Sengai, paintings by Japanese 
‘en Buddhist monk of late 18th-19th centuries, 
1gain popular in Japan. 112 E. 64, N. Y. 
Metropolitan Museum of Art... Through April 
0: Exhibition of 75 woodcuts, etchings and 
ngravings, from Italy of middle 1400s to 18th 
entury Venetian school. Auditorium Lounge. 
hrough May 7: Max Ernst, retrospective. 
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BY MANY ADVERTISING AGENCIES, IS A MERCHANDISING MUST! 

HOW CAN YOU GET THE JOB DONE WELL? 

RO: 

SHUNNED 

aa: 

IT MIGHT BE A MERCHANDISING KIT. Or a counter display. Or a 

mailing piece. Even a corporate presentation. It’s important— 

and you want it done well. You want it to sell—and need a good 

chunk of creative imagination to go into it. You say so when you 

turn it over to your advertising agency. What happens next? 

THE JOB MAY BE DONE BEAUTIFULLY. Then again, it may not. 

Most agencies just aren’t staffed to do sales promotion profitably. 

All too often, it shows. That’s why both agencies and companies 

send sales promotion jobs to us. 

WHAT AGENCIES SHUN, WE PRIZE. We’re a fully-equipped studio 

specializing in creative sales promotion. More than 17 years 

of experience have taught us how to produce dramatically successful 

solutions to a wide range of promotion problems. (We have 

a number of exceptional case histories to prove it.) Aside from 

advertising agencies, our client roster includes some of the 

world’s best-known companies. 

WHAT CAN WE DO FOR YOU? Most of our clients like to have us 

contribute from the idea stage on. In some cases, they call us in at 

the last minute. Either way, our service is comprehensive. 

We can handle a job from beginning to end: design, 

copy, illustration, photography, finished art, mechanicals, 

and printing. If this suits your requirements, fine. That’s how 

we do our best work. But if a particular job calls for only 

a portion of our service, we’re ready to supply it. Specifically, 

what kind of sales promotion can we produce for you? Sales 

kits; direct mail campaigns; P.O.P. materials; corporate 

presentations; packaging; merchandising kits; annual reports; 

brochures, booklets and manuals. 

THE NAME IS KLEB STUDIO. We’re located at 3 West 46 Street, 

New York City. Phone number: CI-6-2847. If you have a sales 

promotion problem, let’s talk it over. 
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Process Lettering 

and 

Trick Photography 

Since 1937 

Every style in our Film Lettering 

Library without exception! 

Mail deliveries anywhere in the U.S.A. 

Order by name from Style Specimen 

Book sent on receipt of 25¢ to cover 

postage and handling. 

Teo Oli... nc 

305 East 46th Street New York 17, N. Y. 

PLaza 3-4943 

By O. Hlavsa. Type and illustration have been com- 
bined in this lavishly-produced, two-color volume, to 
make it at once practical and aesthetic — hundreds of 
entire alphabets are accompanied by comments upon 
their usage, and dramatically presented in tasteful 
examples of layout design. The development of type- 
faces, their design and use, are discussed, outlining the 
basic rules of good composition. 489 pages. $12.50 

Book of Type 

and Design 

at your bookseller or write 

TUDOR PUBLISHING CO. 

221 Fourth Ave., New York 3: 

ters. Also, the girl is transformed grad- 
ually, less magically than by professional 
skill in bringing out the true character 
and capacities of the individual. And at 
the end Eliza is so liberated, she isn’t even 
sure she wants to marry her Pygmalion. 

esthetic sources and trends 

Women are constantly on the alert for 
sources of information and guidance, 
locking for cues to orient themselves 
toward what is currently permissible, 
especially in the way they fix up them 
selves and their homes. These sources of 
transformation range according to their 
values and access, from the professiona] 
to the pedestrian. A designer’s wife said: 

“A lot of ideas came from more or 
less trade magazines—I/nteriors, Arts 
and Architecture. We don’t have any 
household magazines around. Then 
there’s this perfectly gorgeous Italian 
industrial magazine we just drool 
over. It’s called Industria Italia. Oh, 
they have the most fantastic stark 
contemporary!” 
Women who can afford it call in in- 

terior decorators, and more women would 
love to. Interior decorators are one of the 
guides and go-betweens that many need 
to help them thread their way through 
the mazes of self-expression and negotia- 
tion. Like realtors, and matchmakers, in- 
terior decorators advise on what is right, 
find it, and assume the burden of han- 
dling all those other people. 
Then there are window shopping, store 

browsing, and store personnel, other peo- 
ple’s homes, and the deluge of colorful 
communications from the mass media, 
their ads, articles, and illustrations. 

From all this gathering and gleaning 
of impressions and ideas, women pick up 
gratification, information, and confusion. 
They are confused because it is so hard 
to tell what is best for themselves. But 
they also learn and are gratified to be 
in on all the excitement of changing 
fashions. It is easiest for them to pick up 
specific ideas about colors, materials, and 
styles; hardest to decide how to relate 
and combine them in a particular setting. 
New colors, new fabrics, authoritative 

styles—they are absorbed and work their 
way into the culture as rapidly as money, 
wear, and learning curves permit. Homes 
are changing as people become able to 
take advantage of teak and marble; of 
vinyl, cork, or parquet floors; of canvas 
wall covering; sheer drapes; costly built- 
ins; pole lamps; carpeted bathrooms; 
acoustic tile ceilings. Each little American 
palace becomes increasingly luxurious, 
with variegated patterns, air-condition- 
ing, brightness, and sensuousness. Prob- 
ably this sense of indulgence and elabora 
tion will grow, moving us more and more 
from smartness to elegance. 

Piece , a ee OMe V5 Ps =. ae ae Beit, a oe a a , — = 3 — ee le , ~~ Foe: Sang © = pee? 2m ae i es afl ioe ee) ile — ai ees eee 



pica rules 

Our new 

is colossal 

PE 6-4708 

g 3 E o 5 a ~ 

type specification 

Character count, 

complete showings. 

type supplement 

225 West 39th 

New York 18, N. Y. 

Franklin Typographers 
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Tizves IS THE 

mee SECRET 

Velvety smooth, with a per- 
fect affinity for pencil, pen or HURLOCK 
brush, Hurlock's Illustration 
Board provides the finest sur- Roy a/ Crest 
face for almost any technique. ILLUSTRATION 
... Ask for #1029 single thick-~ BOARD 
ness... or #1030 double thick- 
ness...at leading dealers. 

HURLOCK BROS. CO., INC. 
OFFICE AND PLANT 3436-38 Market St., Philadelphia 4, Pa. 

LT TN 

jUd on 6-0035 

IMPROVED SPRAY PATTERN 

AND AROMA! DRIES ODORLESS! 

KRYLON? 

WORKABLE FIXATIF SPRAY , 

Krylon research laboratories have 
perfected a new dispensing spray 
head and improved formula to 
give you a no-smudge, no-wrinkle 
spray coating that goes on gently 
and evenly, dries fast . . . and dries 
odorless! Fixes pencil, charcoal, 
pastel, crayon and chalk. Easy to 
erase and work over. Use Krylon 
Workable Fixatif and see why it is 
“The Choice of Professionals”! 

Krylon Glowing Fluorescent Spray Paint 
. .. in six dazzling colors, for posters, 
banners, streamers, exhibits and show 
booths. ' 

Krylon Crystal-Clear Spray . . . perma- 
nent protection for artwork, draw- 
ings, photographs, documents, ce- 
ramics and models. 

AT LEADING ART MATERIAL STORES 





THE AD 

COPYFITTER 

See Sept. 1960 Art Direction for tie 
CHARACTER PER LinE CHART and t ¢ 
first installment of these CHARACTERS P x 
Pica TaBLes. The article tells how to u e 
tabular data and chart for visually tra: ;- 
lating characters per pica into charact: s 
for any line length up to and includi: ¢ 
55 picas. More tabular data appeared 1 
October, and will continue month y 
until the series has run from A to Z. A»- 
nual supplements will keep it up to da: .. 

Franklin Gothic Cond. (ATF) 6-3.48; 
8-3.03; 10-2.4; 12-2.21; 14-1.87; 
18-1.51; 24-1.2 

Franklin Gothic Ex Cond. (ATF) 6-4.12 
8-3.6; 10-2.96; 12-2.76; 14-2.31; 
18-1.92; 24-1.54 

Franklin Gothic Ex Cond. (Lud) 12-2.6 ; 
14-2.28; 18-1.85; 24-1.47 

Franklin Gothic Ex Cond. No. 507 (M) 6- 1.; 
8-3.56; 10-2.94; 12-2.68; 14-2.14; 
18-1.78; 24-1.34 

Franklin Gothic Wide (ATF) 6-2.56; 8-2. 5; 
a 10-1.71; 12-1.54; 14-1.3; 18-1. 

. at A Freehand (ATF) 6-3.98; 8-3.38; 10-2. 17; 
2 . 12-2.64; 14-2.37; 18-1.86; 24-1.42 

At North Studios you have a choice of North stars... French Cadmus No. 22 (M) 6-4.19; 8.3.31; 

we think the best botties and drinks 9-2.94; 10-2.68; 11-2.45; 12-2.25 
illustrator around, outstanding packages too, French Cadmus It. No. 22 (M) 6-4.55; 

mth Peay : ie .68; 9-3.19; 10-2.94; 11-2.68; realistic illustrations, cartoons with zip! ryt 9 : : 

solid illustrator, excellent figures, French O. S. No. 71 (M) 6-3.83; 8-3.79; 
general industrial, distinctive stylist! 10-2.56; 11-2.45; 12-2.25 

\ : French O. S. It. No. 71 (M) 6-4.19; 8-3.43; 
here’s a fellow who can go far out and then 10-2.80: 11-2.68; 12-2.45 

: orbit! — fantasy and original abstractions, aces in French Round Face No 150 (M) 6-3.56; 
design, wit in line, fresh, original direct mail! 7-3.19: 8-2.94: 9-2 68: 10-2.45: 

master of white space, tops in layouts, 11-2.25; 12-2.14 
elegance and dignity—plus an all-star cast of French Round Face It. No. 150 (M) 
illustrators, letterers, retouchers and detailers. 6-3.83; 7-3.43; 8-3.19; 9-2.94; 10-2.68; 

: 11-2.45; 12-2.35 Dial this galaxy at MUrray Hill 6-5740...ask for Charles, Russ, Jack or Bettye French Script (F) 12-3.04 

Furlong Light (Li) 7-3.84 
Futura No. 4B w Bold (1) 514-3.88 

79 MADISON AVENUE NEW YORK 16 Futura Bold (B) 8-3.1; 10-2.4; 12-2.01; 
14-1.83; 16-1.49; 18-1.39; 24-1. 

Futura Bold (|) 6-3.64; 8-3.11; 10-2.43; 
12-1.98; 14-1.75; 18-1.41; 24-1.04 

Futura Ex Bold (|) 12-1.94; 14-1.69; 

TTT yar ois 2688-57 SPECIAL BARGAINS Futura Ex Bold & Oblique (i) 10-2.31 
in ART MATERIALS me oF Futura Bold Cond. (B) 8-3.94; 10-3.18; 
and ART BOOKS p 12-2.83; 14-2.54; 16-2.2; 18-2.02; 

oS etemn’ ” ~ 24-1.61 

AMERICAN py 9th Futura Bold Cond. (I) 6-4.82; 83.72; 
° 10-3.11; 12-2.77; 14-2.48; 18-1.9; 

BLUEPRINT Co anes 24-1.61 
7 EAST 47 FOE GR eopenes. Futura Bold Oblique (B) 8-3.17; 10-2.38; 

es seit 12-1.91; 14-1.72; 16-1.46; 18-1.36; 
299 MADISON AVE =— Mil A.|l. FRIEDMAN INC. 24-1.06 
630 FIFTH AVE CO 5 0 QUALITY ART MATERIALS Futura Bold Oblique (1) 6-3.64; 8-3.11. 
6( T 56” ST -Lazo.1-224¢ 25 West 45 St., New York 36 tegey 12-1.98; 14-1.75; 18-1.37; 

‘ Futura Book (B) 8-3.83; 10-2.94; 12-2.56; 
16-6808 14-2.25; 16-1.78; 18-1.65; 24-1.34 

Ar Direc! 



Docs your billlold de all this? 

“TYPE AND STRING,” TOP LEFT, 

WON AN AWARD OF DIST. MERIT. 

ONE OF 7 PHOTOS ACCEPTED IN 

THE N. Y. ART/DIRECTORS SHOW, 

LEN SIEGLER 

REPRESENTED f 

GRAHAM ASSOC. 

45 WEST 45th STREET 

TEL. JUDSON 2-2645 

Can Voikswagens be sokd by mail? 

1 Direction / The Magazine of Creative Advertising / April 196! 



Photographer: Wingate Paine, Art Director: Helmut Krorie, Agency: Doyle-Dane-Bernbach, Client: Volkswagen of Americc 
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Talk about problems! There was the 

necktie., There was the shirt. And you— 

grimly determined to tie your first knot. 

So you pulled and you twisted. Got 

tangled and started again. Then (you 

didn’t remember how) you did it. 

A knot! Hardly perfect, of course. But 

good enough to be proud of. 

EE ATLANTIC (Want 

Those were the days when you met 

your challenges with little else but deter- 

mination. Today, you have a rich store 

of skills and experience to draw on. Your 

printing shows it. Your pride reflects it. 

Pride. We share it with you. Because 

good printing begins with good papers. 

And that’s the only kind we make. 

FINE PAPERS 
EASTERN FINE PAPER AND PULP DIVISION - STANDARD PACKAGING CORPORATION + BANGOR, ME. 



What you should know 

about Atlantic Opaque’s 

new whiter white 

Place this sheet of Atlantic Opaque next to any other sheet. 

In most cases, you'll see a startling difference in whiteness. 

This extra whiteness can enhance your printing in many 

ways. Blacks are much deeper. Coiors more luminous. The 

whole page takes on a new sparkle. 

And—true to its name—Atlantic Opaque minimizes 

show-through. Fven in lighter weights. An ideal paper for 

envelope stuffers and inserts. ; 

Finally, Atlantic Opaque gives you all the quality essen- 

tials for good printing: uniform trim, even caliper and 

bulk, controlled moisture content. No wonder this paper 

reduces press preparation to a minimum! 

Atlantic Opaque is available in Regular, Vellum and dis- 

tinctive Deep Etch finishes. Ask your Eastern Franchised 

Merchant for samples. Or write us direct. 

EASTERN FINE PAPERS 
EASTERN FINE PAPER AND PULP DIVISION * STANDARD PACKAGING CORPORATION » BANGOR, ME. 

CASTERS 

Art directing this insert: The photographer y, 
Hans Namuth, a stern purist who insisted on getting , 
lad who never had tied his necktie. After some has, 
instruction, the boy was put behind a frame (to simulate 
a mirror) and told he was on his own. Forty exposy; 
later, the knot was a reality. 

Photos were shot with a Hasselblad, 2% x 2%, Using 
Ektachrome film. A dye transfer was made for the larges 
of the five color illustrations. Separation negatives fo 
the rest were made directly from the transparencies, 

PRODUCTION FACTS: This insert printed offset on ney 
brilliant white Atlantic Opaque, Regular finish, basis % 
on a 52 x 76 4-color press, 50 up at 4,000 IPH. Sheet size 
50 x 76%. Color sequence was yellow, blue, red, bla 
Press plates were deep etch aluminum from 175-ling 
screen positives. 



DRAVNEEK esocicies, rat is) 

DOES IT AGAIN 

It’s new and it’s high speed 

color photography taken with 

existing or available light, 

designed especially for 

advertising products, agencies, 

businesses and at a price 

that will rock your clients. 

(You say it isn’t new?) 

All right, I'll tell you more . . . 

A magic black box that shows you 

in color and black and white 

the hard sell with a soft approach. 

(Editorial, no doubt). 

Sure it’s candid, but it’s 

taken at the psychological moment 

when the action occurs. 

(Please no dirigibles or flag raising). 

Everything is new including the 

thinking and the telephone number 

MUrray Hill 7-8650 

= -» Ss 

DON'T FORGET TO CLIP THE COUPON oh 
In 25 words or less tell me your 

problems and enclose layout. 

HENRY DRAVNEEK ASSOC. 

480 LEXINGTON AVENUE 

NEW YORK 17, NEW YORK 

\rt Direction / The Magazine of Creative Advertising J April 1961 



ART FOR 

TELEVISION 

Futura Book (1) 6-4.38; 8-3.88; 10-3.03; 
12-2.59; 14-2.21 

Futura Book & It. (1) 6-4.35; 8-3.83; 
10-3.05; 12-2.56; 14-2.25 

Futura Book Oblique (B) 8-3.65; 10-2.95; 
12-2.55; 14-2.3; 16-1.95; 18-1.79 

Futura Book Oblique (!) 6-4.38; 7-4.02; 
8-3.88; 10-3.03; 12-2.59; 14-2.21 

Futura Demibold (B) 8-3.54; 10-2.63; 
12-2.31; 14-2.04; 16-1.69; 18-1.53; 
24-1.24 

Futura Demibold (1) 6-4.62; 8-3.49; 
10-2.59; 12-2.3; 14-2.01; 18-1.52; 
24-1.23 

Futura Demibold Oblique (i) 6-4.; 8-3.49; 
10-2.59; 12-2.3; 14-2.; 18-1.52; 24-1.23 

Futura Display (B) 14-2.; 16-1.72; 
18-1.53; 24-1.23 

Futura Light (B) 6-4.64; 8-3.79; 10-3.08; 
12-2.63; 14-2.29; 16-1.92; 18-1.78; 
24-1.38 

Futura Light (|) 6-4.44; 8-3.76; 10-3.09; 
12-2.59; 14-2.26 

Futura Light Oblique (B) 8-4.19; 10-3.29; 
12-2.67; 14-2.39; 16-2.06; 18-1.89; 
24-1.46 

Futura Light Oblique (1) 6-4.44; 8-3.76; 
10-3.09; 11-2.8; 12-2.59; 14.2.26 

Futura Medium (B) 6-4.31; 83.65; 
10-2.91; 12-2.44; 14-2.15; 16-1.78; 
18-1.62; 24-1.33 

Futura Mediurn (|) 6-4.22; 8-3.6; 10-2.87; 
12-2.42; 14-2.11; 16-1.76; 18-1.61 

Futura Medium Cond. (B) 8-4.75; 10-3.56; 
12-3.; 14-2.71; 16-2.38; 18-2.11; 
24-1.84 

Futura Medium Cond. (F) 18-2.18 
Futura Modern Cond. (1) 8-4.82; 10-3.72; 

12-3.11; 14#1-2.77; 14#2-2.48; 
18-1.9 

Futura Medium Cond. & Bold Cond. (1) 
18-1.9 

Futura Medium Oblique (B) 8-3.76; 
10-2.93; 12-2.59; 14-2.18; 16-1.82; 
18-1.69; 24-1.34 

Futura Medium Oblique (|) 6-4.22; 8-3.6; 
10-2.87; 12-2.43; 14-2.11; 16-1.76; 
18-1.61 

Garamond (ATF) 6-3.6; 8-3.3; 10-2.9; 
12-2.55; 14-2.29; 16-1.97; 18-1.77; 
24-1.37 

Garamond It. (ATF) 6-4.32; 8-3.71; 
10-3.26; 12-2.88; 14-2.59; 16-2.25; 
18-2.; 24-1.57 

Garamond & It. (1) 6-3.93; 8-3.37; 9-3.18; 
10-2.95; 11-2.7; 12-2.59; 14-2.3; 
18-1.77; 24-1.38 

Garamond w It. & S. C. (Li) 6-4; 8-3.38; 
9-3.08; 10-2.78; 11-2.5; 12-2.31; 
14-2.1; 18-1.78; 24-1.23 

Garamond (Lud) 8-3.82; 10-3.14; 12-2.66; 
14-2.41; 16-2.07; 18-1.89; 24-1.44 

Garamond It. (Lud) 8-4.42; 10-3.66; 
12-3.17; 14-2.87; 16-2.49; 18-2.26; 
24-1.73 

Garamond No. 3 w It. & S. C. (Li) 6-3.7; 
7-3.43; 8-3.23; 9-3.03; 10-2.85; 
11-2.69; 12-2.54; 14-2.3; 18-1.77; 
24-1.38 

Garamond American No. 648 & It. (M) See 
American Garamond 
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CNY, ... the brush with 
built-in obedience! 

UY / +0 A red sable 
water color brush 

designed for 
the graphic arts... 
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perfect 
in every detail, 

from the strong, 
not-too-long point 

to the gold tip 
of its beautifully 

balanced, 
hardwood handle. 

No other brush 
will do 

after you have used 
Delta's ‘Jewel’. 

Try it! 
Available in 

Sizes 000-12, 
from .90 to 19.00. 

At your favorite dealer. 

brush mfg. corp., 

120 south columbus avenue, mount vernon, n. ) 
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amond Bold (ATF) 6-3.6; 8-3.; 10-2.6; 
2-2.31; 14-2.08; 16-1.81; 18-1.6; 
‘4-1.23 

Ge amond Bold It. (ATF) 6-3.91; 8-3.32; 
0-2.86; 12-2.51; 14-2.26; 16-1.97; 
8-1.77; 24-1.37 

G: amond Bold & It. (1) 6-3.75; 8-3.19; 
0-2.75; 12-2.42; 14-2.17; 18-1.61; 
4-1.21 

G: amond Bold w It. (Li) 6-3.83; 8-3.1; 
0-2.5; 12-2.06; 14-1.88; 18-1.59; 
41.14 
amond Bold (Lud) 8-3.32; 10-2.61; 
2-2.51; 14-2.21; 18-1:67; 24-1.28 
amond Bold It. (Lud) 8-3.76; 10-2.97; 
2-2.8; 14-2.49; 18-1.88; 24-1.45 
amond Bold No. 3 w It. & S. C. (Li) 
3.45; 7-3.23; 8-2.98; 9-2.73; 10-2.58; 
1-2.43; 12-2.33; 14-2.09; 18-1.62; 
4-1.26; 30-1.04 

G: amond Bold No. 548 (M) 6-3.68; 
-3.29; 8-3.01; 9-2.75; 10-2.61; 
1-2.47; 12-2.31; 14-2.08; 18-1.6; 
4-1.23 
amond Bold It. No. 548 (M) 6-4.02; 
'-3.61; 8-3.28; 9-2.99; 10-2.86; 11-2.7; 
2-2.52; 14-2.25; 16-1.97; 18-1.76; 
'4-1.37 
amond O. S. (ATF) 6-3.56; 8-3.31; 
0-2.94; 12-2.56; 14-2.25; 18-1.78; 
'4-1.34 

Ga amond O. S. It. (ATF) 6-4.35; 8-3.68; 
0-3.19; 12-2.8; 14-2.56; 18-2.04; 
*4-1.54 

Garamond Open (ATF) 18-1.73; 24-1.33 
Garamont No. 248 (M) 6-4.69; 8-3.44; 

9-3.; 10-2.72; 11-2.44; 12-2.24; 
14-2.01; 18-1.58; 24-.97 

Garamont It. No. 248 (M) 6-5.4; 8-3.98; 
9-3.5; 10-3.14; 11-2.83; 12-2.59; 
14-2.34; 18-1.82; 24-1.39 

Gillies Gothic Bold (Allow for Swashes) (B) 
18-2.03; 24-1.53 

Gillies Gothic Light (Allow for Swashes) 
(B) 18-2.36; 24-1.8 

Girder Heavy (A/C) 8-3.31; 10-2.56; 
12-2.04; 14-1.78; 16-1.45; 18-1.34 

Girder Light (A/C) 8-3.43; 10-2.56; 
12-2.14; 14-1.78; 16-1.45; 18-1.34 

Girder Medium (A/C) 8-3.56; 10-2.68; 
12-2.14; 14-1.78; 16-1.45; 18-1.34 

Glamour Bold No. 237 (M) 14-2.04; 
18-1.45 

Glamour Light No. 235 (M) 14-2.45; 
18-1.92; 24-1.45 

Glamour Medium No. 236 (M) 14-2.14; 
18-1.78; 24-1.34 

Goodtype (ATF) 6-3.68; 8-3.03; 10-2.47; 
12-2.15; 14-1.74; 18-1.44; 24-1.13 

Gothic No. 3 w Excelsior (Li) 5-3.56; 
514-3.43; 6-3.31; 7-2.94; 8-2.8 

Gothic No. 4 w Roman No. 10 (i) 5-4.35; 
6-3.83 

Gothic No. 13 (F) 12-2.76 
Gothic No. 13 (1) 6-4.07; 8-3.36; 10-2.93; 

12-2.46; 14-2.12; 18-1.91; 24-1.53; 
24#2-1.61 

Gothic No. 13 (Li) 8-3.35; 10-2.92; 
{2-2.46; 14-2.12; 18-1.81; 24-1.46; 
30-1.49; 36-1.3 

Gc ‘hic No. 13 w Cheltenham Bold Cond. 
Li) 8-3.25; 10-2.88; 12-2.44; 14-2.27; 
8-1.86; 24-1.50 

Go hic No. 13 w Memphis Extra Bold 
-ond. (Li) 18-1.90; 24-1.48 
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ROBERT KORN ... New Concepts in Bold Promotion and Colorful Design 

In Europe his work has appeared in Le Nouveau Femina, Elle, Publimondial 

(French Graphic Arts Magazine), and Graphis 

In New York, working for leading Advertising Agencies and Publishers 
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ADVERTISING ARTISTS, INC., 441 Lexington Ave., N. Y. 17, OXford 7-7516 
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INTERNATIONAL DESIGN CONFERENCE IN ASPEN, COLORADO, USA JUNE 18/24, 1961 

‘We propose to examine the broad and fascinating area of man's development as a problem-solving animal; to 

discuss the various forces that, acting upon man, have enabled him to develop the skills and acquire the knowledge 

with which he has fashioned his environment and overcome its obstacles. We shall have people from various 

disciplines and arts who will discuss their attitudes about these matters and how these ideas relate to their own 

endeavors. We anticipate that the conferees will find ample opportunity to question and relate their own 

activities in the light of the discussions by the speakers." Herbert Pinzke/IDCA Program Chairman, 1961 

For further information contact: James Cross, General Membership Chairman, 9744 Wilshire Bivd., Beverly Hills, Calif./W.M. de Majo, European Membership Chairman, 33 Jubilee P!., London SW 3, E: }. 
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Jacques Nathan-Garamond is head 
of the Graphic Design Department 
at the Ecole Nationale Superiéure 

des Arts Décoratifs, in Paris, 
a position he has held since 1939. 

In addition, he maintains 
his own studic for advertising 

and editorial design. Creator of 
numerous exhibitions for the 

E.C.A. Information Service 
in Paris, he was awarded a 

Gold Medal for the 
“Best Poster 1958, Paris.” 

ink acceptability. Further 
examples of the sheet’s 
compatibility with the 
“impossible” are reverses of 
fine type in screen and solids... 
and intricate register which 
would not be possible without 
the controlled moisture 
content of the sheet. The result 
of this “torture test,” 
as you see, is faithful repro- 
duciion of each design element. 
Why not put Penn/Brite Offset, 
the value sheet, to the test 
on your next job? 

new york and penn 

pulp and paper manufacturers 

Write for new swatch book 
and the name of your nearest 
distributor. 
New York & Pennsylvania Co., 
425 Park Avenue, 
New York 22, New York. 



New! x-acto medium: SCRATCHBOARD 

anal ARTIST KNIFE artist: STAN HARRIS 

ith fa client: JAGUAR CARS INC. 

wees we 

This scratchboard 
drawing done with 
X-acto knife and 
#11 blade 

The “easy- to- 
use” all- purpose 
art tool for... 

e Layouts 
e Mechanicals 
e Stencils 
e Friskets 
e Shading Sheets 
e Scratchboard 
e Etchings, etc. 

So safe! "'See-Thru Cap reveals 
the blade. No mistaking it for any- 
thing but a knife. 00 
Always Convenient! Clip it to No. 3- ST ri 
your pocket and carry it everywhere. complete with blede 

jo -ogroned om? See surgi Your art dealer has a complete 
selection of X-acto Graphic Art 

Just twist the chuck Tools. Stop in today and look 
them over. 

(write for free X-acto 
Art Tool Booklet) 

always 
sharp... X-ACTO, INC. 

always 48-97 Van Dam atront 
ready! Long Island City 1, 

f} My 
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HI-ART TOOTH ILLUSTRATION BOARD 

HAS A DEEPER WORKING SURFACE 

Thoroughly Wet 
Hi-Art Illustration 
Board 

See how L-O-N-G 
it takes to dry out 

Hi-Art stays wet 
much longer... thus 
it has a deeper 

“working surface 

HI-ART is the BEST Illustration 

Board made today..... 

NATIONAL CARD MAT mae [oa co. 
#1318 ¢ ARROi.| NO!IS 330 BERGEN ST. PLAINFIELGS, NEW JERSEY 

fate ALIF ‘ PLAINFIELD 7-o6861 
. PAPER 
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“i Bruno Junker 

HAVE CAMERA—WILL TRAVEL 

Henry Bedlivy 

Photographic Illustrator 

48 W. 48th St. 

Cl 6-4786 

Gothic No. 16 (1) 8-2.6; 10-2.14; 12-1.97: 
14-1.63; 18-1.46; 24-1.13 

Gothic No. 16 (Li) 8-2.57; 10-2.12; 
12-1.97; 14-1.63; 18-1.48; 24-1.14; 
30-.97; 36-.86 

Gothic No. 16 w Century Bold (Li) 
18-1.52; 24-1.17 

Gothic No. 16 w Cheltenham Bold (Li) 
18-1.51; 24-1.18 

Gothic No. 16 w Memphis Extra Bold (/ 
18-1.30; 24-.99 

Gothic No. 17 (Li) 18-2.29; 24-1.88; 
30-1.87; 36-1.81 

Gothic No. 17 w Gothic No. 19 (Li) 
6-4.15; 7-4.; 8-3.85; 9-3.63; 10-3.45; 
11-3.33; 12-3.2; 14-2.8; 18-2.29; 
24-1.88 

Gothic No. 18 (Li) 6-4.12; 7-3.88; 8-3.7 ; 
9-3.40; 10-3.20; 11-3.03; 12-2.87; 
14-2.46; 18-1.96; 24-1.58 

Gothic No. 18 w Gothic No. 20 (Li) 6-3.¢ ; 
7-3.65; 8-3.53; 9-3.30; 10-3.13; 
11-2.98; 12-2.83; 14-2.44; 18-2.; 24-1 5 

Gothic No. 38 (Li) 10-2.25; 12-1.96; 
14-1.54; 18-1.31; 24-1.06 

Gothic No. 544 (ATF) 6-3.11; 8-2.87; 
10-2.44; 12-1.92; 14-1.65; 18-1.36; 
24-1.13 

Gothic No. 545 (ATF) 6-2.98; 8-2.77; 
10-1.98; 12-1.81; 14-1.51; 18-1.3; 
24-1.06 

Gothic No. 578 (ATF) 6-3.4; 8-2.81; 
10-2.07; 12-1.8; 14-1.52; 18-1.16; 
24-.91 

Gothic, Alternate No. 1 (ATF) 8-4.55; 
10-3.68; 12-3.31; 14-2.8; 18-2.35; 
24-1.78; 30-1.45 

Gothic, Alternate No. 1 (i) 10-3.83; 
12-3.19; 14-2.8; 18-2.35; 24-1.78 

Gothic, Alternate No. 1 No. 51 (M) 8-4.55; 
10-3.83; 12-3.31; 14-2.56; 18-2.14; 
24-1.65 

Gothic, Alternate No. 2 (ATF) 6-4.89; 
8-4.19; 10-3.19; 12-2.94; 14-2.45; 
18-1.92; 24-1.54; 30-1.34 

Gothic, Alternate No. 2 No. 20 (Li) 6-4.19; 
8-3.68; 10-3.19; 12-2.94; 14-2.45 

Gothic, Alternate No. 2 No. 77 (M) 6-5.4; 
8-4.15; 10-3.38; 12-2.85 

Gothic, Alternate No. 3 (ATF) 6-4.35; 
8-3.83; 10-2.8; 12-2.56; 14-2.14; 
18-1.78; 24-1.34 

Gothic, Alternate No. 3 No. 177 (M) 
14-2.14; 18-1.65; 24-1.23 

Gothic, Alternate It. No. 22 No. 771 (M) 
14-2.35; 18-1.92; 24-1.45 

Gothic Cond. (Lud) 6-4.68; 8-4.07; 
10-4.12; 12-3.57; 14-3.03; 18-2.31; 
24-1.83 

Gothic Cond. No. 1 (Li) 8-3.45; 10-2.80; 
11-2.53; 12-2.30; 14-2.06; 18-2.02 

Gothic Cond. No. 2 (1) 6-4.7; 8-4.4; 
10-3.95; 12-3.59; 14-3.; 18-2.47; 
24-2.02 

Gothic Cond. No. 2 (Li) 6-4.68; 8-4.44; 
10-3.93; 12-3.57; 14-2.90; 18-2.44; 
24-2.02 

Gothic Cond. 6-C (Lud) 6-4.55; 8-4.19; 
10-4.; 12-3.56; 14-3.05; 18-2.25; 
24-1.78 

Gothic Cond. No. 49 (M) 5-4.92; 6-4.5; 
8-3.38; 10-2.7; 12-2.25 

(continued on page 162) 



Fee tice 

*AMONG OTHERS: 

COLLEEN BROWNING 

RUTH RAY 

DORIS LEE 

WALLACE BASSFORD 

ROBERT J. LEE 

POLLY BOLIAN 

DON SIBLEY 

LAWRENCE BEALL SMITH 

KELLY OECHSLI 

CARROLL JONES 

PETER HURD 

FLETCHER MARTIN 

JOSEPH GIORDANO 

SEND FOR ILLUSTRATED BROCHURE 

AGENTS FOR 

ARTIST: 

JAMES HILL 

ONE OF TWENTY" 

OUTSTANDING ARTISTS 

REPRESENTED BY 

ESTELLE MANDEL a co. 

a SS eee ee) 

46 EAST 80 STREET, NEW YORK 21 + REGENT 7-5062 

CHARLES 

P DICKENS 

VA Tale of 

' Two Cities 
2 weeenes Chasen 4 



TURN ANY COLOR PAPER 

INTO GREEN? 

Any Art Director can Turn Any Paper into the Pleasureable Green of The UV. S. 

Currency. This Professional Attainment rests largely on the Infallible Selection 

of The One Eminently Correct Paper at the Correct Time and The Correct Price. 

1 Given over 50,000 Paper-Selection Possibilities, there need be No Finite Limit 

to the Art Director’s Creative Power. Hence his Wife’s Purchasing Power. 1 This 

desirable Aim — and not merely the Sordid Profit Motive — prompts us to lay 

at the Art Director’s feet the Prime Choice of 85,000 square feet of Paper, the 

Selective Wisdom of 20 quick-thinking Paper Consultants, and the Collective 

Resources of Mead, Hamilton, Kimberly-Clark, Howard, International, Whit- 

ing-Plover and Many, Many Others. { All are instantly convertible into Client- 

Conquering Dummies, Samples, Planned Economy — and Ultimate Wealth for 

the Aspiring Art Director. All are within his Time-and-Space Annihilating Reach 

at WO 6-2100. 

H. P. ANDREWS PAPER CO., 7-11 Laight Street, New York 13, N. Y. 



- ” 4D* _— Addddd ad a 
GEORGE RAPPAPORT 

“typography is a craft 

*an art, trade, or occupation requiring special skill, 

especially manual skill —The American College Dictionary 

/MjO|N/s/E|N see i CHICAGO: 22 EAST ILLINOIS STREET LOS ANGELES: 960 WEST 12TH STREET 



AD: PETER MODICA 
AGENCY: 686 

DID YOU 

kNOW THE 

STAM Ht 

WERE IN 

FASHION 

ONE OF THE 39 PHOTOGRAPHS IN DL PONT’S “MEN'S WEAR GUIDE™ 
ALL TAKEN BY 

aan ne 34 New York 19 

Kodak TYPE C color 
printing at its best! 

® Backed by experience 
gained in 20 years of 
custom color printing PLASTIC 

PEPPERMINT | 

« Layout POR: * ceireduction 
Quantities 

FROM: *CelerNeoatives ‘Color Transparencies 
¢ Color Artwork 

“Ralph Marks Color oleate. 

EL 5-6740 

cooper 

$44 East 49 CLEVELAND 3, OHIO 

booknotes 

REMBRANDT: PAINTINGS, DRAWINGS AN) 
ETCHINGS. Doubleday. $9.50. 

128 plates, 25 in color, reproduce near] 
all his masterpieces. Henry Focillor 
French art historian, discusses his ma: 
tery of atmosphere and other facets c 
his art. Ludwig Goldscheider contribute 
descriptive notes. Text also include 
three early lives of Rembrandt—by Jo: 
chim von Sandrart, Filippo Baldinuc: 
and Arnold Housbraken. 

HORIZON. Jan. 16 Issue. $3.95. ($18 yearly . 

Articles (123 illustrations, 42 in colo: 
include: Wacky World of Tomi Ungere 
profile of the artist and his work; Histor 
of Art, Michael Thaler’s cartoon spoof « 
the artist reflecting his milieu; Homer 
Age of Heroes, showing 13th Centur 
B.C. Greek art; Ludwig’s Dream Castle: , 
mid-1800s Rhineland architecture; Pec 
ple’s Palaces, American resort facade: 
Secrets of San Men, treasures of China’ 
neolithic and dynastic Yellow River civ 
lizations, and Chinese Imperial Art Trea: 
ures, 8 pages of paintings from Empero- 
Kao-Tsung’s collection, photographed i: 
Formosa under James Cahill’s direction 
and printed by a Skira process simu 
lating Oriental mat-texture-on-silk paini- 
ings. 

THE CIVILIZATION OF THE RENAISSANCE IN 
ITALY. Jacob Burckhardt. New American Library 
of World Literature. 75¢. 

Edited and revised from the Middlemore 
translation by Artist Irene Gordon, it is 
carefully indexed. Burckhardt, the fore- 
word claims, “made” the Renaissance, 
established the concepts of Renaissance 
Italy and Renaissance man’s individual- 
ism, with Burckhardt proving to be more 
art historian than a mere recorder of 
history. 

THE ART OF PICTORIAL COMPOSITION. Louis 
Wolchonok. Harper & Brothers. $7.50. 

Basics discussed in this 183-page 814” x 
111%” volume range from skeletal con- 
siderations, direction dominance, light- 
dark contrasts and value key control to 
chief interest areas, shapes’ effects, per- 
spectives, mood changes and hues and 
color mixtures. Wolchonok’s draughts- 
manship (60 page plates and hundreds o! 
illustrations) reflects linear and spatial 
sensitivity in progressions from funda- 
mentals to abstract forms. Analyses ir 
clude control of dominants and dynan 
ism, composition selectivity, realism an: 
modifications, development of motifs c! 
unusual shapes, geometric source mat: 



AWARD 

FOR EXCELLENT PERFORMANCE it is gratifying to be honored with awards in 

the Art Director’s Show, and it is equally gratifying to be honored by pleased clients. 

It is always gratifying to work 
with the Lester Rossin Crea- 
tive Group. Their variety of 
talents and graphic skills 
have contributed to our public 
relations promotions. A recent 
24 page insert received ac- 
claim from the New York 
Times as one of the ‘‘best 
preparations of art we have 
received’’. 
Roy W. Tillotson 
Manager Art Design and Photography 
Union Carbide Co. 

Lester Rossin: I'd like to com- 
pliment you and your creative 
group for the outstanding 
graphic contributions made 
on our Connecticut General 
presentation. To have had 
designers such as Roy Kuhl- 
man, Robert Smith, Jack 
Wolfgang Beck and Bradbury 
Thompson on our ‘“‘staff’’ at a 
moment's notice was sheer 
creative luxury. 
Chuck Adorney 
VP and Executive Art Director 
Cunningham & Walsh 

Over a period of years we have 
been fortunate to have en- 
joyed the creative services of 
the Lester Rossin Creative 
Group. The latest promotional 
piece they developed and pro- 
duced “The Shell Calendar’, 
was received with enthusias- 
tic success by our customers. 
Merton Keel 
Advertising Manager 
Shell Chemical Company 

LESTER ROSSIN CREATIVE GROUP, INC. 

369 Lexington Avenue, New York 17, New York * MUrray Hill 3-9729 

Leading designers, illustrators, photographers and graphic specialists; who create and produce 
print and TV material, packaging, direct mail, audio-visual and point of sale promotions. 

PLEASE CALL OR WRITE FOR A COMPLETE PRESENTATION OF OUR TALENTS 

A’ Direction / The Magazine of Creative Advertising / April 196) 



DETAIL 

All enduring works of art have one thing in common: their pre-eminence 

is the result of the skillful coordination of perfected detail. An advertising classic, 

for instance, is a balanced. perfection of layout, copy and illustration, the latter 

invariably being an engraving of outstanding effectiveness. Beck engravings offer 

dependable factors in helping advertisers to achieve this ideal. Many of America’s 

leading agencies specify “engravings by Beck” because they have faith in our 

ability to deliver the ultimate in fidelity of reproduction. They share our belief 

that every job worth doing is worth doing well. . . in every detail. 

ee The Beck Engraving Company, Inc., Philadelphia, New York, Boston 



Your printing looks its “PARTY BEST” on 

BECKETT BRILLIANT OPAQUE 



This insert was lithographed 
on a 42 x 59 Harris Press, 
sheet size 38 x 50. 
Press speed was 3,000 
impressions per hour. 
The stock is 
BECKETT BRILLIANT OPAQUE, 
Coral finish, 80 Ib. 

Whether it’s a simple one-color job, as in the young lady's photo above, or a 

sumptuous four-color process production like that on the face of this insert, the slight 

extra cost of printing on Beckett Brilliant Opaque is an extra good investment. 

More and more printing plants, advertisers and agencies are standardizing on this famous, 

super-quality sheet. Its easy-to-print surface preserves finest details, 

brings out the best in every illustration — makes every job look its ‘“‘party best.’’ There is no 

coating to fingermark or cause glare. Brilliant effects are routine on Beckett Brilliant Opaque. 

And here is another important consideration: because the brightness of this grade is matched by its 

remarkable freedom from show-through, in most cases one weight lighter than that of standard offset papers can be used. 
, 

Beckett Brilliant Opaque and its matching cover stock, Beckett Brilliant Opaque Cover, are available in Vellum 

finish and a wide variety of embossed finishes—in all popular weights and sizes. 

THE/ BECKETT PAPER COMPANY 

Makers of Good Paper in Hamilton, Ohio, Since 1848 Ar 

IMustrations originally used to advertise children's party dresses of Du Pont Nylon. 

Direc 



ee 

editorial 

color engravings 

Olmecall’s 

McCALL PHOTOENGRAVING | NEW YORK | STAMFORD | A DIVISION OF McCALL CORPORATION 

SALES AND SERVICE AT 230 PARK AVENUE, NEW YORK 17, N. Y. | MU 6-4600, EXT. 568 
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INSPIRATION WITHOUT END—Our tremendous variety ot 
old prints and photographs is at your disposal. To stir your 

imagination, call or write. MU 4-5054/660 FIRST AVE., NY 16 

JACK 

WARD 

COLOR SERVICE, INC. = EKTACHROME & ANSCOCHROME @ KODACOLOR 

EKTACOLOR @ DYE TRANSFER & PRINTONS & TYPE “C“ PRINTS 

SLIDES @ DUPLICATE TRANSPARENCIES @ ART COPIES @ ASSEMBLIES 

202 EAST 44TH ST., NEW YORK 17, N. Y. @ MURRAY BILL 7-1396 
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booknotes 

rial, self-expression figures, street an: 
outdoor subjects, and tensions in con 
position. 

DIRECT MAIL SHOWMANSHIP. Dick Hodgso . 
American Marketing Services. $17.50. 

101 examples in 20 basic groups, all wit ; 
photo of mailing, are shown in a 136-pag : 
“how to” manual of tested sales-winner 
Originally a slide talk, it shows how tt : 
addition of one “little extra” turne | 
routine pieces into winners. “Showman ' 
techniques include low cost full cok - 
illustrations, designing a result-gettin ; 
mailing (complete with art and cor’ 
ready for printing) in two minutes, buil: - 
ing a campaign around First Day cover , 
converting expensive pieces into low-co : 
mailers, and making a b/w print job con - 
pete with a fancy full-color brochure. 

WHAT THE LITHOGRAPHER SHOULD KNO'/ 
ABOUT LITHOGRAPHIC INK. Lithographic Techr - 
cal Foundation. Paperback. $5. 

Reviews litho inks’ characteristics ani 
requirements. Covers latest heat-set, gloss 
and metallic inks. Printability and Pro- 
cess Inks Evaluation chapters relate to 
art-copy preparation and job planning. 
The book will help ADs understand 
lithography’s limits and capabilities. 

HALFTONE PHOTOGRAPHY FOR OFFSET LITHOG- 
RAPHY. Erwin Jaffe. Lithographic Technical Foun- 
dation. Paperback. $6. 

This complete rewritten working manual, 
describes and illustrates latest technical 
developments and practical applications 
of halftone reproduction techniques from 
LTF Lab and other research centers. 
Step-by-step procedures for making qual- 
ity halftones from all kinds of copy by all 
known techniques illustrate use of 
screens, lenses, filters, cameras and sensi- 
tive materials. Reference section includes 
conversion tables and film-plate compari- 
son charts. 

ART AND THE INTELLECT. Harold Taylor. Double- 
day. Paperback. 75¢. 

Two essays published by the Museum of 
Modern Art deal with the creative arts’ 
moral and intellectual contributions. Mr. 
Taylor defines the intellect as an activity 
of the whole organism, beginning in the 
senses and involving the emotions, and 
art as a means of gaining insight into tle 
meaning of freedom: free choice of ide:s 
and free emotional response. 
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artist Allan Kass art director Al Scully agency McCann Erickson, inc. client ESSO 

For the varied talents of Ray~Burdzinski, Bernie 

Fuchs, Ben Jaroslaw,c Allan Kass, Fred¢7MUcNabb, 

Dick-7Meissner and Al Wilson, dial WOodward 1-9434 

Art Group Inc, 400 Penobscot Building, Detroit 26 



ST. LAWRENCE OFFSET... known for Strength, Stability, 

‘ Opacity and all the important properties of a quality uncoated 

paper, not just one. 

ST. LAWRENCE OFFSET knows its way around a printing 

press: Lies flat; faithfully reflects even the softest art tones; 

excels at high speed; freezes color, tones and inks beautifully 

—on the surface...in every detail. 

ST. LAWRENCE OFFSET knows its way around a budget, 

too—especially on volume runs. Truly, an all-around performer 

...ONE versatile Newton Falls paper to provide ALL specific 

job needs. 

330 WEST 42ND STREET, NEW YORK 36, NEW YORK 
MILL AT NEWTON FALLS, NEW YORK 

»? 



1 DESIGN. STUDIO 1961 CALENDAR 
2 BALDWIN PIANO BOOKLET COVER 
3 PACKAGING. LAW PAPER COMPANY 

PINN©) BY BALIOWIN 
© the repens of Sihar's fravmines ein amticee 

Through these doors pass creative art assignments 
from leading advertisers in mid-America. Write for a copy 
of “Pattern for Growth” on your company letterhead. 
HH ART STUDIOS, Inc., 134 Zeigier St., Dayton 2, Ohio, BA 4-0338 

The best advice 

you can give 

a young artist 

OU can help promising young 
members of your art staff ad- 

vance their development several 
years—make them more valuable 
to you almost at once—simply by 
suggesting they mail the coupon 
below. In fact, more than one out 
of five Famous Artists Schools 
students were working artists be- 
fore they enrolled—many of them 
recommended to us by leading 
art executives. Why not suggest, 
today, to one of your talented 
hopefuls that he send for the 

Ainest Geven free information offered below? 
el ee eee | 

Norman Rockwell FAMOUS ARTISTS SCHOOLS 
Jon — Studio 5 360 Westport, Conn. 

Stevan Dohanos Send me, without obligation, 
Harold Von Schmidt inrormation about the courses you Peter Helck 

| 
! 
l 
| Fred Ludekens 
| Al Parker 
| Ben Stahl 

Robert Fawcett 
| Austin Briggs 

Dong Kingman 
| Albert Dorne County 
an cc es ces cee eee ce cee ee ce ne ee ee eS ee cD ee es cme el 
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sole 
distributor 
of Mercury 
products 

need 
supplies? 

phone 

JU 6-1090 

fastest 
deliveries 
in town 

qecrolt. 

rl “Sec } 

MATTE-FIXATIVE 
IS ALWAYS 
ORKASBLE 

Free Samples 
Catalog 

Grace Letter Co., Inc. 

Fifth Avenue, Dept. A 
New York 3, N.Y. 

ALPHABETS 

what’s new 

(continued from page 16) 

INSTRUCTIONAL MATERIALS CENTERS which 
are used for salesmen training, all phase: 
of teaching, etc., are described in 6 pp. 
brochure. Pictures and copy tell uses, in 
cluding display applications. From Freed 
man Artcraft Engineering Corp., Charle 
voix, Mich. 

THE FOLDING CARTON, an illustrated book 
let widely used in the field, is in a new 
edition being distributed by Foldin; 
Paper Box Assn. of America, 222 W 
Adams St., Chicago 6. Includes extensiv: 
glossary of terms used in manufacture 
diagrams of most popular carton styles 
complete descriptions of manufactur: 
and use, instructions for ordering. 

LABEL IDEAS: Twenty-nine prize winnin; 
case histories of label applications are it 
Able-Label portfolio available to dat: 
processing managers and programmers 
Write, (and indicate type of data process 
ing equipment you use), to Allen Hol 
lander Co., Inc., 385 Gerard Ave., Nev 
York 51. 

TYPE AND ITS RELATION TO PAPER is a book 
let written by Society of Typographic 
Arts honorary member R. Hunter Mid 
dleton, designed by STA member Burton 
Cherry, offered by STA, furnished by 
Kimberly-Clark Corp., Neenah, Wis. 

HEAT RESISTANT DECAL TRANSFERS informa- 
tion from manufacturer Meyercord Co., 
5323 W. Lake St., Chicago 44. Includes 
details on their SHR decal transfer name 
plates, used on GE electronic tubes 
for radar equipment. That application 
needed decal transfers that withstand 
500°F. as a sustained temp., and have per- 
manent adhesiveness for ceramic surface. 

ALL PURPOSE CUTTER: Snippy is a combina- 
tion scissors and knife, cuts paper, tex- 
tiles, thin cardboard, string, etc. Made of 
plastic molded into one piece, it has an 
exchangable standard razor blade, a 
safety locking device. Details from Alvin 
& Co., 611 Palisado Ave., Windsor, Conn. 

NEW BUSINESS ENVELOPES, Karolton Nat- 
ural Klasp, are made with a lighter nat- 
ural shade of semibleached kraft paper, 
glazed one side. Has safety seam gum- 
ming and nonrusting brass clasps. Avail- 
able in sizes 214x4l% to 12x1514. Details 
from American Envelope Co., West Ca 
rollton, O., or franchised merchants. 

PAPER AND THE GRAPHIC ARTS is booklet b: 
Dr. Walter W. Roehr, senior researc! 

(continued on page 95) 



CALL THE MAN FROM 

MARQUARDT 

MARQUARDT Algody 153 SPRING STREET, NEW YORK 12. CAnal 6-4562 ® 



MORTON GOLDSHOLL 

LAYOUT BY MORTON GOLDSHOLL FOR MAGAZINE AD ON KIMBERLY-CLARK CORPORATION'S "ERASABLE BOND" 

I’ve tested and tried to my heart’s content. 

Blair Spray-Fix does meet all the require- 

ments that a fixative should have. It seems 

to work better than any of the others in cover- 

ing, dulling the surface, waterproofing and 

drying. It does not curl the paper, make the 

medium used.run or become discolored. i 

would recommend ‘© oy 

Morton Goldshol! 



CREATIVITY 

it happens easier on Crescent! 

See your Crescent Quality Dealer for 

ILLUSTRATION BOARD ag 
BRISTOL BOARD a T.V. 
BOARD g@ COLORED DRAW- 
ING BOARD gs WATER COLOR 
BOARD g MAT BOARD 

IZ N. Homan Ave Chicaae 

what’s new 

(continued from page 90) 

associate of Kimberly-Clark, and gives 
technical information on production and 
characteristics of papers. Free from K-C 
merchants. 

VINYL LATEX PAINT IN FLUORESCENTS: Blak- 
Ray Fluorescent Vinyl Latex Paint is new 
fluorescent paint line of Ultra-Violet 
Products, San Gabriel, Calif. Formulated 
for use with black light in outdoor and 
indoor theatrical, commercial, fine art. 
Comes in 6 daylight fluorescent colors and 
16 black light fluorescent colors. Litera- 
ture, black light and color chip cards, 
from Ultra-Violet Products. 

NEW TONAL VALUES of 20%, 40% and 
60% have been added to Bourges Color 
Corp. line of black (gray) sheets. Now, 
a complete range of continuous tone 
sheets, 10, 20, 30, 40, 50, 60, 70 and 100% 
values of transparent black, in both over- 
lay and adhesive sheets of Solotone with 
removable color coating. Used as simple 
method of retouching photos by attach- 
ing overlay of desired value over a photo, 
removing unwanted coating. Reproduc- 
tion is then made through the overlay, 
as regular halftone copy. Also good for 
adding smooth transparent values to 
art for reproduction and tv. In sizes 
10x1214”, 1214x20”, and 20x25”. Litera- 
ture and samples at local Bourges dealer, 
or Bourges, Dept. 36, 80 Fifth Ave., New 
York 11. 

PLASTIC PAPER CLIP, in variety of white and 
colored plastics, can be imprinted in any 
color, with any line artwork. Also sup- 
plied plain. Can be wax-penciled, erased, 
remarked, reused. Free assortment of sam- 
ples, prices, details, from Gladen Enter- 
prises, 3530 Wheeler Rd., Bay City, Mich. 

MAILABLE VIEWERS for visual selling come 
in 2 designs: Mail-O-Vue Mono model is 
used with 35mm film, can view up to 4 
full color scenes simultaneously. Stereo 
Mail-O-Vue shows up to 6 stereo pictures. 
Both units are produced in 2-tone design, 
with room for sales message or logo. Made 
with optical glass lenses, built in focussing 
arrangement. Completely assembled, they 
fold flat to 3/16” for mailing. Details 
from Harvey B. Schneider, Taylor-Mer- 
chant Corp., 48 W. 48 St., New York 36. 

VISUAL CONTROL BOARD in compact size is 
the Rol-a-chart, Jr. Used for production 
control, other scheduling, etc. Has sta- 
tionary index, and endless transparent 
plastic sleeve that moves across fixed grid. 
Entries are made with marking pencil, 
removed with wiping cloth. As plastic 

(continued on page 186) 
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ACCEPT THIS 

typical monthly issue of the 

CLIP BOOK 

OF LINE ART 

as a Bonus Gift along with 
a Trial Subscription 

CLIP BOOK OF LINE ART 

mewere “eeisesesens gee 

SOY ett 40 BOSE atts 

THREE CLIP BOOKS — 32 one-side 
5x8” pages—20 ready-to-paste proofs of 
“Sales” situations—14 art proofs of 
“Crowds” walking, cheering, etc. — 18 
“Announcers,” newsboys, town criers. 

EASY! CLIP & PASTE 

these art proofs just like type proofs! 
Quality art improves iow-budget paste- 
ups. Saves time and money in the bar- 
gain! Three brand new “Clip Books”— 
32 “Kromekote” pages with dozens 
of line drawings—released every month. 
Realistic, light humor, stylized, decora- 
tive art for offset, letterpress, silk screen 
printing. Also three 5x8 card indexes 
and 16-page “how-to” booklet each 
month. Only pennies a day—no extra 
reproduction fees. Typical issue, above, 
yours as a gift when you subscribe. 
Cancel anytime. Or return everything 
after 10-day examination without cost. 

10 DAY FREE TRIAL! 

HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 4, NEW JERSEY 

Enter our subscription to the “Clip Book of 
Line Art” starting with the current monthly 
issue—and send us Sales, Crowds and An- 
nouncing as our bonus gift. | understand 
that we may stop service at any time, just 
by notifying you. Or that we may return 
everything within 10 days without cost or 
obligation. 

C) BILL QUARTERLY @ $23.85 
C0 ANNUALLY @ $71.40 

Please sign Dg name above, clip and attach to 
purchase order, letterhead or business card. 
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544. DECORATIVE ALPHABETS & INITIALS, A. 
Nesbitt. Fabulous swipe-file, idea source, for 
letterers, layout, ad men, designers, craftsmen, etc. 
Over 3900 em oye -getting initials, rare speci- 
mens, all c « free! -Anglo-Saxon manuscript 
initials, Celtic. Schic. French, German Seago: 
incunabula initials, 19th century ‘weedy’ j 
thousands more. 192pp. 7% x 10% 

Paperbd. $2.25 
557. STYLES OF ORNAMENT, A. Speltz. Largest 

collection of right-free ornament and motifs in 
~ Over 3 30 illustrations, all in clear line, 

natn to late 19th century. Jewelry, 
waneah carvings, shields, keys, inlay work, altars, 
marquetry, many, many more. Reproduce in ads, 
craftwork, use as source of authentic ru orna- 
ment, etc. Complete index. tes 6x9. 

aperbd. $2.25 

421. THE DIDEROT PICTORIAL ENCYCLO. 
_— ty. Ss = wy smagy  Ry emark- 
able set copperplates from 18th century 
high point of — ch engraving, Diderot's 
famous wo Fis exch Single plates have sold 
for = 2. 15 each! Hundreds of 18th cen- 

= Ty practically 
Bam record century working 

life from a. a, 4, vat dyeing, winemak- 
ing. Many i in sequence, showing entire 
oRiidrens i lates teem with life: men, women, 
children; largest collection of working figures 
in print! A real value for cop con- 
noisseurs, but also for artists, admen. Free 
reproduction rights! Use for old vs. new 
contrasts, etc. 9x12. Two volume set, cloth- 
bound, boxed, $18.50. 

241. AN ATLAS OF ANATOMY FOR ARTISTS, 
F. Schider. Conpindy revised, augmented edition 
of standard work for medical illustrators, figure 
artists. 163 plates, over 590 drawings, photos, 
(many in 2-color) of muscles, bones, S, 
veins, action shots, in models. | Vesalius, 
Rubens, Muybridge, etc. 192pp. T= 16%. e000 

82. AN ATLAS OF ANIMAL daubee FOR 
ARTISTS, Ellenberger, Baum, Dietrich. Standard 
text for artists, illustrators, enlarged by 22 new 
plates. Horse, . lion, cat, 
shown in surface 
skin views, 
alone! 288 illus. iSoee. 9x 11%. 

Clothbd. $6.00 

475. CALLIGRAPHY, J. G 
poces in 200 years of one of Pegendary 

phic arts. Original 
u yf A 

art directors, commercial 
for “incredibly a k 

legance, sophisti anti ity, 
oni or sheer a when reprod 
a =a, pac! craftwork, lounshende, 

Over 300 rare calligraphic initials, 
= 150 elaborate panels (put in your own 

), over 200 flourishes, over 75 cal- 
ligraphic pictures of cherubs, -~- ~7 
hounds, » ete. ai co} 
369pp. erie ockboued’ $10.00 

433. SILK SCREEN TECHNIQUES, > 
Cohn. Complete step-by-step instructions fast- 
est growing graphic arts technique! Build inex- 
pensive screen, print on io one flat — ae five 
major stencil methods described, 
with swip-file books for unique 
art, vextiles, etc. 149 illus 

520. PAINTING IN THE FAR EAST, . ‘mn 
Famous historical treatment excellent as source of 
new art ideas, methods, techniques fur Western 
artists. Clearest explanations of Oriental concepts 

line, color, form; 

ings, prints, 
in this edition. 

162. THE BOOK OF SIGNS, R. Koch. Rare 
swipe-file of over 490 symbols, signs: gonm. 
monograms Roman emperors, astrological, 
oa botanical De runes, housemarks, 
many others, all aw tic. Taken from coins, 
churches, ancient manuscripts, , catacombs, 
etc. Sold for $20 when out print! Use copy- 
right free! 104pp. 6% x 9%. Paperbd. $1.00 

53. LETTERING &. ALPHABETS, J. . 
First, —— pe edition of Cavanagh’s ““Letter- 
i and unabridged! One of most valu- 
able h on commercial artist's shelf, in- 
disp le for | A. Fen 
Full course covers 89 basic eter styles 
ch pen, i 3 complete directi com- 
oe sample alphabets of all —— 121 9% 

Pa ‘$1.25 
2 a HANDBOOK yt & DEVICES, c. 

Hornung. revi ition ( origi- 
oe pub. at $6.00!) of ras collection of 
836 design of circle, band, line, tri 
eS om, oe. . b= > : 

rpose. necessity to any igner who would 
Be original without having to labor heavily,” 

260pp. 5%x 8. 
Pa 

Artist and Advertiser. 
perbd. $1.90 

any saeall 

427. THE HISTORY & TECHNIQUE OF LETTER- 
ING, A. Nesbitt. Invaluable to artists who work 
with ty Provides historical, artistic, typo- 
graphic. information; “7 new insights on work 
of Baskerville, Bodoni, Bell, Durer, Garamond 
Jenson, Koch, Morris, Weiss, dozens of others. 
Only ———— history of lettering in print! 
317pp. 6%x9 Paperbd. $2.00 
274 ag A, - ARTISTS & CRAFTSMEN, lt. 

course ever written on 
creative Nesignt -by-s instructions teach 
sure-fire methods. Start with common objects, end 
with original, striking designs by using reduplica- 
tion, simplification, gyewen. etc. 113 exercises. 
1300 illus. 7% x1 Clothbd. $4.95 

203. ANIMALS po ‘MOTION, E. ase. 
Largest photographic source of animal models ever 
printed! 34 different animals (including lions, 
mules, guanacos, gnus, eagles, c s), over 3919 
individual photos, in 1/1600 second action-strips. 
- difficult-to- a ~y pF ply seers 
rt purpose cellent for sketc i. ates 

440pp. 7% x 10% Clothbd $10.00 
582. THE STANDARD BOOK OF Quitt MAK- 

ING & COLLECTING, M. Ickis. Unusual folk-art 
for hobb: a profit, but also source A traditional 

eterns other crafts, arts: Tree of Life, Oak 
Deaf. Sear of Bethlehem, Birds in the ae, etc. 
Over So basic rns, full directions for tufti ing 
bemuse- everything else. 483 illus. Pept” sae 6 

122,123. A HANDBOOK OF EARLY AD- 
VERTISING ART, C. P. Hornung. Revised, en- 
larged edition of perhaps most wanted artwork 
source in print. Over 2,000 oe + of 
cld automobiles, hands, birds, es scenes, 
allegorical figures, horses and vehicles, trade 
cuts, etc.; over 4,000 Cw yo specimens; 
all copyright free. “With the demand today 
for old cuts and old type, this set is almost 
a must for artists, printers, designers and 
agencies . . . An unending source of ideas .. . 
An almost inexhaustible swipe-chest,” 
(The Journal of Commercial Art), March, 
1960. Vol. 1, Pictorial; Vol 2, rene 
eh each if ordered separately f 
S75pp. 9x12 

Two volume set, clothbound, $18.50 

512. PROCESSES OF GRAPHIC ARTS REPRO- 
DUCTION IN PRINTING, H. Curwen. graphic 
arts information for any artist. —— cuttings, 
engravings in wood, linoleum, per; drypoint, 
a mezzotint, etchi die bm. sod all major 
_~ phic methods, h ifrones, line, etc. Es- 

extensive, clear exposition of ow ger 7A 
500. il us. 143pp. 5%x 8%. Clothbd. $4.00 

84. DESIGN MOTIFS OF ANCIENT MEXICO, J. 
Enciso. Attention textile, pottery, cermics design- 
ers! Rare collection of pre-Columbian motifs 

save 

this 

page! 

Check this page for unusual values in Dover art books. New 

inexpensive reprints of famous works, valuable hard-to-find 

clothbound originals! Art, art history, design, drawing, lettering, 

crafts, artwork sources, many more! $1.45 to $18.50 each! 

432. THE HUMAN FIGURE, J. Vanderpoel. 
Learn to draw nude male, ¢ body from fam- 
ous figure artist. Expert poineers on anatomy, 
— ex, — ? musculature, in ye text 

420 pencil and 
deached by caidas. 142pp. 6x9 Paperbd. $1.45 

204. THE HUMAN FIGURE IN MOTION, 
Eadweard The largest selection 
ever printed of ~— idge’ $s famous high speed 
action ee of human figure in motion. A 
classic of photography and still the most ex- 
tensive collection of nude and semi-nude 
models available anywhere. 4789 individual 
photos illustrate 162 — at shutter 
up to 1/1600 ; : men, women, children 
running, carrying, yin, lown, rising, dressing, 
a — —_, ee wal king, bend. 
ing, twisting, over other actions. Not 
posed shots, but a, ane motion. “A 
must for artists,” Are in Focus. “An un- 
paralleled pcg A of oe action for all artists,” 
American Artist. ee plates. Heavy 
glossy stock. Reinfooced bi rare whe 7a 1s 

396. AFRICAN SCULPTURE, L. art 
ideas from a. primitive masks, aed fguees, 
ceremonial ar of over 50 West Cen 
African tribes! Over 95% pictured here for first 
time! 164 unusually clear a plates. 
244pp. 6x9 $2.00 

302. HANDBOOK OF ORNAMENT, 
Basic collection of all-purpose artw: 
take years to duplicate. Over 3300 designs and 
ornamented artifacts from Greek 
eval, Renaissance, Baroque, 19th 
a. “A must for artists, ustra- 
tors, in Focus. All in line, all copyright 
free! Sion 5% x 8. Paperbd. $2.25 

169. BASIC BOOKBINDING, A. Lewis. Bind 
pa cies yous own cloth, 

» etc., covers! -step elementary text 
gives can't-miss directions. i 
of British national competition. 
craft, spare time hobby. 155pp. 5 

ease 

originally sold in hardcover for $17.50! sumed 
serpents, x elements, dancers, wind 
jaguars, flowers, monsters, etc. 766 in all! ow 
copyright free! 192pp. 6%x9%. Paperbd. $1.85 

426. ANIMAL panne, ANATOMY & ACTION 
FOR ARTISTS, C. Knight. Personal instruction, 
expert tips by famous artist -. did murals for 
Am. Museum of Nat. Hist., N. Y. How to give 
power and bulk to heavier RLM, lithe grace 
20 cat family, etc. Only inexpensive edition. 123 
illus. 149pp. 8% x 10%. Paperbd. $2.00 
276. a OF ART HISTORY, H. Wolf- 

flin. One of test classics in all art history. 
Covers Botticelli, van Cleve, Durer, Hobbema, 
Holbein, Hals, Rembrandt, Titian, Breughel, 
Vermeer, etc. in standard explanation of * “classic,” 
“baroque,” - meorlaseic * etc. ‘Remarkable lesson 
in the art of Sat Rev. of Lit. Tr. of 7th 
Germau ed. 150 ) vtitus. 254pp. 6% x 9%. 

Paperbd. 

. 346 Dover Publications, inc., 180 | 
Varick Street, New York 14, New York 
Please send me the following books (give Key | 
numbers, price) : | 

ibraries ie institutions, 
who a may be billed. Please Pad 10¢ for mail- 

| 
| 

fam corte ... in full payment. 
a accom yall orders orders | 

ins oe and handling charges on oe less than | 
- | 

ee ae GUARANTEE! 
satisied with books for any reason | 
whatsoever, return them within 10 days for 
full refund. | 



ALCOA FORCAST 

Philip Stearns 

Stanley Mangione 

Charles Kerlee 

Charles Weise 

A NEW photographic group called PHILIP O. STEARNS ASSOCIATES INC. will 

help you come up with a new creative look. For large set spectaculars, industrials, travel, 

here and abroad, fashion, still life, and product photography call Philip Stearns, 

Stanley Mangione, Charles Kerlee or Charles Weise . .. but first call Tom Milson, their 

representative, at Co. 5-7605 or drop in at 149 W. 54th St. 

Art direction "/ The Magazine of Creative Advertising / April 1961 
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STRAIGHT LINE MEZZO PRINT SPIRAL TONE LINE WAVY LINE 

Photo/Jason Hailey: Design/ Robert Cain 

Line conversions are cheaper than you think’... 
less than a working day in our shop... 
better final reproduction for any job... 
shown are six of ten standard effects... 
for examples and price list write: 
*as low as $20 for many of these effects 

Los Angeles 4, California * HOllywood 2-326 UNIGRAF + 4505 West First Street, 



Bill Cadge from Formerly an AD asso- 
McCall’s to NCK ciate of Otto Storch at 

McCall’s magazine, 
Bill Cadge has transferred to Norman, 
Craig & Kummel as senior AD. At Mc- 
Call’s for 4 years, he shared responsibility 
with Storch for creating McCall’s new 
look. He had previously been with DDB 
as sales promotion AD. Earlier, he was 
asst. art editor at Woman’s Home Com- 
panion. Before coming to New York he 
was asst. sales promotion AD for the 
Evening Bulletin in Philadelphia. He 
studied at Philadelphia Museum School 
of Art. 

Dorne, Munce, Dohanos Art Against 
choose 72 TB posters 8B, a poster 

contest for 
1igh school students and sponsored by 
Natl. Tuberculosis Assn., was judged by 
Famous Artists Schools president Albert 

Dorne, FCB vp /exec AD Howard Munce, 
artist Stevan Dohanos. Dohanos, national 
honorary chairman of the 1960 Christmas 
Seal drive, originated the poster contest. 
A former TB patient, he lost his 

younger brother and sister to the disease. 
He is credited with devoting more time 
to the fight against TB than any other 
figure in his field. 
The judges met at FAS to review 126 

entries from students in 20 states, 
awarded certificates of merit to 72 pieces. 
The national judging had been preceded 
by local and state poster contests. 

A provocative campaign The Ford 
Falcon series 
will use pho- 

tography throughout but each piece will 
be handled differently to fit individual 
concepts. For consumer magazines. This 
no-car ad makes illustration and copy in- 
separable, saves time by using headline 
as explanation rather than lead-in, as is 
usual. Though humor is an element, so is 
hardsell, in copy. 

Credits: AD William H. Buckley, JWT. 
Photographer Howard Zieff. Cartoon spot 
above logo, by Schulz. Copywriter Gor- 
don Bushell. Cheltenham Cond. head. 

in b/w for magazines 
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Pratt Institute adds course 
by group of agency ADs 

A full year of classes will be taught at 
Pratt by guest instructors from New York 
agencies, publications, and other firms. 
Pratt advertising design dept. chairman 
Herschel Levit announces the course, to 
begin in September, will be given in the 
advertising design dept. fulltime day ses- 
sion and will be open to senior students 
only. The new course is under the aus- 
pices of Albert Christ-Janner, dean of the 
art school. 

Classes will be held 2 hours per week. 
Instructors will lecture, give assignments, 
and criticize students’ work. 

Partial list of participants includes 
George Lois, first vp /AD, Papert, Koenig, 
Lois; Aaron Burns, director of design and 
typography, Composing Room, and direc- 
tor, International Center for Typo- 
graphic Arts; William J. Reimers, Jr., 
Y&R art buyer; Stephen O. Frankfurt, vp 
in charge of special projects, Y&R tv dept. 
BBDO AD Martin Stevens; Look pro- 

motion AD George Krikorian; vp/AD 
Victor Trasoff, Wm. Douglas McAdams; 
DDB AD Leonard Sirowitz; Herbert 
Spencer, Typographica editor; Neil Fujji- 
ta, AD/design consultant; David Brad- 
shaw, owner of Directors Art Institute; 
Robert M. Jones, AD, RCA Victor 
Record Div.; Herbert M. Meyers, director 
of graphic design, Mead Packaging; Louis 
Dorfsman, creative director of advertis- 
ing and sales promotion, CBS-TV; Her- 
bert Lubalin, vp/exec AD, Sudler & 
Hennessey; Ivan Chermayeff, partner in 
Chermayeff & Geismar design office. 

Cannes festival 
June 12-16 

The 8th annual International Advertis- 
ing Film Festival, sponsored by Interna- 
tional Screen Advertising Services and 
International Screen Publicity Assn., will 
be held in Cannes June 12-16. Awards 
will be given in film and tv categories. 
Honors include the grand prix du cinema, 

9 



grand prix de la television, and first and 
second prizes in each category. A Palme 
d’Or will be awarded to the producer with 
highest average of points for at least 6 

Judging will be by the TV Commercials Council, chaired by Cunningham & Wals); 
board chairman John P. Cunningham. The council consists of an agency advisory 
board, an advertiser advisory board and an executive board of judges. The agen 
board includes Cunningham; Compton president Barton A. Cummings; Fletch: 

films entered in either or both the film 
and tv divisions. 

Richards, Calkins & Holden president Bryan Houston; Y&R senior vp and creatiy» 
director Charles Feldman; McCann-Erickson vp creative plans board chairma , 
Margot Sherman. 

Agency creative directors, copy chiefs, art and tv production heads make up tl 
58-member executive board of judges. 

Judging will be based on “outstanding ads rather than artistic achievement ’ 
Criteria include “impact, believability, tastefulness, demonstration, identificatio: , 
audience involvement, entertainment values, plus technique.” 

An all day program, including Awards luncheon, will be held May 4 at Hot 
Roosevelt, New York. Similar one day programs will be held later in other citi 

bel 
a 
ote 

Cleveland artists Cleveland Academy po 
hold Ist show of Advertising Art- i 

ists held their first 
annual advertising art and design exhibi- 
tion, included a panel discussion on The ior 
Future of Advertising in Cleveland. Pan- 
elists were FSR vp/mgr. Kirk C. Tuttle; ity eee gn 
Meldrum & Fewsmith board chairman E. : , 1am 
Theodore Morris; Duffy, McClure & T 
Wilder president Robert W. Watts; colo 
Griswold-Eshleman president Charles bere 
Farran; McCann-Marschalk senior vp/ ler, 
mgr. Robert Cole. Selt 

The show displayed work by academy the | 
members and was designed to present to a nen 
concentrated audience of industry repre- pom 
sentatives the art talent available in Waytoa takes the scenic water route to Westinghouse built installation For 
Cleveland. corporate image for Yankee Atomic Electric Co. Magazine color spread. to ct 

Credits: AD Tom Ross, KMG Pittsburgh. Photographer Len Dan 
Schugar. Copywriter Bill Allison. Type, 48 pt. Baskerville. type 

American tv commercials Festival di- 
festival May 4 rector Wal- 

lace A. Ross 
announced the 2nd American TV Com- 
mercials Festival will include US and 
Canadian film and videotape commer- 
cials broadcast between March 31, 1960 , : : 4 
and March 1, 1961. Entries are expected ™ ; nn 
to total more than last year’s 1327. There 

STUER aay 

will be 30 Best of Product category awards Children’s ‘why’ keys new corporate campaign for Shell. This first in the series is a = 

and 10 or more Craftsmanship and Ad- a color spread (some spreads will be in b/w). All ads will us scrie; 
vertising Achievement citations. Twenty- photography of children in typical childish activities, key to copy which relates child pte fc 
five additional Commercials Classics will “why’ questions to corporate message for Shell Research. write 

be added to the TV Commercials Hall of Credits: AD Clyde Baird, KkE. Photographer Paul Radkai. Copywriter How >> 

Fame. . Wilson. Shell symbol art, Paul Lehr. Type, head, Standard B., body, Futura Med od) 
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\ore type sophistication Trend con- 
tinues in de- 

s gn with type and of type—typefaces and 
Land lettering, cutout and collage. 
The Sabena ad is one in a brilliantly 

colored series, using cutout and collage, 
bere in headline form. AD Robert Mil- 
ler, McCann-Marschalk. Art by Isadore 
Seltzer, Push Pin Studios, who painted 
the map (first letter “E”), cut the illustra- 
tion letters from colored photos. B/w 
prints reproduced in color as well as b/w. 
For depth, actual rope was pasted down 
io cutout “E” of Sabena tag. Copywriters 
Dana Blackmar and Marcella Free. Body 
type, Ultra Bod. Ital. in color. 

The “ah” is for Sandura Co.’s b/w 
trade ad for Sandran vinyl floors. One in 
s ries using type or lettering rather than 
art for illustration. AD Eli Tulman, copy- 
writer Roz Case, Hicks & Greist. Letter- 
iig, in gray, by Jack Barry, Barry-Jones. 
l ody type, Mod. #20. 

Backwards type illustrates the idea/ 
salespoint in small space b/w trade ad for 
A. W. Haydon Co. New series builds a 
new image with emphasis of logo de- 
signed by AD, type format with family 
look throughout series though each ad 
has a different selling point and idea. All 
in sans serif faces. The new 1- and 2-col- 
umn campaign replaces earlier series 
which featured many products and pic- 
tures per piece. AD Eli Tulman, Hicks & 
Greist. Copywriter Rip Todd. Product 
photo spot, Carl Howard. Head and sig, 
Grot. No. 9, body, Cond. Sans Serif No. 
10. 

Drama with type and b/w in 1 of 
series by WOR Radio. All have one key 
word big, small copy block, b/w layout. 
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AD Walter J. Baum. Copywriter Harry 
Moses. Head, blowup of stat. of Cond. 
‘Title Goth, No. 11. Blurred outlines were 
kept for texture interest. Body, Goudy B. 

Typography ‘61 
show and program 

Type Directors Club of New York’s 7th 
annual awards exhibit, to be held during 
the month of May at Mead Library of 
Ideas, 230 Park Ave., will include typo- 
graphic design of the past year from 
advertising, publishing and related areas. 
Entries will be judged for typographic 
excellence and “inventive graphic expres- 
sion, not presswork or content.” Follow- 
ing the show, a nationally travelling ex- 
hibit will be made up of the winning 
pieces. 

Awards will be given to each piece 
selected for the exhibit. TDC will pub- 
lish a catalog of the show. Jurors are 
chairman Robert Sutter, graphic de- 
signer; AD James Fogleman, CIBA; AD 
George Lois, Papert, Koenig & Lois; AD/ 
vp Freeman Craw, Tri-Arts Press; book 
designer George Salter; AD Allan Flem- 
ing, Cooper & Beatty, Toronto. Show 
chairman is Eugene Pattberg, Herbick & 
Held. 
A visual review of 1960 typographic 

work will be shown at Typographic Direc- 
tions ’61, program to be held Tuesday, 
May 16 at 6:30, at World Affairs Center, 
345 E. 46 St. at First Ave. There will be 
no speeches. Some 200-300 slides will be 
shown to indicate 30-40 different current 
devices and trends in informal typo- 
graphy. Half the slides will be from the 
TDC show; the others will be selected to 
show trends of the year and new direc- 
tions for 1961. 

Art Direction editor Edward Gottschall 
is chairman of the program. He will be 
master of ceremonies and a panel of 9 will 
evaluate the pieces shown. 

Attendees will receive a take home kit 
of 3 studies and a specimen compilation 
of recent years’ newest typefaces from all 
foundries. One of the studies will be a 
report of a TDC poll of designers who 
were asked their thoughts on typographic 
trends and devices, their uses of them, 
and other comments. 

Another study will analyze trends in 
consumer magazine advertising typo- 
graphy. This will be based on a TDC 
study of 1 issue of several magazines of 
1951, 1956, 1961. A statistical comparison 
of typefaces and typographic handling 
will be made. The third report will be 
similar but of newspaper ads. 

Reservations for the program are lim- 
ited to 200. Fee, $10. To reserve, send 
check to Type Directors Club, Box 1607, 
Grand Central Station, New York. 



Paper companies sponsor 
design contest for students 

Newton Falls Paper Mill and its metro- 
politan New York agent Cross Siclare & 
Sons are cosponsors of an advertising and 
direct mail program to be designed by 
members of graduating classes in New 
York art schools. 

The assignment includes six ads to be 
designed for 1961 production. Students 
whose designs win will work on comple- 
tion of the ads with Newton Falls’ agency. 
They will be paid professional fees. After 
each ad appears, each winning artist will 
design a direct mail piece to introduce 
himself and his work. 
To date the following schools have co- 

operated in the program: School of Visual 
Arts, Cooper Union, Pratt Institute, Par- 
sons School of Design and Newark School 
of Fine and Industrial Arts. 

Day of Visuals program set by 
Natl. Visual Presentation Assn. 

The 8th annual exhibition, seminars and 
trade show of NVPA will be held May 23 
and 24 at the Hotel Roosevelt, Madison 
Ave. and 45 St., New York. Sales Execu- 
tives Club of New York is cooperating 
sponsor. Awards banquet for Best Visuals 
of 1961 will be held May 23, announced 
NVPA president Horace W. McKenna. 
Stanley S. Merrell is chairman of the Day 
of Visual committee. 

Competition categories include motion 
. pictures, slides, transparencies, filmstrips, 

graphs, charts, displays. Each category is 
subdivided into classifications such as 
audiovisual selling tools, public relations, 
employe relations, employe training, sales 
training, educational, point of sale, etc. 

Exhibit space applications are avail- 
able from the convention management 
firm Rogers & Agate, Inc., attention 
Leonard Rogers, 19 W. 44 St., New York 
36. Seminar and awards exhibition in- 
formation from the NVPA, same address. 

Display industries 
set up display library 

National Assn. of Display Industries is 
organizing a display library at NADI 
headquarters, Governor Clinton hotel, 
New York. At the outset the library will 
have 4000 photographs of retail window 
and interior displays, from Display World 
magazine’s annual international display 
contests. 

The photos are arranged in 65 classi- 
fications including apparel, special 
events, furniture and appliances, style 
show settings, floats, travel displays. 
NADI president Edgar Moser an- 

nounced the library is open at no charge, 
but appointments must be made in 
advance. 

Sheet music art and follows the trail 
perks up blazed years ago for 

record album covers. 
Amsco Music Publishing Co. and Con- 
solidated Music Corp. bought 100 such 
pieces, recognizing the importance of 
design and art at point of sale. 

Credits: For Clarinet Solos, designer/ 
artist Isadore Seltzer, Push Pin Studios. 
Green and brown art on deep yellow 
background. Blue clef symbol. Type, 
Cent. Exp. head in green, list in brown. 
For Easy Saxophone Solos, b/w, accented 
by green and blue flowers. Designer /artist 
Paul Davis, Push Pin Studios. Type, 
Cent. Exp. list and Normande Ital. head. 
Both covers printed 3 color separated off- 
set, overprinting for added color effect. 

Photo-Cinema-Optics Bienal 
in Paris April 15-24 

The Third International Photo-Cinema- 
Optics Bienal will be held at the new 
Centre National des Industries Tech- 
niques (C.N.I.T.) exhibition palace, at 
the Rond-Point de la Défense, Paris. 

This is said to be the newest, largest and 
most attractive exhibition building in the 
world, and the latest production of avant 
garde architecture. 

The Bienal is sponsored by the Comité 
Frangais des Expositions, 94, rue de Ren- 
nes, Paris-6e. 

A Ne PEE tne ney tiie 

Stationery for has red “childish” 
a nursery school art and red logo at 

bottom, blue type. 
For Neighborhood Nursery School, Los 
Angeles. 

Credits: Designer Lee Mason, Mason- 
Vise Design, LA. Type, Futura Med., LA 
Type Founders. Printed letterpress by 
Coronet Press. 

Dramatic color keys this year’s 
plus softness Charles of the Ritz 

ads, a move away 
from the pebbly texture treatments of 
before. Color composition in warm blue 
rose, soft green, blurred flesh tones 
grayed green and blue. 

Credits: Ritz adv. mgr. Natalie Donay 
AD Ched Vuckovic, Rockmore. Photo 
grapher Don Briggs. Model Toni Ter 
race. Type (in light blue) Lightline Goth. 
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1) Shipper/displayer 
Shipping cartons for Manischewitz are 
also used for display, when cartons are 
cut above the art, to show bottles inside. 
White corrugated cartons rubber plate 
printed in purple, red and black. 

Credits: Designer Harry & Marion 
Zelenko Inc. 

2) Photojournalism and fashion 
B/w photo from series shot in Portugal 
for Harper’s Bazaar is a strong indicator 
of photo journalism’s influence on 
fashion photography. Exciting visual 
here, from contrast of peasant woman to 
smart fashion model. 

Credits: AD Henry Wolf. Photograph 
is one in series by Scavullo. 

3) Highstyle for stereo components 
Rek-O-Kut redesign program includes 
boxes with abstract symbols for particu- 
lar product enclosed. All packs, though 
for varied items, have strong family feel- 
ing, red and black color theme. 

Credits: ADs Irving Harper, Ronald 
Beckman, George Nelson & Co. Designer 
Dick Schiffer, then with Nelson, now of 
Schiffer Sussman. 

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

vackaging, newspaper ads, consumer and business magazine ads, posters, TV 
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4) Hardsell, but not catalogy 
To the point, and tasteful, to show off 
cooking tools also “designed to serve in 
the dining room.” This 4-color consumer 
magaziné page is one in series for Ekco, 
manufacturer of 1300 products. Each ad 
will take a different point of view. 

Credits: AD Ben Spiegel, DDB. Pho- 
tographer Len Siegler. Copywriter Paula 
Green. Type, Torino, in black and Ben 
Day. 

5) Different illustration techniques 
including woodcut, paper sculpture, 
painting, photography, make a stopper 
campaign of SEP ads for Business Week. 
This has preseparated 3 color woodcut, 
type in color. Ad is blue and green pre- 
dominantly, with red (headline) accent. 

Credits: ADs Ed Almgren, Bob Bran- 
wyne,’ BBDO. Artist Dick Davi. Copy- 
writer Don Mix. Head, Inserat, body, 
Consort Cond. 

6) Old almanac technique 
from typography to woodcut illustration 
is made more visually stimulating by 
combining bold black illustration with 
large type area. One in newspaper series 
for Carlsberg Beer. 

Credits: AD Bill Spewack, Wexton. 
Woodcut by Seymour Chwast, Push Pin 
Studios, who also controlled proofing 
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(adding white paint, etc.) for clean 
white space look in illustration. Head- 
line, adapted by Chwast from type speci- 
men in old German type book. Copy- 
writer Martin Solow. Body, Baskerville. 

7) Delightful human interest 
for food poster. This is one in Swift's 
Premium bacon series all using photogra- 
phy themed to human interest food situ- 
ation. 

Credits: AD James Sherman, McCann- 
Erickson, Chicago. Photographer Robert 
Koropp. Models Morty and Dickie But- 
ler, Winnetka. Copywriter Cherie Lee. 
Type, Cent. Exp. 

8) A split 
Cover for a book on the Reformation has 
abstract design—a cross in dual perspec- 
tive, split type title—to suggest book’s 
subject. In red and purple. 

Credits: AD /designer Louis Danziger, 
Hollywood. For Meridian Books. 

9) Color and swirl coordination 
Magazine title is set in purple to match 
dress and hair ribbon of top dancing girl. 
Story titles at bottom swirl with the 
dancers and are color coordinated to 
their dresses. 

Credits: AD Kirk C. Wilkinson, 
Woman’s Day. Photographer Beatrice 
Pinsley. 



10, 11) 

110 

10, 11) Timely change of address stamp 
DMAA moved around Christmas time. 
Announcement mailer had line illustra- 
tion of Santa on gold gummed label stock 
affixed to white card. The card was en- 
closed in glassine envelope noting 
address change inside. The whole was 
mailed in white vellum envelope. Be- 
neath the giant stamp, 4 lines of News 
Goth. announced it was “a commemora- 
tive issue,” credited designer and printer. 

Credits: AD/designer Seymour Leich- 
man, then with KGA, Inc. Sales Promo- 
tion Agency. Artist Marvin Glass. Stamp 
was letterpress and envelope rubber plate 
printed by Marbridge. 

12) Fashionable walking billboard 
That's the duty of this 17x21” merchan- 
dise bag for women’s retail ready to wear 
shop specializing in imported European 
fashions. Blue and silver on black kraft 
paper. 

Credits: AD/designer Tor Winstrup, 
Los Angeles, for Mona Winstrup. Butter- 
fly lino cuts by Morton Dimondstein. 
Logo designed by Tor Winstrup and Jim 
Wood. Type, News Goth. Compositor 

John F. Mawson Co. Engraver Gore 
Brothers. Printer Hollywood Paper Co. 

13) A symbol for wine 
To convey quality corkage image, single 
bottle gift cartons for Paul Masson wines 
have color pattern of grape cluster and 
winemaking / decanter top / corkscrew 
top. Design for dry champagne in char- 
treuse and deep green on white. For 
sparkling burgundy, light magenta and 
burgundy lake on white. Handlettered 
sig. 

Credits: AD/designer Jerome Gould, 
Los Angeles. Artist Bob Stevens. Torino 
Ital. and Litho Roman Light types. Lith- 
ographed by Boxcraft Paperbox Co., 
Oakland, on plain lightweight white cor- 
rugated. Slip cover printed on white 
coated box paper on 5 ply chip board. 

14) Jagged vs. streamlined 
shapes in a point of sale display on gas 
air conditioning. The jagged contours 
are of actual maps representing various 
climates. 

Credits: AD /designer Harry Swenso’. 
Artist Dick Theml. For People’s Gas C»., 
Chicago. 
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15) To spark merchandising ideas 
presented in a slide show at Super Mar- 
ket Institute’s annual convention, whim- 
sy and color were used in artwork. Paper 
cutout against color backgrounds, with 
sketches in pastels. Titles were hot- 
pressed on clear acetate and used as over- 
lay. The slide presentation will be shown 
in local areas, by request of organizations 
at the convention. 
Credits: AD Leo Kaye, Fairchild Publi- 

cations. Artist R. J. Davidson. Copy- 
writer Julian Handler, Fairchild. 

16) For a low cost filmstrip 
Old b/w artwork plus color fit budget of 
YMCA. Positive and white acetate stats 
were made of repros of artwork formerly 
used 'n magazine illustration. These were 
then flapped over colored paper back- 
grow ds which had text. Opaque white 
filled some areas on the acetate. 

Cr. dits: AD Bill Lent, director Her- 
bert \osenthal, producer Graphics Insti- 

tute. Artists Moneta Barnett and Elena 
Beck. 

17) Table top for food but no camera 
Plenty of color and eye appeal, if not 
sheer appetite appeal, in this Playboy 
opening food article spread. 

Credits: AD Arthur Paul. Designers 
Arthur Paul and Milton Glaser. Artist 
Milton Glaser. 

18) Tightly organized compound 
design for an annual report cover gives, 
at first glance, the extent of company’s 
developments. Hot embossing and 4- 
color printing on double thick Andorra 
cover. 

Credits: AD Luther Weare, North 
American Aviation, Los Angeles. De- 
signer Clarence Sato. Production coor- 
dinator Ken Smith. Color photographs 
by NAA cameramen. Body of book was 
printed in 4 colors, on 80 lb. Carrara 
Text. Printer Western Lithographer. 
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19, 20) Giant matchbook, for safety 
Mailer for Non-Com Fire-Protected Lum- 
ber emphasized safety of product with a 
kit of untreated wood, product, matches, 
and instructioris to “make a fire test.” 
Design theme ties to trade magazine cam- 
paign. Color scheme of red, white and 
blue for enclosure and envelope. Regular 
envelope stock was lined with aluminum 
foil, to comply with Post Office rules. 

Credits: Theme, Adv. Mgr. Donald F. 
Over, Koppers Co., Pittsburgh. De- 
signer/artist Vincent Djierski, Town 
Studios, Pittsburgh. Artwork by Town. 
Copy and production, agency Smith, 
Taylor & Jenkins. Typesetting, printing, 
Derrick Press, Oil City, Pa. Kit stock, 
Kromekote | side. 

21) Strong character 
for unsophisticated territory. Brilliantly 
colored display merchandiser for Scotch 
Tape relies on layout of colors and forms 
as well as illustration, to stand out in 
supermarkets and drugstores. 

Credits: Creative director Del Neitzel. 
Designer Reynolds Guyer Agency of De- 
sign. AD /illustrator Don Dale. For Min- 
nesota Mining & Mfg. Co. 

22) Animated cat 
Lettering shaped in the form of a cat and 
its movements, in the form of other ele- 
ments—audio and visual—of commercial 
for Imperial Oil of Canada does an off- 
beat naive approach job for Esso Oil 
Heat. 
Commercial opens with white snow on 

a black screen, sound of wind, and cat 
walking across screen and back into snow 
out of sight. Clock chimes are heard, then 
a house is seen with door made of Esso 
logos. Someone, whom audience doesn’t 
see but whom the visual and audio fol- 
low comes downstairs, lets in the cat, goes 
back upstairs on tiptoe, past a gurgling 
baby, and so to bed. Letters “‘zzzz” ac- 
company sound of snores, change to 
“Esso Oil Heat”, and announcer says, 
“for a wonderful world of warmth.” 
Commercial closes with cat settling down 
upon word, “Esso.” 

Credits: Director Abe Liss, designer 
Paul Harvey, animator Fred Mogub, pro- 
ducer Elektra Film Productions. “or 
MacLaren agency, Toronto. (Tv chcice 
by Georg Olden.) 



television and typography are big in 

TV commercials generated the most enthusiasm among judges 
of the 40th annual exhibition of the ADC of New York. Where 
last year’s excitement was largely focussed on magazine editorial 
pages, this is TV’s year. 

The TV jury, which in past years moaned how little really 
outstanding work was done, how many of the really creative 
commercials were done by so few, this year found itself flooded 
with commercials outstanding for concept, execution, photogra- 
phy, typography, animation and live action. Good audio, integra- 
tion of all the elements in the presentation, and excellence of 
concept were praised. 

Squeeze commercials seemed less numerous, if not less effec- 
tive this year. Great styling of characters in many animation 
commercials was noted. A number of animation characters were 
borrowed from other media, such as the newspaper comics. 
Cartoony and funny situation bits are still going strong. 

If the judges expressed enthusiasm for most TV categories, 
they were particularly high on live action, calling it “great, really 
great” and observing that “half the stuff thrown out this year 
would have been winners in past years.” 

Typography—in TV and in the print media—also stands out in 
the 40th exhibition. There is more spirit in type handling (an 
influence from some sales promotional material and editorial 
pages of previous years, less bookishness. Type is being used 
increasingly as illustration, or as illustration element. It is being 
used expressively so that it visually does what it says (see 
“Tonnage”, medal winner). There’s more color in type, more 
shaping of type lines and the old copy block is less and less a 
block . . . more likely an apple or a parfait glass or a shoe. 

Some 30 or 40 different ways of injecting visual spirit into 
type are apparent in the past year’s work. Which will fade away 
as momentary devices and which will endure remains to be seen. 
The expressive type and the use of color seem most likely to 
endure but to be handled with more restraint. An ad that two 
years ago would set alternate copy lines in blue, yellow and 
purple, might now settle for black type with the dot on the “i” 
a colored brush stroke. 

If type and TV rate the headlines this year, no one was com- 
plaining about photography or illustration quality or felt that 
editorial pages were any less exciting this year. It’s just that 
these areas didn’t make the news in 1960. 

Underlying the enthusiasm for TV, type, or any other media 
or technique, was a continued feeling that the best pieces are 
really concept ads. The photography, typography, design may be 
good or excellent, but the basis for choice in the show was 
greatness of concept. This is a continuation of an attitude 
first strongly evident three years ago in both New York and 
Los Angeles shows, when the judges stressed the increasing 
“communication-mindedness” of the pieces. Both the ADs re- 
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NEW YORK’S 40TH 

sponsible for the top work and the judges who chose it were 
increasingly concerned with the communication idea and less 
with the excellence of any technique. This year the word is 
“concept”. Examine the top pieces shown here for yourself. 
See how many have strong ideas that could have been expressed 
equally well in different type or illustration styles. 

e in outdoor there were a few courageous departures. Look 
at posters for Utica Club Beer (no bottle shown); use of charac- 
ters developed on TV or radio; more simple, dynamic symbolism 
(some of the Ford Falcon posters, some General Dynamics 
3-sheeters, traffic safety posters by Walter Aliner; and more and 
better use of photography—less of the print-media photograph— 
more photography with simplicity of composition, faster and 
stronger impact, stronger color. 

e newspaper ads seem more postery and more designy, less 
cluttered (at least the ones chosen for the show give this 
impression). Some of the best pieces in non-poster categories 
were strong for poster tone of simplicity and speed of impact. 

« there’s more graphic symbolism in all media. Where it once 

was strong in some direct mail and packaging, it’s now increas- 
ingly effective in posters, TV, magazine and newspaper adve;- 
tising. 

e more pieces seemed strong when considered as complete 
units, less outstanding when considered for illustration or type 
alone. 

e more taboos bit the dust. Since Rolls Royces appeared in 
a rain-drenched tollgate, VWs have appeared under snow and 
Chevvys with dust and dirt. Bottles are left out of beer posters 
and question marks replace the sacred logo! 

e it’s becoming increasingly apparent that a great many of 
the ideas behind the big “concept ads” are visual ideas. The 
AD is more in on the planning conferences and the copywriter is 
thinking more visually. 

e they're still talking about DDB, the once little creative 
agency that won’t go away. It’s now a big agency, with sound 
thinking admen praising it more for its sales sense than for its 
visual devices. A good test for the skeptical: see how many of 
the ads of this year you wish you had done and be surprised at 
how many came from DDB, or from a younger, smaller agency 
with similar thinking, Papert, Koenig and Lois. 

e perhaps this is a milestone year. The AD came into his own 
quite a few years ago when the importance of visual appeal was 
recognized in even the most copy-minded agencies. Now the AD 
is being recognized not merely as a key man to dress up an idea 
but a key man in developing the idea, as a sound thinker, a 
concept man. * 



MEDALS 

Art Directors Club Medal — Design of Complete 
Advertising Unit 

12 Magazine Ads, single page, 3 or more colors — 
Art Director /Designer: Robert W. Wheeler, Photog- 
rapher: Bert Stern, Copy supervisor: Paul Waddell, 
Agency: Young & Rubicam, Inc., Advertiser: Hunt 
Foods and Industries Inc. 

42 Magazine Ads, 2 pages or more, 3 or more colors 
—Art Director/Designer: Bert Steinhauser, Pho- 
tographer: Jerry Schatzberg, Copywriter: Carole 
Anne Fine, Agency: Doyle Dane Bernbach Inc., 
Advertiser: Clairol. 



63 Newspaper Ads, over 500 lines — Art Director / 
Designer: Donald T. Egensteiner, Copywriter: Charles 
Sweeney, Lettering: Larry Ottino, Agency /Adver- 
tiser: Young & Rubicam, Inc. 

123 Kerwin H. Fulton Medal for 24-sheet Poster — 
Art Director: William H. Buckley, Lettering: Sam 
Marsh, Copywriter:.Gordon Bushell, Agency: J. Wal- 
ter Thompson Company, Advertiser: Ford Motor 
Company. 
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Art Directors Club Medal — Design of Comp 
torial Unit 

327 Editorial Spread, 3 or more colors — A 
tor: Henry Wolf, Art Director /Designer: 
Rosenson, Photographer: Saul Leiter, Pi 
Hearst Magazines, Inc., Publication: Harper’: 

346 Editorial Section or Insert, 3 or more | 
Art Director /Designer: Allen F. Hurlburt, P 
phers: Kosti Ruohamaa, Art Kane, Hanson 
Erich Hartmann, Arthur Lavine, Publisher: 
Magazine Inc., Publication: Look. 
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Art | -ectors Club Medal — Editorial Art 

372 ditorial Art, fiction, 3 or more colors — Pho- 
togr: her: George Silk, Art Director: Bernard Quint, 
Pub! her: Time, Inc., Publication: Life. 

395 ditorial Art, non-fiction, 3 or more colors, 
fashi: 1 — Photographer: Art Kane, Art Director: Otto 
Store , Publisher: McCall Corporation, Publication: 
McCa !'s. 
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472 Film Categories, film, live action — Art Direc- 
tor/Designer: Helmut Krone, Writer: Rita Selden, 
Photographer: M. Nichelson, Film Producers: John 
Capsis, Joseph Spery, Production Company: Robert 
Lawrence, Agency: Doyle Dane Bernbach Inc., 
Advertiser: Volkswagen of America Inc. 

TELEVISION 

473 Art Director/Designer: Stephen Frankfurt, 
Writer: Sumner Winebaum, Designers: Cliff Craw- 
ford, Ivor Weigler, Production Company: On Film— 
Tom Ford, Agency: Young & Rubicam Inc., Adver- 
tiser: Bristol-Myers Company. 

499 Film Categories, animation, full — Art Director: 
Bill Melendez, Writer: Chris Jenkyns, Designer: 
Sterling Sturtevant, Photographers: Herman Cohen, 
Robert Carlson, Production Company: Playhouse 
Pictures, Agency: J. Walter Thompson Company, 
Advertiser: Ford Dealers of Southern California. 



Art Directors Club of New York Medal Special Award—To 
Helmut Krone, Doyle Dane Bernbach Inc., on the campaign 
for Volkswagen of America Inc. 



medal winner biographies 

William H. Buckley 
Vice President, J. Walter Thompson Co.; Art Supervisor, Ford Falcon 
and RCA accounts. President NYADC 1956-57; Chairman annual 
exhibition 1955 and Award luncheon 1960-61; Recipient of NYADC 
medals and awards, Chicago ADC Poster Show awards, and Ist award 
in Detroit ADC exhibit. Since 1957 a member of Postmaster General's 
Citizen’s Stamp Advisory Committee and designer of present 7-cent 
airmail stamp. 

Don Egensteiner 
Art Director in Young & Rubicam’s Detroit office, he was born in 
New York, earned his BFA at Pratt in '56. Started in at Y&R but the 
army took him from there after a few months. After two years service 
he returned to Y&R. 

Stephen 0. Frankfurt 
A steady medal winner, he’s Art & Copy Supervisor and Vice President 
and Director of Special Projects for Young & Rubicam. New York born, 
he studied at Pratt where he now teaches. Also lectures at New School 
and School of Visual Arts. He writes music, and his photos have 
appeared on Columbia Record albums. Also designs books. Before 
joining Y&R he worked for UPA, freelanced design for NBC and CBS, 
and designed films for studios in England and France. 

Alien F. Hurlburt 
Art Director and member of the Editorial Board of Look Magazine 
since 1953. Has been AD for NBC and Administrative AD of William 
Weintraub Agency. Born in Bridgeport, Conn., he is a graduate of 
University of Pennsylvania, a gold medal winner in NYADC shows of 
1948, 1949 and 1955 and winner of many other honors. 

Art Kane . 
Born in NYC in 1925, Art studied at Cooper Union. He’s former AD 
of Seventeen Magazine and of Irving Serwer Agency. Has had many 
photography exhibits and work in the permanent collection of the 
Museum of Modern Art. Has won 4 gold medals and 11 Awards of 
Distinctive Merit in former NYADC shows as well 12 AIGA awards plus 
many from other AD clubs. In the summer of 1959 he left the agency 
to do photography full time. 



Helmut Krone 

At 35, he’s been with Doyle Dane Bernbach for the past 7 years. Was 
recently elected a Vice President. This year he won a special medal 
from the AD club for the Volkswagen campaign. Printer’s Ink had also 
rated this the best ad campaign of the year. He knows VWs, has been 
driving one since 1950. A frequent ADC and AIGA medal winner. 

5. C. “Bill” Melendez 
Director at Playhouse Pictures, he was born in Mexico. Formerly with 
Walt Disney Studios, Warner Bros., UPA, and John Sutherland 
Productions, he joined Playhouse in 1953. Has won International Film 
Festival awards as well as prizes in New York, Chicago, and Los Angeles 
ad and AD shows. : 

Audrey Rosenson 
At Harper’s Bazaar as assistant to Henry Wolf since June 1958, she’s 
a graduate of High School of Music and Art and the Cooper Union (1956). 
She also worked as an assistant to Herbert Bayer in Aspen on a world 
atlas and UNESCO exhibit. Some of her paintings have been exhibited 
in group shows. 

George Silk 
Born in New Zealand in 1916, he worked in a photo shop in Auckland 
from 1935-39. Was an official war photographer in the Middle East, 
then to New Guinea where he covered the campaign for Life. Other 
Life war assignments were at Anzio, in France and in Tokyo. Worked 
out of Life’s L.A. office until 1956 when he came to New York to 
specialize in sports photography. 

Bert Steinhauser 
He’s been ADing at Doyle Dane Bernbach for the last five. Born in 
New York he studied design and education at Brooklyn College and 
Pratt. Has worked on Yardley, Clairol, Wedgwood, Hartmann Luggage 
and American Export Lines accounts. 

Robert Wheeler 
Famous for his fashion touch for Hunt’s Catsup ads, he was born in 
Tennessee, grew up in Texas. Freelanced as AD in Chicago and 
New York in the ’30’s. In 1940 joined Young & Rubicam. In 1946 
transferred to Y&R’s L.A. office where he’s been ever since. Has a 
full share of awards from New York, L.A. and Chicago ADC’s as well as 
the AIGA and the United Nations International Poster Competition. 

Henry Wolf 
AD of Harper’s Bazaar since mid-’58. Redesigned format and AD'd 
Esquire for 6 years. Born in Vienna in 1925, studied art in Paris, came 
to U.S. in 1941. Worked in print shops and art studios, then was an 
agency AD and put in some time with the State Department before 
going to Esquire. Has won many awards from ADC’s, AIGA and Type 
Directors Club. Teaches design at Cooper Union. 
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AWARDS OF DISTINCTIVE MERIT 

Design of Complete Advertising Unit 

13 Magazine Ads, single page, 3 or more colors — 
Art Director/Designer: Robert H. Brooks, Artist: 
Robert Weaver, Agency: Benton & Bowles, Inc., 
Advertiser: | B M World Trade Corporation. 

20 Art Director/Designer: Tony Mandarino, Artist: 
Phil Hays, Copywriter: Brian Gray, Agency: Batten, 
Barton, Durstine & Osborn, Inc., Advertiser: Arm- 
strong Vinyl Floors. 



40 Magazine Ads, 2 pages or more, 3 or more colors 
—Art Director: George Trevelini, Designer /Artist: 
George Giusti, Copywriter: Earl C. Donegan, Agency: 
Wood, Donegan & Company, Advertiser: Fiat. 

43 Art Director: Helmut Krone, Photographer: Win- 
gate Paine, Copywriter: Dave Reider, Agency: Doyle 
Dane Bernbach Inc., Advertiser: Yolkswagen of 
America. 



61 Newspaper Ads, over 500 lines — Art Director: 
Don Eldridge, Photographer: William Helburn, Copy- 
writer: Seth Tobias, Agency: Mogul Williams & Say- 
lor, Inc., Advertiser: Barney's. 

79 Newspaper Ads, 500 lines or less — Art Director / 
Designer: Robert Fabian, Artist: Andy Warhol, Copy- 
writer: Margot Mallory, Advertiser: |. Miller Salons. 



94 Trade Ads, full page or more, 2 or more colors — 
Art Director: Michael Pennette, Photographer: 
Ronald Rojas, Copywriter: Stanley Winston, Adver- 
tiser: Redbook Magazine. 

101 Trade Ads, full page or more, black and white 
Art Director/Designer: Frank Kirk, Photographer: 
Len Siegler, Copywriter: Wendy Ewer, Agency: Doyle 
Dane Bernbach Inc., Advertiser: Chemstrand. 



119 Posters, 24-sheet posters — Art Director /De- 
signer and Artist: Walter Aliner, Advertiser: Outdoor 
Advertising Association of America, Inc. 

137 Booklet, Direct Mail, 3 or more colors — Art 
Director /Designer: Leo Lionni, Copywriter: Ray Win- 
ship, Advertiser: Fortune. 
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149 Point of Sale, record album covers — Art Direc- 
tor: John Murello, Artist: Jerome Martin, Advertiser: 
RCA Camden Records. 
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155 Art Director/Designer and Artist: Rudolph 
deHarak, Advertiser: Westminster Recording Sales 
Corp. 

170 Point of Sale, bookjackets, paperbacks—Art 
Director /Designer/Artist: George Tscherny, Adver- 
tiser: Dunetz & Lovett. 
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iat is this magazine? 

180 Institutional, annual reports, publications — 
Art Director /Designer: George Krikorian, Photogra- 
phers: Paul Fusco, Bob Sandberg, Jim Hansen, Phil 
Harrington, Copywriter: Julia Abajian, Advertiser: 
Look Magazine. 

181 Art Director /Designer: Erik Nitsche, Advertiser: 
General Dynamics Corporation, Publisher: Double- 
day & Co. Inc. 



198 institutional, announcement cards — Art Direc- 
tor: Reba Sochis, Designer /Artist: Bob Gill, Agency: 
Sochis Advertising/Promotion, Advertiser: William 
Hayett Inc. 

204 Sales Presentations or Promotion Kits — Art 
Director /Designer: Louis Dorfsman, Advertiser: CBS 
Television Network. 
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Advertising Art 

216 Magazine Advertising Art, 3 colors or more, 
product illustration — Photographer: Haanel Cassidy, 
Art Directors: Bud Hemmick/Al Feldman, Copy- 
writers: Ruth Cerrone/Eleanor Baron, Agency: 
Kenyon & Eckhardt, Incorporated, Advertiser: Glass 
Container Manufacturers Institute. 

218 Artist: Carl Critz, Art Director: Paul Wollman, 
Copywriter: William Whiting, Agency: McCann- 
Erickson Inc., Advertiser: General Motors Corpora- 
tion Trucks. 



275 Newspaper Advertising Art, general illustration 
— Artist: Saul Lambert, Art Director /Designer: Sid- 
ney Myers, Art Director: Len Sirowitz, Copywriter: 
Leon Meadow, Agency: Doyle Dane Bernbach Inc., 
Advertiser: ABC TV. 

286 Trade Advertising Art, humorous illustration — 
Artist: Tony Palladino, Art Director: George Lois, 
Copywriter: Julian Koenig, Agency: Papert Koenig 
Lois Inc., Advertiser Granada TV, England. 



288 Trade Advertising Art, general illustration — 
Photographer: Bert Stern, Art Director: Rene Bittel, 
Agency: Sudier & Hennessey inc., Advertiser: CIBA. 

297 Pester Art, 24-sheet posters — Artists: Lowell 
Herrero/Bill Hyde, Art Director: Eugene Duffy, 
Agency: Campbell-Ewald Company, Advertiser: 
Chevrolet. 



318 Institutional Art, annual reports — Art Direc- 
tor/Designer: Erik Nitsche, Advertiser: General 
Dynamics Corporation. 

Design of Complete Editorial Unit 

328 Editorial Spread, 3 or more colors — Designer / 
Art Director: Pasquale Del Vecchio, Photographer: 
Ken Heyman, Publisher: Esquire Inc., Publication: 
Esquire. 



329 Designer: Philip Sykes, Art Director: Allen F. 
Hurlburt, Photographer: John Stewart, Publisher: 
Cowles Magazines Inc., Publication: Look Magazine. 

347 Editorial Section or Insert, 3 or more colors — 
Art Directors: Otto Storch, William Cadge, Photogra- 
pher: Art Kane, Publisher: McCall Corporation, 
Publication: McCall's. 
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352 Magazine Covers, consumer magazines — Art 
Director: Frank Zachary, Artist: George Giusti, 
Publisher: Curtis Publishing Company, Publication: 
Holiday. 

375 Photographer: Pete Turner, Art Director: Irving 
Glusker, Publisher: American Heritage Publishing 
Co. Inc., Publication: Horizon. 
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Editorial Art 

373 Editorial Art, fiction 3 or more colors — Pho- 
tographer: Hiro, Art Director: Henry Wolf, Art Di- 
rector/Designer: Audrey Rosenson, Publisher: 
Hearst Magazines Inc., Publication: Harper’s Bazaar. 

374 Artist: Tom Vincent, Art Director /Designer: Joan 
Fenton, Publisher: Triangle Publications, Publica- 
tion: Seventeen. 



365 Company Magazines, House Organs — Art Direc- 
tor/Designer and Artist: Milton Glaser, Publisher: 
The Push Pin Studios, Publication: The Push Pin 
Monthly Graphic. 

396 Editorial Art, non-fiction, 3 or more colors, 
fashion — Photographer: Michael A. Vaccaro, Art 
Directors: Allen F. Hurlburt, Philip Sykes, Publisher: 
Cowles Magazines Inc., Publication: Look Magazine. 
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403 Editorial Art, non-fiction, 3 or more colors, food 
— Photographer: Faulconer-McLaughlin-Gill, Art Di- 
rector: Allen F. Hurlburt, Publisher: Cowles Maga- 
zines Inc., Publication: Look Magazine. 

404 Photographer: Rouben Samberg, Art Director / 
Designer: Joan Fenton, Publisher: Triangle Publica- 
tions, Publication: Seventeen. 



415 Editorial Art, non-fiction, 3 or more colors, 
general — Artist: Harvey Schmidt, Art Director: 
Robert Benton, Publisher: Esquire Inc., Publication: 
Esquire. 

443 Editorial Art, non-fiction, 2 colors or b/w, 
general — Artist: Henry Markowitz, Art Director: Bill 
Page, Publisher: St. John Publishing Corporation, 
Publication: Nugget Magazine. 
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453 Magazine Cover Art, consumer magazines — 
Photographer: Bert Stern, Art Directors: Alexander 
Liberman, Priscilla Peck, Publisher: Conde Nast 
Publications, Publication: Vogue. 

466 Company Magazines and House Organs — Artist: 
Jerome Martin, Art Director: Charles Walz, Adver- 
tiser: Abbott Laboratories. 



474 Film Categories, film, live action — Art Director: 
Dave Elledge, Writer: Dave McCall, Designer: Ed 
Witalis, Photographers: Bob Franz, Charles Wasser- 
man, Howard Linkoff, Alan Gittler, Production Com- 
pany: Television Graphics, Inc., Agency: Ogilvy, 
Benson & Mather, Inc., Advertiser: General Foods. 

TELEVISION 

475 Art Director /Designer/Writer: Louis Dorfsman, 
Production Companies: Elliott, Unger & Elliott; Ger- 
ald Productions, Advertiser: CBS Television Network. 



500 Film Categories, animation, full—Art Director/ 
Photographer: Robert Cannon, Writer/Designer: 
Chris Jenkyns, Production Company: Playhouse 
Pictures, Advertiser: U.S. Navy Recruiting. 

508 Film Categories, animation, limited — Art Direc- 
tor /Designer and Writer: Stephen Frankfurt, Produc- 
tion Company: Audio Productions inc., Agency: 
Young & Rubicam Inc., Advertiser: Personal Products 
Corporation. 

517 Still Categories — Art Director: John Graham, 
Designer: Bill Weinstein, Advertiser: National Broad- 
casting Company, Inc. 
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exhibition jury 

print 

Dr. M. F. Agha 
Julian M. Archer 
Gordon C. Aymar 
Arthur T. Blomquist 
Mahion A. Cline 
Charles T. Coiner 
Louis Dorfsman 
Bernard Eckstein 
Herman A. Davis 
Albert Dorne 
Wallace W. Elton 
Suren Ermoyan 
Gene Federico 
S. Neil Fujita 
Robert Gage 
George Giusti 
Cipe Pineles Golden 
Juke Goodman 
Arthur Hawkins 
Allen F. Hurlburt 
John Jamison 

_ George Krikorian 

exhibition committee 

Chairman — David Davidian, Fletcher Richards, Calkins & Holden, Inc. 

Alexander Liberman 
Garrett P. Orr 
Harlow Rockwell 
Lester Rondell 
Arnold Rosten 
George Samerjan 
Ernest G. Scarfone 
John A. Skidmore 
Paul Smith 
Otto Storch 
Bradbury Thompson 
Roy W. Tillotson 
John Hepburn Tinker 
Arnold Varga 

television 

William H. Buckley 
William Duffy 
Bert W. Littmann 
Herbert Lubalin 
Georg Olden 
Robert Pliskin 

Co-chairman — Salvatore Lodico, Monroe F. Dreher, Inc. 
Television — W. Lee Savage, Elektra Film Productions, Inc. 
Design — George Krikorian, Look Magazine , 
Display — Donald Deskey, Donald Deskey Associates, Inc. 
Classification — Paul E. Parker, Jr., J. Walter Thompson Company 
Publicity — Edward Rostock, Ashe & Engelmore Advertising Inc. 
Finance — Gerald Charm, Smith/Greenland Company 
Executive board — Franc Ritter, Eastman Kodak Company 

Committee members: 
Charles S. Adorney, Cunningham & Walsh, Inc. 
William Brockmeier, Eastman Chemical Products, Inc. 
Louis Dorfsman, CBS Television Network 

Gene Garlanda 
William F. Ivers, Fuller & Smith & Ross Inc. 
Ray Komai 
Thomas C. Neary 
Nils Osterberg, Kelly Nason Inc. 
Norbert L. Silvas, Warwick & Legler Inc. 
Louis Silverstein, New York Times 
Harold Sosnow, Harold Sosnow & Associates 
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1) Special rigs, templates and cams 
were devised to make these utensils spin 

COMMERCIALS THIS MONTH —— Singastovtutysni 

— = 

Europe part III — stop motion in England 

Che non-vocal track trend set by French 
commercial producers several years ago 
and the effectiveness of Czechoslovakian 
stop motion techniques reached England 
this year. 
Combining graphed movement worked 

out with painstaking precision with a no- 
voice jazz track, Rank Screen Services 
Ltd. came up with a couple of winners: 
Prestige and Skyline Kitchen Utensils. 
What makes these two-in-one commer- 

cials is the a) absolute and flawless 
motion on many non-uniform products. 
b) The development of story line through 
lucid visual effects rather than oral ex- 
position, and c) the jazz combo which 
enhances and points up every important 
detail of the products. 

Paul Mezulianik who came to Rank 
from Prague, directed. After much praise 
for his quick adaptation to commercial 
thinking and a Venice award, Paul had 
this to say: “For a commercial of this na- 
ture to succeed, the producers must have 
complete trust and freedom of action by 
the client in all matters relating to pro- 
duction.” 

Agency is Charles Barker and Sons. 
Supervisor—Tom Marshall. For Rank 
screen Services, Ltd.: Camera and light- 
ng—Frank Hendrix. Direction and 
esigning—Paul Mezulianik. Producer’s 
\epresentative—Bill Andrews. e 
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2) The dance of the egg-beaters shows 
remarkable planning in layouts of 
graphs upon which is calculated the 
minutest movement within a specific 
number of frames. 

8) These hanging cooking utensils per- 
form their natural chores one after 
another and then replace themselves 
upon the rack. 



the select audience... 

places premium on creativity, freshness 

Not many art directors have the pleasure 
—and the challenge—to produce promo- 
tional material for an audience with an 
appreciation for (1) good graphics taste- 
fully art directed and (2) sales promotion 
pieces that do their job. The promotion 
pieces by AD Robert Greenwell, NBC-TV 
Sales Planning, sell TV b/w and color 
shows to a highly sophisticated audience. pete ae 
Shown are recent examples of his work. 500-1000 am. wherate Fears 

eodenaniguanraie 

CREDITS: Bob Greenwell—AD (2, 3, 4, 6, ns ' 
8, 9 & 10); design (1, 5, 7, 8, 9,10 & 19): 1. 2-color program bulietin cover, line art. 

art (7 & 19)... . Stan Stubenberg—design 
(11, 12, 13 & 14); art (11,12 & 14)... 
Bob Staples—design (15, 16 & 17); photo 
montage (16) . . . Carl Dellacroce—lettering 
(2 & 9)... Sol Mednick & Sid Desfor— 
photo (6) . . . Mark Slade—photo (8)... 
Elliot Flagg—art (10). . . Bill Charmatz— 
art (4) .. . John Ross—2-color wood engrav- 
ing (18)... NBC Staff—photo (2)... M.I.-T. 
—photo (13). 

5. Typographic design relates to show's 
game board format. 



OR 

4. 2-color folder’s humorous art suggests 
how to dress for color TV. 

2. Opera telecast bulletin in purple and 3. Poster lettering on 2-color cover 
black. “ dominates photo of show’s stars. 

r 

. 

ae cs ~ 

6. Color TV brochure uses die-cut, 
photography and brilliant colors against blacks for impact. 7. Photo is simplified to line and offset 

over silkscreen on chipboard stock 
picked for its texture. i 

8. Die-cut accordion fold makes a pop-up 
promotion. 



10. Program presentation booklet 
9. Orange and red on yellow stock for a 

summer sales promotion. 

A FAIRY TALE FOR ADULTS. BTAR EINE GROUOHO Manx 

14. Silver fleck stock accents storybook 
gaiety. 

15. Program bulletin cover uses stills from 16. Musical program piece i “two co 
show printed in off-beat colors. 



Mas LODRAMW A: 

Diecut cover and duo-tone illustration 
for pro; ram sales bulletin. 

12. 

17. Portfolio of public affairs shows used 
photos ranging from Civil War wet 
plates to Henri Cartier-Bresson, 
gravure. 

Mood illustrations project show’s 
atmosphere; split color run gave 
3 colors on 2-color run. 

18. NBC Sports programs’ promotion of 
limited editions of signed prints; no 
ad message. 

13. Micro photography used for abstract 
design; printed blue and black. 

19. Stylized hands in second color for a 
puppet show mailer. 



symbolism, communication 

clarity and sophistication 

identify UNIVAC 

literature designs 

Promotion symbols of Remington Rand 
Univac Division, Sperry Rand Cop., 
identify specific computer systems ; 
product groups, give each family iden j 
reflecting quality and advanced us: 
Design sophistication aims at top m in- 
agement audiences. 
AD Sheldon Seidler coordinates t« : 

nical literature design with overall ad: =r- 
tising and promotion. “We enjoy crea 
freedom and good design recognition 
management, especially by the crea 
promotion supervisors and copy grou » 
he comments. 

Main outside studio suppliers 
Eckstein-Stone Inc., Mel Richman I c. 
Ross Advertising Art, and Hy Ra i 
Associates. Among recent literature :x- 
amples, shown here, Mr. Seidler desig: 
the Cost Accounting piece, Westingho 
kit, Test Center brochure and direc 
the design of the others. 

Presentation kit features prime prospect's l 
seen through multi-circled die-cut cover ... °o- 
designer: Arthur Eckstein; studio: Eckst-i 
Stone, Inc. 
Last tri-fold page, explaining Test Center s-rv- 
ice, is perforated for customer application «nd 
RR acknowledgement forms . . . Studio: Ross 
Advertising Art. 
4-triangle design characterizes literature kit 
cover and inside brochure and folder . . . De- 
signer: Herb Stern; studio: Mel Richman, /nc. 
Detachable polyhedron symbol and hand, iden- 
tifying kit and inside brochure covers, are inter- 
polated throughout brochure text . . . Designer: 
Rudy Bass; studio: Hy Radin Associates. 
Air-control automation film folder utilizes cover 
reel-and-film symbol; text art features paper 
cut-out technique . . . Designer: Larry Gaynor; 
studio: Ross Advertising Art. 
Die-cut cover offers new product’s data-storage 
view; inside tri-fold’s center page shows unit's 
relationship in the computer system, with bot- 
tom fold featuring specifics ... Designer: Arthur 
Meranus ; studio: Hy Radin Associates. 
Brochure for “Univac business games” unit uses 
a chessboard motif (Ist & 2nd covers) and 
step-by-step photos and line-pencil illustrations 
. . . Designer: Arthur Eckstein; art: David K. 
Stone; studio: Eckstein-Stone, Inc. 
Perforated cover symbol, reflecting Univac User 
Assn., is repeated against Rodin’s Thinker’s 
head (2nd cover) and on 3rd cover; pencil and 
pastel sketches and full- and half-page folio se- 
quence also characterize brochure . . . Designer: 
Mike Germakian ; studio: Mel Richman, Inc. 
Paper cutter is logical choice for g@igraphic pun 
on cover of brochure telling how Univac serves 
advertising agencies’ accounting departments; 
inside cover continues with motif of paper cu‘ter 
. .. Studio: Eckstein-Stone, Inc. 
Concentric circles suggest diminishing cownt- 
down time; superimposed (2nd & 3rd cov. rs) 
over a business man’s features; they also ref ect 
brochure’s title . . . Designer: Larry Gayr.0r; 
studio: Ross Advertising Art. 
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“resourceful typography ... exceptional design” characterize ADCC’s 

29th National Competition of Outdoor Art 

Eighteen ADs, agency executives and advertising managers chose 3 Grand Awards and 
3 top winners in each of a number of classifications in the national outdoor show sponsored 
by Art Directors Club of Chicago. Competition committee chairman Chuck Ax, Ayer creative 
director, said of the jury’s selections: 

“Exceptional designs with many fresh new approaches to outdoor copy distinguished 
the record number (nearly 1000) of poster and painted bulletin entries. Especially notable 
was the resourceful handling of typography in support of the design. . . . The 29th Com- 
petition was the most ‘competitive’. 

The winners were announced by. ADCC president Herbert S. Bull, JWT exec AD. 
Presentation of medals and citations will be made April 18, Sheraton Towers hotel, at a 
joint Awards Banquet sponsored by ADCC and NSAD. Prizewinning designs will be pub- 
lished in the 1961 Outdoor Annual, to be published by Outdoor Advertising Inc. Over 100 
original paintings will be in national traveling exhibitions during the year. 

1) 1st Grand Award (Gold Medal) 
Volkswagen poster, for Competition Motors Distributors. AD/copywriter Stan Jones, 
DDB Los Angeles. Photographer Bernard Gardner. Typeface Futura Demi B., Ad Com- 

positors. Lithographer McCandlish Litho., Philadelphia. 

2nd Grand Award (Silver Medal) 
Genesee Brewing Co. poster. AD Arthur H. Hawkins Ill, McCann-Marschalk. Photogra- 
phers Horn-Griner. Models Dade Van Every and Ted Watson. Company logo. 

3rd Grand Award (Bronze Medal) 
Swift & Co. poster. AD James Sherman, McCann-Erickson Chicago. Photographer Robert 
Koropp. Copywriter Ralph Koser. Letterer Calvin Van Lonkhuyzen. Lithographer Gugler, 
Milwaukee. 

Embellished painted bulletin, 1st award 
Morton Salt Co. AD Thomas R. Gorey, NLB Chicago. Photographer Ben Somoroff. 
Embellished painted bulletin art, Foster & Kleiser. 

Painted bulletin, 1st award 
Jackson Brewing Co. AD John Murray, DCSS. Copywriter Bill Wall. Art: beer glasses, 
Lloyd Baker, can, Ralph E. Heinzerling. Hand-lettering in Casion style, Sam Marsh. 
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The Verbal Image—The New Advertising Design 

by Henry Raleigh, Pratt Institute 

One of the most curious phenomena in 
contemporary advertising design is the 
increasing esthetic verbalizing. This art 
has distinctive characteristics—well prac- 
ticed by designers such as George Lois, 
Robert Brownjohn, and Herb Lubalin. 

This design must be read rather than 
merely seen. Not read in the sense of 
stringing words together to torm a mean- 
ingful idea, but read as a rebus—a rebus 
more graphically subtle and sophisticated 
than the old-fashioned variety. Implicit 
in the approach is a neat solution to the 
traditional antagonism between copy- 
writer and artist. The present notions of 
good taste, the disproportionate ratio of 
negative space to an isolated graphic or 
typographic image, are preserved (the 
“Golden Section” of modern advertising 
art) .Compensation for less copy is in the 
semantic implications of the imagery. 
Copy is usually tasty and restrained but 
cues or signals the proper reading of 
the graphic art. For example: Figure | 
(George Lois, art director) uses a mini- 
mum of printed words but the viewer 
understands: 

1. The advertiser's product taken at 
bedtime, indicated by a bright lamp on 
a dark field and a politely yawning 
female model, 
2. Leads to eight hours of sleep,-repre- 
sented by eight (count them) blacked 
out squares, 
3. Resulting in a night (black squares) 
of sound rest, demonstrated by the 
same female model now rising from a 
white field, exuberant and smiling. 

To avoid chance of visual errors, num- 
bered clock hours are printed above the 
squares and the word “bedtime” appears 
in the second black square. Presumably 
the viewer is in total command of the 
situation by the end of the sequence, for 
additional semantic clues, such as “Good 
Morning” or “Cheers”,.are omitted. 

156 

the graphic word... 

The unceasing search for the graphic 
equivalent of the printed word is par- 
ticularly evident in original typographic 
design and the television telop. See fig- 
ures 2 and 3 (by George Lois and Al 
Kaytor respectively) . The trade periodi- 
cal ad is an example of creative type 
design working as verbal communicator 
extraordinary. Almost effortless intellec- 
tualizing is required to put the “scratch” 
on the “itch” and all without resorting 
to the usual repulsive “before and after” 
shots of eczema or scabies common in 
medical publications. Al Kaytor’s CBS 
telop needs no explanation, the verbal 
cue is painfully direct. 

Unquestionably, the observer's reaction 
is desirable. “Eureka!” he may exclaim. 
“How infernally clever of me to have 
solved the conundrum. How delightful 
this art is.” 

So it is, and better than that a client 
will find the design equally delightful. 
For one, the viewer becomes unwittingly 
intrigued by the design’s verbal machina- 
tions. His perceptual faculties, dulled to 
near disuse from over-exposure to purely 
visual atrocities, must take more time to 
achieve understanding. Time in which 
the advertiser’s image will be turned in- 
delibly in his briefly stimulated mind. 

visual rhetoric . . . 

Another argument, reserved for the 
enlightened client and AD, concerns the 
ever-popular, crowd-pleasing symbology. 
Symbology is a relatively recent fascina- 
tion replacing “visual communication” in 
wordiness and euphony. With evidence 
that the word-symbol is a potent force in 
communications, a few dubiously em- 
ployed psychologists assured the adver- 
tiser that what was sauce for the goose 
was still sauce for the gander—the gander, 
in this case, art. In a self-conscious effort 

to raise professional design to the level of 
academic end scientific prestige the most 
likely looking branch of scholarly study 
was snatched from its cradle, streamlined, 
and given the job of selling soap. Con- 
sidering that the most significant inves- 
tigations in symbology (particularly psy- 
choanalytic) have been in the spoken 
and written word, it is little wonder that 
the newest developments in visual adver- 
tising relate more closely to semantics 
than to esthetics. The new advertising 
look, drenched in verbal overtones, quali- 
fies for what is believed to be “art” sym- 
bology. 

The verbal quality also explains to 
some extent the dominance of photogra- 
phy in this design. The “hand-made” 
graphic image breaks the verbal spell, it 
becomes more precisely art, good or bad 
for esthetic reasons. An audience may par- 
ticipate too strongly in visual sensuous- 
ness or tactile pleasures at the expense 
of superficial reading of the graphic 
images. The “art” interferes with the 
verbal process, the literalism of photog- 
raphy does not. 

It is unfortunate that so few real design 
innovations are explored by the artist. 
Few examine the possibilities of graphic 
imagery in its own right. Creativity is re- 
duced to the level of intellectual cryp- 
tography. To the credit of these artists 
named here is the fact that they fre- 
quently produce powerful graphic forms, 
transcending verbal triteness. Perhaps 
that sometimes obvious quality of form 
and imagery can be turned into an adver- 
tising art of truly visual appeal, in the 
sense that the works of Ozenfant and 
Cassandre were significant design experi- 
ences divorced from any other specious 
justifications. The cleverness of the new 
look in advertising art rather «quickly 
palls and can be just as devastatingly 
tasteless and offensive as any bad visual 
art. * 
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upcoming designer 

Charles Goslin 

Clean, bold graphic design characterizes 
the work of 28-year old Charles Goslin. 
Goslin graduated from the Rhode Island 
School of Design, then put in four years 
with the Lester Beall Design Group. 
For the past two years he’s been free- 
lancing. Clients include Linde Division 
of Union Carbide, Robbins Company, 
Lippincott & Margulies, Atheneum 
Publishers, Harper’s Magazine, Decca 
Records, Upjohn, Chase Manhattan 
Bank. His work has appeared in the 
New York and Boston ADC shows 
and in Graphis and Modern Publicity 
annuals. 

WHY THE CRIME SYNDICATE CAN’T. BE TOUCHED 

Bla| tele 

TEXAS PUTS ITS BRAND ON WASHINGTON 

THE IGNORED LESSON OF ANNE FRANK 

PORNOGRAPHY IS NOT ENOUGH 



IV ON TAPE 

he picture in 1961 

In the late 1940s and early ’50s, before 
upe recording, agencies and producers 
egan to think in terms of “ideal” pro- 
uction conditions in the area of agency/ 
roduction company contracts. Their in- 
‘rest increased when commercial tv pack- 
ges began to increase two- and three- 
id. 
Three ideal conditions were sought: 

»eed, economy, and technical excel- 
nce. A hopeful eye was trained upon 
vestern film capitals where production 
acilities had reached a pinnacle of per- 
ection. The wedding of east and west 
vas, on the whole, amicable but in many 
yays disappointing, especially for the 
maller agency. Realistic acceptance - of 
film costs and film schedules had to be 
faced. Agency airdates were governed by 
film schedules, and high film costs gov- 
erned commercial content and quality. 
Because costs were high, the smaller 
agency ofttimes had to content itself with 
a kind of Frankenstein commercial of 
patched stills or, at best, an announcer 
surrounded with the barest of props or 
only using a limbo background. But to 
those who could afford it, film offered 
dazzling techniques which, for a time, 
pacified Madison Avenue. 
Then, in 1956, television tape record- 

ing stormed upon the scene. Its initial 
emergence created high hopes and some 
suspicion. In the main, the reaction of 
advertising was mixed. The initial mis- 
takes allowed any newcomer were made 
and were survived. Film, already at her 
zenith, waited and wondered how close 
tape would come to her doorstep. Instant 
film had arrived, and the early hope for 
the ideal production was soon to become 
a reality. 

cracking the time barrier 
Today, tape’s ability to crack the time 

varrier is well known. In commercial tel- 
evision the time barrier is called the air- 
late; once set, the airdate is as immov- 
ble as the Rock of Gibraltar. Tape 
‘roved it could serve the inflexible air- 
ate with ease. Recently one producer 
ped 13 simply-constructed spots in 114 
ours; another producer taped 17 in 614 
amera hours and a third, confronted 

with more complex technical challenges, 
taped three in one working day—the lat- 
ter three commercials (if no transfer was 
needed) to run nationally shortly after 
the sun rose the following morning. 

Cost, the second condition, has 
brought tape’s methods within the reach 
of the small advertising agencies. Of late, 
an ascending cost spiral is apparent in 
some areas. Yet, on the whole, tape still 
has the edge on the economy factor. 

The third ideal condition, technical 
excellence, tape is winning when one 
considers the needs and present transmis- 
sion abilities of TV stations across the 
country. Because this is an area in which 
film held undisputable supremacy, it be- 
came mandatory that tape either over- 
come or at least equal film’s record in 
technical superiority. 
Today some of the world’s largest 

agencies are using tape to produce as 
much as 80%, of their yearly commercial 
output. 

BBDO case history 
KTLA (Hollywood) recently taped 

four commercials created by BBDO San 

BY GEOFFREY DEAN LEWIS 
TV ART DIRECTOR, BBDO SAN FRANCISCO 

Francisco for their client, a major west- 
ern corporation. The commercials were 
taped in two sessions and offered special 
challenges to tape facilities. These com- 
mercials contained numerous special 
effects, including one instance of elec- 
tronic matting for which special staging 
and cueing were necessary. Special sets 
were constructed and served as setting 
for three commercials. The finished pack- 
age had to successfully combine a pre- 
recorded jingle track and an on-stage 
announcer voice into three customer 
“situation” sequences. The fourth com- 
mercial required the electronic matting. 
In the package, roll-up supers were 
needed and, in one instance, an anima- 
tion sequence was fed into the master 
control unit via a film chain from an- 
other studio. Zoom up and stable supers 
were needed on the tag endings, and in 
the honeymooner commercials, a Mar- 
coni camera atop a crane glided across 
the set, achieving a striking visual effect. 

Production methods which can handle 
these problems gladden the hearts of 
everyone involved. In the above men- 

(continued on page 187) 

Demonstration of Intersync signal synchronizer. Picture ttom Videotape Recorder 
on left has been inserted in picture from machine on right, by means of special effects 
generator and normal tv station equipment. This newly developed capability frees 
tv tape recorder from previous limitations and makes wide range of electronic special 
effects available. 
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two recent Time promotions, 

addressed to advertisers and agencies, 

combine design and paper thinking 

creativity with paper 

(1) “Another part of the story” claims Time 
is the only news magazine running 4-color 
editorial pages. Color motif, established with 
envelope label showing color picture strips, 
repeats in 24-page 15” x 834” offset brochure. 
Subdued cover title, embossed, and first 
spread are followed by a color smash of pic- 
tures superimposed on b/w news pages. 
Plates were made from hacker proofs, pulled 
in black from each, then matched. (2) First 
Report from the 87th Congress, sent to con- 
gressmen (and educators) the day Congress 
opened, presented the new administration 
and told how the District of Columbia news 
bureau functions. Alternating 8” x 9” white 
and 4%4” x 9” gray pages made 5 Time fore- 
casts and biographed its Washington staff. 
Design features mezzotint photos; a 2-page 
map in special perspective of Washington’s 
news “triangle”; fold-outs of the newly en- 
larged Capitol in “double impression” print- 
ing. (First plate printed flat gold; second plate 
crinkled paper, forcing it so that very light 
areas dropped out). Envelope label simulated 
a press card. 

Credits: (1) AD, Fritz Brosius; studio, De- 
signers 3; printer, Case Hoyt; paper, Mead 
Papers; cover stock, 12 pt. Dilcol Translucent; 
inside body stock, 100# Printflex Enamel... 
(2) AD, Sheldon Cotter; artist, Arno Stern- 
glass; printer, Bridge Litho Co.; paper, Hamil- 
ton Paper Co.; Andorra White & Gray Text... 
(1 & 2) Prom. mgr., Robt. Fisler; Prod. mgr., 
Bud Bliven; copy chief, Seymour Robinson; 
copywriter, Ben Hall. 



EGIZIO 

EGIZIO 

EGIZ IO 

EGIZIO 

EGIZIO 5 WAYS 

Egizio Roman Medium, Egizio Italic Medium, Egizio Bold, 

Egizio Bold Italic, FE gizio Medium Condensed 

DIVERSITY AND DISTINCTION IN A FINE SQUARE-SERIF LETTER 

DIVERSITY AND DISTINCTION IN A FINE SQUARE-SERIF LETTER 

DIVERSITY AND DISTINCTION IN A FINE SQUARE-SERIF LETTER 

DIVERSITY AND DISTINCTION IN A FINE SQUARE-SERIF LETTER 

DIVERSITY AND DISTINCTION IN A FINE SQUARE-SERIF LETTER DIVERSITY AND DISTINCTION IN A 

specimen sheets are available from: 

AMSTERDAM CONTINENTAL TYPES AND GRAPHIC EQUIPMENT, INC. 

276 PARK AVENUE SOUTH, NEW YORK 10, N. Y. SP 7-4980 
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(continued from page 76) 

Gothic Cond. No. 523 (ATF) 6-3.97; 
8-3.57; 10-2.97; 12-2.36; 14-2.17; 
18-1.95; 24-1.51 

Gothic Cond. No. 524 (ATF) 6-4.88; 
8-4.42; 10-3.37; 12-2.87; 14-2.31; 
18-1.7; 24-1.54 

Gothic Cond. No. 529 (ATF) 6-4.94; 
8-4.59; 10-3.9; 12-3.58; 14-2.91; 
18-2.49; 24-2.03 

Gothic Ex Cond. Ne. 17 & No. 19 (Li) 
6-4.44; 7-4.27; 8-4.12; 9-3.84; 10-3.63; 
11-3.45; 12-3.28; 14-2.84; 18#2-2.26; 
24#2-1.83 

Gothic Franklin No. 107 (M) 4-4.78; 
§-3.98; 6-3.16; 7-2.9; 8-2.67; 10-2.12; 
12-1.88; 16-1.57; 18-1.27 

Gothic Globe No. 240 (M) 6-3.82; 8-3.15; 
10-2.69; 12-2.24 

Gothic Globe Cond. No. 239 (M) 6-4.86; 
8-4.12; 10-3.35; 12-2.82 

Gothic Globe Ex Cond. No. 230 (M) 
6-5.96; 8-4.86; 10-4.11; 12-3.56 

Gothic Inclined No. 254 (M) 6-2.96; 
7-2.65; 8-2.39; 10-1.91 

Gothic Inclined Bold No. 132 (M) 6-3.18; 
8-2.65; 10-2.17; 12-1.91 

Gothic Lightline (ATF) 8-3.42; 10-2.75; 
12-2.4; 14-2.04; 18-1.64; 24-1.29 

Gothic Lining No. 176 (M) 6-3.85; 8-3.5; 
10-3.17; 12-2.7 

Gothic Lining No. 545 No. 66 (M) 5-3.98; 
6-3.41; 8-2.8; 10-2.27; 12-1.91 

Gothic Lining Light No. 106 (M) 6-3.73; 
8-3.17; 10-2.58; 12-2.25 

Gothic Medium Cond. (Lud) 6-4.07; 8-3.6; 
10-3.17; 12-2.77; 14-2.26; 18-1.78; 
24-1.34 

Gothic Medium Cond. 6-B (Lud) 6-4.; 
8-3.56; 10-3.19; 12-2.8; 14-2.25; 
18-1.78; 24-1.34 

Gothic Modern Cond. No. 140 (Tourist 
Gothic) (M) 6-4.89; 8-4.19; 10-3.43; 
12-2.94; 14-2.35; 18-1.78; 24-1.34 

Gothic Modern Cond. It. No. 140 (Tourist 
it.) (M) 14-2.35; 18-1.78; 24-1.34 

Gothic Modernized Alternate No. 51 (M) 
6-5.4; 8-4.5; 10-3.86; 12-3.38 

Gethic Monotone (ATF) 6°.43; 6-3.05; 
8-2.56; 10-2.04; 12-1.92; 14-1.34 

Gothic News (ATF) 6-3.43; 8-3.05; 
10-2.56; 12-2.25; 14-1.92; 18-1.65; 
24-1.23 

Gothic News No. 206 (M) 6-3.56; 8-3.05; 
10-2.56; 12-2.25; 14-1.78 

Gothic News & Bold (|) 6-3.48; 7-3.4; 8-3.; 
9-2.87; 10-2.6; 11-2.48; 12-2.2; 14-1.86 

Gothic News Cond. (ATF) 6-4.19; 8-3.83; 
10-3.19; 12-2.94; 14-2.45; 18-1.92; 
24-1.54 

Gothic News Cond. No. 18 (Li) 6-4.19; 
8-3.68; 10-3.19; 12-2.94; 14-2.45 

Gothic News Cond. No. 204 (M) 6-4.55; 
8-3.83; 10-3.05; 12-2.68; 14-2.25; 
18-1.92; 24-1.45 

Gothic News Ex Cond. (ATF) 6-6.01; 
8-5.56; 10-4.8; 12-4.37; 14-3.73; 
18-2.99; 24-2.42 

Gothic (News) Record (Lud) 6-3.7; 8-3.08; 
10-2.59; 12-2.17; 14-1.95; 18-1.57; 
24-1.15 

(continued on page 177) 
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Philadelphia 

Langston 3¢ “= 

-+CG<- 

Evolution of TM/logo from the bot- 
tom up. Sam- 

uel M. Langston Co., Camden, N. J., used 
the cutterhead and shears symbol (bot- 
tom)* since 1902 to identify its line of 
slitters and winders, and the T-square 
and triangle (center) since 1955 for its 
machines which make corrugated ship- 
ping containers. New trademark and 
logo (top) replaces both. It will also be 
used by Langston subsidiary Greenwood 
Engineering Co., Baltimore, Md., manu- 
facturers of printer-slotters and folder- 
gluers. When color is used (deep tur- 
quoise), the mark is divided vertically, 
and one half the design is in color, the 
other half in black. 

Credits: Designer Albert Storz, Phila- 
delphia, under direction of Gray & 
Rogers agency. 

S. D. Warren Co. 
has annual report library 

A library of annual reports is on display 
at paper manufacturers S. D. Warren Co., 
3 Penn Center, Room 1022. The library 
includes reports from 130 companies. To 

use the library, call LO 3-4586, anc 
George Olmstead or Chuck Schmidt wil 
be on hand to help when you come. 

Philadelphia’s anti-litter 
logo designed by MRI 

Mel Richman Studios designed logo and 
posters for City of Philadelphia's anti- 
litter campaign, as a public service. 

Philip Ulbrand heads 
MRI package div. 

Package and corporate design division of 
Mel Richman Inc. now has as its head 
AD Philip Ulbrand, nationally known 
graphic designer and package design con 
sultant for the past 15 years. Ulbrand, 
until early last year, was with Raymond 
Loewy Associates, as senior graphic design 
director in New York and London. A 
native of Idaho, he attended Cooper 
Union and Columbia University. 

Philadelphia Art Alliance 
exhibition schedule 

Through April 4: Rose Becker, mono- 
types. Through April 9: William Zorach, 
watercolors and drawings; Miro’s Books; 
Edward and Thelma Winter, enamels; 
Margaret Wasserman Levy, sculpture. 
Through April 26: Group Theme Exhibi 
tion, The Artist on Tour. April 5 throug! 
May 7: Herman Schwartz, oils. April 17 
through May 3: 250 Years of Philadelphi 
Architecture. May 10 through June 4 
Everyman’s Gallery, Best Pictures of th 
Year Show. May II through June 4 
Contemporary Pueblo Art. 
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on location... 

agency ¢ al paul lefton 
art director ¢ fred schemely 

client ¢ rea victor 

_...in the studio 

agency ¢ aitkin-kynett cv., inc. 
art director ¢ edward bates 

client ¢ carling brewing co., inc. 

GEORGE FARAGHAN STUDIO 

1934 arch street - philadelphia 3, pa.- LOcust 4-5711-12-13 

represented by: 

william d.lanser - philip a. schoettle - john robinson 



Kenneth Faretta Shown in front 
of his 10x14 ft. named SBDeC vp 
oil on canvas 

mural is Stephens Biondi DeCicco’s head 
of dimensional design and point of sale, 
Kenneth Faretta. He was recently named 
vp. The mural was designed for Line 
Material Co. (Milwaukee) , a division of 
McGraw Edison. 

Bundy-Freiday 
revamps executive 

New official lineup at Bundy-Freiday 
reads: Edward A. Bundy, president; John 
Solarz, creative director; Raymond 
O'Connor, vp and director of client serv- 
ice; Hank Garcia, vp of sales; Robert 
Oglesbee, production manager. 

Consult Your Code 

The following is a sampling from the 25 
points in Relations Between Artist and 
Art Buyer, from the Code of Fair Practice 
administered by the Combined Ethics 
Committee of Chicago. From time to time 
Art Direction publishes points from the 
Code, as a reminder service. 

Point #2. There shall be no plagiarism 
of any creative art work. 

Point #3. All orders to an artist should 
be in writing, showing description of 
work desired, delivery date, estimated 
price, and use, and shall bear an order 
number of the buyer. In the case of pub- 
lications the acceptance of a manuscript 
by the artist constitutes an order. 

Point #4. Acceptance of an order by 
an artist, either verbally or by starting to 
work, shall constitute an acceptance of 
the order as received by the artist or his 
agent and shall acknowledge the agency 
relationship between the artist and his 
agent. 

the Gortotoee. for precise work 
the NORedge for close work - - 

e both ate 

sted! drawing beard edges 

for data check with your dealer or write 

BLAZE 
Notionally proved and accepted black 
and white retoucher'’s photo bleach since 
1955. Send for FREE SAMPLES and instruc- 
tions. Dealers invited. 

URBAN ART SERVICE 
2506 Lake View Ave., Chicago 14 

Type’s relation to STA offers 
paper, a KC booklet booklet on Typ 

and Its Relatioi 
to Paper, one in Kimberly-Clark’s serie 
on Better Printing through Better Plar 
ning. Written by R. Hunter Middletor 
STA honorary member, and designed b 
STA member Burton Cherry, it is fu 
nished by K-C Corp., Neenah, Wis. Phx 
tography, art and old prints of printin 
process,.as well as design with typeface 
illustrate summations of type’s history, 
development of typefaces, printing proc- 
esses, and papers. 

The booklet is 11” deep, 814” wide, 
and is lithographed on Prentice Velvet- 
Coated Offset, 80 lb. basis. Text, 12 pt. 
Cent. Schoolbook (Lino) , display, Cent. 
Schoolbook. Cover is lithographed on 
Prentice Coated Cover, 80 lb. basis. 

Chicago clips 

Rudolph A. Guttosch, president of Kranz- 
ten Studio, and chairman of the Com- 
mercial Div., Professional Photographers 
of America, was presiding officer at 3 day 
PPA New Orleans workshop. The work- 
shop was directed by Prof. Joseph Sha- 
backer, chairman, Dept. of Commerce, 
University Extension, University of Wis- 
consin. Registrants received intensive lec- 
tures, demonstrations, documentary data 
on latest methods and trends in record 
keeping, cost accounting, human rela- 
tions, in plant communications, budget- 
ing, motivational research . . . 
DMAA’s sales promotion workshop is 

scheduled for April 18 . . . Next paper 
show of the Natl. Paper Trade Assn. will 
be Oct. 13-Nov. 3 at the Conrad Hilton 
. .. Arts Club of Chicago, 100 E. Ontario 
St., holds professional members exhi’)i- 
tion Sunday, April 9—Saturday, May 6. 
The Aldrich Collection goes on vi-w 
Friday, May 19—Tuesday, June 20. 
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West Coast 

Rc bert N. Scott Kansas City 
promoted by McClatchy ADC found- 

er and first 
president Robert N. Scott has been 
named AD of McClatchy Newspapers, 
wih main offices in Sacramento. Scott has 
bezn with McClatchy for 7 years as art 
manager of the Fresno Bee. Previously he 
had been Abbott-Kimball AD in New 
York, and AD for Carter agency in Kansas 
City. His graphics have won awards from 
Natl. Network of Advertising Agencies, 
Financial World, Kansas City ADC, and 
have been published in Graphis. 

Posterized photo A tone separated 
in a 30 sheet photograph was 

converted to 4 flat 
colors and silk screened in 30 sheet posters 
for Los Angeles radio station KBIG. Same 
photograph was used b/w in trade and 
newspaper ads. 

Credits: AD Sy Edelstein, Tilds & 
Cantz Los Angeles. Photographer Tommy 
Mitchell. Model Mary Lou Stevens. Pos- 
terizing by Photographics. Silk screen by 
Cottrell Advertising Display. 

7 me) HING 

PRODUCT ILLUSTRATION 
Ol R BW 

BACKED BY A COMPLETE ART SERVICE 
layout to complete job. Quick service 

Fast Airmail service on out-of-town orders 
WM, MILLER ADVERTISING PRODUCTION 
(72 $. Lafayette Park Pi. Los Angeles 57, DU 54051 
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West coast clips 

Knollin Advertising, San Francisco, has 
named S. V. Mortenson creative director. 
He was AD. William Davalos was pro- 
moted from production manager to man- 
ager of art and production . .. DMAA’s 
west coast convention will be held May 
8-9, at the Hotel Statler, Los Angeles .. . 
William Recht, president of William 
Recht Co., has formed Rexon Corp. at 
$19 E. Washington Blvd., Los Angeles. 
Will distribute Rexon offset blankets, 
Rexite rubber stereotypes and related 
supplies in 7 western states and British 
Columbia, under presidency of Carl A. 
Turk, Jr., formerly of Ortman-McCain 
Ce... 

Switzer Brothers of Cleveland opened 
a new plant at 9314 E. Fern St., S. El 
Monte, Calif., to offer faster west coast 
service to users of Day-Glo daylight 
fluorescent paints, pigments and printing 
inks. Fred Switzer, a native Californian, 
has moved to Fullerton, and is vp in 
charge of the western operation. 

Southern Cal 
offers animation courses 

The only animation school of its kind or 
scope in the US is at the University of 
Southern California. It is sponsored by 
University College, and the Departments 
of Cinema and Fine Arts. Instructors are 
from Hollywood studios. The program 
was made possible by 20 animation stu- 
dios who put up the initial funds with 
USC. 

Staff includes: Les Novros, organizer 
and owner of Graphic Film Corp.; Bill 
Melendez, producer/director of Play- 
house Pictures; Herb Klynn, president of 
Format Films; Bill Scott, writer/ producer, 
Jay Ward Productions; Ray Thursby, 
Format Films; Gus Jekel, president of 
Film Fair. 

Credit courses include filmic expres- 
sion, animation art, animation layout and 
design, story and story sketch for anima- 
tion, animation scene planning and cam- 
era technique, animation. 

Fine arts courses in the field include 
cinematic design and other subjects. 
Cinema courses include elements of pro- 
duction, filmwriting, color photography— 
theory and practice, camera, editing, edit- 
ing the sound film, cinematic effects, art 
direction. 
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photostats- photo murals: blowups 

advertising 
and graphic arts 

ion. 
We would like 

e 
you to this 

distinguished 
list — rely 

on Regina’s 
quality service 

and down-to-earth 
rates. A call will 

bring our 
representative. 

REGINA. 

pholoprind Mudtos 

3 convenient, nearby locations to serve you: 
15 EAST 48th ST. * 280 MADISON AVE. * 111 WEST 57th ST 
PLaze 2-0860 * MUrray Hill 9-8332 * Circle 7-4208 

e folole Merah at-bat. ¢-M co 

PARA-TONE 

Copy-Zip/Zip-A-Tone Matte or 
Clear Frisket/Blu-Zip Clear 
Frisket / Zip-A-Line Tapes/Zip- 
A-Line Tape Pen/Para-Tipe/ 
Zip-A-Tone /Para-Paque/Para- 
Tone Color Sheets/Numbers / 

Symbols / Arrows / Lines / 
Borders / Screens / Patterns 

Ask your dealer 
about these quality 
Para-Tone products, 

or write us 
for catalogs. 

PARA-TONE 
incorporated 

512 W. Burlington Av. 
es Grange, Ill. 



CATALOG 

Largest, most comprehensive, all 

new catalog of photos specially 

created to meet the advertising 

and editorial needs of today 

and tomorrow is yours 

Absolutely 

FREE iinites supoty 
Write Dept. A —4 

EWING GALLOWAY “vr 

~ Pe: he oy | i 

DESIGNERS’ MAT 

WATER COLORS 

OPAQUE 

BRILLIANT 

Fine Artist Quality 
Opaque Designers’ 
Colors for illustrat- 
ing and all commer- 
cial art. For brush 
or airbrush. Selected 
palette of 45 colors 
—in % oz. glass jars. 

COLOR CARD 
ON REQUEST 

New York’s Newest and Most Modern Color Laboratory 
Color By 

Pergament 

305 east 47 street new york 17 ny pl 1-5367 
Dye Transfers Comp Prints 

REPRESENTATIVES: BOB LUCAS AND BOB REYNOLDS 

EXTRA DENSE BLACK 

BEST RESULTS EVERY TIME! 

This 100% Waterproof India ink covers a 
without streaking, dries faster! ~= 

Results in a smooth, mat finish! 
Pen and Ink, brush drawings and 

smoother washes, reproduce perfectly! 

ARTONE COLOR CORP. 87 Broadway, Jersey City, N. J. 4 
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Smoothness that 

wins the top honors! 

Leading artists everywhere are hailing 

BAINBRIDGE #172 ILLUSTRATION as the 

finest surface board on the 

market. Especially effective for pen-and-ink 

and watercolor. Try it today. 

Approved for use with Fluorographic Process. 

At all art supply stores in most popular sizes 

BAINBRIDGE 
@ Illustration Boards ® Drawing Boards 

® Mounting Boards ¢ Show Card Board © Mat Boards 

CHARLES T. BAINBRIDGE’S sons) 

12 Cumberland St., Brooklyn 5, N. Y. 
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films for 

club programs 

SALES PROMOTION 

Designed to catch the eye... 

set the mood... a i tle 
(Editor’s note: The following list of film 

start the sale... , and slides is being sctaed todo on 
“ addresses of distributors, explaining th 

code letters at the end of each listing, aj 
peared with the first installment in Dx 
cember 1960, will be repeated with th 
last installment.) 

WESTWARD TO GREECE. 29 min. B/W. $4.75. Th 
Semitic alphabet’s origin & emergence of Gree 
letters in Eastern-Western systems are visua 

: ized by Dr. Frank C. Baxter, who also illustrate 
For creative sales- the acrophonic alphabetization principle: S¢ 

F . mitic through Greek Latin forms. (The Writte 
promotion, fine Word series). Produced by the Dept. of Cinemz 

; University of Southern California. IU. 
booklets and unique WOOD BLOCK & METAL TYPE. 29 min. B/W. $4.75 
displays, call Discoveries & developments culminating i 

Gvtenberg’s invention of moveable type; a 
CIRCLE 6-3968 chemists’ work in casting metals; wood blocks 

evolution; development of oil-based paints 
Gutenberg’s experiments with metals & wood 
cuts used in his day—discussed by Dr. Frank C 
Baxter. (The Written Word series). Produced b 
the Dept. of Cinema, University of Souther: 
California. 1U. 

WRITING THROUGH THE AGES. 11 min. B/W. $1.25 
SD. 

EXPERIMENTAL & INSPIRATIONAL 
ABSTRACT IN CONCRETE. 10% min. $10. John 

Arvonie’s camera performs in a Times-Square- 
on-a-rainy-night visual orchestration. Fl. 

THE ADVENTURES OF ASTERISK. 12 min. $10. Mod- 
ern art values & philosophy explained. C16. 

ADVENTURES OF A BABY FOX. 14 min. B/W. $4.50. 
Filmed in Sweden by Arne Sucksdorff, with verse 
narration. NYU. 

ADVENTURES OF JIMMIE. 12 min. B/W. $6. Satire 
Ss T oO E Ss Ss E L Ss T U D i oO Ss on the psychological novel features a neurotic 

INCORPORATED hero. Produced by James Broughton. C16. 
AI-YE (MANKIND). 24 min. $15. Impressionistic 

21 WEST 45th STREET, NEW YORK 36, N.Y. documentary of each phase of a man’s life; 
produced & directed by lan Hugo. Fl. 

ALBERT SCHWEITZER. 80 min. Color & b/w, $60 & 
$45 respectively. His own narrative. CFI. 

4 = a 8 a 4 + | Stem | ALLEGRETTO. 1 reel. $7. Color abstractions to jazz. 

, \ 
MMA. 

THE AMAZING MONSIEUR FABRE. 90 min. B/W. 
$25. The story of the renowned entomologist 
offers outstanding camerawork by Horace 

A PLACEMENT SERVICE Wii B| offers outs 

FOR COMMERCIAL ARTISTS : AN AMERICAN MARCH. 1 reel. $7. Color abstrac- 
: tions to Sousa’s Stars & Stripes Forever. MMA 

MUrray Hill 8-0540 ANAEMIC CINEMA. 1 reel. 16 & 35mm, $4 & $8 
Underwater Photography respectively. B/W. Silent. Circle & spiral varia- 

PROFESSIONAL PLACEMENT CENTER ‘ tions, characteristically Dada, akin to Marce 
Sa we \S JERRY jaye Duchamp’s optical-disc roto-reliefs. MMA. 

ANALOGIES #1. 9 min. $10. Jim Davis recapture: 
nature’s moods in inventive, visual-insigh' 
camerawork. Fl. 



10 SNAPPING, SKIPPING 

SRUMBLING or CRACKING 

_ .Just the smoothest, richest lines you've ever drawn- 

‘HATS A GENERAL PENCIL! 

RAS.» CHARCOAL PENCIL @&57-HB 
Test-Draw one today. 

Discover how a General 
Pencil keeps a sharp point 
longer, draws smoother, 
resists breaking and crum- 
bling. Amazing, too, how 

General Pencils make ideas 
come alive in the richest 
crispest lines you ever saw! 
C1 There’s a General Pencil 
that helps solve every art 
problem ...cleaner, neater, 
faster and easier. Your art 
supply dealer has them all. 

See him today! 

KIMBERLY DRAWING PENCILS in 22 —- SKETCHING PENCIL — HB- 
accurate degrees 6B-9H, My 1-2-3- 28-4 
4, and Extra B Layout Penc GENERAL LAYOUT PENCIL — soft, in- 
IMBERLY GRAPHITE STICKS’ (Square oe black pom © medium. 

& Rectangular) 2B-4B-6B. B-68. 
MULTICHROME Colored Drawing Pen- FLAT SKETCH! ING PENCIL — 28-48-68. 
ils in 50 Brilliant Colors. 

GENERAL'S DRAWING PENCIL KIT — An ail-purpose sketching kit with 
4 versatile assortment of drawing aids. 

For FREE SAMPLES write on your letterhead to: 

ENERAL PENCIL COMPANY 0) 
69 FLEET STREET, JERSEY CITY 6, N. J. 
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From Palette...to Plate... 

to Press... to Paper 

All in continuous-tone; 

that’s Photogelatine 

From Pencil...to Pastels... 

to Paint... to Photography 

All faithful to the artist; 

that’s Fredrick 

Photogelatine 

Posters ... Transparencies ... Displays 

Full Color... Black & White 

In select runs: 

OX ford 5 - 72 72 

Fredrick Photogelatine Press 

438 West 37 Street, New York 

19 
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. . and when you need cartoons by Steig 

and other outstanding cartoonists, or 

just want some information about them, 

call John J. Kennedy 

Kennedy Associates, Inc. 

141 East 44th Street, New York, N. Y., MUrray Hill 7-1320, 7-1321 

A Complete Service in Cartoons and Humor For Advertising 

mye oe 

DISCOVET: 

LARRY KERBS StUDIO 

311 West 43rd Street, N. Y. JU 6-4418 

TO aUQMENT YOUr akt FacieTIes 

120 

ANYWHERE IN OUR TIME. 11 min. B/W. $2.50 
Frustrations of an artist, unable to portray hi; 
creative ideas in graphic form. Produced by th 
University of Munich. USC. 

AOI NO UYE (THE PRINCESS AOI). 12 min. B/V, 
Authentic Japanese 11th Century Noh drama c 
jealousy & passion. C16. 

APPALACHIAN SPRING. 31 min. B/W. $20. Balle 
choreography & costumes by Martha Grahan 
music by Aaron Copland; set by Isama Noguch 
directed by Peter Glushanek. RFL. 

APPASSIONATA FANTASY. 10 min. $10. Robe 
Bruce Rogers imaginatively recreates Be 
thoven’s music as an abstract form fantasia. F 

APPOINTMENT WITH DARKNESS. 12 min. B/W. $: 
Dramatic-ritual study in suicide contemplatic 
skirts reality-illusion boundaries. C16. 

AUTUMN FIRE. 17 min. B/W. Silent. $10. Herme 
G. Weinberg’s early love-story cine-poem r 
flects the influence of Eisenstein, Rutmann 
Kirsanoff. C16. 

BALLET MECANIQUE. 1 reel. 16 & 35mm, $4 & $ 
respectively. B/W. Silent. Dudley Murphy’s a! 
straction employs minimum of drawn or painte 
geometrical forms & a preponderance of phot: 
graphic images. MMA. 

BALLET MECANIQUE. Silent. Objects in motion i 
a rhythmical composition similar to abstrac 
paintings of its director, Fernand Leger. SFM/ 

THE BEAR & THE HUNTER. 11 min. B/W. $2.50. 
bear hunt in Northern Lapland, photographe 
by Arne Sucksdorff. EBF. 

BECOMING. 9 min. Silent. $10. A Jim Davis abstrac 
tion displays “organism in evolution,” culminat 
ing in serenity. Fl. 

BE GONE DULL CARE. 9 min. $5. Jazz interpretation 
in drawings, colors & sound handpainted on film 
by Norman McLaren & Evelyn Lambert. C16. 

THE BELLS OF ATLANTIS. 1 reel. $10. lan Hugo's 
etchings & engravings visualize an Anais Nin 
prose-poem in subaqueous drifting imagery. 
Commentary by Miss Nin. MMA. 

BERLIN: THE SYMPHONY OF A GREAT CITY. 5 reels. 
16 & 35mm, $20 & $40 respectively. B/W. Si- 
lent. A day in the life of the metropolis, photo- 
graphed by Karl Freund—first of the “city sym- 
phonies.” MMA. 

BETWEEN 2 WORLDS. 20 min. $13. Color, choreog- 
raphy, decor & music synthesized into film 
ballet. C16. 

BHARATNATYAM. 10 min. B/W. $4. South India’s 
classic dances, with explanations of complex 
gesture language. C16. 

LE BIJOU. 7 min. $7. Adventures of a colorful 
jewel, symbolizing the artist’s tribulations in 
search of creative fulfillment. C16. 

THE BLACK CAT. 15 min. $4.50. Poe’s tale drama- 
tized. USC. 

BLACKTOP. 1 reel. $10. A natural design study of 
water flowing over a grainy surface. MMA. 

BLINKITY BLANK. 6 min. $3. Cinematic, intermit 
tint animation & spasmodic imagery, by Normai 
McLaren. IFB. 

THE BLOOD OF THE BEASTS. 20 min. B/W. $13 
Portrait of the slaughterhouse of Paris, laude 
by Jean Cocteau for “great visual style.” C16. 
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upcoming designer 

Ronnie Seichrist 

At 24 he’s designer for A. H. Robins 
and Company, Ethical Pharmaceuti- 
cals, Richmond, Va. Ronnie hails from 
South Norfolk, is a BFA of Richmond 
Professional Institute. He’s been with 
Robins for three years and also de- 
signs mahogany furniture. He has won 
awards in New York, Norfolk and 
Richmond. 
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Folio! 

roman, 8 to 66 point. 
italic 16, 18,36 and 42 point, available now. 

For full information write to: 

BAUER ALPHABETS, INC. 

305 East 45th Street, New York 17, N.Y. 

MUrray Hill 6-1761-2-3 

PHOTOGRAPHY 

Kranzten’s location group of photog- 
raphers are busy on advertising as- 
signments all over the country now. 
Business is good in our other depart- 
ments too. Try us. 
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pay 

22 W. HUBBARD STREET e CHICAGO 10, ILL. 
WHitehall 4-7330 

NEW YORK SALES OFFICE e 527 LEXINGTON AVE. 
Plaza 3-0266 

BOB SCOTCH. 4 min. $5. Flagstones, tiles & pavinz 
textures syncopated to be-bop—a semi-abstra: 
tion. C16. 

BOOGIE DOODLE. 4 min. $3. Norman McLare 
doodles, drawn directly on film, with a boog : 
sound track. IFB. 

THE CABINET OF DR. CALIGARI. Silent. The fam: ; 
German experimental film. SFMA. 

THE CAGE. 25 min. B/W. Silent. $10. A macab 
chase after an eye-ball, the world reversing, t! : 
man trapped—a psychological surrealist-sty 
study. C16. 

CARAVAN. 4 min. $6. Abstract visual metaphors 
birth, change & renewal. C16. 

CARDBOARD MELODRAMA. 6 min. $3. Whimsic 
animation against wall paper, textile & fab: 
designs. IFB. 

CARMEN. 10 min. B/W. $5. A Lotte Reiniger a 
mated silhouette film. CFI. 

CATS ET AL. 15 min. $11. 4 award-winning expe 
ments by Robert Breer: Recreation, Cats, N 
tion Picture #1, & Image by Images. C16. 

A CHAIRY TALE. 10 min. $4. Norman McLarer ; 
wordless pas de deux of a lad & a kitchen cha 
IFB. 

CHANTS POPULAIRE #5. 9 min. $3. Norman WV - 
Laren’s & Alexander Alexiel’s visual settings f + 
French folk songs. IFB. 

CHARMIDES. 15 min. $10. Impressionistic fi! 
poem concludes the Gregory Markopoulos tr - 
ogy. C16. 

LE CHIEN ANDALOU. 2 reels. 16 & 35mm, $8 & $16 
respectively. B/W. Silent. An attempt at puie 
surrealism, by Luis Bunuel & Salvador Daii. 
MMA. 

LA CHUTE DE LA MAISON USHER. 5 reels. 16 & 
35mm, $15 & $30 respectively. B/W. Silent. 
Supernatural atmosphere of Poe’s Oval Portrait 
& Fail of the House of Usher. MMA. 

CINE SUMAC. 3 min. $5. French satire on popular 
vocalism & an electronic gremlin. C16. 

CIRCLE. 1 reel. $7. Color abstractions to Wagner's 
Tannhauser. MMA. 

CITIZEN KANE. 119 min. B/W. $22.50. The Orson 
Welles’ film, noted for its photography. C16. 

THE CITY. 15 min. B/W. $10. Disquieting pes- 
simism permeates strangely evocative, obses- 
sional film poem peopled by dehumanized 
mobiles in desolate landscapes. C16. 

THE CITY. 30 min. B/W. $6. A screen classic of 
the American documentary movement; commen- 
tary by Lewis Mumford. NYU. 

CITY INSPIRED. 30 min. B/W. $12. Tall buildings, 
crowds, traffic, urban weather & seasonal 
moods. MMA. 

CITY WITHOUT WHEELS. 15 min. $10. Wordless 
evocation of the “real” Venice. C16. 

CLINIC OF STUMBLE. 16 min. $9. Multiple ex- 
posures create dance patterns not found on the 
stage; choreography by Marion Van Tuyl. C16. 

COLOR & LIGHT. 10 min. $10. Visual color syim- 
phony or abstract ballet of color forms, by Jim 
Davis. Fl. 

COLOUR BOX. 1 ree!. 16 & 35mm, $5 & $10 :< 
spectively. B/W. Designed & drawn-animat:d 
directly on film by Len Lye—a 1935 Briti-f 
G.P.0. ad for cheap postal rates. MMA. 



Nhy argue? Everybody wins with SPEEDBALL. Five styles and 36 points . . . 4 Steel 

3rushes . . . give you the widest choice of lettering combinations or finished drawings with 

i flair. For professional work specify SPEEDBALL. eS i ae 
a 

BRUSHES FLICKERS 
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REPRESENTING 

Don Almquist Francis Chase Bob Lavin 

Harold Anderson Ernest Chiriaka Fletcher Martin 

Walter Baumhofer John Clymer John McClelland 

Erik Blegvad Gyo Fujikawa Arthur Sarnoff 

Melbourne Brindle Hardie Gramatky Fred Siebel 

Lynn Buckham Robert G. Harris Peter Stevens PHOTOGRAPHY: 

Cellini George Hughes - Andrew Wyeth J. Frederick Smith 

CONTACT THE MENDELSOHNS MURRAY HILL 2-2462 

AMERICAN ARTISTS 67 WEST 44 ST NYC 36 
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(continued from page 162) 

30thic (News) Record Bold (Lud) 18-1.52; 
24-1.15 

xothic (News) Record Cond. It. (Lud) 
24-1.54 

iothic Open Cond. (BL) 6-6.01; 8-5.56; 
10-4.8; 12-4.37; 14-3.73; 18-2.99; 
24-2.40 

iothic Philadelphia Lining No. 52 (M) 
6-3.41; 8-2.84; 10-2.39; 12-1.99 

othic Record (Lud) 6-3.72; 8-3.08; 
10-2.59; 12-2.18 

iothic Record Cond. (Lud) 6-4.55; 8-3.68; 
10-3.19; 12-2.94; 14-2.45; 18-1.92; 
24-1.54; 30-1.23 

othic Square (Lud) 4-5.04; 6-3.26; 
8-2.84; 10-2.34; 12-2.08; 14-1.66; 
18-1.3; 24-.97 

othic Square Heavy (Lud) 6-3.16; 8-2.65; 
10-2.06; 12-1.86; 14-1.53; 18-1.27; 
24-.98 

othic Tourist No. 140 (M) 6-5.4; 8-4.15; 
10-3.38; 12-2.92 

othic Trade & Bold (Lud) 6-3.49; 7-3.28; 
8-3.08; 9-2.8; 10-2.57; 11-2.43; 12-2.3; 
14-1.9 

iothic Wide (|) 6-2.89; 82.31; 10-1.92; 
12-1.63; 14-1.43 

Goudy It. (ATF) 6-4.46; 8-3.61; 10-3.01; 
12-2.62; 14-2.18; 18-1.74; 24-1.38 

Goudy Bold (ATF) 6-3.69; 8-3.; 10-2.46; 
12-2.18; 14-1.78; 18-1.42; 24-1.13 

Goudy Bold It. (ATF) 6-3.81; 8-3.1; 
10-2.55; 12-2.23; 14-1.86; 18-1.49; 
24-1.18 

Goudy Bold & It. (1) 6-3.69; 8-3.03; 
10-2.48; 12-2.16; 14-1.78; 18-1.47; 
24-1.13 

Goudy Bold No. 294 (M) 6-3.66; 8-3.01; 
10-2.48; 12-2.15; 14-1.79; 18-1.42; 
24-1.13 

Goudy Bold It. No. 294 (M) 6-3.71; 8-3.05; 
10-2.52; 12-2.19; 14-1.86; 18-1.48; 
24-1.17 

Goudy Catalogue (ATF) 6-3.85; 8-3.13; 
10-2.58; 12-2.24; 14-1.86; 18-1.49; 
24-1.18 

Goudy Catalogue It. (ATF) 6-4.1; 8-3.31; 
10-2.75; 12-2.37; 14-2.; 18-1.6; 24-1.26 

Goudy Cursive (Allow for Swashes) (ATF) 
6-4.44; 8-3.61; 10-3.; 12-2.62; 14-2.19; 
18-1.74; 24-1.38 

Goudy Cursive No. 324 (Allow for Swashes) 
(M) 14-2.18; 18-1.74; 24-1.37 

Goudy Ex Bold (ATF) 6-3.42; 8-2.78; 
10-2.29; 12-2.; 14-1.66; 18-1.33; 
24-1.04 

Goudy Ex Bold It. (ATF) 6-3.56; 8-3.05; 
10-2.45; 12-2.14; 14-1.65; 18-1.45 

Goudy Handtooled (ATF) 10-2.46; 
12-2.15; 14-1.79; 18-1.42; 24-1.13 

Goudy Handtooled It. (ATF) 10-2.56; 
12-2.25; 14-1.78; 18-1.45 

Goudy Handtooled No. 383 (M) 10-2.48; 
12-2.16; 14-1.79; 18-1.43; 24-1.13 

Goudy Handtooled It. No. 383 (M) 
10-2.57; 12-2.24; 14-1.87; 18-1.49; 
24-1.18 

Goudy Heavyface No. 380 (M) 14-1.53; 
18-1.21; 24-.91 

Goudy Heavyface It. No. 380 (M) 14-1.49; 
18-1.18; 24-.89 

|e) fe}, [ty 

at O41 a ete] Me). t— 

PROFESSIONAL COLOR 

POPULAR PRICE 

PERFECT MEDIUM FOR 

COMMERCIAL ARTISTS, 

GENERAL, INDUSTRIAI 

AND TEXTILE DESIGNERS 

adhesive 

Peet ee 

Yl = + + 

PRODUCTS INC. 
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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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PHOTOGRAPHY 

WRIGLEY BUILDING TOWER 

400 N. MICHIGAN AVE. 
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DELAWARE 7-5664 

fel-)el-)| mmm el-)el-11 

foRew ee: moe U- Bek 2 week oe se) 

slides 
color and b. & w. * 

any size, any style 
from art, transparencies & negatives 

matte or glossy 
color prints 
any size, any style 

from art, transparencies & negatives 

W Atkins 4-8573 

film strips + 

(masters - duplicates) 

from art, transparencies & negatives 

for busy layout men, 
2-headed designers 

len — " 

(6-hour service available) 
paper-base or acetate 

108 W. 24th St., New York 11 
Cables: Labsbebeli, N.Y. 

Goudy Heavyface Cond. No. 382 (M) 
12-2.21; 14-1.89; 18-1.44; 24-1.1 

Goudy Lanston No. 279 (M) 14-2.07; 
18-1.57; 24-1.2 

Goudy Light No. 38 (M) 6-3.8-1; 7-3.3: 
8-3.13; 9-2.99; 10-2.65; 11-2.42; 
12-2.22 

Goudy Light It. No. 38 (M) 6-4.15; 7-3.6: 
8-3.42; 9-3.23; 10-2.9; 11-2.64; 12-2.4 

Goudy Modern No. 293 (M) 12-2.44; 
14-2.1; 18-1.59; 24-1.2 

Goudy Modern It. No. 293 (M) 12-2.53; 
14-2.17; 18-1.73; 24-1.28 

Goudy O. S. (ATF) 6-3.98; 8-3.21; 10-2.6: 
12-2.35; 14-1.96; 18-1.56; 24-1.24 

Goudy O. S. It. (ATF) 6-4.35; 8-3.56; 
10-3.05; 12-2.56; 14-2.14;. 18-1.78; 
24-1.34 

Goudy O. S. & It. (1) 6-4.01; 8-3.36; 
10-2.74; 12-2.42; 14-2.01 

Goudy O. S. No. 394 (M) 6-3.99; 8-3.2: 
10-2.68; 12-2.34; 14-1.95; 18-1.56; 
24-1.24 

Goudy O. S. It. No. 394 (M) 6-4.43; 8-3.6: 
10-2.98; 12-2.59; 14-2.18; 18-1.74; 
24-1.37 

Goudy Open No. 291 (M) 14-1.86; 
18-1.56; 24-1.2 

Goudy Open It. No. 291 (M) 14-2.17; 
18-1.6; 24-1.23 

Goudy Text No. 327 (M) 10-3.83; 12-3.1S, 
14-2.8; 18-2.04; 24-1.54 

Goudy Village No. 410 (M) 14-2.1; 18-1.64 
Goudy Village It. No. 410 (M) 14-2.46; 

18-1.92 
Gracia (Allow for Swashes) (ATF) 12-3.68; 

14-3.19; 181-2.68; 182-2.45; 241-1.92; 
242-1.78 

Gracia (A/C) 12-3.7; 14-3.2; 18-2.7 
(small), 2.4 (large); 24-1.9 (small), 
1.7 (large); 30-1.4; 36/48-1.1 

Granjon (Li) 6-4.29; 8-3.48; 9-3.14; 
10-2.94; 11-2.72; 12-2.5; 14-2.23; 
18-1.9; 21-1.74; 24-1.31 

Granjon w It. & S. C. (Li) 6-3.95; 8-3.35; 
9-3.08; 10-2.88; 11-2.66; 12-2.46; 
14-2.26; 18-1.98 

Granjon No. 400 (M) 8-3.58; 9-3.26; 
10-2.99; 11-2.75 

Granjon It. No. 400 (M) 8-3.91; 9-3.55; 
10-3.26; 12-3.02 

Granjon Bold (Li) 6-4.22; 8-3.5; 9-3.16; 
10-2.97; 11-2.73; 12-2.51; 14-2.25 

Granjon Bold No. 500 (M) 8-3.56; 9-3.31; 
10-2.94; 11-2.68; 12-2.56 

Granjon with Granjon Bold (Li) 6-3.95; 
8-3.35; 9-3.1; 10-2.88; 11-2.66; 
12-2.46; 14-2.26 

Graphic Bold (Bal) 12-2.25; 14-2.04; 
18-1.65; 24-1.23 

Graphic Light (Bal) 12-2.56; 14-2.25; 
18-1.92; 24-1.34 

Gravure (ATF) 12-2.06; 14-1.85; 18-1.47; 
24-1.17 

Grayda (ATF) 18-2.54; 24-2. 
Greco Bold (A/C) 10-1.92; 12-1.78; 

14-1.45 
Greco Bold It. (A/C) 10-1.92; 12-1.65; 

14-1.45 
Greeting Monotone (ATF) 10-3.03; 

12-2.76; 14-2.46; 18-1.92; 24-1.53 
Greeting Monotone (i) 10-3.11; 12-2.57; 

14-2.26; 18-1.77 



ARTISTS 
y 

ART DIRECTORS 

AGENCY 

"ANOTHER GOOD THING ABOUT PASTE-UPS. .. 
YOU'LL FIND NO ONE'S AFTER YOUR JOB." 

ARTISTS 

ART AP | | , artists 

AGENCY and. 

— es 

directors 

agency 

505 fifth avenue 

new york city t/ 

oxford 7-7477 

“THUY'RE PRIMARILY INTERESTED IN SOMEONE WHO CAN DO 

LE TERING WITHOUT PASSING JUDGEMENT ON THE COPY" 



custom 

color 

prints 

FOR REPRODUCTION: 

DYE TRANSFER 

.+++ss BKTACOLOR (TYPE “‘C”) 

FOR COMPREHENSIVE: 

DYE TRANSFER 

EKTACOLOR (TYPE "C”) 

COLOR STATS 

FROM ANY SIZE & KIND OF 

COLOR FILM OR ART 

MADE TO MEET YOUR SCHEDULE 

BUDGET & TASTE BY 

Kel 
COLOR SERVICE INC. 

10 EAST 46TH ST., N.Y. 17, N.Y. MU 7-2595 

a 

30 Gail 40 St ye Mdes 141 

layout & design, TV art 
painting, life drawing 

illustration, fashion 
cartooning, tettering 
technical ration 
typography, paste up 

day & evening, co-ed 
school of 
VISUAL ARTS 
209 E.22st., N.Y.10 
MU 38-8397 catalog D 

Grotesque (A/C) 6-2.45; 7-2.14; 8-1.78; 
10-1.45; 12-1.23 

Hadriano No. 309 (M) 14-1.77; 18-1.61 
18#2-1.34; 24-1.07 

Hauser Script (Lud) 24-1.64 
Hellenic Wide (B) 10-1.89; 12-1.48; 

14-1.17; 18-.94 
(Allow for Swashes) (ATF) 

14-2.8; 18-2.2; 24-1.7; 30-1.34 
Hess Bold No. 159 (M) 6-3.4; 8-2.79; 

10-2.27; 12-1.98 
Hess Bold It. No. 159 (M) 6-3.4; 8-2.7° 

10-2.27; 12-1.98 
Hess O. S. No. 242 (M) 6-3.83; 8-3.15; 

9-2.99; 10-2.67; 11-2.42; 12-2.23; 
14-1.79; 18-1.42; 24-1.07 

Hess O. S. It. No. 242 (M) 6-4.26; 8-3.44 
9-3.23; 10-2.91; 11-2.64; 12-2.43; 
14-1.96; 18-1.58; 24-1.19 

Hess Title No. 161 (M) 6-3.4; 7-2.98; 
82.79; 10-2.38; 12-1.98 

Hess Title it. No. 161 (M) 6-3.4; 8-2.79 
10-2.38; 12-1.98 

Hobo (ATF) 6-3.65; 8-2.75; 10-2.26; 
12-1.88; 14-1.62; 18-1.34; 24-.99 

Hobo (i) 10-2.14; 12-1.92; 14-1.65 
Hollywood (ATF) 6-3.57; 8-3.18; 10-2.68 

12-2.4; 14-2.03; 18-1.68; 24-1.32 
Horizon (B) 8-3.83; 10-3.19; 11-2.8; 

12-2.56; 14-2.14; 16-1.78; 18-1.65; 
24-1.34 

Horizon Bold (B) 8-3.45; 10-2.7; 11-2.45 
12-2.26; 14-1.95; 16-1.57; 18-1.42 

Horizon Light (B) 8-3.6; 10-3.1; 11-2.8; 
12-2.45; 14-2.23; 16-1.87; 18-1.72 

Horizon Light It. (B) 8-3.9; 10-3.33; 
11-3.03; 12-2.78; 14-2.38; 16-2.04; 
18-1.79 

Horizon Medium (B) 8-3.45; 10-3.1; 
11-2.88; 12-2.51; 14-2.23; 16-1.85; 
18-1.65 

Ideal News & It. (1) 514-3.65 6-3.26; 
614-3.06; 634-3.06; 7-2.92; 714-2.9; 
8-2.85; 814-2.72; 9-2.65; 10-2.41; 
11-2.17; 12-1.98; 14-1.73 

Ideal O. S. & Bold (1) 514-3.68; 6-3.31; 
614-3.05; 7-2.94; 8-2.80; 9-2.68; 
10-2.45; 11-2.14; 12-2.04; 14-1.78 

ideal O. S. & It. (1) 544-3.68; 6-3.31; 
614-3.05; 7-2.94; 8-2.8; 9-2.68; 
10-2.45; 11-2.14; 12-2.04; 14-1.78 

Ideal O. S. w Gothic No. 3 (1) 544-3.68; 
6-3.19; 7-2.94; 8-2.8; 10-2.35 

Imperial (F) 8-3.02 
imperial & Bold (1) 7-3.16; 8-2.89; 9-2.65; 

10-2.5 
imperial & it. (1) 82.92; 9-2.65; 10-2.5 
Imperial No. 2 Teletype & Bold (I) 9-2.89 
Imperial Bold (F) 8-3.02 
Imperial & Futura Bold No. 2 (i) 8-2.89 
Invitation (ATF) 6-3.14; 8-2.66; 10-2.33; 

12-2.07; 14-1.87; 18-1.46; 24-1.13 
Invitation Shaded (ATF) 6-3.14; 614-3.11; 

634-3.2; 714-2.83; 8-2.55; 10-2.25; 
12.2; 14-1.8; 18-1.39; 24-1.1 

lonic No. 5 (Li) 5-4.08; 514-2.63; 6-3.29; 
7-2.99; 8-2.7; 9-2.46; 10-2.34; 12-2.1 

lonic No. 5 with Bold Face No. 2 (Li) 5-3.8; 
514-3.45; 6-3.2; 614-3.05; 634-3.13; 
7-2.95; 714-2.78; 8-2.65; 814-2.57; 
9-2.44; 10-2.35; 12-2.14 

lonic No. 5 w it. & S. C. (Li) 5-3.8; 
514-3.45; 6-3.2; 614-3.05; 634-3.13; 

(continued on page 199) 



trade talk 

RT DIRECTORS mani 
obig, director of art 

a i production, has been appointed a vp at 
B. . Butler Advertising. He had been secretary 

FT. WORTH: Farris McBee, new AD of 
1d-Poland, had been with Welex, Inc.... 

( § ANGELES: Glen Kittelson to Cole, Fischer 
Rogow, 9033 Beverly Hills, CR 5-0135 

. . Len Rochlin to W. G. Spencer Adver- 
ic ag, 8721 Sunset Blvd., LA 46, OL 2-8821 

George Graham now at 1245 N. Vine St., 
38, HO 9-1911 .. . Ervin Magyary with 
idliners of LA, 6713 Sunset Blvd., LA 28, 
7-2117 ... Ralph Richter and Ron Mracky 
ved Richter & Mracky to 1112 N. Sherburne 
LA 46, OL 5-5030 . . . Lawrence Needle- 

n’s new location is 1300 N. Larrabee, LA 
OL 5-9005 . . . David Rose now at 1623 
Curson Ave., LA 46, HO 7-9537 . . . Haakon 

Siraonson’s Patterson & Simonson Inc. now at 
1830 W. 8th St., LA 57, DU 3-4181 ... McManus, 
Jonn & Adams to 5455 Wilshire, LA 36, WE 7- 
1000 . . . Marshall Taft and Marvin Wartnik 
at that new address ... Ralph Van Avery now 
at 10131% Palms Blvd., LA 34, YE 8-2272... 
James Frew, Richard Gray. Tony Haller, Craig 
Protsman, Jack Roberts and Barbara Wood 
moved with Carson/Roberts to 8322 Beverly: 
Blvd., LA 48, OL 1-2610... Pete Sales’ new 
name and address for studio: Graphis 11, 
at 9570 W. Pico Blvd., TR 8-0560 . . . Eric 
Ray and Ad-Graphics moved to 4830 Foun- 
tain Ave., Hollywood 29, NO 2-0627 . . . Sick 
list at ADC included George Rappaport who 
was injured in auto accident, but is recov-- 
ered now; Gloria Pereira who has had eye 
surgery; Lillian Love who was hospitalized 
(for surgery) but expécted back at Bullock's 
... Jim Coyle sold another story. A satirical 
piece, it will appear in Sports Car [Illus- 
trated . . . Dale Puckett moved to Sao Paulo, 
works for Standard Propaganda .. . TIMA 
elected Burt Pierce president, Don Hansen 
first vp, Fred Kelly second vp, John Tierney 
secretary, Don Corts treasurer, and Jim 
Wright sergeant at arms . . . Ed Mitchell's 
subject for talk to 45 students at Occi- 
dental: Is Business a Bed of Roses for the 
Artist, or Procrustes and the Poet ... Don 
Ecapp told Trade Typographers Assn. How 
Good Typography Can Communicate . . . Nor- 
mon Weiner, member of 2 ADC clubs—LA and 
San Diego—and vp of Fred Kopp Advertising 
Ar:, married Ann Kerman, fashion designer 

Koret of California. They are on an ex- 
nded trip around the world. He’ll study 

as it applies to advertising in vari- 
ous countries, and he'll report... NEW 

RK: DCSS named Edward F. Pivo and 
Join R. Murray, Jr. associate exec ADs. 

Art Direction / The Magazine of Creative Advertising / 
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lettering 
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Pivo, with the agency since 1958, was formerly 
senior AD at L. C. Gumbinner. Murray, who 
had been with McCann-Erickson, came to 
DCSS in March, 1960... Rupert Witalis ap- 
pointed head of the art dept. at Compton. He 
is a vp... Friend-Reiss named Robert E. Lee 
vp/AD ...John W. Herdegen joined the crea- 
tive dept., Geyer, Morey, Madden & Ballard 
... Hicks & Greist appointed Martin C. Rifkin 
operations manager. He will direct art, copy 
and traffic, and supervise print production ... 
Warren C. White. who was vp/AD of Stereo 
Age Recording Corp., Montclair, N. J., has 
joined Smith, Winters, Mabuchi agency as AD. 

April 1961 

Before Stereo, he had been with Burke Dowl- 
ing Adams... ST. LOUIS: James L. Komorek. 
who has been.a freelance artist, agency AD, 
and AD for a sales promotion company, is now 
AD at French Advertising. He is a graduate 
of the School of Fine Arts, Washington Uni- 
versity, St. Louis . . . STAMFORD, CONN.: 
Anne Hicks Siberell, former asst. art editor for 
publications. Walt Disney Productions, Bur- 
bank, Calif., is now AD at Publication Services 
here. She has been an AD with Lansdale, Vic- 
tor Gruen & Associates, and an asst. art editor 
of publications, Hughes Aircraft, all Cali- 
fornia... 



The year’s best in 

advertising and editorial 

art and design 

THE 39TH 

ART DIRECTORS 

ANNUAL 

Art Directors Club of New York 

The ART DIRECTORS ANNUAL has come to be 
recognized an an indispensable reference and 
idea file for advertisers, editors and designers. 

For here are professional listings, the award 
winners from the 1960 Art Directors show 
(many reproduced in color), 80 pages of ads, 
a section on TV commercials. Almost 500 
illustrations in all. 400 pages. 

Expertly printed in offset lithography and 
letterpress, it comes in a deluxe binding with 
handsome slipcase. Size 8” x 1144”. Price $15. 
Order your copy now. Mail the coupon below 
to FARRAR, STRAUS & CUDAHY, Dept. A13, 
19 Union Square West, New York 3, N.Y. 

Farrar, Straus & Cudahy, Dept. Al3, 
19 Union Square West, New York 3, N.Y. 

Please send me copy(ies) of the 39th 
ART DIRECTORS ANNUAL, at $15.00 plus 
35c¢ postage. (New York City residents kindly 
add 3% sales tax.) 

I enclose check money 
order for 

ART & DESIGN ®ALTIMORE: At the 
Museum of Art April 

l-May 15: Art Nouveau, Museum of Modern 
Art's comprehensive survey of art and design 
of the 1890s . . . BOSTON: At Nova gallery: 
Donald Shaw paintings, April 4-22; Zoé Apos- 
tolides paintings, Apri] 25-May 13 . . . CHI- 
CAGO: Associated Business Publications 
awards in Merchandising category of their 
annual contest for businesspaper ads will be 
presented April 24 at Merchants and Manu- 
facturers Club . . . DMAA sales promotion 
workshop April 18 ... At the Arts Club: Pro- 
fessional Members Exhibition, April 9-May 6; 
The Aldrich Collection, May 19-June 20... 
Mead Papers Library of Ideas May show: 
House Magazines .. . CINCINNATI: At Cincin- 
nati Art Museum’s Contemporary Arts Center: 
graphic design by Ladislav Sutnar, April 6- 
May 3. Sutnar, who began his career in his 
native Czechoslovakia, came to the US to 
supervise erection of his design at the Czech 
pavilion at the 1939 NY World’s Fair. He's 
lived in the US since . . . The 3rd Interior Val- 
ley Competition is held May 13-Aug. 10 at the 
Contemporary Arts Center. The show is pre- 
sented every 3 years, sponsored by Fleisch- 
mann Foundation. An open competition for all 
artists in the areas bordering the Ohio River 
Valley, from Pittsburgh to St. Louis. About 80 
paintings, drawings, sculpture are selected by 
a jury, from about 1000 entries. Prizes totalling 
$2000 are awarded...CLEVELAND: Associ- 
ated Business Publications awards luncheon 
for the industrial category in their annual 
competition, ABP’S Businesspaper Advertising 
Awards, will be held April 28 at Hotel Statler 

. At Museum of Art: To April 9, Ancient Art 
in Viet Nam, a collection of art and archeologi- 
cal objects, now owned by museums in Sai- 
gon, Paris, Brussels, and Cambridge. The 
show is circulated in US by Smithsonian Insti- 
tution. May 10-June 11: 43rd May Show. This is 
the annual exhibit of artists and craftsmen in 
Ohio's Western Reserve, and includes paint- 
ing, sculpture, enamels, ceramics, jewelry, etc. 
June 21-July 30: Exhibition of the Work of 
Maurice Prendergast. This show was prepared 
by Museum of Fine Arts in Boston to honor 
100th anniversary of Prendergast’s birth. 
This collection from work of America’s first 
modern painter includes over 100 oils, 
watercolors, monotypes and drawings .. . 
LOS ANGELES: DMAA west coast spring 
convention to be May 8-9, Hotel Statler .. . 
MANCHESTER, N. H.: Dynamic Symmetry 
exhibition at Currier Gallery of Art to April 19. 
After that, to Carpenter Galleries, Dartmouth 
College, Hanover, May 1-31. The show is by 
American artists ‘attracted to theories of Jay 
Hambidge . .. MILWAUKEE: Wisconsin artist 
Aaron Bohrod show at Art Center to April 2. 
The 47th Annual Exhibition of Wisconsin 
Art, April 6-May 7 . . . Wisconsin artists 
Anneliese and Leo Steppat. May 11-June 11 
. . . Allstate Exhibit of Fine Art here in 
Milwaukee, March and April... NEW 
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ORLEANS: Point-Of-Purchase Advertising In- 
stitute’s 4th Natl. Members’ meeting will be 
held May 17-19, Royal Orleans hotel. First day 
is for POPAI producer/supplier members. 
Next days are for national and regional ad- 
vertisers. N. J. Leigh, chairman of the board 
of directors, Einson-Freeman Co., and a board 
member of POPAI, is general chairman... 
NEW YORK: April 10 speaker for Artists Guild 
s Art Direction editor Edward Gottschall. He 
will summarize business information in sev- 
»ral areas of the art field. AG meets at Society 
of llustrators, 128 E. 63, at 8. Recent speakers 
iave included David Bradshaw of Directors 
Art Institute, and Jean Bourges of Bourges 
Solor Corp. Guests are always welcome. AG 
1olds annual business meeting and election 
of officers May 8, at SI, 8... . New director of 
he Solomon R. Guggenheim Museum, Thomas 
M. Messer, is from Boston where he directed 
he Institute of Contemporary Arts. He'll go 
»ack to Boston this summer to conduct a semi- 
iar on modern art for Harvard. Messer will be 
n administrative charge of the museum. H. 
darvard Arnason, formerly chairman of the 
wt dept., University of Minnesota, and 
jirector of Walker Art Center, Minneapolis, is 
he Guggenheim vp for art administration and 
will be responsible for general policy and 
jevelopment... AIGA 50 Books show opens 
April 13 at the NY Public Library. Will be on 
through June .. . At Gallery 303, through 
April, exhibition, industrial Designers Ap- 
proach to Packaging, Donald Deskey Associ- 
ates .. . Recently Gallery 303 held exhibit of 
design and art by SH&L. Featured work by 
Herb Lubalin, Arthur Ludwig. Dick Jones, Sy 
Schreckinger, Blake Hampton, Barry Geller, 
Tony Nappi. Bebe Gershenson, Helen Lewis. 
Harry Prichett, Ernie Smith, Jorge Hardison. 
Herb Stricker, Frank Wagner, John Zeigler, 
Gerry Gersten, Tom Carnese, Bernie Zlotnick, 
John Pistilli, Rene Bittel . . . Stan Fraydas is 
teaching graphic humor at NYU. The cartoon- 
ist/illustrator will also have a book out this 
year, Professional Cartooning, published by 
Reinhold .. . American Comedy Week begins 
April 10. To be observed through the 18th, 
high spots include National Comedy Day, 
April 14, when a seminar on international 
humor will be held at Donnell branch, New 
York Public Library, 20 W. 53, at 8 p.m. The 
seminar will be conducted by George Q. 
Lewis, executive director of Gagwriters Insti- 
tute—Comedy Workshop. Participants include 
King Features syndicated cartoonist Bob Dunn, 
Evan Esar, the author of Joke Dictionary, Gags 
Dictionary and Humor of Humor, and per- 
formers Smith & Dale. Public is invited.... 
Museum of Primitive Art. 15 W. 54 St., has Art 
Styles of the Papuan Gulf. First comprehen- 
ive exhibit of arts of this southern New 
yuinea area. To May 7. Gallery is open from 
2 to 5S... Mead Papers Library of Ideas, for 
\pril, exhibit of house magazines. The Library 
3; at 230 Park . . . School of Visual Arts Faculty 
1embers hold illustration show, April 3-14, at 
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expect more from Monogram 

No matter what you put in our hands, 

expect creative flow the likes of which 

you’ve never seen. In the past fifteen 

years Monogram has helped clients 

win awards in every art category. You 

can put this professional quality to 

work for you, too, simply by calling 

PL 3-8974. Or write: Monogram Art 

Studio, Inc., 515 Madison Ave., N.Y. 22 

184 

SVA gallery ...A display of photographs and 
packages by Harry S. Lapow was held ai 
JWT's 10th floor gallery . . . Mrs. May Bender, 
partner in design firm Lane-Bender, told Assn. 
of Advertising Men & Women that agencies 
should apply 3D thinking to design, rather 
than: print-trained 2D. She urged closer col- 
laboration between agencies and package 
designers, predicted that as agency compen- 
sation systems change, there will be more 
and better collateral services, and more agen- 
cies will use professional package designers. 
. . . The 14 paintings Aaron Bohrod did for 
Look’s Story of America’s Religions are tour- 
ing department stores across the country .. . 
American Watercolor Society's 94th annual 
exhibition will be held April 6-23 at Natl. 
Academy Galleries, 5th Ave. at 89 St.... 
Herbert Spencer, editor of Typographica, is 
leaving England for 2-month stay here this 
fall. Will spend about half this time at Pratt as 
one of several practicing ADs and design 
authorities teaching in advertising design 
dept., chaired by Herschel Levit . . . Ira Smolin 
opened Smolin Gallery at 230 E. 80 St. The 
former president of Original Graphics, and 
US representative of Japan Graphic Art 
Assn., he will direct the gallery's activities. 
Opening show included work by Robert De 
Niro, Nell Blaine, Motoi Oi, Don Lo Piccolo, 
Ann Tabashnik, Lillian Paley, and Minoro 
Niizuma. Smolin studied art in Japan as well 
as in the US, has organized exhibits in New 
York, Boston, Springfield, Mass., Washing- 
ton, Philadelphia, Greenville, S.C. ... DMAA‘s 
44th annual convention will be held at Statler- 
Hilton Oct. 10-13... The Sth US World Trade 
Fair will be at the Coliseum May 3-13... 
PHOENIX: Lithographers & Printers Natl. Assn. 
llth lithographic awards exhibit will be at 
Arizona-Biltmore hotel May 2-4, during the 
association's 56th annual convention. Show 
later goes to Chicago and New York... PITTS- 
BURGH: International Assn. of Electrotypers 
& Stereotypers holds annual spring technical 
conference and exhibition at Pittsburgh Hilton 
hotel, April 17-19. Technical sessions include 
talks, films and demonstrations of newest 
original and duplicate printing plates, prod- 
ucts and production operations. There will 
be 14 exhibits of new equipment, supplies and 
materials, a cocktail party, conference lunch- 
eon, and field trips. . . . Chatham College has 
acquired 1l paintings by local artists, as a 
gift from broker Joseph S. Lenchner. The addi- 
tions are a watercolor, First Love, by Sylvia 
Bernstein: 4 works by Charles Le Clair, former 
chairman of Chatham art dept., which include 
2 watercolors (Street Scene Tangiers, and 
White Burlap Charctal Grey), an oil (View of 
Provence), and a watercolor and chalk com- 
position (San Gimignano); 2 oils by Fay Moore 
(Teatro Marcellus, and Ca’ D'Oro); an oil 
(Ignominy of Taunus), and 3 prints by Russell 
Twiggs. The prints are The Aerialists, Three 
Witnesses, and Chinoiserie . . . TORONTO: 
Exhibition of typographic design by Hermann 
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Zapf, to be at Cooper & Beatty April 20—May 
15... WASHINGTON: Daniel Millsaps, artist 
and head of Allied Business Consultants, has 
had a complete exhibition published by Inter- 
national Galleries at $5. International Gal- 
leries has a “Peace Through Art” plan which 
provides for copies of portfolios by contempo- 
rary Americans to be sent to foreign museums 
and libraries... . 

PHOTOGRAPHY /TV Mrs. Solange 
Karsh, wife of 

Yousuf Karsh, died of cancer, at 59. She was 
her husband's business manager and re- 
searcher, prepared the first draft of his book, 
Portraits of Greatness, and accompanied him 
to Rome for photography and preparation of 
This Is Rome. . . . Gommi Associates now at 65 
W. 44 St., New York 36, YU 6-1070 . . . Robert 
Selnick Associates, 20 W. 9th St., OR 4-7873, 
now repping photographer Leon Kuzmanoff 
and reportage photographer Walt Silver . . . 
Library of Congress is touring an exhibit of 
Magnum photographs, by 26 photograpers of 
10 countries. The display was assembled by 
Ernst Haas. Titled The World as Seen by Mag- 
num Photographers, the exhibit includes 248 
pictures, making up 600 running feet, and an 
introduction by Capt. Edward Steichen. Can 
be booked through Magnum, 15 W. 47 St., New 
York 36. . . 70th Annual Exposition of Profes- 
sional Photography, and 9th Natl. Industrial 
Photographic Conference, sponsored by PPA, 
will be held at Statler-Hilton, New York, July 
30—Aug. 3. Will also include annual con- 
ventions and trade shows of PPA of New Jer- 
sey and the Connecticut PPA. Applications, 
space rates, general information, from Frede- 
rick Quellmalz, Convention Manager, Profes- 
sional Photographers of America, Inc., 152 W. 
Wisconsin Ave., Milwaukee 3, Wis. . . . Robert 
Capa War Photographs show at City Art 
Museum, St. Louis, June 1-30, William M. 
Eisendrath, Jr. asst. director . . . Edward Stei- 
chen, a Retrospective Exhibition, will be at 
Museum of Modern Art to May 21. Show of the 
museum's director of Dept. of Photography 
includes about 300 photographs, some not 
previously published or exhibited. Also: 
paintings, geometric compositions in water 
color, designs for textiles and Steuben glass, 
and experimental photo-sculptures ... A photo 
exhibit on theme of 100 years oi higher edu- 
cation for women is presented by Vassar Col- 
lege. Titled, The Magnificent Enterprise: Edu- 
cation Opens the Door, it includes 200 photo- 
graphs, engravings, lithographs, posters and 
drawings. Will be at Western Reserve His- 
torical Society, Cleveland, April 4-25. To Vas- 
sar (at Poughkeepsie, N. Y.) May 15—June 15, 
Chicago Historical Society Sept. 7—Oct. 1, 
Smith College Library, Northampton, Oct. 15— 
Nov. 6, and to Richmond at the Valentine 
Museum .. . Theme of 1961 national confer- 
ence of Society of Photographic Scientists & 
Engineers is the progress in all technical as- 
pects of color photography. The program will 
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ARTISTS 

now with 

BBDO 
Young & Rubicam 

Doyle Dane Bernbach 
Walter Dorwin Teague 

Mel Richman 
Corning Glass 

Bethlehem Steel 
New York Times 
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Royer & Rogers 
Campbell Ewald 
Readers Digest 
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were placed by 

JERRY FIELDS 

ASSOCIATES 
(Jobs Unlimited) 

16 E. 52nd Street, New York 22, PLaza 3-4123 

be at Arlington Hotel, Binghamton, N. Y., May 
22-26. Papers on scientific and engineering 
phases of b/w photography will also be in- 
cluded. SPSE president is George T. Eaton . . . 
PPA has elected 34 US and 2 Canadian In- 
dustrial Div. photographers as representatives 
on the national council. Lawton E. Osborn is 
president of the 81 year old organization . . . 
Lester E. Waddington, former convention show 
producer at Y&R and an AE in radio-tv pro- 
gramming, now an exec producer with Trans- 
film-Caravel, in business program services div. 
Joseph F. Kilmartin is vp in charge of the unit. 
Mel Dixon, formerly with John Rawlings, 
now with Stephen Michael, 253 E. 34... 
Bradley D. Steiger was named secretary of 
B. J. Butler Advertising, Buffalo. He is director 
of radio and tv. e 

what’s new 

(continued from page 95) 

sleeve is turned ahead for each day or 
week, all schedules automatically move 
up. For details, full scale sample chart sec- 
tion, write Wm. A. Steward, Vice Presi- 
dent, Conley, Baltzer & Steward, Rol-a- 
chart Div., 494 Jefferson St., San Fran- 
cisco 9. 

ADVERTISING BOOK LIST: 7th edition of 
booklet 100 Books on Advertising lists 

and describes books on principal ad fields, 
includes advanced and highly specialized 
fields as well as general. Also includes 
addresses of publishers in the field, and 
ad organizations. Compiled by Robert W. 
Haverfield, associate professor, University 
of Missouri School of Journalism. Re- 
quest from Dean, School of Journalism, 
University of Missouri, Columbia, Mo. 

HANDLING 35MM MAGAZINES AND CAMERAS 
is a presentation written by Eastman 
Kodak. 6 pp. booklet on how and why of 
35mm photography. Free copies from 
Colorfax Laboratories, Inc., 1160 Boni- 
fant St., Silver Spring, Md. 

ILLUMINATED MAGNIFIERS AND MICROSCOPES 
line of E. W. Pike & Co., 577 Pennsylvania 
Ave., Elizabeth, N. J., is described in free 
illustrated brochure. Offerings include 
special models and accessories. 

TENITE PLASTICS PACKAGING booklet de- 
scribes and illustrates varied applications 
of varied Tenite plastics, made of buty- 
rate, acetate, propionate, polyethylene, 
polypropylene. Package types include 
flexible film, coatings and laminations, 
bubbles and blisters, containers and clo- 
sures, skin packages, jars and squeeze 
bottles. From Eastman Chemical Prod- 
ucts, Rochester 4, N. Y. 

Paul Hoover Paul Nonnast Mary Anne Forde Bob Seidman 
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(continued from page 159) 

med package, the basic storyboards 
llowed in the taping were created with 
pe in mind, yet could have taken the 
m route with only minor changes. The 
wryboards could not have been so close 
both had not tape recording made the 
unt strides of the past few years. 
There was a time when the tv art direc- 
created visual continuities for film or 

»e with mixed emotions. This was be- 
ise differences in equipment and edit- 
x facilities were quite marked, necessi- 
ing camera set-ups and continuities so 
nstructed as to work within the limita- 
ns of tape or film. A storyboard in- 
ided for tape production and one 
cended for film production, though 
ide from a basic script, looked quite 

| ferent from one another. What tape 
uld do, film couldn’t do...and con- 
rsely, what film could do, tape couldn’t 

do. 

nw equipment 
Probably the final conversion of the 

fringe area nontapers to tape came with 
the introduction of startling new equip- 
ment like the Marconi Mark IV camera. 

The Marconi trebles the tonal range of 
existing tape equipment and adapts it- 
self to the line system of any country in 
the world. Paramount's TVola, another 
innovation, pins down editing more pre- 
cisely than ever before. Another plus fac- 
tor in the final conversion stage is un- 
doubtedly the Inter-Sync TV signal syn- 
chronizer developed by Ampiex for the 
Video-tape recorder. Special effects can 
do in seconds what amounts to a week’s 
labor on the orthodox film bench. In- 
stant people, little people, giant people, 
wipes, dissolves, irises, split-screen effects, 
roil up and roll down supers—effects of 
every kind are there at the push of a 
button. 

new methods 
If last year you had filmed a 20-second 

animation sequence containing a basic 
message still valid in this year’s advertis- 
ing campaign, you can give it a new look 
by taping a new live opening and closing 
and feeding the animated segment into 
the middle. Regular checkups of record- 

(continued on page 194) 
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Art 

st national NSAD exhibit 
Chicago April 17 = wh 

»bert Critten of Chicago is chairman of 
»AD’s first national exhibition being 
Id in Chicago during the annual NSAD 
avention. The exhibition will include 
e best of show from each club’s annual 
yw. Criterion for establishing best of 
»w was “that which makes clear to the 
neral public what purposes the art 
rector serves.” Following the Chicago 
owing, the exhibit will travel around 
e country for 3 to 5 years, according 
present arrangements, and each club 

inderwrites the entry fee of $150. 
Representatives at the convention receive 
the awards, which are then returned to 
the individual winners. The exhibition 
will not be printed in book form but 
there will be a catalog of credits and 
commentaries pointing out purposes 
and effectiveness of art directing as a 
profession. 

— 
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Correction: 

The biographical data for Robert H. 
Blattner, candidate for the NSAD 
Award, carried on page 50 of the February 
issue, states: “Bob is president of the 
New York Art Directors Club and head 
of The Reader’s Digest 40 man art 
department.” 

Mr. C. O. Woodbury, art editor, is head 
of The Reader’s Digest art department 
and Mr. Blattner is art director. 

Art Direction regrets the error and any 
embarrassment it may have caused. 

NYADC to present scholarships 
by Reader’s Digest Foundation 

total of $1500 in art scholarships to 
* leading eastern art schools will be given 
| y The Reader’s Digest Foundation, 
rough NYADC, it was announced by 
erling Fisher, executive director of the 

foundation. Club president and Reader's 
Digest AD Robert Blattner said the total 
consists of a $500 scholarship each at 
Philadelphia Museum College of Art, 
Pratt Institute, and Rhode Island School 
of Design. Each school will choose the 
recipients, and may divide their grants 
into smaller sums if desired. Blattner 
said, “It is our hope that these grants 
will stimulate the development of 
outstanding talent in the creating and 
directing of art.” Roy Tillotson, Union 
Carbide Corp., is chairman of NYADC 
education committee. 

The scholarship winners will be 
announced during a 6 week symposium 
sponsored by the New York club at 
Young & Rubicam every Monday evening 
March 6 through April 10. Top ADs 
from advertising, publishing and tv will 
lecture and informally talk with some 
50 students from eastern art schools. 

St. Louis installations 

New officers around the table are, from 
left, board members Dick Best and 
John Gertman, secretary-treasurer Nedra 
Hoester, president Jay Sartoris, first vp 
Robert Ertell, second vp Harry Holmes. 
Not shown is board member Gene 
Kowall. 
Chairmen for 1961 projects are: 

program, Robert Ertell; membership, 
Marion Bardot; sustaining membership, 
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Roy Paul; program publicity, Harold 
Jones; public relations, Vic Take; roster, 
Harry Holmes; exhibition, John Spark- 
man; civil and educational, Milton Mild; 
attendance, Gloria Goodwin; house, 
Alice Hausner; finance, Nedra Hoester; 
constitution, Robert Robison; publica- 
tion, Wayne Schlosser; poster show, 
Josef Dettling; ethics, Richard Best; 
NSAD corresponding representative, 
H. Davis Clymer; NSAD representative, 
Carl Klinghammer. 

Recent meeting programs included a 
50-slide presentation of work by Pulitzer 
prize winner Bill Mauldin; guest speaker 
Arthur T. Lougee, NSAD president; a 
calendar and poster show from Chicago. 

San Francisco elections 

Art Directors and Artists Club new 
officers are: at top, treasurer Ellis Berry, 
Jr., Landphere Associates; from left in 
niddle row, vp Calvin Anderson, C&W; 
vp William Cheney, EWRR;; president 
William Carson, CCA: vp Curtis Fields, 
Jr., Guild, Bascom & Bonfigli; in front, 
secretary Harriet Hunter, Harry Camp 
Millinery; controller Louis Shawl, Shawl, 
Nyeland & Seavey. 

Directors are Donal Carlson, Wyman 



Co.; William Condeff, Foster & Kleiser; 
Thomas Hall, Patterson & Hall; Frederick 
Herschleb, Honig-Cooper & Harrington; 
Mildred Porter; Adrian Taylor, FCB; 
Charles Weckler, Charles Weckler 
Photography; Jon Wells, Vano-Wells- 
Fagliano. 

Seattle awards scholarship 

SADS scholarship chairman Art Browne, 
left, looks on as club member Jess 
Cauthorn, right, presents $440 scholar- 
ship to 17 year old Dan Kaylor, Jr. The 
scholarship is for study at Burnley School 
of Professional Art which is directed by 
Cauthorn. To provide the scholarship, 
the club worked out a teacher exchange 
program with Cauthorn. Dan Kaylor, Jr., 
a senior at Ballard High School, won in 
a competition of 10 portfolio entries. 
His art instruction has been guided by 
Tom Jones and Grace Hering of the 
Seattle Public Schools. 

SADS’ educational program is planned 
to broaden public awareness of commer- 
cial art as a vocation and of the artist's 
function. Particularly directed to youth, 
the program has in the past year included 
5 field seminars for students and teachers 
of high schools, art schools and colleges. 
The first seminar was a general survey 
of the total field and following programs 
were divided into illustration, layout 
and humor. The seminars have proved 
popular and successful, and will be 
repeated frequently. 

This year’s plan includes: a chairman 
for high school vocational speakers— 
a club member will assign club speakers 
to aid junior and senior high school 
vocational programs, on request of 
teachers through the head of Seattle 
schools art department; slide show for 
vocational instruction—with commen- 
tary, including prize winning pieces from 
the annual AD show, presenting artist's 
function; available as above; pamphlet 
to be prepared for high school vocational 
advisers and teachers, outlining pro- 
fession, educational requirements, 

preparation, opportunities, etc., and to 
be distributed through high school art 
departments; one club member a month 
will be assigned to Edison Vocational 
School’s commercial art classes, to demon- 
strate his particular area of interest. 

Atlanta’s president, 
Art Gross 

Recent elections named Art Gross presi- 
dent of the 100 member Atlanta club. 
Manager of Lockheed.Georgia Div. 
special arts dept., he has been with 
Lockheed since 1956, and is a graduate 
of Pratt Institute. He had been illustrator 
with several New York agencies and 
with Collier’s magazine. His Lockheed 
arts group has won numerous citations 
and honors in national competitions for 
graphic arts. 

Other officers are first vp Herb Boston, 
second vp Willard Wallace, secretary 
Lawrence Gross, treasurer Jim Thomp- 
son, directors Baron G. Roberts and 
Ray Ketcham. 

Recent meeting speaker was C. “Gene” 
Boyd, Jr., manager, market research 
dept., Coca-Cola Co. 

lowa to report on 
ADs and unions at NSAD meeting 

Club’s project, Art Directors and Unions, 
will be reported at the NSAD annual 
meeting. Project chairman is Chuck 
Townsend, AD Wesley Day & Co. Club 
members found the assignment “sizable 
.-.a lot of people are working on it.” 
Other club activities: 

A catalog covering the last show will 
soon appear. Jack Andrews is in charge. 
The Monthly Newsletter is edited by club 
secretary Gordon Keyte and provides 
membership with a resume of the last 
meeting, new schedules, announcements, 

a digest of NSAD Newsletter, and ge era] 
news. Dennis Clark, Look Magazin: js 
editor of AD Image, a club brochu: 

featuring design, short biographica 
sketches of members, quality print 
and promoting club and its servic 
Originally this publication was ed 
by Pat Taylor, who has recently lef 
club’s area. 

Recent meetings included guest 
speakers Bob Elgin and Maynard R 
and an art auction. Elgin, a memb« 
the club, is a falconer. His progra: 
consisted of a film, a talk, live fal 
and golden eagle. Art auction was 
fund raising event, with art objec 
contributed by the members. Radic 
personality Bill Riley was auctione 
Wildlife artist Maynard Reece, a n 
of Des Moines, presented a talk anc 
display of his work covering several 
He discussed technical requiremen 
and his techniques. 

Jacksonville’s officers 

are treasurer Burt Pringle, vp John 
Ropp, president Everett Draper, and 
secretary Ellen Long. 

Montreal’s executive 
up in the air 

Officers of the club are shown on the | ‘th 
floor of a rising skyscraper in Place Ville 
Marie project. The building, to reac! 
42 stories by 1963, will dominate a p! 4, 
promenade and shopping district un! ¢ 



a: ything else in Canada. The Montreal 
b believes the project symbolizes the 
le scope of creative activity that will 
irish in Canada. 
Che officers made the trip on the club’s 

( h anniversary, when the temperature 
s 15°. From left, exhibition chairman 
ink Lipari, Gazette Printing; associate 
resentative Pierre Garneau, director 
sraphics, CBC Graphics Dept.; second 

; Marvin Yellin, AD Stanfield, Johnson 
; Lill; president Reginald Murdock, 
1 creative director, Vickers & Benson; 

retary Gary Seymour, AD Bomac 
Studio; first vp James Doyle, AD 

> mmercial Art Centre; treasurer Alan 
lkinson, AD Foster Advertising. Not 
wn is associate representative Tom 
10tt, photographer/co-owner, Arnott 
\ogers. 
ther club activities: Murray R. 

| ipman, eastern AD Maclean-Hunter 
| bDlishing, was a recent guest speaker. 

discussed his recent visit to Moscow 
1 Leningrad in connection with the 
iet Art Exhibition which later 
»eared at the Montreal Museum of 
ie Arts. 
New members include Maurice Roper, 

Alexander Spiers, both of Stanfield, 
Johanson & Hill; James Craigmyle, 
William Anderson, Trevor Hall, all of 
Cockfield, Brown; photographer R. G. 
Belbuguet; Harry Liivak, Harry Liivak 
Associates; Ben Turner, Bomac Art 
Studio; photographer Theodore Liontos; 
Bernard J. Bolter, Distillers Corp.; Dick 
Wilson, Frank W. Horner Ltd.; John 
Trudel; J. P. Ladouceur; Gordon Kneen, 
Southam Printing; Donat Fullum, Meco 
Ltd.; Jean-Pierre Cucuel, Max Sauer 
Studio; Claude Tremblay; Richard 
Zemnickis. 

Charlotte hears sculptor Gussow 

From left, Jack Pentes, Alice Steadman, 
guest speaker Roy Gussow, and president 
Bc b Alford. Sculptor Gussow is professor 
of design at North Carolina State College, 
Sc 1001 of Design, and holds a Ford 

Foundation Purchase Award presented 
last year. There was also a slide presenta- 
tion on sculpture and a display of his 
work. 

The club plans to present its first 
annual scholarship award, a fully paid 
Famous Artists School commercial illus- 
tration course to be given in the club’s 
name. High school seniors in Charlotte 
and Mecklenburg county are eligible. 
Their work will be exhibited at Mint 
Museum, Charlotte, March 19-April 1. 
Albert Dorne presents the award at the 
March meeting. Marty Washam is chair- 
man of the club’s scholarship committee. 

San Diego elects 
Steven C. Paton 

Succeeding Robert K. Kitson, Steven C. 
Paton heads NSAD’s 38th chapter. Paton 
is chief of communications for Ryan 
Aeronautical’s San Diego Div. He 
accepted 6 local design and art awards 
for Ryan in 1960, has a 6x8 ft. mural of 
San Diego industry in the collection of 
Museum of Science and Industry, 
Chicago. He is originally from Kenosha, 
Wis., and a graduate of American 
Academy of Art, Chicago. 

Other officers are, from left, treasurer 
Burt Nestor, Busco-Nestor Studios; 
secretary Donald Lathrop, D’Arcy; first 
vp Darrell Burchfield, Frye & Smith 
Lithographers; second vp Geoffrey Relf, 
Barnes Chase Advertising. Directors not 
shown are free lance designer William 
Noonan; James McGowan, Jr., Ryan 
Aeronautical; Paul Seaman, Teawell 
Shoemaker Advertising; Will Reid, 
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Barnes Chase; and Stanley Hodge, 
Convair-Astronautics. 

The club’s slogan, Creative Art Creates 
Business, keys efforts to help make local 
firms important factors in regional and 
national marketing. 

Memphis names officers 

Front row, from left, director B. H. 
Gardner; president Wilbur Mims, 
Hallman-Mims Studio; vp Carlos Gor- 
don, Simon & Gwynn; back row, from 
left, treasurer Jim Dixon, H&K Studio; 
director Ed Bailey, Boatright, Bailey & 
Huckaba; secretary Bill Womack; 
director Leonard Crook. Group is posed 
in the sculpture courtyard of Memphis 
Academy of Arts. 

At the election meeting Charles Can- 
trell, Greenhaw & Rush, was named 
program chairman, and members voted 
to send the best of show piece by Bud 
Gardner and Jason Williamson to the 
NSAD exhibition. New member Wayne 
Truman, AD Dixie Wax Paper Co., 
was introduced. 
ADCM’s first scholarship winner is 

Lois Marie Crouch, 3rd year student at 
Memphis Academy of Arts. She won the 



$150 award for spring semester at the 
academy. Scholarship committee is 
composed of chairman Kathryn Huckaba, 
Boatright, Bailey & Huckaba; Charles 
Cantrell, Fred Price, John Boatright, 
Ed Bailey and Leonard Crook. 

Clevelanders on the 
ladder of success 

On top, president Charles N. Bowen, 
AD FSR; at left, vp William Root, AD 
Griswold-Eshleman; center, treasurer 
Steve Atzel, Advance Art Studios; and 
secretary Harry Bush, AD Bayless-Kerr 
Advertising. Bowen, a club member for 
more than 6 years, received a BFA from 
Ohio State University, and is a former 
Columbus AD. About Cleveland, 
president Bowen said, “Ingenuity and 
creativity in all media is a characteristic 
ol Cleveland artists. Much of the general 
public is unaware of how much Cleve- 
land-prepared national advertising they 
are seeing—and of course industrial 
advertising is not seen by the general 
public, but Cleveland artists and 
Cleveland agencies are the top 
producers of industrial advertising in 
the nation.” 

Club’s trustees are Tom Sheppard, 
Lang, Fisher & Stashower; Dick Miller, 
Advance Art; Gordon Weir, Federman, 
Adams & Colopy. 

Illustrator Robert Fawcett was recent 
guest speaker, drew a crowd of 150 
despite meeting conflict with Women’s 
Advertising Club’s selection of Mr. 
Prints Charming. 
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Columbus elects Arnott 

New officers of the club are led by 
president William Arnott, exec vp/ 
treasurer, Columbus Art, Inc., art studio. 

Others of the executive are vp Jack 
Haunty, Nationwide Insurance; cor- 
responding secretary James Shockley, 
Nationwide; recording secretary Robert 
Mauck, H. Cole Co.; treasurer James 
Mitchell, Corbett Advertising. Arnott, the 
3rd president of the club since NSAD 
affiliation, has been an officer and sales 
manager for Columbus Art for 6 years. 
Previously he held various ad and sales 
managerial positions in Columbus. 

Guest speaker at the installation 
banquet was Gordon Keith of Gordon 
Keith Originals display company. He 
discussed his firm, which specializes in 
department store window display. 

Chapter Clips 

Baltimore: Stephen Biggs, Holiday 
magazine art editor, was recent speaker 
... Club will honor a local executive 
for his contributions to furthering good 
design and art in advertising over the 
past year. Club members will vote on 
nominations of persons not members of 
the club. Nature of the award will be 
determined by Man-of-the-Year 
committee. Petitions are sent to Carl 
Soine, Eastern Products Corp. .. . Best 
in Baltimore competition for newspaper 
layouts was won by ad for Community 
Chest-Red Cross-United Appeal. By 
AD Tom Parlette and copywriter Tom 
Mallonee, Emery. Art by Major & Keesey 
Studios. Production, Gene Bomgardner 
... Stan Paulus designed and executed 
new poster for Junior Assn. of Commerce 
... Recent speaker was Don Barron, 

publisher of Art Direction. His 
comments on trends in ad art were 
profusely illustrated with tearsheets of 
ads and cover art... Fred Worthington 
is production manager of club’s news- 
letter ... New members are Edward 
Christle (an old member and former 
treasurer, who rejoined), and Richard 
Gettier . .. Charter member Warren 
Sommerville and old member Albert 
Klevan returned . .. More recent 
members: Joseph Piambino III, AD 
Herman Ehudin agency; freelance 
photographer Marion E. Warren, 
Annapolis; Frank M. Volpitta, AD 
A. L. & G. agency; artist Paul Grano, 
R. W. Lapham Associates; illustrator 
Richard Loomis, Major & Keesey Studios 
Ann H. Miller, asst. AD VanSant, 
Dugdale; Edward F. Hainke, Jr., TV 
AD, Walter Reed Medical Center; 
artist Jane S. Edmonds, James W. Rouse 
& Co.... Trade ad competition for 
Best in Baltimore was won by AD 
Gordon Schwartz and copywriter Ray 
Gaeng, W. B. Doner, for Maryland Cup 
Corp. Photography, Blakeslee-Lane. 
Production, Stanley Czakowski. 

Buffalo: May meeting, to be chaired by 
Marvin Macnow, will feature a panel 
discussion on pricing, salaries, etc. All 
members were sent questionnaires to 
complete, the information to serve as a 
starting point for panelists... Recent 
meeting was held jointly with Niagara 
Frontier Advertising Assn. Guest speaker 
was Jack Crawford, Eastman Kodak, 
on Photographs that have Influenced 
People . . . Club president Bob Witzel 
and vp Chuck Wagner will be represen- 
tatives at NSAD meeting. ... A Graphis 
annual will be awarded to a chairman 
who provided Best Meeting of the Year 
... New members are John Callahan, 
Phototech Studios; Elston Hill, AD John 
E. Hayes Co.; Hubert Kreinheder, AD 
Harry Hoffman Printing ... Frank 
Nehin, AD Wm. J. Keller Printing, was 
chairman of recent meeting addressed 
by Bruce Unwin, AD MJA, Detroit, and 
president of the Detroit ADC. Unwin 
and Nehin were school chums. 

Cleveland: Illustrative photographer 
Saul Leiter was recent guest speaker. He 
showed exhibits of noncommercial 
photography and discussed them... 
March meeting was roundtable discussion 
by local ADs on the problems of high 
price vs. high quality for local art 
buyers... A seminar, to be conducted 
by CCA, is planned for April 13 and 14. 
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(continued from page 187) 

ing equipment have eliminated wobbling 
supers; dissolves are now managed live or 
on the editing bench. This has made it 
possible to tape storyboards created for 
film, with only minor changes. 

It is the airdate which can create the 
need for the special “tape” storyboards. 
Continuous action sequences require 
little bench work and so can move along 
quickly to their destination. If the air- 
date isn’t exceedingly tight, there is no 
reason why one should not take advan- 
tage of the new editing equipment avail- 
able. When we tape a commercial, we 
are in effect viewing and editing the 
commercial as it progresses. This advan- 
tage of course speeds up the complete 
process and allows for the extra experi- 
mental takes. The agency and production 
people have the satisfaction of knowing 
they have explored all problems to their 
fullest and, for the most part, no one 
leaves a taping session wondering if they 
will see on the screen what they saw on 
the set. If there was disagreement on the 
playback, it was changed then and there 
. . . quite different from viewing disap- 
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pointing film rushes and then re-renting 
studio space and reshooting the objec- 
tionable scenes. 

Tips for tape 
1. Make full use of the tv cameras’ 
mobility. Zooms, “Pans’’, dollies and ex- 
treme close-ups are easy, inexpensive, 
and add variety and visual interest. 
2. Keep camera movement in mind 
when organizing storyboard. With two or 
more cameras, and careful planning, 
many awkward and time-consuming cam- 
era moves can be eliminated. 
3. Learn the full capabilities and limi- 
tations of the tv camera. Plan your story- 
board to take full advantage of the 
former and minimize the latter. 
4. Have full knowledge of suppliers’ 
equipment. Be sure that a piece of equip- 
ment is available before including its use 
in your storyboard. 
5. Keep the storyboard simple. 
6. Stock footage, filmed animation seg- 
ments, photographic or artwork stills are 
just as useful with tape as with film. 
Proper planning at the storyboard stage 

makes their use easy. 
7. When tight budgets and tight air 
dates are limitations, plan for direct cam- 
era transitions wherever possible instead 
of physical editing. “Pre-editing” in this 
manner saves time and money, and im- 
proves the finished product. 
8. Remember tape production isn’t lim- 
ited to the studio. Mobile tape units, 
available in many areas, can go any- 
where, and produce a finished commer- 
cial on location. 
9. Include a segment of “voice-over” 
audio in an initial commercial. It will 
allow the introduction of minor copy 
changes later in the life of the commer- 
cial. Changing audio on tape is easy and 
inexpensive. 
10. If you are in doubt about an ap- 
proach, or have a choice of approaches 
or individual effects, write your story- 
board with alternate frames. Then record 
the material both ways and check it on 
the playback. This playback virtue of 
tape allows you to evaluate and decide 
on the spot, at little expense. @ 

Geoffrey Dean Lewis 

32-year-old “Jeff” Lewis entered art in 
1956 after attending medical school. 
Holder of many tv awards, he is also an 
author (now working on a book, Crea- 
tive TV Art Direction), and a teacher 
(at Academy of Art, San Francisco, and 
formerly taught tv art direction, cartoon- 
ing and life drawing at Cartoonists & 
Illustrators School, New York) . Formerly 
a sketch artist at Cunningham & Walsh, 
he has illustrated for children’s and 
adult books and for adventure magazines. 

DETROITPITTSBURGHCINCINNATITORONTOLONDON&???? 
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bookshelf 

The bookshelf makes it easy for readers 

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

to the art professional and advertising manager. 

NEW BOOKS 
226. Posing for the Camera. 

Shepard & Lenore Meyer. Exceliently 
written and illustrated ‘'professional guide"’ 
presents know-how needed by creative 
models and director-photographers to func- 
tion as working team. Pictorial figure sym- 
metry, major and minor posing-figure compo- 
nents and their function in relationship to 
the camera are shown via shadowgrams in 
consistent, progressive patterns, first with 
basic than with advanced techniques. Crea- 
tive process is also discussed. $6.95. 

228. The Styles of Ornament. Alexander 
Speltz. Paperback edition of Dover's 

1959 book, and David O Conor's translation 
of the 2nd German edition. 3765 illustrations 
in 400 {ull page plates (b/w) may be used 
and reproduced without permission or pay- 
ment. Represents the entire range of orna- 
ment from prehistoric times until the middle 
of the 19th century. In chronological se- 
quence. Summations of principal elements of 
each period introduce each illustration sec- 
tion. Indexed. $2.25 

ANNUALS 
225. New York Art Directors’ 39th Annual of 

Advertising and Editorial Art and Design. 
Edited by Howard C. Jensen. Designed by George 
Elliott, senior AD McCann-Erickson, the book's 
400 pp. 8x11%, illustrate the show's 474 pieces 
in b/w but brilliant color is used for slipcase, 
bindings, endpapers. Different second colors are 
used in various sections, colored dividers sepa- 
rate the sections. Editorial features include a 
program summary of the Fifth Visual Communica- 
tions Conference, by Frank Baker, conference 
director. $15. Also available, 38th Annual, $15, 
No. 197; the 37th, $12.50, No. 182; 36th, $12.50, 
No. 165; 35th, $12.50, No. 146. 
214. International Poster Annual. Edited by 

Arthur Niggli. 505 outstanding current post- 
ers, 20 shown in full color, from 25 countries. 
Indexed. American selections number 37, take up 
9 pages. Noted: continuation of international 
style trend observed in the last annual, emergence 
of large and important group of Japanese artists, 
“‘concrete’’ group in Switzerland. $12. 
215. The Penrose Annual, Vol. 54. Edited by 

Allan Delafons. The new edition of the 
British classic international source-book on the 
graphic arts has 120 pages of articles reviewing 
and copious b/w and color plates and inserts 
illustrating trends and developments in esthetics, 
economics, techniques, and industry. $12.50. 
220. The Picture Universe. U.S. Camera 1961. 

Edited by Tom Nialoney. Includes a full 
color 4 ft. pullout view of Switzerland by Emil 
Schulthess, portfolios by Alexander Liberman (from 
his book The Artist in the Studio), Alfred Eisen- 
staedt, Roy Stryker (The Lean Thirties), William 
Klein (Rome), Harper's Bazaar (March 1960), Eve- 
lyn Hofer (The Stones of Florence), Vogue feature 
editor Allene Talmey on Penn, Irving Penn (Mo- 
ments Preserved, from his book of the same title). 
Photography in Space. $10. 
221. Graphis Annual 60/61. Edited by Walter 

Herdeg. 832 illus., 97 of them in color, of 
the work of over 500 artists and designers in 22 
countries. Includes everything from ads to house 
organs, etc., etc. In all, 14 categories. Introduc- 
tion by Leo Lionni. $15. 
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222. Modern Publicity 1960/61. Edited by Wil- 
frid Walter. Examples from 28 countries, 

including some in eastern Europe. Most, from Ger- 
many, Japan, Sweden and the U.S. No separation 
according to origin, so interesting juxtaposition 
of varied concepts and styles in same category. 
More than 400 b/w illustrations, 70 in color. $9.95. 

223. Illustrators ‘60. Edited by Howard Munce. 
Best of current American illustration, in a 

book designed by Lester Beall and published for 
the Society of Illustrators of New York. More than 
350 selections by about 300 artists from around 
the country, for the SI 1960 show. Judges discuss 
their categories. Articles by Harry Carter, George 
Shealy, Arthur William Brown. $12.95. 

PRODUCTION 
204. Advertising Agency & Studio Skills. Tom 

Cardamone. How to prepare art and me- 
chanicals for repro. Detailed, illustrated. $4.75. 

208. The 4 Color Process Guide. Sure to become 
standard reference work for 4 color process 

reproduction. This 11x14 200 page book showing 
full range obtainable in print using the four process 
colors was ADed and designed by Louis Dorfs- 
man, in collaboration with Harry and Marion 
Zelenko. Scientific, accurate, objective and 
orderly system for determining precise color 
wanted. Over 5600 large color patches, each 
almost two square inches. 3 and 2 color sections 
are included. Plastic viewer isolates patches for 
exclusive examination of one color against black, 
white, and process colors. Special introductory 
price, $110 prepaid. 10-day trial, period. 

210. Bychrome 2 Color Charts. 1 and 2 color 
selection, prediction and control, from the 

artist's color choice through lithographic produc- 
tion. 59 sheets on offset paper and 59 sheets on 
enamel paper in a deluxe 3 ring binder. Each 
sheet shows a solid color patch and a solid of 
black or solids of two compatible colors. Also: 
12 screened monotone values of each of the two 
inks; 169 duotone patches showing precise mix- 
tures of the two obtained with standard screen 
tints. 10640 monotones and duotones of color are 
shown in all. 49 round holes are punched in all 
sheets, acting as windows through which color 
and tone may be compared to art or lithographic 
press sheets. $22.50. Domestic orders only. 

216. The Grand Three-Color Blending Book. 
Hans Gaensslen. Unique guide. 50 12x12 

pp. letterpress and 50 pp. offset, in 1 edition, 
Prrerr errr rrr tts 

ART DIRECTION 
19 W. 44th Street, New York 36, N. Y. 

146 165 182 197 204 
218 219 220 221 222 

Name 

show 2-color combinations with black, and 3 co!- 
ors in various combinations—more than 10,050 
shades of color. With each 3-color table are 4 
design examples comparing effects a design h.s 
in different color combinations and repro me: »- 
ods. Examples also show effects of overpri: :- 
ing and screening. Book includes information 
printing inks, production of posters in tempe: ; 
choosing most suitable paper and screen, etc. $ 5, 

218. Color Swatch Book. Contains 500 pages >» 
printing ink colors, with over 24,000 ¢ 

forated color swatches for easy removal. C 
section is printed on coated, another on uncoat 
to facilitate exact matching. Designed for art 
designers, buyers and sellers of printing. N 
you can avoid using silk screen, pastel, watercc 
samples which printers and lithographers h 
difficulty in matching. Individual color secti 
can be reordered and inserted in this speci: 
bound book. $47.50 prepaid, 10 day money b 
guarantee. 

219. Lee Streamlined Copy-Fitting Handbo 
Arthur B. Lee. Comes with the Lee Stre 

lined Copy-Fitting Gauge, made of Vinylite, wi 
fits into a pocket inside 2nd cover. The book 
32 pp. of Linotype and Intertype faces with c 
plete alphabets of all available sizes up to 18 
The gauge scale to be used for linear charac 
count is indicated next to each alphabet showi 
Many other aids included. Printed in 2 cok 
6x9 pp. $4.95. 

GENERAL 
212. Commercial Art as a Business. Fred 

Rodewald and Edward M. Gottschall. 
vised and enlarged edition of the book by 
late Rodewald, himself a commercial artist, ori i- 
nally pubished in 1954. Brought up to date- 
cuding statistics not available before—by 
Direction editor Gottschall. Contains latest inf 
mation on markets, prices, practices, media nee 
contracts. $4.95. 

224. Who’s Who in Commercial Art and Pho- 
tography. Director’s Art Institute. Colle-- 

tion of lists of artists, photographers, agents, 
studios, representatives, art buyers. The last cate- 
gory is broken down into ad agency, book pub- 
lisher, magazine, business. Name, address, phone, 
and specialty category listed for producers, 
buyers. $15. 

227. The Madison Avenue Handbook 1961. 
Paperback annual diary/directory lists cor- 

porate names, addresses, phone numbers and 
art-staff key buying factors among New York com- 
mercial art practitioners and consumers. Addi- 
tional listings for Chicago, Detroit, Los Angeles, 
Miami and San Francisco. In all, 24 categories 
are covered—from ad agencies and art supply 
houses, photographers and publications to TV-film 
producers, TV studios and stage-TV union affiliates. 
Each diary spread has room for write-ins and 
features a column of 22 expense items. $4. 

Amt. Encl. $ 

Please send me, postpaid, the books corresponding to numbers circled below. 
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Langen & Wind Color Labs, Inc. 
Lee, Arthur B. .................. 
Lens Craft Studios 
Lewis Artists Materials 
Lucygraf Manufacturing Co. ... 
Madison Avenue Handbook 
Maker Products, Inc. . 
Mandel. Estelle 
Marks Color Labs, Ralph 
Marquardt Paper . 
Mask-O-Neg 
McCall Photoengraving .. 
Mechanicals Plus 
Miller Associates, Fritzie 
Miller Advertising Prod., Wm. 
Monogram Art Studios, Inc. .... 
Monsen Typographeres ................. 
Morilla Co., The 
National Card, Mat & Board Co. 
National Studios 
Near North Guild ... 

New York & Pennsylvania Co. 
New York State Employment Service ta 
Newton Falls Paper Co. . 
North Studios, Charles . 
MP BI iicvisactesinemsecetssaiuens 
Paine, Wingate ............... 
Para-T'one, Ine. ........ 
Parshall Studios, Carry A. 
Photo Lettering, Inc. .. 
Photo Researchers 
Plaza Art Materials ...... 

Price Personnel Agency, Henry 
Regina Photoprint Studios 
Rhina Studios 
Richman Studios, Inc., Mel 
Rising Paper ~ 
Rossin Associates, Lester ; 
Royal \ 3 quand Tore 
Russo, F. A. a 

Samerjan, Peter James 
Sanford Associates, H. C. .... 
Sarra, Inc. .... 
School of Visual Arts 
Schroeder Paper Co., Arthur 
Service Typographers, Inc. 
Shaw Associates, Rik 
Shigeta-Wright Associates, Ine. 
Shiva Artists Colors 
Silver Studios ....... 
Simonsen Art Agency, Erik 
Statmaster Corp. ....... 
Stearns Associates, Inc., Philip 
Stoessel Studio . a ; : 
Strathmore Paper Co. : 
Sudler, Hennessey & Lubalin. : 
Talens & Son, Inc ; 
Tech Photo Labs ........ 
Tudor Publishing Co. 
Unigraf . ’ 
United Artist Materials 
Urban Art Service .. is 
Visual Ad ............... 
Volk Jr. Art Studio. Harry 
Walker Engraving ....... ‘ 
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FREE-LANCERS 

Syndicated art service is 

open to buy illustrations 

in continuous tone or 

b&w, semi-humor, design 

and stylized pieces on 

assignment from estab- 

lished professionals. No 

crash deadlines. Work 

through the mails. Imme- 

diate payments. Send 

representative samples 

which will be returned 

promptly. 

HARRY VOLK JR. ART STUDIO 

PLEASANTVILLE, NEW JERSEY 

NEW! Bigger! Better! 

copyfitte me. 

> 106 PAGES! 
> 1730 Type Faces 4 to 24 pt. 

Lowercase, Caps and Small Caps 
> 280 Complete Alphabet Showings! 

Fast, accurate, DIRECT 
VISUAL CONTROL $gso 

treamlined Copy-Fitting makes it casy to fit 
expert. Thousands of users — en- 

by graphic arts leaders. Plastic bound, 
with all scales needed for copy-fitting in the 
gon die-cut Vinylite type-casting gauge. 
our best buy for $8.50! Money-back guarantee. 
= now — at art supply stores or direct: 
ARTHUR B. LEE, 22 - Re New York 36 



DRY TRANSFER LETTERING 

& 

wilénl letlering 

instant Lettering brings you the finest, 
most meticulous lettering in the world 
instantly—by instantaneous dry transfer 
from type sheet to any smooth surface. 
Just press and it’s there. 
No trace of adhesive to sully artwork. 
Needs no equipment. Perfect on wood, 
paper, card, glass, metal, film .. . in 
fact any smooth surface. The right 
answer to the need for highest quality 
lettering for display panels, roughs, signs, 
labels, graphs, charts, TV cells. 

10" x 15" SHEET ONLY $1.50 
= 

How It works: 
rub on letter with pencil . . . lift away sheet 

Send for sample and complete type chart 

ARTHUR BROWN & BRO., Inc. 
2 W. 46th St., New York 36, N. Y 

we can be 

BOLD 

we can be 

MODERN 

we can even be 

CONDENSED 

but you'll find our quick and 

thoughtful service definitely 

FUTURA 

Try KENT for your next job 

KENT 
TYPOGRAPHIC SERVICE, INC. 
250 WEST 49th STREET, NEW YORK CITY 

Circle 5-2445 

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 JU 6-1090 

COPYWRITING—FREE LANCE 
the copy shop 
Copy Studio—Top Writers—Per-Job Fees 
270 Madison Ave., NYC 16 MU 3-1455 

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 

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 Cl 7-7377 

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

Kurshan & Lang Color Service, Inc. 
Reproduction quality dye transfers. 
Ektacolor prints & duplicate transparencies. 
Quantity color prints & slides. 
Professional color film processing same day & 
overnight service. Reputation based upon finest 
custom quality color for past 10 years. 
10 East 46th Street, N. Y. 17, N. Y. MU 7-2595 

Norman Kurshan Inc. Color Service 
Quality dye transfers, C-prints & stats. 
Duplicate transparencies, art copies, slides. 
24 hour custom color processing. 
Call Norman Kurshan directly at 
8 West 56th St., N. Y. 19, N. Y. JU 6-0035 

Jack Ward Color Service, Inc. 
Type ‘'C"’ prints—duplicates—dye transfer prints 
Color processing— 
262 East 44th Street MuUrray Hill 7-1396 

RETOUCHING 
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 Cl 7-7377 

Davis * Ganes 
Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome *‘C"’ Prints. 
509 Sth Ave., N. Y. 17 MuUrray Hill 7-6537 

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

Frank Van Steen 
Color Retouching. 
370 Lexington Ave., N. Y. C. LE 2-65 5 

Donald D. Van Vort 
Creative retouching. Flexichromes, dye trans. 
"C"’ Prints, Ektachrome & b/w retouching. 
41 East 42 St., NYC YU 6-07 5 

SALES PRESENTATIONS 
Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7-7: 7 

Presentation Department 
® Visual Aids * Promotional Material © Silk Sere 4 
4 W. 40th St., N.Y. C LOngacre 4-4 0 

Rapid Art Service, Inc. 
Creative Art Studio « Silk Screen © Typesettin: & 
Letterpress ¢ Bookbinding ¢ Charts and Map e« 
Exhibits & Displays ¢ All under one roof, with 30 
craftsmen and 15,000 sq. ft. of space to give : w 
the fastest service in New York. 
304 E. 45th St., NYC 17 MUrray Hill 3-8 '5 

Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C. MU 6-0 56 

SILK SCREEN PROCESS 
Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y. 3 OR 5-780 

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 MUrray 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 
Annandale, N. J., 201 State 2-3666. 

P.1.P. Photos 
10 Million Photo Library Rep for top photog- 
raphers all over world. Send for free brochure. 
507 Fifth Ave., NYC 17 OX 7-6191 

Underwood & Underwood Illustration Studios, Inc. 
Reserve illustrations for advertising . . . Editorial 
& promotional use. Not connected or associated 
with any other company using the Underwood & 
Underwood name. 

319 East 44th St., N. Y. 17... MU 4-5400 
646 North Mich. Ave., Chicago 11, Ill. DE 7-171! 

Underwood & Underwood News Photos, Inc. 
All subjects: Historical, Industrial, Scenics, 
Agricultural, Geographical, Personalities, etc. 
Also Transparencies. Ask for Free Listing. 
3 W. 46th St., N. Y¥. C. 36 JU 6-5710 
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TELEVISION SERVICES 
jstan Studio 
ides, Telops, Flips, in b/w and color 
W. 45th St., NYC 36 Cl 5-6781 

| ational Studios 
>t Press, Slides, Telops, Filmstrips, Flips, etc. 

< W. 48 St., N. Y. 36, N. Y. JU 2-1926 

TYPOGRAPHY 
1 e Composing Room, Inc. 
 ivertising Typographers 

0 W. 46 St., N. Y JUdson 2-0100 

ocraft Typographers 
© 3 West 52nd Street 

aw York 1, N. Y. 

O. Bullard, Inc. 
otype, Monotype, Ludlow, Foundry 
0 Varick Street, NYC 13 AL 5-1770 

Ward Color Service, Jack 
Weber Co., F. .... 
Weber Studio, Martin J. 
Weco Studios ......... a 
Whitaker-Guernsey Studios 
Whiting Plover Paper Co. 
Wing Studio, Inc., Paul 
Winsor & Newton 
X-Acto, Inc. . 

Only Faircare assures the 
| superior performance you want 
| from a straight edge rule 

| * QUALITY 
= ACCURACY 
= LEGIBILITY 
= STRONG * 
* LIGHT 

* HARD ALUMINUM 

wcompise seca: ™ Farrgate RULE CO., 
COLD SPRINGis.N. Y. 

tions sent on 

We make them all 

> — including Vugraphs. 

a For full story—Send for free glossary 

RIK SHAW ASSOCIATES, LTD. 
181 PHOTOGRAPHIC PRODUCTION SERVICES 
250 WEST 57th STREET, NEW YORK 19, N. Y. 

PLAZA 7-3988 

MECHANICALS 
PL 2-2480 FAST 

DEPENDABLE 
EFFICIENT 

REASONABLE 
MECHANICALS 

HIECHANICALS PLUS 

(continued from page 180) 

7-2.95; 714-2.78; 8-2.65; 814-2.57; 
9-2.44; 10-2.35; 12-2.14 

lonic No. 56 (M) 5-3.66; 514-3.4; 6-3.29; 
7-3.08; 8-2.79 

lonic Cond. (Li) 18-2:35; 24-1.87; 30-1.52 
Italian O. S. No. 243 (M) 8-3.19; 10-2.73; 

12-2.38; 14-2.11; 18-1.66; 24-1.27 
Italian O. S. It. No. 243 (M) 8-3.32; 

10-2.84; 12-2.49; 14-2.19; 18-1.74; 
24-1.32 

Janson w It. & S. C. (Li) 8-3.03; 9-2.75; 
10-2.57; 11-2.44; 12-2.33; 14-2.11 

Janson No. 401 (M) 8-3.29; 9-3.1; 
10-2.79; 11-2.55; 12-2.33; 14-2.09; 
18-1.65 

Janson It. No. 401 (M) 8-3.46; 9-3.27; 
10-2.94; 11-2.68; 12-2.45; 14-2.09; 
18-1.65 

Jenson & It. (Li) 8-3.05; 10-2.68; 12-2.25; 
14-1.92 

Jenson Cond. (Li) 18-1.78 
Jenson O. S. No. 58 (M) 6-3.86; 8-3.17; 

10-2.7; 12-2.25 
John Hancock No. 142 (M) 514-3.29; 

6-3.07; 8-2.58; 10-2.17; 12-1.97 
Kabel Bold (A/C) 6-4.; 8-3.19; 10-2.8; 

12-2.56; 14-2.25; 18-2.04; 24-1.54 
Kabel Bold It. (A/C) 6-3.83; 8-3.19; 

10-2.8; 12-2.35; 14-2.14; 18-1.92; 
24-1.45 

Kabel Ex Bold (A/C) 6-3.43; 8-2.68; 
10-2.04; 12-1.78; 14-1.54; 18-1.45 

Kabel Light (A/C) 6-4.19; 8-3.43; 10-2.94; 
12-2.56; 14-2.25; 18-2.04; 24-1.54 

Kabel Light It. (A/C) 6-4.35; 8-3.68; 
10-3.05; 12-2.68; 14-2.35; 18-2.14; 
24-1.65 

Karnak Blacx (Lud) 10-1.99; 12-1.8; 
14-1.5; 18-1.15; 24-.94 

Karnak Black It. (Lud) 14-1.43; 18-1.05; 
24-.87 

Karnak Black Cond. (Lud) 14-2.27; 
18-1.76; 24-1.35 

Karnak Black Cond. It. (Lud) 14-2.11; 
18-1.64; 24-1.27 

Karnak Intermediate (Lud) 6-3.89; 8-3.04; 
10-2.37; 12-2.08; 14-1.73; 18-1.33; 
24-.98 

Karnak Light (Lud) 6-4.02; 8-3.23; 
10-2.51; 12-2.12; 14-1.8; 18-1.41; 
24-1.04 

Karnak Medium (Lud) 6-3.72; 8-3.09; 
10-2.39; 12-2.; 14-1.67; 18-1.29; 
24-.98 

Karnak Obelisk (Lud) 14-3.36; 18-2.64; 
24-1.99 

Kaufman Bold (Allow for Swashes) (ATF) 
10-2.85; 12-2.58; 14-2.32; 18-1.77; 
24-1.37 

Kaufman Script (Allow for Swashes) (ATF) 
10-3.10; 12-2.84; 14-2.54; 18-1.94; 
24-1.5 

Kennerley Bold No. 269 (M) 6-3.43; 
8-2.74; 10-2.39; 12-2.; 14-1.77; 
18-1.61; 18#2-1.33; 24-1.07 

(continued next month) 
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PRESTYPE, INC, 

136 W. 21st ST., N.Y. 11, N.Y 
DEALER INQUIRIES INVITED 
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@ monthly feature 

The idea of holding an annual pow-wow 
on what’s best in commercial art occurred 
to a few people almost four decades ago. 
Since that time, we have had exhibits, 
and each year the shows are bigger and 
better. 

Today, these shows attract thousands of 
entries (the largest one, The New York 
Art Directors’ show, received over fifteen 
thousand pieces). As the scope of a show 
increases, so does its importance. 
To many art directors, the thought of 

“getting into the book” (only about three 
per cent of all entries make the grade) is 
challenging. Winning an award is about 
as important to an art director as getting 
an Oscar is to a Hollywood performer. To 
be selected a winner is not only an honor, 
but a financial boost. 
No wonder—whatever the outcome— 

every year the Art Directors Club shows 
produce not only bolstered egos, but fal- 
len prides. Never has there been a judg- 
ing that has made everyone happy. 

The complaints from losers range in 
their color and intensity, but basically 
they are: 
1. The winners were chosen by eccentric 

designers who have their heads in the 
clouds and know nothing whatsoever 
of the requirements of modern adver- 
tising. 

2. The winners were chosen by eccentric 

/ DIRECTLONS 

} ~ ‘ec P 

why have art directors shows at all? 

advertising men who have their feet 
firmly on the ground but are uncon- 
cerned with the rules of dramatic de- 
sign. 

To quiet the moaning voices is as hope- 
less as trying to establish lasting silence at 
a kid’s birthday party. You can’t win. The 
line before the complaint department 
will consist either of avant garde “de- 
signers” or sales-minded “sound advertis- 
ing men.” To mix the judges so that each 
camp gets equal representation is a pos- 
sibility (attempted just about every year) 
but not a real solution: the number of 
complainers may decrease, but their 
voices are as loud as ever. 

No art directors’ show will ever satisfy 
everyone. It would probably be best to 
listen to the outcries, consider them care- 
fully, avoid repeating obvious mistakes, 
but try not to make a major issue of the 
whole thing. The source of irritation is 
probably simpler than it seems: some- 
one’s work was rejected (and a lot of 
excellent material meets this fate by 
necessity), and he who authored it did not 
like the elimination a bit. (Who can 
blame him?) 
We must consider this: the art direc- 

tors’ shows have an important purpose, 
perhaps even more important than ap- 
pears on the surface. They not only build 
up the individuals, but also the profession 
of art direction. 

It is better to have a few hurt feelings 
than not have any show at all. The shows 
give art directors an excellent—and some- 
times their only—opportunity to display 
their wares before customers and clients. 
A good show, the collection of the best in 
graphics, can be as inspiring to business- 
men as to art directors. It makes clients 
more receptive to top grade work, to the 
subtleties that make one picture so much 
more effective than the next one. 
The difference between “sound, hard- 

hitting advertising” and the “avant 
garde” masterpiece is probably not as 
sharp as some people may think. Original 
visual concepts go a long way to attract 
customers. The average Starch “noting” 
among the advertisements in the Art 
Directors Annual is about forty per cent 
higher than the norm. A substantial in- 
crease in readership is noted as well. 

There is little reason to assume that an 
advertising-minded judge would be obliv- 
ious to fresh, exciting graphics. Neither 
is it likely that successful designers can 
continue to make a living while ignoring 
the essentials of communication in their 
work. 

More often than not, good design rep- 
resents sound business thinking. And 
most of the effective ads employ goo:l 
design. As a result the art directors’ show s 
—year after year—are packed with bot: 
these aspects of advertising. 



PERSONALITY in print is the best way to 

describe Dick Stone’s unique ability to in- 

tensify an emotion and bring it to the reader 

with visual impact. This personality can 

mean the difference between a show stopper 

and a just so-so ad. If you'd like to see how 

Dick Stone’s work could be applied to your 

problem, call Bill Neeley at Neeley Associates, 

Inc., 45 W. 45th St., N.Y. C., CIrcle 6-3660. 

JIM AVATI / ISA BARNETT / BUD BLAKE / MAC CONNER / BOB CHILDRESS / KEN DAVIES / MAE GERHARD 
FRANK GOLDEN BILL GRAVELINE DICK GREEN / GORDON JOHNSON / _ JESSIE JOY 
JO KOTULA PAUL LEHR / STANLEY MELTZOFF / DON NEISER / STEPHEN PERRY / BILL SHEEDER 
GEORGE SOLONEVICH / NICK SOLOVIOFF / DICKSTONE / JOHNTEPPICH / VERN TOSSEY 




