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INTRODUGTION

WALTER B. GEOGHEGAN, President, Art Directors Club

To you— gentle reader and interested looker-on.

‘This is the eighteenth year that the Art Directors Club has published 1ts

Annual of Advertising Art.

T'his volume, and its seventeen predecessors, form a running record of
Advertising Art in this country—art that has achieved capital letters
through the sponsorship of the Art Directors Club which was founded

to encourage the use of good art in advertising.

Each year has made its contribution to this program and this purpose.
T'his cighteenth volume adds its share; and here it 1s for your pleasure
and profit in reading it. looking at it, and in referring to it. It should—
in the light of progress—be better than previous annuals. It should fall
short of those to come. For art 1s life and life is ever moving. ever chang-

ing—and for the better, we hope.
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CONTENTS

For the second time—in this series of Annuals of Advertising Art—words are admitted to partner-

ship with pictures. They give pattern and pause to the book and explain some ol the problems the

art director is called upon to solve in advertising and selling the products and services of his clients.
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GOLOR TLLUSTRATION

to Thomas Benrimo

Advertisement designed by Art Director
Francis E. Brennan for Fortune.
page 56

BLACK AND WHITE [LLUSTRATION

to R. Millaumez

Advertisement  designed by Art Director
Myron Kenzer for Bonwit Teller.
page 103

to Louise Dahl-Wolfe
Advertiscment  designed by Art Director
Lester Jay Loh for American Viscose Corpo-
ration through J. M. Mathes, Incorporated.
page 55

BLACK AND WHITE PHOTOGRAPHS

to Marvin Becker

Advertisement designed by Art Dircctor
Franklin D). Baker for Caterpillar Tractor
Co. through N. W. Ayer & Son, Inc.

page 81

CONTINUITIES AND COMIC STRIPS

to James Thurber

Advertisement  designed by Art Director
L.con Karp for Ladies’ Home Journal
through N. W. Aver & Son, Inc.

THE BARRON G. COLLIER MEDATIL

CAR CARDS

to Joseph Binder

Advertisement designed by Art Director
Burton E. Goodloe for Peter Ballantine &

Sons through J. Walter Thompson Co.
page 146

page 103

THE KERWIN H. FULTON MEDAL

TWENTY-FOUR  SHEET POSTERS
to Albert Staehle

Advertisement designed by Art Directors
Stanford Briggs and Howard Scott for Stand-
ard Oil Co. of N. J. through McCann-
Erickson, Inc.
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AWARDS FOR DISTINGTIVE MERIT

COLOR ILLUSTRATIONS

to Alexey Brodouvitch
Advertisement designed by Art Director ALEXEY BRODOVITCH for Harper’s Bazaar

to Buk Ulreich

Advertisement designed by Art Director CHARLES T. COINER for Cannon Mills, Inc.

through N. W. Ayer & Son. Inc. .
BLACK AND WHITE ILLUSTRATIONS

to Peter Helck
Advertisement designed by Art Director HANS SAUER for T'ide Water Associated Oil Co.
through Lennen & Mitchell, Inc.

to Miguel Covarrubias
Advertisement designed by Art Director FRANKLIN D. BAKER for Hawaiian Pineapple Co., Ltd.

through N. W. Aver & Sow. Inc. .
COLOR PHOTOGRAPHS

to Whiting-Fellows
Advertisement designed by Art Director LOUIS-MARIE EUDE for Town & Country
through Hearst Magazine, Inc. .

to Herbert Matter
Advertisement designed by Art Director PAUL DARROW for Cannon Mills, Inc.

through N. W. Ayer & Son, Inc. .
BLACK AND WHITE PHOTOGRAPHS

to Iictor Keppler
Advertisement designed by Art Director HAROLD C. McNULTY for Corning Glass Works
through Batten, Barton, Durstine & Obsorn, Inc.

to F. S. Lincoln
Advertisement designed by Art Director ELMER LASHER for Popular Publications, Inc.

through T. J. Maloney, Inc.
CONTINUITIES AND COMIC STRIPS

to Edwin A. Georgi
Advertisement designed by Art Director LEON KARP for Yardley & Co., Ltd.
through N. W. Ayer & Son, Inc. .

to Herbert S. Lenz
Advertisement designed by Art Director HERBERT $. LENZ for R. H. Macy & Co.

LETTERING AND TS ACCOMPANYING DESIGN

to Raymond DaBoll

Advertisement designed by Art Director BERT RAY for Abbott Laboratories
through Runkle, Thompson, Kovats, Inc.

to Howard Hardy

Advertisement designed by HOwARD HARDY for York Ice Machinery Corp.
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DESIGN OF COMPLETE ADVERTISEMENT

MASS MAGAZINES

to A. C. Limbrock

Advertisement illustrated by PETER HAWLEY for H. J. Heinz Company

through Maxon, Incorporated .
CLASS MAGAZINES

to Stanley Dusek
Advertisement illustrated by KENT STUDIOS for National Distillers Products Corporation

TRADE PUBLICATIONS

to Lester Beall
Advertisement illustrated by BLACK STAR and CHARLES PETERS for George Bijur, Inc.

through George Bijur, Inc. .
NEWSPAPERS

to Lester Beall
Advertisement illustrated by PETER NYHOLM and R. CLEMMER for Time, Inc.
through George Bijur, Inc. .

BOOKLETS, DIRECT MAIL AND OTHER CORRELATIVE MATERIAL

to Robert A. Schmid and John Averill

Booklet illustrated by JoHN AVERILL for Mutual Broadcasting System, Inc.

to M. Martin Johnson
Booklet illustrated by M. MARTIN JOHNSON for Chicago Art Directors Club.

to Ted Sandler

Booklet illustrated by HARRY BROWN for Columbia Broadcasting System. .

DISPLAY POSTERS

to Alexey Brodovitch
Advertisement illustrated by ALEXEY BRODOVITCH for Harper’s Bazaar .

MAGAZINE COVERS

to M. F. Agha and Horst

Advertisement illustrated by HORST for Vogue through Conde Nast Publications. .

PACKAGES AND PRODUCTS

to Sherman H. Raveson
Package designed by SHERMAN H. RAVESON for Propper McCallum, Inc.

through Lawrence Fertig & Co., Inc.

through Hartman & Pettingell, Inc.
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page 123

page 124
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page 157
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WHAT 15 AN ART DIREGTOR?

By WILLIAM H.SCHNEIDER, At Director, Donahue and Coe, Advertising Agency

Is the art director an artist who does not draw very well, or an executive who does? He occupies
a key position in creative advertising and yet the precise nature of his job has rarely been defined. This
is probably because of the broad scope of his work and the varying importance attributed to him in
different advertising agencies. In some he is considered a facile right hand with a knack for doing
rapid chalk talks on a layout pad, in others he has risen to the inner councils of advertising planning
and policy. Some art directors are not held to the boundaries of advertising art alone, but apply their
talents to problems ranging from merchandising ideas to staging sales conventions.

Whether you think of him as pencil pusher or executive, the fact remains that with the growth
of the scientific approach to advertising, layout is no longer an exercise in abstract composition, and the
buying of art no simple question of pretty pictures. This Art Directors Annual is testimony to that fact,
and it is here that we should re-examine the various facets of the craft and the background the art
director brings to it.

HE IS ARCHITECT OF THE AD
Planning the physical appearance of an advertisement involves the use of structural principles
similar to those used in planning a modern house. The materials and stresses are different, to be sure,

but consideration of purpose, salient features, design and materials are definite and important prob-
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lems. The effectiveness of the advertisement is in proportion to the imagination and skill that go into
its make-up. Fach advertisement demands its proper arrangement of elements, its emphasis on certain
factors and subordination of others to attain its maximum efficiency. This planning requires a definite
understanding of advertising and psychology, as well as technical facility in composition.

The final layout is a blueprint of the projected advertisement. From this blueprint the adver-
tiser is sold and the buying of finished materials, art, type, and lettering is accomplished. Since pur-
chasing this material often involves considerable expenditure, expert judgment must be used in the

selection of the proper artists and mediums of expression.

HE PICKS PICTURES FOR LLOW BROWS AND HIGH HATS

The art director must know how to sell merchandise with pictures. To do this he must know what
kind of pictures stop people. He must analyze public taste, the kind of art people like as reflected in
popular prints, their feeling for furniture and decoration, popular preferences in color and design,
and what is fashionable in clothes and accessories. The art values of the laborer, the office worker
and the sophisticate have to be analyzed for their points of coincidence and points of difference.

What people look at, and look like, is the art director’s province. He must know the capabili-
ties and capacities of artists, photographers, and designers to anticipate and satisfy these values. Selling
with pictures is deciding whether Dali, Hesse, or Soglow will sell more of a certain product to its

proper market.

HE ADDS UMPH TO THE WORDS

A message is effective in proportion to the kind of reading it commands. In this, close collaboration
of copywriter and art director is essential to a flashing finished product. Many writers have the ability
to think in visual concepts and contribute pictorial as well as verbal ideas. Likewise basic ideas for
campaigns have often emanated from art directors; and it is usually up to them to discover the pic-
ture plus in a piece of copy. It is the art director who through a skillful handling of lettering gives the
headline a maximum of emphasis and meaning. His treatment of type extends an invitation to read
the message.

The endpoint of creative effort is at its finest when there exists a mutual balance of critical and
intellectual effort between writer and artist. Many highly successful and lasting teams, such as Stirling
Getchell and Jack Tarleton, William Fsty and James Yates, O. B. Winters and Paul Newman, have

operated on this basis. Advertising pays off on a unity ofcopy and art effort.
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A DIPLLOMAT WITH A PAWNBROKER’S EYE
As liaison officer between the artist and the account executive and his client, the art director must
have both tact and patience. Standing between the fire of the man who puts it on paper and the man
who knows what he likes is a tough assignment.

I believe the exhibits in this book are a tribute to keen understanding between the artist and
art director. This factor is well known to artists who find themselves stimulated by certain art direc-
tors, hampered and hamstrung by others. The artist must have confidence in the ability and author-
ity the art director exercises in interpreting art (selling it may be a better term) to the brass hats up-
stairs. He must have confidence in the logic of the corrections and revisions.

How much is a piece of art worth? Since the first cave man scrawled a reindeer on a cave wall
this question has been an irritant. Appraising the value of a drawing in relation to its sales and media
importance calls for a pawnbroker’s eye. Today this is a field of well established but actually untabu-
lated values. The only guides are past experience, acquaintance with artists and their prices, knowl-
edge of the account, and a sense of what is fair to both artist and client. The relationship among

artist, agency and client is balanced on accurate judgment in this field.

THE ART DIRECTOR MUST STUDY REPRODUCTION
Unfortunately the public rarely sees the original advertising art. What it does see is one of a million
reproductions. To make this reproduction as nearly as possible a faithful facsimile of the original
conception is a matter of scientific mechanics. It demands from the art director a thorough knowledge
of paper and ink, of plates and printing. His art, typography and lettering must be planned with the
mechanical limitations of publications in mind. Sound layout and direction save time, effort and
money in the preparation of the physical ingredients of the advertisement.

By working closely with the mechanical department of his agency, by unifying their experience
with his own concept of the finished advertisement, he can make the fullest use of the resources of
typographers and engravers.

In this article I have endeavored to define the art director’s job. The visual vigor of American

advertising is positive evidence of how well he is doing it.
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Irtist: Perer Hawley trt Director : A, G Limbrock Teeney: Maxon. Incorporated  Client H. . Heins Company

AWARD FOR DISTINCTIVE MERIT 17
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Artist: Peter C. Helck {rt Director: Hans Sauer {geney: Lennen & Mitchelll Inc. Client: 'T'ide Water Associated Oil Co.

AWARD FOR DISTINCTIVE MERIT
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Artist: Miguel Covarvubias Azt Director: Franklin D. Baker  dgency: N. W. Ayer & Son. Inc.  Client: Hawaiian Pineapple Co.. Lid.

AWARD FOR DISTINGTIVE MERIT
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Artist: Norman Rockwell
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irt Director: Alfved C. Strasser  fgeney: Batten. Barton. Durstine & Osborn, Inc. Client: Curtis Publishing Co.




Artist: David Hendrickson

rt Director: Frederick Halpert
Agency: Young & Rubicam, Inc.
Client: The Centaur Company
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Artist: Albert Dorne Art Divector: Robert E. Wilson Agenzy: Young & Rubicam, Inc. Client: The Travelers Insurance Co.
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Artist: James W Willineson vt Divector: John J. Vischer Ageney: NC W, Aver & Son. Ine. Client: Ldw. G, Budd Manufacturing Co.

Artist: Flovd Davis Irtist: Jon Whitcomb

drt Divector: Hubert F. Townsend 1rt Divector: |. Buiton Stevens
Ageney: Sherman K. Fis X Co.. Inc. taeney: Pedbin X Ryvan, e,
Client: Mivaan Walker & Sons. Ine, Client: Bristol Myers Compam



Artist: Underwood & Underwood
Art Director: Hubert F. Townsend
Ageney: Sherman K. Ellis & Co., Inc.
Client: Hiram Walker & Sons, Inc.

drtist: Leo Aurons {rt Director:

[}
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Jack Anthony

fgeney: Young & Rubicam, Inc.

Client: Cluett, Peabody & Co,, Inc.
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Artist: Johan Bull Irtist: James H. Gilchrist
Art Director: tlarvy Pavne {rt Divector: N, C. Limbrock
Ageney: Batton, Barion, Durstine & Oshorn. Inc. Igenay: Maxon. Incorporared
Client: Brown & Willizimson ‘Tobuacco Corp. Client: H. J. Heinz Company

Irtist: Leo Ninons 1t Dirvector: Jack Anthony [geney: Young & Rubicam. I Client: Cluett. Peabody X Co.. Inc.



Artist: John Atherton

Art Divector: Robert E. Wilson
Agency: Young & Rubicam, Inc.
Client: The Fravelers Insurance Co.

Artist: Victor Keppler

Art Divector: Harry Pavne

Agency: Batton, Barton. Durstine & Osborn, Inc
Client: Hamilton Watch Company
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Coprright hy Collier’s Weekly: Copyaght bv (harles Dana Gibson

ALL BROKEN UP

ANOTHER COLLISION WITH SERIOUS RESULTS

Artist: Charles Dana Gibson

Irt Director: Robert E. Wilson
dgency: Young & Rubicam. Inc.
Client: 'The “Travelers Insurance Co.

Artist: Victor Keppler

Art Divector: Harry Pavne

Agency: Batton, Barton. Durstine & Osborn, Inc.
Client: .. R, Squibb % Sons




Artist: Horst Artist: Johm Paul Pemnebaker

Art Director: Arthur 'I'. Blomquist Art Divector: Wilbur Smart
Agency: J. Walter Thompson Co. Agency: 'The Buchen Company
Client: Pond’s Extract Compam Client: Northwestern Muwal Life Insuraunce Co.

Artist: Albert Dorne 17t Divectors: Harry Payne, Harold C. MeNulty
dgeney: Batten, Barton, Durstine & Oshoru. Inc. Client: Hamilton Witch Company



drtist: Bert Lawson
Art Divector: Ted Sandler
Client: Columbia Broadcaasting System

artist: Finley- Jones
Art Divector: Fred S. Seragenian

dgeney: Young & Rubicam, Inc.
Client: Parke. Davis & Compiny




Artist: John Falter

drt Director: Fred 8. Sergenian

Ageney: Young & Rubicam. Inc. Client: Gull OQil Corporation

Artist: Robert Faweett
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Art Divector: TEarvold C. MeNulty

fgeney: Batten. Barton. Durstine & Osborn. Inc.

Client: Servel. Inc.



Artists: George Hughes. Stevan Dohanos
Art Director: Fred S. Sergenian

Agency: Young & Rubicam, Inc.

Client: 'Thomas J. Lipton. Inc.

Artist: Fred Ludekens Artist: Perry Peterson

Art Director: Fred Ludcekens Art Director: Deane 11 Uptegrove

Agency: Lord & Thomas Agencv: Allev & Richards Compuany

Client: Californians.Inc. Client: W. \. Tavlor & Co.. for Martini & Rossi
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Artist: Leo Aarons

Art Director: Fred S. Sergenian
Agency: Young & Rubicam, Inc.
Client: Life Savers, Inc.
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Artist: Albert Doine

Art Director: Tred 8. Sergenian
Ageney: Young & Rubicam, Inc.
Client: Gulf Oil Corporation
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world‘'s finest motor oil
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Artist: Nickolas Muray

vt Divector: Carl Lins

Agency: Young & Rubicam. Inc.
Client: Pevsonal Products Corporation
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Artist: Nickolas Muray

Art Dirvector: Walter P. Glenn
Ageney: Young & Rubicam. Inc.
Client: Singer Sewing Machine Co.
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Client: Easuman Kodak Company

triist: Cv Klauck
trt Director: Paul I, Bevdanier, Ji.
{genev: | Walter Thompson Co.

Client: ). B. Williams Company



Artist: Perer C. Helek irt Divecton: Fred S. Sergenian Ageney: Young & Rubicam. Tnc. Client: Gult Oil Corporation

crtist: Paul Tlesse

Art Divector: Gordon C. Avinar
{geney: Compton Advertising. Inc.
Client: Procter X Gamble Company




Artists: Joseph Gering, Black Star

Art Director: 1.cster Beall

Agency: George Bijur, Inc.

Client: Time, Inc.

S. Sergenian

& Rubicam, Inc.

Artist: George Hughes
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Artist: James Schucker

Art Director: Robert E. Wilson
dgency: Young & Rubicam, Inc.
Client: 'Fhe "I'vavelers Insurance Co.

ortist: Frank DL Cowles

Art Divector: Robert E. Wilson
Agency: Young & Rubicam, Inc,
Client: The "T'ravelers Insurance Co.




Artist: A\ Cassandre

Artist:

PINFAPPLE JUICE

Peter Telek

Art Dirvector: Charles’)’,

[

Coiner  Adgeney: N W. Ayer & Son, Inc.  Client: Hawaiian Pineapple Co., Lid.

Art Dirvector: Leon Karp

Lost yeur. siest in the Middle West Roodr in the
Ohio Valisy. Year betore Just, Boods in New England,
New York, Peansyivania, Ohio, West Virginia,
Maryland. This year, @ hurricane in New Englond,
New York, New Jeriey. Halt o millicn telephones

out ot service. Three hundred communtier isoloted.

U dvms ar Lol plone Warhers

BEILL LELEFUHONE LRI A

Ageney: N WL Aver & Son. Inc. Client: American ‘I'clephone & Telegraph Co.




ONCE AGAIN iT'S THME
TO MAKE A BOWL OF

Artist: Peter Tlawley Artist: Anton Bruehl

Art Director: A. C. Limbrock Art Divector: Hierbert Bisho)p
Agency: Maxon, Incorporated Ageney: Young & Rubicam, Inc.
Client: 11, J. Heinz Company Client: Franktort Distilleries. Inc.

brass|

more important to America than strikes or faxes

W ~

Artist: Fred Hauck

Art Dirvector: Harry Pavne

Agency: Batten. Barton, Durstine & Oshorn., Inc.
Client: Time, Inc.

Artist: William Brouard

Art Divector: William A. Irwin
Ageney: McCann-Erickson, Inc.
Client: Curtis I'ublishing Co.




Artist: Underwood & Underwood “htist: Jawmes E. Allen

“rt Director: Hubert F. Townsend Art Director: Hugh 1. Connet
Ageney: Sherman K. Ellis & Co.. Inc. dgeney: Tederal Advertising Agency, Inc.
Client: Hirany Walker & Sons. Inc. Client: Sinclair Refining Company, Inc.

drtist: Leslie Saalburg Artist: Willimn Rittase
AArt Divector: THubert F. Townsend Art Director: Robert E. Wilson
Agency: Sherman K. Ellis & Co., Inc. Agency: Young & Rubicanm. Inc.
Client: Hivam Walker & Sons, Inc. Client: Agfa Ansco Corporation
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LORIDA GRAPEFRUIT

FLORIDA ORAN;IS ’

FLORIOA TANGIRINGSY

TANGERINES «+ GRAPETFRUIT

Al

Artists: Albert Stachle, Glen Grohe  Art Director: Budd Hemmick — Ageney: Arthur Kudner. Tue, Client: Flovida Citrus Commission

2 1R ¥ ""m

READY FOR MORE!

LA PROVINCE DE

QUEBEC

IAND OF WINTEIR $pORTS

Artist: Robert Yarnell Richie ~lrtist: Herbert Matter
Art Director: Vincent Benedic Art Divector: Panl Darrow
Ageney: N W, Aver & Son. Inc. dgeney: N WL Aver & Son. Inc.
Client: Climax Molybdemmn Company Client: Province of Quehec
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st Divector: William Strosahl Ageney: J. Walter Thompson Co.

OUNTRY ENTLEMAN

NATNAL SPONESHAN F4R MERICHITARE

Irtist: bwing Galloway

Irt Divector: William .\, lrwin
dgeney: McCann-Lrickson. Inc.
Client: The Curtis Publishing Co.

10

Artist: Vidtor Trautwein

Irt Divectors: N C. Limbrock. J.°T. Frang
fgency: Maxon. Incorporated

Client: 11, ] Heinz Company

Client: Fastman kodak Company



Artist: Leo Aarons Artist: Dr. Frnst Schwarts

AArt Divector: Gordon C. Avinar Irt Director: Robert . Wilson
{gency: Compton Advertising. Inc. Ageney: Young & Rubicam, Inc.
Client: Procter & Gamble Company Client: Agla Ansco Corporation



Artist: Tacille Coreos

Art Directors: Lester . Loh. J. 11, Tinker, Jr.
Ageney: . M. Mathes, Incorporated

Client: American Viscose Corporation

Artist: Edwin AL Georgi

Art Director: Kenneth Paul

Agency: Batten, Barton, Durstine & Oshorn. Inc.
Client: United States Steel Corporation

R ol g . i -8 . " i |

Artist: Dan Content Art Divector: Arthur Deerson Ageney: Warwick & Legler, Inc. Client: Seagram Distillers Corporation
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Artists: Grancel Fitz, Martha Woody, K. Guunor Petersen
Jgency: Compton Advertising, Inc.

Irtist: Rudolph Dirks

Art Directors: John ]. Hill, Edward G. Jacobsson
Agency: Kenvou & Eckhardt, Inc,

Client: Kellogg Company
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JArtist: C. AL Voight

rt Divectors: John J. Hill, Edward G, Jacobsson
Ageney: Kenvon & Eckhardt. Inc.

Client: Kellogg Company

¥ GOSHITWO NEW HATS AND THREE NEw \
\PRESIES-\ov SURE ARE A REGULAR' PAD!

Artist: Paul Webb
Art Directors: John J. Hill, Edward G. Jacobsson

Tue TERRIBLE TEMPERED MR. BANG JOINS THE REGULARS
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Artist: Fontaine Fox

vt Divectors: John J. Hill,Edward G. Jacobsson
Agency: Kenvon & Eckhardt, Inc,

Client: Kellogg Company
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Art Director: Gordon C. Aymar
Client: Procter & Gamble Company
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COMPLETE ADVERTISEMENTS « MASS MAGAZINES
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ADVERTISING ART GROWS UP

By GEORGE GALLUP

Advertising illustration has shown an amazing development in the years since the first World
War. Twenty years ago there were only a handful of men capable of turning out illustrations for
advertisements, and in the beginning the stilted and stylized work of this group was the only source
of supply.

With the realization that effective illustration was a valuable advertising tool, a new genera-
tion of picture-makers sprang up. Their early efforts produced a hodgepodge of advertising pictures—
a confusion of techniques often more concerned with manner than subject.

Came 192g—and the cold, gray dawn. Out of it grew a new attitude toward advertising pictures
and their importance to advertising. We discovered the appeal of the news photographs. We learned
about rotogravure reproduction. We discovered candid camera photography and naturalness in pic-
tures. We found ways to learn what it was that appealed to the public.

Advertising illustration could now be measured in terms of public reaction. Artists became
reporters. Readers responded to pictorial realism, photographic truthfulness, sentiment, drama and
humor. Agencies studied the problem of what to picture and how. Readers were quizzed, their re-
actions tabulated, analyses made, deductions drawn.

Today nothing is more important to successful advertising than the pictures used to illustrate

h2



the advertisements. Successful advertising pictures are not the result of trick techniques. Pictures
must be clear—obvious—visual expressions of the copywriters’ and art directors’ ideas.

Today art directors are advertising men, intent on promoting a sale or a service. Today adver-
tising illustrators are men possessed of a skill to attract and explain by their pictures.

Today there are hundreds of competent artists and photographers turning out finer work than
was cver turned out before. Their prime concern is that the pictures they create may attract attention
and keep them and their talents in demand. They are salesmen and to remain successful they must be
as progressive and alert as anyone in business. By active competition, by study and research they must
keep up to date.

If advertising illustration is to be a compelling element in the complete advertisement, there
can never be a moment of relaxation in this matter of ingenuity and visual impact.

Advertising illustration has made long strides to improve its effectiveness. It is succeeding
through a sharpened understanding of the resultful ways of using pictures and by an intelligent
search for those elements in pictures which have popular or specific appeals.

As to the number of ways in which creative men can express themselves, no one dare hazard
a guess. But with an ever-increasing knowledge of readers, their interests and their habits, the me-
chanics of advertising illustration are being perfected. The useful application of this tool is up to the
art directors.

In this volume are illustrations of some pictures that were made to be salesmen. They were sent
into homes of American customers in the newspapers and magazines. They were posted along our
highways and placed in street cars and busses, wherever people might notice them. They were sent
out by mail.

As to which of these illustrations were good “‘salesmen,” you will have to decide. If you can

explain why, you are an advertising expert.
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Artist: Louise Dahl-Wolfe vt Divector: Lester Jay Loh dgeney: J. M. Mathes. ncorporated  Client: American Viscose Corporation

ART DIRECTORS CLUB MEDAL FOR BEST COLOR PHOTOGRAPH
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rtist: Buk Ulreich

Art Director: Charles 1. Coiner
dgeney: NOW.L Aver & Son. Toc.
Client: Cannon Mills, Inc.

AWARD FOR DISTINCTIVE MERIT

Drtist: Victor Keppler

It Divector: Havold C. MceNulty

{geney: Batten, Barton, Durstine & Oshorn, Inc.
Client: Corning Glass Works

AWARD FOR DISTINGTIVE MERIT



Artist: Edwin A. Georgi Art Divector: Leon Karp Agency: N. W, Aver & Son, Inc. Client: Yardley & Co., Ltd.

AWARD FOR DISTINGTIVE MERIT



AWARD FOR DISTINCTIVE MERIT

Artist: Herbert Matter Art Director: Paul Darrow Agency: N. W. Aver & Son, Inc. Client: Cannon Mills, Inc.
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Artist: Kent Studios .1t Director: Stanley Dusek — dgeney: Lawrence Fertig & Co..Inc.  Client: National Distillers Products Corporation

AWARD FOR DISTINGTIVE MERIT
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Irtist: Fred Freeman \%7

1vt Director: William H. Schneider
1gency: Donahue & Coe. Inc. _

Client: Angostura-Wuppermann Corp. W <

frtist: Flenes Waxman it Divectors: Lester Jay Loh. JoFL Linker, Jv. dgeney: ). ML Mathes, Ine. Client: Xmerican Viscose Corp.
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Artist: Leslie Saalburg

Art Director: Walter Reinsel
Agency: N. W, Aver & Son. Inc.
Client: Lincoln Motor Company

dArtist: Leslie Saalburg

Art Dirvectors: Walter Reinsel, John S. Fischer
AAgency: N W, Aver & Son, Inc.

Client: Lincoln Motor Company

Artist: Anton Bruehl

Art Director: Walter Reinsel
Adgency: N W, Aver & Son, Inc.
Client: Lincoln Motor Company
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Artist: ‘Toni Frissell

Art Director: Elcanor Mayer
Agency: Abbott Kimball Co., Inc.
Client: Charles W. Nudelman, Tnc.

Artist: Mac Ball

Art Director: Lester Jav Loh

Agency: J. M. Mathes, Incorporated
Client: Maryland Casualty Company

63



SArtist: Mac Ball

vt Divector: Albert Marshall
daeney: McCann-Erickson, Inc.
Client: Talon, Incorporated

Artist: Lester Gaba

Art Divector: George MeAndien
dgency: Batten. Barton. Durstine & Oshorn. Ing.
Client: E.T.du Pont de Nemours & Co., lae.
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Artist: Victor Keppler  drt Dirvector: Harold C. McNulty {gency: Batten, Barton. Durstine & Oshorn, Inc.  Client: Corning Glass Works

Artist: Victor Keppler

Art Director: 1larry PPayne

1gency: Batten, Barton. Durstine & Oshorn, Inc.
Client: Hamilton Watch Company




Artist: Albert Adiims, Adams Studios .1rt Director: Herbert Bishop
Agency: Young & Rubicam, Inc. Client: Frankfort Distilleries, Inc.
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Artist: C. G, Christensen Art Director: Budd Hemmick
Agency: Arthur Kudner, Inc. Client: General Motors Sales Corporation, Buick Motor Division
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Client: Time, Inc,

Artist: James W. Williamson .4t Director: Paul Darrow  .dgency: N. W. Aver & Son, Inc. Client: Bermuda Trade Development Board
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Artist: James Schucker
Art Director: Fhinto Anderson

Ageney: Frank Preshrey Company
& ) pam

Client: New York Life Insurance Company
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Artist: Lyman Anderson

Art Divector: Elmo Anderson

dgency: Frank Presbrey Company

Client: New York Life Insurance Company



BtACK As THE ACE OF SPADES

THAT'S WHY ARTISTS LIKE TO USE HIGGINS INDIA INK

BLACKS COLORS

ALL WATERPROOF

AMERICAN Ye ge
INDIA INKS v Pod Vorm - Re « Cormne Ped
WATERPROOF Pe .
SOLUBLE pl—

CHAS. M. HIGGINS & €CO., INC. - 97t NINTH STREET, BROOKLYN, N. Y.

Irtist: Walter B. Geoghegan

tre Direcior: Walter B. Geoghegan
Lgeney: Calkins & Holden

Client: Chas. M. Higgins & Co.. Inc.

Artist: Lyman Anderson

Artist: Trancis Marshall

Art Directar : hino Anderson trt Divector: Arthur Weithas

fgeney: Cecil. Wiarwick & Legler
Client: 1lizabeth Arden

Ageney: Frank Preshres Company
Client: New York Life Insurance Company
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Artist: Stevan Dohanos  Art Director: Robert E. Wilson
Agency: Young & Rubicam, Inc.  Client: 'The Travelers Insurance Company

1rtist: Stevan Dohanos

Art Director: Robert E. Wilson

Agenev: Young & Rubicam, Inc.

Client: The Travelers Insurance Company
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Artist: Louise Dahl -Wolfe Artists: Ray Albert, Ehrlich-La Zink, Inc.
Art Directors: Lester Jay Loh, Clande Hurd Art Director: Eleanor Maver

Ageney: J. M. Mathes, Incorporated Agency: Abbott Kimball Co., Inc.

Client: American Viscose Corporation Client: Revlon Nail Enamel Corporation

Lovely skin is
de rigueur*

AUDREY CHRISTIE

PEGGY O'DONNELL

BOMONR LT RASON ST ANHY

W sorbe s mrgent Vroatur s inf Kovsiom

*meaning that you must have it

Artist: Harry Brown

Art Director: Elwood Whitney
Agency: J. Walter Thompson Co. Art Directors: Lester Jay Loh, J. H. Tinker, jr.
Client: Lever Brothers Agency: J. M. Mathes, Incorporated

Client: American Viscose Corporation
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Artist: Marcel Arthaud
Art Divector: Leon Karp

dgency: NOW. Aver & Son. Ine.

Client: I're Line . .
fient: French Line rtist: James Abbé

Art Director: Myron Kenzer
Client: Bonwit Teller

materials

and methads
synchronized for

the production

of better paperboard |

packages

CONTAINER CORPORATION OF AMERICA

.Irtist: Louise Dahl-Wolle Artist: Tony Zepf

Art Director: George McAndrew Art Director: John J. Smith

Ageney: Batten, Barton, Durstine & Oshorn. Inc. Agenev: NOWCAver & Son. Inc.

Client: V.. 1. du Pont de Nemours & Co., Inc. Client: Container Corporation of America
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AAvtist: Flenvy M, Rundle
drt Diveetor: Henry M. Rundle
Client: R. C. A Manufacturing Co.

Artist: Gordon C. Ross

Art Dirvectors: ltenry Harding. Farle 11, Bean
Tzeney: T'he Barta Press

Client: Liberty Mutual Insurance Compan




COMPLETE ADVERTISEMENTS « CGLASS MAGAZINES

o - 7 #
llulmnl ruyon /er:enr; Sres Tace /a(1,',(_,




NEW VORK LIFE INSCIANCE COMPANY

Usforc.con eoonss. owcd nox chaoge and shape the course of man's affairs™

il ||m|| rinjun

THE NLT OF 1T

lagest o

THE MARYLAND

" ~d. This one is mied

How tn lind a tmtten in & haby

/)74

Fi - /n//// = 5
11y GRUAY D 3 - e s

\\\\

p ;o Y,
iy e Woat? ¢ 1l Wiyt

s %8
Q & L PHE-

f gl B Conving

— b Hesearch m 4k

~I
(&3



BLACK a5 THE ACE OF SPADES

THAT'S WHY ARTISTS LINE TO USE NIGGINS INDIA INK
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CONTAINER CORPORATION OF AMERICA
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TRADE PUBLICATIONS




ART DIRECTORS CLUB MEDAL FOR BEST BLACK AND WHITE PHOTOGRAPH

rtist: Marvin Becker Art Director: Franklin D. Baker
Ageney: NoW. Aver & Son. Inc. Client: Caterpillar ‘Iractor Co.
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AWARD FOR DISTINCTIVE MERIT
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Artists: Black Star Publishing Co. Charles Peters A1t Director: Lester Beall  .lgeney: George Bijur, Inc.  Client: George Bijur, Inc.

Artist: F.S. Lincoln  Art Director: Elmer R, Lasher — Ageney: T, J. Maloney, Inc.  Client: Popular Publications, Inc.

AWARD FOR DISTINCTIVE MERIT
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Artist: John Scott

{rt Divector: Walter K. Nield
Agenev: Young & Rubican, Inc.
Client: Young & Rubicam. Inc.

drtist: E. Meerkimper
Art Director: Ben Collins
Clirnt: The Beck Eangraving Company

{rtist: John Scott

Irt Divector: Walter K. Nield
Ageney: Young & Rubicam, Inc.
Client: Young X Rubicam, Inc.
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The risc and fedl of “Shall I?”

How to make people

sit up and do hinps
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i
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Art Director: Ross Craufurd Art Director: Ross Graufurd
Agency: Bamberger Broadcasting Service. Inc. Ageney: Bamberger Broadeasting Service. Inc.
Client: WOR Client: WOR

Avalanches alwavs start at the top.

Advertising & Selling . o EAsT 5111 ST, NEW YORK. N Y.

Artist: John Averill vt Director: John Averill A geney: George Bijur, Inc. Client: Advertising & Selling
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Artist: Stanley Ekman

drt Director: Scott A. Runge

dgeney: N WL Aver & Son, Inc.

Client: Container Corporation ol Awerica

o
e e A —

rtist: Keith Ward

Art Director: Frederick Halpert
Ageney: Young & Rubicam, Inc.
Client: The Centaur Company

Artist: Erik Nitsche
JArt Director: Exik Nitsche

Agency: George Bijur, Inc.
Client: Mutual Broadcasting System
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that ranstorm apathy into action

‘GEORGE BUUR, INC - 9 ROCKEFELLER PLAZA - NEW YOR

1rtist: Lester Beall

irt Director: 1 ester Beall
dgeney: George Bijur. Inc,
Client: George Bijur, Inc.

rtists: Lestev Beall, M. Ackoft
Art Director: Lester Beall
dgeney: George Bijur, Inc.
Client: George Bijur, Inc.

trtist: Carl Albrecht

1rt Director: Lester Beall
Ageney: George Bijur. Inc.
Client: George Bijur, Inc.



ﬁygs Artist: Edwin Way Teale
{rt Director: Ben Collins

Client: 'The Beck Engraving Company

{rtist: Roy Snow

Avt Director: T, V. Tinker

{geney: Batten, Barton, Duvstine & Oshorn. Inc,
Client: E. 1. du Pont de Nemours & Co.. Inc.

Artist: Harold Kramer

«rt Director: John B, Breunig

Adgency: Needham, Louis & Brophy, Inc.
Client: Fagle-Picher Lead Company
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Artist: William Golden

Art Divector: T'ed Sandler

Artist: Herbert Roese
Art Director: Walter Lioyd
Client: Woman's Iome Contpanion

Both Sides

Columbio Breadeosny System

Client: Columbia Broadcasting System
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Artist: P Nyvholhn
Art Divectar: Lester Beall
Agenev: Geovge Bijur. Inc,

Client: George Bijur. Iue,

Artist: Melbourne Brindle
A1t Director: Walter B. Geoghegan
Agenev: Calkins & Holden
Client: Sandevson X Porter
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GEORGE

Increaning ¥

racrable tetwlt
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BIJUR. INC - 9 ROCKEFECLER PLAZA - NEW YORK

Irtist: Fred RO Areher
Art Divector: Ilmer R. Lasher
Agenev: L] Maloney, Ine.

Client: Economics Liaboratory . Inc.



Artist: Joseph Gering

drt Directors: Lester Beall. Joseph Gering
Agency: George Bijur, Inc.

Client: Mutual Broadcasting Svstem

Who Said RADID Is Expensive?
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Artist: Gilbert Bundy

Art Directors: Paul Smith, William A, Lang
Agency: Kenvou & Eckhardt. Inc.

Client: Nlunsingwear, Inc.

Artist: M. Ackoff

Art Divector: Lester Beall
Agency: Philip Kobbe
Client: 'T'ime. Inc.
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MURRAY MiLl

*PRESENT AIR, LAND

ADAMS STUDIOS

6000
PHOTOS

Artist: George Adams, Adams Studios
Art Director: Robert Geissmann
Client: Adams Studios
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%{/ﬁ -7/1610104

Artist: George AL Podorson

Art Director: M. J. Lisler

Ageney: Mears Advertising, Inc.
Client: Conmar Products Corporation

Artist: George Adams. Adams Studios
Art Director: Robert Geisstnann
Client: Adams Studios



Artist: Albert Dorne st Director: Daniel W. Keete  .gency: McCann-Frickson, Inc.  Client: Talon, Inc.

V 8 vovew

THIf TALE OF WOE

Artist: Max Hodge rtists: Ledo Studios, Dovothy Monet
Art Director: Max Hodge Art Director: Robert Engel
Agency: N. W_Aver & Son, Inc. Agency: Fuller & Smith & Ross, Inc.
Client: Ford Motor Company Client: Mark Cross
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DISPLAY TYPOGRAPHY'S URGENT JOB

By DOUGLAS C. MCMURTRIE, Director of Typography, Ludlow Typograph Company

Art work in advertising attracts attention in the first instance, and creates a favorable attitude on the
part of a prospective purchaser. But after attention has been attained, typography must carry on and
tell the sales story.

It would, I think, be unanimously agreed that there are two stages of telling a copy story typo-
graphically. The first stage is represented by the display lines which seek to enlist the interest of the
casual reader in the merchandise or service advertised. The body matter then goes on to elaborate the
sales argument at greater length.

The burden on the typography of display, if this display functions successtully, is to deliver a
message quickly—or not at all—in this fast-moving world. A like task, but one not quite so difficult, is
assigned to the body types carrying the text of the advertisement.

Under these circumstances, we should plan printing to meet the fast-moving tempo of prospec-
tive readers. The messages we are called upon to put into type must meet successfully this test: If
looked at for a fleeting moment, will they tell the gist of theirstory?

The printer has at his command one very potent tool to meet these present-day requirements:
Display. For display is to the compositor what intonation, inflection, and emphasis are to the orator.

Display serves to index advertising copy for us, making it easier for us to locate offers of mer-
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chandise in which we are interested, in just the same way as the tabs or cut-in letters on the edge of
a dictionary help us to locate a certain word which we may wish to look up. Within a single adver-
tisement, folder, or booklet, displayed sub-heads lead us directly, without waste of time, to the para-
graphs or sections dealing with features with which we may be specially concerned.

Display is, therefore, an important factor in today’s composition. Display lines first attract the
attention of a reader and then intrigue him to read further into the copy.

Since they do perform so important a function, let those of us who set composition treat our
display lines respectfully. Let us make sure the lines we display most emphatically are significant, mak-
ing the point in the sales message most likely to attract the attention of a reader whosc eye is casually
roaming across the page.

Make sure they really stop the eve of this reader; that they are large enough and insistent
enough to do the job, and not fail because they are half-hearted. There are those who advocate light
display and even gray pages, but I cannot throw in with them, when the necessity for commercial re-
turn is concerned.

We may here recall the question often asked an advertiser: If lTost in a wilderness and calling
for help, would you prefer a thousands whispers or one loud shout?

Having attracted attention, let us organize and index the text copy by sub-heads to make it
easy for the reader to find the paragraphs dealing with features or points in which he individually
is especially interested. Again, we cannot afford to risk a wide expanse of even color type composition.

Above all, let us who set tvpe make sure that when a reader once favors us with a moment’s
attention, there be no question in his mind as to what our customer has to sell. All of us can recall
looking at advertisements and mailing pieces and wondering what on earth they were about, and
whether the man who paid for the printing was selling watermelons or real-estate. When our atten-
tion is drawn away from one advertisement by some more comprehensible sales story, we can under-
stand that the advertiser who loses out may well be skeptical regarding the “power of print.”

After all, print has no power except when it is intelligently planned and executed. Printing
which is effective is the only printing for which buyers can afford to pay—for long! And herein we
find the strongest argument for the training and building of competent, thinking printers, who
realize the potential power latent in the types and matrices which pass between their fingers.

Competent craftsmanship in setting letters into lines is not enough today. Facing new demands
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because of the speeded-up tempo of modern living, able compositors must think about the copy they
handle, and adapt their practice to these demands. More successful results from the copy they set
afford the soundest and most logical approach to increased earning power.

A thoughtful analysis of copy is the surest guide to presenting it eloquently in typefaces. But
there remains also to be considered the factor of current style, which changes constantly, though not
too rapidly, with changing cycles of taste.

Ten years ago, the influence of “modern” design in the applied arts made itself felt in typog-
raphy. This influence has brought about a number of changes in the best of our composition in the
service of commerce.

First, it has simplified both typefaces and layout. Applied to typefaces, the influence was re-
sponsible for the simplification in design observable in the sans serifs, flat serifs, and other modern
typefaces. Applied to layout, it has produced the rather severe geometric arrangements which are
today so widely used.

The second important result of the modern influence is that the long-cherished central axis of
restful typography has gone by the boards, perhaps never to return. It has been supplanted by non-
symmetrical layout which is unbalanced rather than balanced, dynamic rather than static, disturbing
rather than soothing. The modern typographer endeavors to substitute clarion calls for lullabies.

As to the present trend in typefaces: In spite of repeated rumors that the traditional oldstyle
romans are returning to favor, the usage of the best composing rooms and the sales of the typefounders
and composing machine manufacturers show modern typefaces still in the ascendant. The flat serifs
apparently now lead the sans serifs in popularity, probably because of their higher degree of legibility.

There is a feeling on the part of some authorities that the next typeface family likely to rise to
a position of popularity and importance will be a sans serif with strokes of variable weight. Such a
typeface will, by reason of “thicks and thins,” be far more legible than the monotone sans serifs, and
will appear more brilliant. Yet it will retain the simplicity which is the essence of sound modern
design.

The skyscraper motif of modern architecture is reflected in the favor with which tall and slender
typefaces are now regarded. The newer typefaces being produced are relatively narrower than stand-
ard in relation to height, and markedly condensed faces in the Bodoni and and Gothic families are
being widely used.
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A reaction against the severity of geometric layouts and the simplicity of monotone sans serifs
is evidenced by the popularity of scripts. Or perhaps they are used as a foil for severity. At any rate,
any good new script typeface is still assured of a warm reception. It is my belief that informality is
more attractive than formality in a script used to promote sales.

Prediction of future trends is hazardous, but we know from historic precedent that styles move
in cycles. There is on the horizon a “cloud the size of a man's hand” which seems to foretell a return
to popularity of some of the decorative typefaces which were consigned to limbo—with appropriate
ceremonies—ten years ago.

Of this we may feel certain. No style, however sound or commendable, will last forever. For
every action there is a reaction, and perhaps ten years from now we may be inflicted with typography
which is ornamental rather than functional. We can then mourn the passing of the clean, lithe sim-

plicity of the present era in which the legibility of type and its functional cffectiveness are respected

as they have never been in any period past.
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