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INTRODUGTION

WALTER B. GEOGHEGAN, President, Art Dirvectors Club

10 you—gentle reader and intevested looker-on.

"T'his is the eighteenth year that the Art Directors Club has published its

Annual of Advertising Art.

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

to encourage the usc of good art in advertising.

Each year has made its contribution to this program and this purpose.
This eighteenth volume adds its share; and here it is for your pleasure
and prohit in reading it. looking at it, and in referring to it. It should—
in the light of progress—Dbe better than previous annuals. It should fall
short of those to come. For art is life and life is ever moving. ever chang-

ing—and for the better, we hope.
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For the second time—in this series of Anunuals of Advertising Art—words are adwitted to pavtner-

ship with pictures. ‘They give pattern and pause to the book and explain some of 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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WHAT 15 AN ART DIREGTOR?

By WILLIAM H.SCHNEIDER. Art 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 scientificapproach 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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fers. The effectiveness of the advertisement is in proportion to the imagination and skill that go into
its make-up. Each advertisement demands its proper arrangement of elements, its emphasis on certain
factors and subordination of others to attain its maximum efliciency. 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

sclection 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 pictuves. 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 valnes of the laborer, the oftice 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 divector’s province. He must know the capabili-
ties and capacities of artists, photographers, and designers to anticipate and satisfy these values. Sclling
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 elfective in proportion to the kind of reading it commands. In this, close collaboration
of copywriter and art dirvector 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 Esty and James Yates, O. B. Winters and Paul Newman, have

operated on this basis. Advertising pays ofl on a unity of copy and art effort.
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A DIPLOMAT WITH A PAWNBROKER'S EYE
As liaison officer between the artist and the account executive and his client, the art director niust
have both tact and patience. Standing between the five 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 mayv 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. "loday 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 faiv to both artist and client. 'T'he 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 knowlecge
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 ingiedients 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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Artist: Peter Hawley  4rt Director: A. G. Limbrock  Agencv: Maxon, Incorporated  Client: H.].Heinz Company

AWARD FOR DISTINCTIVE MERT




Artist: Peter C. Helck Art Director: Hans Sauer Agency: Lennen & Mirtchell, Inc. Client: Tide Water Associated Oil Co.

AWARD FOR DISTINCTIVE MERIT
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Artist: Miguel Covasrubias  Art Director: Franklin D. Baker Agency: N. W. Ayer & Son, Inc.  Client: Hawaiian Pineapple Co.. Lid

AWARD FOR DISTINCTIVE MERIT
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Artist: Norman Rockwell Art Director: Alfred C. Strasser 4gency: Batten, Barton, Durstine& Oshorn, Inc. Client: Curtis Publishing Co.
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Artist: David Hendrickson

Art Director: Frederick Halpert
Agency: Young & Rubicam, Inc.
Client: The Centaur Company
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Artist: Albert Dorne Art Director: Robert E. Wilson Agency: Young & Rubicam, Inc. Client: The Travelers Insurance Co.
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Artist: James W. Williamson Art Director: John ]. Fischer Agency: N. W. Ayer & Son, Inc. Client: Edw. G. Budd Manufacturing Co

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

Artist: Leo Aarons Art Director: Jack Anthony Agency: Young & Rubicam, Inc. Client: Cluett, Peabody & Co., Inc.
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NO WONDER HIS PATIENTS
LOST PATIENCE/

Artist: Johan Bull Artist: James H. Gilchrist
drt Director: Harry PPayne Art Director: A. C. Limbrock
Agency: Bauton, Barton, Durstine & Osborn, Inc Maxon, Incorporated
Client: Brown & Witliamson Tobacco Corp lient: H. |. Heinz Com y

Artist: L.eo Aarons ) k A \ & Ru Inc t: Clue > b % Co.. Inc



Artist: John Atherton

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

Artist: Vicior Keppler

Art Divector: Harry Payne

Agency: Batton, Barton, Durstine & Oshonit, Inc
Client: Hamilion Waich Compan
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Artist: Horst Artist: John Paul Penncbaker

Art Director: Arthur T. Blomquist Art Director: Wilbur Smart
Agency: ]J. Walter Thompson Co. Agency: The Buchen Company
Client: Pond's Extract Company Client: Northwestern Mutual Life Insurance Co.

Artist: Albert Dorne Art Directors: Harry Payne, Harold C. MeNulty
Agency: Batten, Barton, Durstine & Osborn, Inc. Client: Hamilton Watch Company
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Artist: Bert Lawson
Art Director: Ted Sandler
Client: Columbia Broadcasting Sysiem

Artist: Finley-Jones M-
Art Director: Fred 8. Sergenian
Agency: Young & Rubicam, Inc.
Client: Parke, Davis & Compan
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Arust: John Falter Art Director: Fred S. Sergenian 1gency: Young & Rubicam, Inc. Client: Gulf Oil Corporation

-

Artist: Robert Fawcett  Art Director: Harold C. McNulty  Agency: Batien, Barton, Durstine & Osborn, Inc Client: Servel, Inc.
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Artists: George Hughes, Stevan Dohanes i -
Art Director: Fred S. Sergenian - f / K
Agency: Young & Rubicam, Inc. . = 55 -
Client: Thomas J. Lipton, Inc.

Artist: Fred Ludekens Artist: Perry Peterson

Art Director: Fred Ludekens Art Director: Deane H. Uptegrove

Agency: Lord & Thomas Agency: Alley & Richards Company

Client: Californians,Inc. Client: W. A. Taylor & Co,, for Martini & Rossi
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rtist: Leo Aarons

.Irt Director: Fred S. Sergenian
gency: Young & Rubicam, Inc.
Client: Life Savers, Inc.

Artist: Albert Doine

Art Director: ¥red S. Sergenian
Agency: Young & Rubicam, Inc.
Client: Gulf Oil Corporation
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Artist: Nickolas Muray

Art Director; Carl Lins

Ageney: Young & Rubicam, Inc.
Client: Personal Products Corporation
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Art Director: Walter P, Glenn
Ageney: Young & Rubicam, Ine.
Client: Singer Sewing Machine Co.
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Agency: J. Walter Thompson Co. Client: Eastman hodak Company

4rtist. Cy Klauck

Art Director: Paul F. Berdanier, i
{gency: ]. Walter Thompson Co.
Client: ]. B. Williaums Company




Artist: Peter C. Helck Art Director: Fred S. Sergerian dgezcr: Young & Rubicam, Inc Client: Gu.F Dil Covrporation

Arist: Paul Hesse

Art Director: Gordon C. Aymar
Agency: Compton Acvertising, Inc.
Client: Procter & Gamble Company




Artists: Joseph Gering, Black Star
Art Director: Lester Beall

Agency: George Bijur, Inc.

Client: Time, Inc.

drtist: George Hughes

Art Director: Fred 8. Sergenian
Agency: Young & Rubicam. in
Client: Thomas |. Lipton, Inc.
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Artist: James Schucker

Art Director: Robert E. Wilson
Agency: Young & Rubicam. Inc.
Client: The Travelers Insurance Co.

Artist: Frank D). Cowles

Art Directer: Robert E. Wilson
Agency: Young & Rubicam, Inc.
Client: The Travelers Insurance Co.
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PINFAPPLE JUICE

Artist: A. M. Cassandre 4rt Director: Charles 1", Coinei

Artist: Peter Helek

Art Director: Leon Karp
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Agency: N. W.Ayer & Son, Inc.  Client: Hawaiian Pincapple Co., Lid.

Last year. sisel in the Middis Wesi—floods in the

bet

Ohic Valiey. ¥ laat, Raods in New England,

Naw York, anla, Ohio, Weat Virginio,

Marpland. This yeor, a hurekane in New Englond.

New York. New Jeisey. Hail 8 milil

lephones

aut of servica. Threo hundred tommunities isoloted.

RELL YHELALPHONE

RYSsTeMn

Client: American Telephone & Telegraph Co.



ONCE AGAIN, IT°5 TinE

TO MAKE A BOWL OF

Artist: Peter Hawle Artist: Anton Bruch!

drt Divector: A. C. Limbrock Art Divector: Flerbert Bishop
dgency: Maxon. Incorporated Ageney: Youug & Rubicam, I
Client: H. ]. Heinz Company Client: Franktort Distilleries. Inc

brass|

more importan to America than strikes or faxes

WD

Artist: Fred Hauck

Art Divector: Harvy Pavne

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

Artist: William Brouard

Art Dirvector: William A. Irwin
Igency: McCann-Erickson. Inc.
Client: Curtis Publishing Co.
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Artist: Underwood & Underwood
Art Drrector: Hubert F. Townsend
Agency: Sherman K. Ellis % Co., Inc
Client: Hiram Walker & Sens, Inc.

Artist: Leslie Saalburg

Art Director: Hubert F. Townsend
Agency: Sherman K. Ellis & Co,, Inc.
Client: Hiram Walker & Sons, Inc.
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Artist: James E. Allen
Art Divector: Hugh 1. Connet

Agency: Federal Advertising Agency, Inc.
Client: Sinclair Refining Company, Inc.

Artist: William Rittase

Art Director: Robert E. Wilson
Agency: Young & Rubicam, inc.
Client: Agfa \nsco Corporation
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Artist: Robert Yarnell Richie Artist: Herbert Matter
Art Director: Vincent Benedict Art Director: Paul Darrow
Agency: N. W. Ayer & Son, Inc. Ageney: N. W. Ayer & Son, Inc.
Client: Climax Molybdenum Company Client: Province of Quebec
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Art Director: William Strosah! Agency: ]J. Walter Thompson Co. Client: Eastman Kodak Company

: © OUNTRY  ENTLEMAN
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Artist: Ewing Galloway

Art Director: William A Irwin
Agency: McCann-Erickson, Inc.
Client: ‘The Curtis Publishing Co.
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Artist: Victor Trautwein

Art Directors: A. C. Limbrock, ]. T. Franz
Agency: Maxoua, Incorporated
Client: H. J. Heinz Company



Ariist: Leo Aarons Artist: Dr. Ernst Schwartz

Ar: Director: Gordon C. Aymar Art Director: Robert E. Wilson
Agency: Cempton Advertising, Inc. Agency: Ycung & Rubicam, Inc
Ciiznt: Procter & Gamble Company Client: Agfa Ansco Corporation
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Artist: Edwin A, Georgi Artist: Lucille Corcos
Art Divector: Kenneth Paul Art Directers: Lester |. Loh, J. H. Tinker, Jr.
Agency: Batten, Barton, Durstine & Oshorn, Inc. Agency: ]. M. Mathes, Incorporated
Clieni: United States Stee! Corporation Clie:t: American Viscose Corporation

Artist: Dan Content Art Director: Arthur Deerson Agency: Warwick & Legler, Inc. Client: Scagram Distillers Corporation
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[ : atist: Rudolph bivks

ir'UN.D VEN ] GET DONE SPANKING=)| -Irt Directors: John J. Hill, Edward G. Jacobsson
[N  dgeney: Kenvon & Fekbardt, Inc,

‘ Client: Kellogg Compam
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Art Divectors: John J. Hill, Edward G. Jacobsson

* Saxes auve! Awo A L o0
AR TO ASM HiM TO LET »

Agency: Kenyon & Eckbardt, Inc. (o
Tt 1 ol lesrer €0 - 7 f
Client: Kellogg Company _/“-/“’;g ?'\

a0 e

—1

— [ GOBLARISHTY,

Ee— !
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Client: Kellogg Company
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Artists: Grancel Fitz, Martha Woody, XK. Gunnor Petersen Art Director: Gordon C. Aymar
Agency: Compton Advertising, Inc. Client: Procter & Gamble Company
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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 ellorts 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 pictorvial 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 successtul advertising than the pictures used to iltustrate




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 ever turned out before. Their prime coucern 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.

It advertising illustration is to be a compelling element in the complete advertisenent, 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 eflectiveness. It is succeeding
through a sharpened understanding of the resultful ways of using pictures and by an intelligent
scarch 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 volumne are illustrations of some pictures that were made to be salesien. 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 Art Director: Lester Jay Loh A4gency: ]J. M. Mathes, Incorporated Client: American Viscose Corporation

ART DIRECTORS CLUB MEDAL FOR BEST COLOR PHOTOGRAPH ”
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Artist: Thomas Benrimo Art Director: Francis E. Brennan

ART DIRECTORS CLUB MEDAL FOR BEST COLOR ILLUSTRATION



Artist: Buk Ulreich

Art Director: Charles I, Coiner
Agency: N. W, Aver & Son. Inc.
Client: Canmon Mills. 1nc.

AWARD FOR DISTINCTIVE MERIT

Artist: Victor Keppler

it Divector: Havold C. McNulty

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

AWARD FOR DISTINCTIVE MERIT




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

AWARD FOR DISTINGTIVE MERIT



AWARD FOR DISTINGTIVE MERIT

Artist: Herbert Matter Art Director: Paul Darrow Agency: N. W. Ayer & Son, Inc. Client: Cannon Mills, Inc.
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Agency: Lawrence Fertig & Col Ine, Client: National Distillers Products Corporation
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Irt Director: Stanley Dusek

AWARD FOR DISTINCTIVE MERIT
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Artist: Fred Freeman

Art Director: William H. Schneider
Agency: Donahue & Coe, Inc.

Client: Angostura-Wuppermann Corp.

Ar:ist. denry Waxman A4rt Directers: Lester |1y Loh, J. H. Tinker, [r. 4gency: |. bl. Mathes, Inc.  Client: American Viscose Corp.




Artist: Leslie Saalburg

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

Artist: Leslie Saalburg

Art Directors: Walter Reinsel, John S. Fischer
Agency: N. W. Ayer & Son, Inc.

Client: Lincoln Motor Company

Artist: Anton Bruehl

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




Artist: Toni Frissell

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

Artist: Mac Ball

Art Director: Lester Jay Loh

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




Artist: Mac Ball

Art Director: Albert Marvshall
1gency: McCanu-Erickson, Inc.
Client: Talon. Incorporated

Artist: Lester Gaba

Art Director: George McAndrew
Ageney: Batten, Barton. Durstine & Oshoru. In
Client: E. 1. du Pont de Nemours & Co,, Inc.
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Artist: Victor Keppler  Art Director: Harold C. McNulty  Ageney: Batten, Barion. Durstine & Oshorn. Inc.  Client: Corning Glass Works

Artist: Victor keppler

Art Director: Harry Payne

Agency: Batien, Barton, Durstine & Osborn, Inc.
Client: Hamilton Watch Company
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Artist: Albert Adams, Adams Studios Art Director: Herbert Bishop
Agency: Young & Rubicam, Inc. Client: Frankfort Distilleries, Inc.

Artist: C. G. Christensen Art Director: Budd Hemmick
Clieat: General Motors Sales Corporation, Buick Motor Division

Agency: Arthur Kudner, Inc.
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Art Director: Paul Darrow

@"‘%

cCone OFFC

R g
i

Thats 30 Amences. over thers, who's
hoppeg mad ahcn samarhing b0 the
newn

Ma cores wo mech that any avettivet
who cares st geining his buncss
may well paues v him 8 moment
For he'e mot oaly an sroused Amencen.
D' 2 tronal, be's the smocd ef the paopie

There are lota of Amerians ke Kim
—more than ever Ledore. ThS news xtes
deep among thes prople now-—darper
tham ever tadure.

Caes

DI%smen 0

A5d it gows deepre: amorg the most

ntwiiigent pevgie~pmple 16 the profey
saem, people with the oaying (arms. pac-
ple m exncative oim. The peopls exth
the 1835's, $0uSw and $75G ¢ fox the
1938 Dxnige cars.

They tent 75063 = 700.000 famidies
eviry week of the year~ fust be-
coaw they care stmrn coumtrios bring
parttianed @ Wy eOnt + brcause they
core sbout grats It new pens and
Bishe about new tux theones Because

have muney 1o spend-wned spend &

Instinctively you Keow that these
Crvslirent men 4ot wotmen who spend
five doliars a year for ther favorte
magazing aie tha vevy anes who b kit
Will apend money bt mytning e
thay sunt That theyl five well, uat
well, diew well, Xaep theit car 1n bp-
top shapa. aftee heve 8 wrond ca. and
drive then: way aver the sverage Wum-
ber of mikes o your. Doven't that moke
19tue. o the face uf i)

Wit 3t you lavist on statiersen ten
Jusen TIME Wurveys have proved thet
Tiaa¥ Lapaihes’ wey'of lide steys steaty
athat they make § SECURITY Bask for
any sdvertises = with money 10 taly
ohut you make them want

The heauty of & i you dor't have
w0 haal Rie In ten thoutasd Juitars
ot of yuur corporste semns te seech
them A TIME jage costs e then
$2500; thirteen pages oM 330,380
twenty-sin cost 357,850

1t maies senee ali g an he face
W un the Agutes

TIME » THE WEEKLY NEWSMAGAZINE * -‘-

Agency: N. W. Ayer & Son, Inc.

Agency: George Bijur, Inc.

Client: Bermuda Trade Development Board

Client: Time, Inc.
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Artist: James Schucker
Art Director: Elmo Anderson

Agency: Frank Presbrey Company
Client: New York Life Insurance Company
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Artist: Lyman Anderson

Art Director: Flmo Anderson

Agency: Frank Preshrey Company

Client: New York Life Insurance Company



LGINERAL STORTY

—

Artist: Lyman Anderson
Art Dirvector: Flmo Anderson
Agency: Frank Presbrey Company

Client: New York Life Insurance Company

BLACK As THE ACE OF SPADES

THAT'S WHY ARTISTS LIKE TO USE HIGGINS INDIA INK

BLACKS cCoLORS
ALL WATERPROOF
Orunge Red tiermionl  «  Red IScorlert
WATE (PROOF Red Voler  «  voler «  Blue Seagreen
e Green + leof =+ Neurral Tint

Br s Red + R sser * Brown

CHAS. M. HIGGINS 8 CO., INC. « 271 NINTH STREET, BROOKLYN, N. Y,

Artist: Walter B. Geoghegan

Art Director: Walter B. Geoghegan
Agency: Calkins & Holden

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

Artist: Francis Marshall

Art Divector: Arthur Weithas
Agency: Cecil, Warwick & Legter
Client: Ilizabeth Arden
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Artist: Stevan Dohanbs - Art Director> Robert E. Wilson
Agency; Young & Rubicam, Inc. ~ Chient: The TravelersInsurance Company

Artist: Stevan Dahanos

Art Director: Robert E. Wilson

Agency: Young & Rubicam, Inc.

Client: The Travelers Insurance Company
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Artist: Louise Dahl -Wolfe

Art Directors: Lester Jay Loh, Claude Hurd
Agency: J. M. Mathes, Incorporated

Client: American Viscose Corporation
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Art Director: Elwood Whitney
Agency: ]. Walter Thompson Co.
Client: Lever Brothers
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Artists: Ray Albert, Ehrlich-La Zink, Inc.
Art Divector: Elcanor Mayer

Agency: Abbott Kimball Co., Inc

Client: Revlon Nail Enamel Corporation
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Artist: Harry Brown

Art Directors: Lester Jay Loh, J. H. Tinker, Jr.
Agency: ]. M. Mathes, Incorporated

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

Agency: N. W._Ayer & Son, Inc.
Client: French Line

Artist: James Abbé
Art Director: Myron Reazer
Client: Bonwit Teller

HARMONY __
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Men,
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CONTAINER COIPORATION OF AMERICA

Artist: Louise Dahl-Wolfe Artist: Tony Zepf

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

Agency: Batten, Barton, Durstine & Osborn, Inc Agency: N. W._Ayer & Son, Inc.

Client: E. 1. du Pont de Nemours & Co., Inc. Client: Container Corperation of America
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Artist: Henry M. Rundle
Art Divector: Henry M. Rundle
Client: R.C. \. Munulacturing Co

Artist: Gordon C. Ross
Art Directors: Heury Harding. Farle 1. Bean
geney: The Baria Press
Client: Liberty Mutual Insurance Company
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Lovely skin is
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TRADE PUBLIGATIONS




ART DIRECTORS CLUB MEDAL FOR BEST BLACK AND WHITE PHOTOGRAPH

Artist: Marvin Becker Art Director: Franklin D. Baker
Agency: N. W. Ayer & Son. Inc. Client: Caterpillar Tractor Co.
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Artists: Black Star Publishing Co. Charles Peters .1t Director: Lester Beall  Agency: George Bijur, Inc.  Client: George Bijur, Inc.

Artist: F. S. Lincoln vt Divector: Elmer R. Lasher  Agency: T. J. Maloney, Inc.  Client: Popular Publications, Inc.

AWARD FOR DISTINGTIVE MERIT
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Artist: John Scott

Art Director: Walter K. Nield
Ageney: Young & Rubicam, Inc.
Client: Young & Rubicam, Inc.

Artist: E. Meerkimper
Art Divector: Ben Collins
Client: 'The Beck Engraving Company

rtist: John Scott

Art Divector: Walter K. Nield
Agency: Young & Rubicam. Inc.
Client: Young & Rubicam. Inc.




How to make people
sit up and do thinps




Artist: Stanley Ekman
j Art Director: Scott A. Runge
{
|
I

dgency: N.W. Ayer & Son, Inc.
Client: Container Corporation of America

Artist: Keith Ward

Art Director; Frederick Ialpent
Agency: Young & Rubicam, Inc.
Client: The Centaur Company
Artist: Exik Nitsche

Art Director: Lrik Nitsche

Agency: George Bijur, Inc,

Client: Mutual Broadcasting System







4 YEARS LATER )—

Artist: Fdwin Way Feale
Art Director: Ben Collins
Client: 'he Beck Engraving Company
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Artist: Harold Kramer

Art Director: John B. Breunig

Agency: Needham, Louis & Brophy, Inc.
Client: Fagle-Picher Lead Company
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Artist: Roy Snow

Art Dirvector: T V. Tinker

Agency: Batten, Barton, Duarstine & Oshoin, Inc,
Client: E. 1. du Pont de Nemours & Co.. Inc.




Artist: Lejaren A, Hiller Art Directors: David Silve, C. Carroll Adams Client: Davis & Gecek, Inc.

Artist: John Averill Art Director: John Averill Client: Collins, Miller & Hutchings, Inc.
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Artist: Herbert Roese

Client: Woman's Home Companion
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rtist: William Golden  Art Director. '\ ed Sandler

Client: Columbia Broadcasting System

Art Director: Walter Lloyd
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Artist: . Nyholn

Art Director: Lester Beall
Ageney: George Bijur. Inc.
Client: George Bijur, Inc.

Artist: Melbonrne Brindle

Art Director: Walter B, Geoghegan
Agency: Calkins & LHolden
Client: Sanderson & Porter
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GEGRGE BLIUR, INC - 3 ROCKEFECLER PLAZA - NEW YORK

Artist: Fred R Avcher

Art Director: Fliner R. Lasher
Ageney: "I, J. Maloney. Inc.
Client: Economics Laborators. Inc.



Artist: Joseph Gering

Art Directors: Lester Beall, Joseph Gering

Artist: Gilbert Bundy

Art Directors: Paul Smith, William AL Lang
Agency: Kenvon X Fekhardt, Tne.

Client: Munsingwear, Inc,

Ageney: George Bijw, Inc.
Client: Mutual Broadcasting System
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Artist: M. Ackoff a ﬂ

Art Dirvector: 1ester Beall g

Ageney: Philip Kobbe
Client: "Vime, Inc.
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ADAMS STUDIOS

600D
PHOTOS

Artist: George Adams, Adams Studios
Art Director: Robert Geissmann
Client: Adams Studios
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rtist: George AL Podorson

Art Divector. M. ], Lisler

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

Artist: George Adams, Adams Studios
Art Divector: Robert Geissmann
Client: Adams Studios
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Artist: Albert Dorne  Art Director: Daniel W. Keefe  Agency: McCann-Frickson, Inc.  Client: Talon, Inc.
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TUIS TALE OF WOE

Artist: Max Hodge rtists: Ledo Studios, Dorothy Monet
Art Director: Max Hodge Art Director: Robert Engel
Agency: N.W. Ayer & Son, Inc. Agency: Fuller & Smith & Ross, Inc.
Client: lord Motor Company Client: Mark Cross
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DISPLAY TYPOGRAPHY'S URGENT /0B

By DOUGLAS €. MCMURTRILE, Divector of Typography, Ludlow "Typograph Company

Art work in advertising attracts attention in the first instance, and creates a favorable attitude on the
part ol a prospective purchaser. But after attention has heen 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 uickly—or not at all—in this fast-moving world. A like task, but one not quite so ditlicult, 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 successtully this test: If
looked at for a fleeting moment, will they tell the gist ol their story?

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 ol 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 whose eye is casually
roaming across the page.

Make sure they really stop the eye of this reader: that they are large enough and insistent
enough to do the job, and not fail because they are halfhearted. 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 lost 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
casy for the reader to find the paragraphs dealing with features or points in which he individually
is cspcciz;lly interested. Again. we cannot afford to risk a wide expanse of even color type composition.

Above all, let us who set type 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 15 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.”

Alfter 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 aflord 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 tenipo 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 “nodern” 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 cominerce.

First, it has simplified both typefaces and layout. Applied to typefaces, the influence was re-
sponsible for the siniplification in design observable in the sans serifs, flat serifs, and other nodern
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
Beillg 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 effectiveness are respected

as they have never been in any period past.
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Srtist: James Thurber 0t Divector: Leon Raop
Ageney: NOWoNver & Son, Ine. Client: Ladies” Home Journal

ART DIRECTORS CLUB MEDAL
FOR BEST CONTINUITIES AND COMIC STRIPS

ART DIRECTORS CLUB MEDAL
FOR BEST BLACK AND WHITE ILLUSTRATION

Artist: R, Witlaumes drt Divector: Myvon Kengey - Client: Bonwit ‘Teller
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Sausage Shapes over London can make more Fords go by

Come on. now, don't be so far fetched. How can new air defenses
in England have one blessed thing ta do with selling an American
car to Americans?

Because it's news—und the ms hns..bcenming:h.angg.n
the very Americans that buy Fords and furnaces. radios and rayons.

1t's been changing Americans for some years now. It's changed
the people you know —it's chunged you. A few years ago, news
was a pastime, take it or leave it, dip inta it around election time
and forget it most of the time,

Then things happenied. Abroad, dictators fipped out booming
phrases of war and ripped up treaties and pacts. At home all the
banks closed and a new era opened. Men began to ask other men
about new bills, new taxes. new unions. new powers. [t began to
dawn on people that the news was something happening to them
—sitting up there in their business ledgers looking at them, perch-
ing on their tractors, making marks or leaving blunks on their
sales charts.

And now the news matrers as It's never mattered before. Most
of all it matters to 1he most intelligent people. The people with the
bigger jobs and paying farms, people in the professions. People

TIME » THE WEEKLY NEWSMAGAZINE

with the 3$599's and $774's for new Fords.

There's nothing casual about their need for the aews. They
care enough to want all the important news—straight. unsnarled,
responsibly told.

So 700,000 of them read TIME. Every week of the year they
read TIME—to find out.

And that has plenty to do with sell'ng cars or anything eise
important to Americans, When you advertise 10 peoplc who want
1o find out, who are eager and alert, you're getting your own news
of new models. new prices through on the sharpest innsity leve!
you can find anywhere. * ® * & X *

And getting it through, in TIME, ta people with money to spend
this year. Ten dozen surveys prove that TIME readers have sta-
bility far above the mass average: 83% are of professional or
executive status; they make a market that doesn't dis=olve under
pressure—that stays secure.

1t stayed secure the last time there was pressure; during the
six years of Depression I, advertisers discovered that, und TIME's
passenger car advertising rose 141%. Becuuse it paid out, thar's
why' it rose.

What's 30 all-fired different about Depression [1? One market
dissolves, another weakens. Still another stays secure —makes a
SECURITY BASE for any advertiser. TIME's market stays secure.

TIME readers just proved it all over again in a recent survey
of 50,000 TIME families. Proved It for any advertiser. Proved it so
specifically for passenger car advertisers that it seems like the
selling argument to end all selling arguments:
" TIME FAMILIES PLAN TO BUY 91,000 NEW CARS ™%
: THE BALANCE OF THIS YEAR. _:
po- OTHER TIME FAMILIES PLAN TO BUY 268,800 NEW g
e~ CARS DURING 1939, -y

‘What's the price of getting your lick in to this market? Five
to ten thousand doltars u page? No, thut buys mass circulation.
fine big masses.

A TIME puge costs less than 32500; thirteen pages cost
$30,550; twenty-six cost 357.850

That doesn't buy mass circulation—that only puts your news
through 10 700,000 substantial TIME families. ALL of whom want
the news and a whacking

Jot of whom want new cars, -
N

WITH THE SE!

URITY BASE

Artists: Peter Nyholm, R. Clemmet
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1ri Director: Lester Beall

Agrney: George Bijur, Inc.

Client: Time, Inc.




Weve been put in our Place!
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AWARD FOR DISTINCTIVE MERIT

Artist: Herbert S. Lenz
Art Director: Herbert S. Lenz
Client: R. H. Macy & Co., Inc.

Artist: Herbert Greenwald
Art Director: Herbert S. Lenz
Client: R. H. Macy & Co., Inc.
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Artist: Marianne Brody
Art Divector: bra Lowenstein
Client: Saks Fitth Avenue
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Artist: Exic Mulvaney
Art Director: M. 1.. Roseublum wewmncons VEW FUSHION CEATER nean 1i0on
Client: 1. Bamberger & Co.
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Artists: Jean Spadea
Dora Abramns Boawit Toller . ”
Richard Young Bonwit Teller \

Art Divector: Myiron Kenser R Cheistmos sole
Client: Bonwit “Teller L " e
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STEINWAY

PNC BTV ST o0 Tur rmmentas

-Irtists: Fred Chance, George Connelly
Art Director: John J. Smith

dgency: N. W, Aver & Son, Inc.

Client: Steinway & Sons
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Artist: Eric Mulvaney
rt Director: M. L. Rosenblum
Client: L. Bamberger & Co.

REEP YOLR EVE OV BAMBERGER'S

IN 1939

(

!
w Artist: Joseph Fehér
Art Director: Joseph Fehér

%’”:TH"‘ W@ Client: Chicago Tribune

e

QR S SLE STERTS WONDAY 1N, 30
0. % sAL
VERSARY THLE

Artist: H. Foster Fnsminger

Art Director: Paul F. Berdanier, Jr.
Agency: |. Waher Thompson Co.
Client: The Curtis Publishing Co.
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Artist: Allen Saalburg

Art Director: Paul W, Darrow
Agency: N. W, Aver & Son, Inc.
Client: Steinway & Sons

“SKYSCRAPER”

EVERY
LOOKS LIKE THIS. ..

M. Ardist: | W, McManigal
' At Director: William A, hiwin

EN TlE MAN Agency: McCann-Frickson, Inc.
1 Client: The Curtis Publishing Co.

oy

1t Gountay b

I T

Artist: Robert Philipp

Art Director: Paul W, Darrow
Agency: N. W. Aver & Son, Inc,
Client: Sicinway & Sons v
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Artists: Eric Mubuaney, Thomas Gray
Art Divector: M. L. Rosenblum
Client: 1.. Bamberger & Co.

Artist: Keith Ward

Art Director: Harry Pavne

WITH 100 (BOET “HURDO", . Agency: Batien, Barton, Durstine & Oshorn. Ine.

Client: Borden's Farm Products
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Artist: Keith Ward

Art Divector: Harry Payne

Agency: Batten, Barton, Durstine & Oshorn, Inc.
Client: Borden's Farm Products

Artist: Eric Mulvaney
Art Divector: M. L. Rosenblum

) counss e AW EASHIOY OENTER oy
Client: 1.. Bantberger & Co.




Artist: Helen E. Hokinson
Client: R.TE Maay X Co, Ine,
At Divectn s Herhere S, Lews

GOSH, Ml”ml SHOULD

A SCREEN STAR'S
MUCH MORE LIKELY

v:"&‘::%“—?l rtists: Richi d Clemmer, Underwood & Underwood It Divector: Lester Beall
Ageney: George Bijur. Ince, Client: ime, bnce.
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Art Divector: Ehwood Whitney L
Artists: George Hurrell, Gilhert Bundy
Agency. J. Walter ‘Thompson Co.
Client: Lever Brothers
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Artist: Victor Keppler

vt Dirvector: Harry Pavne

Agency: Batten, Barton, Durstine & Oshorn, Inc.
Client: ¥.. R, Squibb & Sons
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it Director: Herbert S, Lenz @ ;ﬂ NP A=

Client: R. H. Macy & Co., Inc.

| i
CARSTAIRS
e dlhed 170 Artist: Irwin Sinith
" NDED wHISAE .
LN QT A ) Art Divector: Myron C. Perley
: Agency: Lennen & Mitchell Inc,
Client: Carstairs Bros. Distilling Co.

Artist: Herbert Greenwald Art Director: Herbert 8. Lenz Client: R. H. Macy & Co., Inc.
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Artist: Russell Patterson
Art Director: Flerbert S. Lens
Client: R. H. Macy & Co,, Inc
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P4STE THIS 4rtists: H. Foster Ensminger, William Sakren
IN YOUR HAT! '

Art Director: Paul F. Berdanier, Jr.

gency: |. Walter Thompson Co.
Client: General Cigar Ca., Inc
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Every Woman wants to be Kissed-

Artist: Edward Johnson

Art Director: Fred S. Sergenian
Agency: Young & Rubicam, Juc
Client: Cluett, Peabody & Co.. lnc
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Artist: Wahier Richards

A1t Director: Fhwood Whitney
Agenev: | Watter Thompson Co.,
Client: Shell Oil Company
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Srtist: Stanles Ekman

At Director: Roy E. Washburn

Ageney: MeCann-Frickson, Inc.

Client: Stmdad Oil Company (Indiana)

GET CRITICAL— GETKRUEGERS 4
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P ; MAKE THIS
KH ll [ H WEEK-END TEST
BEER & ALES

WHEN YOU ORDER BEER FOR THIS
WEEK~END, ASK FOR KRUEGER'S.

BOITLES. CANS. DRAVGHT

LOOK POR THE “K™ MAN

THEN COMPARE IT WITH ANY BEER.
YOU'VE EVER TASTED.

ISCOVER KRUEGER'S COOL,

~REFRESHING GOODNESS —
IN BOTTLES, CANS — OR ON DRAUGHT
AT YOUR FAVORITE TAVERN.

SOME PRONOUNCE IT KREEGER'S . .,
SOME PRONOUNCE IT KRQOGER'S . .
BUT EXPERTS PRONOUNCE IT BEST

A URIER SRS COMPANY, MENSC, 0.4

st Walter Eavly

Art Divector: Gustave Sigritz
Agency: Young & Rubicam. Inc.
Client: Kiueger Brewing Co.




Irtist: Williaon Sakren 1t Divector: Willizan Strosahl — dgeney: |. Walter Thompson Go.  Client: P. Ballantine & Sons
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Artist: Walter Hoban 4rt Divector: Jonel Jogulesco Agency: Youug & Rubicam. Inc Client: Generval Foods Corporation
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drtist: John Holmgren 4rt Divector: Vrederick Halpert 4gency: Young & Rubicam. Inc Client: 1 he Centaur Compan
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Artist: Albert Dorne  Art Director: W. E. Wheaton, Jr. Agency: Badger and Browning & Herscy, Inc.  Client: American Chicle Company

THE YRUE ADYENTURK

OF TT.REESE, JR ., ANDC HIS TWO COMPANIONS
IN THE MIDNIGHT DARKNESS
OF A FLORIDA SWAMP

AN ADVERTISEMENT FOR FRESH DATED “EVEREADY’ BATTERIES

Artist: Howard Williamson Art Directors: Lester Jay Loh, John H. Tinker, Jr.
Agency: ]. M. Mathes, Incorporated Client: National Carbon Company, Inc

- FL AN
Vs

o GRAPE Mnr FI.AKES A4
$o \
i‘ wquno\ D

GRACE- MTTE Fimoms ‘

S
iF e XY

Artist: Walter Hoban

Art Director: Jonel Jogulesco Agency: Young & Rubicam, Inc.
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Artist: William Sakren 4rt Director: Fred 8. Sergenian Igeney: Young & Rubicam. Inc. Client: General Foods Corporation
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Artist: Joseph King Art Director: Frederick Halpert Ageney: Young & Rubicam. Inc. Client: Bristol-Myers Co.
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Artist: William Sakren frt Director: Fred 8. Sergenian 1gency: Young & Rubicant. Inc. Clien!: General Foods Corporation
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DOWN OUR STREET Oh, Doctor! By Winifred Carter

DIE THAT'S TerL me,| fcrisco mes THAT'S Y [ — =7 1S LIGHT T
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SHARE:

Bree aovice /enrisco
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ENING) 1S NOW PRICED
50 LOW THAT EVERYVONE
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MORE DIGESTIBLE FRIED
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Artist: Johm H, Striebel — drt Divector: Loven B. Stone dgency: Compton Advertising. Inc Client: 1'vocter & Gamble Compan
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drtist: Ham Fisher  4rt Director: Paul F. Berdanicer, | Agency: |. Walter Thompson Co.  Client: 'lanters Nut & Chocolate Co.
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HO — THE_SHADOW.
oun LANDLORD DAH KENS T LEAVE MR
UR 0y HOME ERICKSON
()

REE AOVICE ? €RYSCO (THE
SUPER- CREAMED PURE VEGETABLE
SHORTENING) 1S NOW PRICED SO

LOW THAT EVERYONE CAN ENJOY
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Artist: John H. Stricbel  Art Director: Loren B.Stonc  Agency: Compton Advertising. Inc.  Client: Procier & Gamble Company
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COMPLETE ADVERTISEMENTS -

NEWSPAPERS

ANRPUBCRS VaE STCINGAY PUIRINY

*550 - =

STEINWAY Hi JOURNAL Gz o

FROM MO0 TO YOU WITH LOVE

Enruv MINUTE four brand-new babias arrive n
the Umied States. If you're Tucky enough to have
one ¥ these interesting little penple come to tive with
you socept our congratulations. And the best wishes
of 8 the Boasies in the Borden herd . . quite meteri-
ally upressed, may we mid, with the purest, whole-
socrmet milk that ever.welcomed & new arnval Tte
necee w Goiden Crast Grade A. [t comes * Fom mao
10 533" with ol the loving care that Borden's has
nat=d in thes businass for 05 years No one appredi-
ater mors than we do how lnportant pure milk 1 o
the aith and happines#f of growing children. When
mar the Borden Man start calling et your home?
Bextn's Farm Products.
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WE LIFT OUR GOLDEN CREST VOICES §

Please pardon us. Singing i3 & bit out of our
line. But we just can't help carolling o few moos
to you — of glad udings, and happiness, and
200d health for this and every sesson. We'll
make good on these good wishes, 100, with your
kind permission. Just leave s note tomorrow
telling your Borden Man, “I'm changing to
Golden Crest Vitamin D, the milk with the

o geriateivird sunshine vitamins in it.” Will you—for a
. happy, healthy Christmasand New Year?
NOW. oy siva mer, 1FS SMART 10 B8 THRIFTY BordsnolF e Producend

g L= MACY'S

TRE G30D COWPaNIRES

Beeman's delicious, tangy
freshness is due Lo the air-
tight package that keeps this
fine flaver at its peak of fresh
perfection. Treat yourslf to
8 package today!

85 350

STEINWAY

DIGESTION

STANDARD'S ANNUAL
4-SECOND SERMON ON SERVICE

I-’I'___ - — - __‘i\ (Tos Motasiat whe wish in snjey thei drving ihis 4th of Juby)
o s | o o || ey -
3 ’ | - i -
8 N r
& s -
fo X © . | &8 = :
- &

PLI(TY BODY FLAVOR in svecs glass of BALI ANTINE S hia s the
Mot valuable (acl 8 Man cen know about Ale or Heet ' Hang on to ths fact

8y MAKE MINE HALLANTINE S' —and you i get axtra enpyment out of
every dnink. "Purti Bodv. Flavor™  these aren t pmt words, but prcsless
Qualiises you i) meet nd recognze 1n the products of one of America s nideat
broweres Your taste will tall vou (he difference’ On draugti  in bedties

(12 05 and full quart, 10 coppercolored wans {12 ot and full quart)
AMERICA > +INEST SINCK 1840

:I;;l uull \:.n BLIT SERVIRE mu-:s BALLANTI N E'S A/G 8_5«_96’_1'

STANDARD OIL DEALERS
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Artist: M. Martin Johnson

Artist: John Averill

AWARD FOR DISTINCTIVE MERIT

WA

Art Director: M. Martin Johnson Client: Chicago Art Dirvectors Club
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]
]

)

]

45

)

<
-~
-3
=3

'

J

]

~)
-

]

~
=3
-3
o
e
1=
1
T
b el
1™
g™
-
T
-y
1=
- el
.
™
I
g™
A
"
A
4™
4 >
4™
4™
el
"
4 2
]

Art Directors: Robert A. Sclunid. John Averill

AWARD FOR DISTINCTIVE MERIT

Client: Mutnal Broadceasting System, Inc.
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Artist: Harry Brown Art Dirvector: Ted Sandler Client: Columbia Broadcasting System

AWARD FOR DISTINCTIVE MERIT




From Moo
l'o You
With Love

r

Artist: Keith Ward
Art Director: Harry Payne
&‘f Bcu‘ea"" Bﬁﬁd&n Agency: Batten. Barton Durstine & Osborn, Inc,

A - Client: Borden's Farm Products

Artist: “Faylor Poore
Art Director: William A, Kittredge
Client: R. R, Donnelley & Sons Co.

Artist: Fred Hauck
Art Directors: Fred Hauck, Walter Lloyd
Client: Collier’s
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Artsts: David O. Green, Torkel Korlin tists: Hemy Stahlhut, Dororthy Galfney
Di James T. Mangan irt Director: Dorothy Gallaey
Client: \ills Novelty Compan Agency: Abbout Kimball Co., Inc

Client: Strathmore Paper Compan

Artst: Pagano, Ing

Artist: Lester Beall Art Directors: W. 1.. Rogers, Ravimond lLevy
Ari Director: Lesier Beall Igency: Barnes Press
Client: The Stevling Engraving Co Client: \West Virginia Pulp & Paper Compan
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GEFFICIENCY

Artist: Howand Hads
At Divectar: Howard Thndy
Client: York Tee Machinery Coip,

rtist: Fred Hauck
Art Director: Fred Hauck
Client: Socony -Vacuum Oil Company, Inc.

FROM PUIPWOOD TO




For the big show. It's colossal—Stupendous-—See the eye-filling splendor of the parade
of new model announcements! Gaze at the thrilling, sales-winning editorial mid-way . . . that focuses the buying-
atteption of more than 2,620,000, affluent, active auto-interested families on the 1939 carsi!!!

Get in line and get your ticket for the biggest show on earth—THE 39 MOTOR-
BUYING SEASON, as produced by the editors of Collier's and America's leading automotive advertisers.

Fi H: ire Fred H: Wa 1
Artist: V. Bobri Artist: F H:
Di Grace M. Jon {rt Directors: Fred I , Walter Lloyc
Client: Nolde & Horst Sales Co., Inc Ve 1's Ho nic
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ENSEMBLERS, < k

They knew more aboul cows




drtist: Lester Beall
N! 5 Art Dirvector: 1.ester Beall
Client: The Sterling Engraving Co.
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Artist: Lester Beall =
Art Director: Lester Beall a
Client: The Sterling Engraving Co. {
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Anists: Lester Beall. Joseph Gering
A Directors: Lester Beall, Walter Lloyd
Client: Woman's Home Companion

ON BEHALF OF 3,000,000 HOUSEWIVES

Artist: Erik Nitsche
Art Directors: Robert A. Schmid, Evik Nitsche
Client: Mutual Broadcasting System, Inc.

Artist: 1. W. Frochlich
Art Director: 1.. W. Frochlich
Client: The Bauer ‘Type Foundry, Inc.
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Artist: Robert Carroll
Art Directors: Robert A, Schmid, Rohert Carroll = N
Client: Mutual Broadcasting System, Inc.
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Artist: Gene Federico

Art Directors: Stumt Campbell, Gene Federvico
Agency: Abbott Kimball Co., Inc.

Client: Abbout Kimball Co., Inc.
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;l FOUR-COLOR REPRODUCTION OF AN OLD FLOWER PRINT







Artist: Fred Bond
Art Directors: W. A. Kittredge
Willard G. Smythe
Client: R. R. Donnelley & Sons Company

Artist: Howard W. Willard

Art Director: W. A. Kittredge

Agency: R. R. Donnelley & Sons Company
Client: West Virginia Pulp & Paper Company
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A SHOP TALK ON POSTERS

By HOWARD SCOTT, Poster Designer and Consultant

DEFINITION OF A POSTER

There have been given many definitions of what a true poster is. I venture to add another, perhaps
a bit more contemporary. I feel that a poster is an advertisement that exploits a complete situation
with true sincerity in a split second. The poster must attract, hold, and in a flash bring home to the
reader a complete understanding of the advertiser’s message. It must leave a pleasing impression as
well as a convincing one. We in America have leaned toward the human interest poster during the
last few years. The moving picture, with its tremendous influence, and the great number of purely
picture magazines that flood our newsstands have both contributed in shaping the visual conception
of the advertiser’s audience.

Not so long ago, I had a very interesting talk with A. M. Cassandre. the well-known French
poster artist. He has no peers when it comes to design, color and supreme ingenuity. Cassandre is a
master of the purely symbolical or, let’s say, the modern impact poster. He argued that America had
no poster technique. We do nothing but blow up realistic paintings, and because we use them on
twenty-four sheet poster panels, we call them posters. I'm sure he must have meant that our posters
on the whole are not handled technically in the old flat poster treatment used by most of the Euro-

peans for years. He failed to see that with a simple, powerful pattern, a strong poster can be had and
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that any amount of realism within that primary pattern, if painted in its proper key so as not to
destroy the impact of this pattern, adds both to the appeal and story-telling value ol the poster. This,
[ told him, is America’s poster technique that the masses understand. Exhaustive surveys have been
made of the merits of our point of view and they have proved conclusively that as far as America is
concerned we are on the right track in putting on, as I like to call them, one-act plays to a five-second
audience.
USES OF THE POSTER

Right here 1 would like to say that perhaps the one form ol advertising best suited to the speed
and complexity of our modern living is the poster. Its use on the big twenty-four sheet panels, the
three sheet and subway hoardings employs only a part of the space in which good poster advertising
can do its work most eftectively. Most people don’t have time to read the lengthy lines of copy that
accompany the average advertisement. T'hey are interested in getting their information in capsule
form—a digest of all things pertaining to their everyday living habits. The picture magazines are
giving the reader his news by way of the picture. Flash, vivid impressions; that is the true mission of
the poster. I believe we shall see the poster technique used more and more in our newspapers, pub-

lications and display fields. It seems a natural vehicle to use in getting the message over to the reader.

CONSTRUCTION OF POSTERS

As to the construction of a poster, this being the most important feature of all, I will try to give a
resume of what makes it tick. ‘There is no formula in the designing of a prize-winning poster
advertisement. First, and probably the factor contributing most in making a good poster, is that the
agency and its client be in perfect agreement that once twenty-four sheet posters have been decided
on as the media for a campaign, one cannot put everything, including the barnyard hens, into the
design. Also, that there must be taken an entirely separate point of view differing decidedly from that
of newspaper and magazine layout.

Secondly, the poster should be entertaining. The poster is the one form of advertising that
does not give away a “‘bag of marbles,” so to speak, for the few seconds of indulgence by your audi-
ence. Unlike radio, which gives entertainment along with the commercials, and the newspapers and
magazines, which give you news and fiction, the poster stands solely on its entertainment value as a
compensation to the reader.
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There has been some criticism of a so-called “gag-lined” poster’s ability to sell. True, you
canuot put a magazine ad on a twenty-four sheet poster, as most advertisers try to do. The reading
time is too short. But you can pick out one paramount feature of your produnct, wrap it up with a
good “gag” line designed into a well-executed pictorial element, add your product identification and
wind up by having a two-fisted advertisement that’s plugging for you twenty-four hours a day, thirty
days out of the month, smacking home on your buying public thousands of quick-selling, pleasing
impressions of why your gas starts quicker!

Given a good “gag” line, you should explore every possible composition in your preliminary
roughs that will tip the reader off’ to the selling line long before he is within reading distance of the
actual line of copy on your poster. A simple pantomime pattern can pour your reader right into
the few words in your message. The success of the poster depends on handling both copy and pictorial
elements toward this end. You must trap your audience for a split second and then release it with a con-
crete impression of your advertisement. Great care should be taken in choosing the actors in your
“poster play.” Refrain from blatant colors that only tend to chop your design to pieces. Rather a black
and white painting with good value relations than a red, white and blue circus poster that leaves you
wide open to every garden club addict’s contention that you are smearing the landscape with junk.

Use restraint and good taste and, above all, simplicity.

THE FUTURE OF THE POSTER

The future of anything, of course, is in the lap of the gods. However, I'll venture to say that given
an opportunity, the poster will come into its real place in the years to come. It is surely the stream-
lined medium of the advertising world, and as such can surely hope for increased importance in the
field of propaganda. There is a lack of trained, poster-minded agency executives and artists in this
country. However, if the progress made in the last few years can be maintained, we shall surely see the

poster graduate from the red-headed stepchild it has been into its rightful place in advertising.
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POSTERS AND
MAGAZINE GOVERS
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THE KERWIN H.FULTON MEDAL FOR BEST TWENTY-FOUR SHEET POSTER




Artist: McClelland Barclay Art Director: Walter Geoghegan Client: Gulf Oil Corporation

ood Gul

Artist: Howard Scott  Art Directors: Stanford Briggs, Howard Scott Agency: McCann-Erickson, Inc.  Client: Ford Motor Company
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Artist: Hayden Hayden vt Dirvectors: Stanford Briggs. Howard Scott - Agency.: McCann Erickson, Inc. ent: Standard Oil Company of New Jersey

POWER

MOTOR FUEL

Artist: Hayden Hayden Art Directors: Stanford Briggs, Howard Scott Agency: McCann-Erickson. Inc. Client: Axton Fisher Tobacco Co.
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Artist: Joseph Binder rt Divector: Burton E. Goodloce Agency: J. Walter Thompson Co. Client: Peter Ballantine & Sons

PURITY - BODY -

=\
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LAVOR IN EVERY GLASS

P8 4

BALLANTINE

-- -
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vy 71

LOW-COST-PER-MILE

W

=

STANDARD
RED CROWN |

GASOLINE

Artist: Stanley Ekman vt Director: Roy E. Washburn Agency: McCann-Frickson, Inc.  Client: Standard Oil Company (Indiana)
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MCCANDLISH LITHOGRAPH CORPORAT!ON PHIIL ELPHIA ,PA
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THE BARRON G. COLLIER MEDAL FOR BEST CAR CARD

PURITY-BODY- FLAVOR
mu 200 X IN EVERY GLASS Q

ALE &

BALLANTINE'S ::i:

Artist: Joseph Binder Art Director: Burton F. Goodloe Agency: J. Walter ‘Thompson Co. Client: Peter Ballantine & Sons




SAVE-AND E

THE PHILADELPHIA
- SAVING FUND SBCIETY

TTH & WALNUT 12TH & MARKET « 11TH & LEHIGH < BROAD & RUSCOMB =15 3.52ND - BROAD.& M°KEAN

Artists: Raymond A. Ballinger, Morris Bevd  4rt Director: Gny E.Fry  Agency: Jevome B. Grav & Co  Client: Philadetphia Saving Fund Society

Artist: Fred 1.udekens Art Director: Fred Ludekeus Agency: Lord & Thomas Client: M\ B. Co

M-J-Bs RICHER ROAST
GIVES FINER FLAVOR
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Artist: Otis Shepard

Art Director: Otis Shepard
Ageney: Barron G. Collier Corp.
Client: Wm. Wrigley Jr. Company

Healthful - RefresHing - |

Artist: Ruzzie Green

Art Director: Winslow H. Case

Agency: Newell-Enmmett Company, Inc.
Client: Liggett & Myers Tobacco Company

Enjoy
Hejalthful

e‘ ICI ous Artist: Otis Shepard

rt Divector: Otis Shepard

Agency: Barron G, Collier Corp.
n n Client: Wi, Wrigley Jr. Company
WRIGLEY:
S
DOUBLE v\l
CHEWING GUM
-



Switch to the Modern fuel

Artists: Joseph Binder, Everett W. Sahrbeck
Art Director: Everett W. Sahrbeck

Agency: Chas. Dallas Reach Co.

Client: The Koppers Company

WIN s'IOOC) FIRST PRITE v BIG CONTEST

Artist: Irvine Kamens

Art Directors: David S. Block, Halpert Studios
Agency: Brown & Tarcher, Inc.

Client: Seeman Bros., Inc.

Artists: Joseph Binder, Everett W. Sahrbeck
Art Director: Everctt W. Sahrbeck

Agency: Chas. Dallas Reach Co.

Client: The Koppers Company
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rtist: Hewitt & Keene
vt Dirvector: | P, Sawyer
Client: Vick Chemical Company

CHIL‘DREN'S
COLDS (' /\

) 0”' ;«i‘{
ol A"\ nexs

Pr_ved by Two CGe¢ orations of Mothers VapoRus

“MERMAID-KNIT” PONIES

Artist: Gilbert Bundy

Art Divector: Paul Smith

Agency: Kenvon & Eckhavdt, Inc.
Client: Munsingwear, Inc.

FOR THE MODERN IDEA...SEE NSING
8 Wear

BALLANTINE'S

PURITY-BODY-FLAVOR . '™ FVERY GLASS

Artist: Joseph Binder

Art Director: Burton F. Goodloe
Ageney: | Walter Thompson Co.
Client: Peter Balluntine & Sons

FI
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Artist: “Texidor
Art Divector: Herbert S, Lenz
Client: R H. Macy & Co., Inc.

Artist: Joseph Binder

Art Divectors: Hallas Kenyon, Thnold D. Hoopes
Ageney: Parvis & Peart

Client: A & 1" Cotlee Service

Artist: Sascha AL Maurer

Art Director: Sascha A. Maurel 'r H E N { w H ﬂ VE N R R

Client: New Haven Railroad
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MACYS GIKT CENTRE
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s/:‘
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Artists. Lester Beall, M. Ackoff

Artist: Adolph Brotman
Art Director: Lester Beall

Art Director: Herbert S. Lenz

Agency: George Bijur, Inc. Client: R. H. Macy & Co., Inc.
Client: George Bijur, Inc.

152



AWARD FOR DISTINGTIVE MERIT
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Artist: V. Bobri
Client: Nolde & Horst Sales Co., 1nce,
JArt Divector: Grace M. Jones

_ 4
X \ “

%

MAROC ‘A SPICY BEIGE HOSIEFY CCLOR

pd

Artist: Mary Sweer

Art Director: Sherman H., Raveson
Agency: Hartman & Peutingell, Inc.
Client: Propper McCallum. Inc.

WINDSOR 4 ReooisH TAN STOLNING SHADE

Artist: \ . Bobri
Art Director: Grace M. Jones

Client: Nolde & Horst Sales Co.. e, . Y “ “ \:v
s
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AWARD FOR DISTINGTIVE MERIT



Artist: Whiting-Fellows drt Director: Louis-Marie Eude Client: 'Town & Country

AWARD FOR DISTINCTIVE MERIT



i

Artist: Louis-Marie Fude
Art Director: Louis-Marie Eude
Client: Town & Country

TOWN & COUNTRY
N/
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=
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UST 199
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AUG:
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Artist: Raoul Dufy
Art Director: Louis-Marie Eude
Client: Town & Country

AWARD FOR DISTINCTIVE MERIT

Artist: Horst
Art Directors: Horst, M. F. Agha
Client: Vogue
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Artist: Robert Mack Artist: Victor Keppler

Art Director: Wallace F. Hainline Art Director: Frank Eltonhead

Client: Better Homes & Gardens Client: Ladies' Home Journal

St
¥ !
1 1 Artist: Paul A. Hesse

. - i Art Director: Peter Martin
« . Client: The Saturday Evening Post

SBRBE)




-

U URE BUSIIESS DIRECTION

Artist: Stanley Ekman {roist: Paul Rand
Art Director: James A, Shanahan Client: Direction
Client: Aaerican Photo-lngravers Association

Artist: "aul Rand
Art Divectors: Dr. Robert L. Leslie. Perey Seitlin
I . »
Client: 1. N - :
» a
Artist: Charles Egri - {f -
Art Direcior: W. L. Bartleut w
\ . q -l
Client: Tuternational Nickel Compan o k
A = .

rbist: H. ) Barschel
vt Divectars: Nr. Robert L. Leslie, Perey Seitlin
Client: 1'. M

.
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Artist: Robert Shaw At Director: Myrvon Kenver Client: Bonwit Teller

y) )
7 ]
Artist: Robert Shaw Art Director: 1toward Richmond Client: Saks Fifth Avenue
Y W
W
Artist: Robert Shaw Art Divector: Myron Keozer Client: Bonwit Teller
*/-‘
Chitist: George Suman bt Dirvector: Kenneth Paul

Agency: Baten, Barton, Durstine & Osborn, Inc. Client: New York Telephone Company




GANAPES

GEORGES

GEORGE DE MET &EBROS

103



ﬁ D! ‘@.rylt[

(((( mTWDV

‘AR BOTT

"W

ABBOTT RESEARCH LABORATORIES

Artist: M. Martin Johnson

Art Director: Bert Ray

Agency: Runkle, Thompson. Kovats, Inc,
Client: Abbott Laboratories

Artist: M. Martin Johnson

Art Director: Bert Ray

Agency: Runkle, Thompson, Kovats, Inc.
Client: Abbou Laboratories

Artist: Thomas Corbett

Art Director: Dorothy Gaflney
Agency: Abbott Kimball Co., Inc.
Client: Strathmore Paper Company
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Artist: William Driscoll

Art Director: Charles Chappell

Ageney: Arthur Kudner, Inc.

Client: National Distillers P’roducts Corporation




Artist: Charles A. Hhimn Art Director: R. J. Hamon Ageney: Gever. Cornell and Newell, Inc.  Client: The M. Werk Company

— =

Artist: Martino Studios Art Directors: Walter Reinsel, John 8. Fischer Agency: N. W, Ayer & Son. Inc. Client: Lincoln Motor Company

Toke Mo Potpn to the T2t |

Artist: William S, Gillies Art Director: . Burton Stevens Agency: Pedlar & Ryan. Inc. Client: Ben Burk, Inc.

XY s Sevrverr wad ol //  CINED
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Artist: Smin Marsh Art Director: 1erbert Bishop Agency: Young & Rubicam, Inc. Client: Packard Motor Car Co.
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Artist: M. Martin Johnson
Art Director: M. Martin Johnson

Agency: Runkle, Thompson, Kovats, Inc

Client: Ahbott Lahoratories
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Artist: William S. Gillies

Art Director: ]. Burton Stevens
Agency: Pedlar & Ryan, Inc
Client: Ben Burk, lnc

Artist: Toni Bonagnra
rt Director: Walter Lloyd
Client: Woman’s Home Companion
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AN INDUSTRIAL DESIGNER THINKS ABOUT HIS JOB

By HENRY DREYFUSS, Industrial Designer

The artist, whether he has sold his soul to commerce or is starving in a garret, has the sublime pleas-
ure of sitting before his finished creation and knowing that all that is before him is of his own handi-
work; he has no one to blame but himself for the success or failure of his effort. He has done a one-
man job.

On the other hand we designers working for industry share the pride in our creations with
many persons. For if we are seriously interested in producing a successlul design, not one that merely
appcals to our own taste and fancy, we cannot do it alone.

The engineers in the factory are the greatest allies ot the designer, for they are the men who
can make the designer’s dreams come true. It is not to our interest to draw a splendid picture and say,
“Here it is”; but it is our job to help develop and plan a manufacturable product. We cannot do this
in the privacy of our drafting rooms. The research laboratory, the engineering departments ot our
clients, the observations and wishes of the sales and advertising departments, the public to be ob-
served constantly and closely—these must be the tools on our drafting boards, ever more important
than our T-squares and paint pots.

To find out what the public wants is probably the most difficult of the designer’s tasks and the
one in which the manufacturer expects the greatest guidance. With this responsibility on his shoul-
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ders the designer sets out to garner information. It is absurd to think that he is a superman and
through his wizardry automatically knows what the constuner will buy. What he must be is a careful
observer and he must use his “merchandising hunch’™ (reatly a gauge of how far it is best to go), an
intangible something learned only after many years of experience.

In an effort to beautify their plumage women will accept the most extreme dictates of the fash-
ion arbiters. The designer for industry has learned to watch the degree of change in women’s fashions
and take a hint from it. For instance, the extreme styles in women’s headgear this year were a pretty
safe tip-off that they would accept more radical designs in household accessories next season. Shoe-
makers have had great success with the platform shoe. Yet adding a thick sole and so eliminating
the heel is a radical change to force upon a woman’s accessory whose prime claims to fame herve-
tofore have heen delicacy and lightness and daintiness. But women accepted the change. Once again
the industrial designer can take his cue and, without fear of ruining his client’s sales, suggest more
radical designs for other products.

Two World's Fairs presenting the most modern use of new materials certainly conditioned the
public for accepting the use of those materials for application to the things they will purchase next
year. The successful designer knows how much of a dose of modernity the public will take. Possibly
our greatest errors have been in selling a manufacturer down the river by giving his product too ad-
vanced a design—one for which the consumer was not ready.

Perhaps it will be illuminating to follow through on the appearance design of a specilic prob-
lem and so show how these theories are applied: Cleaning, no matter how easy we make it for the
lady, is bound to be drudgery. But psychologically we can make a woman take pride and delight in
the implement she uses for her work. The form must be simple and pleasing. I have no sympathy with
the thought of applying streamlined shapes to a household utility, but T do believe it can be “clean-
lined” in its design. We have a distinct problem in doing a vacuum cleaner. The outward appearance
uust impress the consumer with ease of operation and the design must silently express the many con-
veniences within the housing.

Another element at our command is the spectrum. We are aware that everyone, especially
women, is consciously or unconsciously swayed by pleasing color combinations. We experiment with
pleasant colors on the cleaner and the public reacts far beyond our expectations. In our research we

find that women object to weight in an object they have to push around. We discuss the possibilities
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of lighter-weight materials with the factory research laboratories and they approve the use of magne-
sium and various kinds of plastics; we save several pounds—an easily noticeable difference to the pur-
chaser. Women complain that electric cords get tangled in knots when they put their cleaners away.
With the assistance of the factory engineers a clip is developed which does away with that nuisance.
Rayon has become a magic word in the fashion world. We contact the mills and they develop a bag
material containing rayon which conforms to the laboratories’ stringent specifications. It brightens up
the fabric and the salesinan has a word of high style connotation to use on his potential customer.

Our experience has taught us that the seldom exploited sense of touch is not to be ignored.
Again returning to the research laboratory we find that rubber and certain types of plastics are more
pleasing to touch than other materials, and in further experimenting that some forms are less tiring to
hold in the hand than others. This information helps us to produce a more acceptable handle for
the vacuum cleaner.

Very brielly I have tried to point out how this business of industrial design is one of co-opera-
tion on the part of the designer and his staff with the sales inanagement of the research laboratories,
the engineers and the public—all of whom contribute information that the designer must use in his
work.

Many words back, at the very beginning of these paragraphs, I explained (enviously) how an
artist working on canvas is his own master, familiar with and accustomed to his materials and his
medium. As these paragraphs progressed I have attempted to point out that the Industrial Designer
is but a cog in a wheel in producing a design for a product. He must share his bows (and graciously

does) with the countless heads and hands which have contributed to producing the design.
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AWARD FOR DISTINCTIVE MERIT

Artist: Sherman H. Raveson Art Director: Sherman H. Raveson Agency: Hartman & Pettingell, Inc. €lient: Propper McCallum. Inc.
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Artist: Charles C. 8. Dean
Art Director: Charles C.. S. Dean
Client: George De Met & Bros.

3. 0 S &
W <V 2
* ww ° s>
\" R m .w Artist: Peter Dom & Associates
‘;- (‘g" %f/ - a‘& i _ Art Director: Arthur I, Blomgquist
& Aty .‘** it ’ Agencey: ]. Walter Thompson Co.
¥ S -\\( Tt Ny o ’ Client: Pond’s Extract Y
¢ ¢~ Al oy s T slient: Pond's Extract Company
" » . .
4 Ny
LHEART . r
(TR | i
% % s % »
W ”":".F“ A‘("'
YL,
YA ”
>

Artist: Charles C. S. Dean
Art Director: Charles C. S. Dean
Client: George De Met & Bros,




Jhtist: Joseph Gering

St Dirvector: Lester Beald

Client: Florida Citrn< Canners Cooperative Artist: Warren Wheelock
Art Director: Elwood Whitney

Ageney: ] Walter Thompson Co.

Client: Pond’s Eatract Company

DANYA

POND'S
CREAM LOTION

POND'S EXTRACT COMPANY




Artist: Sam Marsh

Artist: L.eo Rackow
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Art Divector: Flwood Whitney  Agency: |. Walter Thompson Co,

Art Diveetor: NMorris Rosenblum
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Client: P. Ballantine X Sons

Client: 1.. Bamberger & Co.
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TOPPERS

Artists: Trving dshennan, James D. Herbert
Art Director: James . Herbert
Client: United Cigar-Whelan Stores Corporation

Artist: William KRrics

Art Directors: Avthnr Weithas, Caesar Ferri
Agency: Cecil, Warwick & Legler

Client: N. Lamont Corliss Co.

Artist: Joseph B, Plau
Art Directors: Herbert S, Lenz, Paul M, Hotlister
Client: R. H. Macy & Co., Inc.




dWRTATIG { Aatist: Eamil AL Schaedler
QQ" Cfirnne? Regy N Art Diveetor: Emil AL Schaedler
“m N Client: Amevican Coating Mills, Inc.

Chtist: Donald Huner

St Divector: Georges Wilimet
Ageney: Lennen X Mitchell, Ine,
Client: John H. Woodbury, Ine.

crtist: Gustan Jensen

At Divectars: Gustan Jensen, ok Berry
Ageney: Buchanan & Co., Inc.

Client: "Uhe Paton Corporation




drtist: Harold € MeNulty

~rt Director: Havold C. MeNulty

Ageney: Batten. Barton, Durstine X Oshorn, Inc.
Client: Richard Hudnut

dtist: George CoAdiims NEw
Art Divector: Elwood Whitney
Ageney: ). Walter “Thompson Co. %
Client: ). B. Williams Co.

Artist: Frederick Chanee

At Divectors: Frederice Subr, Frederick Chance
Ageney: Briggs & Varley, Inc.

Client: Mastin Products, Ine,




PIGTURES THAT PULL PEOPLE

By LEONARD LUCE, Art Divector, Arthur Kudner, Inc.

Each day more and more advertisements are being planned with regard for readership surveys.

The danger of radio and television absorbing the bulk of advertising funds is reduced as the

effectiveness of each published advertisement is increased.
The eflects of such activities can result in only one thing: The strengthening of the forces
which advertising art have always exerted in influencing public opinion.
This means more work for the artist, a more secure income, and the assurance that the young
men who are now entering the advertising art field will have the benefit of” the experience of those

they succeed.

OH!

If you visited the Eastman Kodak
exhibit at the World’s Fair more
than once you may have noticed
that in the cavalcade of color cach
audience reacted the same way as
the various subjects were thrown
on the giant screen.

180
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AR!

If one group of 200 people says
“Ah-h-h!” when a picture is shown
them, any other similar group of
200 people will do the same.

This trait in human nature
makes it possible to ask any repre-
sentative group of 200 people
which of several pictures interests
them most and thereby know
which picture will most interest
2,000,000 people.

AH, HA!

‘There have developed during the
past 10 yvears many ways of sound-
ing public reaction to the printed
page. and there are many new
ways being developed today, but
all are basically this, in principle,
“Let a small sample represent the

whole.




In the course of such investi-
gating it is natural that some
few picture subjects should be
repeatedly found among those
which people like most, and
other subjects among those
which people like least.

Accurate records of such infor-
mation over a period of years
in many thousands of cases be-
comes a dependable barometer
of human interest or boredom.

By this means it is possible to
compare a proposed advertise-
ment with the records of many
hundreds of similar advertise-
ments and foretell how many
people can be expected to sce it
when later it is published.

Observed by 189 of Men Readers

Every time you Start — 4o
your engine wears here

SIARTING causes more wear than all the wnae g
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— e e P By a process of elimination the
advertisements which do not
m'mnnug a nese and ital servne 1o futh rs: /

% FAMILY-NEEDS FORECAST

interest people can be replaced
with the ones which interest
them, and advertising art
thereby made more and more
valuable.

<. a remarkably simple method for checking

your own life insurance against the 4/
SEVEN VITAL NEEDS it would have to meet -

t
i

Observed by 159, of Men Readers Observed by 639, of Men Readers

In examining one group of
1000 advertisements of equal
cost it was found that one was
observed by only 89, and an-
other by 804, of men readers.

Thorough analysis discloses
that there are many factors
which cause one advertisement
10 be seen by 10 times as many
as another, one of which is the
choice of illustrative subject
matter and of lavout.

with the 1938 Automatic Tuning
. No single factor gives an ad-

=iy 15 . vertisement  high obscrvation
[ : ¥ - readershi |
- Y.L . or readership, but always a
B St combination ol factors.
oD e

Observed by 80%, of Men Readers

As an example the four adver-
tisements show one which was
WORL'S BEST BABY : observed by 209 of women
E;'_““s ‘E’ - . readers. It pictures a “baby.”
{_Hkt_:w&_-";:",:w L_ g Another was observed by

A / 52%. It pictures a “baby” and
has “visual emphasis.”

Another, observed by 55%,
picturesa “baby,” plusan “ani-
mal,” plus “visual emphasis.”

The fourth, obscerved by
758%, pictures a “baby” plus an
“animal” plus “somcthing un-
usual happening” plus “visual
emphasis.”

Observed by 20%, 32%, 55%, 73% of Women Readers
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An examination of a small
group of 20 advertisements
shows that the factors in the
above chart were present in
ratios as represented by the
two grey bars,

‘I'he dark grey bar represents
the number of times the factor
occurredamongadvertisements
observed by very few people.
The light grey bar, those ob-
served by a great many people.

“Health”, *Danger”, “Shock”,
“News”, plus visual cmphasis
give high observation to these
advertisements. The one on the
right was obscrved by more
than g times as many women as
average o see advertisements
in this product field.

“Humm™, " Pathos’”, " Romance”,
“Unusual Costumes” plus* Visual
Emphasis” in combination are
strong factors in getting obser-
vation. These advertisements
were thoroughly read by an
unusually high percentage of
women.
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Observed by 65%, of Men and 609, of

IMomen Readers

Observed by 41, of Women Readers

Observed by 579, of Men and 749, of
IWomen Readers

by * t coioon evienes sosy
/ n

Observed by 8;%, of Women Readers
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“Something Unusual Happening™
plus “Visual Emphasis™ never
fail in combination to get high
observation. Whether the tech-
nique be old-lfashioned or
maodern, whether the layvout be
simart or buckeve, the right
combination will always win,
the wrong combination will al-

¢ ’
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ways losce.
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A MATIT

RAZOR ..BLADES

119 ol the women who ob-
served the life insurance adver-
tisement (left) thought it was
an Fastman Kodak ad. so much
did it resemble the Kodak ad-
vertisement (right). Only 19,
correctly identified it,

T'he laws governing the read-
ing habits of average people
are constantly at work, and in
this case raised the observation
65% above the ficld average,
but lowered the identification
by 0.

‘ﬂ snapubn wori by e tourh of
b fngers rmight be food in e
pockerbock of m

furoff duy, 3 precions
e pacrires s s eanly

st the bty
morrow, you s ke Today

The great swapshes o
meads ox

Y 4

Observed by 659, of Women Readers

The laws governing reading (and secing) habits are a fascinating st udy.

Armed with sufficient facts it is possible to foretell how many men
and how many women will sce, read and correctly identify advertise-
ments before they are puhli\'hcd

This advertisement is onc of the 52 ads in a magazine which were
appraised on the day of publlcalmn. The ad was appraised at o9,
observation and 11 9% reading by men. 55% observation and t5% read-
ing by women. When the readership reports from 46 cities in the
United States were available g weeks later. an average of error of less
than 2% was found in the appraisal of the 52 advertisements.

Observed by 389,
Men Readers

and read by 129, of

Observed by 57% and read by 229, of
Women Readers
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INDEX OF ARTISTS

‘Fhese are the naines of the artists whose work vou have admired in the preceding pages. Also their

addresses, in the event you are an advertiser or art director who would further commend them with

a commission. It is this kind of appreciation that keeps Art wearing new shoes and cating regularly.

Aarons, Leo, 597 Fifth Ave.. New York. 22, 23, g0, 41

Abbé, James. 527 Fast s2nd St., New York, 72

Abrams, Dora, 39 West 53rd St., New York, 107

Ackofl; M., ¢/o Lester Beall, g20 Fast j2nd St., New York, 86, g1,

152

Adams, George C., 20 Lexington Ave., New York, 159
Adams Stndios, 202 Fast g gth St., New York. 66. g2
Albert, Ray, 11 Madison Ave., New York, 71
Albrecht, Carl, 50 West 56th St,, New York, 86

Allen, James E., 41 Mavhew Ave., Larchmont, N. Y., 38

Anderson, Lyman, g5 Poudfield Road West, Bronxville. N. Y.,
68, Gy

Archer, Fred R., 2514 West 7th St., Los Angeles, Calif., go

Arthaud, Marcel, Paris, France. 52

Asherman, Irving. ¢/o United Cigar-Whelan Stores Corp., 330
West q2nd St., New York. 177

Atherton, John, Ridgefield, Conn., 24

Averill, John, 155 East Ontario St., Chicago, 111, 8, 88, 123

Ball. Mac, 480 Lexington Ave., New York. 63, 6. 112

Ballinger. Raymond A, 331 South Camac St., Philadelphia, a.,
7

Barctay, McClelland, 36 Central Park South, New York, 142

Barschel, H. ], 68-20 Burns St.. Forest Hills, N. Y, 159

Beall, Lester. 320 East q2nd St., New York,
86, 126, 12q. 130, 152, 153

Becker, Marvin, San Francisco, Calif., 81

Benrimo, Thomas, 59 Hillerest Ave., Larchmont, N. Y., 56

Berd, Morris, 83 South Camac St., Philadelphia, Pa.. 147

Binder, Joseph, 100 Gentral Park South, New York,
144, 146, 119, 150, 151

Black Star Publishing Co.. 20 Lexington Ave., New York, g1, 82

Bobri, V., 175 West 73rd St., New York, 128, 154

Bonagura, 'loni, § Fast 53rd St., New York, 166

Bond, Fred, 10931 Weyburn Ave., Westwood Village, Los
Angeles, Calif, 135

Brindle, Mclbourne, c/o James Perkins, 1o Fast gznd St., New
York, 89. go

Brodovitch, Alexey, o4 East 66th St., New York. 131, 153, 155

Brody. Marianne, ¢/o Saks Fifth Avenue, 611 Fifth Ave,, New
York, 106

Brounan, Adolph, c/o R. 1. Macy & Co., Broadway & gjth $t.,
New York, 152

Brouard, William, 15 West 15th St., New York, 37

Brown, Harry, 219 West 13th St., New York, 71, 124

Bruehl, Anton, 480 Lexington Ave., New York, 37, 62

Bull, Johan, Roxbury, Conn., 23

Bundy, Gilbert, 395 Riverside Drive, New York, gi, 111, 150

Carroll, Robert, 229 Fast 79th St,, New York, 192

Cassandre, A. M., g Quai Voltaire, Paris, France. 6
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Chance, Frederick, 11 Heritage Road, Haddonticld, N. J.,
107, 179

Christensen, C. G., 630 Fifth Ave., New York, 66

Clemmer, Richard, 46 Fast 5oth St,, New York, 67, 104, 111

Connelly, George, ¢/o W. H. Hoedt Studios, Inc.. 212 West
Washington Sq., Philadelphia, Pa., 107

Content, Dan, 112 West 54th St,, New York, j2

Corbett, 'T'homas, 45 West 45th St., New York, 164

Corcos, Lucille, 121 Joralemon St., Brooklyn, N, Y., (2

Covarrubias, Miguel, Sixth Ave, & 58th St., New York, 18

Cowles, Frank D, Hartford, Conn., g5

DaBoll, Raymond, 6 North Michigan Ave., Chicago, 111, 161

Dahl-Wollc, Louise, 58 West 57th St., New York. ps. 71, 52

Davis, Floyd, 116 West 87th St., New York, 21

Dean, Charles C. 8., 310 East g4th St., New York, 164, 17

Dirks, Rudolph, ¢/o Fred Wish, hic.. 12 Fast 4ist St.. New York,
13

Dohanos, Stevan, c/o Charles E. Cooper, 155 East g4th St,, New
York, 29, 70. 145

Dom, Peter. & Associates, 1 Lexington Ave., New York, 17

Dorne, Alhert, 740 Madison Ave., New York, 20, 26. 30. g3, 116

Driscoll, William, "Tower Artists, RCA Bldg.. New York, 164

Dufy, Raoul, 5 Impasse Guelma, Paris, France, 157

Early, Walter, 330 Fast 4grd St., New York, 11

Egri, Charles, 48 West (8th St., New York, 159

Ehrlich-La Zink, Inc.. v West 17th St., New York, 71

Fkman, Stanley, 510 North Michigan Ave,, Chicago, HI,
85,114 Ly f. 159

Ensminger, 11, Foster, c/o H. Watts Studio, 420 Lexington Ave,,
New York, 108, 113

Eude, Louis-Marie, 59 Fast 56th St., New York, 157

Falter, John, 310 North Ave,, New Rochelle, N, Y., 28

Fawcett, Robert, 110 Fast q2nd St., New York, 28

Federico, Gene, 2927 West 2 gth St., Brooklyn, N. Y., 132, 134

Fehdr, Joseph, 737 North Michigan Ave., Chicago, 1., 108

Finley-Jones, 480 Lexington Ave., New York, 27

Fisher, Ham, 1050 Park Ave., New York, 118

Fitz, Grancel, 5 Prospect Pliace, New York, 43

Fox, Fontaine, ¢/o Fred Wish, Inc, 12 East gist St., New York, 43

Freeman, Fred. 43 East qgth St., New York, 61

Frissell, "Toni, 206 East 46th St., New York, 63

Froclich, 1. W, 235 Fast 15th St., New York, 130

Gaba, Lester, 8o West joth St., New York, 64

Gaffney, Dorothy, 1062 East g2nd St,, Brooklyn, N, Y., 126

Galloway, Ewing, 420 Lexington Ave.,, New York, 4o

Geoghegan, Walter B., 297 Park Ave., New York, 6g

Georgi, Edwin A, James St.. Norwalk, Conn,, 42, 58

Gering, Joseph, g20 Fast y2nd St, New York, 31, g1, 130, 173




Gibson. Charles Dana, 127 Fast 73rd St.. New York, 23

Gilchiist, James H., 3og Curtis Bldg., Detroit, Mich.. 23

Gillies, William S., 424 Madison Ave., New York. 165. 166

Golden, William, 185 Madison Avenue, New York, 8g. 133

Gray, Thomas, 671 Lincoln Ave., Orange, N. J.. 110

Green, David O., 100 Fullerton Ave., Chicago, 111, 126

Green, Ruszic, 18 East 48th St., New York, 148

Greenwald, Herbert ¢/o R. 11, Macy & Co.. Broadway & g yth St.,
New York, to5, 112

Grohe, Glen, g2 Fast pist St., New York, 39

Hauck, Fred, 180 East End Ave., New York, 37, 125, 127,128

Hawley, Peter, ¢/o W. O. Kling & Associates, Chicago, 1., v7. 37

Hardy, Howard, 137 East 38th St., New York, 127,161

Hayden, Hayden. jo5 East 5yth St., New York. 13

Helck, Peter C., to Fast 58rd St., New York. 18, 33. 36

Herbert, James D., ¢/o United Cigar-Whelan Stores Corp., 330

Hendrickson, David, New Hope, Pa.. 20

Hesse, Paul A, 480 Lexington Ave., New York, 33,158

Hewitt & Keene, 2 West 16th $t., New York. 150
West 42nd St.. New York, 177

Hiller, Lejaren A.. ¢/o Underwood & Underwood. 32t Fast pyth
St., New York, 88

Hoban. Walter, ¢/o King Features Syndicate, 235 East 5th St,,
New York, 115, 116

Hodge, Max, University of Michigan, Ann Arbor, Mich., 93

Hokinson, Helen E., 2 Beekinan Place, New York, 11t

Holmgren. John, 50 Morningside Drive. New York. 115

Horst, /0 Vogue Studio, q20 Lexington Ave., New York, 26. 157

Howe, Walter, 350 East 22nd St., New York. 133

Hughes, George, 155 East g1th St.. New York, 29. 33

Hunn, Charles A., Davton, Ohio, 165

Hunter, Donald, 5t East g2nd St., New York, 178

Hurrell, George, 8706 Sunset Blvd., Hollywood, Calif., t1t

Jensen, Gustav, 288 Lexington Ave., New York, 178

Johnson, Edward. ¢/o Denker, Johnson & Fleck, 15 Lexington
Ave., New York, 113

Johnson, M. Manrtin, 43 East Ohio St., Chicago, 111.. 123. 164, 166

Kamens. Irvine, 6812 Burns St., Forest Hills, N. Y. 149

Kent, Rockwell, Ausable Forks, N. Y. 131

Kent Studios, 385 Madison Ave., New York., 60

Keppler, Victor, 250 Fast ¢3rd St., New York,
24, 25. 57, 05, 112, 158

King, Joseph, 155 Fast gqth St.. New York, 1157

Klauck, Cy, 320 East gznd St., New York, 32

Korling. Torkel, {100 Fullerton Ave,, Chicago, 111, 126

Kramer. Hinold, c/o Stevens-Gross Studio, 820 North Michigan
Ave,, Chicago, I1,, 87

Kries, William, 1 49 East g6th St., New York, 177

Lawson. Bert, ¢/o Columbia Broadcasting System, 485 Madison
Ave., New York, 27

Ledo Studios, 19 West gqth St., New York, g3

Lenz, Herbert 8., c/o R. H. Macy & Co.. Broadway & g¢th St
New York, 105

Lincoln, F. S, 114 Fast g2nd St., New York, 82

Ludekens, Fred, San Francisco, Calif., 29, 147

McManigal, J. W., Horton, Kan., 109

McNulty, Harold C.. Norwalk, Conn., 179

Mack, Robert, 250 Sutter St., San Francisco, Calif., 158

Maush, Sam, 420 Lexington Ave, New York, 165,176

Marshall, Francis, London, England, 69

Martino Studios, 27 South 18th St., Philadelphia, Pa. 165

Matter, Herbert, 45 Prospect Place. New York, 39. 59

Maurer, Sascha A., 80 Lexington Ave., New York, 15, 151

Meerkamper, L., ¢/o Monkmeyer Photo Service, 225 Fifth Ave,,
New York, 83

Mettee. Holmes 1., Baltimore, Md., 1

Monet, Dorothy, 424 Madison Ave., New York, 93

Mulvauey, Eric, 169 East 78th St., New York, 106, 108, tto

Muray, Nickolas, 18 East 48th St., New York, g1

Nitsche, Erik, 210 Fast 68th St., New York, 83,130

L e

Nyholm, Peter, try Fast g2nd $t., New York, 9o, 104

Pagano, Inc., 11 East 15t St.. New York, 126

Patterson. Russell. o East ygth St.. New York, 113

Pennebaker, John Paul, ¢/o Underwood & Underwood, 237 F.
Ontario St., Chicago, HL., 26

Peters, Charles, ¢/o MacKinnon, Peters & Paulsen Studios, Inc.,
480 Lexington Ave., New York, 82

Petersen, K. Gunnor, 10 Park Ave., New York, {3

Peterson, Perry, 45 West q5th St., New York. 29

Philipp, Robert, g20 Madison Ave., New York. 109

Platt, Joseph B.. 480 Lexington Ave., New York. 177

Podorson, George A.. 250 Pk Ave, New York, g2

Poore, Tavlor, 737 North Michigan Ave., Chicago. Il 125

Rackow, Leo, 15 West 515t St., New York, 176

Rand, Paul, 44 Fast 50th St.. New York, 159. 163

Raveson, Sherman H., ¢/o Pettingell & Senton, 673 Fifth Ave,,
New York, 178

Richie. Robert Yarnell. g Rockefeller Plaza, New York, 39

Rittase, William, 2 47 South i5th St, Philadelphia, Pa.. 38

Richards, Walter, 155 Fast g4th St., New York, 114

Rockwell, Noyman, New Rachelle, N. Y., 19

Ross. Gordon C., 7-235 General Motors Bldg., Detroit, Mich., 73

Rundle, Henry M., 17 Valler View Terrace, Moorestown, N. J.. 73

Roese, Herbert, 154 East 37th St., New York, 89

Saalburg, Allen, g8 West 56th St,, New York. 109

Saalburg, Leslic, 38 West 56th St., New York, 88, 62

Sahrbeck, Everett W., 100 Central Park South, New York, 149

Sakren, William, 4og East 55th St., New York, 113,113, 117

Schaedler, Emil AL, 10931 215th St.. Queens Village, N. Y., 178

Schucker, Jumnes, 531 West 10th St., New York, 35, 68

schwartz, Dr. Ernst, c/o Agti Ansco Covporation, Binghamton,
N. Y.,

Scott, Howard, 27t Madison Ave., New York, 142

Scott, John, 480 Lexington Ave., New York, 83

Shaw, Robert, y2.4 Madison Ave., New York, 162

Shepard, Otis. /o Wm. Wrigley Jr. Company, q10 North Michi-
gin Ave., Chicago, 111, 148

Smith, Trwin, ¢/o Byron Musser, Tnc., 45 West g5th St., New
York, 112

Snow, Roy, 1kurishurg, Pa., 87

Spadea, Jean, 151 Park Ave, New York, 107

Stachle, Albert, g2 4 Madison Ave., New York, gg. 14t

Stahlhut, Henry, g8 Parrott Place, Brooklyn, N. Y., 126

Striebel, John H., g2g East 58th St,, New York, 8

Suman. George, 383 Madison Ave.. New York, 162

Sweer, Mary, c/o Pettingell & Senton, 673 Fifth Ave., New York,
t54

“Teale, Edwin Way, ¢/o European Picture Service, Inc., 358 Fifth
Ave., New York, 87

Texidor, 84 Central Park West, New York, 151

Thurber, James, 59 West 44th St., New York, 103

Trautwein, Victor, Chicago, 111., {»

Ulrcich, Buk. 145 Fast joth St., New York, 57

Underwood & Underwood, g21 Fast g4th St., New York,
22, 38,67, 111

Voight, C. A., ¢/o Fred Wish, Iuc, 12 East gist St., New Yok, 43

Ward, Keith, New Canaan, Conn., 85, 110, 125

Waxman, Henry, 146 Fast 56th St., New York, 61

Webb, Paul, /o Fred Wish, Inc., 12 Fast yist St., New York, 43

Wheelock, Warren, tg31 Broadway, New York, 175

Whitcomb, Jon, 155 East g4th St.,, New York, 2@

Whiting-Fellows, 730 Fifth Ave,, New York, 156

Witlard, Howard W, g10 Last 55th St.. New York, 135

Willaumez, R., go8 East 51st St.. New York, 103

Williainson, Howard, ¢/o Byron Musser, Inc., 45 West g5th St.,
New York, 116

Williamson, James W., Meads Lane, Greenwich, Conn,, 21, 67

Woody, Martha. 22 Fast 1oth St,, New York, 43

Young, Richard, 43 East 27th St., New York, to7

Zepf, ‘Tony, Berlin-Mariendorf, Germany, 72
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INDEX OF ADVERTISERS

This is mote than a list of advertisers whose advertising has found its way into these pages by
virtue of merit. It is a group of modern patrons of Art who have the means and the conrage

to employ good artists and give them space in which 10 exerdise their skill and imagination.

A& P Coflee Service, 151 Cannon Mills, Inc., 57, 59

Abbott Laboratories, 184, 161, 164, 166 Carstairs Bros. Distilling Co., 112

Adams Studios, g2 Caterpillar ‘Tractor Co., 81

Advertising & Selling, 84 Centaur Company, The, 20, 85. 115

Agla Ansco Corporation, 88, 41 Chicago Art Directors Club, 123

American Chicle Company, 116 Chicago Tribune, 108

American Coating Mills. Inc., 178 Climax Molybdenum Company, 3¢

American Photo-Engravers Association, 159 Cluett, Peabody & Co., Inc., 22, 28, 113
American ‘Telephone & “Telegraph Co., g6 Collier's, 125, 128

American Viscose Corporation, g2, 55. 61, 71 Collins, Miller & Hutchings, Inc., 88
Angostura-Wuppermann Corporation, 61 Columbia Broadcasting System, 27, 8q, 124, 133
Armstrong Cork Products Company, 41 Conmar Products Corporation, g2

Arden, Elizabeth, 69 Container Corporation of America, 72,85
Axton Fisher Tobacco Company, 143 Continental Oil Company, 145

Ballantine, Peter & Sons, 115, 144, 146, 150, 176 Corliss. N. Lamont Co., 177

Bamberger, L. & Co., 106, 108, 110, 176 Corning Glass Works, 57, 65

Bauer 'Ivpe Foundry, Inc., T'he, 130 Cross. Mark, g3

Beck Engraving Company., The. 84, 87 Curtis Publishing Company, 'The, 19, §7. 40, 108, 104
Bermudalrade Development Board, 67 Davis & Geck, Inc., 88

Better Homes & Gardens. 158 De Met, George, & Bros., 163, 174

Bijur, George, Inc.. 82, 86, go, 152 Direction. 159

Bonwit Tetler, Inc., 72, 1oy, 1o7, 162 Donnelley, RO R. & Sons Company, 125, 183, 145
Borden's Farm Products, tio, 125 Du Pontde Nemours, EL L & Co., Inc., 64, 72, 87
Bristol-Myers Co.. 21, 117 Eagle-Picher Lead Company, 87

Brown & Williamson "Tobacco Corp., 23 Eastman Kodak Company, 32, jo

Budd, Edw. G. Manulacturing Co., 21 Economics Laboratory, Inc., go

Burk, Ben, Inc., 165,166 Esquire-Coronet, Inc., 163

Californians, Inc,, 29 Florida Citrus Canners Cooperative, 173
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Florida Citrus Commission, 39
Ford Motor Company, 93, 142
Fortune, 56
Frankfort Distilleries, Inc., 87, 66
French Line, 72
General Cigar Co,, Inc., 113
General Foods Corporation, 115, 116, 117
General Motors Sales Corporation,

Buick Motor Division, 66
Gulf’ Oil Corporation, 28, 30, 33, 142
Hamilton Watch Company, 2.4, 26, 65
Harper's Bazaar, 153, 155
Hawaiian Pincapple Co., Ltd., 18, 36
Hawes, Elizabeth, 151
Heing, H. J. Company, 17, 23, §7. 40
Higgins, Chas. H. & Co., Inc,, 6ig
Hudnut, Richard, 179
International Nickel Company, 159
Kellogg Company, 43
Kimball, Abbott Co., Inc., 132
Koppers Company, The, 149
Krueger Brewing Company, 114
Ladies” Home Journal, 103, 158
Lever Brothers, 71, 111
Liberty Mutual Insurance Company, 73
Life Savers, Inc., go
Liggett & Myers ‘Tobacco Company, 148
Lincoln Motor Company, 62, 165
Lipton, Thomas |., Inc., 29, 34
McCandlish Lithograph Corporation, 1.45
M. J. B. Co., 145
Macy, R. H. & Co., Inc., 103, 111, 112,113,

151, 152,177
Maryland Casualty Company, 63
Mastin Products, Inc., 179
Mills Novelty Company, 126
Munsingwear, Inc., 91, 150
Mutual Broadcasting System, Inc., 83,91, 123, 130, 132
National Carbon Company, Inc., 116
National Distillers Products Corporation, 60, 164
New York Life Insurance Company, 68, 69
New York, New Haven & Hartford R. R. Co., 151
New York Telephone Company, 162
Nolde & Horst Sales Co., Inc., 128, 154
Northwestern Mutual Life Insurance Company, 26
Nudelman, Charles W, Inc., 63
P. M., 159
Packard Motor Car Company, 165
Parke, Davis & Company, 27

Paton Corporation, The, 178

Personal Products Corporation, §1
I’hiladelphia Saving Fund Society, 147
I’lanters Nut & Chocolate Co., 118

Pond’s Extract Company, 26, 174, 175

Popular Publications, Inc., 82

Procter & Gamble Company, §3. 41, .43, 118
Propper MeCallum, Inc., 154, 173

Province of Quebec, 39

R. C. A. Manufacturing Co., 73

Revlon Nail Enamel Corporation, 71

Saks Filth Avenue, 106, 162

Sanderson & Porter, 89, o

Saturday Evening Post, The, 158

Scagram Distillers Corporation, 42

Seeman Bros., Inc., 149

Servel, Inc., 28

Shell Oil Company, 114

Sinclair Refining Company, Inc., 48

Singer Sewing Machine Company, §1
Socony-Vacuum Qil Company, Inc., 127
Squibb, E. R. & Sons, 25, 112

Standard Oil Company (Indiana) 114, 144
Standard Oil Company of New Jersey, 141, 143
Steinway & Sons, 107, 109

Sterling Engraving Co., The, 126, 129
Strathmore Paper Company, 126, 184, 16
Talon, Incorporated, 64, 93

Taylor, W. AL & Co., (for Martini & Rossi), 29
Tide Water Associated Oil Co., 18

Time, Incorporated, g4, §7. 67,91, 104, 111, 131
‘Town & Country, 156, 157

Travelers Insurance Company, The, 20, 24, 25, 45, 70
United Cigar-Whelan Stores Corporation, 177
United States Envelope Company, 154

United States Steel Corporation, 42

Vick Chemical Company, 150

Vogue, 157

Walker, Hiram & Sons Inc,, 21, 22, 48

Werk, M. Company, The, 165

West Virginia Pulp & Paper Company, 126, 135
Williams. J. B. Company, g2, 179

Woman’s Home Companion, 8¢, 128, 130, 166
Woodbury, John H., Inc., 178

WOR, 84

Wrigley, Wm. Jr. Company, 148

York Ice Machinery Corporation, 127, 161
Yardley & Co., Ltd., 58

Young & Rubicam, Inc., 83
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ADVERTISING AGENCIES

These are the “cooks”™ who take the art, the copy and other ingredients and by diflerent recipes get

flavor and individuality into advertisiug in its various forms. They work long and fate—with clients

and artists. with printers, engravers and media men —for which they get a commission and an occa-

sional compliment. such as the appearance of their work in the pages of this Aunual of Advertising Art.

Alley & Richards Company
Ayer, N. W. & Son, Inc.

Badger and Browning & Hersey, Inc.

Batten, Barton, Durstine & Osborn, Inc.

Bijur, George, Inc.

Briggs & Varley, Inc.

Brown & 'Tarcher, Inc.
Buchanan & Co., Inc.

Buchen Company, The
Calkins & Holden

Collier, Barron G. Corporation
Compton Advertising, Inc.
Donahue & Coe, Inc.

Ellis, Sherman K. & Co., Inc.

Federal Advertising Agency, Inc.

Fertig, Lawrence & Co., Inc.
Fuller & Smith & Ross, Inc.
Geyer, Cornell and Newell, Inc.
Gray, Jerome B. & Company
Hartman & Pettingell, Inc.

Kenyon & Eckhardt, Inc.

Kimball, Abbott Co., Inc.
Kobbe, Philip

Kudner, Arthur, Inc.

Lennen & Mitchell, Inc.

Lord & Thomas
McCann-Erickson, Inc.
Maloney, T, J., Inc.

Mathes, J. M., Incorporated
Maxon, Incorporated

Mears Advertising, Inc.
Needham, Louis & Brorby, Inc.
Newell-Eimmett Company, Inc.
Paris & Peart

Pedlar & Ryan, Inc.

Presbrey, Frank, Company

Reach, Chas. Dallas Co.

Runkle, Thompson, Kovats, Inc.

‘Thompson, J. Walter Co.
Tracy, Locke, Dawson, Inc.
Warwick & Legler

Young & Rubicam, Inc.
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rg’l‘EUBEN GLASS8., INCORPORATED, master crafts-

men in the art of glass making, chose Beck Gravure as the appropriate printing medium of publicity pieces

outstanding in quality - THE BECK ENGRAVING COMPANY - Philadelphia - New York
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A SPECIMEN BOOK OF BECK CRAFTSMANSHIP

Cmduction of the ART DIREcTORS 18th ANNUAL

was entrusted to Beck, where complete facilities are available for engraving and printing

both letter-

press and gravure - THE BECK ENGRAVING COMPANY

- Philadelphia - New York




COLOR PLATES FROM KODACHROME BY WILBAR P} O ENGRAVING CO.. N.Y. KODACHROME BY RAPHA

The camera captures more color in calorful

California —at any time of the year. Techni- / W
colored Hollywood carries the art to its highest M

point — and, by air, it is only overnight from /

INCORPORATED

New York. All these advantages are available
through the modern studios and laboratories 1714 North Wilton Place, Hollywood, California
of Raphael G. Wolff, Inc., Hollywood, California. Representatives in Detroit, Chicago, New York




Six years old . .. and we've been out gunning for Art

Directors every day. They're fine game birds. flush read-

ily. and are easy to take with the proper load of shot.

JAMES MONROE PERKINS - 110 EAST 12ND STREET - NEW YORK - LEx. 2-3727

JOHN ATHERTON
TONI BONAGURA
MELBOURNE BRINDLE
GILBERT DARLING
ROBERT FAWCETT
JOSEF KOTULA

1
RICHARD LYON

FRANK MUTZ
ARTHUR PALMER
ROBERT RIGGS
JACK TINKER
GRAHAM WAIIN
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AMERICAN DRAWING INKS

g

¢ The standard liquid drawing inks of
the world. Used and endorsed by the
leading  artists, architects, engineers,
show-card writers, illustrators, drafis-
men and educators,

AMERICAN INDIA INKS (Black)

¢ T'he W aterpronf Black Draneing Inl: is
preferable for pen or brush work on
paper, bristol board or tracing cloth
ch has to withstand handling, mois-
ture or intmersion in water, color w ashes,
naphtha or carbon tetrachloride. The
Soluble Black Druicing Ink is expressly
adapted to lndia Ink tints and washes
and fine line work.

WATERPROOF COLORED INKS

¢ All are translucent with the exception
of I hite, which is opaque and Carmine
Red, whirh contains genuine cochineal.
They may be used for line or wash work
and will also be found superior in the
air brush.

¢ The 8 spectrum hues consisting of the
four primaries and four secondaries are
arrangedin a balanced spectralseries to
form a chromatic circle. Owing to their
luminosity and comparative perma-
nence they are accepted as among the
most exact available representations of
pure spectral colors. Only 2 intermediate
hues are included in the Higgins color
wheel but by mixing adjacent hues any
desired intermediates may be prepared.
Acomplete color sphere containingevery
standard hue, value and chroma may be
produced by adding the complementary
colors for the shades, Neutral for the
tones and White (or water) for the tints.
¢ The 4 supplementary shades are sup-
plied especially for architectural and
mechanical drawing. I} 'hite will be found
useful for marking or drawing on blue,
black or brown prints and for mixing
with the colors to render them opaque.

HOW TO DILUTE THE INKS

* To dilnte the black inks add pure
water with four drops of aqua ammonia
to the ounce. To dilute the colors use
pure water only. Never add any acid or
mix with other inks.

CHAS. M. HIGGINS & CO., INC.
271 NINTH STREET, BROOKLYN, N.Y.
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ARIANGED BY MFS. REGINA.D ROSE AND MRARS. HARRY BENKARD

HORTEST DISTANCE The shortest distance betwz2en your sroduct and a purchaser
is...direct colar reproducticn by Pcwers. Here evary
oossible refinement of ecuipment . . . every touch of skill
and ounce of taougkt . ..is devoted to putting the final
seholder in the camera’s own shoes . . . face io face with a
zealitv. not just a picture. ‘Give it to Powers anc. you
move foward perfection!”

POWERS REPRODUCTION CORPORATION

205 W. 39TH STREET « NEW YORK CITY « PENNSYLVANIA 6-0600




Bigelow Sanford - Libby Food Products -
Swift Meat Products - Elgin Watch Com-
pany * Campbell Soup - Frankfort Distil-
lers - International Silver Co. - Singer
Sewing Machine * Simmons Beds - Hell-
;nanns * Nucoa * Baker’s Chocolate - Cello-
phane - Camels ' Fisher Body - Montgomery
Ward Co. + McCall's Magazine * Red Book
Magazine - Chesterfield - Chevrolet * Buick
National Distillers * Kraft Mayonnaise * Max-
well House Cotfee - Cannon Towels * La-
dies’ Home Journal - National Biscuit Co. *
Frigidaire * North.Star Blankets + Oldsmo-
bile - Realsilk * Crowell Publishing Co. -

Tea Bureau Inc. : H. J. Heinz - Good House-

keeping * Hickok * Lucky Strike * R.C. A. -

La Salle : Pontiac - Holmes & Edwards -
Beechnut + Loose Wiles + Velvet Tobacco *
Camay - Dr. West - Whitman Chocolates *
Gulf Qil Co. - Modess + Coca Cola - Del
Maiz * Hoover Vacuum Cleaner + Squibbs -
Armstrong Cork Co. * Dupont Acele * Lux -
Ponds - Talon Fastener * Palmolive - Pep-
perell - Brides Magazine * Pillsbury -

Sanforized

TEN years of continued pa-
tronage of the leading adver-
tisers prove our ability and per-

formance in black and white and

COLOR PHOTOGRAPHY

NICKOLAS MURAY cndt Asociats

18 EAST 48T¢ STREET

NEW YORK, N. Y.
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NEUTRAL TINT BLACK

BLACK. NEUTRAL TINT, WHITE. 8 BALANCED SPECTRUM

AMERICAN WATERPROOF L

DRAWING INKS
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AMERICAN DRAWING INKS

AMERICAN INDIA INKS (Black)

Bl Drawing Ink

WATERPROOF COLORED INKS
e A
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1) g i

clt or whel
mixing adjacent hues any desired interr S
be prepared. A complete color sphcrc con
taining every standard hue. value and chroma
may be produced by add.nz (hc compleme'\ ry
col fol | for the tones
shade arr upplied
1 an 1
drawi r-q W hise wll be found ustful for mark
g or drawing on blue. ck or brown prints

HOW TO DILUTE THE INKS
dilute the black inks add purc water
the colors ustl Ipu"‘ ater only
d r mix it} ink

HIGGINS

AMERICAN WATERPROOF

DRAWING INKS




Through the years these art directors of
Calkins & Holden have striven to maintain and
further the high standards of art in advertising
to which the Art Directors Club is dedicated.

*

FRED. FARRAR

RENE CLARKE

TOM HALL

EDWIN A. GEORGI

GUY G. CLARK srcunscr

G. P. HAYNES

WALTER GEOGHEGAN




COURTESY OLDS MOTOR WORKS, LANSING, MICH, KODACHROME BY RAPHAEL G. WOLFF

Ovutstanding results from color film require a coa-
lition of art directiom, photographic ability, and
engraving craftsmanship. Our facilities are ideal
for the technical coordination of this work. Our
experience is complete and up-to-date in every
type of color reproduction. Let us take part

in the reprcduction of your next color subject.

WILBAR

PHOTO ENGRAVING CO., INC.
333 WEST 52nd STREET, NEW YORK

TELEPHONE CIRCLE 7-7500

24-Hour Service Complete in All Departments

Member Photo Engravers Board of Trade of New York
Member Americon Photo Engruvers Association
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what needle—

which havstack?

The Guild Artists Bureau is a newly
organized, independent subsidiary of the
Artists Guild —a connecting link be-
tween the great market represented by
Art Directors and Art Buyers on the
one hand and the wealth of talent rep-
resented by the 100 Guild members on
the other. Its main function is to help
the busy Art Director find “*that needle
in the haystack”—the one available
artist who 1is best able to execute the
particular commission he has in mind
—at a price that comes within his

appru])rlatmn.

The Guild Artists Bureau offers the following

advantages:

1. The largest group of organized artists,
covering every style and price class —
with facilities for making their work im-
mediately available.

. . . v . .
2. An organization of experts to maintain
contact between art buyer and artists.

3. C()mplete production facilities compa-
rable to the best privately owned studios,
under experienced supervision.

4<. A reliable source of information regard-
ingurtists,theiravailal)ilityamlu(ldresses
(whether Guild members or not).

Original paintings for First and Second

N

rights.

When you deal with the Guild Artists Bureau you not only get blue chip art

values, but you help the Artists Guild maintain its vitally important organization

BOOKLET AND

COMPLETE

THE GUILD ARTISTS

DETAILS ON REQUEST

BUREAU INC.

TEN WEST FORTY-SEVENTH STREET, NEW YORK * LONGACRE 3-2233







ART DIRECTORS ARE ESPECIALLY REQUESTED TO SEND FOR

THE STORY
OF A
COURAGEOUS
BOOK

behind-the-scenes narrative of A Treasury Of Ant
Masterpieces just published by Simon 4 Schuster.

A Treasury of Arl Masterpicces 1s a publishing achievement of first magnitude. It is a volume of 600
pages including 144 full four-colour reproductions of the world’s immortal paintings and is priced at

$10.00 per copy. The initial investment for the first edition totaled $200,000.00.

Why did Simon & Schuster wait 8 years before deciding to publish A Treasury of Art Masterpicces?
What happened to bring about the final decision?

What were the technical problems involved?

Why did Simon & Schuster choose the Condé Nast Engravers and Printers for this important and

distinguished work?

THE STORY OF A COURAGEOUS BOOK is a glimpse of publishing and printing history

in the making. Please let us have your request for this brochure promptly. You will enjoy it.

THE CONDE NAST PRESS

Division of The Condé Nast Publications, Inc., 420 Lexington Avenue, N. Y. C.




Another Annual of the advertising art selected for ex-
hibit by the Art Directors’ Club, and...

Another presentation of these exhibits reproduced on a very

fine coated paper. .. Oxford Polar Superfine.

There must be a good reason for the continued use of this
paper for this annual edition. And that reason will be read-
ily revealed if you’ll use Oxford Polar Superfine on your

next piece of fine printing.

ﬁx/o/u/ e@a/z% (gam/zmm/

230 PARK AVENUE, NEW YORK
WESTERN SALES OFFICE, 35 EAST WACKER DRIVE, CHICAGO

MILLS AT: RUMFORD, MAINE AND W. CARROLLTON, OHIO




NDERWOOD & UNDERWOOD HAVE THE MEN

Jobn Paul Pennebaker Eugene Hutchinson David W. Fletcher
Arthur €. Degering George Hukar

Lejaren a Hiller

are among the well-known artists whose talents in a variety of fields makes Underwood

& Underwood the studio to turn to for distinctive and original photographic illustrations.

UNDERWOOD & UNDERWOOD HAVE THE FACILITIES

Each individual photographer has at his disposal the largest studios and most modern
equipment in the business. The entire research, property, styling and production depart-

ments cooperate with him to give the best in black and white and color photography.

UNDERWOOD & UNDERWOOD ILLLUSTRATION STUDIOS

NEW YORK, 321 EAST 44TH STREET CHICAGO, 237 EAST ONTARIO STREET



We wish it were

possible to illustrate all the *‘stations” through which

a type job is propelled from receipt to delivery . .. the
photos below show you only the ‘“‘express” stops. ..
there are scores of “‘local” stops in between —alert,
lively, brisk periods of spacing, aligning, measuring,
fitting, carrying out your instructions to the letter and
the spirit of the layout. Even when the proofreader
marks his final Okay, the job still has to pass the eagle-

eye scrutiny of the superintendent and the boss.

Life in the office is a continuous round of entries and records. Qur
service starts—and ends— here.

Life at the Frames goes on 24 hours a day. When one shift “knocks
off >—another steps in to carry on.

. N s B L
Life at the Linotype Machines is keyed up to the thrill of melting
old words—and moulding new.

LI F E AT ASSOCIATED TYPOGRAPHERS

Such is Life at Associated ... and so it has been for
over 18 years! Each year we bring a little more ex
perience—and knowledge-—and skill—to our craft
and our organization, which has literally “grown-up”
with the shop, is part and parcel of its equipment, its
efficiency and its high ideals of service.

... You'll like working with Associated!

ASSOCIATED TYPOGRAPHERS, Inc.

227 EAST 45th STREET, NEW YORK...MURRAY HILL 2-1043

Life at the Service Desks is a veritable merry-go-round of tele-
phoae instructions and -2quests.

Life at the Stones and Proe” Presses bLrings to life the jobs that only
a short while ago were yrur visuals.

& -..Ia
! */h R

This is the Life! Messengers on high-speed motorcyeles collect and

deliver with speed and zest

A
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HAVING ONCE MORE BEEN SELECTED TO BIND

;7/16 N lllillu/ { ‘—ld/vetlluuw g:—[{

A LEADER IN ITS FIELD

WE ARE ALSO SELECTED BY LEADERS IN MANY
OTHERFIELDS, SUCH AS LIMITED EDITIONS,
CATALOGUES, SAMPLE BOOKS, PORTFOLIOS, AND

ALL GENERAL BINDING WHERE QUALITY IS AN ASSET

//\)u(ue//-/Zulllet Couz/omz?, c::-ezc.

461 EIGHTH AVENUE * TELEPHONE MEDALLION 3-2650

NEW YORK
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202 E. 44TH STREET

MURRAY HILL 2-4463

ALBERT ADAMS

GEORGE ADAMS

FINE ILLUSTRATIVE PHOTOGRAPHY
IN COLOR

AND BLACK AND WHITE
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It is the practice o][
the VOLK establishment
increasing/y to direct its

sense o][ ][orm and ][itness
to making a’istinguis/zea’

typograp/a y

KURT- 11 - VOLK - INC - typograp/zers and Jcsigncrs -NEW YORK




