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INTRODUCTION 

by Loren B. Stone 

PRESIDENT OF THE ART DIRECTORS CLUB 

I low l\IANY of you can think back twenty-one years and remember more 

than a few of the events of 1920? In most cases you will recall childish 

pleasures. I Iowcvcr one thing did happen in 1920 and it is mighty impor­

tant to anyone engaged in the creation of advertising. 

In 1920 a few daring men, and they were daring, undertook to create 

some means by which examples of the best Advertising Art could be 

recorded - a wa~' to prevent their being forgotten. Those men formed the 

Art Directors Club and initiated the Exhibition of Advertising Art. From 

their vision has sprung an unbroken sequence of exhibitions which brought 

to the advertising profession a recorded series of each ~ 1car' s outstanding 

advertising art. 

This book is the twentieth in that sequence - look upon it with 

affection - treasure it - it is the only record of the Advertising Art of 

1940. Think of that and thank your fellow workers for their efforts, for 

into the making of this book have gone countless hours of unbiased and 

unselfish work - work contributed bv members of the Art Directors Club 

who believe that each hour of effort is well worth it if vou and vou and vou . . . 

can, through this book, find the way to carry the torch of better Art in 

Advertising. Y cs, even through this book to find a way of making each 

~ ·ca r's advertising effort truer, better and more Artistic. 
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THE EVOLUTION 

OF AMERICAN ADVERTISING 

A RT 

BY NATHAN I EL P 0 USE TT E - DART 

"Art is a mode of knowledge, and the \\'orld of art is a system 
of knowledge as valuable to man - indeed more valuable 
- than the world of philosophy or the world of science." 

1. EARLY CAVALCADE OF EVENTS 

Tm: ROOTS of Amcrica11 advertising art cxtcml 
back to the very first bcgi11nings of art in this 
country, wl1icl1 \\·ere themselves rooted in the <lft 
of Europe. It was English art, however, that exert­
ed tl1e strongest influence on early American art. 
Iler school of portrait painting in particular gave 
our native painters their initial inspiration. Our 
development of the art of portrait painting did 
not, however, reach any heights of csthctic excel­
lence, primarily because it never rose above a 
slavish imitation of the English school. The most 
original art that l1as come down to us from this 
period is the provincial art. It was practiced by the 
ordinary people i11 their homes and by the itiner­
ant and untaught commercial portrait painters 
who rode up and clown the Atlantic seaboard 
painting pot-boilers for small recompense. 

Benjamin \Vest, our first distinguisl1cd Ameri­
can painter, inspired by English art, tried to create 
a manner of painting that would rival the "grand 
style" of the V cnctians. The total result of his 
strenuous labor \\·as the painting ot a number of 
large academic canvases composed of set and 
frozen images which functioned merely as dr;1-
matic extravaganzas. 

Following closcl~r in the wake of English art 
influence, came successive waves of influence from 
Spain, Italy, S\\-cclcn and IIollaml. 

Art and Socictv BY HERBERT RF.ID 

After tlic Revolutionary \Var. whc11 the col­
onies had freed themselves from the Englis/1. we 
sec the first sig11s of the great migration towards 
the west and the beginning of the industrial ex­

pamion whicl1 was to surpass anything tl1c world 
had so far witnessed. 

In this 11cw era of crude power, focused on 
breaking a way through the new wilderness and 
wresting a living from it. a set ot stalwart artists 
fought for art and culture. \Villiam Morris Hunt, 
a11 artist and teacher of vision, disseminated the 
rudiments of our art culture which are still potent 
today. \Vinslow Homer, driven by a stubborn and 
realistic temperament, bega11 to sec the great pos­
sibilities in expressing the force, spirit and lite of 
this new fast-growing civilization. Thomas Eakins, 
John La Farge, and Albert R yder, each in his 
ow11 individual way, gave a new impetus to the 
awakening urge for an American art cxprcssio11. 

It is interesting to note that artists like James 
\Vhistlcr, who were out of sympathy with this 
new, raw adventure, escaped to their ivor~' towers 
in Europe to paint their lovely Japanese fantasies 
in peace a11d quiet. 

The early American portrait school of painting 
was brought to an end through the develop men L 

of pl10tography. Instead of painting portraits in 
the English romantic fashion , painters bcga11 to 
imitate the effects of photographv. The Civil \Var 
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AT the Old Collier and Cart, 
at Fleet-Ditch, 11etrr Hol­

born-Bridge, Are good Coals, 
Deals, Wainfcote and Beach, &c. 
fold at reafanable Rates, by 

John Edwards. 
IN TllE SEVENTEENTH CENTUl!Y in England, John 
Ed11·ards used the pm1·er of design in selling his products. 

ga1'C great impetus to illustration, 1d1ich, in turn, 
\\';JS further helped by the development of the art 
of \\'Ood cngra1'ing. Photography also came into 
its O\\'n at this period as a documentary medium, 
but its use for illustration \\'as limited until the 
lwlf-tonc plate process \\'as perfected. 

Folloll'ing the Civil \Var came great economic 
change and social upheaval, precipitated by a 
widespread scramble for \\'calth, position and 
pOll'Cr. A gigantic industrial boom was started. 
Railroads \\'ere quickly thro\\'n across tl1c cotmtrv, 
industrial mining to\\'nS sprang up Cl'crywhcrc, the 
nation 11·as on "the make," and speculators, real 
estate boomcrs, carpetbaggers and their ilk. 
s11·armcd all over, interested only in poll'cr and 
position. 

During this period, serious art was forgotten in 
the maze of scientific and industrial expansion. 
Tl1is \\'<JS an era of tcelmical efficiency. The men 
\\'ho garnered the wealth spent it hn'ishly on out-
1\'ard display 1d1ic11 cxliibitcd the \\'orst taste the 
\\'Oriel has ever seen. 

Science, th rough i n\'cn ti on, was continually 
making new machines. Production 11·as speeding 
up, the problems of distribution were becoming 
acute, people were Rocking to the cities by thou­
sands. These developments laid the foundation 
for large-scale national ad\'crtising. In the late 
ciglitics and in tlic early nineties, the first adver­
tising agencies \\'ere formed. 

American illustration blossomed forth in olcl 
and new magazines. The possibilities of colored 
reproduction were inspiring l\1axfic1d Parrish, 
Iloward Pyle, Edwin Abby, Edward Penfield, and 

a host of other illustrators. to give JJC\\ ' life to their 

pages. 
English advcrtiscmc11ts, such as the Pear's Soap 

011c showing a bov blowing hubbies, were giving 
a sentimental touch to American adl'crtising ari. 
Sloga11s such as "l\1y mother used \~/ ool Soap," 
"I ll'ish mine had," and "Ask father, he knoll's," 
(S11·cct Caporal) were bci11g written. The humor­
ous Sunny Jim breakfast food advertisements 
stirred up great interest and produced splendid 
results. Advertisers \\'ere hcgin11ing to appropriate 
large swns for such accounts as The Gold Dust 
Twins, Sapolio, Durham Smoking Tobacco and 
Gillette Safety Blades, and a good share of this 
money \\'as being spent on illustrations. Ach-crtis­
i11g \\'as no longer limited to newspapers and mag­
azi11cs, but \\'<JS appearing 011 billboards in horsc­
dra\\'11 cars and in elcvatccl stations. 

l\Iost of the art produced for ad1'crtising at this 
time came from the art departments of cngral'ing 
houses. Ilcrc, most of the advertising artists and 
illustrators received their trai11ing and start. The 
crcclit must go to George L. Dyer for being 011c 
of the first men to realize the importance of using 
the best and most cxpcnsi1'C art available for acl­
\'Crtising. A story is told of his commissioning 
Joseph Lcycmleckcr to paint a large fashion illus­
tration for a national clothing manufacturer ll'ith­
out his client's pcrmissio11. \Vl1cn the painting 
was presented, the manufacturer made sarcastic 
criticisms of it, saying that he could not think of 
using it. Then Dyer, who 11·;1s a master salesman, 
\\'Cnt up to the canvas and put his foot through 
it. The upshot of this affair \\ '<JS that the client 
not only paid for the painting dcstro1·cd, but that 
thereafter, Leyendecker \\'as his official artist over 

a Jong span of years. 
Even in this brief a11cl sketch:• review, 11·c can 

sec hm1· America has progressed from a small, 
provincial government to a gigantic far-Rung na­
tion with a svstcm of farming, manufacturing, 
distribution, and transportation so complicated 
ancl organized, that it transcends anything cxpe­
ricncccl by man. From a primiti1'C sta tc, where 
e1 ·ery man had to \\'rest an existence, the nation 
had arrived at an era of industrial production in 
1d1ich e1'erv human being shared in the comforts 

produced by a highly clcvcloped industrial srstem. 
People \\'ere gaining more leisure time, the de-



mand for all kinds of necessities \\'as gro\l'ing, and 

both men and women ll'Crc paying more attention 
to clothes. \Vomcn were becoming both beauty 

and style conscious, interest in games and sports 
\\'as dc1'cloping; interior decoration, gardening and 
building became the concern of everyone. Auto­
mobiles and planes revolutionized the concepts 
of travel. The "Golden Age" of ;1dvcrtising was 
at hand. 

2. TUE REASONS FOR TUE FOR:llllNG 

OF Tim ART DIRECTORS CLUB 

Tim ART DIRECTORS CLUB was formed early in 

i921 during a period of advertising prospcritv. 
Ad1'crtisi11g agencies had gro\\'11 in tll'cnty-11\'c 

1·cars from one-man establishments to highlv or­
ganized companies where C\'Cry department had 
become scicntincally systematized. All the prob­
lems of manufacturing, merchandising, distribu­
tion, media, selling, consumer sales-resistance. etc., 
11-crc being thoroughly studied by the best minds 
in tl1c advertising business. To perfect better \\'a\'S 
of selling through tmdcrstanding human psychol­

ogv, university professors \\'ere persuaded to accept 
important positions in advertising agencies. 

In this new business dcvclopmc11t, the art 
directors were continually becoming more im­
portant as the men who coordinated and visual­
ized all the work of the planning and copv de­
partments. Besides this, they \\'Crc purchasing all 

the art work and supervising the production clone 
b~' the mccl1anical departments. 

Richard Walsh, the llrst president of the Art 
Directors Club, ably expressed in tlic foreword of 

the llrst Annual Exhibition the status of the art 

director and the reasons for organizing the club. 
I le said, "During the last nftccn years there has 

been developed the highly spccializccl vocation of 

advising commerce in the use of art and inter­
preting to art the requirements of commerce. Ad-

1:-1 "lllE EARLY NINETIES the1· sensed 
the selling 1·alue of /Ju111or and. rln·thm. 

\ !IL• see the Cook has rnised the 
lo tuke the Mn~or lo the :-how 
And Spolles:- Town i:- in "urpri:-c 
lo see them win the en h.t'-\\al r.. pri1.(' -
The pan-cake offered al the show -
It cleans lhc pnns_ SA PO LIQ 

AMERICAN ADVERTISING ART 

1'crtising agencies 11·crc among the llrst to encour­
age this specialization, but todar, 'art directing' 
is a professional and 11·cll-dcnncd 11·ork, oftc11 en­
tirely independent of any other.'' The Art Directors 
Club 11·;1s organized early in i921 by a group of 

men ambitious for the progress of art in ach-cr­
tising and business, ll'ho believed thcl' could 

contribute to the best interests of art and ad1'cr­
tisi11g by collective participation in art affairs. The 
club recognizes as an art director one 11"110 counsels 
i11 the buying, selling, and creation of art \\'Ork 
and whose services hm'C been accepted lw ;mv 
reputable organization. l\Icmbcrship in the club 
is not limited to men from a particular business, 

although, at present, tl1c majority of the members 
arc art directors of advertising agencies. The club 
depends for a great part of its strcngt h upon acti1'c 
members who arc employed as art directors for 
magninc and book publishers, trade publications, 
art services, lithographers, printers, and cngra1'crs 
\\'ho arc free lance artists engaged in a type of 

commercial illustration which closely parallels the 
profession of art directing. It is looking for\\'arcl 
to the time when its membership \\'ill include 
representative art directors from theatrical and 
motion picture companies, and from the mer­
chants and manufacturers of textiles, ceramics, art 

lwrdll'arc, lighting fixtures, furniture, \\'all deco­
rations and other products. Its ambition. in short, 
is to exert an influence for the unincation of the 
creative workers in all industrial arts. 

In no sense, ho11·cvcr, is the club an organiza­

tion of special interests or groups of interests. 
Each member is elected, not as a representative 
of the business in which he is employed, but as 

an individual, and is expected to contribute to the 

\\'Ork of the club as an indi1 'idual. Art directing 
has become a recognized profession, and an art 

director should form his opinion and shape his 
conduct according to his professional standards, 
whatever the business in \\'hich he mav be at the 
moment engaged . 

It \\'as on such a broad basis and on such high 
principles that the club \\'as organized. 

Tlic flrst meeting of the club 11·as called by 

Louis Pedlar, 1d10 conceived the idea of forming 

it. This meeting was attended by about t11·cnty 
men intcrcstccl in tlic advertising field, ll'ho be­

came its incorporating members. One of tl1c flrst 
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pieces ot business decided upon by the club \\ ·as 
the holding of an Annual Exhibition of Adver­
tising Art. 

3· IJOW WORK IS SELECTED 

FOR THE A 1NUAL EXHIBITION 

Tm: First Annual Exhibition of Advertising Art 
was hcld in the galleries of the National Arts Cluh 
in 1921 from f\farch 2nd to March 31st. Ernest 
Elmo Caulkins, the father of good advertising art. 
said, in the foreword of the first catalogue, that 
fifteen years before he had collected and held the 
first exhibition of advertising art i11 this country. 
I le went on to say, "There were some good things 
then, but few compared with now. The significant 
fact, however, is that the good work then was 
taken from obscure sources - a color page from 
a printer's journal, Advertising Ink - the cover 
ot a booklet - an advertisement in an art paper 
of small circulation. About half of that early show 
was made up of magazine covers, sclcctcd to fill 

bare wa lls for lack of enough passably good ad­
vertising art." 

Conditions had clcvclopccl and changed to such 
an extent in the fifteen years following Ernest 
Caulkins' exhibition, that when tlic first Annual 
Art Directors Club exhibition was held, it was 
found necessary to tum clown a good deal of 

excellent work. 
Since the first exhibition, the 1rnmbcr of works 

shown has been limited by the number of entries 
that could be reproduced in the Annual of Ad­
vertising Art. Today, the exhibition committees 
must select from the thousands of proofs offered, 
about three Jnmclrcd, the number reproduced in 
the Annual. 

The work for each successive exhibition is 
chosen in the following manner. First. an an­
nouncement is sent out by the exhibition com­
mittee to all those who wish to exhibit. They arc 
invited to send in proofs marked for the respective 
classifications they want their work to appear 
under, such as mass magazines, class magazines, 
trade publications, newspapers, etc. The commit­
tee then makes choices which, in their opinion, 
rcprcscn t tl1c best advertising art clone during the 
year. Up to the present, tlic work has been picked 
primarily for its csthctic quality and not for its sell­

ing or advertising merit. 

AMERICAN ADVERTISING ART 

F. G. GRUGER , Reproduced from the First A1111ual of Ad-
1·ertisi11g Art. Summing up the English Art Influence. 

+A ' ANALYSIS OF TTIE ART TRENDS 

IN TUE NINETEEN ANNUALS 

OF ADVERTISING ART 

JN REVIEWING these Annuals, it quickly becomes 
apparent that the progress or dcvclopmcnt made 
in advertising during the last h\·cnty years has not 

resembled a smooth-flowing stream. It soon be­
comes obvious that there arc many complex cur­
rents and undertows that affect its direction. 
Every period in history has its individual cl1aractcr 
and forces. W c arc now living through a period 
that might be styled cubistic. because tl1c whole 
tendency has been toward simplification and the 
laying of emphasis on essential form and design 
rather than on superficial effects. 

During the twenty years ot American advertising 
art, we find an evolutionary growth from the 
naturalism ot academic art, to the realism and 
abstractionism of modem art. From the old con­

cept that art is mercly a copy or mirror of nature, 
we have progressed to a position where we accept 
art as a creative element in itself. Today very few 
people arc sl10ckccl by either distortion or ab­
straction. Practically all people now realize that 
pictorial art, like music, should be considered as 
composition. As the public continua lly is being 
conclitionccl by the best in art. advertisers need 
no longer refrain from giving it the best quality 
in everything they produce. 

The art work in the first four or five Annuals 
is definitely conservative. The illustrations arc 
based on English art, and we have seen how such 
influences have come down to us from American 
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illustrators like Edll'in Abby and Iloll'ard Pde . 
Il;m·cv Dunn. an illustrious pupil of Iloll'ard Pde, 
through his competence as a teacher. passed 011 

his heritage of learning to Dean Cormvcll and 
a group of other America n illustrators. Frederick 

Gruger, who is hpica ll~' English in his spirit and 
in his feeling for illustration , fashioned his st~ · lc 
111ainlv on the ll'ork of the English clccor;1tor. 
Frank Brang11T1J. It is interesting to note in this 
connection that Dean Cornll'cll, after perfecting 
a co111pctcnt st~ · lc of his Oll'n, took such a f<mC\' 

to Brang11-yn's 1rnrk. that for a certain period it 
11-;1s hard to distinguish it fro111 that of his master. 

The layouts for the advertisements in the first 
four 1•olumcs show a great interest 011 the part of 
art directors in com•cntional and historic orna-
111cnt. Tl1c field of design, at that period. \\'as 
dominated by \Valtcr Teague, wlw \\'as considered 
an authority 011 the different periods of historic 

design and ornament. 
In the fifth and sixth Anmials, the English art 

influences start to wane, and we begin to notice 
the infiltration and influence of both German 
and French design and illustration. This ncll' 
trend is given direction through the work of such 
artists as Zero, Lucien Bernhard, Etienne Drian 
and Pierre Brissaud. \Ve also begin to notice that 
modernistic '' art is having a direct effect on botl1 

la~ ·outs and design. J\Janufacturcrs arc becoming 
style conscious and aware of the selling po\\'cr of 
good design. Immediately, the industrial designer 
enters tl1c field to give tcclmical advice and artistic 

guidance. 
In the sixth and seventh books, signs appear 

heralding the great coming of the photographic 
;11•alanchc. This is the exciting stock market period 
that preceded the \\'Oriel depression of i929. \Vith 
the depression came the slashing and curtailment 
of appropriations. The wild spending which fol­
lowed tlie aftermath of the war had "gone with 
the wind," and economy and quick selling bcca111c 
the by-words of the advertising world. Advertisers 
\\'an tee! aclvertiscmcn ts that wou lcl mo1•c goods off 
the shelves quicklv. Prestige and long-term selling 

'' NOTE. Jn using the mire/ 111oderni,tie. I tt ·ish to cfo­
ting11ish it from the 11·ord .. modern ." J\/oclernistic me;rns a 
superficia l imitation or expression of modern principles. 11 
is based rn1 tricks of teclrnique r;ither than 011 f1111dnmc11tal 

principles of art. 

\\'ere gone. To s;1vc money, to play sure, the inex­
pcnsi1·c photograph became the order of the clay. 
\Voulcl-bc photographers Rocked into the field by 
the hunclrccls, and the best of them, to save their 
Oll'n businesses, \\'ere forced to produce work of a 
higher and finer qualitv. Interes ting experimental 
\\'Ork in black and white and color was carried 
on by this group, ll'hicl1 \\'<JS to lift photograph~· 

to new lc1•els. \ V c sec now sure signs of the 
"Golden Age"' of photography. 

In the ninth, tenth. eleventh and t11·elfth vol­
wncs, the best i11 photography is spread before us 
ll'ith splendid examples of color pl10tograpl1y re­
proclucccl by such masters as Edward Steichen, 
Anton Bruch) and Paul Outcrbriclgc. 

In these same books, a new interest in design 
on the part of the art directors makes itself felt. 
The work of Vladimir Bobritsky, Ervine l\1ctz1, 
Frank l\Iclntosh and many other newcomers help 
to bring a fresh point of view. Also, in the interim, 
<l certain amount of humor l1as been finding ex­
pression in newspaper and magazine advertise­
ments. The amou nt of this type of advertising 
grows so rapidly that, by i 93+ when the fourteenth 
Annual appears, it has become the dominant sell­
ing medium of expression. 1: his one number is 
fiJlccl ll'ith both comic and story-telling cartoon 
strips, which, in a sense, is a throwback to tl1c 
elemental humorous advertisements of early da~·s. 

A powerful inRuc11cc from German and French 
designing starts to impregnate magazine and 
poster work, as is shown in the fourteenth , fif­
teenth , and sixteenth volumes. The art directors 
ha1•c definitely become strongly style and design 
conscious. The reproduced work of Otis Shepard, 
Cassandre, and Sascha J\Iaurcr suggests that tl1c 
European poster technique is being accepted, re-
1·italizing the whole conception of advertising in 
the out-door poster field. 

SA~ 1 UEJ. n. OTIS, Reproduced fro111 th e Seventh An­
nual of Advertising Art. In the /\1oclemistic Spirit. 



YAsuo >:1 1N 1Yos111 , Reproduced from the Six­
teeuth Au1111;il of Ackertisi11g Art. It her;ilcls 
the ;iccept;i11ce of f\loclern Art principles_ 

\ Vhcn we colllc to the scvcntcc11th. eighteenth 
ancl 11i11ctccnth An11uals, the fine art painters lllakc 
their bo,1·. For the first tilllc \\'C sec the works of 

artists like Alexander Brook, Robert Philipp, 
Thomas BcntoJJ, Etic11nc Driai1 and Pablo Picasso 
used as illustratioJJs for advcrtisclllcn ts, \\'ind ow 
displa\'s a11d booklet covers. 

Jn the space of tll'cnty years advertising has 
completed the first round of a spiral ascent. The 
advertising profession, at least superficially, has 
absorbed the cxpcrimcn ts of tlic "wild mc11 of 

Paris." The old adage that " the public is al\\';n-s 

fift~1 ~ 'cars behind the times i11 appreciation of any 
JJCll' mo\1cmcn t" has lost its meaning. Jn less than 
h1-c 11t~ · years, the so-called "wild" experiments of 

the modern artists ha11c been worked into tl1c 
\'Cry fabric of our cvcrychl\" advertising expression. 
\'\! ords like abstractionism. distortion , smrcalism. 
non-objccti1·c art, organizatioJJ, functionalism, and 
stream lining, arc \\'Ords which have a common 
usage and acceptance today. l\Iost of the public 
l1m 1c accepted modernism, aJJd the rest, if the~' do 
not Yet like it, arc very much interested in it. 

No one need be afraid tliat extreme modern art 
is going to he used cxcJusivcly in the advertising 
field from now on; because most business is based 

on either style or fashion, and thcv depend pri­
mariJ~· on change. Sometimes the fashion goes 
with the stream of contemporary developments, 

and sometimes it jumps about in an inconsistent 
way, now influenced by conservative art, now h~' 

Peasant, Indian, or pre-Victorian art. 
The \1·holc field of advcrtisinba is also str01ialv 

b-
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i11Rucncccl by fads and trcJJds. If a certain t~-pc 

of cop~'. Jarnut, or art is fouJJd to produce results. 
the effect of it gcncr;JJI\' runs through the 1d1olc 
professioJJ. Examples of this arc the editorial 
hpcs of la~ ·o uts, the cartooJJ strip, and the use of 

photographs for c1 ·crv purpose. \\!hell it first 

bcca me apparcJJ t that tcstimonia l ad\ 1Crtiscmc11 ts 

brought results, almost c11cr~ ' manufacturer turned 
to this cb·icc. The i11tclligcnt manufacturer or 
achrcrtising agency executive studies not 0111'- the 
ps~-clwlogv of the masses, but harnesses it for his 
mi-11 needs and ends. 

Jn trying to appraise the last fell' Annuals. \ff 

sec that tl1c thcorv of functionalism has been 
taken O\ 'Cr lw the ach 1crtising profession and h;1s 
gi\ 'Cn 11c\\· life to headlines, copv and art \\'Ork. 
There is a 11C\\' driving poH-cr at \\'Ork in ach-crtis­
ing that i .~ emotional. The business man has been 
com1inccd that art is a high form of orga11ization. 
that it has a natural and \1igorous appeal, and that 
it "sells the goods." 

Jn publishing these Nineteen Anmwls, the Art 
Directors Club has created a great historic Jibran­
of the progress of advertising art. These doCLJ­
mc11ts, telling of tlic development of advertising 
art, copy and dcsigJJ, will be iJJcrcasingly \1aluablc 
to the you11g student, the illustrator, the adver­
tising man and the art director as the years go b~' -

The Art Directors themselves hm'C unsclfishh­
givcn much of their time and cncrgv to the per­
formance and accomplishment of this "-ork, a11d 
the result is a job well clone. They do not plan 
to rest on their laurels, holl'c11cr, but arc ;dread~ , 

looking into the future, planning greater achieve­
ments . 

To the artists who have contributed to the 
Annuals, we extend our appreciation for their 
splendid work. Since tlic standard of production 
of the Annuals has been so high , \\'C also extend 
our appreciation to all the designers \\'ho have 
helped, <lll the book committees, tlic publishers. 
the engravers, and the printers. The members of 

the Art Directors Club \\'oulcl also like to sa lute 
all the far-sighted and intelligent manufacturers 
and advertising men who, through their courage. 
sympathy and understanding, ha11c made the struc­
ture and development of advertising art possible. 

To tliesc men \\'e dedicate the 
Twenty Annuals of Advertising Art. 

_......... _______________________________ __ 





The 

ART DIRECTORS 

AWARDS 

VERY FEW people realize the tremendous task that confronts the judges of 

the Art Directors sho\\'. Each ~ 'car the qualit~ ' and the amount of good 

advertising art seem to be greater due perhaps in some measure to higher 

standards of public taste and education. 

Not only docs the Art Directors show serve as an inspiration to artists 

in the field , but it gives an opportunit~1 to the "man in the street" to sec 

the best t~ 1JJC of advertising done in the past ~ ·car. Bv bringing the finest 

work in this \Va~ ' closer to the public, the standards of taste naturall~1 will 

be raised and bring about a demand for a better grade of commercial art. 

Thus the advertiser will have to use a t~'IJC of art work that IVill please the 

public in order to sell his merchandise which , of course, is the main pur­

pose of advertising. This transition can not take place suclclcnl~1 but we 

feel that the Art Directors exhibitions and these annual books contribute 

a great deal to1varcl that encl. 

On the next few pages ~ ·ou IVill sec the a1varcl winners as sclcctccl b~ 1 

some of the leading men in the profession - men \\'ho understand the 

technical as well as the emotional side of the creative arts. 
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co L 0 R 

L LI S T RAT I 0 N 

AWAR D S I 
) ll RY 

Frank Crmn ri11 shiclcl 
I 

/)ea11 Cor11wcll 

Lester ]a\' Loh 

ARTIS '!: Carl Ericson 
\RT Dll\ECTOR: Cla11dc I /urd 

CLJJ,:NT: /\111crican Viscose Corporation 

AGENCY: " ]\I. l\1athcs, Inc 

\\ ' 111-:N CARL ERICSON returned from 
Europe, American \'iscose \\'as among the 
first to bid for his se1vices, F.ric, being Eric, 
has justified their faith " 'ith the prizc-11 ,in-
11i11g fashion illustration of the \ 'Car. Ilis 
life-long influence on the art of his time 
makes this recognition doubh, clcscrvccl. 
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"CouNTY FA1 R" 11·as painted from scra tch . No agc11c1· sketch to limit the planning of the picture, just some excel­
lent earthy cop1· and the enthusiasm of the Art Direc tor. Painted in Tempera 011 Ccsso. all of the drawings for it 
11·cre clone "from Na ture," being farm neighbors of the artist , their ca ttle , vehicles, accessories and their landscape. 

ARTIST: Peter Ilelck 
ART DIRECTOR: Rocco Di l\1arco 

CLIENT : II . J. Ilcinz C ompanl' 
AGENCY: l\faxon, Inc. 

~ AWARD FOR DISTINCTIVE MERIT ·~ 



~ AWARD FOR DISTINCTIVE MERIT~ 

F'Ew ARTISTS have the opportunit,· that this painting affords in commercial 
work. Obviouslv Mr. Gro/1e made the most of this chance to rea/h· dig into 
his palette and turn out an illustration with t/1e qualities of a fine painting . 

ARTIST: Gleim Grahe 
ART DIRECTOR: Robert E. W' ilson 
CLIENT : The Travelers Insurance Co. 
AGENCY : Young & Rubicam, Inc. 

The 1.;mmty lair 



) 
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BLACK AND WHITE 

ILLUSTRATION 

AWARDS 

J l l RY 

Freel G . Cooper 

l\alph \¥/ hit11ev 

ll ugh Ferr is 

ARTIST: Peter I Iclck 
ART nrRE CTO R : Lester Jav Loh 

C l.IE NT: York Ice i\1acl1inef\' Corporation 
.\GENCY: J.1\1 . J\Tathes, In c. 

I) 

I 

I 



T111s ILLUSTRATION is ;m outsta1Jdi1Jg example of selecting the right man for the right job. The bodr text, the 
headline dcli1Jitch· dictate the llCccssih· of scc11ri11g the cmftsm:m-likc thorouglmcss of a mall 1dw call interpret 
11 ·ith exacting skill the clcmc11b 11"11ic/1 /1;we made this a fl/edal \\ ' illJJCr. The man. the artist. Peter I lclck. 

ART DIRECTORS CLUB MEDAL 



------~-- ------- -~- - -

DESICNEDI.Y. Hohri's art brought interesting relief tn a 11 ·ar-.1teepec/ at111ospherc 
h1· emp/01·ing the ingredients 1d1ich stirred the fa11t'I', 11 ·hile c/ca1·i11g to fact. 
a priman· essential for the difficult task set for l\latson h1· ll'orlc/ conditions. 
Thus, Bobri, b1· his art, created an inl'aluable public intere~t in the sales effort. 

All'I IST: \'. Bohri 
ART DI REC '! OR: Llm·d 13. f\ h ·ers 

CLIENT: f\ latson Nal'igati<i°n Co1111);1111· 
AGENCY: Bmnnan. Dente. C11n1111i11gs. Inc. 

~ AWARD FOR DISTINCTIVE MERIT~ 



) 

ARTIST: Eric /\.'fulvanv 
ART DIRE CTOR: /\forris L. R osc11bll11i1 

C LIE NT : L. Bamberger & Compam· 

To ME, the most i11tcrcsti11g phase 
in the crea tion of ;idvcrtising for 
Bambcrgcrs, has been the faithful 
adherence to a se t of rules, ll'hich 
we set doll'n for ourselves fonr 1-cars 
ago. Cl( These rules i11c:luclc ·.rnc/1 
things as focal point , Sll'CCp i11 la1·­
out. pen and i11k tcc/111iq11c , and 
Om·x and Bodoni tlpc face. Cl( One 
would think that rules for /arnnt 
a11d art ll'ork 11·mdd he 1•crv liam­
pcring . \Ve, ho11 ·c1 ·cr. hm•c f1ad fun 
seeing 11011' mam· different ll'an we 
co uld appk these rules to give us 
almost invariilhh- a nc11 · a11d frcsh­
looki11g ackcrtiscrnc11t. 

c; 

l , , 

~ AWARD FOR DISTIN C TIVE MERIT ~ 
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C 0 L 0 R 

PHOTOGRAPH 

AWARDS 

J ll RY 

Dr. [\ T. F. J\glia 

Pa11/ Ilolli stcr 

Paul Outcrbriclgc 

ARTIST: Ecl11«Jrd Steic/Jc11 
All'!' DIRECTOR: Llm·cl B. l\frers 

CI. JENT: 1\/;Jtso 11 Na1·iga ti<i"11 Co1111ia111· 
.\ C: FNCY: Bmnna11 , D eutc, C u1JJ111i11 gs, /11 c. 

Cor.oNE L S l'EI CJJE N has here aehie1·ecl the most elusi1·e objectil'e that ca11 be 
set for the candid calllera in this color shot . . 11a111eh- ... a truthful spiritual 
interpretation of ;m original color 1•isual. It embodies alllazing fidelih· to 
I la11·aii's restful, Polrnesian simplicih· as " planned" ;md pre1•isualized. 
SigI1i/1canth -. it de111 onstrates the im·aluable result of predetcrlllined execution. 

II 







~AWARDS FOR DISTINCTIVE MERIT~ 

ARTIST: Lejarcn A. lliller, Underwood & Undcnrnod 
Alff DIRECTOR: Hubert F. Townsend 
CLIENT: Iliram \ Valker & Sons, Inc. 
AGENCY: Sherman K. Ellis & Cornpam· 

Lou 1sE DAIIL-\VOLFE has an all too rare sense of composition , which alo11c 
should and docs help make her one of the countn·'s ace fashion p/wtog­
raphcrs. There is an air of sinccritl' in her work which makes it convincing 
and that, plus its dramatic qualities makes it an easy matter to choose Dahl­
W1olfc for " the job. " 

ARTIST: Lo uise Dah/-\Volfc 
ART DIRECTOR: Claude Ilurd 
CLIENT: American Viscose Corp. 
AGENCY: J. 1\1 . M athes, Inc . 
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BLACK AND WHITE 

PHOTOGRAPH 

AWARDS 

J lJ Ry 

\V i/liam Irll'in 

Peirce Johnson 

Edll'ard Steichen 

I 

- ) 
~ 

.\In 1s·1: ,\/ ;ic Rall S t11 dios 
.\WI DI HECTOR: Lester Ja1· Loh 

c 1.1i: ;-;T: .\larda11d Cas11alh· Comp<1111· 
AG I·: NCY: / . ;\1. ,\lathes, /11 c. 

'01 10 ijJ \lrt)IO 

11-1[ MARYLAND 
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T111s PllOTOGRAPll is the happ1· c:o111bination of a 1·en· timek and interesting s11bjcct ;1rtistica lk handled as to 
lighting effects, compositio n wcl the telling of a real stoff 11 ·ith expression. This little fcl1011', vicll'ing for the first 
time the famous Liberti · 13cll , is rcgis tcrillg a nat11ra/ response; he is not acting. I le is real - he is h11111 an. and that is 
\l'h1· photograph1· \\'as choscll as the 111 ccl i11m of ill11stration , and that is 1dll' th e photographer chosen 11 ·as l\ Tac Ball. 



~AWARD FOR DISTINCTIVE MERIT~ 

'1'111s is a11 example of th e photographic car too11 that 11·as clc1·isccl for 
Arro11·'s half-page black-a11cl-whitc ads. It is in c1·cn· respect a car toon. 
except that it is ;i ll clone 11·ith camerns : exaggerated sitnatio11 , sa tiriz­
ing a lrnnw11 frailt1 ·: i11 this case. the 11 ·cari11g of c/i~ h e 1 · cllccl coll;1rs. 

ARTIST: Leo J\aro11s 
.\RT DIREC TOR : Jack J\11thrn11· 

c 1.n:NT: C luett, Peaboch- & Co .. /11 c. 
AGENCY: Yo1111g & /l11bic;1111 , Inc 

no! (• •h, (l• •h, 
no r ( owl 

ARROW SH I RTS 



T111s PICTURE, besides being excellent teclrnicalh-, has a uni1·ersa/h- intriguing subject, full of huma11 interest. Film ach·ertising is <Hie in· 
stance 1d1ere it is altogether proper to put the c;1rt before the horse : pick ;J good picture ;JJJd build the ad around it r;1t/1er t/1;m l'ice 1·ersa. 

ARTIST: Lejaren !\.I filler, Undenrnod & Umlcnrnod 
ART DIHECTOR: Robert E. \Vi/son 
CLIEN T: Agfa i\nsco Corporation 
AGENCY: Young & Rubicam , In c. 

-AWARD FOR DISTINCTIVE MERIT~ 



CONTINUITY 

AWARDS 

J ll RY 

Corc/011 A\'111:1r 

\ Vallacc !\Jorgan 

Byron l\ fu sse r 

.\R'I IST: FloHI J\I. /);11 ·is 
.\llT IJIRE C TO!l: C1i'.1 l;11 ·c Sigritz 

c r.1 ENT: Cc11cr;il Foods 
.\ Cl'l\CY: Young & RIJbic;i m, In c. 

· I I 



. ·~ 

. t C neck or force is . . . I bait to ca tch 1J1tcrcs . o1 .. 
l•:xACCE HATION JS al\\mS gooc •. , · .. . the ; hilosop/11· used for SIX \'Cars Oil 

better box-office tha11 drama. 1 i1s 'ss , __ 1 ·11 str·1tions and i11l'ar1abh- puts D . I I IC 111'111\ ' ;111 ... 1 I ll . ' . ti Sa
11

1.:a. F/01·d a\'ls ias c 
01 

' · I ·I ·t cnaacratio11 n1to JClll. just the right to11ch of cor11cch- am c wrac er . , "'"' 

ART DIRECTORS CLUB MEDAL 



:\ LITTLE \\'EARY of the photographic a11 cl 11 ·ash dra\l'i11g seque11 ces, a "cl ifler­
e11t" treatment 11-;1s sought. Therefore t/1is pe11-a11cl-i11k, Te1111icl-likc stde 11·as 
11 ·orked 011t, in keepi11g 11·ith the smne11·hat quai11t, so111e11·hat pastoral. pseudo­
i11ge11uous cop1·. Il a11k Berger supplied jw,t the right close of c/1ar111 to the 
finished c/ra\l'i11gs . 

. \llTJST : I lank Berger 

.\RT nrni:croR : Fra11cis E. SJ11it/1 
c 1.1 ENT: Life Sa1·ers, /11 c . 
. 1c1·:NcY: You11g & J\ubicalll. l11 c. 

~AWARD FOR DISTINCTIVE MERIT - cows 
Jnd 

LOVERS 



NATIONAL 

ARROW 
~ 

WffK 

lll A y 20 fo 2S 

SH1Rrs .2 A TIES • o"J .. ,, 

. ' ""' ' '~ 
I 

• I 

ARROW ADVERTISING is kept ligh t, bright ;111d cheerv - i11 both cop1· and art trentlllent. This ad fits i11to 
that category: an ad that is pleasant to look at am/ read. I t is also a good exalllplc of how a lot of Arron· 
lllerchandisc is 11·orkccl right i11to the cop.1· ston· and seque11ce pictures imteacl of in a clcacl lllerchanclise panel. 

ARTIST: JallleS \ \ ' illian1so11 
ART DIRECTOR: Jack J\ 11tlw111· 
CLIENT: Cluett, Pe;1boch' & Co .. In c. 
AGENCY: You11g & H.11bicalll , Inc. 

~ AWARD FOR DISTINCTIVE MERIT ~ 



------------------ -

MAGAZINE 

COVER 

AWARDS 

J ti I\ y 

1 l crbcrt l\ la1 ·cs 

I/cmy 13. Qui11a11 

Georgia O' Kccffc 

ARTIST: \Vill B11rtin 
ART n1 RE CTOR: P;rnl Grotz 

CT. JE N T : The Architcctm;il /lor111n 

'1'11i-: SUllJEC'IS - tri;111glc <1nd T -squ<1rc - 11 ·crc chosen 
bec<1 usc tlic1· arc the 111ost commonh· accepted snnbols of 
design and pbm1i11g, and seemed therefore s11it;1b/c for <111 
issue dcl'otcd to design dcl'clopmcnts i11 all fields. The 
specific tcclmiqnc of presentation adopted - use of <1 ct11;1/ 
materials, airbrnsh, sugges tion of tr<111sp<1rc11cT, th e stccl­
b/11c color of the background - dcl'clopcd fro111 the desire 
to express the gro11·i11 g e111ph;isis 011 l'cch11ical precision ;111c/ 
the interest i11 11c11· 111<1tcri;ils. 



ART DIRECTORS CLUB ME DAL 



[40] 

1'11·: 1un: RoY is one of the most important li1 ·ing French ar tists. J /is little oil paintings arc done in a 
s11prc111ch' realistic. 111ctic11lo11s a11cl 1·ct broad manner, 1d1ic/J cm11bi11cs popular appeal witli tlic prestige 
of J\l\T. I le has pai11tccl mm11· cminc11th· success ful crn·crs for \'og11c m·cr ;J period of the last six )'Cars. 

~ AWARD FOR DISTINCTIVE MERIT~ 



ARTIST: Pierre Rm· 
ART nrnEcToR: Di. 1\ 1. F. Agha 
CLIENT: Vog11e 

I 

' 

A1n 1sT: Norman Rod:n·ell 

OR 

ART n1RE C TOR : B11rton E . Goodloe 
C LIE NT : P. Ballantine & Sons 
AGENCY: J. \'('alter Tlwrnpson Crnnp;1111· 

POSTER 
(Twenty - four Sheet, etc. ) 

CAR-CARD AWARDS 
J ti RY 

Norma 11 Bel Ccclclcs 

Luigi Lucio11i 

Jolin 'Zll'i1wk 

I 

Tm: C IIARA CTE R s/1 mrn bclon· in l\Ir. Rod :n·el/'s painting for the Ballantine Compam· is not jnst a model dressed for the 
occasion . I le is a real \ ' cnnontcr, ;1 neighbor of the Rockn·clls ;me/ the best ·'all out" liclcllcr in /k1111ington Count:·. 

THE KERWIN H. FULTON MEDAL 

[.p] 
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DESIGN OF COMPLETE 

ADVERTISEMENT 

AWARDS 

J ll RY 

Gorc/011 J\\'mnr 

K J\ /c:K11ight Kauffer 

Freel Ludekens 

Paul Newman 

Lore11 B. Stone 

Gilbert C. Tompkins 

J•: /11,oocl \ \lhit11e1· 

I 

I 

I 



.1w11s·1: George Platt Lrncs 
ART DI RECTOR: Eleanor J\ la1 ·er 
CI.IENT: Carson , Pirie. Sco t"t & Co. 
AGENCY: Abbott Kimball Comp;1111· 

\\ .. ,,,/' rt /,u1tl l11r111lu; /,ttl 

a1lh 'If"" .;11// 1J,~ . 'J;t11r11'1· 

CAH.801"' 

PIH.IE 

AN AWARD FOR DISTINCTIVE MERIT FOR THE BEST DESIGN 

OF A COMPLETE ADVERTISEMENT IN CLASS MAGAZINES 

'1'111·: USE of photomo11tage tra11.1forms this from the ll.\Jla/ fonnula of square·photograph -pl11s-slug, to ;m 
exciting and sales-prm·ocati1·c f;i,hio11 ach-ertise111ent. The photographs /1ere 11 ·ere straight 111crd1anclise shots: 
the 'triking effect ha.\ been ac/1ic1·ed through the ' till 1111c.xp/oitcd a11d Rcxible 111c:1m. l'l IO'J'O ,\ION'/'J\CE. 

[-+3] 



If you're tired of this and tired of that, come to 

Childs for lunch today and have KIDNEYS AND 

MUSHROOMS in Sherry sauce ... and watdi 

your appetite pick up! Plump kidneys ... 

that's what we use, sliced into linlc wafers and 

then saut~ed in butter with fresh buuon mushrooms 

.. ~ sautt!:ed just "the right Jength of time so the flavors 

are quite sealed in and not cooked away. And does 

the~ make appetfres sing! A happy combination 

of tomacocs and delicate spices and good, mellow 

Sherry poured in with a lavish hand. Served to you hot 

sets a good table 

as can be, on toast ... so none of that sauce need 

escape your fork. String beans and fresh orange or 

corn muffins round out the feast, and h's only 3 5 / 

AN AWARD FOR DISTINCTIVE MERIT FOR THE BEST 

DESIGN OF A COMPLETE ADVERTISEMENT IN NEWSPAPERS 

'1'11E ART \\ 'Olli; i11 each u11it of this campaig11 11 '<1s of tin> hpcs: ( 1) sc111i-lrnmorcrns, to cre;ite for 
C hild's a frie11clh ·, sophistica ted atmosphere, a11d (2) appetizi11gh- realistic , to help food-co11scio11s 
cop.1· get ;1cti01 1. A different sla 11t for C hild \. tlii .~ campaig11 attracted a 11c11· and _1·01111ger clie11tcle. 

ARTISTS : I larfl' 0. Diamo11d & \'l ' erncr Sclm1iclt 
~RT Diil ECTOR: / /arfl' 0. Dia111011cl 

CLIENT: '/'he C hild 's Compa1 11· 
AGENCY: Ge1·er , Cornell & Ne11·ell, l11c. 



AN AWARD F 0 R DISTINCTIVE MER IT FOR THE B EST 

DESIGN OF A COMPLETE ADVERTISEMENT IN BOOKLET 

'L'111 ·: Jil l·:.\ a11d the s;i/es appeal bc/ii11d this i//mtratio11 11 ·;1s t/ic expression of South America11 c11lt11ra/ ;1JJd trade 
i11R11e11ccs i11 American Spring and S11111111er fas/iio11s, due to i11crca,ed cooperatiou het11·ce11 the United States ;111d 
the Lati11-J\111erica11 countries. 'J'/1e original art 11·as a collage. or paste-up of cut colored papers. The illustration 
11·;1s reproduced b1· a screen 11 ·;1ter-co/or proces.~ 011 a crude, h;111dmadc. textured p;1per iu primiti1-c cu/ors . 

. \J\TJST: \ ' . Bobri 

.\RT n11n:cnrn: Grace l\l. Jo11cs 
C LIENT: Nolde & // orst Sales Co .. J11 c. 





COLOR 

ILLUSTRATIONS 
by Dean Cornwell 

Cor.oR is probab l ~ , the lllOSt individual thing in art. In the short span from 

Puvis to P.\ \!.A., there have been man~' fads and s t~ · lcs in color. Despite 

fads and stvlcs, there exists some vcrv handsome color which elates as far 

back as the earliest paintings in our museums. \Vith reasonable allo1Vancc 

for chemical changes, dirt, and fading, the greater part looks good tocla ~ ' · 

No t long ago, the scientist turned the prism inside out, and clumped 

his findin gs into the painter's studio . The results most of us prctt~ 1 1Vcll 

knolV. After several ~ 'cars of dark bro1Vn asphaltum shadows, it was a 

novcltv to plav with the sparkling sca les of the spectrum and sec sunlight 

and blue shadows, and to dazzle the C~ 'c with "vibrant" dabs of complc­

mcntarv color. The a11s1Vcr to the ultimate success of the s,·stcm mav be . . . 

judged bv toclav's swing back to those prilllitivcs 1Vho struggled along with 

a few umbers and earth colors dug b~ , hand from the side of an adjacent, 

friend/~ , mountain. I once heard a gourmet cxclailll that the lllark of the 

chef is his soups and sauces. This in turn has been t1Vistccl to read, "A 

colorist is judged lw the qualitv of his grcvs! " 

In vic1Ving the Art Directors 20th Annual Fxhibition of Advertising 

Art, I feel no slavish adherence to an~ ' one theory or S~ 'stcm, but an 

exciting freedom, and an ingenious picking and colllbining of the best of 

all that has gone before, cleverly under control at all times, and best of all, 

in cvcn1 case, the artist expressing himself b~1 means of color, not as so 

much color, but as a va luable adjunct deftly used to accomplish the one 

important function , that of attaining the \VOrthy encl of pulling off a 

darned good job, 1Vhich, to one 1Vho b101vs, is a supreme achievement. 



AHTIST: George Ilughes 
AHT DI RECTOR: Lester J a1· Loh 
c1. 1ENT: Fleischmann Disti1li11g Corporatio11 
ACEN C Y: J. 1\1. l\1;ithcs, Jnc. 

Ir !. ' ,/' 



ARTIST: Eclll'in Georgi 
ART DIRECTOR: Deane Uptcgro1·c 
CL IENT: f. P . Stcl'ens & Co., In c. 
AGENCY: Alle1· & Richards Compa111· 



ARTIST: Leon Karp 
ART DIRE CTO R : Paul Darro\\' 
CL IEN T: De Beers Co11solidated l\Iines, Ltd . 
AGENCY: N. \ V. A)-cr & 5011 , Inc. 



ARTIST: V. Bobri 
ART DIRECTOR: Jt Nelsen 
CLIENT: Koret 
AGENCY: J\bbott Kimball Compam· 

/ . ./ •• -:-I'. / I'/ 

C) 

0 
() 

0 

All"! !ST : \ X' a/ter /1ra111c 
ART DIRECTOIC /';111/ 1':. Ne\\'JJJ;ill 

c1.1ENT: The Texas Compa111· 
AC.ENCY: Ern·i11. \ X': 1.1c1· & Co., I nc . 



ARTIST: V. Bobri 
CL IENT: Scl1enlel' Distillers Corp. 
AGENCY: Lord & Thomas, New York 

AHTIST: Rov Colli11s 
All'I' Dl HE C TOH: /ired Bonagura 

c 1.1ENT: Calvert Distillers Corp. 
AGENCY: Erll'in, \Vasey & Co. , Inc. 



CU.Ult!ADS ...... 

c..""'Calvcrl 

ARTIST: Stc1'a11 Doha11 os 
Alff DIRECTOH: Arth11r A. Suri11 
CLIEN T : Nash l\lotors Di1'isio11 , Nas h-Kch-i 11 <1tur Corp. 
AGENCY: Cc1·cr, Cornell & Nc11·cll , /11 c. 

8" """"' 

'?l.i 

//IN/ 11,·, 'llJ. l/fll I 

)im1 //, 1111 1 



[ 5-+ J 

ARTIST: Stc1·a11 Do/J anos 
ART nrnE CTOR: Hobert E. \ X' ilson 

C LIE NT: Tlic Tral'clcrs lns11 ra 11cc Co. 
AGENCY: Young & J\ubieam, In c. 

ARTIST: Stcl'a n D o/Janos 
ART DIRE CT O R : R ober t E. \X'ilson 

CLIEN T : The Tra1·clcrs Jnsmancc Co. 
ACENCY: Young & Hubicam, In c. 



I 

ARTIST: Albert Dome 
Alff DJRECTOR: George C. Keegan 
CLIENT: American Airlines, Inc. 
AGENCY: Rut/Hauff & Ryan, Inc. 

[55] 



THE CITIES 
MEN BUILD 

A ll'l IST : Dale N ichols 
Alff DI RECT O RS: 1\ ri/111r Limbrock & Lm·d \\ 'eccl 

A llTIST: John /\therto11 
A l!T il l RE CT O R : J larr1· Smith 

C l.ll ·: N 'I : '/'li e Dm1· C /J emica / c;HllJJil lll" 

AC l·: NCY: l\Tcl\L11111s. / o /i11 & /\cla ms 
C U EN 1 : 11. J. //einz Corn pa n1· . 
. \ C ENCY: ,\/axon. In c. 



ARTISTS: Sam Bcnn;m & Ed11·arc/ Patsto11 
ART DlllE C TOIC W' illiam A. Strosnhl 
C LIENT: P. Bal/;llltirrc & Son s 
Al.ENCY· } . \X ' ;r/tcr Thor11pso11 Co111pa1JI' 

!':· .• :.;:::~ ::::.:.:::.A:!!':: :.:-::: 

;; : :: .. :: ::~;~~-
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ARTJ ST· Jo/ A llT D . rn Atlicrto11 
IRECTOR. T I 

CLIENT· Cli . ·
1 

osep 1 Groner · ns er C . 
AGENCY. T s·r /" orporatio11 

· · Jr mg Getcliell, Inc . 

.. 
ll)-ll 

lk•Solo 
:. , 



AHT I ST: Georgia O'K eeffe 
AH T n 1 HEC T OH: Th omas TT. Collard 
CLI ENT: Tl ;m'aiia11 Pi11capplc Co,. Ltcl, 
AG l,:NC Y: N , \V, Al'cr & Son , In c, 

ART I ST : Pierre R ov 
AH 'f' D IR EC T OH: '/'l; omas JI . Collard 
c1. 1 ENT: l la\\'aiia11 Pineapple Co ., Ltd. 
AGENCY: N. \ \ ' . A.1·cr & Son, In c. 
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ART I ST : Robert Riggs 
ART DIHECTOR: Robert E. \\' ihon 
c 1.1 ENT: The Tr;n-c/ers Insurance Co . 
. \ CENCY: Young & Rubicam. /11c. 

ARTIST : FIOl·d Da\'is 
.\ RT DIREC IORS: Pa11/ ,'\'e1nn;m & Fred Bonagura 

c 1.1 ENT : Texas Compam· 
.\ <:ENCY : Erwin, \'1' ;1se1· & Co., Inc. 



-. 

I ~ 
ll MI 10 CHAW !OUR Oll.IOO _ _J_"j(\ 

1117 

AH'11 sT: Carl Erickson 
Alff n11u·:cnrn: Paul D;1rro11· 
c1. 11-:NT: /1ors t111;11111 \'l'oo/cn Co111pan1· 
AC:ENCY: N. \ \!. A1·cr & So11 , In c. 

I 7) ·f ;,, f 
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ARTIST: Ccoffrc1· Biggs 
,\RT DIRECTOR: J\lfrcd J\. J\11thom· 
C LIENT: Hc1·ere Copper & Brass, in c. 
,1GENCY: St. Ccorges & Kc1·cs, In c. 

ARTIST: Clc1111 Crohe 
ART DIRECTOR: Lester l\onclell 
CLlENT: Continc11tal Oil Compam· 
AGENCY: Trac1·- Lockc-Da1\'SO!l , Inc:. 



ARTIST: Fred Lucleke11s 
ART DIRECTOR: Hai· Bethers 
CLIENT: Califomi;ins, In c. 
AGENCY: Lord & Thornas, Sa11 Francisco 



ARTIST: Salvador Dali 
ART DIRECTOR: Paul Darrow 

CLJENT: De Beers Consolidated Mines, Ltd. 
AGENCY: N. \V. Arcr & Son, Inc. 

ART IST: Raoul Dufr 
Al!T DIR ECTOR: Patil Darrow 
CLIENT: De Beers Consolidated [\'fines, Ltd. 
AGENCY: N. \'\!. A.1·er & Son, Inc. 



ARTIST: Hov Collins 
ART nrn1-:c·1:0R : Paul E. Ne1n11;111 
C I.JE NT: Cah-crt Distillers Corp . 
. ICE NC Y : Ern·in , \ Vase_1· & Co., fo e. 

[ 65 J 
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ARTIST: Allen Saa/burg 
ART DIRECTOR: Alfred C. Strasser 
CLIENT : Etlwl Gasoline Corp . 
AGENCY : Batten , Barton, Durstinc & Osborn , Inc. 

---· 

STOP 
END 

// ,fill 111 /,.1, 11111 ,,1f,,r / 11,-.,/,11.",.11dtl1<:1111tn1A.Jhlll 

Wirt awtomotive P'ogttn ever reoch "Dead End"? 



ARTIST: Stcvan Do/Janos 
ART DI!\ ECTOR: Fred S. Scrgc11ia11 
CLIENT: Gulf Oil Corporation 
AGl-:NCY: Young & Rubicam , fo e. 

ARTIST: Glcm1 Gro/ie 
ART DJRECTOR: \Villiam Kammer 

CLIENT: Americau Tobacco Companv 
AGENCY: Young & Hubicam, foe. 
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ART I ST: Joh n Atherton 
ART n11u :cTOR: Da1·ic/ S. Block 
CLIENT: Coh·, In c. 
AGENCY: / . D. Tarchcr & Co. 



AR TI ST : Jolin /1a/tcr 
A RT DIRECT OR: \\1;1/tcr Clc1111 
C LI EN T : /\ 111crican Cig;ircttc & Cigar Co. 
Al. ENC Y : Yo1111 g & R11bica m, Inc. 



ARTIST: R. B. \Villaumcz 
All'!' DIRECTOll: J\ f lTOII Kcnzcr 
CLIENT: Boml'it 'teller 

THE REPRODUCTIONS ON THIS AND THE FOLLOWING 

PAGES WERE COLOR ILLUSTRATIONS USED IN 

BOOKLETS , CATALOGS , MENUS , AND DIRECT MAIL 



ARTIST: \'\falter Ouirt 
.\RT DIRECTOR: Jkrt Hai· 
CLIEXT: Abbott Labora.torics 

AH' l IST: Kc1111cth Stuart 
ART DIRECTOR: Frank Elto11/Jcad 
CLIENT: Curtis Publishing Compa111· 

~ -- . /( '/ J 
. :. . . ·.,., - \ '7-4 , , .. ·~ 

"'"." 



AHTIST: Amado Conzalez 
AHT D I HEC'IOH: l\a 1· Bethers 
C LIENT : American President Lines 
A GENC Y: Lcird & Tlmmas, San Francisco 

ART I ST: Gene Brmnr 
.\HT DIRECTO R : Hai· Bethers 
C LIENT : American· Presidc11t Lines 
AGENCY: Lord & Thomas, 

San Francisco 
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AHTIS'I" L 
AHT DI I~,, ester Beall 

<.CIOH' L 
CLI EN T · 1\

1 
· ester Be·ill 

· utual J3 ' 
AGENCY· G ' roaclcast' S · eorge B.. mg 1·stc 11ur, J11c. . 111 

'did!IM wgq:@ R1 1?dli!li!i!!'BG. 

AHT n AR'J IST· D J RE C'J OR. Jol1 I. I . o11alcl C1ll1 . n epb ' Ollll 

CL IENT : Slide u,rn Ti11ker. Jr. 
AG ENC Y: J\f C Fasteners I c an11-Erick ' 11 c. so11 , In c. 

SARAH P. IPPLEHART ~ 

LEAPED ~v,' 
our OF BED .•.•• ( ~ l-l I 
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TO l'VSH" THE TALON WHYIT PAYS " 



.\llTIST: Anton Refregicr 

.\HT DIRECTOR: Bert Ral' 
CLIEN r: Abbott Laboratories 

ARTIST: I l eun· Bi//i11gs 
ART DIRECTOR: Hert Rav 
CLIENT: Abbott Laboratories 



AHTIST: Erik Nitsche 
ART DIRECTORS: SaJ1ford E. Gerard & J\ /auricc Bimler "' 

CL IENT: rt 11. /\/ac1· & Co .. Inc. 

ARTIST: Arnold Blanc/1 
ART DIRECTOR: Bert Ra1· 
cu ENT: Abbott La/Jor;itorics 



ARTIST: G. Federico 
AllT DIRECTOR: G. l'cdcrico 

C LIENT : Strathm ore Paper Co. 
AGENCY: Abbott Kimball Compa111· 

STIATDOllB 1111 
1 l 

AHT I ST: Lucille Corcos 
AllT DI HE C T OH: ]\ I orris L. Rosenhl11m 
C l.IENT : L. Bamberger & Co. 



BLACK AND WHITE 

ILLUSTRATIONS 
by Fred G. Cooper 

Ar A l\IEETINC of artists several ~ 'cars ago, dming the art depression 

brought on by the advent of photography, the unpopular point was made 

that photography was not a fad that wouldn't last, but that on the contrary 

it would get better and stay for keeps. All of which led up to the advice 

that artists today should avoid photographic realism in their drawings, and 

confine their efforts to highly individualized interpretations and treatments 

that no camera could ever hope to supplant. 

All of which further leads up to the outstanding characteristic, 

common to the black-and-white work in particular, in the recent Art 

Directors Exhibition. The Show was impressive not only from the stand­

point of competent craftsmanship (a n item that should never be far from 

number one in an~' list of considcratiom), but cspcciall~1 so from the 

standpoint of inventive, courageous pcrsonalit~1 • Nothing is more pathetic 

in the art world than a so-called artist who has nothing more than the 

manual facility for photographic delineation, without a trace of st~1 lc or 

idea . I le might just as well, or better, be a dental mechanic or in some 

other craft in which the sole requirement is precise manual dcxtcrit~' · I le 

will never prosper in art. 

It's true that the material in the Exhibition was weeded out for the 

occasion, but nevertheless it served as a model of the vitalit~1 and inde­

pendence ncccssarv to produce distinguished, successful commercial art. 

One of the greatest smpriscs the writer has had is the wide public accep­

tance, in all walks of life, of extreme stvlization, of extreme cconom~ · of 

line or detail, of extreme dcpartmc from photographic accmac~', provided 

the work has vitality and authority. 



ARTIST: Carolyn Edmundson 
ART DIRECTOR : Daniel \V. Keefe 
CLIENT: Talon, Inc. 
AGENCY: l\IcCann-Erickson , Inc. 



ARTIST: Stow \Vengenroth 
ART DIRECTOR: Llol'd B. M\'crs 
CLIENT: I/awaii Tourist Bureau 
AGENCY: Bowman, Ilolst, MacFarlanc, Richardson, Ltd. 
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AllTIST: Jacob Cetlar Smith 
AllT DillECTOH: Paul Darrow 
CLIENT: De Beers Consolidated !\Jines, Ltd. 
AGENCY: N. \ V. Ayer & Son, Inc. 

ARTIST: Eugene Berman 
ART DIRECTOR: Paul Darrow 
CLIENT: De Beers Consolidated Mines, Ltd. 
AGENCY: N. \ V. Ayer & Son, Inc. 
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AllTJST: Jolrn \Tieken· 
AJl'I' Dill ECTOR: Lester Ja.1· Loh 
C J.JENT: York Ice l\l<lehi11er\' Corporation 
AGENCY: J. l\'1.1\lathes. lnc. 

AllTJST: Robert Riggs 
ART n1 RECTOR: Freel S. Serge11ia11 

C J.JENT : Parke, Davis & Co. 
AGENC Y : Yo1111g & Rubica m, In c. 



l.llllk IT 111111:11 .. hnl 11hm·.• 

.\llTIST : \ Valter J'ra111e 
ART DIRE CTORS: Paul E. Ne1n11a11 & Robert Shall· 
C LIENT : Call'ert Distillers Corp. 
AGEN C Y: Ern·i11 , \ \"ase1· & Co. , IJ1 c. 
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CAlVERTS 
PROTECTIVE BlENDING 
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ARTIST: Earl O li1·cr llurst 
ART DIR ECTOR : E ldred C . Jackson 
CLI ENT : Atlantic Mutual JusuraIJCC C o. 
AGENCY: D oremus & Co111 pai11· 

"Glugl " to id the 11:odflsh . . . 
'' I had no idea it wo' 10 late '' 

... ---. - ---- I . ....•.. -·. ...... . 
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AHTIST: En'illC j\lctzl 
ART DIRECTOR: Ifarold j\IcNulty 
CLIENT: Saturclav Eve11i11g Post 
AGENCY: Batte11 , Barto11 , Dmsti11e & Osborn, fo e. 

AR ·11sr: Robert Riggs 
ART DIRECTOR: Stuart Graves 
CLIENT: Fortu11e Magazi11e 
AGENCY: N. \V. A,·er & So11, fo e. 
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. . Robert Riggs ,. 
ARTIS1 . •. "OR: Leon Karp 
ART DIR EC I . l Air Lmes 

NT · Urntec Si- So11 Inc. CL!E :. N \ V. A1-cr c , AGENC1 · · 

~ 
UN_!,~~.~ ........ , .. 
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ARTIST: \Villiam Oberl1arclt 
ART DIRECTOR: Paul Smith 

CLIENT: Quaker State l\Iotor Oil 
AGENCY: K°"Cnrn11 & Eckhardt. Jue. 

ARTIST: Ste1·a11 Doha11os 
AllT DIRECTOR: / /crbert Bishop 
CLIENT: Frankfort Distilleries, I nc. 
AGENCY: Young & g11bicarn.1llc. 

9 



ARTIST: George Hughes 
ART DIHECTOR: Jone/ Jorgu1eseo 
CLIENT : Packard Motor Car Co . 
. \GENCY: Young & Rubieam, Inc. 

ARTIST: V. Bobri 
.\RT DIRECTOR: Llord B. Myers 

CLIENT: 1\Iatson Navigation Company 
ACENCY: Bmn11an, Deute, Cummings, Inc. 

[88] 
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1. rnns. s1: 11.s. r11;s 

ARTIST: Alex Stcim1·ciss 
ART DIRECTOR: Dona/cl Ruther 

CLIENT: Brcskin Publishing Corp . 



ARTIST: Dean Comll'ell 
ART DIRECTOR: Deane Uptegrm·e 
CLIENT: United States Pipe & Foumln· Compam· 
AGENCY: Allev & Richards Cornpam· 

, _ 
U.S. 
casl iron 
PIPE 

PUT Y R MONEY ON TN£ ONE THAT CAN TUIE IT! 
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.11n1sT: I larlm1· l\ock11·cll 

.11n DIRECTOR: Dixon J\I . l\ lc11llcr 
CL IE NT: The Barrett Compa111· 
.\CENCY: l\IcCann-Erickso11. J11c. 

ARTIST: Richard l/ook 
ART DrnECTOR: \'\'allacc \'\'.Elton 
CLIENT: Felt & Tarrant l\ lanufacturing Co. 
AGENCY: N . \V. A1·cr & Son, In c. 
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ARTIST: Frederick Cha11cc, Jr. 
ART DIRECTOR: Stuart S. Graves 
CLIENT: Time, Incorporated 
AGENCY: N. \ V. A~·cr & Son, Inc. 

AHTIST: Dora Abr;1hallls 
ART DIRECTOR: Albert F. S11Hlcr 
CLIENT : Elizabeth Arden . 
AGENCY: Blaker Advertising Agc11C\', l11c. 

\ 

0 



A RTI ST: Alex Ross 
A RT DIR ECTOR: 1 Lm·c B. C us/Jman 
C LIE N T: Koppers Company 
AC ENCY: Kc tc/Jum , l\facLcocl & Gro1·c, In c. 

t• , ••• ,,.,,., .. , ,..,1 ... 1.,.,.,, ,0,,.,.,,,,,,,, 
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The Con~huchon Industry is Americo 's f1111 Line of Defense 
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ARTIST: Bert Zadig ic U J t c rove . 
\RT DIRECTOR: Dca1 1>1 g& Founcln- Compa111 · · l States 1pc · 
CL IENT: u1,1,1tc~ Richards Company 
AGENCY: A Cl 

IM 95151111111mon1 ig,,,Q!JJ'?u' 

Skyscnpers Thi Swim! 
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ARTIST: Barbara Crall'ford 
ART DIRECTOR: Ben Collins 

CLIENT: The Beck Engral'ing Compam· 

ARTIST: Lester Beall 
.\RT Dill ECTOR: Lester Beal/ 

C LIE NT: J\/utual Broadcasting S1·stem 
AGENCY: George Biiur, Inc. 



ARTIST: John A1·erill 
ART nrnECTOR: Daniel \V. Keefe 
CLIENT: Edclbrau Brcll'Crl' , Inc. 
AGENCY: J\fcC;11m -Erickso;1 , Inc. 

Doub!. a~ 
011d -I/o w, too, 

td•IJ.irou'• 
,,. .. beet ,,,, yoa l ___ ....... , ... _ ..... ____ .. _ .---- ·---- ..,.-..... 

ARTIST: Robert Riggs 
ART DIRECTOR: Stuart S. Gra1·cs 
CLIENT: American Telephone & Telegraph Co. 
AGENC Y: N . \V. Ayer & Son , Inc. 

REMEMBER: 

King Canute's Act 
was a···· FLOP! 

Sanforized-Shrunk 



ARTIST: Francis [\/arshall 
ART DIRECTOR: Ted Sandler 

CLIENT: J<:lizahcth Arden 
AGENCY: Blaker J\ckertising J\gc11c1-. T11 c. 

ARTIST: Riclrnrd Tador 
ART DIRECTOR: Fred S . Sergc11ia11 
C LIENT : Sa11forized-Shrunk 
AGENCY: Young & Rubicam, Inc. 



RTIST: Jane l\ Iii/er . 0 Diamond 
A ... JR. Jlarn · , 
ART o11n.~. 1/ c C hild 's Compam . II In c. 

ENT· J ie 11 & Ne11 e . cu · .'. Ge,-cr, Corne ACENC) · · 

- 1 t l' ·iwcett 
1 

•. 5.1 . . Ro ier ' O Di·mw11c AR I 1 · . I hrrl' · ' 
ART DJ RJ·: c:ro1~hiid's Compam'. II Tnc. 

J JENT : 1 he C ell & Nc11 e . c . .. ce,·cr, om AGENC) · · 
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1 

ART IST: Yasuo Ku11 i\'tishi 
ART Dll\ECTOR: Sa 11 f{ird F . Gerard 
CLIENT: /\ . II. l\ /a c1· & Co .. /11 c. 

--- ., .. .,......,, 

Childs ' · 
•• b .. .,...,J 1 .. r.t • .• '. 

~ 

/ 
•. • 1 

Ji. fJMy 
J\lf>OHI ID II\\\'\ t l(,\H 
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'\ ' I• 

~ 

AR TI ST : Earle Goodenow 
.1 1\T D I RECTORS : Sanford E. Gerard & I lcrbcrt Grcc n11·alcl 
cr.rnNT: R. IJ . J\facT & Co. , Inc. 

v 
rJ,,,,,,1 

1/I ...0/~/~. I 

,,_ 
t 



WALKER 'S 

.1w11sT: /o~cph J!ehcr 

.\HT DIHECTOH: Da11 Smit Ii 
cr.r EN·r : I la rt, Schalfocr & l\ farx 
.ICENCY: /3atte11, Barto11, Dmsti11e & Osborn, Inc . 

Arn rsT: Albert Dorne 
ART nrrn:cTOHS: Sanford E. Gerard & Fred Brauer 
c r.rENT: H. //. l\fac1· & Co .. In c. 

2 



... . l'ric J\ lulvam· 
ART IS 1. • l\ 1 ·.

5 
L Rosc11blum 

ART DIRECTOR: orn "c 
L 13 1 Crocr & O. CLIENT: . am) b 



(" 
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~ 
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ARTIST: D il111'rn T homas 
A RT DJ RECT01\: II . C. M almquist 
CLIENT : Chesapeake and Ohio Lines 
AGENCY: l\!lcCann -Erickson , Inc. 

The CllESSIE COIU!IOOl(S RAW J\1ATERIALS 



COLOR 

PHOTOGRAPHS 
by Dr. M. F. Agha 

Tms YEAR' s JURY was faced 1Vith the famous problem 1Vhich is al\\'a~ 'S 

with us: Should photographs look like paintings? The decision reached, 

after a long and onlv modcratelv polite discussion, was that color photo­

graphs should not look like paintings. Among the exhibits were several 

fine examples of machine-made art; color photographs, obvious]~ , inspired 

by various stdcs of illustrative art ranging from a Victorian heroic paint­

ing, a la Alma 'l'adema, through pictures attempting to capture sunlight 

in the decided]~ , impressionistic manner of a Renoir. and ending b~ ' 

photographs that looked like the 1Vork of a fashionable portrait painter. 

The jm~' admitted that these \VCTC fine and deserving examples of 

commercial art, but gave the a1Varcl to a photograph n'hich looked merely 

like a color snapshot and nothing else. The idea behind this is that the 

camera is IVOrth~' of a better position in the field of advertising art than just 

that of a machine for producing imitation paintings; that color photograph~' 

with its realism, its magic abilit~' of arresting time and preserving frag­

ments of real life, has infinite possibilities of its own; that color photo­

graphs have such vitality and such spontaneous, almost ph~ 'siological 

appeal, that thc~1 do not have to be reminiscent of this or that kind of 

painting to be good, and that the attempts of exploring the purely photo­

graphic possibilities of color photograph,, in advertising should be 

encouraged with all our might. 



I106J 

'\H'J JST: \'ictor Keppler 
ART DIRECTOR: Charles Chappell 
CI. JENT: General l\fotors 
AC.J ·: NCY: Arthur Kuclner, Inc. 



ARTIST: Mead-Madcliek-Lowmls 
Alff n1 RECTOR: Charles Chappell 
CL IENT: Fisher Boclv Division, General Motors Corp. 
AGENCY: Arthur Kuclner, Tne . 

[ 107] 
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ARTIST: Leo Aarons 
Alff DIRECTOR: Gordon C. Anmir 
CLIENT: Procter & G;imblc · 
ACENCY: Compto11 Adl'crtisi11g, Inc. 

........... .._.,,,,~~ .... '\ ... ~ -~'It- "' 
......... 1,, 

l\nll\ -.11\l' 

{/' 1-

/ 

'"' ••rr '""' , . .,.,., 
Ou B•••, .. ,. .,, .,,. .,., , • 
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ARTIST: Louise Dalil-W' olfc 
ART n11n:cnm: C harles Faldi 

CLIENT: I /uclu11t Sales Co., Inc. 
AC.ENCY: /3cuton & Bml'lcs. Inc. 

Al!TIST: Ruzzic Grccu 
1\R T DIRECTOR: Carl Lins 
CLIENT: Pcrsoual Products Corporation 
AC.ENCY: Youug & R11bic;11u. Tue. 

[109J 
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ARTI ST : Autou Bruch/ 
ART Dll\E CT O R : G ustave Sigritz 
C LIE N T : Florists' Telegraph Dcli1 'cn · Associatiou 
AG ENC Y : Yo1111g & R11bica111 , Inc. 

ART IST: A11to11 Bruch/ 
AtlT Dll\EC T OR: Gmta1·c Sigritz 
C LI EN T : Flori.1 ts' Tclcgr;i p/1 Dcli1·cn · Association 
AC l·:NC Y : Yo1111g & Rubicam , In c. 



II ,.,, ,, 
11/p '"''' 

ARTIST: Leon De \'os 
ART DIRECTOR : Adelaide Stel'ens 
CLIENT: Bridgeport Brass Co111pan1· 
AGENCY: / lazard Adl'ertising Corp. 



[112.] 

t \\Ill~ · l .1~ 111.1!1 \I 

ARTIST: \Valtcr Nc11bmg 
ART DIRECTOR: D;wicl S. Block 

C LIENT : Coh', Ili c. 
AGENC Y: f. D. 'J'arclicr ·&Co. 

···-·-· .. ·-.. -.... 
..:::.::.:::~===-



ARTIST: Po\\'ers Reproduction Corp. 
AHT DIRECTOR: Joh11 1 /cphurn Ti11kcr, Jr. 
cu ENT: Co11golcum-Nairn, In c. 
AGENCY: l\IcCann-Erickson, Tnc. 

ARTIST: Underwood & Undcrll'ood 
ART DIRECTOR: Hubert F. Toll'nscnd 
CLIENT: IJirnm \Valkcr & Sons, In c. 
AGENCY: Shcrma11 K. Ellis & Con1p;my 



ARTIST: Hobert l\Jack 
Alff DlllECTOR: \'\'alter Glenn 
CLIENT: Intemational Silver Co. 
AGENCY: Young & Hubicam, Inc . 



ARTIST: Dr. Joseph/. Stcin111ctz 
ART DIJ\ECTOR: \ X' illiam A. Strosa li/ 
CLIENT: East111a11 Kodak C01npa111· 
AGE 'CY: /. \"\' alter Tlwmpson Co111p;1m· 

ARTIST:/. \X' . Arscna11/t 
ART DIRECTOR: W' illia111 A. Strosahl 
c 1.11 :NT: Eastman Kodak Co111pa111· 
.\CENCY : J. W' alter Thompson Compa111· 

[115] 



ARTIST: Toni Frisscll 
ART DIRECTOR: Llo\'CI B. J\f\·crs 
cu ENT : I /;m·aii Tourist Bureau 
AGENCY: B01n11;m, l l olst, l\ LicFarl;111c, Richardson. / ,td. 

[ 116] 

ARTIST: Edward Steichen 
ART DIRECTOR: LloHI 13. J\frcrs 
CLIENT : J\1atso11 Ni1l'igatim; Companr 
AGENCY: Bmnnm1, Dcutc, Cummings, T11 c. 

ART IST: Edward Steichen 
ART DIRECTOR: Llord B. Myers 

CT.JENT: J\fatson Navigation Company 
AGENCY: 13oll'man, Dcutc, Cummings, Inc. 



COPR. 1!)41 MATSON NA !CATION CO. 
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ARTIST: Paul Ilcsse Studios 
ART DIRECTOR: A. R. Botham 
C l.IE NT: Coh·, In c. 
AGENCY: Ei1i"so11 -Frccm;rn Co .. l11 c. 

COTY 
< oow · 



ARTIST: Frank Fi.1her 
AR I DIRECTOR: Ja ck l'rmt 

CLIEN'I : The Doll' Che11Jical Co11Jp;1111· 
AGENCY: l\Iaci\Ta11us, John & AdalllS 

ARTIST: Fide/is Ilarrer 
ART DI RECTOR: L01·d W' eccl 
C LIENT: I l. J. I Jci1iz Compa111• 
AGENCY: [\!axon, Inc. 
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ARTIST: llc11n· \Vaxma11 
A wr n 11u·:C' ro 1;: J oscph 1 IoclJTci tcr 
CLIENT: A111cric111 Tobacco Co. 
AGENCY: Lord & T/10111as, Nc11· York 



ARTIST: Camera Art, In c. 
ART DIHECTOR: Joseph Jowaisas 
CLIENT: Chrysler Corporation 
AGENCY: /.Stirling Getchell. In c. 

ARTIST: Anton Brnehl 
ART DIRECTOR: llcrbcrt Bishop 
CLIENT : Frankfort Distilleries. Inc. 
AGENCY: Young & Rubica m, In c. 



[ 122 ] 

ARTIST: Camera Art, Inc. 
ART DIRECTOR: Joseph Jo11·aisas 
CLIENT: Clm·slcr Corporation 
AGENCY: J. Stirling Gctclicll, Inc. 



ARTIST: Leo Aarons Studios 
ART DI RECTOR: M. Artman 
CLIENT: Norwich Phannacal Co. 
ACENCY: Einson -Frecman Co., Inc. 
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, , .. Toni l'risscl/ 
Aw11s I . I B llfrcrs . . . Lion · · 

\ RT DlllEC I O R:. To[1rist Burca11 
' ... £ fo11·a11 I Ltd 

C l.JE N 1,- H.icharcso11, · B01n na11 , 1 lo · · AG ENCY : /st II lac/• arla11c. 



AR TI ST: / /. I . \Vi /lia 111s 
ART DIRECTOR: Brad/Jun· Tlwmpso11 

CLIENT: Oxford Paper Compa111· 
AGENCY: Rogers-Kc/logg-Sti/l.m 11 , In c. 

ARTIST://. I. \Vi llia111 s 
Alff DIRECTOR: Bradbury T/J ompso11 

CLIENT: Oxford Pape r Compa111· 
AGENCY: l\ogcrs-Kcllogg-Stillso11 , In c. 

1111. " ·" ll\1411lll "111n '' u t 1u11 n 1111 , .. \\ O'tOUO \l\l'\ltfUO tO\lfU 



ARTIST: J\farccl Olis 
ART DI RECTOR: J\Jarcel Olis 
CLIENT: Sea/test, Inc. 

[126] 

ARTIST: Valentino Sarra 
ART DIRECTOR: Bert J\a1· 

c1.1 ENT: Abbott Laboratories 



BLACK AND WHITE 

PHOTOGRAPHS 
by Edward Steichen 

'J'm:1n: s1·:1·:1\1s to be a lull in the breeze that once blclV black and 1Vhitc 

photograph~' into a leading position in advertising illustration. f\1ost of the 

jobs no1v going to lllOnochrolllc camera 1Vork look too much like routine 

and hack assignments. The endless repetitions of the same subjects 1Vith 

the same old treatments 1·car in 1·car out have reached the status of worn-

out vaudeville gags. 

The several excellent exhibits, in an all too Slllall group of black and 

IVhitc photograph~ · at this Art Directors sho1V, step out of this routine. It 

\Vas particular/~ , gratifring and encouraging to find that \\IC hacl a1Varclccl 

the medal to the \\'Ork of one of the ~ ·oimgcr ancl newer photographers in 

the profession . This job \\'as obvious!~ · not in the hack class. A vita l and 

timcl~· idea \Vas back of this stimulating assignlllcnt ancl the photographer 

came across IVith an appealing, direct and dramatic illustration, and hcrc-

1vith, a sh-blue delphinium Rorct for the art director. 

Factual representation is general/\· considered as the back log of the 

service the camera can render to advertising, and vet, the potentialities of 

this factual angle have been onh- partial]\- explored. Except for a fen ' 

furtive imitations or treatments borro\\'cd from modern paintings, the 

purcl~ · imaginative and more abstract images that could be obtained b~1 

the use of photograph~ · have been overlooked. 

Unexplored fields in photograph~ · arc not opened up b~' routine and 

hack procedure, nor arc the~· born 1d1cn the most important angle on the 

job is to get an 0. K. in a hurry, nor do the~ · come from old clogs that 

ll'on't learn nc\V tricks, nor will wishful thinking get us anywhere. Nothing 

short of "a n all out effort" 1Vill do. 
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ARTIST: Victor Keppler 
ART DIRECTORS: Daniel Keefe & Herbert Norn11 
CLIENT: T;i/011 , Inc . 
. \GENCY : [\fcC11111 -Erickso11, Tnc. ARTIST: Victor Keppler 

.\JlT DJ HECTORS: Danie/ Keefe & 1 lerbert Noxo 11 
CLIENT: Talon, Inc. 

AGENCY: l\fcCa1rn-Erickson, Inc. 



• 

j,.,j..(,,,"'··•11•· 1ti. .• 1 ..... 1 . .i .... 1.,.i. ... t 

"lw h.t• •~· "'"'' I''''·''\ 111.H• !.!: "'111111 11 •I•'• l" .1,.1. l.o·h "' 1 

u I\ I H\ 

.\ll'l'IST: \'ic: tor Keppler 
,\1n DI 1u:c1 Oil: /tilp/J Jaeger 
CI. I ENT : / l crc: 11 /cs 1'011·dcr Co111p;im· 
,\CENCY : 1111//er & S111ith & Hoss 

I \ 111\ 

~) HEl{CULF:> POWDJd{. COMPAN Y 
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.\RTIST : l\fikc Hobcrts 

.\RT DIRECTOR: Robert E. \'</ ilson 
c 1.n:N T: Agfo Ansco Corporation 
.\CENCY: Young & H11bicJ J11 , T11 c. 

Aqfa Film 

..... 
.... ~ 

... ~ ..... -~ ....... ""'"•·~' ""'"°' •. 

Aqfo Film 
00¢ 

l.t.lD TMt tLtCTll<:.U MOUTM to TMI: urc nuc.u BA• • 



. \w11 s 1: Crance/ Fitz 

,\H rtS'I': Brae/fore/ \\ 'ashburn 
.\HT DIRECH >H: Robert E. \\ ' ilson 
C LIENT: J\gfa J\11Sco Corporation 
.\ GENCY: )'.'oung & Hubica 111. Inc . 

.\l\T DIHEC'l'OHS: Leon Karp & Leonard Lionni 
c 1.1i-:N·1: 1\mcrica n T elep/J one & Telegraph Co . 
. \ GENCY: N. \\' . 1her & Son, fo e. 



I II I \J I H' I I' IJ 

ARTIST: f\I ac Ball Studios 
Alff DIRECTOR: Lester / al' Loh 
C LIENT: l\ fardand Cas11alt1· Compall)" 
ACE CY: J. J\ f. l\fat/Jcs, Jnc. 

Hav• y1>&1 had ony 

n19h1mar•• latel'j'? 

ARROW SHIRTS 

How 10 odtu•I your.elf 
too ih1r1 

ARROW SHIRTS 

-



ARTIST : Arc/can /I.Iii/er 
,\RT DIRECTOR: \\' illia111 A. Strosa hl 
CLIENT: Eastman Kodak Cmnpa111· 
AGENCY: / . \ Valtcr Tho111pson Co111panr 

A1n1sT: Leo Aarons 
ART DIRECTOR: Jack Antho111· 

CLIENT: Cluett, Pcaboc/r & Co., Inc. 
AGENCY: Young & !~ubicam, 111c. 

ARTIST: Leo Aarons 
.\ HT DI HECTOR: Jack J\11thom· 
Cl.IEN'I: Cluett, Pcaboch· & Co .. Inc . 
. \CENCY: Young & Rubicarn , Inc. 
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ARTIST: DcBrockc Studios. In c. 
Alff DIRECTOR: \'\f illi;im A. Stros;ihl 

CL IENT: P. B;illantinc & Som 
AC EN CY: J. \'\falter Thompson Compam· 

.\1n1 s T: 11. Foster Ensminger 
,\l\T DI !\EC roR : \Villiam A. Strosahl 
C LIE NT : P. Balla11ti11c & Sons 
ACENCY: J. \ '(falter Thompso11 Company 



ARTIST : JI. Foster E11s111i11gcr 
ART DIRECTOR : P;rn/ /<'. Bcrcla11icr. / r. 
CLIENT : Good Tlousckccpi11g i\l agazi11 c 
AGEN CY : / . W'altcr 'J'lw111p.1011 C0111p:1111· 

J, a.cn..ty to o Woman Worth this much 1uff.trin9? 

A J (llOt-llN S "•'"' "O••I THl V•lOIOVS YU1U 
-~--·- ..... ~-··-...-



ART I ST: Otto Ila gcl 
AHT D I Rl ·:C'l'O ll: Robert E. \ "\fi lson 
c r.1ENT : Time, Inc. 
AGENCY: Young & Rubicnm, Inc. 

LI f E reports from the 

frontiers of hope 



- ... _,_ ..... ................ _ 

lllllli · l\I 

AHTIST: Erik Nitsche 
AHT 11 1 HECTOH: Erik Nitsche 

c 1.11-:NT: George 13ijur. In c . 
. \ f: Fl' C Y : George Bijur, In c. 





CONTINUITIES 

by Gordon C. Aymar 

\VE ALL KNOW the pulling po111cr of strips - from continuifr to tease -

If we believed all the research survc11s, there would be no other form of 

advertising. It is little wonder then that thev abound. 

But the continuity strip in advertising bears little resemblance to the 

true continuit~' strip of the comic page. 'fhe editorial strip can meander 

on dav after clav. There ma~' be a slight pause of suspense at the encl of 

each strip, but that is all. The advertising strip has ever around its neck 

the pav-ofl. Each strip must be a complete sale. It is haunted b~, t\Vo pit­

falls - first, the Scylla of springing the sale too soon and belaboring it too 

long, and second, the Charvbdis of offering too much entertainment, 

too long. 

\Vorking \Vithin these limits the cop~writcr and art director must 

devise capsule entertainment which will jump out and grab ~ 1ou ancl holcl 

vou until vo11 have been inoculated with the sale. And as thcv sav of hot . . . . 

music, it must send and send solicll~1 • 

It is a form which tests the art director's ingcnuitv. He must get his 

differences by his choice of artist - and there is a real opportunit~' · And 

he can invent little tricks and twists - the entertaining Icacl-in picture 

and the u1111sual point of view in a panel. 

These principles can be clearly seen in operation in the strips that 

were sclcctccl for exhibition. It is worth while finding out what makes 

them tick. 



..__ _____ -- ---

ARTIST: Albert Dorne 
ART DIHE CTORS: Paul E. Nc1\'lnan & Bob S/i:m· 
Cl.IENT: Air '/'ra11sport Association 
AGEN CY: Ern·i11 , \'\'fase1· & Co .. In c. 

( 1-fO) 

, , 
I 



ARTIST : James \Vil/iams011 
ART DIRECTOR: Gerald Link 
CLilriT: Kellogg Compam' 
AGENCY : Kenyon & Eck/Jarclt, In c. 

I ,,, .. ;;, 

f.~ -
1,:J, 

.\ H" J 1sT : Dc/3 rockc Studios. Inc. 

.\H"I' DI HECTOH : Gerald Link 

ll>ln th1 "ft••11l.fln" ..i1h 
IU:U.OCG'S AU · BIU1l'OI 

c: 1.1 EN T : Kellogg Compalll· 
.\ CENC Y : Kcnrn 11 & Eckhardt , Inc. 
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AllTIST: George //uglies 
AllT DIRECTOR: Gusta1'e Sigritz 
cu ENT: Frankfort Distilleries, /ne, 
AGENCY: Young & Ruhica m, Inc. 



Who killed this bottle 
of Paul Jones? 

AHTIST : 1 /;mk Berger 
AHT DlllE CTOH: /ir ;1 11cis E. Smit/1 

C LIENT : Life Sa1·crs, 111c. 
AGENCY: You ng & l\ubica m . In c. 

,\ llO!>l S\\tl l) \l ,\Rf\ 

.,,. \\'.U '"'~·'' f'< '" /• 

I. 
I 

,,.,, ........... , 
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ARTIST: Jam es \ \!illi;1111SO II 

ART DI RECTOR: Jack 1\11tlw111· 
CLIENT: Cluett, Pcaboch- & Co., In c. 
AGENCY: You11g & R11b;cam, In c. 



ARTIST: James Schucker 
ART Dll\ECTOR: Alfred Strasser 
C I.JENT: Ethd Gasoline Corporation 
AGENCY: Batten , Barton , Durstine & Osborn , In c. 

Ot• Dondy S.1ilte1 

a-wi..otbyAUOW 

"//j,·/110111 
VJ/l/('tJ(;,' /fl/ Ill(' 

!lt1'.\l' /l1111{~ /" 
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AH n sT: I lank Berger 
.\HT DIRECTO H : J;1ck A11tho11\· 
CLIENT: Cluett. Pea/Joell' & Co., Inc. 
AGENCY: Yo1111g & Hubicam , Inc. 



ARTIST: George lluglics 
ART DIRECTOR: IJcrhert Bishop 
CLIENT: Packard Motor Car Co. 
AGENCY: Young & H.ubicam , Inc . 



ARTIST: George lluglies 
ART DIRECTOR: Il erbert Bishop 
CLIENT: Packard IVIotor Car Co. 
AGENCY: Young & /\11bicam, fo e. 

I Ill' 111111111 /',11 l.. i1 1d 1111/11 '/' !llll 1111' .............. 



ARTIST: Leslie Saa/burg 
ART DIRECTOR: GI1sta1'C Sigritz 
CLIENT: Florists' Telegraph Dcli1 'Cff Association 
AGENCY: Young & J\ubic;im, Inc. 
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ARTIST: Donald Calhoun 
ART DIRECTOH: Daniel \V . Keefe 
CLIENT : Talon, Inc. 
AGENCY: J\fcCann-Erickson , Inc. 

ARTIST: Donald Calhoun 
ART DIRECTOR: Daniel \V. Keefe 
CLIENT: Talon, Inc. 
AGENCY: McCann-Erickson, Inc. 





AR'l'IST : George Jufante 
AIU' DI RE C TOR: l'reclerick 1 fol pert 
c u ENT : Bristo l-J\frers Co. 
ACENCY: Young&. Hubica m, In c. 
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MAGAZINE 

COVERS 

by Herbert Mayes 

T1rn COi\l 1 l'L"l'EE's t\\'o a\\'ards were made unanimoush-. l\Iiss O'Keeffe 

and l\Ir. Quinan had technical knowledge with 11'hicl1 to support their 

choices. Being '"itlwut technical k110\\'lcdgc, m~ ' O\Vn support 11 ·as emo­

tional onl:·; J am not equipped to judge art on an~ · other basis. 

All mv publisliing life 111~ 1 quarrel with illustrators and art directors 

has had to do with technical knowledge: their possession of it and JJff lack 

of it . Jf a hand looks too big to me, it is TOO BJG - J don 't care 11011· 

correct the perspective ma~1 be. 

Over the period of :'cars that we have 1rnrkcd together, J have bat­

tered Gene Davis into submission to m:· point of view. As a result he 

thinks J am the world's worst editor; but I think he has become the 

world's best magazine art director. \\!hat is surprising is ho\V often some­

thing he thinks is good art is something I think the public will like, too. 
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AHns·1: J\llcll Saalb11rg 
ART DIRECTOH: I'. E. Brennan 

CLIENT: FortuI1c l\lagazinc 

ARTIST: Jocp Nico/;1s 
ART n11u:cnrn: 1". E. l3rc1rn;m 
cu ENT: l<'ort·1111c l\fagazillc 



ARTIST: // orst 
ART DIRECTOR: Dr. J\1. 1'. Ag/in 

CLJENT: Vogue 

ARTIST: Toni l'rissell 
All'!' DIRECTOH: Dr. J\I. I'. 1\ glw 
CLIENT: Vogue 



ARTIST: JI. J. Barschel 
ART DIRECTOR: Louis-1\faric Ende 
C J.JE NT: Tmn1 & Countn· 

[ 156] 

ART IST : John T . l\loss, Jr . 
ART DIRECTOR: Louis-l\1aric Eude 
CLI ENT: Town & Country 



ARTIST: Rap/Jae/ So_rer 
ART DIRECTOR: Bert R av 

CLIENT: Abbott Laboratories 

ARTIST: Paul Rand 
ART DIRECTOR: Paul Rane/ 
CLIENT: Esquire-Apparel Arts 

[ 1 57 J 



ARTIST: Lester Beall 
ART DIRECTOR: Lester Beall 
CLIENT: Abbott Laboratories 

----- - ----- -



\HI IS I : J'a11/ /(111d 
c1.11 "1 : D1Tcctio11 ,\ laga1i11c 

\H 11s 1 : Pa11/ Rlllcl 
c1 11s1 : Direction.\ lagazi11c 

• 





POSTERS 
by John Zwinak 

PosTERS arc big business and a vital force in advertising today. \Vhcn vou 

consider how many people arc involved with the average poster the sur­

prising thing is not how many good posters there are, but why they aren't 

all bad. 

A poster goes through many hands. The man who actually designs it 

is onl~ , one of man~' minds concerned with the problem of CT\'Stallizing into 

one simple phrase or picture all the ingredients that go into a sales pro­

gram, satisfy a dealer, and a number of other things. 

Posters must be quick, must be obvious, must have impact, and must 

sell themselves. The one essential thing a poster must have above every­

thing else is a real idea, and that as a rule doesn't come into the lap of the 

designer; it has to do with advertising strategy. It is only because of this 

"idea" that we can really come up before it and say that it is a great poster. 

The designer must have a complete understanding of the particular 

problems involved. The best poster obviously is made by the designer who 

has the greatest knowledge of the advertising problem. 

Of this ~1car's crop, Mr. Rockwell's Ballantine Ale poster comes 

closest to fulfilling all of the things to look for in a prize poster - sly 

humor, an appealing character, the product in use, and a clean simplicity 

of type and la~1out. Subtract the headline "Ah, 3 ring time" and show only 

the picture and logot~ipc, and ~ 'Ou still have a swell poster. 



ARTIST: Jolrn Vickery 
ART DI RECTOR: Paul J lolder 
Cr.JENT: Ford J\1otor Co. 
AGENCY: J\ TcCa 1111 -Erickso11, In c:. 

QU IET AS A 

M(HCURY 
8 

ARTIST: Fred Cooper 
ART DIRECTOR: Paul IT older 
Cl.IENT: Jiord J\1otor Co. 
ACENCY: J\lc.:Cnnn-Erickson , Inc. 

Al\TIST: Albert Staehle 
ART DIRECTOR: Paul I !older 
CLIENT: Ford Motor Co. 
AGENCY: J\1cCann-Erickson, Inc. 

- just can't hear 'em comiri 

· FORDV8 



The Big car ... that stands alone in Economy 

v./ M E R c u R y F 0 · ~ '4 -=------' ----.;J;J 

ART IST: Jolin Vicken· 
ART DlllECTOR: Pau l ll older 
Cl.JENT : Ford /\ lotor Co. 
AGENCY: /\ lcCa11 11-Erickso11, fo e. 

No Th.rd Term! 

ART IST: J Jowa rd Scott 
ART DIRECTOR: Pau l I /o lder 
CLIENT : Democrats for \Vi llk ie 
AGENCY: l\.fcCa1m -Erickso11 , Jue. 

LONG ON COMFORT 
LOW ON COST 

DEMOCRATS 
FOR 

WI LLKI E 

~ LAMTIC FURMAC:E OIL 
ARTIST: Frank/in D. Baker 
ART DIRECTOR: C/iarles Coiner 
CL IENT: Atlantic Refining Company 
AGENCY: N. \V . A)'er & Son, Inc. 



Ram full of POWER 

Great on the long stretch 

Camp 

ARTIST. Albert Staehle 
ART DIHECTOR : P aul II older 

c 1.1ENT : Standard Oil of New Jersey 
AGENCY: J\IcCann-Erickson, Inc. 

ARTIST: Albert Stacl1lc 
AllT DIRECTOH : Paul H older 

CLI ENT: Sta11dard Oil of New JcrSC\' 
AGENCY: J\1cCa1111 -Erickso11 , Inc. 

ARTIST : \ '\/ i11iam Stcig 
ART DIRECTO R: Burto11 E. Cooc/ /oe 

CLIENT: Shell Oil Co., In c. 
AGEN CY: J. \ '?alter Thompso 11 Compa11 y 



ARTIST · JJ 
ART o11;Ecoward Scott 

TOR· p l 
CLIENT· St d. au IIoldc . an ard o· r 
AGENCY· M ' ii of Ne · cCann-Erick w Jcrsc\' son, Inc. . 

ARTIST: Jose I . 
ART DIRFC"l"Op I B11Jdcr 

. R" C l 
CLIENT· 

1
,. · arc11cc A B · an A · · 1rn 

AGENCY. A ti mcncan Goff , cs, Jr. 
· r wr K cc B uclncr 1 urcau , nc. 

ART IST· j 
ART ;m;Fcos_cph Binder 

. ! OR" B 
CI.IENT : p · urton E. G 
AGENCY· f . \Ballantine & S ooclloc 

. . '\falter Tl ons lOmpson C om pan:· 

WER· 
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ART IST : Charles N. Fellnagel 
AHT om ECTOR: Robert B. T. Schmuck 

CL IE NT: U.S. Public Health Service 

.} ARTIST: Paul Raud 
ART DIREC TOR: Paul Rand 
CLIENT: Esquire-Apparel Arts 



ART I ST: / osepli Binder 
ART D I RE C T OR: Francis A. Brc1111an 
CLIEN T : Arncric;rn Art \~ 'eek 



a new 
fashion 

era 

ARTIST: Eric Mulvany 
ART DIRECTOR: Morris L . Rosenblum 

CLIENT: L. Bamberger & Compmn· 
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ARTIST: H omer lliJ/ 
ART DIRECTOR: M orris L. Rosenblum 
CLIENT: L. Bamberger & Company 

., .. 
~ 



ARTIST: J!ishcr-J\fcKcnzic 
ART Dll\ECTOR: Ran11011 D. Lc1·1· 
cu ENT: Pan Amciican Airn·a1·s S\'Stcm 



ARTIST: Lester Beall 
ART n1 RECTOR: Lester Beall 
cr.n:NT: Hural Electrification Achni11istratio11 
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ARTIST: Adolph 'J'rcid/cr 
.\RT DJHECTOR : Char/cs Coiner 
cu ENT: /3cnm1c/;1 Trade Dcvc/opmc11t Hoard 
AC ENCY: N. \ '\'. A1·cr & So11 , In c. 



ARTIST: V. Bobri 
ART DIRECTOR: Grace AI. Jones 
CL IENT: Nolde & I lorst Sales Co., In c. 

SOMBRERO A SHAOll> STRAW-TAN STOCKJNG CO&.OR 

ARTIST: V. Bobri 
ART DIRECTOR: Grace lll. Jones 
CLIENT: Nolde & 1 lorst Sales Co. , Inc. 



ARTIST: Paul ll cssc Studios 
ART DIRECTOR: ll cnry Gorski 
CLIENT: P. Ba1/antinc & Sons 

AGENCY : E inson-Frccnrnn Co., In c. 

ARTIST: Paul 1 /cssc Studios 
ART DIRECTOR: Ivf. Artman 
CLIENT: Safeway Stores, Inc. 
AGENCY: Einson-Frecrnan Co., In c. 



DESIGN OF COMPLETE 

ADVERTISEMENT 
by Fred Ludekens 

TODAY we find advertising approaching an exact science. Consumer stud­

ies, survc~1s and various analyses have removed in great measure the 

"guess" in advertising. Advertisements arc constant]~ , being checked 

against sales and readership, C~ 'C cameras and questionnaires. Evcr~thing 

is being analysed but the designer. 

The design of an advertisement is not a fixed thing but rather the 

concept of an individual. I Iis point of departure is a set of facts - his ;ob 

to make them work better. To gain attention ... to hold interest ... to 

attract reading arc "musts" that arc foremost in his visual imagination. 

T le strives to give a plussagc to the idea. 

Advertising designers recognize no difference between text, picture 

and chart - it is all "copy." All of the parts - headline, text, pictures, 

diagrams, charts, signature and white space arc all images that must go to 

work - every relationship, accent, color and emphasis, is ad;ustcd for 

effectiveness. It is all correlated into one functional stmcturc - The 

Structure Becomes the Design. 

It is the designer who creates the stmcturc - the color, the Eccl, the 

impact - to help make "copy" work. The trained eye can readily distin­

guish his concept as easily as one can name an artist's work without 

reading the signature. It is indelibly stamped with his knowledge, experi­

ence, taste, character and immediate influences - it is not without his 

technique. It is he who reads the score - 1d10 plays the music. 
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"\\Ill Hl\l h !'\Hilt l I \K. l'HH'lt-• <.:0:\(rRl:GAT .... 

Al(' l I ST: G lenn Gro/1 c 
A l\T nm ECTO R : \ ViJ/ia m Kammer 
CLI ENT: American C igare tte & Cigar Co. 
Ar.ENC Y : Young & l\uhica m, /11 c. 

.\ RT I STs: l\u th S. Grafstrom & Leslie G ill 
ART D IR ECTOR: Paul D arrow 
C L I ENT : Fors tma1rn \Voolcn Compam· 
AGEN C Y: . W' . A1·cr & So11 , Jue . · 

RIAO ING UTWU N THI LINES . , . 
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ARTIST: Peggi' Porcher 
ART DIRE CTOH: Leon Karp 
CLIENT: Yardkl· & Cornpam', Ltd . 
AGENCY: N. \ XI. !her & So11 . In c. 
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E\lalSll l.1\Ellll: u 

ARTISTS: \'. Bobri , Pettingell & Fe11to11 1\ rt Staff 
Alff DlllECTOH: Sherman II. J\a1'eso 11 
CLIENT: Elizabeth Arden 
.\ GENCY: Petti11gell & Penton, foe. 



ARTIST: Andre Deraill 
ART DIRECTOR: Paul Darrow 

CLIENT: De Beers Consolidated J\1ines, Ltd. 
ACENCY: N. \ \". A1'Cf & Son, Inc. 

0 !MPTIES TD TAKE DACK 

THE IETYElt Bit.It.NOS COME IN CANS TUDfMAUfO 

Yov COii forget oQ abovl be•r ""'pt ['or\ I ~Q I'! 

b(t(\t Mtk»>IM-mowot A«tp11....,t>!•acQn\fl'n•...Ce 
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HANDY EASY lO (.Alli Y 

lEVfl.JOP c ... Ns SAVE SPA l 

SO HC Al CHRIST MU • 
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ARTJST: /mcph Bi11Clcr 
CLIENT: A111cricaI1 Call Co111paI11· 
AC ENCY: Roth , SchcI1kcr & Bcmhard, Inc. 



ART IST: Audre Dugo 
ART DIR ECTOR : C. B. l\!arsliark 
CLIENT: Fleischmam1 Distilli11g Corpora tio11 
AGENCY: J. 1\1. Mathes, Inc. 

\1 his hrral.Jasr. dad m rails. 
l'l.rndt' ll urd t'otlS 1mrorted sn:i,J~ ___ 

1
_ 

Jn his drr:~s or ;u his mtal 
Th1111u domu11r dnn'r ;1ppeal. 

Fl.mnels' \r rht> 1ho11~ht ht' \\ 1lu. 

\lud1 prtft:rs to do1nce rn Lilts 

Sna1>·hr1111 h:tt i " ll<rn i.:rude 1" ht> 

R11111 1 rh(" 1rnp11.:s Jtt'I hiJ lr~Hlt>. 
~;.iH <..hudr-''\\ ht>re eli.e 1.s 11 

nudt 1" 

1>11011'1 Lno\I. :\c" England 's rare 
P1l~11m 1s Ix-.\ oml comp;.rr ! 

Sure \'e" E11J:;la11d rum is ht'sr! 

Don't hd1e\e it! ~l:ih 1h1s tr:n 

Pour SOlllt' P1l~nm-no1e in hut; 

Dc>ep. full.fl<1d1ed. 1hroufl:h and tlm111~h! 
~lllffU-fll)(C thf' (Jf(' houfJUl'l 

Raise It 10 vour li1lS-\\ hv. S:I\ ! 
! Ian· nm e'er tasted su'"h 
R1d1, dehciClut rum~ 'ut tlltH'h ~ 

Pilgnm's Jtf'l.Hrhl rum t·\'NY hu, 

\1aLfs somt- JO dnnls a hu 1 

Then-try \'014r pr1 rt·l"lpt·! 

"'\r vour dt.drr's, or 
\\flit' Boi.. \ 't l. l' hr 
}'lt'ISlhmornn i>.)1dlm1o: 
Corpor.Hton. PNLsL.dl, 
\.:e\\ 't orL. l'opr J')J(I, 

E 
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PllliRlm 
.\HTI ST: Joseph Bi11dcr 
c: 1.n:NT: Sche11Jc,· Distillers Corp . 
AGENC Y: Lord & Thomas, Nc11· York 
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ARTIST: Paul J\a11d 
ART D I RE C TOR: Paul J\a11d 

C l.JENT : E.1 quirc, Inc. 
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.. IU l /liCH V.fCC t LaAist -

Meet Straight-Eight enthusiasm! 
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•1038 
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:;: Pl an• for a ~ale~nrnn at up to , [,) ,()()() per year 

.\RTIST: John 1\thcrto 11 
ART DIRE CTOR : I /crbcrt Bishop 
C LIENT : P;ickard J\lotor Car Co. 
AGENC Y: Young & J\ubica m. Jue. 
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ARTIST: V. Bobri 
ART DIRECTOR: R Nelsen 
CLI~NT: Color Affiliates 
AGENCY: Abbott Kimb /] a Comp;mv 
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ARTIST: Goold Studios 
ART DIRECTOR: Ele;mor l\1a1·er 

CLIENT: Black, Starr & Gorliam 
AGENCY: Abbott Kimball Company 

ARTISTS: Ted Sandler & / oseph i11c \ ' 011 .\l iklos 
ART DIRECTOR: Ted Sandler 
CLIENT: Prince l\Tatcliabelli, Inc. 

. ,~ ··~ '"·'i\'- ~ .• ~ ·;r"..O -~-. 
frw 11 '.,r,i)-1 ~~~;:Ytzrt;i}:\\ I~~ 
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f-,rr.·11 '"' l11m,/l,J,111,/1hu11H'"'1/11+ 1,.,,,,.1111' 1f1utnl 

ILACI , STAii & IOllAI 
J. 1/1J, l .11/ll· ul ,,.,It .\'11., . \ r ., 



-.......... r 

s1s: Louise Dahl-\Volfe & Bourgcs Studio 
DIRJ:CTOR: Paul Darrow 
.·r: Cannon Mills 
·cy: \ '. \"I". Ayer & Son, Tnc. 

l H l t I H' I ' \ \ 1 I I ' t< \' 11' 

.\R risT: Louise Dahl-W' olfe 
\RT DIHECTOR: Claude 1 fu rd 

1111 1 lli'I I' II '1111 

C I.I I:N r: American Viscose Corporation 
.\ CE:\'CY: J. 1\f. ,\fatlics. Tnc. 
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AR 11 sTS: ,\f;irti11\\' eber ,1\ rtlrnr Fox, The N. Y. Tirnes Studios 
ART DIRECTOR: George Krikoria11 

c r.1ENT: The Ne11· York 'J'irnes 

ARTIST: Robt. K . \ \/eitzen 
ART DIRECTOR: S. Campbell 

CLIENT: Black, Starr & Gorham 
AGENCY: Abbott Kimball Company 
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.1R11sr : Ross Craufurd 

.1R1 DIRECTORS: Ross Craufurd & Joseph Cre;111 1cr 
CUI \T: \'{/QR 

A l\'lIST: The N . Y. 'J'illlcs St11dios 
.\RT Jll IU·:CTOR: /\mold Hoston 
c r.n:NT: The Ne11· York Times 

the same goes for POWER! 

died by this creature lackt 

profeuional direction. 

lllf fl '\Q;\\1f.,T\L PlRPO~F of" t1ot.'llion's 

powt•r is to rench peopll' "'1th radios. 

Thl• gr<'all'r the power, 

the more people the station urn reach. 

That's elementary. But tlwn_•'ll jm~I 1u 

elementary a fad that's frcqu<'nll'°' disregarded 

- power unchecked spn.•ad~. The more 1t 

spreads. the weak('r 1l becomc-s. 

Po...,er harne!';5ed and directed mult1plu.·.11 itself. 

WOR\ 1>0wer· £ull 50,000 watts are concentrate-cl, 

directed, multiplied by means of a directionAI 

ftntenna and unique over.water approach to 

population concentration&. WOR's power 1s 

mcrea~ed three times by spearing it at 

population center$; mto ci ties where people 

listen. It 1s tucked away from sparsely populated 

areas on thf' West and the ocean on the East. 

It is specifically designed to reach the greatest 

group of market. in America with 

the most power! 

WOR - - that power-full station 



ARTIS I S: Lc\li11c & 1'11rfic/d 
Alff DIRECTOR: /olrn llcpbum Tinker, Jr. 
CL IENT: Slide Fasteners. Inc. 
AGENCY: l\Ic:Can11-Erick.m11, Inc. 
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YOU'RE ONLY 
HURTING YOURSELF 
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C LIENT: l\Iack l\fanufacturing Corp. 
.\CENCY: l\/cCmn·Erickso11. Inc. 
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AHT 1s1 s: Lc;tcr Heall & 1'/ilto11 J\ ckoff 
.\R r DJ RECTOR: Les ter Beall 

c1.n::-:-r: J\hhott Lahoratorics 

).I) '/• 
,/ /'Njla/1/1, 
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.1 1n1sTS: \ l ' erner Schmidt & l /arn· 0. Diamo11d 
ART D I RECTOR: J /;ir~1 · 0 . DialllOll d 

C LIEN T : The C li°ilc/'s Compa 11 1· 
.\ G E:\'CY: Cc1·er. Cornell & Ne11-cll, l 11 c. 

,\RTJST: Zolta11 Farkas 
.\RT DIRECTOR: J erri· \ \ ' ag11er 
c u ENT: Cela11ese Corporation of America 

secs 2 good table 

~~Got~~ 
One of rht surnl·lirfil "'')"J 10 htar the praiiu of our covlung 

pro•cu suna u IO Mnc ... rRIED OElP .;;(A SCALLOPS. 
And 1hJ!'J 11,1u "'h11 wt'rt unm,ie: du~ •er) dn for lunch. 

\ 'ou Mt. ( h1ldl UM'\ only thoJ4.' )UIJop~ that come from 1h c 
deep, <.OOf ran uf the M'<I • htrt Ki.llop' JfU,11'1 I J>IMiC'\llJt/y 

dtl1u1t floor. Of 1.ouoc, Jhcy'rr fre•h the day }OU ordtr 
1hem ... • ,11/ nut fri«l 11 11 \OU do on.ltr them ... and then 

(nC"d qu1dd~ 1111 1 1h1.n l111l r goldrn cnul forml and 

hold) 1hu lt.11ora.s )Our J~'-'"'l lunch11me trn1.W11h lhe 
..a.llopJ glki a c.nar uucr prt'parC'd •uh a mayonnaiu 
"''make oun.ch o, .. m1,hrd pou1(»fJ ... frcih huuercd 

•pmach utd "'Ir"' f1t.1pp ~ )Cf"d rulh or Uunuscorch 
H1 >t"\HIS 1ha1 ,..c bahd md.y, Rcnu:mber., . 1t>d1y 

for lunch .. . • nd 1he "'hu lc 1hinit l(1m u 10 only 351 



-

ARTIST: Richard Sargent 

"T!ie dresses rr111 str()', 

but the bo\'fs /Ill/SI GO!" 
.. __ • __ l.-0 -·~ , .. __ ... 

... - .............. - ...... , .... ,:>Q ...... 04 _..,... ..... ------·~---
...... --... w . ....... - ... --··--·---·-··-·i.-....... -

....... -- .. -~ .... -.. '< ...... - ... 

---·'" ......... Ro ........ ~ ... ---·-- ·- .. ··-.. -.. .. -...... _ .............. ,.._..,._ .. _ ""'·--·- ........ _ .. ___ _ 
-"~··-·- ~).- .... · .. -·-·· .. -· __ .. ___ ... ,_, .......... ,, -w.--
-- . ._..., ..... • __ ... _ ...... J<, • ..... ._ ... ___ .. _ ~ ...... __ ._ .... .. 

..... - ·-··- ....................... . _____ ..... _ ... _ ..... -· 
... -.--~J5'f»'l'l'i)ll'"""" 

-r::..':.­
_;;_-::_-:.::-;: 

~lR~ 

ART DIRECTORS: Sanford E. Gerard & Jack Skolnik 
CLIENT: R. 11. l\!aey & Co., Ju e. 

SUIOl'S 
'fil'°'tt\..S 

,,.oo'-t 

])jJJp L. 
i11c:, 

Kayaks 

'~"ots 

.IHTIST : fan Campbel/ 

____ ._ 

__ 7 ... m.:.::."'~ . ....... ~ . ...- ...... , __ 
W-.-___ ,... .. .., .. ,,.c _......,,,_ ............... _ 
---~ .. , ....... .. --·""-""'--""' ....... - ...... c-- ..... -
...._ _____ _ 
"::::"~" .-- .... 

.IHT n1H 1·: cnrns: Sanford E. Gerard & Bert Emmert 
C LIENT:/\. l l. l\ Tac_1 · & Co., /11 c. 



ARTIST : The N. Y. Times Studios 
ART 01 RE C TOH : George Krikorian 

C LIENT : Tlie New York Times 

ARTIST: 'l'Ji c .\'. Y. 'l'i111cs Studios 
ART DIRl,C T<JH: George Krikorian 

c r.n::\T: T/i c ~e11 · York Times 

HOW MANY CARS WILL YOU SELL rJ1 
IN THIS MARKET THAT BOUGHT 135,000 LAST YEAR? • ,.. ..- : : 

.. 
"" '"' 

.. !,• ........ . . . ~ .. . . . .. . .. . ii>- •. 
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ARTIST: Eric l\1u/vanv 
.IRT DIRECTOR: l\1orris L. Rosenblum 
CLIENT : L. Bamberger & Cornpa1I1· 

ARTIST: \X1a\'11C Cokin 
ART DIRECTOR: Jules L. J\Icughctti 
CLIENT : Cauada Dry Ginger Ale, fo corpor;itcd 
AGENCY: J. l\1 . l\Iatlies, Inc. 

"COMPANY" 

CANADA DRY 
-·-.Tl ""'•"'""'~ . h ·~····· 
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S\hS FIFTll \\E,tt; \T ROChU'El, LER CE'TER S\hS nFTU:A\l>,LE \T ROChEFELLER CENTER 

•-•....i•""-w,.. ..... ,.., -""""'. ,..., •... 
", ... ... . . .. 3 

A RTIST: llcrbcrt l\l attcr 
ART DI HE C T O R : Alexei· Brodm·itc/1 
C LIEN T : Saks Viftli A.Fc11uc 

ARTI ST : L11d11·ig Bc111cl111 a11s 
ART DI HE C TOR : 1\lcxc1· J3rodm·itd1 
C T.JE N T : Saks .Fifth A~·c1111c 

.. ""_,.,.. .............. ....... . 
....... " ................ ) ....... . 

...... .. ~ .... ... .-....a...- ---. .... ... .,. "'•- ·-·· ·-......... ... .... . ..,._ ... ....,., ......... ... . .... 
' T_.._ ..... _. ,.., .. ... rt.•t. I • e ·W• olp ,,..~ 

aH ••lMll- ... •• ••••... • , ... 



AR l'I ST: U11clcrn·oocl & U11clcnniocl 
ART DI RECTOR: Bmlcl Ilcrnmick 

CJ.IEl'T: Buick /\Totor Di1·isio11, General l\Totors Sales Corp. 

AI\ 11 s 1: /t1n1a/c/o Lu/.a 
ART DIRECT011: J\lcxc1· J3rodm·itch 
CLIENT: Saks Fift/J A1-c1111c 

AGENCY: Art/Jur Kuc/11cr, Inc. 

SEE YOUR NEAREST BUICK DEALER 

\J\S FIFTH A'E."\'L'E AT ROChEFELLER CE~TER SAl\S FWTH _WE'\l E 

"""''..,. .,.,.,. .. ~ .. 11-w1 ~'""•"''• res- ... 0111 ........... ,~ ....... ,,,;~ 
,,.,_, 1tpAo/.d1 Mtlp. /l.,,,_,.., 11 ., . .....,... .\;.1,.,.. r'"'"'~ '' -•' Attl ct1t<'t 6-JL 

!'roMltiy Oo• _., '"J/tnf.,.,(uJ,.,. ""' '"-"lt"•I ~rtl" ti~l(lf"'4 
DI• ,..,..J.,,_.,. -"'-"' of_...,.. "'•rl,~ li. ..,,. 

hwu tlut.p ltw/,. -futd ~ Mlt ;:~t t4-1rt- Miii "1 ....... _, f'1f'lt ,._,,,., 

..._._ ....... _..._ ... _,...._ ......... 

.... ,.,... ...._, ,.....,.,. - ........ .,_ •w...., ...,., 
"'"'..., ......... ... ................. .,_, 



ARTIST: Lester Beall 
ART DIRECTOR: Lester Beall 
C LIENT: Columbia Broadcas ti11g S1·ste111 



ARTISTS: Frank Mcintosh & l\fe11alkas Selander 
ART DIRECTOR: Ll01·d B. l\frers 
CL ! EN T : l\ latson N;1vigati01i Compam· 
AGENCY: Boll'man, Dcute, Cummings, Inc. 

ARTIST: Louise l\1cl\1alian Ilorll'itz 
ART DIHECTOR: Louise J\.kl\fahan llorll'itz 
CLIENT: \'on Il o ffman Press 

ARTIST: \'. Bobri 
ART n1 I\ ECTOR: Grace l\ I . Jones 
CL IENT: Nolde & H orst Sales Co. , In c. 
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raw copy 

~ ~ ringing Home the Bacon 

ARTISTS: Paul Rand & Rudi' Bass 
ART om ECTOR: Pauf Rand 

CLIENT: Esquire, Inc. 

ARTIST: Ruth Storck 
ART Dll\ECTOR: Frank L. 1Ic11al1an 
CLIENT: Aldus Printers, Inc. 

ARTIST: Barbara Crawford 
ART DIRECTOR: Ben Collins 
CLIENT: The Beck Engraving Company 

June Boon: 



ART IST: G G 
A lff DIRF .'. uodc 11ow 

.C I OR· J\P ' 
CLIENT· St · · liskin 

\ 
· rathmc> 1, 

, CENC\" \I re <1]) c . f )bott K. er o. imball Co mpanv 

ARTIST · J 
ART o1 I . . oscph Feher 

u , CTOR· \\'f' . 
C LIENT: H R · 11/1am J\ K. . . Do1111ellcv & 'ttreclge 

· Sons C ompany 



ARTISTS: Lester Beall & /imm1· llare 
ART DIRECTOR : Lester Beall 

CLIENT: Croll'ell-Collier Publis/Ji11g Co. 

we knew them when 

ARTIST: Adolph Kro11e11gold 
Alff DIRECTORS: Robert A. Sc/Jrnid & Adolph f(ro11e11gold 
CLIENT: l\lutual Broadc;1sti11g Sntc111 



.\R 11s·1: '/'m1T1 St11clios 
AllT DIRECHJRS: / lan-e 13. C11shma11 & /a111cs I . Pogue 

CLIENT: Koppers Comp;1111· 
.\C1·: NCY: Ketchum, l\facLeocl & Crm·e. /11 c. 

ARTISTS: Frank A. Etie1111e & The \\ 'i11c/111a1111 St11clios 
ART DIRECTOR: 1 farn· l larcli11g 
CLIENT: John JJancock l\/utua/ Life lm11 rwcc Co111p;1111· 
AGENCY: The Barta Press 

) 

.~ 
.\RTis r: Russell Patterson 
.\RT n1 RECTOR: Sanford E. Gerard 
Cl.!ENT: rt 11. J\(ac,· & Co .. fo e. 

I 



ARTIST: Jae Leonardo 
ART DIRECTOR: Jae Leonardo 
CLIENT: Leonardo Studio 

vertising 

ARTIST: Chester of Black Star 
ART DIRECTOR: Teel Sand/er 

CLIENT : Columbia Broadcasting S_1·stcm (CBS) 



... • 
•• ... 

ARTISTS: Lester Beall & Milton Aeko/1 
ART DIRECTOR: Lester Beall 
CLIENT: Boston & Old Colony Ins. Co . 

ARTIST: R. Pliskin 
ART DIRECTOR: R. Pliskin 
CLIENT: Color Affiliates 
AGENCY: Abbott Kimball Company 

• 
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ARTIST: E . !IIcKniglit Kaufler 
ART DIRECTOR: Jack Fisher 

CLIENT: Lincoln fllotor Car Di1·isio11 , Ford Motor Co. 
AGENCY: N. \\'1 . 1\ 1-cr & Son, Inc. 

[200] 

ARTIS r: Peter Arno 
ART DIRECTOR: E. P. II. James 
CLIENT: National Broadcasting Company 



ARTIST' E . 
ART DlllECTOI : /''IIle J\ /etzl 

AGENCY· Batt CLIENT· 5- t l. Ln'111e J\ fet· I 
· ' en, Barton r) .i urcla)· E1'e11i1 p z ' urst111e & O ig ost shom, Inc. 

ARTIST: \' B . 
ART . ohn 

DIRECTOR· G 
CL I ENT " f , ,· race J\ f Jci "'0 Ce & lJ 11es orst S.iles Co I ' l/C 



ARTIST : V. Bobri 
ART DrnECTORS: R . l\1cNamara & R. Nelsen 
CLIENT: Abbott Kimball Compam· 
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York , i 97 

l'liskin , Robert . 3-1--11 Un ion St ., 11lushing, N. Y., 199 

Porcher, l'cgg1', 3550 17th St., J:1ckson I !eights. N. Y., 115 

Quirt , \\'alter, 1 1-f i 2 Perry St ., Nc11· York , 7 1 

Rand, Paul , -1-1 East 5o th St ., Nc11· York, 1 57, 1 59. 1 66, 1 78, 

19-1 

Rcfrcgicr. ,\nton , -1-19 \\ 'es t ::nd St ., New York, 7-1 

R iggs, Robert, 1 18 J\ l:1pl e1rnocl 1\1·c., Cer111 :111to1rn, 1':1., 60, 8:, 

85, 86,96 
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S:1alb urg. ,\llcn . 3S \\ 'est 56th St., Nell' York . 66 . 1 5-1 

Saalhurg. Leslie. 38 \\ 'est 56 th St .. Nc11· York. 149 

Sandler, T ed . 50 3 l•::1st 55 th St., Nell' York. 1 So 

S:Hgcnt , Rich:Hcl , c/ o R. l I. 1\ l:K1· & Co., I lcrald Square, New 

York, 181 
Sarra, \':1l cntin o, 3 !<:1st 5-1 t·h St ., Nell' York, 1 :6 

Schmidt , \\'crn cr. 48 \\ 'es t 48th St .. Nell' York, -1 + 186 

Scl111 ckcr, J;1mcs, c/ o lt 1rry Stephens, 480 Lex ington ,\ 1'C., New 

York . '-1 5 
Scott, I 1011.,ml. 50 Rockefe ll er Plaza, New York , 163. i 65 

Selander, !ll cnalkas, 648 Beacon St ., O akland, Cali f.. 193 

Smith , Jacob Cetla r, 114 \\ 'a1·crl y Place. Ne"· York, S1 

So~·cr , Raphael. Union Squ:Hc, Ne"· York. J 57 

Staehle, Albert , c/ o J\ lcC:mn & l•: ri ckson , Inc., -1 : -1 i\ laclison 

J\ 1·c., New York, 1 62, 1 6-1 

Ste ichen , Eck ;m] , Riclgc fi cld , Conn ., 27, 11 6, 1 17 

Stc ig, \Vilfom , G:ivl orcl sl'illc , C onn ., 164 



Steinmetz, Dr. Joseph J. , 8014 \\ ' inston Road, Chestnut Ilill , 
Philadelphia, Pa., 1 1 5 

Steinweiss, Alex, R. D. 2, Nell'ton Turn Pike, \\ 'estpor t , Conn., 

89 
Storck, Ruth , q 8o East 10th St., Brooklyn, N. Y .. 194 
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Taylor, Richard , Putnam Park Road, Bethel , Conn., 97 
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\\'cngenroth, Stoll', c/o t\ssociatccl American Artists, 711 Fifth 

Ave., New York , 79 
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l-fl, 144 

,-
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\\ ' indmann Stuclios. The, 480 Lexington A1·e., Nell' York, 197 
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131, 163, 170, 17+ 175 , 176, 181, 200 

Barta Press, The, 197 
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Bijur, George, Inc., 73> 95, 1 37 

Blaker Advertising Agency, Inc., 92, 97 

Bowman, Deute, Cummings, l nc., 2+ 27, 88, 1 16, 1 l 7, 19 3 
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Erwin, \ Vasey& Co., Inc., 52. 60. 65, 8). 140 

Fuller & Smith & Ross, 1 29 

Getchell,J. Stirling, Inc., 58. 121, 122 

Geyer, Cornell & Newell , Inc., H · 53. 98, 186 

Hazard Advertising Corp., 1 1 1 

Kenyon & Eckhardt, Inc., 87, 14 1 

Ketchum, l\!acLcocl & Gro1·c, Inc., 93 . 197 

Kimball, Abbott Companv, 43 , 51, 76. 80 . 179• 180, 182, 195, 
1 99 

Kudncr, Arthur. Inc., 106, 107. 165. 191 

Lorcl & Th omas, 52, 63. 72, 1 w, 1 77 

l\!acl\!anus, John & Adams, 56, 11 9 

!\lathes, J. l\l., Inc., 19, 23, 28, 31, 48, 82. 1 p, 177, 181, 189 

l\laxon, Inc., 56, 11 9 

l\!cCann -Erickson. Inc., 73, 78. 91. 96. 10+ l l). l 28, 150, 162, 
16). 16+ 165. 18+ 185 
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143, 14+ 146, 147· 148, 149· 152. 17+ 178 
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American Tobacco Co., 67, 120 
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,\rchitectural Forum , The, 39 

Arden , Elizabeth, 92, 97, 175 

J\tbntic l\lutual Insurance Co .. 84 

Atlantic Refi ning Company, i63 



Ballantine & Sons, P ., .p , 57, 13-f , 165, l / 2 

Barrett Company, The, 9 1 

Bamberger, L. & Co., 25, 76, 102, 103, 168, 189 

Beck E ngr;H·ing Company, The, 95, i 94 

Bermuda Trade Development Board, l /O 

Bijur, G eorge, Inc., 137 
Black, Starr & Gorham, 180, 182 

Bonwit T eller, 70 
Boston & Old Colony Ins. Co., 199 

Brcskin Publishing Corp ., 89 
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Carson , Pirie, Scott & Co., 4 3 
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Child 's Companv, The, 4-f , 98, 186 

Chr~·slcr Corporation, 58, 121 , 122 

Cluett, Peabody & Co., Jue., 32 , 37, 133, 14-f , 146 

C olor Affiliates, 179, 199 
Columbia Broadcasting Sys tem, 19 2, 198 

Congoleum -Nairn , Inc., 113 

Continental Oil Company, 62 

Coty, Inc., 68, 112, 11 8 

Cro11·cll -Collicr Publishing Co., 196 

Curtis Publishing Compam-, 71 
De Beers Consolidated Mines. Ltd. , 50, 6+ 81, l /6 
De Liso, Palter, So 
Democrats for \\' illkic, 163 

Direction !agazinc, 159 
Donnelley, R. R . & Sons C ompany, 195 

Dow Chemical Company, The, 56, 11 9 

Eastman Kodak Company, 115 , 1 33 
Eclclbrau Brewery, Inc., 96 

Esquire-Apparel Arts, 15/, 166 

Esquire, Inc., i 78, 194 
E thyl Gasoline Corp., 66, 145 
Felt & T arrant l\ !anufacturing Co., 91 

Fleischmann Distilling Corp ., 48, l /7 
Florists' T elegraph Delivery Association , 11 0, 149 

Ford l\[otor Company, l fo, 163 

Forstmann \\Toolcn Company, 61, 1/ 4 

Fortune l\fagazinc, 8 5, 154 

Frankfort Distilleries, Inc., 87, 121 , 142 

G eneral Foods, 35 

G eneral l\1otors Sales Corporation 

Buick l\Iotor DiYision, 191 

Fisher Body DiYision, 106, l Of 

Good Housekeeping l\!agazinc, 135 

Gulf O il Corp ., 67 

I lancock. John , l\[utual Life Insurance Company, 197 

Hart, Schaffn er & l\ farx, 10 1 

ILmaiian Pineappl e Co., Ltd ., 59 

Ilawaii Tourist Bureau , 79, 11 6, 124 

Heinz, I I. J ., Company, 20, 56, 11 9 

I Icrculcs Powder Company, 129 

Hudnut Sales Co., Inc., 109 

International Silver Co., 114 

Kellogg Company, 14 l 

Kimball , Abbott , Co., 20 2 

Koppers Company, 9 3, 197 

Korct, 51 

Leonardo Studio, 198 

Life Savers, Inc., 36, 14 3 
Lincoln M otor Car Division, Ford l\Iotor Co., 200 

l\[ack l\Ianufacturing Corp ., 185 

!\lacy, R . 11. & Co., Inc., 75, 99, l OO, 101, 187, 197 

l\!aryland Casualty Company, 31 · 1 p 
l\ fatson N aviga tion Company, 2+ 27, 88, 11 6, 11 7, 193 

l\[utual Broadcasting Sys tem, 73, 95, 196 
Nash Motors Division , Nash-Kclvinator Corp. , 53 

National Broadcasting Company, 200 

N ew York Times, 182, 183 , 188 

Nolde & H orst Sales Co., Inc., 45, 171, 193, 201 
orwich Pharmacal Co., 1 2 3 

Oxford Paper Company, 12 5 
Packard l\fotor Car Co., 88, 147, 148, 178 

Pan Am erican Airways Sys tem, 1 69 

Pan American Coffee Bureau , 16 5 
Parke, Davis & Company, 82 

Personal Products Corp. , 109 

Prince l\fatchabclli , Inc., 180 

Procter & Gamble, 108 

Quaker State l\ rotor Oil , 87 

RcYcrc Copper & Brass, Inc., 62 

Rural Electrifica tion Administration, l /O 

Safeway Stores, Inc., 172 

Sanforized-Shrunk, 97 

Saturday E1·cning Post, 85, 201 

Saks Fifth Avenue, 190, 191 

Schenley Distillers C orp ., 5 2 , 1 77 
Scaltcs t , Inc., 126 

Shell Oil Co. , Inc., i 64 

Slide Fas teners, Inc., 73, 1 84 

Standard Oil of cw Jersey, 16-f, 165 

Stevens, J. P. & Co., Inc., 49 

Strathmorc Paper Co., 76, 195 

Talon, Inc., 78, 128, 150 

T exas Company, 51, 60 

Time, Incorporated , 92, 136 

T own & Country, 1 56 

Travelers l nsurancc Co., The, 21, 54, 60 

United J\ir Lines, 86 

United States Pipe & Foundry Company, 90, 94 

U . S. Public l lcalth Service, 166 

Von Hoffm an Press, 193 

Vogue, 40, 1 5 5 
\\ 'alkcr, Hi ram & Sons, lnc., 29, 11 3 

\\ 'OR, 183 

Yardley & Compan y, Ltd. , 175 

York Ice l\ fachin cry Corp., 2 3, 82 
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THE PUBLISHERS 

OF THIS 2 0T H ART DIRECTORS AN UAL 

DEEPLY APPRECIATE THE WHOLEHEARTED COOPERATIO ' 

WHICH IIAS BEEN EXTENDED BY TTIF 

OFFICERS AND l\IEl\IBERS OF TIIE ART DIRECTORS CLUB OF NEW YORK. 

ESPECIALLY EFFECTIVE IIAS BEE TIIE CONSCIE TIOUS 

A ' D INTELLIGENT WORK VOLUNTARILY DO E 

BY TIIE l\IEJ\1BERS OF TIIE BOOK COl\11\IITTEE. . I 

ALL TIIIS COLLABORATIVE HELPFULNESS, TOGETHER WITH 

THE EXCELLENT SERVICE OF THE ENGRAVER, 

THE PAPER l\IAKERS, THE PRINTER AND BINDER, 

l\IADE POSSIBLE THE PRODUCTION OF THIS VOLUl\IE IN 

AN UNUSUALLY SHORT SPACE OF Tll\IE. 

WATSON -GU PTILL PUBLICATIONS, INC. 

PUBLISHERS OF Al\IERICA 1 ARTIST 

3 30 WEST -f2ND STREET, NEW YORK, N. Y. 
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J AMEs MONROE PERKINS 
420 Lexington Ave. , N. Y. c. 
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CHICAGO AND NEW YORK 

PERSONNEL OF CHICAGO STUDIOS, 75 EAST WACKER DRIVE 

COMPLETE ADVERTISING ART SERVICE 

ILLUSTRATION• PHOTOGRAPHY• DESIGN 

PERSONNEL , KLING STUDIOS , 480 LEXINGTON AVE . , NEW YORK 



OWERS 

BY POWERS. • • 

Vividly illustrated by this amateur 

photograph taken by Charles Powers is the needle-sharpness 

and quality of tonal value in reproduction which Powers methods 

can create. Powers eliminates two steps in 35mm reproduction. 

In this modern world of advertising the 35mm Kodachrome can 

go places and do things impossible with a larger camera. If the 

production man wishes to get the results from this new benefit of 

photography, Powers quality will give it to him. 

REPRODUCTION CORPORATION 
WO HUNDRED FIVE WEST THIRTY-NINTH STREET• NEW YORK CITY 



HAVING ONCE MORE BEEN SELECTED TO BIND 

A LEADER IN ITS FIELD 

• 

WE ARE ALSO SELECTED BY LEADERS IN MANY 

OTHER FIELDS , SUCH AS LIMITED EDITIONS , 

CATALOGUES , SAMPLE BOOKS , PORTFOLIOS , AND 

ALL GENERAL BINDING WHERE QUALITY IS AN ASSET 

461 EIGHTH AVENU E • T E L E PH O N E MEDALLION 3 - 2650 

NEW YORK 





Diversified talent ably directed . .. a staff of artists combining th eir specialized skill in 

the production of adverti sing-art of a distinctive character - from visuals to finishes. 

FISHER-McKENZIE 

551 FIFTH AVENUE• NEW YOHK • MURHAY HILL 2-6463 

A UN IFI ED SERV ICE OF ADVERTISING AHT • PllOTOGHAPlllC ILL USTHATION 



TOTAL BLACK eclipse of all streaks, light spots, and unevenness is assured when 

Higgins American India Inks are used. For over 60 years artists, engineers, draughts-

men have relied on the smooth-flowing, opaque blackness of Higgins to do justice 

to their skill. 

Drawing Inks come in a complete color range. Ask your dealer for a color card, today. 

' BLACKS 

American India Inks 

WATERPROOF 

SOLUBLE 

COLORS 

ALL WATERPROOF: Yellow · Orange · Red Orange !Vermilion) 

Red · Carmine Red · Red Violet · Violet !Purple) 

Blue Turquoise Green Leafgreen Brick Red 

Russet • Brown • In digo • Neutral Tint • White 

r. 

-5 
s ... . .. 



HARRY WATTS STUDIO 

Photography Illustration Lettering 

Continuities & Cartoons 

Retouching 

Complete art service ... by a group of experts 

who are a lso adverti sing minded ... Integrity 

which has won and justified the confidence of a 

number of leading agencies ... 

RENTON & ROWLES, I NC. 

COJ\ I PT ON ADVERTIS I NG , TNC. 

S HERMAN K. EL LI S & COM PANY 

WTLLl AJ\1 l~ST Y & COM PANY 

J. STlRLl NC CE TC ll E LL, TNCOH POHATlm 

LENNEN & MlT Cll ELL, J NC. 

LORD & T l-! 01\lAS 

.J . 1\1. 1\ IAT HES, I NCORPO RATED 

NEWEL L-EJ\11\ IETT COMPANY, J NC. 

RUT ll HAUFF & RYAN, TNC. 

J_ WA LT ER Tll OJ\I PSON COM PANY 

YOUNG & HUB l CAJ\I, l NC. 
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It's no 
thous 
abo 
ide 

is a c 
The cavern 
records in a 
story . . • He, too, p 
across •••••••••• with pictures 

ARL OLIVER HURST BAYSIDE 9 - 5505 

29 FOREST ROAD, DOUGLASTON, L. I., N . Y . 



~ 
TRAPHAGEN SCHOOL 
OF FASHION FOR RESULTS 

AUTHORITY ON FASHION CAREERS 
INTERNATIONALLY CELEBRATED GRADUATES 

lutensive JVinler, Spring and Summer Courses 
Approved by Regents Register Now 

Highest honors in a ll contests entered for ten years. 
Full or optiona l cou rses for beginners or advanced 
students: Fashion Drawing, Life, Layout, Design , 
Sketching, Styling, Fabric Analysis, Fashion Clinic, 
Forecasting, Fashion Writing, Textile, Stage & Screen 
D esign, Inter ior D ecoration, Window Di splay, Men's 
Fashions, Teacher Training, Draping, Patternmaking, 
Grading, Dressmaking, Millinery. Credits. Day. Evenil/g. 

Sales Department for students' work 
Free Placement Bureau 

INVESTIGATE BEFORE REGISTERING ELSEWHERE 

Phone CO 5-2077. Send for Circular AD 

TRAPHAGEN SCHOOL OF FASHION 
1680 BROADWAY (52nd Street), New York, N . Y. 

THE DEPARTMENT STORE OF ART MATERIALS 
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•COMPLETE GENERAL CATALOGUE• 

2 

FA V 0 R, R U H L & C 0 M PAN Y 

WE carry in stock one or the most com­

plete l ines or artist materials in America, 

hav ing been in business for over 53 years. 

\ Ve arc most sure our prices and service 

w ill meet with your approval. 

·Be sure LO send for our free Encyclopedia 

o[ Artist Materials listing over 7000 

items; a handy reference book t.o have in 

your studio. 

FAVOR, RUHL & COMPANY 
H o111e of the Artist 

425 SOUTH WABASH AVENUE 

CH IC AG 0 , Ill IN 0 IS 

fUl..f1IVUUU1 

Brewer-Cantelmo 

Trained binding specialists with 

the facilities of America's most 

completely equipped mechanical 

binding plant, can save you many 

hours of unnecessary interviews in 

arriving at the most suitable type 

of binding to fi.t your particular 

requirements. When you have a 

binding problem, it's economical 

to call "Brewer-Cantelmo." 

BREWER-CANTELMO Co ., INc. 
IIu East 27th Street, New York City 

TELEPHONE MURRAY !LILL 5 - 1200 

PLASTIC BI N DING CERC LA BI ND I NG SWING-0 - IU NG 

PllES ENTATION BI NDERS SA l.F~ M EN'S POHTFOl.IOS 

CATALOGUE COVEHS SA i.ES MANUAL COVEnS 

TAI.LY- H O STHEAM LI NE!t N l ! MHER SEV EN 

I 
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HTYPOG RAP HY 

THAT SETS UP AN I DEAL' 

, this credo was adopted by the Advertising Typographers Association 

uf America at its inception; throughout the years .this Association has 

been faithful to this pledge. Over the years advertisers, agencies and lay-

out men have found that our adherence to this pledge is their assurance of 

work exceptionally well done as the pages of advertising so aptly testify. 

Th e ADVERTISING TYPOGRAPHERS As SOC IATION 
of America, In c. 

AKRON, OHIO 
The Akron Typesetting Co . 

BALTIMORE, MO . 
Th e Maran Prinring Co. 

BOSTON, MASS. 
Th e Berkeley Press 
H. G. McMennamin 

BUFFALO, N. Y . 
Axel Edward Sah lin Typo­

g raphic Service 

CHICAGO, ILL. 
Arkin Typographers, Inc. 
J . M. Bundscho, Inc. 
The Fairhorn Corp . 
Hayes-Loch ner, Inc. 
Runkle-Thompson-Kovacs, Inc. 

CINCINNATI, OHIO 
The}. W. Ford Co. 

CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, In c. 
Skelly T ypesetting Co., In c. 

Li st of M em bers 

DALLAS. TEXAS 
) aggars·Chiles-Srovall, Inc. 

DAYTON, OHIO 
Dayton's Typographic Serv ice 

DENVER. COLO. 
The A. B. Hirschfeld Press 

DETROIT, MICH. 
The Thos. P. Henry Co. 
C. Ben j. Stapleton Co. 
George Wi!Jens & Company 

INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 

KALAMAZOO , MICH. 
Clare) Mahoney 

LOS ANGELES , CAL. 
William Carnall 
House of Hartman 
Samue l Karz, Typographer 
Rising-Hammond, In c. 

NEW YORK , N. Y . 

Ad Service Co. 
Advertising Agencies' Service 

Company, In c. 
Advertising Composition, Inc. 
Artintype, Inc . 
Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, In c . 
Diamant T ypographic Service 
A. T. Edwards T ypograph y, Inc. 
Empire State Craftsmen, J nc. 
Frost Brothers, Inc. 
G raphic Arts Typographers, Inc. 
Huxley House 
King Typographic Service Corp. 
Master Typographers, Inc. 
Morrell & McDermott, Inc. 
George Mullen, Inc. 
Chris F . Olsen, Inc. 
Frederick W. Schmid t, Inc. 
Superio r Typography, In c. 
Supreme Ad Service, fnc. 
The Typographic Service Co. 

Tri -Arcs Press, Inc. 
Typographic Craftsmen, Inc. 
T ypographic Designers, Inc. 
Kurt H . Volk, In c. 

PHILADELPHIA, PA. 
John C. M eyer & Son 
Progressive Composition Co. 

PORTLAND, ORE. 
Paul 0. G iesey, Advertising 

Typographer 

ST . LOUIS, MO. 
Brendel Typographic Service 
Warwick T ypographers, In c. 

SAN FRANCISCO, CAL 
Taylor & Taylor 

SEATTLE, WASH. 
Frank McCafTrey 

MONTREAL, CANADA 
Fred F. Esler, Ltd. 

EXECUTIVE OFFICES: 461 EIGHTH AV ENUE, NEW YORK CITY· ALBERT ABRAHAM S, EXECUTIVE SECRETARY 
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FROM VOGUE , PHOTOGRAPH BY STEICHEN , COLOR PLATES BY CONDE NAST ENGRAVERS 

CONDE NJ\ST ENGRAVERS will make color en~ravin~s 

for you with the same skill and 11ainstaking perfection of 

detail that have made color-printing 11istor~ in the superb 

illu trations of VOGU , GLAMOUR and HOUSE & GARDE 

COPYRIGHT 1941, THE CONDE NAST PUBLICATIONS, INC 

For other examples of th e mast erly handling of di(. 

ficult subjects by th e Conde a t Engra vers, see: 

imon & chuster's " Treasury of Art Masterpiece" 

and Ivan Dimitri's " Kodachrome and How to se It :' 



Acknou;/edgment in black and white . .. 

Our appreciation to the judges who honored us with 

First Award, in the black and white classification, for 

our photograph which appeared in the Maryland 

Casualty advertisement, "Not to be Melted ... " It 

is because of their fine critical tastes that we strive­

in every photograph we take, in whatever classifi ­

cation-to continue to merit their annual approbation. 

For in this way, photography remains an art. 

Mac Ball Studios • 
Photographic Illustrations 

480 Lexington Avenue, New York City, Plaza 5-0863 
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PRINT IT LETTERPRESS 

Sterling 
ENGRAVING COMPANY 

A Coniplete Photo-Engraving Service 

COLOR PROCESS-BLACK & WlllTE-BE.NDAY-LINE · 

Fo•r Cla,,bo•rn A•tomatle 4-Color Wet-Proofing Presses 

• • • PLANT OPERATES DAY AND NIGHT • • • 

304 East 45tli Street, New York, N. Y. 

MEMBER PHOTO-ENGRAVERS BOARD OF TRADE OF NEW YORK . . . MEMBER AMERICAN PHOTO-ENGRAVERS ASSOCIATION 
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Al A'E OF 
BfECIALmBil 

rN CllC < cru- J 0 (til D 1l 

'Ti~ •1J u: u~ 'f" l!!' n D 

"hie Free Lance Status of an artist 

is developed thru his ability to 

specialize. He is the one who originates 

the distinctive illustrations appearing 

in the editorial and advertising 

pages of the magazines. His work always 

remains outstanding, even though 

there may be many imitators. 

The work of several hundred of the 

best free lance artists, members of 

the Artists Guild, is now easily available 

through the Guild Artists Bureau. 

We invite you to call upon us for 

the work of these specialists. 

THE GUILD ARTISTS BUREAU INC. 
GEORGE BAKER, President 

10 West Forty-seventh Street, New York City 

LOngacre 3-2233 



In clothes or photography it's the details that make the big difference. That tthand 

tailored" look doesn't come by accident. It requires painstaking care ... sound 

craftsmanship ... infinite patience. A J oyce-Dravneek photograph will give your job 

that iitailored to fit" look ... for we demand perfection down to the smallest detail, 

and every job must meet the individual requirements of the account it represents. 

JOYC E-DRAVN EE K,N~. 
If lustmtive Pliotogra jJliy 

480 LEXINGTON AVENUE, N. Y. C. ELDORADO 5-1640-1641 



Courtcsv of the E1,c11i11g Bul1cti11 - Phila., Pa . 

PETER HELCK 
10 EAST 53rd STREET, N . Y. C. PLAZA 3 - 720 4 
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SINCE ITS FIJ\ST ISSllE, THE 

ANNUAL OF ADVEHTlSJNG ART 

HAS l\EEN PRINTED EXCLUSIVELY 

WITH IN 1\S 

INTERNATIONAL PHINTINCJ INI\ 

DIVISION OF JNTERr.HEMIC:AL COl\Plll\ATTON 
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(/jJe are proud ... 
RECENTLY we distributed as our "job of the month" a broadside of Lincoln's 

famous statement on the social and economic value of property. It was the 

first of a series of three such broadsides which epitomize some of the basic 

principles for which this country stands . This series is more than an adver­

tisement for Rudge. It is an assertion of principle - of the principle that 

American business has a responsibility to help keep alive the philosophy of 

life which has made this country great. 

ADDITIONAL COPIES 

We are proud that so many people have understood our message and that 

many have wished to cooperate in the dissemination of this material. Addi­

tional copies of all of the broadsides have been made available ( vvithout the 

Rudge imprint ). 

WHAT ABOUT WASHINGTO ? 

If you have a special list of people (in Washington , perhaps, or elsewhere) 

to whom you would like to send this series, we shall be happy to handle the 

whole matter for you, including postage and mailing costs, at a price of One 

Dollar for each set distributed. Just send us your mailing list. On lots of i oo 

or more sets your own imprint will be included without additional cost. 

~·~------' 



GEORG!i BROl'H}' 

Pl!ESIVENT 

103 Park Ave., New York 

G/f,BERT TO/IT PK/NS 

VICE PllE.St/JENT 

21 West 47th St., New York 

EUGENE L BAl'TLSTI\ 

TllE . ISU llEU 

Chrysler Building, New York 

JO/IN FORAN 

SECUETAlll' 

67 West 44th St., New York 

BAPTISTE & SANCHEZ 

Chrysler Building. New York 

CELINNE BREVANN 1~·s 

521 Fifth Ave., New York 

ALVARO GONZALEZ R. 

369 Lexington Ave., New York 

MARGARET GOSS!ffT 

535 Fifth Ave., New York 

FRANK f,A f'i11T 

7 West 44th S t., New York 

THOMAS MANNING 

47 Seventh Ave., New York 

JAMES M. l'liRKI NS 

420 Lexington Ave., New York 

N. POUSETTl\-DA/ff 

10 West 47th St., New York 

EMY ST. GAUD/iNS 

55 Park Avenue, New York 

HENRY E. THAnrn 

43 East 49th St., New York 

ARTISTS: 137, of many minds, many talents, 

experienced in every phase of advertising art. 

AUTHORIZED: that is, empowered by these artists 

to serve as liaison between them and the Art 

Directors who wish to use the many minds, many talents. 

AGENTS: of wide experience, who understand 

the art problems of Advertising and who know 

the creative capacities of the artists they represent. 

Operating under a strict code of ethics, Artists' Authorized 

Agents endeavor to pro11wte intelligent cooperation 

in their relations with Artists and Art Directors. 

A NEJ17 BROCHURE OUTLINING OUR 

Al/ITS AND l' URPOSES Jr'LLL BE SENT TO ART 

DIRECTORS IN THF: NEAR FUTURE. 

ROOM 1005, 103 PARK AVENUE. NEJl7 }'ORK CIT}' 



FRdNK ~Lf/dH P.IRSONS 

cs ta blishcd in this School the first systematically planned course which used fun clam en ta] 

art principles as a basis for design in advertising. This practical progressive course 

continues to prepare students for successful careers. The graduates arc to-clay among 

the leaders not only in the advertising field but in diversified fields of art application. 

Under the supervision of Joseph B. Platt, the three-year course is planned to meet pro­

fessional requirements. In addition to classroom instruction, guidance and criticism 

arc given by artists who arc acknowledged authorities in advertising and industrial design. 

The School also conducts courses in INTERIOR ARCHITECTURE and DECORATION, 

COSTUME DESIGN, FASHION ILLUSTRATION, and TEACHER TRAINING, as well as an 

evening class in painting and special classes on Saturday mornings and during the summer. 

Catalogues arc available upon request 

~W Y OR K SCHOOL OF FINE AND ~PP LIED ~RT 

\\'I LLIAl\! l\!. 0 DO l\ I, President 

BOX L i 36 EAST FIFTY-SEVENTH STREET NEW YORK 

selected by juries for exhibition and reproduction in the Art Directors' Annual during the last flve years. 

Three of these specimens received the highest award for merit in their respective classes. All of the twenty-

seven Abbott specimens accorded this distinction RUNKLE· THOMPSON·KOVATS•INC 
were prepared typographically and printed by Advertising Typographers and Printers • Chicago, Illinois 



T o CO MMA ND more sales, siw.cify Plastic Binding for your printed 

merchandising ideas. • America's top-flight artists prefer Plastic 

Binding because of its enduring. modern design. America's most 

successful business organizations buy it for functional perfection. 

Both agree the beauty plus utility of Plastic Binding blend to 

increase it s positive selling power. • Universally acknowledged 

are these advantages of Plastic Binding: Permits pages to turn 

effortlessly ... open flat ... align perfectly. Makes potential double 

spreads of any two facing pages. Adds an oxtra color lo every page 

al no extra cost. Equally effective for tin y booklets or giant port­

folios. • Significantly, Plastic Binding permits stamping of back­

bones in contrasting, sparkling color.< al surprisingly little cosl­

prime necessity for irlen t.ifiC"a lion of ca talogs. periodicals, sample 

and other I ypes of rPfL.rprn ·e b<xiks. Also, credit for lasting service 

gOPS lo wi1IP l.ackbone eonslruction of Plastic Binding. which 

m nccals hinding edges. • Permanence is the buy-word for Plastic 

Bindini:. Books in Plastic Binding are nol discarded , lead active 

lives in office and home. • Demonstration of these many features 

is yours for the asking. Write for name of licensee nearest you . . . 

or send us sample of printed piece for renoval ion with Plastic 

Binding. No obligation, no charge. We want to prove that your 

promotional efforl.s gain a powerful selling tool in Plastic Binding. 

732 SOUTH SHERMAN STREET, CHICAGO 

Askfor PLASTIC BINDING b y Nam~ 
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co11ie 
out lie1•e! 

A. W. Faber's WINNER 

Techna-TONE waas the muse 

of creative ideas . More and 

more Craftsmen are switch-

ing ta WINNER Techno-TONE 

because it bears a name that 

stands for 180 years of ex-

perience. No other name 

on a pencil means as much 

as A. W. Faber. Phone 

your dealer for a trial 

order today. 

WINNER Techno-TONE 

I Wll04ER. ffe* .... TONE 

17 Deg,... - 61 to 9H 

~ "It ho1 tit. A. W. FAeER 
name on ff." 

translates GRAY MATTER into 
BLACK MATTER 
Polished rich green. Packed 
in metal bax. 2 for 25 ~ 

~~-

"I WORK TILL l'M WORN OUT" 
"But I never wear out the surface that I work 
on . . . I remove pencil. pastel. charcoal. 
crayon and dirt from practically any non­
coated surface ... cleanly and without trace 
of smear." 

Send for "ARTGUM" and the ARTIST folder. 
Sold by Dealers Everywhere 

THE ROSENTHAL COMPANY 
''AR'T'GUM·• brnnd Eum:rs and Cleaners 

Rubber Ernsers and Soap Erasas 

43 East 17th Street, New York, N. Y. 



TO SERVE 
each client with all the skill and 

care we know ... to hope our 

work commends itself to others. 

Among the national advertisers we serve: 

AMERICAN TELEPHONE & TELEGRAPH COMPANY 

BREYERS ICE CREAM • CAMAY • CAMPBELL'S SOUP 

GOODYEAR TIRES • INGRAM'S SHAVING CREAM 

CHIPSO • !PANA • LADY ESTHER • OLD MR. BOSTON 

REGAL SHOES• MUM• SARAKA • STEINWAY PIANOS 

SEALTEST • VITALIS • WHITMAN'S CHOCOLATES 

ROYAL·JONES 
PHOTO ENGRAVING CORPORATION 

305 East 45th Street 

NEW YORK, N. Y. 

124 North 15th Street 

PHILADELPHIA, PA. 



The Jacket and End Sheets are 

LINWEAVE "points with pride" to the snappy jacket of this Annual, printed on Linweave Text Antique 

Laid, Yellow. ~ . . .. and to the appropriate end sheets of Gray Linweave Text Antique Laid. ~ Just 

one of countless instances where artists and designers turn to Linweave Papers for pleasing or arresting 

effects. ~ Linweave Papers are designed for direct-by-mail advertis ing and general printing and 

publishing purposes. They are carried in stock, with envelopes to match, by sixty-eight leading paper 

merchants located in all important printing centers. ~ Write for name of nearest distributor. 

VELL U MS 

Linweave Brentwood 
Lin wea,·e Exquis ite 
Linweave Oxford 
Linwcavc Drexel 

Linweave Chateau 
Linweave Town C ri er 

Linweave Rad iant 

BOOK AND COVER 

Linweave Della Robbia 
Linweave Early American 

Linweave Text 
Linweave Rom ney 
Linweave Chateau 

Lin weave Town Crier Text 
Linweave Japan - Linweave Milano 

LETTERHEAD 

Linweave Coldstream 
Linweave Cortello 

Linweave Fine Letter 

"Envelopes-to-Match" 
ava ilab le with a ll 
Linweave Papers 

THE LINWEAVE ASSOCIATION 
2 1 CYPRESS STREET, SPR I NGF I ELD, M ASS. 

IN PRODUCING CONTINUITIES .. 

JOHNSTONE aw((USHING 
MURRAY HILL· 2·6236 



Q U R L TY N DISPLRY 

BUY DEFENSE BONDS 

Two factors must be present in the production 

of any quality window display - fine artwork 

and fine reproduction. We specialize in both. 

The P.M. display shown above - designed and 
produced by us for National Distillers Products 
Corporation - is, we think, an excellent ex­

ample of a quality display. 

43-01 TWENTY-SECOND STREET 
LONG ISLAND CITY • STillwell 4-7212 

CHICAGO OFFICE • 154 EAST ERIE STREET 



PEN DRA\\ ' 11\GS BY REGINALD l\lARSH FHOJ\l JUNE 19-F American Artist 

is to demonstrate the crcati,,c processes of America's top-flight artists 
In 19-+2 the painters listed below will be featured with color reproduc-

tions and demonstrations of their painting procedures rl 'he program 
includes portrait, figure, landscape and marine in oil, watercolor and pastel 
NEVER has an art magazine presented such a galaxy of stars participating in a 
program designed to reveal their creative and technical methods in a variety of 
media and subject matter Illustrators and advertising artists will be 
represented throughout the year - big names in these fields will be announced 
later Better mail ~ 'Our check for $3,00 for a ~ 'car's subscription to this 
livcl~1 art magazine and be assured of receiving every issue of the 19-+2 series 

\VATSO N-GuPT ILL PuBLICATIONS, INC ., 330 \Vest 42ND St,, 
Nc\V York, PUBLISHERS OF 20TII ART DIRECTORS ANNUAL 

EUGENE SPEICHER 

CIIARLES BURCHFIELD 

ROBERT BRACKMAN 

LEON KROLL 

GLADYS ROCKMORE DAVIS 

STANLEY \VOOD\VARD 

PRINTED BY wrLL I AM E. RUDGE's SONS, NEW YORK, U . S . A. 

PAUL SAl\IPLE 

JOIIN F. CARLSON 

ANDRE\V \VYETH 
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