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The batlle between buckeye and good taste has been raging in ar! since
the first drawings on the walls of prehistoric caves. It has left its mark on the
28th Annual Exhibition of Advertising and Editorial Art sponsored by the
Art Directors Club of New York and held at the Museum of Modern Ari.

Over the years Lhese exhibitions have reflected the varied forms of visual
presentation current in advertising and publishing. The annuals printed from
the exhibils are hislorical proof of the remarkable progress made since the early
“pictures of the factory.” This growth is due in no small par! lo the influence
of these exhibitions.

This year the entries selected are in the direction of the more advanced
forms of design and arl. Such an emphasis necessarily eliminates many
examples of commercially successful work. However, it is a healthy stimulus
to all advertising and publishing, and il encourages experimentalion by
suggesting fresh, new ways of solving old problems.

The trend toward advanced forms evidenced in this year’s show is in
no way revolutionary. There has been a steady lendency in that direction for
Lhe past 15 years. Since the first public showing of modern art in America in
1913, the public has been exposed to modern art more and more each year.
What started as a revoll against naturalism has developed into a formalized
method of expression that if not universally accepled, is certainly familiar.

1t 1s natural that the art director, concerned as he is with atiracting the
reader’s allention, would look o these new, unusual means of picture making
for inspiration. When properly employed, these modern methods can be very
effective.

Advertising and edilorial ar! have the larges! audience ever afforded
any crealive medium. Art designed for the approval of millions of people and
with the primary function of selling must consider ils purpose carefully. This
basic purpose of art for industry imposes restriclions that are not present in
arl for individuals.

It is the art director’s responsibility to be wary and wise in his use of
an extreme art point of view. There are as many ways of solving an art problem
as lhere are artists. And lhere are as many ways of solving an advertising or
edilorial problem as there are adverlising agencies and magazines.

The question is whether these new methods are being used to their best
advantage; whether they are creating a will lo buy or a desire to read. From the
business standpoint, the consideration 1s how well an advertisement or 1llus-
tration accomplishes its purpose. T here are misuses of modern arl in adver-
lising, as there are misuses of academic or representational art.

Where the appeal is aimed at an elite audience, or the purpose is lo




creale prestige for a product or a place, the use of advanced art is obviously
good commercial practice. There are also examples of mass products treated
with humor, style and good design which demonstrate that all is no! corn that
glitters.

However, when the same lechnique of sophisticated artl (reatment is
applied indiscriminately (either at the whim of an art director or lo salisfy
the ego of an advertiser) the artistic resull may be charming, butl the sales
effect is missed.

Nobody who has carefully considered the problems and the public
would suggest that all advertising and magazine ar! be extreme or modern. Bul
by focusing attention on the advanced work, this year's show frees the thinking
of all those involved with visual presentalion. Il offers an opportunily lo
examine and appraise the best work of one particular art approach.

Aline B. Louchheim summed it up extremely well in her review in the
New York Times: “This show is a sorl of minorily reporl. Bul it represents
the best and most advanced trends which will, hopefully, filter down and thus,
by influential distribulion lo a wide audience, effect higher standards of design
everywhere.”’

The advent of television presenis a challenge lo art directors and adver-
lisers that further spotlights the baitle between good taste and buckeye.

There has been considerable conjecture as lo just how the art director
will fil into this exciting new visual medium. The art direclor’s abilily to sym-
bolize and presenl a message in ils piclorial essence should be an important
factor. Here, as in printed advertising, an understanding of the problems and
the public must be considered so that the needs of business and the demands
of art are balanced lo achieve a successful creative resull.

bieind X,

Lester Rondell, President of the Arl Direclors Club of New York




The 28th Annual National Exhibition of Advertising and Editorial
A7t of the Art Directors Club of New York reflects progress in one of the most
aclive and fascinaling forms of art in the modern world. Art and commerce
have frequently been linked in our own day as in the past, and cooperation
between them is a satisfying achievement but by no means an easy one. The
jury of this exhibition which examined 7320 entries has attempled lo select
examples where the demands of both arl and commerce are harmoniously
fulfilled. To whatever degree they succeeded you will find this an instructive,
constructive exhibition.

It is illuminating and exciling lo see whal happens when an arl
direclor is in command of his job, when he is given the opportunily to select
the best technical and artistic assistance and weld them into a creative whole.
Under such happy circumstances his work will show true distinction and will
not fail lo focus atlention surely and quickly on the clienl’s message. Bul there
are many ways of caiching the reader's allention and even of selling him a
product or a service through advertising. If this were the end of the story, there
would be lillle need for art direclors; and no need at all for artisls or museums
to be inlerested in art direction. The staying power of advertising ari, so
important to many clients, calls for a first rale subtle performance. At this
point the art director rightly looks to the adventurous and invenltive modern
artist for inspiration. And al this point many a clien! balks.

I think this exhibition will demonstrale that the advanced art of loday
s a rich vein successfully worked by many of the best art directors. If adver-
tising clients can be persuaded by their ar! directors that modern design 1s the
key lo successful selling and long range prestige, it is .not only the client
who will benefit but also the living artist and, not least, the public al large.

Certain of these eniries were granted medals by the Advisory Board
of the Art Directors Club. In most cases lhe jury was enlirely in agreement
with the Advisory Board's awards, bul there were notable exceptions.

In closing, may I say thal the jury was particularly disappointed in
the caliber of realistic arl work presented. Realism has been developed as one
one of the finest forms of modern art for some twenty years; this development
has shown extraordinary vitality and flexibility. Yel almost no use of this was
visible in the thousands of entries reviewed,; a fact puzzling in the extreme.

Monroe Wheeler, Chairman of Lhe Jury
Direclor of Exhibilions and Publicalions, Museum of Modern Ar!




Seven thousand three hundred and twenty enlries were submiiled for the Twenty-Eighth Annual

National Exhibition of Advertising and Editorial Art. A jury representing fields of art, business and adverlis:z'ng
selected lwo hundred and forty-two pieces for inclusion in the show. The Advisory Board chose

lwenty-eight for awards and medals. Four hundred and twenty-four arl directors and friends allended the
presentalion of awards al the Hotel Waldorf-Astoria in New York. Sixty thousand people viewed

the exhibition atl the Museum of Modern Anl. * * * Of all that this book is a record.
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Jury members Harry O'Brien, Charles Coiner, Henry-Russell Hitchcock, and Monroe Wheeler studying entries for the
1948 Exhibition. Only work published during the period February 15, 1948 to February 15, 1949 was submilled.




Members of the Advisory Board, Peirce Johnson, Nathantel Pousette-Dart, William Irwin, Heyworth Campbell, Paul

Smith with Committeeman Will Burtin examine the jury’s selections for the Art Director’s Club medals and awards.




Arthur Hawkins, Jr., Williain Irwin, Peirce Johnson, Nathaniel Pouselie-Dart, Winifred Karn, Will Burtin, Paut

Smith and Lester Rondell, Commuillee and Advisory Board members in discussion before laking lhe vote on awards.




ALl

Chairman Arthur Hawkins, Jr. introducing the speakers al the annual Awards Luncheon held in New
York's Hotel Waldorf-Astoria. At this time medal and certificale winners were announced and presenied.
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Gordon Aymar presenting lo Charles Coiner, Vice-President of N. W. Ayer & Sons, the National Arl Direclors

Club Medal. In a poll laken of U. S. Art Directors he was voled the mos! outstanding Art Director of the year.



Workmen erecling panels for the Twenty-Eighth Exhibilion of Advertising and Editorial Art in the Museum of

Modern Art. After the show in New York the exhibil was routed to museums and schools throughou! the couniry.
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ART DIRECTORS CLUB MEDAL
TO MORRIS GRAVES

FOR .NIAGAZINE ADVERTISING ART

Morris‘Graves was commissioned to interpret his native
state of Oregon. His choice of Ponderosa Pine irees in
blossom proved lo be a good one. The subject matter is well
fitled to his particular technique. Wood and wood
products are of great industrial importance to the

State of Oregon.

It is interesting that the commission for this design was
given Mr. Graves while enroute to the Orient. Our
Hawaiian Arl Director wired Oregon for a crate of pine
boughs which was sent, Air Express, to Honolulu.

Mr. Graves then arranged the pine boughs as nearly like
a miniature pine grove as was possible in the

lropical surroundings.

The painting was made with chalk and opaque water color
on very thin rice paper. The paper being so much a pari

of the picture, was reproduced as pari of the design.

When the advertisement ran, many enthusiastic letters
were received from Oregon. One important indus_trialisl
wanted to buy the original painting. A readership study
revealed thal this advertisement was seen and read by

lwice as many readers as average.

The Container Corporation, justly proud of their
collection, incorporates each series inlo an exhibition
which is circulated to the larger museums throughout
the United States. Invitations to the exhibitions are senl
out lo all Conlainer Corporation representatives who,

in turn, invile customers, prospecls and important state
and government officials. Much good publicity, in both
newspapers and magazines, has been derived from

these exhibitions. LEO LIONNI

1

ART DIRECTOR LEO LIONNI
AGENCY N. W. AYER & SON, INC,
ADVERTISER CONTAINER CORP. OF AMERICA
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ART DIRECTORS CLUB MEDAL
TO HARLOW ROCKWELL
FOR DESIGN OF COMPLETE UNIT

IN MAGAZINES

To create an adverlisement which will persuade people lo
stop, look and read, il is imporiani o starl with an
inleresting idea, Lhen lo present this idea in the most

understandable, aliractive way possible.

We tried lo do this in the Life Savers ad, “All American
Flavor Team.” It had as the basic idea the football
diagram with candies lo represent the players. Various
headlines were tried until this one seemed besl.

Several layouis were made including the more obvious
one using a blackboard or slate. The black background
tended 1o kill the color in the candies. When white was
chosen, a surface more inleresiing than a plain
magazine page was needed; hence the sheel of notebook
paper. If the candies wilh their shadows were lo appear
as if actually resting on this surface, il seemed logical lo
show the package in a similar manner; also lo show

the pencil which had drawn the lines and written

the headline. HARLOW ROCKWELL

2

ARTIST ROBERT GEISSMANN
AGENCY YOUNG & RUBICAM, INC.
ADVERTISER LIFE SAVERS, INC.




Artist = C. F. Korten, native of Michigan

MICHIGAN —annual purchases: $5% billion — mostly packaged.

N7
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CONTAINER CORPORATION OF AMERICA “\\‘h



AWARD OF DISTINCTIVE MERIT
TO LEO LIONNI
FOR DESIGN OF COMPLETE UNIT

IN MAGAZINES

C. F. Korten, who is a native of Michigan, conirived
what we believe lo be an unusual layoul for this
advertisement. The map of Michigan is silhouetted in

the two blue-green shapes al the lower left of the design.
These two shapes are repealed in the form of a black and
red hand which are referred to as the “mitl” (Michigan’s
Lower Peninsula) and the “thumb” (Saginaw Bay).

The economic and geographic relationship of the iwo
areas is clearly defined. The Upper Peninsula is

the source of the raw materials on which the Lower
Peninsula draws. The ore boat located at the approximale
position of the locks al Saull Ste. Marie, symbolizes

iron mining and Greal Lakes Shipping. The wooded
characler of the north is symbolized by the tree designs

on the black hand and the faciory symbols on the red
hand are indicalive of the tndusirial nature of

much of the southern parl.

Since the Container Corporation sells only to
manufacturers, ordinary consumer appeals are oul.
An important objective 1s lo register the company

name on the mind of the reader.

Reader reaction from this adverlisement was unusually
good. A research study indicated that this adverlisement
was read by more than three times the average

number of readers of the publications

in which il ran. LEO LIONNI

3

ARTIST C. F. KORTEN
AGENCY N. W. AYER & SON. INC.
ADVERTISER CONTAINER CORP. OF AMERICA







AWARD OF DISTINCTIVE MERIT
TO VICTOR KEPPLER

FOR MAGAZINE ADVERTISING ART

The still-life ““Cheese” was created to fill the needs of a
clienl who 1s promoting the lithographic process io buyers
of printing. In effect, each magazine insert in this

series is 10 be a sample.

The color photograph and its reproduction must therefore
have maximum detail in the highlights and in the
shadows . . . have appealing, colorful, subject matier

thal literally causes the reader to wanl o buy . . .

and demonstrate that faithful color illustration is a
powerful attention-geiler. Al once, the photograph must
be an outstanding illustration and also possess needle-
sharp detail. Soft, fuzzy focus might be interpreted

as poor reproduciion.

Assembling the props for this particular shot presenied
something of a problem. Even after extensive searching,
some of the rarer European cheeses could not be

located in foreign food shops. T hey were finally

found in Macy’s. H.A. SMITH

ART DIRECTOR HERBERT A. SMITH, JR.
AGENCY FULLER & SMITH & ROSS. INC.
ADVERTISER HARRIS - SEYBOLD






AWARD OF DISTINCTIVE MERIT

TO LEMUEL B. LINE

FOR MAGAZINE ADVERTISING ART

The silver Concho of the Southwest’s Indians gave this
shoe its name, ils adornment—and suggested the mood

and design of the layoul.

Earth colors of the desert country were used in the
background panels. (We used paslels on rough paper
lo oblain the desired dry sandy texture.) The tempera
drawings by Lemuel Line, inspired by the simple
stylized designs found in Pueblo potlery were handled

as ‘‘sandpaintings.”

For these paintings, part of elaborate rituals, the earth
is the canvas, variously colored sands are the painis—
and the completed design is destroyed al sunsel.

Mr. Line’s “sandpaintings,”’ fortunately, were

more permanenl. JEAN LAYTON

ART DIRECTOR JEAN LAYTON
AGENCY N. W. AYER & SON. INC.
ADVERTISER JOYCE SHOE CO., INC.







AWARD OF DISTINCTIVE MERIT
TO LEE BATLIN AND ROUBEN SAMBERG

FOR MAGAZINE ADVERTISING ART

Given a bright red dress and a client’s desire for a
distinctive imaginative ad was half the baltle. Culling
away all the excess baggage, arranging the {ype
without affectation, eliminating the lemptalion for
facile tricks and keeping a sincere attitude towards

the clientl’s needs was the other fifty percent.

We wanted an ad tha! was clean and fresh looking;

that would have a relationship lo the magazine it was

to appear in. We tried nol to think of il as something
with a prelly frame around it bul rather what it was . . .
a bleed page in vocuk . . . that it would be facing

s toughest compeltilors on the next page. It would

have (o have enough emphasis on the visual to creale
reader inleres! and be freely enough slated o leave

room for their imagination. An assoctiation with good
laste was an imporlant consideralion . . .

the rest just happened! LEE BATLIN

Nteutier infenecs every phase ol contemprary foshun

ART DIRECTOR LEE BATLIN
AGENCY HARRY SERWER, INC.
ADVERTISER SHIRLEY FABRICS CORPORATION
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PAUL W. DARROW

HERBERT MATTER

N. W. AYER & SON, INC,

DEBEERS CONSOLIDATED MINES, LTD.

8

PAUL DARROW

ARTHUR WILLIAMS, BEN SOMOROFF
N. W. AYER & SON. INC.

DEBEERS CONSOLIDATED MINES, LTD.

Voe all yoe ghyons mvarments,
your diamands shine in endless beauty.

Theie brilliance complements

whatever you are wearing.
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ART DIRECTOR LEO LIONNI
ARTIST E. NOFZIGER
AGENCY N. W. AYER & SON, INC.
ADVERTISER PERSONAL PRODUCTS CORP.
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ART DIRECTOR PAUL W. DARROW
ARTIST TANA HOBAN
AGENCY N. W. AYER & SON, INC.
ADVERTISER STEINWAY & SONS

wilh also kniow Lhe woeic

the Stelnway, cndures so incredivly thet It ie ace
tusliy the Inost economical of plancs. Encly, whether
repul Orand or exquisite Vertiral. i 8 laxting 1
ut for your children, snd your children's

Bee your Bleinway representative about
terms and dale of delivery. Stinway’ & Sons.
Stemway Hall, 100 West 57th Streel New York 19,

§ STEINWAY
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ART DIRECTOR LEON KARP
ARTIST ELSIE REBER
AGENCY N. W, AYER & SON. INC.
ADVERTISER FELT & TARRANT MFG. CO.
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ART DIRECTOR RICHARD GANGEL
ARTIST RICHARD GANGEL
AGENCY TIME, INC.
ADVERTISER LIFE INTERNATIONAL



an you believe your eyes?

Which is larger?

Which is taller? Syl ¢
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ADDING-CALCULATING MACHINES

13

ART DIRECTOR LEON KARP
ARTIST HORACE PAUL
AGENCY N. W. AYER & SON. INC.
ADVERTISER FELT & TARRANT MFG. CO.

14

ART DIRECTOR RICHARD GANGEL
ARTIST RICHARD GANGEL
PUBLICATION CUE MAGAZINE



FASHION'S NAME FOR PERSIAN

FETHERLITE BRAND

FEATHERLITE BRAND
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ART DIRECTOR
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ADVERTISER
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ARTHUR P. WEISER

JOHN RAWLINGS

GREY ADVERTISING AGENCY, INC,
A. HOLLANDER & SON, INC.
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BERNARD T. GRANT. KAY KERR
ERNST BEADLE

J. R. FLANNAGAN

NEIMAN MARCUS COMPANY
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PAUL RAND

PAUL RAND

WM. H. WEINTRAUB ADV. AGENCY
DISNEY, INC,



Mr. Disney’s

custom is created

for those men in each
community who
want extraordinary
hats. . . at prices [
no higher than the ‘J’
ordinary. g
Hat illustrated : 3’
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Question: Which one of these fruit flavors
dont, you get when you get this~

Answer:

| MEET THE GREEN-EYED
0 MONSTER called Jealousy- -the
fellow who envies the get-up-
and-go of other folks' cars
in cold weather.

[ J
V The car owner who has Quaker
’ | State ('old-Test Motor Oil
g 0 | in the crankcase envies no one.
Quaker State Cold-Test is

refined with great care from
1009 pure Pennsylvania grade

L]
. crude oil, and it's your engine's
6!” a I best wintertime friend. Makes
your car wake up quicker .
and run more enthusiastically

than ever before!
(/GHEEN-EYED m’e)

40¢ per U. §. Quort incivding
Federal Lubricating Oif Tax

QUAKER STATE OIlL REFINING CORPORATION, OIL CITY, PA,

Member Pennsylvania Grade Crude O Associotion

18

ART DIRECTOR JOSEPH O. WALLACE
ARTIST FRED SIEBEL
AGENCY KENYON & ECKHARDT, INC.
ADVERTISER QUAKER STATE OIL REFINING CORP.

19

ART DIRECTOR HARLOW ROCKWELL
ARTIST ROBERT GEISSMANN
AGENCY YOUNG & RUBICAM, INC.
ADVERTISER LIFE SAVERS, INC.
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You'll knock A great gift far Dad. Easy on the eyes. . . luxurious

to the touch ... and utterly fit to be tied. .. by the proudest of
him for a loop pops. Striking foulards. . . creatively designed. .. of pliant Celonese®

. rayon yarn, woven in the hills of Pennsylvania, and skilifully
with a
craft-printed in the little New England town to whose

. name they‘ve brought fame. At fine men's and department
stafford robe ’ ' :
stores everywhere...Staffordwear, Inc.

father’s day

June 20...

E AR KLY

/ r
stafford

(3eb BeRh & b e, WEL BSmeU Lo 003 Be Reee ta mg
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ART DIRECTOR PAUL RAND
ARTIST PAUL RAND
AGENCY WM. H. WEINTRAUB ADV. AGENCY
ADVERTISER GOODMAN & THEISE, INC.



Room to see out we call

it "Picture Window" Visibility—a real

view all around. For example, the
rear window is 88% larger.

Ford's new *Para-Flex"
Rear Springs, parallel to
the frame, are extra-
long, extra-strong to
soak up the bumps be-
fore they get to you.

New rear springs \y

—

4

I~

Plenty of room overhead

You ride in the back seat with-
out knocking your hat off.

-

4

Safe A wonderful new Conlforb You ride relaxed as the miles
“lifeguard” Bady—59% more go by, thanks to the lower, road-tugging center
rigid! Lower, too, with a of gravity of the Fard “Forty-Nine "

“dream car"” silhouvette!

Seats SO Wide Your living room sofa BrakES SO lfgh't You'll stop

is the only match for Ford's soft seats. The on a dime with these brakes you
front seats are actually 57 inches wide; the love to touch. Mare King-Size than
rear seats are even wider . . . 60 inches! ever, with quick, sure ""Magic Action.”

'M].d Shlp” R{de You travel in

the level center section of Ford's “Lounge
Cor” Interior where the going’s smoothest.

* ¢ .

Hydra-coil springs
Up front, rugged coil springs
combine with double-action

aircraft-type hydraulic shock ab-

sorbers to cradle you in comfort!

3 Ican hardly
& > wait myself

¥ “} . .. to show you

“The Car of the

Year!" Watch for
the daote!

‘i
///// s a
&

63”10w

And all the

looks of the cost-
liest cars! The
fine car of the
low-priced field.
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ART DIRECTOR WALLACE W. ELTON

ARTIST HANK BERGER
AGENCY J. WALTER THOMPSON COMPANY

ADVERTISER FORD MOTOR COMPANY
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J This Idea Holds Water

\ FATER, ono of the groatest of blessings, can alsa
destioy n sea wall, undermine & dam, O turg your
v new collar Tnto & awimmin L From a trickle to &
Js watching L
ed, coupled with fmugioution, Shell
and fantastio metbod of

Out of thi

seientints have prod

ol & ney

\t

hoepiug water in its place. With "hypode needles

they build a wall underground, controlling the flow of
water fu sl N [/

“Shellperm” bs the name. The product and process are an
ociginad Shedl devedopmnt, weod thus far on such projocts

\ a3 the prevention of water lenkage unider carth dums iud
N Jevees—or through tunmels—or through stractares belaw

J the ground water level
J The product is s special ssphalt emulsion, Injected

under low preswure through an especially designed
nozzle. It may be driven down thirty, forty feet or more .
Then comes the shot of asphalt emulsion containing !‘
# chemieal 1o break it at the right time, and place a hare u

Q} ther where you want it

With injections two to five feet apart—depending on
the type of wll —the emulsion re-forms {nto large bulhs

of mephalt, prodocing & watertight undergron
No trenches or pita to dig. ., no dirt to move ... it's
all done with “needles!
Shell's: ploncering in asphalts derived from petro
Jeom I behind $h v)

ellperm—that plus the imagination

to conveive and perfect this new way to use asphult

ik andd uew applications re formed

As the iden exy
this protwss promises to bevome an fmportant tool of
conservation and economy. V

JJ Sheflperm i ooly one achiovement by which Shall

Reseurch demunstrates leadership in the petroleum in
aty. Wherever vau wx
Sbell Hese

duatry, and in pe

the Shell name and ¢ reh by your

guarintee of quality

J
Y ) i i

/, throwg/

22 Shell Resedh
ART DIRECTOR ARTHUR T. BLOMQUIST
AGENCY J. WALTER THOMPSON COMPANY
ADVERTISER SHELL OIL COMPANY, INC.
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ART DIRECTORS HARLOW ROCKWELL, JAMES ELLIOTT
ARTIST JOHN RAWLINGS
AGENCY YOUNG & RUBICAM, INC.
ADVERTISER CANNON MILLS, INC.
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ARTIST JOHN RAWLINGS
ART DIRECTOR ARTHUR P. WEISER
AGENCY GREY ADVERTISING AGENCY, INC,
ADVERTISER SCHNEFEL BROS. CORP,

25

ARTIST PETER NYHOLM
ART DIRECTORS HARRY F. O'BRIEN. ROBERT W, COWAN
AGENCY O©O'BRIEN & DORRANCE. INC.
ADVERTISER FORTUNE MAGAZINE

n the right mind.. and you influence many minds




ART DIRECTOR
ARTIST
AGENCY
ADVERTISER
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BARRY E. THOMPSON

GEORGE GIUSTI

BENJAMIN ESHLEMAN CO,
THE DAVISON CHEMICAL CORP.

with direction

Chemistry 1s oction . . . ond resaorch—the heort
of chemistry—~directs the formation of needed ond new
producis from noturol substonces.

Dovison, for exomple. mokes sulphuric ocid
from sulphur. Davison mokes superphosphotes from noturol
phosphote rock. Dovison mokes gel Iype cotolysts
from sond  with the result thot more eflicient gosclines ore
economicolly ovoiloble, better paints ond plostics ore
possible ond mony new products con be synthesized.

Dovison praducis, processes, technology ond
reseorch enter into procticolly every phose of industry
ond ogniculiure

THE DAVISON CHEMICAL CORPORATION

PALTIMORE 3, MARYLAWOD

PROGRESS THROUGH CHEMISTRY



ARTIST

ART DIRECTOR
AGENCY
ADVERTISER

5]

KISLAN

27

MITCHELL BLISS
AMBROSE J. KENNEDY
LESTER HARRISON, INC.
NORMAN BLUM CO.




Cats
seldom
stumble,
tumble,
slip

or
topple.
When
they
do

they

always

seem

to

land

on

their

feet.

Not WomALwSVaE iR
|

* | The Travelers

with | INSURANCE COMPARY

humans. ———
| T T (T

Hence | IsurAce siee 180s

accident |
|

insurance.
You
need

the

best.
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ART DIRECTOR HARLOW ROCKWELL
ARTIST FEODOR ROJANKOVSKY
AGENCY YOUNG & RUBICAM, INC.
ADVERTISER THE TRAVELLERS

29 >

ART DIRECTOR ERIK NITSCHE
AGENCY DORLAND, INC.
ADVERTISER F. DUCHARNE SILK COMPANY



suminer prints by

244 Madison Avenue, New York 16
631 S. Westmoreland Avenue, Los Angeles 5 + 16-20 Rue Drummond. Montreal
20 Rue de La Paix, Paris
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ARTIST JOHN RAWLINGS
ART DIRECTOR ARTHUR P. WEISER
AGENCY GREY ADVERTISING AGENCY, INC.
ADVERTISER BURLINGTON MILLS, INC,
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ARTIST

ART DIRECTOR
AGENCY
ADVERTISER
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BEN SOMOROFF

EDITH JAFFY

N. W. AYER & SON. INC.
TELECHRON. INC.



L
oy
=
a
=
=

I
— e ————, ——

’\’zu“ s‘m

S

£

Artist ~ Herbert McCiure, native of North Carolina
NORTH CAROLINA —annual purchases: $2 billion — mostly packaged.

CONTAINER CORPORATION OF AMERICA
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ART DIRECTOR JEAN LAYTON
ARTIST HERBERT McCLURE
AGENCY N. W. AYER & SON. INC.
ADVERTISER CONTAINER CORP. OF AMERICA

Wi sty ont in fromt of youe store?

it

f

ARTIST
ART DIRECTOR
ADVERTISER

34

BEN ROSE
WILLIAM GOLDEN
C.B.Ss.



ARTIST

ART DIRECTOR
AGENCY
ADVERTISER
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JOHN RAWLINGS
ARTHUR P. WEISER

GREY ADVERTISING AGENCY. INC.

BURLINGTON MILLS. iNC.
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ARTIST

ART DIRECTOR
AGENCY
ADVERTISER
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TEEN BECKSTED

WILLIAM B, WOOD

N. W. AYER & SON, INC.
CATERPILLAR TRACTOR COMPANY
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ARTIST

ART DIRECTOR
AGENCY
ADVERTISER
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SYDNEY BUTCHKES

LEO LIONNI

N. W. AYER & SON, INC.
CONTAINER CORP. OF AMERICA






ARTISTS

ART DIRECTOR
AGENCY
ADVERTISER

AL BAXTER, S, B. VALENTINE ARTIST
WALLACE W, ELTON ART DIRECTOR
J. WALTER THOMPSON COMPANY AGENCY

FORD MOTOR COMPANY ADVERTISER

LEMUEL B, LINE ARTIST
JEAN LAYTON ART DIRECTOR
N. W. AYER & SON, INC. AGENCY

JOYCE SHOE CO,, INC. ADVERTISER

TEXTRON

42

FRED SIEBEL

ARTHUR T, BLOMQUIST

J. WALTER THOMPSON CO.
TEXTRON, INC.



N
A
8
<
=5
o~
)
&
2

43

ARTIST SOL MEDNICK
ART DIRECTOR MILTON WEINER
AGENCY N. W. AYER & SON. INC.
ADVERTISER CARRIER CORPORATION




a4

ART DIRECTOR JOHN GROEN
ARTIST ERIK MILLER
AGENCY FOOTE. CONE & BELDING
ADVERTISER LOCKHEED AIRCRAFT CORP

45 '
ARTIST TEEN BECKSTED R
ART DIRECTOR WILLIAM B. WOOD Al]‘
AGENCY N. W. AYER & SON. INC,
ADVERTISER CATERPILLAR TRACTOR CO. po“’c]‘
o

is
peace
power

LOCKHEED @

CATERPILLAR DIESEL “’
o=




by judging a bit more wisely

by creating a bit more skillfully

it's possible to
produce advertising that
moves more merchandise

per dollar invested.

YOUNG & RUBICAM, INC.

dvertnung +

ARTIST

ART DIRECTOR
AGENCY
ADVERTISER

ARTIST

ART DIRECTOR
AGENCY
ADVERTISER
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SAM COBEAN

FRED SERGENIAN
YOUNG & RUBICAM, INC.
YOUNG & RUBICAM, INC.

a7

JOHN RAWLINGS

WILBUR L. THOMAS
THOMAS & DELEHANTY, INC.
HARRY WINSTON., INC.






ARTIST

ART DIRECTOR
AGENCY
ADVERTISER

48

GENE FENN

VIRGINIA THOREN

THE ALBERT WOODLEY COMPANY
MUTATION MINK BREEDERS ASSN.




ARTIST

ART DIRECTOR
AGENCY
ADVERTISER

Ambossador from Dixie A
rouUn noscs g
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ANTON BRUEHL
WALTER GLENN
YOUNG & RUBICAM, INC.
FRANKFORT DISTILLERS



ART DIRECTOR
ARTIST
AGENCY
ADVERTISER
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FRANK GOLDEN

ADELAIDE STEVENS

J. WALTER THOMPSON COMPANY
SHELL OIL COMPANY, INC.

ARTIST

ART DIRECTOR
AGENCY
ADVERTISER
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HI WILLIAMS

JOHN H. TINKER. JR,
MCCANN . ERICKSON, INC,
NATIONAL BISCUIT COMPANY
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ARTISTS TADEUS LIPSKI. JOE DEL SORBO ‘ A
ART DIRECTOR DANIEL DE KOVEN

AGENCY HIRSHON-GARFIELD., INC.
ADVERTISER BURLINGTON MILLS, INC.

ed

%4
3
S

»
fyig !?}"I:‘: :‘
¢ R0

i
Lt

g

b1




ARTISTS

ART DIRECTOR
AGENCY
ADVERTISER

53

PAGANO-BLUESTONE

EDMUND SMITH

J. WALTER THOMPSON COMPANY

THE UNITED PLAYING CARD COMPANY



ARTIST

ART DIRECTOR
AGENCY
ADVERTISER

54

ROY MCKIE
ROY MCKIE
N. W. AYER & SON, INC.
LADIES' HOME JOURNAL

JOURNAL

TROY

ARTIST

ART DIRECTOR
AGENCY
ADVERTISER

55

ANDRE DURENCEAU
RONALD JOHNSTONE
YOUNG & RUBICAM, INC.
THE TRAVELLERS

o =

The Travelers
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ART DIRECTOR ROBERT T. GAGE
ARTIST ROBERT T. GAGE
AGENCY GREY ADVERTISING AGENCY, INC,
ADVERTISER B, BLUMENTHAL & CO.. INC.

57

ARTIST JOHN ATHERTON
ART DIRECTOR HERBERT A. SMITH, JR.
AGENCY FULLER & SMITH & ROSS, INC.
ADVERTISER WESTINGHOUSE ELECTRIC CORP.

you can 88 SURE .1k s\ Vostinghionse

B Mlumenchl & Co., Inc, 1372.82 Broadway, New York 18, New York ® Busion Specialisss Since 1877

21C1UN1 04 2 wOTON 1400 HIr 10NG
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ART DIRECTOR JOHN COOK
ARTISTS FRED SIEBEL., CARL PAULSON
AGENCY

J. WALTER THOMPSON COMPANY

ADVERTISER P. BALLANTINE & SONS



Mark Tobey — Artist

WASHINGTON —annual purchases: $1% billion—mostly packaged.

CONTAINER CORPORATION OF AMERICA




ARTIST

ART DIRECTOR
AGENCY
ADVERTISER
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MARK TOBEY

LEO LIONNI

N. W. AYER & SON, INC.
CONTAINER CORP. OF AMERICA

ARTIST

ART DIRECTOR
AGENCY
ADVERTISER

60

JOHN H. TINKER. JR.

JOHN H. TINKER, JR.
MCCANN-ERICKSON. INC.
AMERICAN MUTUAL LIABILITY INS.

co.
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ARTIST

ART DIRECTORS
AGENCY
ADVERTISER
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MARTIN BAUMAN

F. W, BOULTON, G. R, ALLEN

J. WALTER THOMPSON COMPANY
WECO PRODUCTS COMPANY
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51700,000,000 from investors
for new telephone facilities
in the last two years

ART DIRECTOR
ARTIST
AGENCY
ADVERTISER

ARTIST

ART DIRECTOR
AGENCY
ADVERTISER
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LEON KARP

BEN ROSE

N. W. AYER & SON, INC.
AMERICAN TEL. & TEL. CO.

63

FRED SIEBEL

ARTHUR T. BLOMQUIST

J. WALTER THOMPSON COMPANY
TEXTRON, INC.



Bu‘gﬁt theasu'e
(IO)L dream castles

GL{}ts &com oWy

Decovatine. Galleries

cajw(}uf,% slected

fo theiv o’dgémﬁt‘y.

thei C)L(th) many [u,p

thein canthlbownd pluees
Ciganette butlov... 1200°

3-in 1 coffee service _(,J.uga)t bow,
creamer and lwo-cup

co-(j@ce [x»t )... 15.00"

Gub‘un-mg i“ﬂ L oot

Powuingen ash buay... 480°
JMateh box... 1807

Stlver plated
*Dnebuding tox
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ARTIST ERNST BEADLE
ART DIRECTORS BERNARD T. GRANT. KAY KERR
AGENCY J. R. FLANNAGAN
ADVERTISER NEIMAN MARCUS COMPANY

Tweuso L MMWW Lot - -
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ARTIST GINNIE HOFMANN
ART DIRECTOR MILTON WEINER
AGENCY N. W. AYER & SON. INC.
ADVERTISER PERSONAL PRODUCTS CORP.



ARTIST

ART DIRECTORS
AGENCY
ADVERTISER
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MARTIN BAUMAN

F. W. BOULTON. G. R. ALLEN

J. WALTER THOMPSON COMPANY
WECO PRODUCTS COMPANY
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ART DIRECTORS CLUB MEDAL
TO ROBERT T. GAGE
FOR DESIGN OF COMPLETE UNIT

IN NEWSPAPERS

The Ohrbach ad had to tell a story of low prices while
conveying the feeling of quality. Usually these two factors
are irreconcilable in the public mind. It was a daring
statement to make and to gain credibilily for it

we had to stale it daringly visually. If we looked
dramatic and smart in our layout we would associate
those qualilies with the merchandise. All the shouling

in the world could not, in our opinion,tachiejve that aim.

The ad itself tells the rest of the story. The girl hanging
aloft from an open umbrella was an unusual way of
saying high fashion. T hen the tremendous drop of
white space to the huge word Low gave our low price

message memory value.

This ad was used in Los Angeles as part of a pre-opening
campaign for Ohrback’s new store. Did it do a job?

All we can report is that so many thousands came 1o the
opening that the store had to close ten minutes after

il opened. ROBERT GAGE

67

ARTIST JOE DE CASSERES
AGENCY GREY ADVERTISING AGENCY, INC.
ADVERTISER OHRBACH'S ’



T hev're sensational! heet and

natis, tetlored fae ws by [orch of

ibaitae The demiome ua red, goid,

€reen. or copper, wuth the shimases sod

Ehimmes coming from wnderlymg

wold threads. The blowiifin geid rotion

gees woth theme sliPThe s parces ra the

marciung drober et ored boy 35,00 — -
.
o7 sow ean buv thems srparairie Itke the
e 2.50. Shoria, 1,95, Pedel pushers, 3.95. \

Jarker, 1095, skirt, 4,98, Bloner, 1,98 B
~res 1010 b6

“poris Shup, “ernnd Floor \

iridescent denims! A\ brand new light on winter vacations, cruises. next

- o N . . . LA 9= 1
summer: Verv effective under a Christmas tree—the six pieces and box 35.00!



AWARD OF DISTINCTIVE MERIT

?

TO MERLE BASSETT

FOR FASHION ART IN NEWSPAPERS

Presenting limp overalls in a crisp, exciting, desirable
way 1s more of a challenge o me than painting a nude
in front of a rococo mirror. This ad on iridescent denims
was a real problem. First of all, I had to show

four sets of these wonders plus a gift box, plus quite a
block of copy, all on one page, and then color lo cram
inlo il just lo make 1t doubly beautiful. It was the kind of
thing some artists would call “commercialism,” fling
down the proverbial brush and head right for the
“Village,” or it could make him a tried but true

cram layoul artist who shrugs his shoulders and does

.a safe catlalogue approach.

I encourage an ariist lo be as “arty” as he wanis to be;
lo use any medium or irick in the book, play modern as
Picasso, realistic as Whistler, just as long as the
Sfinished effect is visually pleasant lo our cusiomer’s

20-20 vision, and convincing.

We had a choice of green, orange or purple to work with
in color. I picked orange because I fell it would be the
most unusual shade for newspaper. Of course, a greal
deal of the finished charm is due to the ability of

M. Bassetl to translale the clothes in a fresh stimulating
manner, yel keeping them factual, and in the end
convincing the woman that she'll be fresh as a daisy

when she wears them.

This was one of lhose ads when everyone on the slaff
kept asking. “When does the denim ad run?” A sign, as

you well know, of a Jackpot ad. CHARLES GRUEN

68

ART DIRECTOR CHARLES GRUEN
ADVERTISER NEIMAN MARCUS COMPANY



The = 1 accessory color of the season. “Thrush”™ Migrating into

every smart wardrobe. This time inacollection of ercamy suedes.

The bag, a square suede
pauch with gold plated femne.

Fron & cvlles tion, 30.00

The shwse, from ou

Thrush wollertion, Carriage
twxl. Vethraal pump.

Made on the famous Palter de
Fiso Strattord lust

elastweized fur vuunfont

wl peefect fit. 21,93

The gle. o fonr batton due.
Kin. PN, stitehing
6.5 Al shenties 6,95

o .95

To blend with it the

hase, epesially dyedd for
Neiman-Maren. by

By, Thave propurtivned
lengthe. 15 denier, 51

gauge 250

For w orsstal chear wueh of
Thesh, The mecklaee

e ervstal* and Thewh, 21.00
With pearls. 12.00, Far
clips, 600 jur. tax

panda ervatal, of cotese,

Fit=t Fluot Shops

Noiman o



AWARD OF DISTINCTIVE MERIT
TO MERLE BASSETT

FOR PRODUCT ART IN NEWSPAPERS

Sometz'mgé when it’s 6:35 P.M., and I have just gotten
my fist filled with copy due out that same evening,
those wonderful cliches such as “‘primary objectives,”

“art treatment,” ‘‘emotional color excitement,” and
“symbolism’ seem like things I left long, long ago

in art school, year one.

This ad was one of four color ads introducing a new
Fall tone called “Thrush.”’ This section was to be on
accessories. Now stockings, shoes and gloves can ~

look very inanimate at 6:35 and it’s very difficult to use
an art ireatment lo feature the merchandise rather

than a treatment that’'s all style in handling. So I used
a more functional design to transmit the meaning of
the headline smack across the page, then look a
whimsical bird as symbol for both color and idea.

It gave me the color key too, for the best advantage.

I kept the tone flat and with a bold contour drawing
for the still lifes, Mr. Bassett breathed life right into it.

As it turned out, the ad was given the acid test all
Neiman-Marcus ads are given. Everyone said, “terrific

looking, did it pull?”’ It did! CHARLES GRUEN
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ART DIRECTOR CHARLES GRUEN
ADVERTISER NEIMAN MARCUS COMPANY



70

ART CIRECTOR WILLIAM TAUBIN
ARTISTS TINO NIVOLA, BEN SCHULTZ
ADVERTISER FRANKLIN SIMON

71

ART DIRECTOR CHARLES GRUEN
ARTIST CHARLES GRUEN
ADVERTISER NEIMAN MARCUS COMPANY

o o The scented soak. Here are the N-M

directions for making the most of your tub, whether

it's a two minute quickie or an hour’s soak in sweet
cream. Try a rub-down of Antoine’s Body Mist
“Audace,” 5.00. Now Cleopatra, soften and per-
fume the water with Matchabelli's Abano Bath Oil,
3.75 and 6.50, or Elizabeth Arden’s Blue Grass
Fuffy Milk Bath Petals, 2.00. Soft
soap your body with a fine Light-

foot soap, 1.00 box, and scrub to a
sparkle with a pure bristle brush from
Rooney of England. 6.75. Have acom-
plete facial with Jaquet's “Masque Vivant”
while you soak, 3.00. Tear yourself away from
it or you'll be late. Splash on Jean Nate's Friction
Lotion, 1.35, or dive into a cloud of Mary Chess’
Dusting Powder, 3.00. Put your crown on—for if
you don't feel like a queen now—you never willt
Any or all of these bath wonders can be found in

our Joiletries. Shop, First Floor

- Noinas o




EASTER RIDES A STREET CAR NAMED ROMANCE...FILLED WITH SENTIMENTAL PERFUMES..
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ARTIST BERNARD PFRIEM

ART DIRECTOR RALPH DADDIO
ADVERTISER BONWIT TELLER
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Mint Green—just one of the wonderful eolors in matehing sweaters

g
and skirts from our Jr. Shop Treasury of secombsemester separates!

Yo could say we were feathering our “Fhrosh Nest!” £ For here comes 1N
our newest aceessory note Thrash in hags, gloves shoess hose and jewelry! ﬂ.‘““ﬂ‘m
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ART DIRECTOR CHARLES GRUEN
ARTIST MERLE BASSETT
ADVERTISER NEIMAN MARCUS COMPANY
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Vive la Franee!

ART DIRECTOR PAUL RAND

ARTIST PAUL RAND
AGENCY WM. H. WEINTRAUB ADV. AGENCY

ADVERTISER FRANK H. LEE COMPANY
0 - L 3
| 5 I “'l l \‘h“)ng ART DIRECTOR ROBERT T. GAGE
()l ” ] W1 Neeo AGENCY GREY ADVERTISING AGENCY, INC.
A

ADVERTISER OHRBACH'S

77 >

ART DIRECTOR PAUL RAND
ARTIST PAUL RAND
AGENCY WM. H, WEINTRAUB ADV. AGENCY
ADVERTISER KAISER-FRAZER CORPORATION

its Ohrbachs
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o mallions . .. 4 profit i penmes”
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suceess of Kaiser-Frazer may be measured, There is the fact

%_ % thatin two sears the KoF enginvering-production team
(=) Q

buiit and ~hipped mare autimobites than any Cindependent

e fact that ia just 1060 working davs, Kaiser-Frazer

% % changed the traditional *Big Three” of the antonabile world
() S (] (I

1 The Beg Fof todas . But even more significant is the

. ~uceess of the Katser and Frazer cars themsedves, These fine
() ) automabiles brought  concept of motor car design,

performance. comtfort, and value so new tcthe mediomeprice fi

ﬁ ﬁ that toddas they are the most copied cars in histors !
(~) = (2) s

Lo heep up with the demand, Witlow Run is now producing
§ears vvers 3aninutes ooyt Raiser-Frazer wasn't
ﬁ O& even i prosdaciion 20 months ago? 10w 0 minele vess Vimrach
the bt Vmerican tradition, Bt couldn’t have happened

__—i‘% iy pihwee ebse an carth !
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cr L I" llZCl Corporation... One of Americad’s Greatest Success Stories !
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i

* Built. sold and delivered more cars in teo vears than any netw antomobile plant in history !
H J ; "y !
* Now making -1 cars overy 3 minutes, all dav. every day !

* Criginators of the maost copied cars in history !

* Largest “independent”.. now_the old “Big Three”is The Big 1!

* One of the largest Doaler-Service organizations in the world !
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The Columbia Broadecusting System
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PAUL RAND

PAUL RAND

WM. H. WEINTRAUB ADV, AGENCY
KAISER- FRAZER CORPORATION

79

WILLIAM GOLDEN
C.B.S, PHOTOGRAPHIC DEPARTMENT
COLUMBIA BROADCASTING SYSTEM, INC.



Sure, Telewision's amazing

-and it's practical, too!

You'se missing the ball m Tetevision

#f you don't realize how wedl

it's paying off today. For example

the cost of audiences aclually delivered
by 2 ful-hour CBS-TV program

is 7% lower than the cost of reaching
people through the average fuk.page
newspaper advertisement. Clearly,
Television is practical. And leading all
Television is WCBS-TV which
consistently defivers the largest
audiences of all New York stations,
quarterhour by quarter-hour,

seven days a week. More people fune
more often to CBS-TV programs

than to any other—indicating dlearty
where the advertiser can be
most practical tn Telewssion today

80

ART DIRECTOR WILLIAM GOLDEN
ARTISTS JAN BALET, MORT RUBENSTEIN
BOW OPERATING N (9 MAJSE MARRITS
ADVERTISER COLUMBIA BROADCASTING SYSTEM., INC.

81

ART DIRECTOR PAUL RAND
ARTIST PAUL RAND
AGENCY WM. H. WEINTRAUB ADV. AGENCY
ADVERTISER KAISER-FRAZER CORPORATION
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* Buile, sold and delivvred more cars in twa yours than oty swwe wntomehile ploat i history
* \e muohiag 4 cars every 3 minutes, all dis, ereey day !
* Originatoes of the most copied sars en history

* Largest

pbependdont™. .o the old *lig Theee is The Big ¢

* Onee of the largest eals wrgenizations i the workd
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CHARLES GRUEN
MERLE BASSETT
NEIMAN MARCUS COMPANY

83 >

RALPH MUTTER. HARRY F. O'BRIEN

FRED CHANCE

MARSCHALK & PRATT COMPANY
STANDARD OIL COMPANY OF NEW JERSEY
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INVITATION

You and your family arc eordially invited to enjoy
the weekly Sunday concerts of the

NEW YORK PHILHARMONIC- SYMPHONY ORCHESTRA

with introductions and comments by Mr. Deems Taylor

Two to three-thirty o’clock Central Standard Time
beginning October 10, 1948, and continuing
weekly through April 17, 1949

Broadcast coast-to-coast over the national network
of the Columbia Broadcasting System

AND YOU ARE ALSO INVITED TO

“WEEKR-END WiTHH MUSIC”
During each week’s Intermission you will share
with a group of musically gifted young people their
youthful, vivid, firsthand impressions of notable
events and famous personalities in the world
of music — conductors, composers, singers and
musicians —people they meet during
a memorable week-end visit to New York.

Tune in 0000 (0000) at 0:00 o’clock Sunday afternoon

This 107th Season of the Philharmonic is
3 broadcast under the sponsorship of
i Standard Oil Company (New Jersey)
i 30 Rockefeller Plaza, New York 20, N. Y.

e i
.
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ART DIRECTOR CHARLES GRUEN ﬁ.’
ARTIST MARGARET NEAL //f %/' i LA,
ADVERTISER

NEIMAN MARCUS COMPANY

85

ART DIRECTOR FRANCES OWEN B
ARTIST R B ENNET . h ‘ - she cradiiien ef the Stemw of the Choinizmas Spam
ADVERTISER MARSHALL FIELD AND COMPANY 9, { ' y . .
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ART DIRFCTOR
ADVERTISER
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SYLVIA BRAUERMAN
JUKE GOODMAN
SAKS FIFTH AVENUE

SOPHII-
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ARTIST MERLE BASSETT
ART DIRECTORS DOROTHY MAROOTIAN, CHARLES GRUEN
ADVERTISER NEIMAN MARCUS COMPANY
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Neinven-Mareu- Fa-lions create a teend Trom the timmortal colture of Greeee r g

88

ARTIST MERLE BASSETT
ART DIRECTOR CHARLES GRUEN
ADVERTISER NEIMAN MARCUS COMPANY

Dallas” most Tamous color—in two new appeatanees! At vonr fingertips, ‘ ; M‘W
)

in Andre S, David's cameo toned gloves! Aud the Lambert Gardens?”




ADVERTISER SAKS FIFTH AVENUE
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ARTIST SYLVIA BRAUERMAN ’ { ]
ART DIRECTOR JUKE GOODMAN :
8
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ART DIRECTOR ROBERT T. GAGE
ARTIST JOE DE CASSERES
AGENCY GREY ADVERTISING AGENCY, INC.
ADVERTISER OHRBACH'S

[/ TRADE PERIODICALS



“whats so lTunny?”

i

“LIEE WITH LUIGI" 1S FURRY" e

Luigi is now on the air making (nends by
the illions. For Luigi is mass-audience

» ing. charged with sales-p e

laughter. But it's more than superb
characier-and-situation comedy. It has

the fresh impact ol (nendly satine

of a salty vein of Americana

Starring J Carroll Naish, 11 3s prduced
with the adroit shill of Cy Howard who built

“My Friend Jrma” into its lop-20 rating.

AND“MY FAVORITE HUSBAND" 15 FUNNY

For Lucille Ball is one of the great *natural™
comics in showbusiness. playing the lead

in 2 rambunetious husband-and.wife

comedy situation Tuilored for Ing audiences,
1t cavers “'the war belween men and women™
T 1s the work of Jess Oppenheimer, one of
the W crafismen of radic’ comedy (and chiel
writer and director ol the Fanny Brice show)

Varieny calls 1t “slich radio™ So dnes the

audience And so will a sponsor.

“Luigi and “Husband™ are two CBS Package
Programs. conceived and built in the same
creative workshop that produced 21 amher

CBS Package Pragrams. now successfully
~rying 18 different sponsors loday

In other words. they're top nelwork programs
And having them on the air. fully developed.
would make many kinds of people happy.

wicluding 1wo alert advertisers

SCoast ro const on { N9 W 10 60 PV ENT, Tuerdars
@S Coust 10 roust an CBY, T 00T W P EST Naturdars

C XS S PIKAGE PRIGRAMS



ART DIRECTORS CLUB MEDAL
TO WILLIAM GOLDEN
FOR DESIGN OF COMPLETE UNIT

IN TRADE PERIODICALS

CBS 1is the largest network producer of ‘‘Package
Programs” in radio, and we have the problem of
announcing our productions from time to lime.
Usually we try to indicale the character of lhe program
in these ads. Particularly successful was the series of

drawings by David Slone Martin.

On this occasion however we wanted lo make the
slatement thal two new comedy programs were available.
New shows are an old story with CBS. The news was

two comedies.

I made a thumbnail skeich one night that I thought said

“two” and “comedy.”

The next day in our Arl Depariment, four of us
turned loose on seeing how simple a lechnique we could
find for the two heads. I didn’t want a “name” artist
for fear that the drawing would get more interesting
than the message. When we were lhrough,_.s:omeone
counted 150 drawings. 1.did the fal one,

Lou Dorfsman, the skinny one.

My wife (Cipe Pineles) accuses me of stealing
the “fat’”’ and ‘‘skinny” lype-face from something
she did a long time ago. And I'm afraid

she 1s 1ighl. WILLIAM GOLDEN

o1

ARTISTS WILLIAM GOLDEN, LOU DORFSMAN
ADVERTISER COLUMBIA BROADCASTING SYSTEM, INC.






ART DIRECTORS CLUB MEDAL
TO ADRIAN SIEGEL

FOR ART IN TRADE PERIODICALS

Innumerable pictures have been taken of Arturo Toscanini
and many of them have succeeded in capturing his
dramalic personalily, but for this advertisement

we needed an illustration which would also convey the
excilemenl and emolion of greal symphonic music.

It was logical lo turn lo Adrian Siegel, musician and

photographer of music, for this assignment.

From his vanlage poinl in the cello section, Siegel has
succeeded in capturing a brilliant gallery of action shots.
Since he literally knows the score, his photographs

are nol accidental candids, but selected for mood and
dramalic effect, as in this typical Toscanini demand

for planissimo. ALLEN F. HURLBURT

3B Symphony

-

92

ART DIRECTOR ALLEN HURLBURT
ADVERTISER NATIONAL BROADCASTING COMPANY
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AWARD OF DISTINCTIVE MERIT
TO BEN SHAHN

FOR ART IN TRADE PERIODICALS

A picture of an empty studio is preily depressing.

The only man I knew who could keep it from being that
emply was Ben Shahn. We spent about three hours

one night wandering around CBS studios that had just
been emptied. A photographer came along to make

detail noles for Shahn.

I gave Shahn a lentative space to work in, since I had
a rough layout in mind; made him read the copy,

and I crossed my fingers. The final drawing wasn’t
anything like I had been expecting. It was much belter.

But I was almost afraid to use 1.

It was an exciling, empty studio all right. Bul il didn’t
say “‘radio studio.”’ Shahn tried to pul some radio
paraphernalia in it, but it spoiled the drawing.

I was reluctant to ruin his drawing; he was anxious

lo help me make a successful ad. We seilled, happily for
both of us, for the addition of a drawing of the

microphone used as a signalure. WILLIAM GOLDEN

293

ART DIRECTOR WILLIAM GOLDEN
ADVERTISER COLUMBIA BROADCASTING SYSTEM, INC.



Bugs in your Boston Budget?

. SN
._\\ S

N /7 \t WEE! in Boston can get rid of them. Fast!

“w-

Like this: Six years ago, Eldred & Barbo—
furniture manufacturers —-% opened a store

‘ £, s * 14 mites from Boston. They bought participations
X % /1 on WEEI's “Priscilla Fortescue.” Today, with a

)

other Boston stations combined!*

. ) three-acre showroom, they call themselves
% \ : * “the business Priscilia built,” and say, "she
- - % brings us more customers than four

() . ,
' § No wonder more Boston advertisers invest more
. ‘ money— and make more sales on WEEI
—\\\x\ than on any other | station.
A A




AWARD OF DISTINCTIVE MERIT
TO WILLIAM GOLDEN
FOR DESIGN OF COMPLETE UNIT

IN TRADE PERIODICALS

Before the war I began collecting old prints with an
eye to seeing how they could be used in our irade ads.
But I got an olive-drab suit before I had the

opportunity to work it out.

By the time I got back to CBS I found to my great
dismay that there wasn’t an art director in

America who hadn’t had a crack at fussing with old
prints. So I thought I'd forget all about them.

I did too, until a series of ads for WEEI came along.

I had a slight struggle with myself . . . finally decided
they could be much brighter than the bar-charts

the Station Manager wanted. And I had to get them out
of my system anyway. So I made five of them in a hurry,

and I'll try not to do it again. WILLIAM GOLDEN

94

ARTIST OLD ENGRAVINGS
ADVERTISER COLUMBIA BROADCASTING SYSTEM, INC,
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HOUSE FURNISHING REVIEW « HOME FURNISKINGS MERCHANOISING - LINENS AND DOMESTICS « CROCKERY AMD GLASS JOURNAL
CORSET AND UNDERWEAR REVIEW . FASHION ACCESSORIES - INFAMTS & CHILOREN'S REVIEW . HAHOBAG BUYER
LUGGAGE & VEATHER 6000S + NOTION ANO NOYELTY REYIEW . AIRPORTS & AIR CARRIERS . COSMETICS AND TOILETRIES

we n . 5. » Lo

Each key does a specific job

"
s

»
oy
“
Iy
Qvaemyn

o gfectier e at's eut ot o

heed i se

thiy're more > Lach b tut for

wll-ective bach o Uit At open sesnine ! miark

Spue Mo re

HOUSE FURNISHING REVIEW « HOME FURNISKINGS MERCHANDISING « CINEMS AND DOMESTICS « CROCKERY AND GLASS JOURNAL
CORSET ANO UNOERWEAR REVIEW « FASHION ACCESSORIES « INFANTS & CHILOREN'S REVIEW « NAMOBAG BUYER
LYUGCAGE & LEATHER BDOOS - NOTIOW ANO NOVELTY REVIEW . AIRPONTS & AIR CARNIERS . CESMETICS AND TOILETRIES

MAIRE PUBLISHING COMPANY « 1170 Brosdasy Nea vorh |« 803ton o Ptisburgh » Chicago + Detron « St Lowt + 103 Angeled « Atiants + London
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AGENCY
ADVERTISER

ART DIRECTORS
ARTIST
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ADVERTISER
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GEORGE FOX. LAWRENCE K., SKORA
GEORGE FOX

BEN SACKHEIM, INC.

HAJRE PUBLISHING COMPANY

96

LAWRENCE SKORA. JOSEPH KAROV
JOSEPH KAROV

BEN SACKHEIM. INC,

HAIRE PUBLISHING COMPANY
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short time ago, Fact Finder- Associates. fne, made 8 nur:
v in one of Lox Angeles’ leading department store~ v
stermine magazine audience ACTIVITY at the PaN TR <\ E
here home furnishing. and equipment are sold. Among
estivnn asked shappers relected at randam in thewe de
artments were:

From what magnsines do you get most helpful idens
¢ general about home furnishings?™

nd that's how it was discosered that praprtenately
ore Hotss, BEA 1161 L peaders are prompled into activn
1 home furnishings depariment= of retaid stores, than
eaders of any other magazine.

The Pay-Of s nt the Point-ofSale: 1) follown then. that
4 magazine can only be as effective an adveniving mediam.
axits audience is \€TIVE al the pornteol rale. I dos Angeles,
for inetance, Hotse Bractiiau delivers cireulation only:

W 3
[ ‘ wtos
’ "

Leweding us to vonclude: that white some magazines have

more Gicenlstion (in uumbers) than Hotse Bev vt

ART DIRECTOR
ARTISTS
AGENCY

ADVERTISER

ART DIRECTOR
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ARNOLD ROSTON

ARNOLD ROSTON, JIM WELGOS
ANDERSON, DAVIS & PLATTE, INC.
HOUSE BEAUTIFUL

o8

ROBERT PLISKIN

ANDERSON, DAVIS & PLATTE, INC.

ARTIST ROBERT PLISKIN
AGENCY
ADVERTISER HOUSE BEAUTIFUL

magazine produces more S. 4 in L. (7

o

and some may even have richer readers -the happy medium
i1 home Tumishings and dvertiscrs is:

not i multi-mitlion circulation magszines. whose resders,
though ready and willing, operate so close to the base.

living-cost live, they sre unable to make major expendic

tures for hame improvement—

asrin which claim ci

largely among
the almartmutti-millionains. who are atready surfeited
with capital goods—

RUT in Hause Bearnirin Magazine —which sefects ita
riccadation ihy reavon of editorial (oncentration ond a
premimn pricer avd eavh month delivers more than

v

525,000 families {with ahove-average incomer ~and casit
1o spend) 8l the peak of their acrumulative-purchasing
power, And whose baxic interest in improving their hones
and their living conditions is certified by their avid. regular
readership of America’s most authoritative home magazine.

want to check your media S. AP

Then send for a Hovse BEAUTIFLL representutive today.
He'll explain this vew method of media cvaluation (based
o ¥aer Finders' survey of 3500 shopperr. personally inter-
viewedd 2t the point-ofimale in majne home furnichings de.
pastments of 12 leading depariment stores t ~and show you
why > Vs a vl factor in making national edvertising pay.
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ROBERT PLISKIN ART DIRECTOR
ROBERT PLISKIN ARTIST
ANDERSON, DAVIS & PLATTE. INC, AGENCY
HOUSE BEAUTIFUL ADVERTISER
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D‘ ! vettieds of other adverfisars bafare you make yous d
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SEYMOUR DOUGLAS
JOSEPH KAROV
FAIRCHILD PUBLICATIONS
RETAILING DAILY

uw do you (udgn

# heviness pager? D8 you lke I review he

Then welgh thit evidence carelully

Evary gear for the nast 11 years, sdvorbsars have spent more monny

It Betailing Daily ity have in the hest nine

hame hieshings b

papess Lo

Sauply boczos, vear allor yout, hey've had

- -
TRATE A,

A o e e

Doty .. America’s 8o | Hemo Furnishings Bouness Pager



1-YLAR TREND 1N FOOD PRODUCT
ADVERTISING EXPENDITURLS-.
GENENAL AND RETAIL

1346 int elesen months, Tribune lesd over
second Chicago newspaper $620.262

1347 At sleven monthy, Tribune lead oves
wecond Chicage newspaper $386.244

1348 Brat eleven months, Teibune tead over
second Chicage newspaper $1.473,365

s \ eadede

ourth annual EXHIBITION of west coast advertising art
3b, 24th « mar. 16, 1949, associated american artists galleries

916 santa monica blvd., beverly hills, california / ’
;oonéored by the art directors club of los angeles \J

<

ART DIRECTOR
ARTIST
AGENCY
ADVERTISER

ART DIRECTORS
ARTIST
AGENCY
ADVERTISER

ART DIRECTORS
ARTIST
ADVERTISER
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EDITH JAFFY

ELSIE REBER

N. W. AYER & SON. INC.
CHICAGO TRIBUNE

And they ecome in eotton, they
belong in the April issue of Scventeen

mnﬁuine—u“ the fashion pages arc devoted

to cotton, for Seventeen hnows teens love cotton®
and Seventeen gives its more than 2,000,000 readers
what they want in April. How about you?

Bk et arere e

Iy Comes In Cotten” issue ~Advertising closing datess  Color-Febeuary 3 BaW.Fobruary 10,

102

ESTELLE ELLIS, ROSALIND TAYLOR
NAJAD GIBLAN

TRIANGLE PUBLICATIONS, INC.
SEVENTEEN MAGAZINE

103

GERALD NOVORR, ROBERT GUIDI
ROBERT GUIDI
ART DIRECTORS CLUB OF L. A.
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ART DIRECTOR
AGENCY
ADVERTISER

ARTIST
ART DIRECTOR
ADVERTISER
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SERGE BALKIN

LEROY F. LUSTIG

LUSTIG ADVERTISING AGENCY
SERBIN, INC.

105 >

ERICH KASTAN
WILLIAM GOLDEN
C.B.S.
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it's soneusv i listen
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ARTIST ROY MCKIE
ART DIRECTOR LEON KARP
AGENCY N. W. AYER & SON, INC.
ADVERTISER FELT & TARRANT MFG. CO.




ARTIST
ART DIRECTOR
ADVERTISER

DAVID STONE MARTIN
WILLIAM GOLDEN
c.8.s,




ANk B
4

~ANRNERN ‘
3 .“ ",:"“

ARTIST LUCIO LOPEZ-REY
ART DIRECTORS BEN COLLINS, C, P, ELSTON
ADVERTISER WEST VIRGINIA PULP AND PAPER CO,
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LESS TROUBLE TODAY

Tha gonttem,

above carvard his underwear

out of a leopard’s skin. This era’s mates

have less trouble~

nd more comfort

Qur chent, tha P. H. Hanes Knitting Company
seos to fhat. And men by the milons see

10 1t that their sub-surface gar<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>