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Paul Smith

President

The past year has forcibly demonstrated that. as markets become more competitive.
advertising must he changed to meet new conditions as they arise. Vow that consumer
goods are more in evidence everywhere, there has been a decrease in name advertis-
ing and greater emphasis placed upon product identification and the actual demon-
stration of the appearance or use of the product in advertising art. In fact. an award,
new this year, is for illustration showing product; and some of the finest exhibits
are in this category.

Along with this trend there has been a corresponding decrease in the use of so-
called fine art which was so much in evidence at last year's Art Directors’ Show.
There may be more than one reason for this. For one thing, with a few brilliant ex-
ceptions. when non-commercial artists are called upon to produce a picture for adver-
tising they seem to be unable to produce art which is either good easel painting, or
good advertising art. The fine-arts man in many cases seems to approach the com-
mercial problem with a special kind of condescension. lle seems to feel that com-
mercial work somehow destroys the validity of his gallery painting and so he brings
only « half-hearted or even an insincere attitude to his advertising art. In all justice,
though. it should be said that many of the fuilures of the fine-arts painter are due
to the imposition of needless and frivolous restrictions upon him by the client or



agency. As Cabell says, it is “either over the reader’s head or beneath his notice —
and in any case it is a question of marksmanship.” The fact remains that the com-
mercial men have the advantage of experience and training when it comes to adver-
tising art. no matter how much the idealists wish it were not true.

Another trend seems to be the increased use of creative layout imagination to
spark up the selling message at the expense of the well-known and, we might add,
well-worn, readership techniques.

Ever since advertisers learned to substitute psychology for the sledge-hammer
and use creative talent to move merchandise instead of astronomical space appropria-
tions. management has been concerned with increasing the effectiveness of advertis-
ing. But, unwilling to leave the measurement of this effectiveness to guesswork or
personal opinion, it turned to research.

Dedicated to the theory that the act of buying can be reduced to a conditional
reflex, Hooper ratings, Gallup polls, Starch reports, Nielsen surveys, and all the
various forms of sidewalk sampling have declared a year-ronnd open season on con-
sumers. Thanks to the pollsters, advertisers now know more about the reading and
listening habits, tastes, preferences, buying urges and general psychological make-up
of the uverage American than anyone except possibly Dr. Kinsey.

Many advertising agencies have based their whole advertising strategy upon the
findings of these groups with the result that so-called readership devices were used so
[requently that they lost their freshness and power. The point of diminishing returns
was reached. They were putting the chart before the course.

What they lost sight of was that these scientific methods were measuring devices
only, and that, while they could measure Bing Crosby’s popularity to the last decimal
point, they couldn’t isolate the secret of Crosby’s charm. Hollywood was one of the
first victims of this kind of formula thinking. Its assembly-line movies, aimed at box-
office past performance, found themselves playing to empty houses while the British
and [talian non-formula pictures literally stole the show.

Astute advertisers were quick to sense the need :I'or a return to creative rather
than push-button thinking. They realized that a readership survey is, after all, only
a barometer which, as Mark Twain said, is an instrument that tells us what kind of
weather we are having. They realized that a measuring device was useless to them
unless they had something for it to measure. In a market which had become more
competitive than at any time since 1941, management was unwilling to settle for the
old formulae. They demanded something new.

The 27th Annual Exhibition of Advertising Art reveals some of the results of
this decision. There has been a resurgence of fresh techniques, new approaches, orgi-
nal creative thinking in the advertising of the past two years. The art director’s
special genius as a manipulator of visual symbols, his talents for setting the selling
idea in fresh perspectives have been used as never before. And it has paid off.

Of course, the art director cannot take sole credit for this. But the increased
scope of creativity revealed in this exhibition symbolizes the new philosophy of man-
agement to look forward, not backward.

Finally, how about research? It still remains the great measuring tool in the
advertiser’s kit. It continues to fulfill its invaluable function, it measures the effective-
ness of advertising, it checks on the performance of creative talent, it holds up stand-
ards to the profession. it furnishes guide-posts in the form of successful precedent to
the planner of advertisements. But management has learned one thing: although a
racing form is a wonderful thing, it will never replace the horse.




What Good

1s an Art Director?

By Harry F. O’Brien

Hlustrations by Lombard C. Jones

Sometimes | think the average person knows more about nuclear fission and the sex
life of the starfish than he does about an Art Director’s reason for existence.

Maybe (and some people seem to think so) an Art Director shouldn’t exist.
Maybe he’s a luxury, an organizational frill. But after 20 years spent in advertising —
and particularly promotion — I’m convinced that the Art Director has a clear-cut
function in life. And one that even a lot of Art Directors themselves don’t appreciate.

Using the frequently-frowned-on negative approach, perhaps a good way to start
is by pointing out a few of the things Art Directors shouldr’t be . ..

They shouldn’t be “quacks.” There is nothing mystic about good, sound design —
about layouts that work, and art treatments that are right for the job they’re intended
to do. Mumbo-jumbo . . . although, alas, there is lots of it . . . should not be part of
our craft,

An Art Director doesn’t have to try to be the whele show, either. It’s his obliga-
tion to spark ideas, to use his experience and skill in co-ordinating the work of others.
When he tries to do everything himself, the results invariably suffer.
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There’s the other extreme, too. The Art Director who lets himself become roo
much of an executive — who drifts awav from the real creative work that is the guts
of his profession — might as well go into the meat packing business. You can’t do

the job right by pushing buttons or delegating the real brain-churning part of the
work to subordinates.

Another kind of Art Director seems to be flowering rather profusely these days

- the one who operates on a production line basis. Problem “Q” always takes Solu-

tion “62-B.” He has no sense of creation, no change of pace and, apparently, no con-
cern over the fact that his ideas are abhout as static as grandpa’s hitching post.

People who work this way, under the guise of “Art Directors,” might as well be
hired for something constructively useful like, say filling inkwells or giving new
luster to doorknobs. They can call themselves “Art Directors” until the equator
freezes over, but they’ll still never make the grade.

I like to think that the bona fide Art Director is better described as a “Director
of Art.” A matter of prissy semantics, perhaps — but that’s what he really is. In my




mind, he’s a little like the orchestra conductor who times and leads the efforts of a
group of experts. each a specialist in his own right, so as to produce a harmonious
and pleasing whole.

He doesn’t try to play all the instruments himself. But — because he understands
the over-all theme behind the piece being presented — he can help the orchestra to
produce a distinctive interpretation.

The orchestra conductor gets a pretty free hand with his activities. A lot of
people don’t sit on his shoulder and beat on his head, telling him what to do. He
stands or fails on what he achieves. It should be the same with an Art Director. He
can’t achieve outstanding results if he lets his creative instincts be muddied with the
notions. coercions, irrelevant orders and extraneous ideas of a flock of other people.

An Art Director is either an Art Director or he isn’t. If he is, then his recommen-
dations are respected and considered seriously. When a doctor writes out a prescrip-
tion for you, you don’t try to change it. You assume he knows what he’s talking about.
If his services fail to make vou better, you get another doctor. Same way with Art
Directors.

But. unfortunately. there is too much meddling, changing and adding to what —
at the start —may have been a clean, good piece of promotion or advertisement.
Everyone innately thinks he’s an expert. Anyone in the producing end of advertising
knows and appreciates what I mean.

The Art Director too seldom gets a free hand. Often he has to be a super-sales-
man with his higher-ups before he can make what he knows is a good idea stick. The
old human habit of dotting the “i’s” and crossing the “t’s” is universal. Everybody
wants to get into the act. What can we do about it?

After a lot of years worrying about it, I've decided that much of the trouble
Art Directors run into — the meddling, do-what-I-say-young-man suggestions that
louse up good design and art treatment of advertising and promotion — can be
avoided by a few simple rules. Some of them deal with how you present an idea;
some of them with how far vou've dereloped your idea when you present it.

Too many ideas — good or bad — are led into the ring too young. This happens
for a variety of reasons, but the biggest is that often the Art Director is not particu-
larly sure of himself or (because of past unhappy beatings) not sure of the tack he’s
traveling on. So first of all. you Art Directors take enough time and brain.beating to
work out something you feel is genuinely good. Then develop it the way your heart
and knowledge of good design dictates.

Get the approved copy into type whenever vou can. Carry your layout through
to a clear comprehensive. Watch out for vague roughs that are visually inadequate.
Try to imbue the job with all the conviction and striking persuasion you want the
finished product to radiate. Be sure vou're sold on it solidly yourself — and then
stand hehind it!

Nobody ever became a good Art Director by saying “yes sir” all the time. If you
try to incorporate everybody’s ideas, vou’ll soon feel like a chameleon on a piece of
scotch plaid. You won’t be happy. You won’t be an Art Director. You'll be an office boy.

All right, you sigh — what’s the first step in being an honest-to-God Art Direc.
tor? 1 think it goes quite a ways beyond the drawing board. It goes back to the actual
birth of the idea.

What happens in most agencies and company advertising departments? The Art
Director gets a piece of typewritten copy. There may be a memo with it that says,
approximately, “Here is copy for . ..” Then it proceeds to let you know, at long last,
what’s in the wind, where the ad will run, what size it should be, and a few other
prefabricated facts. No explanation, usually, of the full strategy behind it.

You might as well be getting a package of dehydrated carrots with instructions
for letting them soak. And, too often, there’s a line that warns you the deadline for
this piece is within the next 48 hours and you #8%*& better well make it or else —
what ! like to call the “Boris Karloff technique.”



This way the Art Director gets no opportunity to do more than dash off a rough
layout devoid of thinking or fresh concept. hurried. conventional in appearance. This
he must present in dishevelled state to the wolves who pencil all over the margins
and impose changes that are often the product of their individual opinions rather than
based upon any sound knowledge of what is or isn’t good advertising layout.

The upshot of such a brass-jangling session is usually the establishment of a
full, meticulous set of instructions which are handed back to the Art Director — a
man, mind you, who is supposed to have some creative intelligence. They contribute

small opinions on everything . . . facial expressions in the finished art . . . make the
package bigger . . . make the headline bigger . .. make the product name hit the reader
in the eye . . . get all five children in front face. and — while vou're at it — better

reduce the size of the illustration because we have to make the copy longer. That's
the part of the ad that sells. vou know, ha ha . ..

So another egg gets itself laid with all the resounding clarity of a wet sponge
falling on a feather bed. Why? Because you can't tie an artist’s hands with the same
kind of direction you'd give to a carpenter who's making a set of bookshelves for
vour living room. You can’t divorce copy from art. design from contents. purpose
from technique. There must be unity, from original conception to the finished prod-
uct. And the Art Director — if he is to achieve unity — must be in on the job all
the way.

He can’t step into the assignment at some convenient point en route and he ex-
pected to do anything great. He should sit with the planning board that takes the
fundamental problem and determines what it needs in the way of advertising or pro-
motion remedy. If he knows his business, he can contribute a good many thoughts
that may be of value in laying out an approach or even a full campaign. In short. the
Art Director must function as a creative partner and not as a mechanical lackev who
isn’t sure — or doesn’t care — what is expected of him.

The same thing applies in the Art Director’s relations with the artists he works
with. And by “artists” I mean the kind of men and women who can make or break
the finest layout or design job. If they’re good. then they have the imagination and
ability to implement the Art Director’s ideas with something very special and dis-
tinctive of their own.

Bring the artist you intend to use in on the development of the idea. Give him
a chance to give you your money’s worth. Don’t make a re-write artist out of him.
The Art Director — let us never forget — must have the full confidence of the artist
he works with. That’s the only way he’ll get fullest co-operation and results.

One thing I'm hepped about is the establishment in any advertising campaign of
a small experimental budget that Art Directors can fall back upon when getting ar-
tists to develop potentially suitable ideas. For a small consultation fee. most good
artists are willing to play around with ideas while they are still in their infancy —
which leads to far better work when the time comes for the finished job.

There’s another important point. Let’s bounce such childish petulence ahout:
“That’s my idea. I thought of it. Aren’t I clever, though?” | subscribe to the slogan
of a well-known advertising executive who says: “A good idea doesn’t give a damn
who has it!” Teamwork does the job — and without teamwork you saoner or later get
nothing but trouble.

Look at the success of men like Jack Tinker at McCann-Erickson, Charlie Coiner
at N. W. Ayer, Art Blomquist of J. Walter Thompson. Paul Smith at D’Arcy, — and
a good many others. They’ve learned not only how to be part of the team, but to play
a starring position on it through their own leadership and willingness to give credit
to everyone who works with them.

Emphasizing the belief that the Art Director should stand on his own hind legs
and be an Art Director, I hope no one gets the impression that I think he should
buck the advertising manager, account executive or client. He won’t have to if he




shows a real interest in their problems. Usually they have plenty of problems and are
delighted to share a few. And, after you've made a few good suggestions — and
proven that vou're right a few times — you'll soon find that mutual consultation be-
comes a natural and friendly routine.

You have to be more than an art man, too. Follow the trade publications. Brush
up on product facts. merchandising and research, public reaction to advertising
trends. Find room in your heart for an appreciation of copy. And if you discover that
people around your shop don’t appreciate the importance of good layout — educate
them to it. Learn how good typography is an integral part of design. Look up some
of the latest readership surveys that prove how important the picture — and visual
appearance — is. The Art Department today carries a major load of the freight in

any successful advertising operation. But, before you start feeling smug. remember

.
also that it carries a major load of the responsibility.
What should the Art Director do to advance himself today? The requirements

are not too hard. Let’s run over them —

(1) Read the trade press. Keep up with your own business and what the
other boys are doing.

t2) Get to understand and follow all readership surveys. Particularly
watch. whenever possible. how they deal with your own ideas of good advertis-
ing.

(3) Enter the various contests conducted by Art Directors” Clubs and other
organizations — study the prize winners.

(4) Always be an artist as well as an Art Director. Keep up with artists’
groups. Be their friend and advisor. Their respect for you is so valuable it's in-
valuable.

(5) Be sure you see all young artists who want to show you their work.
There's a wealth of fresh talent in the world, and the Art Director has an obliga-
tion to find and encourage it.

{6) Never forget — although vou're in a creative field — that you are also
a business man. What vou do costs real money and never shows a truly tangible
profit. Make what vou create effective as well as good. If it's good. people will
talk. And good talk is a kind of bonus — for the client and vou.

In recent vears. the Art Director has started on his way toward becoming an im-
portant guy. Plenty of big agencies realize his worth. Today you see Art Directors
heading up major departments of agencies, some of them employing hundreds of
people. You see Art Directors moving into vice presidencies and advertising manager-
ships, directorships. sitting on important planning boards. working direct as account
executives with top clients.

Today vou can’t land, or hold. smart advertisers without good art directing. The
fellow who knows his job is the one who helps his agency keep big accounts or his
company keep ahead of its competition. He's talent of managerial proportions, and
his cziling for achievement is unlimited.

—this article originally appeared in PRINTER'S INK,
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ART DIRECTORS CLUB MEDAL

William Golden

Once in every art director’s life a picce of copy drops
into his lap that’s better than a thousand words. Then
he resists his normal instinet for burying the copy
under a lot of “bright”™ visual tricks.
Al this pieee seemed to need was a clean, important
frame for an important story. The art had to look
effortless, yet authoritative; the text dominant, but
inviting,
The drawings by Jean Pages were the result of 30
done directly in ink from life. 1 wanted the titles to
look as if they had been written in a foreign hand
like the notations of the classic European composers.
I sampled the handwriting of about 20 music copyists.
It had all the charm of the writing on your gas bill.
So I poured three Martinis into a famous New York
art director who can write in any language including
Arabic; gave him a pen and the back of an old envel-
ope, and got my 8 words in 30 seconds. And that’s
how fine lettering is made.

William Golden

1 Direct Mail
art director William Golden

{1 : j artist Jean Pages
f 'Zﬁ Je <« o advertiser Columbia Broadcasting System, Inc.
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AWARD FOR DISTINCTIVE MERIT

Ralph Daddio

Merchandise rendering plays a very important role in
retail advertising, since immediate sales response is
the necessary goal. A pretty picture alone is not
enough. Besides its intangible “prettinesses”—the il-
lustration must be the most enticing portrayal of the
goods it wants to sell.

The technique of art work is a reflection of the type
of merchandise and mood of the layout. Tod Draz,
the artist, in this instance scored on all of these im-
portant points.

Ralph Daddio

2 Newspapers
art director Ralph Daddio
artist Tod Draz
advertiser Bonwit Teller
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this is the way Gimbels

sells to New York women

Selected by Gimbels to sell to New York women
is The New York Times. In 1946. Gimbels spent more money
and used more space in The New York Times than in

any other standard sized newspaper.

This was not done by chance. The New York Times
was first in 1946 in the Manhattan departmment store classification in both

dollar advertising expenditures and total advertising linage.

Department stores have spent millions to learn how to
sell in New York. Apply their tactics to your problems.

Place The New York Times first on vour advertising schedules.

Che New Hork Times

“all the news that's fit to print™




AWARD FOR DISTINCTIVE MERIT

George Krikorian

This Gimbels ad was one of a series designed for The
New York Times using department stores as a theme.
Their purpose was plain, simple and not glamourous:
to tell prospective Times advertisers how department
stores were using Times-space.

From the visual standpoint, we considered it impor-
tant to retain our own Times identity and yet to
characterize each store mentioned. For example, in
the Saks Fifth Avenue advertisement we chose objects
of unmistakeable class appeal; the Macy ad showed
the famous Macy balloons. And Gimbels, though they
handle some mighty expensive items, we considered
as a store of mass appeal. Thus the famous old blue-
plate, the stock umbrella, modern chair, and the inex-
pensive ground floor trinket.

No layout tricks, inventions or devices were consid-
ered. We hoped to make the page look as straight-
forward as it read. What design there is exists un-
consciously in the objects themselves and their ar-
rangement with the type.

George Krikorian
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3 Trade Periodicals
ort director George Krikorian
ortist George Krikorian
advertiser The New York Times




AWARD FOR DISTINCTIVE MERIT

Paul Smith

At the outset, the discussion was made to get as far as
possible from the well-worn formula for carpet adver-
tising: a wide-angle shot showing a lonesome woman
in evening gown, viewing about three acres of carpet
with a mixture of pride, aristocratic reserve and gen-
teel melancholy, who is probably wondering why her
husband hasn’t come home yet, to take her out to a
nice comfortable saloon with sawdust on the floor.
The problemn was primarily that of establishing the
manufacturer’s name as a maker of fine carpets and
to establish a backlog of prestige against which hard
selling could be done at the point of purchase. Al-
though the Lees Company is well over a century old
and has high aceeptance with the trade, the brand
name “Lees” was unknown to eonsumers, being only
recently adopted. Therefore the immediate aim was
to build up brand recognition with secondary object-
ives being to imply style leadership, illustrate the
product specifically and tie it in with the label as it
would be found in the store.
We decided to use the familiar flying carpet motif as
a symbol of the emotional life that a fine earpet would
presumably give its new owners but to handle it with
a high-style humorous touch that could imply fashion
leadership in the manner of the leading department
stores and other top-fight retail outlets.
The swatch idea allowed us to not only present a
closeup of the product and to identify the ads as un-
mistakably carpet ads and not some other home fur-
nishing, and also provide the point of purchase iden-
tification of the actual label. The handling of the
label also contributed to the sense of levitation as did
the airy, assymmetrical typography.

Paul Smith

4 Magazines
art director Paul Smith
artist Jan Balet, Harry Green
agency D'Arcy Advertising Company
advertiser James Lees & Sons Company
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AWARD FOR DISTINCTIVE MERIT

Lee Batlin

Function of the design was to transmit emotional ex-
citement of color into graphic form since we were
literally selling fabric in colors selected by consumers
in a national survey of their color tastes.

The problem was twofold . . . the book, for which
this is the cover, was to be distributed just before
the summer therefore it was necessary to create a
feeling of seasonal change coupled with that of color
excitement. The content of the illustration was a
natural outgrowth of starting with a rose, the client’s
trademark, and adding the few symbols of summer
to contribute visual interest to an otherwise hack-
neyed subject.

I used a small (214" x 314") camera, experimenting
with reflected light to achieve the desired rough,
grainy feeling to the photo. The limited budget called
for color overlays and for the layout I naturally
turned to cellophane. In printing it I found that the
sparkle of the cellophane was necessary to contrast
with the diffused photo quality and finally hit on
spot varnishing the color which is the closest I've
come to imitating cellophane in transparent overlays.

Lee Batlin

§

art directar
artist
agency
advertiser

Display Design
Lee Batlin

Lee Batlin

Harry Serwer, Inc.
J. Rasenholz, Inc.

10
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Summer 1947

A NEW SLANT ON COLOR..BY ROSEWO00D
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AWARD FOR DISTINCTIVE MERIT

Jefferson Tester

E. McKnight Kauffer’s winning one-sheet poster de-
sign was one of a series of twelve one-sheet designs
created by various poster artists commissioned by
New York Subways Advertising Co., Inc. as the core
of its 1947-48 advertising campaign. Kauffer’s winning
design was the first of the series, and like the others,
was reproduced in mailing pieces, and business maga-
zines, and displayed in full size in the subways of
New York.

Copies of the Kanffer poster and others of the series
have been much in demand. They will be part of an
exhibit of American poster art in Vienna and will
also be in a similar exhibit in Japan. Many art
schools and colleges also have put them on display.
The purpose of the series, like that of a car card
series which preceded it, was to encourage advertisers
to collect full value from their subway advertising by
having original designs done expressly for this me-
dium by the most capable poster artists within the

limits of their budgets.
Jefferson Tester

6 Posters

art director Jefferson Tester
artist  E. McKnight Kauffer
advertiser New York Subways Advertising Co., Inc.
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AWARD FOR DISTINCTIVE MERIT

Joseph Wallace

My primary objective in designing this advertisement
was to express a gay, lighthearted mood—to appeal
to the reader’s holiday spirit.

Both in art treatment and in overall design, I sought
to stimulate an active desire for travel, excitement,
entertainment—and relaxation. For this reason, I dis-
carded the square layout formerly used and adopted
the more dominant vertical column.

Naturally a great deal of the success of this advertise-
ment and others in the campaign is due to the won-
derful freshness of Barhara Bender’s copy and to the
co-operation and vision of the agency’s account group
and of the client. Although it represented a consider-
able departure from precedent, the series was enthu-
siastically received on all sides.

Perhaps the truest indieation of its effectiveness as
advertising lies in the fact that the Chateau Frontenac
has been fully booked since the first advertisement

appeared.

Joseph W allace

7 Small Ads

art director Joseph Wallace

artist Harry Diamond
agency Kenyon & Eckhardt, Inc.
advertiser Canadian Pacific Hotels




New loves in old Québee. Together
for the first time, explore the
country-side in a caléche. Even the
moon will look excitingly new,
seen from your window in the Chatean
Frontemac...where boncymooners
find friendly hospitality...unob-
trusive, gracious service.

Reservations: see your Canadian Pacific
Agent, or write the Hotel Manages.

Chiteau Frontenac

A Canadian Pacific Hotel
In Friendly Old Québec
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KERWIN H. FULTON MEDAL

Elizabeth Eyerlv

This poster owes its success to Al Parker and a tre-
mendous bogey, practically an injunction to keep
the facts of life from a certain women’s club in a
certain city in Ohio.
Jantzen Knitting Mills has been very successful with
previous posters based on the formula of a dominat.
ing girl’s figure, a man, a romantic situation, dynamic
layout. At the same time, the girl’s swim suit and the
man’s trunks must be dramatized sufficiently to per-
mit merchandising by six thousand or more retailers.
Al Parker was seleeted to paint the poster because of
his genius for interpreting youth, romance and smart-
ness in fine painting.
The “women’s club™ hogey hung heavily over design
conferences and many wonderful shetches went into
the wastebasket. “A girl can’t be lying on the beach,
on a raft, on the sand . . . not if there’s a man within
a hundred yards of her” . .. “A girl can’t be sitting
on a man’s shoulder, however wonderful the design”
.« . “A man can pull a girl from a raft, yes . . . but
by the leg . . . oh no!” . .. And so on, and so on,
until finally a design gay and young and romantic
enough to get attention, safe enough to pass the cen-
sors. And so to painting . . . and so to posting.
Elizabeth Eyerly

8 24-sheet Posters
art director Elizabeth Eyerly
artis Al Parker
agency Botsford, Constantine & Gardner
advertiser Jantzen Knitting Mills




9 Magazines
Edward Rostock
rtist John Rawlings
Irving Serwer Advertising, Inc.
vert Duplex Fabrics Corporation

10 Magazines
art director Paul Darrow
Ruth Nichals
N.W.Ayer &Son, Inc.
vertiser Steinway & Sons

Yes, nen Steinmays

Victor Hoc por

18
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ort director
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Magaziaes

Paul Darrow

Vogue Studios, Arthur Williams
N. W. Ayer & Son, Inc.

De Beers Consolidated Mines, Ltd.

Magaziaes

Paul Darrow

Ernest Beadle

N. W. Ayer & Son, Inc.

De Beers Consolidated Mines, Ltd.



13 Magazines
art director Ted Sandler
ortist Marcel Yertes
ogency Robert W. Orr & Associates, Inc.
advertiser Parfums Schiaparelli, Inc.

Disney, Hatmaker since 1455
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15

art director
artist
agency

advertiser

14

art director
artist
agency
advertiser

Magazines

Albert Herman
Harry Brown

Alfred J, Silberstein,
Bert Goldsmith, Inc,
Castlecliff, Inc.
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Magazines

Paul Rand

Paul Rand

Wm. H. Weintraub
Disney, Inc.




every where

ort director
artist
agency

advertiser

Wherever women meet, the talk is fashion —

and Market Square is reallv a conversation piece.

A much talked about fabric of long-proven qualities.

A rayon tropical that’s crease-resistant. A single fabric
that knows all seasons and almost all moods.

A firmly woven, full-bodied fabric of whippy texture.
Of crisp, fresh handle and sunny color. Of modest price.
Yes, vou'll meet Market Square everywhere —

in suits, in casual dresses, in sportswear, and

“by the vard.” You'll find it in better stores everywhere.

Duplex Division

])ullmdton Mills

‘Woven into the Life of America’

BURLINGTON MILLS CORP. OF NEW YORK, DUPLEX DIVISION, 1410 BROADWAY, N. Y. C.

21
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Magozines

Edward Rostock

William Ward

Irving Serwer Advertising, Inc.
Duplex Division of Burlington

Mills Corporation




)
Cheistmas Store Hours 9 15 10 5 45 W% @%’[ ?, The Store of the Che stmas So 1t

The thrill begins before the seals _are' broken . . .
something exciting is meant for you. The promise
is there. ..in Field's delicate Christmas box. When
the box is Field's, you always find a loving and

lovely gift inside, your Christmas wish fulfilled

Field's has hundreds of thousands of Christmas boxes, ‘\ \'\\J :
0 almost o hundred sizes They'll hold every 9.t {/ )
from o droplet charm 1o a sumptuaus <oble cope _.].;"
On whatever floor you buy your gifts, the same -
beaunful box 15 our share i your present When you ’

shop at Freld's there con be no doubt the box 15 the

hrishing touch to your gift! (If you want 1o gild the lily, our Gift Court

speciolizes in custom.wrapping, which 15 done at o reasonable price )

Chm*bw\qg w2 Christwmag "*"‘“ﬁz RS FIELDS




19 Magazines
art director Frances Owen
artist Rainey Bennett
advertiser Marshall Field & Company

20

art director
artist
agency
advertiser

18 Magazines

art director James G. Sherman
artist Ruzzie Green
agency McCann-Erickson, Inc.
advertiser Coca-Cola Export

Magazines

Arthur P. Weiser
Beatrice Pinsley

Grey Advertising Agency
Schnefel Bros. Corp.

-

17

art director

artist
agency
advertiser

Magazines

Ted Sandler
Marcel Vertes

Robert W. Orr & Associates, Inc.
Parfums Schiaparelli, Inc.

N micts exquistto.

Cartey

\NEVER BEFORF

wifts (ke taese

W



/i
g

22

ort director
ortist
ogency
odvertiser
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Magazines

Charles Porter

Lyman Emerson

Foote, Cone and Belding
Cohn, Hall, Marx Co.

21

ort director
ortist
agency
odvertiser

Magazines

Richard Kimble, Clifford Lozell
D. L. Baldwin

Foote, Cone and Belding
Cohn, Hall, Marz Co.
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art director
ortist
agency
advertiser

21 Magazines

ort director  Erik Nitsche
artist Erik Nitsche

agency Dorland, inc.
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Mogazines

Joks Groen

Elmer Plummer

Foote, Cone and Belding
Lockheed Aircraft Corp.

advertiser David & John Andarson, Lid.
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art director
artist
agency
advertiser
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26

art director
artist
publisher
advertiser

Magazines

George M. Failes, Sam Fink

Sam Fink

Kudner Agency, Inc.

National Distillers Products Corp.

deep orchid

. iller

Magazines

Bert Greene

Bert Greene

Vogue Magazine

1. Miller & Sons, Inc.

D o4

27 Magazines

t director Paul Rand
ortist Paul Rand
Wm. H. Weintraub
dvertiser Staffordwear, Inc.

\’()l INT ‘. ERNON

RYE WHISKEY
A BILEND

s 9904
]

Dad’s day in the morning . ..

stafford



28 Magazines

ort director Hoyt Howard
ortist Sophia Theodore
ogency Gardner Advertising Co.
odvertiser Johnsaon-Stephens & Shinkle Shoe Co.

29 Magazines
ort director Albert Herman
ortist Harry Brown
ogency Alfred J. Silberstein,
Bert Goldsmith, Irc.
odvertiser Castlecliff, Inc.

Ny
the
g 30 Magazines
s ort director Robert K. Bellamy
flaziotathos ortist Robert K. Bellamy
a agency Ray Austrian & Assoc., Inc.

odvertiser John Walther Fabrics, Inc.

exctusive

oteroe

27




31 Magazines

ort director Muriel Johnstone *
ortist  Horst P, Horst
ogency The Albert Woodley Co.
odvertiser |. Magnin & Company

32 Newspapers

ort director  Chuck Gruen
ortist Chuck Gruen
odvertiser Neiman-Marcus Company
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EPICURE BAR. PIRST PLOOR.
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Magazines

art director  Virginia Thoren
ortist Marie de Marsan
ogency The Albert Woodley Co.

advertiser Blum's of California
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31 Magcezines
art director Paul Rand
artist Paul Rand

agency
advertiser

33

art director
artist
agency
advertiser

Wm. H, Weintraub
Robeson Cutlery Company

Magazines

Paul Rand

Paul Rand

Wm. H. Weintraub
Kaufmann's Department Stores




36

art direclor
artist
agency

adverliser

37

art director
artist
agency

advertiser
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Magazines

Erik Nitsche

Erik Nitsche

Dorland, Inc.

David & John Anderson, Ltd.

Magazines

Leon Karp

Lemuel Line

N. W. Ayer & Son, Inc.

Felt & Tarrant Manufacturing Co.
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38 Magazines

~——

art director  Jean Layton
artist  John Atherton
agency N, W. Ayer & Son, Inc.
advertiser Container Corporation of America
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Artist — John Atherton, native of Minnesota

MINNESOTA —annual purchases: $2% billion — mostly packaged.

31

CONTAINER CORPORAT!ON OF AMERICA %
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39 Trade Periodicals

Albert F. Quinlan
William Woeger
Gardner Advertising Company
Monsanto Chemical Company

gency

41 Trade Periodicals
Tom Quinn, Bill Rienecke
Phil Allen
agency Kenyon & Eckhardt, Inc.
advertiser Tennessee Eastman Corporation

art director
irtist

M Cw LERVIS MANKING

40 Trade Periodicals
art director George Elliott

artist Jerome Snyder, George Elliott
George Elliot Company
La France Undergarments

agency

advert

How to HANDLE a Cleaver

A

TENITE

An Eastman Plastic



33

43

art director

artist
agency
advertiser

Magazines

Pau! Rand

Paul Rand

Wm. H. Weintraub
Kaufmann's Depertment Stores

A~

about Pine City (pop. 2,000)

the man it scnt 1o the State Legisiature

e+ and WCCO
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crt director
arus!
advertizer
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Trade Periodicals

William Golden, irving Miller

Bernard Perlin

Columbis Broadcasting System, Inc.
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Modern art 5.000 years ago




44 Direct Mail

art director Bradbury Thompson
artist  Bradbury Thompson

advertiser West Yirginia Pulp and

Paper Company

publication Westvaco Inspirations for Printers

43 Cirect Mail
art director Lester Beall
artist Picasso, Matisse, Braque, Calder,
de Chirico
advertiser Museum of Modern Art

46

ort director
artist

advertiser

Direct Mail

Chuck &

Sophia Fatseas
Neiman-Marcus Company

ruen

labries [iest m\Vogue

35

COLUR FIGES FHON FOGLES FOATIOLIO s FIBRICS, WARCE 1, 1965, ALL PRGIUCRAPN> BY FENS

47

art director

ort editor
ortist

advertiser

© WESTYACU INSPIRATIONS FOH FRINTERS

Direct Mail
Alexander Liberman
Miki Denhof

lrving Penn
The Conde Nast Publications, Inc.
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48 Trade Periodicals
art director  Joseph Gauss, James D. H. Buckham
artist Suzanne Thul, Bonagura Studios
ogency Hazard Advertising Company
advertiser Givaudan-Delawanna, Inc.

49 Trade Periodicals
art director  William R. Claxton
artist  Jerry Ehrlich
agency Lambert & Feasley, Inc.
advertiser  Phillips Petroleum Company

: PHILLIPS PETROLEUM COMPANY

36



from the pertumer's palette

31
art director
ortist

verf

Direct Mail
Walter Howe
Walter Howe
Art Directors Club of Chicago

a0

ort director
artist
ogency
advertiser

Dunhlll

Blouses

new showing . wur caster collection
kay dunhill inc.. 1350 broadway, n.y.c.

Small Ads

Edward Rostock

Bettmann Archive

Irving Serwer Advertising, Inc.
Kay Dunhill Incorporated

UNHUO'
exhibiticn
at the
ar‘ art institste

directors of chicago
club of ‘e

june 2, 1947
chicago
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where  feblow weeds u plesemelegint, com Christmas-tim .. he's off to Bowwit’s 73 Club gift chop: its strectly vtag .
Hed eith all the gifts, all the perfumes @ weman loves
Vi [ [

1S apen e, 30 come e .. ou our seomd floor

Bonwit Teller

32 Newspapers

ort director  Ralph Daddio
ortist Bernard Pfriem

odvertiser Bonwit Teller

>3 Trode Periodicals
art director  John Averill
artist John Averill
advertiser Collins, Miller & Hutchings, Inc.

38
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36

ort director
artist
advertiser

publication

39

Direct Mail

Lombard C. Jones
Lombard C. Jones

Crowell.Collier Publishing Co.

Woman's Home Companion

>4 Trade Periodicals

ort direcior  Allen F. Hurlburt
artist Joe Kaufman
advertiser National Broadcasting Company

33 Newspapers
ort director  Juke Goodman

artist Simone
advertiser Saks Fifth Avenue

How do you
figure
Women
and Love?




37 Newspapers
art directors Dot Marootian, Chuck Gruen

artist  Betty Brader
advertiser Neiman-Marcus Company

Seronb froce n black lined

Capes! Alicays ¢ Jll'(unmic Jfoslwon thrust! There's something about the HmMmﬁ
. oy q . \
regal sweep of them that slcw even the strongest men in history!

58 Direct Mail

ort director  Allen Hurlburt
ortist Joe Kaufman

odvertiser National Broodcasting Company




60
ort director
artist

vertiser

61
art director
ortist

odvertiser

29 Direct Mail

ort director Dot Marootian, Chuck Gruen
artist Frank Randt
odvertiser Neiman-Marcus Co.

Trade Periodicals
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& % P P
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Abbott Laboratories
International Company

62 Small Ads

ort director  Elsie Nydorf
ortist Margaret Neilsen

agency J. D. Tarcher Company, Inc.
ivertiser Seeman Brothers Company
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1 happered on NBC z. . _

63 Direct Mail
art director  Allen F. Hurlburt

artist Joe Kaufman
advertiser National Broadcasting Company

o/
0

1917

64

ort direcfor
art editor
ortist

odvertiser

Or( !0“ House & Garden’s
¥ itorial e

Mare of the alert reporting
and authentic comnient that influence

America’s influential families

Direct Mail

Alexander Liberman

Miki Denhof

Miki Denhof

The Conde Nast Publications, Inc.

42



ar! directors
artist
advertiser

Direct Mail

William Golden, Irving Miller
Joseph Low
Columbia Broadcasting System, Inc.

635

ort director
artist
agency
advertiser

Don't go to a
talking dog

Look in the
Yellow
Pages—

- v

your
Classified
Telephone

Directory-

for

Refrigerators
Restaurants
Roofing Materials

or almost anything else

Small Ads
Howard Henry

Boris Drucker
N. W. Ayer & Son, Inc.
Chesapeake & Potomac




THE LEADER TO MEXICO
THE LEADER AT HOME
LOCKHEED CONSTELIATION

: 3w

. "“":'J “5 AE t.: oy

The Conste!lation, swilt symbwl of Lockheed leadership,

cfes vou he advanced comfort snd efficiency of new
ais travel. World’s leading air transport . . . the Lockheed Constellation
. flying the leading schedules of distinguished airlines at home and abroad. Your travel agent

or leading airline has all details. Make certain your ticket reads Constellation—there is only one leader.

~__ / 7 74
(/4 ('(/ {/ZJ (/é//kw/

44

LOOK TO LOCKHEED FOR LEADERSHIP
YEARS AHEAD IN THE SCIENCE OF FLIGHT
© 1947, LOCKHEED AIRCRAFT CORP.




70

t director
artist
a

dvertiser

67

crt

Small Ads

r Tony Palazzo, Herbert Ackerman

st Walter Cole

Coronet

68 Trade Periodicals
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Magazines

John Groen

Harold Kramer

Foote, Cone and Belding
Lockheed Aircraft Corp.

///"”
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Richard Ackerman

H. Enfield Studioc, Ewing Krainin
y Morton Freund Advertising, Inc.
r S. L. Gilbert Company, Inc.

69

ort director

artist
advertiser

Your
advertisement
n :
will be
opposite
a full
editorial page
that

will be
totally read
by nearly
3,000,000 -

and ——

in CORONET’s
known families
alone!

And CORONET s

ratres are the

lowest multi-million
magazine rates

in history.

2,000,000
GUARANTEED
CIRCULATION

Trade Periodicals

Edward Boehmer
Rainey Bennett
Collins, Miller & Hutchings, Inc.




GEORGE ELLIOTT...art and design for industry...

fresh paint

71 Direct Mail
art director George Elliott
ortist Gearge Elliott
odvertiser George Elliott

It is praised

A Veritable El Dorado & ; ,. @I
of TASTE,
FullBodied SMOOTHNESS = W8/ / Lol
& Incomparable FLAVOR!
> —

iy,
A 3
1

A TRIUMPH in Mix'd Drinks, §

Kentucky Bourbon

72 Newspapers

3@
ort director David S. Block 2
:
:
:
i

Mint Juleps & With Branch Water!

. .. . 8 YEAHRS OLD-AGED IN THE WOOD
ortist Caesar Cirigliano =

ogency J. D. Tarcher Co., Inc.
odvertiser Old Hickory Dist. Corp.

nie!

_ e c(Shad

A Fome (U Boccrbon weth

HICKORY

STRAIGHT

BOURBON

LT

Try It At Yr. Club

| Buy It From Yr.

Liquor Merch’t or
Tavern Keeper

16



73 Trade Periodicals
John Averill
hn Averi
ertiser Collins, Miller & Hutchings, Inc

91 Dlrect Mail

Ray Sulli
tist  Ray Sullivan
e Ray Sullivan

ertiser Charles Falk

73 Direct Mail
Alexander Liberman
Miki Denhof
ortist Leslie Jacobs
The Conde Nast Publications, Inc
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76 Direct Mall

ort director William Golden
ortist Culver Service
odvertiser Columbia Broadcasting System, Inc.

97 Direct Mail

ort director Gene Federico
artist Gene Federico
publisher Time, Incorporated
oublication The Architectural Forum




beethoven:
concerto in
d major

for violin

and orchestra

78 Display Design
art director  Alex Steinweiss
ortist  Alex Steinweiss
advertiser Columbia Records, Inc.

@i
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% 79 Posters
Magtanuioiky ort director  Alex Siei'nwefss
ortist  Alex Steinweiss

odvertiser Columbia Records, Inc.

80 Display Design
art director  Alex Steinweiss
ortist  Alex Steinweiss
advertiser Columbia Records, Inc.
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Classic pediments. handsomely peoppteotll dooricays and windows, geaceful furaiture;

I these are legacics of desipy inheritefl 8 S8 nation from famous
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81 Direct Mail
art director  Bradbury Thompson
artist Bradbury Thompson, Gene Fenn,
William M. Harnett
advertiser West Virginia Pulp and
Paper Company
publication Westvaco Inspirations for Printers

82 Posters

ort director Robert M. Jones
artist James Flora
advertiser Columbia Records, Inc.

83 Trade Periodicals

q§ art director William Golden, Irving Miller
an d l\l l ortist  Jan Balet, Mortimer Rubenstein
4 odvert Columbia Broadcasting System, Inc.

COLUMEIA: REGORDS



84 Direct Mail
art director Guy E. Fry
t Arthur Wallower
ogency Gray & Rogers
advertiser The Mead Corporation

MILLICE?

MAISIE ? MINERVA ?

85 Direct Mail

rt director  Frank L. Chilton
artist  Ralph J. Delli Bovi, Frank L. Chilton
advertiser New York World-Telegram

Try MOISTRITE BOND —the original, moisture-proof packaged, utility bond

. ; 2%
. ,{D [ﬂ)(( :“h& 3 quarter-hours ._.I,nz, more “firsts” than any other
?] A o t St. Louis station! From 6:00 p.m. 10 midnight,

KMOX las more listeners than any other St. Louis
stauon during 4#"0( the 168 mighunime quarter-
hours. J«'-E-.- more “firsts” than
its closest competitor!

During the entire week,
RMONX has the lion's share of
1he audience during ore than

of the wal 492 quarter-
hours. .. is in hrst place more
olien than all other St. Louis

\ ; e siatons combined!
T e A . { A Once again KMOX is the
- - ‘ people’s choice. Which is why

KMON should be your choice.

147 3
The new vptv KMON-CBS Listener Diary Study Get in wuch with us or Radio _—
proves tnat KMONX is the way-in-front favorite of Sales 1o pick the KMOX avail- X COLUMBIA OWNED
an overwhelming majority of listeners in St. Loun ability (hat will make your I i

and throughout mid-America. product i nud-America favorite. 2

|
This KMOX study is an accurate measurement
THE VOICE OF ST LOVIS

of listeni \14 habits 1nd prcfuunus lhronghoul the 50,000 WATTS
fel liding a2Ce®
RMOX G- county Daw irary—Asca” The “NB Study No I, March 1946 Since April 1947,
~The Voice of St Lovis"—aid-Aserica‘s firet cholce—
most comprehensive ever undu(akgn in tos tern- has been reserang sore listensrs Lhan ever bafare
Wilh 8 ner 47(-foot antenna. 8t & new, more sirategic
tory, it uses the CBS Li A;lr:ncr Diary teehnique with site. and @ new 50000-eatlt tranamstier. KNOI‘'s
Btusr Tng half-s3)lbvolf line noe eabraces TS5 wore: redis homes
balloting conducted by G—b——”«qu According w \Broughout & 3 larger ares
this independent rescarch organization. .. —

From 6:00 a.m. to 6:00 p.m., KMOX has ke
2 AIPASEBTIS OV habet MALIL WL LPS1 DOGANCASTHM DWISI0N OF CAS

largest audience during 18y ol the 324 daytime = o= e s
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ort director
ortist
odvertiser

THINK OF NAFY - il plas

e shests sherivy, llkr shovs il

Newspapers

Ralph Daddio
Isabel Bartram
Bonwit Teller

[riday’s listening on NBC

Bonwit Teller

88

ort direcior
artist
odvertiser

Direct Mail

Walter Yan Bellen

Walter Van Bellen

National Broadcasting Company




89 Direct Mail
ort director  Robert Pliskin
artist Robert Pliskin
agency Abbott Kimball Company
rtiser  Strathmore Paper Company

90

ort director
ortist
ogency
odvertiser

VOGLUE

art director
ort editor

lells
the ('()n/}'|)|v|(‘

SIOTY,

i

Display Design

David Stone Martin

David Stone Martin

Asch Studio

Disc Company of America

Newspapers

Alexander Liberman

Miki Denhof

Rene B. Willaumez

The Conde Nast Publications, Inc.

54
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93 Trade Periodicals
art director Allen F. Hurlburt, Walter Van Bellen
artist Sam Berman
advertiser National Broadcasting Company

o f

g

i m doily buriness

reading The Mew York Timay

The Mew Tark Times o Mew Tork's leading men's waar mediem? Find sul mane

SENTIMENTAL ,;
JOURNEY

91 Display Design

art director Robert M. Jones

artist Robert M. Jones
advertiser Columbia Records, Inc.

95 Trade Periodicals
art director George Krikorian
artist George Krikorian
advertiser The New York Times




1)

o}

persians

96

art director

When you think of having your Persian coat re-
modelad, think of HAMMER BRAND custom Revitahzing.
This simply amazing, custom method cleans the

fur, restores the lustro, tightens the curl, softens ﬁ \ ortist

the skins, mokes it casier 1o match now pelts 1D old. ‘ b\*" agenc

Your own furrier knows how to { ) g . Y

prepare the coat for Rewitahzing E’ 2 odvertiser
’

before sending it to us. Consult him
today and weor an enchanting
new dressmaker coat next season.

K HERMAN BASCH & CO., INC., Now York
World s Oldest ond Lorgest Processors of Persion Lomb ond Broodian!

!

97 Display Design

ort director Robert M. Jones
ortist James Amos
advertiser Columkia Records, Inc.

H%F KF\!”‘

AND HIS ORCHES

g wa sy b

LT, 98
BLuMEIA RECQARDS art director
artist
advertiser

Small Ads

Robert Gage

Fay Clemens

Kelly Nasor Incorporated
Herman Basch & Company

///

\ columh:a it
__J

Display Design
Robert M. Jones
James Flora

Calumbia Records, Inc.




99 Trade Periodicals

ort director  Arthur Hawkins, Jr. ..:h. :"“ “_:
ortist William Rittase = 0
ogency Alley and Richards, Inc. E'Ei.._‘:.:-. (&2
advertiser Cast Iron Pipe Research Assoc. e
AT O e STAnsARSIZI Bw

CAST
IRON

B ooty M4 ECHANICAL JOINT

100 Small Ads

ort director Arthur Hawkins, Jr.

ortist  Arthur Hawkins, Jr.
ogency Alley & Richards, Inc.

odvertiser Williams Importers

.“l-l.lllIlllll....lllllll-'

how# delicious can
Cr2me de Menthe be?

{Ipy
Bardinet

CORDIALS 50 Prasl = Ravdinat Feparn_lnc Marriville, Pa_« Made ia 0.4 &
Sale hgewry fee U5 & n}bﬁ-M-m-‘ﬂ L L Willigms & G, tne, 800 S0h Gew New Tk

101 Newspapers

ort director Paul Rand

ortist Paul Rand
ogency Wm. H. Weintraub
advertiser John David Stores

RITTCITTET T T
Yeamunnnsnnnnnnannnns’

28




103 Small Ads

ort director Vincent Benedict
ortist  Stuart S. Graves
ogency Gray & Rogers

odvertiser Bell Telephone Company of Pennsylvania

.a Polnier op shoppin®”
‘ ‘(fCQ.... s BT

ory for thit produet or

1're hanting. The chances
W &t amces “There Tt i

The Clamitied Telephone Dircctory
» your yuichest, ensicst wand most
complete guide we who wells what in
your Ineality. You'll ave time by
Tooking Uhere firs

ook in the YELLOW PAGES
of the Teleghone Directory

THE BELL TELEPHONE COMPANY OF PENNSYLVANIA

M CALMITOL

M CALMITOL

ors:_Joens

135 EAST 44TH STHERI, NEW TOAK i7. N V.

102 Trade Periodicals

ort director Gyo Fujikawa
ortist Gyo Fujikawa
ogency William Douglas McAdams, Inc.
odvertiser Thos. Leeming & Co., Inc.

104 Small Ads

ort direcior William Golden, Irving Miller
ortist  Joe Schincelman
odvertiser Columbia Broadcasting System, Inc.

A Sunaay Da‘> with

THE HOUR
OF CHARM

and Plul Spitaluy’s
All-Girl Orchestra

WA A A 00:00 p.m. 0000 on your diai i
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art director
orlist
agency
advertiser

M

Do these “show-off" itemg
Show You anﬁﬁ!ing:

Trade Periodicals

Paul Rand, Helen Federico i
Helen Federico

Wm. H. Weintraub

Kaufmann's Department Stores

VINYLITE

PLASTICS

106G Trade Periodicals
art director  Howard F. Bertkau
ortist Mac Ball Studios
agency J. M. Mathes, Inc.
advertiser Bakelite Corporation

p—

e v ks b

P

York,

yau manp

Pussbargh, Pa.

“if it’s oul of this world, il's here?™

107 Trade Periodicals

ort director David W. Fletcher
ortist Valentino Sarra

advertiser  Kiesewetter Orchid Gardens

A. In mou orchid seediing tuber, the wedlings ook
green and heolthy and reody lor tronmplonting,

Sce you'te gong 1o pend five tc wren yeorr of hasd
~orh and loving care wodting for the Brol vewdt, why not
be ture with o RIESEWETTER woediing?

Eoch year Rolph Kisseworter iekects @ b of the most out-
warding of hi more than 150 Gold Medol, F.C.C, Award of
Merit planks From thesws o tew cronses ore modd’ ond the
wedlings ore oftered o you

KIESEWETTER W 700 by KESEWITIER s 7o by e

Osohicd Gasdlors

ILE.B. £05IYR, LONG SLAD, MY,
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IROMANTIC SHADES OIF

PETTHOOATS AND CAMISOLYS,

el user o, X 1o W 260D

. Francriie’s ik Te nhite or hlack mplun ail

. Comes Comisule in demure while royun crvpe wiih Val loce. 32'1a 38 0304
Fronietie's “aippes™ i shite. black of tea tome tmyom saiin lastes. S M. or L .68
€ Sheer =hite organds pritivast with o pulke dorird st rulle, 29t W0, HAWS

Dber pottionars lrom $.000 1o 18405 Cunes snid Lingroir. Sencnd Plowe

FIFTH AYE AT sn ST, AL 1ORK I8 MY. U1 700 + AL GREENWICH. TAST CRANGE ARD CARLEN CITY

art director

Trade Periodicals

George W. Higgins

Joseph Chenoweth, Daisy Stillwell
Sylvester Livolsi

Hazard Advertising Co.

Davis & Geck, Inc.

artist

ogency
odvertiser

| 1]
s ]

YESTERYEAR...

BUSKS AND LITLE “NIPPERS™

109

ort director

Newspcpers

William Taubin

Ben Schultz, Wm. Taubin,
Nicky Gibson

Franklin Simon

ortist

advertiser



110 Direct Mail

Arnold Rostor

Paklc Picasso, Albrecht Durer
RKO Radio Piclures, Photo Studios
Arnold Roston

Marquardt & Company, Inc.
Design & Paper



111 Direct Mail

HALF art director  David A. Bryce
A . B
“QUEEN" artist Herbert Lubalin
— agency Sudler & Hennessey
FOR advertiser Lederle Laboratories
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112 Trade Periodicals 113 Trade Perlodicals
arr director Arnold Roston art director William Golden
artist  Arnold Roston, Dalas Studios artist Ray Komai, Lou Dorfsman
advertiser Mutual Broadcasting System advertiser Columbia Broadcasting System, Inc.

THIS IS THE WAY "CBS PUBLICITY" GOES ABOUT ITS BUSINESS

55 departments of
from the stand-

—
u ' i point of all-'round serwice, ol year ‘rowl
g Last moath, this question was put directly to svery

newspapar redic editdr from cosst to coast.’

“How do you rate the pre:
the four major petworks

Their vote vas unhesitating:

. -bd s‘ “CBS Press Informstion is BEST...for the NINTH
ol oonsecutive yesr."

In fact. CBS was the top choice of more of these
o oditors than all cther network publicity-
% departments cosbined
ettt ) e This 18 8 30114, unsquivocal sndorsesent of the vay
CBS PRESS INFORMATION goes about 1te busin
ful ressarch, spec aloag by up-to-da

% ..---oo-.--..l 5 faoilities, and handled by s big. abls
‘ L And more thas thie...
|

It's an scknowledgment of the superior service
CBS clieats and
prograas, day

% b e e e s e e s e e e . i That's c8e mOre reason why they keep coming to
r4 Y CBS: one mors rsason shy CBS is the riret choice |
N today. of more of the coustry's largest radio i
v

188 get on sach of their
y out, year sfter year, |

advertisers...and more of thea exclusively
than aay other networi

And has been for 1; yea

in a row!
They find thst CBS del
cost than any other network

s ], And they find CBS PRESS INFORMATION an integral
2 ;
]

eTs listeners at

p W

part of the complete network operstica that makes
this possible.

*Billbosrd’s Tenth Anausl
Radic Publicity Survey

113 Trade Periodicals
art director  Erik Nitsche
artist  Erik Nitsche
agency Monroe Greenthol Co., Inc.

advertiser Universal Pictures, Inc.

63




113 Newspapers

e ma wek

art director Frances Owen
Vour Fleid : artist  Francis Foley

Gift Lertificate advertiser Marshall Field & Company

117

art director
artist
agency
advertiser

116 Newspapers

art director Paul Rand
artist  Paul Rand
agency Wm. H. Weintraub
advertiser Frark H. Lee Company

[P Ty Y e
Loope o vl o A e g
Mt Sobagn piek gl
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Magazines

Harvey W. Olsen

H. I. Williams

Needham, Louis & Brorby, Inc.
Derby Foods, Inc.

61
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art director

Newspapers
Paul Rand

“A business in millions
.

@ profii in pennies”
Lith Street focing Union Square

Market and Hedsey Strevts. Newark

artist Paul Rand s
agency Grey Advertising Agency, Inc. :
advertiser  Ohrbach’s
If_)'ou te a4 nose Jor vadues o'l point s 1 toaceard
'\ 4 Ohrbach's
Sor
_.; % ohildren’s
711k | wear!
O~ ’07
~ 4 T
®
S
= °
€ °
.
=2 L]

¢ %
i Nl
Te &

9

ort director

\ \ \ artist
'T‘,.- .‘F,cu'cr .~f tlyc :F,m"( S

/ odvertiser
Lees ASHLAWN with wool woven through the back

s

rhes,
Pertoen —uc g
the bk o vae Bower of che Phck a
No arm b “ wd v ASUILAWN 4 thone -
s ASHIL W - M Tt o
Soravy tradiic, dn i

o srhon s avkeoy -

CLEAR COLOR CARPEY

OTHER FoMORUS LFES PROGDICTS _COLUMMA AND MINFKVA HANGKNITTING YARNS

R evariitng ey
L
g o e: s e

o < corything 0 et b
e bl o e
B it cebi . b g b

Bar's hrad S achae's

Trade Periodicals

Paul Smith

Earle Goodenow

D'Arcy Advertising Company
James Lees & Sons Company



120 24-Sheet Posters
tor Wilbur Smart
Haddon H. Sundblom
D'Arcy Advertising Company
The Coca-Cola Company

121 24-Sheet Posters
Leroy F. Lustig
Robert Osborn

ency Lustig Advertising Agency
Radio Station WHK

122 24-Sheet Posters

t director Wallace W. Elton
Crockett Johnson
J. Walter Thompson Company
The Ford Motor Company

- v e
SEE YOUR FR/IENDLY FORD DEALER
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art director

rtist

Sunkist =

CALIFORNIA ORANGES

BEST FOR JUICE - ane Svery /

124

art director
artist
agency
advertiser

”

(AGER

moorfh as a

Posters

Lyman Powers

Marcel Olis

Foote, Cone and Belding
California Fruit Growers Exchange

24-Sheet Posters

John A. Cook

Jack Wittrup

J. Walter Thompson Company
The Ford Motor Company

. ,’ ! : / 123 24-Sheet Posters

™ ort director Herbert Noxon, Edward Graham
ortist Dal Holcomb, Carl Paulson

i
Q ‘ ogency McCann-Erickson, Inc.
J: dvertiser Tivoli Brewing Company



UNION OIL MINUTE MAN SERVICE

126 24-Sheet Posters

ort director Lyman Powers
ortist  Bill Tara
o .
_1'7 24-Sheet Posters ogency Foote, Cone and Belding
ort director Edward F. Molyneux advertiser Union Oil Company of California
ortist Lou Chap
agency Newell-Emmett Company

advertiser Pepsi-Cola Bottling Company

128 24-Sheet Posters

ort director Link Malmquist
artist Gordon Brusstar
ogency Foote, Cone & Belding
odvertiser Southern Pacific Company

Next time
try the train

S.P The friendly Southern Pacific




129 24-Sheet Posters

art director  Commander John B. Shipman, USN
artist Rex Reichert
advert Navy Department

130 24-Sheet Posters
art directors  Herbert Noxon, Edward Graham
artist Howard Scott
ogency MecCann-Erickson, Inc.
advertiser Atlas Supply Company

69



131
ort director

odver

132
ort director
orlist
advertiser

Posters
Elizabeth Eyerly

Joseph Binder
Botsford, Constantine & Gardner

Jantzen Knitting Mills

Posters

Jefferson Tester
Jean Carlu \ @

New York Subways Advertising Co., Inc.

SUBWAY POSTERS
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133

ort director
artis!
agency

dvertiser

Posters

Eugene Payor

George Greb

Einson-Freeman Company, Inc.
Fruit Industries, Inc.

131 Posters

ort director Hector A. Donderi, Wesley Heyman
artist Wesley Heyman, Roy Germanotta, Inc.
odvertiser  United States Rubber Company—
U. S. Royal Tires



135 Display Design
ort director Ray Sullivan
ortist Ray Sullivan
odvertiser Trojan, Inc.

'l 136 Posters 137 Posters
IF..;} [~ ort director Harry C. Haas - art director David Millard
¥ artist Charles Franc, Tony Abruzzo ortist Van Beek Industries
: ogency Einson-Freeman Co., Inc. ogency Walter Weir, Inc.
l"f{ { odvertiser R.C.A, Yictor Company q, advertiser Parfums Degas
A1
3

Sa
=P

Pansouss Erode

138 Posters

ort director George A. Phillips
ortist  Otto Freund, Royer & Roger
ogency Kindred, MacLean & Company, Inc.
odvertiser Cluett, Peabody & Co., Inc.
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ART DIRECTORS CLUB MEDAL

Martin W. Carrick

The picture on the opposite page is one of a series of
twelve painted by Rojankovsky for the Morrell 1948
calendar. This 12.sheet calendar has, for many years,
been produced by Ketterlinus for John Morrell & Co.,
meat packers, Its twelve pictures illustrate a central
theme.

Through the years the calendar has become some-
thing of a national institution, and both Morrell and
Ketterlinus give the most careful consideration to the
selection of a theme and to an artist whose style is
most suited to its development.

The theme selected for 1948 was Fairy Tales, and the
calendar which proved to be extraordinarily popular,
carricd twelve scenes f(rom ([amiliar fairy stories,
known and loved by old and young alike.

Feodor Rojankovsky, distinguished illustrator of chil-
dren’s books, was commissioned to paint the pictures
—a happy choice, for his style is unique and fasci-
nating and the charm of his interpretations recreates
the image of our childhood dreams. A great lover of
animals and birds, his whimsical expressions and atti-
tudes with which he endows them are a joy to all.

Martin W. Carrick

139

artist

art director
agency
advertiser

General lllustration
Feodor Rojankovsky
Martin W, Carrick
Ketterlinus Litho. Mfq. Co.
John Morrell & Company




ART DIRECTORS CLUB MEDAL

Allen F. Hurlburt

Radio is a medium in which sound alone conveys ideas, and
when these ideas are translated into pictorial representation,
imagination must be the dominant force. Certainly there would
be nothing suggesting the chills of a radio *whodunit” in a
literal illustration of studio, seripts, actors and mechanical sound
effects.
The series of which this advertisement is a part was designed to
give maximum freedom to the artist. Joe Kaufman has handled
the art work from the start of the campaign and with imagina-
tion bordering on fantasy has managed to convey the spirit of a
dozen programs ranging from “One Man’s Family” to “Truth
or Consequences.”
In the Mystery Theater ad it was decided to combine all possi-
ble ingredients of the chillers that stalk the airways—then to
add a twist by having the macabre characters listening to their
own radio program. The headline, “h happened on NBC.,” was
handled in a photographic distortion of the Bulmer italic which
has been standard for the series.

Allen F. Hurlburt






ART DIRECTORS CLUB MEDAL

John Cook

The story behind the Ballantine “frosty bottle and
glass” is a very simple one.
We had used a number of product illustrations in our
Balantine advertising, which even so exacting a client
considered excellent. But back in the summer of 1946,
when a new campaign was in preparation, we decided
we must have a painting of a bottle and glass that
would be the most thirst-provoking one that had ever
been done.
We had been watching Carl Paulson’s work and felt
that he might be just the man to pack an extra meas-
ure of thirst appeal into our illustration—so we had
him try his hand at it.
And, as vou know, he came back with a “dream bottle
and glass” . . . as cool and frosty and alluring as the
bottle and glass a tired, parched man dreams of along
toward the end of a sizzling day in midsummer.
You’'ll be interested to know that a whole new cam-
puaign has now been built around the Ballantine bottle
and glass. It broke in the April issues of Life, Col-
lier’s. Look and Time.

John Cook

141 Product lllustration
artist  Carl Paulson
ort director John A, Cook
agency J. Walter Thompson Company
odvertiser P. Ballantine & Sons

Iweeocs

Largest Sty . 1s
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AWARD FOR DISTINCTIVE MERIT

‘William Golden

[ got the assignment for this series of drawings from
Bill Golden in the form of a thumb-nail sketch and a
stern admonition to fill the spread with people—not
just shapes, but people drawn in complete detail. I
was completely enthusiastic about the idea. It would
make an ad that could hardly fail to catch the reader’s
eye, make him stop, examine, and of course read the
copy!
The drawing was shown to a research outfit, long ex-
perienced in readership surveys. They said: “This car-
toon is lacking in several major high reader-interest
characteristics, surh as dominance, sharp black and
white contrasts, ete.” . ..
But the client followed the hunch of the art director
and ran the series.
Me? I'm on the side of the Art Directors in their
battle with the “predictors.”
Nice to know the A. D. Club is, too.

Roy Doty

.7 e oo e 112

artist

advertiser

Humor
Roy Doty

ort director William Golden

Columbia Broadcasting System, Inc.







AWARD FOR DISTINCTIVE MERIT

David Stone Martin

Although the design elements and orientation of my
pictures are almost always similar, the technical meth-
ods and treatments are eclectic and sometimes vary
greatly from picture to picture. I've never regarded
this as a fault because I have always felt that drawing
methods are calligraphic (sic) tools or languages and
the artist should be able to use the representational
as well as the most overtly non-objective at will.
This drawing is the result of the conscious use of
closely related methods which I felt suited to showing
impending tragedy mixed with a depravity and fear.
The picture of Montgomery is a composite of many
photos of him pushed closer to the way he appeared
in “Night Must Fall” rather than his more recent
suave parts. William Golden and I agreed that his
characterization of the depraved and shrewd youth
was more signifieant for our purpose. The fleeing
figure is derived from a sketch I made of a man run-
ning across a vacant lot in the Bowery, what he was
running from I do not know but I'm sure it was
something fearful.

David Stone Martin

N g N ArEVEN O 143 General lllustration
A l‘a (l l‘ l; \I I'AS I artist David Stone Martin
art director William Golden
advertiser Columbia Broadcasting System, Inc.

Columbis Broadeasting Sysicm
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AWARD FOR DISTINCTIVE MERIT

Maurice G. Sholle

This first advertisement, in a new campaign for Ameri-
can Silk Mills, began with a few important (and what
seemed at first, difficult) things to accomplish.

A new logotype was to be introduced and powerfully
presented. Fashion leadership and prestige was to be
expressed. It was to be first and last a fabric (not a
fashion) advertisement.

Working directly with the president of American Silk
Mills, Milton Rubin, and Lois Ullman, prometion
manager . . . I designed the three dimensional “A”
and triangular format that have become identified
with Amermill advertising throughout the country.
Hal Reiff, the photographer, achieved this dramatie
photograph by using translucent acetate inside the
camera.

The finished fashion from Pattullo supplies the drama
and prestige. The fabric emerges dominant. The free-
dom of motion in the photograph gives perfect ex-
pression to the entirely modern character of the mill

that signs the message.

Maurice G, Sholle

141

artist

art director
agency
advertiser

Fashion and Style
Hal Rejff

Maurice G, Sholle
Sterling Advertising
American Silk Mills, Inc.
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AWARD FOR DISTINCTIVE MERIT

Ralph Daddio

Perfume advertisements appear quite frequently on
retail advertising schedules. As a result the approaches
have been many and varied. The ads have been han-
dled whimsically, romantically, sensuously and sea-
sonally, etc.

In preparing the Charbert advertisement, there were
three scents to play with: “Fabulous,” “Breathless,”
“The French Touch.” Visually, they reminded me of
the famous “hear no . . . see no . . . speak no . . .”
which when slightly(?) altered became three beau-
tiful women and their reactions to three beautiful
perfumes.

The art execution caught completely the spirit of
this thought.

Ralph Daddio
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artist

art director
advertiser
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......... Bonwit Teller__...._

Fashion and Style

Tod Draz
Ralph Daddio

Bonwit Teller




AWARD FOR DISTINCTIVE MERIT

Kurt Josten

“Coffee’s Ready” is one of a series of ads selling
Pacific sheets. This series started with the idea of ap-
pealing to the reader by showing vignettes of human
interest in the bedroom—at the same time promi-
nently displaying sheets.
From a layout point of view the basic format was
foolproof. Human interest figures and a large expanse
of sheet bleeding off the page allowed the headline
and copy to be surprinted without vitiating the effect
as a whole.
Success depended upon a particularly sensitive artist
with impeccable taste. John Gannam was the answer
to the art director’s prayer. He took hold from the
beginning and devoted to the job the sincerity and
integrity for which he is noted.

Kurt Josten
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art director
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advertiser

pacIHE

General Nustration

John Gannam
Kurt Josten
Williams & Saylor
Pacific Milis
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Sunday morning. A wisp ot coffee iragrance drifis through
our dreams...and presently hiubby’s good-morning kiss
announces breakfast,
One of the special pleasures of Sunday morning 13 the
iance 10 enjov a lew more moments® blisstul slumber.
These delichdul Pacific Sheets add immeasurably to

your everyday comtort. They're soft and white as a cloud—

PACIFIC PERCALES - PACIFIC EXTRA-STRENGTH MUSLIN -

Free booklet: ““The story al Pacilic Balanced Sheets”. Drop a card ra

Pacific Mills, 211 Church Street, New Yark 13

PACIFIC TRUTH MUSLIN

///

vel the firin, close weave ¢ives them washdav stamn.

These fine sheets don’t just grow; they arve destgned.
Their balanced construction puts comfort and service
qualities in perfect proportion, They are made in several
orades, suitable tor erery bed i the house.

Pacific Balarced Sheets are sold by beucer stores from

coast to coust. Next tume you buy, ask for them by nane.

, BALANCED

PHL'IHL'

== SHEETS (==



147 General lilustration

ortist Lawrence Beall Smith
art director Bert Ray
odvertiser Abbott Laboratories

148 General lllustration

artist  Fletcher Martin
ort director Bert Ray
advertiser Abbott Labaratories

-
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149 General Hlustration

artist William Gropper
art director Bert Ray
advertiser Abbott Laboratories
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General lllustration

Rene Robert Bouche

Arthur Weithas

Blaker Advertising Agency
Elizabeth Arden Sales Corp.
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151 General lilustration

artist  Frank H. Kirchner
art director  William Wood

agency N. W. Ayer & Son, Inc.
cdvertiser Caterpillar Tractor Co.

132 General lllustration
ortist  Julian Binford
ort director Leon Karp
agency N.W. Ayer & Son, Inc.
advertiser Webster Tobacco Company, Inc.

THE ROCK
MEN
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1534 General lllustration

artist Jemes Flora
art director Jean Layton
agency N.W. Ayer & Son, Inc.
advertiser Container Corporation of America
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General Hlustration

Robert Riggs

Edith Jaffy

N. W. Ayer & Son, Inc.

Wyandotte Chemicals Corporation
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advertiser
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General lllustration

Edgar Miller

Leonard Lionni

N. W. Ayer & Son, Inc.

Container Corporation of America
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art director
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General lllustration

Homer Hill
Len Bastrup
Wyeth, Incorporated
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General lllustration

Warren Baumgartner

Charles Faldi

Benton & Bowles, Inc.

Maxwell House Coffee Division
General Foods Corporation
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General lllustration

C. lvar Gilbert

Charles Faldi

Benton & Bowles, Inc.

Maxwell House Coffee Division
General Foods Corporation

General lllustration
Paul Sample

Charles Faldi

Benton & Bowles, Inc.
Maxwell House Coffee Division
General Foods Corporatinn
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Fashion and Style

Constantine Joffe

Arthur P. Weiser

Grey Advertising Agency, Inc.
Waldes Kohinoor, Inc.
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161 General Hlustration
artist  Franklin Boggs
art directar  Arthur T. Blomquist
agency J. Walter Thampson Campany
advertiser Chase & Sanborn
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General HHlustration

David Stone Martin

Elwood Whitney

Foote, Cone & Belding

The American Tobacco Company

LUCKY STRIKE s wrs fine tobacco
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General IHustration

Haddon Sundblom
Arthur T. Blomquist

J. Walter Thompson Company
United States Brewers Foundation
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artist

art director
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advertiser

General llustration
Haddon H. Sundblom
Wilbur Smart

D'Arcy Advertising Company
The Coca-Cola Company

General IHlustration
John Clymer

J. H. Tinker, Jr.
McCann-Erickson, Inc.
Chrysler Corporation
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General lHlustration
Ben Stshl

Harlow Rockwell
Young & Rubicem, Inc.
International Silver Co.
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168 General lllustration
artist  John Gannam
ort director Kurt Josten
agency Williams & Saylor, Inc.
advertiser Pacific Mills

Year after year . . .
Amernica’s largest selling Ale Kt
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Forrest Crooks, Halleck Finley
John A, Cook

J. Walter Thompson Company
P. Ballantine & Sons
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General lllustration

Stevan Dohanos

Arthur T. Blomquist

J. Walter Thompson Company
United States Brewers Foundation

General lllustration

Stevan Dohanos

Arthur T. Blomquist

J. Walter Thompson Company
United States Brewers Foundation
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General lHustration

John Falter

Arthur T. Blomquist

J. Walter Thompson Company
United States Brewers Foundatian
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General llustration
John Clymer

J. H. Tinker, Jr.
McCann-Erickson, Inc.
Chrysler Corporation

General lllustration

Hananish Harari
Armin Seiffert

MacManus, John & Adams, Inc.

The Dow Chemical Company
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art director
agency
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General lHustration
Peter Helck

Walter J. Reagles
General Electric Company

General lllustration
Coby Whitmore

Jack Anthony

Young & Rubicam, Inc.
Cluett Peabody, Inc.
Arrow Division
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General Hllustration

R. York Wilson
James E. Collier
McKim Advertising Lid.

O'Keefe's Brewing Co., Lid.
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178 General IHHustration

artist Harold von Schmidt
ort director Daniel Keefe
agency McCann-Erickson, Inc.
advert John Hancock Mutuel Life Insurance Co.

179 General Hlustration

ortist Ben De Brocke
art director Gene Davis
ogency La Roche & Ellis, Inc.
tvertiser Hiram Walker & Sons
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180 General HHlustration
rtist David Stone Martin
art director William Golden and
Mortimer Rubenstein
advertiser Columbia Broadcasting System, Inc.
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Is fish really brain food?
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181 General Hiustration
ortist  Nickolas Muray
art director  H. Mitchell Havemeyer
agency Hazasd Advertising Company
dvertiser  American Cyanamid Company
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General llustration
Ruzzie Green
Walter Glenn
Young & Rubicam, Inc.
International Silver Co.

General Hlustration

Harold von Schmidt

Daniel Keefe

McCann-Erickson, Inc.

John Hancock Mutual Life Insurance Co.
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184 General IHustration

ortist Arthur Zegart

art director  David S. Block
agency J. D. Tarcher Co., Inc.
ivertiser United Jewish Appeal

1835 General Hlustration

artist Roy Mason
ort director  Martin W. Carrick
odvertiser Ketterlinus Litho. Mfg. Co.
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General IHlustration

Bernard Brussel-Smith
Bernard Brussel-Smith
The Type House

What o «Bterencs lrom tholr donghiors!

General Illustration

Ben Rose

Paul Darrow

N. W. Ayer & Son, nc.
National Dairy Products Corp.
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st Joseph W, McDermott
art director Ben Collins

arl

er The Beck Engraving Company
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ortist  Ruzzie Green
ort director George McAndrew
ogency Benton & Bowles, Inc.

advertiser Pepperell Manufacturing Co.
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General lllustiration

Harold von Schmidt

Daniel Keefe

McCann-Erickson, Inc.

John Hancock Mutual Life Insurance Co.




192

artist

art director
agency
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wake uvp
screaming @

Your compatitors have just
forced you to the wall
through slich odverfiving
ond diobohicalty clever
aler promotion,

They ate ot your bedside
gloating

Why have nightmeres

Ve tha?

You needn’t,

cure
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Bill Tara
Bill Tara
Conners & Company
Conners & Company
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Fashion and Style
Salvador Dali

James Clark, Jr.
Cecil & Presbrey, Inc.
Bryan Hosiery
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Fashion ond Style
Toni Frissell

Maurice G. Sholle
Sterling Advertising
Julius Garfinckel & Co.

1914 Humor

artist  Jim Cantwell
art director  Jim Cantwell

advertiser Columbia Broadcasting System, Inc.
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Humor

Jan Balet

John E. Olson

Leo Burnett Company, Inc.
Carling's Red Cap Ale

Fashion and Style

John Rawlings

Edward Rostock, Max Stoller
lrving Serwer Advertising, Inc.
Duplex Fabrics Corporation
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Fashion and Style
Evelyn Rowat

Edward G. Jaccoma
Cecil & Presbrey, Inc.
Julius Kayser
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197 Fashion and Style

ortist  Charlotte Joan Sternberg
ort director  Arthur T. Blomquist
ogency J. Walter Thompson Company
odvertiser Textron, Inc.

Challiighs Whie. Lolid ok L.

TexTRON
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Product lliustration
Rouben Samberg

Lee Batlin

Harry Serwer Inc.

Verney Worsted Company
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NETTIE ROSENSTEIN
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General lllustration

John Rawlings
Dorothy Gaffney

Abbott Kimball Co., Inc.

Nettie Rosenstein
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Hamor

Miss Burmah Burris
Juke Goodman
Saks Fifth Avenue

Fashion and Style
Jane Turner

Lee Batlin

Harry Serwer, [nc.
J. Rosenholz, Inc.
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203 General llustration

ortist Rainey Bennett
art director Miss Frances Owen

advertiser Marshall Field & Company

2014 Humor

artist  Richard Decker
art director Leon Karp

agency N.W. Ayer & Son, Inc.

publication Evening Bulletin
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Product lllustration
Francis H. Tichenor

William Wood

N. W. Ayer & Son, Inc.
Caterpillar Tractor Company
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Annabel Hagyard
Juke Goodman, Robert Hack
Saks Fifth Avenue
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Fashion and Style

John Rawlings

Dorothy Gaffney

Abbott Kimball Co., Inc.
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Bill Charmatz

Allen F. Hurlburt
National Broadcasting Company
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TEXTRON

Product lllustration

Jan Balet, Harry Green

Paul Smith

D'Arcy Advertising Company
James Lees & Sons Company

Fashioen and Style

Fred Siebel

Arthur T. Blomquist

J. Walter Thompson Company
Textron, Inc.
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Product llustration

Harry Bluestone

Edmund J. Smith

J. Walter Thompson Company
The United States

Playing Card Company
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ortist  Fred Chance

rector George Krikorian
sdvertiser Bureau of Advertising
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Fashion and Style
Alan Fontaine
Richard Ackerman
Morton Freund Adv
Deitsch Bros.

ertising, Inc.
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Jane Turner
Juke Goodman, Robert Hack
Saks Fifth Avenue
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Fashion and Style

Horst P. Horst

Arthur P. Weiser

Grey Advertising Agency, Inc.
Schnefel Brothers Corp.
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artist  John Rawlings
ort director Lester Beall
ogency Abbott Kimball Co., Inc.
advertiser Nettie Rosenstein
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artist
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agency
advertiser

Fashion and Style

Rolf Tietgens

Arthur P. Weiser

Grey Advertising Agency, Inc.
Lehn & Fink
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General lllustration

Nick Lazarnick

Walter Reinsel

N. W. Ayer & Son, Inc.
American Telephone & Telegraph
{Bell Telephone System)
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219 Humor
artist  Bill Charmatz
art director  Ralph Daddio
advertiser Bonwit Teller
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220 Fashion and Style

artist Carl Ericson
ort director Beverly S. Gussin
agency J. D.Tarcher Company, Inc.
advertiser Coty, Inc.
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General llustration

Mrs. Dorthy Christy
Miss Frances Owen
Marshall Field & Company
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Cne thing’s

Humor

Lombard C. Jones

Walter P. Lloyd
Crowell-Collier Putlishing Co.

Woman's Home Companion

Sometimes bom with tiree front toes,
somctitnes with only tw,
she moves only occasionall

and with great languor,

bh« speads her whole |k

Ianging rom South American trees.

[l pulled down, placed on dhe gronmd,
prexlded il urged 10 mn.

w looks up with a paincd expressio
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Victor Keppler

Charles Roth

Batton, Barton, Durstire & Osborn
General Mills
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agency

vertiser

Fashion and Style

John Rawlings

Bert Emmert
McCann-Erickson, Inc.
Revion Products Cerporation
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223 Product llustration
artist Victor Keppler
art director W. B. Hall
agency Creative Agency
advertiser Bower Roller Bearing Company

226 Humor
artist Lou Dorfsman
art director William Golden, Irving Miller
advertiser Columbia Broadcasting System, Inc.
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artist  Ray Komai
rt director William Golden
odvertiser Columbia Broadcasting System, Inc.
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Victor Keppler

Kenneth Peul

Batten, Barton, Durstine & Osborn
Ethyl Gasoline
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We g0 to great lengths for Quality

Humor

Jean Carlu
Frank Balduzzi
James Thomas Chirurg Co.

Star Brush Manufacturing Co., Inc.
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artist
art director

Humor

John Averill
Ralph Breding

agency J. Walter Thompson Company

advertiser

Ford Motor Company

THERE'S NO PLACE
LIKE HOME!

(Thot goes for Ford Service, tool)
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232 Product lllustration

artist  Joseph Breitenbach
art director Frederick W. Boulton
agency J. Walter Thompson Company
advertiser Swift & Company
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artist  Carl Paulson
art direciar  Arthur Hawkins, Jr.
agency Alley and Richards, Inc.
advertiser Williams Importers
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artist  Charles F. Kuoni
ort directar Charles R. Prilik
agency J. Walter Thompson Company
advertiser Swift & Company
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artist  Richard Erdoes
art director Frederick Veit
adverfiser National Broadcasting Company
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236 Humor
artist  Ray Sullivan
art director  Ray Sullivan
agency H. S. Crocker
advertiser San Francisco Grand Jury
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Ernst Beadle
Juke Goodman
Saks Fifth Avenue
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238 General Nlustration
ortist David Stone Martin

ort director William Golden
odvertiser Columbia Broadcasting System, Inc.

We took an hour in'Studio One"..

239 Humor
ortist Bill Tara
ori director Lyman Powers
ogency Foote, Cone and Belding
odvertiser Purex Corporation

«ccand captured the covatry!
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210 Fashion and Style
artist |sabel Bartram
art director Ralph Daddio
advertiser Bonwit Teller

211 General lllustration

ortist Bernard Perlin
art director William Golden, Irving Miller
advertiser Columbia Broadcasting System, Inc.
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2142 Humor 777
artist  Boris Drucker
ort director Carol Stewart Roberts
agency N.W. Ayer & Son, Inc.
advertiser Cannon Mills, Inc.

cootanother miracle in sound

243 General Hlustration

ortist Jean Pages
ort director William Golden
odvertiser Columbia Broadcasting System, Inc.
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244 Fashion and Style

ortist  Ernst Beadle
ort director Juke Goodman
odvertiser Saks Fifth A
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Joe Kautman

Howard Henry

N. W. Ayer & Son, Inc.

Electric Light and Power Companies
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Lynd Ward

Arthur Hawkins, Jr.

Alley and Richards, Inc.

U. S. Pipe and Foundry Co.
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ART DIRECTORS CLUB MEDAL

Cipe Pineles

I didn’t “design” this spread, it just happened. The
food editor said: “I want to do a story on polatoes
but they are too ugly for pictures.” 1 thought they
were pretty, so 1 dug out my kitchen tools, bought
ten cents worth of potatoes, painted them on a double
page size sheet of paper, indicated the type layout,
and left town.
(total time 114 hours)
Two weeks later, when finished art was needed, 1
went about the job more seriously. I nursed the pota-
toes, considered the type more carefully and then
tore the whole thing up. The rough was more fun.
(total time 18 hours)
As far as I know the feature didn’t cause a run on
potatoes, but made our food department, which had

been weaned on color photography, happy.
Cipe Pineles

248

' art directar
artist

publisher
publication

Editorial Design
Cipe Pineles

Cipe Pineles
Triangle Publications
Seventeen Magazine
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publisher
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* Exerdsing
puts the

et full and
and shirt.
by huge buttors.
an imitation
from the center
st stratght on the top of the head, I Wbriciiicd beaver folt by Albowy,
: The black silk
a steep aave about

The bodice " ot

merge o long sucde gloves.
3
i

made to order at

Editorial Design
Alexey Brodovitch
Richard Avedon
Hearst Magazines, Inc.
Harper's Bazaar

her immortal prerogative, fushion reverses a current silhoustte,

popular pyramid on its pommt. « | ft: A beige wool ot by Hattre Curnegue,
wide abote, progressively slimmer and shmmer through body

Two aide lupels arc undersoored

* Belos: Aftcrnoon of a feather - \‘ i

osprey spurts skyzward

of a softly tapered tricorwe
made to order at Rergdor f Goodman,
jacquard dress rolls back into
lovely, bure shoulders.

very tight: three-quarter sleeves
A Mark Mooring design,

Rergdorf CGoodman,
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Bradbury Thompson
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Bradbury Thompson
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ART DIRECTORS CLUB MEDAL

Irving Penn

In working for the editorial pages of a magazine we
believe in letting the artist’s imagination create as
freely as possible and so no specific designs or careful
plans are laid in advance. The general problem is
outlined to the artist. In this case we were planning
a frontispiece for a farm issue and Penn was asked
to compose what to him would he the most symbolic

picture of a farm kitchen.
Alexander Liberman
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lrving Penn
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boy gets an (contisued on page 128) Jilll Bulet

“The Party” was no great problem. Last year I wit-
nessed the finest party kids could give. The gaiety
was gennine and there was so mnch good clean fun
that it was easy to think back and to remember what
the gang looked like. Naturally, the contents of the
story helped a great deal too, in illustrating the pro-
ceedings. That the illustration got such a fine recep-
tion was the biggest surprise to. me. God bless the

teen-agers, art directors and good old Cipe.

Jan Balet
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AWARD FOR DISTINCTIVE MERIT

Irving Penn

The preliminary discussion with Penn gave him the
essentials of the problem. We were to have a portfolio
of six pages showing the latest fabrics and fashions.
He very logically evolved a unity of background in
which his fantasy could work freely. The layout was
never planned in advance. We let the document
dictate the presentation.

Alexander Liberman
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leving Penn

Alexander Liberman

Priscilla Peck

The Conde Nast Publications, Inc.
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AWARD FOR DISTINCTIVE MERIT

Robert Frank

This was one of the first photographs taken by Robert
Frank after his arrival in the United States. He had
been in the country a month and was a newcomer to
Junior Bazaar. He had heard that the editors were
preparing a New York issue. Uncommissioned, he
wandered along Central Park South, just after a heavy
summer rainfall. At the corner near the Plaza, he
snapped the amazing puddle reflections of the great
buildings there. The editors used it to illustrate their
lead article New York Is Up To You in the Septem-
ber, 1947 issue.
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Alexey Brodovitch, Lillian Bassman
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AWARD FOR DISTINCTIVE MERIT

Horst P. Horst

As to this corset photograph by Horst! Again, we
had a problem of a portfolio on the basic American
fashion industries. Each section was to start with a
full-page photograph symbolizing the newest trend
and, at the same time, the general symbol. In very
vague terms a general mood was discussed—again,
with the ever-present fear of influencing the artist
too much and preventing his creativeness to operate
freely. '

Alexander Liberman

Fashion and Style

Horst P. Horst

Alexander Liberman

Priscilla Peck

The Conde Nast Publications, Inc.
Vogue
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AWARD FOR DISTINCTIVE MERIT

Robert Osborn

We wanted a fun feature for our vacation issue. Since
MEN are the most important part of any girl’s vaca-
tion, we made a record of typical ladies’ room post-
vacation chatter. Then I called Bob Osborn. On an
icy March day we sat in the plush Condé Nast recep-
tion room, and he promised to put my fragmentary
“comments” into biting portraits. Some days later (he
always keeps a deadline!) he brought in his sketches
and convulsed the office. Although we originally
planned to use the drawings in brown, the color
scemed to taﬂ(e the edge off them, so they stayed
black and white.

(I was pleased to see this spread later, drawing
crowds to a little haberdashery window in the Vil-
lage, where it was used with a beachwear display.)

Tina S. Fredericks
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AWARD FOR DISTINCTIVE MERIT

Saul Steinberg

Saul Steinberg’s scrapbooks are amazing. In going over
them one day Alexey Brodovitch, art director of
Harper’s Bazaar, decided that among the “doodles”
were some of the artist’s most interesting drawings.
Maestro was published without relation to any fea-
ture, but simply to show a new phase of the artist’
talent. The ageless Venus was also discovered in Stein-
herg’s scrapbooks and grabbed off forthwith to be the
frontispiece of a beauty issue. She appeared, looking
slightly surprised at herself, as the illustration of an
article entitled How Old Are You? in tHe April, 1947
issue. Thus Steinberg relieved the editors of the prac-
tically impossible problem of finding an alluring
model of middle age, and lent the quality of surprise
and humor to a subject too often handled in too dead
earnest.

Humor

Saul Steinberg

Alexey Brodovitch
Hearst Magazines, Inc.
Harper's Bazaar
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Alexander Liberman

Priscilla Peck

The Conde Nast Publications, Inc.
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