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THE FIRST MEETING OF ITS KIND, SPONSORED BY THE
ART DIRECTORS CLUB OF NEW YORK, REFLECTS
GRAPHIC TRENDS OF THE PRESENT AND THE FUTURE.

THE FIRST VISUAL
COMMUNICATIONS

CONFERENCE

BY STEPHEN BAKER, ART DIRECTOR, CUNNINGHAM & WALSH

For two days, June 7th and 8th,
1956, over four hundred people,
presumably more interested in
pictures than in copy, listened to
45,000 spoken words at the Wal-
dorf Astoria in New York. Here
was truly a national group. Here
were representatives from Boston,
Chicago, Cleveland, Detroit, Kansas
City, Seattle, Miami and other
widely scattered locales. They sat
beneath the huge blue ceiling of



the Waldorf’s Starlight Room and listened, absorbed, to a provocative keynote
speech made by conference chairman William McK. Spierer, art director of

Ethyl Corporation, and then to the viewpoints expressed by the other men on
the dais.

Art is not an exact science, of course. Nor is art direction. A good portion of
the messages presented at the conference was, necessarily, based on personal
opinion. Speakers, all leaders in their professions, drew conclusions from their
own rich experiences. Not all had the same background and not all arrived at
the same viewpoints. Garrett Orr, program chairman, saw to it that no two
speeches were alike, and this made the conference the more interesting. Diver-
gent as the opinions might have been, however, they were always thought-
kindling and as colorful as the people who uttered them.

Because of the many facets of the talks it is difficult, if not impossible, to find
any single motif that would serve to cover the entire meeting. Some of the dis-
cussions centered around perennial problems: the relationship between copy
and art, the use of design for its own sake, the commercial value of good taste.
Other speakers were concerned with specific but only loosely related problems:
the creation of optical illusion with the camera (Ralph M. Evans), the science
of color interplay (Professor Josef Albers), what makes a television commer-
cial entertaining (John Hubley), and Milton Caniff’s tongue-in-cheek approach
to his favorite comic strip characters. About the greatest single point proved
at the conference was that art is a huge field. And it is getting even more so.

The speeches made during the two-day session did point to some basic trends in
today’s visual field. The speakers, all sensitive to current trends, took notice of
the fact that the business of visual communications is going through many im-
portant changes. Frank Baker, retiring president of the Art Directors Club,
and perhaps the most active promoter of the conference, in his welcoming ad-
dress noted that we are reaching an era of increasing standardization in pro-
duction and a dwindling in competitive differences. Artists and art directors
engaged in this business must, of course, go along with these developments or
else gamble on being left behind.

No one could leave the conference without being utterly convinced that art to-
day is not the same as it was only as little as five years ago.

The art director vs. research

One of the things the conference brought home was the fact that in the last
few years research has taken giant steps forward. Many art directors today



find not only the account executive and the copywriter hanging over their
shoulders, but also the man from the research department. It’s no secret that the
findings in a survey may have a profound effect on what sort of a layout the art
director comes up with.

Some art people suffer in silence. Not all, however. At the conference, some of
the more articulate members of the profession had a few things to say, and
they did not always agree with each other.

Intrepid Leo Lionni, editorial art director of Fortune magazine whose mind
represents a perpetual motion machine in the field of graphic art, had this to
say: “Data are substitution for intuition, formulae for talent, experience for
inventiveness. . . . Business, which is generally embarrassed by the creative
personality, and prefers the impersonal safety of statistics to the unpredict-
able, erratic functioning of the imaginative mind, accepts the new tools with
enthusiasm for they give it the sense of security it is groping for. ... The most
problematic aspect of research is that it tends to ignore dynamic aspects of
marketing. There are no guarantees that what would stand out on the shelves
of the supermarket today would not be buried tomorrow if everyone blindly
worked along the same findings. The particular results of research have great
fascination but they have a tendency to overshadow the total aspect of a
situation.”

Edward Adams, well-known director of the Art Center School in Los Angeles,
agreed with Mr. Lionni on the question of research. “Research would crucify a
lot of good ideas that come out of these kids,” he claimed.

But William H. Schneider, vice president and creative head of Donahue & Coe,
held a different opinion on the subject. “It seems to me,” he said, “that the
whole idea of a cleavage between research and creativity is groundless. Once
again the history of art has shown insights that are on the same level as scien-
tific insights. The great creators are the ones who traditionally used the most
advanced means to achieve their aims . . . the closest allies in the field of adver-
tising are the art directors and motivational researchers, because both are jn-
terested in psychological reactions that are beyond the realm of words.”

Here we had two approaches to the problem of art direction vs. research, and
both camps have their loyal followers. One approach is that of the independent,
highly creative designer who believes that the best ideas happen intuitively and
not on the basis of past experience. The other is that of the executive who
wants to make certain in advance, as far as is humanly possible, that creative
ideas will actually sell the product.
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Whatever the answer is (if there is an answer), research is no longer the baby
of the business and is going to play even greater roles in visual communica-
tions. Whether this development will serve to inhibit the creativeness of art
directors is something that the future will tell.

The deliberate approach to creating

Another trend becoming increasingly apparent in the art field, and in the field
of creative activity in general, as pointed out by some of the speakers, is the
systematic effort made by Big Business to cultivate idea-making.

Perhaps the best known innovation in this field is the so-called Brainstorm Ses-
sion fostered by Alex F. Osborn, vice chairman of the board of Batten, Barton,
Durstine & Osborn. The contention here is that ideas don’t just come in a flash
like a streak of lightning; they grow.

Alton Ketchum, vice president and copy group head of McCann-Erickson, a
man known for his rare talent of combining dynamie creativity with thought-
ful patience, demonstrated to the audience how thinking is channelled at his
agency. “How do people get ideas?” he asked. “In most cases the process fol-
lows a well-defined route. There are usually four steps: preparation, frustra-
tion, illumination and verification.” Each step takes time and effort. Each
grows out of the other. First it is necessary to obtain all possible information.
Here Mr. Ketchum emphasized the requirement of natural curiosity. Once the
idea man has steeped himself in his subject, ideas will come from sources least
expected.

A keen eye for the contemporary scene is essential, Mr. Ketchum declared. “In-
deed, one of the most satisfactory and effective of the short cuts to creativity
is to keep in touch with current events and activities—to be aware of happen-
ings and preferences, trends and tendencies. . . . Some of this comes to you un-
bidden. But the rest you have to collect.”

Mr. Ketchum continued, “I have a settled conviction that the advertising man
who is in tune with the times—who has all these aspects and elements of con-
temporanea at his finger-tips—will seldom want for an idea—and when he gets
the idea, it will be attuned to the needs and wants and basic desires of the peo-
ple at whom it is directed. He will say what people want to hear. He will really
communicate.”

And here’s what John P. Cunningham, president of Cunningham & Walsh, and
a man who should know, had to say on idea-making: “We’ve all used the ex-



pression ‘An idea just came to me’ or ‘An idea just occurred to me.” No sentence
could ever be further from the truth. Ideas don’t ‘just come’ to people. Ideas
don’t just ‘occur’ to anybody. . .. You've got to go after ideas deliberately. Just
as you would set out on a planned excursion, or a safari, or an exploration.”

The increased awareness that creative activity is work, and not the easy pre-
rogative of only a few geniuses is a relatively new concept in the business
world. It will probably bring about a shift to more “group thinking” (or co-
creation, if you wish)—possibly to the dismay of those creative people who do
much better if left alone behind closed doors.

Pictures vs. words

The self-evident truth that the public demands more pictures and fewer words
was reaffirmed at the conference. Some of the TV commercials shown by John
Hubley, president of Storyboard, Inc., had no words at all. Harold Holt, vice
president and research director of Outdoor Advertising, Inc., made the inter-
esting point that every observed poster is also a read-most poster; anyone who
reads the brief, telegraphic copy and looks at the picture can easily absorb the
entire message in a few seconds. And many avant-garde advertisements in
magazines have much in common with posters.

Andrew Armstrong, who takes a singularly business-like approach to the mys-
tery of creating ads at Leo Burnett, where he is vice president in charge of
creative services, had this to say about the relative size of the pictorial, con-
clusions drawn on the basis of research surveys: “In what they feel aestheti-
cally is a good ad, housewives want lots of picture, and little copy. To fully suit
their composite taste, the ratio of copy to art probably should approach zero.
They want the picture to tell the whole story. They admit they don’t want to
work—they don’t want to ‘dig through’ an ad.”

Mr. Cunningham, one of the few men in advertising who has had real experi-
ence in both art and copy, took note of the trend toward the visual. “Today we
are again realizing that ideas expressed in art can do more and reach more
people than any other form of communication. Witness the picture magazines.
Witness the great decrease in text in all advertising. Witness the outdoor
poster. Witness television. The eye, apparently, has a far better memory than
the ear.”

These are compliments, of course, that one might expect at a session devoted to
visual communications. A poll of copywriters, for example, might not neces-
sarily reveal them in complete sympathy with the trend toward the pictorial.



Francis E. Brennan, advisor to the editor-in-chief of Time Inc., and a man in
close contact with writers, came right out and said, “To convey the precise
facts of a message words are needed, to spell out the who, what, where. ... We

should establish the fact that pictures do not evoke words as words evoke
pictures.”

That there is a demand for illustration, however, cannot be argued. The public
wants information, but it wants it quickly. People often feel they can do with-
out the information and just skip the ad.

Some advertisers believe that this increased emphasis on pictures is a mere fad
—something that will go away soon like a rain cloud in a blue sky. But there is
every indication that the desire for the visual is not a whim, but a result of the
fast pace set by our modern culture.

Color, color and more color

Whenever the economy is booming (as now) the advertiser gets more lavish
with his purse. Consequently, we see more ads in color. And color technology
keeps pace with the trend.

Several speakers took sides on the color issue at the conference. Some were
preoccupied with the physical aspects of color—as were Professor Albers who
has spent much of his professional life in the study of hues and chromes and
Mr. Evans, whose approach to color photography is that of an astronomer ex-
amining a rainbow.

There were warnings of making too much of a good thing. “Don’t use color
throughout,” said Arthur (Red) Motley, president and publisher of Parade Pub-
lications. Mr. Hubley of Storyboard advanced the same caution while running
one of his film shorts. Here color was used judiciously against a black back-
ground. The colors appeared brighter and the total effect was livelier than if
the color had been poured on indiscriminately.

Technical innovations in printing and the advent of color television, of course,
will bring about an even increased use of color. The publie, too, seems to de-
mand it. There is more spending money around and the “average consumer” is
paying surprising attention to mere beauty. Witness the automobile manufac-
turers—they realize that the large sum that goes into planning color schemes
for cars is well spent.

The art director—a new man

As the art of visual communications grows in importance, so does the art direc-
tor. By necessity (and often by force) the art director today often finds himself



sucked into the maelstrom of furious business activity and much of that with
which he must concern himself seems uncomfortably remote from the making
of pretty pictures.

This new role often calls for a major adjustment on his part. It means taking
an interest in phases of the business that are foreign to him. It means, in the
end, that he will be called upon to make top executive decisions.

Perhaps no one has described this evolution of the art director as eloquently as
did Mr. Schneider at the sessions. To quote: “And it all focuses on one ex-
tremely important point. As the importance of the visual image becomes more
vital, the art director and the agency he works for must, of necessity, re-
evaluate his place in the scheme of things.”

“Let’s analyze agency procedure in terms of the art director,” Mr. Schneider
continued. “The advertising problems and objectives are usually outlined by
the account executive and the marketing research departments—often in con-
junction with copy heads. Frequently copy approaches are established—and it
is at this point that the art director is called in. But the fault lies in the fact
that he is usually not part of the initial thinking. Frankly I think the reason
for this is that he has never demonstrated the fact, by words or action, that he
should be part of the initial planning.

“Perhaps this is because most art directors are essentially not verbal. They
have contributed to the myth that the art directing function is a result of intu-
ition expressing itself through a facile hand. Just so long as art directors and
their bosses mutually subscribe to this myth the art director will fulfill a purely
lapidary function. His authority will be confined to the suggestion of artists
to do the finished illustrations, theorizing about type face, white space and
balance.

“In order to fulfill his rightful function, he must widen his vision beyond the
confines of his layout pads to encompass the entire picture. . . . The art direc-
tor should insist that he be given the complete dossier on the advertising prob-
lem. The marketing analysis, media analysis and research analysis. If a copy-
writer can read and understand this, why not an art director?”

The First Visual Communications Conference—was it a success?

In a way, every meeting, every convention is a success. It brings people to-
gether who have a lot in common. Ideas are exchanged, notes are compared,
and friendships are made.
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Even more, this conference offered specific help to many of us in the field of
visual communication.

The conference was a logical way of bringing top management and art direc-
tors together to exchange viewpoints. Special management awards by the Club,
a relatively recent development, work towards this end too. This year four
people were given recognition: Donald McMaster (vice president and general
manager of Eastman Kodak Company), Leo Burnett (president of Leo Bur-
nett Company), Gardner Cowles (president of Look Magazine), and Lest L.
Colbert (president of Chrysler Corporation). These four men have encouraged
art directors to work in the best possible climate.

Surely, the entire profession benefited from the sessions. As Wallace W. Elton,
vice president and director of J. Walter Thompson, and keynote speaker at the
conference, put it: “This Visual Communications Conference is another major
contribution of the art director. It may prove to be second only to the founding
of the Art Directors Club. Truly, I think this is The Year of the Art Director.”
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Color
Section

EDITORIAL SPREAD
Life Editorial

A

MAGAZINE
full page, Haig & Haig Pinch
Bottle

B

EDITORIAL
full page, Vogue Magazine
editorial

C

MAGAZINE .
full page, International Silk
Association

D

MAGAZINE COVER
Harper's Bazaar

E

MAGAZINE
full page, I. Miller & Son
F

MAGAZINE
full page, Smirnoff Vodka

G

EDITORIAL ART
Life Editorial

H

MAGAZINE
full page, DeBeers Diamonds
I

MAGAZINE SPREAD
Max Factor

J

EDITORIAL SPREAD
Vogue Editorial

K

MAGAZINE COVER
Look Magazine

L

14

Advertising
Layout

MAGAZINE ADS
full page or more, 3 or more
colors

1-34

MAGAZINE ADS
full page or more, black and
white

39-51

MAGAZINE ADS
less than full page, 2 or more
colors

52-57

MAGAZINE ADS
less than full page, black and
white

58-64

NEWSPAPER ADS
color, over 300 lines

65-77

NEWSPAPER ADS
over 300 lines, black and
white

78-94

NEWSPAPER ADS
300 lines or less

95-102

TRADE PERIODICAL ADS
full page or more, 3 or more
colors

105-107

TRADE PERIODICAL ADS
full page or more, 2 colors
108-111

TRADE PERIODICAL ADS
full page or more, black and
white
112-119

Advertising
Art

MAGAZINE ADVERTISING
ART

3 or more colors, product
illustration

246-274
MAGAZINE ADVERTISING
ART

3 or more colors, fashion or
style illustration

275-279
MAGAZINE ADVERTISING
ART

3 or more colors, general
illustration

280-294
MAGAZINE ADVERTISING
ART

black and white, product
illustration

295-299
MAGAZINE ADVERTISING
ART

black and white, fashion or
style illustration

300-309
MAGAZINE ADVERTISING
ART

black and white, general
illustration

310-320
NEWSPAPER ADVERTISING
ART

color, product illustration
321-324

NEWSPAPER ADVERTISING
ART

color, fashion or style
illustration

325-327
NEWSPAPER ADVERTISING
ART

color, general illustration
328-329

NEWSPAPER ADVERTISING
ART

black and white, product
illustration

330-334
NEWSPAPER ADVERTISING
ART

black and white, general
illustration

335-344

TRADE PERIODICAL
ADVERTISING ART
3 or more colors, product
illustration

345-346

‘TRADE PERIODICAL
ADVERTISING ART
3 or more colors, general
illustration

347-351

Editorial
Layout

EDITORIAL PAGE
black and white, 2 or more
colors

172-174

EDITORIAL SPREAD
3 or more colors

175-182

EDITORIAL SPREAD
2 colors or black and white

183-194

EDITORIAL SECTION
3 or more colors
195-205

EDITORIAL SECTION
2 colors or black and white

206-210

MAGAZINE COVERS
general or mass magazines

211-217

MAGAZINE COVERS
trade

218-224



Editorial
Art

EDITORIAL ART
fiction, 4 colors

391-399

EDITORIAL ART
fiction, 2 colors

400-402

EDITORIAL ART
fiction, black and white
403-406

EDITORIAL ART
non-fiction, 3 or more colors,
fashion or style

407-416

EDITORIAL ART
non-fiction, 3 br more colors,
food

417-424

EDITORIAL ART
non-fiction, 3 or more colors,
homeplanning
425-428

EDITORIAL ART
non-fiction, 3 or more colors,
general

429-443

EDITORIAL ART
non-fiction, 2 colors, fashion
or style

444-446

EDITORIAL ART
non-fiction, 2 colors, general

447-451

EDITORIAL ART
non-fiction, black and white,
general

453-468

MAGAZINE COVER ART
general or mass magazines

469-476

INSTITUTIONAL
company magazines and house
organs, page spread or entire

publication

225-231

Posters,
Point of Sale

POSTERS
24 sheet posters

137-147

POSTERS
all other posters, any size

148-152

POINT OF SALE
displays
1563-155

POINT OF SALE
packages
156-1569

POINT OF SALE
record album covers, book
jackets

160-171

POSTER ART
24 sheet posters

383-386A

POSTER ART
all other posters

387-390

Direct Mail
Booklets

BOOKLET
direct mail, 2 or more colors

120-133

BOOKLET
direct mail, black and white

134-136

INSTITUTIONAL
annual reports

232-233

INSTITUTION AL
letterheads and trade-marks

234-240

INSTITUTIONAL
direct mail announcement cards

241-245

BOOKLET ART
direct mail art, 3 or more colors

365-372

BOOKLET ART
direct mail art, 2 colors

373-378

BOOKLET ART
direct mail art, black and white

379-382

TV
Art

LIVE COMMERCIALS
16mm kinescope

481-482

FILM COMMERCIALS
live technique
483-488

FILM COMMERCIALS
full animation

489-506

LIMITED ACTION
COMMERCIALS

507-509

STATION BREAKS
single frames, slides, telops,
art cards, titles

510-525

SHOW OPENINGS
526-527
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COLOR SECTION

“To learn about the use of color is
becoming increasingly important.
No artist can function fully if he
does not understand color. ... It is
part of art, just as it is part of
nature.

“With the advent of the four color
prinfing process, and now colored
television, it is easy to see how
much an artist’s success depends
on his understanding of color . ..
Chronies and hues work like magic
- if you know how to handle them.”

JOSEF ALBERS, CHAIRMAN OF THE DEPARTMENT OF DESIGN, YALE UNIVERS!ITY
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B Art Director: Everett Sahrbeck
Photographer: Irving Penn
Agency: Reach, Yates & Mattoon, Inc.
Advertiser: Renfield Importers, Ltd.

C Art Directors: Alexander Liberman, Priscilla Peck
Artist: René Bouché
Photographer: Herbert Matter
Publigsher: The Condé Nast Publications, Inc.
Publication: Vogue Magazine

Art Directers Club Medal
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D Art Director: Alexander Mohtares
Photographer: Richard Avedon
Agency: Anderson & Cairns, Inc.
Advertiser: International Silk Association

Award for Distinetive Merit




The American Openings

The Paris Openings

Day and Evening Accessories




F Art Director: Edward Rostock
Artist: Mary Suzuki
Photographer: Donald Mack
Agency: Irving Serwer
Advertigser: 1. Miller & Son, Inec.




G Art Director: Hershel Bramson
Photographer: Bert Stern
Agency: Lawrence C. Gumbinner
Advertiser: Heublein, Inc.

Award for Distinctive Merit




H Award for Distinctive Merit




Art Directors Club Medal I

H Art Director: Paul Darrow
Photographer: 1rving Penn
Agency: N. W. Ayer & Son, Inc.
Advertiser: DeBeers Consolidated Mines Ltd.

I Art Director: Charles Tudor

Photographer: Rondal Partridge
Publisher: Time, Inc.

Publication : Life Magazine







Award for Distinctive Merit

J Art Director: Robert Gage
Photographer: William Helburn
Agency: Doyle Dane Bernbach, Inc.
Advertiser: Max Factor & Co
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Art Directar: Gene Aliman

Photographer: Ronny Jaques

Publisher: MacLean-Hunter Publishing Co.

Publication: MacLean’s Magazine

Art Director: Allen F. Hurlburt

Photographer: Joe Covello
Publiasher: Cowles Magazines, Inc.
Publication: Look Magazine

Award for Distinctive Merit
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ADVERTISING
LAYOUT

“The eye has fewer barriers to
universil understanding than the
ear. As you must have observed,
the ear can be deaf to foreign
words, but the eye is not blind to
foreign pictures. Fortunes have
been built on that fact. It has in-
fluenced the future of nations.

“Even the everyday practice of
symbolism establishes the mental
impact of sighf. People even say
they can look ahead, but I never

knew anyone to say he could hear
ahead....”

WALLWCE W. ELTON, VICE PRESIDENT AND, DIRECIOR OF _J, WALTER "THOMPSON TO.
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The Parker Pen Company



1 Art Director: Hal Smiley
Photographer: Ken Schmidt
Agency: J. Walter Thompson Co.
Advertiser: Parker Pen Co.

2 Art Director: Jack Roberts
Photographers: Beryl & Rene Williams
Designers: Tony Haller, G. Kamberg
Agency: Carson Roberts, Inec.
Advertiser: Rose Marie Reid

3 Art Director: Maison Clarke
Artist: Jack Welsh
Agency: Young and Rubicam, Inc.
Advertiser: General Foods Corporation, Jell-O Div.

Hiekety - Pickety, my black hen--
She lays eggs for gentlemen. 141

Where does she get her vim and pep?

Fating Jell-0 ! Hicketys hep!



Pucreo Rico-civilized a hundred
years betore the Pil grims landed

: s mlon..... /_1

L0r n()lhlng




4 Art Director: Willtam Binzen
Photographer: Tom Hollyman
Agency: Ogilvy, Benson & Mather, Inc.
Advertiser: Commonwealth of Puerto Rico
Economic Development Administration

5 Art Director: William Taubin
Photographer: Wingate Paine Studios
Agency: Doyle Dane Bernbach, Inc.
Advertiser: The Chemstrand Corp

6 Art Direetor: J. Alan Rockmore
Artist: Whitney Darrow Jr
Agency: Benton & Bowles, Inc.
tdrertiser: General Foods Corporation
Post Cereal Division

7 Art Director: Robert Gage
Photographer: Plucer Studios
Agency: Doyle Dane Bernbach, Inc.
Advertiser: Schenley industries, Inc.

"GAN FIND A

IF YOU

* BETTER
BOURBON
...BUY IT!

37
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fter color we reiterate: the beautiful new V-line is onr ides
Mil res in New York and in principal eities 9

9 Art Director: Edward Rostock
Artist: Mary Suzuki
P'hotographer: Donald Mack
Agency: Irving Serwer
1dvertiser: 1. Miller & Son. Inc.

10 Art Director: William Taubin
Photographer: William lelburn
Agency: Douglas D). Simon, Inec.
Advertiger: Country Tweeds

11 Art Dwector: William Taubin
Photographer: Wingate Paine Studios
Agency: Douglas D. Simon. Inc.
Advertiser: L'Aiglon Apparel, Inc.

12 Art Directors: Andrew Armstrong, Norman Houk
Photographer: Herbert Matter, Studio Associates, Inc.
Agency: Leo Burnett Company, Inc.

Advertiser: Kellogg Company

13 Art Director: Hul Smiley
Photographer: Ken Schmidt
Agency: J. Walter Thompson Company

Advertiser: The Purker Pen Company



coats for the wide, wide workd 5. -.:'p ]
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The Gitt t-om 33 Million Miles Away

=

@ Ko ilog k saen it w0 D> &
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WCORN FLAKES 5,
VW SRS

e

L’MGLON: internationally intriguing!

Now pen writes with o proessuee at ntl

The Purkoee Ben Campains:



Slight disagreement between Moss Hart and Bennett Cerf

d me how y

point As \2 t A b
x o Mar .9 this eav Heublein’s Full-Flavored Cordials
t uet
y M et ut in Olive ' 1 N
lemon twist, ¢ ke '
it i ients in the rig PC lein 4 f
If, expertly blends them in the exact proportions K
o you at the peak of their flavor. Nine varieties,
-the-rock: h d serve N .
Fe > ore sther r
L
") Symbol of Haspitality
since 1875
strength, ready to serve

-l
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Award for Distinctive Merit
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: BUXTON

16 Art Director Rnhnrt Gage

Photographer: Studio Associates, Ing
Agency: Dov e Dane Bernbach, Inﬂ'
Advertiser: Buxton, Inc

16

ole

of Ca.iforniz




18

Its America's newest love affair!

- s The mow gracelu wrap-@tQund  _ Tne Forwara Loos s powered The oniy tullaime Coasial powe
E - windshield j - stwering
D ] € ——

>

L Al

gﬁ ....... g v

PLYMOUTH, DODGE, DE SOTO, CHRYSLER, IMPERIAL CHRYSLER CORPORATION

The most contemporary siyling

42
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17

18

20

17

20

Art Director: Gene Federico
Photographer: William Helburn

Agency: Douglas D. Simon, Inc¢
Advertiser: Supima Associates of America

Art Director: Robert Pliskin
Photographer: William Helburn
Agency: McCann-Erickson, Inc.
Advertiser: Chrysler Corporation

Art Director: Orville Sheldon
Photogrupher: Stephen Heiser
Agency: Foote, Cone & Belding
Advertiser: Hiram Walker & Sons, Inc.

Gala .
premiege

Admie Simpron

Knowliedgeable people buy Imperiat whishey

and they buy Il by (he case



21 Art Director: James Leindecker
Photographer: Edgar Dekvia
Ageney: Kenvon & Eckhardt, Inc.
Advertiser: Glass Container Manufacturers’
Institute

22 Art Director: Everelt Sahrbeck
Photographer: Irving Penn
Agency: Reach. Yates & Mattoon, inc.
Advertizer: Renfield Importers. Ltd.

23 Art Divector: Arthur Harris

Artist: Herber Leupin

Agency: Young & Rubicam. Ine.

Advertiger: Permacel Tape Corporation,
Texcel Division

24 Art Director: Budd Hemmick
Photographer: Marty Bauman
Agyency: Kenyon & Eckhardt, Inec.
Advertiser: RCA Victor, Television

2 1 Axward for Distinetive Merit

Ever notice how much cleaner milk tastes, prowecied m alass?

| TR T et in 0 | \ 1k 13 10 von protected

" | eps Detie Wi don’t vou cal

1 (VAW ETAL] WA e RERS TFLETL. 99 POk IVENEE, NEW YORK 44
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hese pages to find the new RCA Victor TV

Turn t set th
N at will m
It's “The Gift That Keeps On Giving” ... .. 49 pew mode'::ed)‘our home P
nd finishe autiful
e S startin
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> 499s 2
" 4

RCA Viepe e
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10€ STETSON

HEST FRIEND

J0E STLTSON

WEST FRIEND

10E STETSON

BEST FRIEND

1DE STETSON
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26

2'7

28

4
il

Yuouneing the world premicre of “bisgue’ L. Miller in New York anel at fine stores in
w verituble penrl among briges (. hrilliantly principal cities or wrife ta 1. Miller & Sons
st in the Volined soft shoe. Ava nt Co., Empire State Bullding. New York City.

27
28

Art Director: Florence Knoll
Photographer: Herbert Matter
Agency: The Zlowe Company
Advertiser: Knoll Associates, Inc.

Art Director: William Binzen
Photographer: Gene Friduss

Agency: Ogilvy, Benson & Mather, Inc.
Advertiser: Rums of Puerto Rico

Art Director: Edward Rostock
Artist: Mary Suzuki
Photographer: Donald Mack
Agency: Irving Serwer
Advertiser: 1. Miller & Son, Inc.

Art Director: Carl Lins

Photographer: Irving Penn

Agency: Young & Rubicam, Inec.

Advertiser : General Foods Corporation,
Log Cabin Division

The ﬁ_\-’mp's the seeret! Lo Cabin has real e Havor hecanse
! wf maple sugar i carly blended with other w

hat's Low Calen 13 the < of betre wing waltles.

* Do v Lang Cabin o cold cereat




2 9 Art Directors Club Medal
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30

31

Art Director: Don Kubly

Photographer: lrving Penn

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

Advertiser: Chrysler Corporation, Plymouth Division

Art Director: Bob Wall

Artist: Sam Marsh
Photographer: Mark Shaw
Agency: MeCann-Erickson, Ine.
Advertizer: Dorothy Gray

Art Director: Walter Reinsel

Artiat: Constantino Nivola

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

Advertigzer: Container Corporation of America

31

TIVATED T

NTRY IS <

WHAT 1S HONORED IN A <O

49
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32

Art Directors Club Medal

FHunt...for the best

32 Art Director: Robert Wheeler

Photoyrapher: Max Yavno
Agency: Young & Rubicam, Ine,
Advertizer: Hunt Foods. Inc,

33 Art Director: Robert Gage

Photoy rapher: William Helburn

Agen y: Deyvle Dane Bernbach, Ine.

Advertizer: M.x Factor & Co.

34 Art Directoy: R bevt Pliskin

Photoyrapher: William Helburn
Ageney: MeCann-Erickson, Ine.
Aduvertizer: Chrysler Corporation




3 3 Award for Distinctive Merit

34

LOOK /. LOOK /.. THE FORWARD LOOK!'!

51 wiap araun® wmasmei o .
PLYMOUTH, DODGE, DE SOTO, CHRYSLER, IMPERIAL CH RYSLER COR poRAT'ON
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38 36
3 7 ward for Distinetive Merit

(f=+
i wend of 2o te 00 1IN IQ: 36 Art Director: Arthur Harris
Artist: Jack Hines

- {gency: Young & Rubicam, Inc.
Advertiser: Time. Inc., Time International

\ 3 7 Art Director: Alexander Mohtares

A Photographer: Richard Avedon
. Agency: Anderson & Cairns. Inc.
Adrertiser: The Dobeckmun Company

38 Art Director: Walter Reinsel

Artist: Ben Shahn
Agency: N. W, Ayer & Son, Inc.
Advertiser: Container Corporation of America

39 Art Director: Louis Silverstein

Photographer: Malak
Advertizer: The New York Times. Promotion Dept

LUk P
X S THE A1 g |

¥ v b s
! tansterdam

TRe Doher o, =
* Dobeekinn Compny. Clecelaut 1. Ohin + Now Vark: 350 Tifth dve. » Londtn
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2 BUFFERIN WiILL RELIEVE YOUR
ADACME TWICE AS FAST AS 2 ASPIRIN

40

41
40 Art Director: George Infunte

Artist: William Bartlett

Agency: Young & Rubicam. Inc

Advertiger: Bristol-Myers Company
Bufferin Division

41 Art Director: William Taubin
Photographer: Wingate Paine
Agency: Douglas D. Simon, Inc.
Advertiser: L’Aiglon Apparel, Inc.

42 Art Director: Alvin Chereskin
Photographer: Richard Avedon
Agency: Hockaday Assoc.. Inc
Advertiser: L. S. Ayres & Co.

43 Art Director: Paul Smith

Artist: Peter Loeser, Bettmann Archive
Agency: Calkins & Holden, Inc.
Advertiser: Rand McNally Company

LAwelo



that

Ayres
: IOOk you
A\ might run across it in

\oe
7 Apt New Orleans during
the Mardi Gras

an lead an :ron horse tc wat2-, but

RAND M:NALLY
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44 Art Directors Cluly Medal

Whe else could take the Tonge =V Hne and Availalde at I Miller in New York auned stores
tarrow down the news to so line a point . .. in principal cities or write [ Miller & Sons
clitnge so completely the face of the punp! Co. Eoire State Baoilding, New York City,

obviously, I .D’Z[iller is a ladies’ man




44

45

46

47

Art Director: Edward Rostock
Artigt: Mary Suzuki
Photographer: Donald Mack
Agency: Irving Serwer
Advertiser: 1. Miller & Son, Inc

Art Director: Milton M. Schwartz
Artist: Howard Stabin
Advertiser: WRCA, TV

Art Director: Harlow Rockwell

Photographer: Herbert Matter

Agency: Young & Rubicam, Inec.

Advertiser: Ford Motors, Continental
Division

Art Director: William Taubin
Photographer: William Ward
Agency: Doyle Dane Bernbach, Inc.
Advertiser: Wear-Right Gloves

45

Soon to appear on the road
a new

hallmark of elegance

46
47

MEN LOVE THE FRENCH TOUCH
AP

57
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THE CBS TELEVISION NETWORK

Harvest




H was pretly nice of the ABC Television Network 1o salute
its [ellow networks in g recent advertisement for their program

awards from the Academy of Television Arts aid Seicnces

Wer had intemlbed doing the same kind of thing rarlier this sesson

when they luauched some very exciting progran ideas

But they beat us 10 it — just ax they beat us to Disneyland

When conpeting netwarks spplaud ¢ ther the spplause
is genuine; for each success is a fresh demonsiration of the

value of network lelevision 10 the sudience g the advertiser.

Only through network television can 65 willivn people share

simullsneously the pleasure of NRC o cieniorable Prer Pan

or disrovrr & greal comic like George Galel

Ouly through neiwork television can an advertiser teach 41
milllion people cach week an ccoomically, for example, as he

van on | Love Lucy — another network developed program.

The strady improvement of television is due not so much
10 the enormous invesiment of money, time aid effort as it is

10 the constant goad of netwark competition

This is the heant of the American system of hroadeasting
This is why iclevision huilds larger audiences each year.

And this is what has niade television in America the world’s
Jargest advertising medium.

The CBS Television Network

50 Awurd for Distinctive Merit

5 1 Award for Distinctive Merit

ot ot avos LIFE 48 Art Director: Tom Ross

Photographer: Harold Corsini

Agency: Ketechum, MuaclLeod & Grove

Advertiser: Westinghouse Broadcasting Company, Ine.

LIFE IS LIKE THAT

| have sudecribod tor LIFE asch year since its first number, kaaeng 8 fairly complote Wle.
-hi ueh facts may betoken. | have. naturally enough. often Jdeagreed with s poldeal
siant judgmanta. it comas natwrm. 10o. to prame LIFE withost kmnt for certain features

Art Director: William Golden

of which The World We Live In” i ousstanding snd superb | have mufilaled copees of LIC Artist: Ben Shahn

1 conveninnce tasring out sracious art roproductions Onca Isaving & plang Advertiser: CBS Television
m Fiald 1 saed 10 the young woman in th Just abead of me. Why are gou

carying t8at magarine LIFE around with you?" From her sweot lace came the snewer in 8 2w
vowce, “Fm & toacher and my chidren love it” That was her tostimosial about Vieusl educatia

Cart Sandbur
’ 50 Art Director: William Golden
Artist: Ludwig Bemelmans

Advertiser: CBS Television

51 Art Director: Richard Gangel
Photographer: Arnold Newman
Publisher: Time, Inc.
Publication: Life Magazine

59

A FE  Socestennr Pare. Now Yo 28, M. V.




60

52

CvVCll b

the noodles
are
fresh...

Lavout at KGA is the work of art direetors
traimed in the ageney arenn. From doodles to
nowdles to finish. the fresh eve and instinetive

taste al KGA's desigurrs aie unmf,

ihle

We lave avuilable on request the first in a
wries of file portfolios on desigu. bouklets,

cales developuent — marketing
alds and sales presentations.
Write on company letterhead

N or phone MU 2-9155.

HURNIT-GELLER ASSOCIATES, INC.
505 Fifth Avenue, New York 17,

52

53

54

55

Art Director: Norman Geller

Photographer: Norman Geller

Advertiser: Kurnit-Geller
Associates, Inc.

Art Director: Harvey Toback
Photographer: William Ward
Agency: Harriet Romain, Inc.

Advertiser: Scampers Company, Inc.

Art Director: Hugh White
Artizt: Raymond Savignac
{gency: Young & Rubicam, Ine.
ldvertiser: Dutfy-Mott Company,
Sunsweet Division

Art Director: Charles Borden
Photographer: Muray Associates
Agency: Young & Rubicam, Ine,

Advertiser: General Foods, Baker’s Chocolate

53

... for America’s best undrersed girls!

Whatever their position...amart tots, teens and in-betweens underscore their
new Easter fashions gracefully. .. in this manper. All-nylon. Bouffant tulle ruf-
fles “n rosebuda on crisp taffeta. Onstage: “Dancing Doll” with tricot bodice:
sizes 1 to 3 sbout §4: 2 to 8, $5: 10 to 14, $6. Upatage: “Demi-Doll” hatf-slip.
sizen 4 to 14 about $5; subteen sizes $6. In New York City, 8. ALTMAN & CO.
In Atlanta, Davison-Pazon: Boston, Filene’s; Cleveland. The Higbee Co.:
Dayton, Rike-Kumier; Des Moines. Younkers; indianapuits. L. 8. Ayres:
Los Angeles. Broadway Dept. Store; Louisville, Stewart Dry Gosds; Phila-
delphia, The Blum Store; San Franciaco, The Emporinm, or write us for your
nearest store. The Scampers Co., Inc.. 1350 Brosdway, New York I8 N.Y.



Debightful

o4

Its real chocolate
s [1osting

if it’s
made with real
chocolate.. ..

and Baker’s
makes it best!

Award for Distinctive Merit
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56

87

o8

59

60

62

Art Director: Hugh White
Artigt: Raymond Savignac
Agency: Young & Rubicam, Inc.
Advertizer: Duffy-Mott Company,
Sunsweet Division

Art Director: Harvey Toback
Photographer: Norman Geller
Advertiser: Kurnit-Geller Associates, Inc.

Art Director: James N. Hastings

Artist: Bill Tara

Agency: Campbell-Ewald Company, Detroit

Advertiser: General Motors, Chevrolet
Division

Art Director: Louis Danziger
Photographer: Seymour Rosen
Advertiser: M. Flax

Art Director: Saul Bass, E. Firenze
Artist: Saul Bass, A. Kallis
Agency: Brisacher, Wheeler & Stafl
Advertizer: Qantas Airlines

5 6 Award for Distinetive Merit

Sunsweet in the morning

savighae

gives me a lift for the day

Up ond at ‘em with a tangy glass of Sunsweet Prune Juice.
It's so deliciously bright-tasting - and naturally good for
vou

Only Sunsweet, vou see. knows how to control the gentle
laxative in prunes  so vou get the same amount of laxative
strength in each glass.

I’lus minerals galore, of course  lots more than other
breaktast juices. You'll keep going strong all day long when
vou say U good morning” the Sunsweet way.
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Right
in
the

you're
trying
to

put

across

. ’.“m'-to_,
or
get
across
a

"KGA
comes
aCTOSS

with
exactly
the

because
KGA
dramatizes
without
distracting
Let
us
show
you
how!

KURNIT-OELLER ASSOCIATES, INC

Y05 Fifth Avenne
New York 1

58

I won’t
wat

Even though I have
established upon
indubitable authority
that the 1956 Chevrolet
is by all odds the
[riskiest and freshest
one, | am impetuous;

1 won't wait. | will buy
one of the first '56

cars that | lay my eyes
upon—a black one.

Less impulsice people seitl pnd
it will puy to wail for the

'56 CHEVROLET
FRIDAY, NOV. 4

The hat one’s even hotter!)

59

BOONKS FROM ITALY.

Udrrsgamento Moderno, 8th Series. Roberto Aloi
New designs in glass. furniture. ceramics. silver,
faboics. lamps. etc. International in scope
738 Hiustrations. 30 in color. Cloth, Milan. $16.00
€1prension ef Gio Penti. The work of one of laly's

¢ ¥ ang
designers. Over 200 illustretions. many in color.
showing estcriors, plans. interiors. geramics and modeen

Bccesaories for the home. English Text. Milan, $7.50
taly's Architecture Today, by Carlo Pagan.
Pretaca by Richaro Neutra. A collection of

mples chosen among Ihe best l1alian
'

view Of the various

ecture. grving & gen:

17pes of buridings ana the Aew canst 3
spraad throughout the Pruls des Vilias
Fials. Socual ang Otfice ngs. Mospifals
Holeh, et tusely Wlusteatac. Test in English
ano ta Croth. Milan. 312

Mario Sirons. by Agnoldomenico ica <
plates, 100 reproductions 0 blacs ang white

turminate this monograph o an outstanding
afian paintes. Taglish Test. Milan. 314.50
Resnterced Concr.

nd Prestressea Concrote Struciures

by Riccaroo Morand dustrial and
Buidings. Auditorums. Brdges. etc. 165
iMus. and photos Engish Test. Rome, §10.00

Dvsangi of Maestei Florentind a8i Rinascimento in Firenre
by Bernsig Berenson. 33 magnificent
facs les Husteate 2 new treative on F eniine
mast wings. Limifed sortion. Teet in
Englian Nanan. Turin 42
Le Cacavage. by Roderto konghi
A delave e ontaining
o ate
£:0's pantings.
1 ec ontaining Fe
print. Milan 3
Tavoh. Tavoha, Careelli, et
R > Al -1 e
TSEMPI) Tables desiuned by contemporary

rtists the. 1 the worid. 219
tes. Toghnash desceiphions. Mitan 3
Vetri ¢'Opgi, ndited by Roberto Alos
£SEMPIO) O ot glass
by modern designers 175 plates.

nany Mian 312,50
Seaie, Polteons, Divani,
2dited by Roberto Alo
Se v
series TSTMPI
264 crampies of chairs
and sesting devices
by world tamoy
designers. Mitan. 36.00

M. FLAX

Artist's Materialy & Books
npo 1 Domestic
846 Lindbeook Drive
Angeles 24, Catifornia
8Radshaw 2 7004
GRanite 7.9%19

60

all this
and summer,
too!..

Via Quntas you can take to the
htlis for winter sports in July
(New Zesland Alps; as well as in
Janusry (Swiss Alps. or snjoy Alpine
2ummers, vice versa People who
are extremely fond of mountaine
may find that some of each—on
the anme trip—is 8 stimalating
exporience and, whily they are st 18,
#o around the world: $1448 Touriwt;
$1866 Firet Class, Ask your travel
sgent sbout this or other Qantae
flights acroes the worid to

five continents.

AUSTHALIA™S O¥EBREKAS AIXLINE

63



6 1 Award for Distinetive Merit 62 Award for Distinetive Merit

NOILLY & PRAT

Whether you mix your Martinis two-to-one

or six-to-one, the tinesse of the one is what makes it
a Martini. Insist on Noilly Prat French Dry Vermouth.

BROWNE VINTNERS CO., INC., N. Y. C., SOLE U. S. DISTRIBUTORS

64



investments?
shortest
route to:

Puzzled by
Take the
and surest

61 Art Director & Designer: Leo Lionni
Agency: Geyer Adv., Inc.
Advertiser: Olivetti Corporation of America

62 Art Director: Hershel Bramson
Artist: Saul Steinberg
Designer: Halpert Davis
Agency: Lawrence C. Gumbinner, Inc
Advertiser: Browne Vintners Company, Inc

THE CATHOLIC CHURCH .
63 Art Directors: Eileen O'Hayer, Franklin McMahon EXTENSION SOCIETY
Artist: Franklin McMahon * CHICAGO 5, ILLINOI
Publisher: Extension Magazine

Advertiser: Catholic Church Extension Society

1307 S. WABASH AVENUE

63

64 Art Directors: Richard Gertner, Ed Rostock

Photographer: Donald Mack
Agency: Irving Serwer 64

Advertiser: 1. Miller & Son, Inc.

this
s the
underlined
pump
t featherbed of a shoe, formed
body and sole of the same cloud-

soft leather locingly encireles the
_’.UUI //tlll -\'iulnﬁ\' I:NIU l.f. L NILLER BTORES

AND AGENUCIES

N PRINCIPAL OITIES.

. Miller as the trend!



6 7 Art Directors Club Medal

We just can't help bursting a button or two about our greatest year yet.
Most of all, we want to bless you for the boost. Thanks to you,
Cox's has climbed up to take a proud place with
America’s leading stores and has just achieved its greatest year.

So we're going to have an appreciation

GELEBRATII

just to show you how much we care. We care enough to
make all of February a prize month for you at Cox’s. This means a chance at fifty fabulous prizes.
Things like lovely minks and trips to Florida, to Bermuda, and a
big long list of luxuries. What do you do?
Just come into Cox's during February for a free ticket, so you may
win one of these exciting prizes. For extra tickets,
see our display windows, ask any salesperson in Cox’s, or
inquire at our payment desk. One prize to a person,
so everyone has a chance. Hurry in to Cox's.

{

66
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65

66

67

65
66

Art Director: Ann Bryan Pearle
Artist: Fred Greenhill
Designer: Peter Vatsures
Advertiser: Neiman-Marcus

Art Director: Ann Bryan Pearle
Artist: Meg Neal
Advertizer: Neiman-Marcus

Art Director: Arnold Varga
Artist: Arnold Varga
Advertiser: Cox Inc

Award for Distinetive Merit

miruscan art by

charics of the rilz




LALL FILLED WITH COLLEGE CLOTHES FROM COX’S

73

68

s

o

- CONX'S HERALDS THE HOLIDAY SEASON
U

N

74
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SW
Juices are
Simply
Wonderful

sip and see
no one else
delivers
the goods
like S W
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il ir's
somethinge
SOt llnno

really
ditlerent

i's at

Cox's
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Art Director: Arnold Varga
Artigt: Arnold Varga

Advertiser: Cox’s, Inc. / \

BELIEVE IT OR NOT,
AS TRUE AS /M STANDING HERE = \
/ f4 ADVERTISING COATS...NOT CATS. i

Art Director: Arnold Varga COATS OF BORGANA,
Artist: Arnold Varga (Handbook of Early American | THE NEW MIRACLE FABRIC LIKE FUR— |
Advertising Art) \ AND SOFT AS A KITTEN!
Advertiger: Cox’s, Inc. N\ SEE THEM 4T COX'S TOMORROW!
~. /’

\ ~

b
Art Director: Arnold Varga i

Artist: Arnold Varga
Advertiser: Cox’s, Inc.

Art Director: Jack Allen

Artist: Lowell Herrero

Agency: Foote, Cone & Belding
Advertiser: S & W Fine Foods, Inc.

Art Director: Arnold Varga
Artist: Arnold Varga
Advertiser: Cox’s, Inc.
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Theres even more 1o Chevrolel sl
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aflur Stealing the thunder from the high-priced cars !

—_— . A BTV

80

e

& YOU

3
EX 7]
4 6
18
Y=
=

DRIVE AS TO Look V1 SEE YOUR G EN RO
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79

80

EE DEALER sooN?

sunlorade ( :]I(‘\ l,'()l(‘l 1

Art Director: George Guido

Artist: Greta Elgaard

Agency: Campbell-Ewald Company
Advertizer: General Motors, Chevrolet Division

Art Director: Suren Ermoyan
Artist: Saul Steinberg
Photographer: Louis Faurer
Agency: Lennen & Newell, Ine.
Advertizer: American Airlines

Art Director: Louis Dorfsman
Artist: Jerome Snyder
Designers of Complete Unit: Louis Dorfsman,
Joseph Schindelman
Advertizer: CBS Radio
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hot tip for "T'he Derbyv:
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KENTUCKY STRAIGHT BOURBON WHISKEY
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81 Art Director: Art Shipman
Artist: Art Shipman
Photographer: Todd Walker
Designers of Complete Unit: Madden, Shipman
Advertiser: Frank Brothers

82 Art Director: William Taubin
Photographer: Wingate Paine
Agency: Doyle Dane Bernbach, Inc.
Advertiser: Schenley Industries, Inec.

83 Art Director: George Booth
Photographer: Paul Wing
Ageney: J. Walter Thompson Co.
Advertiser: Ford Motor Company

85 Art Director: Helmut Krone
Photographer: Marc Bomse
Agency: Doyle Dane Bernbach. Inec.
Advertiser: New Haven Railroad

o e fen
1| CLEAREST

ROAD i e
| New 10 | WL
NEW YORK .

SIGNATURE

NEW HAVEN RAILROAD — — — -



Good workers are in great demand. See
if you qualify for any of the jobs offered
by employment agencies and employe
today in these classified pages. You'll
find more job oppottunities advertised in
The New York Times than in all other
New York newspapers corghined.

DRAGNE

PREMIERE TONIGNT in NBL'S nen seass
tJACK WEAB 455

THURSDAYS :t 9:00 WJ 4
.

88 Award for Distinctive Merit

New brilliance from our evening glossary: fabulous shoe buckles to light up the perfectionist pump. Just one facet
our glittering collection of dinner shoes and dancing sandals, all as gala as this most festive season. The buckles, on elast
bracelets, jewelled with rhinestones and colored brilliants, from $3.00 ro $18.00. Exclusive, of ('oursc.l hlillt‘l‘

New York - Woebington - Philadelphis * Bajurg, White Plaing « Rochester < Atlgdtic Cily + Salons at:-Abraham & Straug Brooklyo; La Berberger, Newark

74
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87

88

89

90

Avrt Director: Robert Dolobowsky
Photographers: Donald Mack & Edstan Studios
Designers: Robert Dolobowsky, Arthur Kugelman
Agency: Grey Advertising Agency, Ine.
Advertiser: National Broadecasting Company

Art Director: Bill Sokol
Artist: Bill Sokol
Advertizer: The New York Times, Promotion Dept.

Art Director: Peter Palazzo
Artist: Andy Warhol
Advertiger: 1. Miller & Sons, Inc.

Art Director: Ann Bryan Pearle
Artist: Judy Brody
Advertiger: Neiman-Marcus

Art Director: Peter Palazzo
Artist: Andy Warhol
Advertiser: 1. Miller & Sons, Ine.




91

Shades of suede! A new-again idea— brilliant color underlining dark day clothes We've 1aken the brightest suedes we could

find—Lipstick Red. Emerald, lakian Pear. Copper Plus —and put them in our perfectionist pump. Medallioned and heeled

flashing black patent. any one of them is the divine spark for a quiet black costume. a chic tweed suit. 2695, and exclusive

.
Now Yort - Weokings Bainmors - Whim Mo - Aochomer  dtisour Tty « Naloma st Abwsbior & Samove, Beooklys. L Ramborger, Moward

92
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Award for Distinctive Merit
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nonstop

flagships

add up

to the most
frequent
nonstop service

CHICAGCO

AMERICAN AIRUNES

93



94

Sunday, August

PArkview 2or4

Starting 12.05 a.m.. Sunday, August 2. YOU will have DIAL SERVICE
Cumbrriand's aew view slerts with PArkview

detter—S oumber dialing
A

A The €27 Telophone € v of Balti Ciry

91 Art Director: Peter Palazzo
Artist: Andy Warhol
Advertiser: 1. Miller & Sons, Inc.

92 Art Director: Bob Miller

Artist: Don Almquist
Agency: N. W. Ayer & Son
Advertiser: Peoples Drug Stores

93 Art Directors: Michael Wallman, Suren Ermoyan

Artigt: Michael Wallman
Agency: Lennon & Newell, Inc.
Advertiser: American Airlines

LIFE IS WHAT YOU

APPOINTMENT WITH
) ADVENTURE

97

m::.

94

95

96

97

0 SHVIA

Award for Distinctive Merit

Art Director: Chuck Hayden

Artist: Chuck Hayden

Agency: N. W, Ayer & Son, Inc.
Advertiser: The C & P Telephone Co

Art Director: Robert Guidi
rtists: Robert Guidi, Ed Renfro
Advertiser: KNXT, CBS Television

Art Director: Arnold Varga
Artist: Arnold Varga
Advertiser: Cox's, Ine.

Art Director: Louis Dorfsman
Artist: Harry Gordon
Advertiser: CBS Radio

UP A TREE

LR e -

ABOUT WHAT TO GIVE?

COX'S HAS THE ANSWER

77



78

100

Be sure to read

“DO-IT-YOURSELF”

See Section 2 Sunday

Art Directors Club Medal




98 Art Director: louis Dorfsman

Artist: Ritta & Christiansen Studio
Desgigner: Louis Dorfsman, John Mclash
Advertiser : CBS Radio

99 Art Director: Helmut Krone

Photographer: Wingate Paine
Agency: Doyle Dane Bernbach, Inc.
Advertizer: New Haven Railroad

100 Art Directors: Louis Silverstein, Bill Sokol

Artist: Bill Sokoi
Advertiser: The New York Times. Promotion Dept.

101 Art Director: Arnold Varga

Artist: Arnold Varga SUSPENSE
Advertizer: Cox's, Inc.

Better turn the light
witp down fow for these
taut tales of terror

102 Art Director: louis Silverstein WAAA
Artigt: Walter Einsel

Adrvertiser: The New York Times. Promotion Dept. Tuerday, 0¢:00 pm
Mual ooon - CBS Radio

98

Wednesday 1s

[ES’ DAY

to New York

2

A GIFT FROM COX'S RINGS THE BELL!

101

NEW HAVEN H RAILROAD

102

99

Read the Do-It-Yourself Pages of
The New York Times every Sunday in Section 2
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105 Art Director: Advertising Designers Co. 107 Art Directors Club Medal
Artigt: Kenneth Parkhurst
Designer of Complete Unit: Kenneth Parkhurst
Agency: Hal Stebbins, Inc.
Advertiser: Brown & Caldwell

106 Art Director: Bradbury Thompson

Artiat: Joan Miro
Advertiser: West Virginia Pulp and Paper Company

107 Art Director: Harry Zelenko

Artist: Harry Zelenko
Agency: Wm. Douglas McAdams
Advertigzer: Charles Pfizer & Co., Inc.

81
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ive Merit

108 .t virector:

Photographer: George Tscherny
y erbach & Assoc
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Artist: Louis Dorfsman
yi . 1a A
Phot 7
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111 At Direc e
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Ag y: Sudler & Hennessey Inc
€ « W 3

NBC TELEVISION
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Art Directors Club Medal 1 10
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the Girl

the Place

the Time

the CBS
Radio
Network

112

113

112 Art Director: Louis Dorfsman

Artigt: Stanley Glaubach
Photographer: Sol Mednick
Advertizer: CBS Radio

| 5 ] ! She's te

e ti Anne

el a - 113 Art Director: Lester Feldman

. . Photographer: Marc Bomse
S. Agency: Doyle Dane Bernbach, Inc.
‘ . \ d Advertiser: The Chemstrand Corp.

114 Art Director: Irwin Goldberg

Photographer: H. Armstrong Roberts
Agency: Ben Sackheim
Advertiser: American Cyvanamid Co.

115 Art Director: Robert Dolobowsky
Artist: Hans Moller
Photographer: NBC Photo. Dept.
Ageney: Grey Advertising Agency. Inc.
Advertiser: National Broadcasting Compan

84
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vA staight line is the shortesl[istance dvertiserfand consumer. ..

/ / | /

Sudler & Hennessey, Inc
150 East 59th Street,
New York City, U.S.A
Plaza 1129

11 6 Art Directors Club Medal

117
116 Art Director: Herb Lubalin

Photographer: Carl Fischer

Advertiser: Sudler & Hennessey, Inc.
T o
| very day is Christmes 117 Art Director: lda Nelson
Artist: Ida Nelson

when you're very young. Tots and toddlers see nothing Agency: Jamian Adv. & Pub,, Inec.

but the good side of life. It's a lesson in living Advertiger: Little Craft Company

that we could learn from them. Our wish is that you

may be lucky enough to enjoy that glowing spirit every 118 Art Director: William Taubin

d f th . 3 Artist: Ronald Searles
ay o e new year. ALFRED LEON and LITTLE CRAFT ‘Agency: Douglas D. Simon, Inc.

Advertiser: Borg Fabric Division

119 Art Director: Lester Feldman

Photographer: Marc Bomse
Agency: Doyle Dane Bernbach, Inc.
Advertiser: The Chemstrand Corp.

86
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keep it im mind...

« CHEMSTRAND
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ADVERTISING ART

A word is a symbol - just as much
so as Egyptian picture-writing.
A modern picture is a symbol, too
-even the finest Ektachrome, in
all its glowing colors. It is not the
thing itself - jt is a step removed.
And so with all the visual and
verbal arts - they are equally sym-
bolic. Hence the importance of
selecting the just-right symbols;
for by adroit selection we can sug-
gest so miuch more than we actu-
ally show eor say.

ALTON KETCHUM, VICE PRESIDENTY, OF MCCANN-ERICKSON, INC
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251 252

249

250

251

252

Art Director: Kenneth Paul

Photographer: Victor Keppler

Agency: Batten, Barton, Durstine & Osborn
Advertiser: Corning Glass Works

Art Director: Paul E. Newman

Photographer: Edgar DeEvia

Agency: Kudner Agency, Inc.

Advertigser: General Motors, Fisher Body Division

Art Director: Carl Lins

Photographer: lrving Penn

Agency: Young and Rubicam, Inc.

Advertizer: General Foods Corporation, Jell-O Puddings

Art Director: Carl Lins

Photographer: Irving Penn

Agency: Young and Rubicam, Inc.

Advertiser: General Foods Corporation. Log Cabin Division



249

93



254




253 Art Director: Rex T'arkin
Artist: Al Munchenr
Agency: J. Walter Thompson Co.

Advertigzer: Ford Motor Company

254 Art Directors: Paul E. Newman. Bjarne Leifsen
Photographer: Charles Kerlee
Agency: Kudner Agency, Inec.
Advertiser: General Motors Corporation

Art Director: William Baldwin
Photographer: Edgar DeEvia
Agency: Kenyon & Eckhardt, Inc.
Advrertiser: Gorham Sterling Company




259

256

257

258

259

96

Art Director: Arthur Seller
Photographer: Becker-Horowitz Studio
Agency: Young and Rubicam, Ine.
Advertiser: Royal McBee Corp.

Art Director: Budd Hemmick
Photographer: Paul D'Ome
Agency: Kenyon & Eckhardt
Advertiser: RCA Victor, Television

Art Director: Paul Darrow
Photographer: Ernst Beadle
Agency: N. W, Ayer & Son, Inc.
Advertiser: Yardley of London, Inc.

Art Directors: Lynette Logan, Richard O. Kanzier
Photographer: Edgar DeEvia

Agency: Ellington & Company, Inc.

Advertiser: Martex, Wellington Sears Company



287 258




98

261

Studebaker

THE BIG@ NEW CHOICE
IN THE LOW PRICE FIELD
ame PmiDm NOmRAANSHIS 3




260

261

262

Art Director: Alvin Chereskin

Photographer: Donald Mack

Agency: lockaday Assoc., Inc,

Advertizer: Dunbar Furniture Corporation of Indiana

Art Director: William H. Buckley

Artigt: Emmett MeNamara

Agency: Benton & Bowles

Advertigser: Studebaker Packard Corp., Studebaker Division

Art Director: Rollin C. Smith, Jr.

Photographer: Paul D'Ome

Ageney: Ogilvy, Benson & Mather, Inc.

Advertiser: Campbell Soup Company, Franco-American Division

Award for Distinctive Merit 2 6 O
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263

264

265

Art Directors: Sam Fink, Frazier Purdy
Photographer: Leslie Gill Studio
Agency: Young & Rubicam. Inc.
Advertigser: P. Lorillard Co.

Art Director: Hershel Bramson
Photographer: lIrving Penn

Designer of Complete Unit: Manuel Grossberg
Agency: Lawrence C. Gumbinner Inc.
Advertiser: Browne Vintners Co., Inc.

Art Director: Howard Richmond
Photographer: Mark Shaw
Agency: Carl Reimers
Advertiser: Monet Jewelers

You can’t have too mueh

of a cood thing .

M
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268

Award for Distinctive Merit
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266

267

268

Art Director: Carl Lins

Photographer: Irving Penn

Agency: Young & Rubicam, Inc

Advertiser: General Foods Corporation, Jel)-O Puddings

Art Director: Ralph Breswitz
Photographer: Erich Hartmann
Agency: Ogilvy, Benson & Mather, Inc
Advertigser: Steuben Glass

o7 | B
v r g
Agency: Lawrence C. Gumb

v

b Medal

iy

266

103



270




269

270

271

272

273

Art Director: Lester J. Loh

Artist: Peter Helck

Agency: J. M. Mathes, Inc.

Advertiser: Johnnie Walker Canada Dry Ginger Ale, Inc.

Art Director: Hershel Bramson
Photographer: Bert Stern
Agency: Lawrence C. Gumbinner
Advertiser: Heublein, Inc.

Art Director: Bert Emmert
Photographer: Jim Northmore
Agency: McCann-Erickson, Inc.
Advertiser: Chrysler Corporation

Art Directors: Paul Smith, Les Silvas
Photographer: Milton H. Greene
Agency: Calking & Holden, Inc.
Advertiser: Fielderest Mills Inc.

Art Director: Maison Clarke

Photographer: Henry Dravneek Assoc.

Agency: Young & Rubicam, Inec.

Advertiser: General Foods Corporation, Jell-Q Division

273
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276

P

274

275

276

277

277

Art Directors Club Medal

Art Director: Carl Lins

Photographer: Irving Penn

Agency: Young & Rubicam, Inc.

Advertizer: General Foods Corporation,
Minute Rice Division

Art Director: Daniel W. Keefe
Photographer: Dick Rutledge
Agency: McCann-Erickson, Inc.
Advertiser: American Rayon Institute

Art Director: Ronald Johnstone

Photographer: Irving Penn

Ageney: Young & Rubicam, Inc.

Advertiser: Personal Products Corp.,
Modess Division

Art Director: Gene Federico
Photographer: William Helburn
Ageney: Douglas D. Simon Inc.
Advertiser: 1. A. Wyner & Co.

275

» 106






2 7 9 Award for Distinctive Merit

i} g




2 78 Art Director: James Leindecker

Photographer: Plucer Studios
Agency: Kenyon & Eckhardt, Ine.
Advertiser: Manhattan Shirt Company

2 79 Art Director: Alexander Mohtares

Photographer: Richard Avedon
Agency: Anderson & Cairns, Inc.
Advertiser: International Silk Ass

280 Art Director: Paul Darrow

Photographer: Irving Penn
Agency: N. W. Ayer & Son, Inc
Advertiser: DeBeers Consolidated Mines Ltd

281 Art Director: William Binzen

Photographer: Tom Hollyman
Agency: Ogilvy, Benson & Mather, Inc.
Advertiser: Commonwealth of Puerto Rico, Economic Development Administration

Art Director: b Medal 280




110

283

283

284

285

286

288

Art Director: James E. Clark

Artist: Walter H. Allner

Agency: Benton & Bowles, Ine.

Advertiser: Avco Defense and Industrial Produets

Art Director: Maison Clarke

Artist: Jack Welch

Agency: Young & Rubicam, Ine.

Advertiser: General Foods Corporation, Jell-Q Division

Art Director: Walter Reinsel

Artist: George Giusti

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

Advertiser: Container Corporation of America

Art Director: Daniel W. Keefe

Artist: Robert Fawcett

Agency: McCann-Erickson, Ine.

Advertiser: John Hancock Mutual Life Insurance Co.

Art Director: Hershel Bramson
Photographer: Bert Stern

Ageney: Lawrence C. Gumbinner, Ine.
Advertiser: Heublein, Ine.



284

285 288

Jane Addams
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289

290

291

292

Art Directors Club Medal

Art Director: W. David Feist

Artist: Antonio Fransconi

Agency: Harold F. Stanfield Ltd.
Advertiser: Monsanto Canada Limited

Art Director: William Binzen
Photographer: Paul Radkai

Agency: Ogilvy, Benson & Mather, Inc.
Advertiser: Schweppes U.S.A., Ltd.

Art Directors: Paul Smith, Marce Mayhew
Artist: Marce Mayhew

Agency: Calkins & Holden, Ine.
Advertiser: Rand McNally Company

Art Director: Suren Ermoyan
Artist: Ogden Pleissner
Agency: Lennen & Newell, Inec.
Advertiser: American Airlines

290

113



293 Art Director: Walter Reinsel

Artist: Abraham Rattner
Agency: N. W. Ayer & Son
Advertiser: Container Corporation of America

294 Art Director: James Real

Artist: Austin Briggs
Agency: Stromberger, Lavene, McKenzie
Advertizser: General Petroleum Corp.

295 Art Director: Gerald Carret

Photographer: C. Jotfe
Agency: Batten, Barton, Durstine & Osborn
Advertiser: E. 1. Du Pont de Nemours & Co., Inc.

296 Art Director: Raiph Breswitz

Photographer: Tosh Matsumoto
Agency: Ogilvy, Benson & Mather, Inec.
Advertiser: Steuben Glass

2 94 Award for Distinctive Merit
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301




297

298

299

299

Art Director: Onofrio Paccione
Photographer: Harold Kreiger

Agency: Grey Advertising Agency, Inc.

Advertiser: Silk Skin, Inc.

Art Director: Ruth Greenberg Brody
Photographer: Mark Shaw

Agency: Abbott Kimball Co., Inc.
Advertiser: Vanity Fair Mills, Inec.

Art Director: Vincent DiGiacomo
Photographer: Ben Rose

Agency: Ogilvy, Benson & Mather
Advertiser: Reed and Barton

300

301

Art Director: Ben Blake
Photographer: Hans Namuth
Agency: The Zlowe Company
Advertizer: L. Isaacson & Sons

Art Director: Gene Hoover
Photogrupher: Stephen Colhoun
Agency: Henry J. Kaufman & Associates
Advertizer: Lebow Brothers, Inc.

117



302

302 Art Director: Hershel Bramson

Photographer: Bert Stern
Agency: Lawrence C. Gumbinner, Inc.
Advertiser: Wings Shirt Co., Ine,

303 Art Director: Lee Batlin

Photographer: Wingate Paine
Agency: Altman-Atoller, Inc.
Advertiser: Rogers Lingerie

304 Art Director: Alvin Chereskin

Photographer: Richard Avedon
Agency: Hockaday Associates
Advertiser: L. S. Ayres & Co.

118
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306

Art Directors Club Medal

305 Art Director: Hershel Bramson

Photographer: Bert Stern
Agency: Lawrence C. Gumbinner, Inc.
Advertiger: Bourjois Ine.

306 Art Director: Alvin Chereskin

Photographer: Richard Avedon
Agency: Hockaday Associates
Advertiger: 1.. S. Ayres & Co.

307 Art Directors: Kay Kerr, Bernar<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>