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-NOKO -

For Photo FinishingandCommercial Work

A good paper, like a dependable human

being, gathers friends. You give it a
job, then another, and after a while you get
to know that all jobs will be well taken
care of.

Noko is not a trick paper. Anyone who
can make a print can make a print, and gen”®
erally a better print, on Noko. It has even
speed, even tones, latitude, and quality in
the full sense of that word. In short, it is, “as
advertised,” good paper for good prints—
and that means a good day’s work done in a
good comfortable frame of mind.

Your stockhouse has it—Noko B (glossy)
for ferrotyping, Noko R (glossy) for belt
dryers, and Noko A (semnglossy)—in 500
sheet packages, grosses and half grosses, and
5x7 and up in dozens also.

The hot weather doesn't seem so
hot if you use N o\o.

ANSCO PHOTOPRODUCTS, Inc.
BINGHAMTON, N. Y.

The Largest Professional Circulation in America
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PLENTY of SILVER on
HAMMER PLATES

With the shortest exposure, HAMMER
PLATES produce fine-grained negatives
of highest quality. Speed, Uniformity and
Brilliancy are their chief characteristics.
Coated on Extra Selected Photo Glass.

IS oC
S RES.TRADE MARK

Hammer Dry-P late Company

Ohio Avenue and Miami Street, St. Louis, Mo.
New York Depot, 159 W. 22nd Street, New York City
Hammer’s Booklet, 10th edition, sent on request

—Abel's is published to help You-
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STANDARD OF VALUES. Difficult and almost impossible as it

would undoubtedly be to establish a standard of prices for portrait

photographs—due to the individuality and ability of the photo-
graphers themselves—we see no reason why it is impossible to maintain
a standard of values. Certainly such a standard of values can be arrived
at in any locality where there are two or more studios—possibly it can be
worked out for entire states—eventually, through the efforts of the
National, it might be made effective for the entire country. Intriguing
thought, isn’t it?

Certain photographers of Cleveland, members of a society which has
recently been merged into the older and larger Professional Photographers
ol (heater Cleveland for the reason that expense can be better spread
over thirty pairs of shoulders than ten, conducted with the help of a detec-
tive agency an investigation of the methods of a chain of studios which
makes a practice of offering “Six of our regular $12.00 portraits for
*2.00.” These people have several studios in larger cities, and in each city
they advertise in this manner in the rotogravure sections, A “sample” is
shown in the advertisement as being what the coupon will procure
at the studio. Sufficient let it be here to say that the detective failed to
get what he wanted, but did get a style of picture which this firm claimed
to be a “$12.00 picture.”

Under the conditions of today, a photographer can set any price he
wishes on his finished pictures. He can call a passport picture a $12.00
a dozen portrait, if he wishes, but if he intends to advertise these as $12.00
pictures and then give cut-price offers, he must at least be able to show-
one genuine sale at the $12,00 price. This our friends were unable to do,
and their advertising was thrown out of the newspapers due to the activ-
ities of this Cleveland society working through the Better Business Com-
mission. The advertising is again appearing, with an understanding by the
Commission that different tactics of sale are to be adopted.

Hut here is what we are getting at. The Commission informed the

mYou'll find Avbvel's in practically every good audio-
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photographers that if it had on file a collection of samples from a number
of studios of what they turn out as a “$12.00 picture,” or even less than
that, these could be retained for comparison and it would be possible to
check up on the advertising of such firms. If thirty or forty studios all
show samples of their regular lines, running from $7.50 to $12.00, let us
say, and every one of these samples—even those at the lower prices—is
far and away superior in general appearance, even to the person who
knows nothing of photography, it becomes manifest that something is
wrong with the firm advertising these cut-price pictures, and the Commis-
sion has a definite reason and excuse for taking action. In other words,
while no “standard of prices” has been arrived at, a very definite “standard
of values” can be discovered.

We suggest that in every city where studios are advertising cut prices
and quoting exorbitant prices as the original figures at which the cut-price
work was supposed to have sold, the other studios prepare such a collection
of prints (the nearest to, or lower than, the prices advertised) and file them
with the Better Business Commission, the Chamber of Commerce, or some
other local association of business men, for action.

The PHOTOGRAPHERS’ ASSOCIATION of AMERICA

Alva C. Townsend, Lincoln, Nebr., President
Chas. Aylett, Toronto, Can., 1st Vice-president

D. D. Spellman, Detroit, Mich., 2nd Vice-president
John R. Snow, Mankato, Minn., Treasurer
J W. Scott, Baltimore, Md., Chairman Commercial Section
Paul True, New York City, Chairman Mfrs. Bureau
L. C Vinson, 2258 Euclid Ave., Cleveland, Ohio, General Secretary
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Traveling E xhibits

HE Traveling Exhibits are now ready
to go on tour for another year.

Secretary Vinson reports that this
year he has four Traveling Exhibits repre-
sentative of the work of the best portrait
photographers in the country. Each Ex-
hibit has between 100 and 125 prints. In
addition, there will be two Traveling Ex-
hibits representative of the work of the

best Commercial photographers.

These Exhibits are available to any mem-
ber of the P. A. of A, any club or associa-
tion or to any art museum. The only cost
or restrictions in connection with these Ex-
hibits are that the applicant is requested
to pay all express charges and be respon-
sible that the pictures are returned in good
condition and kept clean and that none are
stolen while in his possession.

In the first six months in 1927 these Ex-
hibits were shown in 25 cities. Already the
demand is so great that the Exhibits are
booked two months ahead. Any photo-
grapher or club desiring one of these Ex-
hibits should write immediately to the
Secretary’s office, 2258 Euclid Avenue,

Cleveland, Ohio, for information.

Speakers Bureau

One of the new departments of the P.
A. of A. is the Speakers Bureau.

For a long time the National Association
has felt the need of closer contact with and
greater service to the local clubs and asso-
ciations. As one means to this end, they
have established the Speakers Bureau.

It is expected that over 50 or more of
the leading photographers and manufac-
turers will volunteer their services in this
connection. These men and women are
among the foremost photographers and
business men in the photographic profes-
sion. They will carry to the members of
the clubs an inspirational message of great
importance. They will speak or lecture on
every phase of photography, technical,
artistic, as well as its business aspects such
as costs, advertising, sales, etc.

There will be no charge for the services
of these speakers other than that the club
or association will be asked to pay their
expenses while away from the office. Clubs
wishing the services of any of these speak-
ers are requested to write the Secretary’s

--------- Mention Aber's when you write an advertiser-
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N this page we are publishing number 326 of our series of pho-

tographers’ advertisements.

Readers who have clipped these

advertisements each week have by now a most valuable file of ideas from

which to make up ads for their own use.

This week’s advertisement may

not strike you today—six months from now it may be just what you want.
If you don’t file your copies, at least keep these ads.

office at least six weeks to two months in
advance so that the speaker will have
plenty of time to arrange his business
affairs.

The following is the first list of the
speakers whose services will be available:
News from the Secretary’s Office
Secretary Vinson is just rendering his
annual report to the Board of Directors.
From the first of October 1926 to the
tenth of October 1927, he will have traveled
over 27,000 miles in the interests of the
Association, carrying the message of co-
operation to the clubs and associations. As
a result, the Secretary’s office will be able
to be many times more helpful and efficient
in its contact with the photographers, in-
dividually and collectively than it ever has

been.

The final financial report for the Conven-
tion will show a profit for the Association
of over $3,300.

School will show a gross profit, not counting
money spent for permanent improvements,
of very nearly $900 with a net profit of
approximately $194.

In addition to all of the other activities
and Association work, over 32,000 pieces of
mail matter have been sent out of Associa-
tion Headquarters during the past few
months.

All of this is helping materially in bring-
ing the Association into far closer contact
than ever before with its membership. As
a result of all of this work a great many
local, state and district clubs have been and
are being organized.

At the present time clubs are in process
of organization in Wyoming, and Alabama,
as well as local and district clubs in Port-
land, Maine; Middletown, Ohio; and San
Bernardino, California; as well as plans for
an organization of the commercial photo-

The final statement for the Winona @raphers in the State of New York.
Name Subject of Address
O. C. Hansen “Making of Scenic View Photographs” and “Photo
San Francisco, California Finishing”
Ford E. Samuel “Photographs from the Album of Life” “Inspira-
Oakland, California tional”

Joseph D. Toloff
Evanston, lllinois

James H. Brakebill
Knoxville, Tennessee

“How to Make Photographs that Sell” and “Hand-
ling of Difficult Subjects”

“Inspirational”, “Ethics”, or “The Way I
Photographs in the Operating Room”

Make

Your photograph will be the most valued
gift you CAN give—ONLY YOU can

give it

The more you can say
in a few words — the
better for your adver-
tising! Mr. \atujch be-
lieves in nutting over
just one thought at a
time in his space, but
judicious  typographical
arrangement and careful
wordmg melfc each ad-
vertisement count.

Phone 455 for an
appointment

NATUSCH

PHOTOGRAPHER

m\What toe don't Ijnoio, toe'll find out for you-
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Arthur Paul

Rochester, N. Y.
Z. T. Briggs

Kansas City, Missouri
\Y. E. Burnell

Penn Yan, New York

Lee F. Redman
Detroit, Michigan

Charles F. Townsend
Des Moines, lowa

John Laveccha
Chicago, 11
Nicholas Haz
New York, N. Y.

Emme C. Gerhard
St. Louis, Missouri

John F. Sherman
Newark, New Jersey

Charles D. Kaufmann
Chicago, Illinois
John P. O’Callaghan
San Francisco, Calif.
Guy N. Reid
Fort Worth, Texas
T. E. Halldorson
Chicago, Illinois
O. C. Conkling
St. Louis, Missouri

Charles Aylett

Toronto, Ont., Can.

Abel’s Photographic Weekly

“Business Talks”

“Advertising”

Wdjjner, the well known starter,
watches De Palma its \o. 1 and
Lockheart in ?yo. 2 rush hy in the
first lap of a hundred-mile automo-
bile race at the State Fair, while
Dunham and Fairbanks of the
"Syracuse (.\.Y.) Herald" expose
a Hammer Press Plate at 1/SHJth
of a second at 4311 P. M., with no
sun shining.

“The Use of Electric Light for Portraiture” and
“The Lens from a Photographer’s Standpoint”

Demonstration of “Child Photography”, Lecture on

“Home Photography”
“Pictorial

Composition and Balance Applied to

Photography”, “How to Handle Different Classes
of Subjects in the Posing Room and Points on
Operators Personality”, “Fundamental Principles
of Posing and Lighting for the Beginner”.

“Portraiture and Photography”

“Composition”, “Posing of

Groups”

“Operating and Salesmanship”, “Composition”

“Organization” and “Advertising”

“Organization and Cooperation”

“Aerial Photography, its Commercial and Military

Possibilities”

“The Air Brush and the Photographer”

“Lighting in Portraiture”

“Lighting as it Affects

the Business of the Studio”

“Child Photography”

“How to Pose the Model”

*4our stockhouse will take your subscripiioti to Aunt's-
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1). D. Spellman
Detroit, Michigan

John R Snow
Mankato, Minn.

J. W. Scott
Baltimore, Maryland

Paul True
New York, N. Y.

John E. Garabrant
New York, N. Y.
Clarence Stearns
Rochester, Minn.
George W. Harris
Washington, D. C.
W. 0. Breckon
Pittsburgh, Pennsylvania

Harry B. Wills
Rochester, N. Y.

Direct Mail

“The National Advertising Campaign”
tional Talks”

Demonstration of Portraiture

343

“Association Membership and How to Cash in on it”
“The Years Program and the Association”
“Commercial Photography and its Possibilities”
“Cooperation and its Value to the Photographer”

“Night Photography, its Commercial Value” “Com-
mercial Photography for the Big Corporation”

“ Advertising for the Studio in the Average Town”

“Inspira-

Demonstration of Lighting

Advertising

A 7alk by JOHN HOWIE WRIGHT, Editor of “Postage” before the New York Convention
of the Photographers Association of America

OU no doubt at this convention of

yours will be told how to make photo-

graphs, but that is not really the all-
important thing.

The all-important thing in your business
is to sell the photographs you make.

It may be possible for me in the course
of a few minutes to give you some ideas
about selling your photographs.

Now, | have never sold any photographs
and do not know anything about selling
photographs.

We publish dowm in our place a little
magazine called Postage, devoted to selling
by mail.

The slogan of that magazine is that “any-
thing that can be sold can be sold by mail.”

Photographs such as those you make en-
ter very largely into selling by mail.

Now, | do not know whether or not you
are more interested in listening to my talk
on the photographs that enter into success-
ful direct mail selling, or in selling your
own particular photograph by mail.

I want you first of all clearly to under-
stand that | am not the editor of a paper.

I am not a speech maker, | am a man en-
gaged in business just as you are, with the
same problems that you have.

In selling by mail, there are four things
to be taken into consideration.

First, the list.

Second, what you say to the list.

Third, how you say it.

Fourth, how you present it.

Wiliat H't ion i know

And that is where photographs come in
so extensively in direct mail.

Now, every manufacturer, every retailer,
every person engaged in business can use
direct mail selling to his profit, and you
photographers are no exception to the rule.

Within three days, within two days after
we registered a cable address for one of our
companies, we received letters from the
Western Union Telegraph, the Commercial
Cable Company, and the Radio Corporation
of America, three letters asking us to use
their companies in connection with our cable
address.

Here is a concern that sells broadcasting
by radio, and it is selling it by direct mail.

Here is a firm in New York that sells
outdoor advertising, and it is selling it by
direct mail.

Here is the Illinois Telephone Company,
and it makes 52 mailings a year, selling the
telephone service by direct mail.

Park & Tilford, well known retailers in
New York, the American Tobacco Company,
F. R Tripler, one of the largest men’s
stores in New York, here is a real estate
concern, here is a piece that reached our
office this morning, in which a building
is for sale out in Bridgeport, Conn.

This entire piece is illustrated with orig-
inal photographs, and is used to sell that
building.

Here is a real estate firm in New York
City which never sends out a letter but
that it does not attach to that letter a photo-

wt'U find out for you
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The most unhappy duty that falls to any editor isthe
recording of the death of age-long friends. The older a
journal and the greater its circulation, the more frequently
come those days when we have to pen a few last words,
say a last good-bye, and mark up one more of the old
crowd as gone forever. A few weeks ago, it was our
dear old friend Charlie Leull. 2i(ow it 1s Clarence M.
Hayes.  For many reasons wc have always mentally asso-
ciated those two men— both were of the very best type of
our American photographers, scholarly gentlemen and splen-
did artists. Clarence M. Hayes of Detroit, Mich., who
was stricken by an attack of heart disease while on his
uay home from the Essex Club at Windsor, Onl., (for he

was always an ardent gol/er) was born in Chardon, Ohio,

65 years ago As a youth he became interested in photo-
graphy and first worked in PainesviHe. Ohio. More than
35 years ago he moved to Detroit and opened his oun stu-
dios under the name of C. M. Hayes & Co. Hts studio
soon tool( front rank and he has always maintained this
prominence both locally as a photographer and nationally
among his brother photographers through his activities in
organization affairs. In 1897 he was elected president of
the P. A. of A. and since that time he has been appointed
on important committees uithout number. He has always
been credited uith having one of the keenest business minds
in photography and he was a strong lover of fair play.
Clarence Hayes was a 32nd degree Mason and a member
of many leading Detroit clubs—as fine a man and as good
a friend as wc have ever known. He is survived by a
daughter and tu>o grandsons, and uas buried at Chardon
on Monday. September 26th.—J.C.A.

graph of the particular building in which
it is trying to interest the prospect.

Here is a letter from the Brooklyn Edi-
son Company, a very large user of direct
mail.

Here is a concern selling printing presses,
and it uses a photograph of that press.

It is not necessary to have a sample of
that press, the photograph shows all about
it.

We have here many excellent specimens
of the use of photographs in direct mail.

P hotographic Weekly

This is one of the best photographs that
ever reached our office, of a pair of men’s
gloves.

A concern sells filing equipment, and il-
lustrates this entire folder both sides by
original photographs.

Here is a concern selling bookbinding in
this town, to show you how it can bind
books, and it uses uses original photographs
of books that it has already bound.

Here is a house magazine that won the
first prize three years running for being
the best house magazine published in Amer-
ica, under two ounces in weight, and it uses
original photographs entirely through the
magazine.

Here is a booklet which I think contains
the best photographs of shoes that were
ever made. This particular little booklet
sold $50,000 worth of shoes after they had
gone out of style.

You men who have had any dealings with
women know how hard it is to sell them
something that is out of style. This book-
let sold these shoes, but I am not quite sure
whether the retailer has disposed of them
or not.

Here are some very excellent photo-
graphs selling comforters. | do not know
howr that would appeal to you today, but
they are fine photographs.

Here is a piece put out within the last
ten days by the Goodrich Rubber Company,
the finest example of direct mail selling
that has reached my office this year.

It contains 17 original photographs of
their Zipper boots. You see, it is some-
thing new in photography. | dont know
anything about it. | will read what they
say.
¥I'he pictures are made by color photo-
graphy direct from the boot, and show the
merchandise without artificial retouching.
I know some of you would be very much
interested in this portfolio sent out by the
Goodrich Rubber Company.

Here is a concern in Great Britain whose
catalog of cigars costs $5.00 to produce,
one pound each. It is illustrated—they
have 1(50000 customers, all of whom they
sell by mail, and they photograph all of
their cigars and show them, original photo-
graphs, in the book.

Here is a magnificent photograph of
books. | am showing you these pieces in
order to prove to you the big field there is
in direct mail advertising for the work or
some of the work that you do.

Here is a concern that in the panic year
of 1920, might have been involved in ser-
ious trouble had it not been due to the
fact that it had 70,000 mail order custo-

-Arel s is published to help You--------
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mers. They show all of their haberdashery
in original photographs, in the original
colors.

So much about the use of the photo-
graphs.

Now, you men and women who use direct
mail in order to sell your own products
might want to know something about the
kind of direct mail to use.

There are a number of photographers in
this town who use direct mail very exten-
sively. The kind of direct mail to use is
to reduce to type what you would say if
you were talking to the prospect in his of-
fice. Here are a few letters showing what
not to say.

Here is a letter from a firm. As | read
you the opening sentence in these three let-
ters, you can imagine that the salesman or
a salesman or my salesman is out in the
outside office waiting to see the man who
buys this particular product, and he is
brought into the office and the man who is
about to buy the particular product says
to him, “What can | do for you today,” or
words to that effect, and this salesman says,
“If Andrew Jackson could see Church
Street today, do you think he would recog-
nize it?” That is the opening sentence in
this letter.

Here is a concern that is trying to sell—
it is the Bankers Trust Company, not in
this City, trying to sell bonds, and he says
—here is the opening sentence of the sales-

315

man—*“Did you ever roll a cat down the
street in a wheelbarrow?”

Here is a letter. Another salesman walks
in and this is the opening sentence in his
letter. “Sure | plead guilty to having neg-
lected you in many moons. Where in hell
have you been all these years.”

Here is another letter—these are printed
letters—they are sent out, not by the ton
in the United States, but by the carload.

Nine years ago in Cleveland when | made
my first talk on direct mail advertising, |
said that 90 per cent of all the direct mail
used in America today was poor, and the
secretary of the Rochester Advertising Club
took exception to that remark of mine and
had all the members of his club keep all the
advertising that was received by them in
one month, and then they put in their bul-
letin that 1 had made a mistake in my fig-
ures, that 90 per cent of all direct mail ad-
vertising was not poor, that 95 per cent
was poor.

And the trouble is that we ask these mail-
ing pieces of ours to say things to our pros-
pects that we ourselves would not say.

The highest type of selling you men and
women engaged in your profession know,
is that selling where you meet a prospect
face to face and try to sell him whatever
you want to sell.

And after all is said and done, direct mail
selling is nothing more or less than your
selling reduced to type.

OIfifIPHSUVE FORC/gfl TO TELL THE STORY HHENJ4RDE 4

PT?mT1TH

AT [1](

228 SELKIRK AVENUE
WINNIPEG

This Winnipeg, Man., photographer believes in peeping his showcase working.

and besides hating it illuminated at

night with a center flush every eight seconds, printed 3,000 postcards like this, one of which he sends out whenever he
reads of an engagement or wedding in the society columns of the local papers.

-Abel's is published to help You
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The highest and the host form of selling
is your personal selling, but how many
firms engaged in industry in the United
States today can employ personal salesmen.
They are too expensive, and so as a result
we are turning to this cheaper form of
selling, and | ask you business men and
women here today what can any of you say
about your particular product that you can-
not write about that particular product,
and in writing about it, just reduce what
you would say to type or to printed matter.

Now, in your direct mail efforts to sell
your own product, do not attempt to say
too much. In these wonderful days of new
cars and waiting for new things to come
out, with so many wonderful things to do
and so many wonderful things to see, with
half the ears of the country hanging on to
radios, we have not time to read direct mail.

Here is a piece prepared by an advertis-
ing manager. | do not know whether it is
a good piece or not. Some executive here
might be able to tell me.

“You can make more profit by rendering
greater service”—we open it up and find a
blank wall. We open it up and have to read
this (indicating), so we finish that page
and read this page and then this advertis-
ing manager said—we will open it up and
we will write on that other side—now you
know just as well as | do that that piece
of mail is not read. There may be some
executive with time to read it, but he might
not have time to buy it

Here is a piece sent out by the Fifth
Avenue Rank trying to get successful men
in New York to make the Fifth Avenue
Rank their executor, and all they say is,
“Action today means protection tomorrow—
your act.” That is-the entire message.

Here is a big insurance company in
Hartford sends out this booklet, and it says
“It will only take you a minute or two to
read these testimonial letters.” We had
someone in our office read it, and it took
them 35 minutes, to read this book.

It contains 24 reproduced letters
point type.

When writing to gour prospects, tell them
what gour product will do for them, not hoiv
great you are.

What will your photography do for your
prospects. There are three great appeals
in business today; profit, utility and pride.

In photography it seems to me (I don*t
know anything about it), that your partic-
ular selling appeal is pride.

You know how we like to see our name
in print. You know, the most of us from
out of town, in these little country news-
papers, how we will preserve a copy of that

in 5
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little country newspaper because it hap-
pens to have our name in it correctly
spelled, and how much greater is the effect
on us, when we see that our own photo-
graph is published in some paper with a
circulation of 500 or 500,000.

So, the greatest appeal in your selling is
pride. Why, you know just as well as |
do that there are tens of thousands and
hundreds of thousands of mothers who if
they were correctly sold on the idea of the
photograph, would photograph their chit
ren every month. They like to see this
product of theirs, and it is pride.

Your selling is based on pride, and so
when you start to write these prospects of
yours, put that into your message.

You know, | do not like to stand on this
platform and make the statement, and yet
I think most of you will agree with me that
it is true that the biggest thing in the world
to me is me, and the biggest thing in the
world to you is you.

I love my wife better than any other
man’s wife just at the moment. My chil-
dren, my house, everything, so, in writing
your direct mail, put something in that that
will appeal to your prospect.

You meet a man walking down the street
and he says, “There’s a house burning-
down the street,” but he has little attention
from you; but if you say “Your house is
burning,” watch him run down the street.

Here is a letter | have received. There
are ten paragraphs in it. Nine of them be-
gin with me, and the tenth, the other one,
ends with us.

Tell your prospects why they should buy
your product. You with your wonderful
associations throughout the country must
have in some way or other developed what
the great selling appeals in your business
are, but it seems to me, and | pay quite
a lot of photographic bills in the course of
the year, that the big appeal is pride.

Now, you can send out samples of your
work. | am sorry | did not bring with me
a great many pieces of mail sent out by
photographers who want to sell photo-
graphs, and it is a good thing to attach a
photograph just to show a sample of what
you can do.

You know, if I meet my own brother on
the street some afternoon, and | say to
him, “Rob, | want to sell you my watch for
$10, that is a pretty low price for a gold
watch,” what does he do? Put his hand into
his pocket and produce the $10? Of course,
he does not. He says, “Show me the
watch?” and he is my own brother.

Now then, suppose | say to him, “I can-
(Continued on page H8)

mThe widc-au.ak.c photographer reads A bel'i
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Russel! C. Holmes, Dover, Del., died early
in August at the age of 75 after a short ill-
ness. He had been in business in that city
for many years.

H. S. Olson, photographer in Zumbrota,
Minn., for a number of years, has just
erected a new residence studio in that city.
Spanish architecture finished in gray stuc-
co, it is said to be one of the finest studios
in Minnesota outside of the Twin Cities.

Fire of unknown origin gutted the Par-
sons Studio, Indianola, lowa, on August
30th, causing a loss of $5,000 partly cov-
ered by insurance.

Photographers of Columbus, Ohio, have
formed an organization and have already
had two preliminary meetings. The asso-
ciation is to be definitely formed and a
Constitution adopted in the near future.

The Professional Photographers of Cin-
cinnati held their first regular meeting of
the season on the evening of September
12th, with about thirty members present
for dinner. Plans are being made for the
coming year.

The latest activity of the Associated
Professional Photographers of Memphis,
Term., is the handling of an exhibit of
photography at the Tri-State Fair to be
held in that city October 15th to 22nd. In
addition to supervising an exhibit by photo-
graphers in the three states, the associa-
.t;on will have a special collective exhibit of
its oivn.

Mr. and Mrs. Lacey of the Lacey Studio,
Holland, Mich., have just returned from a
short motor trip through the Middle West,
their son N. W. Lacey having had charge
of the studio in their absence.

lhe (leveland Photographic Society is
one of the most ambitious of the amateur
organizations in this country. Each year,
in addition to their multifarious activities,
they hold a photographic school open to
members without additional charge. Lec-
tures and practice work every Friday eve-
ning, starting October 7th, this being the
sixth year of the school. Portraiture,
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Technique and Pictorial Photography are
among the subjects. They have a very
complete plant at 2073 East 1th Street, and
welcome new members.

The Paasche Airbrush Company, Chicago,
lll, announce the opening of a new sales
and service, branch at Wade St., Flint St.,
and Southern Railroad, Cincinnati, under
the management of H. H. Evers. A com-
plete stock will be earned. Incidentally
they have just announced the new Paasche
Type UATF Touch-Up Airbrush, which
has proved a sensational success in apply-
ing the artistic, decorative finishes so much
in vogue today. This new brush cannot
clog, has a triple action, produces from a
fine line to a wide spray and is fully guar-
anteed. It is specially recommended for
coloring, antiqueing, stippling, stenciling,
veiling and tinting, and can be used for
innumerable purposes besides work on
photographs.

The Reimers Photo Materials Company,
Milwaukee, Wis., after many years in their
former location in that city, have just
moved to 282 Third Street, where they have
much larger quarters and greatly increased
facilities.

ASAHI-CAMERA, the photographic per-
iodical of Japan, points out in a recent issue
one infallible way of differentiating Japan-
ese from Chinese or other Orientals: “We
refer to the fact that practically every Jap-
anese carries some sort of camera or other.
If you happen to meet, abroad, a short-
statured brown complexioned individual
with stiff black hair and with a camera
slung over his shoulder, ninety-nine times
out of a hundred you are beholding a Jap-
anese.”

Popular as photography is today, there
are still some people whose ignorance of
the subject is abysmal. A British paper
tells of a lady tvho took some films to be
developed and was asked whether she want-
ed the prints mounted or unmounted.
“Unmounted,” she replied, “all of them.”
One of the films showed her two children
on horseback, and when she got the prints
she went immediately to the finisher and
pointed out wrathfully that she had not
wanted the children to be shown riding a

-Say Abel™ when you umtf an advertiser-
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horse, but hod expressly requested that they
be unmounted, and what did he mean by it?

The Triangle Photographers Association

will hold its fourth and last meeting for
1927 at the Fort Pitt Hotel, Pittsburgh,
Pa., on Tuesday, October 4th. As usual it

will be an all-day and evening session. On
the program will be Harry E. Niles, of the
Haloid Company, Rochester, N. Y.; John
Laveccha, Chicago, 111; Florence Fisher
Parry, Pittsburgh; F. R. Altwater, Pitts-
burgh; Howard 1). Beach, Buffalo, N. Y_;
George Kossuth, Wheeling, W. Va.; A.
Avinoff, Director of the Carnegie Museum,
Pittsburgh. There will also be the annual
election of the Board of Governors. With
such comprehensive programs every three
months, we must compliment the Triangle
Board on the way they managed to main-
tain a high standard of talks and demon-
strations throughout the year.

The Bechtel Studio, Mansfield, Ohio, has
been purchased by J. Vincent Lewis, who
has been acting as manager for the past
two years. The name will be changed to
the Lewis Studio.

______ 0______

Direct Mail Advertising
(Continued from page 3AG)

not show you my watch, | will show you a
picture of my watch,” and suppose that |
produce from my pocket a picture of a
watch reduced to the size of a one cent
piece, a cheap illustration? Will he buy
my watch? But suppose | produce from my
pocket an original photograph of that
watch shown in gold just exactly as my
watch looks, you men and women know |
have a better chance of selling that watch.

And so, in selling photographs to these
business firms who use them, point out to
them the importance of high quality work
because tens of thousands of pieces of di-
rect mail are spoiled through poor photo-
graphs and through poor reproductions of
those photographs, and if | am going to
buy a thing by mail | want to see how that
thing looks, and if | cannot see how that
thing looks, the only thing that will tell
me how it looks is a photograph, and if
that photograph is not perfect in every de-
tail, if it is not reproduced perfectly in
every detail, it will not show me how that
product looks.

So, you men and women who really do
make photographs, should become imbued
with the idea that if a photograph is a
photograph it must be a good photograph.

Now about what direct mail can do for
you.

Direct mail is the most powerful selling
medium in America today. And the only
reason why | have stopped making these
talks to business organizations throughout
the country is because of the fact that |
am so much imbued with the fact that firms
go out and start off on some direct mail
campaign without proper analysis. |
started a few years ago in this town with
the proverbial dollar, I bought a little bus-
iness that was in the hands of a receiver,
and that was the reason why | got it for
a dollar or two.

They had four salesmen, and they were
doing a business of $100,000 a year.

I could not pay the four salesmen. When
one left | put the money into letters. When
two left | put the money into letters. When
three left I put the money into letters, and
today, in that business of mine, last year
they had $504,000 in that one department
of my business. We employ no salesmen,
because we know or | know and am thor-
oughly sold on the fact that standing at
my door every morning at 18 East 18th
Street are 40,000 men in the pay of the
United States Government who say to me,
“What selling message have you to deliver
now, in Maine, California, Washington or
where not, we are here ready to deliver
them,” and what can my man on the road
earning $100 a week and sometimes more
than that, and traveling expenses, what can
my men say about my product or services
of these messengers in the pay of Uncle
Sam cannot say about my product.

So, | have gone on building up my bus-
iness and my receipts last year were $1-
200,000, and I employ mail letters, pound-
ing out not shall we send a letter today
and see if we can pick up some orders, but
letters every month, every month of the
year. | wrote to Mandel Brothers of Chi-
cago for nine years, and never got an an-
swer, and at the end of nine years, to show
you how good our letters are, they signed
up for a competitive make of goods.

Did | take their name off my mailing
lists, pounding out 40 letters a year to Rob-
ert Mandel? No. The head of that firm
came to New York and telephoned me one
day and said he wanted to see me, and |
went up to his office there in New York—
Mandel Brothers, you all know the firm. |
took along samples of my product and |
signed him up for a five year contract, to-
taling at least $100,000 because the direct
mail had done the selling for me, and when
I went to see him all | had to do (the direct
mail had done it all), was take the order.

mlf you need information—write—A bel's
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For Commercial
Studio Work

For the picturing of merchandise and
similar commercial studio subjects the
most desirable negative is one that is
brilliant and full of detail with good
reproduction of color values. Such
negatives should be fine grained and
capable ot producing brilliant enlarge-
ments as well as contact prints.

rhereis no better plate for this pur-
pose than the Eastman Commercial.
It snot a last plate but it does have all
of the essential qualities for commercial
studio work.

EASTMAN KODAK COMPANY
ROCHESTER, N. Y.

All dealers'

-Get your competitor to read Abel'l
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Kslatilished 1917

PROGRESS

Having added more space to our studios—
bigger” and better organization.

e can give 48 hour service.
7 to 10 days.

Creations — Originality — Always with

Copies from

81 W. Van Buren St. Chicago, Il

Centrally located for Photographers in
heart of the loop.

So that is what direct mail can do for
you. There is not a man or woman listen-
ing to me now who has not some product
to sell. You can sell it by mail, you can
tell them in the mail how good your prod-
uct is; all you have to do is to write com-
mon ordinary common sense letters, put com-
mon sense letters in your booklets, your
folders, and say to your prospective mark-
ets, “I will impress upon them the fact that
I am the leading photographer in this
town,” and if | write them month after
month for years and years their curiosity
will bring them in. Curiosity will bring
customers to your door.

So, the big thing in direct mail selling,
of course as it is in all selling, is persist-
ency. When you go back to your studios,
I don't know where they are located, in
Wisconsin, Michigan or New York, say to
yourself, “l1 am going to use the mails to
increase my business.” Make up your list
of prospects and then say what you have to
say in your letters, and talk to these pros-
pects so that it will make the greatest ap-
peal to them.

I can talk to you for one hour and give
you the names and the photographs of the
most unheard of products that are being
sold by direct mail, and so, we have offered
a reward to anyone that says there is a
product that cannot be sold by mail.

Here is Hammacher, Schlemmer & Co.
opened a new retail store at 57th Street and
Lexington Avenue. They sent out 58,000
letters and did $92,000 worth of business
in the first few months, and the only form

TO MAKE MONEY
YOU MUST KEEP BUSY

Our NENVCertificateProp-
osition isasureshotmoney
maker. Write TODAY

AD-DISPLAYS SYSTEM
117 N. WELLS ST. CHICAGO

Don't forget you

Abel’s Photographic Weekly

of advertising they used was these filled-in
letters.

Here are a few of the original photo-
graphs of an article, and a letter from the
man who at a cost of $4,500 sold $200,000
worth of merchandise.

Here is a man who selected 100 pros-
pects for radio sets, sent them a postal card
every week for six weeks, and at the end
of the six weeks had sold 56 radio sets out
of 100.

Not one postal card might have done, nor
two or three, but it was the persistency
that turned the trick.

Here is a man out in California who sells
chickens by mail. You can get an occasion-
al chicken in New York without ordering
it by mail, but be very careful, you out of
town men—I have lived in New York for
32 years, and one must be careful.

Hei-e is a man here who sold $100,000
worth a day of stuff with letters at a cost
of $350. This is the letter from the adver-
ing man.

Here is a man who invented a powder
that would make better bread. He sold 16
carloads as a result of that booklet.

Here is a man who sold $100,000 worth
of grass seed last year by mail, the 0. M
Scott Co.

Here is a firm that sells all its store fix-
tures by mail, using photographs, and it
is through the photographs undoubtedly
that they are enabled to do such a big bus-
iness.

You know, there are half a dozen books

written on direct mail. There are one or
two good magazines published on the sub-
ject.
! Use a good letterhead. In your business,
in every way, if you are proud of the fact
that you are a good photographer, then
make this letterhead that you use in selling
your photographs, your true representative.
When you go back to your office, look over
your letterheads, and say, “Are these let-
terheads worthy of the photographs that
I think | can make?”

Use good stationery, artistic stationery.
There are certain firms which must use
good stationery. Photographers, architects,
bankers, and so on, because they want to
build prestige.

You know, there are a lot of photo-
graphers all over the country who make
what are called cheap photographs. | think
that if 1 were a photographer | might
change my mind, that | would really make
good photographs, and if I did make good
photographs 1 would use a good letterhead
with which to sell them or invite people to
come and see them.

(To be continued)

"saw it in Abel i
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More reliable than daylight

BRILLIANT, sparkling light, equal to the north-sky light
on a magical midday in June, is the light that comes
from National W hite Flame Carbons. And it is yours,
at the throw of a switch, from January to December—
from dawn to midnight.

Anything you now do with June daylight you can do
with arc lamps and National White Flame Carbons.
With light like this, no murky clouds can upset a full
schedule of work. No mushrooming building can cripple
your well-established studio. The most profitable or
economical location in town is yours to choose, with no
thought of sunlight or exposure.

NATIONAL
White Flame
Photographic Carbons
—more reliable than daylight
NATIONAL CARBON COMPANY, INC.

Cleveland EH3 San Francisco
i _Unit of Union Carbide and Carbon Corporation
National White Flame Photographic Carbons are obtainable from
your supply house
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THE HOUSE THAT SHIPS PROMPTLV

Are You
All Set?

Christmas is not far off and the
busy season is upon you right
now. Of course you have se'
lected your line of mountings
for fall, hut if you have found
any of them not quite as good
sellers as you expected, or if you
think you need some more
styles to round out your line, it
will pay you to get in touch
with us.

Not only are GROSS
MOUNTINGS every
thing that could be asked for in
style, quality and attractiveness
to the customer; they are rea-
sonably priced AND (what is
most important at this time of
the year) you can get them in
a hurry.

Drop us a postal and ask to be
put on our calling or mailing
list.

s\\\\\\f»2/////1]/

GROSS PHOTO SUPPLY

In the Service of the Profession

Gum Prints

For advanced pictorial
Photography

rT~'0 our knowledge, we are the only concern
Athat is in _a position to produce this su-
perior stxle of work for the profession. There
Is no other printing process that enables us
to lift photography from the ordinary, except
similar processes " like the Brom Oil, which
alongside of the Gum Print enjoys the dis-
tinction of individuality. Gum prints should
be made of only such’ subjects that are un-
usual, broad, or pictorial in conception. The
Gum Print is_the highest expression of su-
perior and artistic photographg. Recommend-
able colors are: Black, Warm Black, Van Dyke
Btrown, Green Black, Blue Black, Orange, Red,
etc.

Two or three specimens

( ] rominently dis-
layed in your studio will

X e an attractive
eature and” an invaluable asset to your show
room.

Write for list hjo. 9.

Blum'’s Photo Art Shop, Inc.
1021 North Wells St. CHICAGO, ILL.

STUDIOS FOR SALE

FOR SALE—Modern ground floor studio; good loca-
tion in city of ,000; doing good portrait business,
framing and kodak finishing; averages $2,000 per
month the year around. If interested, kindly write at
once. Price $5000, one half down and balance on
terms if desired. Nelson Studio, 2518 Farnam St
Omaha, Nebr. 917-3

FOR SALE!—Only studio, county seat town of 2500,
round floor, main street. Must be sold by October
irst. J. J. Farrell, Onawa, lowa. 9-24-2-C

FOR SALE ! $1350.00 (the price of very ordinary
automobile) buys up and coming studio”in North-
western Ohio industrial city of 45000 poulation ; low-
est rent in state, five year lease; in heart of city,
second floor. Address 219 Opera house Block, Lima,
Ojhio.___ 10-1-1-C

PHOTO STUDIO for sale cheap. Going to hospital.
Fitzryk Studio, 138 Center St., Wallmgford,l(}lonrgi

FOR SALE;—OIld established studio, Lynn, Mass.;
city of 100,000 population, best location ; fow rent and
good_ prices. ow price for quick sale. Franklin
tudio, Lynn, Mass. 10-1-1

FOR SALE—Earlle's Studio, LaPorte, Ind. 17,000
population ; established fifteen years; good location
and lease. With or without equipment; cheap. Good
reasons. All answered. 1011
FOR SALE;—Studio employing four people; doing
nice _general business with™ splendid chance for ex-
pansion ; long lease and modern equipment. To a
man who is really good workman, will" sell on_terms
bhat you can pay for it out of the proceeds. This is
a good sized shop and will pay for itself in twelve
months. Address R-5, care of this journal. 10-1-1
FOR SALE—Beautiful ground floor studio : established
twenty-five years; city of 80,000; incori>orated for
$15,000 ; can “clear three or four thousand before Jan-
uary 1st. W-9, care of this journal. 10-1-1

mAs\ Abel's—tire can help you-
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T here’S life and
sparkle and real
printing'quality in a
good glass plate.
That’s where substitu’
tutes fail.

G. Cramer Dry Plate Co.

Sst. Louis, Mo.

wFavor the advertised products—their makers are rriponsiblf-
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THE UNDERWOOD PORTRAIT STUDIQS, Inc.
THE HEART OF AMERICA

Oxir focatwn is unsur-

Tt

KANSAS CITY, MO.
at your service t:.d -

Every member of our

| hese advantages offer every facility for producing the most dependable and desirable

portraiture.

Promptness and efficiency is a habit with us.

THE FOUNTAIN AIR BRUSH wiLL INncrReASE

913 West VanBuren Street

TOR SALE -Studio in one of the best counties in
lowa county seat over 6000, college town; estab-
hshed twenty-six years.. Owner’s death reason for
Good business in 8x10 commercial and por-

selling.
o
Williams Studieehaittiefa, (fhwa, 900d  Photogiapher,
MISCELLANEOQOUS

WARNING—Refuse to accept on trial or buy from
any salesman or dealer until )éou have tried Leety’s
Portable Arc for 30 days EREE. Prom factory "to
ou, save 40% to 50%, ‘get original powerful porta-
le, not a cheap imitation. Write Leoty Elecirzlcl&cst%—

Dayton, Ohio.

NOTICE! Jimmy James get in touch with the Bis-
cayne. Studio—A. D. Pilkington, 156 E. Fla8_ler
Miami, Fla., at once. 10-1-1

"Wy

The New

-—---—-/ INGENTO
Photo Mailer

has the only double seal feature of string fastener
and gummed flap, making it possible to mail
photoS to foreign countries or send them by first
8Ieass|?edma” when privacy or additional safety is

P

I'ne INGENTO is easily superior to anv other
photo mailer on the market. There is no'chance
oi breaking photographs, drawings, sketches or
any other “valuable” matter when this mailer is
used, as they are perfectly preserved bv the over-
size double “corrugated board which covers the
photograph or drawing both front and back. The
capacity of this mailer is greater than others and
it 'is more quickly sealed.

lhe new No. 14 Mailer is made extra stron
wHh super-strength corrugated board. It is ideal
for large prints, folders, enlargements and draw-
ings.

USED BY THE LEADING STUDIOS.
SIZES for any need!
PRICES none can meet!

BURKE
Chicago. Il

-Out Motto ij

sCAMES,

Service."

YOUR PROFITS!

Easy to handle and to Keep in Order
Over 30,000 in every-day use
Send for Catalogue

THAYER & CHANDLER
CHICAGO, ILLINOIS

WAN IED A-l man to buy half interest in good stu-
dio _doing high-grade work. Good college town of
10.000 people to draw from. Do not write if you

S-8, care of this journal.
9-17-3C

120000 EXTRA IN ONE YEAR by one artist! In-
crease your income through the sale of Oil-Painted
Photographs and Miniatures, by having one of your

dont mean business.

employees or a member of your family learn by mail
our m\wh_fned Oil Painting and Business-Getting
Ideas. rite now for free booklet and _profit-making

suggestions.  Plan for Christmas profits now. Na-
tional Art School, Inc., William L Koehne, President,
1008 North Dearborn St., Chicago, Ill. 10-1-TF

FOR SALE—Century studio camera ; Hyatts Rapid
Atelier lens F/5 8x10in studio shutter ; 5x7, 8x10, 11x14
backs. Will sell very reasonable. Address communi-
cations to H-2, care ‘of this journal. 1

MINIATURES AND coloring at all prices, Our spe-

cial Opal Miniatures look ~like real paintings not
tinted photogsraphs. Complete in (%ﬂd plated frame.
Trial order $b5. ,00. Particulars on

00, bring l% to $35
request.  Isabel Maude, W. 98th St. New York
City. 10-1-1-C

FOR SALE—Century Portrait outfit; 8x10 3A Gra-
flex, Heliar, Collinear, Vitax lenses, fine eondtiion,
prices low, C. D. Agnew, Creston, lowa. 10-1-1-C

STUDIO WANTED in city not smaller than 15,000;
doing_ portrait, commercial ‘and photo finishing. Send
full “information in first letter. P-5, care of this
journal. 10-1-1-

HALLDORSON electric studio lamp complete with
four 1500 watt blue Mazda lamps, in good condition,
$70.00. One Victor spotlight and stand, $12.00. One
14x17 studio camera, no name, $10.00. . Bryar, 2132
E. 32nd St., Cleveland, Ohio. 10-1-1-C

SAVE YOUR SILVER — ALSO SAVE $200
per keg on Hypo. Ask us.

THE N. B. AUKERMAN CO.
401 Caxton Bldg. Cleveland, Ohio

Photographs Bumed Into China
EVERLASTING
For monumental Purposes. Also
for Brooches, Lockets, etc.
In photographic tone; also tinted.
Write for Catalogue

F.J. H. ABENDROTH

7203 Franklin St.  P.O.Box 277
FOREST PARK, ILL

Inc.

Can we help you7-
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A Printer With a Direct
Light Source

High speed from a single 1000-watt lamp; image
sharpness assured by projection of light in parallel
rays; transparent platen which permits one to see
the image while dodging or vignetting and rheostat
control for adjusting the strength of light to the
speed of paper and strength of negative. These are
a few of the special features of the new Eastman

Professional Printer. See it at your dealer’s.

EASTMAN KODAK COMPANY
ROCHESTER, N. Y.

mlou'll find Abel's in practically every good studio
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Flash Powder
Flash Lamps

Give you dependable illumination
where and when it is needed.

More light per unit of weight.

Minimum smoke and dust.

No heavy and time-consuming
equipment to set up. Can he used
anywhere.

As\ for your copy of “Hints
on Flashlight Photography” now.
It is free.

AGFA PRODUCTS, Inc.
114 East 13th St.
New York City

ATLANTA, GA. CHICAGO, ILL.
48 Auburn Ave. 180 No. Wabash Ave.

MINIATURES
x?

Our artists excel at making them.
And always remember that whether
it is a miniature, an enlargement,
or finishing prints when furnished
by the trade you may depend upon
the satisfactory nature of our work.
Its high quality will be evident even
to the most casual observer. Price
list on request.

D. E. ABBOTT sc CO.

Huntington, W. Va.

HEPIILY OBy RN atoia teimee
for Photo Finishers to give to -Ph
their retail stations. Two cards . to
to a set of different copy and FINIS |ng
design done in two oil “colors
each month. New Prices in effect.

Circulars and Prices sent upon request

Originator of Monthly Service for
Photo Finishers

Manufactured exclusively by
S. L. HENDRICK
123 S. Jefferson St. Dept.L., Chicago

| Buy Film and Glass

Highest prices paid. Write for prices
and instructions before shipping.

. H . KANTRO

PORTAGE, WIS.

ONE 7x17 Korona Panoramic View camera, fitted
with Turner-Reich convertible anastigmat Series |l
F/6.8, in Betax shutter; two film holders and canvas
carrying case, worth $27350, sale price, $175.00.
William F. Uhlman Photographic = Supplies, St.
Joseph, Mo. 1011

HELP WANTED

The insertion of an advertisement under "Help
Wanted™ carries with it the obligation on the part
of the employer to answer every response to his
advertisement, if only with a “postcard, and to
return samples of work, etc., promptly. The editor
of ABEL'S will appreciate being advised when em-
ployers fail to accord this courtesy to employees.

WANTED—OPERATOR; permanent position; not
over thirty-five years of age; %od salary. Photo
Crafters, 40-12th”St., Wheeling, W. Va. 9-24-2
OPERATOR AND Retoucher, high-class studio. Send
samples, photo of self, references and salary expected
in first letter. Lee F. Redman, 3102 W. Grand Blvd.,
Detroit, Mich, 0-21-2
WANTED RAPID retoucher, one who can do ail
coloring. Must be especially good retoucher. Will-
ing to pay good salary. Give experience and salary
wanted in” first letter.” Truby Studio, Norman. Okla.

o 9-24-2-C
WANTED—YOUNG man not over thirty years old,
unmarried, as general assistant in high-class_studio;
middle states. Give full account of self in first let-
ter and state salary wanted. Address V-1, care of
this journal. 8-20-TF

CUT OPERATION COST IN DULL SEASON
Install Sterling 5x12x42" Ten Gallon Tanks
Low Cost. Low Upkeep. Immense saving of so-
lutions.  The 10 gallon tank outfit consisting of
water-jacket and two tanks, will greatly reduce your
expenses. A maximum amount of work with less

expenditure.

AA your Dealer for prompt shipment or write us.

STERLING PHOTO MANUFACTURING CO.
Beaver Falls, Pa.

Used Lenses
ALL MAKES AND SIZES

Work just as Well as New Ones
SEND FOR OUR BARGAIN LIST

HYATT’S SUPPLY CO., St. Louis, Mo.

m7ou‘ll find Abel’s in practically every good studio-
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Cutting retouching costs

Increase your production and cut your retouching
costs. Hundreds of studios save real money by in-
creasing their output with the Paasche Multiplehead
Airbrush.

The Multiplehead Airbrush is the most efficient
and speediest air tool ever devised. W ith it the ex-
perienced worker increases many times his capacity
and income.

It is adaptable to a wide range— color work, por-
trait tinting, laying in backgrounds, as well as re-
touching.

The Paasche Airbrush increases profits. Write
for details.

1926 Diversey Parkway, Chicago
New York—S$4 Dcy Street Los Angeles—411 Douglas Bldg.

Branches with Complete Stock

NEW_YORK LOS ANGELES, CALIF.
DETROIT, MICH. DENVER, COLO.

SAN FRANCISO, CAL. CLEVELAND, OHIO

Type M Multiple-
head Airbrush. The
Multiplehead is in-
terchangeable.  giv-
ing the service of
tulo airbrushes at
the cost of one.
Al'wlo- Ga

AMPLE LIGHT FOREVERY PURPOSE!
The PERKINS

“"HI-POWER?”

STUDIO LAMP

times.

g~ R

year.

The highest possible degree of lighting efficiency.
A uniformity of results, regardless of weather conditions.
Excellent negatives from emergency exposures at all

Sharpest detail, or, soft diffused effects, as required.
Continued, profitable production, throughout the entire

Asl{ your Dealer for prices and descriptive circular, or write

us direct.

The Photogenic Machine Co*
Youngstown, Ohio

Makers of the Standard Light of the Photographic World

m\When you want to know—ask Abel's-



358

CLASSIFIED ADVERTISING

Italic tyiie or capitals at double the rates quoted.
No display. Count every word, number and Initial,
including” heading, name and address. CASH
MUST "ACCOMPANY ORDER. ADVERT
MENTS NOT ACCOMPANIED BY REMIT-
TANCE WIPE HE RETURNED. Help Wanted
Advertisements, when desired, will be repeated
until order is cancelled. Miscellaneous and Studio
For Sale Advertisements will not be accepted
on that basis.

A CRACKER-JACK, all-around man can find a per-
manent place in an attractive college town. (live full
qualifications in first letter. R-8 care of this jour-
nal. 10-

WANTED GOOD all-around young man, must be a
ood retoucher, operator and experienced in all stu-
io work. ~Steady position. Salary $40.00 per week,
Ideal Studio, Main St., Clarksburg, W. Va. = 10-1-1-C

WANTED, FIRST class retoucher, able to operate
or print in an emergency. College work starts Oc-
tober first. Send photo of self and samples of work:
state salary. Davidson Studio, Belton, Texas. 10-1-1
WANTED _ Good all-around photographer; run ground
floor studio on shares. Send samples of work; per-
manent. Stokes Studio, Meridian, Miss. 10-11

RETOUCHING

RETOUCHING and Etching—Special attention %iven
bﬁ experienced retouchers for city and out-of-town
p otograghers. Promptness and reasonable prices as-
sured. hone Clifton 5400, F. Cannatella, 2311 In-
dependence Bvld., Kansas City, Mo. 9-24-4

S. HARRISON, the expert artist in the line of re-
touching, etching and background work, is doing
prompt work for city and out-of-town photographers

at moderate prices. "Ask for my special sets of cellu-
loid backgrounds at $500 and” $10.00. Address 818
Leland Ave., Chicago, 111 9-24-4-0

RETOUCHING and etching of the highest quality,
with prompt service, are always available from The
I'\\/I/Igrtm Retouching Co., 2879 Pélham Ave., Baitlmore,

World’s Greatest Value in a
Professional Movie Camera

Make professional film with the In-
stitute Standard—the first professional
motion picture camera at a low price.
7\ew, improved model docs work equal
to finest studio cameras. Complete
with carrying case $1%0

INSTITUTE STANDARD won world-wide success. Com-
pact, light-weight, portable. Ideal for industrial, educa-
tional and news films. All professional features: standard-
gauge calibrated mount. Equipped with 200 ft. magazines,
adjusted to 400 ft. WRITE for free descriptive booklet.
Explains money-making opportunities.  Liberal allowance
for your present camera: any style, movie or still.

New York Institute of Photography, Dept. 11
14 West 33rd Street, New York City

TRIUNE ETCHING KNIFE

Made entirely of finest drill steel.

Abel’s Photographic Weekly

SITUATION WANTED: Under 30 words, one
insertion free. Additional words, 2c each. Extra
insertion, 2c per word. No advertisement less
than 50c.

HELP WANTED: 3c per word.
ment less than $1.00.

No advertise-

MISCELLANEOQUS: 3c per word. No adver-
tisement less than $1.00.
STUDIO FOR SALE: 5c per word. No adver-

tisement less than $1.00.
ANSWERS IN OUR CARE: 25c extra for each
insertion.

SITUATION WANTED

The insertion of an advertisement under “Situa-
tion Wanted” carries with the obligation on the
part of the employee to ansyer every letter he
receives in response to his advertisesment for a
position. If only with a postcard. The editor of
ABEL’S will appreciate being advised when em-
ployees fail to accord this courtesy to employers.

POSITION WANTED as operator preferred by a
young man thirty years old. born in the business, “and
experienced in all branches; used to making the bet-
ter grade work. K-4, care of this journal. 9-17-3

POSITION WANTED as operator or general assist-
ant, preferably in studio doing high-class artistic
work. Address Room 217, Wicker Park Hotel, Chi-
cago, Il 9-17-8-0

RETOUCHER Would like to correspond with some
good studio that needs a good retoucher _this season,
or might take full charge of branch studio but would
prefer retouching. Have had mang years experience.
Address Geo. Welte, 1203 Bement St., Lansing, é\rllzlgtls

POSITION WANTED Man, thirty-one years of age.
single—as retoucher, etcher, printer and operator;
have twelve years experience; will go anywhere; sal-
ary a week. Can start at once, at liberty now.
B-2, care of this journal. 9-24-2

SITUATION WANTED Steady work by all-around

man, under thirty. Can do anything in studio. Re-
touching moderate. Prefer Midwest.” II. Bechtel, 629
% 7th St, Goshen, Ind. 10-1-1-0

A SKILLED operator of many
pert with children and thorou rs t
all branches of ghotograph?/, desires position; Chi-
cago preferred. C-9, care of this journal. 10-1-1«(
POSITION WANTED Experienced printer and re-
toucher. Like to work in the middle west. Write
Box 175, Monroe, Wise. 101-1-C
A-l printer_and darkroom man desires work in a
good portrait studio. Address A. B. Luther, Box 30,
Austinburg, Ohio. 10-1-1-C

ears experience, ex-
ly conversant with

1Joyous are the Busy,
Dissatisfied the Idle. ~

Our NEW Certificate

Pr0p03|t|0n
will keep you BUSY
AD-DISPLAYS SYSTEM
117 N. WELLS ST. CHICAGO

THE KNIFE YOU NEED

One end is a sharp point with three sides—two rutting edges, the

other end is a broad blade for large surfaces.

§2.00 P. P.

E. FETTER, 116 Chestnut St.,, Albany, N. Y.

mTour stockhouse unll take your subscription to Anti. :



Advertising or exploitation may
persuade a photographer to use
Film but it is the quality he gets
In his negatives that makes him
a Film enthusiast and keeps him
using it.

Eastman Portraitand Commer-
cial brands of Film have largely
supplanted glass plates for just
one reason— the superior quality
ol Film negatives.

EASTMAN KODAK COMPANY

ROCHESTER, N. Y.
All dealers'



Abel’s Photographic Weekly

Your Customer
Buys a Print

The final and most important step in
the production ofa portrait is the mak-
ing of the print. It should be the best
print it is possible for you to make be-
cause to your customer it is the sole
proof'd! your ability as a photographer.

If it is a Vitava print it will most
faithfully reproduce the quality you
have secured in your negative, will
please the sitter and will be a credit to
your studio.

EASTMAN KODAK COMPANY
ROCHESTER, N. Y.
All dealers’



