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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 
of Film negatives.

EASTMAN KODAK COMPANY 
ROCHESTER, N. Y.

A ll dealers'

The Largest Professional Circulation in America
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PLE N T Y  of SILVER on

HAM M ER 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.

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

Finishing PrintsA Speedy Road to Better
Photographs Via 
the Velostigmat  

Series II j4.5

W hen Furnished 
By the Trade

There are so many high speed 
anastigmats on the market to- 
day that it may he difficult to 
choose between them. How­
ever, before deciding, compare 
a Series II Velostigmat with 
any similar lens of other make. 
Let the user judge. The photo­
grapher is a keen judge of value 
and quality.

This is a very popular feature of 
our service to the Photographer. 
On prints which he has not the 
time nor the facilities to produce 
the class of work he wishes the skil­
ful attention of our artists is at his 
disposal. Their finished work will 
be found all that the heart could 
desire. Price list on request.

A Inal will convince you.

D. E. ABBOTT & CO.
Huntington, W. Va.

—A bel's is published to help You
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SUBSCRIPTION RATES: $2,50 per year in advance, 
in all parts of the world. Subscriptions taken by 
photographic supply houses and recognized sub­
scription agencies everywhere.

TO PREVENT loss or delay by mail, all communica­
tions and photographs intended for publication 
should be addressed to Abel's Photographic Weekly, 
515 Caxton Building, Cleveland, Ohio.

In, f * d ts s i

AGGRESSIVENESS. In recent editorials we have discussed one at a 
time certain qualities that are essential in the make-up of the photo­
grapher who expects—or even hopes—to make a success of his busi­

ness. Among these have been Courtesy, Lack of Worry, Personality, 
Chaiacter. No doubt purists will tell us that all of these come rightfully 
undei the general head of “Character” but we have preferred to consider 
that in the ethical sense which the word seems to have attained nowadays.

Rut none of these are likely to be of great service to the studio owner 
"ho lacks in the essential quality of “push.” Be a man ever so clever he 
has to possess a certain amount of aggressiveness if he is going to succeed 
in this fast-moving modern world of ours. We don’t mean that obnoxious 
quality of thrusting forward on any and all occasions—“hogging the spot­
light as the movies have it—but a definite urge to keep in the forefront 
not only in the profession of photography itself, but among the business 
men of his own community.

Business no longer conies to the man who merely sits down and waits 
for it. 1 he photographer must make himself known to his fellow-citizens, 
he must join different organizations and he must not be backward in tell­
ing people lie meets what his business is, without, mind you, trying at all 
times to give the impression that he is the only photographer worth while 
or necessarily the very best in his city. He must keep his ear to the 
ground and his eye on the newspapers and when anything turns up that 
looks like a need for photographs he must be on the job and after it, be­
cause if he is not someone else will be.

He must use every legitimate method of getting business, and this 
means considerably more than mere sporadic advertising in newspapers 
and in other ways. He should find out what kind of advertising will pay 
him best (for situations vary in different localities) and then he should 
stick to that throughout the year. He may not, if he does not propose to 
have some newcomer cut out his business from under his feet, rely merely

■TouTI find A b e l 's in pract ica lly  every good studio
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on the quality of the work he turns out. Good as it may be, he must keep 
telling: the public about it, by letter, by word of mouth, through adver­
tising. He must not underestimate the new competitor who may enter 
his city but upon any such entry of additional competition he must re­
double his efforts, and at once.

On every hand and in every line of business we can see the handwrit­
ing on the wall. The firm which is aggressive is making money, the others 
are slowly languishing. Be aggressive! And don’t wait for the other man 
to start things so that you can follow his lead. Beat him to it! Remember 
what General Grant said when someone asked him what his method was
for winning battles: “Git thar fust

Direct Mail
A Talk by JO H N  H O W IE W R IG H T, Editor 

of the Photographers

H ERE is a concern that made up 100 
prospects for Reo cars in New York, 
sent out a photograph of the Reo 

car, a mounted photograph of the Reo car.
This was in New York City, and it sold 

16 Reo cars.
Here is a concern downtown, R. Hoe & 

Co., who show each section of their ma­
chinery by photographs, and sell the ma­
chinery by direct mail.

Here is a man in Iowa who sells horses 
by Government post card.

Here is a letter that sold $68,000 worth 
of merchandise with only 600 letters, ac­
companied by photographs, and the ad­
dresses of the agents.

These are all the original letters, and so 
I could go on ad infinitum, but I have not 
the slightest idea of doing so.

About two years ago a man whom I 
know personally came over to talk to us 
on direct mail advertising. I heard him, 
and it was a very wonderful talk given by 
a man who is an expert in his subject.

Within about three months after he made 
that talk, his card was sent into my office, 
and unfortunately I could not see him, be­
ing tied up, not in conference, just being- 
tied up.

Within three or four days, this card was 
sent in again, and I knew him very well 
and very much to my regret I had to send 
out word that I could not see him, and my 
conscience pricked me a little that a fter­
noon, so I wrote him this letter:

“ Dear Mr. So-and-So:
What can you say to me that you cannot 

write to me?” And he wrote back and said 
said that he was looking for a position and 
he was an experienced direct mail man, 
and he thought possibly that I could put 
him in touch with someone who might em-

ith the mostest men!”

Advertising
of “Postage” before the New York Convention  
Association of America

ploy him at a living wage, and I wrote him 
this letter. I said,

“ Dear Mr. So-and-So:
Do this. Pick out the names of 100 firms 

in New York, those that you think you can 
serve to their profit. Tell them why you 
think you can serve them to their profit. 
Have a letter actually typewritten. Use the 
best stationery, costing if necessary three 
cents a sheet. Use the best envelopes, cost­
ing if necessary three cents each. Do this 
and advise me of the result.”

Here is his original letter just as I re­
ceived it at my office.

“ Dear Mr. W right:
I did do exactly what you suggested. I 

picked out 100 names of advertising agen­
cies I would like to work for, sent them a 
letter, received 61 answers, landed eight 
jobs, and chose the best one. I am now 
sales and advertising manager of So-and- 
So, the leading firm in the State of New 
Jersey.”

And what makes me bring that letter, to 
read it to business men and women assem­
bled, is the fact that here was an expert 
who knew how to sell by direct mail, and 
yet when he reached that crisis in his bus­
iness experience when it was necessary for 
him to sell the most important thing that 
he had, to sell his own services, he fell down. 
He had to be i-eminded of it, and so it is 
with you men and women, you splendid men 
and women engaged in this wonderful pro­
fession of yours, listening to me today, what 
have I told you that you do not know?

When I walk off this platform, you know 
just as well as I know that I have not laid 
down a single new thing. W hat do I know 
about direct mail selling that you do not 
know? But the thing that is wrong, that 

(Continued on page 367)
-Mention A i e l ’s when you write an advertiser-
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Lights and Lightings
A n  article by J .W. B e a t t ie , Hollywood, California, which will run through several 

issues. It will be illustrated with ten examples of portrait 
lightings by Mr. Beattie.

T O P  L IG H T S

A N article appeared in Studio Light, ( is- 
sue of January or February, 192?), 
showing the results of some lighting 

experiments by our old E.K. demonstrator 
friends during one of their customary first 
of the year visits to Rochester. Being in ter­
ested in getting “ perfect gradation” in the 
negative and not being able to do so without 
first producing it in the lighting, these boys 
rightly tackled the problem at its source.

A local dealer was no doubt called upon to 
furnish the lights of several kinds and makes, 
which were used in this ser­
ies of tests; and the comely 
young woman who bakes the 
fragrant apple pies for the 
Kodak people was tem por­
arily taken off the job to act 
as model. A fter lightings 
had been made with the var­
ious Hoods, and films ex­
posed and developed, the re­
sults were pronounced unsat­
isfactory in every case regard­
less of the floodlight used.
The lighting scale was short 
and “jum py.” A brupt shad­
ows hung about the features 
and the “ perfect gradation” 
was conspicuous by its ab­
sence. In seeking a remedy 
for this sad state of affairs 
many schemes and contrap­
tions were probably given the 
once over, but nothing 
seemed to hit the nail on the 
head like lights suspended 
overhead as an auxiliary to 
the floodlights. Subsequent 
lightings produced with this 
combination proved to be bet­
ter as to gradation and there 
was more detail in the shad­
ows. The experiments were 
voted a success— the girl 
went back to her pics and the 
boys again hit the road. A 

palliative had been discov­
ered— “ de pain was stopped” 
even though the disease re­
mained the same at the foun­
tain head. It was a case of 
'kill 'em or cure 'em ” and 

with the best of intentions 
for correcting a distressing 
malady, this pain-killer rem­

edy was broadcast to the photographic world 
through the pages of Studio Light. And, 
like most widely advertised cures, this new 
edition of Radway's Ready Relief was swal­
lowed in case lots by thousands who either 
had “ it," or a very lively imagination.

If all had adopted top and side lights of 
one color and actinic quality, lighting condi­
tions most certainly would not have been so 
chaotic as they are at present. O f one photo­
graphic quality, side lights supplemented by 
“ceiling lights” would, at least, have been

The next one source lighting is of Guy Stockton, Jr., who appears here 
as everywhere in his play overalls. The 35 amp. twin arc flood was used 
just out of range of the camera and the light diffused hy the tracing cloth 
roller screen only. The exposure was about a 25th of a second unth a 
Packard shutter set at “ instantaneous." The diaphragm was ?/5/> Cramer 
Hi-Speed plate.

A b e l 's is published to help Yot;
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Glen R. Dolberg. photographer of Glendale, California, is the fellow with 
the latticed shirt and cheerful countenance. This is a direct spotlight 
lighting made hy an arc spot of 12 amps, directed through a ten ecru 
store straw hat. the crown of which was missing. The perfect modulation 
iti this lighting was obtained by using n flood light on the shadow side 
(opposed to the spot) with the lamp head turned toward the subject barely 
enough to soften the shadows. The flood will not have any influence on 
the background shadows if used in this manner. In making shadows and 
decorative backgrounds, the ground—in this case of monl{scloth of a light 
brown color- should be used close up to subject in order to prevent the 
shadowing becoming so out of focus as to be meaningless.

but little worse than the old time “ hip and 
top" daylight— a light designed solely for 
more light w ithout regard to controllable di- 
rection. These old ducks of the long ago 
were not bothered hy a little thing like blocky 
white draperies— they expected nothing else. 
W h at they sought, mainly, was exposures re­
duced in time to a few seconds- watch in 
one hand and lens cap in the other.

An overhead system of lights, w hether 
arc, incandescent or vapor tubes is similar in 
direction to a top skylight. A nd since a light 
falling from above onto a perpendicular fig­
ure is difficult to localize with screens, there 
is little screen control possible. T herefore, 
lightings made under a top light will invar­
iably result in blocky white draperies and 
spotty composition for the reason that the 
draperies, hands, etc., being more on the h o r­

izontal, receive the overhead 
light at a broader angle and 
are consequently “burnt up" 
with the time required for the 
more or less perpendicular 
face.

A flood or sidelight cor­
rects the above mentioned 
fault of the top light only to 
the extent to which the side 
light dominates the top light.

Side screens used for sub­
duing the light on hands, 
draperies, etc., lose their ef­
fectiveness in proportion to 
the increase in intensity of 
the top light over the side 
light.

A recent trip about the 
country convinces me that 
the majority of studios have 
added lighting equipment 
from time to time without 
giving any consideration to 
wave length, color or actinic 
quality. One place will be 
working with an incandescent 
flood or side light, a vapor 
tube or two suspended over­
head, and possibly an arc 
spot. Another man may be 
worrying along with an arc 
flood side light and a bunch 
of incandescents overhead 
the arc flood to work with 
and the incandescents for 
his visual delectation.

One great studio in New 
York, famous for two gener­
ations, was using a hard arc 
flood as a side light, and, to 
overcome the excessive con­
trast caused by this improp­
erly diffused arc, a bank of 
vapor tubes was suspended 

overhead. A pair of incandescent spots com­
pleted the lighting equipment of this studio 
which employed sixty people to sell the stuff 
made under these well-nigh impossible light­
ing conditions. Negative quality was “simply 
shot to hell," to employ the rather slangy 
description of a paper salesman who was try­
ing to demonstrate the “gradation quality" 
of his paper by printing from negatives that 
were about as devoid of gradation as this 
sheet of paper.

Chicago is even worse than New York in 
regard to strange mixtures, and the deplora­
ble part of it all is that these consumers of 
artificial light cocktails, here as elsewhere, do 
not seem to realize the tremendous handicap 
under which they are working.

(To he continued)

The editor .suggests that those who do not file their copies at least clip and save these sheets. In a few weeks 
they will have a connected story on modern lighting, with a senes of lighting suggestions in the illustrations 
tohich umII be as good as a course in school. The first article appeared in the August fith issue. The others 
will follow every otheT week.-

•Get your com petitor to read Abel'i
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The Photographers Association of Xcw Jersey held their annual outing on September 14th. Henry Volfmer of Bloom' 
held reporting the party writes that "there urns sufficient exposure to develop a nice day. and not enough to make anyone 
feel flat. Two splendid meals were fixed to the satisfaction of all. Spotting was not needed as everyone was Johnny- 
on-the-spot 'The committee retouched a program which gave everyone positive satisfaction. The boutride would not 
have been photographically correct without lenses, so some wore them on their noses and others had them in their pockets, 
horseshoe pitching and skeeball were the order 0/ the d a y / ’ Vollmer, Lechter, Dickerson and Scher were the committee in charge.

the average business man and woman could 
do and don’t do, is that they do not put to 
use the things they do know.

You know you can write a letter th a t will 
sell your product, you know there are pros­
pects who will buy if you are pei’sistent and 
all that, and the one thing I want to do to­
day, after I have stepped down from this 
platform, is to regenerate in the mind of

at least one man or woman listening to me 
the fact that his product can be sold by 
direct mail, and if there is one man or 
woman who leaves hex*e and says, “ Well, I 
listened to that guy and maybe there is 
something in it, I will go back to my office 
and try  it,” then I will be well rewarded for 
the sweat of my brow.

-o -

Direct Mail Advertising as Applied to Your Business
From a Ialk by HOMER J. BUCKLEY, of Buckley, Dement & Co., before the Chicago Con­

vention of the Photographers’ Association of America

(Having just completed the talk by John Howie Wright on this same subject, this seems a most appropriate time to 
print Mr. Buckley s fall; of a year ago, which has not yet appeared in A h e l ' s . It gives our readers a chance to 
see how much in agreement two of the greatest authorities in this country on direct-mail advertising are on the 
availability of that method of advertising for the photographic studio.—Ed.)

L ET us first understand what direct 
mail advertising is. Direct mail ad­

vertising is one of the oldest forms of 
advertising; it is neither a mystery nor a 
miracle, it is just plain common sense in­
telligently applied. The basis of direct 
mail advertising in every business is this; 
the customers of that business are the pro­
spective customers of that business. The 
very fii'st thing to do, whether you are 
starting out in a small way or in a large 
way, is to find out definitely who your 
customers are, make a list of them and go 
after them in a syhtematic way regularly, 
telling them about the merits of your busi­
ness. \\ hether you are a portrait photo­
grapher or a commercial photographer or 
if you have a store devoted to a rtis ts’ 
material or what not, tell your customers 
about your business. The average business 
house today is not getting fifty per cent 
of the potential sales from its present cus­
tomers among the trade it is serving, if it 
only understood it correctly.

I recall not long ago having a talk with 
the merchandising manager of the great 
department store of Halle Brothers in 
Cleveland. In talking with this gentleman, 
I said to him, “To what extent do you get 
business from the regular customers of your 
store?”

He said, “Just what do you mean by 
th a t question?”

I said, “All right, take 1,000 of the very 
best families th a t have charge accounts in 
your store, those who live up in the Cleve­
land Heights and Shaker Heights Sections, 
the very best residential sections of your 
city, tabulate those names and check thexn 
against the departments of your store and 
find out for youi'self to what extent those 
customers are I’eally customers of your 
stox-e.”

When is a customer a customer? When 
they buy something once in a while or oc­
casionally, or when they are with you 
throughout the year and when they are 
using your service to the fullest extent

------- What we don't know, we'll find out for you-
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possible in connection with their domestic 
life or their business life. It is only when 
they are with you throughout the year and 
using your service to the fullest extent 
possible tha t they are customers of yours.

So he made this test. He took 1,000 
names and checked them. In that parti­
cular store they have eighty-five different 
departments. He found this surprising 
result: 488 customers out of 1,000 pur­
chased shoes, the balance did not; and so 
on in different ratios in each department 
of the store. The department that led was 
the hosiery department, the department 
right inside the main door, the main en­
trance of that store. He was surprised, he 
was amazed. He said to me, “Mr. Buckley, 
from this day on a very large percentage 
of our sales promotion and advertising ef­
fort is going to be applied to our present 
customers. The customers who are not 
buying their millinery from us now are 
going to be told of the virtues of our mill­
inery department; the customers who are 
not buying shoes from us now are going 
to be told repeatedly, month after month, 
about the virtues of our shoe department.

“ In the past we have been spending 
eighty-five per cent of our advertising ap­
propriation, what for? To bring new cus­
tomers into our store, and we have been 
neglecting the old customers, the customers 
who knew our service, but who only used 
it partly .”

While that may not apply in the same 
details week in and month out in the year 
in your business as it does in a general 
merchandising store, yet the fundamental 
principles are the same, and the potential 
possibilities are just as great for you if 
you will only understand it. I say to you 
I can do a lot for any photographer in this 
country, I care not whether he is a portrait 
photographer or a commercial photo­
grapher, if he will ju st give me the list of 
names of his customers and put me on his 
pay roll as an ordinary clerk. I am speak­
ing now of the things you can do with any 
person in your business. Give me that 
customers list and tha t is all I want, and 
I can work on it. You do business for one 
member of the family, five or six others 
are neglected, the children and the adults. 
You may take pictures for one adult in 
the family and neglect the others, and 
satisfy yourself that he is a customer of 
your business.

The daily papers in every community, 
large or small, and particularly in the small 
towns, offer tremendous potential possibili­
ties for the development of ideas and sug­
gestions for every photographer to build

his business twenty-five per cent in this 
next year. These social functions, these 
aniversaries, these birthdays, these births, 
these marriages, and a thousand and one 
things that are transpiring in every com­
munity, which are revealed to you every 
week, yea a great many times every day, 
offer suggestions for going after business 
by the simple, inexpensive process of using 
direct mail advertising.

There are certain virtues about direct 
mail advertising that I want to point out 
to you. I say there are five distinct ad­
vantages of direct mail advertising that you 
as photographers can use that will not 
show your hand to your competitors in the 
field, and it will not be adverse to your 
method of doing business. First, you can 
segregate your list, your prospects and 
your customers, into groups, into classes, 
or into general lines, depending upon the 
proposition that you have to offer. Segre­
gate them and talk to them in a simple, ef­
fective letter message. My friends, direct 
mail advertising is made up of many forms, 
letters, folders, booklets, broadsides, cir­
culars, and a thousand and one other ram­
ifications that you might use, but I say to 
you in all sincerity that the oldest form of 
direct mail advertising is the letter. It has 
probably been abused more than any other 
form of direct mail advertising and yet to­
day, in my opinion, the letter is the strong­
est selling weapon that any business man 
can use if he uses it judiciously. It may be 
twenty-five letters here or thirty letters 
there, it may be frequent reminders to your 
customers on anniversaries and birthdays 
and celebrations of different kinds in ad­
vance of those days, showing to them that 
you have a record, that you are recording 
tha t date and keeping up with it.

I say to you if you will apply a simple 
message, don’t try to build around any 
high-brow copy or high-brow ideas, make it 
simple, make it just as you talk, it will be 
effective. I have been asked frequently by 
business men and by students in advertising 
classes, “How can I acquire the art of 
tersely writing a good letter?” You and I 
know in the mail that we receive from time 
to time in our home, certain letters stand 
out wonderfully well to us, and if we 
analyze why they stand out well, we find 
tha t the writer of the letter is an intensely 
human individual. You will say, “I can 
almost hear Mamie talking; she writes just 
as she talks,” or “I can almost hear Tom 
saying that.” That is the type of a letter 
th a t makes a hit with you. Why not apply 
the same fundamental principles when you 

(Continued on page S70)
-Tour stockhouse u til! tdfcs your subscrip tion  to A bei
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A CONVENTION is an 
affair where a photo­
grapher goes to be told 

all over again the things he 
has read a hundred times in 

his trade journal. Conventions are difficult 
things to run. After much deep thought 
and a half-dozen meetings devoted to 
scandal about their neighbor photographers, 
the committee in charge decide they want 
Mr. Woof-woof from the other end of the 
country to address their organization. The 
convention being only six months off Mr. 
Woof-woof is wired to and offered his ex­
penses and whatever the committee thinks 
will be the least additional inducement they 
can get away with. Being sensible and 
economical he writes back that he will be 
glad to come, and that his subject will be 
The Political Condition in the Kingdom of 
Siam, and Its Direct Relation to the Dis­
tressing Drop in the Sales of Photographs. 
The committee heaves a sigh of relief and 
checks him 0. K. on the list. Twenty-four 
hours (or less) before the convention opens 
and after the programs have all been 
printed, Mr. Woof-woof wires that he is 
afflicted with the gout. The committee 
meets hurriedly and tears its hair. Frantic 
wires are sent to other prospects who do 
not even bother to answer. The vacant 
period on the program is finally filled with 
a Question-Box. A Question-Box is a 
mythical receptable in which eager photo­
graphers are supposed to deposit their 
problems and worries, which are then read 
out to the assembled multitude (if any) 
and answered from the floor. When the 
receptacle is opened usually two slips of 
paper drop out. One is a rude comment 
about the writer’s inability to get a room 
with bath at the hotel for 50c a night, and 
the other is the old standby: “ How is it 
possible to enforce Ethics on photographers 
who are devoid of any?” The meeting 
promptly breaks up and everyone goes out 
and has a dr— session with the manufac­
turers. Such is the way of conventions.

Another nice thing about a convention 
is the experience it gives you in dodging 
people to whom you owe money. It gives 
the members a fine opportunity to rub 
shoulders and exchange the latest ideas in

alibis. Also there is always 
present the well-meaning soul 
who explains on each and 
every occasion how he raised 
that last order from six dol­
lars to four hundred and fifty-five. Con­
ventions afford an excellent opportunity 
of getting rid of the accumulated bile of 
the previous twelve months. One can be 
unpleasant ad lib to any number of people 
knowing they won’t be met again for an­
other year, by which time everything will 
be forgotten. The first half of a conven­
tion is occupied with saying “ Hello” to 
everyone and the second half in saying 
“ Goodbye.” The member who can shake 
hands oftenest without getting a sore arm 
is elected president for the coming year, 
unless he is wise enough to leave before the 
final session.

M anufacturers and dealers are the main­
stay of practically all conventions. They 
put up and also shut up. Occasionally one 
of them writes an order, whereupon all of 
them declare a dividend and spend the rest 
of the day playing golf. The taking of 
orders a t conventions is seriously frowned 
upon by the exhibitors, who well know that 
more than two orders make it absolutely 
certain they will have to take double the 
space the following year.

A few definitions may come in handy for 
those who have never attended conventions 
before:

Space: A variable measurement involv­
ing the expenditure of large sums of money.

Display: Anything tha t can be nailed 
down solidly for three or more days.

Order: An intangible bait used by secre­
taries to induce attendance of exhibitors.

Secretary: A harassed individual who 
usually works for love, but never gets any.

Treasurer: The man who makes up the 
deficit.

Attendance: Something always less than 
it would have been if various things had 
not happened.

E xhib it: A number of photographs shown 
by the members in order that they may have 
the privilege of saying rude things about 
each other’s prints.

Information Booth: A place presided over 
by a moron.

■Whit we don't know. u»e’l! find out for you—
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Special H o te l  Hates: Prices fo r rooms 
which are n o t  more than twice the usual 
charge.

Club Me cl I s  : Bait to get you into the hotel 
dining room . “Club” refers to the threat­
ening g e s tu re s  of the head w aiter if you 
appear to b e  considering the prices quoted.

Mann fact u r e r : A person alw ays con­
sidered a f a i r  target when there  is a de­
ficit to be m a d e  up.

DemonatrcLtion: The antics of various 
persons on th e  platform who g e t in each

o th e r’s way and obstruct the audience’s view 
of the speaker.

Talk: Ten thousand words read haltingly 
in dim light from a poor manuscript.

Lecture: The equivalent of four talks 
delivered from memory at the rate of thi'ee 
hundred words a minute.

Special Railroad Rates: A form of gamb­
ling  indulged in between the secretary and 
the  railroads. If the secretary can beg, 
borrow or steal 250 railroad certificates, the 
laugh is on the railroads.

# #  # #  # #  # #  # #  ##
come to w r i t e  a piece of advertising litera­
ture, either i n  a letter or a piece of printed 
m atter, on b eha lf of your own business? 
Be human, b e  courteous, be kind, be con­
siderate, b u t  above all things be human, 
because you ax-e writing to hum an indi­
viduals. I s a y  that the simplest rule you 
can apply i n  the preparation of material 
th a t I can g iv e  you is write ju s t  as you 
talk, ju st a s  though the custom er was in 
your studio, and say only in th a t  letter 
what you w ould  say were the customer 
righ t there. If  you will follow th a t prac­
tice, I will guai*antee you will w rite  a good
com m unication.

The second point is this: there is no waste 
in direct m a i l  advertising if intelligently 
employed, becau se  it offers opportunity to 
definitely d e te rm in e  direct results. We 
hear a g r e a t  many advertisers say, “Well, 
I have run so  many inches every  once in 
a while in m y  local paper, and I don’t get 
results.” M y  friends, the type o f general 
advertising t h a t  you will be doing in your 
local paper w ill accomplish ju s t one thing 
for you. I t  is  prestige and good will ad­
vertising to  the masses; newspaper ad­
vertising a n d  billboard advertising are mass 
advertising. I t is a speech to a  crowd. 
Direct mail advertising  is one communica­
tion to one individual in his home or in 
his office. Y o u  can say to th a t individual 
ju st what y o u  would say were he in your 
studio. T h a t  is the difference between di­
rect mail a d v e rtis in g  and newspaper and 
billboard ad v ertis in g , the three mediums 
which offer potential possibilities for you
to use. . , , ,

I say if y o u  are in a business tn a t nas a
mass appeal t o  all the community, use news­
papers and u s e  billboards if it is economical 
for vou to d o  so; but otherwise your best 
bet vour m o s t  economical a ttem pt in ad­
vertising is d ire c t mail advertising because 
vou can c o n tro l it down to a small unit. 
I don’t c a r e  whether your business is

$5,000 a year or $50,000 a year or five times 
th a t  amount, you should be doing something 
regularly direct by mail in a simple way 
to a  special list throughout the year, and 
particularly should you be building repeat­
edly from among your present customers.

The best asset you have on your books 
is a  satisfied customer. The way to keep 
th a t  satisfied customer is to repeatedly tell 
the  customer of your service, of your ap­
preciation for his business, and do it direct 
by mail in a friendly human way. I will 
guarantee to any photographer that if he 
will follow a systematic plan along that 
line, he can increase his business immea­
surably by such a process.

The third advantage about direct mail 
advertising is that it is timely and can be 
regulated and controlled to the very last 
minute. In other words, you can take ad­
vantage of conditions opportune to the 
season, the school season, graduations, a 
thousand and one of those things that apply 
to your business that you can get to. The 
same thing is true in the industrial and 
commercial field. There are trade seasons 
in all lines of business. Twice a year the 
g re a t furniture mart is being shown in 
Grand Rapids and Chicago and Jamestown 
when the furniture companies make the 
g re a t displays. Once a year the great 
automobile salesmen exhibit their products, 
th e ir  new models. There are seasonable 
conditions in every industry and they can 
be taken advantage of by the photographer 
if he is on the job and applies economical 
d irect mail advertising.

Fourth, it is secret. You do not have to 
show your hand to your competitor. That 
is one of the great advantages of direct 
mail advertising. The minute you put your 
advertisement in a local newspaper or on 
a billboard, it is an invitation to every one 
of your competitors in the same town to 
go and do likewise. Perhaps in some cir- 

(Continued on page -172)

A b e l ’s is published to help You-
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372 A b e l ’s P h o t o g r a p h ic  W eekly

C R I T I C I S M S
By J. ANTHONY BILL, Cincinnati, Ohio

O ctober 8th, 1927
( See portraits on other side)

BY A. G. Kingham, H obart, Okla. Q uite  out of balance, cramped for space, placed 
too high on paper. Lighting and tone value of the figure not bad. Light piece
of material behind child on seat very disturbing and figures in background on 

shadow side very pronounced. Expression good.

By A rth u r N eum eyer, Brillion, W is. Composition is destroyed by light bars in 
background and failure to show support of seat on which subject is placed. More front 
view would have added width and would help the composition. Lighting is not bad, 
bu t fails somewhat in roundness, possibly due to a little full time.

By Chase Studio, Leominster, Mass. T he straight line of the arm caused by the 
w eight of the figure resting on it strains the pose. Placing the hand in the lap with other 
hand would relieve the uncom fortable position. The hair ribbon is the first thing one 
sees in this picture. T o relieve th at situation a lighter background could be used. The 
lighting and tone values are very good.

By P ru itt Studio, Columbus, Miss. Spacing and composition very good with possibly 
a slight bit of trim m ing at the bottom . T he pose is very easy and relaxed. A very in' 
terested expression. L ighting and tone values good. Figures in background a little pro­
nounced, but decorative.

cumstances it is highly desirable th a t they 
do, because the greater demand th a t we 
can create for photography, the higher ap­
preciation we can create for it cooperative­
ly, the better it will be for the business. 
But there are certain times and certain 
trade conditions for immediate business 
where it is distinctly to your advantage to 
keep your own selling plans a secret and 
not show them to the world. Therefore, 
direct mail advertising offers you the econ­
omical way out.

Fifth, you can place in your customer’s 
hands certain types of information, with a 
post card or an inquiry blank, so they can 
fill it out and sign and mail it in to you. 
That is one of the great outstanding ad­
vantages of direct mail advertising.

We who have made a study of retail 
business—the business tha t has to do with 
bringing the consumer into the store in all 
lines—know that a business in order to 
succeed must retain every year eighty-five 
per cent of its customers. When a busi­
ness does not retain eighty-five per cent of 
its customers, it is slipping. We are allow­
ing fifteen per cent for damages, removals 
and a thousand and one other things that 
might transpire.

I have some very interesting figures here 
th a t I want to give you of a certain ad­

vertiser, gathered in checking over his list 
of customers that he had done business with 
in 1924 and did not do any business with 
in 1925. He found that he had 387 names 
on his ledger that did not buy in the suc­
ceeding year, and he was considerably 
worried about why those 387 customers had 
discontinued buying. You men who are in 
commercial photography and dealing with 
industries and manufacturers, this applies 
to you one hundred per cent. When you 
go back home, go to your ledgers and check 
back the list of customers that you did busi­
ness with in 1924 and in 1925 and ask your 
selves why those customers have quit buy­
ing. I wonder to what extent you might 
be able to answer the question to your own 
satisfaction.

This man answered it. He sent a letter 
to the entire 387. I want to read it to 
you. It is a letter, in substance, that every 
one of you might apply in your own busi­
ness, particularly you commercial photo­
graphers, to the same extent. There is 
nothing unusual about this letter except 
th a t one thing—it brought results. This 
was sent, mind you to customers who hadn’t 
purchased in this store for a period of 
eighteen months.
“ My dear Mr. Smith:

(Continued on page 370)
■The photc[rapher reads A be l V
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Negatives of the finest possible print­
ing quality are produced with a pvro 
developer. Eastman Crystal Pyro is the 
purest and most convenient form of 
this developing agent. It is one of the 
many Eastman Tested Chemicals, made 
in Eastman Laboratories specially for 
photographic use. You can be sure of 
results when you use these chemicals.

EASTMAN KODAK COMPANY
RO CHESTER, N. Y.

A ll dealers'

-Say A b e l '* tohen you write an advcrtiicr-
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T. J. Nelson, Santa Rosa, Calif., has 
opened a new studio at 312 Mendocino 
Street, (hat city.

The H utchcraft Studio, San Antonio, 
Texas, is remodeling and installing a second 
camera room, necessitated by the firm's 
steadily increasing business.

We have ju st received a very compre­
hensive 1 60-page catalogue of photographic 
supplies from Burke & James, Inc., whole­
sale photo stock house and mail order house 
of 223-225 W. Madison St., Chicago, 111. 
Almost everything imaginable in the way of 
equipment can be found in its pages, from 
pushpins to six-foot square tapestries suit­
able for decorative purposes or backgrounds 
in the camera room. No charge if you want 
a copy—just mention A b e l ’s .

The U. S. Stoneware Company, of 50 
Church St., New York City, with manufac­
turing plants at Akron, Ohio, has just ac­
quired the plant formerly occupied by The 
Acid Proof Clay Products Co., at Tall- 
madge, Ohio. The two form er plants of 
the company, which makes U. S. Standard  
developing tanks, hypo vats, trays, etc., in 
the photographic field as well as many other 
lines o f chemical stoneware, have been 
operating at capacity for several years, and 
this new addition is only one of several that 
have been necessitated by the constantly in­
creasing business. A fte r  overhauling the 
new works and adding considerable mach­
inery and equipment, the U. S. Stoneware 
Company will be definitely the largest man­
ufacturer of these lines in the country.

VV'm. Bruce Poynter, nationally known 
home portraitist of Cincinnati, Ohio re­
ceived considerable publicity recently, due 
to an exhibit of his pictures (genre and 
illustrative work) at the convention of the 
Art Publishers Association held in Chicago 
late in September.

To emphasize the Association slogan th a t 
PHOTOGRAPHS LIVE FOREVER, J. J. 
McNally, Lisbon, N. 1)., filled his show win­
dow with photographs made in his studio 
from twenty to twenty-six years ago, which 
created considerable talk, got him some 
valuable space in the local paper, and 
served well to prove the point of the slogan.

The National Board Meeting will he held 
at the Brown Hotel, Louisville, Ivy., on 
Monday October 10th, to be called to order 
promptly at 10:00 A. M. The advisability 
of holding a spring convention will be dis­
cussed, as well as other matters of vital 
importance.

Peterborough, Ont., recently held a 
Diamond Jubilee Celebration. Fred L. Roy 
of tha t city, being right on the job, made 
movies of the parade, water sports and 
other features, had them worked into a con­
tinuity  at the Eastman Laboratories in 
Rochester, N. Y., and has since been getting 
all kinds of publicity in his local papers, 
even to the extent of editorial comment. 
Ju st one more argument why every photo­
grapher should add a movie camera to his 
equipm ent!

Can no one help me out with a couple 
of photographs of ambrotypes—case and 
all, preferably of personages having some 
slight historical interest? I need these 
badly for an article.—Charles Abel, care 
of A bel’s .

W alt. Lemke, of Evanston, 111., writes 
tha t Northwestern University of that city 
is having each student paste his photo­
graph in a space provided for that purpose 
in his football book, this to prevent the ex­
changing and trading of such passbooks 
which has been the practice in the past. 
Six thousand of these books have been sold 
to students to date. It can be seen that 
this will mean no small addition to the 
photographic business of Evanston and 
Chicago.

Mose Grady, popular photographer of 
Seattle, Wash., has moved into a new studio 
in that city, occuping the entire third floor 
of the O'Shea Building. The studio, which 
is done in old ivory, was filled on the open­
ing day with floral pieces, from practically 
every photographer in Seattle, as well as 
from  other cities.

The Metcalf Studio, Harrisburg, 111., has 
been redecorated, and further adorned with 
a handsome new electric sign reading PHO­
TOGRAPHS LIVE FOREVER. That’s the 
way to tie up with the National campaign.

■If you need information—write—A bel':
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Enlarging Cyltex
White -  -

°Q)
1b

^ H E  generous business which has 
come to Ansco on Professional 

Cyltex, makes it apparent that this 
same surface, a semhrough stock with 
interrupted sheen, must be supplied to 
those who work largely by projection.

Enlarging Cyltex has therefore been 
added, and will be ready for distribution 
by the independent stockhouses in Sep- 
tember.

Says one large user of Cyltex, “The 
paper is beautiful. The shadows are 
open and nothing is lost in drying/1

ANSCO PHOTOPRODUCTS, INC.
BINGHAMTON, N. Y.

-Get your competitor to read Abel'!
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The Northeast Iowa Photographic Club 
met at the Henning Studio, Decorah, on 
September H th  and 15th. Studios from  
nine different Iowa cities are represented 
in the 'membership.

Louis E. Hey, of the Camera Shop, 
Springfield, 111., was recently married to 
Miss Gladys Anderson, also of Springfield. 
Mr. Iley’s many friends will join us in ex­
tending congratulations.

Rabinovitch, of 25 W. 50th St., New York 
City, announces the 1927-28 season for his 
Studio School of Art Photography, now in 
its seventh year... Course One is a complete 
study of the fundamentals of photography 
both as a science and an art, including both 
technique and the artistic side; Course Two 
is in the nature of a post-graduate course 
for professionals and advanced am ateurs; 
Course Three is a condensed form of Course 
One in twelve short lessons. Special courses 
can also be arranged.

------o------

Direct Mail Advertising
(Continued from page 372)

“ If one of these days you should discover 
th a t a mighty good friend of yours to whom 
you had given the best you had in the way 
of friendship, courtesy and understanding 
had suddenly stopped visiting with you 
without apparent cause, you would want to 
know why, wouldn’t you? This business 
which has taken me twenty years to make 
successful and highly esteemed is the big­
gest thing in my life. My customers in 
every sense of the word are my best friends 
for they make my success a reality. You 
are one of them. I have honestly tried to 
give you the best I had in every possible 
way. It is nearly a year and a half now, 
or more, since you have been in this store. 
Being human, it is possible that I have 
done something or sold you something with 
which you weren’t thoroughly satisfied. If 
this is the case, won’t  you come in and tell 
me about it, just as one good fellow to an­
other, even now if you weren’t satisfied 
with the last purchase? I will make things 
right in the way tha t will suit you. There 
is no suggestion that you need to buy any­
thing. I would appreciate, though, having 
an opportunity of talking it over with you.

“Yours very tru ly .”
This letter was sent to 387 former cus­

tomers; 325 either responded to the letter 
by writing or by telephoning or came into 
the store to tell the reasons they had not 
bought. The sum and substance of it all

was this: sixty-eight percent of the total 
had discontinued buying because of indif­
ference. What is indifference in a business? 
Indifference in a business is a failure on 
the part of the proprietor in many cases to 
appreciate the value of little things that 
go to make a satisfied customer, a promise 
that he failed to keep that he didn’t regard 
as very much, but which was very impor­
tan t to the customer, possibly an unfortunate 
collection letter. The customer no doubt 
said to his friends, “I am off them, I will 
never go there any more. They have got 
the last job from me they are ever going 
to get.”

My friends, seventy-five per cent of the 
people who quit buying, who quit doing 
business with you never complain; only 
twenty-five per cent of the people who quit 
buying from you complain. The twenty- 
five per cent who complain are your real 
friends, they are giving you a chance to 
square yourself. The seventy-five per cent 
who never complain are not your friends 
at all, they just close up like a trap as 
far as you are concerned, but they go to 
the Rotary Club and they go to the Kiwanis 
Club and to the Chamber of Commerce and 
to the church socials and to the country 
club and they tell their experience, and just 
th a t whispered poison of a dissatisfied cus­
tomer, my friends, travels so fast. The 
tru th  can never match up with a lie. rl hat 
little affair that you thought was because 
the party  was a grouch and you just got 
rid of a poor customer is doing you more 
damage in that community than anything 
you can think of. I say no business man, 
I don’t care what business he may be in or 
how much real estate he may own in that 
town or how independent he may be, if he 
wants to succeed as a prosperous business 
man in a small way, or a large way, can 
afford to have any customer ever leave his 
institution a dissatisfied customer. It is his 
job to see that every customer is satisfied.

I know there may be customers about 
whom you might feel down in your heart 
you are better off if you don’t have theii 
business. All right, don’t have their busi­
ness, but for God’s sake have their good 
will. If you can’t get their good will by 
being kind and courteous to them, then it 
is an impossible case. In ninety-nine cases 
out of 100 you can have their good will if 
you will apply just the simple direct 
methods; the human appeal, the simple, 
ordinary letter mailed to your customers 
from time to time just as this man did, 
telling them you appreciate their business 
and if anything has gone wrong, you want 
a chance to adjust it.

I will give you a case which happened

■Don't forget you "saw it in  A bel s
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Interior o f famous Aim'e Du Pont Fifth Ave. Studio

Light to fit every requirement
Twenty'two years of standard service to the profession 

have made Cooper Hewitt mean more to photographers than 
simply a lighting equipment. There is service, variety, help' 
fulness, based on true professional understanding, to back 
the Cooper Hewitt product. It is help that even the most 
prominent photographers do not hesitate to use.

The new variety of outfits, single, double, VLTube and 
ceiling units are designed to equip you for every lighting 
requirement. Whatever ones you use will please you by 
their flexibility of handling. The coupon below, filled in 
and mailed to us will bring you detailed information with' 
out obligation.

I--------------------------------------------------- (
j COOPER HEWITT ELECTRIC CO. j

107 River St., Hoboken, N. J.
[ Please send literature describing the new . 
I Cooper Hewitts.
| Name

I Address
I I

224 C C.H.K. C o .,  1M27 f

•Abe l 's is published to help You----------

COOPER HEWITT 
0BETTER THAN D A Y L I G H T
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Halldorson Studio Lighting System

Concentrating Spotlamp, a marvelously 
handy, attractive and efficient spotlamp, 
using 400-W att T-20 Mazda globe.

Flexible Neck Head Screen, universally 
acclaimed as an indispensable studio 
convenience.

Electric Studio Lamp, the lamp that places 
a bank of four 1500-Watt Mazdas un­
der the absolute control of the operator.

Overhead Light, a new and valuable 
member of the Halldorson lighting 
family, for use with groups.

The entire system pays for itself in the electric wiring it saves. 
W rite today for complete information.

TH E  HALLDORSON COMPANY
4745 N. Western Avenue CHICAGO

in my own home just to show you how 
customers do react to little things in a busi­
ness. Some months ag’o one Sunday morn­
ing in my own home I was changing my 
linen and I had taken several shirts out of 
a dresser drawer and put them back again, 
and my wife said, “What is the trouble?” 

I said, “The bands on these shirts are 
all fi-ayed, that laundry is going to the 
bad, we had better quit them.” I said it 
in a spirit of irritation as a man does under 
similar circumstances, I thought no more 
about it. The following night, Monday 
evening, at the dinner table my wife said 
to me, “ I have changed the laundry.”

I said, “My dear, you didn’t take me 
seriously about that?”

She said, “Yes, I did. I gave it to an­
other laundry.”

I said, “How did you do it?”
“Well, when the laundry man came to 

the door this morning I told him he couldn’t 
have the laundry any more because Mr. 
Buckley was dissatisfied.”

“Who did you give it to?”
“I gave it to a man in a suburban town 

four miles away.”
I live in a suburban town eighteen miles 

away. She went four miles to give it to 
this laundry that delivers in this town. I

■As); A bel 's— we can help you-



A b e l ’ s  P h o t o g r a p h i c  W e e k l y 37!)

Don’t H u n t  for T roub le
NOTE THE PRIC E!

Four Degrees of Contrast 
Contrast—Medium 
Brilliant Soft—Soft

Three Surfaces
Matte— Semi-Matte— G lo ssy

Two Weights 
Single and Double

per 500 sheets

Use Rito for
Rito is the Paper

Rito Glossy Ferrotypes Perfectly
Not too hard or too soft

Rito Stock is Pure White
Clean, Firm and Strong

Rito Prints are Best
Jet Black Tone, Brilliant, Full o f Life and Sparkle

Rito Lists are Moderate
See Condensed List

The H A L O ID  Company, Rochester, N . Y.
N E W  Y O R K  O F F I C E  B O S T O N  O F F IC E  C H IC A G O  O F FIC E

225 Fifth A v e . 10 1  Trcm ont St. at Bromfield 68 W . Washington S t.
S a n  Francisco Agent, A . H . M U H L , 7 14  Market Street 
Los A n g e les  Agent, A . H . M U H L , 643 S . Olive Street 
S e a tt le  A gent, A . H . M U H L , 709 - 2nd A ve.

. W. Si2C D. W .
2 U3 £2.65
2 ,X 4 3 >52 j*43.50 4.3031*5 i4.00 4-954.75 500
4,x5i5.00 6.007-25 9.00

■Favor t h e  advertised products—their makers are rejponsible-
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H0LLIST0N
Photo-C loth

The adhesive cloth for backing 
photographs, photostat prints 

and blue-prints

w

1— HOLLISTON PHOTO-CLOTH 
W hite

T he standard fabric with one side 
adhesive for general use.

2 —  HOLLISTON PHOTO-CLOTH
In Colors

In addition to the standard white 
fabric, two new colors, N a vy  Blue 
and Quaker Grey,  are now availa­
ble. As these shades do not soil 
easily they will become popular 
immediately for use on prints 
which are used in salesmen’s sam­
ple books, catalogs, portfolios and 
albums and for photographs which 
are subjected to constant use.

3 —  HOLLISTON PHOTO-CLOTH 
A dhesive both sides

For the first time a backing cloth 
with both sides adhesive is avail­
able to the photographic trade. 
Commercial Photographers, Photo­
stat Printers and Blue Printers will 
quickly appreciate the economy, 
speed and convenience to be found 
in a fabric that mounts two prints 
back-to-back without the use of 
adhesive or expensive machinery.

W rite  for  Samples and Prices.

Sold by Authorised Holliston Dealers

T he Holliston Mills , inc.
Norwood, Massachussetts 

Boston New York Chicago St. Louis

Obis 8C Hajny Co.
Studio Brookfield, III.
210 N. Forest Ave.

Designers and Manufacturers of
Backgrounds for Photographers

There is no limit to the number of combina­
tions possible with our backgrounds, with 
back-lighting effects, etc. They not only 
beautify your camera room but actually invite 
the subject to pose. Very attractive to the 
eye, and photograph wonderfully, being made 
of wood with graftex effect.

Columns, Classic Gateways, Interiors
Mantels, Vases, Lamps, Windows,

Stairways, Fountains.
Visit our display room 

81 W. Van Burcn St., Chicago, III.

said, “Let’s see what happens. Let’s see 
what kind of a business institution this 
laundry is. We will see what the proprietor 
thinks of his customers. We will see what 
happens.”

I had been doing business with this 
laundry for ten or twelve years. I was a 
fairly good customer. They got a check 
from me regularly on the tenth of each 
month. Frequently throughout the year, 
not having a maid in the house, our laundry 
bills were rather heavy because a good deal 
of the flat work was sent out.

A week went by and a month went by 
and not a word from this laundry. My pride 
was hurt, men and women. I am just a 
customer, a red-blooded human individual.

(To be continued)

RETOUCHING

RETOUCHING and Etching—Special attention given 
by experienced retouchers for city and out-of-town 
photographers. Promptness and reasonable prices as­
sured. Phone Clifton 5409, 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 
a t moderate prices. Ask for my special sets of cellu­
loid backgrounds at $5.00 and $10.00. Address 818 
Leland Ave., Chicago, 111. 9-24-4-C

RETOUCHING and etching of the highest uuality,
with prom pt service, are always available from The 
Mertin Retouching Co., 2879 Pelham Ave., Baltimore, 
Md. 10-1-2-C

RETOUCHING—Good artist retoucher wants piece 
work. Prompt service given to mail orders. Prices 
reasonable. Send trial order. Address Retoucher, 
378 Moreland Ave., N. E., Atlanta, Ga. 10-8-1-C

U s e d  L e n s e s
ALL MAKES AND SIZES 

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

H Y A T T ’S SUPPLY CO., St. Louis, Mo.

■Our Motto ij ‘‘Service.” Can toe help rov?-
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------- You'll find A b e l 's in practically every good studio-



382 A b e l ’s  P h o t o g r a p h ic  W eek ly

Looking for tp 
Bargains •

T h e n  send  at o n c e  f o r  a  
f r e e  c opy  o f  our

BARGAIN BOOK 
and C A T A L O G

in which you will find listed hundreds of 
used and new Cameras, Kodaks, Lenses 
and Supplies of every description at re- 
markable saving prices. Every item sold 
is backed by our

10-DAY FREE TRIAL G U A R A N T E E  
OR M O N EY BACK IF 

U N SA T ISFA C T O R Y
If you have a Camera or Lens and you 
wish to trade same for some other, con­
sult us, as we may have just the outfit 
you want.

CENTRAL CAMERA CO.
124 S. Wabash Ave., Dept. A-W-lOa 

CH ICAG O, ILL.

Insurance
For You!

Every reader of ABEL’S under the 
age of 70 can get a Travel-Accident 
Insurance Policy for $7,500 by pay' 
ing $1.00 in addition to his sub' 
scription. If your subscription is 
paid up for six months or more $1.00 
is all it costs you; if not so paid up, 
send in your renewal and $1.00 ex' 
tra, a total of $3.50. Drop us a 
postal card for circular giving com' 
plete information. ABEL’S is issuing 
these policies through the Federal 
Life Insurance Company of Chicago, 
Illinois.

T

A B E L ’S P H O T O G R A P H IC  
W E E K L Y

515 Caxton Bldg. Cleveland, O hio

M i  Don’t pay good money 
to subscription swind­

lers. Any Photo Supply 
Store or Local News Dealer 
will be glad to take your sub­

scription to 
ABEL’S WEEKLY. 

Only $2.50 a Year
RETOUCHING for the Trade. Smooth and careful 
work, prices reasonable. Mail orders promptly de­
livered. Joseph Biezynsky, Box 176, Effingham, 
111. _  10-8-1-C
RETOUCHING WANTED—Quality work at moder­
ate prices. Prompt attention to mail orders. Penrl 
L. Vaughn, 3161 Scarborough Rd., Cleveland, Ohio.

10-8-2EOW-C
RETOUCHING—WE preserve the character of nega­
tives. Fifteen years experience with only the best 
of studios. All work promptly delivered. Give US 
a  tria l. Anthony Weins, 1019 No. Dearborn St., 
Chicago, 111. 10-8-2-C

SITUATION WANTED
The insertion of an advertisement under "Situa­
tion W anted” carries with the obligation on the 
part of the employee to ansyer every letter he 
receives in response to his advertisement 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.

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 many years experience. 
Address Geo. Welte, 1203 Bement St.. Lansing, Mich.

POSITION WANTED — Good all-around photo­
grapher, many years experience, wants steady posi­
tion ; can handle any branch, excel at retouching; at 
liberty any time. Photographer, 807 So. 7th 
Cedar Rapids, Iowa._____________________ 10-8-1-
SALEMAN of photographic material wants posi­
tion ; eighteen years experience with stock houses 
and manufacturers; best of references can be fur­
nished I. V. Martin, Hotel Sheridan, Minneapolis

O ur  N ew
CERTIFICATE

Proposition will make the 
5 dollars run toward you in­

stead of away from you,
A D - D I S P L A Y S  S Y S T E M  

117 N . W E L L S  S T . C H IC A G O

I Buy Film and Glass
Highest prices paid. Write for prices 

and instructions before shipping.

F*. P L  K A N T R O
PORTAGE. WIS.

■You’!! find A b e l ’s in practically every good sitidio-
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ICOMPAKT VENTLITES
Last Forever

rpH E  Kompakt Ventlite Reflector is made of heavy gauge aluminum, 
machinefformed and hand'riveted, (indestructible and everlasting).
There is no glass or enamel to crack, no iron to rust, no brass or nickel

to tarnish. The pure aluminum metal is 
etched to a silvery whiteness, yielding a 
maximum of evenly diffused light over an 
angle of 90 degrees.

The reflector is equipped with mogul 
socket, snap switch and attachment plug, 
also a ratchet clamp for quick attachment 
to standards.

The weight of the Single Kompakt Vent' 
lite Outfit illustrated here, consisting of 
reflector, diffuser, cord, stand and carrying 
case is 1 3 lbs. Price $52.00

The Double Kompakt Ventlite Outfit, 
consisting of two of each of the above 
items, in a slightly larger case, weighs 
24 lbs.  ̂ ‘ Price $99.00

The Home Portrait Ventlite Outfit 
consists of the Single Outfit, plus a 
stand, all packed in same case, weight 
small Hilite Reflector and additional 
20 lbs. Price $82.00

By grouping two or more Kompakt 
Ventlite Reflectors on suitable adjusta' 
ble standards, called “Ventlite Ski' 
lites,” a variety of admirable Studio 
Lighting Units are attained.Single Kompakt Ventlite Outfit

Full information in our Ventlite circulars available at reputable Photographic Dealers.

If your dealer does not handle Ventlites, address

JOHNSON V EN TLITE COM PANY
732 Federal St. C H IC A G O

-If you need information— write AbeiO
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CLASSIFIED ADVERTISING
Italic type or capitals a t double the rates quoted. 
No display. Count every word, number and initial, 
including heading, name and address. CASH 
MUST ACCOMPANY ORDER. ADVERTISE­
MENTS NOT ACCOMPANIED BY REMIT- 
TANCK WILL BE RETURNED. Help Wanted 
Advertisements, when desired, will be repeated 
until order is cancelled. Miscellaneous and Studio 
For Sale Advertisements will not be accepted 
on th a t basis.

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. No advertise­
ment less than $1.00.
MISCELLANEOUS: 3c per word. No adver­
tisem ent less than $1.00.
STUDIO FOR SALE: 5c per word. No adver­
tisem ent less than $1.00.
ANSWERS IN OUR CARE: 25c extra for each 
insertion.

SITUATION WANTED—Steady work by all-around 
man, under thirty . Can do anything in studio. 
Retouching moderate. P refer Midwest. H. Bechtel, 
629 So. 7th St., Goshen, Ind. 10-8-1-C
RECEPTIONIST, operator, colorist wishes change. 
Can take full charge. B-3, care of this journal.

10-8-2-C

H E L P  W A N T E D
The insertion of an advertisement under “Help 
W anted’’ 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—YOUNG man not over th irty  years old, 
unm arried, as general assistant in high-class s tud io ; 
middle states. Give full account of self in first let­
te r and state salary wanted. Address V -l, care of 
this journal. 8-20-TF
A CRACKER-JACK, all-around man can find a per­
m anent place in an attractive college town. Give full 
qualifications in firs t letter. R-8, care of this jour­
nal. 10-1-2
OPERATOR to take children pictures in departm ent 
store; excellent opportunity for young man who is 
extra good; others need not apply. H ite 's Photo 
Service, 95 East Baltimore, Detroit. Mich. 10-8-2
EXPERIENCED PHOTO stockhouse man, who can 
furnish A-l references and $10,000 cash as additional 
capital to present investment, can secure perm anent 
position and proportionate interest in a going 
Photo Supply business in one of the best cities in 
the South. Last year’s business $170,000 which can 
be largely increased. Address M-2, care of this jour­
nal. ........... _ ......  10-8-1
WANTED—LADY, prin ter and retoucher. Send 
samples of w ork; state age and salary expected. 
W rite a t once to Goodlander Sisters, 409 E. Main 
St,, Muncie, Ind. 10-8-1

Photographers—Attention
We will cheerfully refund to any photographer the 

full price paid for piece work retouching done by 
any A rtcra ft graduate which iB found to be unsatis­
factory in any way. We are tra in ing  expert re­
touchers in every part of the United States and 
Canada. If you do not know an A rtcra ft retoucher 
in your locality, drop us a line and we will gladly 
furnish name and address of one. We make no 
charge for this service. A rtcra ft Studios, Inc., 3900 
Sheridan Road, Chicago.

WANTED A receptionist, must be a retoucher. 
Gentleman or lady. H-3, care of this journal. 10-S-l

STUDIOS FOR SALE

WELL EQUIPPED studio, located on Woodward 
Avenue, Detroit, in the busiest section among the 
large department stores; price reasonable; Miiall 
down payment. Photographer, 1424 Woodward, De­
t r o i t .  Mich.
FOR SALE Ground floor studio in prosperous 
county seat of 5,000; no competition; good steady 
portrait anti commercial business; equipped to 
8x10 inside anti out; have bought larger studio and 
can’t handle both ; $1400 or best cash offer takes it. 
Anderson Studio, Crown Point, Ind. 10-8-1-C
FOR SALE—Leading studio in Ohio city of 17.non. 
A bargain worth investigating. Cash or time. Elite 
Studio, 802 Railroad Ave., Effingham, III. -8-3
FOR SALE—-At a bargain, because of ill health, 
equipment and lease of a high-class .studio—twenty 
years established in best location in growing city of 
75,000. Immediate possession. W. H, Lyles, Jr., 
1511 Main St., Columbia, So. Car. lii-s-l-C

MISCELLANEOUS

WARNING—Refuse to accept on trial or buy from 
any salesman or dealer until you have tried Leety's 
Portable Arc for 30 days FREE. From factory to 
you, save 40% to 50%, get original powerful porta­
ble, not a cheap imitation. Write Leoty Electric Co.,
Dayton, Ohio. ____________________12-18-52
$20,000 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 
employees or a member of your family learn by mail 
our Simplified Oil Painting and Business-Getting 
Ideas. W 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, III. 10-1-TF
WANTED -SOME 4' ix6>£ curtain slide holder- for 
E. & H. T. Anothony & Co. Camera. Send for 
photo. Brown Studio, 408 Market St., Harrisburg, 
Pa. 10-8-1-C
FOR SALE—15" Gundlach series A F/5 portrait 
8x10 with studio shutter, $85.00, $40.00 ; 12" Ilex F/4.5 
Paragon anastigmat in Universal shutter, same new, 
$145.00, $95.00; Folmer-Schwing H. P. collapsible 
stand, $10.00; 5x7 Goerz F/16 wide angle in shut­
ter, $22.50 ; Bausch & Lomb Zeiss Unar, 18". I '.6, 
$250.00, $150.00. Thousands of other bargains—be 
advertised weekly. Ralph J. Golsen, 1128 Argyle 
St., Chicago, III. 10-8-1

(Motion
NEW

FREE -  “ THE MODERN A R T  of PHOTOGRAPHY”
This beautiful new booklet, profusely illustrated in rich rotogravure, explains today's golden 
opportunities in every branch of photography for men and women trained to do professional, 
artistic work. Read how you can qualify for a high-salaried position or start your own busi­
ness in Motion Picture Comercial Portrait and News Photography or in Commercial Finishing 
for Amateurs. ,
Professional Training in Photography in Your Own Home or in Our Studios 
Read how our wonderful plan of instruction gives you thorough training under famous experts 
in your own home or in our great New York Studios. Special offer NOW7: FREE CAMERA 

Picture or *1x7 View) or Outfit of Materials. Write today for jrcc booklet and job chart. Ko obligation.
YORK IN S T IT U T E  of P H O T O G R A P H Y , Dept.  40, 10 W. 33rd St.. New York, N. V.

■You'll find A b e l ’s in practically every good studio-
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i 4

Defender Film

Speed is characteristic of Defender Film. Speed not 
alone as manifest in emulsion sensitiveness but as ex­
pressed in an abundance of printable values in the high­
lights and shadows of the negative.

In this latter respect Defender Film is unique. There 
is crisp detail throughout the entire scale; values which 
will print because of the absence of veiling in the nega­
tive and the remarkable translucency of both coating 
and base.

Most users of Defender Film were convinced on their 
first trial.

Arrange for your trial through your dealer.

D efender Ph o t o  S u pply  C o m p a n y , In c .

Defender Film is made expressly for Defender by DuPont-Pathe
Film Mfg.  Corb.. New  Yorh Citx. . :

R o c h e s t e r , N. Y.

’•••}»• ••■Jo•••£■>••• ••• •£=>•• •••£»•

•VCtien you wont to l^noio— A bel  s
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FOR SALE One Burke & James enlarger with 10" 
condensers, 10(H) watt nit rotten for .'ix7 negatives or 
smaller, good as new, $60.00, cost new $125,00 : also 
good .'>\7 view outfit with No. 2 Crown tripod, $25.00. 
Have several Grnflcx cam eras with Carl Zeiss lenses 
;it bargain prices. Thomas Graham, 30 K. Randolph 
St., Chicago, III. 10-8-1
LIGHTING APPARATUS Tor Sale. Eight Cooper- 
H ew itt; one Beattie flood light and one Beattie spot 
light. Standiford Studio, Cherry 5U03, 812 Hickox 
Bldg., Cleveland, Ohio. 10-8-1

USEI> HALLDORSON flash cabinet, loads for five 
exposures, studio size, cost $125.00 will sell for $50.00, 
F. O. B. Oalion, Ohio. C. Burr Marsh & Son, Gal- 
ion, Ohio. 10-8-2

HALLDORSON electric studio lamp complete with 
four 1500 watt blue Mazda lamps, in good condi­
tion, $70.00. One Victor spotlight and stand, $12.00. 
One 14x17 studio camera, no name, $10.00. I. Bryar, 
2132 E. 82nd St.. Cleveland, Ohio. * 10-8-1-C

Professional Dealers W h o W ant Your Trade
ALBANY, N. Y.—F. E. Colwell & Co., 465 

Broadway
ATLANTA, GA.—A tlanta Photo Supply Com­

pany, 56 W alton Street 
ATLANTA, GA.—Eastm an Kodak Stores, Inc., 

183 Peachtree Street
BALTIMORE, M D .^E astm an Kodak Stores,

Inc., 223-225 P ark  Avenue 
BALTIMORE, MD.—Maryland Photo Stock 

Co., 219 North Liberty Street 
BOSTON, MASS.— Ralph H arris & Co., 30 

Bromfield Street
BOSTON, MASS.— Eastman Kodak Company, 

(Robey-French Co.), 38 Bromfield Street 
BUFFALO, N .Y .—J . F .  Adams, 459 Wash­

ington Street______________________________
CEDAR RAPIDS, IA.—Camera Shop, 306 Sec­

ond Avenue, East
CHICAGO, ILL.—Burke & Jam es, 223-225 

West Madison Street
CHICAGO, ILL.—Eastman Kodak Stores Co., 

(form erly Sweet, Wallach & Company) 183
N orth Wabash Avenue_________

CHICAGO, ILL .—Norman-W illets Photo Sup^ 
ply Co., 318 W ashington Street 

CHICAGO, ILL.—W estern Photo & Supply 
Co., 208 N. W abash Avenue 

CINCINNATI, OHIO—The Huber A rt Co., 
124 W. 7th Street

CINCINNATI, OHIO—Simpkinson & Miller, 
433-435 Elm Street

CLEVELAND, OHIO—The Dodd Company, 
648-52 Huron Road

CLEVELAND7 OHIO—The Fowler & Slater 
Co., 806 Huron Road, S. E.

COLUMBUS, OHIO—Columbus Photo Supply, 
62 E ast Gay Street

DALLAS, TEXAS—Geo. H. P ittm an  & Bro.,
1504 Young Street

DENVER, COLO.—Eastm an Kodak Stores, 
Inc., 626 16th Street

DETROIT, MICH.—Eastm an Kodak Stores, 
Inc., 1235 W ashington Boulevard 

DETROIT, MICH.—The Fowler & Slater Co., 
514 Shelby Street

FORT WAYNE, IND.—M. L. Jones, 112 W.
W ayne S tre e t____ _______

GRAFTON, W. VA.—W. R. Loar & Son, 119 
W. Main Street

HOUSTON. TEXAS—Texas Photo Supply 
Co., 1017 Texas Avenue 

INDIANAPOLIS. IND.—The H. Lieber Com­
pany, 24 W. W ashington Street 

JACKSONVILLE, FLA.—H. & W. B. Drew 
Com nan y

KANSAS CITY, M O —Z. T. Briggs Photo 
Supply Co.. 916 Grand Avenue

LOS ANGF.LES, CAL. — Eastm an Kodak 
Stores. Inc.. 643 South Hill Street

MEMPHIS, TENN.—The Memphis Photo Sup­
ply Co., 122 Union Avenue 

MM MI. FLA.—The Miami Photo Supply
Company, 36 West Flagler Street

MILWAUKEE, WIS.—Eastman Kodak Com­
pany (Milwaukee Photo Materials Co.) 427 
Milwauke Street

MILWAUKEE, WIS.—Reimers Photo Material 
Co., 238-240 Third Street 

MINNEAPOLIS, MINN. — Eastman Kodak 
Stores, Inc., 114 So. 5th Street 

NEW ORLEANS, LA. — Eastman Kodak 
Stores, Inc., 213 Baronne Street 

NEW YORK CITY—Eastman Kodak Stores, 
Inc., Madison Avenue at 45th Street 

NEW YORK CITY—Medo Photo Supply Cor­
poration, 323-325 West 37th Street 

NEW YORK CITY—George Murphy, Inc., 57 
East 9th Street

NEW YORK CITY—New York Camera Ex­
change, 109 Fulton Street 

NEW YORK CITY—Willoughby, Inc., 110 W. 
32nd Street

OMAHA, NEB.—Eastman Kodak Stores, Inc. 
PHILADELPHIA, PA. — Eastman Kodak 

Stores, Inc., 1020 Chestnut Street 
PITTSBURGH, PA.—Eastman Kodak Stores, 

Inc., 606 Wood Street
PORTLAND, ORE.—Eastman Kodak Stores,

Inc., 345 Washington Street __
REG 1NA’, SASIC—The Regina Photo Supply.

Ltd., 1924 Rose Street 
ROCHESTER, N. Y.—Marks & Fuller, Inc., 

45 East Avenue
ROCHESTER, N. Y.—Smith-Surrey, Inc., 110

Clinton Avenue, South________________ _
ST. LOUIS, MO.—Hyatt’s Supply Co.. 417 

N. Broadway
ST. LOUIS, MO.—W. Schiller & Co.. 6 South 

Broadway
ST. PAUL, MINN.—Eastman Kodak Com­

pany, (Zimmerman Bros.) 380 Minnesota 
Street

SAN FRANCISCO, CAL.—Eastman Kodak 
Stores, Inc., 545 Market Street 

SAN FRANCISCO, CAL.—Hirsch & Kaye, 
239 G rant Avenue

SEATTLE, WASH.—Anderson Supply Co.. 
I l l  Cherry Street

SEATTLE, WASH.—Eastman Kodak Stores. 
Inc., 1415 Fourth Avenue

SYRACUSE, N. Y.—I. U. Doust Photo Ma­
terials Co., 126 South Satina Street

SYRACUSE, N. Y.—Francis Hendricks Co„ 
Inc., 339 South Warren Street

TAMPA, FLA.—Tampa Photo & Art Supply 
Co., 709-711 Twiggs Street

TOLEDO, OHIO—George L. Kohnc, 602 Sum­
mit Street

VANCOUVER, B. C.—Eastman Kodak Stores, 
Limited, 610 Granville Street

WASHINGTON, D. C.—Eastman Kodak Stores, 
Inc., 607 Fourteenth .Street, N. W.

W INNIPEG, MAN.—Eastman Kodak Stores,
Ltd.. 472 Main Street, also Calgary. Alta.

■Tour stockhouse unll take your subscription to A bel':
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For Commercial 
Studio W ork

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 of producing brilliant enlarge­
ments as well as contact prints.

1 here is no better plate for this pur­
pose than the Eastman Commercial. 
It’s not a fast plate but it does have all 
of the essential dualities for commercial 
studio work.

EASTMAN KODAK COMPANY
ROCHESTER, N. Y.

A ll dealers'

Ariy qursnot t? 145
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Your Custom er 
Buys a Print

I he final and most important step in 
the production of a 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 of 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
RO CH ESTER, N. Y.

A ll dealers *

AV'fun you have a problem— write A bel ‘i


