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UNIFORMITY...  CLARITY

CALUMET
get both with
COLOR PROCESSORS

HERE’S WHY: • Nitrogen burst agitation
• Temperature controls
• Streak-free processing basket

C?)
V /

Why are color prints processed in Calu­
met equipment so vastly superior? Why 
can you be SURE they will be clear, 
uniform, streak-free? Discover the fas­
cinating facts back of Calumet’s exclu­
sive and exciting advances in the special 
Color Processing section of Calumet’s 
1961 catalog. It’s a treasury of informa­
tion and ideas.

C a l u m e t

Model No. CP-811

F o r film , tra n sp a re n ­
cies, o r color p rin ts  
up  to  8 x 10". O ne 
g a l l o n  c a p a c i t y .  
S ingle wash tan k . 
F loor space 29 x 26". 
N itro g en  a g ita tio n .

$ 9 1 0 .

| Model No. CP-621
Processes 16 x 20, 
11 x 14 and  8 x 10 
p rin ts  w ith  com plete  
un ifo rm ity  o f d evel­
o p m e n t .  3 4  g a l .  
c a p a c i t y .  S i n g l e  
w a sh  t a n k .  N i t r o ­
gen a g ita tio n . Floor 
space: 29 x 3 6 4 " .

$ 1 3 5 0 .

Buy the thrifty 
Calumet way . • .
BUY DIRECT!

M ANUFACTURING COM PANY, 6550 N. CLARK ST., CHICAGO 26, ILLINOIS
Manufacturers of Cameras, Photographic Processing, Studio and Laboratory Equipment



works sharper 
lasts longer

costs 
less!

NEW

Ansco
FIL M

D E V E L O PE R

Here’s a fine grain film developer for extreme high acutance . . . 
that reaches full film speed in 6 minutes . . . that outlasts any 
developer of its class . . . that processes up to 11 minutes without 
sign of fog.

Hyfinol developer works sharper. It gives maximum edge sharp­
ness, detail and clarity. Tonal values discriminate crisply from 
the deepest shadow to the highest highlight.

Hyfinol works longer. It needs no replenishment or increase in 
developing times for over 100 rolls of 120 film per gallon. Re­
plenished Hyfinol is hard to exhaust!

This modern developer is available in one gallon and 3 Yz gallon 
sizes at a price that gives more value than any high acutance 
developer now available. For new sharpness at high film speeds, 
try Hyfinol with Super Hypan K film. Ask your Ansco salesman 
for a demonstration.

A N SCO • BINGHAMTON, N. Y. A Division of General Aniline & Film Corp.

CRISP, HIGH A CU TAN CE  
NEGATIVES make sharper 
enlargements. Hyfinol 
develops maximum detail.

A nsco
Hyfinol
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3rd and Jefferson, Corvallis, Ore.

E X E C U T I V E  M A N A G E R

Frederick Quellmalz 
Hon.M.Photog.
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One of the top winners in the print competition of the com­
bined Florida-Georgia convention last May was Richard F. Parks 
of Tallahassee, Fla. The photograph of the young couple on this 
month's cover was one of Parks' w inning entries. Parks says that 
in his approach to photography he tries to keep in mind that "a 
photograph is a twodimensional reproduction of a three-dimen­
sional reality that is separated from its original context and 
therefore must be approached as a symbol of the original.”

Address all communications to Executive Office, 152 W. 
Wisconsin Ave.. Milwaukee 3. Wis. The acceptance of 
advertising does not carry with it endorsement by PP of A.

Member, Chamber of Commerce of the United States 
Member, National Better Bustness Bureau. Inc.
Public Relations Counsel, Glassner & Associates, Chicago, III.
Legal Counsel, George E. Frost, Chicago, III.
Business Consultant, foseph C. Schabacker, Ph.D., Madison, Wis. 
C O P Y R I G H T  1 9 6 1 .  P R O F E S S I O N A L  P H O T O G R A P H E R S  O F  A M E R I C A  I N C .



Graphic Accessories Help Make 
Prize-Winning Pictures Easier

RITEWAY® FILM HOLDERS are
made to exacting registration 
tolerances . . . hold sheet film 
flat in the focal p lane. Uncon­
d itio na lly  guaranteed for two 
years.

GRAPHIC® ROLL HOLDER has
new  p o s it iv e  f ilm  f la t t e n e r . 
Q u ick ly  adapts any 4 x 5  G ra p h ­
ic for use with inexpensive  120 
size  roll film . Autom atic spacing .

GRAFMATIC FILM HOLDER . . .
perfect for action and sequence 
shots. W ith it you con shoot as 
many as six pictures in less than 
15 seconds! Autom atically num­
bers film during exposure.

G R A P H IC "  P O LA R O ID  BACK
elim inates costly retakes by g iv ­
ing you a ” picture-in-a-m inute" 
record of lighting and composi­
tion before shooting.

G RAFLO K®  D IV ID IN G  B A C K
enables you to make two expo­
sures on each sheet of film. 
E lim inates tw isting cam era from 
one side to the other.

GRAFLITE" FLASH. G ra flite  meets 
any flash requirem ent. A full line 
of G ra f lite  components for every 
app licatio n .

S T R O B O FL A S H 1®. S tro b o f la s h  
electronic flash units are  used 
and depended upon by pro fes­
sionals everyw here .

T ELEFLA SH *. A B-C o p e ra te d
“ s lave" unit triggered by a 
photo tube. Uses bayonet base 
flash lamps. Permits multiple flash 
without w ired connections to 
com era.

A C C E S S O R Y  LEN SES . Specia l 
purpose norm al, w ide ang le  and 
telephoto lenses in focal lengths 
from 65mm (2 '/ j" )  to 380mm 
(15 ") are  a v a ila b le .

PR ESSLOK® TRIPOD MOUNT f irm ­
ly locks Super G rap h ic  to tripod 
in an instant. Just squeeze the 
g rips to attach or detach cam era.

GRAFLEX"’ SPEED-PRO TRIPOD.
M ade to order for 4 x 5  G ra ­
phics. Heavy duty. 2-section. W ith 
11"  center column. Extends to 
6 8 " . W eighs only 4J/« lbs.

GRAPHIC GRAFLEX PHOTOG­
RAPHY. The master book of pho­
tography. Seventeen chapters 
written by experts. Com plete 48 
page chapter on a ll G ro fle x  
equipm ent.

A SUBSIDIARY OF G EN ER A L PRECISION EQU IPM ENT CORPORATION

To make pictures of real prize-winning quality, enjoy the 
full capabilities of your Graphic. Use the many and varied 
Graphic accessories . . . each one is specifically designed 
to help you get better pictures.

See the G rap h ic cam eras and their accessories 
at your G ra flex  d ea ler. O r , write Dept. N-71, 
G ro fle x , In c ., Rochester 3 , N . Y.GRAFLEX
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Negative Sizes — 
Types of Film —

Use Your 
Present
Camera

%  nana a 
B & J Economy 

CAMERA BACK
Discover New Uses New Flexi­
bility-N ew  Economy — Black fit 
White or Color film! Over 1 100 
Backs to choose from — increases 
your camera performance! Backs 
for reducing, for 120. 35-70mm 
roll film — expose any size nega­
tive, special films for j .~ 
instant pictures — Di- i m  
viding Backs- Sliding 
Carriages for multiple 
pictures on one sheet 
of film—all from stock!
W r i t e  f o r  t c o n o m y  C a m e r a  
B a c k  s t o r y  a n d  F R E E  148-  
p a g o C a t a lo g .

f  J
% n i  r
I

Burke & Jam es, Inc.
321 S. WABASH, CHICAGO 4, ILL.

HAS EVERYTHING
AUTOMATIC VOLTAGE STABILIZATION 

f F U L L  400 WS POWER
F IV l ROWVt S f l f c r o #  SWITCH SHORT RCCYCLIHG  

* DAYLIGHT COLOR TtMRtRATURt

UNMATCHED for R ELIA BILITY  
VERSATILITY WORKABILITY

VtRSATILITY WITH STYLf
> H A SH  L

LOW VOLTAGE
s t u d io  tested

DESIGN ED by MASTER PHO TO GRAPH ER  
EN G IN EERED by ELECTRONIC SPECIALIST 
for D ISCRIM IN ATIN G CRAFTSM EN }

COULD YOU EXPECT MORE
l l t t r t s t td  T t compittt itfo in ttio li contact ,  ,♦

SCH EIBE EN G IN EER IN G , INC.
Hy 83 So. Box 208, Burlington, Wise. V

k! tHo>
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PP of A I  C H A P T E R S

(1) Industrial Photographers of So. California (Los 
Angeles): Robert Pace (Jet Propulsion Labora­
tory), President 1126 Avaca Ave., Pasadena, C a lif .
(2) Greater Lima Industrial PA: Paul Herron, 
Chairman, 543 Courtland, Lima, Ohio. Meets third 
Tuesday of every month,
(3) Mid-States Industrial PA (C hicago): Martin 
Doot, Visking Corp ., Chairman, 6733 W . 65th St.,
Chicago, III.
(4) Alaska PPA: Leroy G . Hartman, Chairman, 
P.O. 8ox 1537, Anchorage, Alaska. Meets second 
Tuesday of every month, 8:00 p.m. Ward W . Wells 
Studio, 327 Fifth A ve .s Anchorage, Alaska.
(5) Cincinnati Industrial Photographers: Howard 
Hood, Chairman, ARO Bldg. 300, General Electric 
Co ., Cincinnati 15, Ohio.
(6) Association Professional Photographers, Prov­
ince of Quebec: Jean La Manna, Studio Jean 
La Manna, 2241 St. Marc, Shawinigan, Quebec,
Canada.
(7) Portrait Guild of Chicago South: Charles W . 
Hansen, Chairman, 2019 W . 95th St., Chicago, III. 
Meets second Tuesday of each month.

Chapter 3— Mid-States Industrial PA

uled for 9:30 a m. to 12:00 on July 31, 
Aug. 2 and Aug. 3, and 3:00-5:00 p.m. on 
Aug. 2. Make appointments in the Execu­
tive Office of the convention hotel.

Prof. Schabacker is Chairman of the De­
partment of Commerce, University' of Wis­
consin Extension Division in Madison.

AFFILIATION MEETING
The annual PP of A Affiliation Luncheon 

meeting will be held in Penn Top North 
of the Statler Hilton Hotel on Tuesday, 
Aug. 1, at 12:30 p.m. Tickets are $5.50.

Officers, convention chairmen and other 
officials of affiliated associations are urged 
to attend. Eugene R. Gilbert, Cr.Photog., 
Portland, Ore., will preside.

ASP MASTERS CLINIC
Seven Masters of Photography from the 

Northwest took part in a Masters Clinic, 
a program of workshops held during the 
annual convention of the PPA of Wash­
ington at Lewiston, Idaho, in May.

The Masters Clinic, sponsored by the 
American Society of Photographers, fea­
tured M.Photogs. R. R. Hutchison, Pull­
man, Wash., Chairman; Carl B. Lewis, 
Ephrata, Wash., "Photographing Large 
Construction Projects” ; Robert L. Ball, 
Corvallis, Ore., "The 7 AGES,” and "I 
Belong, Why Don't You?” ; Ken M. Dob­
bins, Kennewick, Wash., "Producing Direct 
Color Photographs in Your Own Studio” ; 
Charles Henle, Spokane, Wash., "Lighting 
to Produce Balanced Negatives” ; Henry D. 
Fehly, Eugene, Ore., "Oil Color vs. Direct 
Color"; and Alma Gray, Walla Walla, 
Wash., Oils and Reception Techniques.”

Program participants and officers at the Mid- 
States Industrial PA quarterly meeting in 
May at La Grange, III. Seated: Irwin Merry, 
M.Photog., General Dynamics; Frederick 
Quellmalx, Hon.M.Photog., PP of A execu­
tive manager; Addison Boehnert, Inter­
national Harvester Co. Standing: Hartley 
Moore, Motorola Corp.; Russell G . Franzen, 
American Can Co.; Myles Snyder, M.Photog., 
Chicago Carton C o .; Wm. Birkle, Acme 
Steel Company; and Michael J . Scilingo, 
M.Photog., Ceco Steel Products Corporation.

•
SCHOOL PRACTICES COMMITTEE
Members of the PP of A Committee on 

National School Practices have been an­
nounced by Chairman Floyd M. Roberts, 
M.Photog., Los Angeles. They are Robert 
Parker, Columbus, Ohio; Earl Colter, Bran­
ford, Conn.; Irwin Raveson, Passaic, N. J . ; 
Geraldine Elzin, New London, Conn.; and 
Prof. Joseph Schabacker, University of Wis­
consin, Madison, Wis.

PRIVATE CONSULTATIONS
Studio owners, managers, industrial pho­

tographic department heads, and anyone 
else directly concerned with management 
problems will have an opportunity to dis­
cuss them with Prof. Joseph Schabacker, 
PP of A Business Consultant, during the 
coming Exposition of Professional Photog­
raphy in New York.

Private business consultations are sched-

Page 352

The workshop was a forerunner of simi­
lar sessions to be sponsored by ASP at 
local, state and regional meetings through­
out the country next year.

The American Society of Photographers 
will conduct their annual Counseling Clinic 
during the PP of A Exposition of Profes­
sional Photography in New York.

(T u rn  to page 356)

The National Photographer • July 1961

A1 A S T l ^ s -  C L I N I C
American Society of

fiXMfj ///>//* pfrtffutS

Robert L. Ball, M.Photog., speaks at ASP 
Masters Clinic at Washington convention. 
Charles Henle, M.Photog., seated at left.
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the
elegance

of simplicity...
Heirloom No. 814

Simple, yet strik ing.. .with the quiet elegance 
of crisp, clean design . . . superbly styled to 
accent your most arresting portraits. Rich, 
oxidized gold or oxidized silver finishes, 
SEE-CLEER non-reflecting glass, velvet pull- 
through easel. Individually packed.
List prices:
3l/4" x 4 14" -  $6.00 8" x 10" -  $ 9.00
5" x 7" -$ 7 .5 0  11" x 14" — $13.50
Available through your distributor
Heirloom Photo Frames
1840 N. Clybourn Street, Chicago 14, Illinois

IH[<miir][©)(0)inm
P H O T O  F R A M E S

You ore cordially invited to visit us in Booth 3I>0 
at the 70th Annual Convention of Professional 
Photographers, Statler-IIilton Hotel, New York 
City, Jul y SO-August J , Th e  photographs 
awarded prizes in the Fourth Annual Heirloom 
Contest for Professional Photographers will be 
exhibited at our booth during the show.



Kodak
PROFESSIONAL

ROUND-UP

What to

I Everybody loves wallet-sized prints ex­
cept the photographer who must process 
them by the hundreds and deliver them 
by the thousands within a deadline that’s 
too short by days.

I his man stops being a photographer. 
He lays camera aside. He quits the cre­
ating and taking of other profitable 
photographs which could be exciting. 
He momentarily turns into a machine, 
acts like a machine, and soon . . . even 
begins to feel like a machine.

There is a machine . . .
Push a button and this machine takes 
over the humdrum chore of wallet proc­
essing, produces 720 dried prints per 
hour (one paper strand), 2160 dried 
prints per hour (three strands). It’s the 
Kodak Continuous Paper Processor, 
Model 4D-P ideal size for “wallets.”

You don’t have to lay your camera 
aside for long with this machine's fast 
production rate working for you. You 
can be sure of consistent high quality 
in your prints. Your cost per print, your 
time per print is the lowest possible.

Quantity with quality
When a human being acts like a ma­
chine. he can become careless, miss a 
beat, get tired. Quality fluctuates. Ma­
chines don’t get careless, never miss a 
beat, can’t get tired. Quality is fixed. 
And quality with the Kodak 4D-P 
Processor is fixed at a predictable, high 
level.

Formulas for chemical solutions are 
spelled out precisely, various processing 
rates are calculated, replenishment rates 
at all speeds with all chemical formulas 
have been proved in practice. Chemicals 
are used to a point short of exhaustion, 
not beyond. This means not only maxi­
mum economy, but also maximum ef­
ficiency. No developer drop-off, ex­
hausted fixing bath, no chemical worries

do about prints

at all. Entire operation—temperatures, 
timing, replenishment—has all been pre­
calculated by Kodak for Kodak mate­
rials, in test after test, and in actual ex­
perience. (These machines are proved in 
prod ice.)
Compare automation 
with your manual production
To a photographer, time—reckoned in 
the number of hours in a day—is price­
less. It takes time to sell yourself, to set 
up a photograph, to go on location, to 
process, to deliver, to think of where to 
go to get new business, to think of how 
to improve your work.

Time is what automation gives back 
to you. The pressures of time are what 
automation relieves you of.

You need several people or much 
time, or both, to turn out wallet-sized 
prints in volume, by hand, within dead­
lines.

On the other hand, one person and a 
Kodak Continuous Paper Processor, 
Model 4D-P. can handle all your volume 
in short time with no drudgery, no hu-

D S F W w s
w

( ---------------------  DARKROOM -------------------
D Developer tank; S -Stop bath; F—Fixer tank; 

W-Wash tanks; SW—Spray wash.

This is a schematic drawing of Kodak 4D-P Proces­
sor units illustrating simplicity and space-saving.

man error. Deadlines are met without 
worry. And best of all, you free yourself 
and your studio to take on new assign­
ments, to go after new business, or to 
just relax.

What does automation cost?
To compare the cost of automating your 
wallet-sized print production, figure your 
present costs according to the number 
of people you use; your equipment, 
space, and production costs; your time 
costs in applied time plus what you



might have accomplished if you didn't 
have to spend your time processing 
“wallets" by hand.

Compare your totals with these cost 
factors. You need % less space for proc­
essing with a Kodak 4D-P Processor 
than you do for a comparable amount 
of hand work.

One person can start and stop this 
equipment. Everything else is automatic. 
Time costs are cut to a fraction. You 
can put yourself and your employees on 
more profitable assignments.

The cost of the equipment you will 
need depends on your current printing 
methods. If you are already doing roll 
paper printing, all you will need is the 
Kodak Continuous Paper Processor, 
Model 4D-P, and the Kodak Roll Paper 
Dryer-Glazer, Model C-2. The price of 
this equipment is $8I(X).

matic Roll Paper Cutter, Model 30E, either automatically or manually. Its 
will feed and cut your finished prints price: SI510.

E A S T M A N  K O D A K  C O M P A N Y ,  Rochester 4, N. Y.

Automation after "wallets”
There are two nice things about this 
Kodak equipment that go beyond the 
processing of wallet-sized prints.

1) The day after you finish your an­
nual “wallet” production, you can turn 
your Kodak 4D-P Processor to produc­
ing 8 x 10's or smaller sizes with no 
adaptation whatsoever. Your Kodak 
Technical Representative can supply 
you with complete data on chemicals 
for any production with Kodak ma­
terials.

If you have a Kodak Master Roll 
Paper Holder, you're ideally set to con­
vert from wallet size to 8 x 10 printing

merely by changing paper size and ad­
justing mask size.

2) This Kodak equipment is built on 
the modular principle. This means that 
as you grow, as you need more auto­
matic capacity for production speed, or 
automatic toning, or for automatically 
processing color prints, you simply add 
modular units to your original 4D-P 
equipment. All Kodak continuous proc­
essing units fit together like building 
blocks.

This composite picture is of the vari­
ous sizes of Kodak Continuous Proc­
essors. The building-block principle is 
apparent.

If you are now doing everything by 
hand, you will need a roll paper printer. 
The models built to operate in conjunc­
tion with the Kodak 4D-P Processor 
are: Kodak Master Roll Paper Holder, 
Model 1, $2400; or, Kodak Roll Paper 
Printer, Model 1VB-2, ready for use, 
about $3200.

You will also need an automatic cut­
ter, which is worth the hours it saves in 
print cutting. This Kodak 10-inch Auto-

What to do about “wallets”
To save time, end the drudgery, beat the 
deadlines, gain efficiency, and keep your­
self feeling like a photographer instead 
of a machine, see your Kodak Technical 
Representative.

He knows you, your market, your 
position. He knows all there is to know 
about Kodak professional materials, in­
cluding Kodak equipment for automa­
tion. He sells them.

Talk with him. Let him spell out the 
costs exactly, the savings, in relation to 
your individual needs. He can answer

your questions, show you the facts, give 
you honest help.

Call him in today or tomorrow, before 
your next bout with “wallet" produc­
tion.

Also, read: Kodak Equipment for Au­
tomation, a booklet that will answer 
many questions about modern pro­
cessing. Write: Kodak Professional 
and Graphic Reproduction Appara­
tus Sales Division,
Rochester 4, N. Y.
Prices shown are net and 
are subject to change 
without notice.



W O L L E N S A K  L E N S E S  F O R  S T U D I O  P O R T R A I T  P H  O T O G  R A P H  E R S

VERITAR
. . . t h e  le n s  fo r  m o re

f la tte r in g  p o r t ra it s
T he brilliance of the V erita r soft focus lens will 
cap tu re  the elegance and beauty  th a t is som e­
th ing ex tra  in the photography  of women. T he 
near anastigm atic  sharpness (a t the o ther end 
of the scale) will deliver a  tru ly  m asculine p o r­
tra it. E ith e r sharp  o r soft focus is controlled by 
the d iaphragm . W ith  the V eritar, retouching 
is reduced to a m inim um .

W O L L E N S A K  L E N S E S  F O R  S T U D I O  P O R T R A I T  P H O T O G R A P H E R S

SERIES II 
RAPTAR

p o rt ra itu re
T h e  Series II R a p ta rs  a re  ideal 
w here a sh a rp  lens w ith anastigm atic  q u a li­
ties is needed. T hey  deliver b rillian t im ages 
and fine shadow  detail in po rtra it, group 
and  child photography.

W O L L E N S A K  L E N S E S  F O R  S T U D I O  P O R T R A I T  P H O T O G R A P H E R S

E N L A R G I N G  P R O -R A P T A R
. . . f o r  t h o s e  w h o  w a n t  the  f in e s t
T hese  lenses deliver unpara lle led  brilliance, con­
tra s t and definition w ith evenness of illum ination 
and flatness of field. T h ere  is no d isto rtion , no 
cu rv a tu re  . . . ju st ex tra  fine resolution and higher 
con trast. E xcellent for e ither black and w hite or 
color work.

___

W R I T E  for literature

W O L L E N S A K
OPTICAL COMPANY • ROCHESTER 21, N. Y.

NEWS from page 352

W IN ON A  LUNCHEON
Virginia Stern, Cr.Photog., President of 

the Winona School Alumni Assn, has an­
nounced that the annual Winona Luncheon 
will be held on Wednesday, Aug. 2, in the 
Gold Ballroom of the Statler Hilton Hotel. 
Winona Alumni and all friends of the 
School are invited to attend.

N A T L  PHOTOGRAPHIC JOBBERS
Beginning at 9:00 a.m., a meeting of 

the National Photographic Jobbers Assn 
will be held in the Empire Suite of the 
Statler Hilton Hotel on Monday, July M.

STUDIO SUPPLIERS MEET
Members of the Studio Suppliers Assn 

have scheduled a meeting for Tuesday, Aug. 
1, in the Empire Suite of the Statler Hilton 
Hotel, beginning at 9:00 a.m. Membership 
meeting begins at 10.00 a.m.

NEW NAPM DIRECTORS
Terms of office of newly elected Direc­

tors of the National Assn, of Photographic 
M a n u fa c tu re rs  began in June for John 
Blakely, Anken Chemical and Film Corp.; 
Thomas C. Dabovich, Morton Chemical 
Co.; Elbert F. Day, Bausch & Lomb Opti­
cal Co.; H. J. Hanbury, Westinghouse 
Electric Corp.; George H. Loving, E. I. du

I T ’S F O R U M  T I M E  
A G A I N  !

• When using an enlarger having a 
glassless negative carrier in two 
pieces, have you tried hinging the 
two pieces at one end with adhesive 
tape to make a book type carrier?
• Try putting a fixed-out piece of 
Adlux in the color head of an Omega 
condenser enlarger and you will have 
a softer printing, semi-diffusion en­
larger.
• Use a Veeder-Root counter to keep 
track of prints put through hypo for 
its exhaustion rate.

None of these ideas is sensational, 
but each saves time, or is a short cut 
solution to a problem. Hints of this 
type are common at the annual 
Methods and Techniques Forum" 

held during the PP of A Exposition 
of Professional Photography.

This year's combined Industrial- 
Commercial au d ien c e  participation 
program is scheduled for Friday, Aug. 
4, at 10:30 a.m. in the Penn Top 
South of the. Statler Hilton Hotel.

Even if you do not want to stand 
up before the group, we will present 
your idea, giving you full credit.

Make a note today to be there with 
an idea to share.

—Jim Hampson, M.Photog.
Shreveport, La.

Pont de Nemours & Co., Inc.; Arthur W. 
Taber, Peerless Photo Products, Inc.; and 
Samuel J. Zagel, Compco Corp.

CONTEST W IN NER

This picture is one of the 40 monthly winners 
in the "Popular Photography" 1961 Inter­
national Picture Contest. Photographer was 
Leanora Miller, Venice, Calif., who received 
a $50 U. S. savings bond. She is eligible 
for one of the Grand Prizes totaling $13,000.

BEFORE AND AFTER
Several examples of outstanding color 

portraiture in home settings were shown in 
the June issue of Ladies’ Home journal. In 
an article titled, "How" About Doing My 
Wife Over?" before and after portraits by 
Roger Prigent demonstrate how effective 
use of clothes, hair-do, backgrounds and 
posing can produce salable portraits of al­
most any one.

PSA CONVENTION 
The 28th annual convention of the Pho­

tographic Society of America will be held 
in New York City, Sept. 27-30. For details 

(T u rn  to page 358)
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a prized possession

We like being 
kept in the DARK-

(room)
' T 1 h a t ’s  W H E R E  we belong—  
A  so you, the Professional Pho­

tographer can stay up front with 
your custom portrait business.

You see, a Bremson school 
picture program keeps you out of 
the darkroom —  brightens your 
income, and gives you an invest­
ment that pays off in dividends 
year after year.

And this school picture busi­
ness can be yours in your home 
town— transient, or non-resident 
photographers who have no in­
terest in the community become 
a thing of the past.

w i t h  m i l l i o n s  o f  m o m s
o p r o f i t  p r i z e  f o r  

p r o f e s s i o n a l  p h o t o g r a p h e r s  . . .
School pictures give you a product that's pre-sold to Mom . . .
A generous school picture package—that permits mom to 
picture-record her children's important growing-up years from 
kindergarten to college—lots left over for student swapping, 
school records, and sending to relatives.
School pictures are a way of life—informal, interesting, and, 
best of all, at a price all parents 
can pay. That's why Bremson 
Photo Industries invite only Pro­
fessional Photographers to par­
ticipate in this 
other impor­
tant part of 
professional 
photography.

A Bremson Photo franchise 
helps you capture and service 
this lucrative business. As a 
Bremson Photo Dealer you in­
herit a complete program that 
satisfies students, teachers, school 
administrators, parents, and you. 
This school picture package pro­
gram is designed to give you a 
profitable, peace-of-mind opera­
tion in addition to your regular 
custom portrait business.

Nine plants, coast-to-coast, are 
a giant testimonial to our invest­
ment in the future with you.

T m m i i u i i
I N C O R O R A T E D

BROADWAY AT 42ND STREET The "T im e s  S q u a re " o f Service  KANSAS CITY 11, MISSOURI
The Wondcrcolor and I.ustre- 
Pak School Pictures Processed 
by Bremson Photo Industries. 
Inc., have been evaluated and 
awarded this seal. Creators and producers of

Why not write — now! 
Dept. 2-B



JULES ALEXANDER

Ansco photographers Garland Hamlin and 
Ira B. Current re-enact actual conditions of 
photography in the field, making wet plate 
collodion photographs using the same tech­
niques that Mathew B. Brady used a century 
ago. Brady "What’s-it" wagon was con­
structed acco rd ing  to old photographs.
July 1-31—Jordan Marsh Company, Boston 
Sept. 15-Oct. 1—Los Angeles County Fair 
Oct. 15-22—Sibley, Lindsay & Curr, Roch­

ester, N. Y.
Oct. 15-28—Pfeifers, Little Rock, Ark. 
Nov. 16-21—Detroit Photo Show, Detroit 

1962
Feb. 1-28—University of New Mexico Art 

Gallery
March 4-18—Berks County Historical Mu­

seum, Reading, Penna.
March 24-26—Kentucky Prof. Photogra­

phers Assn. Convention, Louisville, Ky.

"KOH-I-NOOR PORTRAIT PAPER AND VAR-I-PAN FILM 
THE ULTIMATE IN QUALITY AND DEPENDABILITY!"
says fluleA, Ale^ndteA, New York advertising photographer

Yo u  take  the f ir s t  s te p  to g rea te r p ic tu re s  and added p ro fits , 
w hen you use  th e se  p ro d u cts o f old-world c ra ftsm a n sh ip :

Portraitone and Portrait double 
w e ig h t, w arm  tone e n la rg in g  
papers, in a wide range ol sizes. 
Var i pan, in cut film , 35m m , 
70mm and roll size* Supre 8rome 
enlarging paper, in sheets and 
rolls

Protection Proof Paper and P O P.
(printing out paper) Var i contrast, 
variable speed, double weight, silk, 
warm tone enlarging paper in 500' 
rolls, in widths of 2 V i" , 3 V i" . 
4", 5".

Portraitone Royale
A luxurious warm tone, medium 
speed, double weight enlarging 
paper with extremely wide latitude. 
W ide range  of s iz e s . Recom  
mended for magnificent toning and 
coloring

8MM SOUND MOVIE EVIDENCE
An 8mm sound movie has been accepted 

as evidence by a civil court of law. The 
Seven Up Company of St. Louis, as plaintiff 
against a Chicago beverage company, success­
fully demonstrated that soft drink custom­
ers were confused between 7-UP and a com­
peting soft drink.

In the case, which was tried in a Chicago 
Federal District Court, the Seven Up Com­
pany introduced as evidence to support their 
claim of customer confusion of trademarks, 
a random sampling of sound motion pic­
ture customer interviews. The movies were 
made with a Fairchild Cinephonic Eight 
camera (hidden behind a wall of groceries) 
which recorded the voices on the film as it 
filmed the scene.

W r i t e  o n  y o u r  l e t t e r h e a d  t o d a y  f o r  t e s t i n g  s a m p l e s  a n d  p r i c e s .

S U P R E M E  P H O T O  S U P P L Y  C O . ,  I N C .  1841 BROADWAY, NEW YORK 23, N. Y. 
BE S URE T O  SEE US A T  T H E  PP O F  A  S H O W  . .  .  B O O T H  47

N K W S  from page .356

of the convention, contact George Munz, 
EPS A, Chairman, 37 Homestead PI., Ber- 
genfield, N. J.

EXHIBIT FEATURED
The Ansco Civil War Centennial Exhibit 

features a collection of outstanding photo­
graphs which highlight the methods used 
by Civil War photographers to accomplish 
their photographic mission.

Pictures were supplied through the co­
operation of the National Archives, the Li­

brary of Congress, and the Valentine Mu­
seum. Richmond, Va., and from the Ansco 
collection.

Also shown in the Exhibit are cameras 
and photographic artifacts from the Ameri­
can Museum of Photography, Philadelphia.

The collection will be featured at the PP 
of A Exposition of Professional Photogra­
phy in a display at the Statler Hilton Ho­
tel, New York City. Other exhibit dates are: 
Through July 31—California A cadem y of 

Sciences, San Francisco 
July 1-31—Woodward & Lothrop, Wash­

ington, D. C.

SPACE PROGRAM COLOR FILM
Basic information has been released by 

the Government on Ansco's color film used 
in documenting Astronaut Alan B. Shep­
ards reactions during the Mercury capsule 
space flight on May 5.

Essentially a daylight film, Anscochrome 
F PC-132 is presently rated at a minimum 
ASA 200. Experiments have indicated that 
a rating up to ASA 500 is acceptable.

Grain of the F P C -132 is of moderate 
size and gradation is similar to that in Super 
Anscochrome. The film will be supplied in 
16mm, 35mm and 70mm widths. Special 
sizes and spool and core specifications can 
be ordered.

MT. W A SHIN GTO N  CONTEST
Photographs taken in the Mt. Washing­

ton region of the White Mountains of New 
Hampshire through Oct. 15 are eligible for 
the S i,000 Mt. Washington Photo Contest, 

(T urn  to page 392)
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BE W ISE ...
BUY THE "3  GAL. S IZE"

EDWAL QUICK-FIX
Now in the new twin pack (2-3 gal. 
size units for only $3.85 per unit)

From each 3 gal. size unit you get: — 
« . for X-RAY or ULTRA SPEED
J  9 a L  FIXING or
01/ , for a professional DEEP-
3 /2  9 a l .  TANK(

4  g a l .  standard strength RAPID FIXER, 
equal to many which sell for 
$4.50 or more

Non-corrosive, easy on the hands, long 
lasting, pleasant smelling.

"B u y  Q uick F ix  N ow  —  Use It  F o re v e r"

EDWAL SCIENTIFIC PRODUCTS CORP. 
S55 W. 119»h St., Chicago 28, III.

Il

FO R
P O R T R A IT  P H O T O G R A P H E R S
Make $10,000 to $20,000 
or more EXTRA each year
A. D. "Tony" Wickers says:

"Tremendous! Recommended . . . 
surely a lifesaver."

Two LP RECORD- 
INGS by Jerry and 
Kathryn Landrum — 
How to PROMOTE 
and SELL — plus 4 
kits of proven, ready- 
to-use prom otion 
aids.

SEND $25.00
CHECK OR MONEY ORDER

J E R R Y  & K A T H R Y N  L A N D R U M
S TU D IO  P R O M O T IO N A L S  

F lo ren ce , A lab am a

A. John Geraci

The first Master of Photography to be 
elected president of the American Society 
of Magazine Photographers is A. John 

Geraci. O ther ASMP 
officers for the year 
1961-62 are Charles 
E. Rotkin, 1st vice 
pres.; Ben Rose, 2nd 
v ice  p res .; G a r ry  
Wi nog  ra n d , secre­
tary; Art Kane, al­
te rn a te  sec re ta ry ; 
A r t h u r  L e ip z i g ,  
treasurer; Jay Mais- 
el, alternate treasur­
e r ;  a n d  t r u s t e e s  
David Linton, John 

Rawlings, Lou Jacobs, Jr., and Morris 
Gordon, Cr. Photog. . . . Norman Hoch 
has purchased the Tyler Studios of New­
ton, Iowa. . . . Don C. Diers, M.Photog., 
held open house in his new studio May 
17-20. . . . P h i l ip  J. L e to u rn e a u x , 
Cr.Photog., president of Color Technique, 
Inc., Chicago, announces that his firm is 
sponsoring a one-half hour FM radio 
program every Monday morning, 7:30- 
8:00. . . . Editor of Volunteer Service 
Photographer publication “V ig n e tte ,” 
Jeanne Silbert, has resigned after five 
years’ service.

The Photographischc Gescllschaft in 
Vienna has conferred its 100th Anniver­
sary gold medal upon Dr. Louis Walton 
Sipley, director of the American Museum 
of Photography, Philadelphia. . . . Jason 
Hailey, M.Photog., Los Angeles, recently 
received the Art Directors Distinctive 
Merit Award in Los Angeles, and was 
elected to membership in the Los Angeles 
Art Directors Club. . . . Selwyn L. Pullan, 
North Vancouver, B. C., received a Gold 
Medal Award for his photography in the 
Vancouver General Hospital annual re­
port at the annual Vancouver Art Direc­
tors show.

Color prints of America’s first Astro­
nauts produced through lithography by 
Richard Coletti .As­
sociates, B a ld w in ,
L. I., N. Y., for the 
National Aeronau­
tics and Space Ad­
ministration w ere  
used by the NASA 
O ff ic e  of P u b lic  
I n f o r m a t i o n  in  
May as a news re­
lease m e d iu m  for 
n e w sp a p e rs . The 
portrait of Alan B.
Shepard  appeared 
in fu l l c o lo r  in 
many of the some 
770 n e w sp a p e rs

Richard Coletti dis­
plays Astronaut por­
traits for N A S A .

printing ROP color. . . . Stanley Kenyon, 
FIBP, FRPS, has been elected President 
of the South Western Centre of the In­
stitute of British Photographers. . . . Bob 

(T urn  to page 392)

B A B Y  C L U B  
P O R T R A IT  P L A N

Jan L. Cook, right, presents 16x20 oil por­
trait to parents of annual club plan winner.

A very successful baby club portrait plan 
has been doing a good promotion job for 
Jan's Studio of Photography, Kingwood, 
W. Va.

Jan L. Cook says this is how it works: 
"W e charge a very reasonable enrollment 
fee — and give one 8x10 photograph, which 
is made at the time of the child's birthday. 
This procedure is followed for six years on 
the same one enrollment fee.

"At the end of each month, a group of 
local businessmen select the best baby photo­
graph and the winner’s parents receive a 
11x14 black-and-white portrait. The same 
group picks one out of the 12 photographs 
at the end of the year to receive a 16x20 
heavy oil portrait.”

Mr. Cook goes on to say, "Through this 
plan, we find we pick up customers over 
a period of years that would ordinarily let 
itinerants into their homes. Our orders on 
this plan have run from $19 to $40.”

A W A R D S  B A N Q U E T  
E N T E R T A I N M E N T - A U G U S T  2

£a FRANKIE LESTER
PP of A EX PO SIT IO N  OF 

PR O FES SIO N A L P H O TO G R A PH Y  
STATLER HILTON HOTEL 

JU LY  3 0 -A U G U ST  4 , 1961
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book
briefs

OFFICIAL MIRANDA MANUAL. By 
the Amphoto Editorial Board. Ampho- 
to, 33 W. 60th St., New York 23, N. Y. 
123 pp- S2.50.

A summary of Miranda technique, cov­
ering all models and all accessories. Illus­
trated with photographs and tables.
CLOSE-IJP PHOTOGRAPHY W ITH  
YOUR CAMERA. By Harold Martin. 
Amphoto, 33 W. 60th St.. New York 
23, N. Y. 122 pp. S2.50.

An introduction to an important segment 
of photography. It shows how to use avail­
able equipment more efficiently for best 
results.
FR O M  D R Y  P L A T E S  T O  E K T A - 
CHROME FILM. By. Dr. C. E. Kenneth 
Mees. Ziff-Davis Publishing Co., One 
Park Ave., New Y ork 16, N. Y. 312 pp. 
$5.95.

Dr. Mees completed this book shortly 
before his death in August, I960. It was 
written for the advanced amateur, the pro­
fessional photographer and the photograph­
ic scientist. Included are chapters on the 
early history of photography, and first 
application of science to photography.
THE GERMAN PHOTOGRAPHIC AN­
NUAL *1961. Edited by W olf Strache 
and O tto Steinert. Ziff-Davis Publishing 
Co., One Park Ave., New York 16, 
N. Y. 226 pp. $7.95.

Includes 124 pages of black-and-white 
photographs, 16 in color; also an editors' 
preface; comments of the jury; articles on 
photography; camera construction and ref­
erence section on the photographers and 
their pictures. All captions and text are in 
English.
PHOTOGRAPHY: CAREERS AND O P­
PORTUNITIES FOR YOU. By Charles 
Abel. Ziff-Davis Publishing Co., One 
Park Ave., New' York 16, N. Y. $1.95 
(p ap e r), $2.95 (c lo th ).

Mr. Abel’s last book outlines the possi­
bilities open to interested students and be­
ginners. He notes that industrial photogra­
phy offers the most lucrative and varied 
opportunities, and points out that oppor­
tunity is also knocking for those w'ho may 
choose portraiture, commercial, press pho­
tography or medical-biological work.
THE BRITISH JOURNAL PH O TO ­
GRAPHIC A L M A N A C . E d ite d  by 
A rthur J. Dalladay. Henry Greenwood 
& Co., Ltd. Amphoto, 33 W. 60th St., 
New York 23, N. Y. 596 pp. $2.50 
(b o a rd ), S3.00 (c lo th ).

The "Almanac," now in its 102nd year, 
in addition to usual up-to-date sections list­
ing sensitive m a teria ls , chemicals, text 
books, etc., has a special feature devoted to 
electronic flash factors and developing times. 
Among several articles is, "Whither the 
Professional ?”
GREAT MOMENTS IN  NEWS PHO­
TOGRAPHY. By John Faber. Thomas 
Nelson & Sons, 19 E. 47th St., New 
York, N. Y. 128 pp. S4.95.

Beginning with the work of Roger Fen­
ton ( 1855), the "finest of the photojournal­

ists" through "Death at the Indianapolis 
Speedway" by J. Parke Randall (I960), 
John Faber has compiled a reference book 
that tells the history of news photography. 
The 57 photographs described were taken 
from Mr. Faber's columns "On the Record,” 
which have appeared for the past five years 
in The National Press Photographer, of­
ficial publication of the National Press 
Photographers Assn. The NPPA Historian 
has created a thoroughly researched book 
that portrays the news cameraman and his 
importance in our society as a recorder of 
history.
FEATURE PHOTOS TH A T  SELL. By 
Edmund C. Arnold. Photographs by 
Leslie A. Dodds. Morgan & Morgan, Inc., 
101 Park Ave., New York 17, N. Y. 96 
pp. $1.95.

There are 365 "assignments” for proven 
money-making pictures. The ideas are spe­
cially classified by season so that the pho­
tographer can submit the right picture at 
the right time.
N E W  H El L A N D  P E N T A X  SLR 
GUIDE; NEW  MAMIYA C SERIES 
T W IN  LENS REFLEX GUIDE. By 
Kenneth S. Tydings. Chilton Co., 56th 
& Chestnut Sts., Philadelphia 39, Penna. 
128 pp. $1.95 each.

Each subject is covered in its respective 
book as only Mr. Tydings can do it. Numer­
ous illustrations and tables help the reader 
absorb the information given. ▲

from the 
mailbag

To the Editor:
The copy houses, who cling leech-like to 

our profession, may be expected to deal 
with school pupils and other inexperi­
enced persons who want stamp pictures and 
the like. Recently we have seen that their 
advertising affects those who should know 
better.

In the past few months we have been 
asked to copy prints for a trade magazine 
editor, an insurance company president, and 
the secretary of a state professional asso­
ciation; and in every case prints could be 
ordered from the original photographer.

These persons were not fully aware that 
reprints should be ordered from the maker 
of the negative for good quality, economy 
and speed. Can we do something to remedy 
this ignorance?

It is my suggestion that the PP of A pre­
pare a stuffer to go into each order of 
photographs to advise the customers that 
reprints can be ordered — and how they 
benefit by getting prints from the original 
negative.

If these stuffers were offered to PP of A 
members at a reasonable price, every legiti­
mate photographer would gain.

I visualize the stuffer as both amusing 
and informative — public relations men are 
good at this sort of thing.

A million stuffers a year should have 
some effect.

Walter Barnes 
Austin, Texas ▲

N E W !

BERKEYCOLOR’S
e x c l u s i v e

color prints
won’t 

fade 
away!

N O W . . .  get  COLOR JOBS 
you co u ld n ’t get  before !

P E R M A C O T E  . . .  B e rk c y c o lo r ’s g iant  
new breakthrough in co lor p ro ce ss­
ing . . .  launches vast  new m arkets  for  
all profess ional photographers! Now 
you can actu a lly  se l l  g lo r ious co lor  
e n la r g e m e n t s  th a t  w i l l  not fade  
a w a y ! ! !
T ru ly  the photof in ish ing  a ch ie ve ­
ment of th is  century ,  P E R M A C O T E  
is  a chem ica l  sh ie ld  that locks out 
co lor-k i l l ing  u ltra-v io let rays .  I t ’s 
c o lo r le s s ,  w e ig h t le s s  . . .  in v is ib le  
. . . b u t  i t  k e e p s  B E R K E Y C O L O R  
en larg em e nts  rainbow-beautifu l for 
years  and y e a r s .  Ideal for home 
decorating  w ithout fe a r  of fad ing !

S e l l  co lor w here  you cou ld n ’t se l l  
before . . .  r ight  in the home . .  .w ith  
B E R K E Y C O L O R  P E R M A C O T E  E N ­
L A R G E M E N T S !

M AIL  COU PO N  T O D A Y !
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •
• O J B F ? / < e V C O I _ O F ?  I r t c .  •
• 4th Avenue & 13th Street, New York 3. N. Y. *
• Gentlemen: •• •
•  Tell me how to sell color enlargement*. •
•  I shoot___schools___babies___ weddings •
•  classes  confirmations camps
.   industrials other

name

rlty zone - _ state



N O W ----- A COLOR ANALYZER
WITH ONE PROBE-CONTROL OPERATION!

See the “ SPEEDMASTER” at the 
PP of A Convention, Booth No. 412, 

July 30-August 4.

The ad vanced  electronic design of the Speed- 
master Co lor A n a lyzer has incorporated the 
operation of the entire instrument into one 
control. Now, with the flick of a switch, meter 
illumination lights are turned on for setting 
and off for printing . . . correct filters are 
autom atically selected for the proper color 
channel . . . and the color channel ind icator 
lights are turned both on and o ff for ad just­
ing color ba lance  and exposure. W ith this 
one probe-control operation , the read ing of 
color negatives and transparencies 
with a Speedm aster becomes a 
simple task for even the novice 
operator.

USERS NET PRICE $695
FOB O klahom a C ity , O k la ,

For an i l lustrated fo lder  of complete information 
and the name of your nearest dea ler  . . . write 

M A P S .  today! Dealer inquir ies invi ted.

MIDWEST AERIAL PHOTOGRAPHIC SURVEY, INC. 
P. O. Box 9791 • Oklahoma City 18, Oklahoma

~  new products
Reproduction Engineering Corp., 97 Plains Rd., Essex, Conn., 

has introduced the Milli-Proofer 79, for use with the Blu-Ray 
proof printer and other makes of diazo rotary whiteprinters. 
The attachment will proof two 500' 
rolls of 70mm or 90mm red proof 
paper simultaneously. Once set up it 
requires no attention. In operation, 
the rolls of film and proof paper are 
drawn into the printer from the 
lower spools. The proofed paper and 
film are separated and taken up on 
separate se lf-com pensating  spools.
The M illi-P ro o fe r 79 attachment U .
(not including the whiteprinter) is Reproduction En^ineerina 
priced at $110. . . . U. S. Photo Supply Co., Inc., 6478 Sligo 
Mill Road, Washington 12, D. C., is distributing the Rollaprint 
45mm “room  l i g h t ” e n la r g e r  which finishes p r in ts ,  size 
354"x4J4”, in less than ten seconds.

Pako Corp., 6800 Olson Memorial Highway, Minneapolis 
10, Minn., is offering the Copvtronic internegative camera for 
making color negatives from transparencies ranging in size from

1 0 0 %  C L E A R  N E G A T I V E S  ?."d Br!" 't nttimes without swabbing! 
CRYSTAL WATER FILTER removes mineral oxides and micro­
scopic impurities! Approved by thousands of photographers. 
Free 30-day tria l. Freight prepaid. Waterline and Faucet models. 
Write now for complete details and low direct factory prices.

C R Y S T A L  W A T E R  F I L T E R  C O M P A N Y
2231 North 17th St. Milwaukee S, Wis.

Mfrs. since 1910 of domestic, commercial and 
industrial filters in universal demand.

single frame stereo through 4x5, on 35mm or 61mm film; Copy- 
tronic will also produce duplicate transparencies. . . . Pako is 
also markoting two chemical cleaning agents; Poli-Klene, a 
combination cleaner-polisher paste for stainless steel; and Klene- 
Ox, a concentrate for cleaning developer processing tanks and 
recirculating systems between chemical changes.

Ansco, 29 Charles St., Binghamton, N. Y., has introduced 
Hyfinol, a fine grain film developer “for extreme high acu- 
tarice.” The developer, available in one and 3(4 gallon sizes, 
reaches full film speed in six minutes, processes up to 11 minutes 
without fogging. It is claimed that Hyfinol needs no replenish­
ment or increase in developing times for over 100 rolls of 120 
film per gallon. . . . Ansco is marketing the Model 4 automatic 
recording microdensitometer in two compact table top units. 
Application for the instrument is found where measurement of 
the density, size or position of extremely small images is re­
quired. A reflecting device also enables the user to obtain read­
ings of translucent or opaque materials.

Paillard Inc., 100 6th Ave., New York 13, N. Y., has intro­
duced to this country the Hasselblad Super Wide C 2(4x254 
single-lens reflex camera which features the 
Zeiss Biogon 38mm, f/4.5 lens. When 
stopped down to f/22 the lens provides 
a depth-of-field of from 26” to infinity.
It is claimed that the lens covers the whole 
field of view without vignetting and w ith­
out converting perspective. O ther features 
of the Super Wide C camera are between- 
the-lens shutter, interchangeable film maga­
zine, eyelevel viewfinder and /o r ground- Paillard
glass adapter with focusing hood, depth-of-field indicators and 
full range of filters. Tripod connection is at the bottom of the 
camera where a quick coupling shoe is inserted and locked.

Smith-Victor Corp., Griffith, Ind. —  Tote’Em Pole, a uni­
pod with patented automatic leg lock, extends to 64", folds to 
25", weighs 12 oz., holds 20 lbs., is priced at $4.95. Two auto­
matic tripods: TP-2, opens to 63", closes to 25", weighs 1(4
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lbs., holds 40 lbs.; complete with shoulder strap, is priced at 
$9.95; TP-4, features pan head with 90° tilt, opens to 65”, 
closes to 25”, weighs 2J4 lbs., is priced at $14.95. . . . H. A. 
Bohm & Co., 2812 W. Peterson Ave., Chicago 45, 111. —  Sawyer 
Tray-M aster slide file, dust-tight modular storage unit that 
holds nine trays, any type; $9.95. . . . Heiland Division, Min- 
ncapolis-Honeywell, 5200 E. Evans Ave., Denver 22, C olo.— 
Heiland Pentax binoculars with built-in interference filter that 
eliminates ultraviolet and infrared light rays which may be 
harmful to the eyes, also prevents chromatic aberration; in 
seven models, ranging in price from $24.95 to $84.95.

Burleigh Brooks Inc., 420 Grand Ave., Englewood, N. J., 
is importing the Dutch Cambo camera studio column stand 

with 360° swivel and full adjustment in all 
directions; counter balanced, nylon bearing 
movement: $499.50. . . . The Cambo profes­
sional twin shank tripod with reversible steel 
spikes in rubber feet lists at $99.50. . . . The 
Rolleiflex Wide-Angle camera with the Zeiss 
Distagon 50mm, f /4  lens has also been intro­
duced on the market. Focusing range covers 
from infinity down to 24 inches; list price, 
$399.50. . . . The Rollei projector adapter 
which projects 2 / jx 2 54 transparencies through 
the camera viewing lens is also on the market. 
The adapter, supplied with a double slide car­
rier, AC cable and lamp lists at $49.50. . . . 
The Rollei universal slide projector permitting 

showing of 2 j4x2j4 , superslides or 35mm transparencies sells 
for $229.95, including remote control and two magazines.

Supreme Photo Supply Co., Inc., 1841 Broadway, New York 
23, N. Y. —  Koh-I-Noor Portraitone Royale, a textured, double 
weight, warm tone, medium speed projection paper: available 
in six sheet sizes, 2/2x3/>  to 11x14. . . . Ilford Inc., 37 W. 65th 
St., New York 23, N. Y. —  Developing agent made by Johnson, 
Ltd., Amidol, a powder readily soluble in water. A developer 
can be made by dissolving Amidol in a solution of sodium sul- 

(T urn  to page 393)

Cambo

Number four of a s e r ie s  show ing  why p ro fe ss io n a l 
p ho to g rap h ers the co u n try  over u se  q u a lity -co n ­
tro lled  p ro ce ss in g  by N atio n a l C o lo r La b o ra to r ie s

CONTINUOUS ' 
REPLENISHMENT*

'B y  carefully setting flow rates through accurate titra­
tion tubes, oach solution is constantly replenished as 
the Ektacolor material is continuously processed. 
Another of National's QU ALITY-controls.

%m$
Send for Free Color Bulletins and Professional 
Price L ist. W rite on your letterhead to:

NATIONAL COLOR
L A B O R A T O R I E S
306 W est F irs t  A ve ., R o se lle . N J Dept NP 71

Quality Ektacolor Processing • Portraits • Candid • Commercial • School

ANOTHER PHOTOGENIC FEATURE

200 WATT-SECOND 
POWER PACK

400 W ATT-SECOND 
POWER PACK

when you use quality-engineered 
P H O T O G E N I C  L I G H T S

All component parts plug into position. After years of 
service, if replacing a part should become necessary, 
YOU simply remove it and plug in a replacement . . . 
IN SECONDS! No delays #or service charges from an 
electronics expert. Your Photogenic Dealer has the Re­
placement Parts Kits.

I L L U S T R A T E D - F I A S H M A S T E R  LI NE  BY P H O T O G E N I C
The flexible Flashmaster family can be furnished in 
various combinations for perfect control and volume 
of light . . . and you can take it with you. Standard 
four-lighr group shown has 200 watt -  second power. 
pack for black and white. The 400 watt — second 
power pack is ideal for color photography.

PHOTOGENIC MACHINE CO.
Youngstown 1, Ohio

LEARN A l l  THE PROFESSIONAL QUALITY FEATURES AT YOUR AUTHORIZED PM CO  DEA LERS OR WRITE FOR LITERATURE

MAGICIAN AT FIXIN'
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n A K K R Q O V l

Make processing faster, easier, and 
better with these Leedal helpers. *For 
darkroom assistance see your nearby 
dealer — ask him how easily Leedal 
equipment fits into your budget.

1. HANGER RACKS

Quick handling of 
hangers of any 
size. Fits all 
3Vj gal. 8x10 tanks.

2. THERMOSTATIC MIXER
Automatically 
blends hot and cold 
water to exact 
temperature from 
60“ to 135° ± Vl°f. 
Set dial to exact 
temp, with 
exclusive
recalibration screw.

3. STAINLESS STEEL CLEANER
STA-CIEAN is 
specially 
compounded for 
cleaning type 316 
Stainless Steel 
Equipment. Keeps 
your darkroom like 
new. Fast, 
easy to use.

4. SPINDLE BASKET

Convert your 
3V  ̂ gal. 8x10 cut 
film tank to roll 
film processing 
with a Leedal 
spindle basket. 
Holds 36 -  35 MM 
or 1 8 -1 2 0  rolls.

SEND FOR THE 
B IG  NEW  LEEDAL 

CATALO G NO W
No. M-75

public
relations
by Carl Sikes, President 

PPA of Oklahoma
This is the first of a series of articles on 
public relations presented by the Portrait 
Dilision of the PP of A. Editor is Public 
Relations C hairm an C harles H. "Bud” 
Haynes, O’Connor Studio, J. L. Hudson 
Co., Detroit 26, Mich. —The Editor.

A CI-ASS OF midshipmen at the N aval 
* Academy bent over a set of examina­
tion questions. One query was tougher 
than the rest. It asked "Why did the 
Spanish Armada fail against the British 
Navy?”

After a session of brow-wrinkling the 
middy from farthest out wrote his answer 
with a firm hand: "The Spanish Armada 
failed against the British navy for want of 
three ships — seamanship, marksmanship 
and leadership.”

By reverse reasoning, and by dint of try­
ing it out, I am ready to say a state asso­
ciation of professional photographers can 
make headway by the bold use of three 
ships: craftsmanship, citizenship and rela­
tionship.

Craftsmanship is the standard by which 
we judge ourselves. It is that second mile 
we go to make each print better than the 
customer expects. It is that excellence we 
achieve by attempting to reach the unreach­
able. We see it in the exhibit entries of 
other serious and dedicated cameramen.

High Ethical Standards
Citizenship is the intangible virtue that 

becomes the hallmark of every photographic 
craftsman. It is the quality by which we are 
known in our community. It is the ther­
mometer by which our fellow man reads 
our zeal for service. It becomes our self- 
portrait, done in the honest colorings that 
spell the high ethical standards by which 
we represent our profession.

Now follows the pay-off, relationship. 
This is the organized, calculated manner by 
which we communicate. It is the means by 
which we take our lamp of capability and 
good will out from under a bushel and 
plant it on the highest hill.

In the Oklahoma association we are 
making a conscious and sustained effort to 
relate the profession of photography to our 
publics. You may call it public relations 
but the same effort by any other name 
would be just as effective. Our most recent 
state convention provided a convenient peg- 
board on which to hang the program. It 
furnished the "crisis" that moved our mem­
bers into action.

First we sought the counsel of a profes­
sional public relations person. It was, at 
the outset, a one-project arrangement, for 
the convention only. The results were so 
favorable that we are continuing the re­
lationship to give ourselves the benefit of 
some help on a new merchandising project 
that includes all members.

The start was easy and simple. About a

month before the convention we sat down 
with our public relations counsel and dis­
cussed the task to be accomplished and our 
own operational procedure. From that meet­
ing of minds, we were ready to proceed 
with our pre-convention publicity. We chose 
to open with an overall story in the metro­
politan press outlining the agenda of the 
convention.

From this we moved on to release other 
stories about our convention speakers. These 
also were used by the metropolitan papers. 
From this point we let the prestige of our 
meeting spread out to include newspapers 
in the towns in which our members live. 
Local contacts were made by association 
members.

During the convention we continued to 
feed the metropolitan papers with spot 
news from the convention floor. Here it 
helped to have on hand some manuscripts 
of the key speeches and presentations.

Quiet Education
Strictly on purpose we invited as a din­

ner speaker a representative of the Better 
Business Bureau on how to help curb the 
activities of itinerant photographers. This 
talk proved to be good for public consump­
tion. It had the further benefit of cementing 
our good relations with the BBB, and in­
troducing them to the favorable side of 
photography.

Improved news coverage of the conven­
tion has helped in many ways. We found it 
to be good for member morale. It also de­
livered a new and unexpected value — that 
of providing our publics with some quiet 
education on the size and scope of our as­
sociation and some of the services it renders.

This is what we call relationship. What­
ever relates our profession more clearly and 
more effectively to the people has untold 
value. We hope to keep this advantage 
alive and prospering by a consistent follow 
through by the activities of our members 
in the markets they serve. ▲

m e m b e r s h ip  a p p lic a t io n s

May 1961
The following applications for PP of A mem­

bership were received during the past month. Code 
after address is as follows: (A-P) Active Portrait, 
(AC)  Active Commercial, (I) Industrial. (A) 
Associate, and (S) Service. Name at end of line 
in italics is that of sponsor.

ARIZONA
Huckabec. Walter G.. Markow Photography, 741 

E. McDowell Rd.. Phoenix (A) Bob Markoiv 
CALIFORNIA

Blaum, Roy M., Spuri Studio. 338 Grand Ave., 
South San Francisco (A) Alvin At. Sluller 

DeBrouwer, Betty, DeBrouwcr Studio. 1700 Mc­
Henry, Modesto (A) IPalter DeBrouwer 

Magure, Harry A.. Advanced Photography, 209 
Kearny St., San Francisco (A-C)

Sheanin. H.. The Rangefinder Magazine. 1306 
N. Wilton PI., Los Angeles (S) Janet Marshall 

Tabata. Jeffrey R., Foster it Kleiser Co., 1675 
Eddy St., San Francisco (A) IJoyd Trimble 

CONNECTICUT
Crowell. Bernard C., Pratt & Whitney Aircraft, 

400 Main St.. East Hartford (I) R. Af. Pitkin 
DISTRICT OF COLUMBIA 

Drumheller, R. P., Fed. Housing Adm., Print. & 
Pub. Sec., 333 3rd St. N.W ., Washington (I) 

Kirksey, H. D., Sr., Kirksey Photo Serv.. 4106 Lee 
St. N.E., Washington (A-C) Loris C. Boone 

FLORIDA
Thompson. M. H., Seven Hills Stu., 1203 Thomas- 

ville Rd., Tallahassee (A-P) D. A. Avant, Jr. 
Thrower, J. K., Jr., Edith Schiller-Fehl Stu. 1231 

S. McDuff Ave., Jacksonville (A-P) C. ]. Wick 
HAWAII

Aldridge, Gerald M., Karen's of Kailua, 305 Ul- 
uniu St., Kailua (A-P) Bob Johnson 

Hansrude, C. A., Bob Johnson Photography, Hil- 
(T urn  to page 389)
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COLOR 
FILM AND 
PAPER

CF-324 A U T O M A T I C
C O L O R

P R O C E S S O R

Will process ektacolor,  kodacolor,  
ektacolor print film and ektacolor 
pape r.  T i m e s ,  a gi ta te s,  washes,  
and transports photographic ma­
terial w i th o u t  an op er ato r.  Will 
process fil m and paper up to 
20 x 24 inches. Space required, 
3' x 9'. Complete units $4950.

M U R M A T I C S ,  me.
21  E A S T  H U B B A R D  S T R E E T  C H I C A G O  1 1 ,  I L L .

No, No, Egbert. . .  That’s not what 
toe mean by Surfacing . . .

It doesn’t really take a steam roller to give Ektacolor prints 
a distinctive surface pattern -  although quite a bit of pressure 
is needed to transfer the plate texture to the paper. This is 
another phase oi our portrait service — the most complete in 
the business, we believe. You might wish to try it on some 
of your orders, soon.
Processing •  Dye Transfer •  Slides •  Ektacolor Prints •  Duplicate Transparencies

IF IT’S COLOR 
IT’S OUR BUSINESS 

Mei«rl I’liotoclironie Corporation
2710 McKinney Ave. Dallas 1, Texas TAylot 1-2059

Popular Pakolux Washer

New PAKOLUX
M-2 for

LONGER LIFE 
MINIMUM MAINTENANCE 
PLUS LOWER PRICE

P A K O  C O R P O R A T I O N
6300 Olson Memorial Highway, Minneapolis 40, Minnesota, U.S.A.

The Pakolux M-2 is the popular Pakolux Washer 
you have known for years, featuring a new reinforced 
fiberglass tank. You still get fast, triple-action print 
washing with all the original Pakolux advantages 

Efficient, thorough washing of all prints whether 
amateur size or enlargements. Accommodates 150 
8x10 prints at a time.
I------------------------------------------------------------------------------

Clip and send this coupon to Pako 
for complete information on the new Pakolux M-2

Name------------------------------------ ---- —----------

Firm_________________ _—--------------------------

Address--------------------------------- —----------------

! City______________________ State-----------------
P A K O  F O R  P R O G R E S S  L.

1
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Paul Petroff: Mexico, Rolleiflex; Ilford FP3

Prize Winner on
THE COMPETITION: The Saturday Review’s famous World Travel Photo Contest for 1960. 
THE COMPETITORS: 1,400 photographers, scattered around the world. THE ENTRIES: 10,200 
photographs. THE WINNER: Grand prize in the black and white category went to Paul Petroff 
of New York, well known scenic designer. THE FILM: Ilford FP3. Amateurs and professionals 
alike find FP3 a satisfying choice because of its fine grain, crisp definition and excellent con­
trast. As for enlargements, there is nothing finer on the market. Try FP3 . . . and see the 
difference!

ILFO R D  INC. 37 WEST 65th STREET, NEW YORK 23, N. Y.
IN CANADA CANADIAN DISTRIBUTORS FOR ILFORD LIMITED LONDON: BOOTH COMPANY LIMITED. 12 MERCER ST.. TORONTO 2B

ILFORD FP3
1
w
T!
r
Z

In all popular 
roll and sheet sizes.

ILFO
RD
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S E C O N D  T O  N O N E

Desmond t?roves

Bradford Bachrach

«

Ph o t o g r a p h e r s  alert to business opportunities and a 
keen desire for professional advancement are converging 

on the Statlcr Hilton Hotel, New York City, where Sunday, 
July 30 marks the grand opening of 196l’s "Second to 
None’’ PP of A Convention, Trade Exhibit and Industrial 
Photographic Conference.

Continuing through Friday, August 4, the Exposition 
and Conference have taken on international attention and a 
truly international flavor. Celebrities of the photographic 
world recruited from England, Canada and the U. S. will 
highlight an International Roundtable on "New Trends in 
Portraiture” at an all-Convention presentation on Monday 
evening, August 1, in the Grand Ballroom of the Statler 
Hilton. Appearing on the star-studded program will be one 
of England’s foremost portraitists, Desmond Groves, FIBP, 
FRPS of London; Douglas Paisley, M.Photog., of Sarnia, 
Ontario; Bradford Bachrach, president of Bachrach, Inc., 
Newton, Mass.; Bert Stern, noted magazine and advertising 
illustrator; and Philippe Halsman, whose fame as a photo­
journalist has gained him worldwide attention.

Registrants in all three Divisions of the PP of A (Por­
trait, Commercial and Industrial) are being treated to pro-

” She Shall Have Music" is a room for listening pleasure inspired 
by actress Lucille Ball, in New York's National Design Center.

PHOTOGRAPHY’S GREATEST SHOW
70th E xposition  o f  P ro fessio n a l P h o to g ra p h y  
O ffers P r im e  E ven ts f o r  a l l  P h o to g ra p h ers

grams that will keep them bustling with newly acquired 
photographic lore for years to come. Sales promotion, ad­
vertising, technological improvements, new photographic 
techniques, business management methods are all liberally 
sprinkled throughout the carefully planned and expertly ex­
ecuted six-day Exposition and Conference.

The Manufacturers Trade Show opens its doors on Sun­
day afternoon with a brilliant and exciting display of photo­
graphic products, services and accessories of a variety and 
magnitude never before shown to a metropolitan audience 
within the professional field.

Entries for the PP of A National Print Exhibit indicate 
that more than 730 of the finest professional photographs 
produced in the past year will be on view for registrants, 
their families and metropolitan New York area visitors. The 
General Exhibit, Masters’ Exhibit, Loan Collection and In­
vitational exhibits will be shown in the Statler Hilton display.

Douglas Paisley

Adolf Fassbender

f  *%4j *  <3"p S S &
r  / i

y h  -

V  ■ »1B
r

% ________ i

- 3

N E W  Y O R K  T OUR S

Entertainment features and studio-laboratory visitations, 
as well as New York area sightseeing tours have been ar­
ranged for the pleasure and enlightenment of Exposition- 
Conference registrants. Pre-meeting entertainment heralds 
the Convention with the reservation of 250 seats at the 
Saturday night (July 29) performance of "Camelot,” the 
Lerner and Loewc ("My Fair Lady” co-authors) production 
that is the current season’s Broadway musical sensation.

Grand tours of upper and lower New York of four-hour 
duration have been arranged for Saturday, July 29 and Sun­
day, July 30. The tours leave at 1:00 p.m. on both after­
noons from the Statler Hilton and cover virtually all of 
the landmarks and points of interest of fabled Manhattan 
Island. These include mid-town, the Times Square area, 
the garment industry district, Greenwich Village, New York 
University, the Bowery, Chinatown, the Civic Center, Wall 
Street and the financial district, the Battery, Fulton Fish 
Market, Columbus Circle, Central Park, Harlem, Grant’s 
Tomb, Riverside Drive, Metropolitan Museum of Art, 
Columbia University, and many others. Tickets arc priced 
at $4.00 per person.

Simultaneous boat trip tours around Manhattan Island 
will be provided on the two afternoons with pickup and 
return to the Statler Hilton Hotel. The boat rides are three 
hours in length and are conducted on specially designed 

(Turn to page 370)
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70th Annual Convention Program
J u l y  3 0  —  A U G U S T  4,  1961 

S t a t l e r  H i l t o n  H o t e l ,  N e w  Y o r k  C i t y
SPONSORED BY THE PROFESSIONAL PHOTOGRAPHERS 

OF AMERICA, INC.

ALL-CONVENTION FUNCTIONS

SA TU RD A Y , July 29
A M . — INDUSTRIAL TOURS — Life Magazine, Modernage, UPI, K & L  Color 

Lab, Movie Lab Film Lab. Color Illustrations Film Strip Lab. Make 
reservations in advance.

8:30 — REGISTRATION CENTER OPENS — West Room, adjoining Grand 
Ballroom Rotunda. Open daily through Thursday.

10:00— D IV IS IO N  M EE T IN G S  — Commercial — Schuyler Room; Portrait — 
Hartford Room.

12:00— BOARD MEETING AND LUNCHEON — Empire Suite.
1:00— SIG H TSEEIN G  TOURS OF NEW YORK C IT Y — Boat $3.00, Bus $4.00 

per person. (Advance reservation required.)
8:30— THEATER PA RTY— Broadway Musical "Cam elot”  — $23.25 per pair. 

(O rder tickets now from PP of A Headquarters, Milwaukee.)

SU N D A Y, July 30
9:00— PRINT EXH IB ITS— Open daily through Wednesday.

10:00— PRE-COUNCIL M EETINGS — Commercial — Skytop Room; Portrait — 
Penn Top Center; Industrial — Penn Top South.

1:00 — NATIO N AL C O U N C IL  AN N UAL M EETING — President Lawton Os­
born, M.Photoq., Dickinson, N. D., Presiding. Gold Ballroom.

1:00 — S IG H TSEEIN G  TOURS OF NEW YORK C IT Y — Boat $3.00, Bus $4.00 
per person. (Advance reservation required.)

2:00— PH O TO G RA PH IC  TRADE SHOW OPENS — Exposition Hall, Ivy Suite 
and Georgian Room. Admission by badge or ticket. Closes 7:00 p.m.

4:30— AM ERICAN SO CIETY OF PHOTOGRAPHERS — Albert Ravanelli, 
M Photog., Presiding. Illustrated lecture by Desmond Groves, FIBP, 
FRPS, London. $8.50. Penn Top North. Make reservations in advance.

9:00— O FF IC IA L  O PEN IN G CEREM O NIES — National President, Lawton E. 
Osborn, M.Photog., Presiding. "G lam our: Zieqfeld vs. Hollywood,” 
W allace Seawell, M.Photog., Hollywood, C a lif ., and Alfred Cheney 
Johnston, Oxford, Conn. Grand Ballroom.

M O N D A Y, July 31
9:00 — CO M M ERCIA L PRO G RAM S— In session all day. Skytop Room.
9:00— INDUSTRIAL PROGRAMS — In session all day. Penn Top South.
9:00— PORTRAIT PRO G RAM S— In session all day. Grand Ballroom.
9:00— N ATIONAL PH O TO G RAPH IC JOBBERS ASSN. — Breakfast and Meet­

ing. Empire Suite.
9:30— PRIVATE BUSINESS CO NSULTATIO NS — Prof. Joseph Schabacker, 

University of Wisconsin. Madison. Advance appointments must be 
made in Executive Office. Grand Ballroom Rotunda.

12:00— TRADE SHOW OPENS — Exposition H all, Ivy Suite and Georgian 
Room. Closes 4:00 p.m.

2:00— ASP C L IN IC  — R R Hutchison. M.Photog., Chairman. Empire Suite.
9:00 — "N EW  TRENDS IN PORTRAITURE" — International Roundtable Dis­

cussion— Philippe Halsman. New York, N. Y .; Bert Stern, New York, 
N. Y .; Desmond Groves, FIBP, FRPS, London, England; Bradford 
Bachrach Newton, Mass.; Douglas Paisley, M.Photog., Sarnia, Ont., 
Canada. Grand Ballroom.

TU ESD A Y , August 1
9:00 — CO M M ERCIAL PROGRAMS — In session all day. Skytop Room.
9:00— INDUSTRIAL PROGRAMS — In session all day. Penn Top South.
9 00 — PORTRAIT PPO G RAM S— In session all day. Grand Ballroom.
9:00 — C O U N C IL M EETING — President Lawton Osborn, M.Photog., Presid­

ing. Gold Ballroom.
9:00 — STUDIO SUPPLIERS ASSN. M EETING — Empire Suite.

12:00 — TRADE SHOW OPENS — Exposition H all, Ivy Suite. Georgian Room.
12:30 — AFFILIATIO N  LUNCHEON — Euqene G ilbert, Cr.Photog., Portland, 

Ore., Presiding. $5.50, Penn Top North.
2:00— ASP C L IN IC  — R. R. Hutchison, M.Photog., Chairman. Empire Suite.

4:00 — SEVEN AGES PROGRAM — Meeting of all 7 AG ES participants. 
Grand Ballroom.

4:00 — TRADE SHOW  CLOSES FOR DINNER HOUR — Re-opens at 7:30; 
open to 10:00 p.m. by invitation.

9:00 — ALL-CONVENTION SESSION — Photographic Staff, Nat'l Geographic 
Soc., Washington, D. C . Sponsored by Industrial Div. Grand Ballroom.

W ED N ESD A Y, August 2
9:00 — CO M M ERCIAL PRO G RAM S— In session all day. Skytop Room.
9:00— INDUSTRIAL PROGRAMS — In session all day. Penn Top South.
9:00— PORTRAIT PRO G RAM S— In session all day. Grand Ballroom.
9:30— PRIVATE BUSINESS CO NSULTATIO NS — Prof. Joseph Schabacker. 

Advance appointments must be made in Executive Office.
12:00 — TRADE SHOW OPENS — Exposition Hall, Ivy Suite and Georgian 

Room. Closes 4:00 p.m.
12:30 — W IN O N A LU N C H EO N — Virginia Stern, Cr.Photog., Kansas City, 

Mo., Presidinq. $5.25. Gold Ballroom.
1:00— BOARD MEETING AND LUNCHEON — Empire Suite
2:00 — THE SECOND FACE OF ARCH ITECTU RAL PHO TOGRAPHY — Ru­

dolph J . Guttosch, M.Photog., Chicago; John Mack Carter, Editor, 
"The American Home" magazine, New York, N. Y .; Mary Kraft, 
Director, Decorating Studio and Building Forum, "Good Housekeep­
ing" magazine, New York. N. Y. Grand Ballroom.

5:30 — MASTERS REC EPTIO N — Tickets are available to anyone attending 
the convention. Price $3.50. Gold Ballroom.

7:30 — ANNUAL AWARDS BAN Q U ET— Brief ceremonies— presentation of 
awards, installation of officers. President Lawton E. Osborn, M.Pho­
tog., Presiding. After-dinner entertainment by Frankie Lester and The 
Billy May Band, featuring The Nail Drivin' Six. Dancing. Price $10 
each. Grand Ballroom.

TH U RSD A Y, August 3
8:00— INDUSTRIAL C O N FER EN C E— Bus leaves for all-day program at 

Fort Monmouth. $4.00 per person includes lunch and transportation.
8:45 — SPECIAL ALL-DAY TOUR FOR LADIES — Price SIO.OO each includes 

transportation, breakfast and style show at B. Altman’s, sightseeing, 
visit to the UN, the National Desiqn Center, lunch and tea.

9:30— PRIVATE BUSINESS CONSULTATIONS -  Prof. Joseph Schabacker. 
Advance appointments must be made in Executive Office.

10:00— PORTRAIT PROGRAMS — In session all day. Grand Ballroom.
10:00 — ASP C L IN IC  — R. R. Hutchison, M.Photog., Chairman. Empire Suite.
11:00 — TRADE SHOW OPENS FOR LAST DAY — Exposition H all. Ivy Suite 

and Georqian Room. Closes 2:00 p.m.
11:30 — CO M M ERCIAL PROGRAMS — Skytop Room.
12:15 — Rotary Club of New York luncheon, Hotel Commodore, "Photography 

in the Space Aqe" — Frederick Quellmalz, Hon.M.Photog., Speaker.
12:30 — CO M M ERCIAL DIVISION LUNCHEON — Rudolph Guttosch. M.Pho- 

toq., Presidinq. $5.50— Penn Top North.
12:30 — PORTRAIT DIVISION LUNCHEON — Bob W ilcox, M.Photog., Presid­

ing. "The Effect of Pictorialism in Portraiture" — Adolf Fassbender, 
M.Photog., Sparta. N. J . ,  Speaker. $5.50— Penn Top Center,

9:00— ILLU S T R A T O R S  P A N EL  — Wesley Bowman, M.Photog., Presiding. 
Arthur Rothstein, "Look" magazine, New York, N. Y ., Moderator. 
Al Gommi, Art d'Arazien, Ben Somoroff and Paul W eller, New York.

FR ID A Y , August 4
9:00— BOARD M EETING — Empire Suite.
9:00— INDUSTRIAL PROGRAMS — In session until noon. Penn Top South.
9:30 — CO M M ERCIAL STUDIO TOURS — $2.00. Advance reservation only.

SA TU R D A Y, August 5
9:00 — VSP NEW YORK TOUR — Volunteer Service Photographers eight-hour 

bus tour of New York C ity . $10.00 contribution covers tour and lunch.

PORTRAIT PROGRAM

(A ll sessions will be held in the Grand Ballroom unless otherwise indicated.)
SU N D A Y, July 30
9:00 — O PEN IN G C ER EM O N IES— Lawton Osborn, M.Photog., Presiding. 

"G lam our: Zieqfeld vs. Hollywood" — W allace Seawell, M.Photog., 
Hollywood, C a lif .; and Alfred Cheney Johnston, Oxford, Conn. Intro­
duced by Madison Geddes, M.Photog.

M O N D A Y, July 31
8:00 — Continental Breakfast Meeting — $2.00. Hartford Room.
9:00— BIG BUSINESS IN A SMALL STUDIO — Kermit Buntrock, Cr.Photog. 

and Duane Salie. Cr.Photog., Storm Lake, Iowa. Introduced by Win- 
ton Medlar. M.Photog.

10:00— MAKE-UP C L IN IC  — Mrs Juliet Newman, Greenwich, Conn. Intro­
duced by Frank Gould, Middletown, Conn. Hartford Room.

10:45— PAY DAY EVERY DAY — Odell Poovey, Henderson, Texas. Introduced 
by Floyd M Roberts, M.Photog.

2:00— PHO TO GRAPHIN G TEEN-AGERS — LaVeme Friesen. M.Photog., Buhl- 
er. Kan. Introduced by Charles Haynes, Detroit, Mich.

2:00— RETO UCHING C L IN IC  — Homer English, Cr.Photog., Troy, Ohio. 
Introduced by Huqh Tribble. M.Photog. Hartford Room.

9:00— INTERNATIONAL ROUNDTABLE DISCUSSION ON NEW TRENDS IN 
PO RTRAITURE— Philippe Halsman, New York, N. Y .; Bert Stern, New 
York, N. Y .; Desmond Groves, FIBP. FRPS, London. England; Brad­
ford Bachrach. Newton, Mass.; Douglas Paisley, M.Photog., Canada.

TU ESD A Y, August l
8:00 — Continental Breakfast Meetinq — $2.00. Hartford Room.
9:00 — A DAY WITH G ITTIN GS — Paul Linwood Gittings, M.Photog.; Paul 

G ittings, J r . , M.Photog.; James R. Deaver; John Paul Goodwin and

Gene Key, Goodwin, Dannenbaum, Littman & W ingfield , Houston, 
Texas. Introduced by Bob W ilcox, M.Photog 

2:00— A DAY WITH G ITTIN GS (Continued) — THE 7 AG ES.
4:00— MEETING — All 7 AGES participants.
9:00 — ALL-CONVENTION SESSION — National Geographic Society.

W ED N ESD AY, August 2
8:00 — Continental Breakfast Meeting — $2.00. Hartford Room 
9:00 — THE MODERN BRIDE — THE L IFELIN E OF PORTRAIT PHO TOGRA­

P H Y — B. Artin Haig, M.Photog., Milwaukee, W is. Introduced by 
Ernie Curtis, Oklahoma City, Okla.

10:00— RETO UCHING C L IN IC  — Homer English, Cr.Photog., Troy, Ohio. 
Introduced by Hugh Tribble, M.Photoq. Hartford Room.

11:00 — SCH O O L PANEL — Floyd M. Roberts, M.Photog., Los Angeles, C a lif ., 
Moderator; Earl Colter, Branford, Conn.; Norbert Dompke, Chicago, 
I I I .; Geraldine Elzin, New London, Conn.: Irwin Raveson, Passaic' 
N. J .  Introduced by Robert L. Ball. M.Photog.

2:00— RETO UCHING C L IN IC  — Homer English, Cr.Photog., Troy, Ohio.
Introduced by Huqh Tribble, M.Photog. Hartford Room 

2:00— HEART TO HEART TALK ON THE VALUE OF THE CO LO RED POR­
TR A IT — Slide Lecture— Phyllis Moore, M.Photog., C . Bennett Moore 
Studio, New Orleans, La. Intro. Paul March, M.Photoq. Skytop Room 

2:00 — THE SECOND FACE OF ARCH ITECTU RAL PHO TOGRAPHY — Ru­
dolph J . Guttosch M.Photoq., Chicago. III., and others.

5:30— MASTERS RECEPTION — S3:50. Gold Ballroom.
7:30 — AWARDS BANQUET — $10.00.

TH U RSD A Y, August 3
10:00 — EXECUTIVE PORTRAITURE — Laurence W . Blaker, M.Photoq., Studio 

Royal, Manhattan, Kan. Introduced by Louis F. G arcia , M.Photog.



10:00 — MAKE-UP C L IN IC  — Mrs. Ju liet Newman, Greenwich, Conn. Intro­
duced by Frank Gould, Middletown, Conn. Hartford Room.

10:00— BRUSH O IL  C L IN IC — Phyllis Moore, M.Photog. Introduced by Paul 
March, M.Photog. Penn Top South.

12:30— PORTRAIT DIVISION LUNCHEON — Speaker, Adolph Fassbender 
M.Photog., Sparta, N. J . :  "The Effect of Pictorialism on Portraiture.' 
$5.50. Penn Top Center.

2:00— RETO UCHING C L IN IC  — Homer English, Cr.Photog., Troy. Ohio.
Introduced by Hugh Tribble, M.Photog. Hartford Room.

2:00— BRUSH O IL C L IN IC  — Phyllis Moore, M.Photog. Introduced by Paul 
March, M.Photog. Penn Top South.

2:00 — THE NEW JERSEY APPROACH TO CO LO R (Panel) — Peter Nicastro,
M . Photog. Garfield , N. J . ,  Moderator; Leon Rosenmann, Guttenberg,
N. J . ;  Alfred Coda, Englewood, N. J . ;  Morton A. Sobin, Target 
Photos, Hackensack, N. J . ;  Joseph Zeltsman, Morris Plains, N. J . 
Introduced by Winton Medlar, M.Photog.

4:00 — PHOTOGRAPHY OW ES YOU A LIV IN G  — Alfred Coda. Englewood, 
N. J .  Introduced by Winton Medlar, M.Photog.

9:00— ILLU S T R A T O R S  P A N EL — Wesley Bowman, M.Photog., Presiding. 
Arthur Rothstein, Director of Photography, "Look" magaiine, Modera­
tor; Al Gommi, Art d 'A raiien , Ben Somoroff and Paul W eller.

COMMERCIAL PROGRAM

(A ll sessions will be held in the Skytop Room unless otherwise indicated.) WEDNESDAY, August 2
SUNDAY, July 30
9:00 — O PEN IN G CEREM O NIES — Lawton Osborn, M.Photog., Presiding. 

"G lam our: Ziegfeld vs. Hollywood" — W allace Seawell, M. Photog., 
Hollywood, C a lif .; Alfred Cheney Johnston, Oxford, Conn. Intro­
duced by Madison Geddes, M.Photog. Grand Ballroom.

MONDAY, July 31
8:00 — Continental Breakfast M eeting— $2.00.
9:00 — PREPARING FOOD FOR PHO TOGRAPHY — Miss Kit Kinne, Video 

Vittles Inc., New York, N. Y. Introduced by Harper Leiper, M.Photog. 
10:30 — W HAT'S NEW IN FOOD PHO TOGRAPHY — Midori, New York, N. Y. 
2:00— PHOTOGRAPHY OF INTERIORS FOR ADVERTISING — Lionel Freed­

man, N. Y . C .
2:00 — NEW PRODUCTS FORUM — David Eisendrath, J r . Penn Top South. 
3:15 — NEW TRENDS IN WEST CO AST ADVERTISI NG — Jason Hailey,

M . Photog., Los Angeles, C a lif .
7:00 — ROUNDTABLE D ISCUSSIONS — George Heilpern, Hartford, Conn., 

Presiding.
9:00— NEW TRENDS IN PORTRAITURE — International Roundtable Dis­

cussion — Philippe Halsman, New York, N. Y .; Bert Stern, New York,
N. Y .; Desmond Groves, FIBP, FRPS, London, England; Bradford 
Bachrach, Newton, Mass.; Douglas Paisley, Canada. Grand Ballroom.

TUESDAY, August 1
8:00 — Continental Breakfast Meeting — $2.00.
9:00 — FASHION PHO TOGRAPHY POINTERS FOR YOU — Bert Rockfield, 

New York, N. Y. Introduced by Claude F. Palmer, M.Photog.
10:00 — TECHN IQ U ES FOR BETTER PRINTS — Ralph Baum, Modernage Pho­

tographic Services. Inc., New York, N. Y.
11:00 — ACCEPTABLE PHO TOGRAPHY FOR THE COURTS — George Heil­

pern, Hartford, Conn.
2:00 — STANDARDS FOR V IEW IN G  CO LO R REPRODUCTIONS — Panel and 

Demonstration — Irving Newman, Greenwich, Conn., Moderator; In­
troduced by Claude F. Palmer, M.Photog., Portland, O re.; W illett R. 
Wilson, Westinghouse Electric Corp ., Bloomfield, N. J . ;  Dr. F. L. 
Wurzburg, Interchemical Corp ., New York C ity; Vincent C . Hall, 
Time Inc., Springdale. Conn.

2:45— PHO TO G RAPHIN G GLASSW ARE — Herbert Smit, New York, N. Y. 
3:30 — JEW ELRY BR ILLIA N CE IN YOUR PHOTOS — O. Philip Roedel, How­

land Associates, New York, N. Y.
4:00 — GREATER SALES W ITH A PLANNED LOW-COST ADVERTISING 

PROGRAM — Donald Hults, Lewis Studios, Inc., East Orange. N. J .  
7:00 — ROUNDTABLE D ISCUSSIONS — George Heilpern, Hartford, Conn. 
9:00 — ALL-CONVENTION SESSION—Nat'l Geographic Society. G r. Ballroom.

(A ll sessions will be held in the Penn Top South unless otherwise indicated.)

SA TU R D A Y , July 29
A.M . — TO U RS— Life Magazine, Modernage, UPI, K 8 L Color Lab, Movie 

Lab Film Lab, Color Illustrations Film Strip Lab. Make reservations 
in advance.

SU N D A Y , July 30
3:00 — ROUNDTABLES — David B. Eisendrath. J r . , Brooklyn, N. Y.
9:00 — G LAM O U R: ZIEG FELD  vs. HO LLYW O O D — W allace Seawell, M.Pho­

tog., Hollywood, C a lif .; Alfred Cheney Johnston, Oxford, Conn. 
Grand Ballroom.

M O N D A Y , July 31
Mrs. Carolyn Carter, M.Photog., Chairman

9:00 — KEYNOTER — Charles Nelson, Westinghouse Electric Co.
10:00 — TEC H N IC A L DATA SLIDES — Raymond Hicks, Eastman Kodak Co.
10:45 — BASIC MOTION PICTURE TECH N IQ U ES — H. S. Fisk, Eastman 

Kodak Co., Rochester, N. Y.
11:30— Q U ICK  AND DIRTY MOTION PICTURE TECH N IQ U ES — E. J .  Han­

sen, So. New England Telephone Co ., New Haven. Conn.
1:15— EFFECTS OF ULTRAVIOLET LIG H T ON PROCESS CAM ERA PHO­

TO G R A P H Y— John Centa, E. I. duPont de Nemours 8 Co.
2:00— NEW PRODUCTS FORUM — David B. Eisendrath, J r .
3 :30— ROUND TABLES— Penn Top North and South, Schuyler Room.
8:00— MOTION PICTURE C L IN IC  — David B. Eisendrath, J r .
9 :00— NEW TRENDS IN PORTRAITURE — International Roundtable Discus­

sion— Philippe Halsman, New York, N. Y .; Be.t Stern, New York, 
N. Y .; Desmond Groves, FIBP, FRPS, London, England; Bradford 
Bachrach, Newton Mass.; Douglas Paisley, M.Photog., Sarina, Ont., 
Canada. Grand Ballroom.

T U ESD A Y, August 1
Peter A . Carey, Chairman

8:00 — Continental Breakfast — Sponsored by Sylvania-Argus. Penn Top North.
9:00 — AERIALS ON A BUDGET — Charles Rotkin, New York, N. Y.

10:00— SOME PROBLEMS O F M ISSILE PHOTO INSTRUMENTATION — S. 
Lane Atkinson, J r .. RCA Service C o ., Patrick A ir Force Base, Fla.

11:00— D UPLICATING CO LO R SLIDES — George W ard, Denver, Colo.
1:30— DIAZO — ANOTHER PHOTO — G RA PH IC  TOOL FOR VISUAL CO M ­

M U N IC A TIO N S— J .  E. G illesp ie, Mgr. Audio-Visual Sales, Ozalid 
Div. of G A F. Johnson C ity . N. Y.

2:00 — BULLET AND SUBM ICROSECOND PHO TOGRAPHY — Dr. Harold 
E. Edgerton, Hon.M.Photog., Massachusetts Institute of Technology.

3:00 — APPLIED PHO TOM ACRO GRAPHY — Frank Manarchy, Rockford Me­
morial Hospital, Rockford, III.

4 :00— INSTANT PHO TOGRAPHY IN INDUSTRY — Eric M. Sanford, M.Pho­
tog., Manchester, N. H.

5:00— RO UND TABLES— Penn Top North and South, Schuyler Room.
9:00 — ALL-CONVENTION SESSION — Photographic Staff, Nat'l Geographic 

Soc., Washington, D. C . Sponsored by Industrial Div. Grand Ballroom.

8:00 — Continental Breakfast Meeting — $2.00.
JO IN T PP OF A AND APA PROGRAM — ALL DAY

9:00 — TWO FACES OF ARCH ITECTURE — Joseph Molitor, Ossining, N. Y. 
Introduced by W illiam  Carrier, J r . , M.Photog., A llied Photographic 
Illustrators, Memphis, Tenn.

9:30— G LA M O RIZ IN G  ARCHITECTURE — Richard Averill Smith, M.Photog., 
Levittown, N. Y.

10:30 — ARCHITECTURE AND CO M M ERCIAL STUDIOS — Lawrence S. W il­
liams, Upper Darby, Penna.

| | :0 0 — INTERPRETING ARCH ITECTU RE — Robert Damora, Architect and Pho­
tographer, New York, N. Y.

2:00 — THE SECOND FACE OF ARCH ITECTU RAL PHO TOGRAPHY — Ru­
dolph J .  Guttosch, M.Photog., Presiding. Grand Ballroom.

2:10— DEVELOPING AN IM AGE OF A HOME SERVICE M AG A ZIN E — 
John Mack Carter, Editor, "The American Home" magazine, Div. of 
Curtis Publishing Co., New York, N. Y.

2:30 — DEVELOPING THE IM AGE OF EDITORIAL CO N TEN T— Mary Kraft, 
Director, Decorating Studio and Building Forum, "Good Housekeep­
ing" magazine, New York. N. Y.

2:50— DEVELOPING THE V ISUAL IM AGE OF A HOME SERVICE M AG A­
Z IN E — W illiam  Cadge, Art Director, "Redbook," N. Y ., N. Y.

3:10 — CAPTURING THE IM AG E.
5:30 — MASTERS RECEPTION — $3.50. Gold Ballroom.
7:30 — AW ARDS BANQUET — $10.00. Grand Ballroom.

THURSDAY, August 3
11:30 — CO M M ERCIAL DIVISION M EETING — Rudolph J .  Guttosch, M.Pho­

tog., Presiding.
12:30 — CO M M ERCIAL DIVISION LUNCHEON — $5.50. Rudolph J .  Guttosch, 

M.Photog., Presiding. Program: "Color C o llage ." Penn Top North.
2:30— NEW ADVENTURES IN HIGH-SPEED CO LO R FOR ADVERTISING — 

Henry Dravneek, New York, N. Y. Introduced by Wesley Bowman, 
M.Photog., Chicago, III.

9 :00— ILLU S T R A T O R S  P A N E L  — Wesley Bowman, M.Photog., Presiding. 
Arthur Rothstein, Director of Photography, "Look" magaiine. New 
York, N. Y ., Moderator; Al Gommi; Art d^Araiien; Bon Somoroff and 
Paul W eller. Grand Ballroom.

FRIDAY, August 4
9:00— STUDIO TOURS — $2.00 per person — Advance reservation only.

10:30— METHODS AND TECH N IQ U ES FORUM — James Hampson, M.Pho 
tog., Shreveport, La. Penn Top South.

WEDNESDAY, August 2
Vernon Taylor, Chairman

8:00 — Continental Breakfast — Sponsored by American Speedlight C o rp ,— 
J . G . Saltzman, Inc. Penn Top North.

9:00 — G LA M O RIZ IN G  THE BLACK BOX — Lee A Ellis, Raytheon Mfg. Co. 
Lexington, Mass.

10:00 — CO LO R PHOTOGRAPHY BY EXISTING LIG H T IN G  — Tom Knowles.
General Electric Co ., Nela Park, Ohio.

11:00 — ULTRAVIOLET AND INFRARED AS DETECTION TOOLS — Detective 
Chas. O 'H ara , New York City Police Lab.

1:30 — JU STIFY IN G  THE Q U ALIFIED  IN-PLANT PHOTOGRAPHER — W alter 
Benson Headguarters, Olmsted Air Force Base, Penna.

2:15 — PHOTOGRAPHY UNDER EXTREME CO N DITIO N S — A. "H igh  Hea$ 
and Hum idity," Timothy Sheehan, Port of New York Authority, New 
York, N. Y .; B. "Photography in an Explosive Atmosphere,”  Duane G . 
Banks, U. S. Dept, of Mines, Pittsburgh, Pa.; C . "Pnotography Under 
Extreme Conditions," Fred Anderegg, Univ. of Michigan, Ann Arbor. 

2:15 — INFRARED PHOTOGRAPHY BY THE EVAPOROGRAPH METHOD — 
Frank Elam, M.Photog., Armco Steel Co ., Ashland, Ky.

4:00 — ROUNDTABLES — Penn Top North and South.
5:30— MASTERS RECEPTION — $3.50. Gold Ballroom.
7:30— AWARDS BANQUET — $10.00. Grand Ballroom.

THURSDAY, August 3
8:00— Leave by bus for Fort Monmouth Army Signal Research 8 Develop­

ment Laboratory. All-Day Tour and Program $4 00 per person, includ­
ing lunch and transportation.

D. L. Castellin i. Chairman
INSTRUMENTATION PHOTOGRAPH Y — Applied Physics Div., Sur­
veillance Dept
RAPID PROCESSING — Applied Physics Div., Surveillance Dept. 
USASRDL FILM REPORT 1941 — Applied Physics Div.

Tom Holberton J r ., Chairman
GREM LINS IN THE DARKROOM — Howard Kirby, Eastman Kodak 
Co .. Rochester, N. Y.
O RTH O GRAPH IC  CAM ERA AND ITS APPLICATIO N S — Richard C . 
Kinstler, C r Photog. Procter 8 Gam ble C o ., Cincinnati, Ohio. 
TIME-LAPSE PHO TOGRAPHY — Roddy Boger, U. S. Naval Ammuni­
tion Depot, Crane Ind.

9:00— ILLU S T R A T O R S  P A N EL — Wesley Bowman, M Photog., Presiding 
Arthur Rothstein, Director of Photography, "Look" magazine, New 
York, N, Y ., Moderator; Al Gommi, Art d 'A ra iien ; Ben Somoroff 
and Paul W eller.

FRIDAY, August 4
J . E. Carrar, Chairman

9:00— OPERATION OF THE SMALLER PHO TO G RAPHIC UNIT — M. L.
Wayne Remington Rand Univac, St. Paul Minn.

9:40 — HALFTONE TECHN IQ U ES IN EN G IN EER IN G  REPRODUCTION — 
A. F. Davis, E. I. duPont de Nemours 8 Co ., Wilmington, Del.

10:30— METHODS AND TECH N IQ U ES FO RU M — James Hampson, M Pho­
tog., Shreveport, La.
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sightseeing craft which afford excellent views of the mag­
nificent New York skyline from both the Hudson and East 
Rivers. All the tours provide unique opportunities for 
camera wiclders. Cost per person for the boat trips is $3.00.

FEATURES FOR LADIES

A Hospitality Center at the Exposition-Conference has 
been organized for relaxation and entertainment of women 
guests. Under the direction of Jeanne Lindquist, M.Photog., 
of Decatur, III., an interesting and varied Ladies’ Program 
has been arranged. Tickets for radio and television audience 
participation shows have been provided in limited quantity 
by Jeanne’s committee.

Perhaps the most fascinating project is "Ladies’ Day” 
which is scheduled for Thursday, August 3, starting at 
8:45 a.m. Buses will transport the attendees to B. Altman 
& Company, one of New York's most famous women’s spe­
cialty apparel stores, where guests will be hosted at a break­
fast in the store’s beautiful Charleston Gardens. An exciting 
fashion show, complete with orchid corsages and fabulous 
gifts for selected registrants will be distributed.

Next stop on the day’s "pleasure-treasure” hunt is the 
new Guggenheim Museum where the late Frank Lloyd 
Wright’s unusual architecture poses the problem of "how 
to lung square pictures on circular walls."

Top and below are personalities who will appear on various pro­
grams of the 70th Exposition of Professional Photography and 9th 
Annual National Industrial Photographic Conference in New York.

Tourists are scheduled next to visit the National Design 
Center, veritable answer to every homemaker’s dream. Here 
the ladies will be able to view the best products in all phases 
of modern interior design — furniture, fabrics, wall and 
floor coverings, lighting, decorative accessories and basic 
materials. The guests will see model rooms and decorator- 
designed room settings that have gained nationwide accept­
ance through the medium of women’s magazines, television 
and home-furnishings supplements.

Leaving the National Design Center, the group will 
tour the United Nations building where luncheon will be 
served in the Delegates Dining Room. A tea will be served 
later in the afternoon at the storied Pagoda Tea Bar at the 
Tea Center. Price of the entire day’s entertainment, includ­
ing bus transportation, breakfast, luncheon and tea is but 
$10 per person.

NATIONAL GEOGRAPHIC SOCIETY 
The photographic staff of the N ational Geographic 
Society, W ashington, D. C., will present a program  on 
Tuesday evening, Aug. 1, in the G rand Ballroom of the 
Statler H ilton, sponsored by the Industrial Division.

Studio-laboratory tours have been arranged for Conven­
tion-Conference registrants, but facilities arc such that only 
a limited group of 10 to 15 persons can be accommodated 
at one time. Registrants arc asked to make reservations early.

LUNCHEON HIGHLIGHTS

Desmond Groves will be the featured speaker at the 
annual banquet of the American Society of Photographers 
which will be held on Sunday, July 30 in Penn Top 
North of the Convention Hotel, beginning at 6:30.

Portrait Division Luncheon speaker on Thursday is 
Adolf Fassbender, M.Photog., w-ho will talk on "The Effect 
of Pictorialism on Portraiture.”

Also on Thursday, professional photographers will be 
honored at the Rotary’ Club of New’ York luncheon at the 
Hotel Commodore (12:15 p.m.). Luncheon speaker is PP of 
A executive manager Frederick Quellmalz, Hon.M.Photog., 
on the topic, "Photography in the Space Age.”

Entertainment that only New York can produce shares 
the spotlight on Wednesday evening, August 2, when regis­
trants and their guests dine and dance to the fresh appeal 
of Frankie Lester and the Billy May Band, featuring the 
Nail Drivin' Six. Frankie Lester is one of the great band- 
vocalists of modern dance music history.

Discovered by Ted Lewis and commandeered by such 
big band names as Tommy Dorsey, Hal MacIntyre and 

(T u rn  to page 386)

Page 370
LaVerne Friesen

The National Photographer July 1961



whether you’re a portrait photographer, a commercial pho­
tographer, or do both types of work. No successful photog­
rapher can afford to depend solely on repeat business from 
satisfied customers, or wait for new customers to find him 
through recommendations. He needs a planned, consistent 
promotion program aimed at bringing to his studio the new 
customers that are the lifeblood of his business.

Among the advertising and promotion devices used tor 
this purpose, many photographers have found that classified 
directory advertising is their single most important medium. 
They have found that the person who wants pictures taken, 
either for commercial or personal use, is likely to turn to 
the Yellow Pages to find a photographer to do the job. 
Even when the photographer has been recommended to 
him, the prospective customer will use the classified direc­
tor)’ as a handy reference for the phone number and address.

Photographers know, too, that when a prospective cus­

tomer does search out the "Photographers” heading, he is 
not idly browsing but is intent on buying. What he wants 
to know is who can best do the work desired.

Accordingly, photographers should plan their advertis­
ing and promotional programs to use the Yellow Pages 
with maximum effectiveness. They should learn to follow 
two cardinal rules of classified directory advertising: (1) 
make certain of reaching all possible prospects by listing the 
firm under all applicable headings; and (2) give in the ad 
all the information needed to make it easy for a prospect 
to decide to call.

SEVERAL HEADINGS

A

P O R T R A IT "  COMMERCIAL 
Photography

STUDIO PORTRAITS 
BRIDAL
FAMILY GROUPS 
CHILD PORTRAITURE 
REPRODUCTIONS

ADVERTISING 
INDUSTRIAL 
BANQUETS 
PUBLICITY 
AERIAL PHOTOS

SRECIAEIZING IN

BRUSH OILS
CANDID WEDDING ALBUMS

Authorized Kodak Dealer
POLAROID • WESTON • BELL * HOWELL • ARGUS

SPEED GRAPHIC • LEICA • OMEGA • REVERE • ANSCO

One photographic firm which has found it advanta­
geous to follow these rules is the Ace Hoffman Studios, 
Wilkes-Barre, Penna. The firm, like many in the business, 
combines commercial, aerial and portrait photography with 
the sale of photographic equipment and supplies (see A). 
To build sales in all parts of the business, Ace Hoffman’s 
owners, William N. Hughes and Harold Gittens, use five 
headings in the classified directory to list the firm, and they 
estimate that 45% of their advertising budget goes for this 
directory program.

In addition to a prominent ad under 'Photographers -  
Portrait,” their firm is listed under "Photographers Com­
mercial” and "Photo Finishing.” Other headings used in­
clude "Photographic Equipment & Supplies — Retail,” 
where they bracket the firm’s name, address and phone 
number with the manufacturers’ trade marks for two cam­
era lines they sell, Graflex and Kodak, and "Photographic 
Equipment & Supplies — Repairing.”

Yellow Page advertisers for all their 23 years in busi­
ness, Hughes and Gittens include their classified directory 
advertising in the five-point program which they feel has 
built their successful business from annual sales of $7,000 
to $100,000 today. They sum up these points as know-how,
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T O W N E
S T U D I O

P o r t r a it  D iv is io n

JVct ura / Co/o,
TR. 3-0282

2401-05 Delaware Ave., Buffalo

M A N A G E M E N T  
S E M IN A R S  B H 1

HIGHLIGHTS of the Roches­
ter and San Francisco Business 
M a n a g e m e n t S e m in a rs  a re  
printed in the Supplement for 
PP of A Members Only, No. 
12, in this issue. -----------------

c

D

T O W N E  S T U D I O
C O M M E R C IA L  D IV IS IO N

2401-05 DELAWARE AVE., BUFFALO
Complete Modern Facilities and Finest Equipment 

For Color or Black and White Photography
★  Industrial ★  Legal
★  Commercial ★  Photocopy & Finishing
★  Advertising ★  Illustrative

(See Ad Under r n  o  a a q a
Photographers - Portrait) I

the best equipped studios in the state, availability on a 24- 
hour-a-day basis for commercial work, the philosophy that 
the customer is always right, plus phone book advertising.

QUALIFIED LISTINGS

Consistent classified display space by George S. Heil­
pern, who has been in business in Hartford, Conn., since 
1935, has been one of his most dependable advertising 
media (see B).

In his ail, Heilpern designates categories in which he 
has been qualified by the PP of A Commercial Division as, 
"Recognized as Hxperts by Professional Photographers of 
America, Inc.’’ He claims that this identity, along with the 
heading, "Statewide Service by Heilpern’’ brings a satisfac­
tory number of "buyers, not shoppers.”

Effective copy and layout of their display ad in the 
Washington, D. C., classified directory pages has brought 
many customers to the Chase Studios of Frank Beckman 
and Emil Schaefer in the nation’s capital (see C).

This leading portrait ( 60% of volume) and commer­
cial (40% ) house is prominently represented by an ad 
which anticipates most of the typical customer requirements. 
The ad lists 17 different categories of photographic service, 
among them interiors, sales catalogs, wedding candids and 
copying.

In addition, Chase notes that it is equipped to supply 
quantity photographs "One or a Million!” — and the 
ad carefully identities the studio’s mid-town location in re­
lation to a well-known Washington thoroughfare. Bcekman 
and Schaefer recall that this combination of sales points 
brought them an 80,000 print order not long ago from a 
firm which had spotted and read their ad.

But whether the assignments are large or small, Beek- 
man and Schaefer have good reason to value the directory 
advertising program which they started two years after 
opening Chase Studios. That beginning date was 22 years

ago in a furnished flat in Washington. In succeeding years 
the studios have built a strong following in recommended 
business. At the same time, they say, the classified directory 
has, at the least cost, returned them better results than any 
other sales promotion method they have used.

Another photographic studio which has found a com­
prehensive advertising program worth-while is the Towne 
Studio, Buffalo, N. Y. Half the firm’s business is industrial 
and commercial photography with portraiture and photo­
finishing to the professional trade accounting for the bal­
ance, according to President John W. Hulburt.

Because the firm has concentrated most heavily on its 
industrial work, Towne Studio uses a display ad under the 
heading "Photographers — Commercial” to reach its most 
important market (See D) with smaller listings and an ad 
under "Photographers — Portrait" (see E), and "Photo 
Finishing” to make sure of contact with these customers 
as well.

Mr. Hulburt stresses quality and prompt service, in addi­
tion to steady promotion to publicize the firm’s name, as 
factors that have enabled Towne Studio to grow during its 
ten years in Buffalo to the point where they now do a gross 
volume of $103,000 a year.

OUT OF TOWN ASSIGNMENTS

"We consider our studio one of the best equipped in 
the area because we don’t hesitate to change equipment 
when it becomes obsolete. This is another big factor in our 
success,” Mr. Hulburt asserts.

Mr. Hulburt said that the Yellow Pages enable him to 
attract prospects he could reach in no other way. For ex­
ample, he recalled two sizable commercial assignments ob­
tained from this source.

"We received a call from the New York office of a big 
rug manufacturer to do color work for them in Buffalo.

(T urn  to page 394)
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PP of A Business Management Seminars
Two Seminars with one aim increased studio profits -  
were held in the spring of 1960. The first was in 
Rochester, N. Y., April 21-23; the other was in San 
Francisco, May 19-21. These PP of A Business Management 
Seminars were well attended by commercial and portrait 
studio owners and managers. Highlights of the two meet­
ings appear in this PP of A Supplement for Members Only.

C e s s io n s  of the PP of A Third Business 
^  Management Seminar were held in the Dry- 
den Theater of the George Eastman House, 
with headquarters at the Treadway Inn, Roch­
ester, N. Y. Presiding officer was Rudolph J. 
Guttosch, M.Photog., Chicago, Chairman of the 
PP of A Commercial Division.

Subjects for the first day were devoted to 
business problems. The second day featured pro-

Rudolph J. Guttosch, M.Photog.

In searching my mind and files for some 
approach to this topic 1 consistently returned to 
the fact that sales is a key word to all of our 
businesses. Therefore nothing actually happens 
in the photographic studio or for that matter 
in any business until a sale is made. Assum­
ing that this is true, then from experience and 
sound thinking almost every waking moment 
of the organizational head should be directed 
toward achieving this end.

Before you ask yourself the logical question 
of what helps to make sales, may I suggest 
that this query be dropped down to second 
place. First, ask yourself what is your image 
in your area. What do people think of you? 
1 don’t mean what your neighbors think of 
you, what is the image among your business 
public? Do they think of you when they 
consider their photographic requirements? Do 
they call your studio? If not, perhaps some of 
the following will help.

To me, one of the most important factors 
to be considered is a seemingly insignificant 
yet powerful word, Promotion. If you are not 
promoting, correct this mistake by traveling 
one of these avenues:

Hire salesmen. Whether you like to admit 
it or not, you need these people to solicit 
your accounts. Supply them with an adequate 
training program. Give them your price struc­
ture and selling methods. Stimulate your sales 
force by rewarding their work with an in­
centive in the form of an adequate salary' or

grams on color and an illustrative photography 
roundtable. That evening a panel of art direc­
tors discussed entries in the Second National 
Exhibition of Advertising Photography.

Programs for the final day were a panel on 
projection of the studio image, and talks on 
civic responsibilities, collection problems and 
opportunities for sales.

commission, not only adequate but perhaps 
above average.

Demand some sort of a report from them, 
whether it be written in the form of a daily 
call sheet, monthly resumes of what they have 
done, or whether you sit down with them 
periodically and say, "What have you been do­
ing?" "Who have you called on?”

It is important for you to give them sales 
training, as they are for practical purposes 
unproductive. It is to your advantage to train 
them well and train them fast. Also, give them 
the tools that they need to work with, sales 
aids, that pre-selling intangible that will get 
your man in to see people who have previ­
ously kept their doors closed.

Im ag e  A ssocia tion
This brings me to another promotional ave­

nue including newspaper ads, direct mail, 
trade advertising, public relations, TV, radio, 
and the generally unthought of, extremely im­
pressionable means of self promotion associa­
tion.

There are several ways you can gain a studio 
image. One is through the use of a logo, the 
color, shape, form, the way you package your 
product, carrying it through on all your ad­
vertising pieces. Even the U. S. Government 
paints the mail trucks in red, white and blue, 
and they used to be a dirty olive green. The 
colors are associated. Speaking of olive drab 
green, you recognize a telephone company truck 
wherever you are in the country because it is 
a distinctive shade of olive drab green. Color 
and shape are associated.

Color can be important to you at a rela­
tively low cost. You have to print office sta­
tionery, billing pads, memo pads, envelopes, 
mailers — it makes little difference cost-wise 
whether or not you print in color. I am not 
speaking of going into three and four-color 
printing, but one color. In a very real sense 
through color you can build a studio image 
that will help you.

In another area of association, what do your 
premises look like? When a client comes in, is 
the place clean and orderly, or is it messy and 
dirty? Does it have a distinctive looking en­
trance and offices, and studio space? We have 
gained several large jobs in Chicago because 
when people come in to s e e  u s  our premises 
were neat and orderly. We learned this after 
the job was awarded. And we weren't the 
low bidder.

After you fortify your position with the 
right kind of sales personnel, working with 
the right kind of sales tools, your next step 
is to notify management leaders. One of the 
ways you might do this is through market 
analysis. If you are large enough, you can 
retain somebody, if you are small, you can do 
it yourself. Evaluate to the best of your ability, 
the best 25 or 50 account possibilities in 
your area. Through your market research evalu­
ate your prime competition in any of the 
given areas. You glean from this what is of­
fered and what you can offer as a similar 
service.

Product Development
What do people think of your product? 

Are you progressive and forward-looking, are 
you improving your photographic service to 
the point where potential clients can't af­
ford to say no to you? Remember to keep 
your product developed. You have read reams 
in the papers about the large amount of 
money corporations are spending on research 
and product development. Studios also have an 
area to cover. Keep it current with your mar­
ket analysis. Also keep in mind there is not a 
field existing today, or I should say surviving 
today, that is not constantly expanding or de­
veloping new ways to serve customers.

If you arc not concentrating on photogra­
phy exclusively you would be amazed at the 
fertile soil you can cultivate by developing art 
and completely integrated production. I realize 
that all of this sounds easier in speech than

PROJECTION OF THE STUDIO IMAGE
(Rudolph J. Guttosch, M.Photog., Kranzten Studio, Inc., 22 W. Hubbard St., Chicago 10, 111. 
(Chairman) ; Thomas Bex, L. M. Harvey & Co., 311 Alexander St., Rochester, N. Y .; Hal 
Campbell, Hal Campbell Studio, 130 Clinton Ave. S., Rochester, N. Y.; Wm. W. Carrier, Jr., 
M.Photog., Allied Photographic Illustrators, 629 S. Cooper, Memphis, Tenn.; Gilbert W. de Clercq, 
M.Photog., de Clercq Studio, 127 Main Street, Binghamton, N. Y .; Lewis M. Glassner, Glassner 
and Associates, 35 E. Wacker Dr., Chicago 1, 111.; Eric M, Sanford, M.Photog., Sanford Photo, 
110 Shaw St., Manchester, N. H.; Walter Smith, Station WROC-TV, Rochester, N. Y.)
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it would be to actually work out. However, a 
step in the right direction would be going to 
your client, sitting down with him, and ask 
him to completely describe to you his present 
commercial photography needs. In addition to 
this, make pains to discover what exactly is 
his vision as far as future needs are concerned; 
find out too what possible new assistance he 
might require from you. Talk to a lot of peo­
ple and ask a lot of questions, the broader the 
sample, the more indicative it is.

One other thing you might remember is if 
you become a jack of all trades, and a master 
of none, your Waterloo might come up too 
fast. Don't try to spread yourself too thin. 
Get some help in the areas in which you can.

Another step which will be enlarged upon 
further by some other people is don't let peo­
ple forget about you, in other words, the staff 
of life is bread, and so is promotion, as far 
as your clients are concerned.

The size of your advertising budget is very 
important. The important consideration is to 
draw up a schedule that provides for a con­
sistent exposure and an exposure to the right 
people, your potential business market. To do 
this in themosteffectivemannerpossiblechoo.se 
an agency or an individual within your com­
pany and supply him with a complete and 
detailed description of the market you are 
selling, describe your product line in full. Tell 
him your short and long range goal — what 
you want to do, how big you want to grow, 
what avenues you want to follow. You may 
not be able to tell what you may want to do 
tomorrow, but at least make a start in that 
direction. Be flexible in your approach for to­
morrow we may have all new photography 
tools. Tomorrow we may be making all of our 
pictures on tape.

Once you have completed your advertising 
ground work, be prepared to cooperate with the 
creative energy that will be forthcoming from 
the agency or person involved. Be ready to 
accept aggressive merchandising plans and 
change.

Develop Client List
Create a list of potential clients. An im­

portant part of this will come from personal 
contacts that you have developed. Read busi­
ness papers and select from those companies 
those best suited to your purpose, and of 
course have a real need for your service. Di­
rectories such as your classified telephone 
books, advertising registers and special lists 
obtained from bona fide mailing houses will 
prove invaluable in creating a business pro­
ducing management, and this is an important 
item.

Clean that mailing list out once in awhile. 
Make sure that everyone on the list is where 
he was when you started it. Once you have 
this established, plan a direct mail program, is­
suing direct mail pieces regardless of size, at 
least once a month. Your mailing could con­
sist of reprints of outstanding jobs to which 
a brief, but selling covering letter could be 
attached. Another possibility could be a mail­
ing series of well designed post cards. There 
are several studios throughout the country' that 
have magnificent campaigns based on post 
cards. You could get some post cards in the 
problem-solution-result style. Such a series 
could be reprinted as a booklet.

A good publicity’ program could be an ef­

fective merchandising tool, and can be con­
ducted at a surprisingly low cost. Well-written 
feature articles based on activities within your 
organization on unusual job accomplishments 
can be effective. You should always publicize 
new accounts obtained, as well as promotions 
within your company. From time to time your 
after hours activities may be of interest to the 
local columnist.

With time and effort devoted to releasing 
such activities, it will actually be repaid to you 
more than ten fold. Do not, how'ever, make the 
mistake to plan to work on your company’s 
promotional program between business hours 
and evenings and weekends. Merchandising 
your services is a full time job, and should 
not be considered as an extra curricular activity. 
I he man who knows the business of promo­
tion of merchandising services should be as­
signed to this job. Remember your own ac­
count is the most important one you have.

Thomas Bex

When anybody thinks of projection, either 
personal or corporate, they think more in 
terms of advertising or direct mail, simply 
because most people don’t know what public 
relations is or what it’s supposed to do. Pub­
lic relations in many instances is a wrong 
classification. It probably is publiety that we 
are talking about, and what most people are 
familiar with.

They think of public relations as a blue 
serge approach and publicity as a pat-on-the- 
back and a martini-in-the-hand approach. That’s 
not true. Public relations is the projection of 
a favorable company personality toward the 
public or the buying community. This "fa­
vorable can cover a multitude of activities, 
but primarily it aligns your company name or 
activity with some favorable aspect of under­
standing with the people with whom you deal.

I've got a very brief outline of just what 
public relations is. First of all, many local 
firms use public relations as a means of fos­
tering good will in acceptance of company 
product and policies. This type of promotion 
is a fully accepted and approved method of 
merchandising, used by relatively few mer­
chandisers or retailers who rely on community 
good will for their business success. There is 
nothing difficult about obtaining publicity for 
your business and the efforts and time ex­
pended are well worth the activity.

Advertising is the buying of space and 
filling that space with a planned bit of copy. 
In other words, determine the circumstance 
of the copy, the time and promotional appeal. 
Publicity is material, or advertising, or pro­
motional material obtained free of charge and 
it is quite a trick if you can do it in this day 
and age, but it is relatively simple to do.

Basic End Result
Studio public relations or publicity differs 

from national manufacturers’ programs such as 
Graflex only in the scope of the operation, 
but each comes down to the basic end result — 
projecting a favorable company personality’. 
Most retailers have considerable opportunity’ 
for publicity right in their own back yard. And 
all that is necessary to take advantage of these 
opportunities is to have (1) an awareness of 
what public relations is; (2) a realization of

the benefit of it; (3) a little imagination to 
help generate circumstances for favorable pub­
licity; and (4) a means of presenting your 
story.

What are the outlets the studio owners 
have in their communities? You have daily, 
weekly and regional newspapers. Most news­
papers are only too happy to run well pre­
pared items boosting local business, widely 
read by the entire buying community and 
regularly and frequently published — these are 
the prime stages from which to project serv­
ice and personnel.

V ou must remember when you approach 
a newspaper with a story’, it means something 
to you. You are talking to somebody who is 
besieged by people bringing in pieces any­
where from a girl getting engaged to a busi­
ness merger. So you’ve got to present your 
story pretty concisely. If you don’t have the 
ability to w’rite the story yourself you should 
get someone in your organization, or hire 
someone w’ho is outside of the organization 
like public relations agencies, even on a very 
modest retainer to do regular pieces for you. 
The better prepared they are the better your 
chances are of getting into any media.

I think radio and TV stations are required 
by law’ to air a certain amount of public serv­
ice time and you and your business can volun­
teer your services with "how-to-do-it" photo­
graphic shows designed for seasons, special 
events, etc. to take advantage of this free time.

Prepare Talks
Next, speaking engagements. Talks can be 

on developing, lighting, or whatever you want 
to talk about. By preparing the talk in advance 
you can address school groups, civic organiza­
tions, VA hospitals, and other clubs on the role 
of photography in business or the therapeutic 
value of photography as a hobby or some other 
idea of interest to you and to others. This is 
good. This makes you the expert.

They will call on say, Hal Campbell Studios 
in Rochester to do such and such because Hal 
is well known, people get to know’ him be­
cause he gets around quite a bit and he's an 
accredited and accepted expert in, say, indus­
trial photography, so if anybody’s got any 
industrial photography they alw-ays call Hal to 
find out if such and such is true or would he 
come in on a certain job. This is the only rea­
son for flashing yourself around, so that people 
will get to know your name, tie you up with 
your specific type of photography and then 
look to you for service.

The last is exhibit and fair participation. 
For a small expenditure studios can take part 
in civic celebrations, Scouting jamborees, in­
dustrial exhibits, auto shows and other local 
activities, using them as a background against 
which you can display equipment, personnel 
and company name. This means you might have 
to go out and take a few free pictures for the 
Scouts or something like that, or set up a 
collapsible dark room for a VA hospital, but 
the returns can be very’, very substantial over 
a period of time.

The other requisite of course is that you 
follow it up, that you get out and people 
know that you run the studio, it's your busi­
ness, donating your time and you're busy 
writing talks, or giving instructions to groups 
that need your help. Here again you are giving 
expert training because you are the acknowl­
edged leader in your area.
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To use these outlets effectively it is neces­
sary to plan publicity in advance, much the 
same as a merchandising program is planned. 
Make certain that your entire organization 
recognizes your public relations objectives and 
your role in achieving them. This is important, 
because if you are making a talk or want to 
fill some engagement and somebody calls up 
to check details and nobody knows what you 
are doing you have lost a lot of momentum and 
generally it sort of dulls the picture.

Only you know what your activities will be 
for the coming season — what conventions you 
w'ill attend, whom you will promote, etc. Edi­
tors of newspapers welcome news of this sort 
and it makes good copy for business. There are 
many ways to get publicity and the photogra­
pher who understands, who will utilize this 
type of promotion, will enjoy a considerable 
sales lead over the competitor who failed to 
keep his community in his business, or failed 
to keep his business in the public eye.

The one idea I'd like to leave with you is 
that if you can't do the writing yourself, get 
somebody w'ho knows how' to wrrite to help 
you. I can’t take pictures so I get somebody 
who can take pictures to do my photography 
for me. It is as important as getting a good 
print from a negative. Presenting your story 
effectively and coherently is the key.

H a l C a m p b e ll

I have tw'o different things I talk about. 
One of them is directed to the fellows my age 
and the other one is directed to younger fel­
lows. The first topic is: "Set your house in 
order, i ts  later than you think.” The other is: 
"It took an aw'ful blow to wake me up.”

I worked for about ten years and couldn't 
see any way to get out and do advertising 
to enlarge my business. I worked to the point 
that I almost had a nervous breakdown. Be­
cause I worked so hard I went to the doctor 
one time and he told me, "If you don't let 
up, get some help and settle down you are 
going to have a nervous breakdown." I said, 
"What am I going to do, I haven't got the 
volume of business, 1 can t afford to have that 
help?" In 1955 it happened, I had a very bad 
automobile accident and wound up in bed for 
a year. That, in a fraction of a second, changed 
my life. I had a chance to lie there, and for 
about eight months had a chance to think. I 
thought about what I would do if I ever got 
out and back again to enlarge my business 
and I w'anted to be the manager and hire good 
competent help. I wanted to go out and make 
the business grow.

I had help from Art Pohlman of Milwaukee. 
I had a recording of one of his demonstra­
tions at a New York state convention. I 
played it over and over.

I drew up plans where I could put in a 
program of advertising and a complete new 
system of invoicing. After I got out I went to 
the bank and borrowed some money. I got 
hold of a good advertising man who had 
retired, who had had w'orlds of experience 
in Rochester. He gave me some good ideas 
on merchandising and helped me in public re­
lations to send out letters. Because of the fact 
that I was laid up 1 had to hire extra help. A 
fellow' in Toledo came to spend a year run­
ning my business. I had a darkroom man. If

I had been a one-man operation I would have 
been wiped out. I happened to have a dark­
room man the night I got hurt so he carried 
on for me for a few months until I could 
get somebody else.

After I had this program started in 1956 
I made up my mind that I was going to get 
my name in front of the public. I had spent 
17 years on a newspaper and I was quite 
widely known in the town. They used to 
know' me as "Hal the photographer.” They 
didn't even know' my last name but they’d 
see me running around like Hairbreath Harry. 
I took every advantage I could of staying out 
of the studio, and making the personal con­
tacts. Even when I was in bed I used to have 
a telephone next to my bed. I’d call up my 
customers, "How' are my men taking care of 
you?” Just that little telephone call meant so 
much. That personal contact. What happened? 
Business commenced to come in from this pro­
gram of advertising that I had. It was amazing.

I had personalized advertising. I had a blot­
ter w'ith a message on it, a little gimmick 
that clients would really get a chuckle out of. 
I walked into a company one day to take a 
picture of the president in his office, and while 
I was setting up my equipment he reached 
into a draw'er and brought all of my blotters 
for a year out. He said, "I'm keeping them.” 
He had my w'hole series for a year in his desk, 
because he said he got a kick out of the little 
slogans that were under the cartoons and 
he’d show' them to people when they came in.

I made it a point that every single picture 
that went out of my place had my name on it 
front and buck. You can t get your name in 
enough places. You can’t get your face into 
enough groups. You’ve got to put yourself out. 
You've got to let people know' who you are 
and what you are doing.

In 1956 1 bought a truck. I put lettering all 
over it. I bought a station wagon. I put let­
tering on the station wagon. This year I've 
got a red truck with all the splashy colors on 
it. You'd be surprised howr much that means. 
Every place I go people say, "Oh you're the fel­
low' w'ith those bright red trucks running around 
town. I know' you, 1 see you all over the city.”

In the last tw'o years there have been very 
few pictures I have taken other than Speed 
Graphic work, because I have a very competent 
photographer. I have a wonderful darkroom- 
man. I run the business. I make the contacts.
I go out and make deliveries. Why do I make 
that delivery? I want to see my customer 
and shake his hand.

Participate in Activities
Another thing I learned — join the differ­

ent activities in your groups. Don't be a 
joiner, but participate in anything that you 
do. I belong to a group called the Rochester 
Ad Club, made up of 1100 of the top execu­
tives in this town. I wasn't a top man, but I 
happened to be quite active in the Chamber 
of Commerce, and they asked me to come in.
I do all their photography. Each year they come 
up with a year book, with all my pictures of 
the activities of the year. I carry an ad in there.
I can put my finger on a few' jobs that I got 
from them, but the contact that I have made 
indirectly has been tremendous.

As far as the back of the telephone book 
goes, 1 have a small ad, the same ad year 
after year. They keep trying to get me to use 
a bigger ad. I can't say any year that it ever

paid off, to even pay for what it cost me, be­
cause in this town it's high.

In lots of places where 1 go. if it's a now 
account, I deliver that picture. When I walk 
in 1 have these pencils. You may think it is 
a silly thing, but 1 have red ones and I have 
blue ones. I carry these in my pocket. My 
name is on them. They're all over town. I ask 
them, "How w'ould you like a red pencil this 
morning?” They may laugh and I drop the 
pencil. I go over to somebody else and drop 
a blue one. After you've been around enough, 
you know where you've left your pencils.

Another little gimmick is a T Square. This 
cost me a buck. I bought 200 of them. I've 
had art directors call me up and say, "Hal, 
that's the greatest thing I've ever had.” It’s a 
little T Square, my name is on the top of it. 
My ad is on there. I get remarks like this: 
"Can you send me another one? I'll pay you 
for it.” Those are the little things you have to 
do to keep your name in front of the public.

Thanksgiving time in 1957 I wanted to show1 
my appreciation to my big accounts. So for 
all the follows who were key men. I'd say 
40 of them, I bought this little gift. I wouldn't 
be without it. I don't have any advertising 
on it. The fellow knows where he got it, he 
doesn’t have to have my ad on it. I have his 
name written on it. It's a little fingernail file 
and knife, and the best part of it is a little 
pair of tweezers, a little shears. Now' that’s the 
whole thing, you can trim your mustache, your 
eyebrows, and boy it is sharp. Now that little 
thing made such an impression when I passed 
these things out I got letter after letter.

Another thing is, I'm the only photographer 
member of the Rochester Chamber of Com­
merce that 1 know of. I have belonged since 
1945. I'm in and out of there every day. I 
go over there for lunch. I know the people that 
are buying photography. 1 researched it.

I don’t send my direct mail to just any­
body. I don't send it to just any place. I find 
out the person who is buying photography. 
By doing that you save a lot of time.

Another thing, don't feel that you are in­
dispensable, which I did. I thought if I got 
out of the place it would go to pieces, but it 
didn’t. Just make up your mind that no matter 
how much direct mail, no matter how much 
advertising you do, if you don’t make the 
personal contacts you’ll never get anywhere. 
You’ve got to follow up.

Gilbert DeClercq, M.Photog.

After you are set up and prepared for busi­
ness, one of the first essentials is customers. 
One way to find customers is to call on pros­
pects personally. This can be very time con­
suming and restrict time left for production.

Another method of reaching prospects is by 
advertising. In advertising there arc a number 
of media for getting your message to your 
prospects. Among these are newspapers, maga­
zines, other publications, radio, television, bill­
boards, displays and signs. These media have 
such a wide general distribution that they arc 
apt to be rather expensive. The cost is gen­
erally exorbitant considering the limited per­
cent of the readers or listeners who would 
actually be good prospects for photography.

Since the number of prospects for our serv­
ices is more or less limited it would be more
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effective and economical to use a media which 
is specifically directed to a particular group, or 
a selected list of prospects. In some cases a 
trade journal might he an answer.

For a number of years we have been using 
direct mail advertising which we have found to 
be relatively economical and somewhat effect­
ive. When using a carefully selected list of 
prospects and customers we can beam our 
message directly and exclusively to those per­
sons who should be good prospects for our 
services. Moreover, direct mail has a much 
better chance of being noticed and read than 
other media where so many advertisers are 
competing for the attention of the reader.

Don’t get the impression that direct mail or 
any other form of advertising will necessarily 
bring immediate or substantial response. Much 
is dependent on a number of factors which 
should be considered in planning any advertis­
ing campaign.

First, we must get the attention of the read­
er by arousing his interest. Your reader, like 
everyone else, is primarily interested in him­
self, in his own welfare. Therefore, our appeal 
must be directed along this line. Our reader 
has little or no interest in our wishes or services 
unless we make it very evident to him that 
we are actually going to help him improve his 
circumstances. Moreover, our appeal is much 
more effective if we appeal to his emotions 
rather than to an intellectual explanation.

Unless we arouse the immediate interest of 
our reader there is little chance that he will 
even bother to read our message. Therefore, 
some catchy headline, caption, or illustration 
should be used to get the immediate attention 
to arouse interest in reading further. We have 
found photographic postcards an excellent form 
of presentation which is especially appropriate 
for commercial photography since this is some­
thing we can produce in our own studio, and it 
is actually a sample of our workmanship.

M onthly Letters
In our last Business Management Seminar 

I was particularly interested in learning about 
the series of monthly letters that Art Pohlman 
of Milwaukee uses for direct mail advertising, 
and decided to try to use some letters rather 
than postcards. This can be handled efficiently 
by a letter shop with addressograph plates for 
our entire mailing list. It saves the time you 
would otherwise spend in production of post­
cards and addressing and stamping them. For 
a special message printed on your envelopes 
arrangements can be made with the post office 
and payment of a $20 annual fee to send out 
bulk mail at only 2c per piece in lots of 200 
or more for mailing.

Art Fold man's letters are handled very clev­
erly by his advertising agency. Each letter be­
gins with a rambling, humorous line of chatter 
which eventually leads to the advantages of 
calling Art Pohlman. He also encloses a re­
print of a full-page ad, with large illustration 
and brief copy of the studio's services which 
gets in the Pohlman story even if the reader 
doesn’t take time to read the letter. His letters 
are always sent by first class mail and 1 expect 
are well received by the majority on his mailing 
list. Some advertisers feel that the extra ex­
pense of first class mail is justified because of 
the increased likelihood of its being opened. 
With bulk mail, an advantage can be gained 
by printing some catchy phrase or illustration 
on the envelope to arouse curiosity and interest.

Thus in any advertising we must first gain the 
attention of the reader.

The second problem is to put your idea 
across to make your reader see it as you see 
it. A suitable photograph can help you tell your 
story. Here is your opportunity to use some 
creative thinking and ideas that you have 
gained from the discussions and illustrative 
photography here at this Business Seminar.

Benefits to Reader
In the third place, for effective advertising 

we must create a desire by the reader for our 
services in terms of the benefits to him. If we 
can site examples of how our services are help­
ing others, especially someone who is prom­
inent and well-known to many of our pros­
pects this proof is very' helpful in convincing 
the prospect. At this point your reader may be 
interested in your proposition and convinced 
that it might be a good idea to call you some 
day, if he doesn't forget about you in the 
meantime. Thus, if you can put in a hook and 
get immediate action you have a better chance 
of catching your prospect before he gets away.

There are numerous possibilities to show the 
advantage to your prospect in acting now — to 
get in before price increase, to allow time to 
meet a deadline, to seasonal conditions which 
might produce more favorable results now. 
Here again, with creative thinking you should 
be able to find some logical reason why it is to 
the advantage of your prospect to call you now.

Finally, your prospect needs a gentle push 
into action. Be sure to tell him to call your 
phone number or send in the reply card with 
postage paid, or to actually answer your of­
fer in whatever way you feel is most suitable.

More is involved than the mere inclusion of 
these direct factors. Your message must be sin­
cere, easily understood and appeal to the emo­
tions. No one can accurately predict the ef­
fectiveness of any advertising. If you have an 
advertising agency help you, your chances of 
getting good results can be substantially im­
proved. It is up to you to decide how many 
prospects you can manage on your mailing list 
in the form of a mailing most practical and ex­
pedient to fit your situation in the time you’ve 
got to devote to it.

Eric M. Sanford, M.Photog.

I would say one of the most important 
points in promotion is exploratory photogra­
phy. As an example, several weeks ago, we had 
a job strictly on the basis of showing the client 
what we can do. We found this an extremely 
successful way of selling. It may be the product 
of the prospective client or it may not be, that 
is perfectly alright. But show them the quality, 
the type of job you have been doing.

The second thing we found extremely suc­
cessful was the use of the Polaroid back on the 
camera by taking photographs on a speculative 
basis, of the product on the location of a pros­
pective client. It is an inexpensive way and a 
very practical way of showing what can be done. 
The photograph itself is of little or no use to 
the prospect so therefore we don't worry that 
they will use it. We let them have it and we 
found it a very good way of promoting addi­
tional work.

We send out practically monthly reprints 
of photography which has been published, 
either commercial or scenic photographs on cal­

endars and we have a little stock label which 
we put on saying, "This is another Sanford 
photograph.’’ By repeating this and sending 
something out every month we keep our name 
well in front of our clients and prospective 
clients.

We found that we get most valuable publici­
ty to the newspapers. Some of you might recall 
seeing in the National Photographer where we 
had a case where we took a photograph for 
the newspaper of a football team. The news­
paper sent their own photographer showing 
us photographing the team for the newspaper 
and they published the picture. This is a good 
sign of public relations which I find is very 
good advertising.

We send out "We haven’t heard from you” 
letters. If we don't hear from one of our clients 
for a month or two we send him a letter saying 
it has been so long and we haven't done a new 
job, etc.

Stock Post Cards
We send out a lot of stock material which is 

available but inexpensive and I think Gil De- 
Clercq mentioned postcards, having certain 
stock forms and just put your name on. It’s just 
a mailing piece, it shows that you do color, that 
your client should come to you if he needs 
any work. They are usually very inexpensive. I 
don't know what the concerns charge, but I 
think it’s about a penny apiece. The printer’s 
name appears on it too so, no competition to 
you, because he might get the printing job.

We send out a lot of direct mail including 
a card file headed "Commercial Photography,” 
our name, the address, and phone number, and 
we explain in our letter, "Attached is a card 
file which will fit in your extended file for 
future reference." We find that most prospects 
do keep it because it fits right in their file 
under the heading of Commercial Photography.

We send out congratulatory letters to new 
managers, to a new industry, and try to make 
contact that way.

One of the most important things is person­
al contact which has been mentioned before. 
Talk photography, talk color, talk reprints, 
talk new equipment, talk new developments, 
which means keeping your name before both 
customers and friends. We talk continually 
about color photography, about the development 
of color photography, of course on their level. 
If we know they have just a little snapshot 
camera, we ask them if they have taken any 
photographs lately, what film their wife uses, 
and things like this, but we talk photography 
continually.

When we are on a job we talk about our 
equipment, again on the level of our client. 
We tell them we have just bought a new piece 
of equipment and a lot of business people are 
quite interested in what things cost. It helps 
our level as professionals if we tell them that 
we just spent $1,100 for this, or $300 for a 
new lens.

We talk about new developments in photog­
raphy, let’s say there was a write-up in Time 
magazine, or in a local paper, something pho­
tographic, or let’s say a new satellite that pho­
tographs.

Here’s something that has really given us 
a lot of business. After every job I will ask 
the individual who ordered the job, "How 
many prints do you want?” I would honestly 
say that in 99% of the cases the client will or­
der right then a number of reprints and prob-
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ably a larger number than he would think 
about at some other time. Even the smallest 
job will mean they will order three prints, 
they might want one on file, one for the news­
paper, and one to send to so-and-so. If you 
use this system, and we have used it for many 
years, you will find that you always walk out 
with a few' extra dollars in your pocket.

As has been said, television is actually pho­
tography. We are not only in the same field, 
but we are so closely allied that W 'e  are almost 
inseparable. 1 threw away any speech that I 
might have prepared this morning because 1 
disagree so heartily with everything that every­
one else has said. In my job as director of ad­
vertising for Channel 5 I use all advertising 
media. I use everything that they have men­
tioned and I was hopeful this morning that they 
might mention something that I hadn't heard 
of, that I might start using beginning Monday 
morning.

The strongest thing that I can say to you is 
get professional advice. Get someone to do 
this for you. Don't try to do it yourself. You 
are photographers. You are not advertising 
people. You are not merchandising people. 
You are not sales promotion people. You are 
not public relations people. Get someone who is 
a professional in that field to do the work for 
you the same way you go to a doctor or go to a 
lawyer. I can't say that strongly enough to you.

Television is the sight, sound and motion 
medium. It embodies all three of those charac­
teristics and it can be put to work for you, 
whatever your field, whether you are a com­
mercial photographer who specializes in indus­
trial work or whether you have a studio where 
you have industrial, some commercial, some 
portrait w'ork, television can do a job for you 
and it can go to work for you as your sales­
man. All broadcasting can serve very effec­
tively for any photographer as the mainstay of 
his advertising effort, because of the fact that 
it reaches so many people. So many thousands 
of people for such a low cost per thousand.

1 don't want to talk against any other medi­
um of advertising, because in my job I have to 
use them all. 1 buy all advertising media to 
advertise my television station as though I 
were an advertising agent working for an ac­
count. 1 must evaluate all media on the basis 
of how it is going to sell my product to my 
public and also and coincidentally and a little 
closer to the topic for the morning, how it is 
going to effectively create for my television sta­
tion this corporate image — the same as the 
corporate image that you want to have for your 
studio.

Success Stories
For television and for radio, both AM and 

FM, there are numerous, literally thousands 
of success stories from all over the country 
which are available from the Television Bureau 
of Advertising and the Radio Advertising Bu­
reau which will document for you the effec­
tive use that photographic studios, photogra­
phers have made of the broadcast media.

Costs of the broadcast media are not high 
There was the word exorbitant this morning, 
but just for fun before I came into the room 
this morning 1 sat down with a slide rule and 
took Rudy's town, took the station, WMBQ in

Chicago. From 10:30 at night to 11:30 at night 
you can buy a one-minute announcement on 
that station for $500. This announcement 
will reach 2y2 million homes. That works out 
to a cost per thousand viewers of about $1.42. 
Match that against any other medium. $1.42 per 
thousand.

Obviously if you are trying to reach the 
men who are buying photography of a jet 
turbine engine you are not going to broadcast 
your shots. You are going to have to use rifle 
shots obviously. The best method to do that is 
to find out who they are and go call on them 
personally and make your sales approach to 
them directly face to face, with no more than 
three or four feet between you.

I want to touch briefly on one thing that 
I’m privileged to work with, and that is video 
tape. For television people, tape is not only 
instantaneous but it is perfect. When you put 
it on the air you can t tell the difference in 
quality between a tape and a live presentation. 
The tape for us here in Rochester is a fascinat­
ing thing because it enables us to go directly 
into a merchant's store, tape a commercial, 
take it on the spot and then play it back in­
stantly. Thirty seconds after the tape is made 
it can be on the air, it's that fast. If you have 
a fire — we hope it doesn’t happen — in case 
your place should catch fire, we can have our 
remote equipment there in six minutes and 
be on the air in about 8V2 with tape recordings.

Lewis M. Glassner

I have always had the feeling that public 
relations, advertising, sales promotion - all 
have a vital role to play in the business manage­
ment of an organization whether it's a photo­
graphic studio, any of its branches, or any other 
branch of endeavor. I think that's been pretty 
well proved. Running through these three days 
of the seminars there have been some key 
words and I just want to refresh you and per­
haps urge you to take these words back with 
you.

One of them is creativity. You've heard this 
word creativity and I assure you you would 
not be in the photographic profession were you 
not creative people.

Another word is this intangible that we all 
love, we can't buy it, we admire and respect 
it, we try and engender it in others, we arc 
seeking it as a will of the wisp, but it's there 
under our noses all the time, and that's the key 
word — enthusiasm.

Anther key word or really group of words 
is the advice that some of your panelists have 
given you today, and that started out in our 
first business panel session — retaining profes­
sional counsel. First comes the recognition that 
you require, expert help and advice on your 
problems, in your programming, and then the 
final key words are the follow through.

I must tell you from my own experience and 
those of others within our field and these 
related fields that we heard from today that no 
advertising, sales promotion, publicity, public 
relations program can long sustain itself or in 
any way be successful if it is not fundamentally 
backed up by and used in conjunction with a 
selling program. Like Hal Campbell, whether 
he goes out making deliveries, he is still 
making sales. Customer contact is a sales con­
tact in every sense.

As Rudy said, if you are going to hire pro­

fessional salesmen to sell your bill of goods, 
the selling is what culminates the sale. Adver­
tising, the sales promotion, are only the soft­
ener-uppers, and I urge you, as I have on other 
occasions, to go back into your studios, under­
take a program that you yourself can build.

Perhaps you can start off on a modest basis 
with some professional advice and counsel but 
plan to keep it and keep following through. 
Don't take it up like a new toy and discard 
it. Don't be discouraged if there are failures.

For example, here’s W alts statement that 
for only $1.42 you can reach a thousand lis­
teners in your area in Chicago, and of course 
that's $500 for one minute and this may be 
beyond your immediate scope. But if $500 
will buy that kind of an audience perhaps you 
ought to try $500, maybe five times in that 
week and then maybe for 13 weeks until your 
saturation point has been reached, and then en­
large upon the program.

So I say whether you use the tools that have 
been mentioned and brought to your attention 
today or whether you use what you’ve got, but 
haven't applied in terms of time and personnel, 
go back and start up that wheel with enthusi­
asm, with creative thinking, with all of the tools 
that have been given to you here at the Sem­
inar and let's go out and make sales.

Wm. W. Carrier, Jr., M.Photog.

There is one thing that I would like to 
bring out and that is this: We have changed 
the pace of our organization, there's been a 
gradual change over a period of years. The 
concept was there to begin with. We started 
creating a type of image when we went into 
business.

Our original space is still with us anti it has 
been expanded and up-graded, and gradually 
evolved itself into the API Company rathet than 
an individual, so that any person working with 
me or in our organization is representing AIM 
for which I am responsible.

My boys do not have the responsibility of the 
work itself. 1, as the head of API hold the sole 
responsibility for the quality of that work. Very 
briefly, we have on the front of the building, 

API Photographers.'' In up-grading this type 
of face we have put to the side of our build­
ings the insignia of the three professional or­
ganizations, state local and national in four- 
foot boards, indicating that we are members 
of professional organizations, which by the 
same premise helps us acquire status.

We have established a point of identity to 
our place of business through a color and that 
color, and that door that format is carried 
into our cards, our stationery, and all the way 
through our invoices, etc.

This doesn't come about over night. It's 
a thing that develops, progresses, and evolves. 
Advertising as such is not promotional, be­
cause we don't have specials, we don't do any­
thing of that nature, such as portrait people 
do. On occasion they will run specials for cer­
tain things, but our prices are the same to all 
customers. We have the same piece of paper 
that the man down the street has; we are not 
selling promotionally but we are selling insti­
tutionally. That's the reason the corporate 
image has become known.

In the last couple of years we are evidently 
on the right road, to create this image of re­
spectability, and of dependability. A
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BUSINESS PROBLEMS OF THE PHOTOGRAPHIC STUDIO
(K. W. Petrole, Jr., Standard Studios, 540 N. Michigan Ave., Chicago 11, 111. (M oderator); 
I.ee Jay Geismar, Lee Jay Geismar Agency, Inc., 538 Sibley Tower Bldg., Rochester 4, N. Y.; 
Joseph M. Hoffman, U. S. Internal Revenue Service, Rochester, N. Y.; Harold R. Siegel, State 
of New York Department of Labor, 155 Main Street W., Rochester, N. Y.; Milton Stewart, 
Small Business Administration, 57 Lennox Ave., Albany, N. Y .; George R. Williams, Strang 

Wright, Combs, Wiser & Shaw, 800 Powers Bldg., Rochester, N. Y.)

Petrole: In a small organization employing 
a few people, say five or less, is it possible to 
have a reasonable system of cost accounting?

Posner: I am one of the CPAs that does not 
believe in intricate or complicated records. I 
think they are unnecessary and not justified 
when it comes to a small business that cannot 
afford it. It is very nice to have good records. 
The question is, can the business pay for good 
records ?

Every additional form of journal or journal 
ledger that is required under an accounting 
system costs a sum of money. It seems to me 
that you would have to justify the additional 
cost of providing complex cost records in some 
manner that would allow you to make a great­
er net profit.

If some moderate type of cost record could 
be adapted to your present system without the 
expenditure of additional funds for bookkeep­
ing service or for accounting service, then I 
think perhaps there might be a justification to 
this additional service that would be provided 
for you.

If you have a full time bookkeeper who 
perhaps is not busy the whole day and your 
('PA could fit in some moderate if not simple 
type of cost record then I certainly think that 
it would be justified. Basically the cost of the 
additional service is not too great.

Your problem is no different than in any 
other industry or commercial enterprise. This 
is usually the first question that is asked on 
any panel that I have ever been on. The pro­
prietor, partner, the corporate officer is always 
concerned that Ik - is not getting enough infor­
mation: What about my costs? How can I 
control these? And I think that it is well that 
you are thinking about this, but I certainly 
don’t think that it’s justified to go out and 
say to your accountant, "Give me a cost sys­
tem," unless you know beforehand that you’re 
going to be able to do something with them to 
provide a greater gross profit, because you can 
have all the figures in the world but they are 
not going to do any good unless the end result, 
that bottom figure, is increased to compensate 
for your expenditure.

Small Business Administration Aids
Here is a question for Mr. Stewart: Can you 

give us any information on the aids that may be 
available from the Small Business Administra­
tion in helping the average photographer?

Stewart This is a relatively new program 
and there isn’t a great deal of understanding 
about it. It began in World War II when for 
military production reasons there was estab­
lished a smaller war plants corporation to see 
to it that small manufacturers were used in 
the defense effort when we needed them badly. 
As with so many other things, as soon as the 
war was over, we all forgot about it and they 
just scrapped it. Then the Korean War came 
along and again they found a need for the 
small manufacturer and they set up a second 
agency called Small Defense Plants Admini­
stration. At the end of the Korean War, the 
general feeling was that perhaps this time in­

stead of just forgetting about it an effort 
should be made to make it permanent and 
perhaps the Government had an important role 
to play with respect to small business in 
peace time and as a result of that there was 
established in 1953 the Small Business Ad­
ministration.

This is not a handout program. You just 
don’t go around and get money and there are 
things which are of great potential importance 
to you and to the survival and growth of 
small business generally. Whether it means 
anything to you individually, is something of 
course that only you and your lawyer and your 
accountant, with the help of the local Small 
Businesss Administration and your bank can 
tell.

In general here is what we are set up to do 
for people in service and retail trades. We 
have a program of loans. Congress set up a 
revolving fund w’hich permits it to loan mon­
ey to small businesses defined in the law. 
Basically, there are two types of loans: par­
ticipation and direct. SBA will either lend 
you money directly at an interest rate set at 
5!/2% or it will join with your bank in a 
limited participation loan whereby it will 
charge you 51/2% for part of the money that is 
borrowed and your bank will charge you what­
ever is the going rate for your credit standing 
in your community for the rest of it. This has 
a clear economic advantage for you because 
this interest rate is generally better than what 
is available for small business.

To get this kind of loan, you have to be 
obviously a reasonable credit risk. The revolv­
ing fund as it is set up has about a half billion 
dollars in it, but they don’t pass it out very 
easily, nevertheless they are not in business to 
lose money. The general trust of the agency 
has been more and more in the helping people 
of your general size. It started out of course, 
with manufacturing establishments which have 
plants that can be mortgaged and put up as 
security and stayed away from personal service 
businesses. It has been moving in your direction 
and I have just been looking at the kinds of 
loans they have made, while I don’t see any 
photography studios right off-hand, there are 
things very much like photographic studios.

The range of the loans is anywhere from 
S i500 to several hundred thousand dollars. I 
think their outside limit is $250,000. In terms 
of time on the limited participation loans 
w ith your bank I’d say they run for five years. 
On the loans that they make themselves they 
run to ten years.

In addition to these two loans, there is a 
new program which will take a little time to 
get going and which we all have a lot of hope 
for which will work through privately estab­
lished but governmentally licensed investment 
companies, called Small Business Investment 
companies. When they are in business they’ 
will be in the position to provide not just 
loans, but equity capital on a long term basis 
and they will actually, if you are incorporated, 
be free to work out an arrangement with you, 
where they can take some stock in your busi­

ness, including quite small businesses. These 
are all somewhat experimental programs and 
no one can give you many answers about your 
own business except the agency in your area, 
but they are very decent fellows and they will 
help you all they can. Probably the best way 
is to talk to your own bank first and tell them 
you may be interested in this kind of loan 
and let them get you the information.

M anagement Publications
One other program is a system for provid­

ing information about management services to 
small business by publishing several series of 
management and technical publications w'hich 
are available from SBA Field Offices.

The Small Business Administration is an 
agency you ought to know about, you ought to 
know where the nearest Field Office is, w’ho 
runs it, you ought to talk over with your bank 
whether there is any possible use that it could 
be to you with your own credit problems. 
Small Business Administration has several re­
gional offices and a lot of district ones. If you 
call any Federal Government agency and ask 
them where the nearest Small Business Ad­
ministration office is, I’m sure they will be 
glad to tell you.

Question: Is it compulsory to be incorpo­
rated in order to obtain an SBA loan?

Stewart : No, it is not. They will make loans 
to individual ownership or partnerships.

Question: Is the Small Business Administra­
tion set up to make real estate or construction 
loans ?

Stewart: My offhand answer (and I don’t 
like to give offhand answers) is that they can 
and do make real estate and construction loans 
within certain restrictions that they set up. For 
example, if you wanted to borrow money to 
move or open a branch in a distressed area 
economically, they would not loan you money. 
It’s against their policies as well as just not 
good business sense.

Child Labor Laws
Afr. Petrole: The question addressed to Mr. 

Siegel is if he can enlighten us on labor laws, 
child labor laws specifically, in regard to pho­
tographic models.

Siegel: The laws regarding the employment 
of minors in the state begin with age 12, or a 
child can go to work on a farm for his parents, 
but in order to go to work in a mercantile 
establishment, he would have to be 14 years 
of age and couldn't work after six o’clock un­
less some special arrangements were made with 
the community.

The enforcement of the law’s beginning with 
12 years of age, however, goes into the state 
department of labor.

The length of time the child is employed 
has no bearing on this. It’s the relationship 
that we are interested in. This child is per­
forming a service whether for a minute or 
three hours, it doesn’t make any difference. If a 
child is 14 years of age and over, there is no 
problem because of the matter of schools is­
suing a work permit which we recognize and 
we control. Anything under that age limit is 
not in the labor department, it's something 
that is enforced by the community in which 
you reside. In New’ York State it’s the mayor 
and the Society for the Prevention of Cruelty to 
Children, where there is such a society. In the 
absence of this type of machinery, assuming 
there is no mayor and there is no Society, then
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the State Labor Department will bring in some 
safeguards which will satisfy the educational 
authorities in the community.

It's a very informal arrangement though 
somewhat complicated. We have got to see to 
it that the child is not exposed to improper 
surroundings and that the hours are not un­
reasonable and that if there is compensation, 
that the compensation be given over to a guar­
dian or parent rather than to the child himself.

The thing to guard against, however, is in­
discriminate use of the services of children, 
not because we are around and we are going 
to catch you, what's more important is that 
there is a compensation angle. If a child is 
hurt while doing that work, without the safe­
guards and without official permission, you 
are running into the possibility of a double 
compensation award which sometimes can be 
very costly to you.

W orkm en’s Compensation
Petrole: I wonder if Mr. Geismar might be 

able to give us some information as to what 
may happen as to workmen's compensation 
rates, by employing a child with this double 
jeopardy factor hanging over our heads.

Geismar: You run into very definite prob­
lems. For example, we had quite a serious 
problem at a country club, where apparently 
the caddymaster was desperate for caddies and 
hired a youngster under 14 and he was hit in 
the eye with a golf ball.

As far as the rates for compensation for 
minors is concerned the rate w'ould go by the 
class of work in which it would fall, so I 
think your big problem very definitely would 
be the fact that a carrier wouldn’t particularly 
relish the underwriting of such a risk, if they 
knew' what existed, because you have in your 
standard workmen’s compensation policy also 
employer’s liability and so they have a shot 
there to pay the compensation and anything 
over it.

Although I would prefer not to discuss the 
insurance angle piecemeal, it is always advis­
able whenever possible to carry your work­
men's compensation and your public liability 
with the same company. This can save you 
some problems, when there is a possibility of 
whether it's compensation or liability and these 
things come up from time to time.

Question: If my compensation will cover 
half of it will my public liability cover the 
other half?

Geismar: No, if this is a compensable case, 
definitely proved that this child is on your 
payroll.

Question: This is along the same line. I 
think that we might consider models as offer­
ing professional services to us, now that w'ould 
be a connotation that would take it out of new 
employees and make it a professional service.

Geismar: You mean that you would place 
them in the category of an independent con­
tractor. There again you can run into a great 
deal of difficulty.

Model Agency Responsibility
Question: If you hire through a model 

agency, are you then liable under the law of 
workmen s compensation if an accident hap­
pens in your studio, to a minor or an adult?

Geismar: If you are employing anybody on 
contract basis, which undoubtedly you are, you 
are not required to do anything, as a matter of 
fact. She’s not your employee, you're just buy­
ing her services through her employer. We have

an agency here in Rochester called Manpower, 
Inc. They will send you any kind of person 
you want. You're not employing this person 
as an employer-employee relationship and there­
fore you are exempt. However, if someone walks 
in and begins to model for you there is no 
question that this person is actually working 
for you. Whether you put her in your payroll 
record or not, it makes no difference. It’s not 
how' you account for her employment, it’s what 
she actually does and what the relationship is 
that controls the kind of responsibility you have 
toward her.

Question: Why would a model be in a dif­
ferent category suddenly because she’s standing 
in front of a camera, from a girl who is hired 
to sit behind your desk doing secretarial work?

Geismar: Let s go back to the intent of the 
lawr. The intent here is that anybody w-orking 
for someone else must have protection against 
physical hazards of the job. If this person is 
w'orking for you directly then you supply the 
protection, if she is working for you indirectly, 
she is actually an employee of the agency, the 
agency is furnishing her with all the protection 
that she needs and therefore you are absolved 
of the need to protect her any further.

Question: What w'ould the status be if you 
assumed in hiring from an agency, that the 
models w'ere taking out workmen's compensa­
tion and Social Security and they might not be, 
then does it revert to you? Are you responsible?

Geismar; I think you start out w'ith the 
premise that since you are buying services from 
another employer, you have no further respon­
sibility. However, in the event that this em­
ployee is hurt and we later find out that her 
employer never did give her the thorough pro­
tection as required by law, I would assume 
that in a lawsuit you would be tied in as a 
defendant. I think we should have an opinion 
from counsel on this to find out whether or 
not there is actually an agency relationship in­
volved here.

Williams: I think there is some confusion 
arising because the first thing that you have to 
determine is what is the relationship of the 
person with the agency. Frequently modeling 
agencies are just em p lo y m en t agencies and 
while you pay the model agency, that is merely 
to make sure that they get their commission. 
But then we have this Manpower where they 
are employees of that organization supplying 
you with services. That is a new concept which 
has arisen since the war, but I think the burden 
is on you to find out what that relationship is 
and I wouldn't just say, "Well, because I got 
somebody from an agency I don't have to worry 
about any of the responsibilities of the child 
labor law or workmen’s compensation law, be­
cause if it came to court, you are going to be 
stuck.

Public Liability
Question: I thought every business had lia­

bility insurance, in case an accident happened,
I thought liability insurance took care of this.

Geismar: You are probably just a little bit 
confused between the two coverages, workmen’s 
compensation and public liability. Workmen's 
compensation is statutory', required by law. 
And then of course you carry public liability, 
which protects you basically against any suits 
or actions which can be brought against you 
for various reasons.

Question: Regardless of where the model 
comes from?

Geismar: Well, there is a difference if you 
don’t get her through this agency which tells 
you that as part of their agency service, these 
people are on their payroll and not on your 
payroll, your public liability will step in and 
take care of it.

Question: That's for your insurance com­
pany to determine, isn't it?

Geismar: Yes. But basically there is a dif­
ference between the two, but sometimes it can 
be a hairline case and that’s why 1 say it 
would be smart for you fellows to carry your 
compensation and liability with the same car­
rier, so one won t say this is liability and the 
other, this is compensation and you end up 
like most of these intersection accidents.

Question: Is there such a thing as getting 
compensation whereby itinerants could be cov­
ered, merely calling your company up and say­
ing, I have a model coming in and 1 want her 
covered for the day?

Geismar: Compensation polity is usually 
written on an annual basis subject to audit, in 
other words, you carry it or you don't carry it. 
If you carry it you're charged a deposit premi­
um or a minimum premium — whatever the 
exposure may be — and then at the end of the 
year, you pay for what you use plus the cost.

Corporation vs. Individual Proprietor
Petrole: As I understand it, in recent years 

individual proprietors or partnerships have 
been allowed the alternative method of filing 
income tax returns as a corporation or in such 
a way so as to get some of the benefits of a 
corporation, while retaining certain of the 
benefits and privileges of tiie individual pro­
prietor. This opens many tax variations, as 1 
understand it and I would like to know what 
the present status of this is from both Unde 
Sam’s point of view and from the accountant s 
point of view.

Hofmann: From my own experience here in 
the Rochester area which covers an area all the 
way to Pennsylvania, I've only had experience 
where there has been one taxpayer who elected 
to be taxed as a corporation, so apparently the 
CPAs or accountants don't see any benefit and 
I personally would hesitate to recommend it.

Posner: The disadvantages far outweigh the 
advantages at the moment that’s when the 
individual takes advantage of the corporation. 
What about vice versa where the corporation 
takes advantage of partnerships? This then 
puts the partners in the position of having to 
pick up the income from the corporation on 
their individual income tax returns. Many times 
the corporations show a profit which is re­
flected in inventory and accounts receivable 
and is not available for distribution to the in­
dividual stockholders, therefore they would be 
in a position of paying a tax on the profits of 
a corporation, at the same time not receiving 
the remuneration with which to pay their 
personal income tax.

Petrole: What are the advantages and dis­
advantages of the corporation vs. the partner­
ship operation ?

Williams: Just to review them for you very 
briefly, you realize that a sole proprietorship 
has unlimited liability. He's liable for all the 
assets he owns. If there are legal actions that 
come up that he has not insured against, he 
can be sued and a judgment taken on a per­
sonal basis. A corporation, we all know, is 
an entity in itself. The corporation's liability is 
limited to whatever that corporation is worth.
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From that point of view, if there is an ele­
ment of liability or a business risk in the field 
that you are going into perhaps a corporate 
set-up is desirable. Then you get off in the 
realm of taxes and of course many of these 
distinctions have been changed, where an in­
dividual can elect to be either taxed as a cor­
poration or vice versa, but I think you have to 
determine first the nature of the business that 
you're going into and then weigh the rest and 
decide do you want to avoid a personal lia­
bility on that basis or not. That’s the one big 
reason for incorporating.

Homework Laws
Petrole: I have a question about retouching 

negatives in the home in the state of New York. 
1 understand that the people who do it may be 
in violation of the industrial homework laws. 
Would that apply to someone who is working 
for you in the studio during the day and takes 
the work home to do it?

Siegel 1 would say yes. Anybody who works 
in your studio during the day cannot work in 
his home on your material at night. That's 
what they call homework. It doesn’t matter 
how you pay him. If he is working on your ma­
terial at home and he is one of your regular 
employees, then you are in violation of the 
homework laws. Now I don’t know whether 
you people are involved here, but we have a 
number of studios here in Rochester who were 
in the past in violation of the homework laws, 
we gradually got them to come into compliance.

Question: What is the reason for this home­
work law?

Siegel: This isn't confined just to photo­
graphic studios, this is industrial homework, 
all kinds of work that is being done at home. 
There are people who are either invalids- they 
can’t go to work in a regular place of business 
— or they are caring for people who are inva­
lids and for that reason they cannot go to work. 
In order to provide them with some gainful 
employment we have a system of regulations 
which allows us to permit people to work at 
home.

There is a general prohibition against work­
ing at home. There are health laws involved. 
There are some aspects of labor law. People 
who work at home generally do not have the 
safeguards as people who work in factories or 
in stores have. We have a work force which 
time to time makes inspections in the home to 
see to it that these people are working under 
conditions which are acceptable.

There are certain exemptions in this home­
work law, people who are working in heavy 
oils for example, or working with air brushes, 
where the rate of compensation is so high that 
they do not interfere with the employment op­
portunities of people who have to go to work 
in regular places of business. They don’t really 
interfere with the labor market so to speak, but 
people who work on normal retouching, if they 
do work at home, must be working under a 
system of licenses w^uch we issue, and we 
don’t issue a license unless we are satisfied that 
certain requirements have been met and this is 
an old established law. It isn't anything new.

Indejsendent Contractor
Question Would this retouching situation 

apply equally to the retoucher who works as an 
independent contractor for any number of stu­
dios, where they do this on a contract rate? 
Home is their place of business, they are not on 
our payroll.

Siegel: The homework law' says that you 
cannot have a place of business at home. If 
you conduct a place of business it must be a 
regular place of business away from home. A 
person like you are speaking of is under regu­
lations of the State Department of Labor. He 
may be working for one or more photography 
studios, but still he should have the protection 
of the various sections of the law, workmen’s 
compensation, health laws, etc. It’s only when 
a man is so engaged away from his home that 
the labor department is not concerned.

Question: Does this apply even if the person 
is in his own business?

Siegel: That’s right, there is no such thing 
as legally working in your home, at least in 
this kind of business. The homework laws are 
restricted to certain types of operations. For 
example, a letter shop — a woman can do all 
the typing she wants at home for anybody and 
it’s not considered a violation of the homework 
law', but industrial homework, such as retouch­
ing negatives or sewing or doing light manu­
facturing or assembly work — this is called 
industrial homework and therefore is covered 
by law.

Question: Does this law' apply in states 
other than New' York that you know of?

Siegel: Not that I know' of.
Petrole: I think the moral of this story is 

that if you are operating out of your home you 
should look into the industrial homework law's 
of your particular state.

Depreciation Allowances
I would like to direct this question to the 

CPA and the internal revenue man about the 
subject of depreciation, automobiles, etc., what 
it is, what it does, etc.

Posner: Naturally, one attempts to minimize 
his tax problem as far as possible and I think 
this is definitely indicated. Depreciation, of 
course, is a postponement of the final tax. 
Sometimes it’s good to take large depreciations 
or hasten the depreciation in the early years, on 
the other hand sometimes we find that our 
profits increase to a point in the latter years 
that we would have been smarter if w'e had 
withheld our depreciation allowances until that 
time. I go under the assumption that it’s best 
to take the depreciation as fast as we can take 
it. There are any number of ways, straight line, 
declining balance, some of the digits, but sim­
ply my advice is to tell your CPA or account­
ant that you want as much depreciation as 
possible under the law. Automobiles, what are 
you allowing these days, Joe?

Hof nun n : That is a factual situation. It all 
depends on how long you use the automobile 
in vour business, what your experience is in 
trading it in, if you're going to keep it two 
tears, four years. You will find the Internal 
Revenue Service most reasonable. They won’t 
let you depreciate below' salvage, which is a 
new' factor that seems to have come into the 
law the last few years; acutally it’s been in the 
law' for years, but they have never pushed it. 
You can’t depreciate any asset below salvage 
value. If you buy a I960 Cadillac and run it 
three years, you can’t depreciate that fully in 
three years. You have to set up what that car 
is worth in three years and then depreciate 
it to that amount. The salvage is actually what 

your asset is worth at the end of the time that 
you are going to cease using it.

Of course, I might point out* that since June 
1958 there has been a little change in the law,

which would be of some help to anyone who is 
buying new equipment, provided the equipment 
is used for a period of at least six years. I 
imagine it would apply to cameras and what­
ever equipment you would use, probably not 
automobiles, because I doubt if you would use 
your automobile six years. But on any expendi­
ture of S 10,000 on an individual return, you 
can w'rite off immediately $2,000 the first 
year, whether you bought it in December or 
any month of the given year, you can w'rite off 
20% of the $10,000. Now, if it is a husband 
and wife partnership, for $20,000 worth of 
equipment, you can w'rite off 20% up to 
$4,000. That is an automatic w’rite off in the 
first year. You have your basis then for future 
depreciation.

Question: If I buy a piece of equipment for 
$100 or $25 does that have to be depreciated?

Hofmann: Actually, we keep it within rea­
son. Anything of a capital nature should be 
depreciated, if you think it’s going to last 
longer than a year. Depending on the size of 
your business, you can set up your own yard­
stick and I don’t think you would tangle with 
us, if you wanted to expense everything under 
S25. In fact there is one large company in this 
area that expenses everything under $2,000. 
We are in there every year picking up these 
automobiles and calculators. They claim that 
they don’t want to clutter up their accounting 
records.

Question: How' about if you have a station 
wagon that you use to go back and forth to 
w'ork w'ith.

Hofmann: That is still a factual situation — 
the percent of your car use being used for 
business — and the law does not permit com­
muting expense from home to the office. If 
you own two cars and leave one at the office 
for the exclusive use of the office personnel, 
and you’re not using it for going back and 
forth, that s 100% for business. If you're tak­
ing that car home, putting it in your garage 
and taking it back in the morning, there has 
got to be a percentage for personal use.

Question: Suppose you rent from a rental 
agency, can you charge the whole rent off?

Hofmann: Not the personal part.

Insurance Is Contract
Question: I would like to go back to your 

insurance and liability. I get the impression 
from hearing things here that if I pay a person 
to model for me, then that insurance doesn’t 
cover me, is that correct?

Geismar: Yes, that’s right. I can only speak 
for New York state, but just hiring this one 
model makes you subject to the workmen’s com­
pensation law’ of which carrying workmen's 
compensation insurance is statutory'. You w'ould 
have to, even though you had this person work 
only one hour a year for you.

Williams: You have to remember that all 
insurance is merely a form of a contract be­
tween you and the company that agrees, if 
you give them a premium, to pay you or some­
body else the money, in the event that certain 
things happen. Public liability policy says that 
in return for your premium the insurance com­
pany will pay up to a certain amount of money 
in the event certain designated things happen.

Question: There are various ways in which 
photographers charge for their services — on a 
per photograph basis, or an hourly rate. If I go 
into a factory to take industrial pictures and 
am charging a daily rate, why am I not an em-
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ployee of the company and subject to special 
withholding tax and all of that type of thing?

Williams: I think normally you are con­
sidered an independent contractor if this is 
strictly a casual thing. If you start doing this 
two or three days a week, week in and week- 
out, that relationship may change. It's hard to 
define when you flip over from an independ­
ent contractor to an employee. Basically I would 
say that you are an independent contractor.

Question: Rarely would you hire the same 
model twice, why is she not an independent 
contractor?

Williams: Most of these workmen's com­
pensation laws, you’ve got to remember, were 
designed to protect the unwary and the weak. 
In other words if the model does not have 
basically the protection that she should have, 
the society sets up workmen’s compensation 
rules. They feel that a man who is an inde­
pendent contractor has another different set of 
standards, but basically that is the distinction.

Liability W aiver
Question: When we go into a large client 

job and are requested to sign a waiver or a 
form waiving all liability in the event of any 
accidents or fatality, now how legal is this? 
Am I signing my rights away?

Williams: You’re signing this waiver, but 
does it waive their negligence? There have 
been cases both ways on this and I think if 
you were killed in a plant and you had signed 
a waiver 1 think the waiver probably could be 
beaten, if negligence could be proved.

Question: Could this same waiver, then, be 
made up by the photographer and presented 
to the model wrhen she appears on the job?

Williams: There are records on compensa­
tion insurance where someone would come up 
and you would think you were dealing with 
an independent contractor, but you're pretty 
smart and you say, "I am going to write a re­
lease or a waiver and you sign it,” and the 
person signs it and gets hurt. They bring it 
before the New' York State Compensation 
Board and they get paid. They claim that they 
are not independent contractors and that they 
secondly cannot w'aive their rights, I mean that 
it’s not legal, so it's a touchy thing. Somebody 
w'ants to come paint your house, the fellow 
next door says, " I’m on my vacation, I know 
you want it done. I’ll give you a good buy on 
it,” and you say "Gee, swell, but I’d like to 
have you sign a waiver that if you get hurt I 
won’t be liable.” You hire him, he gets hurt, 
you’re liable. The state laws are murder.

Insurance Program
Petrole: Possibly at this time it might be a 

good idea to ask Mr. Geismar if he could sug­
gest an insurance program for the studios, out­
line a general program.

Geismar: First of all I would suggest to 
you that you get the services of a local profes­
sional agent and I w'ould in most cases let him 
handle your whole account. You will find that 
overall that’s the smart thing to do.

As you may know', the general insurance 
business is broken up into various broad fields. 
We touched on workmen’s compensation, pub­
lic liability, automobile liability which would 
all go in under the heading of liability. Then 
you have the large area of fire and there are 
so many different forms of fire insurance. 
Your other area is that of so-called crime in­
surance. Depending on what type of operation

you have it is conceivable that you will want 
coverage in every one of these large areas of 
risk and every situation is a little different so 
that they all have to be surveyed from that 
standpoint.

Let’s take a commercial photographer who 
has his own location. He owns the building. 
Let’s say that he occupies part of it and rents 
part of it. He has two employees. What would 
be the type of insurance that you would want 
him to consider?

First of all, check the compensation law in 
your particular state. In the state of New York 
in this particular category which is ruled 
somewhat hazardous, one employee and you 
w'ould have to come under it. You could have 
an insurance office like w'e do and have two 
employees or three employees and not be sub­
ject to it, so you would have to check it.

Then you get into what I think is the most 
important single area and I’m sure Mr. W il­
liams w'ill agree with me and that is public 
liability, because the amount of loss that you 
can suffer is virtually unknown. It can ruin 
you and there are many cases on record where 
a businessman has been forced out of business 
because of a damaging liability suit which far 
exceeded any limits that he carried. It’s an un­
known hazard. You want to make sure you 
have decent public liability limits. You don’t 
have to go too high but make certain that you 
are only as liable as your assets. Don’t quibble 
about a few dollars in premium if you should 
have higher limits, get them.

Comprehensive Coverage
Next, I would, wherever possible, get what 

we call comprehensive coverage policies. In 
one contract you can get a great many cover­
ages. For example, I would write a compre­
hensive liability policy which would cover all 
your public liability operations at any of your 
locations. No matter where they may be you 
have a comprehensive feature which even cov­
ers the unknown hazard. Suppose suddenly 
something comes up and you do something un­
ordinary, but in the line of work it’s not an 
anticipated hazard, but that is covered. Then 
you have a couple of men working for you 
and they use your car or their own car in your 
business, you can also insure this so-called 
nonownership hazard in the one contract, sub­
ject to audit at the end of the year. You pay 
for what you use, the unknown hazard is cov­
ered, you’re covering even your own automo­
biles in the same contract. So I would go for 
comprehensive policy’ and liability and be sure 
you have good limits.

F ire— I would keep a very accurate inven­
tory of my goods so I would be in a position 
at any time, not only to make sure that I am 
carrying the proper amount of insurance on 
my contents but that I’m not a coinsure — be­
cause in many places your insurance on con­
tents is written with a coinsurance clause. 
Then again at the time of a loss you’re always 
in a very good position to substantiate values 
which is your responsibility as an insurer.

Then I very definitely believe that the small­
er businessmen should not exist without busi­
ness interruption insurance. Business interrup­
tion insurance is a fire coverage. Suppose you 
had a fire and you’re burned out. You have 
overhead, salaries, and it’s a very reasonable 
coverage if you investigate it, it’s only a frac­
tion of your 80% fire insurance rate, so I 
would definitely look into that.

You have this building and you have a 
couple of tenants, then the building goes; there 
is a possibility of loss of rental value, which 
is another fire coverage. Investigate that, again 
quite reasonable. Then of course there is 
sprinkler leakage and water damage and a 
million and one different things, but I am just 
going over what I think would probably be 
most apropos to a normal commercial photogra­
pher’s risk.

Property Floater
As far as you fellows are concerned you 

might need some kind of scheduled property 
floater covering your equipment. Rates on that 
are a little flexible depending on where you 
are located. Sometimes you can vie one com­
pany against another for better rates.

Some policies specify that they will cover 
against certain things. Some others will write 
all the risk which says we will cover these 
articles for all risks of physical damage ex­
cept— and then they will note the exclusions 
which are usually the common marine exclu­
sions of wear and tear or deterioration. Loss 
through nuclear fission is now in most of 
these policies, I hate to see it, it’s there. So 
you get proper coverage on your equipment no 
matter where you go. Then your other large 
area of risk, according to our trade journals, is 
the field of crime— losses through embezzle­
ment, through infidelity, exceed the fire losses. 
You may think, "It can’t happen to me." Now, 
I’m a very small operator, I had one girl in 
the office and I called up Mr. Posner one day 
and 1 said, "Gee Bill, I swear I think some­
thing has gone wrong here,” and he came in 
and found she had been nibbling at the cash 
up to about $500, even though she had been 
with me only four weeks. Fortunately, my in­
surance man made me have a bond, so it was 
covered, but I would say this, if you have a 
cash exposure, bonds are inexpensive.

If you run a little retail store you can get a 
very inexpensive policy that might cover your 
needs, called storekeeper's burglary and rob­
bery, you get pretty good coverage there. Be­
cause you can buy it in units up from $50 to 
$1,000, you have pretty good coverage, if you 
don’t leave the money on the premises, unless 
it's in a safe.

You will find a lot of small businessmen 
with a big lot of money on them. They take it 
home, it’s covered at home for being held-up 
or kidnapped. Kidnapped, that’s an interesting 
word. It means that suppose you lock up your 
store at night and you walk out and someone 
walks up to you with a threat of personal vio­
lence and asks you to come back in the store 
and open up the door. There has been no mark 
of forceful entry, it isn’t a burglary as such, 
you have been kidnapped. That s covered.

My business is basically general insurance, 
but please don’t overlook life insurance, fringe- 
benefit or group insurance areas, health and 
accident, hospitalization and that sort of thing. 
They can be important. You may have key em­
ployees, you may be interest'd in key man in­
surance on them. This basically is still the 
insurance business, but it is a specialized field.

Petrole: Businesswise, how much money
can you safely put into insurance? Like any­
thing else, you can go overboard and be in­
surance poor. Out of the dollars that you take 
in, how much should you figure that you can 
safely spend for insurance?

Geismar: I haven’t seen any studies on that
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because people ten years ago thought a lot dif­
ferently about insurance than they do today. 
It’s very difficult — I would like to say at 
least 10%.

Deductible Policy
Question. I have a question for Mr. Geis- 

mar. Our insurance agent in some of the fields 
that you were talking about, suggested that we 
take out a certain deductible floater policy. 
We found out that we could have considerable 
savings by taking either $25, $50 or $100 de­
ductible. What is your feeling on that?

Geismar: I have no quarrel with that, I 
usually let that decision be made by the in­
sured. The fact is that the trend in large busi­
ness today, is to buy insurance with large 
deductibles, which is an interesting thing. At 
any rate, 1 would go by what he said if you 
work it out together.

Wear and tear can only be applied to equip­
ment in your studio at less than fire insurance 
rates if it's in the neighborhood of $50,000 or 
over. It's scaled, the higher the value, the less 
you pay on it. It's true on your jewelry and 
furs, etc.

Question: Going back to a car, let's assume 
that you bought a car every year or every other 
year for business purpose only. Has there been 
any practice established or any figure which 
tells you if it is more economical for a small 
business to trade a car every two years or to 
take care of it and run it five years?

Posner: There are individuals who like to 
buy new cars every year and sometimes they 
are wise, but I look askance at this practice, 
but they use the tax gimmick as a reasoning 
why it is cheaper to buy a new car every year.

I think first of all every situation is an in­
dividual situation and it has to dictate the 
procedure that should be invoked. I think you 
have to sit down and see what tax bracket 
you're in. You have to see what kind of trade- 
in you can get on the car. In other words, 1 
don’t think you can be specific on a general 
question of this type. As far as my personal 
experience is concerned, I always seem to lose 
much more money than any tax advantage that 
I would gain, because with the trade-in values 
of the cars today, the way that they mark them 
up, you can't balance your tax advantage 
against your trade-in.

Question: My accountant told me that it 
would be better for me when 1 get a new car, 
to sell the old car, take a capital gain on it and 
start to depreciate the new car.

Posner: It's a practice that's invoked. All 
these are specific tax questions.

Geismar: If you’re taking a capital gain on 
the sale of a car that you personally used, it

It is encouraging in these days of very 
highly competitive conditions when the general 
attitude is "What is there in it for me?" — 
to meet with a group of persons who are 
actually interested in what the responsibilities 
to their communities may be, and to attempt 
to explore the areas in which they can serve, 
bach of us has several responsibilities. Man 
cannot live by bread alone or can any person

would seem to indicate that you're depreciating 
it too fast. In which case, then you would 
probably encounter difficulty.

Question: I would like to know how the 
labor department classifies the professional 
photographer under the laws of New' York 
State. It is my understanding that we are 
classified the same as manufacturers.

Siegel: I don't think the labor department 
classifies businesses as heavy or light manufac­
turing. It is either your factory or mercantile 
establishment or by some special name as in­
dicated in the laws, hotel or beauty shop. Pho­
tographers are not separately classified, w'e 
consider them to be mercantile establishments. 
You take an ordinary office where they just 
do typing, there might be a mimeograph ma­
chine there, that’s an office. As soon as you 
bring in any lithographic work or if you bring 
in a mechanical machine that's going to dupli­
cate or if you are going to do any kind of 
printing at all, that office becomes a factory. 
Much as the same way with a grocery store 
that is a mercantile establishment, but you 
bring in a slicing machine, for the purposes of 
child labor and compensation that place is a 
factory. It is not a simple affair, but as Bill 
Posner says every situation has its evaluation.

Damage Responsibility
Question: I would like to direct this ques­

tion to Mr. Williams. I know a photographer, 
who on his price list states that the responsi­
bility for damage rests on the client. In other 
words, he doesn't have any responsibility. 
Does this hold any water if the manufacturer 
had his furniture damaged and then decided 
to take this guy to court?

Williams: I would think that he could 
contract away that responsibility if the furni­
ture company wanted to do it.

Question : There are a few' of the statements 
made that I would like to clarify — that w'e 
are in a hazardous occupation, that photogra­
phy is classified in the State of New York as a 
hazardous occupation. We found in Illinois 
that our workmen's compensation in su ra n c e  
rates are governed by New York group, who 
uses the factor that it is a hazardous occupation 
and therefore w'e are rated up on workmen's 
compensation insurance. Why is it rated as a 
hazardous occupation?

Williams : I can't give you an answer on that 
because I had nothing to do with the rating 
on these. I am an insurance man and if I hire 
an outside salesman, he is considered hazard­
ous, and I have to carry compensation on him. 
I don't know how they arrive at or what fac­
tors they w'eigh in classifying the tremendous 
number of occupations that they have listed.

▲

live abundantly just taking care of his own 
personal interest.

Over the side door of the Church of the 
Sacred Heart on Notre Dame campus, are the 
words "God, Country, and Notre Dame." If we 
will substitute our own college or university 
for Notre Dame, we will have the correct order 
in which these interests and responsibilities take 
place. First of all to the God who made us.

the second to the country that protects us, and 
if we will include in that word country all of 
the family, all of the neighborhood, all of the 
other responsibilities, then we shall have cov­
ered the entire field. All of us, of course, owe 
allegiance to our firms and our businesses, 
and many of us owe a duty to our college or 
university.

We need not dwell long on the first of these 
responsibilities. They are all included in the 
first two commandments which can be reduced 
to very simple words — Love God writh all 
your heart and soul and mind, and love your 
neighbor as yourself; or. Do unto others as 
you would like to be done unto; or very simply. 
Help one another. That, after all, is God’s 
plan for humanity.

Business Leadership
In the area of community service, I think 

there is a great deal more that we can say, 
and that of course is the interest we have here 
at this meeting. Communities depend on the 
cooperation of their citizens for success. One of 
the great assets of this community', and many 
other communities, is the very great interest 
that older members have had in it over the 
years. Next to that is the interest of the fine 
group of young men associated with the Junior 
Chamber of Commerce w'ho are developing into 
leaders and one day will be leaders in the 
affairs of this city.

Communities are made up of persons of 
every conceivable interest: religious, social, pro­
fessional and business. We need all of those 
kinds of interests in the community in order 
to have a well-rounded and a well-balanced 
society. The leadership itself may come from 
any one of these groups, but since in almost 
any community businessmen are in greater num­
ber, it generally follows that much of the 
leadership comes from the businessmen.

The two words that make a person useful 
to his community are knowing and serving. 
You must know your community — what its 
problems are, w'ho are the leaders, and what 
the practical politics are. You must have a 
strong desire to serve. Rotarians have a fine 
slogan in their "Service Above Self” because 
it gives their members an ideal around which 
responsible members can muster their forces. 
Every Rotarian club has some special com­
munity function. Other clubs have similar proj­
ects. They take part in community functions 
now and then and by so doing develop mem­
bership interests in the community.

Unselfish service to one’s community is an 
ideal that very few of us reach. Adlai Stevenson 
in a commencement address at the University 
of Illinois in 1950 made one of his usually 
famous statements when he accused mankind 
of acting like a group of nutty neurotics in­
stead of a resolute breed of men, and he said 
that part of the reason was that industrialism 
had organized us into herds, and through it 
we had lost the comforts of neighborliness we 
got from working for ourselves as part of 
the community.

I can vouch for all of that because I was 
brought up on a farm and the last thing I did 
on the farm before I left was to help build 
a barn, and if any of you have been brought up 
on the farm, this will be a very familiar sight 
for you. We got all of the timbers together 
and had them all prepared and then we had 
the day of the raising. The neighbors from 
all around came to help, and many hands as 
usual make a task light, and so in a few hours

CIVIC RESPONSIBILITIES OF THE BUSINESSMAN
by Joseph J. Myler

(Joseph J. Myler, 333 Pelham Road, Rochester 10, N. Y.)
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this structure was in place. There are a great 
many other similar community projects in this 
area which we usually called bees. There were 
corn husking bees, sewing bees, there were 
even spelling bees.

Community Problems
Today we have not only forgotten how to 

do many of those things, but we have also lost 
the community spirit that prompted them, and 
this, I think, is one of the tragedies of the 
complicated, mechanized society in which we 
live. Today we need to cooperate more than 
ever and to help one another more than ever. 
W e may be faced with atomic warfare which 
will require all of our combined knowledge 
and our cooperation. This problem is only one 
that requires considerable attention.

A critic has pointed out that if an atomic 
bomb fell near downtown, the traffic jam 
would make it impossible for persons to get 
home to their own shelters. But what about 
those who need shelter, what if a bomb fell 
near a school — where would those kids go? 
This is a question that we have to give a con­
siderable amount of consideration and thought 
to. The atomic age after all should teach us 
more than how to count backwards. There is 
no lack of community problems from which 
any person can find one or more to satisfy 
his interests, and his ability.

We have a juvenile delinquent problem that 
is crying for a solution. In 1958 in New York 
City 66,000 lawbreaking criminals were in­
volved with the police. The number will un­
doubtedly grow as the population grows. Many 
other communities have a similar problem. If 
you could save just one of the youngsters who 
get into serious trouble, you would be making 
a great contribution to humanity.

Our society contributes to delinquency, and 
so do parents. Delinquency is growing at a 
time when more parents than ever have had 
the advantage of more and better education. It 
is a real serious problem in many communities.

We read about children in school cheating 
on exams. Is this so much worse than their 
parents cheating the government out of a few 
dollars on their income tax? Is it worse than 
a professor receiving aid on a TV program 
so he can make a lot of money?

Many adults think it is smart to beat the 
government, or the store, or the firm they 
work for, or their neighbors, and the youngsters 
think it is smart to beat the exam system. How 
are we going to develop ethical standards in 
our children until the parents themselves begin 
to set an example?

Help W elfare Agencies
At the other end of life’s span we have 

problems for the care of the aged. Many haven't 
the means to live comfortably, nor have anyone 
to provide them with a home. We have nursing 
homes that come under fire sometimes, if con­
ditions aren t right in them; we have homes 
for the aged, public housing for the aged and 
other means of helping them. Medical science 
has added many years to our lives, but for 
many those years are not happy ones. Old age 
can be miserable under certain conditions. There 
is still much to do in the field of geriatrics, and 
there is much to do in the care of the needy.

In between these two areas we have the Boy 
Scouts, the Girl Scouts, the CYO, and many 
other youth organizations that need help. Scout­
ing is an area that provides a challenge for 
many men in business who like to see young­

sters grow up into good citizens with strong 
characters. Many of our leaders in business and 
professional life are proud to say they were 
once Eagle Scouts.

The Rochester Community Chest has about 
48 local, and several national agencies, all of 
which need both management and financial 
help. These agencies cover about every con­
ceivable community need, and one can readily 
find the kind of interest that suits his ability. 
You cannot ignore these local responsibilities 
because if you turn your back on your commu­
nity, sooner or later it will turn its back on you.

The beginning of civilization and of business 
was the realization that life would be easier 
if men worked together, pooled their efforts 
and exchanged the products of each other's 
skill. Actually life on earth improved in exact 
ratio to the ability of men to work together. 
From here on, community minded persons must 
give more of themselves.

Donate Time
The day when great private fortunes could 

be accumulated from which people could make 
life's contributions is gone. As a result more 
business executives are donating their time and 
talents to civic projects of all kinds. We some­
times speak glibly of giving our time to com­
munity and other projects as if it had little 
or no value.

Actually, time is the most valuable thing 
in the world, because it is the only thing that 
cannot be replaced. It was Benjamin Franklin 
who asked, "Does thou love life?” and then 
he answered his own question, "Then do not 
squander time, because it is the stuff life is 
made of.” The real tragedy of this fact is that 
it comes to men after it is too late to do much 
about it. Those who can do the most about it 
— our youth — are often recklessly extravagant 
of time. What we do with our leisure time is 
the most important decision that we make. All 
of us have an opportunity to spend profitably 
those hours that are still remaining to us. Our 
greatest asset is our remaining years of pro­
ductive life.

Many leaders urge their employees to do all 
they can in public affairs. Quite often the 
interest in civic work falls inevitably on the 
shoulders of the president of the organization. 
Many of them give from 10% to 30% of their 
time to civic matters. It is said that Joseph 
Ross, president of Daniels & Fisher department 
store in Denver, leads or serves on 33 of 
Denver's civic projects.

The Rochester Chamber of Commerce has 
ten major departments devoted to community 
activities. It has over 60 active communities in 
which 1600 persons devote their time and effort 
to numerous problems. It has an active woman's 
division through which many women work on 
various activities. There are many areas in 
which women can serve more effectively than 
men. A good Chamber is a must in every 
community. If your community does not have 
one, you have a rare opportunity to help to 
organize one. If you have one that isn't func­
tioning well, get busy and make the needed 
changes to make it effective.

Study Hospital Facilities
The hospitals need help. The most serious 

problems facing the hospitals in every com­
munity they serve is the rapidly increasing cost 
of care. Hospital cost to the patient depends 
on two things, the daily costs and the number 
of days used. Businessmen should be well qual­

ified to help in the area of determining the 
most effective use of the present hospital facil­
ities in their community.

We should begin to give the difference 
between acute care and low-cost care some real 
hard study. There are hundreds of cases in 
hospitals that do not require acute care, and 
would be more comfortable in institutions pro­
viding good, low-level care. Many of these 
cases find adequate care at homes for the aged, 
nursing homes, convalescent homes, infirmary 
service, and similar types of institutions.

The Blue Cross organization in your com­
munity can give you all of this kind of data 
from which you can find the realm in which 
you wish to serve. It serves as a buffer between 
the community and the hospitals. Businessmen 
should insist that communities, on the verge 
of a hospital building campaign, stop and look 
at the need for more facilities for acute care, 
as against the possibilities of additional insti­
tutions to provide low-cost care.

It is obvious that you have numerous oppor­
tunities to serve. There are church groups, 
sports groups, social groups, political groups 
and many others that need the help of able, 
sincere, honest and sacrificing men and women.

Traffic Problems
Most communities today are faced with a 

serious problem to protect downtown against 
the drain of its customers to the shopping cen­
ters that have sprung up like mushrooms over 
the last ten years. Undoubtedly you have noticed 
the sizable hole in the ground we have here, 
which is a memorial to downtown planning. 
Someday over that hole will rise a fine office 
building that will have an underground garage 
for parking. It is supposed to be a solution 
to waning business on main street. What it 
will accomplish remains to be seen, but it is 
a very hopeful $21,000,000 project.

Another problem besetting all cities today 
that requires the best available brains to solve 
is traffic. Most cities were not planned for 
today's traffic load. Most cities are not adapted 
to the changes needed to relieve the traffic 
load. Inner and outer loops have been the most 
recommended solutions, ami they do make sense.

Another serious problem facing many cities 
today is public transportation. Workers seem 
to prefer to drive to work in their own cars. 
This, of course, only adds to traffic jams in 
the morning and night, and it is death to the 
bus company. It's about time that we regard 
transport companies as private businesses. De­
siring to perform a real service to their com­
munity, they are regulated and taxed until 
they have little opportunity to use the wealth 
of their traffic knowledge.

The combination of high taxes, traffic con­
gestion, competition with private cars, high 
taxes, governmental control and high labor 
costs have forced nearly 100 bus companies 
in New York State out of business in the last 
five years.

Did you ever pay attention to the litter 
problem in your city? Many of our cities are 
filthy. Just look around sometime.

Interest in Politics
Now I want to say a few words about pol­

itics. There is a need for capable young men 
to take an active part in practical politics. 
There is a campaign going on now by the 
Chamber of Commerce of the United States to 
interest young men and women in politics.
I have found in my own experience that the
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overwhelming majority of American public of­
ficials at all levels take their duties seriously, 
anil discharge them with honor and distinction. 
When we consider that many of them are 
underpaid and subject to much more abuse than 
acclaim, it is astonishing that the record is 
so good. The business world might well emu­
late such devotion to duty.

A good look at politics on the part of 
businessmen would be an illuminating experi­
ence, and the return look at business by pol­
iticians should bear fruit. In the past both 
have looked askance at the other instead of 
search ingly and well.

We should face another situation while w'e 
are being frank. Most businessmen are too busy 
sitting on their hands to get out and work for 
the things the community needs. Many of them 
would rather sit in a plush office and criticize. 
Many others lack the guts to assume a position 
on a tough question. It is much easier to 
accomplish things if one does not care who 
gets the credit. The public has a vaguely sus­
picious, unfavorable attitude toward business. 
Often it comes from an unsavory experience 
with an industry or a store, or from hearing 
about one from a friend. The lack of real 
service in retail stores over the past several 
years has left much to be desired by the cus­
tomer. Businessmen must sell more than goods, 
they must sell themselves.

Respect for Human Dignity
I do not want to get into public relations, 

hut businesses must overcome this feeling of 
vague discontent on the part of the public. 
We must defend capitalism. Society needs a 
better understanding of capitalism which with 
all its faults is the best system in the world 
today. In order to have a bright future in the 
United States, capitalism must do more than 
produce goods in abundance at a profit. It must 
be compatible with the major social and spir­
itual values cherished by most Americans.

Of these values the one that is most impor­
tant is the value of human freedom and the 
respect for human dignity. In our talent to 
produce goods w'e must not let capitalism em­
body in its structure some of the basic ideals 
of American culture. In order to have successful 
capitalism you in business must take an active 
part in defending it. Business leaders need 
to be less apologetic, and more aggressively 
explanatory.

More responsible businessmen should seek 
opportunities to point out, as the head of U. S. 
Steel Corporation did, that high taxes will sink 
capitalism, and block economic progress. High 
taxes stifle competition and dull individual 
initiative. Responsible businessmen must con­
tinue to point out that either excessively high 
wages without corresponding increases in pro­
duction or excessively high interest rates will 
curb the growth of the economy.

Businessmen should demand economies in 
government as they have in business. The 
Hoover Commission has shown the way but 
Congress is very slow to act. In April 1958 
Mr. Khrushchev said this 'capitalism is at its 
end heading for collapse." This does not 
mean that it is already lying down with its 
legs stretched out. Much more work is yet to 
be done to bring it to such a state. All of you 
in business have an obligation to make capital­
ism better understood, first by exemplary lives 
in all of your dealings, and by defending and 
explaining capitalism at every opportunity.

In all our efforts to help our communities 
or to defend capitalism, we must remember that 
the most important duty in the w'orld today is 
to safeguard freedom and human dignity. Our 
way of life, our spiritual values and our free 
institutions are under constant attack by the 
Communist philosophy. Each of us has the 
responsibility to do all in his power to preserve 
our liberty and our democratic institution.

Businessmen can do things along this line in 
their annual statements. For instance, the an­
nual report from the Virginia Electric Power 
Company has in the center a story about liberty, 
one of the few' of this kind that I have seen. 
Incidentally, the government has said that this 
is not an operating expense. They can't charge 
this kind of advertising off as operating ex­
pense, says the Power Commission.

1 here seems to be an opinion in America 
that it is immoral to make a profit. Higher 
wages are welcomed, but higher profits are 
decried. T his is hard to understand. No one 
would make added inv'estment w'ithout the pos­
sibility of an added return. Without invest­
ments our businesses would diy up. The invest­
ment of venture capital has been one of the 
things that has made America great, and it is 
fun. They offer a challenge to help solve a 
problem, w'hich always brings satisfaction.

One should not be too concerned with credit 
for performance, but the rewards are great. The 
Junior Chamber of Commerce here selects a 
young man each year to honor for his contribu­
tion to community work. It is a great honor 
to receive it. The Chamber of Commerce of 
the United States each year offers honors to 
a group of persons for their outstanding con­
tributions to their chosen profession.

1 hese undertakings give you an opportunity 
to join the very select group called City Fathers. 
No tribute to a man after he passes on is 
greater than to say he was a good father, with

/ ^ o-Sponsor of the Fourth PP of A Business 
Management Seminar was the Professional 

Photographers of California, Inc. Meetings were 
held in Kodak's Pacific Northwest Sales Divi­
sion Auditorium, San Francisco.

The first day was devoted to business prob­
lems. The second day featured color, communi-

Tom Richardson

Photography business is like any other small 
business, legally for the most part the problems 
you run into are just like the problems of any 
business. There is very little difference, in fact 
no difference legally, from trying to collect an 
account for photographs from the procedures 
that you would take to collect a delinquent ac­
count for furniture, or for that matter for legal 
fees.

Your problems are essentially those of the 
small businessman — a lease, partnership, cor­
poration, simple contract of some sort, with, of 
course, an occasional bit of litigation or nego-

all the biblical connotations of the word, and 
second to that is the eulogy that he was one 
of the City Fathers with a deep interest in 
all of its problems.

In closing may I return to the thought that 
in all of your w'ork remember that human 
freedom comes first. If w'e lose that, nothing 
else matters. For me the great sequoia tree, 
General Grant, symbolizes America much more 
effectively than the eagle. If we think of that 
great tree as America we might say that four 
of the great roots supporting it would be fel­
lowship, brotherhood, freedom and sharing. 
When you devote some of your time to solving 
community problems, you are making these 
roots stronger, especially the one we call shar­
ing, because that means helping your fellow 
man and service to humanity is the best work 
of life.

We should not talk glibly of freedom without 
realizing that in 40 years of outstanding success, 
the Communists have already achieved most of 
Lenin's blueprint for conquest which has been 
summarized as follows: "First we shall take 
eastern Europe. Next the masses of Asia, then 
we shall encircle the last batch into capitalism, 
the United States of America. We shall not 
have to attack, it will fall like an overripe 
fruit into our hands.” Well, eastern Europe 
has gone. Now' Cuba, 70 miles from Florida, 
is being converted to a Communist stronghold, 
a base for Latin American activities.

Most Americans know' little about Commu­
nism, and they take freedom for granted — 
this is something that will continue forever. 
We should remember that our forefathers 
fought for the freedom we enjoy, and we must 
fight just as hard to preserve it. On the way 
up the long stairs to the top of the Statue of 
Liberty one finds this quotation from the im­
mortal Emerson: "For What Avail the Plow' or 
Soil, or Land or Light if Freedom Fails." ▲

cations, collections and civic responsibilities.
On the last day, subjects w'ere on projection 

of the studio image, promotion and accounting.
Ted Sirlin, Sacramento, Calif., was one of the 

presiding officers; others were Rudolph J. Gut- 
tosch, M.Photog., C h icag o ; and C lau d e  F. 
Palmer, M.Photog., Portland, Ore.

tiation arising out of something peculiar to the 
photographic field. In this latter category 
though, I think there have only been about 
three cases w'e have actually gotten into a law 
suit. One was a flagrant copyrighting infringe­
ment. One involved the use of a photographic 
display, and one involved the exploitation of a 
photographer by some other person.

Over the several years, I have periodically 
received phone calls from photographers liter­
ally all over the state of California, and most 
of the problems that they presented have been 
of the type that you answer on a common sense 
basis without any particular recourse to the 
law' books.

We always have the problem of who owns

BUSINESS PROBLEMS OF THE PHOTOGRAPHIC STUDIO
(Tom Richardson, Attomey-at-Law, 1540 San Pablo Ave., Oakland. Calif.; Willis Stenberg, 
U. S. Internal Revenue Service, San Francisco, Calif.; Loren Torrey, CPA, Partner, Ernst & 

Ernst, 333 Montgomery, San Francisco, Calif.)
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the negatives, for example, and there is not a 
single decided case in California on that. Nor 
can I find in looking through some of the na­
tionwide law encyclopedias where it has ever 
been litigated as such in any other state. I sup­
pose the reason for it is a very practical one, 
that the amount of money involved is insuf­
ficient to warrant the expense of taking a case 
through a trial court and then up on appeal 
where you would have the first instance where 
the case would be reported and become a part 
of our written law'.

Common Problem
Another common problem I have encountered 

is the situation, primarily 1 suppose in the por­
trait field, where a person comes in and has 
pictures taken, approves the proofs, picks out 
the pictures, pays a deposit and then you never 
see him agian. You have a balance due you, the 
pictures are there; they haven't yet picked them 
up. This is a problem for many people.

Probably the most common problem run into 
is the question of the use of photographs for 
display, for competition or other purposes.

And then, another one, particularly to those 
of you w'ho do a certain amount of school busi­
ness, particularly the high school annual type of 
thing, the question is how do you get a bind­
ing contract, where the high school senior 
comes in and says, "I want a dozen of these” ? 
I don't know, I suppose it is handled different­
ly in different parts of the state.

Basically though the problems are not legal 
ones in the sense that you take elaborate legal 
precautions wdth a customer, so that everything 
is down on the dotted line, it is more a situa­
tion where you employ good public relations. 
You know pretty much the calibre of the clien­
tele with whom you deal, and many times cer­
tainly an elaborate document with having all 
the touch of legal examination and the search, 
it is going to frighten the bird, so in many cases,
I think, you are going to have to take a calcu­
lated risk on these things, and evaluate the de­
gree of that risk by your own experience over a 
period of time.

No business that I know is 100% free of 
loss, and I don't think you can expect the pho­
tography field to be an exception to that rule, 
so if your losses aren't too bad, maybe you 
continue with the practice which in another 
area you might discontinue and adopt some 
new' technique.

Willis Stenberg

My primary duty is examination of income 
tax returns of small businesses, the businesses 
which you people operate. The examination is 
normally carried out in the taxpayer's office.

We are there to determine the correct liabil­
ity, no more no less. Many times, of course, we 
come up with additional tax, and perhaps, not 
quite so often w'e come up with over-assess­
ments w'here the taxpayer has made a mistake, 
which resulted in an overpayment. It doesn't 
work just one way, w'e are out to see that the 
correct tax is paid, and that is the way we call 
it. I think many of you have heard of the terse 
comments in the newspapers and magazines 
concerning the newest tax requirements. The 
Commissioner decided there had been an abuse 
in the traveling expenses being claimed by many 
taxpayers, and had to take some action to cut 
this abuse down. U. S. News and World Re­

port estimated the revenue loss from this type 
of abuse exceeds $”00,000,000. Now that's a 
lot of money. Also it isn't fair to the taxpayer 
paying his just tax to have to make up the dif­
ference because of abuses in this area.

1 think one of the primary reasons for this 
abuse of travel — entertainment as you know is 
that it is both personal and business, it has an 
element of each in it. and oftentimes it is very 
difficult to distinguish where pleasure ends 
and business begins. I think some of the ex­
amples of abuses we have run into in the past 
in our examinations is the claiming of yachts, 
country clubs, convention trips, a combination 
of pleasure and business where the entire 
amount is claimed as expense, expense of wives, 
perhaps entertaining friends and relatives and 
claiming it as a business expense, or reciprocal 
entertaining — you scratch my back. 1 11 scratch 
yours. You go to lunch one day and you pick 
up the tab, your associate takes you to lunch 
the next day and he picks up the tab — no 
business purpose served, but each claiming the 
amount on their income tax returns.

I think another problem has been primarily 
in the case of employees — the flat expense 
allowance, that is the expense allowance al­
lowed to your salesmen, say a flat 500 that 
you demand an accounting from that man. Give 
him $500 to cover all of his expenses. He may 
spend $500, he may spend $1,000, he may 
spend $200. If he is spending less than $500 
he is usually not reporting the difference in his 
income, which in fact it is. These are the kind 
of things we are going to try and cut down on.

Actually, the new requirement is not a 
change in law whatsoever. The law' is the 
same. All of your legitimate business expenses 
in the field of travel entertainment are going 
to be allowed as they have been in the past. 
You are entitled to them and you're going to 
get them. Actually, it is a change in reporting.

In addition to this, there are going to be a 
few questions to be answered by the taxpayer. 
These questions are going to relate to expenses 
claimed by you on your tax return, and the 
questions are going to relate to such things as 
the hunting lodge, the ranch or farm, fishing 
camp, where expenses incurred by these types 
of items are claimed as a business expense.

Another question will involve the leasing, 
renting or ownership of a hotel, apartment or 
other dwelling, which is used by customers, 
officers or employees, including members of 
their families. That is going to require a yes 
or no answer.

Another question — the attendance of mem­
bers of families of officers or employees at 
conventions or business meetings.

Also the final question is going to relate to 
vacations for officers, employees or members of 
their families, other than vacations which are 
reported as salary on W-2. In other words, did 
you provide your employee with an expense 
paid vacation as a reward for doing a good job 
during the year? If you did and you didn't 
consider that as a salary, it is going to have 
to be set forth on this return.

The third requirement is an accounting re­
quirement regarding the employer-employee re­
lationship. I think there has been more pub­
licity on this particular item than the others. 
In the past, of course, we have gone to the 
salary of the employee, and asked if he has in­
curred expenses in which he has been reim­
bursed and asked him for an accounting, and, 
of course, if he hasn't been a good bookkeeper,

and hasn't kept records, he might have lost 
this deduction.

The government has changed its tactics on 
this particular type of reporting. They are go­
ing to attempt to eliminate a double accounting 
by the salesman or employee. If the employee 
adequately accounts to the employer for these 
expenses, he will not have to account to the 
federal government. The way this will probably 
be enforced is that the examining agent, upon 
examining the business return of your com­
pany, the accounting set-up of the employee 
will be examined, to determine if they are 
actually accounting to the employer for money 
that is being spent. The employer is certainly 
entitled to a proper accounting as it is his 
money that is being spent. If the 3gent deter­
mines that the accounting is proper, the sales­
man is incurring legitimate expenses, and there 
are no abuses that will be the end of it. If he 
feels that the employee is not properly ac­
counting to the employer, he will probably 
withdraw the employee's returns and examine 
them, and if the employee cannot adequately 
substantiate his expenses, there will probably be 
additional taxes to him.

As far as your own accounting systems go in 
regards to this travel entertainment, I believe 
that if you require your employee — or your­
self in submitting your own vouchers for reim­
bursement to your company — to answer five 
questions — whom did you entertain? When? 
Where did you entertain? How much did you 
spend? Why? If you can answer these ques­
tions satisfactorily, I believe you will satisfy 
any examining agent examining your returns.

Loren Torrey
i . I

I was interested in my predecessor’s re­
marks about paying the rent on a hotel room 
or suite. I hat s a problem we find faces most 
small business people, the problems of how 
should you operate — tax-wise I II just run 
through the forms of organization, and then 
1 11 try and tell you the one that 1 think is best 
adapted to your need.

First, there is the proprietorship. A propri­
etorship or sole owner is simply you. You own 
the business. For all practical purposes in any 
state other than a community property state, you 
are the sole owner of that business. Now that 
has a lot of advantages. You can operate that 
business any way you want as long as you are 
complying with the regulatory laws of the 
state. You are free to carry on your business 
with no one outside to account to. The advan­
tage is you can change the form of business.

lax-wise, the disadvantage is if you make 
a lot of money, your tax rate pyramids. In 
other words, your tax rate starts at 20%, and 
if you are fortunate enough it works up to 
90%. Most of us don't have that 90% prob­
lem, but some of us have a problem in be­
tween. Maybe you can save taxes without being 
a proprietorship. As the sole owner of your 
business if you make $100,000 in one year 
you pay tax on $100,000. However, if you 
were some other form of organization perhaps 
that tax would not be as much.

What are ways to divide that income? One 
way may be a partnership. Your wife is prob­
ably a partner, and not a silent partner in your 
business, but you can take in other men as 
partners in your business to the extent you have
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a partnership — you are dividing the pot into 
three or four pics. For example, if you have 
an equal partnership, you are cutting it in 
half, you are giving Mr. X half of your profit, 
or you’re getting half of his profit as well. 
If you make $100,000 a year you have two 
incomes of $50,000 apiece to report, you 
and your partner. That's very fine if you have 
no outside income, hut maybe your partner 
married a millionaire, in which event he has a 
lot of outside income, so maybe it isn't advan­
tageous for him. However, you can divide it up 
into as many pots, as I call it, as you have 
partners.

Limited Liability
You can have limited partners. For exam­

ple, maybe you want to start a photography 
studio and you have lots of ability, but no 
money. 1 have lots of money but no ability. 
So, 1 put up the money and keep my mouth 
shut, I am a silent partner. However, I don't 
want to be liable for the debts. You can have 
what we call a limited partnership. In other 
words, I could be a limited partnership without 
being subject to the debts of carrying on the 
business. In other words, 1 could lose the 
$10,000 I put in the business, but that’s the 
limit of my loss. You have to comply very 
carefully to the California law in doing that, 
but you can have limited liability in a partner­
ship. but, you or someone has to be a general 
partner in the business, and the man who is 
actively carrying out the business, and holding 
himself out to the public as a partner in the 
business, he is liable to the general partner, 
whether he has tried to limit it by agreement 
or not.

What are the disadvantages of a limited part­
nership, or a general partnership? One of them 
is you can get stuck with all of the debts of 
the business. You’re stuck with all of the acts 
of your partners; you face some formality, you 
have to pay some lawyer to draw up an agree­
ment for you; any time you want to change 
that you have to sit down and agree among 
yourselves how it is to be changed, and you 
may have some problems in continuing the 
business in the event of death. Sometimes there 
is a problem as to continuity.

For all those reasons a lot of people come 
to us and ask, "When should we incorporate?” 
If you are worried about being sued and the 
liability in connection with your business, may­
be you should incorporate right away. That’s 
a very important consideration. If you are not 
worried about that, but are thinking strictly 
of the income tax angle, then I believe the 
correct point is, the sooner you are the sole 
owner or a partner in the business, the ad­
vantage of corporation tax rates sets in at about 
$35,000 or $40,000 a year income for a mar­
ried man. In any event, if you are a proprie­
torship or a partnership carrying on your 
business, you merely want to consider incor­
porating your business tax-wise, if your share 
ot the profits is more than $40,000 a year 
approximately, and you're married.

Reasonable Salary
The advice ot incorporating is probably 

that a corporation pays taxes on the first $25,- 
000 made at 30 G , anything it makes over 
$25,000 it pays 3091 on the first $25,000, 5291 
of the extra. Now the ideal arrangement of 
course is to have your own income, so you 
won t have to pay more than 3091 tax, and the

corporation pays only 30% tax. You are per­
mitted to pay out of that corporation, a reason­
able salary for your services. In other words, 
whatever you are worth. Since you don't own 
stock in the corporation, you almost have a free 
hand in determining for corporate purposes 
your worth, but unfortunately, the Internal 
Revenue Service also has a voice in the mat­
ter, so you have to be sure if you do incor­
porate that you are not paying out more than 
you are worth to the business.

We don't have too many problems on that in 
professional photography. We do in some 
other fields of business w'here personal serv­
ices aren’t so important. So I doubt if you 
would have too much of a problem on that. 
If you really arc successful, say you are making 
$150,000 — let's assume you have two or 
three branches — I would strongly urge may­
be you don’t need one corporation, maybe you 
need two or three corporations. The simple 
solution is this. If you are making $75,000 
a year, as a corporation you'll pay 30% tax 
on what is left after paying yourself a salary, 
let's assume that $75,000 is your salary’. You 
would pay 30% tax on the first $25,000, and 
52% on the excess of that over $25,000, 
or you would have $50,000 at 52%, which is 
$26,000. 1 don’t know an easier way to make 
money after taxes than to put that up where 
each branch is in three corporations. This is 
the ideal picture, they never come out this way, 
where each of them makes $25,000, in which 
event you have made yourself $11,000 after 
taxes, and I can't think of an easier way.

Tom Atkinson

I have found that price is one question that 
photographers ask when they get together. I 
think it's a very important question. Too often, 
I think, it's asked in the w'rong terms. Some­
times it's just a matter of curiosity. I'm inter­
ested in price as it reflects the studio image.

We do a wide range of work in our studio. 
We sell color prints for $1.50. By the same 
token we also sell color portraits, and we have 
written a maximum order of $4,200. We don't 
do that every day, unfortunately, or even every 
year, but it shows that there is a range of price.

On the $1.50 picture my name doesn't enter 
into that, because if it did an image of me 
would be projected that would be wrong, at 
least in my term of reference. 1 wouldn't want 
the general public to be thinking of me in that 
term. On the other hand I like it from the 
standpoint of money, because there is profit in 
a $1.50 picture, provided you are doing quan­
tity.

There is a negative and positive approach to 
price. I think too often we photographers 
take the negative approach.

We tend to be self-conscious about price. 
In the beginning we have no accurate measure­
ment or yardstick to place a value on our prod­
uce except the cost of material. And then 
again, we take a negative approach in quoting

Congress got concerned — taxes w’ere con­
trolling the form in which businesses w’ere be­
ing carried. In other words, certain businesses 
were being carried on as proprietorships, certain 
businesses were being carried on as partner­
ships, some of them as corporations. Con­
gress, in trying to avoid the problems in check­
ing for the businessmen the form of organi­
zation, tried to simplify your problem. As 
a result they came through with what we call 
'Sub-Chapter S,” that's the election of the 

small business corporation to elect to be taxed 
as a partnership. In other words, they now have 
it in the tax law, so that you can be incor­
porated, you, therefore, have the limited lia­
bility, the continuity of your business, all of 
the advantages of a corporation, but you can 
elect to retain the advantages of a proprietor­
ship or a partnership.

As usual, they don't do it just that simply, 
there are a lot of ifs, ands and buts to it. The 
principal exception is that you have to be 
closely held business, as most of yours would 
be. You can’t have over ten stockholders, in 
your cases you would have only one or two 
stockholders. You have to make the election 
in advance, you can’t wait and see if you are 
going to make or lose money. You have to make 
the election the first month of the year. On the 
whole, if you haven't already discussed it, if 
you are a corporation or are contemplating in­
corporating, and have held off because of the 
tax advantage, maybe you should stop and think 
or check with your tax man to see if you can 
take advantage of Sub-Chapter S. A

price. I think we find this in our sales people 
and we have to be very careful about it. How 
many of you have a receptionist who can say 
$1,000 just as if it’s an unimportant sum of 
money, or $250 or $100? How many of them 
say, "Well, that’s $100!” ?

This last Christmas I was looking at some 
costume jewelry and I looked at an item that 
cost around $9.50 and there was another one 
that caught my eye and I said, "Let me see 
that.” The salesgirl looked at me kind of 
astonished — I looked in bad shape that day 
— and she said, "That’s $25!” You would 
react the same way I would. Immediately I 
questioned the worth of that item. Also, I was 
a little bit irritated that she placed me in the 
category of a person who couldn't afford it. 
Maybe I couldn’t. But it was none of her 
business whether I could or not. I think we 
have a tendency to do this in the studio. I have 
heard a receptionist working for me do the 
same thing.

Flatter Customer
We all know that when we go in to buy a 

suit, or a shirt, or anything of that kind, very 
seldom does a man have a fixed item in his 
mind. He may have when he goes into buy 
the item, he may think, "Well, I’m going to 
get a $100 suit or a $75 suit or a $60 suit,” 
but he doesn't have too fixed an idea. A smart 
salesperson, regardless of appearances, and this 
is particularly true in Southern California (The

ADVERTISING AND PROMOTION
(Rudolph J. Guttosch, M.Photog., Kranzten Studio, Inc., 22 W. Hubbard St., Chicago 10, 
III. (Moderator) ; Tom Atkinson, Tom Atkinson Studio, 317 Wilshire Blvd., Santa Monica, Calif • 
Thomas Moulin, Romaine of Moulin, 454 Post St., San Francisco 5, Calif.; Floyd M Roberts’ 
M.Photog., Roberts Studio, 4167 W. Washington Blvd., Los Angeles, Calif.; Ted Sirlin Sirlin 
Studios, 1327 Jay St., Sacramento 14, Calif.; Michael R. Trerotola, Alfred & Fabris Studio 2901

W. 7th St., Los Angeles 5, Calif.)
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worst thing you can do is estimate a person s 
ability' to pay on the way they dress when they 
walk into your place of business) will show 
you the best thing they have in stock. In the 
first place you flatter the customer when you 
do it. He may not be able to afford it, but it's 
a cinch he’s going to spend at least 50% more 
than he intended to when he came in. This 
reflects the image of that store and that studio.

I've always felt that if a customer came into 
my studio and wanted to spend $5,000 it 
would be very silly of me not to have some­
thing he could spend $5,000 on. We have, in 
a very prominent place in our studio, a free­
hand 24 x 30 painting — it happens to be of 
my wife —  and on either side of it we have 
some cabinets in which we have a lot of Ma­
dera oils of some high school kids that sell for 
$27.50. This painting sells for $1,000. The 
price of a Madera oil is pretty insignificant 
alongside that painting. I never have anybody 
say that the price of a Madera oil is too much, 
if they ask me how' much that painting is. 
Again I’m reflecting an image of myself as a 
quality merchandiser. People base their estima­
tion of quality' to a large extent on price.

Something Out of Reach
You have to analyze your market. Every 

photographer whether a portrait studio, com­
mercial or illustrative has to have something 
that is out of reach to 99% of his customers 
because then you have gained prestige w'ith 
everything else you sell. We built up an image 
in Santa Monica of being the highest price 
photographer in town. Coincidentally with that 
we became in the minds of the public the finest 
photographers in the city.

When people say they can’t afford your 
prices, is it good or is it bad? I worry a little 
about it because I know sometimes we lose 
business on the basis that people automatically 
walk by our w'indow and they see a lot of 
direct color, things of that kind in the window, 
and they think it’s terrific, but they feel they 
can’t go in there because the price is too high. 
But, let’s go back to w-hen I began. I sold pic­
tures in 8x10 for $3.50. Actually I sold a 
coupon house to house for 50c. That was the 
first print price, but for the second one they 
had to pay $3.50. Today, the cheapest anybody- 
can come into my studio and get a portrait in 
black-and-w'hite is $17.50. From there on up 
the sky is the limit, depending on w-hat they 
want to spend.

I realize that way back then at $3.50 I had 
no image of quality. Regardless of how good or 
bad the work was, it wasn't important, but I 
was at the same level as 75% of the other 
studios against which I w-as competing. They 
compared me immediately in their minds with 
the other coupon operations, and any other 
cheap studio. About two years after I opened, 
one w oman came in to my studio one day in a 
great deal of agitation. She had a little boy by 
her hand and she said she w-anted a picture of 
her child. She said somebody came around to 
the house and took a picture of him and it was 
awful. She asked how’ much the picture would 
be, and I said $5. She w-as excited because 
she said she only paid $1.50 for the other one. 
She said, "I w-ant a good picture of this boy 
but I'm not going to pay $5. for it." She 
w-ouldn’t pay it and w-alked out the door. The 
next day I raised my prices 50%. Why? Be­
cause I was too low and I would classify my 
$5 picture too close to the $1.50 picture. I felt

that if I didn't have enough pride in my pho­
tography to give it a value that would make 
the people feel it was worthy of their posses­
sion then I would rather be out of business.

Thomas Moulin

Our studio operation* is probably a little 
unique by comparison to most studios in that 
we do virtually every type of photography that 
there is. We have a commercial studio, a motion 
picture studio, and a portrait studio. In those 
three studios w-e have a total of eight photog­
raphers, each one doing a different type of pho­
tography. Because of this we present a little 
different image to each buyer of photography. 
Our job, if w-e can, is to make the buyer of a 
portrait aw-are of our commercial business, and 
a buyer of our motion pictures a future por­
trait client.

We have used different types of media in try­
ing to acquaint the public with our services. 
We have used direct mail. We use direct mail 
for murals, our legal photography and also 
for our construction photography. We have 
used the radio and the newspaper to promote 
portraits and we’ve been fortunate enough to 
have several editorial articles, both on the 
studio operation and different portions of our 
business. We use some magazine advertising 
and w-e use the Yellow Pages of the telephone 
book very heavily. This has been a great aid to 
us, w-e feel, in acquainting the newer people 
in San Francisco, and the impulse buyers, with 
our different operations.

For illustration promotion, we use sales 
representatives to contact agency people. We 
feel to those people we should not denote the 
idea of a large studio, but rather of a person­
alized service, and even to a smaller part to an 
individual within our studio.

Floyd M. Roberts, M.Photog.

I would admonish you not to necessarily be­
lieve everything that each one of us tells you 
is the answer or perfect road which you should 
follow, because each and every photographic 
establishment operates just a little differently 
than the other. That's what makes us individual 
photographers.

Our studio does all types of portrait and 
commercial photography. When we moved into 
our own building we took a picture of it 
which we use as our business photograph and 
many of you have seen that, and that's one of 
the best pieces of advertising we feel w-e use. 
We use this in all sizes of high school annual 
ads and that sort of thing. The ad show-s the 
exterior of the studio overlaid with copy telling 
what type of work we do.

We believe that it is necessary for you to 
have a slogan. So we began w ith a slogan which 
we carry out all through our advertising: "Your 
photographer for any occasion.” Now that’s 
a kind of a shotgun type of a slogan, and that 
can mean many things. For that reason our 
business is built on portraits, weddings, com­
mercial work and school work.

We were among the first people to go into 
automation for the production of school photog-

*Moulin Studios has merged with Romaine 
Studio since the San Francisco Business Man­
agement Seminar—Ed.

raphy. We were motivated by Keith Cole of 
San Mateo and others who had successfully 
gone on before us and it is possible to turn out, 
for the average type of good portrait, excel­
lent prints and satisfy your people well.

We think it’s a good idea to identify your 
studio with a color. It immediately identifies 
the company. We use blue and white. Give it 
some thought — things that will identify you 
in the eyes of your customers and prospective 
customers.

In a large metropolitan area such as Los An­
geles it is pretty difficult to find effective 
methods of advertising. We think that the 
foot method is the most effective one. Tech­
nical representatives use foot work. They are 
out there, oftentimes without your heck and 
call, which is just good public relations. I find 
it very difficult to separate public relations 
and advertising. 1 own a 1958 Ford automobile 
and it has 55,000 miles on it. True, some of 
that has been put on for vacations, etc., but I 
literally live in that automobile. 1 spend more 
time traveling than I do working, but often­
times the public relations that I convey to my 
customers keeps them in the basket. That's im­
portant. See your customers often, whether your 
services are needed or not.

The telephone directory in larger metropoli­
tan areas is generally an effective means of ad­
vertising. How-ever, you can over-spend if 
you’re not careful in your advertising budget.

I'm a believer in budgets. Mr. Bachrach, 
w-hom I respect a great deal, one time gave 
a talk on costs, at a National convention, and 
he insisted that at least 5% of your gross sales 
be allotted to advertising. Some of you in the 
very beginning can t afford that. I sure couldn’t. 
There are instances when you can afford to go 
overboard beyond that, providing you arc sub­
stantially solvent and paying your bills.

I would say that foot work is important. Get 
yourself out among the service clubs. Give talks 
wherever you possibly can to benefit photog­
raphy. You are not only benefiting yourselves 
but you are elevating the photographic pro­
fession, and you’ll show it in your cash register.

Michael R. Trerotola

In years past Mr. Fabris used to personally 
sign all photographs. He had a very distinctive 
type signature so we continue to use that even 
to this day on our letterheads, on our busi­
ness cards. We find it very effective. Even 
though the name Fabris does present a problem, 
when you say it over the telephone you invari­
ably have to stop and re-start, we find it 
somewhat of an obstacle just like Trerotola, it 
isn't an easy thing to say, possibly because they 
can't visualize the spelling 1 imagine. We did 
for a short time try to shorten the name just 
to Alfred's Studio, but we found in very short 
order it didn't work. People disassociate you 
with the previous conception of your name and 
think it's a new outfit altogether, and we didn't 
want to go through all the hard work of build­
ing a reputation so we thought it was much 
easier to stick with the name and continue the 
spelling. One thing about it, once they get it 
in their minds they don't forget it.

Our business is very similar to Floyd Rob­
erts'. About 80% of our work is portrait, and 
80% of that I d say is school work. We do 
quality type work in high schools and we run 
a pretty high average.

Page 1 5



SAN FRANCISCO SEMINAR

I'd like- to tell you something of our adver­
tising methods, principally some of our mis­
cellaneous methods. Of course, we capitalize 
on the telephone directory. In the metropolitan 
area we find that to he very effective. People 
use the telephone guide as a shopping guide. 
They will look for you by classification, the 
type of service, and your area. We find it does 
pay off. However, we try to project our image 
in the service we render in our local area, 
within a half-mile or three-quarters of a mile 
radius of the studio by other means.

We like a little gimmick that we use on the 
street car benches. Companies around town 
(I'm sure they have it here in San Francisco) 
provide up to two benches for passengers that 
are waiting for a street car. They paint the 
back of the bench. You pay so much a month 
for it. We put three or four benches within 
a half-mile of our studio, sort of spot them 
around. It helps considerably.

Recently we set about another campaign 
that I think is very good for our type of busi­
ness. Seeing that we do a great percentage of 
high school seniors, and this constitutes about 
6,000 a year, we feel that our past customers 
are a great potential for future business. An in­
dividual getting out of high school, especially 
the girls, they're in the market for a consid­
erable amount of photography in the next few 
years weddings and family groups, etc. This 
is a good time to keep your name in their minds.

W allet-Calendar
This is something we've worked in the last 

couple of years and it has been very effective — 
In our automation equipment, whenever we 
print up a wallet order the problem is identify­
ing the individual with the wallet, so we use a 
"photo-ident" on the A pac m ach ine  which 
prints our name on the pictures. We make 
a baker's dozen. On one of the 13 is photo­
graphed the file number. Of course, the cus­
tomer doesn’t get that one. That goes in the 
proof sack. When we re all through with our 
school work or sitting around with nothing to 
do, we go through our orders and we pick 
out this wallet print.

We previously purchased some calendars 
from a show card company, instead of having a 
one-year calendar pad on it, we have a two-year 
calendar pad, and we insert this little wallet 
print in the folder and we mail it out to the 
family. On it it says "Alfred & Fabris, Your 
Photographer," which is our slogan, and we use 
a green color.

The green is again brought out in our sig­
nature cut and it says on it that we do wedding 
pictures, portrait, family groups, old photo­
graph restoring, and you'd be surprised at the 
number of phone calls that we get immediately 
after wc send them out. Some people even 
call up wanting to know if they can buy some 
more calendars. It's something that they're not 
going to throw away, so there's two years of 
good advertising right there on their desk. You 
keep your name right in front of them daily, for 
a good time when they’re going to be in the 
market for photography.

Our mailing list doesn't cost us anything. In 
the school work it used to be that we had to 
hand write all names and addresses for mail­
ing out proofs, and post cards and all that. We 
no longer do that. We )ust write the name and 
address once and then the typist types out small 
mailing labels. These are packed together

with snap-out carbon between, and produces 
five forms. For each senior wre type a label 
and we use this on our proof sack, on our 
negative sack, and on our post cards telling 
them the pictures are ready. If they should not 
come in for their pictures right away we have 
one for another card. It leaves us one extra 
sheet. We just pick that out by number and 
stick it on an envelope and it works very ef­
fortlessly. We found that it has meant a lot 
of good advertising for us.

Ted Sirlin

The largest percentage of our business is 
custom portrait work. The next largest part is 
school work and then we do commercial work. 
One of the strong points of our studio is the 
attention we pay to the people we do business 
with. We place very high stress and importance 
on a magic word and that’s the person's name. 
We use it at every opportunity that we have. 
We have company meetings in which we 
practice smiles, and we practice answers to 
questions, and w'e practice using people's names.

When a person comes into our studio he usu­
ally has made a prior appointment we don't 
feel that he should walk in and somebody 
should walk out and say, "Oh hello, can I 
help you?" We like to know that somebody 
has a 10:30 appointment and if somebody walks 
in around that time, it’s a man, and there’s a 
man's appointment on the desk, the girl would 
say, "Oh you must be Mr. Roberts.” That im­
mediately makes a friend for the studio. Then 
the girl will tell him to make himself at home 
in the reception room for a few minutes be­
cause we'd like him to sort of ease off and then 
he has an opportunity to see some of our work.

Then she'll say "Mr. Roberts, come on back 
here and she'll put him in a dressing room, 
introduce him to me, and I'll call him by his 
name, and we'll talk a little and then take the 
picture. Calling him by name all the way, I 
think by the time the transaction is over we 
have made a friend besides a customer and it's 
proven 1 believe by the fact that we have a tre­
mendous amount of re-order and repeat business.

I feel very definitely about advertising. We 
do a lot of advertising. I also think that we 
should spend a great percentage of our adver­
tising dollar in seeking back our old customers, 
because there are people who will be photo­
graphed once every ten years and there are 
people who won't be photographed that often. 
But then, on the other hand, there is a great 
percentage of people who get photographed 
every year, and those are the people we want. 
If they find that being photographed in our 
studio is a happy experience they’ll find an ex­
cuse to come back, and be photographed again. 
If they don't find an excuse a lot of times we 
call them and give them an excuse.

Keep Customer Interest
We also keep in contact with the customer. 

We let them know that we are interested in 
them. When the proofs are ready it's not un­
usual for the customer to come in. There'll be 
a note on the proofs that will say, "Mr. Rob­
erts I looked over these proofs and this is my 
choice. If you have any questions please let 
me help you." Then he ll take the proofs home 
and he’ll come back and say, "This is what I 
want," and he'll pick up his finished pictures 
which will be in a nice box and have his name

on them and inside there will usually be a note.
The notes are usually put in by the recep­

tionist and are usually put in for women more 
than for men. If a woman had a picture and 
was a little uncertain about the dress she wore 
or some other detail, it's not unusual for the 
receptionist to put a note in saying "Now, 
aren't you glad you wore that dress?" Or, if 
she was worried about her eyes the receptionist 
makes a comment about that. The customers are 
flabbergasted over this and they remember it. 
We mail a card out after the bill is paid. We 
don’t really wait until the bill is paid, but it is 
a control that we have on cards which means 
that we have a card ready to file when the bill 
is paid. We put that on the mailing desk and 
a credit card is sent to the customer and also 
a note that goes something like this: "Too often 
in the rush of business life we don't stop long 
enough to say thinks,” and then we go on to 
give a little pitch that there is a credit card 
enclosed and they are welcome to use it for 
themselves or their family or reorders, etc.

We have a filing system whereby the nega­
tives are usually filed after this point. If there 
was any conversation at all about the fact that 
the customer may want to have some more 
prints later on, it's not unusual for our girl to 
call, especially if it's a man ; because men don’t 
usually order a lot of pictures at one time — 
they don't anticipate, they'll order for their 
needs and then they'll order again later — the 
girl will say, "Mr. Roberts, I just came across 
your file here which we're ready to file per­
manently so that you may order at any time 
and I was wondering while I had it in my 
hand if there was anything I could help you 
with or if you had any definite need at this 
time." What directs us there is the amount of 
time we have. If we have enough time we'll 
call everybody.

I think all of this extra business comes in as 
a result of our emphasis of the fact that only 
one real important thing happens in our studio 
and that everything else is geared around serv­
ing that customer. We do that in our school 
work too. Even though we have a large school 
operation we pay a lot of attention to it. We 
place a lot of importance on making it a per­
manent experience of the customer, making 
sure they come back.

We have a very expensive product. The way 
to lose customers is not to price the product 
without them asking. We don’t feel that we 
should put a picture in the window unless 
there is a price on it. We have a sitting charge 
so we type up a card that says so much for a 
sitting, so much for the picture, and the cost 
of the frame so much, proofs so much, total so 
much, and it's on every picture. We have that 
on every picture in our reception room and 
every picture in our window. I feel that it’s 
responsible for the fact that we have a large 
volume of customers, because most people who 
think of an expensive studio are thinking in 
prices that are much more than we charge.

A lot of times a customer will come in and 
say, "You mean that picture is $50?” I'll say, 
"Yes, it’s $50.” The answer would be, "Gosh,

I thought that was $200 or $300.” "No, it’s 
only $50." Pricing your pictures where they can 
see it without asking is a very, very wonderful 
thing to do. You'll find that most legitimate 
stores price their work so that the customer 
doesn't have to ask what anything costs and we 
should follow that example. A
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IN ATLANTA

A n  historic  event took place in 
early June that may set a pat­

tern for all state and regional ph oto ­
graphic associations to fo llo w .

Presidents and officers of the state 
associations within the Southeastern 
Photographers Assn met with repre­
sentatives of the Studio Suppliers Assn, 
Kodak, Ansco, and the Professional 
Photographers of America, Inc., June 
3-4 at the Atlanta Biltmore Hotel, 
Atlanta, Ga., to formulate plans for 
revised meeting schedules.

The Atlanta Conference, called by 
the Southeastern and the PP of A, 
produced a bold step of future plan­
ning in which it was recognized that 
the necessity for annual state and re­
gional conventions has passed. In­
creased costs, competing convention 
dates, poor attendance and difficulty 
of securing fresh talent were given as 
reasons for dropping annual meetings.

RESOLUTIONS PASSED

Plans for dissolving and reorganiz­
ing the Southeastern PA were drawn 
up in the following resolutions, passed 
unanimously by those present:

"Be it resolved that it is the sentiment 
of the special committee composed of the 
presidents of seven state associations of 
the Southeast, and the Southeastern Pho­
tographers Association, meeting at the At­
lanta Biltmore Hotel, Atlanta, Georgia, on 
June 4, 1961, that (1) The Southeastern 
Photographers Association hold a conven­
tion and trade show every odd numbered 
year in a centralized location; (2) The 
eight state associations within the geograph­
ic limits of the Southeastern hold a conven­
tion not more often than every even num­
bered year; (3) Each of the individual 
state associations be encouraged to hold a 
minimum of two state sectional meetings 
per year; and (4) The officers and directors 
of each state association be requested to

adopt and implement such a plan at the 
earliest possible date.”

It was also proposed:
"The Board of Directors of the South­

eastern Professional Photographers Associa­
tion consist of the current presidents and 
the immediate past president of each state 
association in the geographic limits of the 
Southeastern association.”

State associations of the SEPA are 
Florida PPA, Georgia PPA, Kentucky 
PPA, PP of Mississippi-Alabama, PP 
of North Carolina, South Carolina 
PPA, Tennessee PPA, and Virginia 
PPA.

Those who attended the Atlanta Con­
ference were: Richard Hinman, Miami, 
Fla., editor. Southern Exposure and past 
president, Florida PPA; Donald Schwarm, 
Ft. Lauderdale, Fla., president, Florida PPA ; 
Harley D. Ferguson, Atlanta, Ga., vice- 
president, Georgia PPA; O. Terrell Earl, 
M.Photog., Tuscaloosa, Ala., president, PP 
of Mississippi-Alabama; S tan ley  B aker, 
C h a ttan o o g a , Tenn., secretary-treasurer, 
Southeastern PA; John F. Roe. Pulaski, 
Tenn., president, Tennessee PPA; Cliff 
Harden, M.Photog., Atlanta, Ga., secretary- 
treasurer, Georgia PPA; D. F. Dickerson, 
M.Photog., Shelbyville, Tenn., past presi­
dent, Southeastern PA; Phil Tarver, TuIIa- 
homa, Tenn., vice president, Tennessee 
PPA; W. E. A. Moore, Suffolk, Va„ vice 
president, Virginia PPA; Randolph B. Brad­
ford, Spartanburg, S. C , president. South 
Carolina PPA; William McIntosh, Norfolk, 
Va., president, Virginia PPA; James F. 
Garrett, Atlanta, Ga., president. Southeast­
ern PA; Ivan P. Tucker, Decatur, Ga., vice

president. Southeastern PA; Dale Roberts, 
Atlanta, Ga.. past president. Southeastern 
PA; Robert Troup, Tocca, Ga., president, 
Georgia PPA; Kenneth M. Wells, M.Pho­
tog., Mayfield, Ky., president, K en tucky  
PPA; Leon Kennamer, Guntersville, Ala., 
director, PP of M iss is s ip p i-A Ia b a m a ; 
Frederick Quellmalz, Hon.M.Photog., Mil­
waukee, Wis., executive manager, PP of A ; 
Gene Botsford, M.Photog., Rochester, N. Y., 
Eastman Kodak Company, Inc.; Joe Coil, 
Atlanta, Ga., Ansco; A. M. Rothbard, Ro­
selle, N. J., president, Studio Suppliers Assn.

REGIONAL CONVENTIONS

PP of A executive manager Frederick 
Quellmalz stated it was entirely feas­
ible that if other regional associations 
would adopt similar plans, on the 
year there were no state conventions to 
conflict, there could be as many as five 
major regional conventions held 
throughout the country, featuring an 
outstanding program provided by the 
National.

In the current issue of Southern Ex­
posure. official pub lication  of the 
SEPA, editor Richard I Hinman sums 
up the effect of the Atlanta Conference 
in these words: "This could light the 
way for all photographic groups out 
of the welter of confusion and finan­
cial distress that now exists, and into 
a progressive era of cooperation and 
success for the future of professional 
photography.” ▲

Atlanta Conference attendees, seated: Richard Hinman, A. M. 
Rothbard, Frederick Quellmalz, James E. Garrett, Gene Botsford, 
D. E. Dickerson, Donald Schwarm, O. Terrell Earl. Standing are:

Harley D. Ferguion
Stanley Baker, Robert Troup, Kenneth M. Wells, Dale Roberts, John 
E. Roe, Ivan P. Tucker, W. E. A. Moore, William McIntosh, C liff 
Harden, Randolph B. Bradford, Leon Kennamer and Phil Tarver.
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A s A FREE LANCE photographer I find that a great deal of 
- imagination, stimulation and perseverance are needed 

in my work. Would it not be possible that this could be 
true of all photographers, plus the need for a little recrea­
tion and fun thrown in for good measure? It would give 
us all new ideas and outlooks in our daily routine.

What could be more fun than having your recreation 
and getting paid for it as well? I have found just such 
a system. It has not only provided me with the greatest sat­
isfaction, but has led to improving my technique, has created 
an additional source of income and has enabled me to 
score exceptionally well in the PP of A Print Competitions.

The secret to this magic formula is 
making still lifes or table tops in my 
spare time. This is made considerably 
easier by the use of the stand pictured 
below. It is constructed of lxl 2-inch 
shelving, the top being only ten inches 
wide so that glass can be dropped into 
the slot which is made of two parallel 
strips of molding. The arms are held 
in place with wing nuts so that they 
can be removed for storage. I painted 
the inside white for better reflectance.
While it is not essential to have this 
stand it is a great convenience because

P
P

it provides: 1) An unobstructed glass base; 2) A conven­
ient method for holding a sheet of glass upright; 3) A 
place to attach lights and reflectors; 4) With the arms 
detached, a convenient, compact storage place for glass 
when not in use.

The illustration shown here is of the basic stand and 
many other features may be added to suit your own needs. 
Some suggestions are lights on goosenecks attached to the 
top and base, additional holes and arms for multiple layers 
of glass, multiple slots for vertical glass, etc. This stand 
was made for 16x20 glass which I use for ease in handling, 
but it can be made to any size.

To use this stand a piece of glass 
is placed across the two supporting 
arms. This makes a glass table upon 
which to place the objects to be photo-

by Eileen Widder

£

Above: "Golden Spoon"—Everything is white 
except gold spoon. Flood on left and white 
reflector on right is only illumination. Print 
is in PP of A Loan Collection in color.

Far Right: "Candle Glow" — Rippled glass 
in front of candles. One flood is light 
source from left, white card reflector on 
right. Print is in Loan Collection in color.

Right: "Blue Bottles" — Large bottle is be­
hind rippled glass, small one is in front. 
Bits of colored gelatin were attached to 
another piece of glass and placed behind. 
Blue gelatins in front of front lights gave 
small bottle blue glow. On 35mm Kodacolor, 
14x17 print, hung in PP of A National Exhibit.
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graphed. Being glass, it enables you to light from below 
if desired. The vertical slots support a piece of glass which 
may be placed either behind, as in "Golden Spoon," or 
in front, as in "Candle Glow,” or between the objects as 
in "Blue Bottles.” Variations are possible by using different 
types of glass such as rippled or ribbed glass. A groundglass 
or groundglass type acetate sheet can be used for diffusion, 
special effects or a screen for projected backgrounds. A 
small roll of seamless paper attached to the glass makes 
an excellent background for high key effects.

SIMPLE LIGHTING

Any lighting equipment desired may be used. However, 
I usually work with very simple lighting (after all, it’s 
supposed to be for fun).

I use a Rolleiflex 3.5 camera and the Rolleinar close-up 
attachments for these pictures. For the most part I use 
Kodacolor film and Ektacolor paper, however when I

It has been my experience, both as an exhibitor and 
a judge, that in most competitions the judges do not have 
time to figure out complicated pictures. The motif, or 
center of interest, should be made obvious by its placement 
in the composition and by its color. Usually it is the lightest 
or darkest spot in relation to the rest of the picture. I do not 
follow the basic rules of composition conscientiously, but 
find that the most pleasing results usually adhere to the rules.

I have also found that using lots of color does not make 
the most attractive color pictures. Well chosen, subtle colors 
are usually more pleasing.

One thing you should try on the stand is glassware. 
A simple set-up with colored gelatins over the lights will 
produce some very exciting results. I have not shown any 
here because they are much more attractive in color, but 
the possibilities are unlimited. They make attractive samples 
to show with your other work, and they are liked in the 
National, too.

Several variations from one set­
up. Only illumination is light 
from bottom, using basic stand. 
First, "Lab Glass." Next, glass 
brick in front produced "The 
Glass Family." Rippled glass in 
place of brick, gold cloth add­
ed to background, additional 
light to side— "Rippled Glass." 
Bottles contain colored liquid, 
show vivid ly in color prints.

started I was working in black-and-white. All of the accom­
panying illustrations were originally in color.

OBJECT RELATIONSHIP

Now that we have discussed all the basic equipment, I 
presume you have collected some objects, so let’s get started.

One word about the objects — there should be some re­
lationship between them — different size bottles or glasses, 
vases and flowers, or all oriental type things. If I like an 
object and it is the wrong color I paint it with spray paint.

EILEEN W IDDER is a free lance photog­
rapher from Forest Hills, N . Y. She is a 
graduate of the C. H. White School of Pho­
tography, has studied with Adolf Fassbender, 
M.Photog. At one time she had a studio spe­
cializing in medical photography. Airs. Wid- 
der is an Associate of both the PSA and Royal 
Photographic Society. Every print entered in 
PP of A competitions has been accepted.

With a single set-up I usually get several different 
pictures. For example in the accompanying illustrations, 
"Lab Glass” was the original straight picture. By merely 
placing a glass brick in front of this set-up, "The Glass 
Family” resulted. The third variation was obtained by re­
placing the glass brick with a piece of rippled glass and 
adding a piece of gold lame' to the background.

MARKETS

If the skill acquired and the acceptances in the National 
are not sufficient compensation, you can at least consider 
the possible financial returns from such creations. I have 
found that some of the markets for these pictures are 
greeting card companies, calendar companies and interior 
decorators. Probably the easiest way to break into the fields 
is to use a photo agent. If you prefer to work directly, 
as I do, there are several books available with lists of 
markets. One very good one is, "Where and How to sell 
your Pictures” by Arvel W. Ahlers. (Amphoto, 33 W. 60th 
St, New York 23, N. Y.)

I hope I have stimulated your interest to the extent 
of encouraging you to start to "Play for Pay.” ▲
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D I R E C T  M A I

T T ave you  ever thought what 500 or 1,000 "silent sales- 
-*--*■ men” could do for your business? My silent salesman 
is a direct mail post card mailed every month to my pros­
pects. It is more than just a mass produced piece of direct 
mail, although these are effective, too. It is a card with our 
own personal sales message, and carries one of our own 
photographs to illustrate it.

We started a direct mail campaign almost six years ago, 
and have sent out 500 cards every month since.

It has often been said that 90% of the sales are made 
on the tenth call, and less than 10% of the salesmen make 
that tenth call. This is the basis on which direct mail oper­
ates — it must go out automatically each month or much of 
the effectivenss will be lost.

COMPILE LIST

first we need prospects — who will possibly buy pho­
tography/ The most logical source is the classified pages of 
the telephone book for the towns in your immediate trade 
territory. This can be .augmented by Chamber of Commerce 
lists of commercial and industrial businesses. Your list can 
can be kept up to date by checking your newspaper for new 
businesses and industries.

Remember in compiling your list that one job in about 
two years will return the cost of mailing to one prospect, 
plus a sizable profit margin. Take your list to a commercial 
mailing house and have stencils cut for their addressograph.

CHANGE OF PACE

Now we come to the card itself. Select 12 samples of 
your best work, striving to keep a change of pace. In other 
words, don’t show photographs of gears for ten months and 
screws the other two.

When you have the 12 samples, go to an advertising 
man and have him produce the layout and copy for you. 
While we may all be good photographers most of us are 
probably lousy copy writers. You may have a couple hun­
dred dollars or more in the first campaign, but it’s money 
that will come back many fold.

When the cards for all 12 mailings are printed and the 
campaign is ready to start, schedule them for appropriate 
months, for example, a fishing scene or an exterior with a 
beautiful swimming pool should be used in June or July.

Mark the packages for the months in which they are to 
be mailed. Take them to the mailing house, and from that 
point on you can forget about the mechanics of the process. 
All you have to do is make out a check once a month.
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H E S I L E N T  S A L E S M A N
by Jerry Peterson

There are several points that are very important to such 
a campaign. First of all, don’t try to do the addressing and 
mailing yourself. It’s too easy to get a couple of days be­
hind and let the mailing go for a bit. First thing you know 
you’ve missed a month, then two months, and finally the 
campaign is dead as a dodo bird.

RETURN POSTAGE

Second, have the words "Form 3547 Requested” some­
where on the address side of the card. This authorizes the 
Post Office, for a nominal postage return fee, to return the 
card marked with change of address or other information 
to help you keep your list up to date. You’ll be amazed at 
how fast a list can change. We didn’t do this the first year 
of our campaign, and almost half of our list became obso­
lete. We still get 12 to 15 change cards every month.

Third, schedule your mailings for the first Monday after 
the tenth of each month. This will do two things, one of 
them is psychological. By hitting after the tenth, the busi­
ness has all the bills paid and is more receptive to buying. 
In large corporations this may not be critical, but in a small 
business it is definitely a factor. Also, by mailing on a 
Monday you miss the heavy accumulation of week-end mail. 
Never schedule a mailing la te r than Tuesday for this 
reason.

At first we used a regular size post card. Now all our 
cards are double size. The odds are that they’ll stick out of 
the prospect’s mail somewhere, and he won’t be so apt to 
miss them.

SPECIAL PROMOTION

Now we come to the proof of the pudding — how ef­
fective can such a campaign be?

During the five full years we have had the straight 
commercial campaign going, we have had an increase in

commercial business of over S10,000. It’s hard to pinpoint 
how much is due to direct selling and how much to direct 
mail, as is true with all sales efforts. However, I have had 
a case where one mailer was in a customer’s desk for several 
months before he called me. I can’t complain about mileage 
like that.

For the past 11 years one of our specialties has been 
furniture photography. We had never gone into a mass 
sales effort in this field, as promotion was limited to di­
rect selling. However, about a year and a half ago a new 
furniture market building was built, and a studio was 
opened in the new building. This changed the competitive 
situation and called for a re-evaluation of sales techniques.

Using our straight commercial cards as a guide, we de­
signed a series of cards devoted to furniture. The copy 
stresses phrases that are peculiar to the furniture field and 
which every manufacturer knows. We stress the little points 
of know-how that only years of experience bring. The cards 
are sent out ten months of the year. The other two months 
we send out our brochure on the "Peterson Mobile Room 
Setting,” together with a letter promoting color.

NEW BUSINESS

We had time for only two card mailings and one bro­
chure before market time rolled around, yet the first cam­
paign brought in $2,000 worth of new business for that 
market. The same figure was reached during the second 
market, and one of the accounts obtained through direct 
mail has spent $3,100 with us in two markets, winter and 
summer.

When considering the furniture figures, I realize this 
would not work for every photographer in this area. 1 low- 
ever, the field is also extremely competitive, and these new 
accounts hadn’t come to us before. So in the last analysis, 
it was consistent direct mail that did the job.

(T urn  to page 394)

JERRY PETERSON is a native of Iowa. He studied 
journalism under Kermit Buntrock at Buena Vista 
College in Storm Lake. After ten years in news­
paper work, Jerry attended the Bred Archer School 
of Photography, Los Angeles, for two years. He 
opened a studio in Monrovia, Calif., in 1949. He 
moved into a new location a year ago at 220 Foothill 
Bird., Monrovia. Jerry holds the rating of Advanced 
Pilot in the U nited States Power Squadrons.
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in ’or LESS than a $50 investment you can get into portraits 
in color! Perhaps you think this is an exaggeration, 

but I would like to outline the trial and error method 
by which we stumbled on this profitable idea.

When negative-positive color was introduced, we be­
came quite enthusiastic about selling wall size portraits. Con­
fidently I bought filters, chemicals and print material. For 
a year, I exposed negatives and tried to make color prints 
under what were probably the world’s worst conditions.

The education obtained through this experience was 
very expensive and valuable, and I wish I could sell it 
for what it cost me. I found that when I was finally able 
to produce a speculative large print, the customer was not 
in the market for such or had grown tired waiting for me 
to get a good print. This led me to the conclusion that 
there were only two alternatives: If I planned to do my 
own printing and speculating, I would have to buy the 
necessary enlargers and related color processing equipment 
at the cost of several thousand dollars; I could send such 
work to a reputable commercial color lab who could do 
the prints for less than I ; however, cost of large prints 
certainly would put a damper on promiscuous making of 
speculation wall size portraits.

I did not have the space to set up a color lab and was 
afraid to speculate on costly commercial lab color prints. 
I felt that the number we could sell would not be worth­
while enough to offset the unsold ones.

FRAMED MINIATURE

After searching for several weeks for a possible solu­
tion, an idea came to me. We decided to try' to sell what 
we now call "Little Jewels." The idea works this way:

Most frame companies have suitable miniatures which can be used 
for small color prints — "Little Jewels." Small image size enables 
photographer to sell more expensive print and frame combinations.

On most of our regular sittings we make two or three 
exposures on 120 Kodacolor, using an inexpensive 2^x2%  
reflex camera. We send the film to our local color photo­
finisher who makes 3x3 prints. We then select one print 
from each sitting, in most cases, dull spray it and mount in a 
tiny 2x3 frame. We have the frames in ovals and rectangles.

When the customer brings in proofs, and after we sell 
the regular order and have it written up, we suddenly say,

This article is a service of the PP of A Portrait 
Division Sales and Promotion Committee

"Oh, there’s something I almost forgot to show you! Have 
you a gift for your fiance (or husband, wife, grandmother) 
yet?’’ We show the completely framed miniature with 
enthusiasm and tell the customer that we refer to them as 
our Little Jewels’’ because they are so elegant and tiny. 
We explain that the portraits are made by the new color 
process which is so natural and beautiful. These are per­
sonal gifts.

How much? Color portrait complete in the frame is 
only $14.75! (We have others which give combination 
prices up to $18.95.) Percentage of sales is very good with 
this system, far greater than is normally realized on spec­
ulative wall size portraits.

EXTRA ORDERS

During our Christmas season of November and De­
cember, we sell approximately 90% of the miniatures. In 
many cases we sell tw'o or three extra miniatures for grand­
parents and other relatives. Children, brides and young 
people arc best prospects, although some success can be 
obtained through older people, couples and groups.

Naturally, there is no retouching, but color prints 
framed in this small size generally look quite elegant even 
without retouching. Print spotting with regular Spotone 
dyes can remedy many hair problems, such as filling gaps 
and smoothing ragged edges.

If two or three children from one family are photo­
graphed, multiple sales can be made by making up two- 
or three-way frames. Most frame companies have suitable 
miniatures which can be used for small color prints. I 
should emphasize three points to keep in mind when deal­
ing with Little Jewels” : 1. Never tell the customer that 
you are taking color!; 2. Never show the color until the.

BILL BELL taught in photography labs at 
the Uniteriiy of Oklahoma while a student, 
lie  graduated with a degree in journalism in 
1949. became a professional photographer 
in Albuquerque, N. Al.. with little more 
than a camera. With his wife Xira. he now 
has a thriving residential studio. Bill Bell 
is the chairman of the PP of A Portrait 
Division's Sales and Promotion Committee.
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A TROUBLE KIT TO PREVENT TROUBLE

O UR studio possesses a most important piece of equip­
ment. And strangely enough it is hardly ever in the 

studio, but remains safely stowed away in the trunk of 
my car. It is a small metal box, packed with a variety of 
items. You might think some small boy had emptied his 
pockets, but each one of these component parts of the kit 
has its own very carefully thought out place. We call it 
our Trouble Kit, a misnomer, no doubt, as it prevents 
trouble, not causes it.

Now, a personal question. What would you do, if out 
on a job you opened up your view camera and found that 
the groundglass was in a thousand pieces? That particular 
question was posed to us some time ago by an old timer 
in this business of commercial photography. It really started 
some thinking on our part about taking along replacement 
and emergency items, when away from the studio.

PHOTOGRAPHIC MISCELLANY
At most any surplus store you can find the type of 

metal box that we use. It is usually painted an olive drab, 
or gray, but that is easily changed to suit your own taste. 
The top securely fastens with metal clasps. By careful pack­
ing you will be surprised at the large assortment of photo­
graphic miscellany that it will encompass. The final list 
of contents should of course be determined by your indi­
vidual needs, but here is a list of things we find convenient 
to have on hand in case of emergency: groundglass to fit 
the various view cameras you may be using — 4x5, 5x7 or 
8x10 — each carefully wrapped for protection; an extra 
focusing cloth; electrical supplies, such as neon circuit 
tester, various sizes of fuses, light plugs and adapters; elec­
trician’s tape, transparent tape, and of course an extra 
extension cord. Masking tape is also a good item.

b y  King, I). Beach. Jr. . K in g  ■ V h o lo g r a p h y . C le v e la n d .  O h io

Each component of trouble kit has carefully thought out place.

For the camera, we store a set of cable releases to fit 
all shutters, the same on synch cords for various flash guns 
and shutters; and a set of the most used three-inch gelatin 
filters with holders that will fit any and all lenses.

A miscellaneous box includes an assortment of nails, 
screws in various sizes, clothes pins, safety and straight 
pins, push pins, and other nuts and bolts; also several 
pencils, a ball point pen, a note pad, ruler, and a layout 
tissue pad; small tools, such as a pair of pliers, and one 
of the needle nose type; a set of jeweler's screwdrivers, 
and a larger one, and a set of small crescent wrenches; 
an awl, for punching small holes, and a pair of scissors 
for making big things smaller.

Also a most useful adjunct is a sheet of medium weight 
plastic, clear, about five feet square. This is very convenient 
for low camera angles on wet grass, snow, or sand, depend­
ing on the season and location, or maybe even greasy 
floors in a large plant.

COM FORTING THO UGHT

All of the above mentioned items have proven to us 
that taking them along is one of the most important jobs 
we have when leaving the studio and going out on location. 
Of course, the kit stays stowed away in the back of the 
trunk, but it is a comforting thought to know it is there 
when trouble arises. It also saves much time and mileage 
as we do not have to go back to the studio to get the for­
gotten items. Oh yes, model releases might be needed too.

You know the old saw, "A stitch in time, saves nine.” 
Well maybe just in case, a package of needles and some 
thread might go into this box, too. They do not take up 
too much room.

We learn by experience, and this Trouble Kit has to 
be put together through experience, and it has served us 
well in times of need. Maybe you should try out one for 
yourself, but be sure you take stock of the equipment you 
most frequently take along on assignments away from the 
studio, and include in it the items that fit your own 
particular needs the most. A

regular order is sold; 3. Never show the color except in 
a frame, and sell both only as a unit.

This idea is a good year ’round project worth hundreds 
of extra dollars for the average studio. During the Christ­
mas rush, the average studio should be able to add $500 
to its Christmas sales. At other seasons of the year sales 
may drop as low as 30% to 40%. During normal seasons 
it is a natural seller to brides as a gift for the groom. (At 
our suggestion, the bride ofttimes presents the miniature 
to the groom during their honeymoon trip.) Mothers of 
youngsters love to buy "Little Jewels” for grandparents 
or as a surprise for Dad’s office.

Strobe illumination with 85 filter or regular flood lights 
can be used with Kodacolor. A roll of test exposures should 
be made and given to your color processor for a trial run. 
We use a pale gray background, w-ell lighted. Our local 
finisher doesn’t charge us for remakes if we feel color 
corrections are needed. In order to save him materials, we 
pick only the best expressions for reprinting. If we want 
31/ 2x5 prints, he is glad to crop the negative and print 
the larger size. We generally keep our image size small 
enough so this can be done. This in many cases enables us 
to sell much more expensive print and frame combinations.

(T u r n  to  p a g e  3 9 4 )
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how to find your way to our resort 
— route photographs, with the help 
of judicial art work, help make sure 
there will be no lost ways in strange 
surroundings. This is a new service 
that can be offered by photogra­

phers, and the school, company or resort will gain a reputation as 
a concern that cares about its students, clients and customers. 

I he University of California Conference Center at Lake Ar­
rowhead provides a secluded setting for many University Exten­
sion conferences. A secluded setting is perfect — once you get 
there. And Glenn L. Anderson, Head of Program Promotion for 
University Extension devised a route sheet that cannot fail. Using 
nine photographs and a map, he produced on one convenient 
page the details on "How to Reach the Center.”

The photographs were made by Anderson with a 4x5 Speed 
Graphic. Retouched signs and dimensional arrows in the road 
added by an artist leave no doubt which route to follow.

I he complete sequence of nine photographs with appropriate 
captions show the reader the way. For example, No. 3 says. "As 
you exit from freeway, turn right on Highland Avenue, Route 
18. I he caption for No. 6 is, "At entrance to Arrowhead Vil­
lage turn right following North Shore Road 41/2 miles to Center.” 

Photographers can offer route photographs as a new and dif­
ferent service to clients. Route photographs suggest other uses 
tor photography, in addition to providing directions for finding 
a particular spot — any use of step-by-step instructions where 
only photographs can effectively tell the story. a
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■ar mm

S O
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:
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Nine photographs and a map 
are the basic components of 
route sheet for University of 
California Conference Cen­
ter. Photos one through nine, 
at left and below, are those 
on the instruction sheet, left.

I
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PHOTOGRAPHING BRIGHT METAL OBJECTS
by Jack Stiles

(Jack Stiles, Stiles and Associates, 1318 Nance, Houston 2, Texas)

Following is a transcript of the presentation 
by Mr. Stiles at the I960 Exposition of Pro­
fessional Photography in Chicago last summer.

I think I saw my first demonstration on this 
technique here in Chicago by Art Pohlman in 
1955. I was very impressed with his use of 
this material and I made a whole notebook 
full of notes as to how 1 could use it when 
I got back home. I had a lot of work to do and 
I didn't get around to it until a couple of 
years ago.

I wish I would have started sooner when 1 
think of all the time I have sweated over 
building a tent or doing some complicated 
lighting set-up for silverware, highly polished 
tools, chrome objects, and a lot of other dif­
ferent bright objects.

We now use shower curtain material. It is 
a plastic material, 54 inches wide, and it costs 
49 cents a yard. It comes in two thicknesses. 
It seems the only place you can get it is at 
Sears, Roebuck Stores.

We set up for a minimum amount of work 
on the part of the photographer and a mini­
mum amount of retouching. Most of these are 
used in newspaper advertising. We are just 
interested in a good photograph generally with 
the background dropped out so the retoucher 
can just do a little bit of work to make it 
ready for the newspaper. (Slides shown.)

If you want to cut a hole in the material 
to put your lens through, you can take a piece 
of Scotch tape and paste it back up and it 
doesn't show in the photograph. The frames 
for the screens are painted flat white to eli­
minate unwanted reflections.

Screen with One Light
We do a lot of department store work and 

we have several screens in the store we use 
with glassware as well as the silverware.

We formerly made our silverware photo­
graphs in the store by slanting the background 
on the silverware slightly toward a light colored 
wall and then lighting the wall itself more than 
the silverware, picking up the reflected light. 
Now we use a screen and one light only 
(Fig. 1).

When we have dark areas to fill, me take

a piece of white cardboard and put it around 
the inside and then shoot down through the 
hole (Fig. 2).

We use the same basic lighting set-up for 
things like a set of tools or anything that 
would have a little hit of texture to it. By add­
ing just one spotlight in the back it gives a lit­
tle bit of edge lighting, to pick up some of the 
things on the tool itself.

We had a problem for a long time photo­
graphing a combination such as leather and 
bright metal. Bare floodlights are unsatis­
factory. Now we use this set-up (Fig. 3).

Most of us, when we are called on to 
photograph a bright metal object, will set it 
up on a table, because we are used to seeing it 
that way. A lot of times we go at things the 
hard way just because we are used to doing 
it that way.

Take an object (coffee pot) and lay it 
down. You have practically the same angle 
except it is a little easier to light when it is 
down and also you eliminate shadows under 
the bottom (Fig. 4 ).

Dark Strips
If you have some things you want to add, 

some dark lines to give it a little bit of tex­
ture or mottling, it is easy enough to do with 
the shower curtain screen by taping some 
dark strips of paper or cloth on the back. You 
can make it in any design you want to. You 
can make the lines run horizontally, vertically 
or in a circle.

In some of our still life set-ups we make 
little cutouts of butterflies and pick it up 
either in the object or in the background.

As far as we know, there is no noticeable 
color value change as far as using the screens 
either with floodlights or with strobe.

We use the material as a background and 
can get any intensity of light we want up to a 
solid white which gives a very good shadow­
less effect.

Question: How close do you keep the screen ?
Stiles: You can vary it to any distance. 

When you measure intensity of bare lights and 
then place the shower curtain in front of the

Fig. 3 (above) : Set-up for photographing com­
bination of leather and metal. Fig. 4 ( below): 
Prone object easier to light than upright one.

light, normally it has been about a stop and a 
half change in exposure.

Question: Can you use a reflection light 
meter or an instant light meter?

Stiles: You can use either.
Question: How does your plastic material 

work on furniture?
Stiles: It works all right as long as you 

don't reflect the screens into the furniture.
Question: How does the Polaroid lens work?
Stiles: On the furniture O.K.

Bounce Light
Question: If you have several objects such 

as a coffee pot, silverware and some shiny 
cups all sitting on a table, you have them 
facing every imaginable way, how do you keep 
the edges of the frame from giving you ob­
jectionable lines?

Stiles: I don’t think I would use it for that 
type of set-up. I would probably try to use as 
much of a bounce light as we could. This is 
meant for single object type things that nor­
mally cast a shadow. This eliminates that shad­
ow. It is not for a large set-up like you are 
talking about.

Question: Didn't you demonstrate a photo­
graph of a plaque a couple of years ago in 
one of your demonstrations?

Stiles: Yes, we use this method for plaques.
Question: When you have the base re­

flecting light into the metal itself, a dark ma­
hogany, how would you handle that?

Stiles: We would lay it down.
Question: And that cuts out the dark re­

flection ?
Stiles: It gives you better rendition, with one 

little light coming through. You have reflec­
tion of your screens coming in both sides with 
it standing up, if you lay it down you have 
just one line. You might spray it with some 
condensed milk.

Question: Do you find your agencies pre­
fer to introduce some of those darker areas 
to create shape for the object?

Stiles: I have been asked to and they have 
been impressed that we have been able to give 

(T urn  to page 395)Fig. I (left): Set-up for lighting silverware. Fig. 2 (right): White card fills in dark areas.
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Aurilla Goodnight Studio 
PP of A executive manager Frederick Quell- 
malz, Hon.M.Photog. (right) at the com­
pletion of a 7 AGES illustrated talk, dis­
cusses some of the 7 AGES materials with 
photographers during the recent PP of 
North Carolina convention in Durham, N. C .

ho postcard, are available at $60 per thou­
sand sets of six (the one-year age is not 
represented). The stuffers are printed on 
high quality Kromkote. Reverse side is 
blank; these are not imprinted.

• • • The 7 AGES full-color motion pic­
ture playlets and black-and-white television 
films are ready for delivery. They were pro­
duced by Motion Picture Advertising Service 
of New Orleans and feature portraits made 
by Phyllis Moore, M.PhotOg.

The four 27-second color movies are avail­
able either by outright purchase at a total 
cost of $45 or on a rental basis by arrange­
ment with theaters. The sets of two 60- 
second and four 20-second television films 
may be had for $27.50 per set.

• • • The children’s records have been pur­
chased by photographers in 15 states. The 
record sells for 35 cents. Mailing envelopes 
with protective pads, complete, are four 
cents each.

• • • Special letterheads (8V^”x l l" )  have 
been designed using the black and gold 
7 AGES symbol and the words "official 
7 ages photographer,” with studio name and 
address at the bottom. Samples are avail­
able on request.

Price for minimum letterhead order of 
2500 sheets is $44.75. Envelopes with re­
turn address printed in one color on the 
flap are priced at $51.75 for 2500. ▲

c a  -------Bfl n e w s

One of three full-color 30-sheet 7 AGES billboards is the "Sweet 16 Forever" poster. This one 
was posted in Salem, Massachusetts, by Leonard Levy's William Charles of Beverly studio.

S W E E T  1  ( j  

F O R E V E R

ARE YOU ONE OF THE 7 AGES?

Defiance, Ohio, Home 
Show booth of March 
Studio. Six of seven 
ages flank illuminated 
sign. Seventh age pho­
tograph was colored 
during Home Show.

United Press International Photo 
Soon to again be one of the 7 AGES of 
Childhood (Age No. 4), three-year-old Caro­
line Kennedy takes time out from her swing­
ing to chat with a playmate on the south 
lawn of the White House. Photograph was 
made from outside the White House grounds 
by UPI staff photographer James Atherton.

• • • Prom otion at W ork Marshall 
Braden, Houston, displayed bis interpreta­
tion of the 7 AGES with a display of 19 
color prints in the Oak Forest State Bank. 
. . . B. Artin Haig, M.Photog., Milwaukee, 
appearing on a weekly afternoon television 
program, frequently refers to the seven ages 
of childhood and the importance of the pro­
fessional photographer. . . . Paul H. March, 
M.Photog., took space for his studio in the 
Defiance, Ohio, Home Show in April. The 
booth featured all 7 AGES materials, in­
cluding the children's record, streamers, and 
the animated display. A large 7 AGES sym­
bol flashed a gold Seven. This was accom­
plished by cutting out the number seven, 
and placing colored lights behind shower 
curtain material in the opening. Six of the

seven ages were represented in framed oils 
flanking the huge 7 AGES sign. Big attrac­
tion was daughter Linda at the easel color­
ing a photograph of the seventh age, a 
16-year-old girl. . . . A. E. Arnold, Bir­
mingham, Mich., includes his own 7 AGES 
business card with each order delivered. 
The card is a photographic reproduction 
(2"x2l/2") of his hand-lettered certificate.

• • • Linn Portrait Studio, McAllen, Texas, 
introduced the 7 AGES in the McAllen 
area with ten radio spot announcements a 
day for 30 days. Radio station KRIO con­
ducted the Kay-Rio Cutie contest in which 
tape recordings were made of children three 
to five years of age, talking about their 
parents’ KRIO listening habits.

All entrants received a letter entitling 
mother to a $3 credit on "any regular por­
trait she has made of you at Linn Studio.” 
The letter also offered the color brochure, 
"The Seven Ages of Childhood" to mother 
on her visit to the studio. Children appear­
ing on the ten winning tapes received as a 
prize an 8x10 portrait made by Linn Studio.

• • • Envelope stuffers (5%"x3V^”) , re­
productions of the 7 AGES full-color jum-

Page 382 The National Photographer • July 1961



THEYOUR BEST INVESTMENT 
FOR THE FUTURE
At least  on e  course  each s u m m e r  at 
the W ino na  School  of  P h o t o g r a p h y *

W I N O N A

SCHOOL
•  RECEPTION ROOM  SALES (July 16-22, Tuition $65)

D em o n stra tio n s on  h o w  to  m a k e  th e  s it t in g  a p p o in tm en t, c lim ax  
th e  sa le  a n d  d e liv er ; h o w  to  in crea se  u n it sa le  a n d  d o llar  v o l­
u m e  w ith o u t  in crea s in g  o v erh ea d .

OF PHOTOGRAPHY
W I N O N A  L A K E ,  I N D I A N A  — 4 0 t h  Y E A R

•  SPEEDLIGHT PORTRAIT PH O TO G RA PH Y
tion $125)

(August 6-12, Tui-

T h is  co u rse  co n cen tra te s  on  th e  m o st e f fe c t iv e  u se  o f  sp ee d -  
l ig h ts  in th e  p ortra itu re o f  m en , w o m e n , b r id es , ch ild ren  and  
sc h o o l g ro u p s. G a in  grea ter  v er sa tility  as a p h o to g ra p h er  
th ro u g h  p r o f ic ie n c y  w ith  sp e e d lig h ts . A M r. a n d  M rs. S p ec ia l  
w ith  “T ran sp aren t O ils” or “N e g a t iv e  R e to u c h in g .”

•  TRANSPARENT OILS (Aug. 6-12, Tuition $75, materials furnished)
E m p h a sis  on  d em o n stra tio n  a n d  p ra c tice . M ed iu m  o ils  w ith o u t  
th e  u se  o f  o p a q u e  or b rush  w ork . A  M r. a n d  M rs. S p ec ia l w ith  
“ S p e e d lig h t  P ortra it P h o to g r a p h y .”

•  PORTRAIT PRINTING AND FIN ISHIN G (Aug. 13-19, Tuition
$125)
P rin tin g  a n d  p ro cess in g , d iff ic u lt  n e g a t iv e s , v ig n e tte s , b ord ers, 
p r in tin g  for ex h ib itio n ; tex tu re  screen s, to n in g  —  p artia l a n d  
m u ltip le ; n e g a t iv e  p ro ces isn g , in te n s ifica tio n  an d  red u ctio n ; e m ­
b o ss in g , m o u n tin g , fra m in g , g a lle ry  w a ll, s tu d io  d eco r  and  
w in d o w  d isp la y . A M r. a n d  M rs. S p e c ia l w ith  “A d v a n c e d  
N e g a t iv e  R e to u c h in g .”

“S p o n so red  b y  th e  P ro fess io n a l P h o to g ra p h ers  o f  A m erica , Inc.

OFFICIAL APPLICATION FORM — 1961 WINONA COURSES

Please accept my application for the course (courses) I have checked:

DIRECT COLOR IN PO RTRAIT PHOTOGRAPHY 
Tuition $150 Deposit $25 July 9 -Ju ly  15

RECEPTION  ROOM SALES —
Tuition $50 Deposit $25 July 9 -Ju ly  15

O IL COLORING —
Tuition $75 Deposit $25 July 9 - July 15

ADVANCED PO RTRAIT PHOTOGRAPHY
(2 weeks) —

Tuition $200 Deposit $50 July 16 -Ju ly  28

RECEPTION ROOM SALES —
Tuition $65 Deposit $25 July 16 -Ju ly  22

□

□

□

□
□

I am  enclosing a  deposit on each  course for w hich I ap p ly  an d  I 
und ers tan d  tha t it w ill be c red ited  to my total tuition fee. I a lso  
u nders tand  th a t the en tire  b a lan ce  of the tuition fee is p ay ab le  
on the first d a y  of the  course. I certify tha t I h av e  h ad  a  minimum 
of one y e a r 's  experience in a  p rofessional pho tograph ic  studio. 
If I am  ap p ly in g  for the course  in A dvanced  Portrait Photography, 
I a lso  certify tha t I h av e  h ad  a  m inim um  of th ree  y e a r s ’ cam era- 
room experience. If I am  ap p ly in g  for the  course  in Direct Color 
in Portrait Pho tography , I a lso  certify  tha t I h av e  h a d  a  m ini­
m um of five y e a r s ' cam eraroom  experience.

NOTE: Refunds of deposits  will be  m ade  only in case  of em er­
gency a n d  u n d e r no c ircum stances la te r th an  two w eeks p re ­
ced ing  opening  d a te  of course. Full d e ta ils  a s  to supp lies  requ ired , 
housing  serv ice , etc., w ill be  m ailed  upon receip t of app lication  
an d  its a ccep tance . All courses a re  lim ited in enrollm ent, an d  will

SPEEDLIGHT PO RTR A IT PHOTOGRAPHY 
I uition $125 Deposit $25 Aug. 6 - Aug. 12

NEGATIVE R ETO U C H IN G  —
Tuition $75 Deposit $25 Aug. 6 - Aug. 12

TRANSPARENT OILS —
Tuition $75 Deposit $25 Aug. 6 - Aug. 12

PORTRAIT PRIN TIN G  AND FINISHING 
Tuition $125 Deposit $25 Aug. 1 3 -Aug. 19

ADVANCED NEGATIVE R ETO U C H IN G  —
Tuition $100 Deposit $25 Aug. 13 -A ug. 19

□
□
□
□
□

be p rocessed  on a  "first come, first se rv ed "  basis . A minimum 
of $25 deposit m ust accom pany  a ll app lications. M ail to: Executive 
M anager, Professional P ho tographers of A m erica, Inc., 152 West 
W isconsin A venue, M ilw aukee 3, W isconsin.

Name
(p lease  hand -le tte r or typew rite)

Street ..................................................................

City ....................................................... .. Zone ......  S tate
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among the affiliates
THE FOUR-POINT PLAN

"Whether we like it or not, we must 
admit that those fellows wouldn’t be work­
ing in our communities if they weren’t 
making money." In a message to the Pro­
fessional Photographers of Iowa, President 
Kermit Buntrock, Cr.Photog., was outlining 
a campaign against unethical itinerant pho­
tographers who use a prominent, respected 
business place as a "front.”

In reply to a letter written by Mr. Bun­
trock to Montgomery Ward & Co., in 
which he objected to their practice of leas­
ing space to itinerant photographers, the ex- 
ecutive in charge of leased departments for 
the mail order firm expressed open satis­
faction over the results of their photographic 
venture. He feels it has produced additional 
profit for Montgomery Ward & Co. and 
has materially enhanced their reputation. 
They are not dropping the program.

Kermit Buntrock has proposed a four- 
point plan to counter the company's stand. 
First, through the use of an educational 
program, the PP of Iowa will stress the 
point that this type of operation is frowned 
upon by photographic associations and the 
Better Business Bureau of Des Moines. 
Second, they will convince the public that 
they should have portraits made by estab­
lished home town photographers who are 
completely accountable for their work, "Not 
by some wandering operator set up in the 
aisle of a store." Third, with the coopera­
tion of the PP of Iowa the Better Business 
Bureau of Des Moines has designed an ad­
vertisement advising readers that they can 
expect pressure to buy extra prints if they 
patronize such a business.

Fourth, the PP of Iowa has written the 
following letter designed for use by Cham­
bers of Commerce. This letter has already 
been circulated to its membership by the I.e 
Mars Chamber of Commerce. Others plan 
to send it out.

• • • • •
Dear Chamber of Commerce Member:

As the representative of an active state 
association of community-minded citizens, I 
am respectfully asking your help on a mu­
tual problem.

For several years, our National associa­
tion and many of our state groups have 
been working hard on a program to elevate 
our profession in the eyes of the buying 
public.

One of our biggest hurdles in this pro­
gram is the itinerant photographer who uses 
some prominent, respected business place as 
a "front" for his operation. He advertises a 
below-cost item to lure people in and then 
usually does a very effective job of pressur­
ing many into buying additional pictures. 
He must do this to stay in business.

Our objection to this fellow is two-fold. 
First, because he is here today and gone to­
morrow, he doesn't have to be accountable 
for his work. Some of these operators are 
good, but many of them are not. Often they 
are "floaters” of questionable habits who 
can't hold a position with a legitimate 
studio. We get many complaints on work 
done by these fellows, but by that time they 
are on their way, working their scheme in 
some other community.

Our other objection is this. Under the 
guise of building traffic for the firm that is 
fronting for him, he skims off a lot of 
business that would otherwise go to your 
home town photographer who pays taxes 
and supports your Chamber of Commerce 
and other worthwhile civic enterprises. This 
fellow is interested in your community only 
to the extent of the money he can take out 
of it. If you don't believe this, just try to 
sign him up as a dues-paying member of 
your Chamber of Commerce.

We hope that in the future, your interest 
in the long-range welfare of your commu­
nity and your customers will offset any 
slight personal gain there might be for you 
in fronting for an operation that is frowned 
upon not only by our photographic associa­
tions, but by the Better Business Bureau.

Kermit Buntrock, President 
Professional Photographers of Iowa 

• • • • •
In his message to members, Mr. Buntrock 

concluded, "Over a period of years, through 
clean, dignified and ethical promotions tied 
in with home town newspapers and radio 
stations, we can photograph so many people 
that the pickings will be pretty thin for the 
boys from 'out yonder.' ” A

REHABILITATION

One of the honored guests at the 33rd 
annual convention of the PP of North Caro­
lina, held in Durham last March, was 
Carolyn Byrd, a young lady who has been 
an invalid since birth.

Through the efforts of the PP of North 
Carolina, Carolyn is being taught to re­

touch negatives by Grace Rhodes of Duke- 
Rhodes Studios in Durham. The PP of NC 
has been working closely with the State Vo­
cational Rehabilitation Division to sponsor 
or work with handicapped individuals who 
have a desire to enter the photographic 
field.

Upon c o m p le tio n  of her retouching 
course this fall. Miss Byrd will be given a 
year's membership in the state association 
and will be allowed to advertise in its pub­
lications. Next year, at the annual meeting, 
she will be presented to the convention 
again to insure her of business for the 
coming season.

LOAN COLLECTION

Ferndale community building was scene of 
show featuring a PP of A Loan Collection 
and local professional and amateur work.

One of the PP of A Loan Collections per­
formed double duty for the Detroit PPA.
At the March 28 monthly meeting, mem­
bers discussed prints in the Collection. April 
1-15 the exhibit was on display with local 
professional and amateur work at the 
Fourth Annual Photography Show at the 
Ferndale community building.

Herman F. Barth, Barth Studio, Ferndale, 
Mich., was chairman of the photographic 
show which was sponsored by the Friends 
of the Ferndale Public Library.

HOME EXPOSITION

Sixteen portrait studio members of the I  
PPA of greater St. Louis sponsored a tw o-B  
part exhibit at the Greater St. Louis HomeM 
Furnishings F.xposition and World Trade I  
Fair, March 13-19. Known as the "Portraits ■  
in Modern Decor" booth, one section w asH  
devoted to portraits in home decoration, I  
the other simulated an executive’s officeH  
with portraits on the walls.

The exhibit was manned by studio repre-H  
sentatives throughout the week. They dis-H  
tributed a brochure titled, "It's Smart to I  
Decorate with Portraits,” featuring seven■  
photographs showing the use of portraits I  
in home decoration. The brochure also listed ■  
the 16 participating studios.

The 16 studios contributed $735; actualH  
cost was $760.49. As a result of the show,H 
several new studios joined the PPA o fH  
Greater St. Louis. A H

Left: Three members of the PPA of Greater St. Louis decorate one of the two booths for the Home Furnishings Exposition. Center: 
Portraits-in-the-Home exhibit, and at the right, Portraits-in-the-Office exhibit. The total cost to the St. Louis group for the week was $760.49.

Albert Guise I
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70th EXPOSITION of PROFESSIONAL PHOTOGRAPHY

all three designed
with the professional in mind

+
S ECO ND  TO NONE

PORTRAIT
International Roundtable Discussion — New Trends in 
Portraiture, Big Business in a Small Studio, Photographing 
Teen-Agers, Executive Portraiture, The Modern 
Bride — The Lifeline of Portrait Photography,
Photography Owes You a Living, Glamour: Ziegfeld vs. 
Hollywood, Pay Day Every Day, The New Jersey Approach 
to Color, A Day with Gittings, The Value of the 
Colored Portrait, Make-Up, School Photography.

COMMERCIAL
Photographic Food and Accessory Techniques, Fashion 
Photography Pointers for You, Techniques for Better Prints, 
Acceptable Photography for the Courts, Standards for 
Viewing Color Reproductions, New Trends in West Coast 
Advertising, Low-Cost Advertising Program, Glassware, 
Photography of Interiors for Advertising, The Two 
Faces of Architecture, Developing the Image of a 
Home Service Magazine, Illustrators Panel.

INDUSTRIAL
Time-Lapse Photography, The Orthographic Camera and Its 
Application to Engineering, Quick and Dirty Motion 
Picture Techniques, Missile Photo Instrumentation, Applied 
Photomacrography, Ultraviolet and Infrared as Detection 
Tools, Photography in an Explosive Atmosphero,
Bullet Photography — Submicrosecond Photography, 
Halftone Techniques in Engineering Reproduction,
Rapid Processing, Fort Monmouth Army Signal 
R&D Laboratory All-Day Field Trip.

PORTRAIT PROGRAMS 
COMMERCIAL PROGRAMS 
INDUSTRIAL CONFERENCE
Demonstrations, technical papers, 
clinics, business and management 
techniques, print exhibits, trade 
show, awards banquet, Broadway 
entertainment, sightseeing, 
ladies' programs.

♦

»

PROFESSIONAL PHOTOGRAPHERS OF AMERICA, INC.
152 West Wisconsin Avenue, Milwaukee 3, Wisconsin.
YES, I want to attend the PP of A 70th ANNUAL EXPOSITION OF PROFESSIONAL PHOTOGRAPHY 
AND 9th NATIONAL INDUSTRIAL PHOTOGRAPHIC CONFERENCE at the Statler Hilton Hotel, 
New York, July 30-August 4, 1961.
Enclosed is my check for $ ............................. for registrations in the nam e(s) of:

Street
Address .................................................................................................................................. Zone

City ..........................................................................................................................  State ........................
V CHECK YOUR BUSINESS CLASSIFICATIONS —  CHECK ONE OR MORE 

Portrait Commercial Photo Photo Photo Photo
Studio Studio Industrial Finishing Mfr. Dealer-Retail Jobber Press Other

Registration fee for PP of A members, wives and employees is $9.50 each. Registration fee 
for non-members or to the National Industrial Photographic Conference is $21.50 (of which 
$12 may be applied toward dues for a PP of A membership). Limited privilege, good only 
for admission to the Trade Show, is $2.50.



The new, tasteful 819 Series C A M ILLE album is Simplicity itself. 
Covered in shimmering, sparkling white pearlescent material and 
beautifully inscribed in Gold, it is an ideal album for the Bride. 
Available, too, in smaller sizes for the wedding party.
The popular-priced, profitable 819 Series is moisture and stain- 
resistant and features double-thick padding over heavy boards; 
rounded corners and metal reinforced holes. Made by experts 
noted for high quality construction, the "Pearlescent" sells itself. 
WRITE FOR CATALOG.

PORTRAIT FINISHING
F a it , Com plete  Service 

Developing — Retouching — Proofing — Printing 
Co lo rinq  and Copying at m oderate prices. 
70 and 90mm Developing. W a lle ts : 3 '/2c ea . 
(12 or more per neg .) Price l ilt  on request.

P H O T O A  RT S E R V I C E
311 E. R ud is ill B lvd . Fort W a y n e , ind .

School Photography Panel
Under the chairmanship of Floyd 

Roberts, M.Photog., Los Angeles, the 
School Photography" panel on Wed­

nesday, Aug. 2, c o n sis ts  of F.arl 
Colter, Branford, Conn.; Geraldine 
Flzin, New London, Conn.; Norbert 
Dompke, Chicago; and Irwin Rave- 
son, Passaic, N. J.

EXPOSITION from page 370

Frankie Lester and 
the Billy May Band 
will entertain at the 
PP of A Awards 
Banquet, August 2.

Frankie Lester

Buddy Morrow, Frankie Lester has been a 
featured RCA solo vocalist and lias found 
his greatest success as leader-vocalist for the 
talent-laden Billy May Orchestra. The or­
chestra is in demand from coast-to-coast, 
playing the nation’s top ballrooms and col­
leges. Its clean, driving sound brings a con­
tagion of sweeping joy that is both dance- 
able and listenable.

The Awards Banquet at which Frankie 
Lester and the Billy May Orchestra will per­
form, marks the climactic highlight of the 
Exposititon-Conference. It is at the Banquet 
that the degrees of Master of Photography 
and Photographic Craftsman are awarded. It 
is at the banquet, too, that honors and spe­
cial citations will be conferred on those who 
have made outstanding contributions to pro­
fessional photography.

The 70th Exposition of Professional Pho­
tography offers prime events for all photog­
raphers and their families. Register in ad­
vance. Turn to page 385 for registration 
blank, send it to Milwaukee today. ▲

I coming
conventions 1961

Listings of coming conventions are based on in­
formation sent to PP of A Headquarters, Milwaukee. 
Omissions are due to lack of proper notification.

Atso ti i it ion Date C i ty  a n t i  S t a t e H o t e l O f f i c e r

Professional Photographers 
of California, Inc. July 6-10 Long Beach, Calif. Lafayette

Natalie Rokusek, Exec. Sec'y 
609 Sutter St., San Francisco 2, Calif.

Professional Photographers 
of Mississippi-Alabama. Inc. July 9-11 Biloxi, Miss. Buena Vista

Mrs. O. T. Earl, Sec’y-Treas. 
1005 7th Ave., Tuscaloosa, Ala.

Professional Photographers 
Assn, of Nebraska July 9-11 Omaha, Neb. Paxton

Virgil Pitstick, Sec’y-Treas. 
Box 511, Nebraska City, Neb.

Minnesota Professional 
Photographers Assn., Inc, July 9-12 St. Paul. Minn. St. Paul

Ross Daniels, Conv. Chmn. 
724 Excelsior Ave., W., Hopkins, Minn.

PROF. PHOTOGRAPl 1ERS 
OF AMERICA. INC. July 30-Aug. 4 New York, N. Y. Statler Hilton

Frederick Quellmalz, Conv. Mgr. 
152 W. Wisconsin Ave., Milwaukee 3, Wis.

Connecticut Professional 
Photographers Assn. July 30-Aug. 4 New York, N. Y. Statler Hilton

Frank Gould, Conv. Chmn. 
159 Broad St., Middletown, Conn.

Professional Photographers 
Assn, of New Jersey July 30-Aug. 4 New York, N. Y. Statler Hilton

Harold G. Morse, Conv. Chmn. 
120 W. Seventh St., Plainfield, N. J.

Virginia Professional 
Photographers’ Assn. Aug. 27-29

Old Point Comfort, 
Virginia Chamberlain

Gene Campbell, Sec’y 
1113 Church St., Lynchburg, Va.

Professional Photographers 
of West Virginia Sept. 10-12 Huntington, W. Va. Frederick 4221

Cecil Devrick, Exec. Sec’y 
’> Main St.. P.O. Box 45, Pt. Pleasant, W. Va.

Photographers Association 
of New England Sept 24-26 Swampscott. Mass. New Ocean House

Anton Hanania, Sec’y 
26 Emerson St., Newton, Mass.
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local, state and
regional new s

RECENT ELECTIONS

Southeastern PA

s H

Sfanrich Studio
Standing: Wm. Shields, M.Photog., Jerry Lan­
drum, M.Photog., Directors; Stanley Baker, 
Sec'y-Treas.; Andy Moore, M.Photog., Direc­
tor; Ivan Tucker, Vice Pres. Seated: D. E. 
Dickerson, M.Photog., Past Pres.; James E. 
Garrett, Pres. (Directors not pictured: Virgil 
Deane, M.Photog., Van Moore, M.Photog.)
Southwestern PA

Milstead, Bissett & Dixon
John Gay, Secretary-Treas.; Harper Leiper, 
M.Photog., Im. Past Pres.; Ernie Curtis, Presi­
dent; Frank Dunlap, M.Photog., Vice Pres.
PP of Indiana

Robert F. Fahrenkrug, President; Kenneth 
W. Gullion, 1st Vice Pres.; Ward Poor, 
2nd Vice Pres.; W. F. Bertram, Secretary; 
Victor Rothschild, T re a s u re r ;  Ralph R. 
Pyle, Jr., Recording Secretary. Directors are 
Virgil Underwood, William H. Lattimer, 
Kenneth W. Martin.

Missouri PA, Inc.
Paul R. Lueders, President; E. H. Gil- 

key, Vice Pres.; G. F. Stephens, Secretary; 
Donald Bryan, M.Photog., Treasurer.

PPA of G reater Kansas City
Lewis D. Jones, President; Merle Walk­

er, Vice Pres.; Elgin Smith, Treasurer. 
Board of Directors: Wm. H. Haney, Vir­
ginia Stern, Cr.Photog.; Sam K ochetov , 
Norman Hoyt, Glenn Rider, Louis F. Gar­
cia, M.Photog.

PPA of G reater Cincinnati
Robert A. Lodder, President; Claude L. 

Ditrick, Vice Pres.; David F. Jones, Secre­
tary; Pat Brand, Jr., Treasurer. Board Mem­
bers are Charles Olberklaus, Bob Palmer, 
Paul Rover, Carl Stemler.

PPA of the Inland Empire (Calif.)
Wm. Elmer Kingham, President; Milton 

J. Golden, Vice Pres.; Wayne Book, Sec­
retary; Clinton C. Bryant, Treasurer. Board 
members are S. J. "Bud” Shadegg, Robert 
C. Frampton, Frank Stiffler, Robert B. Pur­
cell, Edmundo Ortega, Sr.

Suburban PA (M inn.)
Elaine Bruggeman, President; Cliff Wild­

er, Vice President; Peter Noeth, Secretary- 
Treasurer.

Southeastern-Ten nessee 
Brig. General Homer A. Boushey, Com­

mander, Arnold Engineering Development 
Center, Tenn., became a Colonel in "The 
Rebel Army” in brief ceremonies at Chatta-

Steve Hood
Frank and Mary Clark make Brig. Gen. Hom­
er A. Boushey Colonel in "The Rebel Army."
nooga Airport in April. General Boushey was 
in Chattanooga to speak on photography in 
the national space program at the combined 
Southeastern PA-Tennessee PPA convention 
held in April.

Frank and Mary Clark, Proffitt’s Studio, 
Maryville, Tenn., made the presentation.

PP of N orthern California
A Speakers' Bureau of the PP of North­

ern California has been formed, composed 
of members experienced in public speaking 
as well as having photographic backgrounds 
in various fields. Speakers will be available 
for outside talks to professional and semi- 
professional clubs, colleges, and fraternal 
and business groups. A

PPA of San Diego County
Officers and wives. Stand­
ing: Bill Rutledge, Director; 
John Daly, Treasurer; Burton 
Nestor, D irector; Lucille 
W hitaker, Vice President; 
Floyd Ahrend, President; F. 
W. Tutwiler, Director. Seated: 
Mmes. Rutledge, Daly, Nes­
tor, Ahrend, and Tutwiler.

First choice of 
serious photographers!

HEILAND
| STROBONAR 72 A

Recycles in 2-5 seconds—gives 
you 600-800 flashes a battery!
P r e fe r r e d  b y  m o r e  p r e s s  a n d  c o m m e r ­
c ia l  p h o to g r a p h e r s  th a n  a n y  o t h e r  f la sh  
u n it , t h e  H e i la n d  S tr o b o n a r  7 2  A h a s  a  
K o d a e h r o m e  g u id e  n o . o f  4 5 -5 0  w ith  
7 0 °  l ig h t  d is t r ib u t io n ,  y e t  w e ig h s  u n d e r  
fo u r  p o u n d s , in c lu d in g  b a t te r y .

T h e  7 2 -A 's  u l t r a - f a s t  c y c l in g  t im e  g iv e s  
y o u  c o m p le t e  c o n tr o l  o v e r  ra p id  s e ­
q u e n c e  p ic tu r e s ,  a n d  t h e  e x c e p t io n a l ly  
lo n g  b a t t e r y  l i f e  e n d s  w o r r ie s  a b o u t  
w h e t h e r  y o u ’v e  g o t e n o u g h  p o w e r  to  
f la sh  a ll t h e  p ic t u r e s  y o u  w a n t .

I f  y o u 'r e  lo o k in g  fo r  th e  v e r y  f in e s t  in  
l ig h tw e ig h t ,  p o r ta b le  e le c t r o n ic  f la sh , th e  
7 2 -A  is  t h e  u n it  d e s ig n e d  fo r  y o u .  A s k  
y o u r  H e i la n d  D e a le r  fo r  a  d e m o n s t r a ­
t io n  o n  y o u r  c a m e r a  n o w !

H e i la n d  S tr o b o n a r  7 2 -A , l e s s  b a t te r y .
N o  m o r e  t h a n  $ 9 9 .5 0

B ra c k e ts , c la m p s , a n d  s h u t te r  co rd s  
{ available for all cam eras at m oderate  
j extra  cost.

H o n e y w e l l
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Quality Color Candids
A s p e c ia l p ro g ra m ! N o t an e c o n o m y  g ra d e , n o t  
m a c h in e  ru n , b u t h ig h  q u a lity , c u s to m  m a d e  
c o lo r  p r in ts  fo r  th e  C a n d id  W e d d in g  and  B ar- 
M itz v a h  P h o to g ra p h e r . C o s t o f 8 x 1 0  p r in ts  o n ly  $ 1 .9 9  
e a c h  w h e n  o u r r e q u ire m e n ts  a re  fo llo w e d . E n la rg e d  c o lo r  
p ro o fs  a t  lo w  c o s t. S end  fo r  b o o k le t  d e s c r ib in g  o u r c o m ­
p le te  p ro g ra m .

Quantity Color Prints
N o w  a v a ila b le  in a ll s ize s  fro m  V h t V / i  to  
1 6 x 2 0  a t  p r ic e s  lo w e r  th a n  e v e r . H ig h e s t  

q u a lity  E k ta c o lo r  p r in ts  fo r  s a le s  p ro m o tio n ,  
c o u n te r  d is p la y , and  o th e r  p u rp o s e s . E ig h t by te n  p r in ts  

as lo w  as $ .7 5  e a c h  in q u a n tity . O th e r  s ize s  a t  e q u a lly  

lo w  p r ic e s .

Custom Color Prints
A b ar c u s to m  q u a lity  E k ta c o lo r  p r in ts  fo r  p o r­

t r a i t ,  c o m m e rc ia l,  re p ro d u c tio n , e x h ib it io n ,  
and  o th e r  p u rp o s e s . S e rv ic e  and  q u a lity  a re  
b e t te r  th a n  e v e r , an d  p r ic e s  a re  lo w e r  to o . N o  w o n d e r  
so m a n y  p h o to g ra p h e rs  a re  s e ll in g  th e m  in e v e r  in c re a s ­
in g  q u a n t it ie s !  S en d  fo r  c o m p le te  in fo rm a t io n  an d  p r ic e  
lis ts .

THE PROFESSIONAL DEFENDED
George P. Miller's article, "Should Wed­

dings be Photographed?" in the February 2 
issue of the Christian Advocate, a publica­
tion of The Methodist Church, prompted 
the following letter to the editors in the 
May 25 issue of the same magazine:

Action on Camera
Hoitors: Re your timely article Should 

Weddings be Photographed? [Feb. 2, p. 
12]. Time was when we asked that no 
pictures be taken during a wedding cere­
mony. We felt that flash bulbs flashing 
would detract from the solemnity of the 
occasion. The professional photographers

would always ask about taking pictures 
during the ceremony and we appreciated 
their courtesy. The amateurs would not 
ask but proceed to keep a continual flash­
ing of bulbs through the entire ceremony. 
So now when a professional photographer 
asks me about pictures during the ceremony 
1 tell him that whatever arrangements he 
and the couple make will be all right with 
me. I could not see restricting the good 
cameramen while the discourteous amateurs 
ran wild with their little Hawkeyes. . . .

K elvin L. McCray 
First Methodist Church 
Manteno, III.

I N E W S  O F  T H E  
W I N O N A  S C H O O L

by Virginia Stern, Cr.Photog.

T his letter, sent to Winona School Di­
rector Howard Weber last year, ex­

presses what most Winona students feel 
after attending one of the courses:

"Having recently completed the General 
Portrait Course at Winona this year, I would 
like to take this opportunity to write and 
tell you how much I appreciate the mag­
nificent work done by the School. The in­
numerable excellent suggestions offered and 
training given have, I am happy to say, im­
proved my portraiture work 100% here at 
the studio. The improvements were immedi­
ately noted by my wife (and severest critic).

"The many technical phases: lighting, 
poses, business hints, retouching, as well as 
developing and printing instructions, have 
proven invaluable. And, too, the many close 
friendships made during the course have 
been wonderful. Of course, the many im­
provements and additions to my camera 
room (ideas for which were gotten at 
Winona) will take time to put into effect 
— however, the ideas (and every one a 
proven idea) are still there and will be 
included as the opportunity presents itself.

"I do want to thank you and the faculty 
of the General Portraiture Course of I960 
for the excellent training provided all who 
would improve their work.”
— C. Stanford Ayres, Jr., Simsbury, Conn.

Scholarships, Luncheons
The S200 Winona Scholarship sponsored 

by the PP of Rhode Island was won by Mrs. 
Etta De Biasco, Providence, who has en­
rolled to attend the Advanced Portrait 
Photography course (July 16-28).

Mr. William Spieth, Centralia, 111., spoke 
at the combined Past Presidents-Winona 
Luncheon during the Illinois PA conven­
tion in April. Members of Mr. Spieth's 
family have attended courses at the School 
since its founding. A sum of $40 was con­
tributed from luncheon proceeds to the 
Winona School Alumni Assn. . . . Under 
the guidance of Mrs. Howard French, table 
decorations for the Winona Luncheon at 
the Missouri PA convention in March fea­
tured the 7 AGES theme with a replica of 
the 7 AGES symbol in styrofoam at each 
table. . . .  A Winona Luncheon was held 
during the Rocky Mountain PPA conven­
tion in Denver in April, rather than a break­
fast as in p rev io u s  years; 66 attended. 
Speakers were PP of A President Lawton E. 
Osborn, M.Photog.; Winona Board of Trus­
tees chairman Mills Steele, M.Photog.; and 
John C. Maxwell, M.Photog.

Brotherhood in Books
We are beginning to receive books in our 

drive to fill the shelves of the new library 
at the Winona School of Photography at 
Winona Lake, Ind.

Even though photography is a specialized 
subject, many, many books are needed cov­
ering a broad area: history, technique, art, 
even sales promotion and management. 

Share your books today. Become a raem-
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At Rocky Mountain 
PPA  convention  in 
Denver, Winona lunch­
eon (rather than a 
breakfast) was held; 
over 60 a tte n d e d .
ber of our Brotherhood in Books by con­
tributing. Ship books to Virginia Stern, 
Cr.Photog., Winona School Alumni Asso­
ciation, Inc., Winona Lake, Ind. Contribu­

tions to the Library fund may be sent to 
Virginia Stern, Cr.Photog., Winona School 
Alumni Assn., Inc., 1122 Grand Ave., Kan­
sas City 6, Mo. A

APPLICATIONS fro m  p a g e  364

to n  H a w a i i a n  V i l l a g e  H o t e l ,  H o n o l u l u  ( A )  
Bob Johnson

N a g a n o .  D o n  S . ,  M c K in le y  S tu d io ,  1 1 1 3  S . K in g ,  
H o n o l u l u  ( A - P )  Bob Johnson 

Y a m a d a ,  M o r i c h ik a .  C a m e ra  H a w a i i ,  I n c . ,  2 0 6  
K o u la  S t . ,  H o n o l u l u  ( A - C )  W. Stoy 

Y e e ,  R ic h a r d  K . W . ,  A c e  P o r t r a i t  S tu d io ,  1 2 1 5  S. 
K in g  S t . ,  H o n o l u l u  ( A - P )  Bob Johnson 

ILLINOIS
F o o te ,  R o g e r  K e i th ,  A s s o c ia te d  P h o to g r a p h e r s ,  3 1 7  

S .W .  J e f f e r s o n ,  P e o r ia  ( A )
F r a n k e ,  V e r a  B . ,  F r a n k e  P o r t r a i t  S tu d io ,  4 1 5  

H a m p s h i r e ,  Q u in c y  ( A - P )
H c l s e l ,  R . A . ,  B o b  H e ls e l  C a m e ra  S h o p  &  S tu d io ,  

1 6 2 3  C h ic a g o  R d . ,  C h ic a g o  H e i g h ts  ( A C )  
H o f f m a n ,  R o b e r t  G . .  P h o to g r a p h y  b y  F r a n h o f f ,  

I n c . ,  71.31 N .  C la r k  S t . ,  C h ic a g o  ( A - P )  
K a n n a r r .  H a r o ld  E . S tu d io  R o y a l ,  112  W a l n u t ,  

W a s h i n g t o n  ( A - P )
R e i te r ,  J a m e s  E . ,  R e i te r  S tu d io ,  2 0 7 9  O a k  S t . ,  

Q u in c y  ( A - P )  Ray E. White 
IOWA

B a b e r ,  D a le  C . ,  D a l e 's  S tu d io ,  1 312  E . E u c l id ,  
D e s  M o in e s  ( A - P )  Claude G. Tarleton, Jr. 

R o s e n ,  M a u r i c e ,  P . O .  B o x  1 0 0 5 , D e s  M o in e s  ( I )  
KANSAS

C a n n o n ,  M ik e  L . ,  S tu d io  d e  L a r i ,  4 1 9  W .  W y a t t  
E a r p ,  D o d g e  C i ty  ( A )

M a r s h a l l ,  M a r y  F . ,  M a r s h a l l 's  H o u s e  o f  P h o t o g ­
r a p h y ,  9 1 6  M a in ,  G o o d l a n d  ( A )

LOUISIANA
W il s o n ,  W .  R . ,  P .O .  B o x  9 7 1 ,  N e w  O r l e a n s  ( A )  

MAINE
C a r g i l l ,  D .  M . ,  T h e  D e l  C a r g i l l  S tu d io .  8 3 7  

M a in e  S t . ,  W e s tb r o o k  ( A - P )  L. A. Woodman

G r i f f i t h s ,  A r t h u r  M .,  B a te s  C o l le g e ,  L e w is to n  (1 )  
Leroy A. Woodman

MARYLAND
H u b b a r d ,  E . A . .  N a t l .  I n s ts .  o f  H e a l th .  P h o to g .

S e c .,  R o c k v i l le  P ik e ,  B e th e s d a  ( 1 )  V. Taylor 
L e s s n e r ,  E r n e s t  D . ,  E . D u a n e  I .e s s n e r ,  1 6 2 4  A b e r ­

d e e n  R d . ,  B a l t im o r e  ( A )
MASSACHUSETTS

K a m u d a ,  A l f r e d  J . ,  K a m u d a  P h o to s ,  2 0 8  M a in  
S t . ,  I n d i a n  O r c h a r d  ( A - C )

MICHIGAN
G a l l a n t ,  E r n e s t  J . ,  A1 S a l te r s  S tu d io ,  6 8 5  P a l l i s -  

t e r ,  D e t r o i t  ( A )
M e ie r .  W i l l i a m  11.. W r i g h t 's  S tu d io ,  122 W .  

M a in  S t . ,  M id l a n d  ( A - P )
MINNESOTA

F a l a r d e a u ,  D e lo re s  D . ,  M is s  D e e  S tu d io ,  1 663  
G r a n d  A v e . ,  S t .  P a u l  ( A )

H a n l i n ,  R . L . ,  E m p o r iu m  P o r t r a i t  S tu d io ,  7 th  a n d  
R o b e r t  S t . ,  S t .  P a u l  ( A )  Kenneth P. Lewis 

MONTANA  
G e b h a r t  S tu d io ,  C o n r a d  ( A - P )

NEBRASKA
C r o u c h ,  H .  C u r t .  1 2 2 8  N .  W e b s t e r ,  H a s t in g s  ( A )  

NEW  JERSEY
B o y e rs ,  R o b e r t  I . . .  A u s t e n a l  C o . ,  D i v .  o f  H o w e  

S o u n d  C o . ,  R o y  S t . ,  D o v e r  (1 )
E r ic k s o n ,  J a m e s  R . .  E r ic - P h o to ,  3 A la n  O k c l l  P L ,  

C r a n f o r d  ( A - C )  J. E. Carrar 
H o w a r d ,  M u r r a y  I . . .  A u g u s ta  B c rn s  S tu d io ,  8 1 8  

W .  8 th  S t . ,  P l a in f ie l d  ( A )
L o m b a r d i ,  A r m a n d o  A . ,  T o d d  S tu d io ,  32 R id g e  

R d . ,  N .  A r l in g to n  ( A )
S c h a c k m a n ,  S a u l ,  S a u l  S c h a c k m a n ,  P h o to g r a p h e r ,  

1 90  W .  3 1 s t  S t . ,  B a y o n n e  ( A )
V o m a s t i c ,  J .  F . ,  N a g r o d  S tu d io ,  2 9 3  N .  B r o a d  

S t . ,  E l iz a b e th  ( A )  James D. Thompson 
( T u r n  to  p a g e  3 9 4 )

CLICK with "CLICK
A booklet that answers a long felt 

need for an advertising and public rela­
tions tool that makes sense is, "What 
Makes a Professional Photographer 
Click."

The two-color, pocket-size, 16-page 
booklet describes, in cartoon fashion, the 
professional photographer and tells why 
the public should patronize ethical, 
skilled and community-based studios.

Space is provided in the back for 
family records of important photographic 
dates, plus birth dates, anniversaries, 
graduations, social and civic events.

Published by the Professional Pho­
tographers of America, Inc. "Click” has 
been designed for distribution by pho­
tographers to schools, libraries, Cham­
bers of Commerce, civic and business 
organizations, reading rooms, and-doc­
tors’ and dentists' offices.

Studios and associations can make 
copies available through direct mail, and 
at special occasions such as open houses, 
exhibits, community fairs, and social 
functions.

"Click” is designed to carry the studio 
name, address and the PP of A seal. It 
is available in quantities at very low 
cost. For example, with four-line im­
print, in quantities of 1,000 the cost is 
only five cents each.

For details and order blank, write 
PP of A. 152 W. Wisconsin Ave., Mil­
waukee 3, Wis.
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Get better pictures with

MULTIPLE
LIGHTING

NOW — the quick, easy way to 
professional quality pictures!
L ig h t , c o m p a c t ,  a n d  e a s i ly  m o u n t e d  o n  
l ig h t  s t a n d s ,  f u r n i t u r e ,e t c .  w ith  th e  1 fo ld  
It o r  F o t o c la m p , th e  M o d e l  6 0 8  S la v e  
U n it  s y n c h r o n iz e s  p e r f e c t ly  w it h  a n y  
e le c t r o n ic  H ash u n it  a t d i s t a n c e s  o f  u p  
to  2 0 0  fe e t . A v e r a g e s  1000  f la s h e s  p e r  
b a t t e r y  w ith  a K o d a c h r o m e  g u id e  n u m ­
b e r  o f  30 . C o m p le t e ly  s e l f  c o n t a in e d  n o  
c o n n e c t in g  c o r d s  r e q u ir e d . Less b a tt e r y ,  
p r ic e d  n o  m o r e  th a n  $ 7 9 .5 0 .

T h e  M o d e l  5 5  F o t o e y e  c l ip s  o n  a n y  
H e i la n d  S tr o b o n a r  (a n d  m o s t  o t h e r  elec­
t r o n ic  f la sh  u n it s  a s  w e l l )  a n d  f ir e s  it in  
p e r f e c t  s y n c h r o n iz a t io n  w ith  t h e  m a s t e r  
f la sh  a t  t h e  c a m e r a . N e e d s  n o  c o n n e c t ­
in g  c o r d s — w ill o p e r a t e  u p  to  2 0 0  fe e t  
fr o m  m a s t e r  u n it  L e ss  b a t t e r y  ( o n e  m a y  
b e  r e q u ir e d , d e p e n d in g  o n  e le c t r o n ic  fla sh  
u n i t ) ,  p r ic e d  n o  m o r e  t h a n  $ 1 9 .9 5 . 

H o ld - I t ,  F o to c la m p  a v a i la b le  a t m o d e s t  
e x t r a  c o s t .

For in form ative 16~pg. booklet H eller 
P ictures w ith C ontrolled Lighting, write: 
H E I L A N D  D IV . M I N N E A P O L I S  H O N E Y W E L L  

5200 E . E V A N S  A V E .,  D E N V E R  22, C O L O R A D O

H o n e y w e l l



We'll Be At The 
N E W  Y O R K  

C O N V E N T I O N
---  Booth 11 - See You There! ----

KHITE o r  PINK

^ M A R A B O U
L 3 T O L 5 5

FOR G LAM OU R PHOTOS \\ **w# j.$t Lt*e r*
*  CAT IM IWIO*  *MttlT LOM*-

MARABOU FEATHER DRAPES
No. 245 W h it*  M arabou Stole (4 feet long)

with pockets; in p lastic  bo* .................................. $33.50
No. 244 Deluxe M arabou with extra strip  on

the lin in g ; in p lastic  box ..........................................  37.50
No. I70 M arabou Feather D rape sewed on 

any color satin . W hite , Pink, L ig ht Blue,
Aqua — wrap-around style o n ly ........................... 9.95

r
H E S z

£ita$iC5ur<.

School Drape
EASY TO USE . BLACK SATIN FCC THE BODICE 
AND SCALLOPED FRENCH LACE OVER ARMS 
AND SHOULDERS... TIES IN BACK!

ORDER. N0.I42
SCHOOL DRAPES (all colors)
V-Neck School drape-sleeves .......................................$ 9.95
V-Neck {front and b ack) sleeves with

Cum m erbund front tie  ..................................................  12.95
Black Lace-Satin  school d r a p e .....................................  4.95
Navy Blue Lace  School D rape (new) ................  4.95
New Peasant Blouse (je rsey) ........................................ 10.95
M arabou Feather-Satin d r a p e .....................................  9.95
Petite 2 p iece velvet d rap e  .......................................  10.95
Plain velvet d rape-over arm s ........................................  3.95

GLAMOUR DRAPES 
(for teenagers, etc.)
S ilve r Lurex Lace over S ilve r ..................
Three G lam our drapes (assorted)
Two pieces tu lle  and 2 belts ..................
V-Neck S ilve r Lurex-Cum m erbund 
Boutfant D rape —  goes around . . . .
H a lte r Style with Cum m erbund ..........
A ll  colors a va ilab le  — specify colors

BABY BENCH COVERINGS (50 in.)
W ashab le  I '/ , Y d . Two Y d .
Crushed Plush ..........................................$ 5.25 $ 4.95
Rugloom — no lustre ........................ 5.25 4.95
Rugtex — lightw eight .....................  4.25 5.50
W hite  O rion — washable ........... 7.25 8.95
Bunny C lo th  (d ry  c lean ) .............  5.25 4.95

BACKGROUND MATERIALS
Vinyl P lastic Background with Grom m ets

( sites 4*8 or 4*9) ............................... $ 8.95 $ 8.95
C le a r  G lam e  — 3 yard length .............................  $ 4.75
G o ld -S ilve r G lam our Mesh — 3 yard ..................  5.95
G o ld -S ilve r M eta llic  Mesh — 3 yard ................... 3.95
Black Doeskin background — 3 yard ................... 7.95
G o ld -S ilve r Bu llionett* — 2 yards ........................ 5.95
Stand and Background barho lders ........................ 22.50

NEW 1961 CATALOGS (loose leaf)
Drape and Background C ata lo g  fo r .....................$1.00
A rtis t Supplies (com p lete ) fo r only ...............................50
M arshall M anual (ad d  50c to above)
M in iature C a ta lo g  sent FR EE  on request to studio 
w riting  on studio stationery.

$ 4.95 
10.00 
5.00

12.95
12.95
10.95

CLAMOUR
PHOTOGRAPHY

m a d e  easy

* DRAPI
* FEATHERS
*  BACKGROUND 

MATERIALS
Write today for FR EE CATALOG and  

P r ic e lis t .. .a ls o  ARTIST SUPPLY CATALOG i

PIERCE CO. 3TOI N K O U d AVt. 
MINNEAPOLIS 9. MINN.

THE
commercial

corner
TPa v o r a b i .e  publicity is seldom a happen-

so, usually it comes to those who actively 
seek it. A good example of the benefit of 
being alert to opportunity’s knock is found 
in an experience of Louis Hoebermann of 
Scarsdale, N. Y., whose Manhattan studio 
is noted for its work in the fields of adver­
tising and editorial photography.

It all began when Lou was applying for 
Qualified listings in the 1960-61 "Directory 
of Professional Photography." As a service to 
all candidates who made the grade, the PP of 
A produces news releases proclaiming their 
special status. These are mailed to whatever 
newspapers the candidates specify at the 
time they submit samples of their work for 
judging.

Louis Hoebermann sensibly decided this 
kind of news story would be ignored — for 
reason of space limitation — by the big 
metropolitan dailies, or at best be given no 
more than passing mention. So he sent to 
the PP of A the names of two smaller news­
papers, a daily and a weekly, both of which 
cover the Scarsdale area.

Original Release Rewritten
As soon as the Board of Review ap­

proved the Hoebermann name for Qualified 
listing releases were mailed to the two 
papers Lou had named. Simultaneously the 
PP of A sent copies to his studio, and a 
covering note suggesting if the stories were 
not published, the copies could be retyped 
on his own letterhead and submitted direct, 
according to his own judgment and what­
ever relationship he might have with the 
editors.

Neither of the newspapers used the re­
lease, although it was published in the 
home town papers of many other newly 
qualified members. Lou subsequently fol­
lowed earlier advice. He rewrote the origi­
nal release to accent the local angle, and 
mailed a copy to each of the papers, despite 
the fact that he knew neither of the editors 
personally.

Here again he was realistic. Aware that 
the story in itself was not big news, his 
covering letter to the editors merely stated 
that if they could find space to make a 
small item of the release, it would be ap­
preciated.

Feature Article
Of the two papers, the editor of the daily

YOUR CUSTOMERS ADVERTISE YOU
W o  re  PARTICULAR a b o u t  •  Developing 
th e  q u a l it y  o f  o u r w o rk  . . .  •  Proofing
o u r CUSTOMERS a re  •  Retouching
s a t is f ie d  b e c a u s e  th e ir  •  Printing
c u s to m e rs  BUY MORE! •  Light and 

Sen d  fo r  In fo rm a tio n  Heavy O iIs
77 N. WASHINGTON ST., BOSTON 14, MASS.
NEW ENGLAND Portrait Service, Inc.

(The Reporter Dispatch in White Plains) 
did better than that. He assigned a reporter 
to interview Mr. Hoebermann at his home 
and a staff photographer to make a portrait 
of him standing beside a studio camera. A 
week later, a full-fledged feature which 
summed up his entire career and studio op­
eration appeared with the photograph under 
a three-column h e a d lin e : "Photographer 
'Clicks' with Clients.”

Since The Reporter Dispatch is read 
throughout a la rg e  area  of Westchester 
County where many of Hoebermann’s clients 
and potential clients live, Lou feels the 
break was extremely fortunate and un­
doubtedly good for business.

Association members who win Qualified 
listing in future issues of the Directory will 
do well to keep this case history in mind. 
And, of course, the general principle of be­
ing sensitive to the possibilities of all news­
worthy events in connection with one’s 
business is something no photographer 
should overlook.

1961 LITHOGRAPHIC AWARDS
The judges in the 11th Lithographic 

Awards Competition & Exhibit gave recog­
nition in May to 294 winning specimens of 
lithographic material produced in the United 
States and Canada during the past year. The 
annual competition is sponsored by the 
Lithographers & Printers National Assn.

Among the photographers and photo­
graphic departments contributing to win­
ning entries were Stephen Heiser, Chicago; 
Moulin Studios, San Francisco; Pohlman 
Studios (2 ) , M ilw aukee; G eneral Mo­
tors P h o to g ra p h ic  (2 ), Detroit; North 
American Aviation, Inc., Los Angeles; Helen 
Wolters, Schmidt Litho Co., San Francisco; 
Tommy Mitchell, Los Angeles; Robert El­
more, Wesley Bowman Studio, Chicago; 
Paul Hesse, Los Angeles; Ben Somoroff, 
New York; Colorage, Los Angeles; Shigeta- 
Wright Associates, Inc. (3 ), Chicago; Ford 
Motor Co., Dearborn, Mich.; The Lewellyn 
Studio, Chicago; Edward Betz, Jr., Marsh 
Photographer, Cincinnati; Brand Studios, 
Cincinnati.

Ansco, Binghamton, N. Y., won three 
awards for their promotional displays. A

LARGE MURAL
Euclid Studios part­
ners Milan Relic and 
Joseph Drabik pro­
duced the l5x8-foot 
m ural re ce n tly  un­
veiled at the Press 
Club of Cleveland. The 
aerial view of down­
town Cleveland is in 
five vertical strips of 
colored Dupont Crona- 
paque film, back-light­
ed with fluorescent 
tubes. Viewing the new mural are Sanford Markey, Press Club president; Edwin A. Vorpe,
chief photographer, "Cleveland Plain Dealer"; and Joseph  D rab ik , Eu c lid  S tud ios.
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The Industrial Page
--------------------- b y  P e t e r  J o u ’i s e ---------------------

T N j u s t  a few days many of u s  will b e  on 
our way to New York City for the 9th 

Annual National Industrial Photographic 
Conference, for an exchange of information 
among photographers that will help them 

all to do their jobs 
better. Another group 
of technicians with 
whom we work, at 
some time or other, is 
the commercial labo­
ratory people. Wheth­
er it  be fo r  co lo r 
printing, or m o tion  
picture effects, black- 
and-white murals, or 
general pho tofin ish­
ing, most of us do 

have contact with commercial labs. They, 
too, can do their jobs better if we exchange 
information with them, and I mean on an 
everyday basis, not at an annual conference.

If I had read the article, "We Love Cus­
tomers, But . . .” in the May issue of PAM, 
one year ago, I'd have chuckled at the kid­
ding they were giving us. Now I read it and 
groan. It is so true it hurts. For one year I 
have been working with the Professional 
Color Laboratory in San Francisco, as a con­
sultant, and I know what the commercial 
lab goes through in delivering the goods 
for its customers. Sometimes it seems as 
though the photographer is actually going 
out of his way to make it impossible for 
the lab to give him what he says he wants.

I have seen things happen that I would 
have said were impossible before I was on 
the receiving end of the mistakes. Some of 
these should be broadcast for the edification 
of others, but rather than recount the fail­
ings of my own clients, I will take the 
coward's way out. I will simply review some 
of the troubles mentioned by the commer­
cial lab men polled by PAM for the articles.

Identify Film
Gripe number one is practically univer­

sal. If you do not tell the lab what you 
want, you are not going to get what you 
want, most of the time. Here are some omis­
sions that occur on frequent occasions.

A customer sends in 4x5 sheet film for 
processing. He has cut this down from 8x10 
and only one piece in four has notches to 
tell the lab what type of film it is. If the 
lab is lucky, one of these four will be in 
the box. Sometimes all the notched pieces 
are in another batch. No note, no instruc­
tions, and if the film is in a triple film box 
(as it should be), there is a very good 
chance that the box markings do not match 
the film inside. Impossible? No, it happens 
at least once a month.

Another customer uses great gobs of 
35mm film. It is cheaper to buy it in bulk 
and reload. Naturally he cannot get all the 
empty cartridges he needs with markings 
corresponding to his film, so he uses a va­
riety. Perfectly reasonable. It is too bad he 
keeps it a secret from his lab. Color reversal 
film appears rather strange after it has been 
run through the black-and-white processing
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line. Black-and-white run through the color 
reversal line is even less useful.

Embarassing Oversight
What do you do with an order that ar­

rives in the lab with no printing instruc­
tions on either size or quantity? To the in- 
plant lab man this is no great problem. He 
can ask his buddy, the photographer. To 
the commercial lab it is a problem because 
customers become embarrassed by such over­
sights. Or even worse, the photographer 
who is in the field most of the time can't 
be reached to obtain his instructions. Sure, 
it's his own fault that the job is not com­
pleted when he needs it, but that doesn't 
make either him or his lab any happier.

From the lab's point of view such prob­
lems are unfortunate disruptions of the 
work flow. They cause time losses which 
are reflected directly in increased overhead 
costs and hence higher sales prices to all 
clients, guilty or not. No lab can guess 
consistently correctly on the above items, 
nor on the cropping you desire, special ef­
fects, form of reproduction (slide, print, 
transparency, internegative, etc.), due date, 
shipping requirements, and so on and on.

In the long run the photographer is go­
ing to get a more satisfactory product at a 
cheaper price, if he simply tells the labora­
tory, precisely and completely, what he 
wants.

Detailed Exposure Information
Gripes numbers two and three, voiced by 

the laboratory men in the PAM symposium, 
are not really problems of the laboratory at 
all. However, they frequently result in a 
lab being blamed for a poor quality prod- j 
uct when the cause of such a product is the | 
photographer himself.

Photographers do not read instructions. 
The manufacturers enclose detailed expo­
sure information with all their products. If 
the photographer doesn't follow them, all 
his lab can do is try to salvage what it can 
of the mess he has given it. For instance, 
color negative film exposed under fluores­
cent lighting without compensatory filtra­
tion simply cannot be color corrected in 
printing. The negative-positive process al- j 
lows for wide latitude in exposure, but not 
that wide.

And, of course, all the instructions in the 
world are of no benefit if the exposure 
meter has the wrong exposure index set 
into it. Meter settings have to be changed 
when film is changed. So do labels on hold­
ers. An Ektacolor S label on a holder con­
taining Versapan film results in a negative 
that just won’t print on Ektacolor paper.

Finally, photographers do not keep rec­
ords. Without records how can past mistakes j 
become useful, at least in teaching how they 
can be avoided? Or from the more sunny 
viewpoint, how can those sterling successes, 
especially the fortuitous ones, be repeated ?
If the photographer does not know what he 
has done previously, for good or bad, how 
can he know what to do in the future for 
good ? ▲
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from, the HE1LAND PENT AX 
system of 'photography
A complete selection of accessories 
and interchangeable lenses greatly ex­
tends the scope of your Heiland Pen- 
tax camera. Accessories range from 
macro attachments to a prescription 
eyepiece for those who wear glasses. 
Eleven superb Takumar lenses 
among the finest in the world today 
— range in focal length from 35mm 
wide angle to 1000mm extreme tele­
photo.
Shown above are:

A. 85mm Aulo-Takumar //1.8
B. 135mm Takumar f/3.5
C. 200mm Takumar f/3.5
D. 1000mm Takumar f/8.0
E. Right angle finder and bel­

lows unit.
F. On hand: 35mm Auto -  

Takumar f/2.3

For complete information, see your 
Heiland Pentax dealer or write: 
Heiland D iv. M inneapolis Honeywell
5200  E. EVANS AVE.. DENVEK 22 , COLO.

H o n e y w e l l



See u s  a t  P P  o f  A  C o n v e n t i o n
BOOTHS 510 and 511

NEW ADVANCED  
DESIGN ALLOWS YOU 
TO SET UP A COMPLETE 
COLOR PROCESSING 
PLANT FOR $ 2 5 9 0 *  
as pictured below

U

THE MOST VERSATILE 
PROCESSOR ON THE MARKET

3'/i g a l. 16 x 20 setup 
Type " C "  Prints

3'/i g a l. 16 * 20 plus 
2 g a l. 8 x 1 0  setup 
Type " C "  Prints 
Roll F ilm  — Sheet F ilm

V/t g a l. 16 x 20 plus 
I g a l. 8 x 1 0  setup 
Type " C "  Prints 
Sheet F ilm

3'/j gal 8 x 1 0  setup 
Type " C "  Prints 
Roll F ilm  — Sheet Film

♦DELUXE TYPE “ C ” PROCESSO R
Most functional, versatile and economical 
system for prints I6"x20" and smaller. Uses 
only 3l/z gallons of solution per tank. All 
chemical tanks centered around quick dump 
tank. Has a wash tank and a water jacket 
regulator. Extra large sump tank. Processes 
six I6"x20", I4 "x l7", U " x l4 ’, or 24 
8"xlO" prints per load. Width, 35V2**I 
length, 61"; height, 33". Complete, ready 
to install. Price includes timer, Saran basket, 
regulators, spray attachment and gas pres­
sure gauges.

Model 1620-14CP

Ahkeufj CORPORATION
Milwaukee Wisconsin

1570 S . F I R S T  S T . .  M I L W A U K E E  4,  W I S .

WHAT’S DOING from page 360

Hoebermann, Scarsdale, N. Y., a June 
graduate from New York University, has 
joined the photographic staff of Hoeber­
mann Studios established by his father in 
1931. . . . A scientific photographer at 
White Sands Missile Range, N. M., 
George Bonawitt has retired from Gov­
ernment service. His first work with a 
camera dates to World War I when he 
was an aerial photographer for the Army.

C. B. Self, Terrell, Texas, has been in­
stalled as Secretary-Treasurer of Terrell 
Rotary Club. . . . Robert E. Burian, H art­
ford, Conn., has been lecturing to PTAs 
and women’s clubs with “What Makes a 
Professional Photographer Click.” . . . 
Bernice Burnham, Waterbury, Vt., is also 
on the lecture trail with a talk on art. 
. . . B. Artin Haig, M.Photog., Milwau­
kee, gives tips to amateur photographers 
once a week on a local television pro­
gram. He also stresses that while snap­
shots are important to everyday life, pro­
fessional photography is necessary for the 
best and permanent records.

Bremson Photo Industries, 
INDUSTRY Kansas City, Mo., has be­

come the first school pic­
ture company to win the Parents’ M aga­
zine Commendation Seal. . . . Ansco, 
Binghamton, N. Y., was named a top 
winner in the 36th Annual Accident Pre­
vention Campaign conducted by the As­
sociated Industries of New York State.
. . . Camera Shop Color Service, Inc., 
Framingham, Mass., and D. M o n o sso n  
and Sons, Boston, have been acquired by 
Berkey Photo, Inc., New York, to form 
Berkey Photo of New England, Inc. . . . 
Fairchild Camera and Instrument Corp., 
Syosset, L. I., N. Y., has announced the 
acquisition of the assets of Curtis Labora­
tories and Circle Weld Mfg. Corp., both 
of Los Angeles.

K & L Color Service Inc., has recently 
taken over the entire five-storv building 
at 10 E. 46th St., New York. . . . East­
man Kodak Co. has opened new facilities 
for Kodak Malaya in Singapore. . . . 
Charles H. Percy was recently elected 
chairman of the board and chief execu­
tive officer and Peter G. Peterson, presi­
dent of Bell & Howell Co.; Philip S. 
Fogg was elected vice chairman of the 
board, and Theodore V. Houser, chair­
man of the Executive committee.

Mrs. Lew Carna, Sr., St. 
DEATHS Louis, Mo., passed away on 

March 15. . . . Clare Huff­
man, wife of Julius O. Huffman of Kauf- 
mann & Fabry Co., Inc., Chicago, passed 
away suddenly on May 13. A

NEWS from page 358

held in observance of the 100th anniversary 
of the opening of the Mt. Washington Car­
riage Road. Rules  are ava i l ab l e  from 
Douglas A. Philbrook, executive director, 
Mt. Washington Girriage Road Centennial 
Committee, Gorham, N. H.

FASTEST CAMERA
A camera claimed to be the world's fast­

est, capable of shutter speeds up to 2V2
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N O W  A V A I L A B L E

ENLARGEMENTS
IN Q U A N TITY  

TOP QUALITY • LOW PRICE
F ro m  any n e g a tiv e  —35 mm. to 
5 x 7—K ier p rov ides fine, fa ith fu l 
e n la rg e m e n ts  in e ither 5 x 7’s or 
8 x 10’s, a t p rices  low er th a n  i t  
w ould  c o s t you to  m ake th em  
yourself! 100 8 x 10’s —only 18c ea. 
250 5 x 7’s —only 11c ea. W rite for 
sam ples, com plete price lis t and 
liberal discount.

KIER PHOTO SERVICE
D E P T .  N P W . 1 2 2 0  W E S T  6 T H  S T .  

C L E V E L A N D  1 3 ,  O H I O

billionths of a second, has been developed 
by Space Technology Laboratories, Inc. Dr. 
George L. Clark (pictured with tube), 

developer of the 
STL Image Con­
verter camera, said, 
“This new research 
tool is expected to 
be extremely valu­
able in the grow­
ing field of plasma 
physics including 
propulsion systems 
for space vehicles.” 

The camera em­
ploys a new RCA 
d e v e l o p m e n t a l  
tube, less than ten 
inches long, that  
serves as the elec­
tric shutter of the 
device. T he unu­

sual speed of the camera, which will take 
20 million frames a second, is attained 
by the combination of image-converter tech­
niques and new concepts of fast pulse 
circuitry developed at STL.

Dr. George C . C lark 
holds tube which serves 
as electronic shutter for 
"world's fastest" camera.

BRONZED SHOES

Television comedienne Phyliss Diller receives 
pair of bronzed baby shoes fashioned into 
earrings from Bob Greene, VP of the Bron- 
Shoe Co. In her night club act she mimics 
a well dressed woman wearing the earrings.

▲

• 7
a g e s
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NEW PRODUCTS fro m  p a g e  363

f ite , w ith o u t  o th e r  a lk a li. W h en  used  w ith  b ro m id e  p ap ers, it 
p ro d u ces  r ich , co ld -b la ck  ton es. . . . A g fa  In c ., 5 1 6  W . 3 4 th  S t., 

- N e w  Y ork  1, N . Y . —  H o m e p ro cessin g  set fo r  A g fa co lo r  n e g a ­
tiv e  film .

T im e -O -L ite  D iv is io n , In d u str ia l T im e r  C o rp ., 1407 M c ­
C a rter  H ig h w a y , N ew a rk  7 , N . J ., a n n o u n c es  th e  a v a ila b ility  
o f  th e  Bar R a y  co lo r  p r in t p rocessor  N o . 1863  for E k ta co lo r

p ap er . T h e  u n it  a cco m m o d a te s  
b ask ets for  six  1 6 x 2 0 , or  six  8 x 1 0  
an d  six  1 1 x 1 4  p r in ts . A u to m a tic  
n itr o g en  burst a g ita tio n  is b u ilt  
in to  th e  p ro cess in g  b ask et. S o lu ­
tio n  tank s are in te r c h a n g e a b le  and  
rem o v ea b le . A ll w e t te d  su rfaces  
o f  th e  sink  ja ck e t  and  sp lash  back  
p lu s so lu tio n  an d  w ash  tank s are  
m a d e  o f  ty p e  3 1 6  sta in less stee l. 
. . . B u rk e & J a m es, In c ., 321 S. 
W ab ash  A v e ., C h ic a g o  4 , 111. —  

T h im b le  3 5  p rec is io n  en la rg er  for su b -m in ia tu re  a n d  35m m  
n e g a tiv e s  h as f / 3 .5  len s , 1 4 x 1 8  b aseb oard ; h ea d  sw in g s arou n d  
fo r  f lo o r  or h o rizon ta l p ro jec tio n : $ 6 9 .5 0 .

G en era l In d u str ia l C o ., 1 7 96C  M o n tro se  A v e ., C h ic a g o  13, 
111. —  P ortab le  m ech a n ica l c a lc u la t in g  m a c h in e , th e  C o n te x ,  
a d d s, su b tracts, m u ltip lie s  an d  d iv id es , w e ig h s  six  lbs.: $ 1 2 5 . 
. . . B ou rges C o lo r  C o rp ., 8 0  F ifth  A v e ., N e w  Y ork  11, N . Y . 

—  D e s ig n e r  C o lo to n es: m a u v e , tea l b lu e , terra  c o tta , o liv e  and  
ch a rtreu se ; sam e rem o v a b le , w o rk a b le  co lo r  c o a t in g  as in  all 
B ou rges sh ee ts . W rite  D e p t . 4 6  fo r  lite ra tu re . . . . A C S  T a p es , 
In c ., 2 1 7  C a lifo rn ia  S t., N e w to n  5 8 , M ass. —  T r a n sp a ren t, se lf-  
st ic k in g  m a tte -su r fa ce  ta p e  in  20  co lo rs an d  ten  p a ttern s , in  
ten  stan d ard  w id th s  ra n g in g  from  1 /3 2 "  to  1". T a p es  are  
e sp e c ia lly  d e sig n ed  for  use in  p rep a ra tio n  o f  artw o rk , s lid es  
an d  tra n sp a ren c ies . . . . P o ly c h r o m e  C o rp ., Y o n k ers , N . Y . —  
P o ly c h r o m e  M e c h a n ic a l N e g a t iv e  m a ter ia l fo r  p rep a r in g  a 
n eg a tiv e  d ir e c t ly  o n  a ty p e w r ite r  or w ith  a d ra w in g  in stru m en t. 
L ik e  a sten c il, it  is tra n slu cen t en o u g h  for tra c in g , y e t  the  
g reen  co lo r  sh ie ld s o u t u ltr a -v io le t  lig h t  in n o n -im a g e  areas. 
N e g a t iv e  m a y  b e  p r in ted  in  en la rg er  or c o n ta c t  p r in ter .

L itera tu re
G ev a ert C o . o f A m er ica , In c ., 321 W . 5 4 th  S t., N e w  Y ork  

19, N . Y . —  B ook let on  the e lem en ta r y  p r in c ip le s  and  ter m in ­
o lo g y  o f  se n s ito m etry . . . . E a stm a n  K o d a k  C o ., R o ch es ter  4 ,  
N . Y . (S a le s  S erv ice  D iv .)  —  R ev ised  e d it io n  (8  p a g e s)  o f  
“ R e to u c h in g  B la ck -a n d -W h ite  N e g a t iv e s ,” 0 -1 0 . . . . A g fa  In c ., 
5 1 6  W . 3 4 th  S t., N e w  Y ork  1, N . Y . —  A g fa co lo r  M a n u a l for  
p ro cess in g  A g fa c o lo r  m ater ia ls: $ 1 . . . . M o rg a n  & M o rg a n  In c .,  
P u b lish ers, 101 Park A v e ., N ew  Y ork  17, N . Y . —  Q u a r te r ly  
S u p p lem en t N o . 87 to “ P h o to -L a b -I n d e x ” co n ta in s  d a ta  on  
P olaro id  sy stem , K o d a ch ro m e  II f ilm , rev ised  D I N  film  speeds;  
an n u a l su p p lem en t su b scr ip tion : $ 4 . . . . A p a c h e  P h o to  C o ., 
2 9 3 3  N . 16th  S t., P h o e n ix  1, A riz. —  C a ta lo g  N o . 6 1 , “ A p a ch e  
F ib erg lass S in k s.” . . .  A . O . S m ith  C o rp ., P erm a g la s  D iv .,  
K a n k a k ee , 111. —  B roch u res o n  B u rk ay  180 g la ss -lin ed  w ater  
h ea ter . . . . K c u ffe l  & E sser C o ., T h ird  an d  A d am s S ts ., H o ­
b ok en , N . J. —  K  & E b ro ch u re , “ 100 Q u estio n s  & A n sw ers” 
ab o u t rep ro d u ctio n  and  d ra ftin g  p rocesses. ▲

Now Available fo YOU . . .
• A S T U D I O - T E S T E D  SYSTEM THAT ASSURES:

SIMPLE RECORDS —  LESS ERRORS —  HIGHER PROFITS
One complete w riting  takes care of customer’s receipt, f ile  copy, 
proof envelope, negative envelope, and accounts receivab le ledger. 
Numbered to meet your requirements.

• N o  c o s t  f o r  c o m p l e t e  i n s t r u c t i o n s .
FREE descriptive fo lder and sample form s, w rite : Dept. N

WOEHRMYER PRINTING COMPANY
770  Acoma Street, Denver 4, Colorado
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The retoucher used by Homer English in all his classes.
Sen d  fo r  D e ta ils  and  T w o  W eeks' T r ia l

TROJAN INDUSTRIES, Box 484 , Troy, Ohio

TROJAN
Retouching Machine

T r ip l e  A c t io n  —  M a g n e t i c  a n d  R o ta t i n g  
N e g a t iv e  H o ld e r  

G e a r  C o n t r o l l e d  M a g n i f ie r

YOU D O N 'T  B U Y G L A S S E S . . .  yo u  b u y  V IS IO N !

“Any professional or business man worth his salt has vision. 
Not only physical vision, but mental vision as well. You 
know, the kind that builds businesses, hires people, purchases 
equipment, and manages money . . . vision that produces an 
industry and contributes to the growth of the economy.

“Vision is also essential in your business activities . . . seeking 
information that makes business grow and prosper . . . ferret­
ing out facts that show where you arc going and how to get 
there.

“The facts and figures that can strengthen your vision arc in 
the hands of your trade or professional association. The spe­
cialized information you require for most every facet of your 
work has been gathered by trained personnel . . . market 
research, business and sales statistics, merchandising and man­
agement services plus other expert advice that can mean a 
profit or a loss to you.

“Your association depends upon you as it does upon others. 
Members are the primary source of all this information. Join 
and invest in your voluntary association. Remember, you don't 
buy a membership, you buy the cooperation of the ablest men 
in your field to do the things together you can’t do alone"

fete F?<rogress
Speaking for progress through 
voluntary organizations

Pete Progress ads (sponsored by the Chamber of Commerce of the 
U. S.) may be used, complete or in part, by PP of A Affiliated 
associations in their own p u b lica tio n s . M ats are a v a ila b le .



TOR SAVINGS. 
SELECTION

S h e e t s P o r t r a i t * D o u b le *  *  
W e ig h t

S i n g l e * *  ] 
W e ig h t

5 x 7 5 0 0
1 0 0 0

1 2 .7 5
2 3 . 9 5

1 2 .2 5
2 2 . 9 5

9 . 3 0
1 7 .7 0

8 x 1 0 5 0 0
1 0 0 0

2 4 .2 5
4 8 . 9 5

2 4 .2 5
4 6 . 9 5

1 9 .5 0
3 7 . 5 0

1 1 x 1 4 5 0 0 4 8  2 5 4 6 .0 0 3 9  5 0

P rice i FOB N. Y ., add shipp ing .
•PO R TR A IT  is Double weight enlarg ing in 

lustre fine g ra in . A v a ilab le  in four sur­
faces. Specify G  fo r cream -w hite; E for 
pure white; P for golden ivo ry ; and, Y 
for off white silk . A v a ila b le  in Contrasts 
I. 2, 3.

♦DOUBLE W E IG H T  brom ide is W H IT E . 
SM O O TH  paper which yie lds p ictures of 
stand-out b rillian ce . Specify FF for G lo s­
sy; N for sem i-matte or C  fo r m atte . In 
Contrasts I ,  2, 3, 4.
Single weight (in  F) is a true single 
weight glossy in Contrasts I. 2, 3.

Dept NP>7555 lost Tremont A*e.( 
New York 51,  N.Y.

Y O U R PORTRAITS

AUTOMATICALLY BETTER
With CA M ERZ Model 20 Camera

•  Largest available 70mm format —
(25/8x35/8).

•  Negative numbering on this and 
many other sizes.

•  10'*, 7 I/2", 63/8" and 5" f/4.5 
M atched Lenses in adjustable  
speed shutter— electrically tripped.

FULLY AUTOMATIC SOOC.OO
with 7 y ,"  lenses #  #  J

Also manual models —  $735.50 and up.
One of the many cameras in the 

CAMERZ SYSTEM
For literature  and the name of your nearest 
authorised d istrib uto r, w rite  m anufacturer;

PHOTO-CONTROL CORPORATION
5225 Hanson C o urt, M inneapolis 22, M innesota
See us; B o o th  33  —  W estern States Convention, 

Long Beach, California, July  6-10.

NOT WHAT fro m  p a g e  37 2

The firm told us they had gone through the 
Buffalo telephone classified directory until 
they found a photographer whose ad indi­
cated that he could do the kind of commer­
cial work they wanted.

"In another case a Cleveland concern 
called us to arrange for group photographs 
at a Master Mechanics’ convention being 
held here. They wanted a local commercial 
photographer for the job, and called us at 
the same time they made other convention 
arrangements through the Yellow Pages.”

Many thousands of dollars in construction- 
job progress photos in the area have also 
come to Towne Studios from the ads, Mr. 
Hulburt believes.

"The value of out-of-town jobs as well as 
local, derived from these ads, cannot be 
overemphasized,” he states.

The Towne commercial ad illustrates a sec­
ond point about successful classified direc­
tory advertising. The copy and layout of the 
ad is simple and forceful, but uncluttered. 
The copy mentions exactly what the firm is 
prepared to do in photography, because Mr. 
Hulburt feels that when a man is looking 
for a photographer to do commercial work, 
he wants to know whether it can do what 
he has in mind. The copy in the ad is de­
signed to sell the firm’s service fast and fac­
tually. It therefore mentions Towne Studio’s 
modern facilities and fine equipment for 
both color and black-and-white photogra­
phy, and lists all the types of work they do. 
To make them easy to reach, their phone 
number is prominently placed in the ad 
space. A

DIRECT MAIL fro m  p a g e  3 7 7

So that's the story of our direct mail ef­
fort. How about getting some photographs 
together and talking to your advertising 
man ? If you have any further questions, 
drop me a line and I’ll try to answer them. 
But first and foremost, let’s gel going. The 
material that remains in your files and the 
copy that's in your head won’t bring in a 
dime's worth of business. A

LITTLE JEWELS fro m  p a g e  3 7 9

One word of caution: With such a short 
focal length lens as is on a 2^x 2 %  reflex, 
it is imperative to avoid extreme subject or 
camera angles to avoid distortion. Three- 
quarter length portraits of girls in formals 
are especially beautiful in miniatures.

If you don’t already have a reflex camera, 
you can buy a very satisfactory one for this 
purpose for less than $30. Have it ready, 
loaded, in your cameraroom. You need only 
three or four extra minutes to move it in 
and record a couple of your favorite poses.

PORTRAIT FINISHING
D e v e lo p in g . 70m m  d e v e lo p in g  and 
finishing, retouching, proofing, enlarg­
ing, coloring, heavy oil coloring, w allet 
prints, quantity prints, copies.

W r it e  f o r  p r ic e  11$f .
O SBO RN E LABORATORIES

505 ELM ST. CINCINNATI, OHIO
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Now that you know it’s so easy, get that 
reflex and start adding miniature color dol­
lars to your regular orders. It will more than 
pay your way to the National Convention ! A

APPLICATIONS fr o m  p a g e  3 8 9

W o b b e ,  H . ,  E sse x  C o u n ty  V o c .  &  T e c h .  H . S . .
S u s s e x  A v e .  a n d  1 st S t . ,  N e w a r k  ( I )  F. Patterson 

Y o u n g .  J a m e s ,  J a m e s  Y o u n g .  P h o t o g r a p h e r ,  321  
B lo o m f ie ld  A v e . ,  C a ld w e l l  ( A - P )  joe Zehsman 

NEW  YORK
B a r d ,  B i l l ,  B i l l  B a r d  A s s o c ia te s ,  2 0 3  B r o a d w a y ,  

M o n t i c e l l o  ( I )
B l is s ,  J o s e p h  A . ,  P o p u l a r  S c ie n c e  M o n th l y ,  1 1 6 - 

31 U n io n  T u r n p ik e ,  F o r e s t  H i l l s  ( A )
D o b r a s z ,  R o n a ld  A . ,  P in e  C r e s t  S t u d io  o f  P h o t o g ­

r a p h y ,  2 1 0 1  P in e  A v e . ,  N i a g a r a  F a l l s  ( A - P )  
E r b ,  R i c h a r d ,  K e n s in g to n  P h o to  S e r v ic e ,  111 F r e d ­

e r ic k  R d . ,  T o n a w a n d a  ( A - C )  John R. Welch 
F e d e r m a n n ,  F r a n k l i n  H . ,  C r a g s ta n  C o r p . ,  1 1 0 7  

B r o a d w a y ,  N e w  Y o r k  ( I )
G a r f i e ld ,  H e le n ,  G a r f i e ld  S tu d io ,  2 3 3 7  G r a n d  

C o n c o u r s e ,  B r o n x  ( A )  Harry Garfield 
M a c  F a l l ,  W a l l a c e  M . ,  S le e p y  H o l l o w  S tu d io ,  7 0  

E . M a in  S t . ,  E lm s f o r d  ( A - C )  Dick Fowler 
M a g u r e ,  J o h n  J . ,  A l f r e d  H .  M i l le r  C o . ,  I n c . ,  2 3  

W i l l i a m  S t . ,  N e w  Y o r k  ( A )  Alfred H. Miller 
M o o r e ,  C . P .  S . ,  M o o r e 's  P h o to g r a p h y  S e rv ic e ,  9  

M o n tg o m e r y  S \ ,  G o s h e n  ( A - P )  John Freni 
R a i s c h ,  R o b e r t  C . ,  J o h n  L a n e  S t u d io ,  C o lle g e v ic w -  

A v e . ,  P o u g h k e e p s ie  ( A )  J. Freni 
R o b e r ts ,  R ic h a r d  H . ,  P h o t o g r a p h y  b y  R i c h a r d  H .

R o b e r ts ,  4 4 4  S a w y e r  S t . ,  R o c h e s te r  ( A )
R u s c io ,  N. P . ,  U n i t e d  P r e s s  I n t e r n a t i o n a l ,  C o m .

P h o t o g .  D i v . ,  2 2 0  E . 4 2 n d  S t . ,  N e w  Y o r k  ( I )  
S n y d e r ,  J .  L . ,  G e n e r a l  E l e c t r ic  C o . ,  H M E D  P h o t o  

U n i t ,  S y r a c u s e  ( I )  Charles L. Geiger, Jr. 
W a y n e ,  M u r r a y ,  W a y n e  S tu d io s ,  17 S . H a m i l t o n  

S t . ,  P o u g h k e e p s ie  ( A - P )  J. Freni 
W h i t a k e r ,  R o b e r t  E . ,  2 5 8  A v e .  A . ,  R o c h e s te r  ( A )  

NORTH CAROUNA
J o h n s o n .  R u s s e ll  L . ,  R u s s  J o h n s o n  P h o t o g r a p h e r ,  

B o x  1 9 7 , R t .  N o .  2 . A s h e v i l l e  ( A - P )
NORTH DAKOTA

O ls o n ,  M a r k ,  O l s o n  P h o t o ,  H i l l s b o r o  ( A - P ) Z a w -  
ton E. Osborn

OHIO
G lo s s in g e r ,  H .  E . ,  G lo s s in g e r ’s P h o t o g r a p h e r s ,  

8 9 0 0  E b r o  C t . ,  C in c in n a t i  ( A - P )  R. C. K ms tier 
J o n e s ,  M a t t ie  A . ,  S ic k e r  S tu d io ,  3 1 5  S . 4 th  S t . ,  

C o s h o c to n  ( A )
M c C la in ,  R ic h a r d  C . ,  B a ld w in  L im a  H a m i l t o n  

C o r p . .  B o x  L . L im a  ( I )  P. Schmitz 
N o e ,  G l e n ,  T r i p l e t t  M f g .  C o . ,  B lu f f to n  ( I )
R u s s e l l .  R o b e r t  L . .  R u s s e l l ’s P h o t o  S tu d io ,  4 0 5  

M e a d o w  L a n e ,  P a in e s v i l l e  ( A )
S h a f r a n .  A l l e n  J . ,  A l a r t  P h o t o g r a p h i c  S tu d io s ,  

4 9 1 6  C a l v in  D r . ,  C o lu m b u s  ( A )
OKLAHOMA

C h a u f ty ,  L e o n  E . ,  C h a u f ty  S tu d io ,  1 26  W .  B la c k -  
w e l l ,  B o x  4 3 3 ,  B la c k w e l l  ( A - P )

F l ic k ,  P a u l ,  J r . ,  B lu n c k  S t u d io ,  P . O .  B o x  2 1 1 ,  
C l in t o n  ( A - P )

S te v e n s o n ,  L a r r y  B . ,  L a r r y ’s S tu d io ,  117  W .  M a in ,  
W a to n g a  ( A - P )  Wm. H. Krouse 

OREGON
H a r r i s .  J a m e s  C . ,  H a r r i s  S tu d io ,  9 2 0  S . M a in .  

M i l to n - F r e e w a tc r  ( A - P )  R. Ball 
PENNSYLVANIA

A r t h u r ,  W i l l i a m ,  B i l l  A r t h u r - P h o t o g r a p h e r ,  B o x  
8 5 5 5 ,  P h i l a d e l p h i a  ( A - P )

D e F u l g e n t i s ,  A t t i l i o  R . ,  C a r l  W o l f  S tu d io ,  2 0 1 3  
W a l n u t  S t . ,  P h i l a d e l p h ia  ( A )  Carl C. DiMano 

H a n s e n ,  R ic h a r d  I . ,  U S A W C  R e p r o  S v c  P h o to  L a b ,  
C a r l i s le  B a r r a c k s  ( I )  Nils C.. N  taker 

H a t to n ,  R o l a n d  B . ,  H a t t o n 's  P h o t o  S tu d io ,  5 2 4  W .
M o r e l a n d  A v e . .  A v o n m o r e  ( A - P )

H e g e r le ,  H .  A . ,  A l l e g h e n y  O b s e r v . ,  U .  o f  P i t t s b u r g h ,  
R iv e rv ie w  P k . ,  P i t t s b u r g h  ( A )  W. J. Windstein 

H e l f f r i c h ,  P e t e r  J . ,  H e l f f r ic h  R e c o r d in g  L a b . ,  R t .  
N o .  1 , W e s c o c s v i l l e  ( A )

M e ln i c k ,  P h i l i p ,  M e ln i c k  S tu d io ,  7 5 3  C i n n a m i n s o n ,  
P h i l a d e l p h ia  ( A - P )  C. DiMario 

SOUTH CAROUNA
H u d s o n ,  J o h n  H . ,  J r . ,  T h e  H u d s o n  S tu d io ,  6 4 0  N .

M a in  S t . ,  G r e e n v i l le  ( A - P )  Henry G. Elrod 
J o r d a n ,  M a r s d i l l  G . ,  C h a r le s  O l d  S tu d io ,  1711 

M a in  S t . ,  C o lu m b ia  ( A )  Charles Old 
TENNESSEE

H o l t ,  C h a r le s  E . ,  L u  S h e n e 's - C o l o r c r a f t  S tu d io ,  
1121 M c C h e s n e y  A v e . ,  N a s h v i l l e  ( A - P )

W o o d s .  C o r n e l i a ,  O r m a n  P h o t o  S h o p ,  8 0 6  S . H i g h  
S t . ,  C o lu m b ia  ( A )  C. Orman 

TEXAS
B a k e r .  G u e r n e s  R . ,  B a k e r 's  S tu d io ,  3 0 3  W .  7 t h ,  

P l a in v i e w  ( A - P )
B a r r ,  J o h n  R . ,  O l a n  M i l l s ,  I n c . ,  1 7 0 7  Y o u n g  S t . ,  

D a l l a s  ( A )
B is e tt ,  D o n a l d  J . ,  J r . ,  1621 W h e e l e r ,  H o u s to n  ( A )

Odin E. Clay, Jr.
C a in .  W i l l i a m  I . . ,  P h o t o g r a p h i c  I l l u s t r a to r s ,  2 1 2 1  

B r o a d w a y ,  L u b b o c k  ( A - C )  / .  G. Holmes 
C h i s h o lm ,  B ru c e  D . .  P h o t o g r a p h i c  L a b o r a to r ie s ,  

3 1 0 1  S a n  J a c i n t o ,  H o u s to n  ( A )
C r o w e ,  J o n  P . ,  C r o w e  P h o t o g r a p h y ,  3 4 1 2  B o n n ie  

R d . ,  A u s t in  ( A )
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Homme, Frink S., Homme Studio & Camera Shop, 
124 W. Williams, Breckenridge (A-P)

Howard. Ronnie O.. Barr Photocentcr, 1204 Ben­
ton St., Big Spring (A) Frank Brandon 

Johnson, Odean R., Odean's Camera Shop, P.O. 
Box 411, Bishop (A-P)

Pendleton, Wendell, Park Plaza Studio, 1521 New 
York, Arlington (A-P)

Russell, Wade A., Johnston's Studio & Camera 
Shop, 318 E. Abram, Arlington (A)

Sid well, Joseph H., Harbets, 110 Rosemary, San 
Antonio (A-P)

UTAH
Cline, Jerry L., Hercules Powder Co., Bacchus (I) 

William Beal
Davis, Byron J., Hercules Powder Co., Bacchus 

(I) James W. Walker
VE RM O N T

Detore, J. V., Detore Photo Service, 94 Church, 
Burlington (I) C. L. Patch

W A SH IN G T O N
Mathews, Paul A., 1015 S. 296th PL, Federal 

Way (A) Boh Johnson
Doty, Elmer A., Artcraft Studio, 515 Third Ave., 

Seattle (A-C)
W ISCO NSIN

Peterson, Lyle R., Glen Mat Studio, 224 Main St., 
Menomonie (A-P)

Schroeder, J. R., Town and Country Studio, 612 
Summit Ave., Oconomowoc (A) E. Lensmtth 

Taccati, Duane M., Color Darkroom Studio, 2221 
W. Walnut, Milwaukee (A)

W Y O M IN G
Faingold, Bernic S., Faingold Studios, 525 Randall 

Ave., Cheyenne (A-P)
CAN AD A

Andreychuk, M. M., Deayton Photo Studio, 9731 
Jasper Ave., Edmonton, Alberta (A-P) /. Tenove 

Knox, John, Jr., Knox Photos, 206 Third Ave., E., 
Kindersley, Sask. (A-P) G. J. Wells 

Pratt, Charles W., Sterling Studio, Box 400, Stett- 
ler, Alberta (A-P) / . Tenove 

Rankin, G. D., Arnott and Rogers, 770 St. An­
toine, Montreal. Quebec (A) Howard S. Hatch 

Schmid, J., Joseph Schmid Studio, 1498 Yonge St., 
Toronto, Ont. (A-P) Robert M. Craig 

Sloan, Alice E.. Garneau Studio, 8619 109th St., 
Edmonton, Alberta (A) John Tenove 

Stott, William P., Stott's Photo Studio, Olds, Al­
berta (A-P) G. J. Wells

Wagner, Frank, Studio Wagner, 1001 lB 82nd Ave., 
Edmonton, Alberta (A-P) John Tenove 

Wright, Frank. Photography by Frank Wright, 518 
Indian Rd., Burlington. Ontario (A-P) 

FOREIGN
Lou, Lo-Pang, Lloyd Photography, Room 701. Fife 

Bldg., 699 Nathan Rd., Kowloon, Hong Kong, 
China ^

classified
ads

Position or help wanted, 10c per word, mini­
mum $1.50. All others 20c per word, minimum 
$3.00._ Box number, 25c service charge to cover 
handling plus 5 words. Cash with order. Closing 
date, l irst of the month preceding publication.
______ HELP WANTED
Photographic mounts salesmen. Excellent career 
opportunity with old established national concern. 
Lucrative protected territory, no objection side­
line. Box 1201, the National Photographer.
Wanted, young commercial photographer experi­
enced in Ektachromc color and black-and-white. 
Largest fully equipped studio in South. Hinkle 
Studio. Box 933, Chattanooga 3, Tennessee.
Telephone Sojicitor. Capable organizing crew to 
work for chain of permanent studios, East and 
Midwest. Experienced in getting large volume of 
sittings by telephone sales. Write Box 503, the 
National Photographer.
Quality portrait printer, permanent, must be ex­
perienced. Bob Wilcox Studio, 515 East Thomas, 
Phoenix, Arizona.
Competent portrait photographer, capable of 
managing quality portrait studio in the Midwest. 
Reply Box 700, the National Photographer.
Receptionist, must be experienced with quality 
studio, permanent. Bob Wilcox Studio, 515 East 
Thomas, Phoenix, Arizona.
Studio Manager, must be excellent portrait pho­
tographer and salesperson to manage established 
coupon studio: owner retiring. Write Century 
Studio, 435 Wall Street, Beaumont, Texas.
First class photographer to take over beautiful 
up-to-date studio in Midwest city of 200,000. 
Established 30 years, 12 in present location, gross 
over $70,000 per year. Will lease building and 
studio to right man for 10% of gross plus insur­
ance and taxes, with option to purchase same 
out of profits. Present owner will retire Septem-

Ju ly  1961 •  T h e N ational Photographer

Write today 
for complete 
price schedule

Get greater profits, 
increase volume, cut 
overhead with our 
com plete service. 
Rely on our 20 years 
of reliab le profes­
sional portrait fin­
ishing experience.

IDofCoce L afio^atctie^. in c.
SAN ANGELO, TEXAS

METAL OBJECTS f r o m  p a g e  381

them  any kind o f w ave they want, w hether it 
be horizontal or vertical.

Question: D o  you use that m aterial or use  
an opaque m aterial ?

Stiles: W e  usually  use an opaque dark black.
Question: H o w  about lig h tin g  a deep cab­

inet such as an air conditioner or som ething  
lik e that, that you w ant to get back in to  the 
unit itse lf  w ith ou t any shadow'?

Stiles: W e  use our screens for that. It does 
it very w ell.

Question: Say it is a large unit m aybe eight 
feet h igh . D o  you have your screen set back 
away and then direct the light?

Stiles: W e  just direct the ligh t to it. W e  had 
a black beer cooler not lon g  ago and w e  used  
the screens to g iv e  us good  detail control. 
W e  set the screens up and used banks o f  them, 
but w e had to keep the screens from  reflecting  
som eth ing  lik e that.

Question: Is there any particular size  o f  
screen ?

Stiles: W e  use four by four the m ost. A

her 1962 and willing to remain until then to 
help new man get started. Successful applicant 
must be presently employed by well known studio 
at not less than $150 per week and have 15 or 
more years experience. Will finance right man 
until his profits make it unnecessary. In answer­
ing please give resume and small recent photo 
which will be returned. Reply Box 703, the 
National Photographer.

SITUATIONS WANTED
Chain studio general manager available; general 
manager of 35 chain portrait studios; sales pro­
motion; organization; recruiting; personnel train­
ing; developing new areas, etc. etc. etc. Must 
have $15,000 year salary -j- or — on % ; 38 years 
old; thoroughly experienced: can show absolute 
performance record and business increase of over 
$50,000 for each year with present company as 
general sales and personnel manager of largest 
and leading portrait chain on West Coast. Can 
locate anywhere for proper situation. Contact: 
Sales & Personnel Manager 1111 N. Garfield, 
Alhambra, California, or call Cumb. 3-4485.
Graduate of photography school desires position 
with small portrait studio in Iowa, or bordering 
state, with option to buy. For more information 
write: Robert D. Johnson, 437 S. Thurlow, Hins­
dale, Illinois.
Chief photographer —  Industry —  age 37 —  
presently employed —  seeks industrial or com­
mercial position in southeast. Complete knowl­
edge; still, movie, portrait, photo lab. Won first 
place award, state, last year, second place this 
year. Winona graduate. Resume on request. Reply 
Box 705, the National Photographer. 
Photographer, Commercial/Industrial, 32, mar­
ried, 4 children, offers 13 years experience in 
engineering-support photography in aircraft, auto­
motive, and defense fields, still and m.p., plus 
best references. I-ast employed Chrysler Corp. 
Laid off due to staff reduction and lack union 
seniority. Resume on request. Telephone (Collect) 
I.Ogan 2-3091 Detroit, or write Glen Herndon, 
5957 Buck, Taylor, Michigan.
Portrait to Graphic Arts photographer; 13 yean  
well diversified experience in portrait, commer­
cial, industrial; Winona graduate; family man; 
West Coast preferred. Reply Box 708, the Na­
tional Photographer.
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PHOTO
Equipment

£&earecf to
Industrial & 

“ Scientific Uses
FREE 64th Amuial Catalog
• CAMERAS, f„- — I  ' | ;

la rg ing , Copy in g ,  rim. J  a ^
Reducing, Prates- f  K J  1 sionof. Special

•  BACKS, World  1 
Greates t Selection.

e DEVELOPING 
Equipment.

• DRYERS
• ENLARGERS,

Solar.
• GRAPHIC ARTS

Equipment.
e LENSES, World  s 

Largest  Varie ty .
In Stock!

• LIGHTING,
Strobe, Hi-Pro.

•  PRINTERS 
e PROCESSING 
e SLIDE Equip .
• TANKS
e CINE- MICROFILM 
e INSTRUMENTATION

1 4 5  i l l u s t r a t e d  
p a g e s  o f  t h e  new- 
e  s t  a n d  f i n e s t  
" P h o t o  T o o l s  a n d  
T e c h n i q u e s "  ever 
a s s e m b l e d  i n  o n e  
b o o k !  W r i t e  f o r  
y o u r s  . . .

r i N i  t M O t o  
t Q U I Z  M l  N t

s i n c i  u t r

K E  & J A M B S #  I N C
V a b a s h  C h ic a g o  4 ,  I l l in o is

H jjH  MILLI - PR00FER 79
C O N T I N U O U S  RO L L - P RO O F I N G  ATT ACH MEN T

PR O O FS %£ 5 0 0 -FO O T  R O llS  O F 
7 0 M M  or 9 0 M M  RED P R O O F PAPER

For Use With 
BLU-RAY Proof Printer 

and other makes of 
DIAZO ROTARY 
WHITEPRINTERS 

REQUI RES NO ATTENTION ONLY

S A V E S  T I M E  -
C U T S  C O S T S !

$ 11 Ooo
(does not include 
Blu-Ray Proofer)

RUSH COUPON FOR FREE DETAILS
REPRODUCTION ENGINEERING CORPORATION
79 Westbrook Rood, Essex, Connecticut 
{H Send Milli-Proofer 79 Brochure

N am e_________________________________________________

Street _________________________________________________

City & S ta te __________________________________________



Photographer, mature woman; Art Center school 
1938-40; nine years recent experience; studio 
owner 1952-59; photographer leading studio, town 
of 30,000, 1959 to present; five regional conven­
tions. Desire permanent position, opportunity to 
work toward solid future. Write for complete 
resume to llox 701, the National Photographer.

SI I DIOS FOR SALK
Portrait-commercial; central Florida; established 
16 years; upstairs location, low overhead; owner 
wishes to retire; $3,500. Photocraft, 854 East 
Broadway, Ocala, Florida.
Small commercial studio on West 57th Street, 
New York; fully equipped; established under 
same trade name for 29 years; steady accounts; 
owner retiring; 1960 gross $20,000. Opportunity 
for energetic, versatile man. Reply Box 702, the 
National Photographer.
Established quality portrait and commercial stu­
dio, doing hla< k-and-white and color. Progressive 
industrial mid-Ohio town of 15,000 centered in 
good agricultural region. Drawing area 42,000. 
Well equipped with established color lab. Netting 
$10,000. Price $8,500. James Israel, 9 West High, 
Mount Vernon, Ohio.
All modern portrait studio doing black-and-white 
and direct color photography. Leading studio 
in northeastern Montana city. Priced for quick 
sale because of health. Reply Box 605, the 
National Photographer.
Life time opoortunity; portrait-commercial; es­
tablished studio over 40 years; fully equipped; 
air conditioned; modern front; ground floor; 
grossing over $35,000 per year. W'ill accept 
$10,000 cash. Located 12 miles North of Chicago. 
Reply Box 704, the National Photographer.
Studio in growing Ohio industrial city in prosper­
ous rural community. Man and wife operation. 
Potential greater than our gross of $16,000. Price 
$5,500 including stock. Reply Box 707, the Na­
tional Photographer.
Only portrait-commercial studios in two Wyoming 
county scats 50 miles apart; $3,000 and $7,500 
or both for $10,000. For more information con­
tact Lee Smathrrs, Box 144, Douglas, Wyoming, 
Phone 315-J.___________________________
Long established studio doing good business; fully 
equipped; must s e l l  before fall rush. Box 634, 
Council Bluffs, Iowa.

SERVICES
Retouching for those who place quality first. 
Sample invited. Bolger, 856 Seabright, Solana 
Beach, California.
Profits in quantity prints — if you don’t work 
yourself to death! We’ ll make the prints —  you 
make the profit; 8x10s as low as 754c— 1M 
cost only $‘H>. Post Cards as low as 2‘/jC—  1M 
<ost only $30. Service and quality guaranteed. 
Write for samples and complete price list. Spe­
cial discount to photographers. Kier Photo Serv­
ice, Department NPC, 1220 West Sixth Street, 
t Cleveland, < )hio.
Finest retouching, etching and corrections. Sam­
ple negative invited. Anthony Alianello, 248 
Hampstead Street, Methuen, Massachusetts.
One picture is worth a thousand words —  and 
one professionally processed print is worth a 
thousand from amateur photofinishers. Photog­
raphers all over the world know the difference 
our quality-controlled color processing can make, 
in better prints, greater profits. How about you? 
W’rite for Free Color Bulletins and Price Lists to: 
National Color Laboratories. Dept. NP-3, 306 
West First Avenue, Roselle, New Jersey.
A R E  Y O U  S H O O T IN G  Y O U R  L O C A L  
SCHOOLS or are you letting an out-of-town 
concern take the pictures and the profits? Let us 
help you get started. Wr’ ll do everything but 
snap the picture and YOU will receive the 
profits. Ihe finest quality, the fastest service in 
black-and-white school package finishing. Muel­
ler’s Studio, 2723 l'us!cr Avenue, Rockford, III.
Marchion’s Famous Wallet Photos. “ Known from 
Coast to Coast.”  Made from any size negative 
up to and including 5x7 negative only 354c each 
in lots of twelse or more. Complete finishing 
for the trade. Marchion Photo Service, 228 
North Main. Fostoria. Ohio.
From Alaska to Thailand, from all over the 
world, professional photographers keep sending 
us their color work for quality-controlled process­
ing. There must be a reason, and we’d be more 
than happy to show it to you. Write for Free 
Color Bulletins and Price Lists to: National
Color laboratories. Dept. NP-2, 306 West First

P O R T R A I T 0? iK i4 6 iK y

Avenue. Roselle. New Jersey
Printing, Coloring, Retouching, Reliable Portrait 
Finishing at lowest rates. Send for price list. 
Colonial Portrait Service, 346 Gregory Avenue, 
West Orange, New Jersey.
lfollar F'ktacolor, 8x10 in quantities of 50. Write 
for details about complete service. Deetjen Color, 
St. Joseph. Michigan.
Retouching specialists - a business not a side­
line. Enterprise Retouchers, 13625 Leroy Ave., 
Cleveland 35, Ohio. Cl. 2-3387.

THE BEST IN :
•  DEVELOPING •  COLORING
•  PROOFING •  ARTISTS OILS
•  RETOUCHING •  WALLETS
•  PRINTING •  COPIES
RO N W O O D  FIN ISHIN G SERVICE
BOX 8156 CINCINNATI 8 , OHIO

Airbrushing, retouching, photo restorations, proofs 
submitted, copies, corrections. Kolor Kraft. 116 
Frankland Road 17, or Post Office Box 8102, 
Rochester 17, New York.
W’e’ll $how you how to $ell color wedding al­
bums ! Learn proven methods used by New Jer­
sey’s busiest wedding studio! Write Craftsman 
Photographers, 6901 Bergenline. Guttenberg, N. J.
Corrections, etching, quality retouching, schools 
by appointment only. Send proofs with correc­
tions. William H. Jackson, Jr., P.O. Box 788, 
Johnstown, Pennsylvania.
It makes sense . . . dollars and cents when you 
use professional, quality-controlled color process­
ing. The difference in your finished prints is so 
apparent, it’s sure to increase your business from 
school package pictures —  proms —  classroom 
groups —  candid weddings! Write for Free Color 
Bulletins and Price Lists to: National Color 
Laboratories, Dept. NP-1, 306 West First Ave., 
Roselle, New Jersey.
School Shooters —  for only 69c you can now 
give your schools a perfectly matched black-and- 
white package with one 5x7 —  two 354x5s, with 
salon borders and 24 —  V A xV /i exchange pic­
tures, all printed on double weight silk paper. 
That’s right —  all pictures on double weight 
paper and full size 254x354 exchange pictures. 
For further details and sample package write 
Mellers School Photos, Box 777, Springfield. Mo.
Colorist, professional, e x p e r ie n c e d . Mercedes 
Scott, 2155 North 36th Street, Milwaukee 8 , Wis.
Quality negative retouching; good service; sam­
ples welcome; prices on request. Mrs. Eugene 
Fidtz. R. 2, Princeton, Illinois.
Quality color piece work. Send one print for 
free sample work to: Mrs. D. L. Henson, 703 
South Jefferson Street, Webb City, Missouri.
Oil coloring; transparent and opaque brush oils. 
Dependable fast service. McDonough Studio, 5322 
Lakewood Avenue, Chicago 40, Illinois.
Quality F.ktacolor-Kodacolor custom prints. Send 
for professional list and coupon for one free 
8x10 print. Midwest Color Laboratories, P.O. Box 
55, South Bend 1, Indiana.

MISCELLANEOUS ’
Excellent opportunity for man and wife. Portrait 
studio plus seven room apartment for rent or 
lease —  $250 per month. Strobe and incandescent; 
air conditioning, Denischron, spacious camera- 
rooms; established 10 years in northern Illinois; 
1960 cash gross S19.000. Reply Box 706, the Na­
tional Photographer.
You can repair cameras. Now you or one of 
your employees can learn manufacturers’ service 
methods without leaving your place of business. 
You can get complete training —  with lesson 
texts, tools, test equipment —  everything you 
need to learn camera craftsmanship in your spare 
time. Make your studio a center for service. 
Write today for free illustrated booklet that 
tells you how you can make this profitable service 
part of your own studio. National Camera Re­
pair School, Dept. NP 7, Englewood, Colorado.
National Photographer Binders, $2.95, postpaid. 
One binder accommodates 12 copies; lies flat for 
easy access to any article in any issue. Order 
directly from PP of A, 152 W. Wisconsin Ave., 
M ilw aukee 3. W isconsin.
Copies of most back issues of the National Pho­
tographer are available from the PP of A, 152
W. Wisconsin Ave., Milwaukee 3, Wis., at a 
cost of 50c each to cover handling and postage.

EQUIPMENT FOR SALE '
Over half a century supplying professional and 
non professional photographers with highest qual­
ity lenses for all purposes. State your needs. 
Competitive prices. A post card inquiry will get 
you a quotation on whatever lens you need. 
Joseph Smith, 735 Fulton Street, Brooklyn 17, 
New York.

FILM HOLDER REPAIR
A U  TYPES OF FILM HOLDERS 

4x5  —  $1 .5 0 ; 5 x7  —  $1 .75 ; 8 x10  —  $2.25
4 x 5 — 5 x 7  slides .75 oa. —  1 x10 — 52.50  ea.
W ILLIAM S  FILM  H O LD ER REP AIR
5910 Southcrest Houston 33 , Texas

O live  4-1703

Large saving on lenses: 14“ Goerz Artar, coated, 
compound shutter, $149.50: 14%" Voigtlander 
Heliar, black bbl. f/4.5, L.N., $125; 8x10 B&L 
Zeiss Tessar f/4.5, black bbl., $89.50; 8x10 Cooke 
l’ rimoplane W.A. f/6.5, Alphax Shutter, $64.50; 
14" Veritar, Alphax Synchro f/ 6, coated, L.N., 
$119.50; 19" B&I, Tessar f/6.3, coated, good all 
around, $80; 14%" Collinear f/6.3, fine, com­
mercial, $90; 654x854 B&I. Protar, focus 954", 
13% " and 18%", compound. $70; 7" Goerz Dagor 
f/6.8 volute shutter, $39.50; 14% " Goerz Celor 
f/5.5 Apochrotnatic, $65; 8x10 B&L Protar, focus 
11% ” , 18!4" and 23J4" compound, $99.50; 21” 
Cooke Ser 14, fine commercial, black bbl., $115; 
12" Goerz Dagor f/6.8 compound, $89.50; 654" 
Goerz Dagor f/ 6.8 compound, also good 8/10 
W.A., $39.50; 16" Pinkham & Smith Ser. 4, 
Visual Quality, the most wanted, with studio 
shutter, $325; 12" Schneider Tele Xcnar, $54.50; 
754-854" Graff Variable f/3.5 —  4.5, $59.50; 5x8 
Protar, Betax Shutter B&L —  854", 14xl8” , $60; 
5x7 B&L Zeiss Tessar f/6.3 volute shutter, $35; 
8" Dallmeyer f/2.9 coated, S40: 1154" 3B Dall- 
meyer, fine English portrait, $40; 14%" Ilex 
Paragon with soft focus adjustment, $69.50; 854" 
Hugo Meyer A ristostigm at, compound f/4.6, 
$39.50; 12" Gundlach Radar f/4.5, coated, Betax 
Synchro, L.N., $64.50; 8 '/." Kodak Anastigmat 
f/4.5, black hhl., $34.50; 16V2" Gundlach Menis­
cus Portrait f/ 6, soft quality, $35; 1454" Verito, 
diffused focus f/4 studio. $75; 6'/2" Velostigmat 
f/6.3, Betax, L.N., $14.50; 454" imported W.A. 
coated Pronto Shutter, $24.50; 65mm Schneider 
Angulon Compur Rapid, $32.50; 7" Goerz Celor 
f/4.8, $14.50; 8x10 Turner Reich Convert. Uni­
versal shutter, focus 12", 21" and 28", $79.50. 
This is a small part of our large stock. Large 
selection of used Studio Outfits, View Cameras, 
Lights and Darkroom equipment. Guaranteed 
and sold on ten day trial. Tell us your needs. 
We exchange. Established over 40 years. Mid- 
West Photo Supply Company, 27 East Adams 
Street, Chicago 3, Illinois.
Calumet 354 gallon —  8x10 Ektacolor film and 
print film processor. Complete with nitrogen 
burst and water temperature controls. Mint con­
dition; only three months old; most reasonably 
priced. Stadler Studios, Inc., 666 Lake Shore 
Drive, Chicago 11, Illinois.
Aerial Camera, K-17. 12" lens, many spare parts, 
filters, oblique view finder, motor driven process­
ing outfit. All excellent condition, $650 plus 
shipping. Don Meacham, 915 Colorado Blvd., 
Santa Rosa, California.
Priced to sell: 46mm como electronic school 
outfit. Sicker Studio, Coshocton, Ohio.
A & F Portramatic camera model “ C ”  with 
90mm magazine completely automatic; new cam­
era guarantee —  $875. M. R. Terry, 2901 West 
7th Street, Los Angeles 5, California.
Glossy dryer, large, capacity 250 SW an hour. 
State condition and price. Wingold Studio, Galax, 
Virginia.

SALES AIDS
‘ ‘Cash in on Credit”  by Roland George. Only 
complete book on how to sell photography on 
credit. You’ ll do more business, make more 
money; $3.00. The Hi-Mark Company. 1306 
North Wilton Place, Hollywood 28, California.
Photomounts —  Inexpensive, Direct from manu­
facturer, 3x5, $4.00 per 100; 5x7, $6.00 per 100; 
8x10, $12.00 per 100. In lots of 100. Free sam­
ples and new price list to professional photog­
raphers. Penn Photomounts. Glenolden, Peona.
‘ 'More Money Selling Portraits”  —  The guide 
for professional photographers who wish to in­
crease their gross with tested promotion and 
sales ideas. Only $7.50 per copy (plus 20c for 
postage). All proceeds will be applied against 
the indebtedness of the Winona auditorium. 
Order your copy from The Winona School 
Alumni Assn. Inc., Virginia Stern. President, 
1122 Grand Ave., Kansas City 6 , Missouri.
Photomounts: Send $2.00 large assortment Fold­
ers, Easels, Wedding Albums, Wholesale price lists. 
Robin Mounts, 245-D 7th Ave., New York, N. Y.
Albums! Wedding, Commercial, Photographer 
and customers’ names in gold. Mounts. Sales 
aids. Free catalog! Crestwood, 3601 West 71st, 
Prairie Village, Kansas.
Professional Photomounts and albums. Better 
quality. Low prices. Free catalog. Harvard 
Photomount, Box 72, Cambridge 40, Mass.
Business Cards, “ Raised Letters”  1,000 only 
$3.95 postpaid. Free samples. Style Chart. 
Pioneer, N.P. 7, Island Park, New York.
Wedding albums! Tremendous savings on Amer­
ica’s most distinguished line! Big catalog avail­
able. Brownley Company, 3948 Lee Road, Cleve­
land 28, Ohio.
Estimating manual, pre-publication offer in quan­
tity of new revised edition for gifts to your 
clients and/or competition; 25, SI each; 50, 75c 
each; 100, 50c each (single copies $3.00). Send 
donation to: Professional Photographers of South­
ern California. Inc.. Dept. N., 1306 North Wilton 
Place. Hollywood 28, California.



THUMB EFFICIENCY!
The eight time-consuming steps required to take just one picture 

using an ordinary camera arc replaced by a single (lick of the thumb 
with a Beattie Portronic. This all-electric, completely automatic 
studio camera is the epitome of efficiency. Roll film advances auto­
matically. Take up to 200 314 x 414 pictures in rapid succession. 
(More with 70mm and 35mm). You arc liberated from the slavery 
of mechanical detail and have full freedom for artistic expression.

Concentrate on your subject, get better pictures, more pictures 
in a fraction of the time. Finest interchangeable coated lenses. 
Negative identification on each 314" or 70mm picture. Ideal for 
portraiture, commercial, school and I.D. photographs. If you’re not 
using a Beattie Portronic you're wasting a lot of valuable time. 
Investigate today.

A t better dealers—or send for catalog now.

Q  Removing film 
holder

BEATTIE IMPERIAL 90 PORTRONIC

Beattie
Portronic

Studio
Cameras

BE A T T I E -C O L E  M A N  <n c .
1014 North Olive Street, Anaheim, California 
Branch: 437 Fifth Avenue, New York, New York



In th is  co lo r fu l n ew  b o o k le t, 
A m er ica ’s fo rem o st au th o r ity  
on  e tiq u e tte  r eco m m en d s  p h o ­
tograp h ic  p ortra its as im p o r ­
tant in h o m e d eco ra tin g . T h e  
b o o k le t  can  be th is y ea r ’s m ost  
v a lu a b le  se llin g  to o l.

PORTRAIT
PHOTOGRAPHS

lutroduetion by Amy Vanderbilt, Authority on Etiquette

Let Amy Vanderbilt speak for you
Miss Vanderbilt says, “Portrait photographs . . . the new, lively, relaxed mod­
ern ones, especially those in natural color . . . have a place in my business 
and private life as well as yours.” This is how she begins her comments in 
the new booklet, written to sell your customers the idea of decorating with 
portraits. The booklet is complete with illustrations and suggestions from 
America's top professional decorators.

Every one of your customers and prospects should read this booklet. 
They should get it from you, because you're the one who can produce the 
portraits Amy Vanderbilt talks about. You can have quantities of this book­
let Portrait Photographs . . . The Personal Touch in Home Decor—for just 
$7.00 per hundred, with your imprint.

Miss Vanderbilt is author of “Amy Vanderbilt’s Complete Book of Etiquette.”

P ortra it A d v er tis in g  D iv is io n  N a m e .......................................................................................................................................

EASTMAN KODAK COMPANY, R o c h e s te r  4 , N. Y.

P lea se  sen d  m e .... hu n dred  b o o k le ts  at $7  a A d d r e s s ...................................................................................................................................

hu n dred . Total rem ittan ce  o f  $.. is e n c lo sed .
C i t y ....................................................... ........................................... Z o n e ..........  S tate

P h o n e N o ..................................  ...........  Im p rin t: Y e s ................ N o

EASTM AN KODAK COM PANY, Rochester 4, N Y.


