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Want the best proofs of all? Send them to National. There's never any better proof than the proofs we make for you! 

NATI lk�,: NAT. DELIV 
U A L 11"Y I [P) J1 Ǹ FS 

PROOFS MADE THE WAY YOU WANT THEM, 
DELIVERED WHEN YOU WANT THEM, 

IN ANY CATEGORY YOU SELECT! 

Need proofs   fast? 

001% & 
OVERNIGHT PROOF SERVICE 
In today ... out tomorrow! Any O.P.S. order, in any 
quantity of Vericolor film that arrives by 9 a.m. any 
working day is carefully processed, proofed, and 
shipped by the next working day. All are borderless. 
The quality of these proofs is so outstanding, many 
photographers use them as "miniatures" in wedding 
albums, or as additional "cameos" with portrait orders. 

From this 
film format 

You gel this 
size proof 

Price 

2'/4 x 2'/•  5 x 5 

2'/4 x 1 % 
(6x4.5 cm) 

2'/4 x 2Y4 
(6x7cm) 

4x5 

4x5 

35mm  31/: x 5 

35o 

OVERNIGHT 70mm 
PROCESS-AND-CONTACT PROOF 
Overnight, your film receives "The National Touch." 
It is quality-processed, contact-proofed on an uncut 
roll of color paper, and shipped ... all within 48 hours! 

Process- and Contact-Proof  656 
per film foot, processing included. 

Need proofs   big? 
4 x 6 PROOFS FROM 35 mm 
VERICOLOR II 
Big, borderless proofs add extra sales appeal to your 
35mm proofs. Mark your order "4 x 6 Proofs." Show 
them to your clients, and watch what happens to the 
size of their orders! 
4 x 6 Proofs from 35mm VPS  380 each. 

Need proofs  superb? 
Specify "NCL Deluxe Proofs" when the job calls for 
top-quality in a selection of sizes. We treat them extra-
special every step of the way, carefully pre-tested for 
color balance and density, and printed with 3/16" 
white borders for an added touch of elegance. 

Film/Negative 
Size 

Deluxe 
31h x3% 

Proof 
39zx5 

Sizes 
4 x 5 

Available 
SxS 5x7 

120 /220  
square negs. 

.40  .45 .40 .50 .95 

120/220 
rectangular 

.45  .50 .95 

35mm .45 .95 

To get the complete Proof "Pic urea' write today for 
free postpaid mailing envelopes, and the National Price 
List Catalog. 

N A11 Jl 4 .) N A E 

G01.011, r.A?  . 'FORIES 
306 West First Avenue Roselle, New jersey -7103 

You get more than you pay for! No charge for shipping and handling on orders over $10. You may prepay 
your order, have it sent C.O.D., charge it to your VISA, Master Charge card, or charge it to your NCL Account. 
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The Hasselblad four 
A Hasselblad is not one camera, but many. 
It was designed around the concept of interchangeability 

of many parts, in order to give maximum flexibility to you, 
the photographer. 
The Hasselblad System places at your disposal the most 

comprehensive collection of interchangeable components 
and accessories of any 2%4" x 2%4" camera. Whatever your 
photographic needs, you can assemble a Hasselblad to 
handle the job brilliantly. 
The cornerstones of the Hasselblad System are four 

camera models. 
The Hasselblad 500C/ M can be considered as the "basic" 

Hasselblad. It has a Carl Zeiss 80mm f/2.8 lens, a 
12-exposure magazine, a focusing hood, and a film advance 
knob, all of which are interchangeable. The 500 C/ M is 
completely manual in operation and very compact in design 
for a camera that gives you a full 2%4" x 2%4" negative. 
The Hasselblad 500EL/ M is the motor-driven version of 

the 500C/ M. After each shot the electric motor auto-
matically advances the film and cocks the 
shutter, immediately readying the camera 
for the next shot and 

t 

freeing you to concentrate on your subject. The 500EL/ M 
can also be operated with one hand, should the need ever 
arise, as well as by remote control. 
The Hasselblad SWC/M is a super wide angle camera 

with a fixed Zeiss 38mm f/4.5 lens that provides a full 900 
angle of view. At f/ 22 the depth of field is an extraordinary 
26" to infinity. 
The Hasselblad 2000FC incorporates a focal plane shutter 

permitting speeds of up to 1/ 2000 second. The 2000FC can 
also be used with Hasselblad lenses that have built-in leaf 
shutters. This dual shutter capability is one of the features 
that makes the 2000FC totally unique in the camera world. 
If you're a serious photographer, you'll want to own at 

least one of these Hasselblads. Or put together a Hasselblad 
of your own by interchanging the parts to suit your purpose. 
Give us your name and address and indicate the camera 

you are interested in. We will send you a 24 page 
product catalog and our luxurious 

Hasselblad camera brochures. 

P A 5 5 f L f3 L A D 
Victor Hasselblad Inc. 
10 Madison Road. Fairfield. N.J. 07006. USA 



Special Prom Package 
Conditions: 20 Exposures on same emulsion film, exposed 
under identical conditions. At time of processing only. 
1 (5 x 7) and 4 wallets   S 1.00' 
2 (5 x 7) and 4 wallets   1.20+ 
2 (5 x 7) and 8 wallets   1.40' 
*Film processing included. 

8x10 Package Printing For Senior Portraits 
(10 Negatives Minimum) 
For every 8 x 10 unit only $1.15 each Write for exact details! 

5 x 7 Package Printing 
(For Undergraduates -Teams -Dances) 
as low as 35e per print  Write for complete details! 

Profit Extenders 
We have a wide range of special services and products 
to help you make additional sales. Call for details. 

Slide Developing' 
35mm Kodak Ektachrome 
(E-6 Process Only) 
20 exposure roll   51.95 
36 exposure roll   3.20 
*Mounts are dated and numbered. 

Credit 
All orders must be pre-paid (check, 
money order or cash) or they 
will be shipped out COD ... 
Cameo does not maintain charge 
accounts. We pass along our 
savings in book-keeping to you in 
the form of lower prices. We pay UPS 
charges on all orders over $5.0o 
(please add $1 handling if 
under $5.00). 

irl Cameo Cares About You! 
The Cameo Extra Touch 
Your business, like ours, revolves around people. You have customers to please and deadlines to meet. Cameo 
recognizes your problems and wants to help. That's why we offer you complete color services under one roof. 
You get the best possible prints from your color negatives at the best price. Each proof print is individually color 
corrected, printed for deep color and spotted. You and your customers deserve the Cameo Extra Touch 

i'r  
Memory Sets  Color Film Processing 
Unique new package for you to sell. Includes 2 photos  35mm: 12, 20 & 24 exposures   $1.00 
(5 x 7 plus a 3112 x 5 or 8 x 10 plus 5 z 7). Mounts are  35mm: 36 exposures   1.20 
included. Priced from $1.30 per set.  120: 8, 10, 12 exposures   1.35 

220: 16,20 & 24 exposures   2.60 
ASA 400 film - 35mm   1.45 
ASA 400 film - 120: 8, 10, 12 exposures   1.45 

Proofing (At time of processing) 
2R  20C 
SW, 3S or 3R  25C 
4x5  50c 
5x7  60c 

Color Contact Sheets (from 35mm or 120 film) 
8x 10,10x10  $ 3.80 

Custom Printing 
From Negatives or Slides 
5 x 7 or smaller 

1st  Duplirale 
Print  Prim 

 S 4.75  $ 2.75 
8 x 10   6.50  4.50 
11 x 14   10.00  7.00 
16 x 20   14.00  10.00 
16 x 24   16.00  11.00 
20 x 24   22.00  15.00 
20 x 30   36.00  26.00 
30 x 40   69.00  45.00 

The Cameo Story 
In years past, the cameo signified a unique 
combination of old world craftsmanship and 
art. When we print your photos, we also 
hlend science and art to give you qualUl 

prints at competitive prices 

General Policy 
All of Cameo's services are geared to the 
professional photographer's needs. We maintain strict 
quality control over all our work ... regardless of size 
or type of order. This high standard of quality control 
allows us to take care of your individual needs ... 
printing what you want, the way you want it done. 

Automated Printing 
From Negalive• 
2R   S .25 
SW, 3S   .28 
3R   .30 
4 x 5   .70 
5x 5,5x7   1.00 
8x10,7x10,8x8   1.75 
11x14, 10x14 or 11x11 4.50 
From Slides 
2R  S .40 
3S   .40 
313   .40 
5x7,5x5   1.00 
8x 10, 7x 10,8x8.  1.75 
11x14, 1004 or 1101 4.50 

Cax+eo Capon 91M. 
1700 West Diversey Parkway 
Chicago, Illinois 60614 
Phone: (312) 525-5460 

PRICES SUBJECT TO CHANGE WITHOUT NOTICE. 

We're waiting to serve you!  
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president's message 

Challenge a great opportunity 
One hundred years of service, devoted to excellence, is a landmark accom-
plishment for any society. Circumstance has smiled on those of us able to join 
in PP of A's 100th anniversary celebration this year. We should take pride in 
paying tribute to this accomplishment. 
One hundred years is a brief moment in the history of Man and civilization. 

But I like to believe we are blessed to have been placed in the century of Man's 
greatest achievements. Photography has played a key role in Man's develop-
ment for more than a hundred years. Without the miracle of photography, the 
sacrifice, suffering, and horror of the Civil War would have faded in Man's 
memory with time. Through the silver image, born out of hardship and danger, 
photography has exploded the myth of war's glory. The lens has repeatedly re-
corded man's inhumanity to man, and has pleaded with people of the world to 
band together to fight hunger and disease. 
Furthermore, this miracle of photography has contributed greatly to man's 

knowledge. It has been a key to unlocking the secrets of space. Without it, 
medical and scientific research would still be floundering. It has had a revolu-
tionary impact on learning and education. Through its magic and wonder, it 
has taught man to kill as well as heal. In spite of the bad, Man's culture and dig-
nity have been elevated by photography's powerful images. 
None of these great contributions could have been effected without the 

constant search for better ways to do photography. The excellence of photog-
raphy today has been influenced by generations of proud professionals and a 
totally dedicated industry. We owe a great deal to the professionals in our soci-
ety, who gave of their knowledge, generation after generation, to solve techni-
cal, business, and educational problems. In the 100-year history of PP of A, its 
primary goal has been to educate professionals in order to assure excellence. 
That goal should remain our objective. 
In writing about past accomplishments, it is fitting to focus on the future. In 

our second century, I predict that we will meet great challenges, and make ad-
vances and accomplishments that wil I make the last century of progress seem 
very primitive. Many excellent photographers of today will take their just 
places in special niches, alongside the great artists of the past. 
As we step into the next century of our association's activities, we must 

pledge ourselves to the big job we have to do. We must concentrate our efforts 
only on the noble purposes, sowe can better Mankind. Out of our efforts will 
come photography as a proud art, understood by all as a universal language. 
Let us pay proper tribute to the past But let us not tarry too long before be-

ginning our journey into the future. For as Emerson once wrote: "The shadows 
of our life come when we stand in our sunshine too long." 
Tomorrow's challenges must be the continuing expansion of our knowledge 

and the effective marketing of our photography. The most difficult of these 
will be marketing. Let us move forward and make every challenge we meet a 
great opportunity.  11111 
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Fast and Po werful 

Photo by Denn 

Svnchr0 strobo special circuit for 
stroboscopic pnotography 

For M otor Drive Ca meras 
High light output, fast recharge, and remarkable 
intensity control for today's electronic cameras 
is the result of a new advance by Balcar. The 
Balcar monoblock will stay with any motor drive. 
It has ample power for color. The light output is 
just half of a normal A1200 w/s Balcar flash. 

Light output is continuously variable more than 
4 f/stops (1:16 ratio) Quartz model lamp is 
proportional or separate modes as desired. 

The sensible shape (square) packs well. There is 
only 8 amps of voltage draw, the weight is 5.5 
lbs. for boom mounting. These travel well. 

Here is total control, power, and fast cycling plus 
the remarkable Balcar synchro strobo circuit all 
in one unit. 

Part of The Balcar System 

am , 

The same bifocal reflector. 2600 W /s flash tube, and quartz model lamps 
as the regular BALCAR. Accepts the Balcar accessories too. 

Pli Otocell With on/off 

Quartz model light ! 
proportional /full 

continuous variation 
flash power 

Synchro 
Stroboscopic 
Circuit 
Activate strobo switch and flash will fire from 2 
to 5 frames per second while camera shutter is 
open. 1 second setting on camera shutter gives 
burst of 3 flashes, more on lower power 
settings. 

Put motion and action into still photos. 

More than one monoblock will strobe together 
via photocell ... a new technique from BALCAR. 

Write Today For Full Data 

221 W Erie Street 
Chicago, III. 60610 
312 787 8922 

321 Fifth Ave. 
New York NY* 10016 
212 239 0628 

1507 N. Gordon Street 
Hollywood. Calif. 90028 
213 464 9234 

Vistek, Inc Suite 301 
144 Front Street West 

2060 Peachtree Industrial Ct.  Toronto. Ontarid, Canada 
Chamblee, Ca. 30341  N15.1 1G2 
404 455 6846  416 593 5950 
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When 1 make 800% profit for two minutes 
1. of work, it just doesn't seem like work:' 

Burnie Batchelor 
Burnie Batchelor Studio, Inc. 
Raleigh, North Carolina 

When Burnie Batchelor started taking Polaroid instant passport photos, he 
expected instant results. But nothing like this: 
"I tell you, it's phenomenal. We pay about $1.40 fora sheet of film, then 

charge $12. And spend two minutes on the job:' 
That's an 800% profit. And that's not even the best part. 
Because in addition to bringing him over $500 a month in net 

profits, Burnie's Polaroid Miniportrait camera is bringing 
hundreds of new customers into his studio. ("Passport 
sittings were up over 60% last year. Overall sittings were 
up about 40%") 
These new customers may come in just for 

instant passport, visa or ID photos. But they'll be 
sure to remember Burnie when it comes time 
to get wedding pictures, portraits or other 
photographic work. Which means that he's 
building forthefuture, aswell as building up his 
profits right now. 
Still, there's more to our story than just the 

quantity of new business a Miniportrait camera can 
help you develop. There's also the quality of its pictures 
(which develop themselves). 
These instant color pictures give you quality fully com-

parable to wet-process photos. Without wasting any of your time 
in the darkroom. Or any of your customers' time waiting to see how 
their pictures came out. 
If you'd like to find out more, just write: Polaroid Corporation, Box A457, 

Cambridge, Mass. 02139. Or call in the continental U.S., 800-225-1618, toll 
free. (From Mass., call 617-547-5177, collect.) 
We'll show you how a Polaroid Miniportrait camera can give you a tremendous 

profit for just two minutes of work. If you really want to call it work. 

r 

Polaroid 
Instant Passport Pictures 

e. 1980 Polaroid Corporation "Polar -I and "Miniportrait ' 
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The B-P 11 

AN AFFORDABLE 
PACKAGE PRINTER 
Daylight operating, 
computer-controlled 

• Computer contains 56 programs: 
28 permanent and 28 more you can 
program and reprogram at will. 

• Lens decks for 11x14, 8x10, 2 5x7, 
4 31/2x5, 8 21/20 1/2 (wallet size). 

• All lenses are Tessars,Rodenstock 
and equivalent. 

• Quadrant shutters allow unlimited 
split packages. 

• Automatic punch for use with C-X 
type cutter. 

• Roll easel accepts 575 feet of 11", 
VY or 5" paper. 

• Proofing mode either 3x5 or 5x7. 

Price: $17,600 complete. 

Options available: long roll film capacity, 
mini-wallet deck, editor, diffusion. 

NEW: 
The B-P 57 prints 5x7, 3x5 and wallet size 
from 35mm, perforated or unperforated. 

Price: $9750 complete. 

Microprocessor controlled cutter. 

Price: $4750 complete. 

For more information, 
call or write: 

iii 
men 
poor man's 
automation 

idea exchange 
BY JOEL SAMUELSON, M.D. 

Portraits in waiting 

Every person who sees your photographs 
is a potential customer. That's why it is im-
portant to update studio and window dis-
plays constantly. But you sh6uld also take 
every opportunity to exhibit your best 
work outside your studio. It is extremely 
satisfying when someone calls for an ap-
pointment because he has seen your work 
and believes you are the best. 
Some of the best places to exhibit your 

work are the waiting rooms of doctors and 
other professional people. Most physi-
cians welcome the opportunity to enliven 
their otherwise dreary waiting rooms. 
Start with your personal physician; ask 

if he will hang some of your portraits in his 
waiting room, at no charge. Explain that he 
is not responsible for any damages to your 
prints and tell him you will change the 
photographs periodically. Using his office 
as an example, suggest the same deal to 
other doctors. Be careful not to show the 
same pictures in other offices, since pa-
tients often have more than one doctor. 
Also, vary the exhibit from office to of-

fice. Portraits of older people would be in-
appropriate in a pediatrician's office. But 
studies of women, including brides and ex-
pectant mothers, would be appropriate in 
a gynecologist's office. Consider the types 
of patients each field of medicine takes 
care of, and you will have a good plan. 
Large scenics are also welcome addi-

tions. Prospective clients might want one 
to decorate their homes or offices. 
Waiting rooms are superior to galleries 

or store fronts for public exposure. Your 
photographs will not be scanned briefly 
and passed over like paintings in a muse-
um. Your selections will be looked at, 

This portrait, by Larry Levy, M.Photog., is 
among photographs that decorate 
Samuelson's waiting room. 

studied, and returned to again and again 
because patients waiting for appoint-
ments are, in a sense, a captive audience. 
They have nowhere else to go and will 
make repeated eye contact with your pho-
tographs- If only a small percentage iden-
tify with your style, your business will in-
crease significantly, and so will your pro-
fits. If you exhibit 16"x20" or larger prints, 
this will reflect in larger print sales.  IN 

Joel Samuelson, M.D., is a member of 
Pocono Allergy & Dermatology Associates, 
175 East Brown Road, East Stroudsberg, PA 
18301. He belongs to numerous medical 
societies, is a consultant at several local 
hospitals, and is director of Medical Affairs 
for Connaught Laboratory. He is a PP of A 
Associate. 

425 Cass St., La Crosse, WI 54601 
(608) 784-4728 
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PROFESSIONAL PHOTOGRAPHERS 
OF AMERICA, INC. 

1090 Executive Way 
Des Plaines, Illinois 60018 

3121299.8161 

PP of A BOARD 
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William M. Krider. M.Pholog.Cr. 
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Division Liaisons 
Portrait—Lawrence Anspaugh 
Commercial—Hugo Brooks 
Industrial—Ross Sanddal 

Executive Director 
'William J. Anton 

Legal Counsel 
Jenner and Block 
Chicago, Illinois 

PP of A DIVISION CHAIRMEN 
Commercial—Morton A. Sobin, M.Photog.Cr. 
279 Main Street, Hackensack, NJ 07601 

fndustrial—John E. (Jack) Fletcher, Cr.Photog. 
National Geographical Society 

17th and M Streets, N.W., Washington, DC 20036 

Portrait—Terry Deglau, Cr.Photog. 
215 Depot Street, P.O.Box 185 

Latrobe, PA 15650 

PP of A EXECUTIVE STAFF 
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datelines 
THE PROFESSIONAL PHOTOGRAPHER'S 

GUIDE TO SPECIAL EVENTS 

Are you missing out? 

If yourorganization's convention dates aren't listed in these pages, 

You may be missing potential revenue. Submit your dates early 
and include a contact person's name and address. Closing is 
two months prior to publication. The Professional Photographer 
is not responsible for conflicting or incorrect dates. For further 
information on dates for schools, seminars, and conferences, 

see the "education" department in this issue. 

1980 
conventions 

AUGUST 9.13 
Professional Photographers 
of America. Inc. 

89th International Exposition 
of Professional Photography 

28th National Industrial 
Photographic Conference 

Georgia World Congress Center 
Atlanta, Georgia 

AUGUST 10 
Society of Teachers of 
Professional Photography 

Georgia World Congress Center 
Atlanta, Georgia 
Dr. George Whipple 
P.O.Box 143 
Huntingdon. PA 16652 

AUGUST 23.26 
PP of Canada 
Hotel Vancouver 
Vancouver, British Columbia 
PPOC Convention 
4446 Dunbar Street 
Vancouver, British Columbia 
Canada V6S 265 

SEPTEMBER 12.18 
Photokina 
Cologne, West Germany 

SEPTEMBER 13.16 
PP of Louisiana 
Fountain Bay Club Hotel 
New Orleans, Louisiana 
Bill Bourdier, Jr„ President 
1102 S. Union Street 
Opelousas. LA 70570 

SEPTEMBER 14-16 
Maryland PPA 

SEPTEMBER 28.30 
PPA of New England 
Marriott Hotel and Civic Center 
Springfield, Massachusetts 
Leonard Levy, President 
189 Loring Avenue 
Salem, MA 01970 

SEPTEMBER 28-OCTOBER 1 
Florida PP 
The Plaza 
Daytona Beach, Florida 
Bill Polthast. Con, Chairman 
234 W. Central Avenue 
Winter Haven, FL 33880 

OCTOBER 6.7 
PP of New Jersey 
Boardwalk Regency 
Atlantic City, New Jersey 
Arthur W. Miller, Conv. Chairman 
610 Ridge Road 
North Arlington, NJ 07032 

OCTOBER 7.12 
Photo USA 80 
Photographic Society of America 
Chase-Park Plaza Hotel 
St. Louis. Missouri 
PRM Expositions 
919 North Michigan Avenue 
Chicago. IL 60611 

OCTOBER 28.28 
PP of Quebec 
Sheraton Mount Royal Hotel 
Montreal, Quebec, Canada 
Nicole Harbec, Chairman 
P.O.Box 457, Succursale N. 
Montreal, Quebec 
Canada H2X 31,13 

NOVEMBER 3-10 
Europhot 6th International 
Congress 

Majorca. Spain 

future 
conventions 

JANUARY 1419, 1981 
National Audio-Visual Association 
Dallas, Texas 
NAVA Convention 
3150 Spring Street 
Fairfax, VA 22031 

JANUARY 16-19,1981 
Rocky Mountain PPA 
Stouffer's Denver Inn 
Denver, Colorado 
Duncan MacNab, Exec. Manager 
P.O. Box 638 
Bozeman, MT 59715 

JANUARY 18.20, 1981 
Hawaii PP 
Prince Kunio Hotel 
Waikiki, Hawaii 
Roy Yoshi, Conv. Chairman 
P.O. Box 2891 
Honolulu. HI 96802 

JANUARY 24-26,1981 
PP of Idaho 
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datelines 

JANUARY 2427, 1981 
Southeastern PPA 
Atlanta Marriott Hotel 
Atlanta. Georgia 
Robert Symms 
1552 Walton Way 
Augusta. GA 30904 

FEBRUARY 14.16, 1981 
PPA of Rhode Island 
Sheraton-Islander Inn 
Goat Island 
Newport, Rhode Island 
Peter Lapolla, Con, Chairman 
149 Alto Street 
Cranston, RI 02920 

FEBRUARY 21-23,1961 
PP of Oregon 
Janizen Beach Thunderbird 
Portland, Oregon 
Bob Sogge, Gonv. Chairman 
P.O.Box 849 
Grants Pass, OR 97526 

FEBRUARY 21-24,1981 
Texas PPA 
North Park Inn 
Dallas, Texas 
Robert A Hemmi, Treasurer 
3525 Turtle Creek Boulevard 
Dallas, TX 75219 

FEBRUARY 21.24, 1981 
Wisconsin PPA 
Red Carpet Hotel 
Milwaukee, Wisconsin 
Robert Payne, Conv, Chairman 
1503 3rd Street 
Wausau, WI 54401 

MARCH 1-3,1981 
PP o1 North Dakota 
Kirkwood Inn 
Bismarck, North Dakota 
Priscilla Rime, Exec. Secretary 
1309 10th Street 
Langdon, ND 58249 

MARCH 6.10, 1981 
PP of Ohio 
Columbus Hyatt Regency 
Columbus, Ohio 
Gene P. King, Exec. Secretary 
88 East Broad Street 
Columbus. OH 43215 

MARCH 8.10, 1981 
Wedding Photographers 
International 

Caesar's Palace 
Las Vegas, Nevada 
WPI 
1312 Lincoln Blvd. 
Santa Monica. CA 90406 

MARCH 8.11, 1981 
PP Society of New York 
Kutsher's Country Club 
Monticello. New York 
David A. Lloyd. Con, Chairman 
Eagle and 15th Streets 
Troy, NY 12180 

MARCH 14-16,1981 
PPA of Massachusetts 

MARCH 21-25,1961 
Heart of America PPA 
Marriott's Tan-Tar-A 
Osage Beach. Missouri 
Elgin Smith, Exec. Manager 

7726 Springfield 
Prairie Village. KS 66208 

MARCH 21-26,1981 
PP of North Carolina 
Bordeaux Motor Inn/Conv. Center 
Fayetteville, North Carolina 
John M. Lewis. Conv. Chairman 
P.O.Box 768 
Dunn, NC 28334 

MARCH 22-24,1961 
APP of Illinois 
Bill Wade 
229 East State 
Jacksonville. IL 62650 

MARCH 28.30, 1981 
PP of West Virginia 
Lakeview Inn 
Morgantown, West Virginia 
Mrs. Richard Phillips, 
Exec. Secretary 

1497 Eastern Avenue 
Morgantown, WV 26505 

MARCH 2831, 1981 
South Dakota PPA 
Ramada Inn 
Sioux Falls, South Dakota 
Ed Schaffer, Secretary 
904 East Hanson 
Mitchell, SO 57301 

APRIL 4-7,1981 
PP of Michigan 
Grand Traverse Hilton 
Traverse City, Michigan 
Don Wyman, Exec. Director 
7714 Andrea Lane 
Kalamazoo, MI 49002 

APRIL 47, 1961 
PP of Indiana 
Sheraton West Hotel 
Indianapolis, Indiana 
Harold Bender, Exec. Secretary 
3901 N. Meridian Street 
Indianapolis, IN 46208 

APRIL &8, 1981 
Photo Marketing Association 
Miami Beach Convention Center 
Miami Beach, Florida 
PMA Convention 
603 Lansing Avenue 
Jackson, MI 49202 

APRIL 24-27, 1961 
PP of Oklahoma 
Lincoln Plaza 
Oklahoma City, Oklahoma 
Tom Isbill, President 
4500 North Meridian 
Oklahoma City, OK 73112 

APRIL 26, 1961 
New Hampshire PPA 

APRIL 26-26, 1981 
Kentucky PPA 

APRIL M29,1961 
Minnesota PPA 
Holiday Inn Central 
Minneapolis, Minnesota 
Mrs. Adeline Bantiari 
Box 33 
South St. Paul, MN 55075 

MAY 23, 1961 
Arkansas PPA 
Holiday Inn 
Lake Hamilton 
Hot Springs, Arkansas 
Roger Red, Conv. Chairman 
1115 West 411h 
Little Rock, AR 72201 

MAY 2S, 1981 
PP of Washington 

MAY 10.14, 1981 
Society of Photographic 
Scientists and Engineers 

Grand Hyatt New York 
New York, New York 

SPSE Conference 
P.O.Box 28327 
Washington, DC 20005 

MAY 18.18, 1981 
Arizona PPA 
Del Webb's Town House Hotel 
Phoenix, Arizona 
Ron David, Con, Chairman 
381 North Arizona Avenue 
Chandler, AZ 85224 

JUNE 27-JULY 1, 1961 
Professional Photographers 
of America, Inc. 

90th International Exposition 
of Professional Photography 

29th National Industrial 
Photographic Conference 

Alfonso J. Cervantes 
Convention Center 

St. Louis, Missouri 

JULY 1114, 1981 
Tennessee PPA 
Fairfield Glade Resort 
Fairfield, Tennessee 
Chas Hamby, Conv. Chairman 
123 Jackson 
Ripley, TN 38063 

AUGUST 2.5, 1981 
PP of Mississippi-Alabama 
Hyatt Regency 
Birmingham, Alabama 
John Scott, Jr., Con, Chairman 
P.O. Box 1361 
Birmingham, AL 36102 

AUGUST 15.18, 1981 
PP of Canada 
Sheraton Centre 
Toronto. Ontario 
Ken Bell, Chairman 
34 Oueen Anne Road 
Toronto, Ontario 
Canada M8X 1S9 

SEPTEMBER 13-15,1981 
Maryland PPA 

OCTOBER 5.8, 1981 
Florida PP 
The Plaza 
Daytona Beach, Florida 
Theresa Saylor, Exec. Secretary 
2312 Farwell Drive 
Tampa, FL 33603 

JANUARY 15-19,1982 
PP of Indiana 
Sheraton West Hotel 
Indianapolis, Indiana 
Harold Bender, Exec. Secretary 
3901 N. Meridian Street 
Indianapolis. IN 46208 

JANUARY 17-19,1982 
Hawaii PP 

JANUARY 2325,1982 
PP of Idaho 

JANUARY 2326,1962 
PP of California 
Monterey Convention Center 
Monterey, California 
John Barnes, Conv. Chairman 
62 Broadway 
Los Gatos, CA 95030 

MARCH 1315, 1982 
PPA of Massachusetts 

MARCH 13-16,1982 
Southwestern PA 
Tarrant County Conv. Center 
Fort Worth, Texas 
Walt Hawkins 
P.O.Box 986 
Temple, TX 76501 

MARCH 20-23,1992 
PP of Michigan 

MARCH 27-29,1982 
PP of West Virginia 

Lakeview Inn 
Morgantown, West Virginia 
Mrs. Richard Phillips, 
Exec. Secretary 

1497 Eastern Avenue 
Morgantown, WV 26505 

MARCH 2830, 1992 
APP of Illinois 
Bill Wade 
229 East State 
Jacksonville, IL 62650 

APRIL 23-27,1982 
PP of Iowa 

MAY 9.14, 1982 
Society of Photographic 
Scientists and Engineers 

Genesse Plaza Holiday Inn 
Rochester, New York 
SPSE Conference 
P.O.Box 28327 
Washington, DC 20005 

JULY 24.29, 1982 
Professional Photographers 
of America, Inc. 

91st International Exposition 
of Professional Photography 

30th National Industrial 
Photographic Conference 

Las Vegas Convention Center 
Las Vegas. Nevada 

OCTOBER 5-10,1962 
Photokina 
Cologne, West Germany 

JANUARY 14-18,1983 
PP of Indiana 
Sheraton West Hotel 
Indianapolis, Indiana 
Harold Bender, Exec. Secretary 
3901 N. Meridian Street 
Indianapolis, IN 46208 

FEBRUARY 10.16, 1983 
Southeastern PPA 
Atlanta Marriott Hotel 
Atlanta, Georgia, 

MARCH 12.14, 1983 
PPA of Massachusetts 

MARCH 20-22,1983 
APP of Illinois 
Bill Wade 
229 East State 
Jacksonville. IL 62650 

JULY 17-22,1993 
Professional Photographers 
of America, Inc. 

92nd International Exposition 
of Professional Photography 

31st National Industrial 
Photographic Conference 

City of Dallas Convention Center 
Dallas, Texas 

MARCH 10-112,1984 
PPA of Massachusetts 

JUNE 18.21, 1984 
Professional Photographers 
of America, Inc. 

93rd International Exposition 
of Professional Photography 

32nd National Industrial 
Photographic Conference 

Atlantic City Convention Center 
Atlantic City, New Jersey 

current 
exhibitions 

THROUGH AUGUST 19 
Photographs by Kate Salway 
and Candance Cochrane. Photo 
Graphics Workshop, New 
Canaan. Connecticut 
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THROUGH AUGUST 21 
French Photographers and 
Work by Robbers Flick. 
Center for Creative 
Photography, Tucson, Arizona 

THROUGH AUGUST 22 
Photographs by Laura Gilpin, 
Witkin Gallery, New York, 
New York 

THROUGH AUGUST 23 
Photographs by Imogen 
Cunningham, Witkin Gallery 
New York, New York 

THROUGH AUGUST 24 
Photographs of Peru by 
Martin Chambi and Edward 
Ranney, Art Institute of Chicago 
Chicago, Illinois 

THROUGH AUGUST 24 
Omaha: Then and Now 11, 
Western Heritage Museum, 
Omaha, Nebraska 

THROUGH AUGUST 30 
Photographs by Edouard 
Boubat, Yuen Lui Gallery, 
Seattle, Washington 

THROUGH AUGUST 31 
The American Image, Circular 
Gallery of National Archives, 
Washington, D.C. 

THROUGH AUGUST 31 
That Belmont Look, New York 
Historical Society, New York, 
New York 

THROUGH AUGUST 31 
Remembrances of the Near 
East by Felix Bonfils, 
International Museum of 
Photography at George 
Eastman House, Rochester, 
New York 

THROUGH AUGUST 31 
Image Before My Eyes, 
California Museum of 
Science and Industry, 
Los Angeles, California 

THROUGH SEPTEMBER  
Words and Images, National Film 
Board of Canada, Ottawa, 
Ontario, Canada 

THROUGH SEPTEMBER 1 
Feather Arts, American 
Museum of Natural History, 
New York, New York 

THROUGH SEPTEMBER 14 
Faces, Places, Flowers by 
Stephan Lovi, California 
Museum of Science and Industry, 
Los Angeles, California 

THROUGH SEPTEMBER 16 
Pablo Picasso: A Retrospective, 
Museum of Modern Art, New 
York, New York 

THROUGH SEPTEMBER 21 
Photographs from the 
LeonardlPeil Collection 
and Photographs by Lou 
Lanzano, International 
Center of Photography 
New York, New York 

future 
exhibitions 

AUGUST 22-SEPTEMBER 25 
Pop Architecture, California 
Museum of Science and Industry, 
Los Angeles, California 

AUGUST 24-SEPTEMBER 23 
Student Exhibit, Photo 
Graphics Workshop, New 
Canaan. Connecticut 

SEPTEMBER 2.27 
Photographs by Les Krims and 
Ellen Landweber, Focus Gallery, 
San Francisco, California 

SEPTEMBER 3-OCTOBER 18 
New York Photographs of 
1930s by Wendell Macrae, 
Witkin Gallery, New York, 
New York 

SEPTEMBER 11-NOVEMBER 2 
Eye for Elegance by George 
Hoyningen Huene, International 
Center of Photography, New 
York, New York 

SEPTEMBER 12-OCTOBER 26 
Atlantic Parallels, National 
Film Board of Canada, 
Ottawa, Ontario, Canada 

SEPTEMBER 19-NOVEMBER 9 
Pasadena Tournament of Roses, 
California Museum of Science 
and Industry, Los Angeles, 
California 

SEPTEMBER 28-OCTOBER 21 
Photographs by Don Worth, 
Photo Graphics Workshop. 
New Canaan, Connecticut 

SEPTEMBER 30-NOVEMBER I 
Photographs by Peter Brown and 
Geoff Winningham, Focus 
Gallery, San Francisco, California 

bulletins 

THROUGH SEPTEMBER 26 
Winona School of 
Professional Photography 

Winona Lake, IN 46590 

SEPTEMBER 8 
Westchester PPA Seminar 
Museum of Cartoon Art 
Port Chester, New York 
Barbara Brown 
20 Orchard Lane 
Elmsford, NY 10523 

SEPTEMBER 9.10 
PPA Northern Illinois Seminar 
Clock Tower Inn 
Rockford, Illinois 
Dorothy Wolff 
1 S. 035 Euclid Avenue 
Oakbrook Terrace, IL 60181 

SEPTEMBER 15 
NE Pennsylvania PPA Seminar 
Frank De Christopher, President 
621 Hamilton Mall 
Allentown, PA 18101 

SEPTEMBER 27.28 
PP of Oklahoma Seminar 
University of Oklahoma 
Norman, Oklahoma 
Tom Isbill, President 
4500 N. Meridian 
Oklahoma City, OK 73112 

OCTOBER 45 
Tennessee PPA Seminar 
Memphis, Tennessee 

OCTOBER 13.14 
Long Island PPA Seminar 

OCTOBER 25.27 
PP Mississippi-Alabama Seminar 
Guntersville State Park, Alabama 
Lee M. Davison, President 
P.O.Box 1371 
Meridian, MS 39301  11111 

The Quality Bag For The 
Working Professional 

oi, ogd•N avWtlie. 
Forpurchaseori3Oormetbnii e 
your deakx, x -lie ar ns us. 

{enba 

A working combination of solid construction. 
shock protection. light weight and com-
plete equipment access on the )ob. Velcro 
attached dividers allow compartments to be 
created as needed. Made with heavy duty, 
extremely water repellent nylon cordura 
that s 3 times the strength of canvas at half 
the weight. 2" wide 6000 lb test carrying 
strap which goes completely around the 
bag, industrial grade zippers, military grade 
hardware. Sides, bottom and small dividers 
are padded with tough water proof ethafoam. 
Top is lined with waterproof vinyl. Shoulder 
strap has synthetic suede lining for Ong 
lasting, no-slip hold, 

502 Nroadwey, Now York, N.Y.10012 (212) 90&1013 Daps. PP  P.W1 Pending 

NE W! 

The SCENE MACHINE' 
A REVOLUTIONARY 
NEW FRONT 
PROJECTOR— 

with every feature you 
ever wanted 

• Super Zoom Lens 
• Contrast Control 
• Slide Mobility 
• Vignetting 
• High Power 
• and much more 
• $1595.00--System I 

Please send me your complete front prof ection catalog and in-
formation on the new SCENE MACHINE. " 

e 
P 
S 

NAME   

COMPANY   

ADDRESS   

CITY STATE  ZIP 

ENVIRONMENTAL PROJECTION SYSTEMS 
P.O. BOX 78  SAN MARCOS, TEXAS 78666 

 J 
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You need,. 

Need high-quality black-and-white prints in 
a hurry? Try KonAK Pot ycoxrRAsr Rapid H RC Paper. 
Its water-resistant hapn and developer- incorporated 
emulsion speed you through tray development or 
machine processing in 60 seconds or less, art wash time 
to four minutes. It dries quickly to a glossy finish without 
ferrotyping. And it provides wide contrast control 
through 7 printing filters. 

Need a graded-contrast paper with rapid 
access? KoDABROME D RC Paper gives you the same 
speed and the same rich black and brilliant whites as 
PotycoNT RAsr Rapid il RC Paper in five contrast 
grades from soft to ultra-hard. Both resin-coated papers 
offer the widest contrast range ever incorporated in a 
Kodak black and-white enlarging paper• 

Kodak black 0M a n d 
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We heed. 
V 

V 

r 

lb 

:10 

Need black-and-white enlargements from color 
negatives? Translate the colors of a color negative into 
the right shades of gray with new KODAK PANALURE 1I 
RC Paper It gives you pand-iomatic sensitivity, plus 
faster, easier processing, greatly extended exposure 
latitude, and deeper blacks—all benefits produced by the 
latest Kodak research on imaging technology. 

Need a warm-tone, fiber-base paper for 
distinctive portraits and prints? KoDAK EKTALURE 
Paper enhances a photograph's exhibition mood, tone, 
and texture. It's a double-weight paper that tones 
beautifully. Comes in five surfaces, including tweed, 
tapestry, and silk, and warm or cream tints. It's only one 
of many excellent fiber-base Kodak papers. 

These and other Kodak black-and-white papers are 
designed to meet the varying needs of professional 
photographers. Ask your dealer for details, or write 
Kodak, Dept. 412L-146, Rochester, NY 14650. 

® Easbnan Kodak Company, 1979 

Widte  pap -- S  IHhli C Q I980 
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THE MOST 
IMPORTANT PART OF 
YOUR ENLARGER 

It's the lens. You can't expect first-rate prints from a second-
rate lens—like those that c̀ome with' many enlargers. But. for 
very I e more, you can ge a o me --  • v • • r • , • • • • -
with EL Nikkor lenses, the world's finest. For reasons that are 
critically important to your darkroom success... 

EL Nikkors use Apo glass. Unlike 
ordinary optics. they incorporate 
the same. special Nikon glass 
used in the famous Apo-Nikkors 
designed for exacting graphic-arts 
applications. The result is the 
sharpest, most vividly lifelike color 
or b&w prints every time. 

EL Nikkors give unexcelled re-
solving power, especially where 
you need it most —the critical 
8x10"-and-larger range for which 
they're optimized. And. weren't 
larger prints the prime reason 
you bought your enlarger in the 
first place? 

EL Nikkors mean unsurpassed 
edge-to-edge brilliance because 
their front and rear elements are 
extra-large. for maximum light 
transmission corner to corner. 
(Often, enlargers are blamed for 
light fall-off when the lens is 
at fault!) 

EL Nikkors maintain flat-field 
performance at every aperture, 
with no focus shift when you stop 
down, or open up. Ever. 

There's an EL Nikkor for every enlarger, for formats from 
35mm to 11x14"—from a brand new 50mm f2.8, which 
features increased light transmission, multiple - layer integrated 
coating and illuminated f-stops, to 360mm f5.6. And their 
prices make it easy to go with the best. See your Nikon dealer 
(he's in the Yellow Pages). Or write to Dept. N-15, Nikon Inc.. 
Garden City, N.Y. 11530. A subsidiary of Ehrenreich Photo-
Optical Industries, Inc. NM 

EL NIKKOR 
ENLARGING LENSES 

letters 

Practical pointers please 
I think "practical pointers" is an excellent 
idea for the PP of A magazine. 

Mitchell Wiseman 
Lakeland, Florida 

I justwant to tell you how much I appreci-
ate "practical pointers." It has answered 
many of my unanswered questions. 

Gary Driver 
Houston, Texas 

I enjoy reading your column, and thank 
you for your interest and sharing your 
knowledge. 

Bill Psinacos 
Pittsburgh, Pennsylvania 

You have done a great deal to restore my 
faith in truly professional pointers needed 
by us all. Thank you for your great"practi-
cal pointers." 

Joe Webster 
Hialeah, Florida 

Your column is one I always look forward 
to. Keep it up, and keep us informed. 

Larry G. Durfey 
Green Lake, Wisconsin 

These comments were gleaned from more 
than a hundred letters which Ross Sanddal, 
M.Photog.Cr., author of 'practical point-
ers, " has received requesting more techni-
cal information about items discussed in 
his column, which premiered in January. 
Correspondence reflects high interest in 
electronic flash unit modification. This 
month, on page 56, Ross elaborates upon 
these adaptations, first discussed in his Jan-
uary column. If you have a practical idea 
that will help your fellow professional pho-
tographers, send it to. Ross Sanddal, The 
Professional Photographer, 1090 Execu-
tive Way, Des Plaines, IL 60018.—Ed. 

Mistaken identity 
I was shocked upon opening the May issue 
of The Professional Photographer, to find 
on page sixty-one, my photograph incor-
porated into an article by Eva Briggs enti-
tled, "Details, Details—the Fine Points of 
Print Enhancement" 
This print, entitled "Lady in Rocking 

Chair," is a portrait I made, which I entered 
in 1966 at the Ohio convention, and it re-
ceived a blue ribbon. It also received a 
merit from the national the same year. 
I am at a loss as to how Eva Briggs ob-

tained the photograph or why she would 
use it in her article. This print was printed 

141 THE PROFESSIONAL PHOTOGRAPHER/AUGUST 1980 



Introducing RollaSeal. A cold 
mounting adhesive system as rugged 
and dependable as the Seal name. 
RollaSeal can be used to mount 

all photographs and artwork per-
manently... in a matter of seconds. 
RollaSeal mounts prints up to 20" x 
24" on surfaces up to /,'thick without 
any wedging required. RollaSeal is a 
complete system including roller 
applicator and tray. The tray also pro-
vides a convenient work surface. 
Used with new Print Mountr"pressure 

sensitive mounting adhesive. Rolla-
Seal will turn out professionally 
mounted prints in practically 
no time. Simply place a 

Seal Inc.. Naugatuck, CT 06770 (203) 729-5201 
©cgmaggi i9wisaalin—v,imrud %'awamck cTAgrights a"r.d. 

sheet of Print Mount onto the back of 
the work to be mounted, run it 
through your RollaSeal, peel off the 

release paper and position your photo 
onto the mounting board. Because 
Print Mount is repositionabie, you can 
adjust the artwork to get it just right. 
Then run it through the RollaSeal 

once more and you have a bond that 
won't quit. In fact, it actually grows 
stronger with age. No air bubbles. no 
wrinkles, no 
fuss. The new 
RollaSeal sys-
tem could be the 
answer to your 
most pressing 
problems. 



GURROIRN 
PROFESSIONAL COLOR LABS 

1. wd&. 

VIDEO ANALIZING 
♦ CUSTOM PRINTING 
♦ COPY and INTERNEGS 
t TEAM PACKAGES 

♦ OVERLAYS 
♦ LARGE WINDOW DISPLAY 

PRINTS UP TO 40" x 80" 
♦ PLAQUE MOUNTING 
♦ MOUNTING and SPRAYING 

♦ CANVAS MOUNTS 

= Total Candid 
Re.. 'n 

. g  

F 77  Master Charge and 1 MOON 
master charge 0,  y1pr 
. ____  VISA Cards Accepted 

every negative printed by guardian professional is individually 
video analyzed and color corrected, including proofs. 
Isend me 9m, fu11 color comlog. pace I— and croppmg 9,,des. or — cho,ge to me  P I 

name. 

address 

city I 

state  zip I 
I  I 

I GURROIR  43043 w. 9 mile 
northvllle. mi. 48167  a wP.prr. 

313-348-1500 

letters 

for convention competition, but at no 
time did it have any enhancement 
It is an insult to me that my print was 

used in this manner, and that the article 
gives the impression that Eva Briggs made 
the photograph. 
I feel that I am entitled to a full explana-

tion of how Ms. Briggs obtained my print, 
and I would like for you to print the print 
again with full credit to me. 

Trudi Birk 
Palestine, Ohio 

We're sorry that you feel your photograph 
was improperly used in our May issue to il-
lustrate Eva Briggs' article. Ms. Briggs did 
not provide us with the photograph. Her 
manuscript came in unillustrated, and our 
staff selected your photo, and the other 
two published with Ms. Briggs' article, 
from our black-and-white file of previous 
winning competition prints, to illustrate 
points made in the article. 
Even though your photograph was not 

enhanced, it illustrated well the impor-
tance of detail in a portrait. — Ed. 

Dignity is superb 
Bill Bell's message, "The dignity of pho-
tography," in June was superb) May we 
have permission to reproduce and distrib-
ute it, along with membership applica-
tions for PP of A, to our clients and seminar 
attendees? 
Bill might have also added..."A profes-

sional should develop the skill to meetthe 
standards of any panel of judges. Attain-
ing such a skill will not only be a personal-
ly rewarding experience, but also better 
equip the individual to satisfy customers." 
I would recommend that the Board of 

Directors of PP of A authorize the deve-
lopment of a campaign to double partici-
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The new Nikon F3, 
a new dimension in professionalism 

Never before has any camera offered such 
exciting potential. 

Never has any been so firmly rooted in a heritage 
of uncompromising professionalism. 

Never has any so skillfully integrated ingenious 
electronic technology with supreme mechanical 
integrity and reliability. 

Photography's elite has greeted this camera with 
universal acclaim. And, NASA has selected it for use 
aboard the U.S. Space Shuttle. 

It is nothing less than the standard of 
professionalism for the 1980's. 



It is the first 3Smm slr provid-
ing total electronic automation 
with interchangeable finders, 
screens and lenses, even in flash 
use. The first with energy-saving 
Liquid Crystal Display, plus other 
electronic and mechanical 
advances to increase both battery 
life and performance. Innovative 
even in its very shape, it is substan-
tially lighter and smaller than its 
predecessors —yet, like them, 
supremely rugged. And, like them, 
it avoids superficial features that 
would detract from its essential 
simplicity and operating ease. It is, 
in short, the finest and most 
advanced Nikon ever. 

Now, total-system exposure 
accuracy. The F3 assures it — in auto-
matic and manual modes—with 
countless body/lens/finder/screen 
combinations, even with flash — 
with no need for compensation I 

This has been achieved by a 
breakthrough in meter design, pas-
sing light through microscopic non-
silvered areas on the reflex mirror 
to a second mirror —which focuses 
it on the built-in silicon photo 
diode. Exposure accuracy is 

LIQUID CRYSTAL DISPLAY 
IN VIEWFINDER provides 
shutter and meter readout 
in manual and auto 
operation as indicated 

improved by new, heavier center-
weighting. Instantly responsive 
over a wide EV 1-18 range, the 
electronic F3 meter is even more 
shock-resistant than ever. The 
result is exposure consistency 
and reliability under a wider 
range of conditions than ever. 

Now, professional automa-
tion with full creative control. 
Large Scale Integrated circuit (LSI) 
microprocessors set the precise 
shutter speed required, steplessly, 
from 1/2000th to 8 seconds. Over-
ride auto-exposures with the elec-
tronic 'memory lock' or ±2 EV 
compensator, in 1/3-EV incre-
ments. Or choose manual metering 
with quartz shutter precision. The 
F3's aperture-priority system offers 
maximum depth-of-field and shut- 

11J��1 IAA  lit 

ter control with virtually any optic 
in use. Extraordinary control for 
ever-changing light or expressions. 

Now, a new standard of 
shutter accuracy. Professional 
Nikon cameras have long been 
known for the rugged reliability 
of their titanium shutters. The F3 
now adds the incredible accuracy 
of a built-in Quartz Oscillator for 
manual speeds of unprecedented 
precision and repeatability. 

The F3 shutter fires elec-
tromagnetically for superior 
smoothness. And, it's the first to 
offer a built-in auxiliary shutter 
release that lets you shoot at spe-
cial mechanical settings, without 
battery power! 

Now, the most advanced 
visual control. The F3 finder's 
unique Liquid Crystal Display (LCD) 
uses far less battery power than 
common LED and match-needle 
displays. The viewfinder displays 
shutter and metering information 
as well as aperture readout with all 
finders and screens (illustrated 
below)... all of which offer the 
virtual 100% framing accuracy only 
Nikon provides. 

Manual —Underexposure (- M) 

Manual—Overexposure (+ M) 

Manual—Correct Exposure I'-MI 

Auto — Underexposure I— I 

Auto—Overexposure I+I 

Auto—Correa Exposure 



Now, unprecedented 6-fps 
motorized speed. The motorized 
Nikon has always been the very 
emblem of professionalism. Now 
it's even more so with the F3 and 
new, compact MD-4 Motor Drive. 
With nicad power, fire up to 6-fps 
with mirror up, 5.54ps in reflex use 
—fastest of any standard motor. 

The MDA s unique low-drain 
circuitry combined with the F3's 
extremely efficient film transport 
results in an unprecedented 140 36 
exposure rolls on just 8 AA alkaline 
batteries. Or, slip the special Nikon 
nicad unit into the motor's built-in 
battery chamber and shoot at 
temperatures down to an incredi-
ble -20°C. An added advantage: 
the motor batteries power all F3 
camera/meter circuits, extending 
camera battery Iffe so batteries 
need never be a problem again I 

Despite its remarkably small 
size and weight, the MD-4 features 
such valuable refinements as a 
built-in subtractive counter for 
shooting controlled bursts, 4-
second power rewind,. and full 
remote timing/triggering facili-
ties —along with Nikon reliability. 

Now, through-the-lens 
flash automation. With either of 
two new thyristor units, you 
choose almost any lens aperture 
and fire. The F3 meter reads the 
light reflected by the film 
(as illustrated in diagram below) 

Light path for 
metering off the 
film plane. 

The new Nikon F3 

and automatically controls the 
flash... then confirms exposure 
accuracy via a built-in finder signal. 
It's the most reliable system imag-
inable —with any lens, filter or 
close-up accessory. The compact 
Nikon SB-12 unit offers this 
remarkable performance plus 
automatic shutter programming; 
the extra-powerful SB-11 adds 
auto-bounce and off-camera 
capabilities. 

Extraordinary in every 
detail. A newly designed, superbly 
machined metal body for durability 
and integrity. New ratchet film 
transport, even smoother than in 
previous Nikons. New 7-stage film 
positioning for superior image 
sharpness. Multiple exposures in 
precise registration, with conve-
nient top-mounted control. An 
electronic meter that turns on as 
you touch the shutter button, then 
turns off automatically 16 quartz-
timed seconds later. Even the self-
timer is quartz-timed, with LED 
'countdown' signal that alerts you 
and your subject. Handling is inim-
itably swift, positive, precise — 
befitting the finest Nikon ever. 



Nikon F3: Versatility unparalleled in all 35 mm. 

Seemingly, the designers of 
the Nikon F3 have anticipated 
every need of the professional pho-
tographer. Choose from 4 finders 
and 20 screens, newly designed for 
easier interchange —all brighter 
than ever, all with the virtual-100% 
accuracy unique to Nikon. A new 
MF-6 camera back for auto-rewind 
stop with MD-4 —the first in a 
new series. And the F3's traditional 
bayonet mount accepts each 
F-Mount Nikon-system lens, 6mm 
to 2000mm, plus countless preci-
sion aids from this largest and finest 
of all slr systems. 

Of all tasks assigned to photo-
graphy today, none is more critical 
or more demanding of the equip-
ment involved than its role in the 
U.S. space program. It is significant, 
therefore, that NASA started using 
Nikon cameras with the Apollo 
space program and continued 
their use during Skylab and 
Apollo-Soyuz. 

Now, NASA once again 
has turned to Nikon, choos-
ing the F3 as the 35mm 
camera for operational 
Space Shuttle flights. This 
newest Nikon meets NASA 
requirements so closely  
that it was 

Nikon Inc.. Garden Uy. N Y 11530 
SuDsMlary of Enrenrercn Photo. 
Optical Industnes, Inc x Nikon Inc 1980 

selected while still on the drawing 
board. The basic F3 is so rugged and 
so well engineered that it needs no 
structural reinforcement to with-
stand the stress to which it will be 
subjected at blastoff  

1a l 1k- 

Fact is, the Space Shuttle 
Nikons are essentially production 
F3 models. Because of the unique 
environment and handling 
requirements, these Space Nikons 
are "customized" with special wir-
ing, lubrication and finish. But, they 
will provide the same mirror and 
shutter action and metering, and 
the same interchangeability of 
lenses, finders and screens as the F3 
cameras available at Nikon dealers 
everywhere. Along with the 
cameras, Space Shuttle astronauts 
will use Nikkor 35mm f1.4 and 
135mm f2.8 lenses, the 105mm 1̀4 
Micro Nikkor and a sensational 
new 55mm f2.8 Micro Nikkor. 
These, too, are basically production 
models with modifications for in-
space use. 

The ongoing Nikon participation 
in the U.S. space program has al-
ready resulted in important benefits 
to earthbound Nikon photog-
raphers. It has given us access 
to new technologies and enabled 
us to make today's Nikon cameras 

more precise, more reliable 
and easier to handle than 
ever. It is one more reason 
why Nikon remains the 
symbol of photographic 
excellence. 



letters 

pation in the affiliate and national compe. 
titions. There is no better educational pro-
gram to develop better photographers. 

Lisle M. Ramsey 
St Louis, Missouri 

We've sent you permission and conditions 
for reprinting Bill Bell's copyrighted mes-
sage. Thanks for promoting PP of A. — Ed. 

Faded color: both sides 
We members of Wisconsin Professional 
Photographers Association are trying to 
do something about the problem of faded 
and cracked photographs. Recently we 
sent a petition to Eastman Kodak Com-
pany, signed by about 275 members of 
W PPA and also some photographers from 
Minnesota, North Dakota, and South Da-
kota, concerning the problem. The peti-
tion brought out the point that we as mem-
bers of WPPA and other associations are 
having to contend with customers irritated 
about faded and cracked photographs. 
The petition also stressed that customers 
don't believe us when we tell them the 
problem is in the product, not in our pho-
tography. As part of the petition, we asked 
Eastman Kodak to make a statement con-
cerning the permanence of color. 
In addition, the petition asked for some 

form of reimbursement to photographers 
or color labs for products that we have to 
replace because of the problem. If this 
would happen, then we would not have to 
charge our customers, or shall we say our 
former customers, a fee for replacing their 
treasured photographs. 
We have not received any statement in 

reply, except that our petition is being tak-
en into consideration. 

Bernice Fehrenbach 
Reedsburg, Wisconsin 

We forwarded your letter and petition to 
Eastman Kodak Company, and asked for a 
response. David D. Holtz, speaking for the 
firm, sent this reply: 
"Kodak color films and papers, if proper-

ly processed, handled, andpreserved, have 
always offered the best dye stability Kodak 
technology could provide in its products. 
"Kodak would like nothing better than 

to sell color films and papers whose dye 
images would not change for hundreds of 
years after processing, regardless of how 
they were stored or displayed. However, 
we have recognized that the dyes used in 
all of the color films and papers, likeall oth-
er dyes, will, in time, change. Consequent-
ly, Kodak has always provided a warning 
with its products stating that the dyes may 
change over time. Since processing, stor-
age, and display conditions can greatly af-

Includes Film. Develop ng. 

G 0-1.  SCHOOL  

PICTURE 
PROCESSING 

YOU PAY... 

ONE PRICE ONLY 

1-8x10 
1-5x7 

5 Ig. wallets 
2 - 31, x 5 
8 sm wallets 

3 UNITS  r  

ilm.  in 8 X'° $ 2.25 Includes f  Developing. Packag g 
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3 UNITS 
5X7 
Packaging 

Black & White Record Prints 
ID Cards • Proofing • Die Cuts 

Year Book Prints • Rol-o-dex Cards 
Color Composites 

9 sin wallets 

$1.20 
$.40 each 

5 x 7 

CLASS GROUP PICTURES 
Minimum order - 100 Prints 

Write Today For DOG 
NEW PRICE CATA  

Imperial School Photography 
Specialists in School Finishing" 
ll&,�,We use xpdox popw 

org000 looking 
scnool p,crures. 
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Introducing 
Portable convenience with 
studio performance... 
Take one along. A Toyo Field 8" x 10" or a 4" x 5". Toyo Field Cameras 
are surprisingly compact, light, foldable, totable, backpackable 

and easy to use. Creative too. With the camera movements you need for 
perspective control... and a full range of accessories to allow 

your imagination to run wild. 
The Toyo Field 8101till-Ideal for studio, on-site photography and location 

portraiture You'll find total compatibility with the new Polaroid"' 8" 10" Instant 
x System. Plus quick conversion to your choice of 4" x 5" an d 5" x "' formats. 

And its rugged, metal construction is your assurance of durability. 

Or, if you've joined the move to 4" x 5" take along a Toyo Field 45A. 
Our most compact, metal folding camera... fast becoming the "location" camera. 

If you're looking for portability with a view, don't stop until you see the 
performance of a Toyo Field Camera. Now at Omega View/Toyo dealers. 

Or write for detailed information. 
TOYO FIELD 81OM: Front-swings ±20°. tilts +90°, -15°, rise 3y2", shift 11/2"; 
Back  6', tilts +90°, -15° • Bellows extension range 25.8" • 13.9 lbs. 

14.4" x 14.6" x 6.2" (when folded) 
TOYO FIELD 45A: Front -swings ±8'. tilts +g0°, -15°. rise +44mm, shift ±7mm; 

Barr  ,. , . 8'. lilts +90°, -15' • Bellows extension 121/2" • 5.3 lbs. 
73/e" x 83/4" x 4" (when folded) 

Toyo Field Cameras 

O MEGA VIE W/TOYO 1-
  Berkey  Marketing Companies. Box 1102, Woodside, NY 11377  W 
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feet dye stability, Kodak has advised its 
professionaland finishing customers of dis-
play conditions that extend print life and of 
storage conditions to assure that negatives 
and transparencies remain in good condi-
tion. Kodak has also published procedures 
for restoring faded pictures. 
"It is estimated that properly processed 

color prints on today's Ektacolor paper, if 
displayed in a home under reasonable con-
ditions, should be considered satisfactory 
by most people for a very long time. If the 
subject matter is such that longer display 
without color change is desired, new prints 
can be made, providing the negative has 
been properly processed and stored. 
"Over the years, Kodak's ongoing re-

search has provided continuing improve-
ments in dye stability. For example, the Ek-
tacolor papers sold today, if properly pro-
cessed, are substantially more stable to 
light than previous Kodak papers. 
"Every current Kodak color film or paper 

has an inherent dye stability characteristic 
that is thebest Kodak can provide with cur-
rent technology, while still meeting cus-
tomers' other requirements for speed, 
grain, contrast, color fidelity, processing 
simplicity, cost and many other factors. 
Kodak continues to search for the technol-
ogy to further improve dye stability. 
"To help improve everyone's under-

standing of image stability, Kodak will pre-
sent a paper at the Professional Photogra-
phers of America convention in August. 
We shall also recommend to appropriate 
photographic associations that we work to-
gether to disseminate information on this 
subject to both the industry and to the con-
suming public." 
PP of A President Bill Bell discussed 

fading color in July's president's mes-
sage. - Ed. 

Kudos for TPP 
The Professional Photographer is great! My 
subscription began several years ago, and 
I read every issue cover to cover. 
My interest and active work in photog-

raphy goes way back to 1936, when I be-
gan working in the motion picture industry 
in Hollywood. I continued that through 
1960. Later, in Singapore, I taught modern 
cinematography trick work, sensitometric 
control in developing black-and-white 
films, and motion picture editing. I also 
have managed studios in Hong Kong. 
Since arriving in Honolulu ten years 

ago, I've made my living in photography, 
and will continue to do so. 
I am looking forward to becoming a 

member of the Professional Photogra-
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T o m o r r o w' s t e c h n ol o g y 

a t y e s t e r d a y' s p ri c e,, 

Introducing the new Beseler pm3L analyzer, with 
direct readout digital display. It delivers color 
balance and exposure data instantaneously with 
big ! 4" LED's that are incomparably easy to 
read in the dark. Combine that with the incred-
ible sensitivity of a photomultiplier probe, and you 
have an analyzer that can't be beat forspeed and 
accuracy— an analyzer which seemingly should 
be in the $750 to $1000 range, but isn't. The 
pm3L is far less than that... far less even than 
competitive units without photomultiplier probes. 
Plug-in memory modules 
Its also unbeatable for programming precision 
and simplicity. The built-in memory bank has 
super-sensitive potentiometers for exact 
reprogramming (and you don't have to depress 
them to adjust!). Forthe ultimate in convenience. 
add as many accessory memory modules as 
you have programs—plug-in for instant re 
programming. (An exclusive Program Verify 
Switch makes it easy to recall any program with 
100% accuracy.) 
Photomultiplier sensitivity 
No other kind of light sensor can even approach 
the sensitivity of the pm3L photomultiplier. The 
low-light sensitivity is an exceptional 0.0001 
foot candles. Its something you simply 
cant do without when you're making 
big blowups, or when the neg or slide 
is dense. 
For ultimate versatility: pm4L 
Professionals with high volume 
demands will find the new 
Beseler pm4L analyzer even 
more desirable. Includes all 
pm3L features plus separate 
fine and coarse controls, an 
exclusive cosine-corrected 
fiber optic probe and channel 
indicator lights. 

pm4L— Compare it to lab models costing twice the price. 

8eseler Paolo Marketing Co Inc . 8 Fernwood Road. Florham Park. NJ 07932 Dept. pm3L/PR 

BESEm  F1 
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It took three things to create 
superior large-format lenses: 

TIME, TECHNOLOGY, 
AND NIKON. 

Your old large-format lenses served you well over the years—and 
till now, there was. really no reason to change. But now, time and 
technology have made superior large-format lenses possible—and 
Nikon has made them a reality. The new Nikkor large format lenses, 
65mm to 450mm. Superior to lenses of the past, with advantages that 
are clear wherever you look... 
You can see the superior sharpness and contrast right on the 
ground glass, right to the edges. It's the result of Nikon's advanced 
technology, special optical glass, plus the legendary precision and 
craftsmanship that has made Nikon the most respected name in modern 
optics. Never before have large-format images been so sharp! 

You can see the increased brilliance, especially in such 
breakthroughs as the Nikkor 65mm f4 and 90mm f4.5 (covering 4x5" 
and 5x7;' respectively). Their ultra-fast maximum apertures provide an - 
invaluable extra margin of focusing and composing accuracy. And, color 
fidelity is little short of astonishing—particularly in the 300mm and 
450mm M-Nikkors, incorporating the apochromatic technology of the 
famous Apo-Nikkors built for the most exacting graphic arts applications. 

You can see the difference everywhere. In their multi-layer Nikon 
Integrated Coating, designed into each of the 11 new lenses for 
incomparable flare control, high light transmission and contrast, and 
lens-to-lens color consistency. in the large, uniform image circles so vital 
to view camera use. And in their full-synch shutters, custom-matched 
to each Nikon large-format lens. 
Whatever your needs, there's a large-format Nikkor to meet them—with 
a difference you'll see for years to come. Just ask your Nikon dealer. 
(He's in the Yellow Pages.) Or write to Dept. N-15. Nikon Inc.. Garden 
City. N.Y 11530. Subsidiary Ehrenreich Photo-Optical Industries, Inc. N2 

LARGE-FORMAT LENSES 
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phers of America, and to becoming a Certi-
fied Professional Photographer. 

Homer O. Parrish 
Honolulu, Hawaii 

Valuable publication 
Since I have found so much valuable in-
formation in your publication, I would like 
to update my collection by replacing is-
sues I've misplaced. I also want to put 
them into binders. Do you have them? If 
so, please send me six for six years' issues. 

Ken Wharton 
LaMesa, California 

The twenty back issues andsix binders you 
ordered are on their way. We're delighted 
that you find our magazine so valuable. 
We hope you'll find future issues equally 
indispensable. We're excitedabout each is-
sue , and particularly our special emphasis 
issues—two more this year, and six for 
1981.—Ed 

Video vitality 
Since my article, "Video weddings," ap-
peared in the April issue of The Profession-
al Photographer, I have been getting let-
ters and phone calls from all over asking 
about video. The questions vary from 
"how-to" to "repairs," and they come 
from Brooklyn to San Francisco. 

Ralph Romaguera 
New Orleans, Louisiana 

Far out or expanded horizons? 
I have been fascinated by the series of let-
ters in The Professional Photographer re-
garding the Ansel Adams portraits. Wah 
Lui in the March issue makes some very 
good points. The traditional concepts and 
techniques used in professional portrai-
ture—soft focus, vignetting, mounting on 
canvas—imply that these are necessary 
criteria for a successful portrait. 
However, some of the most artistically 

significant photographers have made por-
traits with sharp lenses and glossy paper. 
Although portraiture is not what made An-
sel Adams famous, his significance for us 
professional portrait photographers is that 
he points to another direction. I commend 
The Professional Photographer for expan-
ding our horizon. 

Tony Umile 
Longmont, Colorado 

Letters intended for publication should 
be addressed. Letters to the Editor, The 
Professional Photographer, 1090 
Executive Way, Des Plaines, IL 60018. All 
letters subject to abridgment.—Ed. 



Type R Special saves you 20% 
We want you to get the competitive edge and keep it 

during the decade of the '80s. So we're giving you the 
finest quality and service at the lowest possible prices. 

Just look at this money-saver! 
Custom Type R prints are now available directly from 

your slides and transparencies at more than 20% off our 
regular prices. 

You save $1.25 on the 8x10 at only $4.60, or $2.40 on 
the 11 x14 at $7.95, or $4.50 on the 16x20 at $17.65, or 
$8.40 on the 20x24 at $29.95. 

And there's no limit! Order as many as you like! 
Each print will be custom-made on Kodak's new 2203 

Ektachrome paper, fully cropped, dodged and bumed-in. 
Deep color saturation and super sharp! You'll love them! 

Order now before the Sept. 15, 1980 deadline and be 
sure to enclose the coupon for 20% savings. 

Get the competitive edge with Meisel! 

Yes. 1 want to We advarpa,lc a of Meisel s Type R Special. Nurber of originals 
enclosed   Saes   

  8x1 Os @$4.60(B6K)  16x20s @ $17,65(860) 

 11x145 @$7.95(86N) 2Ox24s @ $29.95(B6R) 

— Stripl)dntfull image.  Bestcrop  ❑Mounted 

For artboard mounting add $2.30 for 8,,10. $2.75 for 11X14. $3.30 for 16x20 
or $5.30 for 20x24. 

Add 100/6 for postage and handling. Also add sales tax for Texas, Georgia 
and Washington. 

❑ check enclosed ❑ Send COD G Send Meisel 's Price catalog. 

❑ Charge my Meisel acct   

Credit Card No   

visa ❑ Master charge Expires   

signature   

Name   Phone   

Firth   

Address   

city   St   Zp   
(Otter eup res Sept 15. 1990, c. 1980 Meisel 

Meisel Photochrome Corporation  Box 226067 Dallas Tx 75281 
Box 4002 Atlanta GA 3o3o3  Box 373 Bellevue WA 98009 
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The September 1979 cover of The 
Professional Photographer won first place 
in the "front cover photograph" category of 
the 1980 Excellence-in-Graphics 
competition, sponsored by American 
Society of Business Press Editors. Bruce 
Muncy produced the photograph, "Art 
Resources, " which appeared on the winning 
cover. More than 300 entries were submitted 
in this year's competition. 

Photo sells for record price 
Setting a new world record for the price of 
a single photograph, Albert Sands South-
worth's 1848 daguerreotype, "Self Por-
trait," sold for $36,000 on May 15 at a 
Christie's East auction of nineteenth and 
twentieth century master photographs. It 
was purchased by the Gilman Paper Com-
pany, New York. The previous record for a 
single photograph was $22,000 for one by 
Ansel Adams. 
Several other photographs fetched 

prices of over $10,000 at the auction. The 
Gilman Paper Company also paid $15,000 
for a copy of The Arctic Regions, an 1875 at-
las folio which contains over100 mounted 
albumen prints. Other photographic liter-
ature also sold for high prices. 

Qualified advertising 
The "Q" for Qualified Photographer 
should soon become a well-known symbol 
to commercial photography buyers fol-
lowing PP of A's media and trade show 
campaign centered on that program. 
Directed at art and photo buyers, art dim 

rectors, editors, and advertising managers, 
the initial campaign includes consistent, 
small-space advertising in publications 
like Advertising Age, Industrial Marketing 
and Art Direction. 

U.N. refuses World Press Photo Holland Exhibit 
The scheduled exhibition of World Press 
Photo Holland winners May 19 through 
June 13 at the United Nations Building in 
New York was cancelled because several 
photographs were unacceptable to the 
U.N. Exhibitions Committee. 
Among the unapproved pictures were 

portraits of Simon W iesenthal (The Profes-
sional Photographer, May 1980, page 22), 
the Shah of Iran, and Bayard Rustin, and 
photographs of a bomb explosion in Ire-
land and an execution in Iran. World Press 
Photo pointed out that the 300 exhibition 
prints were selected from 5,000 entries by 
an independent, international jury. 

Members stay with PP of A 
Despite dues increases effective in Janu-
ary, PP of A active portrait/commercial 
membership did not decline as expected. 
This suggests a further strengthening of 
the organization. 
The attrition rate was less than two per-

cent in the active portraiUcommercial cat-
egory. According to Scott Schwar, director 
of communications and membership, past 
experience indicated that with a dues in-
crease, membership would decline by ten 
percent more than it normally would. In-
stead, the rate for this category was even 
lower than it was last year. 
Overall attrition rates were also lower 

than anticipated, said Schwar. "We lost 
seven percent last year," he said, "so we 
would have expected to lose seventeen 
percent this year. Instead, we lost nine per-
cent" These figures are for the first quar-
ter only; Schwar expects them to improve 
as the year progresses. 
He added, "We're encouraged by the 

figures, and we feel that they may be due 
to the introduction of some major, profes-
sionally-directed programs of real sub-
stance, like the Marketing Planning Work-
shop, and the Indemnification and Certifi-
cation programs. Members are looking at 
the association as something that's a 
necessary part of their professional 
growth and accomplishment" 

Awards for prizewinners, scheduled to 
be given in New York, instead will be pre-
sented in Moscow. The exhibition may be 
shown elsewhere in New York. 

Government gets billed 
Legislation to force the federal govern-
ment to pay bills on time is being cal led for 
by the National Audio-Visual Association, 
and supported by members of Congress. 
According to reports endorsed by 

NAVA, nearly forty percent of federal gov-
ernment's bills are paid late; ninety per-
cent of these are owed to small busi-
nesses. NAVA says this forces small busi-
nesses to borrow money to cover their 
costs. This, in effect, means the federal 
government and its contractors are bor-
rowing millions of dollars at no interest 
from small businesses, according to NAVA. 
The proposed NAVA legislation pro-

vides that government debts should be 
paid within thirty days of receipt of in-
voice; and if they are not paid, that the 
government should pay up to two percent 
per month on the unpaid balance. Twenty-
five members of the House of Representa-
tives are supporting the proposal. 

ASFA convention in D.C. 
The American Science Film Association 
will hold a traveling convention Octoberl 
through 3 in Washington, D.C. ScWCom'80 
will celebrate the twentieth anniversary of 
ASFA, an organization of film and televi-
sion producers, educators, and scientists. 
Participants will travel by the new Met-

ro subway and bus system from site to site 
for the various sessions of the program. 
They will visit the National Archives The-
atre, the capitol building, the Pentagon, 
and the John F. Kennedy Center for Per-
forming Arts. 
Anyone may participate in ScilCom'80, 

but attendance is limited to 150. Registra-
tion fee is $150. Registration forms are 
available from ASFA, 3624 Market Street, 
Philadelphia, PA 19104. 

Creative center offers grants to photographers 
A creative research center in Michigan is 
offering three-month fellowships to appli-
cants with project ideas in a variety of cre-
ative fields, including photography. 
The Northwood Institute Alden B. Dow 

Creativity Center provides travel ex-

penses, room, board and tuition to select-
ed applicants with specific projects to 
complete. The center wishes "to assist se-
rious, creative persons to concentrate on 
their ideas without financial worries." 
Some areas eligible for fellowships are at-
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OLYMPUS  

THE CAMERAS OF MAITANI. 
THEY'RE MORE THAN CAMERAS. 

THEY'RE INVENTIONS. 
By 1966, the press had already 

dubbed him "the camera magician" His 
technical acrobatics and engineering 
guts had amazed the camera world. 
The remaining challenge for Maitani 

was to take on the oversized, overweight, 
noisy 35mm SLR. 
Thus began a 5-year development 

program that would produce the OM-1 
and, later, the remarkable OM-2. 
Olympus OM-1. To create a compact 

SLR, Maitani had to do more than simply 
shrink the boxy SLRs that were then the 
vogue. 
He had to build a camera up from 

scratch. 
Maitani started by relocating the 

shutter speed mechanism to below the 
mirror. And he shifted the exposure meter 
to the left of the pentaprism. This 
opened up more internal room. 
What about noise and vibration? To 

smooth the ride of the OM-1, .Maitani 
designed lightweight curtain drums, ball 

bearing shutter trains, twenty special 
shock absorbers and a unique mirror air 
damper. 
Its the same story for every aspect of 

this camera. The innovation dust doesn't 
quit. And remarkably, while reducing the 
overall camera, Maitani was able to 
actually increase the size of critical com-
ponents. So the viewfinder has an extra 
large mirror for a big, bright image. 
The shutter speed dial is larger. The 

rewind knob, oversized. The shutter re-
lease button fits the finger comfortably. 
Thus you can imagine the glee with 

which the OM-1 was greeted A light, 
compact 35mm SLR with speed and 
stamina. And an entire system of 
compatible components—all equally 
compact, light and tough. 
Olympus OM-2. The OM-2 goes be-

yond the full exposure control of the OM-1. 
Because it's also a fully automatic SLR. 
In fact, so automatic is the OM-2 that 

it actually measures the light during 

w 

exposure. Even during its motor drive's 
blazing five frames-per-second! How? 
Two sensors read the light that reflects off 
the film the instant the shutter opens. 
And with the OM-2 the shutter remains 

open until the film has received precisely 
the proper amount of light for perfect 
exposure—then it automatically closes. 
Between the OM-1 and OM-2, virtually 

all photographic needs are met. Met with 
a startling array of components for medi-
cal, macro, scientific, technical and other 
specialized applications. Met with system 
components that are added continually. 
So even though each year dozens of 

new cameras are hustled to market, glit-
tering with the gimmick of the moment, 
these classy Olympus cameras remain 
in a class by themselves. 
Along with the man who designed 

them. 
For information write Olympus, Wood-

bury NY 11797. In Canada contact W. 
Carsen Co., Ltd.,Toronto. 
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news 

chitecture, science research, education, 
literature, and performing and visual arts. 
College credit can be arranged. 
Deadline is December 31 for a fellow-

ship the following summer. For more de-
tails, contact Judith O'Dell, The North-

wood Institute, Alden B. Dow Creativity 
Center, Midland, MI 48640. 

in brief 

William M. Claxton has joined Dynacolor 
Graphics as director of marketing.... Ron 
Suftle has been named national video 
product manager for US JV C Corporation, 
and James Starks has been named regional 
sales manager for the southwest branch.... 
Ilford, Inc., has appointed Dennis Book-
staber senior field service engineer, and 
Donald Blomberg senior equipment ser-

Camerz 
owner 
opens 
2nd 
Studio 

— Buys a 
Camejrzl 

"OurCamerzClassic has always been a 
rugged and dependable camera," says 
Jim Noble of Noble Photography, Inc., 
Harlan, Iowa, "So when we opened our 
second studio in Denison, Iowa, we 
decided to buy the Camerz SLR." 

Specializing in senior portraits and 
family groups in this S.W. Iowa farming 
community, Noble likes being able to 
photograph a large number of sittings 
without re-loading. "I have two 70mm 
magazines so I can change 'backs' if I 
run out during a sitting. If I want to pro-
cess part of a roll, I just cut it off and 
send it in." 

Find out how the 
Long Roll Camerz SLR 
can help your studio grow! 

�  AI RI 

"I really love this camera." It's versatile 
and easy to operate. I like being able to 
change lenses so easily, and the 
negative identification system takes 
the guesswork out of finding out who is 
in each photograph." 

"I like the larger 70mm negative 
because it's easier to retouch and gives 
us maximum quality on large prints. 
The convenience and economy of 
70mm combined with the ruggedness 
and simplicity of the Camerz SLR make 
it a very good buy." -n.w.w 

Return Coupon 
or Call Today! 

SEND INFORMATION 

PHOTO 
CONTROL 
L 

_ Catalog and prices  Call me 

Name   

Company   

AOdrees   
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4800 Quebec Avenue N, Mirineapolis, MN 55428 • Phone (612) 5373601 
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vice engineer.... Brad Anderson is the new 
national sales manager for Nord Photo En-
gineering, and Robert Schmahl is district 
marketing manager for some midwestern 
states Hope Computer Corporation and 
SSP Industries have announced an agree-
ment to make SSP Brown Camera, Inc., 
North American distributor of Hope 
graphic arts products.... Berkey Photo, Inc., 
is moving its world headquarters to White 
Plains, New York.... Fairchild Industrial 
Products has appointed Dale Burnett mid-
west district sales manager, and Ed Beach 
marketing services manager.... Ken Caro 
has been appointed director of marketing 
for Konica Corporation....Kusuo Hirata 
was elected chairman of the board of Fuji 
Film Company, Minoru Ohnishi president, 
and Ichiro Karikome executive vice presi-
dent ....Bernie K. Yasunaga was appointed 
executive vice president of Fuji Photo Film 
USA....Geo magazine and the Chase Man-
hattan Bank have awarded 85,000 grants 
each to the International Center of Pho-
tography Denise Sheldon has joined the 
expanded Meiler McCune Studio of Phil-
adelphia as chief photography assistant.... 
Pace Photographic Products has licensed 
all its products toSIMA Products Corpora-
tion for distribution and marketing.... Paul 
F. Shambo has been named director of in-
ternational business for Singer Education-
al Systems. 

exhibits 

"Women in the Arts 1980," the summer art 
program of the Arapahoe Community Col-
lege in Littleton, Colorado, is presenting a 
series of lectures and exhibits through Sep-
tember. "The Originals: Women in Art," is 
a series of film portraits of Americanwom-
en artists, including Dorothea Lange and 
Georgia O'Keefe; these will be held Tues-
day nights, August 14 through September 
18. "Dorothea Lange: Her Collection," a 
retrospective of Lange's work, will be ex-
hibited August 16 through September 13. 

"Photographs of Peru by Martin Chambi 
and Edward Ranney," sixty-three photo-
graphs of the people and landscapes of 
Peru, will be exhibited through August 24 
at the Art Institute of Chicago. The Cham-
bi prints date from the 1920s and 1930s, 
while the Ranney photographs were taken 
in the 1970s. 

obituaries 

Henry Stern, seventy-six, died May 23 in 
Houston. The founder of Professional Pho-
tographer's Guild of Houston, Stern was 
that organization's second president and a 
lifetime member. He was on the board of 
directors of Big Brothers of Houston, and a 
member of Service Corps of Retired Exec-
utives (SCORE).  Is 
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FORMAT PROOFS 350 EACH 
(Less than 30 negatives 50C each) 

• 48-Hour Service and on Kodak paper 
for superior quality. 

• Each negative is Video Analyzed to 
ensure consistent color and density. 

Size of proofs will be determined by negative format. For example. 2-1/4x2-1/4 
negative printed proofs 5x5; 2-1/4x2-3/4 negative printed 4x5; 35mm negative 
printed 3-1/2x5. Film processing additional: 120 rolls a $1.20; 220 rolls @ $2.40; 
35mm 20 exposure @ $1.25; 25mm 36 exposureow $2.25. 

Garrett La c 
C O L O R  LA B O R A T O RI E S 

P.O. BOX 5608 /COLUMBUS. GEORGIA 31995 / P.O. BOX 3450/ ST. LOUIS. MISSOURI 63143 



behind the cover 
BY GARY CRAIG SILBER 

Exercise in portraiture 

"Elegant Lady" is one of a series of por-
traits I take every year of my wife, Margar-
et. We do them as a continuing visual exer-
cise for us and as a portrait essay to give 
our children in the future. "Elegant Lady" 
is of special satisfaction to me, for it is a 
portrait that was completely pre-visual-
ized and then carefully executed. 
Some portraits take more effort to cre-

ate than others, and this high-key, avail-
able-light portrait took two sittings to real-
ize. We discovered this beautiful window 
seat in a relative's home, and chose appro-
priate clothing and props. It had been a 
winter with little snowfall, and the first sit-
ting produced less than perfect results. No 
matter what exposure was used, I could 
not get the pure white background effect I 
wanted in the window. We decided towait 
till the first heavy snow. 
Two weeks before state convention, we 

woke up to a blinding snowstorm. Taking 
several hours off work, we drove twenty 
miles in the storm and found our window 
graced with beautiful winter light 

DIAGRAM: (A) camera, 
(8) subject; (C) windows; 

(D) reflector; (E) silver reflector 
flat on the floor. 

I used a Mamiya RB67 with a 90mm 
lens and Negative Systems M1 diffusion fil-
ter on Vericolor 11 S film. I placed a forty-
two inch Larson Super-Silver reflector to 
the subject's right (the shadow side), and 
another on the floor, both out of camera 
view. A reflected meter reading off the 
shadow side gave me an exposure of '/. 
second at f/3.8, which allowed the outside 
detail to be washed out 
"Elegant Lady" received both Court of 

Honor and Traveling Loan awards at the 
1980 meeting of the Wisconsin Profession-
al Photographers Association, and is in 
the 1980 PP of A Loan Collection. 
The creation of "Elegant Lady' is typi-

cal of my approach to photography. Por-
traiture is an obsession with me—it is my 
career and my hobby. I choose to do only 
portraiture because I feel excellence in 
any field requires time and dedication, 
and specialization. 
In the studio, I use only soft, broad 

sources of light, most often the Larson 
Soff Box and Starfish, along with accent 

lights and silver reflectors. Customers 
seem to like this style of lighting, because 
it is similar to the look they see in fashion 
and lifestyle magazines. 
Outdoors, I look for a painterly quality 

to the light, and will often postpone a sit-
ting until the right conditions occur. I pre-
fer a light overcast with a strong direction-
al quality, for instance, an overcast sunset 
I try to minimize equipment to camera 
and tripod alone, and I use vignetters and 
diffusers to get the visual quality I like. 
A successful portrait photographer 

must combine a sensitive eye and heart 
with adequate technical skills, but the ar-
tistry must always dominate the tech-
nique. It is a privilege to earn a living in 
portrait photography because we have the 
opportunity to portray people with digni-
ty, insight, and artistry—and our work be-
comes something beautiful and positive in 
our often trying world.  qh 

Gary Craig Silber is studio manager of Image 
Gallery, 2707 Erie Street, Racine, W153402. 

"Minstrel of the Meadow, "was taken with a 
Mamiya M645, a 210mm lens, diffuser, and 
vignetter. A late afternoon overcast sunset 
provided the painterly light quality. 
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THE CONCEPT: Combine the ultimate in pre-
cision Japanese electronics with the unparal-
leled West German optics of Carl Zeiss thus 
creating a professional 35mm SLR system, 
synonymous with the now world fa-
mous, legendary name of Contax. 

THE RESULT: The Contax RTS, first with an 
electro/magnetic shutter release; the Contax 
139 Quartz, first with total quartz regula-
tion; and the Contax 137 MD Quartz, first 

with a single, fully integrated 
precision micro motor drive. 

COINTAX 
CONCEPT 

To be precise, we're more precise. 

11  

Yashica, inc., 411 Sette Drive, Param 

1 New Jersey 07652.`  /. 



Sel l the si gy lcs with lifestyle portraits 
BY NATALIE CANAVOR 

PHOTOGRAPHS BY WAH LUI 

6̀ The market is shrinking..." 
::We are losing our customers..." 
The new generation just doesn't want portraits..." 
Such laments fill the air whenever two or more portrait photog-

raphers inhabit the same room. And it is true that tastes are chang-
ing. After all, people are changing. They are getting married later, 
or not at all. They are having fewer children, later, or not at all. 
They are spending more time in singles bars and seemingly no 
time atall in portrait studios, since getting pictures of the kids for 
grandma and grandpa is unnecessary when there aren't any kids. 
But not all photographers are sitting around mourning "the 

good old days." Some are finding ways to adapt to new market 
conditions and appeal to new buyers. A few are going even fur-
ther, in line with a well-established principle of "creative market-
ing": invent a new product for the market. One is Seattle-based 
photographer Wah Lui. His nine-branch Yuen Lui Studio, in the 
Puget Sound and Portland areas, is hardly hurting for business. 
Gross last yearwas over $2 million, mostly due to senior portraits 
(a feat in itself, since no Yuen Lui Studio holds a school contract). 
Lui is looking toward the future and the advantage of diversify-

ing. He says: "The time is close when the older singles will domi-
nate the market, and it is only smart for a businessman to try to 
capture their business. But the traditional reason for going to a 
portrait studio, to get photographs of family groups, doesn't ap-
ply to these people. And even the couples, with or without chil-
dren, need more reason than we've been giving them to have pic-
tures taken of themselves. Portraiture must appeal to all these 
people—singles, divorcees, couples—on a new level" 
Lui's method: "Offer a custom statement about the subject's 

way of living." 

Many people, Lui points out, have favorite objects, homes they 
are proud of, a lifestyle they can become excited about docu-
menting. Both single men and single women spend a great deal of 
money on themselves, their environments and favorite activi-
ties—money that otherwise would be used to support families. 
And their interests have a natural vitality that frequently lends it-
self to photography. 
Wah Lui goes on location, but not to pose his subjects against 

boring blank walls or anonymous fireplaces. "I try to find some-
thing that is unique about the house, to include props that show 
what the people do— I try to stay loose and observe." To Lui, an 
important part of making pictures that will please clients is 
producing a natural look that carries the special atmosphere of 
each environment. Thus he uses natural light when he can and 
tries to at least simulate daylight, "which is more intricate, subtle 
and interesting." Most of the pictures are taken with a mixture of 
daylight and strobe, a technique he largely credits to photogra-
pher Al Gilbert. 
His kit consists of a Hasselblad camera loaded with VPS film; 

the lens is most often a 50mm. He carries a white bed sheet to 
bounce light off. Poses are prechecked with a Polaroid test to 
"see if light patterns are what 1 want and details are in place." 
He chooses the backgrounds he wants after scouting the loca-

tion, but encourages subjects to arrange themselves to keep his 
portraits from taking on set posing patterns. In all his work, he 
photographs "the traditional way and then an experimental way. 
What people like and what they buy can be two different things. 
But many people who want the experimental kind of portrait are 
more sophisticated." 
Lui's interest in exploring this style of portraiture was aroused 
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Main light for this portrait was diffused daylight coming through a window to the camera's right. Shadows were opened 
by light reflecting from bed spread and surrounding walls. 
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Sunlight streaming through a window completely lighted this portrait. 
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by the work of environmental portrait photographer Arnold New-
man, and he has been doing it intensively for over a year. He ex-
perimented first on his friends and learned a greatdeal as he went 
along. Results were shown on his studio walls and in albums in the 
reception areas. Now people ask for such portraits. 
A full campaign will soon commence. Lui plans to advertise in 

newspapers and local magazines and, most important, engage in 
a direct mail campaign to selected suburbs. 
" I predict," says Wah Lui in his low-key but altogether convinc-

Two electronic flash 
units bounced from 
white umbrellas 
(B, C), provided a 

natural look for this 
portrait. One (B) was 
positioned near the 

camera (A) to light the 
subject (D), while the 
other (C) illuminated 
the hallway to the 
camera's right. 

D 

B %. SA 

THE PROFESSIONAL PHOTOGRAPHER/AUGUST 1959/35 



ing manner, "that within three years fifty percent of the house-
holds in those suburbs we blanket will have pictures of this type, 
taken by our studio." 
That sounds a lot more promising than waiting around for tra-

ditional values to come back into style. 

Natalie Canavor has edited several photographic magazines, written 
many articles about photography, and is the author of Sell Your 
Photographs: The Complete Marketing Strategy for the Freelancer 
(Madrona Publishers, Seattle, $14.95). 

Daylight was 
supplemented with 

umbrella flash for this 
portrait. Two electronic 
flash units bounced out 

of white umbrellas 
(B, C) both were aimed 

at the subject (D). 
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Profit Enlargers! 

Vertical or horizontal style. Takes 5" x T' 
enlargement. 
Woodgrain look with gold-stamped 
photo border. 

We tested the new Deluxe Photo Cal  Deluxe Photo cal  r 
to prove it dramatically increases enlarge-  E eioPe sioffe �d 
ment sales. It does! 
Not surprising. Our Deluxe Photo Cal r  irk 4cp X d R \' \ 1,- 

P   sells itself. All you need are our eye-   
catching counter display and attractive 
envelope stuffers (we imprint them for 
you complete with price and ordering 
informations You'll find customers order-
ing for themselves and everyone on their 
gift list. 
Deluxe Photo Cals. A proven money-

maker. Let us tell you more. Send the 
coupon for a free sample and price 
information. 

7 
�1 -4 

Gentlemen: 
Please rush a free Deluxe Photo Cal sample and 

full information on this proven money-maker. 
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Winthrop-Atkins Co. 
Photomounting Ideas for All Seasons 
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Middleboro, MA 02346 
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Who's winning Who's losing? 
the yearbook contract controversy 

BY ANN K. MONTEITH, CPP 

For more than twenty years in one ca-
pacity or another, I have been actively in-
volved in producing school yearbooks— 
in high school as editor-in chief, in college 
as coeditor, for ten years as a school year-
book advisor, for two years as a school 
contract photographer, and most recently 
as a studio owner who derives significant 
income from photographing non-contract 
seniors. So I noted with great interest the 
controversy sparked by Roger A. Weber's 
article in the December 1979 issue of The 
Professional Photographer. 
Indeed it was not a new controversy. 

For at least ten years I have observed the 
machinations which have brought the 
yearbook contract question to the center 
stage and spotlight which it now occupies. 
But it does seem that until the publication 
of Mr. Weber's article, the controversy, at 
least as it relates to the diverse interests of 
PP of A members, has brewed far less 
closely to the surface of association af-
fairs than it is likely to do from now on. I 
believe that it would be helpful to exam-
ine some factors which affect the four 
groups whose present interests can be in-
fluenced most by developments of the 
controversy. Perhaps in doing so, we might 
arrive at some accommodation which 
could benefit all. 

The case of contract studios 

By way of definition, contract studios may 
be either locally-or nationally-based, with 
the local variety being either small or large 
operations, and the nationally-based ones 
usually being attached to or having their 
own large color laboratory facilities. The 
local variety photographs seniors at the 
school or in the studio. Nearly all contract 
studios agree to perform gratuitous ser-
vices for the yearbook staff and school in 
return for being named official portrait 
photographer. Gratuitous services range 
from providing all candid yearbook pho-
tography at no charge, to placing adver-
tising in the yearbook, to providing the 
school with a percentage of gross portrait 
sales or a specified cash payment 

The dilemma facing contract photogra-
phers today is two-fold: many find them-
selves in the unsettling position of being 
held responsible for providing all gratui-
tous services to the school while school of-
ficials are either unwilling or legally un-
able to prevent students from having their 
yearbook portraits made by local studios 
who advertise their services to the con-
tracted students. Their second complaint 
comes when schools require photogra-
phers to provide excessive gratuitous ser-
vices which erode or completely destroy 
the profit margin provided by senior por-
trait sales. 
I have several contracts, issued as re-

cently as 1980, which blatantly ask the 
bidder to specify how much of gross por-
trait sales will be contributed to the 
school—the implication, of course, being 
that the contract wil I go to the highest bid-
der, no matter what level of quality he of-
fers. During my days as a yearbook adviser 
I was well aware that many photographers 
did pay commissions to schools. I am 
amazed that in a post-Watergate era a 
public official would issue a document 
that details a solicitation. 
But the most outrageous example of the 

kind of exploitative gratuitous services 
that some contract photographers are ex-
pected to provide is a Pennsylvania school 
district that required the photographer not 
only to give unlimited service and free 
photographs, but also that he allow stu-
dents to charge unlimited photographic 
supplies to his studio's account at the lo-

cal camera store—even during the sum-
mer vacation! 
Ideally, contract studios would like to 

provide a limited amount of gratuitous 
service to the school, pay no kickbacks, 
and have the school guarantee that the 
students will buy their portraits. 
Both legally and practically, contract 

studios are in a far less enviable position 
than they were when I became a yearbook 
adviser fifteen years ago. In those days, 
kids lined up and did what they were told, 
with little interference from competitors, 
other students, or parents. Today there is 
little that a contract studio can do to pre-
vent an aggressive competitor from draw-
ing away his contract seniors. Often his 
competitors aggressiveness stems from 
the fact that he once was a contract pho-
tographer who found that he could not 
keep seniors in the fold and now sees open 
promotion as the only practical way to at-
tack the market 
One contract photographer in Pennsyl-

vania sued a competing photographer for 
luring away his contracted seniors. The 
cost of his court battle only got him a rul-
ing upholding the competitor's right to so-
licit seniors. Practically speaking, seniors 
and their parents simply aren't willing to 
be compelled by a school official to do 
anything. Many times, merely telling them 
to go to a designated photographer is just 
enough to send them looking for another, 
even though the contract studio may offer 
superior work for lower prices. In effect, 
the contract photographer's only protec-
tion is whatever measure of persuasion 
school officials are willing and able to ex-
ercise over their students. 
Controlling gratuitous services may be 

even more difficult given the competitive 
nature of school contract bidding. My in-
vestigation has led me to believe generally 
that services offered most often overshad-
ow portrait quality as the deciding factor 
for selecting a yearbook photographer. 
Sometimes it is the only consideration. Re-
cent rises in materials prices, particularly 
for black-and-white paper, may ultimately 
limit how much complimentary work any 
contract studio can provide to a yearbook, 
and still remain solvent 
Contract photographers should be 

aware that when seniors choose other 
photographers for their portraits to the 
point that to provide gratuitous services 
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For all high-key portraits, Monteith uses this 
studio setup: white seamless background 
(A); Photogenic Studiomasters at 200w/s (B): 
subject (Q Studiomaster main light at 
100w/s, six feet from subject (D� Bogen 
Monolights at three-quarters power, 
bounced off a ten-toot ceiling, twelve feet 
from subject (E); Mamiya R867 (F) with a 
645 back, and a 150mm soh-focus lens at 
f/8, with a UV filter. 

For low-key portraits, Monteith uses this 
studio setup: painted background that 
photographs as a dark neutral green (Ak 
Bogen Monolight with snot, at full power 
(B); subject (Q Studiomasterat 100w/s, six 
feet from subject (D); Bogen X400 
Monolights at three-quarters power bounced 
off ten-foot ceiling, twelve feet from subject 
(E); Mamiya RB67 (F) with a 645 back and a 
150mm soft-focus lens set at 08, with a UV 
filter. 
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would result in a financial loss, then in 
some cases the photographer is not held 
responsible to complete the activity work. 
I know of several instances where photog-
raphers simply refused to do the work 
when seniors were lured away by other 
photographers. The school officials appar-
ently felt it was not worth the hassle of try-
ing to compel the photographers to com-
plete the work. Any contract photogra-
pher wishing to back away from a one-
sided contract first should ask his attorney 
to check his state's contract statutes that 
could void a contract if it were judged to 
be "unilateral" or because of possible"un-
conscionability" on the part of the school 
district. Also check out "recision based on 
mutual mistake." 

The case of noncontract studios 

A non-contract studio usually is a local 
business that specializes in one or two ar-
eas of photography such as seniors orwed-
dings, or which provides a range of general 
photographic services including senior 
portraits. Unlike contract studios, there is 
far greater diversity in their pricing struc-
tures. Their products may be, but are not 
necessarily, more expensive than those of 
contract businesses. 
Noncontract photographers interested 

in the senior portraiture market complain 
that they are effectively barred from com-
petition by contract photographers. Non-
contract studio owners generally object to 
exclusive yearbook contracts, whether 

given to another local studio or to a na-
tionally-based concern, claiming that they 
cut into revenue necessary for their eco-
nomic survival. 
As a noncontract studio owner, 1be-

lieve that my point of view is fairly repre-
sentative of those who have elected not to 
pursue exclusive contracts. That school 
officials can no longer guarantee that stu-
dents will honor a contract places unfair 
economic burden on a contract photogra-
pher to provide gratuitous services when 
no profit is guaranteed. Soaring costs of 
photographic materials have made grant-
ing gratuitous service economically inn, 
possible for a studio that delivers top-qual-
ity portraiture. This is the case particularly 
in schools with only several hundred grad-
uates. Gross income for portraiture, there-
fore, is small, but the number of activity 
photographs required is nearly the same 
as it would be in a school with several 
thousand seniors. 
There simply is no point to making se-

nior portraits unless they can yield a profit 
for my studio. Under current contractural 
arrangements, at least in my community, 
that would not be possible without lower-
ing our quality to the point that it would 
demean our studio's reputation. School 
contracts not only injure my business, 
they also effectively lower the quality of 
photographic portraiture that is available 
for students to purchase. As a local busi-
ness person, I resent that all contracts in 
our area have been let to nationally-based 
concerns that take the money away from 
local businesses. Ironically, this is con-
doned by school board members who also 
sit at Chamber of Commerce meetings 
and rant about industry taking its money 
out of the community. 
I know many other non contract studio 

owners who object to contracts because 
they are locked out of the bidding for po-
litical reasons. I am aware of one school in 
Maryland where the contract photogra-
pher is a teacher in the school. He has no 
portraiture training, and he admits that he 
pays a percentage of his gross to the 
school. School officials have made re-
quirements so restrictive that no local stu-
dio or outside contractor could possibly 
compete with the photographer/teacher. 
One bidding requirement is that the studio 
return portrait proofs to seniors within 
twenty-four hours of the sitting! 

The quality/price question becomes a 
serious preoccupation facing non-corn 
tract studios wishing to compete in an area 
where school contracts predominate. 
Each studio owner must decide if he is 
willing to sacrifice quality to compete on 
price alone, or if there is sufficient market 
for a superior product to be sold at a high-
er price. It is difficult to generalize about 
work quality of mass-production contract 
studios because we all know that a good 
mass-production outfit may be better than 
a bad local studio. I have, however, made 
it a point to examine the work of every na-
tionally-based contract studio I can get 
my hands on. It is my,judgment that when 
the work is bad, it is really awful, and when 
it is good, it still does not compare favor-
ably to the quality and variety offered by 
local studios of even average capability. 
Outsiders usually sell their work for less, 
but not always. 
Even if you disregard the quality/price 

problem, local photographers still will 
find it difficult to compete against con-
tractstudios because of the stranglehold it 
puts on the students. I n order to compete, 
he will have to engage in active, often ex-
pensive, promotion, and do a lot of leg-
work. This increased expense tends to 
drive up prices of a noncontract school 
photographer. 
Most noncontract studio owners I 

know would like to see open yearbooks 
that allow seniors to select any studio they 
want to make their yearbook portraits, by 
whatever specifications the various year-
books dictate. Ideally, studio owners 
would have schools purchase activity 
photography from them just the way they 
purchase other necessary school goods 
and services from local vendors. But many 
photographers also say they would go 
along with granting some complimentary 
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Variety sells seniors 

BY JAMES R. MONTEITH, JR., CPP 

For senior portrait customers, we of-
fer sittings that range from five head-
and-shoulders poses to thirty poses, in-
cluding a variety of indoor and outdoor 
casuals. With all our sittings, the head-
and-shoulders portrait remains the cor-
nerstone. It is what many parents in our 
area demand as the "graduation pic-
ture," and it is what yearbooks require. 
I always include at least one smiling 

expression, even if the subjectdoes not 
look good that way. It either sells, or it 
proves to the mother that her child 
does not photograph well smiling. If 
the subject does not wear glasses and 
has a good profile, I include a tightly-vi-
gnetted head and shoulders profile be-
cause it's a great seller. 
We ask seniors who choose an ex-

panded sitting to bring along several 
outfits, and we select clothing that 
photographs best. We tell girls to bring 
a long dress and a casual outfit, and we 
suggest that boys bring a casual outfit 
in addition to a suit or sport coat. 
We also encourage seniors to bring 

band, cheerleading, athletic, or school 
play costumes, or clothing that reflects 
their hobbies or jobs. Kids have 
brought in everything from a wet suit 
with scuba gear to a fireman's uniform. 
We also like for kids to bring props re-
lated to their hobbies or talents— musi-
cal instruments, back packing gear, fa-
vorite stuffed animals, or arts and 
crafts items they have made. And we 
encourage seniors to bring their pets. 
Usually clothing dictates how we 

pose seniors, and what props we use. 
We want to make each sitting as indi-
vidual as possible. Basically, the better 
looking and easier a person is to pose, 
the fewer props we use. 
We often use wicker furniture with 

girls. Props range from large peacock 
chairs (white for higFMkey and natural 
for low-key) to small side chairs and a 
wicker background screen. The girls 
can sit on chairs, lean on them, stand 
by them, or the backs of large chairs 
become backgrounds for close-ups. 
Wooden stools of varying heights 

are good for posing both boys and girls, 
as is our moveable rustic window 
frame. For boys, we often use a mascu-

line background screen, and a rustic 
door. Among the best selling poses for 
boys are two three-quarter-length 
views: one in which the subject holds 
his suit coat over his shoulder while 
leaning forward with one foot elevated 
on a low stool, and the other in which 
he stands next to a posing table with his 
hand resting on or holding a book just 
on or above the table surface. Another 
popular pose is the double image, 
which we add to any sitting. 
Camera room sessions range from 

ten minutes for the head-and-shoulders 
sitting, to thirty minutes for the expand-
ed sitting. We expedite sittings by pho-
tographing one senior while another is 
changing, and by having Ann, my wife, 
make outdoor portraits, while I make 
the indoor exposures. The procedure is 
further facilitated by our using a Mami-
ya 645 back on an R867 camera, there-
by allowing sixteen exposures per roll. 
We also use the Mamiya 150mm lens, 
which permits us to shift easily from 
variable soft focus to total sharpness. 
Our experience has shown that se-

niors and their parents are willing to 
spend top dollar for quality portraiture 
with flair and variety in poses. 
Basically, our senior portraits are 

priced the same as our custom por-
traits, with some discount given for vol-
ume orders. In todays economy, we 
cannot justify charging less than our 
custom prices, since as much work or 
more goes into making senior portraits, 
and usually we need to do more re-
touching. By charging regular prices. 
and offering quality and variety, we do 
fewer seniors than we would at dis-
count prices. But our profits are good. 
We rarely receive an expanded sitting 
order from a senior that is under 8200. 
Some have topped $500. On the aver-
age, our senior sales equal sales from 
our custom sittings. As a result, we ap-
proach senior sittings with the kind of 
enthusiasm necessary to make doing 
them both artistically pleasant and fi-
nancially worthwhile. 

James R. Monteith, Jr., CPP, and his wife, 
Ann, CPP, are directors of Countryhouse 
Studios, RD 2, Annville, PA 17003. 

photography to yearbooks as a communi-
ty service, without being named official 
photographer. Non-contract photogra-
phers seem united in their belief that when 
students are allowed to use the photogra-
pher of their choice, they spend more than 
if they are sent to a designated photogra-
pher. These additional revenues, they feel, 
would allow them the luxury of providing 
some form of volunteer service. 
Legally, non-contract studios are in a 

good position. Many local studios are run-
ning lucrative senior businesses in con-
tract areas by employing guidelines that 
Roger Weber detailed. Some have suc-
ceeded in actually negating signed con-
tracts; I know of one lawyer in Pennsylvan-
ia who, on behalf of his local photogra-
pher-client, actually enjoined production 
of the yearbook to make his point 
Any local photographer contemplating 

such actions as an easy solution to eco-
nomic dilemma should, however, recog-
nize that a great deal of energy is required 
to accomplish this. You have the law on 
your side, but making your point can be 
both difficult and expensive. Simply com-
plaining about your lot will not help, un-
less you are willing to back up your com-
plaints with legal actions and heavy pro-
motion and appeal to the public. You also 
run the risk of getting involved in a gutter 
fight that could blacken your professional 
reputation. If you intend to break a con-
tract, you had better have some construc-
tive alternative to offer school officials to 
help them procure activity photography. 

The case of school officials 

Of all the groups which the yearbook con-
troversy affects, the one in perhaps the 
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most sensitive position is school offi-

cials —particularly principals. While their 

livelihoods are not at stake when a con-

tract is issued or denied, their actions, like 

those of all public officials today, are un-

der increased scrutiny. 

School officials are as negatively af-

fected by inflation as are business people. 

Their costs are skyrocketing, and their in-

comes from local taxation are not keeping 

pace —no matter how burdensome these 

taxes seem to us. Yearbook budgets, of 

course, are not immune from this crunch. 

Production costs are up, and revenue 

sources often are limited to sales of the 

book alone. This is particularly critical 

when the student body is small, making 

the cost per copy quite high. Defraying 

costs with advertising sometimes is self— 

defeating, as it often costs as much to soli-

cit ads and increase the size of the book to 

accommodate them as is received in ad-

vertising revenue. 

So it is completely understandable that 

school officials consider anything that 

adds cost to yearbook production to be a 

serious problem. 

Yearbook advisers are not quite on the 

line as much as their bosses are, but you 

should realize that in many cases year-

book advisers do not volunteer for this ex-

tracurricular assignment; it is handed to 

them as a condition of employment They 

may not be happy with the situation at all. 

Some do get paid extra, but it usually is not 

much considering the hours they put in. 

Their biggest problem, therefore, is keep-

ing yearbook operations running smooth-

ly, particularly the activity photography 

aspect. This is not easy for an adviser 

whose book is under contract and who is 

being hassled by students and parents who 

want to use portraits by other photogra-

phers. An adviser also can end up apolo-

gizing for the contract studio if its work is 

not up to par. If seniors turn elsewhere for 

their portraits, then the adviser suffers the 

displeasure of the contract photographer 

who cries that he can't make a living if his 

contract is ripped off. The adviser even 

faces the possibility of the contract pho-

tographer quitting in mid-book if he is un-

happy with his portrait sales volume. If, on 

Professional School Pho ographers of America, Inc. 

Senior Photography Disclosure 

A lot of work by many people goes into the 
making of a good yearbook. Throughout the 
year, we are called upon by your yearbook 
staff to photograph groups. clubs, events. 
athletic contests, candids, etc., for publication 
in your yearbook. 

These services are included in the cost of 
your senior portraits and contribute 
financially to the success of your yearbook. 

  your 
professional yearbook photographer, is happy 
to provide the necessary services to enable 
your school to have a yearbook. 

Underclass Photography Disclosure 

School pictures represent one of the best 
values made available through your school. 
We are pleased to advise you that 

contributing to your school by way of 
services and financial support for your 
school activities. 

A percentage of the purchase price of your 
photographs is returned to your School. 

We take pleasure in being able to support 
your school in this manner. 

Professional Photographers of America, Inc. 

Guidelines for School Photography 

Is 

These Guidelines are intended to provide an ethical framework within which professional photogra-
phers and educational institutions can individually contract with each other for the taking and sale of 
photographs of students. These Guidelines shall not be construed in any way to be a recommendation 
of any particular price for photographs or of any specific terms and conditions to be inserted in such 
contracts, except as set forth in Section 3 herein. 
1. Definitions 
For the purposes of these Guidelines the terms used herein are defined as follows: 
a. "Contribution" —any funds. commissions, gifts, gratuities, favors, services or anything of 
value given, loaned or otherwise presented to any educational institution or individual. 

b. "Photographer" —any individual, partnership, corporation, firm or other form of business en-
tity which takes, processes or sells photographs. 

c. " School" —any educational Institution, school, college. any Parent-Teacher Association or 
any related group connected with any educational institution. 

2. Personal Enrichment of Individuals 
No photographer shall make any contribution directly or indirectly to any individual for that in-

dividual's personal enrichment in order to secure or retain contracts with any school for the taking of 
photographs of students or school activities or in order to obtain favorable treatment in connection 
therewith. For the purpose of the Guidelines The presentation to a teacher or administrator of one 
complimentary photograph of the teacher or administrator and class shall not be considered a con-
tribution. 
3. Contributions to Educational Institutions 
No photographer shall make any contribution to any school unless the photographer and the school 

jointly disclose in writing to all purchasers of photographs that the photographer has or intends to (a) 
make a contribution to the school and of the nature and value of such contribution. 
The photographer and school will comply with the Guidelines if the following statement is used in 

the letters to the parents and students and on all price lists: 
We are pleased to advise you that (insert name of photographer) is contributing to 

your school by way of supplies, equipment. services and financial support (delete 
those items not actually included) for your school activities which is approximately 
00% (actual percentage of contribution to purchase price of average package) of the purchase 
price of your photographs. We take pleasure In being able to support your school in this manner." 
4. Sale of Photographs by Schools 
Any photographer may sell photographs to a school in compliance with Section 3 of these 

Guidelines, even though the school sells such photographs at a higher price than that paid to the 
photographer by the school. 
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the other hand, the adviser is working with 
a non-contract, open yearbook, he faces 
the problem of having to purchase, have 
students provide, or otherwise scrounge 
for the activity photographs. 
I don't know of a single school adminis-

trator or yearbook adviser who would not 
be delighted to see a return to the old days 
when the school could guarantee a photo-
graphic contract, receive gratuitous activi-
ty work and free yearbook portrait gloss-
ies, and get no interference from parents, 
students, or other photographers. Neither 
do I know of a single school administrator 
or adviser who is so naive or ignorant of le-
gal realities that he expects this to happen. 
Even school people realize that busi-

ness as it used to be is out of the question, 
unless the school happens to be so far 
away from an area of dense population 
that it is geographically removed from 
open competition. To insist on strict ad-
herence to terms of a contract to the point 
that students are not allowed to use por-
traits made by non-contract studios, 
leaves school officials wide open for law 
suits from either parents or competing lo-
cal photographers. 
In his article, Roger Weber mentioned 

several statutes on which photographers 
and parents have based legal actions. But 
what is perhaps the easiest document for 
laymen to understand is an attorney gen-
eral's opinion issued several years ago by 
Jay Ashman, Assistant Attorney General, 
Consumer Frauds Division, State of Ver-
mont, which outlines the school's rights 
and responsibilities in the school contract 
issue. Cited in court actions in several oth-
er states, it says: 
"The following is a summary of an opin-

ion issued by the above named office. This 
summary is in the form of questions and 
answers so that they may be easily under-

stood by school administrators and other 
interested parties. 
"1. May a school district contract with a 

commercial photographer for the purpose 
of taking senior photographs for inclusion 
in a yearbook? 
"Yes. However school officials may not 

promise the photographer that they will in 
any way encourage students to use him 
other than to tell students that XYZ studio 
is the official photographer and there may 
be some price advantage in using its ser-
vices. The school must inform all students 
that it is their right to go to any photogra-
pher of their choice for their pictures. The 
school must publish any photograph by 
any photographer presented by a student 
so long as that photograph meets the spec-
ifications as set down by the school. The 
school must supply each student with the 
specifications for the picture to be used. 
'2. Maya school allow the use of school 

facilities in taking pictures? 
"Yes. 
-3. Maya school receive other consider-

ation from the photographer in connection 
with the contract? 
"No. The only justifications for schools 

issuing a contract for senior portraiture 
are: a) to obtain the best possible quality at 
the best possible price for seniors, b) to 
promote a smoother work flow, c) to pro-
mote uniformity in type and quality of 
photography. 
"4. How does a school obtain sports, ac-

tivity, and other candid pictures, film, and 
film processing and printing, and equip-
ment for use by students? 
"Such services must be obtained in the 

same manner as a school obtains other 
services, on a bid basis. The photographer 
taking care of this portion of the yearbook 
may or may not be the official portrait 
photographer. This contract must be en-
tirely separate from the contract for por-
traiture. A low bid for either may not influ-
ence the letting of the other contract" 

The case of students and parents 

Students and their parents often are the 
forgotten parties in the swirling controver-
sy over senior portrait contracts. And that 
really is a pity. They are, after all, the par-
ties for whose benefit yearbooks came in-
to being. And they pay for the yearbooks 
and for the senior portraits in which they 
have an emotional investment. 

It is not surprising that parents and stu-
dents whose yearbook is under contract 
are confused. Often they are told that se-
niors must use the contract photographer. 
This goes against their better judgment. 
They know that the school cannot compel 
them to use the services of any other ven-
dor who sel Is to the school district, so they 
question why they should have to use a 
specific photographer, particularly when 
they already have a business or personal 
relationship established with another pho-
tographer. When competing studios di-
rectly advertise their services to students, 
the kids and their parents are caught in the 
middle. To exercise their rights, students 
are forced to directly oppose their teach-
ers and school administration if contracts 
are strictly enforced. But if enough stu-
dents refuse to honor the contract, the 
class could, in an extreme situation where 
the administration is not willing to look 
elsewhere to procure activity photogra-
phy, face the problem of graduating with-
out a yearbook. 
If presented with a choice, I believe se-

niors and their parents would prefer to do 
business with the studio of their choice if 
this were possible without causing a major 
disruption in yearbook production. 
The current body of legal opinion (par-

ticularly as it relates to violations of stu-
dents' civil rights) is definitely on the side 
of parents and students who wish to use 
portraits by photographers other than the 
contracted studio. But many parents sim-
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ply don't want to make the kind of fuss 
that is necessary to accomplish that end if 
school policy is rigid. 

Where should PP of A stand? 

By now it should be obvious just how diffi-
cult it is for either schools or studios to par-
ticipate in yearbook contract photogra-
phy without effecting a severe clash 
among two or more of the four groups 
whose positions I have outlined. And that 
brings me to the question of where PP of A 
should stand on this issue. From reading 
letters to the editor of The Professional 
Photographer, which were generated by 
Roger Webers article, it is obvious to me 
that many members would like to see PP 
of A take a stand. Pro-contract people, of 
course, would prefer to hear PP of A say 
that it is unethical for competing studios 
to kidnap their seniors. Local studios, on 
the other hand, would like to see PP of A 
label contracts as either illegal or against 
the public interest The problem for PP of 
A, however, is that it represents photogra-
phers of both persuasions in a time when 
legal, ethical, and practical guidelines— 
at least on the subject of school photogra-
phy — are in a state of change and 
codification. 
In 1979 my husband had occasion to 

correspond with a high school principal in 
an effort to force his yearbook staff to use 
our portrait glossies in their contracted 
yearbook. In that correspondence we 
cited the Vermont attorney general's opin-
ion as precedent for our demand. The prin-

cipal, in turn, wrote to PP of A asking to 
know the position of the association on 
the matter. Without assuming an advoca-
cy position, Executive Director William J. 
Anton said: "We find the guidelines that 
Mr. Monteith has sent you more than ac-
ceptable from our viewpoint" He further 
noted that the guidelines represented "a 
fairly enlightened position, in our opinion, 
in regard to school photography con-
tracts. Mostschools still employ contracts 
for school photography. The legality of 
this arrangement is a matter of state law, 
and we are not equipped to comment on 
whether or not the guidelines that were 
forwarded to you are in keeping with 
Pennsylvania requirements" 
In my opinion, Mr. Anton's response 

was quite proper. As long as the associa-
tion represents photographers of diver-
gent points of view on a subject where so 
many gray areas still persist, I believe that 
enlightened neutrality is all that any of us 
should expect from association officers 
and directors. Indeed it is the responsi-
bility of the association to keep abreast of 
new developments on the subject and to 
stand by to assist all of us in our research. I 
do believe, however, that at this time it 
would be inadvisable for PP of A to take a 
firm stand on the issue of school contracts. 
Too many members could be alienated at 
a time when the association needs all of its 
strengths united. 
I can sympathize with each viewpoint I 

have presented. But I am firmly convinced 
that this matter will never be resolved to 
the satisfaction of all. Some will be—or at 
least believe that they have been—hurt 
Having been for so long so closely in-

volved with school yearbooks, I have fre-
quently asked myself just what the future 
might hold for all of us who are affected 
by the current controversy. None of us 
should be blind to the possibility that the 
yearbook itself could be the ultimate vic-
tim of the dilemma. That would be a pity 
for all concerned—but especially for stu-
dents and their schools. For nearly a cen-
tury, school yearbooks have been very 
much a part of Americana and have pro-
vided a rich historical resource for the 
schools they serve. To each individual stu-
dent, they are bol:i a personal history and 
a milestone of growth. 
The spectre of yearbook obsolescence 

resulting from spiraling photography costs 

and administrative confusion reminds us 
of another segment of the community 
whose interest could be damaged unless 
we behave responsibly. That is the year-
book publishing industry itself. I know 
many photographers—both contract and 
non-contract—who believe that if year-
books fall by the wayside the yearbook 
companies will share in the blame for hav-
ing encouraged schools to go down the 
costly road of expanding their books in 
size, including more color, and of prefer-
ring professional rather than student-pro-
duced activity photography to complete 
the year book. 
No matter what your point of view on 

any of the issues discussed, I believe that 
all of us can agree on two basic points: 
first, that we want to see school yearbooks 
not only survive, but succeed in operating 
on solid business bases; and second, that 
we would prefer to devote ourselves to ac-
tivities more rewarding and less taxing 
than rehashing the yearbook contract con-
troversy on a continuing basis.  III 

Ann Monteith, CPP, and her husband lames 
Monteith, CPP, are directors of Monteith's 
Countryhouse Studios in Annville, 
Pennsylvania. She is a Certified Professional 
Photographer, serves as newsletter editor for 
both the Professional Photographers 
Association of Pennsylvania and the 
Northeastern Pennsylvania Professional 
Photographers Association, and together 
with her husband is author of the PP of A 
Commercial Division's new "Learn From The 
Professionals" program on public relations 
photography. All photos for this article are 
by James Monteith. 
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Indemnification program 
update 

In January 1977, Professional Photographers of America, Inc., 
Professional Liability Insurance Trust began providing error and 
omission insurance protection through the Indemnification Pro-
gram. It covered Portrait and Commercial Professional Active 
members as well as Industrial Division Professional Active mem-
bers who chose the program. During three-and-one-half years, 
numbers of claims have increased steadily, to forty in 1979, and 
the amounts being claimed increased dramatically. 
Neither increase appears in any way to be linked to the I ndem-

nification Program's existence. Rather they seem to result from 
changing attitudes in our society and a belief that all wrongs 
should be remedied by law. In most cases a customer first learns 
of the program after he makes a claim or files a lawsuit. 
Having handled more than 100 claims since Indemnification 

Program was started, we have the following observations: 
• Claims are made against all types of association mem-

bers—well established ones who have practiced their profession 
for more than twenty years as well as novices in the field. Photog-
raphers involved include noted experts, as well as those with less-
er skills. Claims are spread geographically and are not concen-
trated in any one particular area. 
• Liability exists in ninety to ninety-five percent of the 

cases—something has happened so that all or a substantial num-
ber of the photographs contracted for are not deliverable. The 
major issue in most of these cases is the amount of recoverable 
damages due the customer. 
• A major cause of claims is improper flash/shutter synchroni-

zation. Again and again this problem crops up when a camera has 
been repaired and the photographer failed to check its synchron-
ization before going on assignment. Or the camera appears to 
have been jostled in transit to an assignment and is used without 
anyone first checking the synchronization. 
• Photographer failing to appear for assignments, particularly 

at weddings, is another common basis for claims. 
a Many cases arise when customers' expectations of what their 

photographs will look like exceed what the photographer can ful-
fill. Or photographers reasonably fulfill assignments, but custo-

"Statistics tell us that the more 
customers you serve and the 
more photographs you take, 
the more likely it is that claims 
will be made against you." 

BY SIDNEY C. KLEINMAN, CR.PHOTOG. 

mers, for various reasons, will notaccept the results. Forexample, 
a small claims suit was brought against a photographer, even 
though he cautioned his customers in advance that photographic 
materials could not faithfully reproduce colors worn by the wed-
ding party, without distorting the flesh tones, due to the phospho-
rescence effect of the film. But the customer still believed she 
had been damaged. 
• A potpourri of claims relate to poor processing by photogra-

phers, or to inadvertent failure to take certain photographs at an 
event like a wedding. 
Many claims can be avoided by carefully checking equipment 

before each assignment, by adopting a double entry system for 
booking appointments, and by reviewing what representations 
you make concerning the type, style and quality of photographs 
you will take on an assignment, and by otherwise attempting to 
systematize the way you handle and execute all assignments. 
Sometimes, however, no matter how hard you try to avoid 

them, claims will be made. The photographer, for example, who 
had the phosphorescence problem could not have acted more 
professionally or ethically in that case. He did all he could, and 
more than was required. Nevertheless, in the small claims court, 
despite presentation of convincing technical evidence, the judge 
made an award to the customer. 
Statistics tell us that the more customers you serve and the 

more photographs you take, the more likely it is that claims will 
be made aga inst you. The key is to take whatever steps you can to 
reduce the number of such instances that may occur. 
If a claim is made against your studio or you know of circum-

stances which may result in a claim, follow these steps: 
• If a claim is made to you in writing, call the PP of A Indemnifi-

cation Administrator, then immediately send her a copy of that 
written claim. If a claim is made orally, immediately take notes 
on what the customer says, writing down to the extent possible, 
the exact words used by the customer and the complaints made. 
Again, immediately contact the Indemnification Administrator 
at the association and mail her a copy of your notes. 
• It is in your best interests, aswell as those of the trust, that you 

notify the Indemnification Administrator as soon as any claim is 
made or you have reason to believe one will be. Speed here may 
have a direct bearing on your coverage under the trust as well as 
the ability of the trust to successfully dispose of the claim. 
• As soon as possible, gather together all materials, documen ts 

or other evidence which relate to the claim. Without this 
documentation it is very difficult, if not impossible, to evaluate 
and process your claim. 
a You may decide to settle some complaints outside of the 

trust. You are free to do this. However, you are then solely respon-

(C wtinued M page 74) 
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Build your business 
with postcard photography 
BY NORMAN ODOM 

Model poses for publicity photograph 
outside Pili's Boutique in Old World 
shopping center. 

To be a successful commercial pho-
tographer, you have to know your market 
and your customers. You also have to 
know your product My prime customers 
are owners of small shops and businesses 
in shopping centers. They are independent 
merchants with a limited amount of mon-
ey for their advertising budgets. I offer 
them standard advertising and promotion-
al photography, but I also have a special 
product postcard photography. 
Almost two years ago, I got involved in 

postcard photography when a unique 
shopping center opened near me in Hunt-
ingdon, California. Called "Old World," 
this center is comprised of fifty indepen-
dently owned shops; each shopkeeper 
lives above his store, European style. I 
spent a day there when it f irst opened, and 
shot one roll of color film with a 35mm 
camera. When 1 returned with the prints, 
one of the shopkeepers bought all of 
them. Soon I discovered other merchants 
wanted photographs for both commercial 
and personal use. 
Now I am basically doing two kinds of 

photographic work for my storeowner cli-
ents. I provide photographs for newspaper 
ads and promotional flyers, and photo-
graph special events like New Year's Eve 
and July 4th celebrations, Mardi Gras fes-
tivals, Easter and Christmas parades, and 
other activities. But the most unique ser-
vice I offer is personalized postcards. 
Color postcards are one of the most 

cost-effective forms of promotion. They 
can be used as direct mail advertising, or 
given as souvenirs to customers. Many 
merchants are very interested in adding 
postcards to their promotional budget 
In Old World, and elsewhere, I begin 

soft sell by introducing myself to the own-
ers. I distribute business cards and ball 
point pens printed with my name, phone 
number, and occupation. Then I show 
prospective buyers the photographs in my 
portfolio, mostly photos related to the col-
or postcard business. I also bring samples 

of postcards I have sold in the area, and a 
written estimate of prices. In addition, I 
usually give a client a sample photograph 
of his store showing how it would look on a 
color postcard. 
The client already knows his costs for 

newspaper and other forms of advertising, 
and now wants to know the quantity cost 
for postcards from various publishing 
companies. I point out that the color post-
card is inexpensive but effective, especial-
ly for direct mail advertising. If he has not 
already done so, I recommend that he 
compile a list of his customers and their 
addresses for direct mailings. 
While writing up an order, I offer to 

compose the copy and select the type size 
and style for the back of the card. Some-
times I suggest that the client use a front ti-
tle on the photo side of the card. Besides 
showing printed samples of my own post-
cards, I show the client several provided 
by the publishers. It seems to be a good 
procedure to let the client look through 
the publishers catalog. If he shows inter-
est in an item, I quote prices. 
I have found that it is extremely impor-

tant for the salesperson to be a good listen-
er. The client makes comments which give 
you clues aboutwhat he really needs. I am 
always prepared to answer questions 
about products, services and prices. 
I generally recommend that the owner 

start with the minimum number of cards: 
3,000. Usually, a client will reorder about 
once a year. In helping him estimate his 
initial needs, I determine how the client is 
going to use the cards. Will they become 
direct-mail advertising pieces? Be sold for 
souvenirs? Or will the postcards be given 
away to customers? 
The cost of the cards varies with each 

publisher. Theircatalogs include prices by 
size and quantity. They also specify the 
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amount of the deposit required, which be-
comes the salesperson's commission. The 
salesperson also receives a commission 
for any extras ordered, such as front titles 
or multiple pictures. 
For both indoor and outdoor photogra-

phy, I use 35mm cameras, Nikon bodies 
and Nikkor lenses; usually I work with a 
28mm lens. For exterior views, I use Veri-
color II or Kodacolor 11; a polarizing filter 
wil I deepen the blue of the sky, and reduce 
glare or eliminate reflections from store-
front windows. For indoor photos, I use 
Kodacolor 400 and put the camera on a tri-
pod; here a wide-angle lens is essential. For 
the most part, available light is sufficient 
for indoor photographs, but sometimes I 
add electronic flash. 
After the client has selected the photo-

graph he prefers, I have it enlarged to 
8"40". The photographer must allow for 
cropping, and must give the publisher spe-
cific directions for cropping. A release is 
necessary if people in the photograph can 
be recognized. 
If a transparency is used, most publish-

ers prefer a 4"x5". It must be extremely 
sharp, correctly exposed, and free of im-
perfections like scratches and blemishes. I 
use Kodachrome film for transparencies. 
Publishers can produce a top-quality 

card from either the 8"x10" print or the 
4"6" transparency. I prefer the 8"x10" 
print with clearly-marked cropping in-
structions. I always ask for a Color Key 
proof, even though there is a small addi-
tional charge for this service. This proof 
will prevent delays and disappointments 
caused by undesirable cropping, typo-
graphical errors, and other mistakes. 
Producing high-quality work is the most 

important part of my job, but I also like to 
promote goodwill among my clients. I do 
something special for each of them from 
time to time. Sometimes I give a picture 

Exterior photographs of businesses are most 
popular for postcards. Two photographs on 
one card (center), and cards with type on the 
photo (fourth) are optional. 

Postcard Publishers 

The following companies publish color 
postcards: 
1. American Printing and Envelope, 
900 Broadway, New York, NY 
10003 

2. Dexter Press, Route 303, West 
Nyack, NY 10994 

3. Dynacolor Graphics, Inc., 1182 
N.W. 159th Drive, Miami, FL 
33169 

4. Kier Photo Service, Inc., 1627 E. 
40th Street, Cleveland. OH 44103 

5. Koppel Color, 153 Central Avenue, 
Hawthorne, NJ 07507 

6. Rudolph Kormunda 6 Associates, 
3808 South Grove Avenue, 
Berwyn, IL 60402 

7. McGrew Color Graphics, 1615 
Grand Avenue, P.O. Box 19716, 
Kansas City, MO 64141 

8. Mirro-Krome, H.S. Crocker 
Company, Inc., 1000 San Mateo 
Avenue, San Bruno, CA 94066 

9. MWM Color Press, 107 
Washington Street, Aurora, MO 
65605 

10. Waltz Photo, 438 6th Street N.W., 
Canton, OH 44701 

frame for an enlargement, or a display 
rack for holding postcards. To every client 
I give a personalized calendar with a pho-
tograph of his shop or family. Calendars I 
use are available from Porter's Camera 
Store, P.O. Box 628, Cedar falls, IA 50613. 
1 also distribute my personalized ball 

point pens very generously. These are 
available from National Press, Inc., North 
Chicago, IL 60064. Request a catalog and 
a sales kit from this company, because it 
sells many specialties besides pens. 
Once your postcard customers get to 

know and trust you, they will come to you 
with all their photographic needs. Butfirst 
you have to get to know them, and be on 
hand with the services they require. 

Norman Odom lives at 3161 Oak Knoll Drive, 
Los Alamitos, CA 90720. 
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I r�UND IT! 
an easy way 
to keep track 

of orders 

BY MADELEINE B. McGINNIS 

■ In order control system that is accu-
rate but simple is mandatory for any pho-
tographer, unless you want to appear care-
less and disorganized in the eyes of your 
clients. Every customer deserves accurate 
information, quickly. How often are you 
able to give it? 
Let's listen in at Home Studio as the tel-

ephone rings. 
The receptionist, Shelly, says, "Home 

Studio. May I help you?" 
"This is Miss Cox. Is my portrait order 

ready yet?" 
In some studios, Shelly might say, "I'll 

see if I can find it." Several minutes would 
pass as Shelly desperately searched and 
Miss Cox wondered about her order. "I 
can't find your order now," Shelly finally 
would admit "Will you call back later?" 
This is a very confusing answer, because 
Miss Cox does not know if her order is lost 
or misplaced. She may even begin to ques-
tion whether she should have given her 
portrait business to Home Studio at all. 
It would have been much better if Shel-

ly could have answered, "Miss Cox, your 
order was placed on the 16th, and is ex-
pected shortly. We'll call you the moment 
it's ready to pick-up." She could then veri-
fy the telephone number and address and 
conclude with: "Thank you for calling, 
Miss Cox." 
Of course, we all like the second an-

swer. But, how do we assemble order in-
formation so that it is always up-to-date 
and available to guide quick responses to 
client inquiries? Preferably, we should cre-
ate a system that requires a minimum of 
time and investment. Production Control 
boards or computers require large work ar-
eas, large investments and many hours of 
training. In many small studios, space, 
time, and capital are in short supply. 
In my studio, we developed a simple, 

step-by-step system which keeps track of 
our orders. Several of the items we use can 
be purchased from office supply stores. 
We start with a carbonless Super Sales 

Book, Form 55-3. It has duplicate white, 
canary, and pink pages, numbered in sets 
of fifty per book; its available through 
New England Business System, Groton, 
MA 01450. Have your name, address, and 
telephone number printed at the top of 
each sheet. Label the books "weddings," 
"seniors," "copy and restoration," "sit-
tings," "passports," "portraits " "miscella-
neous,"  or whatever suits your business. 
Enter each order in the appropriate 

sales book. (The Cox order would be in 
"portraits.") Use the top white copy in the 
studio to identify the order, leave the ca-
nary copy attached in the sales book for 
permanent reference; and give the pink 
copy to your customer. 
Fold the white sales ticket in half from 
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top to bottom at the middle. Turn the tick-
et so you can read the customer's name. In 
this position, turn the page so the left edge 
is on the bottom. Print the customer name 
in dark ink on the bottom edge. Insert the 
ticket into folder marked "lab" for orders 
out for processing and previews. A loose 
chronological arrangement works well 
here. In our studio, we hold these orders in 
a Victor Recordex Folder, W 1840 M, by 
Sperry-Remington, available through The 
Office Shop, Batesville, IN 47006. 
When the Cox previews and negatives 

arrive from the lab, pull the ticket and 
place it in the preview/negative envelope 
for identification. Also apply a copyright 
stamp to previews and transfer f iling infor-
mation to negative envelope. Then place 
the previews in a folio and keep the white 
sales ticket with the folio. File the folio al-
phabetically, for easy access upon cus-
tomer pick-up. 
Mark a second Victor Recordex "out' 

for previews that are out of the studio with 
the client When the customer picks up 
previews and pays the deposit, note the 
amount on back of the ticket, and file it 
chronologically in the 'but' Recordex, 
with the name showing clearly. If one tick-
et is alone, with empty spaces all around 
it, you can immediately tell that previews 
have been out too long. Usually a tele-
phone reminder quickly takes care of re-

E 

f 

C 

turns. It is seldom necessary to follow up 
previews if you make a definite return ap-
pointment when previews are picked up. 
When Miss Cox returns to place her or-

der, retrieve the white Cox ticket from the 
"out" Recordex. Make a new ticket to re-
cord the sale, and then throw out the old 
sitting ticket 
From the new Cox ticket, place the or-

der with your lab. We file orders in Victor 
Visible Portrait Books, also available 
through The Office Shop. Order several 
different Victor Visibles if you wish to ex-
pand the system, and use separate ones 
for weddings, portraits, or other catego-
ries. Or, since the capacity is 118 pockets, 
you can divide a single Victor Visible into 
sections to suit your needs. Print the name 
in dark ink at bottom rightof ticket Add to 
bottom left the date you had the order 
shipped to the lab. 
You need a special fold to fit the ticket 

into the pocket with the name and date 
showing. Place ticket face up with the 
name at the top. Start by folding under 
from top to bottom at left, using as a guide 
the divider line between quantity and de-
scription. Fold top under at address line. 
Crease both folds flat Turn ticket over so 
YOU can read the name. Next, fold bottom 
edge to new top, exactly in half, so the 
date and name show. Practice the fold un-
til it is easy and convenient File the ticket 

To fold order properly, place ticket 
face up with name at top, then fold 
under at left oneand-onequarter 
inches from left side (Ej Fold top 
under at address line, and crease (Fj 
Fold bottom edge to new top to 
form a 4 X 70" ticket with 
important information showing. 

in the Victor Visible book, and keep it on 
the receptionist's desk. 
When the order is ready, remove the 

folded ticket from the Victor Visible and 
place it with the order for identification. 
After the client is notified, the ticket 
leaves with her. 
With this system, your receptionist can 

find any orderquickly. Shelly only needed 
to know that the order was a portrait to 
turn to the correct book, find "Cox," and 
give a knowledgeable response. 
This system has easy built-in expansion. 

Just add Recordex folders and Visible files 
to meetyour volume needs. It is simple, in-
expensive, and requires a minimum of 
space. Part-time employees as well as the 
boss can learn how to use it—clients need 
not call back for information simply be-
cause the receptionist is not available. 
If you give your customers a date to ex-

pect the order, they will seldom call be-
fore then to inquire, especially if you have 
a good track record in the community. But 
those who do call, will find you always 
ready with accurate and fast responses.% 

Madeleine McGinnis and her husband own 
McGinnis Photography, R.R. 6, Box 293, 
Street Road 44 West, Connersville, IN 
47331. They are members of PP of Indiana, 
Indianapolis Photographers Guild, Winona 
Photography School Alumni Association, 
and PP of A. Photos by Ice McGinnis. 
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Personnel point the way 
to perfection 
BY DON PETERSON, M.PHOTOG.CR. 

Perfection. Of course, we'll never 
achieve it, but if we constantly try to up-
grade our work, we can daily, weekly, and 
monthly see improvements. These not on-
ly increase our financial return, but pro-
vide tremendous personal satisfaction. 
While doctors deal with sickness and 

death, lawyers with heartbreak and trag-
edy, our profession deals with romance, 
happiness, and lifetime memories. This is 
why I believe we're in the world's best 
business. When we feel good about what 
we're doing, its natural to want to do it 
better, so we always should consider how 
we can improve. 
I asked my photographers how they felt 

they could do better jobs, produce better 
quality, and get increased satisfaction 
from what they do. Here are some ways 
they felt they could achieve these: 
• Consistently produce sharp, salable 

images in any environment or location in 
minimum time. 
• Constantly learn new techniques or 

improve old ones, and become efficient in 
using commonly accepted methods. 
• Know equipment and its functions. 
• Properly pose a subject or place lights 

to produce flattering portraits. 
• Make the clients feel they are in a pro-

fessional atmosphere, but make them 
comfortable, too. 
• Make a friend at each sitting; recog-

nizeeach person's unique personality, and 
try to capture that uniqueness on film. 
• Communicate with clients and be ea-

ger to serve all their needs. Ask questions. 
• Relay a feeling of assurance, knowl-

edge, and confidence. 
• Earn business. If a photographer 

shows clients style and confidence, cus-
tomers will come back with more busi-
ness, or they will tell friends. 
They might have added service and sat-

isfaction, playing a part in the community, 
or learning to become better business-
men. The important point to me, however, 

is that they were thinking, and came up 
with some pretty good answers. Why not 
try this exercise with your staff? It might 
provide a fresh perspective for all of you. 
I also turned to my sales people for sug-

gestions and advice. I asked Evelyn Lipp-
man, my top receptionist and merchan-
dise manager, what she needs and expects 
from a photographer. She has been with 
me for twenty years and is very good at 
teaching sales and reception techniques. 
Her answers were simple and direct 
What does a receptionist need from a 

photographer? A level disposition; enthu-
siasm for his work; a professional attitude; 
a good job on plain customers as well as 
pretty ones; readiness to do an extra sit-
ting; willingness to take constructive criti-
cism from receptionists, because they 
have to sell his work; and continued 
growth, even from a master. 
Evelyn also expects suggestive selling in 

the camera room. We train our photogra-
phers to ask questions. If they have natural 
rapport and know how to visit, questions 
come naturally and easily. Questions like 
"Where do you plan to hang this portrait?" 
or "What size wall will it be on?" many 
times will result in the customer buying a 
larger portrait. 
E nthusiam and excitement are catching 

and generally result in more sales. As a 
photographer works, he can try phrases 
like, "This is beautiful—this is the one 
you'll want for your husband's office!" 
and "That's the expression I wanted— 
your mother will love this one." 
In the camera room, you have a captive 

audience. If you have finesse and make 
suggestions, you'll find that the subjects 
respond and soonyou'll be taking portraits 
of the whole family for special events— 
graduation, business promotion, births 
and weddings. The key is being interested, 
asking questions, making the right sugges-
tions, and making a friend of each subject. 
A photographer also should follow up 

with questionswhen the receptionist intro-
duces a business person. If Mr. Smith is 
president of a certain company, encour-
age him to talk about his job. Find out how 
you can serve him and his company. Per-
haps you can arrange to photograph the 
"Salesman of the Month," or make a com-
posite of officers for the wall or framed 
portraits for the board room. He might 
also need a group portrait of his employ-
ees' families as the company's Christmas 
gift, or photographs for his annual report. 
And he might have commercial jobs that 
you (or someone you recommend) can do. 
The receptionist has laid the ground work, 
and this is the type of follow up she ex-
pects from the photographer. 

Peterson and his staff photographers make 
portraits outdoors by available light as well 
as in the studio. 
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To light studio portraits, Peterson usually 
uses a 50w/s main light, and a brighter fill 
through a translucent umbrella. Basic 
exposure is 0/8. 

Offer guest cards. We do this with great 
success. But we give them out only when 
we know there is really good potential for 
another large order. So often people need 
a reason for being photographed, and 
without it they may wait another five or 
ten years. 
In the camera room, when we are pho-

tographing someone from whom we ex-
pect a good order, we might ask, "Mr. 
)ones, how long has it been since you've 
had a good portrait of your wife?' He 
could reply, "I've been trying to get her 
photographed for years." We then give 
him a dated guest card and say, "if you 
can have her come in within the next thirty 
days as our'guest,' it will save her the sit-
ting charge." Now she has a reason—not 
only does her husband insist, but she can 
save the sitting fee. We can expect anoth-
er good order. 
Evelyn also expects the photographer 

to help sales people when they are rushed. 
Every studio has its busy season, when re-
ceptionists need help. It is ideal if photog-
raphers are well-trained and able to do any 
job in the sales area, but time spent im-
proving and updating shooting skills often 
precludes this possibility. 
We have certain jobs photographers 

can do, which require minimum training, 
yet free receptionists for more critical 
matters. Photographers answer phones, 
make appointments, deliver previews and 
finished orders, sell frames with delivered 
portraits, and greet and seat customers un-
til a receptionist is free to take the order. 
One of the most helpful things I everdid 

was set up a critique exchange with a pho-
tographer friend. I found a photographer 
in a town thirty-five miles away who was 
eager to better his photography, his sales 
and his management We both felt that 
our studios needed to be judged— through 
the eyes of an outsider—and agreed that a 
hard-nosed, critical monthly appraisal was 
necessary. 
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Sam was photographed as part of a pet photography promotional campaign. After one ad, the 
Peterson studios received over 100 calls from pet-owners. 

I would meet him at his studio at nine in 
the morning with a notebook and pen in 
hand. All day long I made notes of every-
thing that I thought could be improved. 
This could have been a shelf for a frame 
display, the lock on the bathroom door, 
the way the phone calls were handled, the 
lack of attention given to a customer, the 
poses and lighting changes I would make. 
When the studio closed, over a steak 

dinner I would open my notebook and 
carefully explain everything I could find 
wrong with his operation—everything I 
thought would improve his studio and his 
photography. 1 included new props he 
should have, changes in equipment, better 
sales techniques, and management and 
promotional ideas that worked for us. 
The next month, of course, he did the 

same thing for us. We discovered that 
each of us had good ideas that would help 
the other's studio, but often we were so 
c lose to ou r own business that we couldn't 

see our own mistakes. The improvement 
in both studios was tremendous and I 
heartily recommend this procedure for 
any photographer who wants to improve. 
Beyond this, I recommend that you: 
• Remember the violinist who stepped 

off a bus in New York City and asked a pas-
serby, "How do you get to Carnegie Hall?" 
The stranger answered him, "Practice, 
practice, practice." 
• Ask your sales people which poses 

and which special effects sell, and drop 
those that don't. 
• Attend your local professional pho-

tographers' meetings, state, regional and 
national conventions, and sit near the cen-
ter aisle so you have a good view of the 
demonstrations. 
• Attend any seminar that sounds help-

ful, and take good notes. Then list the best 
ideas from these meetings and concen-
trate on putting one a week into practice. 
• Make a short teaching outline and 

teach what you have learned to your asso-
ciate photographers, or photographer 
friend. You'll find the teacher always 
leams more! 
• Remember if an idea works for some-

one, somewhere, regardless of the size of 
his town or studio, it can be adapted to 
work for you. 
• Think of each subject as your assign-

ment for the next print competition and 
you will definitely do justice to that sitting. 
It may not make a competition print but 
you may be sure that your photography 
will improve in the process. 
• Study the works of the old masters as 

well as the works of contemporaries. 
• Peruse magazines, like Modern Bride, 

Vogue, and Seventeen, for poses that you 
can add to your scrap book. 
• Experiment—try something different 

and you're sure to add new poses to your 
repertoire. 
Now take another look at yourself and 

your assistant photographers. Can these 
suggestions help you? Can you add to 
them? Improving just one facet of your 
performance will get the ball rolling. Soon 
you will be able to say honestly, "Every 
day in some way we're getting better and 
better." 

Don Peterson owns Don Peterson Portraits, 
Inc., at Kipling Plaza, 10113 West 37th 
Place, Wheat Ridge, CO 80033; and Jewell 
Square, 7873 West Jewell, Lakewood, CO 
80226. He has contributed several articles to 
The Professional Photographer. 
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Don't CU MTE 
Your talent! 

Proofs are your first 
exposure to your customer. 
If they're n8t up to grade, 
your sales plunge. 

Associated Photographers 
offers top quality printing 
at reasonable prices 

I ti 
We use Kodak paper 
Fora good look. 

Write or call Customer service today. 
Toll-free 800-821-7802. Missouri 816-931-3318 

associated 
photographers, inc. 

A & 1710  Main, Kansas Cltr, h1 U W 1 I I 

Wan'na beat 
the price rise on 
under-grad packages? 
Check Associated Photographers' 
inflation-fighting PIK• A - PAK program ... 

11 print sizes available — you can offer 
packages priced to fit any family budget. 

Fast service on yearbook glossies, I.D. 
glossies, etc. 

Classroom groups and composites 
available. 

We supply sales aids and advertising 
plans to help promote your sales. 

We use Kodak paper 
J Fora good look. 

Call toll-free 808.821.7802 
(Missouri 816-931-3318) for details 
from Kenney James or Hall Burkindine. 

associated 
photographers, inc. 

A & 1710 Main,  Kansas Citv. MO 64111 

Quality 
Senior Portrait 
Packages 
at prices 
you can afford 
• Incoming orders confirmed in writing 
• Film Processing and proofing 
• Individually identified packages 
is Free texturing 
• Free die-cut wallets 
• Free postage on orders of $10 or more 
• Scheduled shipping dates 
• Yearbook glossies shipped ahead upon 
request 

• Experts to handle your special needs 

YOUR SENIORS ARE SAFE WITH US 

We use Kodak paper 
J Fora good kook. 

Send for your FREE 
information pack today 
Write or call customer service 
toll-free 800-821-7802 
Missouri residents 816-931-3318 

associated 

A& photographers, inc. 
1710 Main, Kansas  City, MO 64111 
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pro motional creativity 

BY JOHN M. SINCLAIR 

Kidsworld —no small investment 

For our small-town business, the most 
profitable photography has always been 
families, seniors, and weddings. So why 
did we develop a baby portrait program? 
As in towns and cities everywhere, nine-

ty-nine-centers had a handle on the chil-
dren's market in our area. Since baby pho-
tography is especially meaningful to 
young parents and proud grandparents, 
we felt that a local, continuing program 
would provide a superior service. 
We developed our initial baby portrait 

program by contacting new parents. Our 
letter promised a series of baby portraits to 
be taken in our studio when the child was 
four months, seven months, and one year 
old. We provided a complimentary sitting, 
plus three color portraits in a special three-
opening oval mat. It was a speculation 
program that immediately caught on. 
After several years of offering compli-

mentary services, we began to learn some 
basic facts about human nature. For some 
time, parents were willing buyers, but the 
percentages began to change. In spite of 
our stronger efforts, sales went down and 
the program shouted for help. We needed 
a detailed accounting and analysis of the 
program, and survey of our customers. For 
several years, we were handling many 
babies per week, and over 1,200 children's 
sittings per year. We had to come up with a 
creative solution, and we did: Kidsworld. 
When we first announced Kidsworld 

through our direct mail system, we em-
phasized children's portraiture, available 
through an established local photogra-
pher. No longer was the program limited 
to babies only. All children through age 
twelve were invited. We offered a choice 
among three pre-paid packages ranging in 
price from $9.95 to $17.95. During fifteen 
minute sittings, we photographed three 
poses. Up to three children were allowed 
in each sitting, with any mixture of 
children per pose. We made only a small 
charge per head for additional children. As 
the second year of Kidsworld begins in 
1980, we have totally revised the pack-
ages, and now offer several more. 
We had to incorporate special time lim-

its into our scheduling because of our 
heavy portrait load. Since we are busiest 
with families, then seniors, weddings, and 
some fifteen schools, we had to develop a 
schedule that was workable for the studio 
and parents year-round. Every Wednesday 
we set aside one camera room for children 
and babies, and we include one Saturday a 

month to accommodate working parents; 
sittings are by appointment only. We 
schedule appointments from ten in the 
morning, to as late as five in the evening. 
Often customers want several packages, 
so they need several appointments. 
To begin with, we created three simple 

packages, similar to those obtained from 
department store photographers. The 
small package consisted of one 3%"0" 
and two wallets on each of the three 
poses, making a total of three 3%T'x5"s, 
and six wallets, with folders for the larger 
prints. The middle package had one 5"x7" 
and two 3%"x5"s for pose number one, 
and two 3%"x5"s and four wallets for 
poses two and three. For the larger pack-
age, we printed one 8"x10", one 5"x7" and 
four wallets on the first pose, and one 
5"x7", one 3%,"x5", and two wallets for 
each of the other poses. Each package had 
folders for the larger prints and was wrap-
ped in our special school plastic bags. 
We know now that this package offer-

ing is basic for initiating confidence and 
comparison from customers. From this ex-

posure through Kidsworld, we have deve-
loped an improved program for the sec-
ond year. Each package is priced to bring a 
profit, limited as it may be, and our book-
keeping accounts for each invoice from 
the lab and shows the profit we must have 
to continue Kidsworld. 
An offering of five pre-paid packages 

provides better selection and has improv-
ed our profits. Instead of the A-B-C pack-
age approach, we now title each package 
to add some fun to the selection process. 
Our L'il Stinker (Skunk) package con• 

sists of three 3%"x5" photographs, and we 
print up one extra on each pose; that's a to-
tal of six prints, with three sold as over-
prints, which is necessary due to printing 
problems in the lab. We seldom fail to sell 
the overprints, which improves the profit 
of the Skunk package. The Bunny pack 
contains one 3%"x5" and four wallets on 
each pose. The Puppy calls for one 5"x7" 
and two 3%"x5"s in one pose, and two 
3'/,"x5"s and four wallets on the other 
poses. For the Ducky package, we offer 
one 8"x10" and one 5"x7" on the first 

(Above) Up to three children may be photographed in one 
Kidsworld package. A small charge is made for each 

additional child. (Right) Sinclair's basic lighting set up is: 
(A) camera; (B) 4x4' posing table- (C) Soff Box for main light, 
(D) Skylighter for fill, (E) hair light; (F) focus light connected to 

camera control. 

+E 
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pose, and one 5"x7" and one 3'/,"x5" and 
four wallets on the other two poses. Bring-
ing up our largest package, the Monkey, 
we give one 11"x14", one 5"x7" and four 
wallets for one pose, and the other poses 
include one 5"x7", two 3%"x5"s, and four 
wallets each. Again, folders and plastic 
bags are included. 
Most portrait studios have a distinct ad-

vantage over department-store competi� 
Lion. If you use an appointment system, 
parents wil I appreciate not having to stand 
in line and wait in crowds with crying ba-
bies. With parent and child in the camera 
room receiving personal attention, your 
success ratio has to increase. 
Another strong advantage is in lighting 

and print quality. We use three lights and 
maintain simplicity and consistency. After 
careful testing, our lights are strung and 
we stay with one system. Our main light is 
a Soff Box and our fill light is a Skylighter. 
We also use a hair light with no back-
ground light We do not lock in our light-
ing; the main, or key, light is moved, but 
exposure consistency remains the same. 

Baby portraiture is especially important to new 
and young mothers. 

Our testing is set for fj8, maintaining a 
three-tonne lighting ratio. Variety in light-
ing and posing helps sell portraits, but neg-
ative quality is imperative. 
We use two different cameras for Kids-

world to simplify matters for ourselves 
and our lab. On a day with a lighter sched-
ule, we may use the RB67 and multiple 
backs, making sure that matching pack-
ages are on each roll of film. When the 
long roll camera is used, which is ninety-
eight percent of the time, we rely solely on 
slating for each package, for the sake of 
the lab and identification. In order to 
maintain a quality print, we vignette on 
both cameras. With the long roll camera, 
we use split frame on 70mm VPS film. 
We have simplified our camera room 

with a four-foot-square table set upon saw-
horses. Rubber bumpers on the sawhorses 
help avoid slippage and falling. A variety 
of blankets give us color changes, and 
with motorized background control, we 
can easily get any look we want One way 
to please parents is to have variety in pos-
ing, along with captivating expressions. 
By now I must nearly qualify for my 

masters degree in bubble blowing. Al-
most every toy and Vick known to our 
staff is used to elicit good expressions, and 
when all else fails, we turn to bubbles. 
Large supplies are kept on hand and used 
successfully. I work with a long trip cord, 
which allows me to leave the camera and 
work closely with the child. I have learned 
to throw myself out of camera view at the 
moment of exposure. 
We have a play area for the children, su-

pervised by our "baby lady," who has sole 
responsibility for making the Kidsworld 
program work. Custom furniture and a 
play area automatically signal to the chil-
dren that this is a fun place. We have a 
"good kids" reward for older children, a 
certificate which entitles them to a free ice 
cream cone at a local fastfood house.Our 
baby lady is in love with all the children, 
and she remembers them by name on 
each meeting. She handles all business 
transactions and maintains all records; she 
also contacts parents for appointments, 
and confirms them before the sitting. 
Our studio uses direct mail for most of 

our advertising and personal contacts. 
Printing and mailing equipment are in-
house and improve our efficiency. Our 
mailing system is categorized so we can 
mail simply to our child customers, or to 
ourgeneral list more than three thousand. 

Several tools add interest and enthusi-
asm for both the staff and customers. 
When we make the first contact we offer 
a new baby special: half price on our small 
package when the baby is four months 
old. This is not valid after the fourth 
month. We have the new parents call in 
immediately, and we place their names on 
our calendar, then we call them when the 
baby is old enough to pose for its first pro-
fessional portrait. 
Another tool is our "Choose-A-Bonus." 

With each Kidsworld package delivered, 
parents receive four coupons good for $1 
discounts on any future Kidsworld pack-
age. When all four have been used, par-
ents are eligible to choose a bonus. Com-
pliments of the studio, they receive a new 
Kidsworld package selected by us, or an 
11"44" from any previous Kidsworld sit-
ting, or a free sitting for the entire family. 
As you can imagine, the spinoff busi-

ness generated by this branch of the studio 
is difficult to account for. We do know it 
affects our family sitting schedule in the 
summer and fall. And we continuously 
add more children's names to our top-of-
the-line creative sitting schedule, which in-
cludes indoor and outdoor photography. 
Of necessity, price increases and con-

tinuous analysis must be realistic for times 
like these. We know how our program 
works in this small town of 5,500 people, 
and feel that studios wishing to service all 
levels of their communities can develop 
something similar and benefit from it We 
have a love affair with children—their 
lives and expressions area blessing to us as 
well as to their parents. 

John M. Sinclair owns Sinclair Shutters, 5106th 
Street Rupert ID 83350. He won Best of Idaho 
awards in 1976, 1977, and 1979 Professional 
Photographer of the Year in Idaho in 1977 and 
1979, and judges Choice 1976 through 1979. 
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practical pointers 

by Ross Sancidal 
M.Photog.Cr. 

External power packs revisited 

Januarys "practical pointers" discussed 
alternate battery packs for two popular 
electronic flash units, the Rollei E36RE 
and the Vivitar283. It generated much in-
terest—over 100 responses. This column 
will answer some of the most frequently 
asked questions. 
Many electronic flash units are excel-

lent, but they do not offer enough flashes 
per charge. Or the batteries, if removable, 
do not have sufficient capacity for the 
kind of workout that a professional pho-
tographer frequently gives them. Most 
electronic flash units were developed for 
amateur rather than for professional 
needs. But sometimes the batteries are re-
movable so that the capacity can be ex-• 
tended by carrying extra batteries. 

A hole drilled in a Rollei 140RE5 flash unit 
accepts a cord that leads to an external 
power pack. 

A good example of this problem is the 
Rollei 140RES, which has a head that re-
volves 180 degrees for bounce flash. This 
automatic unit works well for candids. But 
its non-removable batteries are limited 
usually to thirty or forty flashes per battery 
charge. To convert the unit to handle pro-
fessional needs, we disassembled it and re-
moved the batteries. Then we drilled an 

eighth-inch hole in the case and inserted a 
length of two-conductor microphone ca-
ble. (We used the shielded cable because 
it is very flexible.) Then we soldered the ca-
ble to the leads attached to the batteries. 
Since this unit uses a six-volt power supply, 
we put a three-pin Jones plug on the end of 
the cable so that we can use the same ex-
ternal power pack thatwe use for the Vivi-
tar 283 unit 
Actually, it is not difficult to assemble 

an external power pack for any electronic 
flash unit, which uses nicad or alkaline 
batteries. Observe some basic precau-
tions. Discharge the capacitor before 
working on the unit (a 20,000-ohm, five-
watt resister works well for shorting across 
the capacitor). Observe proper battery po-
larity. And ensure that voltage of the exter-
nal power pack does not exceed voltage of 
the original batteries. 
Many of you have made adapters or 

power packs for various electronic flash 
units. Please send me a photograph of 
your modification, along with a brief ex-
planation of how you did it, so I may pass 
along your idea to other readers, with 
credit to you, of course. 

Dave Rittenhouse made this adapter for a 
Rollei E36RE from a plastic rod. 

Dave Rittenhouse of Houston made an 
adapter for the Rollei E36RE. It is simply a 
piece of plexiglass rod (any non-conductor 
will work equally well) four inches long, 
and one-and-a-quarter inches in diameter, 
with a three-sixteenths-inch hole drilled 
through the core. The negative end is tap-
ped for a t%' VOTPlx%" bolt Dave filed a 
groove in the threads to bring the wire up 
to the top, where he placed it under the 
head of the quarter-inch bolt At the other 
end of the adapter, he used a female RCA-
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type connector. Then he drilled a hole in 
the centerof the regular Rollei battery cap 
so that the RCA plug projects through it 
when the adapter is used in place of the 
regular battery. 
Dave plugs the cord from his external 

power pack into the RCA plug on the 
adapter, and he's ready to operate. Al-
though he has had no problems using an 
RCA connector, I prefer using connectors 
that have a little more positive fit, to stand 
a little more strain. 

Here an RCA plug protrudes through a hole 
drilled in the bottom of a battery case cover. 

Because Dave uses his unit for Little 
League pictures, where his location is corn 
fined to a fairly small area, he uses a 
twelve-volt motorcycle type battery. The 
lead-acid battery has a considerable 
amount of stored energy available, but it is 
somewhat limited in its mobility, and has 
the danger of spilled acid. 
Several readers have suggested using 

new gel cells, but I have had no experience 
with them. 
Fred Beer of Canada, because of the 

high cost of batteries there, has made sev-
eral suggestions. He uses six-volt dry cell 
batteries commonly referred to as lantern 
batteries. He wires several of them in se-
ries to obtain the necessary twelve volts, 
and places the pack in a gadget bag. In-
stead of making an adapter, Fred uses two 
alligator clips to make the connections in 
the handle of his Rollei unit He says these 

batteries recharge well with an Archer 
charger from Radio Shack, at a very slow 
rate. Fred says this procedure is not recom-
mended by the manufacturer, but that he 
has had no problems with it. 
All of this interest in modifying flash 

units started with a suggestion of how to 
adapt the battery from a Norman 200B 
flash unit to the Rollei strobe. The special 
Norman batteries are quite expensive, but 
well worth the price when balanced 
against the number of charge cycles and 
the fast charge capability. The same result 
can be accomplished at about a third of 
the cost if you don't need the fast charge 
feature. Gould Portable Battery Division, 
St. Paul, Minnesota, offers a six-volt nicad 
battery (part number 400 70149). By plac-
ing two of these units side-by-side and wir-
ing them in series, we have a twelve-volt 
power source of excellent reliability and 
capacity with the same dimensions as the 
Norman battery. 

This external battery pack is set up to fit 
inside a Vivitar Pocket Instamatic case. 

Attractive cases for you r external power 
pack can be improvised from any of sever-
al small camera cases, such as the Vivitar 
case (stock number 061023), which is long 
enough to hold the Norman battery or five 
D size batteries. 
Let us know what you have done to 

modify or build equipment to meet your 
special needs. 

Ross Sanddal, M.Photog.Cr., is a manager of 
photographic services for Hughes Tool 
Company, Houston. it you haves timeormoney 
saving tip, send it to him at The Professional 
Photographer, 1090 Executive Way, Des Plaines, 
IL 6001& 
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viewpoint 
BY HARLEY TEN ELSHOF 

Who should we believe? 

Election year1980 has given us an array of 
candidates promising solutions to the 
many problems that beset us. We hear 
viewpoints that are diametrically opposed 
to each other, yet each candidate prom-
ises that his solution is workable and is bet-
ter than that of his opponent. 
In photography, and I'm sure in other 

businesses as well, we hear divergent 
voices giving us instructions on how to 
take better photographs or become more 
astute businessmen. Here too we hear ad-
vice given and solutions offered that are in 
different directions. 
As an example I would like to briefly 

share a few observations from this year's 
Professional Photographers of Michigan 
convention. We had the good fortune in 
having a day-long session with Frank Cric-
chio, M. Photog.Cr., followed by a day with 
Wah Lui. 
Still resounding in my head are the 

words of a photographer friend who felt 
totally frustrated after spending a day with 
each instructor. He said: "Yesterday I 
thought I had the answers, but today I 
don't know. Who do I believe?" 
The most obvious answer to such a 

question is to believe and apply what will 
fit into your operation and your market 
And rather than reject viewpoints that you 
have Jiff iculty with, keep an open mind so 
you will be able to apply something usable 
when you are at a higher plateau. 
I listened and watched with rapt atten 

tion as master teacher Cricchio not only 
told but showed his attentive audience the 
how-to's of posing the human form in its 
most flattering positions. To this Frank 
added light after light, carefully explain-
ing the use of each until, at last, our high, 
key bride had a total of eight lights illumi-
nating her and the background. 
Cricchio is without peer when it comes 

to explaining technical areas relating to 
exposure. He also has few peers in under-
standing and controlling light. 
After hearing of the photographic suc-

cess of Wah Lui, he too had my individual 
attention as he spoke throughout much of 
the next day. Lui began by tearing down 
the base from which I and many other 
photographers operate. He then proceed-
ed in a most charming fashion to put aside 
in one fell swoop all of the photographers 
who have meticulously taught us the cor-

rect way to analyze light and photograph 
the human form. In place of our masters, 
Lui gave us a new base on which to 
build—the greats of photojournalism, 
such as Alfred Newman. 
Lui's slide presentation showing exam-

ples of his studio's work was for the most 
part exciting, his treatment of both subject 
and background and his use of props 
throughout established him as one of the 
most creative photographers in recent 
years, yet he breaks all of the rules and still 
attracts thousands of noncontract seniors 
to his studios. 
Confusing? It need not be. If we are as-

tute businessmen, if we are professional in 
our photography, we will learn as much 
from one teacher as we do the other. One 
will teach us the basics and then show us 
how to master what we use. The other wil I 
open our minds to a freer style and a more 
simplistic approach to lighting. Both will 
help us produce salable photographs. One 
will appeal to a young and vibrant market, 
the other to a more conservative middle 
America market. We need both for our ec-
onomic well being, so let's learn together 
from those who have proven the worth of 
their products in the market place. 
Each of us is responsible for our individ-

ual photographic destiny— no one has pat 
answers that will work for all of us in every 
market We are also responsible for our in-
dividual growth as photographers. Initial-
ly, we all have followed, sometimes too in-
tensely, a photographer whose work we 
admire. Eventually we begin to add some 
of our individuality and creativity to what 
we have learned. If we are to continue to 
be responsive to the markets we serve, we 
will continue to keep the channels of our 
minds open even when a speaker gives 
views that do not conform with our pre-
sent practice. 
We should grow enough that we need 

no longer ask an instructor what camera 
he uses, what f/stop it was set on, and how 
many watt/seconds of power was used 
with each light 

Harley TenElsof owns Harley Studio, 4455 
41st Street, S.W., Grandville, Ml 49418, 

Fora look at Wah Lui's style of portrait pho-
tography, turn to page 32.—Ed. 
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in the studio 

by Bill Keane.C, Pholog. 
ano Bev Keane 

Salon prints set standards 

At  recent PP of A chapter meeting, we lis-
tened to comments regarding a print com-
petition that evolved into a debate about 
scoring portrait prints. Basically, the issue 
revolved around the qualities of a salon 
portrait versus the salability of a portrait 
Each approach was correct, but each be-
longed in its own separate territory. 
In print competition, a portrait is judged 

on its salon qualities. The perfect salon 
portrait meets high standards in several 
categories. Of course, the state of perfec-
tion can never be 100 percent objective. 
Can a photograph's impact be the same 
for each of us? No. But a properly exposed 
negative is right or wrong. Good cropping 
is right or wrong—or is it? Maybe wrong 
cropping gives impact on a certain subject 
treatment! 
No wonder there are so few perfect 

samples around. Thank goodness "beauty 
is in the eye of the beholder' or we would 
all look alike and do the same things. How 
boring! And that is precisely one of the ar-
guments against salon standards—its re-
petitive and lacks creativity because its 
produced to fit the standards. This may be 
true, but we do need standards that form a 
foundation. That a print meets standards 
of salon print doesn't mean a customer 
will buy it; it doesn't mean anything except 
that when a photographer receives ac-
claim as a Photographic Craftsman or 
Master of Photography, he is capable of 
producing a certain number of photo-
graphs which meet the standards of excel-
lence as seen through the eyes of a num-
ber and variety of his peers. This is good. 
This is valid. We need a point to look to, to 
learn from. And this is the value of print 
competition—it gives us a standard to 
look to in order to learn from. 
If we, as an organization, feel the stan-

dards of the salon portrait are obsolete or 
wrong, then they should be changed. If 
we, as individuals, feel the standards are 
wrong, then we are free to do our own 
style—but we shouldn't expect salon ac-
ceptance. The salon standard is valid as a 
point of comparison for acceptability and 
as a learning instrument Thequalities, we, 

as a profession, give the salon print, must 
always be relevant to society's needs and 
to the profession's growth. Nonetheless, a 
standard for comparison is necessary. 
Will ribbons mean money? Some pho-

tographers swear that ribbons help them 
prove credibility to the customer. This un-
doubtedly is true. Ribbons are impressive. 
However, a customer will buy what he 
likes—what draws emotional response 
from deep down inside. Often technical 
perfection negates the emotional impact 
of a portrait Perhaps ribbons make the 
photographer feel more credible! Most 
photographers have experienced the cus-
tomer who buys the expression instead of 
the technically superior portrait. For the 
customer, the most important part of the 
portrait is the feeling. It is the whole point 
But, then again, it is easier for the pho-

tographer to create the beautiful, emo-
tional portrait when he has the knowledge 
at hand to grasp spontaneously the image 
that says it all—a salon perfect photo-
graph that tugs at the heart. 
Examples are easy to find. One portrait 

that won a Corner and Best of Show didn't 
sell to the client another customer loved a 
portrait of her daughter enough to buy a 
20"x24" canvas, but the judges said it de-
served an average score and needed more 
detail in the toes! 
Standards are necessary for compari-

son and education, but, like emotional re-
sponses, are not chiseled in stone. We 
need both. Each has its place. The point is 
to learn, Stowe can create what we want to 
say emotionally. 

Bill and Bev Keane own and operate Keane 
Studios, 7325 Clairemont Mesa Boulevard, San 
Diego CA 92111. 

"People often ask me which cameras I 
use. I would like to say first that the choice 
of a camera must always be a personal 
one and that the make is of somewhat 
secondary importance. Most important is 
the art of seing a good picture before one 
releases the shutter."—Alfred Eisenstaedt 
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insight 

"Two Inside House" by Bill Cranui 
Cronin made a series of photographs for the Geneseo Migrant Center, which were used in 
books, articles, and displays. "Two Inside House' was made with a Nikkormat camera and 
14mm lens on Tri X film. Cronin used available light indoors. 

"Pout and Passion" by Robert Huddle 
With this photograph, Huddle proved that a subject 
can wear red and still be the center of interest. He 

wrapped red fabric around the head and shoulders of 
the model (8), and used red cloth as the background 
(F). He used a Mamiya R867 camera (A), 18Omm lens, 
and VPS 120 film. Lighting was a 25w/s main light (C), 
5Ow/s fill (D), and a general fill in back of the camera 
room (F)— four five-inch 6O0w/s Speedotrons bouncing 
through a shower curtain. Modeling lamps were turned 
off to make the subject's pupils appear larger. Huddle 
spent over two hours retouching the photograph to 

smooth the pores and add make-up. 
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insight 

"Green Peppers" by Mildred Totushek, M.Photog. 
After a long week making portraits of people, Totushek appreciates photographing 
the color, structure, and texture of vegetables. She says, 'They don't talk back to you 
and you don't have to get them to smile." She used a Canon AV 35mm SLR camera, 
Canon Macro 50mm lens, and Kodacolor 400 film. Shutter speed was ti„ second and 
aperture was NB. She used open shade, north light in the shade of a large wooden wall. 
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"Soliloquy" by Thomas R. Nucatola, M.Photog 
Nucatola used a Hasselblad camera (Al an 80mm lens, 
and VPS 120 film for this nude figure study. Exposure 
was %„ second at P8. Two I00w/s strobe lights (C) lit 

the subject (l3) through a 4W'scrim. D 
C 

A\ 
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THE PROFESSIONAL PHOTOGRAPHER/AUGUST 1960163 



advertising basics 

by Hal eetanc wrl 

Logos and trademarks leave lasting impressions 
Trademarks and logotypes, in one form or 
another, have been used throughout histo-
ry. From the beginning of time, craftsmen 
have developed individual identifying 
marks and imprinted them on products 
they produced. During the medieval peri-
od, soldiers were recognized by a distinc-
tive "coat of arms" emblazoned on their 
shields and breastplates. Such symbols be-
came popular among aristocrats to distin-
guish their ancestral heritage. Merchants 
of the past hung symbolic signs in front of 
their shops to advertise their wares. Later, 
in our own country, cattle owners branded 
livestock with individual marks to identify 
their cattle and discourage rustling. 
Today, trademarks and logos identify 

companies and single out their products 
from the competition. In addition to iden-
tifying the original manufacturer of a pro-
duct or service, the device assures the 
quality which a company hopes to pro-
ject It also is a miniature reminder or ad-
vertisement for the owner, wherever and 
whenever it appears. 
Although they are used interchange-

ably, the terms "trademark" and "logo-

Focusing on your 
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We specialize in 4x5 and 8x1O 
machine sheet film processing 
and short roll film processing. 
Write for volume print price 
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type" actually have different meanings. A 
trademark is any symbol, name or graphic 
design (or combination of these elements) 
used by a manufacturer to identify a com-
pany and its products. Sometimes it is call-
ed a corporate mark, emblem, insignia, or 
service mark. A logotype is the name of 
the sponsor of an advertisement (with or 
without a trademark) which is usually 
found at the bottom of an advertisement; 
it's often referred to as a "logo," "signa-
ture," or "sig cut." I'll treat them as one: 
"trademark/logo." 
A trademark/logo can take the form of: 
• Symbols, such as an animal (Borden's 

Elsie the Cow) or a unique design (Red 
Cross). Symbols by themselves are diffi-
cult to associate with a product or com-
pany, unless there is a natural tie-in such as 
the camel for Camel cigarettes. 
• Initials, popular with large corpora-

tions (IBM, GE, 3M, NBC), need a tremen-
dous amount of exposure before they be-
come well known. Most small companies 
can't afford the money it takes to achieve 
identification of an abbreviated name. 
• Names are better to incorporate into a 

symbol since they leave little doubt about 
whom or what the design represents (Coca-
Cola, Pan Am, Republic Steel, Xerox). 
• Combined name and symbol (Kodak, 

Kraft, Chevrolet, CBS, General Tire), is a 
popular form. 
A company trademark/logo should be 

original in concept, simple in design, legi-
ble, appropriate to the product or service, 
and easy to remember. For a photogra-
pher, it can include one or all of the fol-
lowing elements:1) studio name, 2) type of 
photography, 3) address and phone num-
ber, 4) a slogan. 
Unlike other forms of advertising which 

have a short lifespan, a trademark/logo is 
intended to last a long time. When choos-
ing a design, pick one you can live with for 
many years. Here are some ideas which 
will help: 
• Keep the design clean and simple. It 

will appear in many forms and sizes during 
its lifetime and has to reproduce well in all 
kinds of media. 
• Include your address and phone num-

betas an integral partof the artwork, when 
possible, so this information doesn't have 
to be set in type each time the trademark/ 
logo appears in print. 
• Don't use exotic typefaces which are 

popular today but may look outdated in a 
short time; stay with the classics. For the 
same reason, avoid photographs or.draw-
ings of people in contemporary fashions, 
mod hair styles, automobiles or appli-
ances, or similar props. 
Before selecting your trademark/logo, 

be sure you are absolutely comfortable 
with it. In otherwords, make sure you like 
it and that it properly reflects your com-
pany or product. Don't let a designer im-
pose his or her personal taste on you with-
out fully justifying his recommendations, 
based upon sound design principles and 
market research. You will still be using the 
trademark design to represent your com-
pany long after the designer has been paid 
and has departed. 
When planning your trademark/logo, a 

good reference source both for ideas and 
to help you keep from duplicating some-
one else's registered mark, is General In-
formation Concerning Trademarks, avail-
able from the Superintendent of Docu-
ments, U.S. Government Printing Office, 
Washington, DC 20402. As an additional 
precaution, have your lawyer make sure 
no one is using the mark you finally decide 
to adopt This can be done by checking the 
Principle Register and the Supplemental 
Register of the U.S. Patent Office. If you 
want to protect your trademark, have it 
registered with the U.S. Patent Office, U.S. 
Department of Commerce, Washington, 
DC 20231, for a period of twenty years (re-
newable). You should also register it with 
the appropriate state agency. 

©1980, Belan  rt, AWe0og 8 An. 

Hal Betancourt operates a ful4time advertising 
agency, which he founded in 1973, in San 
Diego, California. His advertising career began 
in New York City; he has worked for other ad 
agencies, a promotion firm, a direct mail 
house, a magazine publisher, a television 
production company, and an industrial 
corporation. 
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money matters 

By Margaret 8, Anoersen 

Economy begins at home 

1980 already has been labeled with eco-
nomic adjectives galore. "Recession" and 
"inflation" have become as common 
place to us as "black-and-white" and "col-
or." But there's no doubt that there's an ec-
onomic slowdown. 
Despite this, I'm looking for new oppor-

tunities for my own photographic busi-
ness, while attempting to approach 
today's economy constructively. We all 
can do this. Perhaps the best place to start 
is by reducing costs and expenditures 
within our own labs and studios. As owners 
or managers, we know several ways to cut 
costs. But our employees and coworkers 
might come up with ideas we haven't 
thought of. Many businesses will pay 
handsome fees this year to outside cost 
analysts. An interesting alternative would 
be to look to your employees for advice. 
It's not enough to simply ask workers 

for cost-cutting ideas, as they often will as-
sociate this with more work for them-
selves. Our approach was to offer a bonus 
incentive for suggestions that wouId result 
in saving either time or money. We an-
nounced the program to all employees at 
a special meeting at which we presented 
some hard facts about the present econ-
omy and what it means to our business. 
The reward was $25 for each accepted 
suggestion, with special consideration and 
added compensation to be given for ideas 
which resulted in significant savings. 
Our employees offered a variety of 

money-saving ideas: 
• One suggested using a four-copy label 

to save three additional typing steps. This 
not only saved clerical time, it stopped a 
persistent backlog caused by typing en-
tries in two record books. 
• Another employee noticed that a dis-

play unit we rented for conventions and 
seminars was rather simply constructed. 
He duplicated it for us at a cost of less than 
one rental charge. 
• We sometimes missed expenses eligi-

ble for coop dollars. Then one employee 
redesigned our purchase orders so every 
entry was screened. This also resulted in 
new applications for coop dollars. 
• Another employee retouched some 

sample photographs for us. He did an ex-
cellent job at much lower rates than our 
out-of-state retoucher. 
• Several employees came up with 

ideas to reduce waste in the lab. They 
made signs reminding printers how much 
a roll of paper actually costs. And a new 
accurate reporting system enabled work-
ers to make weekly and monthly compari-
sons of waste figures for their printers. 
We all expect employees to make sug-

gestions and improvements, and many 
people who work for us do this consistent-
ly. The bonus program, however, elicited 
more constructive ideas than before, fre-
quently from employees who had never 
made suggestions in the past 
We made the cost-cutting program a 

part of our weekly meetings. We present 
bonus winners their checks in front of fel-
low employees and ask for a round of ap-
plause. Recognition is an importantpartof 
the program's success. 
Larger studios and color labs may want 

to form cost-cutting task forces comprised 
of regular bonus winners. These teams 
may branch out into other areas of the op-
eration. Don't be surprised if a suggestion 
addresses itself to the efficiency of a par-
ticular . worker. Our bonus program has tar-
geted procedures, production, personnel, 
equipment, and policies. 
Any idea qualifies for a bonus if it saves 

us time or money. Not only are the sugges-
tions well worth a reward, but they keep 
employees in a constructive, cost-cutting 
state of mind. Once I had to remind an em-
ployee that she was eligible for the bonus, 
as her cost-cutting attitude had become 
automatic. The bonus program has estab-
lished some very good working habits for 
all of us, and it can be equally beneficial 
for every business. 

Margaret B. Andersen is president of McKenna 
Color, Inc., a color lab and two studios in 
Waterloo and Des Moines, Iowa. Formerly a 
stockbroker, she is serving her fifth term as 
economic adviser to the governor of Iowa, 
televises a local program called "Wall Street 
Watch, "and lectures throughout her state on 
the economy and stork market 

t 

Price lists and catalogs... come and go. 
But our lab/studio partnership manual 
is like no other. Year after year it climbs 
to the top of the best seller lists. 

You'll find pricing of course, but this 
may be the least important feature of 
our manual. Throughout each section, 
from general policies to supplies, 
service is the key. 

Whether it's data on our unique 
testing or detailed use of the masks or 
print finishing techniques... you find 
answers. Senior lab expertise. We call 
it know-how! Over 20 years of helping 
the studio, large and small, gain higher 
levels of quality. 

Our best-selling partnership manual. 
Because we both want 
your negs right. 
Your package prints 
beautiful Your 
studio profitable. 

Write or call us: 
615824-2103 if 
you want our 

Yl -r ► e ni  L p4 i. 
CITY SQUARE FO BOX 10WPP HENDERSONMLLE TN 37075 

® Nrorg000 b va3 rnaak pupa 
tookMlB 

Pom -

O. K. par ner. Send your Partnership Se — Manual 

l photograph oppros. 
Srl.dio ,PP 
Adders_    
Cur  ---- smte 
L   
-we hemp on making it better. 

Phom   
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education 

news graph retouching, basic photo oil coloring, 
and professional oil coloring. Extensive 
and practical hand  In instruction, indi-

Oil coloring and retouching courses vidua l gu idance , an d cr itiques  for each 

Hamilton Studios, Claymont, Delaware  phase of a students work will be included 
will open its doors September 8 for  in the training. 
courses in negative retouching, photo.  For more information, write to Regis-

Films Unlimited Inc. 
o  28 Winant Street, Staten Island, N.Y. 10303 

P.O. Box 26 

107 00 0 
��  (212) 435-9800  (800) 221-0439 ext. 17 

Our experienced staff will be available till 10:00 P. M. 

We're the fil m suppliers to the trade. 

Professional Service - we actually maintain a refrigerated stock 
of fresh fil m and process your credit card and C.O.D. orders upon 
receipt. 

Professional Discount Prices - Because our customers buy in 
quantity we can sell for less! 

KOO " STILL FILMS 

KODACOLOR 400 Film 
MG 10  2.23 
CGus a  2.04 
CGI35 24  2.81 
CGI35 36  3.59 
KODACOLOR II Film 
C 116 266 
C120  1.78 
C127.   
C135 12   
C135.24   
C135-36. 
C6t8   
0820   
C828   

1.83 
2.25 
2.86 
2 66 
78 
42 

KODACHROME 25 Film 
(Owlighl) 
KM135.20.  2.67 
KNI M 36   3.85 
KODACHROME 64 Film 
ID rylleht) 
1(1111  20   2.56 
KR128.20   2.87 
KR 135-20  2.87 
KRI35.36  3.85 
KODAK EKTACHROME 
64 film (D.Yught) 
ER 110-20   2.80 
ER12520   2.92 
EA127   2.12 
ER135-20  2.92 
Nn 35.36  {  19 
KODAK EKTACHROME 
160 Film IT, w Mn) 
ET135.20..   3.60 
ET135.36..  503 
KODAK EKTACHROME 
200 Film (Deylight) 
E0126-20  3.50 
E0135-20  3.50 
ED135.36  5.03 
KODAK EKTACHR OME 
400 Film IDeylight) 
EL120.....  3.24 
EL13520.  .4.12 
ELI 35-36..  .6.89 
KODAK VERICHROME 
Pen Film 
VP110'12  1.11 
VP120   1.16 
VPI 26 12   1 18 
VP127   6 
VP620   16 
KODAK PANATOMIC-X 
Film 
(X13520   1.52 
(X13536   2,12 

We also carry a full 

KODAK 0PLU8-% Pan 11152  Pan Plot ..ional Film  KODAK EKTACHROME 
Pk13536  2.12  TXPI 20 propeck  YOO Prolsaabrtal film 
KODAK TrkX Pen Film  15 rolls) 
X120  1 34 
TX126 12  1.35 
TX  135 20 1.52 
i%13536  212 
SUPER a FILMS 
KODACHROME 40 
Movie Film (Typo AI 
KMAA84 50-It silent 
arogpa 4.50 

Fil m Specials with 
manufacturers 
processing included. 
KODAK 

KR-KM 135-36P  6.79 
KMA 464P  6.79 
Agfa 

64 ASA 135-36  4.79 

100 ASA 135-36  5.79 

VPS535-20   
VPS135-36   
VPS120 pro-peek 
I5 rolls)   
VP5220 pro-peck 
15 rolls!  19.32 
KODAK EKTACHROME 
60 Pn tinlaon it Film 

EPY120 n)   2.33 
En13536  4.57 
KODAK EKTACHROME 
64 Pnifeaaionel Film 
(Daylight) 
EPRI20   
EPR 13536  4.67 
EPR 120 oro pack 
IS rolls)    11.67 
KODAK EKTACHROME 
160 Prof ... ional Film 
(Tungaum) 
EPT12D.  .2.79 
EPT135-36  5.49 
EPTI20 pro-pack 
15 roust  13.97 

line of video tapes VHS & BETA, SONY, RCA, TDK, JVC, Fuji, 

IDS Yli9ht) 
TXP220 pro Pack  7' �  EPD120   
IS roll.)  1460  EPD13536 
KODAK PANATOMIC.X  E ,oll  ) pro peck 
Profeational Finn  IS rMS   
FXP120  1  M  FILMS IN ROLLS 

KODAK PANATOMIC-X 
KODAK VERICOLOR II  film-E.tremaly fine pram 
Pro/eavemal Film. Type S  FX410  4,86 
VPS120  1.93  FX401  8.08 

F%402  15.21 
KODAK PIue-X Pan Film-
For all around use 
PX410  4.86 
PX401  8.08 
PX402  16.21 
KODAK TriX Pan Film-
Feet penchromatie 
TX410   6,40 
TX401  8.97 
TX402  16.90 
KODAK EKTACHROME 
MS Film 5256 
EMS404  48.10 
EMS415  48,99 
EMS417  48.99 
KODAK EKTACHROME 
64 Profeealonel Film 5017 
ID 11 
EPA4D4   ....44.30 
EPR415   ....46.11 
EPR417  {6.11 

2.26 KODAK EKTACHROME 
3.15  160 Prolesta -I Film 

6037 (Tungaunl 
9.66  E1404  {8.72 

KODAK EKTACHROME 
200 Profeaaio  1 Film 
5036 (Daylight) 
EPD404  48.72 
KODAK PREPAID 
MAILERS 
PK 20   2.34 
PK 36 
PK 27 
PK 59 

2.33  DP 12 
DP 20 
DP 24 
DP 36 

2.79 
649 

13.97 

 3.79 
 3.66 
 2.66 
 4.20 
 B.81 
 7.37 
 10.53 

KODAK Typpse O 
EKTACHROME 
80 Movie Film 
CA6WW4pp50  It silent 

KODAII EKTACHROME60  
60 Movie Film (Type A) 
LA464 50 ft sdl   6.60 
KODAK EKTACHROME 
160 Movis Film (Typa A) 
LA594 50-ft sound 
t.-d9i,  7.88 
KODACHROME 40 
Sound Movie Film (Type A) 
KMA594 50 It eound 

a BU o  sn 
KODAK  CK nd-Whin 
Ru0 AKna 
DA KO K PLUS% 
Pan Prof -pa k Film 
P .,Is)  pro peck 
15 rolls)   7.30 
P pro-peck 
IS ,01.) rolls)  11.60 

Mild 6 phone orders only N Y Residents edo sales ta. Personal checks muss clear Not responsible for ryoo,, a h-I 
errors Pn  sublect to charge without nonce M,n,mum sh,p  9 6 handhrq $4 25 

We carry ILFORD CIBACHROME UNICOLOR 
FREE catalogue upon request.   

trar, Hamilton Studios, Inc., Box 399, Clay-
mont, DE 19703. 

Travel photography workshop 

Travel Photography Workshop in Santa Fe 
with Lis] Dennis will be held Septemberl3 
through 20 in Santa Fe, New Mexico. Par-
ticipants will photograph the Santa Fe Fi-
esta, Indian Pueblo, Spanish Mission, San-
gre de Cristo Mountains, and ghost towns. 
Topics covered will include: expanding 
the definition of travel photography, feel-
ing comfortable photographing people, 
composing travel graphics, recording spe-
cial events, planning slide presentations, 
landscape photography, creating a style, 
handling color effectively, and decorating 
with photo-graphics. 

For information, contact Barbara Welt-
man, International Travel Bureau, 380 
Madison Avenue, New York, NY 10017. 

Seaport workshop 
A nautical photography weekend at Mys-
tic Seaport, Connecticut, complete with 
salty settings, models in Victorian dress, 
and a night aboard a square-rigged ship, 
will be conducted October 25 and 26. The 
two-day program will include supervised 
sunrise, sunset, daytime, and moonlight 
photo sessions along the seaport's water-
front and cobblestoned streets. Overnight 
accommodations will be on the three-
masted ship, Joseph Conrad, which is per-
manently moored at Mystic Seaport. 
For more information, contact Mary R. 

Maynard, Mystic Seaport Museum, Mys-
tic, CT 06355. 

Mystic Seaport Museum's waterfront will be 
the site of a weekend photography workshop 
October 25 through 26. 

Audiovisual festival 
Having debuted in 1979 with over eighty-
five shows, International MultFlmage Fes-
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tival this year will include a new seminar 
on how business communicators can in-
corporate multi-image presentations into 
meetings. The festival will be held August 
25 through 28 at The Dobson MuItFPur-
pose Arena in Vail, Colorado. Competition 
categories are religious/spiritual, enter-
tainment, documentary, sales/marketing, 
motivation/recognition, meetings, educa-
tion, and student Format sub-categories 
include two to five, six to eleven, and 
twelve or more projectors. 
For information, contact Executive Di-

rector, P.O. Box 272, Fair Haven, NJ 07701. 

Photographic technology symposium 
In response to proposals from govern-
ment, the academic community, and in-
dustry, the Society of Photographic Scien-
tists and Engineers has agreed to arrange 
and administer the Symposium on Photo-
graphic Technology at the Institute for De-
fense Analyses, Washington, D.C., Sep-
tember 28 through 30. The program in-
cludes an overview of photographic sci-
ence and engineering activities, and tech 
niques being used, under development, 
and planned for future requirements. Con-
tent of these presentations will be secret 
Attendance will be available to U.S. cit► 
zens and immigrant aliens. Persons atten-
ding must possess Department of Defense 
secret or higher clearances. 
For more information, contact Robert 

H. Wood, Society of Photographic Scien-
tists and Engineers, 1411 K Street, N.W., 
Suite 930, Washington, DC 20005. 

University Film Association conference 
"The Future of Contemporary Media: In-
novation, Accessibility, and Influence" is 
the 19W University Film Association con-
ference theme, which is set for August 9 
through 13 at the University of Texas in 
Austin. Some of the topics to be discussed 
include multi-image, screenwriting, video 
disc, holography, and computer graphics. 
A pre-release film screening will be pre-
sented each evening. 
For more information, contact Donald 

Pasquella, Southern Methodist University, 
Dallas, TX 75206 or Professional Motion 
Picture Equipment Association National 
Office, University Tower, Suite 806, 6440 
North Central Expressway, Dallas, TX 
75206. 

Treasures of the Royal Photographic 
Society conference 
Photographic Resource Center will spon-
sor a one-day conference, "Treasures of 
the Royal Photographic Society: Research 

in Context," on September 27 at Boston 
University. This conference is planned in 
conjunction with the two-year travelling 
exhibition, "Treasures of the Royal Photo-
graphic Society," on view at the Worces-
ter Art Museum from September 17 
through October 31. The exhibition is the 

first time that photographs from the RPS 
have been exhibited collectively in North 
America. "Treasures" is composed of 100 
British and American photographs made 
from 1842 to1936. Six photographic histo-
rians each will discuss current research. 
For more information, contact Jean 

FAILING DES 

' a • uiifi :'  (5 . n 
your senior portraits flunked 
quality and was tardy on turn-
around... but you're the one 
who had to stay after school 
to explain. 

Maybe it's time you 
graduated to another class 
of service. 

With us carrying 
your books, you're 
going to be the most 
popular photographer 
in town... mainly be-

furM r_ x. 
quality (eve  0 
video-analyzed), and prices 
that will make you smile all 
year 'round. 

Why not put us to the 
test? Send us a senior por-
trait negative and we'll send 

you a sample pack-
age of our work, ab-
solutely free. 

Then you can 
do the grading for 
a change. 

LFBORRTO Ei 

CUSTOM COLOR CORPORRTion 
300 W. 19th Terrace, Kansas City, MO 64108 

SENIOR PHOTOGRAPHERS: 
MAIL THIS INFORMATION REQUEST TODAY: 

Okay, I accept your challenge! Here's a senior portrait 
negative. Send me the free sample package... and let's see how fast 
you can turn it around. 

❑ Never mind the demonstration of speed and quality. Just send me 
your free brochure outlining Custom Color's full service, capabilities, 
and prices. 

NAME   

FIRM   

ADDRESS   
CITY/STATE/ZIP   

PHONE   

TO SAVE TIME, CALL: 800/821-5623 
(In Missouri, call 816-474-3200) 

I V — 
bapooO laoY. 



GAMMA: 
E-6 EKTACHROME 

• 
Roll Film 

135-20 Exp  $3.25 
135.36 Exp  475 

Mounted in Cardboard 

120 (unmounted)  250 
"Push" or "Pull" 
Add 50% to Price 

Sheet Film 
4X5...$1.10 8X10 $2.25 

"Push" or "Pull" 
No Extra Charge 

E-4: we still process it once a week; same 
prices as E & 

FILM PROCESSED & MAILED 
BACK SAME DAY RECEIVED 

Mail-order service' print your 
name, address, zip, and instruc• 
tions clearly; enclose check or 
money order. Add $1.00 per order 
for postage & handling. 

FREE: Write for our new catalog 
of services. products, & prices. 

()Gamma 
314 W Superior. Chicago. III 60610 
(312) 3370022 
"The Protesslonal'S Photo Lab 

education 

Caslin, Photographic Resource Center, 
1019 Commonwealth Avenue, Boston, 
MA 02215. 

Basic photography teaching guide 
International  Photocourse,  headquar-
tered in Armonk, New York, has intro• 
duced a comprehensive how-to system for 
teaching basic photography. The package 
includes 100 35mm color slides, technical 
and artistic description of each slide on in-
dividual index cards, an eighty-page guide 
to the Photocourse method, a three-ring 
student notebook, and a 153-page teach-
ing manual with lesson plans fora ten-seg-
ment course. The complete set is $135. 
The system provides step-by-step guid-
ance through the organization, prepara-
tion, and teaching of a basic photography 
course with detailed lesson structures, 
timing considerations, class exercises, pre-
pared quizzes, and references. 
For free brochure and complete infor-

mation, contact International Photo 
course, P.O. Box582K, Bedford, NY10506. 

Photographic preservation and 
restoration seminar 
In response to increasing interest in photo. 
graphic history, Rochester Institute of 
Technology will conduct its seventh semi-
annual seminar, "Preservation and Resto. 
ration of Photographic Images," August 
25 through 27. The program will address 
problems of unstable photographic mate-
rials that are deteriorating due to inade-
quate and potentially dangerous storage 
procedures, along with solutions to many 
preservation questions. 
For more information, contact Val 

Johnson, Seminar Coordinator, Graphic 
Arts Research Center, Rochester Institute 
of Technology, One Lomb Memorial 
Drive, Rochester, NY 14623. 

schools, seminars 
and conferences 

AUGUST 10 
Society of Teachers of Professional 
Photography, Georgia World Congress Center, 
Atlanta, Georgia—contact Dr. George C. 
Whipple, P.O. Box 143, Huntingdon, PA 16652 

AUGUST 10.13 
1980 International Conference on 
Photographic Papers, The Homestead, Hot 
Springs, Virginia—contact Society of 

NNW  rill,i 

You need-a Lu � and*Rj epeat easel. Masks to make 
any size print and roll paper easbis tq,,, Ut every budget for 

WHEN YOU NEED 
SIX OFONE 
& A HALF 
DOZEN OF 
THE OTHER, 

darkrooms that require Lucht 
quality and dependability.  • 

6  ̀

... call us today. 

Lucht Engineering, Inc.  500 West 79th Street 

Minneapolis, Minnesota 55420  (612) 884-1444 
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Photographic Scientists and Engineers, 1411 K 
Street N.W., Suite 930, Washington, DC 20005 

AUGUST 10-16 
Color Dynamics by Pete Tumer, The Maine 
Photographic Workshops, Rockport ME 
04856 

AUGUST 16-17 
National Stereoscopic Association, Photo 
Show'80, Canton Art Institute, Canton, 
Ohio—contact P.O. Box 14801, Columbus, 
OH 43214 

AUGUST 17.22 

Eleventh Annual Workshop in Biomedical 
Photography, Rochester, New York—contact 
John P. Vetter, Medical Media Services, The 
Western Pennsylvania Hospital, 4800 
Friendship Avenue, Pittsburgh, PA 15224 

AUGUST 17-22 
Architectural Photography, Portrait 
Photography I, Winona School of Professional 
Photography, Winona Lake, IN 46590 

AUGUST 17.23 

Seeing and Working in Color with Jay Maisel 
and Friends, Photographing the Nude Figure 
by Lucien Clergue, Learning to See with Sean 
Kernan, The Maine Photographic Workshops, 
Rockport ME 04856 

AUGUST 2324 
Chicago Photographic Collectors Society, 
Holiday Inn O'Hare/Kennedy, Rosemont 
Illinois—contact Chicago Photographic 
Collectors Society, P.O. Box 375, Winnetka, IL 
60093 

AUGUST 2430 

Eva Rubinstein's "Message from the Interior', 
The Art of Seeing by Freeman Patterson, The 
Maine Photographic Workshops, Rockport, 
ME 048% 

AUGUST 25 
International MultHmage Festival, Vail, 
Colorado—contact International Multi�lmage 
Festival, P.O. Box 272, Fair Haven, NJ 07701 

AUGUST 31-SEPTEMBER 6 
Audiovisual Production Workshop with Steve 
Uzzell, The Maine Photographic Workshops, 
Rockport, ME 048% 

AUGUST 31-SEPTEMBER 5 
Illustrative Photography, Small Negative 
Printing and Lab Techniques, Winona School 
of Professional Photography, Winona Lake, IN 
46590 

SEPTEMBER 7-12 
Commercial Photography I, The Affluent 
Portrait Market The Business of Portrait 
Photography, Winona School of Professional 
Photography, Winona Lake, IN 46590 

SEPTEMBER 8.11 
Zeltsman Portrait Workshop, St Louis, 
Missouri—contact Ken Bannister, 2524 North 
El Molino Avenue, Altadena, CA 91001 

SEPTEMBER 8.112 
National Micrographics Association 
Integrated Systems'80, Washington, 
D.C.—contact National Micrographics 
Association, 8719 Colesville Road, Silver 
Spring, MO 20910 

stylart Photo 
VK¢dding Invitations: 
,port 

o Stuydw 
Photo wedding invitations 
are getting more popular 
every day. We invite you to 
combine your unique 
photographic skills with the 
nation's top line of photo 
wedding invitations. Along 
with a stunning collection of 
non-photo designs, 
we offer the widest 
variety of both color and 
black & white photo 
invitations available anywhere. 
Our low prices appeal to the most 
budget-minded bride, even with your large dealer 
discount (50% on regular invitations, 40% on photo invitations). 
Write Stylart for dealership information on your company 
letterhead. Let us show you how photo wedding in-
vitations can become a profitable part of your studio. 

Stylarat 
Dept. P 
Rexburg, Idaho 
83440 

LONG ROLL WITH RB-67 
SAVES YOU MONEY 

Now Hawk 70mm backs with Identification unit 
sates y" time. I.D. .d{. prints tp ai.a  to 
.fratiwa. 70mm. split 70n , 46mm .nd 35mm 
maEast —. 
Raaular fwhOl findar fits toot 

4",�_ For  I'll d(a�tNla writs: ''II 221 W. 
(31a) 98 1221. 60610 

u 

_F L a 
WIRELESS TRIGGER FOR 
ELECTRONIC FLASH 
Fires flashes up to 150 feet away. . Small, 
battery operated transmitter a Synch at any 
normal sych. speeds with focal plane shutters, 
of to 1/250th with leaf shutters. 

No more long synchro cords! 

MODEL 
HR-70 

For data sheaf .,it. 

221 W. EtI N 81 %241. 6osto 

Fastest Delivery 
in the 

Post Card Industry 

r DYNACOLOR I 
IS DIFFERENT 

DIFFERENCE N O. I 

Dynacolor doesn't give guarantees or 
excuses, because Dynacolor delivers ... 
you can depend on it! Post Cards, Catalog 
Sheets and Brochures shipped in 4 weeks 
(including multi-pictures and titles). 10 
DAY EXPEDITED SERVICE! Post Cards 
and Catalog Sheets in quantities of 1,000 to 
5,000 produced in 10 working days. Com-
plete delivery details in current price list. 

DOLLARS FOR PHOTOGRAPHERS! 

If you are now selling Post Cards, Bro-
chures and related products, you owe it to 
yourself to try Dynacolor. Fast delivery and 
high quality means happy customers and 
repeal business. If you are not in this profit-
able field, investigate today ... it will fit 
with your regular business. 

L_ WRITE FOR FREE SALES KIT. , 

dynacolor 

graphics, Inc.(,) 

1182 N.W. 159th DRIVE 
MIAMI, FLORIDA 33169 
PHONE: 305/625-5388 
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new products 
darkroom equipment 

FILM AND PAPER DRYER 
Buckingham Graphics, Inc., 1414 West 
Roscoe Street, Chicago, IL 6%57 

Buckingham Graphics, the manufacturer 

of Dryedge Film Dryer, has announced a 
new addition to its line of film dryers, the 
Dryedge 2400, single speed film dryer. The 
unit will take film or paper up to twenty-
four inches wide by any length, and fea-
tures a newly designed conveyor system 
that eliminates film wrap-up. The cool air 
blade drying unit measures 41'/,"x7"XI2%,". 

DEALER INQUIRIES INVITED 

Big Profits and Plenty 
of Business Waiting for You 
with McGrew Color Graphics 

Many of our dealer photographers are making $5.000.00, 
$10,000.00 even $25,000.00 or more cash profit a year by 
offering McGrew Color Graphic's products to their already 
established customers and prospects. You can price the job, 
take the order and collect your commission with only one 
sales call. 

4n Udliaitd Opartrrdty 
There is plenty of business waiting for you. In fad, the 
opportunities for selling these needed high quality full color 
lithographic products are limitless. For example there are 
over: 

27,500 Motels 
10,800 Hotels 
481,144 Manufacturing Companies 
894,597 Distributors 
14,372 Banks and Savings Institutions 

13,592,000 Corporate and Private Business 
offices 

They all use printed material. Many want and need 
quality full color lithography This business is there and 
we make it easy for you to get. No load competitor can 
offer the same high quality and money saving prices for 
comparable work. 

High Profit Products 
We furnish you with a FREE. Sales Aid and a Sample Kit plus 
an easy to understand Price List of Full Color Prepriced 
Products complete with all specifications on high profit prod-
ucts like: 
• Post Cards  • Quick Prints 
• Catalog Sheets  (10 Day Service) 
• Brochures  • Quick Sheets 
• Catalogs  (10 Day Service) 
• Calendars  • Posters 
• Proposal Covers  • Sales Letterheads 
• Greeting Cards 

SEND FOR YOUR 

FREE 
SALES KIT 
TODAYI 

r 

You'll receive tested and proven instructions on how to get 
business, how to price these products, how to get free advertis. 
ing... all the "tricks of the trade",.. all you need to assure 
success right from the Stan. 

No Previous Printing Sales 
Experience Necessary 

As a professional photographer you already know many of the 
important facts about what is needed to provide high quality 
reproduction. You probably already all on people who buy 
color lithography All you have to do is make available this 
additional service. Our specialty is high quality full color 
printing at economical prices. Our  of four color experts 
will back you 100% with the technical advice you need. We're 
as close as your telephone. 

No Investment Needed 
We Uput you into this high profit business and it won't 
cost you one red cent! There is no francbise fee, no 
reports to fill out. You're your oum boss. You can work 
full time... part time You don't need a special of. 
fice.. , absolutely no additional equipment orfurni. 
ture needed to expand your business and profits. 

No Collection Problems 
You will have no collection problems. You collect your com-
mission when you take the order. Send in the order—we do 
the rest. We collect the balance of the payment due so there is 
no risk for you. We deliver the job. We ship the job direct to 
your client. This saves your valuable time and money. If the 
job is reprinted, you receive the same commission rate with-
out turning a tap! 

Mail the Special Opportunity 
Coupon Today 

As soon as your request is received, we'll rush you our 
Special Dealer Sales Aid Kit. There is no charge, no 
obligation of any kind and no salesman will call. If you are 
in a hurry to get started, please call (816) 221-6560 today. 

McGrew Color Graphics  PP%o 
1615 Grand Ave., P.O. Box 19716 
Kansas City, Missouri 64141 
❑ Please rush my FREE McGrew Multi Color Graphics Sales Kit today. 
I understand there is no obligation and no salesman will call. 

NAME 

FIRM NAME 

ADDRESS 

CITY 

STATE 
L   

ZIP 

MOTORIZED PROCESSING DRUM 
Spiratone, Inc., Spiratone Building, 
135-06 Northern Boulevard, Flushing, 
NY 11354 

Utilizing a 16"x24" counter top area, Spir-
atone's motorized Big Print Processing Sys-
tem is an expanded version of its 8"x10" to 
11"04" Color Print Processing system. It 
consists of a water jacket suspension tray 
for maintaining tem peratures of both solu-
tions in bottles as well as in the drum,110v 
AC motorized drum agitator, twenty-inch 
long drum suited for processing 16"x20", 
20"x24", and five chemical containers 
with permanently attached caps, securely 
cradled in a rack within the temperature 
maintaining suspension tray: $99.95. 

DIGITAL COLOR ANALYZER 
Sargent-Welch  Scientific Company, 
7300 North Linder Avenue, Skokie, IL 
60076 

Minolta/Sargent-Welch DM301LI Digital 
Color Analyzer features a dual mode for 
exposure in time or density, l mm to 3mm 
interchangeable apertures, interchange-
able program modules to set the normal 
for multiple film types, and a -79cc to 
199cc density range. This unit may be used 
in conjunction with the Minolta/Sargent-
Welch DMT translator or label printer and 
the new Sargent-Welch Slope Controller. 

BORDERLESS EASELS 
Osawa & Company (USA), Inc., 521 Fifth 
Avenue, New York, NY 10017 

Kaiser heavy duty borderless easels with 
specially-designed magnetic bars to hold 
enlarging paper in place are available in 
two sizes—one with a maximum print size 
of 11 "x14" ($71.50), the other with a maxi-
mum size of 8"X10" ($55). Both have a 
2"0" minimum print size. The easels are 
finished in off-white. 

PRINT PAPER 
Eastman Kodak Company, 343 State 
Street, Rochester, NY 14650 

Eastman Kodak Company is now shipping 
to dealers an improved version of Kodak 
Ektamatic SC paper. The product features 
a whiter base, slightly colder image tone, 
and a higher contrast. Packages will initial-

721 THE PROFESSIONAL PHOTOGRAPHER I AUGUST 1980 



ly be identified by a label specifying "type 
2309." Paper speed is slightly faster. 

BLACK-AND-WHITE FILM 
Ilford, Inc., West 70 Century Road, 
Paramus, NJ 07652 

The Ilford HP-5 Autowinder ASA 400 
black-and-white film features seventy-two 
exposures in a single film cassette. It has 
the standard HP-5 emulsion coated on a 
new three mil polyester base, and offers 
the same sensitometric and image charac-
teristics as HP-5. Ilford will introduce, in 
conjunction with the new film, two pro-
cessing systems—a plastic processing reel 
that can be used in a standard three-and-a-
half inch stainless steel tank; and a larger 
stainless steel reel that comes with its own 
companion tank and film loader. HP-5 
Autowinder is fully compatible with roller 
transport and cine-type film processors. 

literature 

•A "how-to" newsletter offering tips on 
portrait sports, and close-up photography 
is now available from Minolta Corpora-
tion, 101 Williams Drive, Ramsey, NJ 
07446. The spring/summer issue of Minol-
ta Contact Sheet shows how to take misty, 
romantic looking photos, achieve better 
creative control with flash, improve out-
door close-ups, and capture the drama of 
sports action. The latest Minolta equip-
ment is also reviewed. The newsletter is 
sent free twice a year to registered owners 
of Minolta cameras and lenses, and is avail-
able by subscription for $3 for two years. 

•A guide for testing both gain and contrast 
of  retro-reflective  front  projection 
screens, complete with comparative prod-
uct samples, is incorporated into a bro-
chure available from 3M's Special Enter-
prises Department SE80-19, P.O. Box 
33600, St Paul, MN 55133. 

•A 14'/,"x11'/," 1981 America's National 
Parks Calendar is being offered by Cross-
winds Corporation, Plaza Marin III Build-
ing, 7503 Marin Drive, Englewood, CO 
80110. The calendar features photograph-
ic work of David Muench with text by Dan 
Murphy: 86.95. 

-Higher Prolab Productivity From CX Sys-
tems is a catalog of CX equipment for the 
professional photo lab, including CX Silver 
Recovery Program, Gretag 3115 Color 
Printer, 20K and Universal printcutters, CX 

1 
1 
1 

1 
1 
1 

A special slot  Notch ensures  0 stproof 
'  for easy opening  correct positioning snap closure mechanism, '  

of mount when necessary.  maven in the dark.  streng thene d toa llow  
"sandwich" mounting 

Three registration pins  without riskof 
exac  , for  t location  buckling or breaking. 
of film. 

Compu-Notch, CX Tri-Cutter, and CX Pro-
pax DL automatic negative sleever. For a 
free copy, write to CX Systems, Rainier 
Electronics Park, 2700 Rainier Avenue 
South, Seattle, WA 98144. 

•D.O. Industries, 317 East Chestnut Street, 
East Rochester, NY 14445 has released a 

brochure describing slide projection 
lenses and accessories. The brochure, enti-
tled From Slide to Screen, Sharpness with-
out Compromise, includes information on 
one-inch to nine-inch lenses, new right art-
gle and Barlow lenses; along with con-
densers, brackets, and Navilux projection 
screens: free. 

This is one way 
to fill you in on our new 
Gepe-pro slide mount: 

Si. dimples 
hold film flat. 
Especially useful 
for "sandwiching" 
or masking. 1 

1 
Tooled sheet metal  -  Pre-cleaned  ' 

,t masks for sharp definition  anti-newton gla 
even with wide angle  =  Special"floating action" 
and longfocal length  prevents slides from popping  , 
projection lenses.  _  outoffocus. 

Dark grey side  Channel snaps  White heat resistant  Anextrafilmanchor 
'  reduces reflections  for quick mounting.  plastic reduces  for added security  , 

for clean image.  Slide mounts  heat build-up.  and convenience. 
are re-useable. 1 

Sounds great, but I'd like to try your new slide mount for myself. 
I presently use Pin-Registration mounts   Approx. annual quantity used 
Brand used   Send me —#12050 Pin-Registration or _#12051 Pitiless. 

'Mailto: Dept. GP-P8:BaunNorth America,ADivisionofTheGilletteCompany,55Cambridge , 
Parkway, Cambridge, MA 02142. 

NAME POSITION 

COMPANY 

ADDRESS 

CITY  STATE  ZIP 

' Offer limited to USA and void where prohibited, taxed or restricted. 
Coupon may not be reproduced. Limit:1 sample per person, household 

. or as—radon. Offer expires 12/31/80. Allow 4-6 weeks for delivery. 

1 

1 

The other is 
to fill in the coupon and we'll 

send you one free. 
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�- ,NEW 
portable ̂

Multiplex  viewer 

Model 4609 $7500  
including carrying case 

Now wew slides and transparencies the cor-
rect. professional way — anywhere Compact 
portable light box weighs lust 12lbs Provides 
5000" K color-corrected light for graphic im-
pact and accurate color approvals 12%" x 
17',  surface holds 46-2"x2" slides. Lies flat 
or stands for horizontal or vertical viewing. 
Pop-up handle for easy toting Case included. 

Credit approved firms shipped open acct. Or 
send check for $75, plus s4 for shpg. M/C 
and VISA welcome Incl. No and exp date 
MO tea add 4 625% for sales tax 

SATISFACTION GUARANTEED 
OR MONEY BACK 

MULTIPLEX DISPLAY FIXTURE COMPANY 
1555 Larkin Williams Road Dept PP60 
Fenton (St Louis County), MO 63026 
13141 34 3-5710 

Indemnification 
(Conanusd I—'.  , 

sible, and the trust will not reimburse you 
for any expenses of direct settlement 
is Once the trust takes over defense of a 

claim against you, you must not make any 
promises or commitment to settle the 
claim without prior approval of the trust If 
your customer does not have a lawyer, we 
will need your help in communicating and 
dealing with the customer, if that is possi-
ble or desirable. If your customer has an 
attorney, all dealings with him will be 
handled by the attorneys for the trust. 
e Handling trust claims and trust litiga-

tion takes time and substantial effort It is 
not unusual for a claim (without a lawsuit) 
to take more than nine months to settle. 
When there is litigation, it is not unusual 
for it to take more than two years. These is-
sues cannot ordinarily be settled quickly 
since because of emotions involved, time 
is necessary to cool down the claimants' 
angry feelings. 
e If a claim is made against your studio, 

face it calmly and directly. Do not try to 

hide it or to take it personally. It is a fact of 
business life, so deal with it calmly and dis-
passionately. Facing the problem directly 
and expeditiously can be very important in 
successfully settling any claim. Not deal-
ing with the issues directly usually creates 
more problems than originally existed. 
Survey how you conduct your photo-

graphic business and check your equip-
ment so that you can avoid undue risk of 
claims being made against you and your 
studio. If a claim is made against you, as a 
Professional Active Member of the Por-
trait and Commercial Divisions (or Profes-
sional Active Members of the Industrial 
Division who has elected such coverage) 
you will be protected by the Professional 
Photographers of America, Inc., Profes-
sional Liability Insurance Trust While no-
body enjoys having a claim made because 
of error or omission, not having to face the 
problem alone can be a great comfort 
For additional information about PP of 

A's Indemnification Program call or write: 
Indemnification Administrator, Profes-
sional Photographers of America, Inc., 
1090 Executive Way, Des Plaines, IL 
60018;(312)299-8161. 

Sidney C. Kleinman, former legal counsel 
for PP of A, helped develop the 
Indemnification Program and served as 
counsel for the Professional Liability 
Insurance Trust for three years. His law 
offices are at 208 South LaSalle, Chicago, IL 
60604. 

Your Best 
source 

F O R 

"Off-The-Shelf" 

OPTICS 

PHOTO-OPTICS 

OPTICS FOR INDUSTRY 

ROLYN OPTICS 
300 North Rolyn Place 

P.O. Box 148 a Arcadia, Calif. 91006 

(213) 445-6550, (213) 447-3200 

Have you irled our Inflation fighter specials? 

SAVE  $ $ $ SAVE 
Use money saving coupons ... now! 
Write or call for information on how to 
get yours ... 

Look at these specials 

JULY 10% off Color Prints (16X20 to 40X60) 
AUG.  10% off Photo Murals (40X60 up) 

Berry & Homer, Inc. 
1210 Race Street, P. O. Box 1319 
Philadelphia, PA 19105 
Area Code 215-563-0888 

/11� 
WE'RE NO 

FLASH-IN THE-PAN! 
For 25 years, professional photographers have depended upon us 

for quality strobes and specialized HICO-LITE service. 
For FREE Catalog and factory-direct prices, write: 

HICO CORPORATION 
26 New Street, Cambridge, Mass. 02138 
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membership report 

JUNE 1341 TOTAL FOR YEAR 1221. The hod wing applica. 
tons for PP of A membership were received during the 
npnih. This list is puDlishnd for all members in eccortlance 
wIU PP of A bylaws rules on membership. If no objection is 
received witmn ten tlays of this publication, the member-
ship of Ihese individuals will allt MatioalIX be accepted. 
Coling under member type is A-P, ACTIVE PORTRAIT; AC, 
ACTIVE COMMERCIAL; A4, ACTIVE INDUSTRIAL; INT, IN. 
TERNATIONAU SM, STUDENT MEMBER; SUST, SUS 
TAINING; SS, SERVICE SPECIALIST; AS, ASSOCIATE 
PROFESSIONAL; COL, COLLEAGUE; AA, ADDITIONAL 
ACTIVE; EDUC, PROFESSIONAL EDUCATOR. Sponsor 
names appear in italic type. 

AUIBAMA 2 (16) 
Fulmer, William K., Pell City. (AP), Bernard M. Gdtlsiein 
Peak, Terry C., Gartlendeto' (AS) 
ARKANSAS 1 (8) 
Cummings, Morris, Little Rock, (A-P), Tom Martin 
CALIFORNIA 1B (105) 
Brenner, Merle Ann, Nonhritlge, ISM) 
Casson'. Tony, La Habra, (AS) 
Cienney, Lois E., Santa Ana, (AA), Ellen Mary Bak 
Crumb, Dennis G., Atascadero. (A-P) 
CruzTownzen, Cynthia M., San Jose, (SM) 
Dowdall, James A., Goleta. (SM), Emmert E. Lawson 
Flynn, Vincent J., Red Slut t (AS), William F. Treaf 
Hamilton, Gloria. Santa Barbara, ISM). Emmert E. 
Lawson 
Hoggalt Michael, Escondido, (A�P) 
Jensen, Sheri L., Santa Ana, ((AA), Ellen Mary Bak 
Lester, Christine, Lompoc, (A$) 
Levin, Maurice A., Chico. (AP[I1, George Fredrick Perry 
Madrid. Ruben A., Glendale, (Ǹ  John Torrey 
Moss, Jeffrey J., Redondo Beach, (EDUC) 
Nance, terry D., Stockton, (AS) 
Rosedi, Joan G., Santa Ana. I. Ellen Mary Bak 
Stewart. George Jason, Hawthorn, (AC) 
Tucker, Michael D., Brawley, (AA), Bennis G. Tom 
COLORADO 4 (27) 
Macklin, Berbera J., Roc? Ford. (A-P) 
Macklin, Jerry M., flaky ord, (AA) 
Nuas, Monty L. Littleton, (AS) 
Wehman, Bruce G., Denver, (AC), Verna L. Ullery 
CONNECTICUT 1 (7 
Levine, Joanne D. r�temford, (AA), Marvin M. Levine 
DELAWARE 1 (7) 
Kondrehek, Barbara J., Newark, (AS) 
DISTRICT OF COLUMBIA 1 (3) 
Shirmohammadi, Abbas Hadj, Washington, (SM), Brooks 
E. B/unck 
FLORIDA 12 (34) 
Blouin, Robert, Key Largo, (AC) 
Cordon, Louts, Jacksonville, (SM), Richard W. Turner 
DeMllt Ruben C., Hollyhill, (SM), Richard I11. Turner 
OeStolle, Robert A., Coral Gables. (AC) 
Fregly, Joen H., Tallahassee, (A-P), Henry J. Freg/y 
Hermon, Karen, Ft. Myers, (SM), Richard W. ruiner 
Koltun, Robert N., Hollywood, (AS) 
Manuel, Javier T., Miami, (AS) 
Porter, Russell H., St. Petersbury, (AA), Richard B. While 
Smith, Randall C., Orlando, (AI) 
Stdham, Charles D., Lake Placid, (AS) 
Williams, Steven B., Daytona Beach, (SM), Richard W. 
Turner 
GEORGIA 9 (34) 
Duke. Martin W., Clarkesville. (SM) 
Duncan, Richartl A., Americus, (r� ) 
Escher, Mark W., Temple, (AA), Stephen J. Koletich 
Krosner, Stephen P., Marietta, (A-Pi 
McMahan, Ted Jr., Atlanta. (A-I), Richard W. Turner 
Smith, Wendell M., Savannah, ((M), Arthur E. Smiley 
Stephenson, De E., Macon, (AS 
Toth, John E., St. Simons Island, (AP), Ruth O. Capes 
Worthington. Hoyt. Cedartown, (A-P) 
ILLINOIS 7 (71) 
Brewer, Stephen R., Newark, ISM) 
Dexter, Leon E., Olmsted, (AS) 
Dreesen, Karen M., Homewood, I1AA), Glenn Dresser, 
Fisher, Michael Keith, Chicago, (Su) 
Horton, Barbara E.O., Downers Grove, (SM), Eugene S. 
S/adek 
Pergande, Glenn A., Chicago, (AA) 
Stepp, Michelle A., Homewood, (AA), Glenn Dreesen 
INDIANA 5 (41) 
Bowman, William G. III, Valparaiso, (AC) 
Doles, Ida Mariana. Logansport, (SS), David J. Parker 
Emerson, Ralph W., Tell City, (A.P) 
Romaln, Louis F., Fort Wayne, (AS) 
Unique Color Lab, Fort Wayne, (SUST), Bradnick ABolder 
IOWA 2 (26) 
Erickson, Donald L., Forest City, (A-P) 
Kean, Thomas J.. Dubuque, (A-P). Vaughn F. Kray 
KENTUCKY 2 (10) 
Poloway, Douglas E., Independence, (SM) 
Roe, Robert D., Isom, (AS) 
LOUISIANA 2 (15) 
Frela, Emanuel J., Morgan City, (A-P) 
Young, David N., Gonzales, (AC) 
MARYLAND 1 (10) 

Johnson, James K. II, Columbia, (AS) 
MICHIGAN 6 (47) 
Amrine, Marge et A., Ann Arbor, (AC) 
Brown, David M., Detroit (AS) 
Fearn, Daniel, St. Clair Shores, (AS) 
Lieberman, Charles G., Livonia, (AS) 
Nagy. Franklin G., Flint, (AS), Margaret L Pecknyo 
Pettylx =n. Douglas B., Lake Orion, (AS) 
MINNESOTA If, 
Halverson, Adrian  SL Paul, (AA) 
Hatlested. Timothy S_ Moorhead. (A-P) 
May, Vernon G., St. Paul, (A-P) 
MISSISSIPPI 1 ((9̀ 
Clay, Trace F., B aokheven, (A-P) 
MISSOURI 2 (10) 
Bizelli, Michael A., St. Louis. (A-I) 
Smith, Sanford W., Lexington, (A-P) 
MONTANA 2 (4) 
Lovely, Stephen J., Hamilton, (A P), Duncan Mac Nab 
Lyon, Jenrey J., Bozeman, (SM), Duncan Mac Nab 
NEW JERSEY 2 (47) 
Anderson, David A., Fanwood, (AC) 
Meyer, Susan J.. Perlin, (SM) 
NEW YORK 3 (76) 
Kellam, Fr. Thanes. Larchmont. (AS) 
Lynch, Terence P. Nyack, (A-P) 
Yourig, Norma J.. Syracuse, (A-P), Herold L. Bores 
NORTH CAROLINA 2 (21) 
Baldwin, Nicholas S., Elizabeth Cit , (AS) 
Childress, Phiduf H., Charlotte, (A. I 
OHIO 6 (52) 
Adams, Janet Columbus, (AA), Ralph Goodrich 
Christy, Linde elf Fremont. (Ai0 
Hughes, Michael K., Cincinnati, ttAS) 
Jones, Robert E., Cincinnati, (AS) 
Taush =1f. Rlther0 S., Cleveland, (AS), Paul POlrng 
Tomlinson, Michael D., Centerville, (SM) 
Wilkins, P.. Fremont, (AA) 
Williams, Steven L., Eaton, (A-P) 
OREGON 3 (20) 
Anderson, David D., Aurora, (AS) 
Brown, Stephen M., Salem, (AS) 
Grimes, Joseph D., Portland, (A-P), Forrest E. Davisson 
PENNSYLVANIA 4 (142) 
Dart, Bruce A., Manslied, (A*P) 
Madison, Jamie L.. Zlidis ogle. (ASj, Jerry Interval 
Mitman, Frank J.. Bethlehem, (AS) 
Park, Victor E., Willow Grove, (SS) 
SOUTH CAROLINA 1 (10) 
John J. Pearrow, Columbia, (AS) 
SOUTH DAKOTA 1 (5) 
Olson, Laurie J.. Wolsey, (SM) 
TENNESSEE 2 (15) 
Bell, Joseph E. Jr., Cleveland, (AA) 
Cooper, Marilyn Jane, Cleveland, (A-P) 
TEXAS B 172) 
Calhoun, LLaarry D., Houston, (AS) 
Ell. Carlton Wayne, Houston, (A-P) 
Kirkham, Edwin O. Jr., Uvaltle. (AC) 
Mc Peak, Joan, Webster, (A-P), Raymond C. Street — 
Weeks, Leslie, Port Neches, (SS) 
While, Paul A., Richmond. (A-P) 
Whittington, Susan R., Austin, (AA) 
Williams, Carl, Midland, (A-P) 
VIRGINIA 3 03) 
Braxton, Aeran L. Jr., Norfolk, (AS) 
Owen, Richartl P., Annandale, (Ag, Mark J. Vyncs 
Snell, James Franklin Thomas. Norfolk, (AA), William S. 
Mcintosn 
WASHINGTON 1 (10) 
Sinclair., Timon, Redmon0. (AS) 
WEST VIRGINIA 1 (7) 
Blankinship, Howard E., Weirton, (AS) 
WISCONSIN 1 (20) 
ODremski, Frank S., Milwaukee, (A4) 
VIRGIN ISLANDS 1 (1) 
Bunten, Frank E., St. Thomas, (AS) 
BRITISH COLUMBIA 2 (3) 
Low, David N., Kamloops, (INT) 
Mineto, M. Kenneth, 100 Mile House, (AS) 
ONTARIO 2 (1 5) 
Aylm, Daniel S., London, (AS) 
Lehan, R. Averlll, St. Catharines, (AS). J. Ian Ransberry 
PRINCE EDWARD ISLANDS 1 (1) 
Johnston, Frederick S., Charlottetown, ISM) 
BOLIVA 1 (1 
Grunbaum,  erman, Cochabamba. (INT) 
ENGLAND 1 (10) 
Griffin, John Martin, Runcorn, Cheshire, (INT), Ronald 
S01=11 
SOUTH AFRICA 1 (1) 
City Lab, Johannesburg, (SUST) 
SPAIN 1 (1) 
Solanas. Antonio. Madrid, (INT) 
WEST AUSTRALIA 1 (1) 
Edwards, Greg, Sunbury, (INT), Eduard Kabay 
YUGOSLAVIA 1 (1) 
Rustemagic, Ervin, Sarajevo, (INT) 

SPEEDMATIC 
REVOLVING 
DARKROOM 
DOORS 
• New: With free 

wheeling ball 

bearings. Rotates 

easily from inside 

or out. 

• Keeps darkroo m 

light safe, with 

quicker, easier 

access. 

• Breakaway 

hardware for easy 

movement of 

equip ment. 

• High impact polystyrene. 

• 2 & 3 way models available. 

For fast sales and technical 

information call toll free: 

(800) 331-5904. 

HEX 
S p eed m[1 tine 

PS80  Cushing, Oklahoma 74023 

G OLD STA MPING M ACHINES 

FILM NUMBERING MACHINES 
GOLDRITER PENS 

-SINCE 1963-
Thousands of progressive photographers and 
photographic labs have been using VEACH 

G OLD STAMPING MACHINES, 

FILM  NUMBERI NG MACHINES& 
G OLDPRINTER PENS 

to add their studio name, their signature, 
titles, dates, negative number and/or 

identification in beautiful and permanent 

G OLD-SILVER-BLACK-COLORS, to their 

PR B& W PRINTS — C OLOR  INTS 

NEGATIVES — TRANSPARENCIES 

VEACH machines are the ONLY Gold Stamping 
Machines designed specifically for the 

Photographic Trade, hence our volume is 
high and our prices LOW LOW LOW LOW. 

When you purchase a VEACH machine you get: 

TOP QUALITY-LO W C OST/I MPRINT 

-LO W INITIAL INVEST MENT-

For more Information  Ve h D—1 —,,it Co 

on VEACH machines 

write today to: 

PP-8 

14535 Arminla. 
Van Nuys, Cale. 
91402 

I 
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something here you need ? 
Attention advertisers: A monthly listing here will give your products and services 

national exposure at a cost tailored to the smallest budget. For rates and more 

information, write to The Professional Photographer, Advertising Depart ment, 

1090 Executive W ay, Des Plaines, IL 60018. 

Learn and ,iwalii, how yon 
car impart laelile-likr leVture, 
such as Etching, C rackWee, in.ra-
grain or Mona I:I,, to and prior. 

Oulside lshe >ourown. 

—11", ratio 1, Hesrarxh'! 
color ,ample,  Sprcial niter. 
b gel both. send 52: today lo: 

T̀exturejects Drawer411U, M.g.h., CA 95954 

C OPY & REST ORATI ON 

la w and DIRECT C OL OR -r6oBiu Mm. n, IS OPINED-NEGS. COMBINED AIgpVSN CID "CANVAS, AG 

711 W NHmi ,Ire  PO Ga. 515. Venire. Flo,.da D555 

Phone 410/499-1424  
174 G.KN LI,nao., en repast 

PUBLICITY 
PRINTS 

LITHOGRAPHED ON HEAVY GLOSS STOCK 

BL AC K & W HITE 8 00's 

500 - $41.00  1000 - $59.00 

SEND ealp PHOTO CHECK OR 
SAW AND COLOR SAAnLES ON REQUEST 

PICTURES 
1867 E. FLORIDA ST. 
SPRINGFIELD, MO. 65803 

Z: BARGAIN HINTERS 
Q  The Nation's largest photogBraphic shopper 
Ian contains hundreds of classllled ad bargains 
[en from people all over the United States. 
.Mw • Buy. ,ell. Via.. new 8 uses  •Sue 1oIanSeyea,. 12 issues 
IB.I •heal pane 6 [onailion pu!a.  •Bank rods acrpled W .who la find s rnacuele,ems •Honor Back ppannlee— y  
reel •Bhg 11x1/ lock papas  ;f•h S �...L••... tails 

-Lo.  ado nn sus  DI  L11•a  .'�'�'�11 
at •Law as mca. ec an wpa  ���  , 1.  ,. 

FILE /T., MAIL /T.. . 

DELIVER IT... in an 

APEC ENVELOPE! 
All sixes PHOTOMAILERS • KRAFT • GLA551NE 

stocked for IMMEDIATE DELIVERY 

APEC STUDIO PRO MOTI ON AIDS 

for brides, babies and 

special occasions ... also, 

studio business forms. 

FREE CATALOG ON REQUEST 

A M E RI C A N  P RI N TI N G 

&  E N VEL O PE  C O M P A N Y 

900 Broad way, New York 10003 

THERMONITOR 
THE INSTRUMENT THE 
PHOTO INOUSTRY HAS 
BEEN WAITING FORIII 

A digital 
thermometer and 
temperature 
monitor at LESS 
than the cost 
of a digital 
thermometer only! 

FOR MORE INFORMATION 
CALL OR WRITE 

6 and G Products, Inc. 
230 S. Evergreen 
Bensenville, IL 60106 
(312) 5955663 

'WEDDING ALBUMS'— 
• BUY DIRECT E'ROM MFR 
• PRDMPT DELIVERY 
• GOLD STAM PI N(: 

0  

• SPANISH AVAILABLE 
Send for free catalog 

Ca ll e n PhotollleuntCorp. 
218 OCEAN AVENUE / JERSEY CITY, NEW JERSEY 07306 

"_(G„_  

NEW! STROBOFRAME R4 
Rotary-Link Flash Bracket 

Patented rotary-link permits 

rapid camera rotation for 

vertical pictures. Eliminates 

pink-eye and side-shadows. 

For 35mm, 6 x 4.5, 6 x 7 

and 21/4 x 21/4 cameras. 

Fits all flash types. 

FREEBROCHURE 

NOVACON PRODUCTS 

1101 - F3  Victoria St. 

Costa Mesa, Ca. 92627 

The(mo-Regulators 

•ind.wro.n,. •,. wnu  n.h L sdl 

Iddc mn rot. nu.nn 
o'. 

h  •  Poa 1in , 
c,•nall uaN eA w HmN�NPP enw n 

.use 

Kiwi 
COMPARE -ydia Wy-ACCU-TEMP-

WEDDING ALBUMS 
_ & MOUNTS 

'• Complete'TAP" Prolessioh.1  
Photo Packaqq ng line at whole-

'  sale prices. Shipped promytly. 
Master Charge. Visa. FREE 
Catalog. Wr,rE., can. 

CROWN PRODUCTS 
2164 Superior. Cleveland. Ohio 44114 

L  -  216/781 60)O 

HERSHEY SUNLIGHT 230 
The old pro is back! 

• Nominal 100 w/s 

• Fast recycle 

• Light weight 

• Dependable 

• Satisfaction 
guaranteed 

-Only $145.00 

H ERS HEY DI VISI O N/LEE DALI N C. 

Dept.1̀114 1918 S. Prairie, Chicago, IL 60616 

GENUINE WOOD 
WEDDING ALBUMS 
WITH MATCHING 
PLAQUE FRAMES 
WEDDING ENSEMBLES 
A NATURAL ADDITION 
TO ANY BRIDE'S 
HOME DECOR 
• PI qua: Available 

1 B x 10 and 11 x 14 
1 • Matching Wood Albums 

4 x 5. 5 x 7. B x 10 
Hush or reversible 
cwoloy sent on request 

LaRn Mod INDUSTRIES 
42-05 inch Plea Co... New York 11766 212.766-3000 

Model 350 Projector Stand 
The RMF Model 350 Projector Stand is a 
reliable stand which aligns two Kodak 
Carousel or Ektagaphic projector,. 
allows easy access for changing .slide  r 
uava and saves a lot of ape : 1  - j 

� 1l RMF Products If-rm  •� 95  
1 9  J P O Box 413, Batavia, Illinois 60510 

Wedding Albums, Frames & Mounts 
Complete line • A FM • Topflight 

• Gross • McDonald. Fast service. 

Send for FREE catalog. 
Z 

A F M Inc. P o Box 32033  �( 
Dept PP $on Antonio rx 70216 

SELL QUALITY PACKAGES 
Portrait • school • sports • won, mq. 

j WA 

V11 

.I 8a10  No  $3.45 

4 
MMMM 
M M M M 

Vencoor II 8 K, Iac  I 
12x220 4b'/Olmn No 8e  53  
35mm PelfNon Pen. No 3588  53 R(1 \K•.': 
Roll' rx rut ecW1111 
RequeR {iir_ 1.;' !-:..r  Mi re Corntllnalion 

EVERY NEGATIVE VIDEO ANALYZED 

Orders Mes than$&Do  SEND CHECK 
Add $1.75 poetage, Deciding, handling  WITH ORDER 

1  213.219 SOUTH TYLER AVE. 
A  �{EB�E µ �E  LAKEP O. DRAWER BH 

- ' r `  LAND. FLORIDA 37802 
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DURST ACS-600 OWNERS 
G and G Products, makers of suPER TPg 
have designed a fully serviceable, directly interchangeable. 
replacement control foryour BURST ACS-600 processor. It 
features the time proven control module used on thousands 
of temperature control units. The ten turn adjustment allo s 
precise temperature settings, and easily replaceable w parts 
minimize service costs and down time 
Available in 2 models-to control one or two heaters. 
Ca11(31215955683 1efd,d,,t.d7 GandGP8000CTS.INC.. 

230 S. EVERGREEN. BENSENVILLE. IL 60106 

as 

:fi 

y 

j 

PAINTED 
BACKGROUNDS 
FOR PROFESSIONAL R eSU bTS 

N E W - 25 10 101 P 
i old s-sel Painted backgrounds. 
s  c ,plus 50 W9e catalog -

1 es, mounts. albu ms. 
photo poly bags. toys, panted 
drapes. Po V  f0, <orr• 
10. ms. eu. Send 51.0 0 S1 00 
plate cat...  Pone tuc aPp V 
re  fund coupon  4199 
order. IPNone61288  1' 

TN  ERxxiCE CO  DEPT PPA 

*s 

r! 

E Pt  - ' •' 

98St ery 81PnploB DMrs Slrce 19541.1  1st. 

��:� •Y �lF'��9+y'�rr.��ri 

NO ADlUSTMENii • COMPACT 
FASY FOCUSING • NO EYE STRAIN 
6 POPULAR SIZES 

BUDGET PRICED 
Special Sues an Rsyuest 

Send for Free Literature 
«GA eZ CO.,s NNE . 

Al Berlar Came a Shoo 

QUANTO 
PHOTOS 

Low Prices • High Quality 
Write for samples and price list. 

B& W and color 

Generous discount to the 
professional photographer. 

Serving the professional 
photographer for 30 years. 

KIER 
PHOTO SERVICE, INC. 
1627 E. 40th St. Dept. PO 
Cleveland, Ohio 44103 
Phone (216) 431 4670 

WEDDING ALBUMS & PLAOUES 

® 
HOLSON. Topflight, TAP Wedding a 
Root Albums. Yankee P1aks SHIPPED 
IMMEDIATELY hom large stock Mash 

Charge, Vlsa/BA. FREE aWogs 

MERIT CO.  213 / 342-6700 

P.O. Box 1471. Reseda. Calif 91335 

Creative COLOR 
WORKSHOPS 

of ROBIN PERRY 
I... A r  N % 

R rirr Jor 6rr,.hure ,'I rMree X e 

Robin Perry 
820 Hartford Rd. 
walenord. Conn 06385 

USING "IM iff-TIMar CONTACT 
DRAWING TEXTURING SCREENS 

(FUu 11"a 14"m 111.) 
TMoa Sceeana: C"r W: I E10: 
White EtchAS15.95 each). Saw 
S10.00:Ordar N YOnly $37.85 
SATISFACTION GUARANTEED!  

Used by Pros F Coasrto -Coast 
BIRECTOR ENTERPRISES 

P.O. BOX 159-REDONDO BEACH, CA. 90277 

A Profi t 
Maker .. . 
saves 
many 
hours! 

Ada ms 
RETOUCHING MACHINE 
Ask any Adams user. Then multiply 
the number of hours saved by the 
hourly rate you pay! 
(It might exceed the cost of the machine in the first 
year) 

$435.00 F O B. Denver 
Write for free literature on the Adams Retouching 
Machine, and other accessory items. 

Ada ms Retouching Machine Co. 
846 Broadway Denver, Colorado 80203 

303 831 7165  / 

TEMP CONTROLS 
RECIRCULATING 

► controls to 11101F 
► works with 
all chemistries 

V. cuts energy 6 water 
costs 

US Pat 3,780.263 

PHOTO -THERM 
It0 Sewell ave. enton, n.1. 08610 
609 396-1456  C 

advertising 
index 
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Victor Hasselblad, Inc   
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Imperial School Photography  21 
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classified 
All classifications 556 per word (includes two words bold 
lace caps), minimum 514.25. Additional bold face caps, 
$1.00 per word. Box number and handling charge, $4.55 Par 
ad. Closing date [or new advertising. corrections or 

cancellation orders, 8th of month preceding issue date. 
Remittance must be received with order. Mail ads with 
-.11 nceto: PPAPublicationsand Events.Inc..Classified 
Ad Dept. 1090 Executive Way, Des Plaines, 11-600l 

Replies to ads with box numbers Should be addressed as 
follows. Box   c/o The Professional 
Photographer, 1090 Execullve Way, Des Plaines, IL 60018. 

EQUIPMENT FOR SALE 

CAMERZ CLASSIC 70mm cameras, Camerz SLR 
cameras (new in stock), Mamiya RB67 and 645 
cameras and the Nord SLR camera. Photogenic 
and Norman lighting equipment, Majestic Tri-
pods-in stock for immediate delivery. Complete 
used equipment listing available upon request. 
Authorized repair station. Credit terms available. 
Camera Art, Box 100. Lewiston, MN 55952: (507) 
523.2101. 

CALL TOLL FREE 
MR. JAY SCHWARTZ 
(80(t) 326.1366 
(800) 326.7630 
(800) 326.7960 

SPECIAL PRICES ON NEW EQUIPMENT 

PRESENTLY STOCKING: 
Photogenic 
Norman 
Ascot 
Broncolor 

Coleman 
Photo Control 
Nord 
Reflectasol 

And Many Others 

QUALITY USED EQUIPMENT 

BEATTIE COLEMAN 
Model A Portronic Camera System wl 
70mm or Split 70mm Magazine... $ 675.00 

Recorder or School Camera wl 
35mm Magazine  $ 495.00 

D1 D8 70mm Magazine   $ 195.00 
D56 Split 70mm Magazine  $ 195.00 
C5635mm Magazine  $ 175.00 

PHOTO CONTROL 
Camerz Classic Camera System wl 
Split 70mm Magazine  $ 995.00 

Camerz Background 35 Front Screen 
Projection System  $ 995.00 

170EN21 D Split 70mm Magazine   $ 200A0 

NORD 
SLR Camera System wl 
Split 70mm Magazine   $1095.00 

PHOTOGENIC 
Flashmaster System-40Dwls w/ 
1-AA01 Power Supply, 2-11" Lightheads, 
26" Lightheads .   $549.95 

Flashmaster AA01 Power Supply-
400w/s   $ 325.00 

NORMAN 
2008 Portable Flash (New Unit) 

ASCOR 
Model 600, 800wis Power Supply  . $ 199.00 
Umbrella Lighthead  $ 95.00 
Hair Light   $ 75.00 
Background Light  $ 60.00 

POLAROID 
Special Events Camera  $ 695.00 

There is a special two year warranty on all new 
equipment; used equipment carries a one year 
warranty. Contact JAY SCHWARTZ, CHROM. 
ALLOY PHOTOGRAPHIC INDUSTRIES, 1227 
Finger Lake Ct., Chesterfield, MO 63017. Call toll 
free numbers above, or (314) 231-1575. 

$ 416.45 

COLENTA PROCESSOR Studio 20 with water 
control panel and Lucht 11" roll easel, both 1 year 
old. Call (309) 452-8476. RON NAAS PHOTOGRA-
PHY, P.O. Box 246, Normal, IL 61761. 

NORD, 10" package printer, five lens decks, di-
chroic lamphouse, Hamlin Air Decks, excellent 
condition, $11,500. Cell Bob Dion, (205) 595-9425. 

PHOTO CONTROL-Fixed focus camera, 
1  27m lens, 46mm 100' or 200' magazine, with 
case $325. Jim Dock, 5005 Glenwood Dr., Wil. 
liamsville, NY 14221: (716) 835.7351. 

AERIAL CAMERAS Custom 5"0" aerial camera 
with 210mm APO-Lanthar lens $995. Linhof Aero-
Electric 70, SOmm Zeiss Planar 6cm x 7cm format, 
70mm 100'.0 magazine (430 exp.), 2-70mm x 
15'-0" magazines (50 exp.), 2-220 magazines, 12 
volt and 24 volt battery systems and chargers 
$5,750. Reply Box G803, c/o The Professional Pho-
tographer. 

SPECIAL EVENTS Camera. "Polaroid SE-2." 
New $1,300. Have two, perfect, for $495 each. Al-
so customized "Simul-shot" passport camera cus-
tomized to take % length. Paul Outage, 3354 N.W. 
23 St., Ft. Lauderdale. FL 33311; (305) 484-1330. 

USED QUALITY EQUIPMENT Schneider Compo-
non 14" $500, Kodak 8x10 printer w/contrast con-
trol $150, Pako 2".12" auto paper cutter $800, Ko-
dak Model II Rapid Color Processor w/temp. stab. 
$300, Apac auto printer w/Beseler $350, Deardorff 
studio portrait camera $650, Simplex 22" table 
auto gloss dryer $700, Seery auto slide mounter 
$2500, Spectra Combi-500 complete system $125, 
Illumitron slide copier $350, 210 Schneider 
Angulon $475, Pinkham-Smith 15" visual quality 
$300, 16" Kodak portrait lens $300, 12'' Kodak 
portrait lens/shutter $350, 12" Schneider Repro-
Claron/Copal $550. 

LINHOF TECHNIRAMA 6x17cm, wf90mm super 
wide. Fantastic detail, sacrifice, $2,300. Shoots 
120 or 220, perfect condition, includes UV filter 
(cost $280), case, filter case. Super panoramic 
type pictures. P.O. Box 7467, Beaumont, TX 
77706; (713) 898-2411. 

MAMIYA RB67 Pro-S w/90mm f13.8 C lens and 120 
roll holder, NEW: only $859. All lenses and acces. 
sories are in stock, ready for shipment. HELIX, 
325 W. Huron, Chicago, IL 60610; (312) 944.4400. 

ADEMCO 1620 softbed press, NEW: $795. Adam. 
cc 1721 hardbed press, NEW $995. Ademco 2125 
hardbed press, NEW $1,295. HELIX, 325 W. 
Huron, Chicago, IL 60610; (312) 944-4440. 

SPEEDMASTER analyzers and densitometers, 
NEW: model SM1100 solid state analyzer, $956; 
Colormate 500 analyzer, $565; R-70B black-and-
white densitometer, $590; TRC 6ODP transmission 
and reflection color analyzer and densitometer, 
$1,725. HELIX, 325 West Huron, Chicago, IL 
60610; (312) 944.4400. 

SINAR View Cameras, all models in stock, NEW: 
4x5-p Expert, $3,695; 8x10-p Expert, $4,895; 4x5-F, 
$669; 4x5-C, $1,695. HELIX, 325 W. Huron, Chica-
go, IL 60610; (312) 944.4400. 

Honeywell professional handle mount strobonars, 
display and demo models with new warranty. Call 
or write for price list. You will never buy profession-
al strobe equipment for less. HELIX, 325 W. 
Huron, Chicago, IL 60610: (312) 944-4400. 

EQUIPMENT WANTED 

OLD CAMERAS WANTED. Wooden Studio, Field 
Cameras, equipment, advertising signs, journals, 
lenses, darkroom and miscellaneous photo-
graphics. Send list and price. Scott, Box 805, Lake 
Geneva, WI 53147. 

SALES AIDS 

QUALITY BILLFOLD BOXES, one inch thick 
clear top, white bottom holds 100 pictures. 200 
case, $52.50; 100 for $28.50 prepaid USA. 
Balloons, $3.951gross; 2 gross, $7.50 (one gross 
balloons/ one gross combs, $7.50). Send $1 for 
complete catalog and $1 coupon enclosed. Pierce 
Company, 9801 Nicollet Ave., Minneapolis, MN 
55420. 

WEDDING ALBUMS. Holson; Camille and 
wooden WHOLESALE catalogs FREE. Gold 
stamping. ALBUM HOUSE, RDI1, Box 70-A, 
Marlton, NJ 08053; (609) 424.1096. 

"WEDDING SPECIAL"- Six blue garters, cards, 
envs., one pad each wedding contracts, 06 ap-
pointment cards for $10.00 cash postpaid any-
where in USA. Pierce Co., 9801 Nicollet Ave., Min-
neapolis, MN 55420. 

ALBUMS-FRAMES: Topflight, Holson, Camille, 
Desmarais & TAP albums, wall and easel frames, 
photomounts, plaques, stock mats. For catalog 
write: Michel Co., 4664 N. Pulaski Rd., Chicago, IL 
60630. 

ALBUMSI WEDDING, Commercial; photo-
grapher and customer's names in gold mounts. 
Sales aids. Free catalog) Orders shipped day 
received. Crestwood, 3601 West 71st. Prairie 
Village, KS 66208. 

RUBBER STAMP CATALOG. INSTANT DRY-
ING INK for RC PAPER-4 oz., $4.80. Pad, 
$1.55. GOLD STAMPING MACHINE, $121.95. 
BUSINESS CARDS. Jackson's, Brownsville Rd., 
P-308, Mt. Vernon, IL 62864. 

PHOTOMOUNTS-ALBUMS...Ask for a free 
catalog and photomount samples. Penn Photo-
mounts, 5th & Main Streets, Darby, PA 19023. 

BE NOTICED-place an ad in the nation's fore-
most guide to the purchase of quality professional 
photography-the DIRECTORY OF PROFES-
SIONAL PHOTOGRAPHY. For more details write 
to PP of A, Dept SS, 1090 Executive Way, Des 
Plaines, IL 60018. 

MARKETING IDEAS are abundant in THE PRO-
FESSIONAL PHOTOGRAPHER'S reprint booklet 
titled "Marketing and the Professional Photog-
rapher." Some of the articles In the 27-page publi-
cation are "How Astute Marketing Can Make the 
Commercial Studio Grow," "Public Relations and 
the Industrial Photographer," "How to Stage an 
Open House," and "How to Make Radio & Televi-
sion Work for you." Send $1 to PPA Publications & 
Events, Inc., Dept. CN, 1090 Executive Way, Des 
Plaines, IL 60018 

PHOTO DECOR booklet includes articles on of-
fice wall decor, canvas-mounted sales, gallery in 
the studio, and marketing custom framing. Avail-
able for $1 each from PPA Publications & Events, 
Inc., Dept. CN, 1090 Executive Way, Des Plaines, 
IL 60018. 
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MODEL RELEASE FORMS, to protect the pho-
tographer in his day-to-day business. Permission to 
Use Photography, 50, $1.25. Enclose remittance. 
Membership Service, PP of A, PO Box 7197, 
Chicago, IL 60680. 

UNBREAKABLE COMBS, 1 %x4 each, in quantity. 
Great for school photographers. Other bargains. 
Write for prices. Economy Combs, 2064 North Da. 
men, Chicago, IL 60647. 

MANUFACTURER OF wood plaques and frames. 
Custom framing and matting. Finishing sprays. 
THE PHOTO GALLERY, 6103 18th Ave., Brooklyn, 
NY 11204;(212) 232-6756 

LAB/STUDIO SUPPLIES 

"DO IT YOURSELF SPECIAL EFFECT 
MASKS". "FREE SAMPLE" and brochure. Com-
bine our masks with negatives or slides for special 
effects you can print yourself, or send to your 
favorite lab. Our masks are being used by photog. 
raphers and labs Internationally. A set of 16 differ. 
ent masks for only $19.95, sizes from 35mm to 
2V.x2r/,. Twelve different sets to choose from 
one available in Spanish. We also make custom, 
masks and sizes. Musto Graphics, 3477B Kennedy 
Blvd. Jersey City, NJ 07307; (201) 963.8805. 

POLY BAGS for prints-negatives, 100 assorted, 
four sizes, $8.95 postpaid—CWO only (ten sizes 
stocked). Send $1 for color pictures of 
backgrounds and two 1980 catalogs—$1 coupon 
included. Pierce Co., 9801 Nicollet Ave., Min-
neapolis, MN 55420. 

RUBBER STAMP CATALOG. INSTANT DRY-
ING INK FOR RC PAPER-4 Oz, $4.80. Pad. 
$1.55.GOLD STAMPING MACHINE, $121.55. 
BUSINESS CARDS. Jackson's, Brownsville Rd., 
P-309, Mt. Vernon, IL 62864. 

VC PHOTOGRAPHIC ART SUPPLIES negative 
and print retouching supplies including VC II, and 
new shadow dyes. For information write: PO Box 
1018, Hudson, FL 33568; (813) 863-2738. 

BACKGROUNDS 

INCREASE YOUR BUSINESS IMMEDIATELY 
WITH FRONT PROJECTION. Unique portraits and 
perfect backgrounds every time. Projector with power 
pack and 3M 7615 6'x6' roll-up screen, only $995. 
Guaranteed 2 years. Terms available. Write for FREE 
COLOR BROCHURE to Herb Laney, ELECTRONIC 
FLASH BACKGROUNDS, INC. 535 Jon Ln., Des 
Plaines, IL 60016. 

PORTRAIT BACKGROUNDS BY JAMES 
BRIGHT Texture, scenic, custom. Each beautifully 
handpainted on heavy-duty artist canvas. Guaran-
teed finest quality. Photographic Products, Dept. 
PP, 13535 Crenshaw Blvd., Hawthorne, CA 
90205;(213) 973-8488. 

DON'T PAY $3,000 FOR FRONT PROJECTION, 
or even $995. You can have a projector, beam 
splitter and 7'x8' 3M background for $300, or 
lessl!I Send stamped envelope for full details. 
Rochon's, Dept (P), Reedspon, OR 97467. 

HAND PAINTED BACKGROUNDS, artist can. 
vas, window shades. Billfold-size color pictures, 
plus 50-page 1980 catalog on photo supplies, also 
$1 refund coupon. Write PIERCE COMPANY, 9801 
Nicollet Ave., Minneapolis, MN 55420; (612) 
884-1991. Established 1946. 

THE DENNY Mfg. Co., Inc., world's largest manu-
facturer of background materials and accessories 
presents its all-new color catalog. Send for com-
plete information on painted, lithographic and pho. 
tographic backgrounds. Also for complete line of 
support systems manual and motorized. The 
Denny Mfg. Co., Inc., P.O. Box 7200, Mobile, AL 
36607; (205) 457-2388. 

HAND PAINTED BACKGROUNDS, artist can. 
vas, window shades. Billfold-size color pictures, 
plus 50-page 1980 catalog on photo supplies, also 
$1 refund coupon. Write PIERCE COMPANY, 9801 
Nicollet Ave., Minneapolis. MN 55420; (612) 
884-1991. Established 1946. 

MOTORIZED BACKGROUND ROLLER SYS• 
TEMS Heavy duty 2, 4 or 8 motor assembly with 
remote pushbutton control. First 8 finest quality in 
industry. For use with canvas backgrounds or 
seamless paper. Photographic Products, Dept. PP, 
13535 Crenshaw Blvd., Hawthorne, CA 
90250;(213) 973-8488. 

FURNITURE, PROPS 

SEND FOR free catalog of environmental props. 
We have stumps, rocks, fences, etc. Also chair-
backs and now a complete line of Victorian furni. 
ture and stackstools. Write or call The Denny Mfg. 
Co., Inc., P.O. Box 7200, Mobile, AL 36607; (205) 
457.2388. 

STUDIO FOR SALE 

BROOKLYN, N.Y. on busy thoroughfare, estab-
lished profitable portrait and wedding clientele. 
Color lab. Terms for the right talented photog-
rapher. Reply Box G103. etc The Professional Pho-
tographer. 

CENTRAL CALIFORNIA COAST—Quality studio 
located 2 blocks from the beach. Established 18 
years. Newly enlarged and remodeled. Approxi. 
mately 2800 square feet with an 18'x30' camera 
room. High profit from low volume. Fully equipped. 
Will assist in transition. Reply Box G405, c/o The 
Professional Photographer. 

NEW YORK area, established 10 years. Low rent. 
No competition. Excellent inventory and equip-
ment. $60,000 gross. Priced for quick sale at 
$30,000. Reply Box G502, c/o The Professional Photographer. 
FULL SERVICE studio in north central slate. Over 
50 years in business, but recently completely re-
modeled. Call (701) 838-3008 between 7 and 
1 opm. 

ORANGE COUNTY, California—Over $100,000 
volume. Commercial, passport, portrait, wedding; 
excellent lease, 2000+ square feet, black/white 
lab, vehicle included. With or without equipment. 
Anaheim. Good reputation. Owner retiring. Reply 
Ron—Box 1132, Laguna Beach, CA 92652; (714) 
497-3585. 

Buy and sell with classified ads. 

WISCONSIN—STUDIO-home combination in 
thriving rural area. Newer three-bedroom home in 
park-like setting. Portraits, weddings, commercial, 
framing. 1979 gross—$45,000. first 5 months of 
80 up 100% over '79. Reply Box 6801 c/o The 
Professional Photographer, 

PORTRAIT STUDIO—Midwest 150.000+ gross 
sales—small town—beautiful, luxurious facil-
ities-25 years established owner seeking other 
profession—will sell studio only or with rented 
large building—rent will make payments on build-
ing. Reply Box 6802, c/o The Professional Photog. 
rapher. 

AUSTIN, TEXAS. Portrait, wedding, restoration. 
Established 1923. Negative files. Lease includes 
large living quarters. Ideal for husband and wife or 
partnership team. Needs good business head and 
promoter to cultivate unlimited potential and es. 
tablished. but semi-dormant. good will. $48.000. 
P.O. Box 1568, Austin, TX 78767; (512) 478-9886. 

EL PASO, TEXAS—Excellent location, wedding 
and portrait clientele, with or without color lab, 
high gross owner will assist In transition. Reply Box 
G800, clo The Professional Photographer. 

PORTRAIT STUDIO. Eastern North Dakota. Por-
traits, weddings, senior photography, etc., some 
commercial. Has been established for 23 years in 
same location. Shows excellent growth and net 
profit. Books are open to qualified buyer. Good 
lease. 2,800 sq. ft. Excellent trade area. Reply Box 
G804, clo The Professional Photographer. 

WELL ESTABLISHED, lucrative, full service, por-
trait studio. Includes income apartment, large 
camera room, BW lab, many extras. Population 
35,000 and growing. Unlimited potential. Located 
in scenic east central Wisconsin. Owner retiring. 
Reply Box G410 c/o The Professional Photogra-
pher. 

PORTRAIT STUDIO/Camera Shop N.E. PA—Ex-
ceptional opportunity—owner retiring after 32 
years. Lucrative senior and underclass contracts. 
Excellent reputation for high quality work. Store 
has all major franchises with no local competition. 
Owner will assist in transition. Opportunity to pur-
chase building with five apartments or rent. Reply 
Box G500, c/o The Professional Photographer. 

BUSINESS OPPORTUNITIES 

PHOTO MUG - Photo button machines. Brochure, 
sample button $1. Sims, 14418. North Jefferson, 
Abilene, TX 79603. 

SCHOOL PHOTOGRAPHERS—cut per student 
costs of record keeping and forms handling and 
get management reports at the same time. Com-
puter generated forms include student lists. cam. 
era cards, address labels and Invoices. Call Metri-
Count Inc. collect at (215) 352-9550. 

ATTENTION SCHOOL PHOTOGRAPHERS— 
Want a terrific program that can turn your spread 
or profit Into $2 or $3 per shipped package? 
Alston's revolutionary multiple choice "Pick-a. 
Pack" program with automatic "Retrospect" (dou-
ble image photography) is the answer. Take every-
one at random. All school services, high quality, 
fast delivery, exclusive independent franchise ter-
ritories and financing for those who qualify. Write 
or call: Ray Cournoyer, Alston School Photogra-
phy, Inc., 54 Brunswick Ave., Edison, NJ 08817: 
(201) 245.5000. 
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classified 

EARN EXTRA money teaching amateurs with 
easy instructional program. 80 slides $165, in. 
cludes postage. Mastercharge. Visa, money order, 
check. Jesse's Studio, 242 Rockdale Ave., New 
Bedford, MA 02740. 

HELP WANTED 

PHOTOGRAPHY INSTRUCTOR. Full time posi. 
lion-send resume. Kathy Dale, c/o The School of 
Communication Arts, Division of Communication 
Arts, Inc.. 2526 27th Avenue South, Minneapolis, 
MN 55406. 

A MAJOR, growing, full-service lab has an imme-
diate sales opportunity for a person with a profes. 
sional studio photography background. Sales ex. 
perience desirable but not essential. Extensive 
travel required in either eastern or midwesi United 
States. Salary plus expenses. Attractive benefit 
program. Send resume to Box G700, c/o The Pro-
fessional Photographer. An Equal Employment Op. 
portunity Employer. M/FIH. 

PROFESSIONAL COLOR LAB OPPORTUNI. 
TIES NCL has openings for quality production-ori-
anted people who have experience in color lab 
management or department supervision. If you 
have reached your peak with your present com-
pany and want to grow. you could become part of 
NCL's management or supervision team_ If you are 
a production worker on an enlarger, printer, or pro. 
cessing machine, contact us for a review of the op. 
portunities here. National Color Labs, 306 W. 1st 
Ave., Roselle, NJ 07203. Complete benefits pro-
gram includes hospitalization, major-medical, life 
insurance, pension plan, profit sharing plan, and 
more. 

PHOTOGRAPHERS: Take a working vacation this 
fall photographing students in the sunny south-
west. Position open August 25 to December 25 in 
Colorado, New Mexico, Arizona, etc. KOEN STU-
DIOS, COLLEGE YEARBOOK DIVISION, 2222 
Broadway. Lubbock, TX 79401: (806) 762.8755. 

CREATIVE PHOTOGRAPHER capable of pro-
ducing photography for advertising and sales pro-
motion purposes. Large studio facilities and equip. 
ment. Send resume and samples. Pohlman Stu-
dios. Inc.. 527 N. 27th Street, Milwaukee, WI 
53208. 

PHOTO MANAGER position requires 6 years ex. 
perience in management of industrial-scientific 
photographic complex. Should have hands-on 
knowledge of most photographic micrographic 
and motion picture systems and production tech-
niques. Good administrative and writing skills re-
quired. Send resume in confidence to: Employ. 
ment (PPA-GW) EG & G Idaho. Inc., P.O. Box 1625, 
Idaho Falls. ID 83415. Equal Opportunity 
Employer. 

PROFESSIONAL LAB TECHNICIANS Openings 
for color enlarger printers, Forox operators, 35mm 
slides. Excellent benefits and growth opportuni-
ties. Send resume to National Photographic Labo-
ratories, Inc., 1926 West Gray, Houston. TX 77019. 
Equal Opportunity Employer, M/F. 

EXPERIENCED PORTRAIT photographer capa-
ble of handling senior, environmental and wedding 
photography in eastern Ohio. Salary plus commis-
sion. Immediate opening. Apply with resume to: 
Box 536, Wheeling, WV 26032. 

EXPERIENCED PORTRAIT photographer 
capable of handling seniors, environmental and 
wedding photography in Michigan. Excellent op-
portunity in a promotion-minded aggressive studio. 
Insurance, vacation, and profit sharing plan 
benefits. Send resume and photo to Paris Studios, 
Inc., 137 E. Laketon Avenue, Muskegon, MI 49442, 
ATTN: Mr. 0. Elema. 

SITUATION WANTED 

RESULTS COUNT. Our graduates have special 
experience in studio lighting, audio-visual, color 
printing, time management. They go right to 
"work" for you because the school is located right 
at a real studio. Contact: The School of Communi. 
cation Arts, 2526 27th Ave. South, Minneapolis, 
MN 55406. 

HAWKEYE TECH GRADUATES available June 
18 and Sept 19, 1980. Professionally oriented grad-
uates in portrait, commercial and industrial pho-
tography. Write: Photography Dept., Hawkeye In-
stitute of Technology, Box 8015. Waterloo, IA 
50704, or call (319) 296.2320. 

INSTRUCTION 

RETOUCHING. Quality now for Professional Re-
touching. Complete practical course. Readily 
mastered at home. Request free brochure, "Art of 
Retouching." Hamilton Studios, Box 39-NR, Clay-
mont, DE 19703. 

NEW ENGLAND SCHOOL OF PHOTOGRAPHY 
Two-year commercial/creative program. Majors: 
photojournalism, portraiture, advertising-commer. 
cial, A-V, color, etc. 537 PP Commonwealth Ave.. 
Boston, MA 02215: (617) 261.1868. 

VERONICA CASS-NATIONAL SCHOOL OF 
RETOUCHING, INC. Offering courses in negative 
and print retouching, restoration, transparency re-
touching. For information write: PO Box 1018, 
Hudson, FL 33568; (813) 863.2738. 

MONTE ZUCKER Wedding Seminar Aug. 18, De. 
troit; Sept. 8, New York City; Sept.15, Washington, 
D.C.; Sept. 22, Kansas City; Sept. 29, Atlanta; Oct. 
6, Dallas. For information contact Monte Zucker, 
10887 Lockwood Drive, Silver Springs, MD 20901; 
(301) 593-3344. 

MEL NEWSOM SEMINAR on Photography of 
women-draped, semi-clad and THE CLASSIC 
NUDE. Live models for instruction. Tuition $350 in-
cluding room. Nov. 14.15-16. Mel Newsom, 3413 
Arrowhead Dr., Edmond. OK; (405) 348-1640. 

VIRGIN ISLANDS SEMINAR/BOB STEVEN-
SON,M-PHOTOG.CR. JAN. 12.17. Inside infor-
mation on how to successfully operate a small low 
volume, high quality studio and have fun. Lighting-
posing-business-management-public relations. 
Maximum enrollment 15-Deadline Oct. 1. For 
more information write Jim Brown Travel, 3307 
Erie Blvd. East, Dewitt, NY 13214. 

VIDEO WORKSHOP-A comprehensive 3-day 
hands-on workshop on techniques and marketing. 
Learn the all-new easy field of electronic photogra. 
phy from Ralph Romaguera and Larry Late (former 
CBS producer). Nov. 9, 10, 11. Tuition $300. Con-
tact: Romaguera Photography, 3524 Canal, New 
Orleans, LA 70119: (504) 486.3222 for details. 

PROFITS IN wedding photography-new, easy, 
step by step home study course. Covers entire 
wedding from sales to delivery. Includes 80 
beautiful slides. $149.50. Write-Jesse's Studio. 
242 Rockdale Ave.. New Bedford, MA 02740. 

LEARN PROFESSIONAL PHOTOGRAPHY Day 
and evening classes. Accredited member NATTS; 
approved for Veterans Training, financial aid pro-
grams available (S.E.O.G.) ANTONELLI SCHOOL 
OF PHOTOGRAPHY, 1210 Race St., PO Box 
1767, Philadelphia, PA 19105: (215) 563-8558. 

PROFESSIONAL OIL COLORING-Easily learn. 
ed and done at home. Good income. Write for free 
booklet, "Magic of Photo Coloring," Hamilton 
Studios. Box 39-N, Claymount. DE 19703. 

FANTASTIC FIRST... facilities, curriculum. 
Teachers... HUGH GENTRY and DON BLAIR. 
Huge camera rooms, secluded mountain chalet, 
latest techniques, including front projection. 3 ex-
citing days in picturesque VIRGINIA. September 
14. 15, and 16. Call P.S.S. today for details. Toll-
free in WI: 1-800.242.0121. Other states: 
1-800-558-0114. Photographers Specialized Ser. 
vices. Classes limited. 

COMMERCIAL LIGHTING of food and small pro-
ducts are explained in detail in the reprint of Har-
land P. Nasvik's article "Lighting Ingredients" 
which appeared in the May 1977 issue of THE 
PROFESSIONAL PHOTOGRAPHER. Send $1 for 
each copy to PPA Publicatoins & Events, Inc., 
Dept. CN, 1090 Executive Way, Des Plaines, IL 
60018. 

WINONA  SCHOOL  of  Professional 
Photography's 1979 course catalog is available 
free from PP of A, Dept. JS, 1090 Executive Way, 
Des Plaines, IL 60018. 

LAB SERVICES 

PACKAGE PRINTING for proms, sports, school 
finishirtg and store promotions. Fast service from 
split 70mm, 46mm, 120mm, and 220mm. Call or 
write ROTHOR COLOR LABS, Jacksonville, FL 
32203: (904) 388-7717. 

SUPERIOR SENIOR FINISHING 

Seeing is believing...enclose this ad with your trial 
orders and receive a 25% discount! 

PECHMAN COLOR LAB, 106 East Second, Kau-
kauna, W 154130; (414) 766.5751. 

COMPOSITES: SENIOR classes, bands, fraterni-
ties, sororities, bar association, police and fire-
men. We will draw to your specs up to 40x60. Copy 
prints in color 11104 or 8x10. Send for free info & 
sample. M & A, Box 7000, Mobile, AL 36607; (205) 
479.6555. 

SENIOR SCHOOL COLOR SPECIALISTS Com-
plete range of packages and services including 
long roll and 120 developing, proofing, retouching, 
texluring, matte spraying and B/W glossies. From 
full and split 70mm, 21/.x3 1/2, 21 x2 i, 21 x21 , 
and 46mm pert and unperf. film. Economical 
prices for superior quality and service. Send for 
complete data. FINE-ART COLOR LAB., Att: Bob 
Vines, 221 Park Ave. So., New York, NY 10003; 
(212)674-7640. 

CUSTOM B&W PRINTING Hand-printed, fiber-
base. Copy negatives, contact prints, prints to 
20x24. Fast, reliable service. Contact: PRESTIGE 
CUSTOM LABORATORIES, 38.36 Bell Blvd.. Bay-
side, NY 11361; (212) 2293385. 

QUANTITY PRINTS 

QUANTITY PRINTS Here's our promise in black & 
white: We do the work, you make the profit! 
8x1O-s: 100 only 34- ea., 4x5's: 250 only 23• ea., 
less liberal photographer's discount! Quality and 
service guaranteed. Write for samples and com-
plete price list. Color, too. Kier Photo Service. Inc., 
Dept., PC, 1627 E. 40th St., Cleveland, OH 44103. 

RETOUCHING 

RETOUCHING, color, black and white. Meticu. 
lous: competitive rates. Christine Dolce, PO Box 
158, Lawrence MA 01842. 
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PROFESSIONAL NEGATIVE retouching. Fast 
service. Carol Joy Retouching, 626 W. 120 North, 
Orem. UT 84057; (801) 225-7888. 

PRAIRIE ARTISTS RETOUCHING SERVICE Re. 
touching headaches? Let us solve them! Super 
quality, super service. Free sample. Best in mid-
west. Box 12. New Sharon, IA 50207. 

EXPERT RETOUCHING. Colorlblw. Fast, depend. 
able. Midwest Retouching, 5901 W. 56th St., Mis. 
sion, KS 66202. 

PHOTO ARTISTS, INC.1 NEGATIVE RETOUCH. 
ING. Flawless and fast. Experts with over 40 years 
experience on staff. RETOUCHING BY PHOTO 
ARTISTS means rapid service: studio work in 48 
hrs., school negs in 10 days. No limit on head 
sizelneg size. Zits, acne vanish in the print. Hard 
lines go solt.PHOTO ARTISTS have no minimum 
on no. of negs: price range: 1) wallets 2) yearbook 
3) finished. PHOTO ARTISTS retouching has 
pleased photographers throughout the nation. Es-
tablished 13 year old corporation with highly train-
ed personnel. Try us next order. Write or call (716) 
342-7658: PHOTO ARTISTS, INC. Box 3567 
Rochester, NY 14609. 

CONNIE AUSTIN-fast, dependable, negative re-
touching. Proof requested with sample negative. 
P.O. Box 444, Dublin, IN 47335. 

COLOR NEGATIVE Retouching for the profes. 
sional. Competitive prices. Mitchell Caylor, 212 Re-
gency Drive, Enterprise. AL 36330: (205) 347-3643. 

FINISHING 

70mm, 120 and 220 Vericolor II film processing 
and proofing. Two day in-plant sevice. Complete 
auto-portrait, custom portrait, and candid finishing 
service, canvas mounting and plaques. Wallets 
through 40x6O's. Camera Art Professional Fin. 
ishing Division, Box 100, Lewiston, MN 55952. 
Phone (507) 523-2101. 

SCHOOL PICTURE Processing from Vericolor II 
film. Complete service available including 800, 
5x7 or 3'/xx5 packages from split 70mm or 46mm 
and 5x7 or 31Ax5 packages from 35mm film. 
Classroom group pictures from any size negative 
up to 4x5. Fast service and highest quality. 
Camera An, Box 100, Lewiston, MN 55952; (507) 
523-2101. 

GET SUPER SENIOR FINISHING BY MEISEL 
Superior quality at competitive prices! 8x10 units 
only $2.50 with dust spotting, texturing and spray. 
ing at no extra charge. Also, profit-making 50-wal-
let special for only $5.95. Send for the Meisel 
School Packet and we'll include a free trial offer 
with a value of $19.60. We think you'll like what you 
see and want to provide your seniors with prestige 
portraits from Meisel. Write Meisel, Dept, SD-1, 
Box 222149, Dallas, TX 75222. 

SCHOOL PICTURE Processing from Vericolor II 
Film. A complete line of services offered including 
8x10, 6x8, 5x7, 4x6 or 3'/x4 packages from 35mm 
film, and 11 x14, 8x10, 5x7 or 3 Yzx5 packages from 
split 70mm or 46mm film. Composites, charms, 
classroom groups, memory books in a package 
and yearbooks. Quality. service and flexibility with 
over 47 years of experience. Portrait Packages, 
Inc., P.O. Box 839, Sedalia, MO 65301; (816) 
826.2189. 

PROMS, TEAMS, AND MEMORY COMBINA. 
TIONS from 70mm, 120,220 and 35mm. POR• 
TRAIT PACKAGES-borderless and bordered 
with die-cut wallets if requested. Free exposure 
test and negative critique. A full service color and 
bhv lab. Photo restoration experts. NEW ENG. 
LAND COLOR LABORATORY, INC., 86 Sander-
son Ave., Lynn, MA 01902; (617) 598-4400. 

SCHOOL FINISHING A complete line of school 
finishing for school photographers. Black-and-
white and color packages from under-
grads-custom processing for seniors. Special 
35mm cameras designed for undergrad work of. 
fered at every reasonable price. Write for free 
catalog. ALL-STATES PHOTO CO., 2940 East 
961h Street, Chicago, IL 60617. (312) 221-6694. 

RESTORATIONS 

LIFE LIKE RESTORATIONS, Air brush, brush oils 
or a combination. Transparent oils, custom black 
and white lab service. Two to three weeks service. 
Free estimates. Betty Royse, Cr.Photog.. Royse 
Graphic Color Service, PO Box 85, Shelby, OH 
44875. 

COPY a RESTORATION BY PRO PHOTO. 
212-09 48th Ave., Queens, NY 11364, Serving The 
Professional. (212) 831.8780-

COPY a RESTORATION reprint from THE PRO. 
FESSIONAL PHOTOGRAPHER features "The 
ABCs of Copy and Restoration," "The Terms and 
Tools of the Trade," "How to Profit from Old Pho-
tographs," "Retouching Kodak Color Negative 
Film," and more! Available for $1 from PPA Publi-
cations and Events, Inc., Dept. CN, 1090 Executive 
Way, Des Plaines. IL 60018. 

OIL PORTRAITS 

QUALITY OIL COLORING-Fine detail work. 13 
years experience. Send tone print (up to 8x10) for 
free sample and price scale. Ann Macik, R.D. 5, 
Box 104. Johnstown, PA 15905, 

PHOTO PRICING 

PRICING GUIDE-commercial photography (ad-
vertising, architectural, audio-visual, catalog, 
copies, public relations, stock) and making a profit. 
$10.75. Check or money order: Professional Pho. 
tographers of San Francisco, 44 Montgomery, San 
Francisco, CA 94104. 

Prospective customers read classified ads 

F_ 

BLUE BOOK OF PHOTOGRAPHY PRICES. 
Need more information? Write. Photography Re. 
search Institute Carson Endowment. Room 26. 
21237 South Moneta Ave., Carson, CA 90745. 

MISCELLANEOUS 

PACKARD IDEAL SHUTTERS Completed repair 
service, syncro and electric. Also, newly manulac-
tured. Professional Photographic Products.. Inc, 117 
Vine St., PO Box 169. Hammonton. NJ 08037' 

TOURS-HONG KONG TOUR a PHOTO CON. 
FERENCE N sponsored by Professional Photog. 
raphers of San Francisco, Nov. 23-Dec. 6,19W, $949 
Per person Inc. Braniff 747 air and hotel. Details: 
Natalie Rokusek, PPSF, 44 Montgomery St., Son Fran. 
SICSo, CA 94104; (415) 397.4874. 

LEGAL PROBLEMS? Call Sid Klekvnan, Cr.Photog., 
14 years photographic legal experience. SIDNEY C. 
KLEINMAN LTD., Attorneys at Law. $25 for up to 25 
minutes phone consultation. Call 1312) 368A666, Use 
Master ChargeNxsa, 

PERSONNEL POLICY booklet-a must for every 
studs. The solution to most personnel problems. Send 
$5 to Gibby Studios, 503 West 2600 South, Bountiful, 
UT 64010. 

THE MARK II-RC-1000 STAMP PAD-EVERY. 
THING YOU'VE EVER WANTED AN RC STAMP 
PAD TO BEI Specially designed two  pad allows 
stamping for hours instead of minutes. Supplied pre-
inked with RC-1000 Ink. super-last 2.3 second drying 
tune on RC photos. yet doesn't dry out on the Mark II 
Stamp Pad. Mark II-RO 1000 Stamp Pad, only $13.75 
each; RC-1000 Ink, 4 oz. bottle, $6.50 each; RC-1000 
Reactivalor, 4 oz. bottle, $3.80 each; Mark II Rubber 
Stamp Cleaner, 2 oz, bottle, $2.65 each. Shipping 
charges: Orders totalling $25 or less, add $2. Orders 
totalling $26 or more. add $3. Satisfaction guaranteed 
a your money back. Send check or money order to'. 
RC Marking Systems, P.O. Box 2821, Dept. 224, 
Toledo. OH 43608. 

BARN PHOTO-One 8x10 at $7.25. This photo is 
suitable for framing. Money back guarantee if not Sat-
isfied. Powell Photography, Shady Kroll-Lot 149, 
Greenville, NC 27834. 

CLASSIFIED ADVERTISING 
Order Blank 

NAME   

ADDRESS   

CITY  STATE   ZIP   

PHONE   

AUTHORIZED SIGNATURE   

CLASSIFICATION   

AD AS IT SHOULD APPEAR: 

❑ Assign a box number and mail my replies daily. 

Run my ad:  months;  till forbidden. 

Payment is required with order. For rates and closing dates, see first column of 
"classified" page. Please indicate exact classification in which you wish your ad to ap-
pear. Mail this form and your payment to: Production Manager, The Professional 
Photographer, 1090 Executive Way, Des Plaines, IL 60018. 

Classified ads get results. 
L 
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professional feedback 
Have a photographic question or problem? Send it to The Professional Photographer. Replies will be researched and 

written by faculty and staff of Winona School of Professional Photography. 

3D camera repair 
Could you tell me who would repair the 
winding mechanism of a 35mm Kodak 3D 
camera that is about twenty-five years 
old? 

Herbert W. Koenemann 
Springfield, Missouri 

Manufacture of your Kodak Stereo cam-
era, made in the 1950s, long ago was dis-
continued. Kodak Equipment Service, Oak-
brook, Illinois, no longer services that cam-
era. However, Marvin Cotton, Camera Ex-
change, 16 North Dearborn, Chicago, IL 
60602, said he could repair your winding 
mechanism. Cost would be $57 plus $1.50 
for shipping. The repair would be covered 
by a one-year warranty. 
Another good service facility for most 

brands of photographic equipment is Inter-
national Camera Corporation, 836 West 
Adams Street, Chicago, IL 60607. 

Buy used rather than convert 
In November's "professional feedback," 
you had an inquiry about film for a Beattie 
90mm roll film back. In the past, Beattie-
Coleman Systems attempted to convert 
90mm magazines to70mm, but with not  
great deal of success. And it was costly. 
We would recommend that your reader 

look around for a used Beattie D-108V 
magazine, or possibly consider purchas-
ing a new one, rather than spend a lot of 
money on a magazine that is at least ten 
years old. 

Dave Crawford 
President, Beattie-Coleman Systems 

Cleveland, Tennessee 
Thanks for the information, Dave. 

Who makes murals? 
We are looking for addresses of compa-
nies that make large wall murals. I read 
about one in The Professional Photogra-
pher quite a long time ago, but I cannot 
find the name now. This company, as I re-
call, used a process that electronically 
transferred the image to cloth, which then 
could be pasted onto a wall. 

Henry J. Fregly 
Lewisburg, Pennsylvania 

The process you refer to for making large 
cloth-based murals is marketed by 3M. It 
uses a drum and ink jets. You can obtain ad-
ditional data from Architectural Murals 

Project/Decorative Products Division, 3M 
Company, 552-IS 3M Center, St Paul, MN 
55101. In your area, one firm that makes 
prints using the process is Berry & Homer, 
Inc., P.O. Box 1319, Philadelphia, PA 
19105. 
For names of other labs that provide mu-

ral services, ask Kodak for a copy of A Di-
rectory of Professional Color Labs for Pho-
to Decor. It's free from Professional and 
Finishing Markets Division, Eastman Ko-
dak Company, Rochester, NY 14650. 

Forgers beware 
I am a regular reader of your column, and I 
wonder if you can help me. I wish to open 
a studio where I hope to specialize in 
copying forged or altered documents by 
infrared and ultraviolet light. 
Can you tell me who sells infrared and 

ultraviolet lamps, lenses, and cameras to 
do this kind of work? 

S.O.Sanyaolu 
Surulere, Nigeria 

Infrared and ultraviolet photographic tech-
niques for detecting forged or altered doc-
uments are quite specialized. They are 
most often used in the United States by law 
enforcement agencies. 
One of the best sources for this informa-

tion is a series of publications produced by 
Eastman Kodak Company. The following 
ones will answer your questions in detail, 
and will provide other background infor-
mation you will find helpful. 
Using Photography to Preserve Ev' 

dente, M-2, S2.50; Ultravioletand Fluores-
cence Photography, M-17, $2.25; Kodak 
Infrared Films, N-17, $1.75; Photography 
Through the Microscope, P-2, to be re-
leased this year; Applied Infrared Photog-
raphy, M-28, $6. Order these publications 
directly from Eastman Kodak Company, 
Department 454, 343 State Street Roches-
ter, NY 14650. 

Silver recovery help 
Could you tell me where I can find infor-
mation on silver recovery for the small 
photofinisher? 

Grant R. James 
Cherry Hill, New Jersey 

Obtaining information about silver recov-
ery should be on the "must do" list of any 
firm processinga sizable quantity of black-

and-white or color material today. With re-
cent sharp increases in silver prices, many 
of us may be literally throwing money 
down the drain with our waste products! 
Eastman Kodak Company recently revis-

ed several publications on silver recovery, 
and until May 30, was offering a packet of 
six booklets for $7. The offer may still 
stand. Write Eastman Kodak Company, De-
partment 454, 343 State Street, Rochester 
NY 14650, ask for Silver Recovery Litera-
ture Packet Kodak publication J-SRP. 
Kodak will bill you. 

Plastic slide pages questioned 
I've heard that the plastic slide pages for 
storing transparencies exude a chemical 
that can attack the transparencies and se-
verely shorten their lives. I've written to all 
the manufacturers of these, and have re-
ceived no replies. I now have quite an ex-
tensive slide file; some of the images are 
stored in these pages. Should I remove 
them? 

Bruce W. Odell 
Ruston, Louisiana 

Your question is echoed by many photog-
raphers who have extensive slide files that 
must be kept accessible. We asked several 
exhibitors at a recent major photographic 
trade exhibition, and received conflicting 
answers. One manufacturer said that his 
firm uses special inert plastic for the pages, 
and that they are so safe that the govern-
ment uses them for archival files. He said 
his pages also are used extensively by 
stamp and coin collectors. A European 
manufacturer of negative sleeves, howev-
er, said that though his material was inert 
any plastic material must be joined by a liq-
uid sealant and the sealant fumes can at-
tack and possibly damage the color in 
transparencies. 
At Winona, we use many different 

brands of plastic slide storage pages. Some 
transparencies have been in these pages for 
more than five years, and no color shift or 
image deterioration is apparent. However, 
to truly test we would need to compare a 
slide stored in plastic with an identical one 
kept away from plastic. 
We doubt that anybody has a positive 

answer to your question, since it is difficult 
to accelerate the effects of long-term stor-
age and aging on film images. 
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C P Q '  Col  me 
C orporation 

P.O. Box 97 
Calhoun, Tennessee 37309 
Phone 615 - 479-5481 

Give your photographic art that finished 
touch. Our new "SHADOW MOUNT" 
service eliminates the hassle of framing and 
is available through any of our print 
services (Economy, Custom or Prestige.) 
The finished print is mounted and texture 
sprayed for lasting protection. 
What could be more convenient ... 
all you need is a nail ... and C.P.Q. 

16 x 20   12.50 
20 x 24   16.00 
20 x 30   18.50 
30 x 40   28.00 

Add the above amount to the price of the 
prints you are ordering. 

ME 
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For many professional photographers, taking the photograph 
us the be-all and end-all. For others, it's just the be9nning— . 

part of the creative process of making photographs in the 
darkroom. For 100 years, Kodak products have been helping 
photographers see the darkroom as a room for improvement. 
Today's Kodak Ektacolor 74 RC and Ektachrome 2203 papers 
offer vastly improved color quality and stability as well as 
simpler and faster processing. And Kodak Ektaprint chemicals 
can improve your productivity and potential profits. With so 
much riding on every assignment, it's good to know you have a 
century of Kodak product advances working for you. 
0 Eastman Kodak Company, 1980 

1880 M 1,90" 
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