


We make haste slowly.

wa i mfy von t take les;s time to do it well heaven and earth to keep our word.
t/er tlme instead Come wbal may. we Il neveil take Many photographers refer to this attitude as "The
/OdtOfaJOF’ » ﬁa deadline. National Touch Professionally they won't settle for less.
But even witfl this istern code the NCL record of oer- Why should you?
tand : etty hudh we make haste slowly. But when For full information, write for our free price list catalog,
promise to deliver, whether rush |Oti, or regular we move technical bulletins, and postpaid mailing envelopes

Because you are part of every picture you take...send it to National

NATIONAL COLOR LABORATORIES

National Color Laboratories. Inc.. 306 West First Avenue. Roselle. New Jersey 07203 « (201) 241-1010

More info0 Circle 31 W
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You mayneversee a betterpaper.

N oteven ifyou

live to be 100.

Introducing new Konica SR ColorPaper.

Since 1873, Konica has been a leader in the science of photog-
raphy, and has made many historical innovations. But none so
important for the portrait industry as new Konica SR Color Print
Paper.

As you know, generally prints made on chromogenic color print
paper will fade over a relatively few years. Not so with color prints
made on Konica SR Paper.

Our advanced emulsion technology enhances dye stability In
fact, accelerated aging tests carried out in our product testing
laboratories show that dye images on Konica SR Color Paper
will retain more than 70% of their original density for 100 years or
longer under normal photo album storage conditions*

The color and detail in these pictures will still be beautiful in
100 years.

Another beautiful thing about SR Paper is that your photo-
graphs look great, which can only help increase your sales and

profit potential. Ask for Konica SR Color Paper by name.

When it comes to Konica innovation, product excellence, and
service support, some things never change. Not even if you live to
be 100.

Konica Color Division

Konica U.S.A,, Inc.. 440 Sylvan Avenue. Englewood Cliffs NJ
07632 (201) 568 3100

Konica Canada, Inc.. 6299 Airport Road, Suite 605.
Mississauga, Ontario L4V 1N3 (416) 677 7722.

‘Htjaﬁdst}asedo ed aging ¢
o' preser oRH ifieri-
1981 Kor

IConica*

Since 1873, the image of perfection.

More info? Circle 32



Please write for a

I Rfll Color Kil
containing a price list
anti mailing materlals so
you ran take advantage
of this unusual otter

It's time again for
our extraordinary

Orderaregular 11x14,16x20, 20x24, 24x30 or 30x40
print atour standard price and receive a second print
from the same negative foronly a penny!

This offer is effective during January. February and March
Orders must be clearly marked' Pennyprint

AT TMI AIHPOMT IN TURNERS FAIl S. MASSACHUSETTS 01376
Customer Service 1800 73? 7300

More into'7 Circle 33
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president’s m essage

editor
GORDON F BIEBERLE

associate editor
MARIA C PHILLIPS

assistant editor
RENE KIEKISZ

art director
DEBBIE TODD

by Frank Cricchio typographer
M Photog Cr Hon M Photog . CPP NANCY E GBLIS

. . : = fuction mereger
A historical year NONA GELD(SNICK

1984 marks a great year in PP of A history. The opening of the
new three million dollar Winona International School of Pro-
fessional Photography at Mt. Prospect, lllinois, will go down
as the best investment in the future of professional photogra- DONNA R McMAHON
phers' education. 3dv6'ti$inQ r6p'9SON!31y0s$

I he establishment of a World Congress to occur at the 198T
National Convention marks the tirst step in the international .
relationship of photographic associations worldwide toward the Glendale. ca 91202. (818) 242 6865
improvement of common problems in photography, with PP ,

AN MASON

ot A as the leader. e m

A ten percent growth in active membership during a down * . 34)) 299 8161
economy shows the need for PP of A sleadership and services
to the professional photographer

1lhe strong marketing membership and the establishment of
afull time marketing director proves that PP of A is an associa-

HARWAY & ASSOCIATES

ry-"'a DjoiiC3ticns Consultant

-t'c ¢ of iavef'df»rg does not carry

tion pliable to the needs of its members. a" :endorsement by the publisher.
A revitalization of our responsibility to a public relations pro- Professional Photographer ;I$SN
gram was implemented in 1984. 0033 0167) is Dub shed monthly by PPA

. . . . Pub cator-s cT\d Even's 'c . 1090 Executive
The establishment of a wedding album category in regional

and national level print competition tilled the needs of over

1,000 members in the wedding classification. This classifica-
tion isonly alew years old and already has such a large mem-

bership. Yes, PP of A has kept up with the needs of our member-

ship because we are amembership organization not adictator-

ship organization. It is your association! Personal input from

each member is listened to and considered for its value to the

total association and, whenever possible, implemented.

It has been a pleasure to work with the many dedicated mem-
bers and to see their needs and desires tulfilled. Should you
ever get the opportunity to serve your profession in any form,
please do so. It will be worth the investment of your time and
effort. | hank you tor allowing me to be your president for 1984.

Yearly Subscription:
Phrase of the month: Faith and personal freedom do not come
trom the business of religion, but from sour personal commit-
ment and relationship with your maker ®

Correction: In the (\\tober President - message there is an
error in the paragraph on registration miormation. The trans-
position on the last two sentences leads the reader to believe
that the registration tee aho oners travel, meals and lodging
It is the las dedin tihle expenses that un lade registration trasel.
meah and lodging The registration tee is tor registration only.
Up apologize tOr any inconvenience this error mas have
caused - ldip >

Postmaster:

V bpa ANxess



It's “B ig P

again at
(you have 120 days to make
he holiday rush is over and
quieter times are here. This
gives us the opportunity to once again
reduce our prices on large prints.
Its a great time to save on your
samples and com petition prints and
an even better time for your
studio to profit from

additional large print

But,

these low

prices can't last forever.

January thru A pril...its

your time to make it big!

Addtiordl finishing savices may; ke ardered if desired such & negetive ard print retouching, mournti
rgamjarg%@ regaive and pri ng, g degy

gy, ec
*Dodging, aropping ard buming in acoording to your spedfficatiors Nomrel dlst spatting induded

A

More info? Circle 34
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CPQ...

it big and save 30%!)

BIG PRINT PRICES

Custont  Custor®  Economy  Econonmy
Reguar Discout  Regular  Discount

B0l 2825 BB 4B 1047
20x241  39.85 27.90 24.85 [ 1740
DO 4750 RS
24x30 7L50 j 49.95
PO HBB | DB
40x60 | 13635 [ 9545

C P Q wu alily

Colorchrotnt* Corporation

1525 Hardeman Lane/Cleveland, TN 37311
Toll Free 1-800-537-8399
Wesl Coast Dislribution Center 818/289-0284

A division of Coppinger & Affiliates

\o~
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35mm: 12, 20, e

24 & 36
1700 WEST DIVERSEV PARKWAY/CHICAGO. ILLINOIS 60614 eXPOSUTES ... $1.20
* ok % % % % o« x PHONE: (312) 525-5460 * * * * * * * x
120: 8, 10 &
12 exposures... 1.50
220: 16, 20 &
24 exposures... 2.50
and your customers deserve the Cameo Extra T°uch " — - — ASA 400 Film -
35mm . 1.20
X5-J4xS REORDERS & ENLARGEMENTS im -
M FM ORY SETS Py FROM COLOR NEGATIVES OR COLOR SLIDES o~ 490 Film
UHHIQ(USG new pa;lkagg)forz/soutl% 2R 3Sor 3R from negatives........ ¢ 35 120: 8,10 & 12
Sell. (0 X 7/ pluss’1 X o) or (8 X ; exposures......... 1.50
plus 5 x 7) Mounts are includ- 2R, 3S or 3R _from slides _ 45 P
ﬁd On 5x|7f, slgecify vertical pr 4 x5 (Not available from slides) .80
orizontal folder
BEX50r5 X7 oo 1.20
10x8-5x7 8 xio,; Xx10 0or8 x8 ...cccceeiinnn 2.15 Eﬁgc?le\RKo;c(EAsTsméE)
OR $1.45 11 x 14, 10 x 14 or 11 x 11 5.00
TXS-3V4x5 Per Set

CUSTOM PRINTING

2R 3Sas3R

PROM PACKAGE FTtOM NEGATIVES or SLIDES Dulicate 3 00
Conditions: 20 Exposures 1st Print Print
on same emulsion film, 4 Wallets 5x7orsmaller .$  5.00 ... $ 3.75
exposed under identical tar aaly 8XLO0 oo, 6.50 490 4X5 $ .45
conditions Attime of pro- $115* 11 X1 4 oo, 10.00 750 S5 X5 i 50
cessing only. 16 X 20 oo 15.00 12.00 5 X7 i 60
2 (5x7) and4 W allets........ $1.40* L6X24 oo 18.00 13.00 8 x 10, 10 x 10 Color
2 (5x7)and 8 Wallets 1.65* 20X24 oo 22.00 15.00 Contact Sheet.. 4.00
'Film processing included. 20 X 30 36.00 26.00

30 X40 ., 50.00 35.00

8x10 PACKAGE PRINTING

FOR SENIOR PORTRAITS
(10 Negatives Minimum)
Write for exact details!

35mm COLOR SLIDE AS

LOW AS 1 O *
MOUNTED DUPLICATES

I0E
[BE_OqWSSmm

Kodak Ektachrome
(E-6 Process only)

1-5 dups of ea. from 1-39 orig. ... $ .36 ea 20 DP
1-5 dups of ea. from 40 or more orig. .30 ea
I u n a a a 6-11 dups of ea. from 10 or more orig. .22 ea. m'l— $ 2 O 0
12 - 24 dups of ea. from 5 or more orig. .20 ea.
5x7 PACKAGE PRINTING 25 - 99 dups of ea. from 3 or more orig. .16 ea 30 DP
(For Undergraduates - 100 - 249 dupsof ea. from 3 or more orig. .12 ea. ROL $3.20
Teams - Dances) 250 or more dups of ea. from 1 or more
Write for exact details! (o] o T OO U PP OUR PP 10 ea *Mounts are dated and

numbered.

UNIQUE COLOR PHOTO BUSINESS CARDS

These cards are like Mini Sign Boards. They make a dramatic
introduction, and leave a lasting impression of companies their .

. . L1
representatives or their products. |

t

A preliminary charge of

$15.00 will cover the design
and production of the copy
that will appear on the cards

Try these unique cards as an additional business opportunity for
salestoyourCommercial, Industrial or Portrait Clients. Sellyourphotography
with your photography. Promote your studio with Photo Business Cards.

PROFIT
EXTENDERS

WE HAVE A WIDE
RANGE OF SPECIAL
SERVICES AND PRO-
DUCTS TO HELPYOU
MAKE ADDITIONAL
SALES CALL FOR
DETAILS

CREDIT

In order to avoid C O D charges, please send sufficient money with your order Overpayment will be returned
in the form of a credit check to be applied towards your next order All orders over S5 00 will be returned via
UPS prepaid Where another means of shipping is required, please include additional funds to cover all ship
pmg charges Please include $1 00 handling for all orders under $5 OO

GENERAL POLICY
All of Cameo's services are geared to the professional photographer s
needs We maintain strict quality control over all our work regardlessof
size ortype 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

PRICES SUBJECT TO CHANGE WITHOUT NOTICE

More info? Circle 35



PROFESSIONAL PHOTOGRAPHERS
OF AMERICA, INC.
1090 Executive Way
Des Plaines, lllinois 60018
312/299-8161

PP of A BOARD

President
* Frank Cricchio. M.PhoiogCr.. Hon.M Photog, CPP
2701 Gulfway Drive. Port Arthur, TX 77640

First Vice-President-Secretary
' Ross Sanddal. M.Photog.Cr., CPP
Hughes Tool Company
Box 2539, Houston, TX 77001

Vice-President-Treasurer
* Lawrence E. Anspaugh, M.Photog Cr., CPP
Box 446, Decatur, IN 46733

Chairman of the Board
* Robert M.Opfer. M.Photog Cr., Hon.M.Photog., CPP
1210 Race Street. Box 1319
Philadelphia. PA 19105

Directors

Archie McDearmid, M Photog.Cr, CPP
Norfolk Naval Shipyard. Code 120
Portsmouth. VA 23709

Morton A. Sobin. M.Photog.Cr., CPP
279 Main Street. Hackensack. NJ 07601

Roland Laramie, M Photog Cr.. CPP
98 Windham Street. Willimantic, CT 06226

Donald P. Beyer, Cr.Photog
Standard Oil Company MC 2506
200 East Randolph, Chicago, IL 60601
Terry J. Deglau, M Photog.Cr , CPP
215 Depot Street, Latrobe, PA 15650

John (Jack) Fletcher. Cr Photog
Route 2. Box 213. Hurlock. MD 21643

Murray Getz, M.Photog Cr.. CPP
2310 Genesee. Houston, TX 77006-2098
Warren E, Motts. M Photog Cr., CPP
1461 Gerrard Avenue. Columbus. OH 43212
Ken M. Whitmire, M.Photog.Cr., CPP
8 North 8th Avenue. Yakima, WA 98902
Division Liaisons
Portrait— Terry Deglau
Commercial— Warren Motts
Industrial— Donald Beyer
Executive Director
' Robert E Becker. J.D , CAE
Legal Counsel
Jenner and Block
Chicago. lllinois
PP of A DIVISION CHAIRMEN
Commercial— Frank W Hampson. M Photog.Cr
1201 Gilbert. Shreveport, LA 71101
industrial— Eugene H. (Gene) Fields
6092 Sydney Drive. Huntington Beach, CA 92647
Portrait— Evangeline Chase Parker. Cr Photog.. CPP
1038 Pearl Street. Columbus. IN 47201

PP of A EXECUTIVE STAFF
Gordon F Bieberle. Editor

Maureen Haggerty. Director of Membership & Internal Communications

Oscar Katov, Director of Communications

Philip M Kummerer. Director of Finance and Administration

Vickie Mai. Director of Marketing

James McDonald. Director of Winona International School

of Professional Photography

Donna R. McMahon, Director of Conventions and Advertising

Donna V. Mure, Executive Secretary
Jane Shaffer. Division Administrator
‘ Executive Committee ot the Soard

datelines

THE PROFESSIONAL PHOTOGRAPHER'S
GUIDE TO SPECIAL EVENTS

Are you missing out?

It your organization's convention, workshop, seminar, or exhibition
dates aren't listed in these pages, you may be missing potential revenue
trom would-be attendees. Submit your dates early, and include acon-
tact person's name and address (phone number, including area code,
tor exhibits only). So readers may realistically plan to attend events
listed here. The Professional Photographer needs to receive listings it
at all possible, tive-and-one-half months in advance These listings are
published at no cost, strictly as a service to readers |hi- Protrwmn.il
Photographers editors reserve the right to select events to be an

flounced in these pages, and to determine when annoum ements will
appear. Editors are not responsible tor (onflic ting or in<oner t dates

for readers' convenience, each event is identified with a code pre

ceding its name: C - convention W -workshop S «bool, | - inhibit
1985 JANUARY 14-16
events c

JANUARY 1-25

S:
JANUARY 14 18
S:

JANUARY 1-30

E:
JANUARY 14 18
S:

JANUARY 6

W: JANUARY 16 18
wW:

JANUARY 7

W: JANUARY 16-MARCH 17
E:
JANUARY 17

JANUARY 7-11 w

S:

JANUARY 8 FEBRUARY 9

E:
JANUARY 19-20
wW:

JANUARY 9

w:

JANUARY 19-22
C:

JANUARY 10
wW:

JANUARY 20-21
W



FEBRUARY 7 Co oer: Howeii

W:
Rat.vgh. NC 27612
R FEBRUARY 18-22
datelines JANUARY 31 s:
w: Transparency Retouching,
FEBRUARY 8-10 industna. Department
W: [ Ig Management
-,,r,a mmaci' Cherry Hill. New Jersey Whnona international School
FEBRUARY 19
FEBRUARY 1-27 FEBRUARY 9-11 W:
E: C:
JANUARY 20-23 - R no nanmai- Raleigh. NO 2761
C:
FEBRUARY 20
W:
FEBRUARY 2-4 FEBRUARY 11
JANUARY 21-25 C: W:
S:

FEBRUARY 21
W:

FEBRUARY 11-15
FEBRUARY 25

S:
JANUARY 24 27 ¢
C:
FEBRUARY 22 25
C:
FEBRUARY 3-5
JANUARY 24 MARCH 17 c: FEBRUARY 11-15
E: S:
FEBRUARY 22-26
C:
JANUARY 27 FEBRUARY 4 FEBRUARY 12
W: w;
FEBRUARY 23-25
C:
FEBRUARY 4-6 FEBRUARY 13
JANUARY 27 28 w: w:
FEBRUARY 4-7
FEBRUARY 24-27
E: FEBRUARY 14 c:
JANUARY 28 w: ’
'
FEBRUARY 4-8
S: FEBRUARY 16-18
C: FEBRUARY 25-MARCH 1
JANUARY 28 FEBRUARY 1 s
S
FEBRUARY 5
W:
FEBRUARY 16-19
C:
FEBRUARY 28-MARCH 5
JANUARY 29 C:

FEBRUARY 6

W:

FEBRUARY 17-20

C: MARCH 2-5
JANUARY 29 FEBRUARY 1
s FEBRUARY 6-9 C:
. C:
JANUARY 30 FEBRUARY 18
W: W: MARCH 2-5

C:



or StatusPR Q

Through A M etam orphosis fir Color Processing,

StatusPRO Just M ade Every Other Color Lab Drab.

SiallliPRO i€ a raind AR EB1BF lab K cL1o Wil received M/é—fﬁﬁlyM( <ondjay througﬁ Fridsy

located in Austin, Texas, The quality
of our color prints is absolutely
dazzling. But the real beauty behind
StatusPRO lies in the revolutionary
way we do business.

First, through a unique, sophisticated computerized
processing system, we re able to program our equipment
with all the information we need to process and print
your color film exactly toyour personal specifications
Theres no other system quite like ours in the entire
country. Through our state-of-the-art computerization
and a StatusPRO professional assigned personally to your
account, we take all the guesswork out of color printing
We print your prints right. The first time.

Secondly, Weguarantee same-day processing of

and we Il have two setsofproofs delivered to you the
very next working day. All you have to do is pitk up
the phone and call to have StatusPRO pick up your film
at your studio So your clients can make their selections
while their memories are as vivid as your portraits

And thirdly, our color professionals offer you more
than 60 years ojcombined experience StatusPRO isa
new color lab, but the intricacies
of perfect color work arc-
nothing new to us.

So. Now you have a choice.
You can settle for status quo
Or soar with StatusPRO No
other color lab can do what
we do better or faster



<lat( lines

MARCH 34
C:

» Mr

MARCH 35
C

MARCH 48

MARCH 68

MARCH 10 13
C

MARCH 1113

MARCH 1115

MARCH 15 18

MARCH 17 19
C:

MARCH 18 20
W:

MARCH 18 20
C:

1 I=Ty. OVt*
. N A

i

MARCH 18 22
S
« if i HemMIKXVi Scl

m:mh ria) Pt o

MARCH 20-22
wW:

MARCH 23 27

C

. H =
Kansas C:y V -su-ur-

Fojm = if ry m Vanate'
7726 Si mi‘i

‘mi---. aif *o6620S
MARCH 23-27

C

MARCH 25
W:

MARCH 25-27
W

MARCH 25-29
S

MARCH 26

MARCH 27

MARCH 27 29
W

MARCH 28
W

MARCH 30 APRIL 1
C:

MARCH 31 APRIL 1
C:

LioyJf" ' STGT SasnaMCT'ZAar
Caracia S9V 092

MARCH 31 APRIL 2
C:

Oyae Ferguson. Conv Chairman

2'7 Hock "fiffiam Read
Pittsburgh DA 15238

MARCH 31 APRIL 3

C

Ramaaa inn

Scux Fais. South Dakota
Joan Be'tsch. Exec Secretary
Box 107

Miner SO 57362

APRIL 1
W:

Cncage

CoiOert Howei

5710 Gienwood Avenue
Ralegh. NC 27612

APRIL 2
W

APRIL 3
W

APRIL 4
W

APRIL 13-17
C

APRIL 14-15
C:

APRIL 14-16
C

APRIL 15-17
C:

APRIL 19-22
C

APRIL 25-30
C:

Exfic Manner

Sar Fra”c”scc. 94°'03

APRIL 27-29

c: Vv

Keddy’s Brunswick note
Moncton. New Brunswick
Arnold Clow Chairman
221 Reade Street

Von iton New Brunswick
Canada F1C 6S7

APRIL 29-MAY 1

Cc:M

He'rage inn

Great 'a is Montana

Danene Glasscock
Exec Secretary

221f

i-ea: ral vr 59405

MAY 4-6

C:p:

Cantje Hiiion Hotel

m v ! aE e
i-  lent

MAY 5-7

MAY 16-19
C:

MAY 19-22
C:

”

-ee” Ge.'ga

MAY 27
E

3 D
JUNE 16-20

E

JUNE 23-26
C.

JULY 13-16
C:

JULY 27-AUGUST 1

C: Professional Photographers

of America. Inc.
94th International Exposition

ol Professional Photography

33rd National Industrial
Photographic Conference

O’Hare Exposition Center

Rosemont. lllinois

SEPTEMBER 6-10
C:
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A Trip To The H asselblad Factory

In Gothenburg,Sweden

Just Send StatusP R O A

For

Send Us Your Film.
It Could Develop Into A Free Trip To Sweden.

If you'd like to see free proof that StatusPRO is
America s new state-of-the-art color lab and get a
chance to sec how a Hasselblad is made in Gothen-
burg, Sweden, this special introductory offer isfor
you And it costs you nothing.

StatusPRO Color Lab will give you:

* Free processing of any roll of color

print Rim

* Free proofs

* A free replacement roll of Kodak print film.

Simply send us aroll of color print film any
Monday through Friday between now and
December 31st. We'll process it the same day.
Then, we Il deliver your proofs to you along with
a free replacement roll of Kodak film. And WE LL
DO IT ALL FOR FREE.

C O L (0] R L A B

2901 NORTH INTERREGIONAL, SUITE 101
AUSTIN. TX 78722 (512) 476-6656
CALL TOLL FREE 1-800-522-5000

Free Color

IfcsT Roll

F*rocessing

If we receive your film and entry form before
December 31st, your name could be drawn as
the wanner of our grand prize all-expense-paid trip
for two to the Hasselblad factory in Gothenburg,
Sweden. You have nothing to lose.

Try Us Once. You'll Never Settle For Status
Quo Again.

Why is StatusPRO offering you free proofs, film
and atrip to Sweden? Because once you try us. we
know you’ll never settle for anything less again

Our computerized processing system is the
only one of its kind in America today. Period.

So, il you want proof that StatusPRO really is
the pro in color processing and printing, send us
your film and the order form today.

Who knows7A trip to Sweden just might
develop for you.

Ylv PLEASE ENTER MY NAMI [N 1111 GRAND PRI/l DRAWNG, | OR
IHI FREKTRIP TO Till HASSKI BEAD FACTORI IN SWEDEN |
HAVE ENCLOSEDA RO | | 3K( Oi OR ERN| ITEM ECR FREE PROOIN

ANDA FREE REFLAC | MINI Rill' | Ol KODAK EIl M
SAV
ATRES
OH SAE P
FHONE BESTIVMETA Al
IAVA VWEED FIl.TIVE RHOGERAHR
19307 VEDNSHRYER
CALL TOLL FREE 1-800-522-5000
H Limit One Entry Per Photographer

More info? Circle 37



...and that means a
MERRY CHRISTMAS and
HAPPY NEW YEAR to all!

With somt* com panies large investments and
new machines mean that while they play, you
paylThe big bills for new equipment are
passed along to you the customer, in the form of
price increases
Not so at Filmet Color Laboratories To be sure
there s nothing we enjoy more than state-of-the-
art equipment When itcomes to operating new
toys we are as guilty as the others That s the
reason we ve recently purchased Kodak s two
iewi it printers It e« MULTI-PRINTER
312 PRINTER. These allow us to produce pi
faster and more efficiently, in the same tradition
of excellence you've come to expect from us
But the good tidings don tend there: Santa s
stuffed your stocking with better looking Candid
Prints at no additional cost to you.
Tfiat s right the only difference you'll
notice is the additional benefits you gain as a
result of our investment such as
« Better color consistency

from print to print
e Sharper Prints
« Wider range of

cropping options
For more information and prices call us at our
Tull Free Number And have a Merry Christm as
and Happy New Year’

FILM E T
color laboratories, inc.

PO. Box 970. Pittsburgh, PA 15230-9990
(412) 351-3510
In PA (Outside 412 Area)-1-800-922-1220
In U S.-1-800-222-1220

WE FINISH GREAT STARTS.

More info-7 Circle 38

datelines

cjp Vv, "

OCTOBER 6-8
C:

OCTOBER 6-9
C:

future

FEBRUARY 15-18, 1986
C

FEBRUARY 22-24. 1986
C

MARCH 1-4. 1986
C

MARCH 7-10, 1986
C

MARCH 13-17. 1986
C

MARCH 16-20, 1986
C

MARCH 22-26. 1986
C

APRIL 5-9, 1986
C

1153 Highland Avorut
rail Thomas. KY <1107

APRIL 13-16, 1986
C

Urbandale. IA 50322
APRIL 26-30, 1986

S'Oux Falls. South Dakota

y. me

JULY 13-16, 1986

C: Professional Photographers
of America, Inc.

95th International Exposition
of Professional Photography

34th National Industrial
Photographic Conference

Anaheim Convention Center

Anaheim, California

SEPT. 27-OCT. 1, 1986
C

SEPTEMBER 28-30, 1986
C:

FEBRUARY 21-24. 1987
C

MARCH 7-10, 1987
C

MARCH 12-16, 1987
C:

MARCH 13-18. 1987
C

MARCH 22-25, 1987
C:

APRIL 4-8. 1987
C:

JULY 8-13, 1988

C: Professional Photographers
of America, Inc.

97th International Exposition
of Professional Photography

36th National Industrial
Photographic Conference

Orange County Civic Center

Orlando. Florida ®



EXPECT THE UNEXPECTED!
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Mitchel Gray hatched
the unexpected in his ad for Women’s Wear Daily on the
enlarging paper that gives birth to many beautiful ideas:

For his unexpected ad promoting Women’s Wear Daily fashions, Mitchel Gray selected an enlarging
paper famous for its expected quality: Brovira. Brovira has been the choice ofdiscriminating photographers
the world over for its unique rendering in tone and form. Its fast bromide emulsion and rich silver content
produce strictly neutral blacks and radiant whites. Its long exposure and development latitude offer the
versatility required to print negatives of virtually any density. Brovira also is callable of maintaining the
fine detail and wide range of densities so important for reproduction.

When your subject matter demands blacks of glowing neutrality and whites that are crisp and brilliant,
turn to the choice of knowing photographers. Brovira enlarging paper by Agfa. And expect the unexpected.

Preferred by those who know.

Agfa-Gevaent, Inc., 275 North Street, Teterboro, New Jersey 07608
Agfaand Brovira are registered trademarks of Agfa-Gevaert Leverkusen Antwerp ! 1083 AGI

More info? Circle 39



You'w invested alot of time, effort, and
money in your business, and so has
Kodak. Our investment in research and
development has helped to make Kodak
Ektachrome professional film the
world's leading reversal film designed,
formulated, and formatted expressly for

| <ikiihhi> 1984

you: the professional /commercial
photographer.

We want to make sure that you look
good. So we make the film, the chem-
icals to process it, the retouching colors
to enhance it, and the duplicating film
to copy it—all with the same commit-

ment to quality, consistency, and
reliability.

And to help you prepare for every
new challenge, we make Ektachrome
professional film available in the sire,
speed, and sensitivity you need.

See for yourself. Try new Kodak



Ektjchrome 100 professional film with
the most accurate color rendition in the
family. And new Kodak Ektachrome

P800/16 00 professional film, our
fastest ever.

Forafree copy of our new brochure
(P-3-3) on the family of Ektachrome
professional films, write to Eastman
Kodak Company, Dept. 412-L, 343
State St., Rochester, NY 14650.

Kodak film

fora professionalim age.



news

"Mixed-use" property tax reform cuts down on consumer benefits

What used to he a favorite income tax
loophole of many businesses has recently
been pulled taut by the Internal Revenue
Service in the Tax Reform Act of 1984.
Passed by Congress this June, these new
rules cut the benefits of "mixed-use"
property, explains PP of A's Director of
linance Philip M. Kummerer, CPA, MBA.
Items grouped in this category include a
company car that an employee takes
home at night and on weekends and a
personal computer located at home and
used for both business and family deal-
ings, Without proper planning and rec-
ord keeping, says Kummerer, this crack-
down will hike* up the typical business-
man's income tax payments.

According to Kummerer, this new law
stipulates that for mixed-use property ac-
quired after June 18 and used fifty per
cent or less tor business:

*No investment lax credit is allow
ed. Investment tax credit is a dollar-tor-
dollar reduc tion in income tux that ranges
between six percent of the cost of an
auto and ten percent of the cost of a
home computer.

«A full first-year write-off of the first
$5,000 of the property's cost may not
be taken.

¢l )eprec iution deduc lions will be less
per year and drawn out over a longer
number ot years, for example, business
autos could under the old rules, be do
prec iated twenty tive perc ent in the first
year thirty-eight percent in the second,
and thirty seven percent in the third: the
new rules however, prov ide tor ten per
cent depreciation the tirst year, twenty
percent the second through the fifth
years and ten percent the sixth year. The
depreciation is then multiplied by the
business percentage of total mileage to
determine the tax deduction allowed.
The rules for home computers are even
more restricts o

«After 1984 it you do not maintain
a contemporaneous log showing
when, where, how much, and for what
purpose the equipment was used for de-
duc tible ascompared to non-deductible
purposes, you will be disallowed any
auto or home computer depreciation de-
duction. In tact you can automatically
be hit with a live percent penalty for
negligence.

To slacken the tightening effect of this
new law Kummerer recommends achiev-
ing a business use in excess of titty per-

cent of your company auto or home
computer. There are several ways to do
this he says: One way is by maintaining
a car use diary and trying not to overlook
a single business mile; another way is by
combining a vacation with an auto trip
taken primarily for business as, for exam-
ple, attending a PP of A convention. Cur-
tailment ot personal use near the end of
the year may also get your business miles
above the fifty percent mark. As for a per-
sonal computer, permanently keep it at
your work premises or curtail your per-
sonal use. And don't forget that the com-

puter itself can be used for logging busi-
ness purposes and hours used.

And because this law covers mixed-
use property purchased after June 18,
1984, you can temporarily avoid the new
crackdown by sticking with your present
auto and computer, Kummerer says.

But as he warns, these points represent
ageneral overview ofacomplex tax law-
change. He recommends consulting with
acompetent tax expert to review the de-
tailed provisions of the law and to explain
how they apply to your individual in-
come tax situation.

Sony/Photonet Database extend promotion

Sony Information Products and Photonet
Computer Corporation are extending the
deadline of their joint promotion targeted
toward photographers adding a micro-
computer to their business organizations
to December il.

According to the campaign, photogra-
phers who purchase a Sony SMC-70 mi-
crocomputer from any authorized dealer
before the end of the year will receive a
free subscription worth S100 to Photonet.
an information and communications net-
work for photographic, publishing, and
advertising professionals. This network
system is an on-line data base that Sony
says instantly link* photographers with
other professionals in the industry, in-

Parker becomes first woman

The election of Evangeline "Vangie"
Chase Parker. Cr.Photog.. CPP. to PP of
A's Board of Directors at the national
convention in Atlantic City, marks the
tirst time a woman has been elected to
the board in the 104-year history of the
Organization. Parker who was voted in as
director-at-large for one year, is president
of Parker Studios, Columbus. Indiana,
along with her husband Virgil, and has
been a PP of A member since 1952. She
is currently Portrait Division Executive
Committee chairman, president of the
Winona Alumni Association, secretary ot
the Daguerre Club ot Indiana, and mem-
ber of the Indiana CPP board.

Tier past accomplishments include
being both PP of Indiana's first worn-

eluding picture agents, ad agencies, pub-
lishers, designers, and printers. Its ser-
vices include electronic mailings, on-line
photographic research, data bases of re-
cent photographs and photographers’
itineraries, new product and industry
news, direct ordering from equipment
and supply houses, and on-line customer
service from industry manufacturers. The
system even has business graphics capa-
bilities, Sony says.

The communications firm also says its
SMC-70 helps smaller businesses, such as
two-man professional photography oper-
ations, handle the day-to-day opera-
tions of record-keeping, forecasting, and
accounting.

director

an and first second-generation presi-
dent. Her father, Irving Chase, had also
been president. She and her husband
have been faculty members at the Wi-
nona International School ot Professional
Photography.

When asked to comment on her views
of PP of A and its future, Parker replied:
"l think in any organization, one has a
philosophy on how that organizational
structure can be successful. Then you try
to employ staff and elicit volunteers that
complement that philosophy.

The greatest tragedy that could befall

PP of A. would be losing the ability to
communicate with its membership. Staff
and leadership must always take the time
to listen.”
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Three manufact

Advertisement

urers claim to make

the most fully featured, broadly
functional light meter in the world.

This meter has three features not
offered by the Gossen Ultra Pro.

wemd O

This meter has three features not
offered by the Gossen Ultra Pro.

FLASH

mom

This meter has 15 exclusive features
not offered by either of the other two.
They are:

Calculates multiple flash without
multiple flashes.

Direct flash-to-daylight readout.
Direct readout of scene’s entire light
range.

Averages up to 15 exposure readings
of different areas of a scene.

ITiree stops more sensitive in ambient
light-reads as low as 8 hours at
145/ASA 100.

Broadest ASArange (ASA 1tcSO0.000).
Twoway exposure correction (Exposure
Value or Exposure Factor).

Greater shutter speed range (8 hours
to 14X second).

Reads filter factors directly and calcu-
lates exposure correction necessary.

No accessories needed for reflected
incident measurements.

Five times greater EV correction range
(£7.9 stops).

Reads color temperature (with access-
ory); indicates required correction filter.
Reads photometric values.

Takes direct density value measurements.
Ding exposure readings are directly
transferred to built-in self-timer.

More Into? Circle 40
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news

Work begins on student
honors program

For the first time, students of photography
will be able to compete for special
awards in 1985 judgings sponsored by
PP of A, such as affiliated exhibitions and
the national convention. Through this
honors program organized by the coop-
erative efforts of PP of A's Education
Committee, the Photographic Exhibition
Committee, and the American Society of
Photographers, scholars still can earn
print merits, gist as photographers com-

peting in the general and masters exhib-
its, but they also can vie for addition-
al awards in both regional and national
judgings.

At PP of A's convention, the PEC will
separate merit prints for special exhibit;
the ASP will provide awards and judge
honor selections.

lurors will rate all images unaware of
whether the maker is a student, master
or non-master, and high-scoring entries
will be set aside for award selections and
special exhibits.

To enter the PP of A competition, the
photographer must pay a $40 student
membership fee and a $50 print entry
fee. To enter affiliated exhibits, student
entrants must be PP of A student mem-
bers and pay the entry fee established by
the affiliate.

For more information, contact Terry
May at PP of A, (312) 299-8161, Mon-
day-Thursday.

Finance incentives for Cibachrome copier customers

Iree paper, no down payment, and
prime rate financing are key features of
the finarn e plans llford is offering qualified
buyers ot its Cibac hrome color copiers.

Available through December 11, the fi-
nuni e plans i over the Cibachrome Copy
System 1217 that manufacturers say pro-
duces photographic color copies and
overhead transparencies from almost any
type ot original in minutes, and the Cop-
ier 1012 that lliford claims makes color
copies and overhead transparencies in
sixty different sizes at the rate of 100
per hour.

The 121 7's finance plan offers free pa-
per with an estimated retail value of
$8,000 $10,000 (based on average print
retail selling prices), $2,000 in Co-op ad-
vertising, three months' free service, one
year warranty, and a retail promotion
package. The 1012'sfinance package is
similar but includes free paper valued
at $4,000 $5,000, and $2,000 in Co-op
advertising.

Customers additionally have a choice
of third party leasing or deferred payment
plans instead of the no down payment
and prime rate financing options.

Kodak sponsors PBS television documentary

Eastman Kodak Company Rochester,
New York, has underwritten a one-hour
Public Broadcasting Service television
documentary entitled, A Day in the Life
of Haw ati, to air Sunday. December 23,
at It) p.m. (Eastern Standard Time).

I he program chronicles the adventures
and ettorts of fifty renowned photogra-
phers who gathered on these Pacific is-
lands in December 1981, for a 24-hour
marathon photography binge as part of
Hawaii's Silver jubilee of Statehood As
its contribution to the event. Kodak fur-
nished photographers with film and pro-
cessing services and gave 100 of its disc
cameras to children who participated in
some or the photographic settings.

A Day in the Lite of Haw aii was pro-
duced by K1CA-TV. Minneapolis's!. Paul,
Minnesota, in association with Penta-
com Productions and A Day in the Life,
Incorporated.

This program will captivate viewers ot
every age and is an exciting use of telev i-
sion and still photography.” said Richard

() Moore, president and general mana-
ger. KTCA-TV.

Results of the event also have been
compiled in a 224-page case bound book
of the same name published by Work-
man Publishing Company, Incorporated.
Included are 245 color and black-and-
white photographs.

Medical premium increase

PP of A members covered by the associa-
tion s Catastrophe Major Medical Insur-
ance Program will now be paying almost
$15 more semi-annually for their cover-
age Mutual of New York, underwriters
of this medical program, guarantee the
eighteen percent premium increase will
remain the same until at least October 1,
1985. The insurance firm cites escalating
costs of hospital and medical services as
reason for the increase.

in brief

Berry & Homer Photographies, Incorpo-
rated. Philadelphia, has been awarded
qualification status in public relations and
publicity, aerial, executive portraiture,
and fine arts categories.

"Meaningful Images” isatwenty-one-
day China/Hong Kong tour/seminar de-
signed to permit attendees to photo-
graphically experience the people and
historic sights of China as well as to ex-
amine lts vast offerings of jewelry and fine
gifts. Conducted by Rene Laursen, Laur-
sen Photographic Laboratory, Irvine,
California, the tour/seminar is scheduled
to run March 27 to April 15, 1985. Book-
ing is required by December 15. For
more information, contact Travel Reps,
Incorporated, 435 South Broadway, San-
ta Ana, CA 92701; (714) 973-4844 or
(213) 385-6635.

StatusPro, a one-million-dollar com-
mercial photo processing laboratory in
Austin, Texas, is offering free processing
for a trial period. To demonstrate how it
uses a multi-unit system of professional
lab equipment, computer control mod-
ules, and telemarketing to provide pho-
tographers with fast, reliable processing,
prints, and personalized service, Status-
Pro is offering to process at no charge one
roll of film for each of its customers. As
an added incentive, the laboratory will
enter the customer in adrawing for a free
trip to Sweden. Interested photographers
may call (1-800) 522-5000 for details.

Pioneer Electric & Research Corpora-
tion, Forest Park, lllinois, has available
a catalog of their complete line of photo-
electric tachometers and stroboscopes.
A description of their accessories is also
included. For a free copy, write to the
company at 743 Circle Avenue, Forest
Park, IL 60130,

contests

The Society for Technical Communica-
tion's eighth annual competition is de-
signed to recognize excellence in audio-
visual communication dealing with tech-
nology. science, industry, business, med-
icine. and government. Media formats
are limited to 35mm filmstrips and slide/
tape programs with two trays maximum.
Competition categories are marketing, in-
formation, industrial instruction, law en-
forcement, safety, consumer education,
and medical/health topics for profession-
als and lav audiences.

Awards are presented in each category
and one Best of Show” is recognized.
Additionally, the Kodak Award for Pho-
tographic Excellence" is given to the one



producer who demonstrates superior
photography in his audiovisual show.

Deadline for entries is January 25,
1985. Awards will be presented at STC's
32nd International Technical Communi-
cation Conference, May 19 through May
23, 1985, in Houston. For more informa-
tion and entry forms, contact S.M. (Mar-
ty) Shelton, 332 lowa Court, Ridgecrest,
CA 93555 or STC's international office,
815 15th Street Northwest, Washington,
D.C. 20005; (202) 737-0035.

Seven-day trips to Switzerland and Ciba-
chrome products will be awarded to top
winners of lIford's second annual com-
petition. To qualify for one of these four
1985 grants, entrants must submit port-
folios of at least ten Cibachrome prints
or display transparencies no smaller than
8"x10" and no larger than 20"x24". En-
tries will be evaluated for how print qual-
ity, subject, style, and theme work to-
gether in creating the portfolios.

Address entry form requests to Georgy
Burton, Grant Competition, llford Incor-
porated. Box 288, Paramus, N| 07653.
Phone requests will not be accepted. En-
tries will be judged January 28 through
February 15, 1985. Winners will be an-
nounced after March 8 and their entries
will be exhibited for sale at Neikrug Pho-
tographica Galleries, New York City,
March 13 through April 20.

The International Television Association's
17th Annual Videotape Festival is open
to all video professionals including stu-
dents. An international showcase for the
best of the non-broadcast video industry,
the competition recognizes outstanding
video communication in the areas of
training, information, public service/pub-
iic relations, sales/marketing, organiza-
tional news, and interactive video.

Entry forms and rules may be obtain-
ed by contacting the ITVA International
Office at 6311 North O'Connor Road,
Suite 110, Irving, TX 75039: (214) 869-
1112. Fees per entry are $50 for ITVA
members, $95 for non-members, and $25
for students. All entries must be post-
marked by December 14. Winners will
be announced at the Golden Reel Awards
ceremony, June 1, 1985, at the Marriott
Hotel, New Orleans, Louisiana.

obituaries

Don Peterson, M.Photog.Cr.. died July 28
of a heart attack in Wheat Ridge, Colo-
rado. He was sixty-eight years old. A life-
time member of PP of A, he received his
Master of Photography degree in 1949;
in 1950, his father, Dave Peterson of
Princeton, Minnesota, and he both stood
before the National Convention as Mas-
ters of Photography—the first father and
son team to earn that distinction. Fie then

went on to receive his Photographic
Craftsman degree in 1969.

For ten years, beginning at the age of
nineteen, Peterson worked for the East-
man Kodak stores in Minneapolis. He
was fifty-nine years old when he open-
ed photography studios in Wheat Ridge
and Lakewood, Colorado.

Peterson had served as president of the
Professional Photographers of Kansas.

He is survived by his wife Mina, a daugh-
ter, two sons, and three grandchildren.

Memorial services were held September

1in Chamberlain, South Dakota, forOr-
rion R Barger, M.Photog.Cr. Barger, sev-

Find out more about "friendly” Arion products.

enty-one, died of circulatory complica-
tions on August 28 in a Sioux Falls hos-
pital. Alter forty years as a professional
photographer, he had retired on February
1, 1980. He was past president of the
South Dakota Professional Photographers
Association and an instructor at the W i-
nona International School of Professional
Photography.

Barger received international exposure
when Barbara Norfleet selected photo-
graphs from his files for a Harvard re-
search project emphasizing rural life in
the heart of America.

He is survived by his wife Edie, a sister,
and three brothers. $

:ARION

When that short deadline comes
along, "we" can do it! Whether it's
re-programming the house show, or
adding speaker support slides to
tomorrow's meeting, just call me and
my DESIGN SIXTEEN1

Together we made that transition from
dissolve shows to faster multi-image

And since the dissolvers we already own
are Mate Trac compatible, the DESIGN
SIXTEEN fit right in!

*y \R \0 N

ARION, 701 7th St. South. Delano, MN 55328  1-800-3283)595 TELEX 469001

More info'>Circle 41



The Nikon FE2.Because noteveryfa

What milestone marks the moment you out-  |ts the 35mm camera that offers a range of —— -9k
grow your first SLR? creative options designed for the imaginative few.  an
The morning you race out at dawn to catch Options like an automatic system with the
the minute of light that turns the earth sapphire.  emphasis on the most important part of creative  -yo
Or the time you find yourself summoning upthe  photography—depth of field.
courage to ask someone to pose. Nude. A shutter speed of 1/4000 for a wider choice an
Its the day you decide to stop takln%pmtures. of apertures in bright light, so your focusing can utl

And start making them. Then, agood SLR isno  be as interpretive as your composition.
longer good enough. You need the Nikon FE2. A through-the-lens (T'LL) flash metering | ex
Newert Aer itv NY 16



artistuses abrush and palette

msystem that automatically sets the exposure,
and lets you concentrate on perspective instead.
Even aflash synch speed of 1/250 for effects
mou could never create in broad daylight before.
And acomprehensive range of Nikon lenses
and accessories for creative opportunities no
other system can offer.
Which is why the Nikon FE2 is more than an
extraordinary camera. Its the ultimate artist5tool.

More info? Circle

N &k o n

WE taketlie worlds
greatest pictures.



behind

the cover

Freezing a moment in time

Mark W. Sweeney thinks about just one
thing when behind the viewfinder: how
to produce an image that literally grabs
its observer and pulls him into the scene,
lo Sweeney, this month's cover photog-
rapher a good image is one that compels
its viewer to her ome part of the moment
frozen in time by the camera. "Having
the ability to share an experience with
others through the medium of photogra-
phy brings ,i great deal of personal satis-
laction to me," explains Sweeney.
Sweeney is photographer/laboratory
technit ian tor Hobbs Studio in Last Wey-
mouth Massachusetts He is a member
ot I'Poi V PPA of Massachusetts, and
PPA ot New England. He received East-

(art nf ’'Pol As fiigf General f xhibit.
i hosrn ,is hiM oi Shots
image .i.t" exposed In eminent light ,ir r.fi for
Hriihr " ( tw »

Temple Rju
hx PI'\ oi Rhode Island m InS’ The

sturni't used .1 \ikon T\l camera with a

man Kodak's Honor Award for Photog-
raphy in 1980 and its Medallion of Excel-
lence Nomination in 1980 and has won
many Court of Honor and Best of Show
awards. He also has had several prints ac-
cepted into PP of A's 1983 Loan Collec-
tion and 1983 and 1984 General Exhibits.

Says Sweeney: "Photography is such a
powerful medium that we sometimes for-
get the Opportunity it gives us to express
ourselves. He cites this month's cover
image. "Temple Rays," as his idea of a
photograph he just couldn't let get away.
Captured an hour before sunset at Roger
Williams Park in Providence, Rhode Is-
land, Sweeney used a 16mm full-frame
tisheye lens to exaggerate the forty-five

was also Sneenet nude

second on Kodak
the image at f 11 tor

foot distance between the music temple
and himself. Keeping the camera about
two feet from the ground, he was able
to create the powerful leading lines that
in effect draw the viewer into the temple.

Like many fellow photographers, Swee-
ney finds it easier to speak with images:
"Photography isthe best way to commu-
nicate a point of view or idea," he says.
But just as a well-oiled, smooth-running
machine is the product of several factors,
so, too, is a powerful photograph the sum
of several components. As Sweeney ex-
plains: "You must involve your mind and
emotions as well as your trigger finger if
you plan on succeeding with your per-
sonal statement on film." ®

Rockport Harbor" on an overcast day during
drizzle The mage i> part of PP of As 1981 General Exhibit Using
a\ Soil f\!camera with a 24mm \ikkor lens. Stveenev exposed

. second on Kodacolor 400 film



HEY SPCRTS PHOTOERARHERI!! WANT TOLEARNHOWTO

Take the hassle outofteam

photography?

<Double your sales?

<Contractmore

leagues?

increase your pro fits?

Then read on ...

California Custom color introduces the most
innovative and effective sports program to
come along in years. More than just a
memory mate, or a button, or a statuette...
our exclusive 4P sports program is a com -
plete system designed to teach and aid you
in making your team photography more
profitable and hassle-free. With the 4P

We use
Kodak paper...
fora good look.

ALL SERVICES

VIDEO ANALYZED

Call or write for our complete
order package.

marketing system and our full line of sports
products, we make it simple for you.

Our program isn't for everyone, but if you
are serious about your photography and
want to learn how to make the most from
your efforts, then contact us for sport sup-
port.

Call or write today!

California
Custom

Color

4782 Alvarado Om. Rd,, San Diego, CA92120 (619) 287-5811

More info? Circle 43



in depth

To achieve the perspective
in " Geometric Ascension,"
Alvin IV. Gee, Houston,
Texas, had to lie on his
back. The photograph,
created as a self-assignment
for his portfolio, became
part of PP of A’s General
Exhibit. It was exposed at
/22 for one second on Tri-
X B. 420 film by available
light, m a Hassethiad
Superwide Camera with a
38mm Biogon lens.

This self-f>ortrait won a \ew York Slate Court of Honor
award for artist Duane Sauro M Photo# (r of Syracuse He
treated ' A Sculptor as documentation ot his sculpture
before it was to be bron/ed The photograph is also part or
the \ational \lasters loan Collection. Sauro used color and
composition to show units between himself and his work
Txposure was Cl | for \ second on VPI fiim. DIAGRAM

mA* Omega 4 \5 view camera. 'B> subiect. < m500-watt
flood. 1D> 3\5 diffusion <reen



Carol Hebert. Windsor Ontario. <anada
suggested this portrait to a regular <ustomer
who thought it would be a nne
remembrance ol her pregnam \  lads m
Waiting is part ol PP ol As loan
Collection. The suh/c<t was so pleased with
the results of the sitting that she showed
them to her obstetru ian s\ho ordered
several large portraits to de<orate his otine
The result lor Hi'liert was a steady stream
ol i ustomers retfuesting similar portraits
Exposure was 1/4 tor second on
VericOlor 1ype 3 him DIAGRAM

(A) 1llasselblad <amera with 80mm /cm and
a Soltar | filter, (B) subje<t, K) window

Returning from an on-location session. Bela B Baliko Ir , Scarborough. Ontario, Canada, was
struck by the simplicity and starkness created by the red. white, and blue angles at 49
Warncliii. ' Instinctively, he say\ he reached for his camera to record the image. Made for
personal pleasure, the photograph became part of BP of A's General Exhibit He exposed it
at f/16 for / 5 second on Kodak WPS Type 2 film, using a Mamiya RB 67 camera with a
Mamiya-Sekor 127mm. 3.8 lens The sky was burned in 100% in the final printing.

CNifreTirm .r-







An unusual ice storm inspired
Richard Boonslra, Omaha.
Nebraska, to make this
photograph of nature's fine
at  'On Golden Pond" was
used as office decor for Union
Pacific Railroad and is a part
ot PP ot A's General Exhibit
Exposure was /22 for

second on VPS film, using a
Hasselblad 500C camera with
a 50mm lers.



Bill I'lh', (.teensboro, North Carolina, made
thw image a' part of a fashion ‘ales
promotmn Hr also used it in a self mailer
to fashion photographs husors Exposure
was i Ib lor '. ‘(bond on | PK 1JO film.
I1)/A(,K\1 A1KB h7 camora with 1SOmni
lonv (Hi s/OKi <« >J 400w.s Speedotron.
<lh till In>ard, di /.JOOwWA tla'h head in
umbrella on boom if) 1.J0OOw s mini spot
bai flight (. 1 JOOw ' mim-'pot

hai kgroutui light

in depth

When Charles Earnest, Bryan, Ohio, created this image of
Flow Controllers' for a brochure and a full-page ad, he
had no idea of the success the image was going to have. He
says response to the ad was outstanding and the new'
product had a very successful start. The ad won Product
Design and Development magazine's highest readership
award and the image became part of PP of A's General
Exhibit tamest exposed the image on VCS film at f/45 with
four flashes while the shutter remained open. DIAGRAM:
A 4 x5 Calumet camera with 180mm \ikkor-W lens;
'IT subject. 'Ci black glass, tD) Ascor CD 1.200 flood;
'ft diffuser. (Fi foil reflectors. <C) spot; 'H) background
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P rocessors
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No. 1 Worldwide
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Only JOBO has five precision color
processors to meet any darkroom
need—and budget. From the low cost
TBE 2 for accurate temperature
control of chemicals and processing,
to the world s best selling line of
precision rotary processors: the CPE 2,
CPA 2, and CPP 2; and the all

new, top-of-the-line ATL 1. No other
manufacturer gives you so many
choices of self-contained, daylight-
working processors.

All JOBO color processors
feature:

¢ universal application—any film or
paper process

« thermostatically controlled water
jacket for both chemistry and
sank/drum

« variable rotation speeds (except
TBE 2)

« two-way rotation, automatic
reverse

« temperature range of 68°F~1 13°F

¢ accuracy to +0.18°F (CPP 2) to
+0.9°F (TBE 2)

¢ rugged, non-corrosive ABS plastic

The most versatile darkroom
system

JOBO has created an integrated sys
tern to make every processing job
easier. There's the JOBO Iift for semi
automatic fill-and-dump of tanks and
drums. And our new line of modular
tanks and drums lets you optimize
tank size—for a single roll of 110 film
up to a 20x24" print!

Autolab ATL 1 User program-
mable, micro-processor memory,

8 programs, automated chemical
metering, filling and recovery—just
set-it-and-go!

CPP 2 Digital temperature read
out—our most popular semi-automatic
processor—up to 20x24" prints.

CPA 2 Our most economical large-
print processor.

CPE 2 JOBO-s compact rotation pro-
cessor, for up to 8-35mm rolls and
11x14" prints.

TBE 2 Tempering-Box The eco
nomical choice for accurate tempering
of tank/drum and stock solutions.

From JOBO—Europe's leading manu-
facturer of precision darkroom
processing equipment.

H D

Fototechnic

in Colorprocessors
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A step-by-step
guide to
photographing
lasers

By David |I. Fahey

ome of the loremost achievements
in today's rapidly advancing technology
are the result ol better understanding and
ettei live use of the laser (an abbreviation
lor light amplification by stimulated emis-
sion of radiation). Modern uses of the la-
ser range from the local supermarket's
prir e scanning registers to the national in-
dustrial company's testing of metallic sur-
faces tor imperfections. And because the
laser is monochromatic, it is also a valu-
able tool in high-speed photography.

Laser photos often have superlative im-
pact and give a futuristic impression.
I hey are used extensively in advertising,
medicine, "how to documentaries —
even in wall decor.

Before getting into a step-by-step exam-
ple that demonstrates how you can pho-
tograph a laser beam, it's important that
you're aware of a few safety rules:

*know the lasei sclassilication. Lasers
are grouped in categories ot | through IV
in terms ot risk Class IV has the greatest
potential tor personal harm.

*Always avoid looking directly into a
beam's source or at the beam's specular
reflections Staring at the beam itself also
can be dangerous. While many Class | la-
sms pose no eminent threat to eyesight
a Class IV laser is capable of penetrating
the entire eyeball. W hen this happens
the components of the eve focus the laser
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The laser in the foreground ol the
photograph is invisible to the naked eye
The laser in the hai kgrtuind is visible hut
required paper tracing to record it on him
isure time lor the Leer was twenty live
seconds lighting was one Jithv/s Norman
Strolle and one 500u-A Norman strobe

beam on the retina and severe optical
damage can result It is a good idea to
wear protective eye goggles sine e exces-
sive eye exposure to a laser can cause
cataracts. Be especially cautious it the la
ser you are photographing is invisible.

Familiarize yourself with the laser
lab's operating procedures. Talk to lab
personnel to learn how to avoid possible
injury while also getting information
needed to photograph the job

Be aware of all warning signs and
heed them without question Even weak
lasers can burn your eyes, skin, and
clothing.

*Most laser labs have an interlock sys
tern that automatically deactivates the la-
ser equipment when the lab door is
opened. Don't, however, take for grant
ed that this safeguard always works.

While there is no need tor paranoia
when working in a laser lab, you should
observe the laser's power and poten-
tial for damage. Photographing lasers
can then prove to be interesting and
even fun. With this brief indoctrina-
tion in mind, you now are ready to make
laser images.

Some photographers still are using pho-
totloods for location photography, but |
prefer to use a strobe outfit, like the Nor-
man P-1250 D. This enables photogra-
phers to use one exposure instead of two,
because instant darkness can be achieved
after the strobe is fired during initiation
of the exposure. Here is a sample session,
using a white card as a reflector.

Once you establish appropriate lighting
for the apparatus, set your shutter speed
on "T". Determine the strobe exposure
and adjust the lens aperture according-
ly. Turn off all room and modeling lights,
and blind-off any stray window light that
may invade the area. Initiate the ex-

posure and leave the shutter open after
the strobe has flashed.

Next step into the set where you can
easily reach the laser and place the white
card in the path of the laser beam. Trace
the laser by moving the card up and
down the beam path. Laser-beam expo-
sure time for Kodak VPS films averages
about fifteen to thirty seconds. Now close
the shutter. That's all there is to it. Sim-
ple, right?

Because many lasers can burn through
paper (again, communicate with a lab
technician), it is good to have an alter-
nate technique of reflection available.
One such method uses cigar smoke.
With the same set-up described earlier,
make the strobe exposure, and while the
shutter remains open, blow smoke into
the beam path. Use a slow and smooth
exhalation to ensure uniformity in expos-
ing the beam Bn sure to «onsult with the
clienl belore using this method ot retlet
tion since smoke ran hava-an arhorse el
ter t on some equipment

( igar smoke also t an lie alire ha/anl
in addition to being unhealthy |0 avoid
both these problems you tan use the
Smoke lube fry M.N./V; it's a <omp.it 1
lube whit h emits smoke lor up to fifteen
minutes. Smoke density can Lie controlled
by bending the tube.

Dry ice steam is another option Put
several small pieces of the ice in a large
plastic bag. Add water until boiling or
curs and a thit k vapor is emitted from the
bag, lo control the rliret tion and amount
ol estaping vapor gather the top ot the
bag to form a nozzle and aim it so the
vapor will violate the laser's path. Irate
the laser with log and remember to strive
tor uniformity of exposure.

Excellent results also can be obtained
from using refrigerant in a can. Using the
same troc ing method as before turn the
can upside down and allow the vapor
to enter the laser path Ihis reflection
method sometimes requires alonger ex
[insure but it's the easiest of the vapors
to control.

Photographing a laser can be* chal
lenging—but not impossible -tor the*
well-informed photographer. %

David L fahey is currently a photographer
Jit Martin Marietta Tnergy Systems
Inxorporated. ()\ik fiitfge, Ir-nt'essr-e //1* ¥
a mr-mber ni PP ol A and Jennesst-e PPA.
and ts presently treasurer ot Smok(‘\
Mountain PP Hr has been a student ot the
Winona International S hoot ol Professional
Photography and has won awards .it the
Southeastern Professional Photographers
Affiliated \ xhibitmn and the lennessee PPA
competition
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Speakers at PP of A's Video Seminar give

ideo sells! w.is the message PP of
A's Video Task f orc e gave participants of
its three day Video Seminar, held July
22 24 at the Winona International School
of Professional Photography, Mt. Pros-
pect. lllinois.

four months in the making, the semi-
nar attracted ninety-three attendants-
what fane Shatter, divisions administrator
and stall liaison tor the seminar, des-
cribed as being "well over expec tations.
Participants ranged from studio owners
doing some VfIS and wedding work to
photographers producing afew industrial
marketing programs for their own and
outside companies.

Chaired by Archie McDearmid, M.Pho-
tog.Cr, CPP, director of video commu-
nications, Norfolk Naval Shipyard, Ports
mouth, Virginia, the task force selected
aspec ts of the video industry they thought
would be ot most importance and inter-
est to the association's overall member-
ship and then recruited eleven experts
to address these topics. Speakers at the
seminar included: -McDearmid: Video
lask force member Ralph Cravemann.
M.Photog.Cr, CPP. president, Crave-
mann Photography and Video, East Al-
ton, lllinois: Video Task force member
Stew Graziano president, Craig Roth-
man, video specialist and instructor, and
leramv Cole, video production manager
Veritech Corporation East Longmeadow
Massachusetts. Video Task Force mem-
ber Sanford Striven video productions
specialist V S government, and Norfolk
Naval Shipyard: Paul Michels, president,
and Scott Lindquist, vice-president,mar-
keting specialist, Coastal Video Commu-

some practical advice

nications, Virginia Beach, Virginia; Phil
Daigrepont, M.Photog. CPP, owner.
Wedding World Photography, Metairie,
Louisiana: Tom Richter, director, video
division, Standard Oil Company, Chica-
go: and John Beabout, director of the
Video Center, Eastern lllinois University,
Charleston, lllinois.

Here are some excerpts screened from
several ot the sessions.

"Video Productions: Increase Studio
Profits"—Steve Graziano

*Sell everywhere: at trade shows,
home shows, expositions, and in your
studio. Keep what you do in front of
the customer.

*Video can sell your company, your
product, and yourself. Why not use it if
you're trying to sell It? Tell your story on
a five-inch screen: it helps your credibility.

«Promote your facilities by affiliating
yourselt, either loosely or formally, with
a banquet hail, hotel, etc,

*Realize your markets are different: On
the commercial,industrial side, you're
selling a company the best possible im-
agery you can: on the wedding side
you're selling well-produced emotion.
Price right: Consumers don't want to pay
$30,000 for emotion, whereas companies
will be prepared to pay more than that
for their story. You can sell to either
or both, but keep in mind the market
is different.

*Find out what your customer wants—
one camera, two cameras post-editing,
special effects, themes, in-house art work,
sound effects orchestrated sound straight
service only, background changes, light-
ing variations, a delivery system and
backup support, etc. This is how you can
mark up an inexpensive videotape.

*New \ideo markets to try:\ isual men-
us lor restaurants and hotels: travel agen-
cy video tours of vacation spots, hotels
and their surroundings, restaurants, ball-

Photo by Linda Husbeck

rooms, conference centers, and health
spas; and visual tours of industrial plants.

"Weddings...How To Do It Beautifully
and Profitably With Videotape” —Phil
Daigrepont, M.Photog., CPP

*At a wedding, we use light at the
home and at the reception. In church we
use ambient light, unless it's a candlelight
wedding—then we have a light on the al-
tar. Facts are facts: If there's no light,
there's no video.

We go for lots of close-ups and look for
things that are very sensitive and touch-
ing. We film the wedding, non-stop, from
beginning to end, and go for detail—a
purchasing inducement.

Another selling point: the cake. Video-
tape every inch of it because once it's
cut, it's gone.

*Audio is just as important as video.
Music is better than silence; and awire-
less mike behind the groom's bouton-
niere works well in the church sequence.

*Most couples don't want their video-
taped wedding edited—they want to
laugh at all their mistakes. All we do in
post-production then is clean up our
goots (such as a bad cut or pan) and add
such things as titles and credits.

Don't forget about copies. Ask cus-
tomers, "What it something happens to



that tape? Don't you want a copy of it?"

"Step-by-Step Procedures for Video
Productions” —(eramy Cole

*The pre-production meeting iswhere
the production people meet the client for
the tirst time. You want to project a pro-
fessional image to your client from the
start: Wear suits, ties, and never jeans,
on any kind of production.

«It's at the pre-production meeting th.it
you schedule program dates, first, set a
date tor the finished program. Then back
up and set the scripting time. Next, deter-
mine when to actually deliver the scene
list (a plan of what it is you're going to
film out on the field). Then schedule
the date for script delivery. Things will
change, but at least you'll have some
benchmarks to go by.

eSince you're actually starting the
scripting process at the pre-production
meeting, get as much information from
your client as you can. Get to know who
and what they are. Are they low-key?
Hard sell? What buzz words do they like
to use? Merge and mesh with their style
Pick up all their information—brochures,
technical data, perhaps audio tapes. Take
a walk through the facility for a feel of
what is there, of what filming it will en
tail, and also for a general idea of what
the business is.

¢()nce you ve settled on a si ript. figure
out what you will visually document and
how you will do it—with a long view, a
close-up, a zoom. The amount of detail
of such a list varies: If you're doing the
production and if you have a picture in
your head, you just need a quick run-
through for your client: but if you're turn-
ing your program over to a production
company, you have to be more specific
because they don t know your client.

*You don't have to film in script order.
Schedule filming so you start at the front
door, move around in an efficient man
ner, and end up at the back door.

While filming, keep track of what you
have tailed by maintaining a scene sheet
a list that breaks down and describes
each tape by scene lit doesn't have to be
very detailed: i.e., "tape |, exposure
| —scent' of unit being turned on by
someone" is sufficient). Give typed
copies to your client so he knows what
you've done and also so he starts think
ing about the program.

*Post-production <an be as simple as
using two edit decks or as complic ated
as inserting atime-based corrector or pro-
cessing amplifier to reprocess your video
and correct bad color or shadow detail,

You can do a lot of things in post
production to make your program snaz-
zier: graphic work with a character gen
erator: special etfects such as slow mo
tion and animation: and special transi-
tions (push offs, squeezes, flips). This also
ups your budget.

*Having the client with you m the edit-
ing process will save you a lot of aggrava-
tion later on. You may produce the best
video, but it your customer isn't happy,
you'll have to re-edit it.

All along the way, check with your cli-
ent to make sure he likes what you're do-
ing. Get him involved in the process. The
more he’s into it, the more likely he is
to approve the finished product, to get
excited about video, to increase your

budget, and to request video serve es be
yond the program you're produi ing.

"Video: How To Do It" and "'Sc ripting:
Put It In Writing""—Sanford Shlycn

*The purpose of a sript is to pre visu
alize the tape as exactly as possible A
storyboard helps further clarify 1 se-
queni e Script layout has narration on
the right half and visual instruc tion on the
left: with this format, all directions stand
out clearly.

*lo write a presentation is to tell a
story Remember: You're talking to some
one when you're produi ing avideotape
Anticipate what your viewer is thinking
while watching the presentation and
keep him from drifting off: entertain him.
tie new ideas to ones he already knows
The key to .1 good script: fell your au
diene e wital you're going to lell them, tell
it to them, .mil then tell them whjt you 've
told them

*Write conversationally. Think as if
you're talking Use contractions. Take a
tape recorder, read your script out loud,
and listen to how it sounds.

*Pacing is building interest by the pro
duction's rate of movement. Camera mo
tion, scene cuts, angle changes, using
scenes with movement, all help set a
pace. One way to check your pacing:
Take someone who's not really interested
in the xublec t let him sit with you while
you're editing, it he starts nodding off,
you know the scene has been on the
screen too long

«Keep visuals in mind as you're writing
your script. Remember to keep your pro
due tion produc ible

*Think o1 1 si npi as being an audio
tape A program's sound portion should
stand alone: if the picture* goes bad. you
don’t want the viewer to think he cant
follow the story line anymore and turn
away from the program.

+Keep asking yourself questions: What's
the objective ot this program? What ex-
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actly am | writing about' Where tan |get
my information' Who will see this pre-
sentation- company employees, custom-
ers, decision-makers' What are their likes
and dislikes' Iheir education and expe-
rienced What do | have to deliver to these
people half-inch video tape, three quar
ter inch U-malit. films, slides, accompa-
nying workbooks' What's my st hedule'
build a good rapport with the decision
makers; explain to them what you go
through to produce something. Show
your samples, and find out what they ex-
pect. ( time to all these agreements first.

«l)on't inhibit your t reative processes
when writing. Let your imagination go
completely wild and get it all down on
paper nrst. then rationalize it out.

(fnce you've completed all this prelim-
inary paperwork, start editing. Think: "If
Ithrow this out will I still accomplish my
goal' And which objectives can | drop?
I he best produc tions are short, simple,
and to the point

*You have to stay up with what scur-
rent in the television medium —pay atten-
tion to graphics programs, presentations
acting, camera movements lighting nar
rators. and tec hniques.

'Doing It With Talent '—Tom Richter
*It s up to you to bring everything
the writers (right language) the 'talent
fright environment), and the directors

iright Biovex) together.

Photo by Shelley Langdale

You have to work with different types
of talent: amateurs (those who don't get
paid everyday as their profession) and
professionals (those who do get paid for
a living and who belong to either the
American Federation of Television and
Radio Artists or the Screen Actors Guild).
Professional talent costs about S300 to-
day tor their scale, pension and welfare,
and agency percentage.

¢In choosing talent, try to visualize
w hat they can do. If your talent does not
tit your visual image, find someone who
does. Gear talent to your audience (age
group, education level, etc.).

*Make sure you put talent—either ama-
teur or pro—into an environment they
look natural in. Put them in your sur-
rounding'. beforehand and see what
they can do,

*Try to get people who speak from the
gut take advantage of their experience.
Use them as a talking head, without elab-
orate visuals.

*To find amateur talent, hold auditions
in your neighborhood, companies, reli-
gious groups. Make little file cards of who
can play what kind of part.

«Amateur talent characters may work
well individually but not together: they
might have a conflict in acting abilities or
in personalities. When working with
more than one character, bring them
together beforehand. Enhance your pro-
gram by bringing in one professional to
work around amateurs.

*When doing avoice-over, it's best to
go with professional talent. To do atwen-
ty-minute program, a professional talent
will probably be in and out of your studio
iri less than one hour. An amateur (such
as an ex-radio announcer or an executiv e
representing himself) may no longer have
a booming voic e or may have problems
reading, and so it takes him between two
and five hours of retakes and editing.
Ilow much is your time worth? Besides,
how many people, even in smaller com-

Photo by David E Beatty. M Photog.Cr

panies, can recognize their CEO's by
voice alone?

«In avisual presentation, however, you
can't substitute another person for the ex-
ecutive. A company's chairman of the
board is its chairman of the board and
you cannot bring in an outside profes-
sional talent to play him.

Sometimes executives can't play them-
selves. It might be easier for them to play
someone else, such as Benjamin Franklin
or john Wayne, because they can visu-
alize what Ben Franklin is like and how
he should be portrayed.

Another tactic to help the executive in
role-playing is to put him in a different
environment. Don't photograph an ex-
ecutive in his office. He will always be
distracted by the blinking lights on his
telephone.

If you're going to use an executive for
one hour tell him you'll be using him for
three. The reason: they are so program-
med by their secretaries that at five min-
utes to the hour they worry about being
someplace else, and so you lose them for
that last five minutes. But if you ask for
three hours and only use them for one
hour and five minutes, they are happy—
their secretary didn't schedule that time
for them and they can do whatever they
want with it.

*Using a puppet, robot, or any inani-
mate object gives you a lot of flexibility.
You can have that particular character
say and get away with things that you
can t: i.e.. it you disagree with a company
policy instead of laying your job on the
line, you can argue against it through a
puppet. They are powerful, third party
spokespersons. i£
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- VONCOLITES PROTECT
E THINGS,

TWO PRIC
YOUR REPUTATION AND YOUR EXPOSURES

The new Bowens Monolite 15000,9000
and 4000 go a long way to make sure
you do, too.

The 15000 provides 15000 BCPS for an
ASA 100 Guide Number of 280 (equiv-
alent to f42 at 2 meters). Voltage-
stabilized for accuracy and repeatability.

it lets you choose audible or visual sig-
nals to confirm 100% power-readiness,
or flash firing and to remind you to
dump’ excess power

All Monolites offer Bowens unique pat-
ented dimwhen-fired feature to assure
that all units have operated properly.

The 15000 is a real workhorse, yet it
weighs underlOlbs .and because itsa
Monolite, you can forget arcing hazards
and power Josses caused by flash-to-
pack cords, it simply eliminates them.

it gives you a host of other advantages
Recycling times from 0.8 to 2.8 seconds
Light-up on/off switch. Dual synch and
nocell slave sockets individual flash/
modeling lamp controls provide con-
tinuously variable power over a 2-stop
range.
Compatible with the whole range of
Monolite reflectors and umbrellas.

The new Monolite 9000 which offers
the same features as the 15000 delivers
a GN of 212 (equivalent to f32 at 2
meters) and recycling times from 0.6
to 2.0 seconds.

There'salso the compact Monolite 4000
with dual power selection and a 100
ASA guide number of 145 <2 at 2
meters).

The new Bowens Monolites, together
with the broadest and most versatile
range of accessories, make light work
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foryou as no other system can. All at a
price you can afford:

See them now at your Bogen dealer
or send coupon for full information.

Bogen Photo Corp. 17-20 Willow St
PO Box 712, Fair Lawn NJ 07410-0712

Please send me information on
Bowens Monolites pro

Name

Telephone



Grab your
customers’
attention

It's half the battle of
selling them
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She’s beautiful he thought, as he watched Shar-
on walk to the observation deck safety rail, strik-
ing against the view ofSenic River 1,500 feet be-
low. W hatanice honeymoon this is, he reflected.
And that'swhen he noticed the three rusted bolts.
She relaxed againstthe rail. He lunged. Too late.
Rust and time had taken their toll.

Have | got your attention? What about
your ads? Do they grab your customers'
attention? | agree—using this piece of
melodrama is akin to posting the world
"sex" in bold type and saying: "Now that
| have your attention | want to sell you
a used car," Tacky, yes. Even so, you
must attract customers, and you can with
your ads.

Statistics show that as the economy
tightens, the only businesses which sur-
vive are those that not only keep up their
advertising, but which actually expand it.
Trends also show us that those business-
men who advertise effectively, actually
increase their sales. But remember: The
key word here is effectively.

Most of us small business owners make
the same mistakes with our early adver-
tising. Did you ever buy a quarter-page
in tlie high school boosters' magazine?
Most of us have. And I'll just bet that, like
us. you didn't net swarms of customers
troni it. And have you ever bought a large
newspaper ad for several hundred dollars
only to find no one beating down your
door to buy the family portraits your ad
promoted? Why do these—and other-
ads seem to work for the other guy but
not for you?

It you went behind the scenes to find
out how the effective ads were devel-
oped. you would find that the advertiser
first spends some lime (and probably
money) determining who his market —
principal buyer—is. Once he does that,
he picks advertising media that reach
those potential customers, creates ads ot-
tering what those people are likely to
want, then tests the ads on groups of vol-
unteers before buying space to run them.
You ran do all this. too.

Here are some pointers to guide you:

I 1\nal\/c vo&r marker. Women eigh-
teen years and older are the principal
buyers of portrait and wedding photog-
raphs: agencies and company represen-
tatives are the principal buyers of com-
mercial photographs. Find out who your
audience is and target your advertising
towards it.

2) Determine what medium reaches
vour potential customers. Talk to ad man-
agers .it newspapers, magazine' radio
and telev ision stations, and outdoor ad-
vertising serv ices in your area. Ask them

who their media reach and how they
substantiate this claim. | discovered that
89.7 percent of the women within athir-
ty-mile-radius of my studio read a certain
part of the area newspaper on a given
day of the week. Guess w'here and when
| advertise family and child portraiture.

3) After selecting a particular media seg-
ment. draft four ads promoting your busi-
ness. Keep them interesting—include an
attention-getter. Stress customer benefits.
Be specific. Keep your messages brief.

4) The next step calls for research. Use
your resources to tap your audience and
find out what it's thinking. If, for exam-
ple, your market is young women, hire
two college students to survey females on
campus about which of the four ads
you've written (supply them with typeset
copies) is most effective in catching their
attention. Also ask what benefits they're
looking for from a photography service.
Once you have 300 to 500 of these sur-
vey responses, determining the most ef-
fective ad becomes simple.

Why didn't the ad in the local high
school boosters' magazine bring in cus-
tomers? Most probably it didn't reach the
people who make buying decisions:
chances are it wasn't very interesting
either. Why didn't the one large news-
paper ad elicit response? Probably be-
cause its headline didn't capture poten-
tial purchasers' attention and interest and
because it ran only once. To be effective,
an ad must run on a regular basis—daily
or weekly. If this is beyond your budget,
run the ads in a blitz of four to six weeks.
Return a few months later and do it again.
Remember to keep your ads interesting.

It's easy to create interesting ads. To
show you how easy, try this: Just pretend
you're a customer in your favorite cam-
era store. There you are, among all the
gadgets and goodies. What do you buy?
Also consider your feelings when you are
in a store that sells items related to your
favorite hobby or sport. Do you want to
purchase everything in the place? Most
of us would jump at the chance. We go
to buy what we need but instead buy
what we want. Your customers are no dif-
ferent. You must stimulate them to buy
what they want rather than what they
need. You can do this by inciting their
emotions. And to incite their emotions all



you need is a little imagination.

Emotions? Imagination? Certainly. Cus-
tomers buy your photography because
they benefit in some way from your ser-
vice. Benefits are the prime influence in
the purchase of any service or product.
Every product has features—big, blue,
moulded from space-age plastic, etc.—
but it is the benelit the customer receives
from these features that makes the sale.

Before you can sell your customers on
your business, you have to sell yourself.
A good exercise for this is to make a list
of twenty features of your photographic
service. Next to each feature jot down
one or more benefits it gives consumers.
You may find your benefits are directly
opposite those of another studio in your
area. For example: Two contrary features
are offering photographic packages and
not offering them (that is pricing your
work a la carte). A point in favor of
packages is the savings they pass on to
the consumer, while an advantage of a
no-package-deal is that the customer
buys only what he wants. You can use
either gimmick in your studio. But play
up the benefits of your particular opera-
tion. By appealing only to those custom-
ers who respond to a particular set of fea-
tures and benefits, you can get your share
of the market.

Idon't have a list of twenty features and
benefits: my list now numbers 216 pho-
tographic features yielding over 600 ben-
efits. To get you started with your own,
I'll give you a few of my favorites:

*Your skin will he flattered by our
unique, moveable lighting system.

*Be photographed in different outfits—
we don't charge extra for clothing changes.

«We photograph by appointment for
your convenience—no waiting

*Pick the post's you lik(< from our set
o/ previews.

*Your family members may have indi-
vidual portraits made at the same time.

*See a portfolio by the photographer
who will make your wedding photographs.

«Our photographer is not a guest at
your wedding. |le sthere to work for, not
party with, you

Your ads also can imply benefits—a
technique advertisers have been using for
years. One example that comes to my
mind is used in a hand lotion ad: “con-
tains lanolin" implies that lanolin is good
for your hands: contrast this with “con-
tains no lanolin," which suggests a ben-
efit in the absence of lanolin. Your sales
pitch may hint at photographic benefits.
Phrases like "we guide you smoothly...
professional...established studio," all
convey some sort of benefit.

When you sell photography to a cus-
tomer, you deal with him personally:
when you see customers in person or
talk to them on the phone, you both can

ask questions of each other. When you
advertise, you are communicating in one
direction only, with a large audience
through a mass medium; you don't have
the benefit of instant feedback. That's
why you need to test your ads before
placing them. Testing helps you weed out
ineffective benefits.

When dealing directly with a consum-
er, the selling process is simple. You show
your product. You ask questions of the
buyer: who the portrait is of, whether or
not it is a gift, how many bridesmaids are
in the party, do special effects appeal to
the client, and so on. You listen to a cus-
tomer's response for clues asto how your
studio's features can benefit her. You ex-
plain your services and benefits, a few at
atime. You seal the deal by convincing
your customer your studio is uniquely
capable of providing what she wants. All
together, these actions make sales.

You need to go through the same pro
cess In advertising. You show your work
in roughed ads. You ask questions dur
mg your research survey. You listen to
your customers and pay dose attention
to your data. You then explain a few ben
tHfits in your ads. | inally, you seal the deal
by running the final ads and drumming
up some business for your studio. By
keeping these points in mind and think-
ing each stej) through, not only will you
grab consumers' attention—you'll have
them pounding your door down.

She's beautiful he thought, as he
watched Sharon walk to the ohserva
tion deck safety rail, striking against the
view ot Semi River 1,100 feet below.
What a nice honeymoon this is, he reflect-
ed. And that’swhen he notic ed the three
rusted holts. She relaxed against the rail.
He lunged. Too late. Rust and time had
taken their toll. Thank heavens the fourth
bolt held!

C Donald Schenk, CPI’, is president ot
Don Schenk Photography, Incorporated,
Lint innate Ohio. He has served on On-
board of trustees PPA ot Ohio since \-)~7
and is past president of the Jri State PPA m
Cincinnati He is a member of the
Professional Photographers Society of Ohio,
a group limited to sixty-five top
photographers in the state with
membership bv unanimous invitation
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Ylou've probably
seen <l least one or
Iwo of the hundreds
of recent advertise-
ments for Individual
Retirement Accounts.
Banks, stockbrokers,
and mutual funds have
stepped up their ad-
vertising campaigns
ever since January |,
1982, when the law
(‘hanged to allow any-
one who earns money
from a job to open

an IRA.
| his legislation was
nicknamed "your

Christmas gift from
Uncle Sam" bee ause
previously, only em-
ployer's not covered by company pen
sion plans could open IRAs. The new law
opened IRAs up to even self-employed
entrepreneurs already covered by com-
pany pension plans or Keogh accounts.

There's no question the financial ser-
vices industry benefited from new busi-
ness this legislation generated. But what
about you?

An IRA is an investment for your retire-
ment that has two tax benefits, one im-
mediate and one long-term. First, your
contribution to an IRA is tax-deductible
trom your gross income. That lowers your
net taxable income, as we'll soon show
in an example. Second the interest or
dividends voui IRA investment earns is
tax deterred. You pay federal taxes on
those earnings only when you take thel
monev out ot your IRA Additionally. IRA
earnings are tax-deferred in many state's.

Most people's tax brackets drop appie
viably when they retire So an investment
that accumulates interest which is com-
pounded over the years, unlettered by
taxes and then istaxed .it a lower retire-
ment tax bracket ratelobviously is valu-
able All in all, an IRA Is a very good wav
to build up retirement income.

Ilere san example ot how your IRA tax
deduc tion might work. Assume your tax
able income atter ail other deductions
is ST1000 It you contribute $2 000 to
vour IRA that year, you reduce that
amount by 2.000, So vour net taxable in-
come becomes Sto pop Based on ‘Wt
tax tables the tax on $41,000 net taxable
income- 'thirtv live percent brac ket it you
file loinlly!is $8.(>54 But tax on $04000
After $2 O(H) IRA deduction is $"054. So
your short term tax savings are $700.

It IRAs are such good investments, and

J4BR

You can tailor these
your needs with just a little shopping

By Jennifer K. Brown

if anyone who earns income from a job
can open one, why hasn’t everyone done
so? For several reasons. The most com-
mon is procrastination. That's followed
by people's contusion about the basics
ot IRAs. According to Meryl Kahn, presi-
dent ot Boston-based financial planning
firm, Moneyvvorks, only two conditions
would prevent an IRA from being a smart
investment: 1) it you need the money in
the short term—say. in the next two to
five years; 21 if you expect your tax rate
won't drop when you retire. But for ev-
eryone else, especially people in their
late titties to late sixties and who are still
working. Kahn says: "There's simply no
excuse to not invest in an IRA."

You may open an IRA at any age up
to seventy and a half. You may begin to
withdraw from that savings at age titty-
nine and a half, but you must begin to
withdraw by age seventy and a half or
face stitt tax penalties.

An individual may invest up to $2,000
or 100 percent of his earned income
(whichever is less) every year. If you're
married, filing ajoint tax return, and on-
ly one of you earns income from a job.
you max open a second spousal IRA to
cover the* non wage earning partner. The
maximum contribution to the two IRAs
is $2,250- $2,000 for wage-earner plus
$250 tor spouse It both of you are em-
ployed. sou each may contribute up to
$2,000 to an IRA every year—deducting
$4,000 from your combined gross In-
come at tax time.

It vour spouse works tor you in your
business, anci receives a salary that is in
line with the going rate, you can deduct
the cost ot that salary trom your business
expenses and your spouse can contrib-

investments to suit

ute to his own IRA. If
your spouse is an in-
dependent contractor
or free-lancer, he may
open a Keogh or SEP
IRA and contribute up
to fifteen percent of
his salary, in addition
to an IRA. For exam-

if your spouse

ple,
keeps the company

books for a year, and
earns $5,000 for that
task, he can contrib-
ute $2,000 to an IRA
and $750 (fifteen per-
cent of 55,000) to a
Keogh or SEP IRA.

Contributions to an
IRA don't have to be
regular and continu-
ous. If money is tight, you may skip a
year, or contribute less than $2,000. With
many investments, you may build up
your annual maximum $2,000 IRA with
monthly contributions. If you happen to
contribute more than the allowed maxi-
mum, the IRS will fine you six percent
of the amount you overcontribute: and
you will be liable for the taxes on that
overcontribution.

If you're self-employed, you may con-
tribute the maximum to a Keogh plan
($30,000 beginning with the 1984 tax
year, or twenty-five percent of your earn-
ings, whichever is less) or a SEP IRA in
addition to the maximum $2,000 towards
an IRA. You have until tax-filing deadline
to contribute to your IRA and even long-
er, if you file for an extension with the
IRS. Between January and tax-filing dead-
line every year, you have the chance to
contribute to both the previous year's IRA
plus that of the current year. Procrasti-
nators, take note!

Can you get to your money in case a
financial emergency strikes? Although it's
not encouraged by IRS or the institutions
offering IRA investments, you can with-
draw your money, if you're willing to pay
tor it. The IRS will levy aten percent pen-
alty on the amount you withdraw prema-
turely from your IRA, and you're also li-
able for the taxes on that money. (If you
are disabled, or over age fifty-nine and
a half. IRS does not charge the ten per-
cent penalty.! Some investments, how-
ever, charge fees for early withdrawal of
IRA funds. So be sure to read the fine
print on vour depositor or shareholder
agreement.

In an emergency you could take ad-
vantage of the IRA's rollover option, and



use that money without penalty tor sixty
days,” points out |im Henderson, editor
of Donoghue's Moneyletter. With a roll-
over, you receive a check made out to
you for the amount of your investment
to date. You have sixty days to reinvest
that money somewhere else before the
IRS penalizes you ten percent and re-
quires you to pay taxes on the money.
"Rollover is permitted only once each
year," Henderson says. "But it could
help in an emergency."

Let's return for a moment to those hun-
dreds of IRA advertisements, lust who is
competing for your IRA dollars? Banks,
savings and loan institutions, federally-
chartered credit unions, mutual fund
companies, brokerage firms, and insur-
ance companies. You may choose among
bank certificates or accounts, mutual
funds, stocks, bonds, annuities, a partic-
ular security, or any combination of many
different investments. There is no limit on
the number of IRAs you may open, nor
the combination of investments, so long
as you do not exceed the maximum an
nual contribution ($2,000 for individual
wage-earners; $2,250 for married couples
filing jointly).

Cary Swayze, a portfolio manager for
Limited Term Municipal Bond Fund at Fi-
delity Croup, in Boston, cautions against
attempting to play the market with your
IRA investment, which you could do if
you opened a "self-directed IRA at a
brokerage firm. "You're making the right
investment decision if you choose an IRA
investment to buy and hold for the long
term, an investment with a reasonable
amount of stability, and, most important,
one you're comfortable with," Swayze
says. Fie recommends a mutual fund
which invests in a mix of stocks and
bonds—a so-called "growth and income
tund"—tor its diversity and that provides
a buffer against the swings of inflation and
the market. "The prosand the lucky ama-
teurs are in the minority in the stock mar-
ket. If you want to time the markets,
don't use your retirement money," ad-
vises Swayze.

You can switch your IRA investment to
another investment if you're not happy
with its performance. Simply request a
transfer form from the sponsoring institu-
tion of the new investment you've cho-
sen. and notify the custodian (usually a
bank or trust company) of your present
IRA investment. You may transfer your
IRA between investments as often as you
wish. The difference between this type
of transfer and the rollover option men-
tioned previously is that with a transfer.

you never actually receive a check for the
amount of your IRA investment—your
IRA simply changes custodians. Because
you never actually take possession of
your IRA money in a transfer, the trans-
action is tax- and penalty-free, and not
subject to a time deadline.

The best investment choice for your
IRA isthe investment you are most com-
fortable with. When you choose an in-
vestment for your IRA, do a little rate
shopping first, to determine how' often
that rate is compounded: daily, monthly,
or annually. Your interest will (rile up
more quickly it it iscompounded daily.

Also shop for services. What kind of
statement is provided? How often? Is it
clear and easy to understand? A state-
ment that acknowledges your invest
ments as you make them may help you
avoid overcontributing. Fees for main
taining your IRA can range up to $T5 a
year. Be sure to check the fine print on
any agreement. Brokerage firms often
charge an additional fee (up to $30) to
open an IRA, and some mutual funds
charge an up-front fee, or "load," to in
vest in their fund. If a bank certificate of
deposit or other investment charges an
early withdrawal penalty, think twice. In
an emergency, that additional penalty
(combined with the IRS penalty and taxi's
that will come due) could take quite a
chunk of your earnings.

Minimum initial investments and sub-
sequent investment minimums also vary
from IRA plan to plan. Some require
the entire $2,000 at once; others al-
low weekly or monthly investments to fit
your budget.

The bottom line on IRAs is that recent
legislation allows just about everyone who
has a job to benefit. The increased com-
petition for IRA dollars by financial service
companies and banks means you can tai-
lor an IRA investment to suit your needs
with a little investment shopping. n

lenniler K Brenvn is currently | chine in
Chief of Personal Investing, a biweekly
newsletter lor the inciividbal investor. She is
former vice-president and publisher of The
Donoghue Organization, a Hotiislon.
Massachusetts, tinancial services information
company

any Video Tripod

Bogen cine/video fluid heads, tri-
pods and dollies are an unbeat-
able yet affordable combination
of convenience, compatibility and
quality.

For cameras from 6 Ibs. to 22 Ibs.
Bogen offers no less than 25 com-
binations (including three differ-
ent fluid heads) to satisfy your
individual shooting requirements.

See them at your Bogen dealer or
send in coupon below.

b ogen

Lester Bogen doesn t sell anything
he would n'tbuy himself

Bogen Photo Corp . 17-20 Willow St
PO X 712. Fair Lawn. NJ 07010-0712

Please send me information
on Bogen Cine/VIdeo Tripods.

Name
Address

City State zip

Telephone
FRO1?781

More info? Circle 46



in the studio

by Marty Rickard
M Photog O . CPP

Have a working philosophy

home photographers lire being seduced
into financial disaster by an attractive-
sounding philosophy ot high prices, low
volume, and no work. A studio owner re
<ently described to me his own personal
nightmare alter introducing this program
in his previously successful studio.

Ile learned that consumers in his area
refused to pay the price of agood suit tor
one a x7' portrait. Disaster ensued, and
by the end of the year his family survived
on his wile's income and borrowed mon-
ey Ile wept as he talked. Mis question
was "Mow do | get out of this moss?"

After hearing a few similar tales. | be-
lieve a vote should be registered for the
more balanced approach to success.
Please don't misunderstand me. | am not
saving that the philosophy of extremely
high prices and low volume won't work.
I believe it will do very well for the few
who huve or wish to dev elop. the' magi-
cal chemistry ot location, personality,
temperament talent, creativity, and cred-
ibility. The problem occurs when a pho
tographer leaps into it without ottering
anything different trom the other studios
in his area.

In tact | sinc erely believe most photog-
raphers price their product too low and
put in too many hours as it on a tread-
mill They seem to work so hard thev
don't have time to think. !'here seems to
be another group obsessed with getting
out of work even to the extent of leap-
ing into suicidal schemes.

What is the solution? Well let me tirst
(Hit in a vote tor WORM I don't subsc ribe
to the theory that work is a dirty word
in out profession My rather used to sav

Marty if you tickle the earth with a hoe,
she Il laugh up a harvest." | treasure most
that nn parents taught me to work hard.

But hard work isn't the only solution.
Tor more than five years we worked dav
and night in our own studio until we telt
like /onilnes Ididn't have time to cre-
ate anything except excuses tor the bank
when mv notes were due Marti work can
be demoralizing it it isn't accompanied
bv priority planning organization. |ob
delegation and time management

When we organized our studio so that
everything had a place and was kept
there w hen not in use. and when we be-
gan taking time to plan our priorities and
delegate jobs, we got an unbelievable
amount ot work done in much less time.
There is much satisfaction for me at the
conclusion of a fruitful day: and doctors
and psychologists keep stacking up evi-
dence that those who produce have bet-
ter feelings about themselves, and are
healthier, We still work hard, but our stu-
dio is so organized and productive now
that we seldom work nights or weekends,
and | know | am happier and healthier
than in our "zombie" days.

Secondly, let's talk about volume,
which is dictated by one's own work phi-
losophy Mine isto photograph as many
sittings as | can and still provide personal
service and quality and deliver orders on
schedule. We simply will not take more
sittings than we can serve well, and each
year we turn down many who can t wait
the several weeks it sometimes takes to
get an appointment with us.

We do about 800 sittings a year, de-
pending directly on how hard we pro-
mote. We create most ot our own pro-
motions some of which | have discuss-
ed in this column. And we have never
had the slightest problem tilling our ap-
pointment book it we work hard at it
even though we are located in a sparse-
ly populated area on the lowa prairie.

| love each customer and usually
spend about ninety minutes with each sit
ting. 1 do not enjoy lite when I am rush
ed. and feet | do a much better job when
I schedule sufficient time. Customers fre-
quently tell me they appreciate my relax
ed and concerned approach.

We please over 99% of our people the
nrst time and those three or tour each
vear who | tail to make happy receive ei
ther additional poses or a full refund.
Once again, my father's words come to
nnnd: Marty it you don't have time to
do it right the first time when will you
have time to do it over?"

\ow we come to price which again re
fleets vour philosophy | never set prices

based on what a fellow photographer
charges. In fact, | have strong personal
teelings against even looking at price lists
from others in my area. | am appalled
when a photographer tells me he needs
to raise prices, but is afraid to charge
more than the guy down the street.

lam not certain, but | believe my prices
are higher than anyone around me. |
hope sol It would be degrading if custom-
ers selected our studio on the basis that
we were cheap. We set our prices based
on specific goals and needs. We open
our studio records to all students who at-
tend our private workshops so they can
learn trom them and so they can feel con-
fident that we are honest with them. | am
concerned only with what we take home,
and pay little attention to gross figures.
I have visited with numerous studio own-
ers who toss around impressive gross fig-
ures. but finally tell me they actually are
losing money.

| want to be comfortable with my
prices and | want my customers to feel
they are justified in spending what we ask
because of our warm service, beautiful
facility, and excellent quality. Of course,
I would absolutely love to sell one 8"x
10" a year for a quarter of a million dol-
lars. and I'm not saying it couldn't be
done, but it certainly would take the right
combination of circumstances, and a lit-
tle luck.

In the meantime, i Il work hard, come
to the studio \vith a smile on my face, and
enjoy my balanced success with moder-
ate volume and reasonable pricing, and
I will, as my rather admonished, "whis-
tle While 1 Mork. 3t

\tartv Riekard. \t.Photo#.Cr . CPP. was in
the tirst group ot photographers in the
tuition to her ome a Certified ProfesMona/
Photographer tie ha>owned a studio in
\ew kharnn. Umu s'ice 19~4 Prior to
that. hr had extensive experience as a
professional writer and photojournali‘it lie
was named too photographer in lo\\a tor
!id.1,n\ towa Prev-ss.onai Photographers
and /'liH) \faster Photographer ot the Tear
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To the professional photogra-
pher, the most critical reason for using
the view camera is its facility for adjust*

ment of perspective and depth offield.
Something not possible with other cam-
eras. However, the greater the camera
movement, the greater the demand
placed on the lens. And it must also be
kept in mind that it is physically impossi-
ble to design one lens that will produce
professional quality results in every pic-
ture taking situation.

Consequently employing the
view camera to realize maximum image
quality without insisting on lenses
designed to produce maximum solutions
to specific optical problems is. at best.
loves labor lost. Yet even the finest

design still needs manufacturing stan-
dards that will render lenses faithful to
their potential.

And it isin full consideration of
these physical facts that the Rodenstock
lens program is based. The result isa
broad spectrum of lenses designed to
deliver optimum solutions to specific
optical problems. Lenses that provide
the demanding photographer with the
greatest opportunity to solve any
photographic problem.

" Thus, ifyourstandards are as

Y, R

N

full explanation of how to interpret this
universally accepted measurement of
1maging capability,

Write to Rodenstock l)iv ismn.
Bcrkey Marketing ( ompames for vour

Wp to S60 rebate on Rodenstock

camera lenses and Omega View/Toyo

cameras. Offer ends November 30.

1984. Plus free rebate book worth over

S1000 toward other photo equment
or

hases with any Rodenstocl
ﬁga View/Toyo purchase. Limited

e offer.
See your local dealer for details.

high as ours, you owe yourselffull knowl-
edge of the Rodenstock line. Our 24 page
lens guide details Rodenstock lensehar-
acteristics to the point of including corn-

plcte M TF curves for every lens. And a Optische Werke G Rodenstock

CIIB\CD»s€ A n- Be», Va-.-'«igCrnparies 2520 Bakyn Qere=0Yy Wicesse NY 137

More info? Circle 47



if you've ever been
burned by a

dry m ountpress,
you'll love the

new Bogen/Technal

560 and 510.

Move the sliding bed out, away from
the heat; position mounting ma-
terial, slide in and close. Bogen/
Technal Dry Mount Presses come in
two models:; the 560 mounts 16 X
20s on 20 x 24 boards and the 510
mounts 11 x 14s on 16 x 20 boards,
both in one pass. See your dealer
or write Bogen Photo Corp., 17-20
Willow St., RO. Box 712, Fair Lawn,
NJ. 07410-0712.

Lester Bogen doesn't sell anything

he wouldn't buy himself.

More info? Circle 48

For your
Optics Library.

This new Hoiyn Catalog provides you
with product information covering
your needs for off-the-shelf photo
optics. Write or call today for your
free copy

ROLYN
OPTICS

738 Arrowgrand Circle « Covina. CA 91722
(818) 9155707 or (8181 9155717

More info? Circle 49

practical

pointers

by Ross Sanddal
M Photog.Cr , CPP

New angle to lighting seamless

Like most photographers, we often use
seamless background paper. We always
treated it as an opaque material until we
saw ademonstration by G.C. Woelky of
the BD Paper Company. Erie, Pennsylva-
nia. He showed us how, by using a spot
or flood light behind a piece of seamless
paper, we can bring out various texture
effects, depending upon the fiber struc-
ture of each individual roll of paper.

It also was interesting to see how easy
it was to direct attention to a particular
area of the photograph by lightening the
background slightly in the desired area
with rear illumination.

Another interesting product Woelky
showed us was an inexpensive, cone-
shaped tent for small products. The tent
was assembled with double-sided tape.

Beseler responds to pro need
From time to time, we have seen modifi-
cations photographers have made to their
enlarger tables so they could adjust the
heights of paper easels or baseboards.
Apparently responding to this profession-
al need, Beseler Photo Marketing Com-
pany has designed Beseler Adjus-Table.
Basically, it is an enlarging table with
no top. It has adjustable side rails, which
allow live intermediate levels of base-
board height, in addition to the normal
top positions. -\djus-Table is specifically
designed tor use with all models, regard-
less of age, ot the 45MX and CB7 series
enlargers, which bolt directly to the table.
For more information, contact your Be-
seler dealer.

Sorting slides

flow otten have you, when arranging
slides for a show, mov ed the rack on vour
light box only to have some of the slides
fall out of the rack? For us this has alvvjvs
seemed to be one of the penalties for not
having enough light boxes. Now we have
discovered a simple, inexpensive solution
to this problem.

Scanlite Systems Limited Box 1074
Delta, British Columbia, Canada, makes
Scanlite Slide Tracks, pretaped slide
tracks with soft flexible lips that allow
slides to be inserted or removed but that

also hold them firmly enough to allow
the panel to be turned upside down with-
out losing a single slide. Available with
a narrow lip for glass mounted slides or
a full lip for cardboard or plastic mounted
slides, the tracks come in lengths of
124cm, 93cm, and 62cm.

We found that by using eight of the
62cm (24yA') tracks and mounting them
on a (4" x18"x24j/4" piece of clear plastic,
we had a panel which would hold eight
rows of ten slides each—enough for one
eighty-slide tray. The strips are spaced
1.75" apart (bottom of track to bottom
of track), and panels can be moved on
and off the light tables without fear of
disrupting the arrangement of the slides.

Several new products

This month in the "Let Your Imagination
Co" category are several new items that
should be of interest to the enterprising
photographer.

PM Industries, Incorporated, 5946 Kes-
ter Avenue, Van Nuys, CA 91499, has an-
nounced two designs of Photo Quartz
Clocks—each of which will hold a 3'/2'x
5" photograph.

KK Graphics, 9146 Madison Avenue,
La Mesa, CA 92041, has a whole line of
padded vinyl binders including stationery
items and acrylic desk-top displays with
calendars. All are designed so a personal
photo can become a vital part of each.

Forms to be duplicated

Remarkable Products, Incorporated, 157
Veterans Drive. Northvale NJ 07647. ot-
ters several types of books of forms to be
duplicated on an office copier that they
call Dupli-Kits. Dupli-Kit DF-11 contains
ninety-one office forms and maps: Dupli-
Kit DT-22 contains eighty-three graphs,
tables, and charts: and Dupli-Kit DS 33
contains 107 data and columnar sheets.
Contact them for more information, ®

Rii" \indd.il M Phning.Cr . CPP.

manager or photographic service* tor
Hughe* Tool Division. Houston. If vou have
a time or mone\ living tip. *end it to him
at The Professional Photographer. 1090
Fxecutiw Was. De* Plaines. IL 60018. If
sour idea wpublished, vou will he given



VORKING PRO.

No light meter works harder than the Minolta
Auto Meter ill F It combines all the most impor-
tant features in one amazingly versatile unit.
Plus Minolta’s quality, technology and value.
Multi-Mode Metering. The Auto Meter Ill Fcan pro-
vide incident or reflected readings of both flash and
ambient light. You get professional versatility and con-
trol, with state-of-the-art technology.

Multiple-Data Memory and Averaging Function.
Memorize flash and/or ambient light measurements
and recall them with the touch of a key. You can quickly
average highlight and shadow readings.

Precise Flash Metering. Record flash measure
ments at shutter speeds of 1/60 or 1/250 sec Inde
pendent readings of ambient light can be accorri
plished in the flash mode.

Cine Speed Capability. A speed setting of 1/50 sec.
allows precise exposure measurements for motion
picture work.

Digital/ Analog Display. A single readout window
combines the advantages and convenience of both a
digital liquid crystal display and a graphic analog
scale

Power-Saving Technology. A Minolta-designed effi
ciency circuit automatically switches off the LCD dis-
play when the meter is unattended. The last exposure
measurement and 1SO settings are retained in memory
Measuring Level Adjustment. Fine tune your Auto
Meter INF up to + 1EV standard setting to meet your
specialized needs.

Versatile Measurements Via System
Accessories. Measure light ratios, illuminance, dark
room enlarger exposures and more! Optional acces-
sories include 10° spot metering attachment. Booster
Kit Il, spherical ND diffusers and Mini Receptor

See the Auto Meter Il Fand the other fine Minolta

meters at your Minolta dealer.

Be certain that the valuable Minolta USA 1-year limited warranty card is
packaged with your meter For more information, see your Minolta dealer,
or write Minolta Corp . 101 Williams Drive. Ramsey. N J 07446 In Canada
Minolta Canada. Inc.. Ontario 0 1984 Minolta Corporation



PROFESSIONALS
DEMAND QUALITY
CAMERA THROUGH
DARKROOM

Would you use o chesp lers on your professional
carera%t expedt professiond resuts from a
"cheapie" color analyzer. Speedmester hes been
innovating and improving color analyzing and
densitometry since 1986, Speeditesters are true

The average oogt of color and chemistry is
50 for every 8" x10" shest much tire and
meterial d%it_tdtaletongwe%gooddﬁ?
Spedirester Reedout auts negative
handiing and pgr,oduction time at lesst 50% Can
you |ustify not having the best in your darkroon?

One year "no hassle" warranty and senvice after
the Ae, loaner/ rentas are available when
there isa problem reguiring senice. Ak any of the
ters of thousands of er oaners Youll
find out for your seif when you oan a Speedrester

Want more information? Call Speedmaster
Telemarketing | 800 331 5904

EHC

ftppfdmaifft

* Cushing. Oklahoma 74023
PS 124

More info? Circle 51

N othing gives you a hand
like Bogen s Magic Arm.

Using the Magic Arm is like having an
extra arm but with 90° pivotable and
360" rotatable wrist and shoulder and
a 360" rotatable elbow in the relaxed
position joints can be moved to anv
desired position A firm turning of a
single control handle locks all joints
securely like magic Holds cameras,
small strobes, gobos, reflectors etc
See your dealer or write Bogen Photo
Corp, 17-20 Willow St PO BOX 712
Fair Lawn NJ 07410-0712

bogen

lester Bogen doesn t sell anything
he would n’t buy himself

More info? Circle 52

view point

BY GENE CONSTANT, CPP

Painless photography practiced here

Realizing what causes your customers
pain may be somewhat painful for you.
Think about it: Why does the vast majori-
ty of the public shy away from having
you, the professional photographer, take
their pictures? Why do most of your cus-
tomers only see you at senior, wedding,
or passport photograph time? Does it ev-
er bother you to see the "Saturday night
land weekend) shooter" getting more
and more of your business?

Your answers may be somewhat dis-
heartening, but your analysis is neces-
sary. Because you may be driving your
customers away without even knowing it.

Ididn't think about these questions; in-
stead, | explored them. Iwent straight to
the source (my clients), and talked to
them. Listening to what they had to say
taught me a lot. especially about the
things that we photographers, whether
consciously or not, are doing wrong.

Are you aware that many: of your cli-
ents want you to do no more than make
them a picture just like the one accident-
ally captured by a novice, taken candid-
ly at a non-event? Although the exposure
may not have been up to snuff and the
lighting could have been a little better,
the subject liked the way he was captur-
ed, and it was more natural and meaning-
ful to him than a perfectly exposed pos-
ed studio portrait ever could have been.

fear -ot the insensitivity of the photog-
rapher, at u-bat the final captured image
will look like—keeps the potential con-
sumer from knocking at vour door. The
would-be client is afraid of being photo-
graphically disfigured, of probably not
appearing as well as or better than in pre-
vious eandids, and definitely not as good
as people (usually professional models!
she see'- portrayed in magazines or on
the screen. Arid worse than this your
would-be customers are even more afraid
of something else. What? Of letting you,
the cold and harried image maker, know
he's afraid.

What once may have been a healthy
psychological attitude among consumers
toward being photographed has been
transformed to tear because of people's
exposure to the wrong stuffcoming from
behind the camera.

What has happened here is that pho-
tographers hav e taken photographs their

way instead of the customer's way. Rath-
er than create images clients want, most
of us take the easy way out. We force our
subjects to conform to alimited number
of poses with a limited number of studio
props because we place our time limita-
tions and lack of imagination above the
consumer's wishes.

I came up against such an example of
fear and displeasure recently when a
young lady came in for a remake of her
senior portrait. She had called me be-
cause she was unhappy with the contract
photographer who had made her original
image. She asked that | create a portrait
that would reflect her personality and flat-
ter her physical appearance, without
looking phony or plastic.

When scheduling her appointment, 1|
suggested she bring along any pictures
taken professionally or candidly that she
liked, so we could pin down what she
was looking for.

W e began that first pre-session by ex-
amining the photographs the young lady
brought with her. We talked about what
she liked and disliked about each one.
Then | asked her to review my portfolio
and tell me what did or didn't appeal to
her about location, environment, cloth-
ing style, expression and pose.

From her comments, | ended up with
a very specific list of dos and don'ts for
making her portraits. By her asking ques-
tions and me explaining what would take
place in the photographic session, my cli-
ent was able to understand and partici-
pate in the portrait process.

Most photographers, | believe, live
sheltered and ultra-conservative lives.
Worse, they push their traditions onto
their customers. What else could be the
reason for all the nineteenth century
poses that | see while thumbing through
the many books on portraiture and ex-
amining the multitude of senior and com-
mercial images? Although no photogra-
pher today would consider using restrain-
ing neck braces and glass plates from the
early days of portraiture, many unfortu-
nately still elicit from their subjects and
record the emotionless expressions that
early photographers were restricted to in
photography's infancy because of emul-
sion. lens, and light limitations.

For example there is no reason, in my



opinion, to continue to record the "idiot”
or "vacant stare" poses. Think of how
you would feel if, while talking to some-
one. that person failed to look at you dur-
ing the conversation. Snubbed, maybe?
Turned off, definitely. Contact with those
circles of consciousness that mirror a per-
son's health, emotions, and soul is a very
important part of communication.

Likewise, why demand that your sub-
ject look up and away, into the heavens,
as if searching tor the Starship Enterprise?
That pose is unnatural anti only serves to
offend the client by exposing and enlarg-
ing his nostrils.

Most photographers lack both the drive
and the creativity needed to genuinely
please their clients. It's our duty. | be-
lieve, as professional photographers, to
hand our clients satisfactory products that
highlight their positive features and down-
play their negative ones, all the while
treating them not as numbers, but as in-
dividual people.

After stepping out from behind the
camera and joining my customers in tront
of the lens, | now see that a lot of us need
to look beyond our subject's physical tig
ures and into their feelings and person-
alities. lust as we must learn to crawl be-
fore we ran walk, so. we must learn to
look before we can see. and see before
we can feel. So until we photographers
try to see, we will never be able to feel.
A portrait must reflect emotions. If we
photographers persist in only attempting
the mechanics of portrait-taking, the real
likenesses of our subjects never will be
photographed, *

Gene Constant. GPP. is owner of Gene
Constant Studio. .\ormal. llinois He has
created point-ot-purc hase displays,
billboards, and regional issue ads tor Time
and Playboy, and magazines for

K's Merchandise Mart. Incorporated.

I'le also has produc ed sxt\ >e<ond
television commercials tor Texas
Instruments learning aids

rofessional color package printer

poor man s
automation

Money back guarantee on
performance when installed
as directed. All lenses
sharp and color balanced.

The bestoptics . Tessar lenses, ground to the
proper lengths, with focusing crowns. Softness
caused by having to add strong diopters is elimi-
nated.

The best cropping . . . each cluster has its own
mask on the lens carriage. Length ot negative used
is exactly the same on all size prints (width varies
to proportion of prints).

The best light source new Chromega DI-
chroic Il color heads on all units.

Choice ot mounts . units may be ordered com-
plete with Chromega chassis or our new wall
mount. The wall mount, built for trouble free oper-
ation under heavy production schedules, elimi
nates the chassis completely (If chassis, color
head or both are furnished, allowances will be
made).

Custom Design . . choose either bordered or full
prints, 4x5's rather than 3x5's etc. Seven formats
are available, from 35mm to full 70mm.

Available

with Chromega
chassis or new

wall mount as pictured.

All units complete with color head, power supply and wall
mount. For unit built Into 05 chassis add S700 00

Unit A 18x10 2 5x7. 3x5.

Unit B: 18xt(). ? 5x7 4 8x5. 9 wallet-. 4989 00
Unit C 1 11x14.
18x10. 2 5x7. 4 3x5. 9 wallets’ 5265 00

NOTF Fer borckrless i bubs) wiifi prvis et acb \#ncb

Call us for custom lens clusters for any other printer
(ie Nord Lucht, Ul. etc)

poor man s
automation

More info? Circle 53

More info? Circle 54



new products

system creates photo ID cards, such as
badges and passes. Manufacturer says the
camera's built-in interlocks prevent dou-
ble exposures, ejection of unexposed
film, and accidental shutter trip if the
electronic flash is not fully charged. Sys-
tem consists of the Readyprint photo

camera/accessories

PHOTO ID SYSTEM
Eastman Kodak Company, 343 State
Street, Rochester, NY 14650
Kodak's new Readyprint instant photo ID

P hotogenic’'s Top-o0of-Line

S tudiom aster Il

You have to try Studiom aster Il features spot to broad flood —to fully understand

like positive pushbutton controls, what superior speedlighting can do for
precisely designed quick-change reflec- you Itcan be arranged. Write for name
tors. spotlight focusability from small of nearest dealer

S peedlighting

:A| AE96 Stand or Ceiling-Mount Sky-Lighter (B) AE84
Boommaster Spotlight (C) AE99 Soft Light (D) AE81
Modeling Light (E) AE86 Varibeam Spotlight (F) AE97
Umbrella Bounce Light System |G) AE89 Aurora Soft-
light (H) AE88 Multi-Reflector Background Light

V THE PHOTOGENIC MACHINE CO.
n PO Box 3365 * Youngstown, OH 44512
PHONE (216) 758-6658 + 800-682-7668
Designers of Fine Lighting Equipment Since 1921

More info? Circle 55

COMPUTER COLOR LAB, INC.

W E'RE HIGH ON

SENIORS & UNDERCLASS!
W E'RE LOW ON PRICES!
Run for professional photographers
by professtonal photographers
. I We use SEND FOR
Igf Kodak paper... FREE
fora good look. CATALOG
[ » TOO AY! 3597 Lee Road » Cleveland. Ohio 44120

Phone 216/491 929?

More info0 Circle 56

ID camera with built-in flash and tilting
table top stand, photo die cutter, photo
laminator, sample badge-making mate-
rials, and information for ordering Lam-
inex supplies.

Metal-body camera has four fixed-focus
lenses to take a choice of four simulta-
neous pictures, four different pictures, or
two pairs of pictures on a single sheet of
film for a total of 40 pictures per film
pack. Film-speed selector permits use of
Kodak special applications instant color
film (ISO 200), Kodak Trimprint instant
color film (ISO 320), and Kodak Insta-
graphic color print film (1ISO 320). Expo-
sure control accommodates differences
in skin tone. Film is automatically ejected
after the fourth exposure, then placed in
a thermostatically-controlled tray at the
top of the photo laminator. In ninety sec-
onds, the print is separated, die-cut into
four I"x1j/4" film chips, and laminated.
Photo die cutter has compact aluminum
housing with precision steel punch and
die set. Complete with dial thermometer
and adjustable thermostat, the photo
laminator's motorized and heated roller
assembly transports and seals the photo
chip and laminates the pouch.

System comes with enough PIP core
lamination material to make 20 photo ID
cards, plus materials for laying out and
ordering custom cards and badges from
Laminex.

The system weighs 29 pounds with
lockable carrying case.

More info? Circle 301

CAMERA STAND
Kenro AV Group, 48 Horsehill Road,
Cedar Knolls, NJ 07927

Kenro says its UCS-3 Universal Camera
Stand can be fitted with 35mm, 70mm,
2:j or4 x5' aPolaroid MP-4 Camera
Head, a Kenro MP-812, or any conven-
tional camera. Welded steel construction



119 West 17th Street NewYork NY. 10011

10 Order - _Call Tdll Free
¥Y)iP5gS(212) 807-7474
“The Professional's Source’ -" rau mi « For Customer Service Only

OZEIE(212) 807-7479
HOBBYIST & STUDIO LIGHTING

UGHT METERS

J&I{?tlltr

| elinchrom
CGL IGRIGVAC

MAJESTIC Pro Tripod
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More into? Circle 57



new products

provides vibration-tree operation, claims
the manufacturer. Column carriage and
cameia mount are positioned through
self-locking lead screws driven by high-
speed electronically-controlled stepping
motors for micro-power positioning.
Hack illuminated baseboard is 18"x18"

Savings for a

with a J/,"x24"x24" hold-down glass that
flat positions even oversized copy. Two
types of illumination are available: elec-
tronic flash and quartz halogen. The
UCS i is operated from a central panel
that controls the motor driven sizing and
focusing operations.
More info? Circle 302

BAC. SECURITY FEATURE
Kiwi Division, Northern Mercantile,
Incorporated, 1030 East 30th Street,
Hialeah, A_ 33013
Hide-A-Belt by Kiw'i is a security feature
for all its new video and camera bag
models. The belt is worn around the

rainy

The best part about the Speedotron Brown Line i
Especially the extra savings in your pocket.

The Speedotron Brown Line is the versatile flash system
waiting for. With built-in features that include four outlets,
recycling times and a new symmetrical/asymmetrical power
that allows you to control the flash heads and modeling
different power ievels—all from a single power supply.

The Speedotron DM402 umbrella system really keeppfbu covered
with a full 2- year warranty. And at a manufactureif*Kjggested retail
price of $495.00, the best part of all is the ,~Jd" L-

So dependable, so affordable. Keep the savings for a rainy day.

— -# n

For more information on Speedotron Brown line
to Speedotron Corporation. 3<10 West Huron St.,

me

State

fill and send this coupon

lllinois 60610. 312/787-8405

Waist, either by itself or with a shoulder
strap. The new feature has a two-inch ad-
justable spring-release buckle that may
be concealed in a zippered panel in the
bag when it's not being used.

More info? Circle 303

POWER WINDER
Soligor Division, AIC Photo Incorpo-
rated, 168 Glen Cove Road, Carle
Place, NY 11514
Soligor has a new power winder for the
Canon 'A' series cameras that automatic-
ally advances film each time the shutter
is depressed at the rate of two frames per
second. A built-in timer can fire one ex-
posure at 5-, 15-, and 30-second intervals.
The 6.4-ounce unit uses four AA alkaline
batteries for a life of about 15 rolls of 36-
exposure film. It measures 1'A"'x1/&x5%".
More info? Circle 304

computers

GRAPHICS SYSTEM

Projection Systems International, In-

corporated, 219 East 44th Street, New

York 10017
PSl Video's new 3M Paint System for
computer graphics combines freehand
drawings sketched on the unit's palette
with images from a digitized camera.
Manufacturer claims the system has 256
standard colors available on the screen
at one time. Producers also say the sys-
tem can produce over 16.7 million col-
or variations. Capable of creating every-
thing from graphics to full animation,
manufacturers claim, the system can pro-
duce a 35mm slide or video image.

More info? Circle 305

ANIMATION INTERFACING

Forox Corporation, 393 West Avenue,

Stamford, CT 06902
Forox has a new system of computer-
ized motion control type that manufac-
turers claim offers much interface capa-
bility with its videotape animation sys-
tem. With real time and frame-by-frame
videotape,recording and editing profi-
ciency. the system is compatible with
Ikegami. Hitachi, )VC Panasonic, and
Sharp cameras, plus both one and three-
quarter inch Ampex Hitachi. RCA, and
Sony cameras.

More info? Circle 306

lab equipment

COLOR COPIER

liford Incorporated, West 70 Cen-

tury Road, Paramus, N) 07652
lIford’s Cibachrome Copier 1012 makes
color prints and overhead transparencies
m 60 sizes at the rate of 100 an hour, the
manufacturer says, A companion to II-
t'ord's Cibachrome Color Copy System
121~ it accepts flat art, 35mm slides.



MEISEL INTRODUCES . . .

0 \Y E R N IG H T !

Midnight Express Proofs

You know thet the quicker you deliver your proofs, the bigger your sale. Bt if in
your heste you acoept quality below your nomal standards, your arder ad your
reputation will suffer. There has been no good altermative, thet is, until now Yes, for the
first tire ever, Meisel's fanous proofs are now produced OVERNIGHT.

How can we produce the sane high Meisel quality in an ovemight service? W
have been working an it for years. We've installed and perfected new equipment,
autorreted many procedures and systerms, and designed and brought an line a new
state-of-the-art conuter. All of these efforts have erabled us to concentrate even nore
of our erergies an our high quelity. Now while the country sleeps, we are working for
you

And proofs were never nore affordable. For a linted tine, our Midhight Express
Proofs are available at only 400 each (regularly 500). And our rdl film processing

hes leen reduced during this introductory period tojust $1,50 per rall, any size.
Act this offer expires February 28, 1985,

To experience first hand the value of Midnight Express Proofs, fill in the coupon
below and send it allong with your filmto the IVeisel lab nearest you VWe'll rush your
finished proofs beck to you the day after we receive them

MY PERSONAL GUARANTEE:

*1 am 100% convinced thet our proofs are unbeatable. If you
are not conpletely satisfied thaet our Midnight Express Proafs
are the best available, retum your orderto rme and [ will refund

your norey in full."
GaeK Goal.
Reschrt
mm umnm SPECIAL OFFER.............. EEEN,

I want to try Meisel’s new Mdnight Express Proofs! I'eenclosed m
_ rdisof ____ sizefilmx $150 - $
Tod number dfexposures. .~ x 400 =
Sales tax (Texas and Georgia)
Package and handling 150
Tod orcer: $

Payment O Ched</Mb O Meisel acoount

VISA MC CoD
Name
Address
s City: St.: . Zip:
® Mid Dl M oteMs Boreet o iah/Bies 285 MiST Alata
» BX 65300



nrw produc ts

overhead tr.insparcru ies, and small 3D
objec ts as originals. Capable of making
copies as large as 10"x 12". it enlarges to
143 peri ent and reduces to 70 percent
of original.

focus, exposure', filtration, and pro-
cessing are automatically controlled by

a microprocessor and seven memory
channels in the daylight-operating copier.
Choice of copy sizes includes 8"x10",
8'/,"x 11", and 10"x 12".

More info? Circle 307

AIR FILFER/CLEANER
Airomax Corporation, Box 453, Bell-
mawr, N| 08027
Airomax's new line of space savings air fil-
ters/cleaners can capture formaldehyde
and other chemical fumes, dust, smoke,
and airborne pollutants. The units are
available in floor, shelf, wall, and ceiling
mount models; the ceiling mount CM-
1-050Z unit extends only four inches in-

L_ucht makes
easels even easier.

Take our

new Electronic

Auto Select Step &
Repeat Easel shown

here. It s our top of the line

easel. It handles everything from

wallets up to 20x30 with no change in paper, exposure
speed or color balance. And this is an easel with a capital
“Ease Sophisticated and reliable microprocessor controls

make it a cinch to use.

At the other end of the spectrum is our Standard Manual
Easel. Its low in cost, but there's no compromise of quality.
Like every Lucht easel, it offers features like an infinitely
adjustable paper advance and your choice of 'A inch or /.,
inch borders or borderless printing.

In between you'll find an Electronic Auto Select Easel
that does terrific things for productivity and a Manual Step
& Repeat for maximum versatility at an economical price.
Every Lucht Easel offers features like a dark slide focusing
screen, adjustable paper guides and large, convenient
access door Go ahead and compare. Were confident that
Lucht quality, innovation and value will come out

ahead. .."easel-y."

LUCHT ENGINEERING, INC.
E)(X)W?WST MPLS I\/N%(Z:IIZO

512 834 1444 TELEX 20107

More info"” Circle 59

to the room when installed in a standard
drop ceiling.

The purifiers feature high efficiency fil-
ters, acid-resistant baked enamel finish,
welded steel construction, and smooth
quiet operation, Airomax says. No duct-
work or special wiring is required.

More info? Circle 308

DIGITAL TEMPERATURE METER
Solder Absorbing Technology, Incor-
porated, 1 South End Bridge Circle,
Agawam, MA 01001

Hand-held Celsimeter by Solder Absorb-
ing Technology measures temperature of
gas, liquid, semi-soft, soft, and solid ma-
terials. Powered by a nine-volt transistor
battery, the unit has a range of -85°F to
+ 1999°F with a resolution selecting
switch 1 Fover the entire range, claims
the manufacturer. The meter takes three
measurements per second and displays
temperature reading, battery condition,
open sensor condition, and reversed sen-
sor polarity on the 1.2-inch liquid crys-
tal display.

A wide selection of interchangeable
probes is available. The six-ounce unit
(without sensor) is 4.5"x3" x1".

More info? Circle 309

COMPUTERIZED ENLARGER
Viva-Tech Incorporated, 34 Elton
Street, Rochester, NY 14607

Vivacom 450-D5 is an integrated enlarg-

er, computer, and software program for

color prints. Designed for mini-lab, com-
mercial. and in-house enlarging applica-
tions, Vivacom uses a personal computer
with two floppy disk drives for unlimited
memory and full computer power.
When a negative is inserted into the en-
larger and a print size chosen; the com-
puter determines magnification, unless
custom cropping is required. Built-in
analyzer above the lens is nulled with
filtered light from the lamphouse. The
computer also reads density and auto-
matically sets time. Both filtration read-
ings and time are displayed on the screen.

Enlarger bulb aging is measured routine-

v and entered into the data base for au-

tomatic adjustment. Job number, nega-

tive number and paper emulsions with
their various correction ractors also are



now available from Burrell Colour

PERSONALIZED
W ALLET IMPRINTING

NOSETUPG-ARGE

We have omitted the usual $20.00 set-up charge for each logo, however, the 50c
imprint charge for each negative has not been changed.

3 FORVAISe/ LETTHRSTYLES

* You May Choose One Format & One Letter Style For Each Negative

lilirn*
NV BurdiCdixir  m

Burrell Colour Inc.
1311 Merrillville Road
Send For Complete Information Crown Point. Indiana 46307

More info? Circle 60

with FREE Fresnel** when you
I he ‘ alumet 540' purchase a Calumet 540 between now
" through December 31st, 1984.
« The world's lowest priced, full-featured, 4x5 view camera

Solid Modular Construction—for sharp, vibration-free images

Interchangeable Bellows—for flexibility in wide angle and
close-up photography

360° Revolving Back—for convenient control of composition

Complete Range of Accessories—to solve any photographic problem

: ! 4 00< For complete information, call or write Calumet
‘Price includes camera body, bellows, tripod mount
and ground glass. Lens and lensboard not included

*' Enjoy brighter, full area, ground

glass viewing ,a '2955value
-FREE

Call TollFree 1-800 CALUMET

Inllinois, call 1-312-860-7447 Please send me your new Large Format Guide with technical

information on over a dozen view cameras, lenses, and accessories

flame
Calumet Actess

890 Supreme Drive. Bensenville. IL 60106 Qy, Siale. Zip

Allow 4-6 weeks lor delivery

More info9 Circle 61
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recorded. The 450 produces density-
matched prints from wallet size to 16"x
20" without retesting for each size.

The system accepts manual input.
Custom cropping, changes in filtration,
f/stop, and exposure time are easily mod-
ified and adjusted by the operator. The
system interfaces with the Omega D-5
enlarger chassis and the 4"x5" Chrome-
ga DIl colorhead.

More Info? Circle 310

video

EDITING CONSOLE

The Winsted Corporation, 9801 lames

Circle, Minneapolis, MN 55431
Model K1802 is Winsted's new ultra-
compact editing console that accommo-
dates .an h and front loading '.-inch
editing equipment. Two shelves with full
| 1-inch extension hold VCRs and pro-

The mount that isdesigned and manufactured with
the highest degree of accuracy
The mount that has adapted to the needs of the
photographic industry for 20 years.

vide storage. Slide-out shelf hides the
controller when not in use. Monitor
bridge tilts up to five degrees and adjusts
to three heights. Locking front flip-up
doors and rear access panel secures stor-
age areas. Console has heavy duty indus-

trial casters for smooth, easy mobility.
More info? Circle 311

VIDEO CONVERTER
Spiratone Incorporated, 135-06 North-
ern Boulevard, Flushing, NY 11354

Spiratone's new height-adjustable, stand-
equipped Video Converter makes possi-
ble the transference of slides and movies
onto videotape. The converter's height
is matched to that of the projector's op-
tics and the optical axis may be position-
ed anywhere between 65 and 178mm
from the surface on which the Video
Converter rests. Manufacturer claims vir-

tually all kinds of slide and movie projec-
tors can be used with the converter, and
a built-in close-up lens makes possible
the use of any video camera, whether or
not its lens has a close focusing capa-
bility. Built-in titling stage and copy hold-
er permits superimposition and fade-in
of titles and graphics on slide and mov-
ie transfers.

The 1.35cm x 20cm x 12.5cm unit has
all-metal housing, a 60x90mm fine grain
rear projection screen, and a precision
beam-splitter.

More info? Circle 312

CARRYING CASES
Cases Incorporated, California, 1745
West 134th Street, Gardena, CA
90249
New from Cases Incorporated are the
BM8s—plastic-molded cases with pre-cut
inserts to hold a Sony Betamovie, an A.C.
adaptor, and cable accessories. Usable
for other portable video equipment,
BM8s come with solid foam inserts that
can be cut or cubed foam inserts that can
be plucked out. Made from polyethylene
and with a grained finish, these black
cases are equipped with a carrying handle
and two solid steel, nickel-plated locks.
Outside case dimensions are 19"x
15' x8". Cases are packed three to a car-
ton. ®

More info? Circle 313

D irect
R esponse

Cards

are the most effective way to supplement your
marketing plans.

Reach over 30,000 qualified, top buyers of
photographic products and services with
these action cards

FOR ONLY 4c PER PROSPECT

Your message will reach owners, managers
and key employees of the leading portrait and

The mount that has Decome tne industry standard

The wess Mount.

To learn more about Wess mounts,
write or call: wess Plastic, 50 Schmitt Blvd.

commercial studios; wedding and school
photographers; and decision makers in
corporate/industrial photographic departments.

Take ACTION now to get ACTION fast—

Farmingdale, NY. 11735 (516) 293-8994.

FOR ACCURACY, NO ONE COMES CLOSE
oannnuuQOODBanH

tWess Plastic

A MOUNTING SUCCESS

More info? Circle 62

Jan Mason

deadline is January 15, 85 for inclusion in the
February deck.

Reservations and Inquiries to:

PPA Publications. Inc

1090 Executive Way Des Plaines. IL 60018

(312) 299-8161

More info9 Circle 63



Beseler Color Analyzers
save time, save money, save energy.

For fast and accurate color printing, a Beseler analyzer
represents a wise investment. By eliminating the
need for test prints, a Beseler analyzer can virtually
eliminate wasted paper and chemistry and save
time too.
Beseler analyzers incorporate
photo multiplier light detectors
which are ultra-sensitive to detect
even subtle differences in color
under very low levels of illumi-
nation encountered with dense
negatives and large mag-
nifications. Other fea-
tures include solid
state circuitry for in-
stant warm-up; built-
in voltage stabilizer
and your choice of
spot or integrated
readings.
Our pm4L (with fiber optic
probe) and pm3L analyzers

program modules allow instant recovery of pro-
gram selections.

Our pm2M analyzer features a 6" meter with

mirror band which provides four scales to indicate

filtration, exposure, optical density and paper

grades, plus aplug-in program

module and fiber optic probe.

The ptn2L features an illumi-

nated 4Ms' calibrated meter

that is completely linear in

response, allowing for

direct readout of filtra-

tion and exposure.

The pml A incor-

porates features

usually found in

higher priced models.

Compact, easy to use and read,

Beseler color analyzers provide

the sensitivity you need to

produce professional quality

enlargements under any printing

condition. All are covered by a

combine incredible sensitivity with the speed and accuracy

of a direct reading Vj" high LED digital display. "Plug in" 12 month warrantv

CREATED TO PROFESSIONS STANDARES
Beseler Photo Marketing Company, Inc .8 Fernwood Road, Florham Park, New Jersey 07932

More Info? Circle 64

DOUBLE Your
[ Graduation
* Profitsl

Stylart provides a sales
album with dozens of
Graduation announce-

ments—including photo
designs! Your initial
investment: $10.00
(refundable with coupons).
1 Your return: 40% profit
k on every order.

nfu

stylart

w* One Stationery Place
Dept. 237, Rexburg, ldaho 83441
To order, call 1-800-635-8149

More info? Circle 65

PRO
COLOR

w ill help
you m ake
additional

profits.

THE COPY &
RESTORATION
OF OLD

PHOTOS

Even if the photo-
graph is time worn,
cracked or has
pieces of the picture
missing, we can
restore it to its origi-
nal beauty.

SPEEDY SERVICE!
« Air brush, retouch and opaque LOW PRICES!
« Restore black/white SUPERB CRAFTSMANSHIP'
or sepia tone
« Can transform them into PRO
light or heavy oils
« Print sizes up to 20 x 24 COLOR
SALES DISPLAY KITS
AND AD MATS AVAILABLE
(Nominal charge)
CALL OR WRITE

77 Executive Blvd
Eimsford, NY 10523
914-592-1590

More info? Circle 66



Photogenics

A u ro r a

A new 40"x 24" lighting unit to add to your
Photogenic Flashmaster, Studiomaster II. or
Versatron systems. Completely folds into its
carrying case for lightweight, easy portability Soft,
broad, and diffused illumination in a single unit.
Perfect for wrap-around lighting applications and
group photography.

SPECIFIC FEATURES ¢ Durable Aluminum Construc-
tion « Completely Portable « Diffuser with replaceable,
reversible reflector cover (Silver or White) ¢ Dual
Linear Flashtube with Individual Control « Ideal Soft
Main or Fill « Reduces Retouching « 300 Watt Model-
ing ¢ Eliminates Color Shift Due to Under-Exposed
Shadow Areas

THE PHOTOGENIC MACHINE CO

PO Box 3365 * Youngstown. OH 44512
PHONE (216) 758-6658 * 800-682- 7668
Designers of Fine Lighting Equipment Since 1921

Uml folds into its case
For use with Flashmaster
Studiomaster II. or Versatron
systems

Diffuser with reversible
reflector cover for silver or Aurora with Flashmaster
soft light power supply and stand

More info? Circle 67

Dynacolor’s

MONEY-MAKING

PLAN
For Photographers

There is no greater money-making

potential, without capital investment,

than marketing Dynacolor full color

post cards, catalog sheets and brochures
and it will ideally fit-in with your

regular photography business'

¢ As an independent Dynacolor sales
representative, you are backed Dy a
national reputation tor high quality
lull color printing and the fastest

delivery in the industry!

* Dynacolor provides you unequaled
selling help ideas, suggestions
and selling know-how1l

« Only Dynacolor provides you with
the needed technical information
about printing and the graphic arts

you will know what you are talk-
ing about'

WRITE FOR DETAILS AND SALES KIT

graphics, inc.®
0*pl. PP-84
1182N.W. 15901 Ortv*

Miami, Florida 33169
Taiaphona 305/625-5383

More info? Circle 68

The New BOWENS Jetstream
From a breath to a blast.

This compact, portable, vet powerful wind
machine lets you aim air as you would a
spotlight with continuously variable intensi-
ties up to 940 cu ft per min 20 ft remote
control cable allows vou the freedom of
working from camera position

Unbeatable for fashion, unique portraits or
anything that requires the outdoors look

See vour dealer or write Bogen Photo Corp
17-20 Willow St PO Sox 712, Fair lawn. NJ

07410-0712

Lester Bogen doesn t sell anything
he wouldn t buy himself. J/

More info? Circle 69

advertising
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som ething

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 in-
formation, write to The Professional Pho-
tographer, Advertising Department, 1090
Executive Way, Des Plaines, IL 60018.

More info? Circle 70

Save Time And Money
With New EZ MOUNT

EZ MOUNT is thick 50 point mounting board with
adhesive already applied It saves you money
because you need no awkward dry mount tissue or
expensive press simple hand pressure mounts your
photo beautifully And EZ MOUNT is made right in our
plant, so we ve eliminated the middleman and his cut
to save you more money Theres never

any risk with our unconditional,

money-back guarantee For a

free sample and information,

call or write today*

The Adhesive Is
Already On The Board!

Get Your
FREE SAMPLE!

Leonard Products Co. (704) 527-5261

Box 240211 Dept E-12 Arrowndge Blvd Charlotte NC 28224

More info? Circle 71

QUANTITY COLOR
photos wgm

SALES &PRODUCTPHOTOS
75C ea* 8x10 BORDERLESS
COLOR PAPER

QTY 8x]0 5X7 4x5 MO
5 1b; V1 D Wy ‘
0 10 &

I 15 0 5
A 10 2 A
50 D 40 2

1000 B B 19

5 DAY SERVICE
P.0. Drawer A, Wichita Falls
Texas 76307
FOR SPECIAL SERVICES
CALL 817-766-3270

More info? Circle 72

here

you need

SLIP INTO
SOMETHING
COMFORTABLE

Like the quality photomounts and wedding
albums manufactured and distributed from
PENN PHOTOMOUNTS' NEW FACILITIES
They'll put the accent on your photographs.
See for yourself. Send for our NEW, FREE
1984 catalog. You'll get the picture. Write to
PENN PHOTOMOUNTS, CONCORD 8§
TRYENSRD., ASTON. PA 19014
(H Jpn M OR CALL
renn 215-459-8303

cpffotomounts

More info? Circle 73

VICTOR EMANUEL
PHOTO SAFARIS

NORTH AMERICA « BAJA
ALASKA » GALAPAGOS
MACHU PICCHU « HAWAII

LEADERS
JM BONES « RANDY GREEN
DAN GURAVICH « MKE LACEY
ROBERT TAYLOR

PO BOX 33008, DEPT. G
AUSTIN. TEXAS 78764 (512) 477-5091

More info? Circle 74

NOAQIUSTMFNTS « COMPACT
EASY FOCUSING » NOFYt STRAIN
6 POPULAR SIZES
BUDGET PRICED
Special Sires on Request
it e

EXPOSITION BLVO
LOS ANGtl f S CAWO'A

More info? Circle 75

FILE IT.. M AIL IT...

DELIVER IT.. .in an

A P K C ENVELOPE!

All sixes PHOTOMAILERS « KRAFT « GtASSINE
stocked for IMMEDIATE DELIVERY

APEC STUDIO PROMOTION AIDS
for brides, babies and
special occasions . . . also,
studio business forms.

FREE CATALOG ON REQUEST

AMERICAN PRINTING
& ENVELOPE COMPANY
900 Broadway, New York 10003

More info? Circle 76

SCHOOL DRAPES
Phone 213-467-8123

SEND $2.00 FOR BROCHURE
Refunded With Firsc Order

Maureen of Hollywood
1308 N Wilton Place
Hollywood, California 90028

More info? Circle 77

Specializing m Photographic Arts

VERONICA CASS ACADEMY
VC PHOTOGRAPHIC ART SUPPLIES

1*- VCI RETOUCHER S GUILD
VC RETOUCHING /ART SERVICES

Write today about our courses,
supplies, publication, and services
PO BOX 5519 « HUOSON Fl 33567 « (813) 863 2738

More info? Circle 78

More info? Circle 79

'MAGINATION PLUS" Product*

VIGNETTING SYSTEM

$150.00 + adaptor
$2.00 SHIPPING

LINDAHL
&)BECIALTIE«S, INC.

fihharl, IN 44*14 (21%4)144 1(40

Memory Series
Special
Occasion
Plagues

Turn atime of their
life into a high-value

showpiece
inexpensively.

YANKEE

240-P Alice Street « Bridgeport ( T06606 J

FREE CATALOG

C +(2(13)367 4MX>

More info? Circle 80



YES! AUTOMATED BOW PRINT
PROCESSING FOR UNDER $e 00!

W here else but at

FREE QOPY (F THE SPIRATONE CATALOG
of camera, darkroom. A/V and video accessories

O hit 135 06 Northern Blvd
INC.  Flushing. NY 11354

More info? Circle 81

=Q

L-"Loe
"UACS fCW»- N

VISA MASTERCARD
COD Orders

More info? Circle 82

A P ro fith
Maker...

saves

m3ny

hours1

Adams
RETOUCHING MACHINE

Ask any Adams user Then multiply
the number of hours saved by the
hourly rate you pay’

$495.00 FoB bm

Write tor free literature on the Adams Retouching
Machine and other accessory items

Adam s Retouching Machine @

1036 W 8th Avenue + Denver. Colorado 80204
\% 303 534 6789 y

More into? Circle 83

GOLD IMPRINTING

LEATHERMARK
DISTRIBUTOR
HOLSON TAP YANKEE PLAK

albums, folios, mounts, plaques
Free catalogs

Albums By Design
230 Woodmont Rd
Milford. CT 06460 « (203)877 4471
More info? Circle 84

— it

SZE PRINTS RANSPAR-  MOUNTING ECR

Somr, Rn.i« Gossy  ENGES PRINTS
5x7 $ 8.00 N/A S2.00
8x10 10.00 S 25.00 2.00
11x14 20.00 40.00 3.00
16x20 40.00 70.00 4.00
20x24 65.00 110.00 6.00

'PRO
m | COLOR
Mpro@QARINC

77 Executive Bivd, Elmsford, NY 10523
914-592-1590

More info? Circle 85

PAINTED - -
tsasssss

NEW =2 coior pictures (bill

’
photo supp . printed
drapes po V 00 tor com

fytLind coupon ggTIoO1I |
otdP- iPhone612 »»

rut PIFRCE GO DEPT. PPA
9801 NKLOlet. Minoeapous.

SgHuaesdE .

More info? Circle 86

IMAGE BLENDER

Model 2325

. Vanadedwdveea hseere
™ CaH (312) 879-0020 or write.

Cii/iJ RMF PRODUCTS, INC
PO BOX 520. BATAVIA. IL. 60510

More info? Circle 87

W EDDINGS ARE FULL
OF PROS AND CONS.
WE RE THE PROS.

Our video analyzed proofs and
two-day in-lab time guarantee
highest quality finishing, and
we feature HOLSONs
complete album line.

305/631-5080

fo ot
= FO TO

261 GUS HIPP BLVO ROCKLEDGE. FL 32955

More info” Circle 88

REMOTE CONTROL ... 1

FLASH COMMAND

NO SYNCH CORD
, BETWEEN CAMERA
AND STROBES!

Simply plug your synch cord into a

small iransmitter A radio signal to

receiver connected to strobes fires
lights m perfect synch up to *mth sec at distances to
200 ft Perfect control over your slave lights

Send check with order, we pay RUECKL PHOTO
UPS COD'S add $5 PRODUCTS
Moneyback guarantee 2233 Sunrise Dr
#450 AC uni! $189 Appleton. WI 54915
#451 AC or Battery $259 (414) 739-3748

Photographic

Color Service
by

Have Your Fine
Portraits Printed
using the

Dye Transfer

Process

Write: 6770-28th Street. S.E
Grand Rapids. M| 49506
Call 616-942-6910

More info? Circle 89

Manufacturers and Distributors
Since 1920

+ Dimension ¢ Holson
Leathermark McDonald

Savage ¢ Ta;:;- Topflight

For One Source
Please call or write for FREE color catalog
or the representative m your area

The LEVIN COMPANY
CAZD
(2:96351&71

More info? Circle 90

1985 MS. PP OF A PHOTOGENIC
CONTEST ierw To order
. FOR FURTHER
INFORMATION ON THE CONTEST
WRITE OR CALL: - Mitcne
‘essionai Phologr30hers of America Inc
109C Executve Way Des Places. IL
60018 .317?! 299-816:

More info? Circle 91



ONE STOP SHOP FOR THE PRO

rm»To
Siim .V wrut' 11 call for free catalogue
PO Box 311 617- 489 - 33l

11 Brighton Street | m800 =343 m 5055

Belmont. MA 02178 (out of state)

More info? Grcle

Put a little MAGIC
in your lighting ...

rotating camera

and
flash brackets
MxH N J6B

JONES BRACKETS #1 Choice of the Pro
The Jones rotating bracket illustrated allows vertical or horizontal

pictures with one motion of the wrist, and the light stays over the
lens axis. Models to fit 35mm's Bromca ETR and Mamiya 645

(wspeed grip add $4.65 for long camera screw)
Only $74.95

Jones Photo Equipment
B mmmwmqelsﬁ)an-mm

More info? Grcde B

COMPUTERIZE.
YOUR CUSTOMER FILES
FOR

s INSTANT access to account status
and customer history

*AUTOMATIC pricing of Orders
and posting to ledger

“PRINT Daily. Weekly. Monthly
& Yearly REPORTS

*CHART CHANGING TRENDS by
analyzing Sitting type and Sales

'TARGET your Preferred Customers
for Special Promotions etc.

*MAILING Lists & or Labels

*EASY TO USE completely Menu
Driven STUDIO FILING AND
REPORT PROGRAMS

For information call (805)569-1877

ASERSoFT

26 West Mission St. Santa Barbara,Ca. 93101

SELL WITH SLIDES

Increase Sales-Profits
VPS Professional Film
120-220 10-20 EXP

12-24 EXP  15-30 EXP

Quality Slides — Qualify Prints
One film-Double Service

40e per slide

includes film developing

35 MM Slide Service
Standard 35MM mounts vericolor VR CAl Process

every NEGATIVE video ANALYZED
/1JBJ
Orders less than S35 00
Request price list for  add S2 50 postage
all process services  packing and handling

TOLL FREE 1-800-237-6429

In Flonda 1-800-282-8182

213-219-South Tyler Ave

PO Box Drawer BH
Lakeland Florida 33802

More info? Grcdle A4

in microform from University
Microfilms International.

(..ill tall-free800-521 3044 Or mail inquiry |q
I'mverMU Mil ruftints Inti-: im liuim! MX) North
Zeeh Komi. Ann Arljor. M| 48106

More info? Crde %

| Serving Professional Photographers Since 1956

DIVENSION » TCPRLIGHT » TAP
" HOLSON » L EATHERVIARK « CAMILLE
\Msa, Mestercad or QCD
R]’FFEE\MWﬂ e Cataog
BOX 1471 merlta

7230 CANBY,
RESEDA CAA3D
(818) 342-6700 Album irc

More info? Crcle %

SINKS

SEND FOR FREE
CATALOGUE OF
PRODUCTS

CSM Manufactures a complete
line of Film & Print Processors,
Stainless Sinks, Driers, Trays, Water
Temperature Controls.

32-C North Wood Road
Camarillo, CA 93010
(805)484-1038

More info? Grcle 97

KR
PROFESSIONAL PHOTOGRAPHERS ON\LY

00 Profescionsl Prnts
in Album
It

$24.90

Additional Services Aaldde
Shod

KELLY COLOR
Box 576 PP
Morganton, N C 28655

More info? Cirdle B

CALLEN

PHOTO MOUNTS
ALBUMS
MAT MOUNTS
& ALL MOUNTING SUPPLIES

We manufacture
what we sell
at low prices

since 1936.

For catalog
write or call

More info? Crcle 9

SERVING THE

PROFESSIONAL WITH
QUALITY FOR OVER
THIRTY YEARS
saint joseph mich.49085

PAPER

..fora Good Look

More into? Grcle 100

FOLIOSand
MOUNTS
by TAP

literature
of TAPsfull
line of photo

Direct from gy
Prompt Sh MC,Am FH
CROWN nmm@prmm/vm
PRODUCTS  No Minimum Order required
2164 Superior Avenue » Cleveland Chio 44114
216/781 6000

More into? Crcle 101

Lightboxes!

Backlight your color display Iransparoncios
lor unmatched visual impact Top quality it
luminators in many sizes and finishes
Please request our brochure

DMIPhototechlnc.
1837 Pontius Avenue. Los Angeles. CA 90025
(213)477-046

More info9 Grde 102

COPY & RESTORATION
B&W and DIRECT COLOR « PROBLEM NEGS

237 W MiamiAve PO Box 575 Veme** fl-."da 33505

Phone 813/4838 1424

Pricing Guide-Eslur .lies on requ («

More info? Grde 108

FREE

L
indudes p%% naNtre’d
Tt T e T sy
Wite o call for brochure
% ic Products

Hawthorne CA 90250
M-800) 821 5798
(213) 973-8488

More info? Cirde 104



Closing date for new advertising, corrections or can
cellation orders, 25th of the second month preceding
issue date. Remittance must be received with order.

BACKGROUNDS

HAND PAINTED BACKGROUNDS

THE OENNY

WHAT DO

BUSINESS OPPORTUNITIES

SCHOOL PHOTOGRAPHERS—

SCHOOL

ALSTON SCHOOL PHO-
TOGRAPHY

EQUIPMENT FOR SALE

1USED

NYTONE VCNA. PAKO BC-24B

1 (USED)

classified

BRIGHTSCREEN

- Wi B> Jhl ret* B m " m-

COLUMBUS CAMERA GROUP.

INTENSCREEN BRIGHT FOCUSING SCREENS

HASSELBLAD HE-
LIX
LENSES
HELIX HELIX
HELIX
HELIX
HE-
LIX

HELIX

.mjL’'se' Larue' cor-rieiewill .op

sets 3rrj T v-:v ee aisc ens rvj

:/ mat []

T os'j?0 / cu-o? 3'-: biack ano-

e :* es jv t0o 6x6. with buii! >ninieqrai'ha

cY 1yA:\ 30 HE-
LIX Huron Chicago. IL 60610. (312)

HELIX - DOI iaboraiory equipmen #* Te
o M? 10 a hc'nai-c paper for
it - . VvV $2 996
era,
HELIX
ADEMCO HELIX
HELIX

CALL TOLL FREE
CPI CORP.
(800) 325-1358

SAVE MONEY ON NEW EQUIPMENT

QUALITY USED EQUIPMENT
PHOTOGENIC

PHOTO CONTROL

NORD

PASSPORT CAMERA



HELIX

IMAGON PORTRAIT LENSES FOR RB 67s.

SEND FOR YOUR FREE

CAMERA ART EQUIPMENT DIVISION,

MUST SELL—

FINISHING

70mm,

PROFESSIONAL FINISHING

ALL-
STATES PHOTO COMPANY,

GET SERIOUS with SPORTS

NET $1,600 IN ONE DAY

processing with ASHTON
PHOTO means BIGGER PROFITS for you.

SPORTS ILLUSTRATED
prices are low
TRADER
trading Cards

no charge for tilm developing
ready
to distribute!

marketing assistance Ashton Photo

QUAL-
ITY and SERVICE
(1-800) 547-9165.

SCHOOL PICTURE PROCESSING-

SCHOOL FINISHING:

ALL-STATES PHOTO CO..

QUANTITY COLOR PHOTOS

ASHTON PHOTO
547-9165

(1-800)

SENIOR PHOTOGRAPHERS®FAST TURN-A-
ROUND-QUALITY PROCESSING MEANS IN-
CREASED PROFITS-

NATIONAL COLOR LAB-
ORATORIES, INC.,
ORDER MATERI-
ALS AND PRICE LIST.

SCHOOL PICTURE PROCESSING:

Camera Art VN 55952

FURNITURE, PROPS

SEND FOR

HELP WANTED

PHILADELPHIA STUDIO

N.E. STUDIO

INSTRUCTION

RETOUCHING.

LEARN ART AND PHOTOGRAPHY —

TEACH PHOTOGRAPHY-

SKIPWORTH PRESENTS

PROFESSIONAL OIL COLORING —

THE MCDONALD RETOUCHING, SPRAYING,

AND PHOTOFINISHING SYSTEMS  DIXIE LA
VAL Master 5t M
VIDEOTAPE, $59.95. VISA.

MASTERCHARGE, MONEY ORDER OR C.O.D.

WEST COAST SCHOOL OF PROFESSIONAL
PHOTOGRAPHY.

VILIA REED

NEW PUBLICATIONS

THE LIFESTYLE PORTRAIT—WOMEN IN
THEIR ENVIRONMENT
THE ENVIRONMENTAL PORTRAITIST AND
THE PURSUIT OF SUCCESS

ENVIRONMENTAL POR-
TRAITIST IN THE CORPORATE MARKET
INVALUABLE

SILBER ON LO
CATION

LAB SERVICES

PACKAGE PRINTING:

ACADEMY PRODUCTIONS,

THE NEW ENGLAND TRADITIONS OF SER
VICE AND QUALITY.

VOLUME PRICING. NEW ENGLAND COL
OR LAB, INC.

FOUR WAYS UNDERCLASS PHO-
TOS STORE PROMOTIONS
IMPROVE
QUALITY, SERVICE PER-
SONAL CARE
COMPUTER

COLOR LAB, INC.

COMPOSITES —THE FINEST:

ELEGANT

WHEN IT'S TIME TO GO BACK TO SCHOOL.
IT'S TIME TO CALL NATIONAL COLOR LABS

NATIONAL COLOR LABS, INC.



(lassilird

COMPOSITES:

CUSTOM WEDDING

LAB/STUDIO SUPPLIES

POLY BAGS

RUBBER STAMP CATALOG, RC PAPER INK
AND PAD : GOLD STAMPING MACHINE

MISCELLANEOUS

STATUETTES MADE

MODELS, PHOTOGRAPHERS
MODELS
& PHOTOGRAPHERS OF AMERICA

GRAPHIC/GRAFLEX

ORDER NOW

NOT SURE

NEW TEXTURING FOR YOUR PORTRAITS
MERITTEX
FREE

MERRETT
SMITH

LEARN FROM THE PAST

THE PROFESSIONAL LIST

SUBMIT ARTICLE

PUBLICATIONS

SPECIAL OFFER! 1983/84 DIRECTORY OF
PROFESSIONAL PHOTOGRAPHY

RESTORATIONS

LIFE LIKE RESTORATIONS,

THE FINEST COPY AND RESTORATION SER-
VICE IN THE COUNTRY,

NEW
ENGLAND COLOR LAB, INC.

CUSTOM RESTORATION

DISSATISFIED WITH

OODGE PHOTOGRAPHIC ART SERVICE

SALES AIDS

POLYURETHANE PLAQUES AND FRAMES

BOXES- — BOXES.
WEDDING ALBUMS. PHOTOMOUNTS.
PLAQUES FRAMES.
FREE
ALBUMS. INC..
FIVE
TOLL-

FREE ORDERING (1-800) 662-1000.

BEAUTIFUL WOOD OECOUPAGE PLAQUES

HOW TO

PHOTO THANK YOU CARDS

......... - - MAS-

TER MOUNT CORPORATION

RUBBER STAMP CATALOG, RC PAPER INK
AND PAD GOLD STAMPING MACHINE

INCREASE YOUR SALES

REPLICA-COPY AND
RESTORATION SALES PROGRAM
NATIONAL COLOR LABS,,
INC., DEPT. RCS, 306 WEST FIRST AVENUE,
ROSELLE, NJ

SITUATION WANTED

EXPERIENCED PHOTOGRAPHER

WORKING PHOTOGRAPHER

STUDIO FOR SALE

SOUTHWEST WISCONSIN —

VERMONT:

AFFLUENT CLIENTELE —

LIVE IN SUNNY SO. CAL.

ESTABLISHED HIGH VOLUME PORTRAIT STU-
DIOS GROSSING OVER 1 MILLION PER YEAR
FOR SALE. . -+

STUDIO WANTED

ARE YOU

SMALL TOWN



membership report

NORTH DAKOTA 3 (9)—

OHIO 8 (124)—

ALABAMA 2 (18)—
INDIANA 1 (62)-

ALASKA 1(9)- IOWA 4 (60)— OKLAHOMA 2 (22)-

ARKANSAS 1 (16)— OREGON 3 (9)-

CALIFORNIA 17 (243)—

KANSAS 2 (20)—

. . PENNSYLVANIA 7 (161)—
tie §< im
KENTUCKY 2 (25)-

LOUISIANA 5 (28)—
RHODE ISLAND 2 (6)-

SOUTH CAROLINA 1 (10)—
MICHIGAN 9 (82)—
SOUTH DAKOTA 1 (4)—

TENNESSEE 4 (29)—

COLORADO 6 (25)—

TEXAS 10 (162)—
MINNESOTA 9 (63)- (162)

CONNECTICUT 3 (36)—

DISTRICT OF COLUMBIA 1 (8)—
MISSISSIPPI 1 (10)— UTAH 2 (11)-

FLORIDA 8 (58)— NEBRASKA 3 (20)—
VIRGINIA 2 (38)-

NEVADA 1 (11)-.
” WASHINGTON 1 (23)-
NEW HAMPSHIRE 1 (15)—

WEST VIRGINIA 1 (11)—
NEW JERSEY 4 (86)-

WISCONSIN 5 (60)-
GEORGIA 4 (48)—

NEW MEXICO 1 (11)—

ILLINOIS 20 (183)— NEW YORK 16 (170)- ONTARIO 2 (30)—

PRINCE EDWARD ISLAND 1 (1)-
BAHAMAS 1 (1)—

ENGLAND 2 (3)-

JAPAN 4 (10)—
I'm beholden to black-and-white tor ev-
erything it's taught me, but | think that MALAYSIA 1 (1)—
there's a complexity and a density to col- TURKEY 1 (1)—
or that reveals a lot more about our feel-
NORTH CAROLINA 3 (40)— WEST INDIES 1 (4)—

ings.—Joel Meyerowitz



1984 index

THE PROFESSIONAL PHOTOGRAPHER / VOLUME 111 / NUMBERS 2060-2071

Numbers following each listing denote the month of
issue/page number

A
Advertising
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An k<i I'mics'-nmjl I'In <>firjph<

“Capturing the emotion and excitement
ofweddmgs isawork ofart. The follow-through
must be alab I can counton?’

ik "porth American Photo realizes the
efforts | go through to achieve

X N results and to give my clients the

best. | count on them for attention to

detail...processing, proofing and finished

prints...everything 1need...on time!

I'm astickler on color balance. I'm
looking for warm, deep skin tones
prints with detail in the highlights and
shadows . a full range of tones North
American video analyzes and tests each
negative before it's printed to insure that
it sexactly what I'm looking for.
1heir computerized ordering system

allows me to keep in touch with my
work. />/ns gives me great turnaround
Hut. even with all their modern methods.
| still receive the same old-fashioned,
friendly personal service | enjov

North American does it all whatever
| need — portraits, candids. special
effects, even contact proofs, when
| want them Plus, negative and print
retouching, portrait packages, prints up
to 30x40'. canvas mounting, atremen-
dous amount of masking sizes and
l.uVuc Slides to project package sales
to the greatest heights ever

More info? Circle 105

Join me | se the color lab vou can
count on! lhey re great!

( all this toll free number in Michigan
1-800 8S2 8S22: all other states 1800
OSr-6Sii, or write for a free catalog
of services to North American Photo
Inc . 2~iS1 Schoolcraft. livonia
Michigan 18150

NORTH
AMERICAN
PHOTO

The color lab you can counton



Kodaks fastestslide film
stops theworlds fastest train.

Introducing Ktxlak Ektachrome P800 1600 professional film.
IDesigned expressly for push processing, it offers speed options of ISO 800,
1600, or 3200. Past enough to stop the 170-mph TGV (train agrande vitesse) in
its tracks. At dawn or dusk. All the speed you need for action shots, capturing full
depth of field, shooting under limited light, or minimizing the effect oflong lens
movement. All this and gcxxl color, grain, anti resolution. See how this
remarkable new film can make your low light and fast action shots
pushovers. Ask for Ektachrome P800 1600 professional film atyour
dealers fast. Kodakfilm —fora professiotuil image.

© Kastman Kodak Company. 1981



