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N this series of IDEA-
Books, it is not my intention to set
myself up in rivalry with the lettering
technicians, the writers of distinction,
the deep-sea thinkers in our craft,
whose ultra-modern creations and con-
ceptions are of value mainly to a se-
lect professional few in the largest
cities.

There is in these little books no pe-
dantic phraseology, no academic or pro-
fessorial dignity. It is the language
of the workshop, of the busy everyday
workman ; that is in fact, the only way
I can set it forth, never having mast-
ered the technicalities of grammar and
fine writing.

To the man with trained logical mind
many of these pages may even seem
hacked out and pasted into place, para-
graph by paragraph; capable of being
read equally well backwards as for-
wards; just as many of the ultra-mod-
ern layouts look as well upside down
as right side up!

Deal gently, reader, with your criti-
cism, I am a bench worker myselt, and
appeal most often to the small shop
man, even the student, than to the bril-
liant veteran. 1 confess often to stage-
fright, to shaky half-confidence in my
ability to instruct others.

[t is stated that one of the coun-
try’s greatest typographers, Bruce Rog-
ers, refuses to even write a line for
publication; he disclaims knowing
enough yet to instruct others! 'This I
hold, is too far fetched a view. One
need not lay down a set of laws, no,
not that; but let him impart what he
can to others who are struggling up-
wards behind him or beside him. “If
vou have knowledge, let others light

their candle at it.”

DEAS are the
most valu-
able commodi-
ties in the world today; let me repeat
that — Ideas!

. . . The wealth of the
world is the result, partly of labor
(and that may be very skilled labor),
and partly of ideas. Most of us have
not the time to think up new ideas in
the daily rush and hurryv, and so I have
set myself to be a kleptomaniac of
ideas produced by other skilled leaders,
indefatigably gathering these together
from various sources and so presenting
them to the trade.

I am on constant lookout for new
ideas. Searching, experimenting, pick-
ing them up one by one, adapting, sim-
plifving, putting these ideas down and
passing them on to others. Instead of
making up elaborate creations to dis-
playv any skill I may possess, and thus
glorifving myself, I have concentrated
on ideas.— Ideas one can use on bread-
and-butter work. No masterpieces in
workmanship, but—IDEAS that will
click.

Modernistic, traditional, plain bread-
and-butter sale type—all are here! Usu-
able! Evervday! Practical! Workable'

Tiie AuTHOR
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DDISON, the author of
many of the famous “Spectator” es-
says, some century and a half ago said:
“The great art in writing advertise-
ments is the finding out a proper meth-
od to catch the reader’s eye.” Today,
in this modern age of high powered
advertising, we, in display card work,
which is simply a branch of the great-
er advertising field, find this more than
ever mnecessary, and are still striving
to this end—to display our card-adver-
tisements so as to first catch the read-
er's eye, then please.

Before the advent of modernism, a
really original card seemed to stand
out like an oasis in the vast desert of
drearily indifferent stuff: display card-
men-were too bound by that great hob-
goblin of precedent—by tradition. In
a trip to Chicago some years ago, a
small-town letterer noticed how par-
ticularly outstanding were the card cre-
ations of ome workman in even that
large city. Why can’t more of us be
“that one man” in our own localities

ODERNISM™ has long

been a term to
Juggle Swith.! We have been apt to
regard it as a sort of jazzy, syncopat-
ed style. Syncopation in music, we
are told, has a psychological, almost
scientific basis under all 1ts seeming
wild freedom and disorder. So with
display cards—there are times when
the “ballyhoo” drum-banging type may
be condoned, if the beating be in some
sort of time or rhythm, and not all out
of harmony, not in disagreement with
the whole generally accepted scheme
of design and order. Workmen in our
trade, perhaps more than those in oth-
er branches of the graphic arts, seem
often to be all at sea as to why they
do what they do. Much crude, bastard

work is seen in the windows, both of
layout. and lettering.

_____\‘

. ODERNISM shoyl(

® & o o be SiIIIl}'_‘Jer_':Jr Con-
sistent, fresh, direct; an elimination of
trills, flounces and furbeh)ws} of old-
time meaningless, pretty-pretty scrolls
and fussy little gadgets—should be, in
short, an :?mpres.sio-n. with Ietterfrlg,
with stock, and with colors that will
best ‘convey the message we wish to
put across. *@e

ne ot the first questions
raised in the reader's
mind upon examining this Book oy
will be—where are the color notes and
other explanations? Indeed, there ar:
not any—or very few. I ask you to
use your “1000 Lavouts” for that +il]
I get certain things “off my chest”
then color notes, and some Very
prising innovations, too, I promisc
—will be gone into cxhaustively.
small books,—so much to say,—
a little space to say it in.

he larger for

volume of ““1
Show Card Layouts” has for sevi
vears, 1 am proud to say, been c
sidered the standard, fundamental bo
to the trade—not modernistique, b
modern ; universally used by the Pro
fessional and veteran workman. as wel
as in classes and schools the country
over; wagon loads have been sold
abroad.

(You may possibly find it in your
local library, or they can procure the
loan of it if you insist.)

These mew IDEA-Books are de-
signed as companion books to the larg-
er one—but not duplications. Neither
correspondence schools nor books on
the “art” of sho’ card writing can teach
the student as well as intensive study
of these work-bench manuals—inten-
sive study, not mere biting of the fing-
er nails. They will set the beginner on
his feet and teach him to walk alone.
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ERILY, the old order
changeth. Last season you may have
worn an odd little bow cocked on your
hat in a peculiar manner—it was the
style! A short year from now, or
less, looking back it may seem ridicu-
lous—so quickly and radically do
things change.

A  French comedian, when asked
where he obtained his screamingly fun-
ny trick hats, answered that he simply
saved his regular street headgear till
it became old and out of style. So is
there similarly danger in our saving
old ideas; in failing to keep up with
the times. You, as display card let-
terers, are making advertising. It is
old-fashioned in dress? Dress your
message modern.

ay by the old
stuff you've used
for years. Be unusual and out of the
ordinary; that’s what it takes to make
a definite impression. You came down
to the shop this morning past rows of
houses, and nothing in particular at-
tracted your attention. But just sup-
pose you had seen a rocking chair out
in the gutter, or a tree uprooted—that
would have stopped you and got your
attention ! |
Purposely avoid the old trite tricks
of yesteryear—the slanted line of
seript stuff in the upper left corner,
the display line of all cap letters, the
same big “bucket-of-blood” red price.
I do not mean that you should be ec-
centric, but you should strive to be
distinctive! Modernism, properly ap-
plied, will put novelty, charm and oin-
ger 1nto your cards, but it must never
be allowed to ruin their selling power,
their legibility, to any appreciable de-
gree, by eccentricity.

odernism is a

delight to the card-
man who senses the need for the un-

ique. It opens a new form of expres-

sion, brilliant and fresh. The alert
workman will find in modern letterip,
unlimited opportunity for versati]e e:«:
pression. But there is no excuse to
use “moderne” stuff as a smoke sereen
behind which to hide poor workman-

ship and meager knowledge and lack
ot lettering skill.

he first principle in jude-
ing the worth of a given finished piece
of work is—is it legible? After all.
that’s its primary purpose; that’s all
that really counts. The job may be
beautiful, it may have some pleasing,

or contrariwise startling, attention-get-
ting design idea, but unless it is

to  read—it is more or less a failu

ont crowd th
card with 1]

copy. Many people like myself h
poor eyesight, do not wear their ¢
es on the street; and they are not
cited enough over your message t
down on their knees, nose pressed
against the glass, to read it; mak
easy for such persons—use fair-si
lettering, the copy phrased in ters
“telegraphic style”.

HEN agaln, In
designing your card
vague terms such as “movement’”, “‘un
ity”’, “balance’”’—all words that sound
very fine,—to the rank beginner are
too vaporous, do not explain them-
selves. Kach distracted student must
almost dig within himself for the rea-
son for what he does at times. I be-
lieve that the simple principles of sim-
plicity and contrast, will be of more
value, of more success than all the
other talk I might spin out here, to
confuse you. If these two only are
rightly followed, you may make a tri-

umphant job of your card design.
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ITH modernism, layout
has become paramount. How essential
it is, a touch of something even if only
a distinctively treated, odd-color rule
or two added. The card design need
not necessarily shock or startle, with
everything “hiltie skiltie, tapsel teerie”
as the Scotch say; with triangular
beams of light and shadow shooting
across the card; with “goofy” greens
and bilious yellows—all foreign to the
thought the card is intended to con-
vey. May bread-and-butter display
cards be done with such French pastry
effects? Not so. In trying to be dif-
terent with an over-use of stunts for
stunts’ sake, one produces a hodge-
podge which is neither one thing nor
the other, but a something that looks
as it the house-wreckers had been
busy.

During the World War the art of
camouftlage was developed to a high
degree. This was- an art to deceive
and evade; it was a distortion of form
and color which produced confusion.
Today many loose-thinking workmen
are doing this very thing under the mis-
taken notion that they are being very
modern. In reality they are making
themselves very absurd by their nerve-
shattering designs.

he very essence
of modernism is
simplicity and an avoidance of detail,
a clarity of thought and effect. FEven
the lettering of today that tends so
strongly even toward san-serif, reflects
this demand. 'The geometrical planes
and lines and forms have also been a
revulsion against the overdone flour-
ishes and scrolls that formerly pre-
vailed,—ornament that was pretty, but
meaningless. Now the object is to
see how much can be lett out!
This is too much a day of hurry-
scurry for complicated effects; the
message must be put in such shape

that “he who runs may read”. Just
enough modernism should be used ¢,
show the up-to-dateness of the store
and merchandise; but don’t lose your
head, don’t lose sight of practicability.
Give a moment’s thought to what voy
are to feature and to whom it must
appeal, so that all elements, masses.
border effects, properly selected, suit-
ably spaced and proportioned and com-
bined, may make a pleasing card. In
your originality, novelty, cleverness,.
avoid the effect that may produce an
unpleasant reaction.

hat is meant rather.
by originality-

is the handling of the problem in some
new, tresh, unexpected way, so that i
becomes a striking eye-catcher, so
it compels attention, so that it b
the reader up with a jerk, and-
results.

A little ingenuity—tilting, vivid
or, odd-shape—may work wonders,
take off that look of rubber-stam;
too often seen; may make a weak,
efftective  card—the run-of-the-m
tvpe—into a thing altogether effec
and pleasing, smart and distinctive.

uring a twelve months

period of the depression
a large department store in the south-
west discontinued all newspaper ad
vertising for two of their departments.
vet increased their sales 50% over
the previous year, solely through more
careful planning and  more frequent
change of window displays.

The retailer must have compelling
windows if he would loosen the purse-
strings of the close-fisted passers-by.
Windows are the merchant’s bait: with
them he fishes for business. Just as
true today as ever is the adage “Seeing
is believing”. Tempting displays, with
ta'king salesman cards, will coax feet
naturally across the store threshold.
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HE NEW modernism—
rightly made and used is fine. But
just what the reaction of the great
mass ot people is to certain aspects of
it, is difhcult to guage; possibly, after
all be said and done, it is little su-
perior, or much more resultful than

the smoothness and quiet tones of other

days; that is still another question.
However, if the public show itself
to be modernism-conscious, we must
accede to the demand. If the small
merchant—Mr. Average Merchant—
develops a modernist complex and ex-
hibits a rage for high color, for new
eftects, we must, as advertising men,
be prepared to give them to him—dis-
play advertising is the spirit of the
t‘mes—-color, angles, dynamic designs;
these need not be dizzy, ridiculous
stuff ; rather, refined, harmonious and
pleasing effects, yet modern in spirit.

eware of too

stunt stuff; real
advertising value must ever be kept in
mind. - The clear, bright colors of the
new style, when used, should be kept
outside the area devoted to the mes-
sage; they may emphasize a shape or
form, but should rarely shoot across
the card in such a way as to render
lettering placed thereon less readable.
Effects employed must not overshadow
the message.

0 successtully

manipulate effects
so as to add to rather than detract
from the message, one must possess
the eye, skill and feeling of an artist
—yet be versed in the principles of
advertising. Fireworks and pinwheels
and clowning will not sell goods; good
common sense expressed in a clean-
cut, modern manner will.

The card that clamors noisily for at-
tention, that almost bludgeons the pas-
serby into reading the copy, by strong
color or sheer size, may have its place;

e e e e e L

on the other hand, a simple and attyac.
tive design that does not bully but
rather persuades, that invites the eve
by logical arrangement to follow
through, step by step, the selling argu-
ment, may be more often the appropri-
ate thing to use.

ill lettering

that stands on its
head, figuratively speaking, with legs
wild.y waving in the air, thus persuade
the man or the woman on the street
te buy the latest type of electric toast-
er. or the new model automobile? No!
LThe card must sell! It should have
no other purpose. No matter what is
done, what “faddy” letters or lavouts
are employed—keep this big truth in
mind. It may sound trite and obvious.
an oft-told tale, but we are apt to for

get it.  T'his modernity must be hant

led intelligently and sensibly.

HAVE known

cardman wh
seemed to get quite a kick out of h
work,—lettering with joyous abando
went zigzageing around as fancy dic
tated, threw in big color dots to em-
phasize, and typed out the bill. Then
again, a lettering expert who advocated
tollowing of type closely. The latter
man would probably wince at the form-
er's style. But it was an individual
style; he packed a wallop into every
card—the theatrical influence, I take
it. I myself like it—if “held in” just
a bit more. IFundamentals and ot
too much freakishness or froth. Indi-
vidual idiosyncrasies of style and
downright incompetency are oenerally
traceable to lack of study and funda-

mentals. We should take the middle
of the road,—use some freedom and a
style that is spontaneous, but not go
too tar either to the left or to the
right.
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THE terrible bore and sameness

of the shop windows, the displays

without a flash or a flicker of spirit,

with no life or sparkle, may, with
cards of fresh style, withal good ad-
vertising have imparted to them a
dash, and arresting quality—in short,
the selling power.

ettering men are

prone to vie with
one another in being unusual and
catchy. An artist who for years had
been in practical display poster work
made the statement to me that artists,
in commercial display work at least, do
not paint for the non-artistic public,
but for other artists; that the lay-pub-
lic knows nothing about the merit of a
picture or poster, whether it be really
good or bad; if perchance one does, he
is then another “‘artists”! There is
danger in this theory; one may have
pet ideas, artistic arrangements, and
color tricks that he may think clever
and stunning, but if no really intelli-
gent concern about selling the goods
has been considered, it may go against
the cold-blooded, unsentimental merch-
ant store owner's idea of a business
bringer, of a real sales-clinching job.

our customer—
the merchant—is the
one who should be kept in mind al-
ways; you are to be a salesman for
him. He is for art as long as it is
useful to him, but otherwise he prefers
to get along without it. Like the little
girl in the Metropolitan Museum he
“doesn’t know anything about art, but
he knows what makes him sick!”
Clever tricks that, “like flowers
which bloom in the Spring tra la”’, have
little or nothing to do with the article
advertised—anything to catch the at-
tention—are mnot wise. A terrific
struggle to be clever often results in
being ridiculous; a display card must
be more than a display of mere clev-
erness—it must assist in selling the
product.

T IS very significant that
in Wellington’s book on “Poster Ayt”
(SIGNS ot Times Publishing (o
Cincinnati) in his first chapter, and the
very first page, he emphasizes the im-
portance ot looking at the design
through a reducing glass; and also—
to properly visualize the right tones,
—+to make “preliminary roughs.”

Have I not repeatedly, in former
IDEA-Books, insisted that every card-
man have a reducing glass on the
bench within hand’s reach; that there
should be a law requiring it? Buf
where to buy one of these, Martin?>—
you query. Send to BART SUP-
PLIES INC., 915 Marquette Ave.
Minneapolis, Minn. Here are the siz
es and prices: 703-12%4 in. unmounted,
$.86; 705-2 in. mounted, $1.56; 706
21/, in. mounted, $1.87; 707-3 |
mounted, $2.24; etc. The two or
and a half inch diameter are ab
right; the mounted are best to av:
breaking.

;AIN if you are a real
earnest student of display cards,
wish to get the tull value for your d
lar, I advise a plain reading glas
about 3 inch diameter (you can bu;
these anywhere cheaply), to enlarg
and examine the small card layouts 1
these little IDEA-Books; for there are
really many small kinks and “tricks”
—_more than first meet the eye—to be
seen on close examination.

ET THESE two shop
aides, learn to use them constantly, and
vou'll thank me the rest of your lite.
I know von will.

The layouts on the accompanying
plate, as the explanatory comment tells
you, are several of them very suitable
for even the “baby bulletins” or out-
door poster boards; now on plate 111,
next page, is an extremely difterent
type of card design, very conservative
and even suitable for the display card
printing machine.
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Plate 110—Card layouts; several possible for “baby bulletins”!
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ROLLICKING arrange-
ment, the over-use of novel or mock
torms of letters, the standing of half
the elements on one ear,—a “whoopee”
sort of style—is thought by many to
be modernistic. There are those who
can do no other; in the phrase of one
caustic critic “some of the extremists
in their desire to appear untrammeled,
. i
simply appear to be unbuttoned!
There are those who cannot pin them-
selves down to the straight-and-nar-
row, who abhor as oldfashioned the
clean cut, orderly type of layout.

Modernism means above all—sim-
plicity ; absence of frills and ginger-
bread. Cleanness and simplicity, too,
of letter; legible.

Modernism means more than merely
using grotesque letters tilted at some
absurd angle, with a few triangular
“beams of light” shooting into the de-
sign.  Better the saner, more lcgible
faces, leaving the modernistic touches
almost clear away from the display.
The shopper should be able to listen
to what the card has to say instead of
thinking it seome new form of puzzle ;
she should be able to read it without
a struggle or the need to go afterward
to a chiropractor to have her neck ver-
tebrae adjusted.

The dizzy layout that almost knocks
one over the head with a crash. fails
to cause a pleasant reaction to the
message.

Dizzy letters, distorted. shapeless ;
tanciful arrangements, sometimes even
grotesque—where will it end!

T'he absurdity of too much tilting of
d’splay lines, of shouting out every
teature, of hanging small-copy blocks
by an eyebrow, of knocking the price
askew, and with sharp angles and rays
of light stabbing across the card from
unseen sources—this is not always ne-
cessary even with the new modernism.
Far from it.

But there should be an appreciation
of design, orthodox design; in other
words, layout is the paramount thing
to be learned. Certain fundamental

principles underlie both the traditional
and. the new modernistic. To do good

things in the Modern Manner one must
first be able to do good work ip the
Classic. The ones who are doing the
good work are those well versed in
these tundamental principles of 2004
lettering and good design ; they excel]-
ed first in the old reliable, time-hon.
ored down-the-center layout before
they presumed to chuck the musty
timeworn systems out the window an:

and
strike out with the new.

Says Fuzzy Carter: ] just
received your last book of ‘IDEAS’
It T don’t make as much as one hun-
dred times its cost in the next year, |
will be really disappointed, as this i
my earnings on the investment I made
in your former book of ‘1000 Practical
Layouts’. Great stimulators for one
making show cards, as well as general
signs.” |

Herb Simpson, Evansville, India
“Frankly, Book—is about the bigs
dollar’s worth of value I have
seen.  Any shop can well afford to «
the wealth of material it contains.
me down for the entire ‘library’.
l'ke to spend my money wisely.” I
Yeo of Blue Island, Illino's (Chicago
"My IDEA-Books are not up on tl
shelt with the dust, but open on tl
bench working.”

A. New York City friend says: “Y.ou
IDEA-Books are going to be my
working text books from now on. When
‘up a tree’ I can always juggle some
cf your Ideas into a presentable-look-
mg card. Now, I know quite a few
of the card writers around here, and
they are too smart to bother looking
for ideas. They constitute the old-
timers, the “vets’, while in their minds
my type of person is a ‘cluck’. But—
they're getting passe and a new gen-
eration is springing up, and they are
the ones who thank their lucky stars
for books like yours. And the bus!i-
ness men are getting to the point where
they recognize when a little time antd
thought has been expended on their
cards. They realize that they must
have ‘different’ displays to entice the
public.  (The old Spider and Fly

business. )"
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Plate 111—Selected from the busy

“traffic of Ideas’’.
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HE CONSTANT cry of
the merchant may be for “something
different.” He may say “Show me
something different, and I'll quit this
present service I have, and you'll get
my trade for life!” But does he real-
ly want something different? 1 say,

No! He’s too used to stale-looking

productions, to mediocre presentation,
to “sign cards’” that would make a dis-
play card artist shudder; he's too
bound and shackled by precedent to
take it if it were really different.

After all, not to be different merely,
but to be effective, to sell, is the re-
quirement of the successful card. Put
yourselt in the place of the person on
the street, one of the rank and file, and
ask vourself whether the card you
make would induce you to come in and
spend your money.

-

ddness may get at-

tention, but freak-
ishness is not effective alwavs; it
shouid be favorable attention. An il-
lusiration in point would be that effect
occasioned by a man in perfect eve-
n.ng attire sauntering barefoot into
some formal function. Or, like that of
the man who several years ago walked
down State St., Chicago, in a scream-
ing bright red overcoat; he attracted
attention, in fact, stopped traffic at the
“world’s busiest corner’”; but such at-
tention provokes a most unfavorable
reaction.

The tipsy theatrical advance agent,
who in billing the town during the
night hours plastered the signs upside
down, packed the show house with a
record run. I admit that a drug store
card which had fallen forward so as
to be upside down stopped me, but
cnly as a matter of curiosity, not as a
purchaser. A series oi sale cards may
be set up on end sideways; but com-
mon sense says to use such ideas with
caution. Pretty tricks that look new;
“doggy’”’ mnovelties; mere attempts to
get away from the humdrum; clever-

ness and bluft; loud shrieks and vells
—+these are rarely convincing or enidm_
Ing.

t takes common

sense to produce
designs with a wallop, cards that wil]

pull like a mule, without being offen-
sive; to fight the tendency to garish
display, to keep from overdoing cards
till they become a thing of distress to
the eye. Horrible hideous examples in
noisy, dizzy lavout and colors are as
thick as blackberries, bad breath. and
washing-machines. Beware of being
misled by them. A good proportion
of the stuff you see is not good. Rivet-
mill explosion, snake-dance sort of
cards—everything topsy-turvy, stand
Ing on one ear—this is not true mod
ern advertising.

EBBE You thin
that Hli:-; 1Y
Martin is a great egotist,—he admi
it.  T'he right brand of egotism mal
for success these days. Too m
brass band stuff,—you may sav:
didn’t spend a dollar to hear Mar
tell “what a great guy I am”—but
member Martin has no publicity ma
no press agent, and must do his ow:
horn-tooting.  Besides these expres
sions from friends often reveal how
others use the Martin IDEA-Books.

Friend Kalal from Cleveland says:
“From the last book of IDEAS I made
up some fifty samples, and had a sales-
man go about with these to merchants;
he received orders from practically ail
of them.”

A friend from the “deep South .—
Bill Hodges—says: “Martin did you
know there are 547 layouts In Book
Three alone? Your large book has
only ‘1000 Layouts’, and costs five
dollars. What a bargain these books
are, then! And do I get quite a kick
from turning the book upside down and
seeing about 300 more layouts that
could be used in a pinch. Am using
vour books now as a starter for card
layouts of my own.”
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N THE comments on fore-
going pages and in other IDEA-Books,
I have called attention to the versatili-
ty of the various types of cards, how
they may be made to bawl forth the
virtues of the article in the voice of a
vegetable peddler, to arouse attention
by slam-bang methods; how they may
be carefree and joyful; or may be as
staid and dignified as a trust company
official, clean cut, well groomed. per-
fectly mannered; or, conservative and
cold as if in frock coat and silk topper,
in order to give an atmosphere of su-
per elegance.

There is the crowded advertising
card as contrasted with the big, easily
read, colorful postery card, or the card
that makes itself heard with vocifer-
ous shouting; the card that, instead of
being small and subordinate, is made
to dominate through sheer size, crving
“Look this way!” made large and even
larger in size, till it becomes often the
window background itself, and so flash-
¢s the message boldly that the reader,
even the man across the street, mayv
get it at a glance.

f I have explained
it as I wish,
you will see that I have emphasized
breaking away from cramping prece-
dent and tradition to dare to do some-
thing that is your own! Yet, too, while
you should strive to produce creative
design—mnot imitative work, bevond a
certain training period—vou should not
too soon entirely disregard the univer-
sally accepted precedent and practice
of the craft. Those who ape the mod-
ernistic  tricks without possessing a
true basic underlying feeling for de-
sign, will never produce layouts ex-
pressive of the simplicity and direct-
ness of the present art tendency.

inally: though

we may talk very
glibly about this modernism and all
such matters, at bottom we must admit
how nonsensical much of this faddism
really is. A great deal of it is hor-
rible stuff. It leaves a sour taste in
the mouth. Fight clear of the excess-

mMmartins 1Dcas ‘
_—“

es, the fantastic attempts to be ex-
tremely bizarre, in which there i« much
danger of being ridiculous. Sound
modernism, however, is good ; put it o
work for vou!

And to those who believe we have
reached the limit, and know a]] there
i1s to be known, the statement i« made
all over America this modern Spirit—
this leaven is at work. It js just now |
beginning ! ofe T

AY FRANKEN of Chi. ‘
cago says: "I am an old Idea-grabber
—alwayvs on the alert for new. fresh.
different ideas. These Martin IDFA.
Books fill the need exactly. I use the
little books to set my own gray matter
in motion.”

H. W. Hardesty: “I recently pur
chased a copy of ‘1000 Practical 1.
outs’. I have spent about $25.
various lettering books, but vour b
has helped me more in my search
something to better my work than
the others . . .” M. E. Klahn fr
Washington State speaks ups
vears ago I paid $140. for a ‘cour:
in sign and show card work. but
didn't know as much when I finish: |
as I learned from vyour book 100 |
Practical Layouts’. How one man
Martin, can pack so many IDEAS in
to a book for five dollars is beyond
me.” (Thanks, Klahn. here are the
cigars. )

“Although in another entirely differ- |
ent line of work,” says FErnest Don
of Chicago, “and never having sold
any dispay cards, Martin’s plain, out-
spoken advice and philosophy will *

mak<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>