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him a bit of foreword for his little hook. . . |

H. C. Martin needs little introduc-
tion to the sign and studio fraternity.
He numbers his friends by the thou-
sands; is known literally from Seattle
to Miami, from Brownsville to Boston,
and from Nova Scotia to New Zealand.
In every small town in the U. S., prob-
ably, are those who know him through
his writings and who follow his ideas.

his latest plan of

his to issue a ser-
ies of popular priced Idea-Books is ex-
actly what the trade needs; something
we can financially reach without the
aid of a ten-foot pole; a dollar bill slip-
ped into an envelope and Uncle Sam
brings a valuable new shop-manual to
our bench !

He has no pupils, classes or anything
of such nature to promote or to sell
you, but has spent himself physically—
and almost mentally, for the good of
the cause. The very “simplicity” of
these ideas represents years of pre-
vious hard training along experimental
lines, and a “boiling down” of many
things more complicated and imprac-

tical.
e has spent thousands

of hours get- .
ting the layouts together for this com-
ing series—and in digging them out of
his mind. To those whose ideas sprout
slowly, and on those mornings when
blank mind confronts blank cardboard,
I say—consult your Martin’s. Instead
of having to take valuable minutes to
work things out for yourself, hammer
and tongs, with danger of bungling the
Jjob—consult your Martin’s.

R. MarTIN has asked me’ to write

e e e

PR L
.I"Iu

A flip of the
pages, you
get the germ

‘o an idea here, and presto! other fdeas

of vour own will at once leap to the

-m'nd, if you havera shred of brain left.

This unusual new suggestion book is 3
treasure-house of idea-stimulators; < a
book you can take off the bench at any
time and find material, layouts, new
forms—interesting stuff on every page.

In these pages there is no twaddle.
nor is there piffle; Martin is Martin.
and doesn’t care “tuppence” whether
cveryone- -agrees with him or not;
doesn’t expect them to, in fact. Herein
are no gymnastics; no magic; yet scores
of ideas of sure-fire value. Thev're
practical—they work! :

Knnw what Martin
knows. Many an
amateur spends years learning what
Mart'n can tell him and show h'm in
five minutes.  When you follow the sug-
gestions in these books you have Mar-
t'n working with you. It means money
in the pocket. |
D. R.HIATT,
Oriando. Fla.

Thank you, Mr. Hiatt! Those be
strong words—do I deserve all that?

“H. C.” (Humself)
odhe
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as display card men and Sign writers
will probably for years and years re.
tain much of it, the flavor and Spirit
of it. It's primeval in the cardwryit.
er’s soul to go rampant, trampling down
all rules and precedent.

I do not mean to encourage too ex-
treme layout dramatics, lurid eye stop-
pers—but rather, simple, vigorous de-
sign. Remember my oft-repeated bat-
tle ery “A show card is a large hand
lettered ad in color”,—a talking sales-
man in the window.
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lettering. 'j::-iz'.-_-"..i
vertising and
ness, etce.

HIs series will not

supplant but

supplement this former work. No repe-
tition of anything will be found,—all
1s ez material. Leaning of course
heavily to display card layouts, but
the ideas are applicable, well adapt-
able to sign, bulletin, screen process,
and—of en—even poster work. In the
next issue—Book Two—it is planned
to show six to ten pages of poster art
and pictorial cards. Many alphabets
and examples of lettering will be shown
of value to a student along this line.
And in short a general miscellany, and
what one book lacks, another in the
series may have a plethora. The idea

is the IDEA—call it layout composi-
tion, what you will.

ever—it is said

—has there been
such an opportunity in the history of
the world for imagination in selling by
vital hand lettering in 1 the “market
place” as today. Many will te]] you
th?t “wild stuff” is a]] gone out—taboo
—n interior decoration of all sorts, in
typography even. Maybe so, but we

plicity, vital, fresh, alive! Action, ey:
movement, color. There is much argu
ment pro and con regarding this mod
ernism. Some claim the Century of
Progress at Chicago marked the begin
ning of a new period, the crystalliza-
tion or shaping into definite form of the
new principles rampant and disorgan-
ized for several years. Others assert
that th's carnival, as they term it
marks the end of an era—an orgy—o!
half-baked chuckle-headedness. That
the millions who came and saw, are
through with modernism forever and
ever. That crazy stuff . . .!" The
camps seem equally divided on the
question.

o matter it we are

swinging around

in a cycle back to the traditional again,

the Empire period perhaps, the influ-

ence on our design will never change

back to the musty, out-dated forms of

Radical modernistique is

out”, of course. But the sane modern

we will always retain. Particularly in

our window display field, for we em-

ploy much ballyhoo and are allowed

freer license than those in other lines
of graphic arts, as the printed page.

i
Plate 1—Display cards not too extreme—they’re practical!
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R gADER, what does

odernism mean to you—crazy angles,
distorted lettering, raw discordant cnl:
ors—all haphazardly slung together®
Giranted, one may work for sparkle,
movement, action, as preferable to over-
dienified and ponderous conservatism,
.nd mav set something aslant perhaps,
15€ asymetric layouts, try for a feel-
| f force, HE.I:E'I1§It11———iﬁl.If is discord

Ing o1

necessary to get attention®? Neo! For
= VEer Hu-‘ansar*-‘- conservative style of lay-
out if rightly handled, may hold its
own in :.l£tf‘ﬂtiﬂ]‘l value against the ex-
treme modernistic.

The incenious cardman may 0CCAas-
i{mali;:'dr:zk;"mr't from or deliberately 1*i+.m~
late ®ome basic principle of layout In
order-to “ichieve interesting variations,
in order to get away from trite, worn-
out commonplaceness, and at first
glance such a layout as executed by an
expert may seem extremely simple.
But ah! such effects don’t merely hap-
pen willy-nilly. They are the logical
result of lettering lines and color values
thoughtfully, tastefully, strategically
placed.

he acid test to be

applied to every
layout should be: “Is it easy to read?”
This one principle should be considered
above mere clever attractiveness, color
snap, mechanical skill of letter, or so-
called modernity, according to my hum-
ble opinion. The masses—the average
intelligent shopping public as a whole
—it is doubtful if they give two cents
for modernistic “art” in the windows,
and all the stuff that the high-brows
rave about.

What they want is legibility, to be
told the good points in the merchandise
displayed, to be informed the price.
Modernistic ornaments and dingbats,
and fancified lettering avail little. All
these are more than likely hindrances
‘rather than helps. An appearance of

orderliness makes for easy¥igciHd
And the card must be easy to I‘éér ;-'

Th{; statement hag

been made—the
source is forgotten—that for everyone
capable of producing a really good
piece of modernism, there are at least
one hundred second-raters; that weak
or even atrocious examples are many
t‘mes more numerous than the few mer-
itorious. This is no doubt true; there-
for we should exercise discretion in se-
lection of those used for model or study.

Bfueh of the so-called modernism we
see in our branch of the graphic arts is
childish, if not downright asininity,
born of illogical reasoning—if it may
be dignified with the name of reasoning
at all—of confused muddle-headedness
and ignorance of the real fundamental
spirit, which is simplicity. Movement,
ves—and freedom, but beware of freak-
ishness ; high color, brilliant and attrac-
tive, is permissible, but all must be
subservient to, and augmenting legibili-
ty.

o not close your

mind to the good
in the new, yet don't be blinded by the
dust of modernism; avoid the danger of
becoming a mere abstractionist. Think
for yourself; measure others’ work
with the yard stick of practicability, of
common sense,—of advertising sense.

T MATTERS not what
letter one uses in these layouts, the
IDEA is there, staple as sugar or
coffee. These ideas will be as good
ten years from now as today.

I have foul scorn of the man whose
first remark is “Look at that S!” or
some other petty detail that does
not just suit his pernickety taste.
Little man, let me see your work—
has it the punch?

Plate 2—More moderately modern in tone.
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gree hindering the register of the mesg-
sage in the reader’'s mind.

o@e
“Kodak”. This is a pea green card,

with dark blue display with highlight
or inline of orange; white rules.

“Dine”. Orange card; display words

UFTE}E‘ the card writ-
er whose work lies along routine Or
rather proscribed lines 1s able to turn
sut cood layouts on the narrow uprlght
half sheet proportion without fumbling,

ven faced with a decided “land-

Eyve and Attention
Of the passerby must be
i”trngCd some way !

‘in black with emerald green inline.
Corn rules.

“Bold Letters’.

shape he may have to hesitate
seratch his head for a mt:'m:_ant.
idea-stimulating hints

Silver card; the
lettering all black. The two hairline
rules at the right are white. On the
upper left outline your large round
dofs with a vivid uwermilion then coat
around with vermilion leaving silver
dots on the panel; or a red card stock
aplikay may be used with white dots
forming the “‘rule.”

“Modernistic”. A gold card with
two silver panels aplikayed on. All
lettering black. Or, an orange card
stock, with white panels edged corn,
then a rule of cream inside this edge.
Lettering black. Edge the display
with a cold bluish-green (medium
ust a word r]ght llght). OI'} maroon C&I‘d; “Modernisti-

here regarding ic”” in black lettering On an orange pamn-

outlining (frequently called for in these el, “Layouts” in white or lavender pan-
color notes): The extremist branch el. The small lettering below is a cold

. Ly
18 1EW

Cl[ JANUARY
s ok

nere Snowil.

eware of too much e
““‘see-saw  Or o

=Tl
IJ
-1‘:*.-
r::! s

L]

lg,f'/(é "

tilting of display lines; it shows bad
taste. However, if judiciously tﬁfl":plﬂ}'-
ed, perhaps among a number of cards
of more sober arrangements, it may be
a means of added attention. Then
again, there is the curved line of let-
t-éiring';, or that set on a quartar-circlﬁ
or other segment of a circle; if not ov-
erdone or forced and strained, it may
serve to attract the eye through con-
trast with the rectangular shape of the

card.

. # 5
Fa il
. L E

g b ol r.E ¥ I
g E - e o -..l"‘.-: !
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Miscellaneous

Landscape
Layouts

of modernists contend that any outlin-
~ing of letters, likewise any use of card
borders is superfluous—nay, even
rprimitive”! Certainly many in the
past have gone to excess along these
lines, vet common sense and careful
experiment will quickly convince one of
the practical value of both. They are

gTEEH.

“Special $56”. Using a heavy white
matboard, coat the upper portion a
bright magenta. Then flank this with
medium light lavender, and this in turn
with very pale lavender. Letter the
card price and all in black, edging the
price with bold corn or a softened dark

far from out of date.

vellow.

Outlining particularly, on in-between “Hosiery”. Turquoise card.

colors of card stocks, is often very nec-
essary. Not a narrow “tight” outline,
but decidedly “loose”, is generally best.
Too heavy an outline may cheapen, too
narrow may look forced and niggardly.
Execute it freely, vet neatly. Of
course borders too, may be overdone
and heavy, smothering the message. A
border should be kept well away from
the display elements, allowing plenty
of breathing room and not in any de-

lettering also salmon.

black.
s@o
You may run on something here
that looks strangely familiar. Yours?®
Thank you! I take certain liberties
in my borrowing and adapting, but

am careful to preserve the basic
IDEA.

5. Down

| ' -j.
Sal- N k. ] Sty t
mon display with inline of white. Small | ' . S Taae for Two
Rules bold H | ®

Plate 3—Thought-provoking “landscape’’ layouts.
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e
“Saranac’. . White card. i’ertical
rules red; aplikay _panel of black edged
medium gray. ~Saranac” is in corn
(light orange). All other lettering is

UFE oUIcK, practical

way to get a modern effect 1s to em-
pln:t-hv an aplikayed panel of contrasting
or harmonizing color on the card. The
illustrates several ways
of doine this. In “Beau Mode", “Ta-
dor Plate”. “Sandwiches’—the panel
wsed for the main display lines; In
“Snits”, “18 Sessions” and “Lucerne’”

onpposite page
| "

the panels are the means of bringing
out certain selling points; while the
two ribbon-like -p;mt“?s above In
“Steins” and “Brighten Up”, and the
one panel in “Furniture”, feature a
-atchline or slogan of some sort.

his aplikay method

is always effec-

tive if the design as a whole is good,
and right colors are chosen. But if the
layout design is not right, and the pan-
el be added as an attempt to pull out
of the hole, it generally results in
“Confusion worse confounded”. If as
a newcomer in card work you are awk-
ward in pgnel use, restrain yourself to
those examples you know to be right
till more familiar and sure of your

ground. P

“Join the Band”. White card. The
panel is buff with black display letter-
ing.. “Of course you can” is in tur-
quoise mixed with ultramarine blue.
The small lettering is penwork, black.
Rules are a broad corn (light orange)
band, with a narrower rule of the same
paled, beside it. Or the rules may be
turquoise and “of course you can” in
vermilion.

“Steins”.  Pale cream-ivory card.
The aplikay panels are all bright pea
green (Oriental), with black letters.
The small lettering on the card proper
is black, “at” may be in gray; the
thick and thin vertical rules are a very

bright, light, vivid red or vermilion.

T

black.

“Suits”. Pale ivory card; panels
light turquoise or pale blue (Cardfitﬂck)
with midnight blue letters. The dis-
play and price are a cold geranium red,
or a s‘rong magenta. Small copy gray.

“Beau Mode”. Buff card. Light

lavender panel with white letters.
Rules gold. Small stuff, black pen-

work.

“*Sandwiches”. Dark brown card.
The panel is buff edged with thick and
thin orange, then flanked each side with
a bo'd black rule on the dark brown.
The display lettering is black. All

]

small lettering is light yellow green;
the capital in orange; rules are laven-

der.

“Lucerne”. Yellow card. “Lucerne”
and the price are a dulled light blue
with inline of black. The panels are
orange with lettering of black, as well
as the smaller lettering on the main

card.

“18”. White card. The price is a
light vivid red and main lettering black,
wh'le the panels are pea green with

black lettering. Rules gray.

EEN in Cincinnati,
where a store was being remodeled,
the front boarded up as usual,—this
hoarding painted black, with light
vellow lettering “The New Home of,
etc.”; lavender and vermilion mod-
ern ruling and decorations! And a
typical “cardwriter’s layout.”

That was modern. It was novel,
unexpected, a fresh effect. “DARE
to be Original . . . /7 What a mot-

to to place on the wall before us
at the bench.

Plate 4—Examples of letter

PRICES
that appeal
to thrifty
buliﬁfrrb

Whats Your 3
Favorite:

ed aplikayed panels.
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TH 13 present modern-

puzzling many. W. A.
Digcins in his able book Layout 1n Ad-
.?.l.'ii_-_:i:ru_r speaks thus: “Modernism 18
ot a svstem of design—it is a state
_-m-.--ﬂ_f', it 1s.a naﬂwa] and whole-

against an overdose of
traditionalism.” It should be as if the
~orkman sa:d to himseli: “Forgetting
.11 the influences which I have been
all precedents that have gone
wefore. all rules I am supposed to fol-
' I take these letters and my own

oW,

1stic F'rc‘-'nr.! 15

= LA ko
= 1E IC acLion

o | 5
LNrougil,

inventive modern d;l}' creativeness and
P

proceed to be myse j.

Modern‘sm is not “an extravagance
and clutter of geometric ornament . . .
malformed _ctters in disorderly array”,
as some one expresses 1t, not a mass
nor mess of angles and antagonistic

slors: bur—SIMEBLICGITY.
Y 1

he real spirit of
modernism 1s em-

bodied here. far more strongly in this
group than in the topsy-turvy type
generally, and quite as erroneously,
claimed as expressing it. An address
on such problems reported in a display
magazine. gave this terse, staccato
statement regarding lettering particu-
larly and layout: “Modernistic is
smariy; modern is smart. There is a
difference. You can be modern, but
please don't get too modernistic. Let’s
leave out the fancy stuff . . .” How
true that is! Let these words burn
themselves into your brain; many times
they may help to keep vou sane and
safe, from going to extremes.

Good modernism has brought us
freshness and variety. But to anvone
who looks at much of modern art

Ehr::mgh the spectacles of common sense
It is seen to be absurdity. The arti-

fciality and complexity, the dizzy geo-
metrics and petty modernistic trickery
is sheer nonsense. The public gefs
satiated with too-spectacular color,
with queer design and layout, and oc-
casionally craves conservatism and
dignity for a change.

ARDWRITING is large-
ly a matter of details—small de:ails
that are seeming trifles, but none must
be neglected, for all go to make a per-
fect whole. Take the detail of colors;
the cost of the best obtainable being
so small on the individual job, why be
satisfied with muddy, cheap colors:
Just as also carefully made good letter-
ing takes but the smallest trifle more
time than shoddy workmanship; the
same number of strokes is necessary
in each. Then again, a few moments
spent in planning an effective layout
may greatly add to the selling value of
the finished card. Don’t overlook these
details.

ome may claim that

specializing 1s

an admission of weakness—that such
an one is not big enough to cover the
field properly as a whole. I contend
just the opposite—that it takes real
strength of character and will—power
to concentrate, to know all possible
about this one thing, instead of scat-
tering one’s energies and ability out
over many things. The trained man
wns, the figures all prove it; the man
who can really make sales through the
plate glass window. Only the really
efficient and competent survive. Effi-
cient? Yes, it has been shown that
even coal shovelers have had their efh-
ciency increased 300% by cutting down
lost motion, studying proper sizes and
types of shovels, ete. Know your stuff:

WI-JH.E;?-{R.?: o :
i i

— o
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{ Plate 5—‘Split combinaticn”
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or two-color background cards.
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Hm-.' MANyY cardwriters
complain “I haven’t an original idea
in .'Jl“t"'i.' head!” Where do ideas come
from anvway? Is there such a thing
as a ‘t‘t"':':-”}‘ ‘c';rriginal idea? Some _{Jf
our best advertising brains Insist
ihat there is not:; that what we fatu-
suslv delude ourselves into believing
creative thinking, is really little
i e stream of

is
more than idly letting th
memory float ‘h_u', now and then fish-
ing {Hl‘t one of these “ideas”. Car-
Ivle said: “That man is the most
oricinal who is able to adapt from
theL oreatest number of sources.

Ih.dﬂ not mean to condone the
practice of “swiping” a competitor’s
idea, of downright stealing a thing
and then hotly claiming it as your
own—that is mnot ethical. But to
lock oneself into a bare room, and
sit down with pencil and paper—
“cold turkey’—to hatch out new
ideas, or to stand at the bench and
all day long create fresh layouts,
new shapes, what not,—that is rath-
er a strain, to say the least. One
needs a primer, a starter, something
tangible—the stimulation of other
workmen's ideas to start vibration
in the brain cells.

U'SE the experi-
ence of others.
Fresh ideas are everywhere ; we fair-
ly stumble over them. Keep on your
toes, always alert for new ideas. Sat-
urate your mind with them, and train
it to develop them, not slavishly im-
itating, but using your own inde-
pendence of thought in conjunction.

e are all guilty

of too much
loose thinking, our mental cupboards

crammed with miscellaneous unre-
lated bits of knowledge. True, card-
writing seems sometimes to be made

~up of a mass of details, but strive

to classify your thoughts, classify
and pigeon-hole them in the differ-
ent compartments of vour mind; file
them away in your brain-cell index
in some orderly fashion, and time
will come when jolly mnew shapes
and corking color schemes will come
hopping through your mind faster
than you can use them.

o@e

“Oxford Group.” The card sec-
tions above and below are red, the
center portion is yellow. To be most
effgctive this red must be very bright
and vivid. Use palest gray lettering
on it, the display perhaps with white
highlicht. On the center portion
use black lettering and price.

“Hose Mended!” Midnight blue
card. Display orange, the small
lettering a light blue. The decor-
ations are metallic silver paper, cut
as shown and pasted into place.

“Black Persian.” The main card
portion is corn with black letters.
The narrow panels side and bottom
are gold. Rules are black. A spot
of light or pale turquoise is really
needed to give the right accent or
fillip to this scheme.

“Sero Tone.”  Midnight blue
card. The bullseye is a mount of
vellow edged light old rose, then
outside them a ring of vermilion, and
lastly emerald green. The rules are
dulled dark blue. “Sero Tone” is
black; “Interior Paint” old rose;
small lettering light or paled blue.

“Perrier.” Silver panel shape on
an orange card, the panel to be
edged and separated from the or-
ange by - rules of black. Or, the
main card may be silver, with three
narrow side panels mounted after;

this is probably best. Lettering
black.
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WF-: riave for consideration

1 this eroup modern cards of a dif-
ferent type—several of them com-
posed of vari-toned areas of mat-
hoard combined to form a pleasing
hackeround for the message. They
look simple; structurally they are
simple, no “arty” stutf; no compli-
cated or fussy design; but merely
what Frankl phrases as a “simple
shythmic combination of masses”.

Yet ofttimes it becomes a labored
struggle to secure this inviting ap-
pearance of simplicity—a la nn::.-('l—
ern. There’s no secret or magic
about it—it’'s merely the plainest
principles of good design, but it is
well-nigh impossible to formulate set
rules for this sort of thing, any more
than to present a universal “open
sesame’’ to other layout design, for
each card presents a different in-
dividual problem, and each card is
capable of interpretation in a num-
ber of different ways.

Distinctive modern show cards,
not sham or invitation, smart Alecky
modernism, are made by this rule
(another’s thought): “Simply—sim-
plicity ; simple things s‘mply done”.
Remember that!

Taking 753.507, in the extreme
lower right of the plate, as example:
our instant thought is for a primrose
lettered panel with orange bull’s-
eye and back panels of pebbled gold

perhaps. That’s a good combina-

tion, but suppose we change it a
bit: the lettered panel to be pea

green with black lettéring; the

bullseye orange—with white price
figures; the back panels purple with
black “shade” from the lettered
panel in front. Or again, the cen-
ter panel is dark blue, the bullseye
a striking bright blue—the blue
card stock called “Cascade” with
white figures; left panel silver, right-
and-rear panel magenta. Try all
three of these. For best effect, con-

__;'Lt—____msl—l)g—e—s——_—_—“’-‘

..:.

struct this with four planes; the
bull’seye is in front of all, with sep-
arating bits of wallboard between it

and the lettered panel, which is

plane two; then the left-hand panel,
and behind all, the tall right-hand
panel.

”ID%” is a black card with vel-

low main lettering; the side panels
may be mounted on the front surface
if desired, using stripes of cold
green—special-coat if necessary,
- “Borosco.” This may be either
a dark or light card—either will do
equally well, with & panel behind of
old rose—black band rules, and a
tall rear panel behind all of pale
lavender with darker self-color
rules, or blue rulés.

The four shoe cards need no ex-
planation, except to say that the
modernistic flower panels should be
well separated from the lettered pan-
els by half-corks or other means. In
the greatest majority of cases the
upright card is more desirable, the
landscape shape requiring too much
valuable window space—this espec-
ially in shoe windows as generally
trimmed.

In the group of four cards at the
upper left the larger main portion
of each card may be white with
black letters, the word ““SUITE”
or “54—as the case may be—with
inline of emerald green. The small-
er section may be yellow, black let-
tering, the largest with inline of or-
ange. Rules of tan separating the
two. ,

Or—the top shape—all white.
The price and “3 piece SUITE” in
black with loose outline of cold light
green. “Was $78” or “Pay down,
ete.” in brightest vivid vermilion.

Or, white cards; lettering all
black, the display with an inline or
highlight of light turquoise. The
price is edged closely with a bold
very light turquoise outline. The
rules in terra cotta.
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GARDWRITI}EG has been
classed as a minor art, a narrow
trade, but it need not be, to the man
who has vision and realizes its pos-
sibilities. You may have yearnings
toward commercial art or what not;
here is a work that is creative work,
pleasantly combining art with 11}154
iness and business with art. You
may never become wealthy, but will
surely be always busy; cards are a
sure source of bread-and-butter. You
have something the merchant needs
in a bad way; display cards of the
right sort cannot fail but bring
sood business to the merchant and
to you. Cleverness and mere artis-
tic ability may not carry you far,
but plain dependability will.

oo

A NARROW TRADE?

I contend, on the contrary, that a
man to be really versatile in this
line must be almost a “jack-of-all-
jobs”. The variety of work that
passes through one’s hands in the
general studio in the course of a
year calls for pretty all-around abil-
ity. Because of this, 1 have always
favored concentrating, if possible,
on card work, and getting efficient
in that, at least.

It is not narrow! True, it is in a
measure proscribed and  exacting,
but it is also exciting to the man
with breadth of view and vision;
the work holds great possibilities.
The amateur dabbler will not attain
high success—the feilow content
with a rude, ecrude little business.
Let him give himself a “college
course” in the work. Let him take
up color, and open for himself a
door to an absorbing study; let him
take up design; let him study lay-
out—thus he may open many doors

marcns 1IDeas %

and new avenues tor thought.

ET a sound knowl-

ﬂdge of vour

business. Don’t be satisfied with
only a smattering inkling of the pur-
pose of advertising. Don’t depend
on your glittering personality. Learn
more of the real know-how of vour

business.
a@e

he problem has

been raised re-
garding the influx of so many clever
arid artful young men crowding into
this field of work, whether the pro-
fession will be able to absorb them
rapidly enough. Have no fear, read-
er; there is always room at the top.
Be sure of that. There is no gain-
saying the fact that the schools are
turning out many new workmen
each year, but the trade needs them,
must have them; of this number a
proportion have maggots in the brain
and will never amount to much any-
way; or are always looking for some
cheap, easy way to success; they
should never have climbed out of the
cradle. The beginner who plans to
build a future on straight thinking
and sound sense, not trickster me-
thods; who with skilled brains be-
comes a creator of ideas, not a copy-
cat nor a gnat-brained, progress-
blind “mechanic”; the one who re-
solves to develop a twelve-cylinder
mind,—there will always be room
and always a demand for such a

man.
Y
What have you to sell? ABC’s let-
tered on cardboard, or—IDEAS?
Don’t sit around racking your brain
for new tricks, but use—adapt—

profit by the proven “pullers” here
presented.
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ue sEsT of sales
copy may go unnoticed and unread
unless properly presented through
forceful or attractive layout and
color. What are the hidden quali-
ties in the merchandise, and what is
the essential selling thought? It
has been variously estimated that
the average pedestrian spends 4 to
7 seconds passing or glancing at a
window display; the card, by its
color—its snap and sparkle—or out-
standing novelty nature may be util-
ized as a bright spot for eve focus
to induce pausing longer for an in-
spection of the goods; or the card
may be merely a “clincher” to the
sales appeal the wndow display has
made; in either case it must work
fast.

ith the layout

faculty properly
trained, the cardwriter on reading
over the copy presented to him,
should almost instantly see the var-
lous points to be emphasized and
featured group themselves, so to
speak, into suitable and logical lay-
out arrangement on the blank card
sheet before him. There should be
no need for fumbling, for head-
scratching, no groping about for
ideas. Layout is the heart and
“soul” of the card, the secret of suc-
cess in this profession. Perfect
finish, hair-line serifs, graceful
swash letter curves avail little—if
the basic composition be lacking.
:":';tud}’ layout first, then color, and
It may be you will find that letter-
Ing has come naturally while vou
were mastering the first two essen-

tials. °@e
“Sal  Hepatica.” Purple card.

i

____________—_———‘——""__'_‘—-D———c—-—___

White display with capitals S and
M in corn. Small copy also white.
Rules black.

“Rothwall.” Black stock. Display
pale rose or magenta with inline of
white. Smallest body text in cream.
Dot decorations or rules in gold.

“All Wool.”” Maroon card. Display

and price in white; the little letter-
ing in light or medium lavender.
Rules are vermilion.
- “Velour.” White card. Midnight
blue or black lettering contrasted
with two dainty pastel colors, as pale
turquoise and palestan.

“Arabian.” Midnight blue card.
Display in a light yellow orange,
with white caps, A and C. Italics
above and omne ‘word before, also
white but not too heavy so as to
detract from the display. Small let-
tering, also the rules, in medium
light blue—ultramarine reduced with
white.

“Emerson.”” Tan stock. Display in
cream and caps S, S, and W, to
sub display below cream. All other
letering black. Black rules with
vermilion hairline rules against.

“Stain-Proof.” Black card. Dis-
play medium lavender. Small let-
tering green. Rules are a band of
gold with a line of orange against.

“Reopens Nov. 1.” Silver card—
black lettering. Rules of magenta.
The lettering may be shellacked to
give it a gloss. 1 often do this on
gold stock.

“China.” Black card. The small
copy is olive green; the display is
dark yellow with a bit of this samne
green in. Rules are olive green.

o@e

If rushed for time, fall back on the
book ; but my advice is to work up
your own ideas also; to originate; to
do your own thinking !

A
e T
el
i
!

T s e e
e e e e
i i R et el

=

Gt
e :

SR aneiann Lk g

e S M e

] .\,":l,--"5

e B R o
E R o

T

i

S R
£

L

I A e i
A
it

T
5

s
o e e
B
o e
o

e

&.
e

R
S
iy

......

e




.
o U e

LT TR Tl
e e R "
SR _J}&z‘l‘,:..:.l_:_.,_,,_
£ A et il b e e T ; .

; S ————

e et T i i o
e

—1 = '
T g o i

il 3 -
= a - - - - r d
g _:-':.:,2.._‘;_!'4-'-"‘-'.5__ - - = Mg —
P e e g o T - a.
ey T e ';I" T maoof T
17 s i .—.--—n:-!_____ e o A —.a g =
.
= L = e e g I
. r - ==

e — = -
- — = _"'r‘"-'_-__— P

il cnm ™

e ——

e il B ey . s g

e —_—
IR -

s

IT WILL DO you no gﬂﬂd
to lav this book up on the shelf to
accumulate dust. It must be stud-
ied to benefit you.

The endeavor is to give helpful,
practical common-sense layout sug-
oestions; only in such will the great-
et majority find substantial profit.
You are urged to borrow these ideas;
they will help you " get by” in a
rush, and perhaps raise the level
of vour work. There is no desire
to stuff the beginner’s mind with
masses of new ideas, nor on the
other hand—too 1eady-made layouts,
but rather to show the pl"iI’lCiplES
and encourage him to do some real
thinking for himself. Let him get
the idea, then apply his own intel-
ligence.

The beginner is advised to stick to
the definite examples he has before
him here, not attempting new ar-
rangements before he is sure of his
ground, lest he get into bad design
and too-bizarre effects. The veteran
may, with a flip of the pages, find
a new idea come to him in a flash
from somewhere, suggested only by
the literal layout which he sees be-
fore him. When thus rightly used,
the book will not stultify but stimu-
late the mind—in one case will
train, in the other merely suggest.

In the examples shown all the
cards except ‘“Bokar,” “Shirt Sale”
and “Budget Plan” are cut-out pan-
els mounted and preferably set out
away from the background by bits
of wallboard between; with the three
ﬂﬁmﬂd; the cards have openings cut
with the contrasting color card show-
ing through from behind.

Many times little real necessity
exists for such panelling other than
that it makes a more interesting
card and so will help to lift it out
G.’fﬁ' the commonplace. Again, a defi-
nite need ma;r" almost demand it, to
Segregate minor points from the

. must have a rea-

son for being, must look naturally

L
and spontaneously dore, or* else

leave it alone.

“Dermitt.”” White panel mounted
on light brightest blue card, the
curved bars of shellac or a dmrkey
blue than the card itself. Or, the
panel may be cream (pale) edged a
softened dull green, almost pale;
black letters; mount on olive green
with shellac bars.

“Bokar.” Dark mottled blue
stock with cut-out for primrose be-
hind ; edge these cut-out panels with
orange inside; the display is pale
turquoise.

““Comfort.” Midnight blue stock.
Panel of primrose stippled pale
vellowish green; edge the panel
white, and outside this on the card
with broad golé band. The diag-
onal band across is of medium light
blue. The display is orange edged
gold. Panel lettering may be dark
green. Or, the card may be purple:
panel yellow edged heavy gold, then
another heavy outline of black out-
side around it on the card; bars are
emerald green. If there be no out-
side display (using a large panel
only), letter the display on the pan-
el in vermilion edged white.

“Trend of Fashion.” Silver
card; white rules; panel of laven-
der or purple—Or, maroon card;
rules gold; panel special-coat of
light yellowish green if you have not
this color in cardboard; black letter-
ing, plum colored caps. Or, silver
card; mount of black, with one or
two caps in an emerald green, other
lettering in white.

6% " Midnight blue card;
white panel ; midnight blue lettering,
but “5%” in vivid vermilion; rules
lavender.

“Arrow Collars” and “Fashion
Tablewear” may be transition ef-
fects, greens, blues, or “hot” colors.
Or, simply use primrose panels or
ultramarine blue stock, with black
wide-spaced rules set out, or tur-

quoise or other medium light blue
rules,

e e — —

Plate 10—Cutout or mounted panels—try these.
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TI—IE LavouTs in this

plate are all very simple—yet mod-
ern in spirit. Not every one prac-
tical on wider cards, it may be—if
not, don’t force them. Often a lay-
out idea which we feel has real
merit and possibilities, we must re-
ject because of its awkwardness on
the stock-cut size of card; such a
].:1}'|_:t1t 1S ft*t‘.'qlic'ﬂtf}‘ made workable
by narrowing the card decidedly:.

The design should present itself
s a unified whole, with copy in a
pleasing contour or silhouette to in-
vite the eye, avoiding an irregular,
choppy arrangement; no suggestion
of see-saw; lots of “air” around the
caption and sub display for accent
and quick legibility. There should
be an easy follow-throngh for the
€ye, a sense of movement, of going
some place or leading the eye some-
where—"‘eye-travel” best describes
the action. With your blank card
before you, make a few tentative
rhythmic lines of movement with
charcoal—block out faintly your
copy masses, then pencil in and rule
the lines.

Now consider colors : sharp con-
trasts. Put in your dominan: color
first. Try for sparkle — sparkle
and snap—contrast. Don’t let the
sub display or other counter attrac-
tion pull too hard against your main
display. A sprawly, spotty piece,
poorly planned—wil] fumble the
message in trying to pat it across.

Real sales stuff sits

: | in these color
Jars on the bench befors you: with a

complete keyboard to your color
P1ano in orderly array, you may play
your theme of salesmanship. Armed

with proper color knowledge, put
your color on with a dash, frankly

5

and boldly. confident of results to
your client and of profits and goo(-
will for you. Yet be not extrava-
gant, remembering that with color
as with food “the sauce is move than
half the dish”. Again: it's not ep-
tirely the brand of colors you choose.
bu: more in the way vou use them.
And yet again: the rule should be in
the eve more than in the book.

Above all—remember the power
and effectiveness of simplicity.

o@e

“Sale Coats.” Black card: feat-
urg lines and “Save” below are light
vellow with inline®of white; smal]
copy medium gray. Rule bars are a
dull softened light blue.

“Peppy.” Black card stock. Dis-
play is lavender Wwith inline of very
pale lavender. Small lettering cream.
Silver decoration.

“Buddha.” Special-coat a panel
of wallboard with a bright, light
snappy magenta. The aplikay bull’s
eye i1s yellow with ultramarine, or
lighter blue price with black inline.
Rule lines are white. Striking !

“Lawson.” Primrose card with
three pea green or emerald green ar-
rows. Black lettering. Outline the
display and price with a loose hair-
I‘ne of white.

“Figure Fabrics.” Pale ivory
stock, with light yellow green side
decorations; the card panel may
then be mounted on orange,

“Films:* Pale blue or seafoam
green card. Panel turquoise with
white letters: arrows orange.

“Real Spirit.” White or pale
cream card. Magenta flowers and
a light bright blue for the leaves

and stem. Rules of dark vellow.
Black lettering.

Witn cach pur-
chase of Two
Gallons of our

pladder

Plate 11—Simplicity is the keynote of modernity.
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ENTIRELY too much em-
phasis, generally, is placed on the
importance of mechanical skill.
Workmen whose letter finish is about
perfect may produce cards that as
selling -advertisements are “flops”™.
It’s not the letter one uses, but how
he uses it—the composition or lay-
out—that makes or breaks one’s
work. In the accompanying plate
are various simple modern layout
ideas. Where is expert lettering
needed to add to their attention

value?

Must our cards

shout like the
carnival hot-dog stand man, with
drunken, crazy letters—to be mod-
ern? Is it so necessary to use the
ugly modernistic styles, freaky and
illegible, the ultra-bi<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>