


































































































































































































98 ltoOERNI STIC 

,,.,.,. ""Y h•• r • • •••· roohh· •Ill•• I•• •• .,..,..,,.,., 

............ ..... - ... ..;. .. 

'""' , ................... .,.,, .......................... .. ., "" ,,... J·•··•·""' .... 

"""'""' • \ ' ••• • • • "- ••• ••• '"""• ••• . w " "' ·-

.... __ ... _ '" ... .......... '1:. ""' ......... ... ...... ....... . 

t·-· --·-·-· ....... '"'· , .. , ':. ·- ............ ......... .... . 
utility, the cover is usually trimmed flush with the inside 
pages. For more distinctive effects the cover is allowed 
to overlap and is often supplemented with a single or 
double fly leaf cut from a lighter weight of the same 
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1-( lf\J/iAN 
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FIG. 19 
"Modernist" typography and design in a direct advertising folder. 
The initials on the left hand page and the entire right hand page 
were in color in the original. Note the very wide leading of 
the type, which is Ultra Bodoni. · 
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100 CATALOGUES 

stock. With an overlapping French fold cover, preserva­
tion of the deckle of the sheet on the bottom or on bottom 
and sides will add a decorative and luxurious note. 

Catalogues 

A catalogue is defined by Webster as "a list or enu­
meration of things arranged methodically." While this 
covers the essential purpose of the catalogue as a list of 
the goods produced or sold by a concern, usually illus­
trated and with accompanying descriptive comment , the 
form and function of the catalogue in present-day adver­
tising are somewhat broader than the definition indicates. 
It is not easy, in fact, under modern conditions, to say 
just where the booklet leaves off and the catalogue 
begins. Many concerns-automobile manufacturers, for 
instance---combine the " list" phase of their catalogues 
(the showing of models, parts, etc.) with a running story 
handled booklet fashion, thus retaining the best features 
of each, so to speak. So, too, a catalogue, if issued at 
regular intervals-quarterly or bi-monthly- may take 
unto itself something of the nature of the house organ 
(to be discussed in the next section) or even of the maga­
zine. In general, the trend among catalogue advertisers 
has been to get away from the conventional listing of 
goods-a list at best being rather unexciting reading­
and to liven up the material by the use of interesting 
pictures and of copy that is something more than a com­
pendium of bare descriptive facts. The catalogue, in 
sales terms, has gone in for active selling rather than 
mere order-taking. As against this, however, the good 
old mail-order type of catalogue is still very actively in 
the field, listing some hundreds or thousands of items 
and crowded to the edges of the page with illustrations 
and type matter. 
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So far as the question of design is concerned, the mail 
order catalogue can virtually be dismissed from con­
sideration. Here the problem is to get as many items as 
possible into the minimum amount of space, without 
regard to attention, legibility or any other such consid­
erat ion. To get any style into the design (apart from 
incidentals) is almost out of the question, since the form 
has become traditional. The people-and there are mil­
lions of them in the United States and Canada-who 
send for, and buy goods from, mail order catalogues are 
" used to" this form, so much so that any departure from 
it would be viewed with suspicion and distrust. Crowded 
type matter and commonplace illustrations are no deter­
rent to mail order catalogue reading as long as the illus­
trations are " realistic," the descriptive matter adequate, 
and the material as a whole reasonably well organized. 
Mail order catalogues, moreover, are usua1ly handled by 
shops specially equipped for this class of work and there­
fore able to turn it out at a price which makes it next 
to impossible for the average general printer to compete 
successfully for it. 

In many lines of business, prices and general condi­
tions are so constantly changing that the publication of 
the old style " permanent" catalogue has become uneco­
nomic. Smaller catalogues, published at more frequent 
intervals, are one of the means employed for meeting this 
condition. Another is the " loose leaf" type of catalogue, 
with binding so planned that separate leaves or even 
complete signatu res may be added to the original mate­
rial or inserted in place of material that has become 
obsolete. So, too, some concerns manufacturing a num­
ber of different lines of goods publish their catalogues in 
sect ions, one section for each line, these being so arranged 
that they can be sent out either singly or in combination 
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as the case may require . This helps to reduce mailing 
costs and also obviates loading up the recipient with a lot 
of material in which he may not be interested. 
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FIG. 20 

Facing pages, showing the placing of large and small illustrations. 
The illustrations are handled as units in the mass arrangement 

of the pages. 
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Generally speaking- and it is necessary to speak very 
generally on the subject because of the immense variety 
of material involved- the problem of the layout man in 
designing a catalogue i ~ two-fold: first, to make his text 
matter as readable as the length and nature of his copy 
permit ; a nd, second, to organize and arrange that mate­
rial by items or by subjects so that the reader can readily 
locate any item or subject in which he may be interested 
without the necessity of reading the text as a whole. A 
catalogue, in other words, shou ld be readable both as 
text matter and as a list. This ordinarily involves the 
use of a contrast ing bold face fo r headings, subheadings . 
first lines of important items, etc. Variety and relative 
emphasis are important in such an arrangement, and 
may be secured through proper choice of sizes and the 
use of roman a nd italic. It is important that the use of 
bold face should be confined to major items and not 
overdone, since otherwise it makes for a " spotty" page 
in which individual items a re not readily distingu ished. 
Too much display is quite as bad as none in this respect. 
Indention and the use of overhanging headings are other 
important means of emphasis. 

Illustrations will , of course, figure largely in the typo­
graphic arrangement. In catalogues of the more elab­
orate and expensive types , halftones in four color process 
are often used- in which case they will be the natural 
starting point for both the general plan of the catalogue 
and the typographic design. Much of what was said 
under booklets regarding illustrations and typography 
and their interrelationships will be applicable here. Cata­
logue illustrations are mostly fact illustrations, designed 
to give the reader the essential facts he may be expected 
to want to know about the product- size, shape, color. 
internal construction , mechanical principles, etc. They 
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are often supplemented with action pictures showing the 
product· in use and with suggestive " atmosphere" pic­
tures designed to sell the product indirectly-as an 
attractive view of a stretch of picturesque countryside 
may suggest to the city dweller or suburbanite the de­
sirability of owning an automobile. 

The size of catalogues varies according to material and 
the use to which they may be put. A size that will fit 
conveniently in the pocket, for instance, may be of ob­
vious advantage in some cases-though if the product is 
large, this size will somewhat cramp the illustrations and 
detract from their effectiveness. The more elaborate 
catalogues run to a larger scale, with 9 x 12 the effective 
maximum for most purposes. With catalogues contain­
ing a large number of pages, the size will naturally be 
planned to cut without waste from a standard size sheet. 

In selecting a cover, and in the general matter of 
binding, the handling the catalogue will receive is an im­
portant point. A catalogue that will be used in the com­
posing room of a printing plant, for instance, or one that 
will be referred to by garage mechanics, will obviously not 
want a white or light toned cover stock, nor will a fancy 
binding be in order. One cannot make such catalogues 
soil proof, but at least he can provide a stock that will 
not give maximum prominence to greasy thumbprints. 
Such catalogues should be bound for durability , with the 
binding usually reinforced and the end leaves (if any) 
"hooked over" and sewed with the outside signatures .* 
Catalogues, unless consisting of one signature only , are 
generally sewed, for the reason that a sewed book will 
lie open- a point that will be appreciated by any one 
who has ever tried to refer to a catalogue while telephon­
ing, for instance. 

~1. ;\o. 4S of thi~ stries ( " Making Dummie,; and Layouts") 
on the mak i n ~ of dumm ie<. 
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If lhe catalogue is intended for home or 1' front oftlce" 
use (as di stinguished from shop useL the question of 
handling, wear and tear, and utility in general will be 
weighed in the balance with artistic consideralions. and 
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FIG. 21 
Representative pages from an automobile catalogue of the "book­
let" type. Note again the handling of the illust rations. Page size 
of original 8 x lO!fz inches. T ypes: Caslon Old Face and Narciss, 

with main headings hand lettered . 
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a solution worked out accordingly. Some of the points 
suggested in the booklet section regarding cover designs 
will apply. 

FIG.22 

Two inside pages from catalogue of the " magazine" type, pub­
lished by a department store. Page size of original 9 :~: 12 inches. 
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FIG. 23 

Cover (above) and pair of inside pages (pp. 11 0-111 ) from elabo­
rate automobile catalogue, printed in four colors and gold. The 
catalogue consisted of paired pages of this nature, showing the 
car and its interior, with appropriate "period" decoration. Gara-

mond type. Page size of original 9 x 12. 
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House Publications 

House publications, or house organs as they are more 
generally known, are really periodicals issued by private 
concerns at more or less regular intervals-monthly, quar-
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terly, etc.- and varying in range from a four-page folder 
or small booklet to large and elaborately printed maga­
zines . They are of two general types : the internal , distrib­
uted to the employees of large concerns, including both 
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home and branch off1ces, or to dealers handling the line; 
and the external, sent to a mailing list of customers and 
prospects. The purpose of the former is to promote the 
general esprit de corps of the organization and keep all 
hands in touch with policies, selling points, new develop­
ments, etc.; the latter is, in effect, a private advertising 
medium having the advantage of regular publication. 

Regarding the layout of house organs, little may be 
said beyond the desirability of interesting arrangement 
and legibility. Most of the larger house organs follow 
the general style and format of the illustrated magazines. 
Whether a house organ will be simple or elaborate-and. 
if the latter, how elaborate-will usually be determined 
by the extent of the advertising appropriation. 

Books 

The board-bound book is the most formal and perma­
nent of all the various forms of advertising, and, because 
of the expense involved and the fact that business condi­
tions in most lines change so rapidly as to make a more 
flexible type of publication more desirable and effective 
for advertising purposes, is comparatively rare. Such 
books are usually issued in observance of an anniversary , 
on the opening of a new building, and in connection with 
other special occasions. They are handled as a rule in 
formal book style, but with more elaborateness in bind­
ing, illustration, typography and cover design than the 
ordinary book, and with an eye to the special effect they 
are intended to create. What has been sa id regarding 
book design in other books of this series may be take:1 
as covering the subject. 
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Position Advert;sing 

"POSITIO~" advertising is so called because, instead 
of being sent to the reader via a publication or 

through the mails, it is placed so that the reader comes 
to it. From the printer's point of view this division of 
advertising may be taken as consisting of car cards, 
window and counter display material, and posters. Bil1-
boards, electric signs, and "outdoor advertising" in gen­
eral belong under this head , but these need not be con­
sidered here as they do not involve the use of printing. 

Position advertising, as was sa id in Part I , is mostly 
the product of a comparatively limited number of spe­
cialized shops, only a small share of it coming to the 
general printer, and is therefore of less interest and 
importance from our standpoint here than publication 
and direct advertising. Much of it is produced by lithog­
raphy. Its design- posters perhaps excepted- is an art­
ist 's rather than a layout man's job, since it depends 
mainly upon " art work u in the form of illustrations and 
hand (or lithographic) lettering for its effect. For these 
reasons it will be dealt with here very briefly and more 
as something the student should know about as a matter 
of general information than someth ing he will actually 
be called upon to lay out. 

Cor Cards 

Jn common with other forms of position advertising­
and in contradistinction to publicat ions and direct ad­
vertising pieces, which are held in the hand-car cards 
are read at a distance. They may be read straight-on 

II J 
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or from an angle. Except for the poster type of ca rd 
such as one occasionally sees affixed to a board at one 
end of a street car, they are uniform in size (oblong, 
about 20 inches long by 10 high), are printed on card· 
board (which may or may not be coated), and are con­
cave in surface when inserted in position in the rack. 
Their competition is ent irely from the side, and they are 
read much of the time by artificial light- a point which 
may be of importance in the selection of colors. These 
are the "given" conditions with car cards. 

The main p roblem of layout is provided by the com­
petition. The design must have unity ; pictures and type 
(or lettering) must " tie together" into a single visual 
impression, or the ca rd will <~ go to pieces" and be lost in 
the shuffle. Because of the distance at which it is read, 
short copy and large type are in order. Color in illustra­
tions or background- preferably simple, strong color, 
handled in masses-will be the chief attention-getting 
medium. If the design does not hold together sufficiently 
of itself, bands or areas of color or black will be used at 
the sides or along the bottom to give unity and fend off 
left hand and right hand neighbors, very much as we 
sa.w that borders were used in newspaper advertising . It 
is essential that the motion of the illustrations and of any 
optical lines set up by the arrangement of the type or 
lettering shall be into the card . The side bands may be 
designed to reinforce this toward-the-center motion. 

Size and legibility in type-general posterish effect­
upper and lower case rathe r than caps, again for legi­
bilit y: these are the main typographic considerations. 

Window and Counter Displays 

Again distance , brief copy, large type, and poster 
treatmen t, wi th art work as the main medium of attrac-
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tion. These displays may be arranged in main and wing 
panels so that, when opened, they will stand by them­
selves; they may be supported by easels at the back; or 
they may be stuck to the display window, face to, with 
adhesive. The panel type are usually " cut out"- at the 
top following the shape of illustrations or decoration, or 
merely in some geometrical shape such as a half circle 
or half oval. 

For counter cards calling attentiori to some special 
item, straight black on white gives both conspicuousness 
and legibility1 with black on yellow running second. In 
the larger forms, the colored picture is " the thing." In 
arranging type or lettering for window displays, allow­
ance should be made for ample free space at the bottom, 
since articles will probably be placed in front of the 
display. 

Most window and counter display material comes 
under the heading of "dealer helps"-that is, material 
prepared by manufacturers or their advertising agents 
and furnished either free or at cost to retail stores and 
others handling their products as a means of stimulating 
local sales. 

Posters 

The common or garden variety of poster-theatrical 
and " movie" house posters, for instance- is not so much 
designed as put together, the essential ingredient being 
wood type. As with mail order catalogues, the style of 
such posters- if one may call it that- is traditional , 
fixed, and not to be monkeyed with. Smaller posters 
may permit of some degree of choice in type selection 
and arrangement-in which case the layout man will 
select a face that can be easily read at a distance and do 
the best he can with it. In general , however, type is 
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forced to give way to lettering, which will be of the 
broad, more or less "splashy '' and posterish sort. 

Long and short lines, arranged to give a well shaped 
mass and to accord with the sense of the copy, or simple, 
plainly arranged masses of type harmonizing in weight 
and texture with the illustrations are about all one dares 
to attempt in the way of typographic suggestions. 

Black on white, again, will give maximum readability, 
with fl at colors in masses for attraction. 
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VI 
Suggestions for Study 

T HE student who plans to go into layout work will 
naturally want to follow up this necessarily brief and 

very general consideration of the subject with more 
detailed study. A few suggestions are therefore offered. 
These are based upon this and other books of Part VII 
of the present series and involve the application of the 
principles that have been discussed ( 1) to the study of 
examples, and ( 2) to experimentation and practice on 
the student's own part. The latter is particularly recom-

. mended to students for the practical training it affords 
in analysis of copy, visualization, and the 1effective ar­
rangement of copy and illustrations. 

For the best examples for study, we may look, in 
general, to the work of the leading national advertisers 
and retail institutions in both the publication and 
direct advertising fields. Almost any of the nationally 
circulated magazines and large metropolitan dailies will 
yield abundant specimens of the former variety. Ex· 
amples of the latter are harder for the apprentice student 
to come by. He may, however, be referred to the direct 
advertising material issued by the manufacturers of 
paper, type, presses, composing machines and other 
printing equipment, much of which he will be able to 
obtain from his own front office. This is of general 
high quality because of the printer audience it goes to 
and also because it is largely demonstrational in char· 
acter. 

Mention should be made in this connection of the 
''Printing for Commerce" exhibitions held each year by 
the American Institute of Graphic Arts. These exhibi· 
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tions are, in effect, reviews of the best advertising print­
ing produced in the United States during the year pre­
ceding, the selection of specimens being based entirely 
upon printing quality. They are sent to many of the 
larger cities of the country following their showing in 
New York and afford students in those localities an 
excellent opportunity for first-hand examination of nota­
bly good work. A few private concerns in the printing 
and allied fields are now holding exhibitions of commer­
cial printing which it will be very much worth the stu­
dent's while to visit . 

The following questions are intended to suggest a 
general line of procedure in the study of specimens. 
While concerned primarily with space advertising, they 
will apply, with some few minor changes, to direct adver­
tisi ng also. 

General. Is this, in your opinion, a good advertise­
ment? Why (or why not)? What do you consider its 
main points of strength or weakness? Discuss its merits 
or defects: (a) from the competitive angle, (b) from the 
angle of its suitability to the class of people who may 
logically be expected to read it. What was it about the 
advertisement that attracted your attention? Wherein 
do you consider it superior or otherwise to other adver­
tisements on the same or adjoining pages? 

What is the purpose or the advertisement from a sales 
point of view? What particular selling angle is embodied 
in the copy and illustrations? Has the product a general 
or a limited appeal? Discuss the use and effectiveness 
of (a) the pictorial and (b) the typographic elements in 
carrying out the se1ling purpose. Wherein is the layout 
successful or unsuccessful in (a) getting attention and 
interest, (b) contributing to quick and easy reading? 

Form and arrangement. Is the advertisement sym­
metrical or unsymmetrical in fo rm? Is there any rea· 
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son apparent why it should be one rather than the other? 
Could it be recast in the other form? How?--or if not, 
why not? Make a thumbnail layout indicating how you 
would so recast it. lf you approve the general form but 
think the handling of details could be improved, make a 
thumbnail layout indicating suggested changes. 1£ the 
arrangement is unsymmetrical, point out how balance is 
obtained. Discuss the balance of masses, areas, color; 
the usc of motion if any. Wherein, if at all, could the 
advertisement be rearranged to make more effective use 
of the principle of motion? Trace the path which the 
eye will naturally follow in going through the advertise­
ment. Discuss the setting from the standpoint of (a) 
variety, (b) external and internal contrast. How has 
the layout man " touched the four sides"? 

Emphasis. Which element in the advertisement has 
been given chief emphasis? Why? Should it, in your 
opinion, have been so emphasized? \Vhy?---or if not, 
what element would you have used instead, and how? 
By what technical means has emphasis been obtained? 
What other means might have been employed in this 
case? How? Make a thumbnail layout indicating how 
you would handle these alternative arrangements. What 
elements are given secondary emphasis? How? Why? 
Discuss the use in the advertisement of (a) white space, 
(b) solid blacks, (c) color, (d) internal contrast. 

Typography. Name the type faces used in the adver­
tisement. Why, in your opinion, were these faces se­
lected? By what (a) practical and (b) resthetic con­
siderations do you think their selection was influenced? 
Discuss the handling of the text matter as regards (a) 
leading, (b) indention, (c) harmony of color and texture 
with illustrations, (d) relationship between text and 
heading, (e) sizes of type used, (f) length of line, (g) 
contrasting widths of type masses, (h) use of initials, 

"g"'"d ., Go ogle Ongmalfrom 
UNIVERSITY OF WISCONSIN 



120 SUGGESTIONS FOR STUDY 

(i) spacing, (j) general fitness to purpose-i. e., appro­
priateness and suitability. What other type faces would 
you consider as logical possibilities in this case? Why? 

Discuss the heading as regards (a) attention, (b) 
legibility, (c) relationship with illustrations, (d) relation­
ship with text, (e) purpose, (f) position in advertise­
ment, (g) use of contrasting faces or sizes of type or 
styles of lettering, (h) break of lines and sense. 

Discuss the use of borders and decoration, if any. 

If the student has any natural instinct or inclination 
for design , he will not need to be urged to experiment or 
to try his hand at actual creative work. He has a practi­
cally unlimited field for such experimentation. For ex­
ample: in every issue of every newspaper and magazine 
are numerous small advertisements, sent in at the last 
minute without a layout or even a rough sketch and set 
directly from copy by the composing room in any old 
type or types that happened to be handy at the moment. 
He can have a very pleasant and profitable time replan­
ning these, rearranging them with an eye to attention 
and legibility and specifying appropriate types. If he 
can set up some of his creations and have them criti­
cized-this, of course, without cutting into his productive 
time-so much the better. Direct advertising pieces are 
also constantly coming in to home and office which can 
be used as raw material for experimentation-and which 
offer vast possibilities for typographic improvement. 

If the student has any knack at lettering, he will find 
it worth his while to make tracings from type specimens 
of the larger sizes of some of the standard faces.--Caslon 
or Garamond or Bodoni, for instance-and to experiment 
on his own with letter forms or even with complete alpha­
bets. There is no better way of familiarizing one's self 
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with the character of a type and with the essential char· 
acteristics of letter forms in general. Tracing complete 
advertisements is also to be recommended for the insight 
it gives into balance, emphasis, use of white space, and 
general arrangement. By graying over such tracings with 
pencil or crayon, he can test the layout for balance, 
decorative c{uality of areas and edges, etc.* 

Experimental creative work will be of most profit if 
carried on in co.aperation with other students and under 
the guidance of a superior who can more or less direct 
the work and contribute advice, judgment and experience. 
lf enough men are interested, a class can be organized, to 
be held regularly once a week after business hours or in 
the evening. In most plants an executive can be found 
who will be interested enough and good·natured enough 
to undertake the job of " teacher," providing there is real 
interest in the work on the part of the prospective 
students. 

Such a class can undertake the study of layout in what 
the writer believes is the proper way to undertake it­
namely, by the " case system" method, the students being 
given actual problems to work out under conditions 
approximating those obtaining in advertising and printing 
offices. The principles of layout can then be studied in 
immediate connection with a specific case and with 
specific material, which is a far better way of impressing 
and absorbing them than either abstract or analytical 
study. Problems can often be taken from work actually 
in hand , the students thus participating in its creation. 
The problems will naturally progress from the simple to 
the complex. "Outside" work can be done by the stu­
dents at home and brought in for discussion and criticism 
at the class meetings. 

•.see Frank H. Young. " Ad,·erli$ing Layout." p;r.ge J9. 
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The following suggestions may perhaps be found help­
ful as sta rting points for such a class: 

( I ) Practice in layout. From the morning 's news­
paper, an old number of a trade paper, or any other pub­
lication that may happen to be handy , select an adver­
tisement that is typographically good and have the copy 
typewritten , enough copies being made to provide one 
for each student. The size of the space should be speci­
fied in picas or inches and the type of medium indicated 
( newspaper, trade paper, magazine: whatever may have 
been the source of the original) , but no clue given as to 
the original setting. Have the students lay out this copy 
for the space, specifying faces, sizes and widths of type 
and working out their own arrangements of heading, text, 
signature, etc. The resulting layouts should be brought 
in at the next meeting of the class, discussed and criti­
cized as to suitability of type selected, attention value, 
legibility , etc., and compared with the original. Alterna­
tive arrangements may be presented in thumbnail layout 
form. 

All-type advertisements will be the best for the first 
few attempts. Later, illustrations may be added to the 
problem. An easy way of doing this is to get enough 
copies of the morning's newspaper to cover the class and 
dip the illustration (or illustrations) from the advertise­
ment selected, giving a copy to each student to paste in 
position in his layout. Students should be given the 
option of enlarging or reducing the illustration if and as 
they wish , indicating any changes in size in pencil on their 
layouts. 

( 2) Practice in arrangement. Provide enough copies 
of the Saturday Evoting Post or any other publication to 
go round , select a good advertisement, clip it from each 
copy, and cut out the various parts or elements-head­
ing, illustrations, text, trademark , signature, logotype, 
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etc.-giving each student a complete set. The parts 
should be clipped close so as to give as little hint as pos­
sible of the original arrangement. The students should 
then draw on paper a rectangle the size of the type space 
occupied by the original-9~ x 12~ inches or whatever 
the case may be-and should arrange the elements within 
the space in what they consider to be the most effective 
manner. The variety of arrangements that result will be 
surprising. Students may rearrange the type matter if 
they desire, changing from single to double column, for 
instance, or using a larger or smaller size of type, indicat­
ing the changes on their layouts. If a different size of 
type is used, however, the student should compute the 
space it will occupy. 

A third such "exercise" that will give good practice is 
to pick a suitable space advertisement and recast it in 
the form of a folder or other direct advertising piece. 
One with several illustrations, such as a department store 
fashion advertisement, will be found best for this purpose. 

Recasting a symmetrical advertisement in unsymmetri­
cal form, and vice versa; removing the border from an 
advertisement and rearranging it without, with elements 
placed to 11touch the four sides; " working out alternative 
arrangements of the same material ; rearranging material 
to incorporate the principle of motion: all these and 
many other similar points can be made the basis of prob­
lems that will incorporate one or more of the principles 
of layout and that will furnish good fun for the students 
as well as practical instruction and training. 
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Layout in Advertising. By \V. A. Dwiggins. Harper & 
Brothers, New York, 1928. 

Probably the most complete, authoritative and readable 
work on the subject that has yet been written, covering aU 
phases of layout. Illust rated with drawings and sketch 
layouts by the author. 

Advertising Layout. By Frank H. Young. Pascal Cov­
ici, Chicago, 1928. 

Advertising layout from the standpoint of the agency art 
director. Deals entirely with publication advertising, with 
illu minating discussion of technical principles. Illust rated 
with sketches, drawings and actual advertisements. 

The student should follow the trade papers in both the 
advertising and printing fields-Printers' Ink, Printers' 
Ink Monthly, Advertising & Selling, American Printer, 
Inland Printer, Printed Salesmanship, etc .~for articles 
dealing with layout. 
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Addressing Machine. A machine for addressing en­
velopes or advertising matter in quantity by means 
of metal or paper stencils carrying the name and 
address of the recipient. 

Advertising Agency. A concern engaged in the prepara­
tion, design and placing of advertising. 

Advertising Campaign. A series of advertisements or 
pieces of direct advertising having a single common 
sales or publicity purpose. 

Advertising Commission. The commission paid by a pub­
lication to an agency on the advertising placed with 
it, usually 15 per cent of the gross amount charged 
for the space. 

Attention Value . The ability of an advertisement or of 
the display matter in an advertisement to get atten­
tion as a preliminary to reading. 

Class Papers. Publications designed to appeal to a par­
ticular class or stratum of the buying public. 

Copy. Any manuscript or typewritten matter that is 
intended to be put into type. 

Coupon. A part of an advertisement or mailing piece 
designed to be filled in, detached and mailed to the 
advertiser by the recipient. 

Coverage. The amount or proportion of circulation a 
publication has in a given locality or area. 

Dealer Helps. Advertising matter prepared by manufac­
turers or their advertising agencies and furnished 
(or sold ) to dealers handling their products. The 
term is also used for electrotypes or stereotype 
matrices of advertisements similarly furnished or 
sold to dealers. 
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Display Advertising. Space advertising that is set in a 
characteristic type style of its own as distinguished 
from classified advertising, "want ads/' and other 
advertising that is uniformly set. 

Display Matter. A term applied to lines of large type, 
hand lettering, italic matter, logotypes, etc. , as dis­
tinguished from text matter. 

Double Spread. Two facing pages in a publication, or 
an advertisement occupying two facing pages. Prop­
erly, the two facing pages in the middle of a signa­
ture where the advertisement may run clear across 
without regard for the gutter margin. 

Dummy. A plan of a booklet or other piece of printed 
matter, prepared to show the buyer what the piece 
will look like in finished fo rm. Illustrations and text 
matter are usually sketched in or indicated. Dum· 
mies are also made up to show the stock that will 
be used in the fi nished piece. These are known as 
"stock dummies." 

Follow·up. A letter or piece of printed advertising sent 
out on the heels of a preceding piece and designed 
to increase the returns from it. 

Form Letter. A letter printed by multigraph or letter· 
press and mailed out to a list of customers and 
prospects as advertising matter. The recipient's 
name and address and the saluta tion are often " filled 
in" on a typewriter in a style to match the text. 

Layout. The graphic plan of an advertisement, loosely 
used in general parlance to cover anything from a 
rough sketch or '1visual'' to a finished ucompre· 
hensive layout. '' In this book it refers particularly 
to the work ing plan prepared by the designer or 
layout man for the guidance of whoever is to put 
the advertisement into type. 
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Logotype. Usually the name of a product or service, 
lettered (or set in type) in a characteristic style so 
as to make it readily identifiable. May also apply 
to the signature of a concern when similarly handled. 

Mail List. A list of names of customers and prospective 
customers to whom direct advertisi ng matter is sent. 

Mail-Order House. A concern doing business with its 
customers by mail-that is, through letters and ad­
vertising pieces. 

Mass Advertising. Advertising intended for the gene ral 
public as distinguished from "class" advertising in­
tended for a particular group. 

Medium (plural, Media). A publication (newspaper, 
magazine, ti"ade paper, etc.) in which an advertise· 
ment is placed. Used also of different forms of 
advertising, as newspaper, magazine, radio, outdoor, 
etc. 

Motion. ( l ) The apparent movement of an illustration. 
( 2) The arrangement of the elements of an adver­
tisement so that the eye is automatically led from 
one to the next in the order desired by the advertiser. 

National Advertising. Advertising designed to cover the 
entire country or the greater part thereof, as dis­
tinguished from local advertising. 

Optical Center. A point above the mathematical center 
of a space which, due to optical illusion, appears to 
the eye as the actual center. Also sometimes called 
the apparent center. 

Prospect. A prospective or potential customer. 
Pulling Power. The ability of an advertisement or piece 

of direct advertising to produce returns in the form 
of sales or inquiries. 

R everse Plate. An engraving in which the usual ar­
rangement of blacks and whites is reversed, a line 
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of type, for example, appearing in white against a 
solid black . background. 

Rough. A preliminary layout , usually hardly more than 
a rough sketch of the general plan. 

Self-mailer (Self-mailing Piece). A mailing piece (us­
ually a folder or broadside) so arranged as to require 
no envelope. One face of the piece is used for the 
address and corner card and the folds are held to­
gether by means of a clip or gummed sticker. 

Selling Point. A special point or feature of a produc:t 
that is stressed in the advertising copy as a reason 
for buying. 

Service Charge. Charge made by an advertising agency 
to a client in cases where no commission is paid on 
the advertising or where the commission received is 
insufficient to cover the costs of preparation. 

Stu!Jer. Trade term for small advertising pieces de· 
signed for insertion in an envelope or package. 

Testimonial. A letter or statement from a user (or al· 
leged user) of a product, extolling its merits. 

Thumbnail Layout. A miniature sketch layout, generally 
used as a means of working out the fitting together 
of the parts of an advertisement. 

Trademark. A distinguishing mark or device for a prod· 
uct or a service, of which the right of exclusive u;,e 
is given by law to the owner. 

Trade Paper. A magazine issued in the interests of 3 

particular trade or profession. 
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T HE following list of publications, compri!iing the U. T. A. 
Typographic Library, formerly the TYI'OGRAPmC TEcU!<iiCAL 

SERIES FOR APPREYTICES, has been prepared under the supervision 
of the Commillee on Education of the United Typothetae of 
America for use in trade classes, in courses of printing instruction, 
and by individuals. 

Each publication has been compiled by a competent author or 
group of authors, and carefully edited, the purpose being to pro­
vide the printers of the United States---employers, journeymen, 
and apprentices--with a comprehensive series of handy and in­
rxpensive compendiurils of reliable, up-to -date information upon 
the various branches and specialties of the printing craft, all 
arranged in orderly fashion for progressive study. 

The publications of the series are of uniform size, 5 x 8 inches. 
Their general make-up, in typography, illustrations, etc., has 
been, as fa r as practicable, kept in harmony throughout. A brief 
synopsis of the particular contents and other chief features of each 
volume will be found under each title in the following list . 

Each topic is treated in a concise manner, the aim being to 
embody in each publication as completely as possible all the 
rudimentary information and essential facts necessary to an under­
standing of the subject. Care has been taken to make all state­
ments accurate and clear, with the purpose of bringing essential 
information within the understanding of beginners in the different 
fields of study. Wherever practicable, simple and well-defmed 
drawings and illustrations have been used to assist in giving 
additional clearness to the test. 

In order that the pamphlets may be of the greatest possible 
help for use in t rade-school classes and for self-instruction, each 
title is accompanied by a list of Review Questions covering essen­
tial items of the subject matter. A short Glossary of technical 
terms belonging to the subject or department treated is also added 
to many of the books. 

These are the Official Text-books of the United Typothetae of 
America. 

Address all ordet5 and inquiries to DtPART:\IE:-IT a.· EouCATI0:-1 , 
UNITEO TYPOTIIETAE a.· AMt:RE CA, Washington, D. C .. U. S. A. 
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PART !-Types, Tools, Machines, and Materials 

l. Type : a Primer of Information . By A. A. Stewart 
Relating to the mecllanic;tl features _of print i n~~; tnll'>; their ~ize>. fun! 
schrmes , etc .. ,.· ith a brif'l de!;Cript iOD of thcLr tnanufact u..., . H L'L>. ; 
illustrated: H review question;; 11!msary. 

2. Compositor's Tools and Materials . By A. A. Stewart 
A primer of inform;uion about compos in~~: s tick>. ~~:alleys. lead,;, bras5 
rul es. cull ing and miteri ng m:u:hines, etc . 47 pp.; illustrated ; 50 rev iew 
ltu.:stion5 ;gL~ry. 

J. Type Cases, Composing Room Furniture 
By A. A. Stewart 

A pr imer of information about type ca~. work stand~. cabintts, ca3f' 
racks, salley racks . standing galle)·s. e tc. 43 pp.; illustrated: 3J ...,dtw 
questions ; l!lihSa r}·. 

4. Imposing Tables and Lockup Appliances 
By A. A. Stewart 

Describi n11 the tools and materials used in locking UL> form; for tl•e 
pre~>~~ . including sot~ mod~rn utilities for ~[>l'(: ial purpo_,.,s. 59 PI> -: 
ill ustrat rd ; 70 rel'iew tt ll ~tion~; ~tiossary 

5. Proof Prea1es . . . . . . . • By A. A. Stewart 
A primer of information about the customar}" method.. and marhines lot 
ta kin11 j>ri nl~l$· proofs. 40 pp.; illustrate-d; 4 1 rnie .. · qu Mtions: 
glO«Sary. 

6. Platen Printing Presses • . . . By Daniel Baker 
A primer of information regarding the histor).' and mechanical con· 
s tru r1iun r>f ]>latenprintin'l"t•res<es.from tbeon~:inalhan:lpre:~~; tothe 
modern job pre~s . to whkh is adde-d a chapter on automatic pre>se:i of 
small • in. SL pp. ; illustra te-d ; 49 rev iew question~ ; g\osoary. 

7. Cylinder Printing Presses . . By Herbert L. Baker 
Bt•inl( ~ Slllfl)' r>f th~ mrchanism and Oj)(' ration nf th~ principal type.~ of 
cylinder printiug machines. M pp.; ill u~ tratf'<l: 47 ll'View <IUI"Stions ; 
giOS!;ary. 

*B. Mechanical Feeders and Folders 
By \Villiam E. Spurrier 

T he hi•IOry and operation of moder n ffidin~ and folding machine-;; wi! h 
hints on th~ir car~ and adjustments. l llu>trated: rf'v iew que~tion •: 

glossary. 

9. Power for Machinery in Printing Houses 
By Carl F. Scott 

A treatise on the method-; of applying power to printing presse!i and 
allied mncl>incry. with t>ar ti cular rtfercnce to elet:trk drh·e. 5J c>p . ; 

Hlustratf'd ;69...,viewques tioM;glossary. 

10. Paper Cutting Machines 
A primer of information about paper and card trimmer~. hand-le\"er 
CUIIfTS. l:'llw~r cullers. anol other autonmtic machines for cutting P~l'<'r. 
70 pp.; o!l ustratf'd: 11 5 rcdcwquestions; g~ary . 

II . Printers' Rollers . . . . . . . By A. A. Stewart 
A primer of informatt r:>n anom the com]>OSition. manufacture. and rare 
ofinking rolltrs. 46L>i>.: illu•tral ed ;61 reviewquestions; glos.>ary. 

"lnl'rt parat ion. 
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Part 1-(Continucd)-Papu and Printing Plat es 

12. Printing Inks . . • , , , , , By _Phil ip Ru~t ':Ht 

7;~~· ci~;~\:''~~~-s~~'f':i~~i · s~~;~ m~~~~::~t ~~e s~!~~~~;J;)1: 1 ;~~~h~~·'!.:~h 
..omr. helpful su~Q:~tions about thl" ew•ryday use of printin11: lnks by 
l 'hilip RuJton. 80pp.; 100re\'icwqu..stion5; gl~ary. 

13. How Paper is Made . By Wil li am Bond Wheelwrigh t 
.'\primer of information about the materials and tJroc..s..<es of manufac­
tutin~: [l.lpN for printing and writing. 6S flp.; illu.Hratetl; 61 tl'View 
questions; glossary. 

• !4. Relief Engravings .. , . By J oseph P. Donovan 
Bril"f history and non-technical de5eription of modern methods of rn· 
graving; " ·oodcut, ~inc plate. halftone; kind of copy for rrproduct ion: 
things to remrmber when ordering engravings. I llustrat~d : re~iew quu­
tlons: glo;osary. 

15. Electrotyping and Stereotyping 
By Harri s B. Hatch and A. A. Stewart 

A primuofinformationahout th e proc~ oftlectrotn>ingandsteren­
typing. 94 pp,; illustrated ; 129 ft'\'iew qutstiOn5; glossary, 

PART 11- Hand and Machine Composition 
16. Typesetting , . . . . . . . . By A. A. Stewart 

:\ handbook for bt-ginnrrs. Ri,·ing information about justifyin l{. ~pa c i ng, 
correctin~. and oth~r n1DIIrn re lating to t rpese!Ling, I llu~ t rated; 
..,view QUC!'tion~; gl(l!;...a.ry. 

17. Printers' Proofs • . • . . . . . By Hugo J ahn 
T he method• by "·hich they are m~d~. marked. and corrected. with 
o~n·ationson proofreading. 1!1ustratrd; rtview questions; glossary. 

18. First Steps in job Composition . By Camille DeVece 
S Uiitlff~ t ions for the apprrntic~ compOI!.itor in ~\lin~: his first joM. 
~~f)l'dally about the important li n le thinl{s which go to make good 
di>play in trpos:raphy. 6J pp.; I"Umples; 55 n:•·i~w qu..stions; glo;,sary. 

19. General Job Composition , , . , 
How the job compo-5 itor handlii'S busin es>; ~t11tion~r) .. programs and 
miscrllanrous "·ork. Illustrated; n:'' iew quest ions ; ll105!ary. 

20. Book Composition . . . . . . By j. W. Bothwell 
Chaptrn from n.,nnne"s " Modern :\l l"thods of Book Composi tion," 
Tfvi>M and arrail'~ed for th is seri~ of te.~t-books by J. W. Bothwdl of 
T he 0..\'inne f' reg, New York. Part I : Composition of pa~es. !' art 
11 : I mposition of pag"'!. 129 pp.; illustrated; 525 review queo; tion~; 
~10$..-ary. 

21. Tabular Composition • . . . . By Robert Seaver 
A study of the element ary form~ of table composition. with examples of 
more difficult com[JOSition. J 6 pp.; enn>ples; 45 re\'itw question~. 

22. Applied Arithmetic . . , . , , By E. E. Sheldon 
Elt mentary ;orithmet ic applied to problems of the printin11 trRdf. ca:­
culation of meterials. paper "·ei;thts and sizes. with standard tables and 
rules for computation, each subject amplified with eumpl~ and 
uercises . 159 pp. 

"In Preparation 
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Part 11-(Continued)-Afachines 

*23. Typecasting and Composing Machines 

~\\E ~:\i:¥r:Y:~~:;ro,:. · .•.•.•.•..•.•• A • ':;·[~);~!:J~~ 
Srct ton IV- Otller T)'J"/eUSttng and Ty~tting Machine11 

f:!~~~~ca~i~~:fnci~~~ty~d 11~ra~~~~~"inu~:~~ed~~i;~f£n~ q?~~i~;;1 

PART lll- l mpositirm nnd Stont'work 

24. ~~king Form~ for the J ob P ress, By Frank S. Henry 
l htngs th~ apprenttce should know about lock ing up small form s. and 
about general work on the •tone. mu~trated; re"iew questions; 
glo.ssa ry . 

25. Preparing Forms for the Cylinder Press 
By Frank S. H enry 

Pamphlet and catalog intpOS.ition ; margin~; fold marks. Nc. M<"t hods 
of h~ndling t)'pe form~ and <"lcctrotype form$, l11 u•t rattd ; review 
quesuons;gi0$_'<11<)', 

PART IV- Presswork 
*26. Making R eady on Platen Presses . By T. G. McGrew 

T heess<"ntialparuof a press and their func tions: distinttl\'e featur~of 

~':s~!~.1Y u~~la;i:~h~~· o'~~~~;i~;~ ~~~in~n~~~~~~.'e:~~at!~~e rthlt~~; 
explaintd. lllus trattd ; ' " ' 'iew questions : glossary. 

*27. Cylinder Presswork , . , . . By T. G. McGrew 
l 'r<'paring the prcM: adjuMment of bed and cylind<"r, form rollers. ink 
fountain, gripJM.'l'S. and deli\'l'ry systems. Underlaying and O\'trlaying; 
modern O\'erlay methods. l Uu;;t rated; re\' iew questions; glossary. 

28. Pressroom Hints and H elps • By Charles L. D unton 

~~~~ft~ ;:~~~m~:~~it:~la~:~h~• a 
0~·a~i~~~"~,~~\~g.;~~ ~~~~~~ 

87pp.; 176rc,·iewqutstion5. 
29. Reproductive Processes of the Graphic Arts 

By A. W. E lson 
'' pr imu of information about the distineti,·e features of the relief. the 
inta,~~;lio. and the plan()j!:raphic proce~~ of printing. 84 pp. : il\us· 
trattd: I OOreviewquest ion;;;g!~ry . 

PART V- Pamphlet and Book Binding 
30. P amphlet Binding . . . By Bancroft L. Goodwin 

A primer of information about the \'arious Ol:>eration~ employed in 
binding pamphle ts and other work in the bindery. l llust rattd ; review 
ques tiOn5;glO$..<aTy. 

•J n Preparation 
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Part V-(Continued)-Book Binding 

*31. Book Binding • , . . • . • By John J . Pleger 
Practical information about the usual ~rations in binding books; 
folding· gathering. collat in~t , :;ewing, fon.-arding, ftni~h ing. CIISl: making 
and c~·in books. Hand work and machine work, Job and blank· 
book binding. Illustrated; review qutStions; slossary. 

PART VI-Correct Literary Composition 

32. Word Study and English Grammar 
By F . W. Hamilton 

A primer of information about wonh, their relation, and their uses. 
68 pp.; 84 re•·iew qU~tions; glOMary. 

33. Punctuation • . • • • • • • By F. \.Y. Hamilton 

~&ri~r~~~~a:i':;:l~a!~o: ~)~a~~~k~l~~~~ ~~ ~~u;.~twi~~v~~ ~~~~.:::;· 
glossary. 

34. Capitals . . . . . . . . . By F. W. H amilton 
A primer of information about capitalization. with rome practical typo. 
graphic hints as to the usc of capit<~ls. 48 pp.; 92 tev iew qul:!! tions; 
glossary. 

35. Division of Words . . . . . By F. W. Hamilton 
Rules for the division of .,.-ords at the ends of line. with remarks on 
~lling, syllabk<~tion andtlronunciation. 4Z pp.; 70revie.,.·questions. 

36. Compound Words . . . • • By F. \V. Hamilton 
A study of the principles of compounding. the components of cOm· 
pounds, and the UO!e of the hyph~ n. 34 PJI.; 62 review questions. 

37. Abbreviations and Signs . • . By F. VV. H amilton 
A primer of information .:tbout abbreviations and s\gns. with cla.ssified 
lists of th~ in most common use. 58 pp.; Jl re•••ew question~. 

38. The Uses of Italic • . • • . By F. W. Hamilton 
A primer of infom1at ion about the history and uses of ilalic leiter$. 
31 pp.; 37 rev iew question5. 

39. Proofreading . . . . . • • • By Arnold Levitas 
Th~ technical phases of the proofreader's work; read ing, marking. 
revising. etc.: m~thods of handling proofs .:tnd copy. Illustrated b)· 
uamp!es. 59 pp.; 69 r~view question~; gloss.1ry. 

40. Preparation of Printer's Copy • By F. W. H amilton 
Suggestionsforauthor.o;,cditors,andaltwhoareengagcdinpreparing 
copy for the composing room. 36 pp.; 67 re•·iew questions. 

41. Printers ' Manual of Style • • By F. 'W. Hamilton 
A reference compilation of approvtd rul~s. usages. and s~~ggestioM 

~e~~~~:ls t~nduT.f~d:J>'reait"ur~u~fct;:;'~~iti~~italization , abbre•·iations, 

42. The Printer's Dictionary . . . • . By Hugo J ahn 
A handbook of definition~ and misceltan~u~ information about various 
proces.'!eS of printing, <~lpha.betically .:trranged. Tet:bnical te.-ms ex· 
plained. l tlu$trak-d. 

•Jn Preparntion 
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PART Vli - Des;gn, Color, and Lettering 
43. Applied Design f !J~ Printers . . By J.:Iarry L. Gage 

A handbook of the princ>ple> of arrangement. with br>d comment on tht 

~~· ~(a~~~r~~~~~~~a~·:d_n;~\hi;;,~u~~~~~n~~~~n~~trJr:~:i ,~,;~~:-
ornament. esthetic and symbohc. 37 ilhutrauons; 46 re•·ie\\· qu~tions; 
glo;;sary;bibli()!l:rapby. 

*44. Elements of Typographic Design . By H arry L. Gage 
Applicat ion.< of the prindples of d~orati•·e design. Building material 
of typOl(Tapby: paper. types. ink. decorations and illustrations. H~n­
dling of ~bapes. Desia:n of complete bool.:. trnt .ing each part. Des•gn 
of commercial form s ~nd single units. lllustral!ons; re•·iew ques tions 
glossary; bibliography. 

*45. Rudiments of Color in Printing . By Harry L. Gage 
U,;e of color: for decoration of hlad: and white. !01" broad po; ter o>ffect. 
in combinations of two, three, or more printings with proce!>llo>ogra.-ing5. 
Scientific nature of color, physical and chemical. Terms in which color 
may be discussed: hue . .-alue. intensity. Diagrams in color, scale and 
combinations. Color theory of proce.i!! engravin!/.". Ext~eriments with 
color. Illustrations in full color. a.nd on •·arious p3ojler5. Review ques· 
lion.~; glossary; bibliography. 

*46. Lettering in Typography • . . By Harry L. Gage 
J'rintcr"s U S<: of lcllcring: adaptabilit}' and decorative effect. D...-doi)-

~Ii~~!i~;h:K~~1- il~i~!ff~}g~:~~~7!.tl;~~::.5 ~t~!~~~n ~!}~~~~~~~e~ 
47. Typographic Design in Advertising 

By L aurance B. Siegfried 

!4!~{;~~ ~~:~~~if:!~~~~ol=~~~il!~!~:~t;1~~t :;F.al~*~:~r=/~o~D~i~i~~i~:J~ 
,·erti~in~:~· tl>e container. forms of dire<:! ad•·ertising. Position ad.-.. rtis­
in~~:~arcards ... ·indowandcounterdisplays, posters. Illustrations: 
revicwquestion5;glossar}·; bihliography. 

*48. Making Dummies and Layouts . By Harry L. Gage 
A layout: the arcll itectural plan. A dummy: the imitation of a proposed 
final eff~t. Use of dumlll}" in sal~ work. Use of layout. Function of 
layout man. Binding Khemes for dummies. Dummy envelop•!. lllus­
lrations; review questions ; glossary; bibliography. 

PART V IH- H;story of Printing 
49. Books Before T ypography . . By F. \V. Hamilton 

A primer of information about the invention of the alphabet and the 
history of bookmaking up to the in•·ention of mo•·able types. 6Z pp.; 
illustrated; 64 revie,.·questions. 

50. The Invention of Typography . By F. \V. Hamilton 
A brief sketch of th~ in•·ention of printing and how it came ab~ut. 6~ 
pp.: 61 rc••iew qm:Mion;;. 

51. History of Printing-Part I . .B y F . \V. Hamilton 
A primer of information about the be~~:innin~s of printing. the develop­
ment of the boolt. the de•·elopment of printers' material!, and the 1\"0rk 
of the great pioneers. 63 ]lp.; SS re,·i .. w qu~tion! . 

"In !'reparation. 
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Part VIII-(Continued)-History of Printing 
52. History of Printing-Part II . By F. W. Hamilton 

A brief !J.-. etch of the reonomic conditions of tbe printing industry from 
HSO to 17119, in<;luding government regula tions, Cf!nstm!h ip, int\"11\al 
conditions, and indu~t rial relatiOn$. 94 pp. ; 118 rtview questions. 

53. Printing in England . . . . By F. W. H amilton 
A short history of printing in England frnm Caxton to the pr~nt time. 
89 pp.; 65 review qucstiQM. 

54. Printing in America . . . . By F. \V. Hamilton 
A brief sket<.:h of the devel~ment of the n ewspape~, and w me notes on 
publishers who ha ,·e eot~e<.:•ally contributed to prmting. 98 pp.; 8~ 
r,.vicwques llons . 

55. Type and Presses in America . By F. \V. Hamilton 
A brief historiclll sketch of the development of type casting and press 
building in the United States. SZ pp.: 61 review questions. 

PART IX-Cost Finding and Accounting 
•56. Elements of Cost in Printing . By Henry P. Porter 

The Standard Cost- 1-"ind in~ Form~ and th~ir u5t$. What they should 
show. How to utilize the informati<>n the)" gh·e. Review questions . 
Glossary. 

•57. Use of a Cost System . . . . By H en ry P. Porter 
The Standard CO!lt-Finding Forms and their ll5t$. What they should 
sho"·· How to ut ilize the information they give. Review questions. 
Glossa ry. 

•ss. The Printer as a Merchant . . By H enry P. Porter 
The Sl' lection and purchase of mate ri als an<\ su ~plies for prinllnJI . The 
relat ion of the CQ!!t of raw material and the se lhng price of the f1nishrd 
product. Review quu tions. Gl~<.'l.ry . 

• 59. Fundamental Principles of Estimating 
By Henry P. Porte r 

T he Hlimator and his work : forms to use; general rules for e,;timating. 
Revie..- qu~t ions. Glos>ary. 

•60. Estimating and Selling . . . By H enry P. Porter 
An insight into the method> u.sffi in making estimates. and their rela­
tion to ,.,., ning. Review questions. Glossa ry. 

•6 t. Accounting for Printers . . . By H enry P. Porter 
A brief ou tline of an accounting sy~tem for print~rs: nreessary books 
and acce.wry records. Re,·ie..- questions. Gl~ry. 

PART X - Misccllaneous 
•62. Health, Sanitation, and Safety . By H enry P. Porter 

Hy11iene in the printing trade: a study of conditions old and new: pradi· 
cal ~ uggestions for intpro,·cment ; protecti,·e appliancu and rules for 
>afety. 

•63. Topical Index . . . . . . . By F. VI. Hamilton 
A hook of reference co,·ering the topia; trl'ated in the Typographic 
Technical Series. alphabetically arranged. 

•64. Courses of Study , . . . . By F. W. Hamiltou 
A guidebook for teachus with outlines and suggest ions for classroom 
and sh<>p work. 

•Jn l'reparat ion. 
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For Electrotypes 
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For Engravings 
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EVANS-\VJ!HER-H EBH, Detroit, .Mich. 
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H ARVARD UNIVERSITY, Cambridge, Mas;<. 
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Tm: PRINTING ART, Cambridge, l\f a~s. 

B. D . RISING PAPER COMPA~"Y, H ousatonic, Mass. 

Tm: VA:O:UERCOOK PRESS, Chicago , Ill. 

For Book Paper 

AMERICAN WRITING PAPER Co., H olyoke, Mass. 
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