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CHAPTZR I
INTROLUCTION

The Problem
An artist in the field of advertising art is primarily

involved with creating artwork to be used as advertisements.
These are designed to communicate between the producers of prod-
ucts and the consumers. BEver since man has had a wrltten lan-
guage, the principal means used feor this communication has besen
the graphic arts. Today, despite the great poyularity of tele-
vision and motion plcture advertising, the graphic arts, which
refer to all forms of commsrcilal printing and publishing, are
st11l the most wldely used mecns of communication in advertising}

| In college and university advertising art programs the
basic elements of design, layout, paste-up, lettering, type
selection, 1llustration, and the use of materials are generally
taught in their relstion to the preparation of advertisements.2
The edvertisements to be printed, no mattser how good they appsar
in the original idea or leyoubt, will cowmunicate to the public
only after passing through some form of graphlc reproduction.
It 18, therefore, important that Instruction in commercial

graphlie arts materials znd procesdurss be a part of college and

1Internaticna1 Cocoperation Administration, Technlcal Alds
Branch, Visual Communication (Wsshington, D. C., 1965), p. 20.

2Donald Holden, Art Career Guide (New York, 1961), p. 108.°

1



university advertising art progrsms. Only through s knowledgs
of the methods of reproduction will the final printed advertise-
ment communicate the artist's originsel 1dea in the best possgible
manner., "Today's graphic designer must have a comprehensive
'knowledge of production techniques, typography, photography,
reproduction processes, graphic formulation and symbolism."3
Based on the fact that commercial graphic arts are the most
widely used means of communicstion and are considered a necessary
part of college and university advertising art programs, it is
the problem of this thesis to study recent commercial graphie
arts materials and proceduros, and to suggest scome creative uses

of them for college and university advertising art programs,

Definition of Terms

Graphlc arts 1s a broad term which includes the commercial
printtng and publishlng fields and the related industries of
typography, photography, paper manufacturing, and printing
inks.u In this study it refers to commercial graphic arts
materials and procedures.

College and university advertising art programs refer to the
groups of courses in college and university art departments which
offer instruction In the varicus areas of advertising art, also

called commerclal art, advertising design, and graphic design.

3Kansa;, City Art Institute and School of Design, Colleps
Bulletin 1961-1962, Kansas City, Missouri, 1961

I

Darvey E. Carlsen, Grapbic Arts (¥ew York, 1961), p. 308
Sﬂolden, Art Carssr Guids, p. 8.




The Recent Growbth of Graphic Arts

The advances in the graphic arts have been tremendous
during the past fifty years. Perhaps the best spsculation on
‘the future growth is given by Fred 3. Van Voorhis, editor of

the Direct Advertising magazine: "What 1s current today can be

passg tomorrow. This applies to both technological change and
assthetic innovation., The latter depends in large part on the
former,"6

Statements from writers on the graphic arts and from
persong In its various fields support Van Voorhis' idea.

Like all modern Industries printing has shown
phenomenal growth and development in the past sevsral
decades. In fact, it 1s changing so fast that in the
schools 1t 1s preactically impossible to keep abrsast
with the new processes and machines found in the
printing industry. A textbook for printing written
8 few years 4ago is now ouf~dated and cne wriiten today
will be In nesd of revision ten ysars hence. Even the
term "Printing" in the traditlonal sense is no longer

adequate and it 1s rapidly being replaced with the
more inclusive nams of the Graphic Arts.

In a book just released by the Printing Industry of
Amarica%Incorpofated, 1t 1s shown that the grephlc arts field
was, unbil twenty-five or thirty years ago, still primarily
involved 1n reproducing reading matter and illustrations by

basically the same o0ld msthods of letterpress, etching and

b¥red 5. Van Voorhis, editor, "Typographics and Change,"
Direct Advertisling, LI {lith Quarter, 1945), 3.

7c1irford W. Hague, Printing and Alliad Graphle Artsg
(Milwavkee, Wisc., 1957}, D. Va
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lithography, but that the effects of photography and photo-
mechanics have greatly advanced the industry.8

Those In the fleld of advertising art "must understand
typography",? which furnishes the type or copy for the adver-
.tisements. In this area there has been rapld growth also, as
the fellowing quotations point out:

The traditions of the printing industry are
literally being shattered by technology. Within
the Industry probably no area has felt the impact
of optical and electronic wizardry more than the
type comrmunity.l0 '

Wo are indeed entering a new era in printed
communication, an era of typography wherein

the present 1s almost obsolete. We shall most
certainly witness the growth and development of
new typography.ll

Typography tas bsen especially affected by the advances
made 1n electronics, as i1s brought out in this paragraph:

dJust eightsen years ago compubters and
automation were known to only a small number of
specialliasts., Today selectronic communication has
advanced to affect all ways of life more than any
other twentieth century technology. It can only be
Imagined what will bhappen by the close of this
century and the effects 1t will have on grapbic arts.l2

8Victor Strauss, The Printing Industry, (New York,
1963), pﬂ 8.

JE11sabeth McOansland, Careers in the Arts (New York,
1950), Do 112,

10van Voorhis, "Typographics and Changs," Direct Advertising.

11panon Burns, "A New Typography,"'Direct Advertising LI,
(1th Quarter, 1956}, 1923. .

12Joyce Morrow, "The American Institute of Graphic Arts
Today," The Journsl of the A,I.G. 4. V (19556), 23.2l,




Berbert Bayer perhaps sums up the future of typographby
in his article on the subject when he states: "Speculation
into the future (perhaps not so distant) leads me to assume
that methods of communication will change drastically. nl3

Photography, which has greatly aided the field of graphic
arts, is becoming even more versatile as an artist's tool.
Resides the conventionsl methods of photography, with which
those entering the field of advertising art would do well to
become familiar, there ars other ﬁewly developed photographiec
techniques. Through the use of various types of screens and
photomechanical techniques & wide varlety of dramatic and
artistic effects can be achieved using conventional photogrephs.
Thege unique effects are good in many advertising situations
where something new and different 1is desired.lu

The paper industry, which fufnishes the vehicle on which
graphic communications are printed, has kept abreasst with the
advances in the graphic arts, "Paper has played an Important
part in the crestion of printing, which 1s the source of all
our modern-day progress and learning."ls The progress in
the psaper industiry has been tremendous. A vast variety of

pesper stocks in pumercus colors, welghts, and surface types

13Herbart Bayer, "On Typographics,” Print, XIV (January-
February, 19460), B83-2l,

1uJaogqrs, Chiles, Stovall, Cemera Craft, A Catelos of
Photo Line Conversion, {(Dallas, Texas, 1957), p. 1.

1’drad Stephang, "Advent of Paper, Not Movabls Type,
Made Printing the Mother of A1l OCur Progress," Direct
Advertising, XLVI (3rd Quarter, 1950), 3. -



is s&avallsbls for selection.l6

Since the artlst is responsi-
ble for planning and creating the advertlisements to bse printed
on these papsrs, it is to his advantage to know as much as
possible about how different papers csesn be used in connsction
'with solving advertising problems.l?

Printing inks have also been greatly improved and are
undergoing drastic changes to keep pace with the demands of
the graphic arts and advertising fields., Improved process inks
for uss 1in the full color reproductions are manufactured with

18 Through mixed inks almost any color

very exacting control.
cen be matched or achieved, providing an extensive selection of
colors from which to select. It is in many cases the artist's
responsibility %o choosse the inks for a job, If he ig familiar
with the variety of inks from which to choose, he can better
pick inks which will assist in carrying out the advertissment,

The graphic arts are seen to have progressed very rapidly,
and the progress propossd for the future appears sven more rapid,
A knowledge of the graphic arts is considered necesssry for an

artist to be better able to create artwork for this chief form

of communication, as the following survey brings out,

16pred S. Van Yoorhis, editor, "Typography and Paper,"
Direct Advertisingz, LI (Lth Quarter, 1965), 3.

17prad S, Van Voorhis, editor, "Impact of Colorsd Paper
on Graphics," Direct Advertising, LI (2nd Quarter, 1965), 5-8,
18 :
Paul J. Hartsuch, editor, "How to Choose a Set of
EEOCfSS Inks," Graphic Arts Monthlv, XXXVIII (June, 196&),
"'?I-'




In 1955, in a survey wade by Richard G. Wigzin of five
hundred advertising artists, agencles, and studlios in New York,
Chicago, San Francisco, and Los Angeles, the following lists
of traits were found to be "essential %o the inexperienced job
seeker." 19 Thus, they would be tralts which necegsarily should
be included 1in the training offefed in advertising art programs.

1. Ability to execute work cleanly, neatly, precisely
2. Knowledge of what consgtitutes an appropriate
portfolio
3¢ A high degree of hand-eys coordination
L. An understanding of reproduction processes, of
how to assemble a job and mark 1% up for reproduction
S. Paste-up ability
6. Knowledge of current advertising design trends
Te Willingness to serve an extended periocd of
apprenticeship
8. Knowledge of basic typefsces
9. Ability to meke simple reductions and blow-ups
10, Ability to co roughs
1l. Working knowledgs of two-polnt perspective
12. Ability to retouch and clean up a finish
13. Working knowlege of Ben Day screens
1. Ability to create original designs and ad layouts
15. Ability to translate ideas into arresting design
16, Ability to render objects in various styles and
media
17. Working knowledge of three-point perspectivego

Over half of these traits, which are listed in decreasing order
of importance, deal with the understanding of graphic arts
materials and procedures. An "understanding of reproduction
processes” is found to be near the top of the list. How much
of this training in the graphlc arts 1s found in college and

university advertising art programs?

19Fred C. Rodewald and Edward N. Cottschall, Commercial
Art as g Rusiness (New York, 1940), p. 155.

201hid,, p. 155,



College and University Advertising Art Programs

In 1959, the National Society of Advertising Artists
made a study of 1ts three thousand five hundred members asking
the question, "What 13 lacking in the training of art school
students studylng advertising or editorial art?"zl

The followling traits head the list: creative thinking;

training in analyzing problems; realistic problems sas

assignments; merchandising, economics, and business
background; production and printing knowlsdge; pastae-up
abllity: typography; commsrcial method know-how, suchzgs
air-brush, retouching, overlavs; and abllity to draw.

Referring to the survey made by Wiggin it is seen that
there 1s = correlation between the art abilities thought to
be essential in that survey and the deficiencles in training
in this survey. Many of the tralts lacking are in the area
of graphic arts.

Alexander S. Lawson, a professor at Rochester Institute
of Technology, Rochester, New York, made this statement in
1961 concerning design courses:

It seems t0 me that too many design courses

emphasize only the visual aspects of design. Since

the students are expected to turn oust contemporary

layouts they therefore spend little time studying

anything other than current materisl., By and large,
thelr knowledge of type and the reproduction pro-
cedurss is extremely sketchy. What is more, there

1s almost no effort spent in familiasrization with
the "mschanics" of printing.

21
p. 156.

221pid., p. 156.

Rodewald end Gottschall, Commercisl Art as a Busineas,

23Alexander S. Lawson, "How R. I. T. is Preserving
Traditions of Craftsmanship in Printing," Direct Advertising,
XLVI (1st Quarter, 1961), 21-23. |




As a means of determining the extent to which commercilal
graphic arts materials end procedures are a part of college and
univérsity advertlising art programs of the present, a study was
made of ninetyésix colleges snd universities In the Unlted
.States which offer degrees In advertiging art, The results of
this study are in the Appendix and are discussed in Chapter V.
In Table I it is evident that an average of elghteen hours of
courses included in the advertising art programs offer
instruction in commercisl graphic arts materials and procsdures.
Thls indicates that art departments have expanded their
adverilsing art programs to cover more fully this necessary
érea of training in advertising art.

Whlle progress has been and is being made in the adcition
of graphic arts training in college advertising art programs,
there must be a constant up«dating'of this training in order
to keep abreast with the advances made in the graphic arts.
Nelther the complexity of the graphlc arts nor its rapid pro-
gress should deter those who plan college advertising art
programs from including training in the basic understanding of
graphic arts matérials and processes, and in keeping such
training up to date. The technical advances made in graphic
arts tend to simplify the artwork preparation of the advertis-
ing artlst end to allow greater flexibility in the kinds of
material, methods of working, and means of reproduction from

which to choose.2l

g on Garlend, Grapblcs Fandbook {(New York, 1966), p. s,




CHAPTER I1

RECENT COMMERCIAL GRAPHIC ARTS MATERIALS

AND PROCEDURES STUDIED

Graphic Photegraphy

Linescreen Process

The term "graphic photography" 1s used in this study to
differentiate betwsen conventional photography and the
photomechanical work that is done in printing and engraving
establishments. In conventional photography the negatives and
resulting prints ars referred to as "contimuous tone". This
means that "the detall and tone values of the subject are
reproduced by a varying deposit or density of the developed
gilver in ths picture."l In contrast to continuous tone work,
graephic photography produces "line" negatives and prints in
ﬁhich the detall and graduation of the tones are usually repre-
sented by dots or lines of varying sizes.2 Figures 1 and 2

show the differences between the two types of reprecduction.

1
The Midwest Litho Trade Association, Litho Lingo
{Ennis, Texas, 1967), p., B

J. S. Mertle and G. L. Monsen, Photoerniechanics and

10
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Since the introduction of these screensg, screenline copy has.
baen ussdwsuccessfully in newspapers, magazines, posters,
packaging, direct mail, and television.5 Examples from
various forms of printed matter showlng the use of screen-
'1ine prints are shown in Figures 5 and 6.

An artist who is considering using screenline prints
for new and different specisl effects shcould exercise more
care 1n the selectlon of subject material than he would for
the standard halftons. The following factors should be
kept In ming: |
| 1. The photograph should bs rether high in contrast.

2. There willl be a loss of fine detail 3in the
screening process.

3. Since the most dramatic sereenline reproducticnsg
utilize so0lid black shaedows and pure white high-
lights, there will be & greater loss of detail in
these areas.

L. When using the spiral screen there should be a
sufficiently iwvportant single point of interest
that can serve as the focal point of the screen.6

After the best photograph has been selected, the printer

or engraver will nesd to be given additional information.

This 1s usually placed on a tissue overlay over the photograph
that 1s to be used., In some instances the negative as well

ag the photozraph may be needed. The following information

should be Included in the instruciions:

SJaggaPs, Chiles, Stovall, Camera Craft (Dallas, 1967},
D. L.

6

Kimberly-Clark, RKimpressions, p. .
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1, Type of screen line process desired.

2. In the screens with patterns running in one direction,
the desired direction should be indlcated such as:
vertical, horizontal, or in line with some element
of the picture.

3. With 2 spiral screen the focal polnt should be
designated exactly. _

ly. The degree of contrast can be varied and controlled,
so the approximate degree of contrast desired can be
indicated,.

5. The "line count", or measurement of the coarseness
of the screen wanted, should be glven 1n lines per
inch. This willl vary in number depending on the
method of reproduction that will be used on the final
printed piece. A coarser or more widely spaced line~
screen of 55 to 65 lines per inch should be used in
newspaper work while 100 and sven finer line screens
may be ussed on better papers by other printing methods.
These flner screens are not nearly as wldely used as
the coarser screens becsuss the "line effect" is lost
when the screens become too fine and the print
resembles a standard halftone.

The artist receives from the engraver or printer a
photogrephlic print made from the line negative. This print
can be retouched with black and white paints in order to
Increase highlight areas, block out areas of black, or add in
black detall. If the screen lines aré large enough, they may
be retouched with matehing lines of black or white drawn in
on the print. After retouching, the print can be pasted up
or assembled with the type and other matsrial used in the
design. It will be rephotographed in this retouched form

when the artwork is reproduced.

7

Kimberly-Clark Corporstiocn, Photo Mschanicsl Tschniques,
Kinberlv~Cliark Iduceational Books for the Graphic Arts Industry,
1966, p. 6.
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Irregular Pattern Screens

At the same time that Rogors Incorporated introduced the
screenline scrsens, they included four other screens, shown in
Figure 7. These screen patterns represent some of the oldest
‘forms of schieving tones. They were used in the very esrly

methods of the graphic arts: etching and lithography.

FEBBLE GRAIN MEZ2Z0 TINT STEEL ENGRJ&VINGE'_‘

Fig. 7-~-Rogers irregular screens

With the introductlion of these screensg the patterns have
heen used successfully in achieving artistic effects from con-
tinuous tone photﬁgraphs. Unlike the regular psttern screaens,
these screons have no line count. They can be varled in
coarseness, however. The method by which the final piecas is
to be reproduced should ba indicated in the instructions so
that the engraver or printer may choocse the necessary cosarss-
ness of screen. Examples from various forms of printed
matter i1llustrating the use of some of thess irregular scresns

are shown in Figure 8.

BKimberlymclark Corporation, "Special Scresning Techniquss,”
Photo Technicues for Printers and Platemzkars, (1965), p. 3.
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Using the same basic technlques of silk-screen
posterization, printers and engravers have developed a form
of posterization for use with obher methods of reproduction.
In the silk-screen process the separste values are printed in
.solid areas of various shades of ink from black to white.
With other means cf reproduction such as offset and letiter-
press printing, these separated values can be reproduced
using only one color and different per cent screen tints of
it for the grays.lO

Pictures reproducsd by the posterization process rebtain
much of the realism and detall of the subject, but there 1s
a uniqus quality which 1s distinctive and different.ll
Figure 10 is a posterization print made for thls study.

In it only two values wers separated, the black and a middle
tonse of forty per cent screensd black. The white background
forms the third valus.

Choosing the orlginal photograph is always important in
any photomechanical technique. Dramatic effects can not
necesszrily be achieved from every photograph, but often
a dull, uninteresting subject can be revived through poster-
ization.12 " The following points should be considersd in

selecting a photograph:

10Kimber1y-01ark, Photo Techniquas, p. 4.

llJaggQPSwChiles-Stovall, Inc., J C S Camera Crafi,
(1966), p. 36. i

12

Ibid., p. 36.
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1. The photograph should be high in contragt with
a good tonal range from black to white.23
2. The interesting or important items in the photo-
graph will show up better If they are of a diflsr-
ent or contrasting valus from thelr surrounding

aresa. Items which blend graduall¥ into the surround-
ing tones tend to become blurred.il

3. There wlll be some over-all loss of detall, but
this varies with the number of values separated.
The more values that are separated, the more detall
is retalned. Generally not more than four values
should be used because the result will resemble too
much an ordinary halftone reproduction.lS
A posterized plcture may be retouched either by the printer
or engraver on the negative or by the artist on a print from it.
The artist czn use white for adding highlights and blocking
out areas of gray and black., Black areas c¢sn be sdded and
detail put in with black lines., Since the gray areas sare
composed of screen dots or lines, they can not usually be
retouched unless the scresn pattern is large enough to allow
it.
Any of the line-screen processes may be used for the
screened valuss of the posterlized picturs. This enables the

artist to galn a double effect by using one of the interesting

screenline patterns in conjunction with posterizsation.

13Harold J. Stoeppelmal, "Using Posterization Techniques,"
Kimpressions, (Issue 2, 1964), pp . 5-6.

N _
l‘iK:l_rrz‘c:erl},r--CIl.esmk Corporatlon, Photo Design for Lithofect
Series, (1965), pp. 45,

15John A. C. Yule and Richard &, Maurer, "A Simplified
Fogterlization Technique,” Kodak BPullstin for the Craphic Arts,
(No. 6, 1968), p. 1i, '
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Another Interesting varlation possible in posterization,
ié the usse of different colors for the separated values. By
selecting the appropriats colors for the different values
& falrly realistic color effect c¢an be achieved from a black
'and white photegraph. Colors may alsd be selected for the
values simply to achieve unique effects without attempting a
realistic effect,16

Since the posterization process caun produce a wide range
of effects from an origingl photograph, it is difficult for the
artist to specify the effect wanted. One who is congsidering
ﬁsing posterization should obtain a catalopg of ssmples of the
process from some graphic arts establishment, if such is
available, or make his own collection from samples out of
advertiserents found in printed mwaterial. When an effsct simi-
lar to the one desired can be found, this facilitates the artist
in discussing with the printer ¢r engraver what he wants from the
photograph.lT Again, the effscts are limited by the photograph
that 1s used. An effect produced with one photograph will not
necessarily work out the ssme on another one. The other basic
instructions such as the type of screen to be used, line count
of the screen, and number of tones may be designated in the

written instructions. If at all possible it is advisable to

16Kimberly—Clark, Photomechanical Techniques, p. 19.

17statement by a cameraman in a Dallas, Texas, graphic
arts firm, May 1, 1968,



2l

select the sample of the effect desired and take it and the
photograpb to the printer or engraver. Complete instructlions
may then be worked out together to achieve the best effect.
Thus, posterization offers the artist a wide range of new
.and gifferent effects. Since posteriéed pictures are done on
g "custom-made" basis, they are generally more expensive than the
conventional halftone process. The interesting effects achieved
by posterization can usually be done with far less time and
expense than similer effects by hand. It ls presented as @
new and convenient tool for the artist designing works for
graphic reprcduction.

Line- and Tone-Line Conversion

Using basically the same process as posterizastion, & contin-
uous tone photograph can be reduced to its basic areas of blacks
and whites. The resulting prints from the line conversion process
resemble a pen or brush and ink drawing. Only the dsrkest sle-
ments of the orlginal photograph print, lsaving the lighter
areas as white.lf? The high contrast of these line conversion
prints makes them ldeally sulted for strong dramatlic presentatiocns
of subiect matter. Figure 11 shows the use of line conversion.

Tone-line conversion is slightly different from line con-
version in that the blacks and whites ars broken down further.
"Greater detail and apparent tonal gradation is possible with

tone~line cenversicen because areas that ordinarily become

laJaggars—Chiles-Stovall, Camora Craft, p.F,
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50114 black or white with liﬁe conversion are broken into
smaller areas."l9 Tone-line conversion producses an effect
similar to that of irrsguler screen patterns with the grays
achisved through small, irregular black and white patterns
from the photograph.20 Figure 12 1llustrates the use of
tone»linelconversion. The differsnces between the two pro-
cesses can be noted by comparison of Figufes 11 eand 12,

The ssme basic principles that apply to selecting photo-
graphs for other photomechanlcal pfocasses hold true in
line- and tone-line conversion. If the artist is making the
photogrsph to be used in the process hse can got much better
results by observing the following polnts:

1. The important detalls or subject should be modeled
by strong light and shadows,

2. Photographs msde on bright sunny days or with
strong artificial lighting have better contrast
and convert better.

3. For line conversion with & very high contrast,
photographs may be made with the subject silhou-
etted agalnst the sunlight or a bright surfaca.

k. In tone-line conversicn subjects with smooth or
uniform surfaces will not offer as sstisfactory
results ‘as those with varying textures.2

The artist can retouch photographic prints of line- and

tone-line conversicns with black and white paints. Unlike

19Jaggars-0hiles-Stovall, Camera Crsft, pp. 12-13,

201bid., pp. 12-13.

2l1p14., pp. 12-13.
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prints from posterizaticn and scme line screen prints where .
he is 1limited in bhls retouching, In line- and tone-line
prints any arsa can be retouched at will. This retouching
is often necessary to bring out detells that are lost in the
‘procasses. More detell 1is lost In line conversion than in
tone-line conversion, and both of these processes generally
lose more detail than the other prcecedures discussed. By
choosing a suitable photogreph in which the loss of detall

" will not block out the msin subject an artilist can use line-
and tone-line conversion as a short cut to achleve dramatic
snd striking art effects,

In the Jenuary, 1968 iasue of Art Zducation magazine,

Burton Wassermen wrote an article on Hugens Feldman and

his uge of lithography as a fine arts medium., In the

illustrations of Feldman's work the use of posterizaticn

and line conversion techniques for flne art effects ls apparan$.22
Another time-saving device for the artist is the use of

tone-1line conversion for making line drawings or technical

1llustrations from conventional photographs.23 Thig process

was developed by-Eastman Kodak Company in 1953. It involves

an extra step, using a posltive mask with the negative obtained in

22Burton Wasgerman, "Hugene Feldman: Offset Lithography
as g Fine Art Medium," Art kducstion, XXI (January, 196%), 19..25.

23Harold C. Latimer, Advertising Prcduction Plsnning and
Co Preparation for Offset PFrinting (Norwalk, Connecticut,
1965), p. 1173,
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tone-1ine conversion.2} The resulting prints are very close' to
line drawings, often requiring very little rstouching by the
artist, Even if retouching is necessary, drawings of many
subjects are produced very quickly by this method., "The totel
Eime required in the photographlc darkroom averages between
cne-third and one-half of the time that would normally bs
required to render the same subject by hand."25 Figure 13

i1llustrates this process.

first print finished print

Fig. 13--Line drawing from a photograph

An artist who is considering using this process of
conversion should keep the following in mind:

1. The printer or engraver usually prefers to work
from a continuous tone negative. If the artist is
making or having the pictures made, he should send
both the negative and a print.

2. It 1s essential that 1t should have sharp detsil in
both highlights and the shadows, and prefersably be
larger In size. The resulting print would then be
larger and could be more easily retouched. Then
in the final reproduction it would te sharpensd by
1ts reduced size.2

EuHimberly—Clark, Photo Techniques, p. 6.

2SGeorge W. Thompson, "Line Zffects from Photographs,"
Kodak Bulletin for the Graphic Arts,{(No. 9, 1967), 1-9.

26Harold J. Stoeppelinal, "Line Prawings from Photos
Photographlcslly," Kimpressions, (Issue L, 1964), 13.
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Besides 1ts use as an aid in producing technical illua-.
trations and drawings, the artist can, through the selection of
a suitasble photograph, use the process as & means of creating
unusual pictorial renderings. A subject with a considerable
'amount of linear detalls works best for these effects. As
is true with all the processes, a photograph with good contrast
and tonal range is needed to achieve the best results.27 Figure
1, illustrates the use of the effect. While svery subjeect will
not produce a good or pleasing 1ine drawing, %the process may
often be uged as a time- and labor-saving device for the artist.

The information on these current photomechanical tecbniques
ﬁsed in gresphic photography was taken primarily from technical
booklets published for the graphic arts industry, The nemes
of some of the effects were found to differ in some instances,
but those used in the study are thé most commonly used terms.

It is hoped that more artists will bescome aware of these
procedures since "used with imaginﬁtion and good judgment,
'Photomechanical Techniques'! can open new avenues of design

to the designer and provide new opportunities for printers andg
platemakers to sérve customers more creatively."z8

The experiments in Chapter III were done as a part
of this study to show the creative use of some of these
photomechanical technigues alone and in combination as a

means of deslgning advertlsing art.

2TThompson, "Line Effscts," Kodak Bulletin, pp. 1-9.

28Kimber1y~€1ark, Photcmechanical Techniques, p. 1.
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Printing Pfocesses

Within the graphic arts field it 1s the printing
Industry that produces the final products of the advertlsing
artist's work. It is in the printed form that the public will
'view the advertisement and thus complete the communication
between the producer and consumer. Much of the progress made
in the printing industry has involved improvements in the
basic traditional means of printing: letterpress, etching,
end lithogrephy. Nevertheless, photography and photo-
mechanics are boginning not only to imprcve the o0ld methods
of printing but alsc to create nsw methods.29 The artist
Ean not be expscted vo undsrstand sll of the mechanics of
these new advances in printing, bul he should be familiar

30

with basic printing methods and be aware of new methods.

Xograph Printing Process

Perbaps the most strikingly new and different printing
process developed in the paat ten years is the Xograph ﬁrocess,
by Visual Panographlcs, Incorporated, of New York, New York.

By this process pictures may be rendered in full color with an

1llusion of thres-dimersional depth and roundness, The process
represents an attempt by the graphic arts to reproduce printed

plctures with even greater realism than the usual full color

techniques.

2% ctor Strauss, The Printing Industry (VNew York,1967), p.3.

3001aire Roth and Adells Welss, Art Caresrs {New York,
1963), p. 15.
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There had been attempits at producing three-dimensional
effects with paintings as far back as the seventeenth century.
In 1692, Bois-Claeir, a French artist, discovered that by
placing a grid between his palnting and the viewer he could
'achieve sn $1llusion of depth., If the viewer looked at the
painting from one side he saw one scene and from the other
he saw a different view of the scene.31

Further experiments by sclentists led to the development
of other methods of producing three-dimensional effects. One
of these was the stsreoscops, which superimposed two photographs
by mesns of a hand-held optical devlce. In 1950 the "Anaglyph"
brocess was developed, which involved printing two plctures in
two different colors. By wearing glasses with lenses in the
same colorsg an illusion of depth was created for the obssrver,
The same method with modification was used in "3D Moviea", 32

The developers of the Xograph process wanted more than
the stereo effects which these eariier attempts produced. They
wanted to create a realistic three-dimensional effect in which
the viewsr could have the 1lllusion of seeslng around objects
without the aid df any special glasses or extra hand-held
devices. In 1960 the first plctures were printed by the
Xograph process. In these pictures the illusion of depth

was achleved through photographing the subject with a new

3Marvin C. Whatmore, Revolution in Three-Dimensionzl
Printing (New York, 1965), p. 2.

32Tv1d. , pp. 3-L.
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35 The picture 1s then printed on specially .

Xogréph Company.
equipped Xograph presses. As a result of the camera work and
special press work, the process 1ls more expensive than conven-
tional color printing, especislly on small orders. For larger

6

‘orders the price per copy is 1933.3 For example, an ZXogreaph

advertisement which sppearsd in the 8,000,000 coples of Look
magazine cost two and one-half cents per copy.37
The type or copy for the advertisement may be pfinted
along with the Xograph photograph. This is photographed
separately by conventional graphic means so that it will be
¢lear and sharp, Iinstead of Scfeened by the linear screen
used in photozraphing the pieture. Larger type, from ten points
upward, should be used for the copy because the plastic grid
over the picﬁure causes some distortion,'aspecially in small
type. Often where it 1s used the Xograph picture is tipped-in
or glued onto a page which already has the body copy printad
on 1t by conventional methods of reproduction.
Another form in which the Xograph printing process may
be utilized is 1ﬁ sheets with pre-~printed three-dimensional
background patterhs on them. These prenérinted patterns

conslst of a series of dlagonal lines printed by the Xogreaph

3SWhatmore, Toree~Dimensional Printing, p. 5.

36Letter from Grahame Enthoven, Advertising Manager,
Visual Panagraphics, Incorporated, April 24, 1968,

37

Whatmores, Three-Dimensional Printinz, p. 9.
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according to an advertisement in Art Director magazine,

"Xograph will generate customer interest and attention as no
ordinary paper can."39 FHeonomically Xograph sheets are more
practical than Xograph printing, especially for smaller orders.

In general, anything that can be printed on papsr can be
printed on the prepared Xograph sheets. The greatest 11lusion
of depth may be created by printing large bold open typs faces
and artwork with exaggerated perspective. Hsglftones in any
screenline pattern may also be printed on the Xograph sheets.uo

The Xegraph printing process and pre-printed Xograph sheets
areo thus two very new, exciting, and different means svailsble.
for the advertising artist's uss, Marvin C. Whatmore, president
of Visual Panagraphics, Incorporated, had the following to say
about the future of Xogragh printing processes in a speech he
made in 1964 to the Sales Promotion Executives Assoeclation of
New York City:

Initlally, 3D printing will be used to get high
impact In introducing new products or for special
promotions. But, as production time improves, 3D
printing promlses to have universal application. Use
can be extended to fine arts, particularly sculpture,
archltecture and archeology, and may make an

Importsnt contribution to the process of teaching
and understanding.ll

39ce1utona Plastics, "Try Xograph Sheets for Your Next
Promotion,”" Art Direction, XX (April, 1968), 1h3-14Y,

hOCelutone Plastics, "Xograph is What's Happening in the
World of Promotion!," Sales promotion folder, New York, 1968,

hi

Whatmore, Three-Dimensional Printing, p. 12.




Typography

It was stated in the introduction that the advertising
artist must understand typography, and that this area of
the graphic arts 1s undergoing rapid change. The term typo~
‘graphy has a broader meaning than typesetting. Typesebtting
refers to the various forms of hand- and machlne-set type.h2
Typography refers to the art of composing and printing
with t};rpea.")"r3 Both are important in the creation of print-
ed matter which is functional and aesthetically pleasing to
the reader. Since typesetting ls the tool which provides

the type for typography, much of the advance in typography

has been because of new methods in typesetting.

Phototypesetting

Perhaps the grestest factor in the recent advances made
in typography has been the use of ﬁhototypesetting.uu "There
has been remarkabls progress in tha field of photolypeseta
ﬁng.“hs In the process of phototypesetting, type 1s set photo-
grapbically with no metal type involved. The font, or size and
style of type to_be used, consists of a photographlic negative of

the characters and symbols. These are arranged either in a

ugBerny Engel, "Typography vs. Typssetting,"” Kimpressiocns
(Issue 1, 196k), pp. 15-16.

uBEdward M. Allen, editor, llarper's Dicticnary of the
Graphic Arts {(New York, 1963)}. o

uhVan Voorhis, "Typographics,” Direet Advertising, p. 23.

hsPaul J. Fartsuch, "Graphic Arts Progress in 1967,"
Graphlec Arts MonthlyXXIX {(Janusry, 1968), 61.
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circle on a plastic disk or in line on a strip of flexible
film. The disk or strip with the negative charactsrs on 1t

is placed in the phototypesetting machine, and a roll of
light-sensitive photographic paper 1s placed under it. The
'operator then types either manually or by means of a punched
tape. When the desired character is struck, the corresponding
negative ons on the disk or film is positioned over the photo-
graphi¢ paper and exposed to a light. Thus, the characters
are In effect a serles of photographic prints. After the

type 1s set, the paper 1s developed and may be pasted down in
thls form on the artwork. Phototype 1s sharpsr and cleaner
than metal type. Thls makes 1t an excellent choice for copy
that 18 to be rephotographed for offset reproduction. Figurs
18 1s a sampie of phototypesettinghué

Univers Medium Extended No. 53 — 10-12-14-18-245-241.30-36 {Fdy)
TU-21 — Photo Set in Any Size

ABCDEFGHIJKLMNOPQRST
abcdefghijklmnop $1234567

Univers Demi-Bold No, 65 — 10-12-14-18-245.241-30-35.48 {Fdy.)
TU-1 — Photo Set in Any 5ize

ABCDEFGHIJKLMNOPQRST U
abcdefghijkimnopqrstu$123456

Univers Demi-Bold Halic No. 66 — 10-12-14-18-245-241-30-36 (Fdy.)
TU.B — Photo Set in Any Size

- ABCDEFGHIJKLMNOPQRSTU V
abcdefghijkimnopqrstuvs12345

Fig. 18--Sample of phototype

héﬂ. Randolph Karech, Graphie Arts Procedures (Chicago,
1957)’ pl 322.
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Many newspapers and pubiishing houses have turned to
phototypesetting. In combinatlon with electronic computers
fantastic typesetting speeds of five hundred characters per
second and more have besn developad.h? These aspects of
'phototypesetting sre primarily mechanical and are used 1n
conjunction with metel type for the typesetiing of books,
newspapers, and body copy in advertisements. Typography, of
courss, plays its part in the formatlion of the origlinal
characters of the fonts, but it is another form of photo-
typesetiing that offers the artist a wide variety and
arrangement of type. This form of phototypesetting is

éenerally referred to as photocompesition.

Photocomposition

In photocomposition, hand-operated machines that work
oﬁ the same bggic principles as phototypesetting machines
are used. An operator can set type 1in many different styles
and variations for ugse as captions, subheads, and other type
needs In advertisements and artwork., Text type 1is not set,
since it can be done faster by other means. In & recent
model photocomposition machine called Photo Typositor, made
by Visual Graphlics Corporation of New York, New York, different

lenses may be used to alter a single font of type into 2,800

h?Hartsucb, "Graphic Arts Progress,™ Graphic Arts Monthly,
p. 61,
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gifferent sizes, slants, andlproportions.h-8 Multiplying the.
2,800 alterations possible in one font by the six hundred fonts
evailsble, there are 1,680,000 different alterations of type
facos from which to choose. In addition, twenty-eight screens
'and patterns of varying textures, tint values, and line counts
add still more cholces and variations to the type.49 Figure

19 shows some of the variations possible from a single letter

and some screen effects.

4AA AA

ORIGINAL

Fig. 19--Variations of type on Photc Typositor

8
. udVisgal Ggﬁphics Corporation, "Typography and Lettering
as Produced on the Photo Typositor," New York €
Pl eginoed on ! yp ’ & s 1966, promotionsal

uglbid., p. 22.
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The Photo Typositor is not just a typesetting machine
but a source of slmost unlimited composition with type.
Therefore, 1t fits within the category of typography to the
fullest sense. In ordering type set by photocomposition an
'artist needs only to prepare his rough layout and indicate
lettering or areas for the type to be set. Using this as a
guide, the operatcor of the machine can set very closely any
indicated type or arrange it within any desired area.50 In.
addition to making changes in sizé, slant, and propoftion,
type fonts may be mixed, overlapped, and spaced visually on
the Photo Typositor.5! The type comes from the machine in the
form of & strip of photographle paper with the lettering developsd
‘on 1t. These strips are ready for the artlist's use 1In pasteup.
If further alteration is needed the artist cen cut the strips
and reposition the characters. Figure 20 1s a ssmple strip

from a Photo Typositor machine showing some arrangements.

Camera Modificetion

Many typesetting establishments have added phototypeset-
ting equipment along with thelr metal type and are providing
the artist with greater selsctions of type and typographle

services than ever tefore. In addition to phototypesetting

SOVisual Graphies Corporation, "Photo Typesitor," p. 10.

SlIbidc, ppt 3"‘26.
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Fig. 20--Compositions made on Photo Typositor

and photocomposition, some camera departments of typographic'
establishments offer many other servicss, such as screen~
line screens, posterization, and line- and tone-lire confersion
processes. Theso may be obtained in the form of photographic
prints or in the form of mats for use in letterpress repro-
ductlon,

Another service offered by some departments is camersa
modificatlion of type z=2nd artwork. This service may be used
as & labor-saving device for the artist who is sseking to use
type in an unusual perspective or éurved manner. The type or

artwork may be photographsd in any perspective view by placing



by

lenses of varylng optical préperties between the camera and
the work. It can be made to appear wavy, curved, stretched,
or eondensed.52 Type can be made Into a circle with a

special circular mirror device. Filgure 21 shows some camera

modificatlion effects.

~ecircles- circles-circles . circles - circles

q"ﬁs“as;.‘:i;‘p
.o ’o
& ‘
vy 0
9 % J
(specia > %, &F
OMIGINAL c.a[a.l!‘.’ 2

JOHN A. SCOTT COMPANY, inc. - 1812 Taylor Street, Dallas, Texas

ORIGINAL

JOHN A. SCOTT COMPANY, |, . 2812 Taylor Street, Dallas, Texos

o IR SOTT OB

500 T
m coMW\NY, Inc. » 1812 Taylor Greel.

Flg. 21--Camera modification effects

52

Southwestern Typographics, Incorporated, Typosraphics
Specimens, Dallas, TeanT 1965, p. 2. » ZYROATAP:
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The camera which is equipped for camera modification may
also be used to photograph three~dimensional objects in any
perspective view, either normal or distorted, with the btype
on these objects In sharp focus. The resultiné photographic
.print of the subject gilves the artist the lettering from the
label or packaging in its correct or distorted perspective.
This may be pasted up as type copy on an illustration or
drawing of the container. A line-conversion print of the
container may also bs made. Figure 22 shows examples of this

use of camera modificaztion.

X The Mitacke Lustre Enamel for
chens, Bathrooms and Wapdwork

l —"/ 1
%ks and Washes Like Baked E“amel'

Fig, 22-~Line photographs of three-dimensionsal onjacts
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An artlst can greatly aid the cameraman in achieving the
desirsed modification of works by indicating on tracing paper
the area, shape, or view he wants. The cameraman can then
place this trscing paper on the focusing glass of the camera
ﬁnd make the necessary focal adjustments to modify the work
more exactly as indicated.53

Phototypeasstting, photocomposition, and camera modifica-
tion are three recent procedures avallable to the advertising
artist from the typogréphic field of the graphic arts. Thess
procedures may be used in countless creative and labor saving
ways by the artist in preparing type and artwork. In effect

they have "but one limitation. . . imagination,"Sh

Ofther Graphiec Arts Materisls and Procedures
Accorcing to the definition of graphlc arts, the flelds
of paper and 1nk manufacturing are included. Since thess
Industries furnish the actual materiels from which the finsl
printed works are composed, the advertising artist would do
well td kgep current his knowledge of the products furnished

by these two.industries.

SBStatement by camersman of a typogrzphic firm, May 1,
1968, Dallas, Texas.

shJohn A. Scott, Incorporated, Type Catalog, (Dallas, Texas,
1964), p. 2.
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The wide range of colored papers now available may be
used in many ways. One interesting method 1s to print on
them with colored or black inks and allow the color of the
paper to bescome a part of the design. Various ink and psaper
‘companies bave prepared charts showing the color combinations
that may be achieved with this printing procedure.57 The
number of color combinations may be increased by using both
opaque and transparent inks. An artist who 1s considering
using colored inks on colored paper should consult one of ﬁhese
charts in order to judge the effect without expensive experi-
mentation. Although colorad paper 1s generally more expenslve
fhan white paper, the unusual effects that can be achieved with
it would often warrant the expence.

As more and better colored papers appear on the market,
they are begining to be used in pléce of solid colors printed
on white paper. Often the effects achieved with colored Inkas
on various textured colorsd papers.are "appealing and suggestive
of the tactile qualitles of the product being s01d."58  Golored
paper can thus be an sconomiecal way to provide additional color
and may be used fo conform with the actual color and tactlle

properties of products in advertising and packagling.

5,7Paul J. Eartsuceh, "New Visuel Guide for Color on Color
Printing," Graphic Arts Monthly, XXIX (May, 1967), 98-10k.

SBRobert Malone, editor, "Packsazing, Colored Paper for
Packaging," Industrisl Design, II {(January, 1664), 83.
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Golor-Key

Color-Key 1s the brand name for a presensitized polyester-
based color-coated material made by Minnesota Minlng and
Manufacturing Company, St. Paul, Minnesota. It was introduced
.several years ago as & meang of. proofing eolor work in the
lithographic industry. In order to see the results of a
colored printing job before it 1s printed, the negatives for
the various colors asre placed over corresponding colored shests
of Color-Key. An exposure.is made, using high intensity light.
The Color-Key is developed, leaving the images adhered to the
clsar polyester backing. These shests are then placed in
fegister on top of one anothsr over a sheet of the paper for
the printed job. This allows ths artist, printer, and customer
to see how the final printed job will appsar.63 Color~Key
has been utilized for this purposs in the experimsnts done
in Chapter III of this study.

In additioﬁ to color proofing, Color-Key has meny other
uses. It can bg used by the artist in rendering comprehensives
of Jobs, for color overlays on maps or charts, and for package
designs., Figure.2? 1llustrates these uses of Color-XKey. Color-
Key 1s available in ten colora: black, opaque white, and trans-
parent and opaque yellow, magenta, and eyan (the process colors),

orange, red, dark blus, green, and brown.

63Minnesota Mining and Manufacturing Company, "100 Things
34 Color-Key Can Do For You," advertisement folder.












CHAPTER III
EXPERIMENTAL USES OF MATERIALS AND PROCEDURES STUDIED

The graphlc arts materials and procedures selected for
this study are only a few of the outstanding ones avallable
to the advertlsing artist through the graphic arts. Some of
them provlde shorter and easlier methods for the artlist to
achleve unique effects and ddsigns. However, these are not
meant to be substitutes for original artwork. It is believed
that these new medla and methods may be used to stiﬁulats
the creation of designs that are new 1n idea as well.as
technique.

Thls chapter is made up of origlinal experimental designs
uéing commercial graphic arts materiasls and procedures alone
and In combination to illustrate some of theilr creative uses.
The productlion notes for each experiment, Including the
orlginal photograph, are given with a Color-Key proof of

the finlshed design.
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31--~Finished desizgn of expsriment I
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Fiz, 33--Finished desizn of experiment 11
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CHAPTER IV

A STUDY OF COLLEGZ AND UNIVERSITY

ADVARTISING ART PRIGRAMS

As & means of determining the extent to which tralning
in commercial grasphic arts materials and procedures isg a part
of present college and university advertising art programs, a
study was made of the bulletins from ninety-six of the one
hundred and four American colleges and universitisg that offer

degrees in advertising art. The Amsrican Art Directory, and

The College Blue Book, were used as references,

The Gata compiled from this study included the following:
(1} the name and location of the college or university, (2) the
degreo and major offered, (3) the number of hours in art courses,
(4L} the number of hours in advertising art courses, and {(5) the
number of hours in courses both within and outside the art
departmant which placed some emphasls on commercial graphic
arts materlals and procedures. Thisg information is contained
in full in the Appendix and in statistlical form in Table I.

It i3 evident in Table I that there 1s a considerable
variation in the number of hours of courses iIncluded in
advertisging art programs, The number of hours in art courses
Including commercial zraphlic arts training varles frowm as many
as thirty-six hours to as few as three hours, but courses

containing at le2st some commarcial graphice arts tralining

71
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TABLE I

COURSES AND NUMBER OF HOURS IN THE COLLEGE AND
UNIVERSITY ADVERTISING ART PROGRAMS STUDIED

Number of Hours
+ o
Courses in the Advertising Art Programs A & b
s
CHEE
4 << 1
Art Courses 151 | 87,08 ¢ 24
Art Courses Specifically in
Advertising Art 9 | 21.h0 | &
Art Courses Including
Commercial Graphic Arts Training 36 16.12 3
Courses Outside of the Art Departments 16 1.8 0
Including Commercial Graphic Arts Training =y
Total Art Courses and Cthers
Including Commerclal Graphic Arts Training 46 17.82 b

are Indlcated as a part of every advertlsing art progran
studied. The average‘numbar of hours In courses Including
commerclial graphic arts materisals and procedures is almost
elghtesn hours, which represents twenty per cent of the
average number of hours in art courses includsd in college
and university advertising art programs.

Typography was the most mentionsd graphic arts procedure
included 1n the programs. Elighty-three of the programs indicated
that training was glven In type selection and composition with
type, and the other twelve progzrams had lettoring courses which

may or may not lntroduce typography along with hand lettering.
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Courses in photography were a part of fifty-two of the
programs studied. 1In forty of these programs they were art
courses, while in the other twelve they were separate courses
outside the art department. The number of required hours in
'photography varied from one to fifteen hours in these programs.
Although the emphasis appeared to be on conventionsgl photog-
rephy, with the photographic equipment necessary for such courses
some of the new graphic photo techniques could be presented.

Twenty-four of the programs studied contsined courses
outside the art department which included training in commercial
graphle arts. Ten of thqse_listed industrial graphic arts as
8 course., This figure seemed surprisingly small since the
majorlity of the colleges and universities stﬁdiad had indusge~
trial arts departments as well as art departments.

Fleld trips to commercial graphic arts buslnesses were
indicated as a part of fifteen of the advertising art prdgrams.
This number, too, appeared small since there are cities near
most of the colleges and unlversities large enough to have
sowe graphic arts facilities which could be visited.

Training in commercial graphic arts materisls and
procedures, then, makes up one fifth of the average college
end university advertising art program, Silnce the averags
number of hours in art courses in the prcgrams 1s elghty-~seven,
thils makes seventeen hours in courses that contain training

in graphic arts materials and procedures.



CHAPTER V
SUMMARY, RECOMMENDATIONS, AND CONCLUSIONS

Summary

The purpose of this thesis was to study some of the
recent commercial graphic arts materials and procedﬁres Tor
application in college and university advertlsing art programs,
Those graphic arts materials and procedures chosen for the
study were discussed and explained with samples of the materisls
and examples of the procedures, and experiments were made 0
show creative uses of thewm. A study of college and university
advertising art programs was then made, and the results were
given. The following section deals with the application of
commercial graphic arts materials and procedures to college

and university advertising art programs.

Recommendations
Much of the information on current commercisal graphic

arts materials and procedures is available only through trade
magazines and bullsftiins from graphic arts companies. Samples
of new materials and works produced by new procedures ares also
releassd through many graphic arts businesses. Much of this
information could be obtained for the college or university
art department by subscribing to graphlic arts trade magazines
and by requasting to be put on the mailing iists of companies

which offer free bullstins and samples.

h
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The majority of the colleges and universitiles studied had
industrisl graphic arts departments as well as ard departmenfs.
The industrial graphic arts departments should contain at least
some of the equipment necessary to demonstrate new graphib arts
materials and processes. Only ten of the colleges and univer-
sities studied had courses in the industrisl graphic arts
department as a part of thelr advertising art program. North
Texas State University, Denton, Texas, was one of these ten.

In the three-hour irndustrial arts course which is a part of
their advertising art program the fundamentals of hand-set type
composition, hand-press operation, bookbinding, block printing,
silk-screen printing, and other selected reproduction processés
are taught in a combined lecture and léboratory Course.

Thus, courses In Industrial graphic arts are another way by
which those who plan advertising art programs could include
commercial graphic aris materlals and procedures.

Some of the materials and procedures discussed in this
study could be handled with a minimum of additional equipment
within the art department. As was mentioned earlier, those
programs in which photography is taught would be able to uss
the same equipment to demonstrate and experiment with some of
the new graﬁhic photo te;hniques. Color-Key, a relatively new

graphlc arts material discussed in Chepter II, requires very

1
North Texas State University, Bulletin, Number 386,
(Denton, Texas, June, 1967), p. 260.
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1ittle equipment for 1ts use. There is no need for a dark
room or a camera, since the Color-Key is sensitive only %o
strong ultraviolet light and can he handled and developed in
ordinary room light. It can be printed by means of direct
.contact to artwork done on 1ight-weigﬁt paper, or with
negatives which c¢could be obtained from other sources outside
the art departwent. Therefore, the only squipment necessary
for introducing the use of Color-Key into an advertising art
program would be a sun lamp, or some other source of abundant
nltraviolet light, and a conbact frame which cbuld be simply
ﬁ sheet of glass pressed over the materlial on a flat surface.
However, a standard photographlc contact-printing frame would
give the best results, since a tight even pressure could bs
maintainsd.2

Well planned fleld trips to commercial graphic arts
businesses could bs most helpful In introducing students to
new graphic arts materials and procedures. Eugene M. Ettenberg,
8 professor at Pratt Institute, Brooklyn, New York, and

co~author of the book How to Prepare Artwork for Letterpress

and for Lithography, recommends that artists vislt engraving

and printing buslnesses in order to follow their artwork

through the processes of reproduction, Accordlng to Ettenberg,

2Minnesota Mining and Manufacturing Co., "New 3M brand
Color-Xey," Saint Paul Minnesota, 1968, advertising folder on
uses of Color-Key, p. 29.
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such vigits assist the artist in learning grephic terminology
and in understanding what instructions t¢ include on artwork.3
Much could also be learned about the fundamentals of printing
processos and-graphic arts materials from these field trips.

| Programs in which professional artists and persons from
the commercial graphic arts aregs visit art departments to speak
and present examples of their products could be beneficial also.
An examples of this type of program is the "Projesct Series"
organized by the Advertising Artists Association of Dallas,
Texas and the Dallas/Fort Worth Art Directors Club. Such
programs may provide an opportunity for students to learn about
ana observe any new 1deas, materials, and procedures in use by
‘professionals, as well as give them an insight into their
chogen profession of advertising art,

A subject for further study would be at what levels to
include training in current commercial graphic arts materials
and procedures in college and univérsity edvertising art
programs. While training in some could begin early in ths pro-
grams, perhaps others, such as the use of photocomposesd~type,
should bs introduced after the student had taken courses in
hand lettering and type selection. With this basic background
he would be better able to judge spacing smd to select type

styles for this sasler method of typogzraphy.

3Eugene M. Ettenberg and Ralph E. Eckerstrom, How to
Prepare Artwork for Lsttercress and for Lithography, (Neenah,
Wiscongin, 1965), p. 1.
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Concluslons

The fleld of advertising art is primarily concerned
with ereating advertisements which communicate to ths publie,
and the prime mesns by whilich thls communication is carried out
.is through the graphlic arts. The graphic arts have progressed
very rapidly, and the progress proposed for the future appears
even more rapid. It has been shown that a knowledge of graphic
arts materlals and procedures 1s considered essential for an
advertising artist to prepare artwork properly, and that such
knowledge may also stimulate new ldeas and creativity. Train-
ing in commercial graphic arts materlals and procedures was
found to comprise one-fifth of the average college and
university advertising art program.

Therefore, training in the current commercisl graphic arts
materials and procedures should be-included in all ccllege sand
university advertising art programs. CGraduatss from programs
Including thils training would not énly be more fully prepared
for their professlons 1n advertising art, but also could better
understsnd and respect those who work with them in the graphic
arts. Such an uﬁderstanding would result in a smoother working
relationship and a higher quality of work in the graphic arts

communication media,



APPENDIX

INFORMATION OW THE COLLZGE AND UNIVAERSITY

ADVERTISING ART PROGRAMS STUDISED

ALABAMA

University of Alabama, Tusceloosa

Bachelor of Fine Arts, field of specialization in commercial art:
88 hours in art courses including 12 hours in advertlsing art.

A total of 9 hours of art courses include commercisl graphic
erts materials and procedures =s a part, '

ARIZONA
Arizona State University, Tempe

Bachelor of Fine Arts, arez of specialization in commercisl art:
76 hours in art courses including 21 hours in advertising srt.
A total of 18 hours of art courses include commerclal graphic
arts materlials and procsdures as a pars,

University of Arizona, Tucson

Bachelor of Fine Arts, major in commercial desizn:

8l hours in art courses inecluding 15 hours in advertising art.
A total of 12 hours of art coursss Include cemrercial grapnlc
arts materials and procedures as a part.

ARKANSAS

Arkansas Agricultural, Mechenical, and Normal Collegs, Pine 3lufr
Bachelor of Art, in commercial art:

59 hours in art coursss Including 22 hours in =dvertising art,

A total of 16 hours of art courses include commercial zraphic
arts materials 2nd procedures as a part.

Arkangas Polyteschnic Colleze, Russellville

Bachelor of Art, in commercial design:

L0 hours in art courses including 32 hours in advertising art.
A total of 22 hours of art courses include commercial graphic
arts materials =nd procedures as a part.

Ouschita Baptlst Univorsity, Arkadelphls

Bachelor of Art, fia2ld of concentration in commercial art:

40 hours in art courses including 15 hours in advertising art,
A total of 9 hours of art courses Include commercial graphic
arts materials =2nd procsdures ss a pars,

79
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CALIFORNIA

Art Center of Design, Los Angeles

Bachelor of Fine Arts, in adverbtising design: :
110 hours in art courses including Eg hours 1n advertising art.
Additional courses outside the art denartweqt includs:

L hours of photography, and 8 hours of graphic design

A total of 30 hours of art courses and ll hours of courses
.oubtside the art department include commerclal graphic arts
mnaterials and procsdures as g part.

California Instlitute of the Arts, Los Angeles

Bachelor of Fine Arts, major in advertising design:

95 hours in art courses including 62 hours in advertisiﬂg art,
Z total of 3l hours of art courses include commerclal graphic
arts materials and procecdures as a part.

California State College at Los Angeles, Los Angeles

Bachelor of Art, major in graphic design:

60 hours in art courses including 21 hours in advertising art,
A total of 9 hours cf art courses include commercial graphic
arts materials and procedures as a part,

La Sierra Colleme, Riverside

Bachelor of Science, major in commerclal art:

Llt hours in art courses including 12 hours in advertising art.
Additional cdurses outgide the art department ineclude:

3 hours of photography

A total of 6 hours of art courses and 3 hours of courses
outside the art department Iinclude commercisl graphic srts
materials and procedures as a part,

Pacific Union Collesne, Angwin

Bachelor of Science, major in cowmerciasl art:

66 hours in art courses including 1} hours in advertlising art.
A total of 16 hours of art courses include commercisl graphic
arts materials and procedures as a part

San Jose Stats Colleze, San Jeose

Bachelor of Arf, major in commercial art:

68 hours in art courses including 16 hours in advertising art.
Additional courses outside the art g depariment include:

3 hours industrial graphic arts.

4 total of 18 hours of art coursss and 3 hours of courses
outside the art department include commercial graphic arts
materials and procedures as a part.
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CALIFORNIA

Woodbury College, Los Angeles

Bachelor of Selence in Professional Arts, commercilal arb:

90 hours in art courses including 32 hours in advertising art.
Adaditional courses cubside the art departwant include

li hours business advertising medlia research

A total of 21 hours of art courses and L hours of courses
outside the art department include commercial graphic arts
materlials and procedures a2s a part.

COLORADO
Southern Colorado State College, lueblo

Bachelor of Art, major graphic desizgn:

67 hours in art courses including 2] hours in advertising art.
A total of 18 hours of ert courses include commercisl graphic
arts materials and procedurcs as a part.

University of Denver, Denver

Bachelor of Yine Arts in advertising deslgn:

110 hours in art courses including 25 hours in advertising art.
A total of 30 hours of art ccurses includs commercial graphic
artg materials and procedures as a part.

CONEBCTICUT
University of Bridgsport, Bridgeport
Bachelor of Arts, major in graphic design:

7 hours in art courses including 2p hours in advertising art,.
A total of 15 hours of art ccurses. include cormerecisal graphice
arts materisls and procedurss as a part.

University of Hartford, Hartford

Bachelor of Fine Arts, major in advertising deslgn:

éﬂ hours in art courses including 19 hours in advertising art.
A total of 19 hours of art courses include commercial graphic
arts materials And procedures as &a part.

FLORIDA

Florida State University, Tallahasses

Bachelor of Fine Arts, major in cormercial art:

51 hours in art courses including 1€ hours in advertising art.
A total of lp hours of art courses include cormercial graphie
arts materials and procedures as a part.

Ringling School of Art,

Bachelor of Arts, in field of commercisl art:

90 hours in art courges includlnb 20 hours in advertising art.
A total of 30 hours of ari courses include commercial graphic
arts materials and procedures as a part.
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FLORIDA

University of Florida, Galnesville

Bachelor of Design, field of advertising design:

77 hours in art coursss including 2L hours in advertising art.
A total of 9 hours of art courses include commercial graphic
arts materials and procedures as a part.

Univorsity of Miami, Coral Gavles

Bachelor of Fine Arts, field of sp601alization in commercial arv:

2 hours in gsrt courses including 20 hours in advertising ari.
A total of 15 hours of art courses include commerclal graphic
arts materiasls and procedures as a part.

GEORGIA

Atlanta Schoel of Art, Atlanta

Bachelor of Fine Arts, major in graphic design:

110 bours in art coursss including 30 hours in advertising art.
A total of 25 hours of art courses inelude commerclal graphic
arts materials and procedures as a part.

Georgia State Collegze, Atlanta

Bachelor of Fine Arts, major in commercisl art:

100 hours in art courses including 2C hours in adverbtising art.
Additional courses outside the art dgmartnent include:

20 hours photography.

A total of 15 hours of art coursss and 10 hours of courses
outside the art departmsnt include commercial graphic arts
materiasls and procesdures as a part,

University of Georgia, Athens

Bachelor of Arts, major in advertising design:

40 hours in art courses including 20 hours in advertising art.
Additional courses outside the art “department include:

5 hours journalism.

A total of 20 hours of art courses and 5 hours of courses
outside the art department include commercial graphic arts
materials and procedures as a part.

Wesleyan College, Macon
Bachelor cf Fine Arts, concentration in commercial art:
68 hours in art coursss including 12 hours in advertising ars.

A total of 12 hours of art courses include commercial graphic
arts materials and procsdurcs as a part.

IDAHC

Boise Colleze, Boise

Bachealor of Art, in commercisl arb:

J0 hours in art courses including 10 hours in advertising art.
A total of 20 hcurs of art ccurses inecluds commercisal graphic
arts materials and procedurss as s part.
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1 DAHO
Tdaho State University, Pocatsllo

Bachelor of Arts, major in commercisl art:

0 hours in art courses including 12 hours in advertising art.
A total of 12 hours of art courses include commercial graphic
arts materials and procedures as a part.

Universgsity of Idsho, Moscow

Bachelor of Arts, major in commerclal art:

50 hours in art courses including 1l bhours in advertising art.
‘A total of 10 hours of art courses include commercial graphlc
arts materials and procedurss as a part.

JILLINOIS

Bradley University, Peoria

Bachelor of Fine Arts, major in commercial art:

75 hours in art courses including 17 hours in advéertising art.
A total of 11 hours of art courses include commercial graphic
arts materials and procedures as a part.

Chicago Academy of Fine Arts, Chicago

Bachelor of Fine Arts, msjor in advertising art:

87 hours in art courses including 18 hours in advertising art.
Additlonel courses outside the art department include:

3 hours of photogranhy.

A total of 12 hours of art courses and 3 hours of coursss
outside the art department include commercial graphic arts
materlals and procedures as a part.

T1linois Institute of Technolozy, Chicago

Bachelor of Science, major in visusl design:

13 hours in art courses including 55 hours in advertising art.
Additlonal coursss outside the art department include:

11 bours of photography, 5 hours of graphic arts.

A Total of 30 hours of art courses and 16 hours of courses
outside the art department include commercisl graphle srts
materials and prccedures as a part.

University of Illincis, Urbana

Bachelor of Arts, field of concentraticn in graphie design:
63 hours in art courses including 16 hours in advertising art.
Additicngl courses cutside the art department includs:

3 hours Jjournalism, typography.

A total of 10 hours of art coursss and 3 hours of courses
outside the art department include commercisl graphic arts
materials and procedures as a part.

I1linols Wesleyan University, Bloomington

Bachelor of Fine Arta, major in ccmmercial art:

130 hours in art ccurses including 22 hours in advertising art.

A total of 18 hours of art courses inelude cemmercial graphic
arts materials and procedurses as a part.



8l

INDIANA
Ball State University, Muncile

Bachelor of Arts, major 1n advertising art:

8 hours in art courses including 16 hours in advertising art.
Additional courses outside the art department include:
I} hours of photography.
A total of 16 hours cf art courses and lj hours of courses
outslde the art department include commerciel graphic arts
materials and procedures as a part.

Indiansa State University, Terre Hauts

Bachelor of Arts, majer in commercial design:

A total of 7 hours of art ccurses include commercial graphilc
arts materials and procedures as a part.

Fort Wayne Art Institute,

Rachelor of Fine Arts, major in grapbic design:

65 hours in art courses including 26 hours in advertising art.
A total of 26 hours of art courses Include commercizl graphie
arts materials and preccedurss as & part.

Herron Scheol of Art, Indiasna University, Indlanapclis
Bachelor of Fine Arts, major in visual cormunication:

60 hours in art ccurses including 31 hours in advertising art,
Additional ccourses outside the art dspartment include:

6 hours photegraphy.

A total of 18 hours of art courses and & hours of courses
outside the art department include commercial grephic arts
malerials and procedures as a part.

Iowa

Drake University, DesMolnes :

Bachelor of Fire Arts, majer In commercial arb:

66 hours in art coursses Including 11 hours in advertising art,
A total of € hours of art courses include commercial grapuic

arts materials and procedurss as a part.

KANSAS ,

Kanses State Teachers College, Emporia

Bachelor of Arts, major in commercilal art:

60 hours 1ir art courses including 10 hcurs in advertising art.
A total of 10 hours of art courses include commerclal grephic
arts materials and procedures as a part.

Sacred Heart College, Wichita
Bachelor of Arts, Hmphasis: commercisl art:
40 hours In art courses inecluding 13 hours in advertising art.
Additional courses outside the art department include:

bours business, printed advertising
A total of 13 hours of art ccurses and 3 hcurs of courses
cutside the art departwent Include cormercial graphiec arts
materials and procedures ss a part,
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KANSAS
University of Kansas, Lawrence
Bachelor of Fine Arts, major in commercial art:
86 hours in art courses including 22 hours in advertlising artb.
Additional coursgses outside the art department include:

hours cf journalilsm,
% total of 1] hours of art courses and 5 hours of courses
outside the art department include commercial graphic arts
materials and procedures as a partb.

Wichita State University, Wichita

Bacheleor of Fine Arts, major in advertlsing deslgn:

0 hours in art courses including 21 hours in advertising art.
A tctal of 15 hours of art courses include comrercial grapuic
arts materigls and procedures as a part.

LOUISTANA

Louisiana College, Pineville

Bachelor of ¥ine Arts in sadvertising art:

78 hours in art courses including 2L hours in advertising art.
A total of 18 hours of art courses include commercial graphic
arts materials and procedures as a part.

Loulsiana Polytechnic Institute, Ruston

Bachelor of Arts, major 1n ccmmercial art:

59 hours in art ccurses including 18 hours in advertising art.
& total of 15 hours of art courses include commercial graphic
arts materials and procedures 2s a part.

Northeastern Louisiana State Collece, Monros

Bachielor of Arts, major in advertising design:

60 hours in art courses including 18 hours in advertising art.
A total of 15 hours of art courses include cocmmercial graphle
arts materlials and procedures as a part.

Northwestern State Colleze of Loulsiana, Natechitoches

Bachelor of Arts, major in commercial art:

60 hours in art courses including 18 hours in advertising art.
A tctal of 12 hours of art ccurses include cormercial graphic
arts materials and procedures as a part.

Unlversity of Southwestern Loulsiana, Lafayette

Bachslcr of Arts, major In advertising design:

77 bours in art courses including 21 hours in adverbtising art,
A total of 18 hours of art courses include ccwmercial grephic
arts materials and procedures as a part.
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MASSACHUSETTS

Boston Museum of Yine Arts School Boston

Bachelor of Fine Arts, major in commercial artb:

129 hours in art courses ircluding 25 hours in advertising &rt
& total of 25 hours of art courses include commerclal graphlc
arts materials and procedurses as & part.

Boston University, Boston

Bachelor of Iire Arts, major in advertising design:

83 hours in art courses Including 21 hours in advertising ardt.
A total of 15 hours of art courses include cocmmerclal graphic
erts materials and prccedures as a part.

MICHIGAN

Marygrove College, Detroit

Bachelor of Arts, major in advertising design:

32 hours in art courses including 1L hours 1n advertising art,
2 total of © hours of art courses include commercial graphie
arts materials and procedures as a part.

University of licnigan, Ann Arbor

Bachelor of Science in Design, major in advertising design:

52 hours in art courses Irncluding 16 hours in advertising art.
A total of 1h hours of art ccurses s include commercial graphic
arts materials and procedures as a partb.

- MINKESOTA

Minneapolis Schoeol of Arg, Minneapolis

Bacnelor of Fine Arts, major in graphic design:

113 hours In art courses including 3L hours in advertising art.
A total of 3l hours of art courses include commercial *raphic
srts materlals and procedures as a part.

MISSISSIFET

M1331ssippi State Colleze for Women, Columbus

Bachelor of Fine Arts, major in advertising art:

65 hours in art courses including 6 hours in advertising art,
A total of 6 hourg of art courses include commercial grapnic '
arts materials and procedures 8 a part.

MISSCOURI
Central Missouri State College, Warrensburg
Bachelor of Science, major in commercial art:
50 hours in art courses including 12 hours in advertising art.
Additional courses oubtside the art department 1nclude:

hours of photography, L hours of industrisl graphic arts.
A total of B hours of art courses and 7 hours of courses
outside the art departrent include commercisal graphic arts
meterisls and procedures as a part.
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MISSCURI

Kansas City Art Institute, Kansas City

Bachelor of Fine Arts, major in graphlc deslgn:

9L bours in art courses including 54 hcurs in advertising art.
K totsal of 30 hours of art courses include c0mmer01al graphic
arts materials and procedurss as a part.,

Southezst Missouri State Collesge, Girardeau

Bachelor of Artg, major In advsrtising design:

2l hours in art courses including & hours in advertising art.
A total of l hours of art courses include commercial graphic
arts matarials and procedures as a part,

Southwest Mlssouri, Springfield

Bachelor of Fine Arts, major in commerclal art:

60 hours in art courses including 18 bhours in advertising art.
A total of 9 hours of art courses include commercial graohic
arts materials and proccdures as a part.

NEW MEXICO

Bagtern New Mexico University, Portales

Bachelor of Arts, major in cormercial art:

Eé hours 1n art courses Including 1l hours in advertising art.
£ total of 9 hours of art coursss include commercial graphic
arts materials and procedures as a part.

University of Albuquerque, Albuquerqus

Bachelor of Arts, major in commercial design:

L3 hours In art courses including 9 hours in advertising art,
A total of & hours of art courses include commercial grapnic
arts materials and procedures as a pard.,

NEZW YCRK
Flncb Colleze, New York
Bachelor of Arts, major in commerclal art:
B7 hours 1n art coursss including 16 hours in advertising art.,
A total of 15 hours of art coursss include commercial graphic
arts materials and procedures as a part. '

New York Institute of Tachnolony, New York

Bachelor of Fine Arts, major in advertlising design:

92 hours in srit courses including 1f hours in advertising art,
A total of 1l hours of art courses includes commercial graphic
arts materisis snd preegdures as a part.
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NEW YCRK

Pratt Instltute, Brooklyn

Bachelor of Fine Arts, in advertising design: :
112 hours in art courses including 96 hours in advertising art.
Additional courses outbtside the art “department include:

Ly hours of photography.

A total of 26 hours of art courses and [ hours of courses
outside the art department include commercial graphic arts
materlials and procedures as a part.

Rochegter Institute of Technology, Rochester
Bachelor of ¥ine Arts in Advertising Design:
51 hours in art courses ircluding }2 hours in advertising art.
total of 36 hours of art coursss include commercial graphic
arts materials and procedures as a part.

Syracuse University, New York

Bachelor of Arts, mejor in advertising design:

9l hours in art courses including 1€ hours in advertising art.
Additional courses outside the arb “department include:

3 hours of journalism, 6 hours of industrall graphic arts,

A total of 18 hours of art courses and 9 hours of courses
outside the art department include commercial grapbic arts
materials and procedures as a part.

NORTH CARCLINA

University of North Carolina at Greensbhoro, Creensboro
Bachelor of Fine Arts, in advertising design:

33 hours in art ccurses including 15 bhours in advertising art.
A total of 12 hours of art courses include commercial grapbhle
arts.

OHIO

Cleveland Ingtitute of Art, Cleveland

Bachelor of Iine Arts, major in graphic design:

150 hours in art courses ineluding li2 hours In advertising art.
A total of 36 hours of art courses include commsrecial graphic
arts materiais and procedures as & part.

Columbus College of Art and Design, Columbus

Bachelor of Arts, major In advertlsing design:

100 hours In art courses Including 27 hours in advertlising art.
A total of 30 hours of art courses include commercial graphic
arts meterials and procedures as a parst.
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Kent State University, Kent

Bachelor of PFins Artis, in advertising art:

€0 hours in art coursas including 16 hours in advertising art.
Additional courses outside the art department include:

5 hours industrial graphic arts technology.

A total of 16 hours of art courses and 5 hours of courses
outgsids the art department include commarcial graphic arts
materials and procedures as a part.

Ohio State University, Columbus

Bachelor of rine Arts, msjor in visual communication design:

123 hours in art courses including 30 hours in advertising art.
Additional courses outside the art department include:

3 hours journallsm, typograpby and printing, 3 hours photography,
A total of 25 hours of art courses and £ hours of courses

outside the art department include commercial graphic arts
materials snd procedures as s part.

Ohlo University, Athens

Bachelor of Fine dArts, specialization in advertising design:
57 hours in art coursss including 20 hours in advertising art.
Additional courses outside the art department include:

3 hours of journzlism

A total of 18 hours of art courses snd 3 hours of courses
outslde ths art department include commercial graphic arts
materials and procsdures as a part.

QKL AHCHA

Central State Collegs, Edmond

Sachelor of ine Arts, major in advertlsing design: .

51 hours in art courses including 10 hours in advertlsing art,
Adgditional coursss cutside the art department include:

2 hours photography, 2 hours industrial arts, printing,

A total of § hours of art courses and 4 hours of courses
outside the art department include commercial sraphic arts
materials and procedures as a part.

Southwestern State Collegs, Weatherford

Bachelor of Arts, major in ecommercisl art:

€0 hours in art courses inmcluding 1b hours in advertising art.
A total of 1l hours of art courses include commercial graphic
arts materials and procecdures as a part.

University of Tulsa, Tulsa

Bachelor of Fine Arts, major in comrercisl art:

60 hours in art coursss including € hours in advertising art.
Additional courses outside the art departmert includs:

6 hours of journalism, advertising and copy layout.

A total of 3 hours of art courses nad 6 hours of courses
outside the art despartment include commercial graphic srtsg
materials and procedures as a part, T
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HIINSYLVARTA .

Beaver College, Jenkintown

Bachelor of Fine Arts, major In grephic dosign:
57 hours in art courses including 2l bours in advertising art,
A totel of 20 hours of art courses ilnclude cormercial *raphic
arts materials and procedures as a part.

Moore Colleme of Art, Philadelphla

Bacheglor of Fine Arts in Advertising Art:

91 hours in art courses including jﬂ hours in advertising art.
& total of 1f hours of art covrses include commercial grapﬂic
erts materialg and procedures ss a part,

Mount Mercy Ccllegs,

Bachelor of Arts, major in graphic deslgn:

38 hours in art courses including L hours in advertising art,
A total of ], hours of art coursss lnclude commercial graphic
arts materlals and procecduress as a part, )

Philaedelphia College of Art, Pbiladelphia

Bachelor of Fine arts, ma jor in graphic desizn:

90.5 hours in art courses iucluoin* l:2 nours in advertlsing art.
A totel of 30 hours of art courses incluce commercial graphic
arts materials =snd procedures =28 a part,

SQUTH CARCLINA

Coker Lolleze for women, Hartsville

Bachslor of Arts, major in commercial art:

Ll hours in art courses including & bours in advertising art,
A total of & hours of art courses include ccmmercial zrsphic
arts meterials and procedurss as a part.

SOUTH DAKOCTA
University of Scuth Dskota, YVermillion
Bachelor of rine Arts in Advertising Art:
71 hours in art courses Including 15 hours in advertising art.
Adaditicnal courses outside the art department include:

hours of journalism,.
A Total of £ bhours cf art courzes and 3 hours of courses
outside the srt department include commercial grapanic arts
meterials z2nd prccedures s a part.

TENIESSES

Austin Pemystate Colleze, Clarksville

Bachelor of Fine Arts, major in adverbtising design:

L& hours in art courses Iincluding 15 hours iIn advertisfn“ art.,
A total of i2 hours of art courses include commerclial granhic
arts masterisls and procedures as a part. )
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TENNASS T
Memphis Academy of Arts, Memphls

Rachelor of Fine Arts, major in advertising design:

120 hours in art courses including 36 hours in advertising art.
A total of 1P hours of art courses Include commercial graphic
arts materials and procedures as a psrb.

Memphis State Unilversity, Memphils

Bachelor of Arts, major in comwercial art: .
f1 hours in art coursss including 12 hours in advertising art.
A4 total of 15 hours of art courses “include commercial graphic
arts matarials end prccedures ss a partb.

University of Tennsssee, Knoxville

Bachelor of Fine Arts, major in cormercial design:

0 heurs in art courses 1nclt.dlnT 18 hours in advertising art,
A total of 1R hours of ert courses include commercial graphic
arts materials and proccdures as a part. '

TEXAS

sast Texas 3tate University, Cormmerce

Bachelor of Arts, major In commercial art:

76 hours in art ccurses including 16 hours in advertlsing art.
Zdditlonal courses outside the art “department include:

Y4 hours industrial pricting, !} hours photograpny.

A total of £ hours of art coursss and £ hours of courses
outside the art department include commercial graphic arts
materials and procedures as a part,

Lemar State College of Techrolozy, Zeauront

Bachelor of Science in Commercial Art:

12 bhours in art courses including 19 hours in advertising art.
A total of 1f hours of art courses include commercisl graohic
arts materials and procedures as a part,

North Texas Stste University, Denton

Bachelor of Arts, fileld of concentration in advertising srt:
Eﬁ hours in art courses including 21 hours in advert151n art,
Additional coursss outside the art GEﬁartwent includs;

3 hours industrial grasphic arts, 3 hours husiness advertising.
4 total of ;2 hours of art courses and 6 hours of courses
outside the art department include commercial graphlic arts
materisls and procedures as a part.

Southern I-ﬂathodi.t University, Pallsas
Bacheler of Fine srts, program of study in commerciazl art:
£9 hours in art courses including 18 hours in advertising srt.

A total of S hours of art courses include commercisl graghic
arts materials and procadures as a cart.
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Southwest Texas State College, San Marcos

RBachelor of Science in Commercial Art:

38 hours in art courses including 9 hours In advertising art,
Zdditional courses outside the art department include:

6 bours industrial printing, 3 hours photography.

A total eof 3 hours of art courses snd 9 hours of courses
outside the art denartment include commercial graphlc arts
materials and procecures as a partb.

Stephen F. Austin State College, Nacogdoches

Rachelor of Arts, emphasis on commercial art:

6 hours in art courses including 12 hours in advertising art,
A total of 1l hours of art courses include cormercial grapbic
arts materials and procedures as a psrt.

Texas Christian University, Fort Worth

Bachelor of Fine Arts, major 1n commercial art

60 hours in art courses including 12 hours in advertising art.
A total of 9 hours of art courses include commercial graphic
arts materials and procedures &ss a part.

Texns Technllogicsal Colleye, Lubbock

Bachelor of Advertising aArt and Design:

73 hours 1in art courses including 1€ bhours in advertising srt.
A total of 1l hours cof art courses include commercial graphic
srts materials and procecdures as s part.

Texas Woman's University, Denton

Bachelor of Arts, m:jor in advertising design:

62 hours in art courses including 18 hours in advertising art.
A total ‘of 15 hours of art courses include commercial graphic
arts matserials and procedures as a part,

VIRGINTA

Richmond Professional Institute, Richmond

Bachelor of Fine Arts, major in commercial srt:

88 hours in art courses including 26 hours in advertising art.
A total of 28 hours of art courses include commercial graphlce
arts materials and procedures 2s s part,

WASHTIGTON

Central “Washington State College, Bllensburg

Bachelor of Arts, major in commerclal art:

60 hours in art courses including 32 hours in advertising art,
A total of 15 hours of art courses include commercial zraphic
arts msterials and procedures as a part. B
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WASHINGTON
University of Washington, Seattle
Bachelor of Mine arts, major in grephic design:
127 hours in art courses including L& hours in advertising art,
Addltional courses ocutslde the ﬂrt departnent include:

hours of advertising.
A total of 1R hours of art coursss and 5 hours of courses
oubtside the art depsrtment include commercial graphic arts
materials and procedures as & part.

WISCONSOoN

Layton School of Art,

Bachelor of Fine Hrta, major in advertising design:.

60 hours in art courses inecluding 23 hours In advertising art.
A total of 15 hours of art coursss include commercial ~rapbic
arts materials and procedures as a part.
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