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The Wrap Around Flash Bracket 

With just a moment's study of the 
wrap-around bracket on the TDC 
camera. it becomes auite evident 
that the camera can be manipulated 
completely without the hands ever 
coming in contact with the bracket. 
Though not new, this type of 
bracket has been largely overlooked 
in spite of its many advantages. 

The use of 1/8" s t r a ~  aluminum 
makes it onlv a minor chore to saw, 
file, or bend to your particular need. 
If your camera has a moderately 
sized central sight and you wish to 
come up the front, a well placed 
hole should solve this problem. 

The components are readily avail- 
able and only one caution needs to 
be mentioned. Most flashes today 
have a hot shoe tip which makes it 
mandatorv that vou either use a 
plastic cliv or be sure to relieve the 
center of a metal one if it is used. m 

by A1 Meyers 
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Front Cover: 
An East German border tower seen 
through a hole in the Berlin Wall, 
January 12,1990. This v i m  and othen by 
Gerd Schulte documenting the beginning 
of the end of the wall are found in the 
feature "Stereo at the Wall." 



T wo of the matters covered in 
this issue are directly related to 

the stranger-than-fiction changes in 
world politics that began dominat- 
ing the media late last year. The 
Berlin Wall stereographs by Gerd 
Schulte provide at least a basic 
stereo documentation of what, 
besides being one of those "pivotal 
points" in history, was also one of 
the greatest photo opportunities 
ever available for pros and amateurs 
alike. It would have been unthink- 
able for such an event to have 
passed with no stereo images being 
made at all. 

With any luck, other stereo 
records of events in Berlin (and 
perhaps even other key locales in 
eastern Europe) will surface at least 
by the time of the International 
Stereoscopic Union Congress in 
Monaco in fall, 1991. The other 
matter is the question of the Soviet 
Fed Stereo camera, covered in added 
detail in this issue's Nmviews .  
Hands-on testing and examination 
of the camera reveal it to be less than 
ideal but more than expected- 
being "generally a delight to handle 

and use" and giving "excellent stereo 
results." Nothing, to date, is known 
of its eventual availability. That may 
be as much dependent on geo- 
political changes as on progress with 
manufacturing and marketing 
considerations. Not just improve- 
ment, but maybe even the basic 
functioning of the Soviet economy 
could be determined by the 
intertwined dilemmas created by the 
expectations and demands of ethnic 
and national groups. (Not to 
mention western responses to how 
the Soviet government deals with 
those people and dilemmas.) 

If early reports are correct, and 
the Fed Stereo is being made in 
Kharkov, complications could arise 
from the results of growing 
nationalist feelings there, as 
Kharkov is in the Ukrainian SSR. 
General international availability of 
the Fed camera may well depend on 
positive solutions to any number of 
disputes in and between several 
countries and would-be countries. It 
has the potential to help move things 
in a positive direction, being the 
kind of unique product that could 

make a contribution to Soviet world 
trade. Given an eventual chance at 
the needed trade and economic 
circumstances, the "Fed CTEPEO 
could help in its own way to fulfill 
the hope of Oliver Wendell Holmes 
when he wrote, "The stereograph. . . 
is to be the card of introduction to 
make all mankind acquaintances." 

Bulk Blues 
Members who get their copies of 

Stereo World via the basic, bulk 
mail subscription had to wait, in 
many cases, an entire month longer 
than first class subscribers for the 
Sept./Oct. '89 issue. That issue was 
of course already late enough, but 
we are contacting the Postal Service 
to determine if there has been some 
change of policy regarding bulk 
non-profit organization mail. In any 
case, the worst of the delay will 
shrink as we catch up with the 
calendar in our own production 
schedule. For the first half of 1990, 
Stereo World will be, in effect, a 
monthly effort aimed at reaching 
members at least sometime within 
the months named on the cover by 
later this year. m 

The First NSA View-Master 
Three Reel Packet 

A Limited Edition Collector's Item! 

Reels A & B contain scenes from 
some of the programs presented at 
NSA PORTLAND 89, the 15th an- 
nual convention of the National 
Stereoscopic Association, Aug. 4-7, 
1989, Portland, Oregon. 

Reel C is a collection of scenes 
from several View-Master "DR and 
Plant Tour reels and is the only com- 
memorative reel to be published as a 
token of the 50th anniversary 
celebration. 

Packets are $6.00 including post- 
age from NSA, Box 398, Sycamore, 
OH 44882. m 

L PACKE 
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Stereodipity 
do is some clipping and twisting to 
find more stereodipity than meets 
the eyes - perhaps the true secret of 
"cold fusion." m 

Most people respond to our re- 
quest for accidental stereo pairs by 
sending in photos from ads or com- 
parison photos from photography 
magazines. But Denver NSA mem- 
ber Willard Johnson has been on the 

Wrappers with repeated logos are a good source, if you experiment with the 
alignment. 

lookout for them since the 1950s, 
and sent in some samples of the sort 
of unexpected results you can get by 
a slight rotation of repeated patterns 
that show no 3-D clues in their 
original orientation. All you need to 

According to Mr. Johnson, "Words fail me when I attempt to explain this."First, fuse the 
two guide lines at the top, then read the words out from the center. 

722-2211 722-2211 1 
1 Coupon Per Order 1 Coupon Per Order 

I 
I Rust Weation Collpoa When Ordering Must Mention Coupon When Ordering I 
I , J  

OffcrExpMDecembcr31,1988 MivExpiiDmnber3l.l988 I 
LIIII-IIIIIII..I-IL.IIIIIIIIIII-III 1 

Groups of repeated coupons or small ads can produce interesting results-especially 
when type has been compressed or expanded differently in otherwise matching 
examples. 
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Stereo at the Wall 
by John Dennis 

0 ne of the selections in the 
recently published 

Netherlands 1857/1920 Seen 
Through the Stereoscope is titled 
"Looking through a hole in the wall 
of time." While this could well be 
used to describe the viewing of any 
vintage stereograph, it could as 
easily be applied to a stereo image 
only a week old. The "hole," once 
created, will exist as a portal regard- 
less of how recent or ancient the 
scene may be - and it will present it 
in a way no flat photo can match. 
Of course the more historically 
interesting the scene or event is, the 
more people now and in the future 
will wish to gaze through the hole. 

The cover view by NSA member 
Gerd Schulte, taken through a hole 
in the Berlin Wall in January, 1990, 
provides us a literal "hole in the wall 
of time" that already seems like a 
stereo peek into history. Both the 
electronic and print media have 
flooded us in recent months with 
images, from around the world, of 
history not just changing but 
accelerating - as if in its own fran- 
tic race with copy writers and video 
editors. As dramatic and astounding 
as the scenes flashing across our TV 
screens have been, what owner of 
any functioning stereo camera could 
watch the sensory overload of 
historic images without wishing to 
be in at least one of those places! To 
be there. between the network vans 

or the amateur camcorders, captur- 
ing some of it in the depth it 
desenres. 

Gerd Schulte lives in Berlin, and 
with the help of Dieter Lorenz, has 
shared with us some samples of his 
full-frame slide pairs documenting 
the end of the Berlin Wall. A few 
other stereographers may have been 
recording events on the streets of 
east and west Germany as well, 
possibly including the March elec- 
tion campaigns in the GDR. As for 
the rest of eastern Europe, the Soviet 
Union, South Africa, or Central 
America, recent stereo holes in the 
wall of time will be few if any. The 
future will have to be satisfied with 
miles of flat video tape. m 

East German border guards line the top of the wall at the Brandenburg Gate, Nov. 11, 
1989. While several new crossing points were being opened that week, this symbolic 
location drew throngs of West Berliners and the media. 

One of the larger East German border towers seen through a hand-made hole in the 
Berlin Wall, Jan. 12, 1990. All stereos by Gerd Schulte. 
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All ages watch from around (and on) the wall as people flow through the new opening 
at Potsdamer Platz, Nov. 12, 1989. This scene is also illustrated in a wide-angle photo 
on pages 114-115 of the April '90 National Geographic 

A fenced-off portion of the now dangerously weakened wall near the Brandenburg 
Gate, Ian. 12, 1990. 

By February, the wall had become a place to be photographed and to chip off 
souvenirs. This section is near the Brandenburg Gate, Feb. 21, 1990. 

Seldom has one of history's most symbolic props been so easily accessible to the pub- 
lic. A view from the top, near the Brandenburg Gate, Feb. 21, 1990. 
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Elmer Underwood-Circa 18u0. 

mpossible you say? I HOW could one company sell 
ten million units of anything in the 
davs before the advent of mass mer- 
chandising methods and national 
advertising? Well, the Underwood 
brothers did just that - by knock- 
ing on doors throughout the coun- 
try. They were not the first to sell 
stereo views door-to-door; however, 
the system they devised proved 
more successful than any others up 
to that time. Over a period of thirty 
years, the brothers built a produc- 
tion and sales organization that sur- 
passed all that h id  preceded them. 

mately resulted in their taking the 
lead in the creation of the world's 
largest stereo view business. 

Elmer and Bert Underwood, sons 

\ of the Reverend E. Underwood, 
were born in northern Illinois - 

* "  Elmer in 1859 and Bert in 1862. For 
many years their father had been a 
missionary for the American Sunday 

'R 
School Union. The family moved to 
Ottawa, Kansas in 1878 where both 
boys worked part-time and attended 
the University. 

1 T r r "  Elmer started a publishing busi- 
ness there in 1879 that became quite 
successful. Bert meanwhile worked 
in a grocery and then for the White 
Sewing Machine Company in Kan- 
sas City before becoming a sales 
agent for a medical book which he 
peddled from door-to-door through- 

Bert Underwood-Circa 1890. out his assigned area on the edge of 
Indian Territory. (He chose this line 
of work because his physician ad- 

B. W. Kilburn of Littleton, New vised him to spend as much time as 
Hampshire was the first American possible outdoors.) A natural sales- 
company to sell stereo views door- man, Bert became known among 
to-door in several New England the farmers as "that boy who sells a 
towns during 1879. Within a few book to everyone." During his book 
years '''burn agents, On a selling trips in 1881, he met an agent 
straight commission, were selling for stereoscopic views and became 
views door-to-dOOr Over a good Part convinced that if the merits of the 
of the Northeastern and Midwestern then dtout-of-datetr stereoscopic 
United States. It was then that views could be properly presented to 
the young Underwood brothers the public they would prove to be 
made the career moves that ulti- 

"Building up" an Underwood Patent Extension Stereograph Cabinet,-in a home 
library. 1901. Bert Underwood demonstrates how easy it is to add drawer units to one 
of their Stereo View Cabinets. (All illustrations not credited are from author's 
collection.) 
-. * ----,*- -" -qpw- --m*-.--w. y+" ;.+r" .r-..-.,F..n.~*,3. 
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fast sellers. Ordering a stock of 
views and a stereoscope he began to 
formulate a system for selling them 
that proved immediately successful. 
Bert urged his brother to join him, 
but Elmer hesitated to leave his es- 
tablished and successful business. 

Bert's sales grew so fast, however, 
that within a few months he per- 
suaded his brother to sell his pub- 
lishing business and join him in 
expanding the stereo view business 
into other areas. At that time, the 
Underwoods were selling the stereo 
views published by Charles Bierstadt 
(Niagara Falls), J. F. Jarvis 
(Washington, D.C.) and the Littleton 
View Company, (one of B. W. Kil- 
burn's competitors) in the sparsely- 
settled areas west of the Mississippi. 
(Some of these early views have 
been found inscribed on the back 
"Sold by Underwood and Under- 
wood, Ottawa, Kansas.") In a year's 
time the brothers had established 
their own group of sales agents (all 
trained in the Underwood method) 
working in Missouri and Kansas. 
The Underwoods directed this sales 
force from a small office in Ottawa, 
Kansas. 

Many of these agents were recruit- 
ed from colleges and universities. 
Some of the better salesmen among 
them earned enough during the 
summer months to pay their entire 
college expenses for the year. 

During their early expansion, the 
Underwoods personally trained new 
agents in the elements of their sys- 

Comic view issued by Griffith b Griffith. While the man o f  the house examines views 
in the background, the stereo view salesman, canvassing case in hand, applies a sales 
technique not mentioned in the sales manual. 

tem. As their business grew, they 
documented the system in a manual 
that taught their agents how to suc- 
cessfullv sell stereo views. 

To learn just how these agents 
plied their craft, a copy of their 
Sales Manual for 1890 was exam- 
ined at the Oliver Wendell Holmes 
Stereoscopic Research Library. The 
following information was extracted 
from it. 

The Underwoods divided their 
sales effort into two parts - the 
canvass and the delivery. Canvassing 
included gaining a hearing, creating 
a desire to buy and obtaining a 
small order for a stereoscope or 
views. Upon delivering the original 
order a week or two later, they 
made their major pitch to sell more 
views. 

The manual took the new agent, 
step by step, through a typical sales 
call, telling them what to say and 
how to handle all objections. The 
agent was instructed to greet the per- 
son answering the door with: "I 
have something very beautiful I 
want to show you. It will take just a 
minute." No mention was made of 
the product they were selling. If the 
prospect hesitated, they added: "It is 
something new in this line, and I can 
show you much better and easier 
than I can tell you." 

If told there was no interest in 
buying anything they countered 
with: "Oh, I am only showing now 
and I have something so interesting I 
do like to show it. You can spare just 
a minute." 

After gaining entrance, the agent 
laid his case down and removed the 
stereoscope saying: "Of course you 
have a stereoscope." If the customer 
did not, the agent stated that they 
have never seen views through this 
type of glass. "Everyone says it is the 
finest lens they ever looked 
through." The important thing was 
to get the customer seated and to 
hold the scope. The manual advised 
the agents to insert each view into 
the scope before taking the 
preceding one out so the customer 
was always looking at something, 
the better to hold their attention. 
They made each view as interesting 
as possible by pointing out the 
objects of value, beauty or novelty 
in each. For example, "Phoebe's 
Arch, Palmer Lake, Colorado. 
Notice how far through that arch, 
across the landscape you can see. 
That farthest mountain is thirty 
miles from the arch. Isn't it 
something wonderful to cover such 
distance in a view?" Remember, the 
manual advised the agent, "your 
customer will often see, in the views 
you show him, only what your 
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words have the power to make him The order was written up for 
see ." 1 "Scooe and Views" and the cus- 

They credited the glass for the 
beautiful details and distances 
brought out in perfect relief. They 
dwelt on the power of the glass as a 
sale of the scope obviously produced 
a demand for views. 

They attempted to close the sale 
by saying: "If I will bring you just as 
good a lens as this is in about two 
weeks, you will want one of them 
won't you? This scope is only ninety 
cents and if the one I bring is not as 
good as this don't take it. Our views 
cost 16% and 8% cents each." Price 
was only mentioned after they had 
shown a number of sample views. 

The agent then advanced numerous 
reasons the customer should have a 
stereoscope in their home - they 
cost very little and yet are so 
interesting; if company comes they 
can help entertain themselves with a 
stereoscope and a collection of 
views; children read, hear people 
talk then study about places in the 
views; they can never visit all these 
places as it would cost hundreds of 
dollars to visit only a few and the 
stereoscopic views, as seen through 
a good glass, will give them a better 
idea than they can get in any other 
way. The agent concluded with: "Well, 
I shall put you down for the glass, 
shall I not, as it's only ninety cents." 

tom& was told: "You see, I have put 
you down for a scope and left the 
views indefinite. When I bring 
around your scope I will have a fine 
collection of views and our $2.00 
per dozen views are the finest in the 
countrv." 

If th; customer already had a 
stereoscope, the agent switched the 
emphasis away from the lens, 
crediting all the fine effects to the 
superior quality of the clear sharp 
views, all from original negatives 
taken by the best view artists in the 
countrv. An order was taken for a 
small number of the views examined 
or sometimes just for "views" with 
the understanding that the customer 
could make a selection from a whole 
assortment of three or four hundred 
subjects when they made their 
delivery. The agent worked prom- 
inent names into the sales pitch to 
influence the customer: "Dr. Jones 
liked that view very much. I have 
his order for a collection." The 
agents were told that local personal 
influences of this kind are imposs- 
ible for anyone to resist entirely. 

The experienced agents carried a 
small folder containing a list of 
prominent local people and their 
avocation who had purchased views. 
These were shown to the prospect 

with the comment: "Here is the 
Mayor you see, the Minister, the 
Postmaster, and of course, these 
Doctors, who have all purchased 
views for their collection." Business 
cards of their customers were 
inserted in the folder that contained 
written comments about the views 
purchased - "Interesting - fas- 
cinating. Worthy of attention"; 
"Unusual, Educational and most 
entertaining." One of these sales aids 
is on file at the Holmes Librarv con- 
taining 32 names and business cards 
of prominent customers in one city. 

As a general rule, the agent was 
instructed to canvass house-to-house 
for two weeks, if possible, starting 
on the best street in town, and then 
deliver continuouslv until all the 
orders were filled before canvassing 
again. 

The great secret of moneymaking 
with views, it was emphasized, was 
to canvass their territory thoroughly 
- exhaustively. It was easier to 
build up the order if many of the 
customer's neighbors were taking 
views. They were advised not to be 
easily put off as "NO, is not always 
an answer in canvassing any more 
than in courting." Persistence wins 
the day. 

The manual also offered advice 
on how the agent should conduct 
himself while on the road. They 
were admonished to find a good 
boarding place, keep the best of 
company and not talk politics. If a 
Christian, to go to church Sunday 
and make themselves at home in 
prayer-meetings or the Y.M.C.A. 
rooms. To be neat and clean in 
attire, to dress well and never boast 
of his business, only talking about 
his views when actually canvassing. 
(No mention of female agents has 
been found.) 

The agents were advised to order 
a good supply of views from the 
main office so that more than the 
first few customers would have a 
complete assortment to choose from 
during delivery. When the views 
were received, the agents were 
directed to study them and become 
familiar with the history and points 
of interest shown, using the 
descriptive catalog provided to help 
interest the customer in them. 

A peek into the canvassing case that had been carried by an H.C. White agent reveals a For the delivery phase of the sale, 
box of 60 assorted views (Penonalities, Comics, Ships, Expos, Foreign Country they were advised to purchase an 
Scenes, The White House, Snow Scenes, etc) and their top of the line all-metal stereo- ordinary 18 inch valise and pack 8 
scope with folding handle. stereoscopes in one side with a large 
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assortment of views in the other. In 
this way, they had enough for a half 
day's delivery, returning to their 
room for additional stock for work 
in the afternoon. 

When delivering the scope, it was 
important to once again get the 
customer seated to try it out. Views 
were shown in the same manner as 
when canvassing, having the customer 
decide on each view separately, 
laying aside those they wanted to 
keep. If the customer protested: 
"Oh, I have more than I can take 
now," the agent replied: "Why this is 
only a start - you have an oppor- 
tunity to obtain the finest views that 
have ever been made and it will pay 
you to take advantage of it and get a 
good collection. Your scope is not so 
interesting without a nice collection. 
The more you get the better." 

The anent was reminded not to 
lower prices as that lowered the val- 
ue of the goods in the minds of the 
patron. However, to clinch a large 
sale, the anent would offer a free - 
stereoscope with an order for six 
dozen or more views! 

In addition to their first class 
views, the agents carried a small 
number of copied views that they 
sold for three cents each. The 
purpose was to counter the 
customer's objections that they 
could buy views cheaper elsewhere 
and to prove the superiority of their 
more expensive views. By down- 
grading these views with the 
comment: "These are copies. We 

"The Stereoscope becomes the connecting link between home and the place you wish 
to see." Elmer Underwood in 1908 traces the route of one of his numerous photograph- 
ic trips to foreign lands. (Richard C.  Ryder collection.) 

carry them only for a cheap class of 
trade," they seldom had to show 
them. They also carried hand- 
painted views and French trans- 
parencies with them that sold for 25 
cents each, but no attempt was 
made to sell those until after they 
were paid for the scope and views 
originally ordered. 

Using these successful methods, 
Bert expanded their sales force into 
western Iowa, Nebraska, Dakota and 
Minnesota throughout 1884. At the 
same time, Elmer built the business 
in eastern Iowa, Illinois and 
Wisconsin. By the end of the year, 
they covered Kentucky, Tennessee, 
Arkansas and Louisiana with their 
agents. 

The following year, Elmer worked 
his way east into Pennsylvania and 
in a year and a half built the 
foundation of an immense business 
through the populous eastern and 
southeastern section of the country. 
Meanwhile, Bert crossed the 
Rockies, covering the Pacific Coast, 
from San Diego to Puget Sound, 
with agents. Busy boys! 

The Underwoods claimed to have 
sent out 3,000 college students in 
one summer. Agents traveled by 
bicycle, or horse and buggy in farm 
country, and were sometimes invited 
to spend the night with their last 
customer, paying for their room and 

board with stereo views. 
A few agents used their experiences 

with the Underwoods to go on to 
bigger and better things. One was 
James M. Davis, who became the ex- 
clusive Sales Agent for Kilburn ste- 
reo views. Another was B. L. 
Singley, founder of the Keystone 
View Company of Meadville, 
Pennsylvania. Keystone, in time, 
became a strong competitor to the 
Underwoods. 

Outgrowing their single supply 
house in Ottawa, Kansas by 1887, 
they opened an office in Baltimore 
to supply all the territory east of the 
Mississippi. That same year they 
also secured control of the stereo 
views produced by Strohmeyer & 
Wyman. The combined capacity of 
their four suppliers, Bierstadt, 
Jarvis, Littleton Views, and 
Strohmeyer & Wyman was ten million 
stereo views per year. A Canadian 
office was opened in 1888 to handle 
the large sales there. 

Underwood and Underwood ex- 
panded into Europe in 1890 when 
Bert opened a branch in Liverpool, 
England. He personally ran the 
office for three years, creating a 
renewed interest in stereo views 
there. 

They moved their Baltimore office 
in 1891 to New York to better serve 
their growing sales overseas. By 
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1894, they were selling their views 
wholesale or through agents in all 
European countries, Australia, New 
Zealand, South Africa, India, Japan, 
Cuba, Mexico and nearly every 
country in South America. In that 
year, the Underwoods shipped three 
million views to England retailing 
them for $2.00 a dozen. 160,000 
stereoscopes were also sold there for 
$1.00 each. 

Gradually, the Underwood firm 
began to publish their own original 
views to supplement already estab- 
lished trade lists of their four suppli- 
ers. In 1891 Bert took lessons in 
photography from M. Abel in 
Mentona, France. His sales exper- 
ience in the type of views that sold 
well helped him produce views that 
became quite popular. The excellent 
travel views of Italy, Greece, the 
Holy Lands and Egypt, published 
under the U&U label, all were 
produced from Bert's negatives. 

While in Rome, Bert arranged to 
photograph Pope Pius X in stereo, 
producing a 12 card set on "The 
Pilgrimage to St. Peter's and the 
Vatican." After presenting a set to 
His Holiness, the firm received the 
following note from a Cardinal at 
the Vatican: 

"His Holiness Pope Pius X., wishes me 
to tell you how much He had admired the 
stereoscopic views which Messrs. 
Underwood & Underwood have kindly 
presented to Him. As a token of His 
special appreciation of these very 
interesting photographs, His Holiness bids 
me send you in His name a silver medal 
together with His thanks." 
It was not until 1897 that the 

company supplemented Bert's work 
by employing their own full-time 
photographers and using free-lance 
operators for specific assignments. 

By 1901, the firm had finalized 
the design of the U&U logo on their 
stereo views and were publishing 
over 25,000 views a day of their 
own. They also sold 300,000 stereo- 
scopes a year - a prodigious output 
that made the firm the largest of its 
kind in the world. 

Their stereoscope supplier was 
Henry E. Richmond, a native of 
Bennington, Vermont, who had 
established a stereoscope factory for 
the trade around 1890, in the small 
town of Westwood, New Jersey, 
population 838. The factory was 
just fifteen miles from mid-town 
Manhattan and employed about 
thirty people. His factory ground 
the lenses, cut out the wooden parts, 

stamped and shaped the aluminum 
hoods, binding the edges with 
velvet. Those he made for the 
Underwoods were stamped on the 
hood with the words "Sun-Sculpture" 
surrounded by their rising sun 
trademark. The factory was a two- 
story building with a water tower 
that supplied water to the town of 
Westwood. (See Illustration.) U&U 
apparently purchased the factory 
around 1901 and retained Richmond 
as their Manager through at least 
1914. 

They also purchased a factory 
from Strohmeyer & Wyman in 
Arlington, New Jersey, eight miles 
from Manhattan, that produced 
both stereoscopes and views. Seven- 
ty persons were employed there in 
1906. One of the Underwoods' more 
famous staff photographers, James 
Ricalton, was from Maplewood, 
New Jersey, just a few miles from 
their facto-ry- in Arlington. Their 
Westwood factory produced 
stereoscopes exclusively, employing 
10 men and 20 women the same 
year. 

At the turn of the century, the 
Underwoods introduced their 
unique boxed set of views - a 
sequence of views that simulated a 
tour of the country depicted. Some 
views had captions in 6 languages 
printed on the back. A descriptive 
guidebook accompanied the views 
which included a map showing the 

exact location and boundaries of the 
views in the set. 

U&U Guide Books were edited by 
some of the most eminent scholars 
of the day. The popularity of these 
travel sets and guidebooks made it 
difficult for smaller companies to 
compete and was responsible for 
some of them closing up shop and 
selling their negatives to the 
Underwoods, which grew even 
bigger as a result. 

Their boxed sets and books 
became immensely popular, forming 
the bulk of their output for the next 
15 years. Their sales literature 
pointed out - "The Underwood 
Travel System is largely mental. It 
provides Travel not for the body, 
but for the mind, but travel that is 
none the less real on that account. It 
makes it possible for one to see as if 
one were present there in body - in 
fact to feel oneself present - and to 
know accurately famous scenes and 
places thousands of miles away, 
without moving his body from his 
armchair in his comfortable corner; 
indeed, it enables him to take up one 
standpoint and then another with 
reference to them and so see them as 
a whole, and to study them minute- 
ly, just as one would on a visit to the 
places in the ordinary expensive 
way." 

By 1910 they had 300 different 
stereo view sets for sale and had 
diversified into the new field of 

The Underwood's Stereoscope factory in Westwood, New jersey, around the turn of 
the century. Their manager, Mr. Richmond, is standing behind a camera on a tripod. 
Lother Dolph's position with the firm is not known. (Courtesy Cheryl Todd, Town 
Historian of Westwood, New Jersey.) 
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