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Isn’t that Terence Stamp
behind those Foster Grants?

(Good guess. Catch him as “Blue” A Paramount picture.)

As Mr. Stamp and the tuned-in world
have discovered, there’s more to sun-
glasses than meets the eye. Slip into a pair
and something inside seems to click. A
heightened self-awareness. A subtle in-
crease of confidence. Of coolth.

These pictures, taken recently onvilla-
laden Appia Antica outside Rome, reveal
just how our latest Foster Grants wrought

their magic on Terence.

That's why they’re called the Sun-
glasses of the Stars.

Sunglasses have become fun glasses.
And everybody, everywhere, is wearing
them.

Foster Grant, #1 in the anti-glare cru-
sade, is tickled pink. We make more shades
in more styles and more colors than any-

body. Anywhere. All with ff77 lenses that
pass the most rigid U.S. Gov’t standards
for eye protection (standards a lot of those
expensive imports flunk). All with down-
to-earth price tags.

Pick up a pair of Foster Grants next
time you're downtown. If they’ré moving,
smile,

It may be someone you know.

© 708N GRANT. LEOHINSTER, MaSE

“Now what’s this I hear, Fingers,
about withholding the Vegas

receipts from the bosom
of your family?”

:
¢

“Actua ly I quite fancy you,
Your Highness. It’s your type I detest.

“You have a way, Senator, of saying' peace
as if it were a dirty word.”

.
“You just tell her Che Guevara's
here and would like a word with
her. She’ll understand.”

““The Peace Corps? Haight- shbury?
Mecca' Decisions, decisions, decisions.”

6

Art Director: Ed Lee
Photographer: Burt Glynn
Copywriter: Rea Brown
Agency: Geer, DuBois & Co.
Client: Foster Grant Company
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26 flavors

’ And we're going to stay right
there. Crest isn't out to make fancy fla-
1SONS &=

with a second flavor—new mint—we
‘lk--a‘p‘ﬁnﬁ-mn:ﬂ

Art Director/Designer: Charles Kornberger
Photographer: Al Francekevich
Copywriter: Stanley Becker

Agency: Benton & Bowles, Inc.

Client: The Procter & Gamble Company




It’s sort of like
a tooth vitamin.

Crest similar to a vitamin?

Well, vitamins help keep your body strong. Crest does
the same for your teeth. Vitamins help keep your body healthy.
So does Crest for your teeth. Vitamins build up your body’s re-
sistance to disease. Crest builds up your teeth’s resistance to cavities.

What makes Crest special is its fluoride, Fluoristan® And
yet, most toothpastes don’t have
it. And that includes the leading
toothpastes.

For example, take the - o>
five Jeading toothpastes. Only
one contains the “tooth vitamin?’

Of course, you know
which one.

The perfect
after-breakfast,

after-lunch,
after- dlnner

Exactly. Mint-flavored
Crest. It's 2 mint treac that’s
good for your tecth. What
could be more perfect?

Before we goany further,

there's one thing youshould
gee very clear ar the start. We
actually couldn’t care less

mlnt ®

But this mint flavor, it’s
for you people who think
you deserve a little bit of
variety in your toothbrush-
ing routine but wouldn’t
dream of giving up Crest’s
stannous fluoride.

O. K. Now that we've

which flavor Crest toothpaste you use, made our position clear, go ahead. Live
mint or regular. Our business is fight- it up with mint-flavored Crest. We ap-
ing cavities, and flavors have nothing  prove. It's a little change and it's good
to do wnth that. Our fluoride does. for your teeth. A Crest oy

A health

glass of water

A\

e
Al

74

Art Director/Designer: Charles Kornberger

Photographers: Cailor/Resnick, Al Francekevich, Roy Coggin
Copywriters: Stanley Becker, John Cross, William Parrott
Agency: Benton & Bowles, Inc.

Client: The Procter & Gamble Company
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Where are you spending the Holiday?

23.000 drivers and passengers will spend it here. Drive carefully this weekend.

Mobil

We want you fo live.
159
Art Director/Designer: Bob Kuperman
Photographer: Dave Langiey
Copywriter: Hal Silverman
Agency: Doyle Dane Bernbach, Inc.
Client: Mobil



O the first day of Christmes,

“And they're every one smaiter than me.”
Some time before the tweifth doy of
i 8 gt day of Christras,

203

Art Director/Designer: Arnold Varga
Artists: Arnold Varga, Arthur Varga
Copywriters: James Spark, Al van Dine
Client: Joseph Horne Co.




Givea

damn

Support the New York Urban Coalition.

231

Art Director/Designer: Marvin Lefkowitz
Copywriters: Anthony |sadore, Robert Elgort
Agency: Young & Rubicam, Inc.

Client: New York Urban Coalition
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Photographer: Jon Abbot
Agency: Jon Abbot Studios
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Art Director: Bernard Qu
Photographer: Art Kane
Publisher: Time Inc./Life

The Jeffenon Aiplane flies the

< and
exploning srrealist landscapes
I wears transparent disgoises,
gaments sustable for an
through the looking glass. Images
wcceatric, but not uniikely. The

penetsating the dark, eaving
behind & blur of city. It reaches a
timeless speed, % ite in 10

sion.
served and it's time for dinner.
For shorter wips, the jeffenon
Aplane is 3 custom-made glider,
Baxtecs, an odd assemblage of
ambigurties. it hugh-octane fuel
feeds two Piper Cub engines Jis
fuselage Is San Francisco facades.

crew
soloists. I their Plesigizs
boxes. each has a different stance.
each  diffesent mood. Together
Farm a structure of thrust and
countertheust. Ballads of chance
encounten in s stream of
consciousness. Passenger, be iree
and easy. Go along with allegory.
Fly jeterson Auplane and it wil be
the first day in the rest of your tfe
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Art Director: Bernard Quint
Photographer: Art Kane

Publisher: Time Inc./Life Magazine

Eleanor Righy

A, ook st alf the loncly people

Ah, ook at alf the fanely peopic!
Eeanor Rigby, picks up the nce in the church
where a wedding has been,
Ives in 4 dream

Waits at the window, wearing the face

that she keeps in a jar by ihe door,
who Is it tor

Al the lonely people.
whete do they all come lrom?
Al e lonely_peope
where do they afl befangt
Father McKenzre, writing the wards of 3
sermon that no one will hear.

70 0ne comes i
Look at hem working, darming his sbeks in the
mght when there's nobody there
what does He care?
All the tonely people,
where do they ail come fromt
Al the fonely people,
whete do they 3l belongt
A o0k st all the lonely peoplel
A ioak at ait thr fonely peopie!
Heanar Rigby, died 1 the churth and was
buried along with her name.
came.
Father McKenzie, wiping the dhrt Irom his
hands s e walks from the grave.
70 one was saved.

At the lonely people,
where do they il come trom?

Al ihe lonel;: peopte,
where do they 4l beloog?

A lving lace peenng out of 4 window and 3
masklike memonal n a churchyard reflect he
pognancy, exprened I the so0p. of bemg
unloved and anonymous both aiive and dead

Lady Madonna
Lady Madonna, children at your fee,

Friday rught arnves without 1 suitcase.,

Sunday morning creeping like a o,

Monday's chikd has ieamed to tie his bootlace.
how they run

Lady Madoona, baby at your breas:

Wonders haw you manage 1o feed the reat.

See how they run.

Lady Madonna, fying on the bed.

Lisien to the music piaying in your head,

Tuesday attemoon is never ending,

W fay mormoR papers didn‘t come

Thursday night your siockngs needed mending

run

Lady Madonna, children at your feet,
Wonder how you manage to make ends mee!

Tha baby In the East London hippie pad has
2 mother, but aooihes chid, whose image
emerges from an insbiutional cat, may not.
The photographer felt the song implied

threat of abandunment, funng against the
Innocent nursery-rhyme cquality of the hyricy
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Art Director: Hal Josephs

Designers: Seymour Chwast, Milton Glaser
Artists: Chester Gould, Tim Lewis
Photographers: Horn/Griner-—-Culver Photo
Copywriter: William R. Henderson, Ed Mandell
Agency: Henderson & Roll

Clignt: Union Camp
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Art Directcr: Murray Jacobs
Designers: M. Jacobs, C. Gibson
Copywriter: Cay Gibson
Agency: Wells, Rich, Greene
Client: Menley & James, Ltd.
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709
Art Director: Stan Dragoti

Director: Howard Zieff 783

Writer: Charlie Noss Art Director/Designer/Praducer: Hector Robledo
Producer: Jerry Liotta Director/Phctographer: Melvin Sokolsky
Agency: Wells, Rich, Greene Inc. Writer: Bill Hertz

Production Company: Zieff Films Agency: Foote, Cone & Belding

Photographers: L. Williams, Howard Zieff Production Company: Sokolsky Film

Client: American Motors Client: Menley & James
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He: Believe me, it’s in there somewhere. Chorus: Button up your overcoat when the wind is free.

(VO): The Rebels are going to autlast the teachers. So if you catch a mean old cold get Contac.
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Art Director: Ira Barkoff
Director/Production Company: Horn/Griner
Writer: Helen Nolan

Producer: Nureen Murphy

Agency: Smith/Greenland

Client: Getty Qil Co.

802

Art Director: Steve Sheldon

Director: Mack Bing

Writer/Producer: George Nicks

Agency: Gardner Advertising Co.
Production Company: Pacific Commercials
Client: Ralston Purina

Play it, Harry. A guy like you could use a break.

He' says | own him now.




MAGAZINE ADS: SINGLE PAGE

Just looking at people in Ireland is a de-
iightful form of cultural exchange. You
look at them. And they look at vou. One
look leads to another—and if you re-
spond to their "Good Day™ with onc of
your own, you'll probably be invited to
tea. And end the day singing your head
off in the back room of 2 pub, promising
to look up somebody’s third cousin in
Boston on yaur way home 1o California,
But if you're 100 shy to explore on your
own lreland’s greatest attraction, its peo-
ple, you can make arrangements to meet

the [rish through the Irish Tourist Board
They'll maich you up with your partic-
ular brand of Irish human interest. (Na-
ture and Guinness will do the rest.)

Trip over a stone in Ireland and you will
be imagination-deep in Archaeology.
Lose your way in a cobble-stoned alley
and you'll find your way to a stone castle.
There's so much to look at in Ireland it
doesn’t matter where you look first. Just
keep your camera clicking and illustrate
yourt story book memoirs of Georgian
Dublin, Frisco-perched Cork City. me-

1

Art Director/Designer: William A. McCaffery
Photographers: Janet McCaffery, Bill McCaffery
Copywriter: Mildred Fields

Agency: deGarmo, McCaffery Inc.

Client: Irish Tourist Board

26

dieval Kilkenny and the green-marbled
heights of Connemara. the Irish coun
tryside and the cliffs diving into the sca
and remember forever the soft-spoken
Irish weather that makes palm trees fecl
at home (Irish weather is so photogenic).
You can sce it all via bus (4 seven-hour
duy of scenic. guided touring only $2.15.
with plenty of Irish wit). or hop aboard
a delightful Radio Train (plush comfort.
hostesses, music and a lively commen-
tary on the passing scene, lunch, high
tea). You can rent a car (526 a week ofl-
scason, milcage included) and scoot off
on traffic-frec roads. Bikes can be had
for practically nothing or you ¢an strike
out on your own Irish blackthorn walk-
ing stick {make sure you walk ofl’ with
this souvenir of Ireland). But do get lost.
whenever possiblc. Because finding your
way in Ireland is such a stimulating so-
cial activity. Proof, as they say, that half
the fun of going there is getting there.

If you're interested in travel bargains,
we’ve got the juiciest ones. from October
10 the end of April. Here's a sampling:

Two weeks in Ireland. visiting 21 fasci-
nating places. Comfortable hotels every-
where, breakiasts, Abbey Theater, medi-
evalbanquetat Bunratty Castle. Car with
50 free miles. $275. (Week in Britain, $8%
extra, carwith unlimited mileage, choice
of five cities including London and Edin-
burgh.)

15 daystouring lreland. Edinburgh and
Londonbyluxurymotorcoach. Limerick.
Killarney. Ring of Kerry, Cork and Blar-
ney Castle. Waterford. Dublin — nine
sparkiing irish days. Two days in Edin-
burgh. four in London. finest hotels. in-
clusive air fure from New York, most
meals. cntertainment. tourmg. S470.

15 days in Ireland, escorted. Limerick,
Killarney, the Ring of Kerry Cork. the
Blarney Stone, Walerford. Wexford.
Dublin, Sligo. Galway, Connemara. Ab-
bey Theater. Irish cabaret, medieval ban-

quct at Buaratty. Finest hotels with bath.
most meak, motorcoach. Grand tour in-
cluding jer airfare from New York. $405

If time is runn:ng short and you want to
see Ireland fast (pity) at off-season bar
gain prices, even more of a bargain at
today sde-alued pound. wesuggest these
stop-olf package tours

Three day ir Dublin. Two nights in one
of Dublin finest hotels. bath and break
fasts. sigheseeing. dinners, ticket to fa
mous Abosey Thegter, Irish cabaret
transfers. 326

One day medieval tour. Be our guest at
the Medicral Banquet at Bunratty Castle.
where you'll wined, dined and enter-
tained like an Irish lord. $18. November
February

" IRELAND

|
|
K ALN, A < LAND
| AFTER ERITAIN, COME TO IREL
you're ouring Britisn, take a breuther
| Ifyou B b
in lrelund. Our air s the freshest, our
| Irelund. € he fros
| people the fricndliest. If you'd hke our
detailed our pachage. see your travel
] agent or write to! lrish Tounst Board,
| Dept. oo, P.O. Box 23¢. Madison Squure
| Swtion. Wew York, New York 10010,
t

Name
Address
Cit
| Stue Z1p
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Art Director/Designer: Bert Steinhauser
Photographer: Donald Mack
Copywriter; Michael Mangano

Agency: Doyle Dane Bernbach, Inc.
Client: General Wine and Spirits Co.
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Really.
If your father isn't worth

DISTINCTIVE MERIT AWARD

3

Art Director/Designer/Photographer: Henry Wolf
Copywriter: Jane Trahey

Agency: Trahey-Wolf

Client: Elizabeth Arden

Gateth ¢ istamds.

lis
abuth u]m‘
Clear™ lintichs,

aew
S 1lng,
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Art Director/Designer: Allan Beaver

Photographer: Melvin Sokolsky

Copywriter: Helen Nolan

Agency: Delehanty, Kurnit & Geller

Client: Yardiey

K hadsn,

<.
1¢ means the favorute of the harewm.

Khadine.

A fragvance callection for hath and afies by dardiey.

5

Art Director/Designer: Peter Hirsch
Artist: Ed Sorel

Copywriter: Neil Calet

Agency: Delehanty, Kurnit & Geller
Client: T.A.P. Portuguese Airways

WERE NOT NEW
YOU'RE NEW.

Hore we sre, vwelling with pride over our nuugural thght from And we're quite ready for you American
New York to | tshon Convder. When we it began flying to Pari. wehud sopertect
And what do we hear, minghed with the applunse” uunuxsnu 10 ploase even the finicky Frenct
* Who wants o fly with beginners®™ To cvlebente our mitial Might ot Framifrs, we aepped up our
* What do thev know about running an arlioe” efciency o3 degree that lw even the | mokfurice.
Wa's TAP™ etarted fyiog to Laoadun, lo, these many years ago,
And such mnmmwlmmmednlymcmnlmm
1 ct unguict iheve grumblers right oy
We vé betn ronming artund Eatope, Africa nd Souh Amecica A e, Wih cver G rOUE,  hew emprovemenn,
for & guartet century. Now we add New York to our it Our 29th caty on our 4th
contineat.

S0 you can understand that there's very lutle left ta improve.
Eoept perbaps by addinga few shiny new jets 10 our fleet
American paucngers: com fy with Food, GMITAP

You get 1x ot our
cayum e s OF ol 10 Ew York 1601 § i Averac o 431 4400

AR Portuguese Airways

Amaricans, et ua teach you how to fly
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Isn’t that Terence Stamp
behind those Foster Grants?

{Good gucss. Catch him as “Blie? A Paramcunt picture

As Mr. Stamp and the tuned-in world
have discovered, there’s more ro sun-
glasses than meets the CcyE. OlIp INtO a pair
and something inside seems to click.
heightened self-awareness. A subtle in
crease of confidence. Of coolth

These pictures. taken recentlyonvilla-
laden Appia Antica outside Rome, reveal
just how our latest Foster Grants wrought

their magic on Tererice

That's why they're ¢
glasses of the Stars

Sunglasses have become fun glasses.
And evervbody, everywlcre, is wearing
them.

Foster Grane. #1 in the anriclars cru-
sade, is tickled pink. %% make moreshades
in more styles and mare cclors than any-

WHed the Sun-

body. Anywhere. All with ff77 le that
pass the most rigid U.S. Gov't standards
for eye pro:ection, (standards a lot of those
expensive imports flunk). All with down-
to-carth price tags.

Pick up a pair of Foster Grants next
time you'te downtown. If theyre moving,
smile.

[t may be someone you know.

-~ _
- 4 /
ecs lady. M= bumbling lackeys have already ruised the drawbridg
.U ] A

-
“I'm a‘ra.d that would meun ¢ sxin,

“Now what's this | kear =ngas.
aboit withholding the Vega:
receipts from the bosom
of your family?

Actually I quite fancy you,
Your Highness. It's your type I detest.

“Yo« hate a way, Senator, of saying ‘peace
as if it were a dirty word.

I
o Wl ;
* The Peace Corps? Haight-Ashbury’
Mecca? Decisions, decisions, decisions.” “You just tell her Che Guevara's
here and would like a word with

her. She'll understand.”

6

Art Director: Ed Lee
Photographer: Burt Glynn
Copywriter: Rea Brown
Agercy: Geer, DuBois & Co.
Client: Foster Grant Company



30

7

Art Director/Designer: John Evans
Artist: Tom Daly

Copywriter: Bob Veder

Agency: Delehanty, Kurnit & Geller
Client: Talon, Inc.

ﬂ]illgs that bite
g\ ittle girls —

The 60-second
excitement

everywhen:. Do vau have your Polaroid Color Pack Camera?(Under $50.)

Art Director/Designer: Robert Gage
Photographer: Dick Richards
Copywriter: Phyllis Robinson
Agency: Doyle Dane Bernbach, Inc.
Client: Polaroid Corp.

8

Art Director/Designer: Carol Lane
Photographer: Sitano

Copywriter: Helen Miller

Agency: Doyle Dane Bernbach, Inc.
Client: Burlington

You can even bend over
and still be a lady.

Put on our pantyhose.

You ca0 aiso Jet the wind blow, Get
out of a car, Reach Lounge. Chmi an
open sairway

In Burfingion Camea proportioned
paniyhose you're up to your waist in glo-
rious color. Opagues are $3, sheers,
$2.25, Put them on and forgel (o remem-
ber to be carefud 10 be 2 lady Just be.

Burtington Cameo

Procter & Gamble
announces

the revolutionary detergent
even stains can't stop.

DEATS STAINS
s AINS LIKE oy
O g 1t '.2.,

10

Art Director/Besigner: Vito Incorvaia
Artist: John Alcorn

Photographer: Don Nichols

Copywriters: Robert Fischer/David Bennett
Agency: Grey Advertising, Inc.

Client: Procter & Gamble/Gain
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Well Charlie, how does it feeHo be out o

11

Art Director/Designer: Dick Levy
Photographer: Horn/Griner
Copywriter: Nat Russo

Agency: Gilbert Advertising Agency Inc.
Client: After Six, Inc.

l ) ;}
f uniform?

No rater how itthe nwaies we had,
L} W neve? ll'll.'d (3 EAIYTRNY hl!’ll iteame o our ‘(.’; {

Reda Ty re i cheéap,

12

Art Director/Designer: Jerry Benzer
Photographer: Ira Mazor
Copywriter: David Saslow

Agency: Doyle Dane Bernbach, Inc.
Client: Uniroyal/Keds
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Khadine.
Noone knew whether the Padishah was hey slave, oy she was his

Her skin was perfumed with *J

inincense

hie favorite of the harem

wd she wsed her fragrance freely
¢ piorpose—
Sa whenwe wamed a fragrance

after her,we used it just as she

would have. Inv

vich b

women who haven't fo
herart.

Khadine
1 fragrance for bath and after by Yardley

13

Art Director/Designer: Allan Beaver
Photographer: Melvin Sokolsky
Copywriter: Helen Nolan

Agency: Delehanty, Kurnit & Geller
Client: Yardley

e

I've got the bluest waters in the world. l k) l’

wiiana i Let's assume Fm an Island.
Great big romantic hotels.

And all around me. I've got sleek white vachts with rich men inside.

I'm New Providence [sland. Nassau.

Just 2V% hours from Times Square and that's what [ call conveniently located

700 Bahama Islands

14

Art Director/Designer: Al Amato
Photographer: Harold Krieger
Copywriter: Francine Wexler
Agency: McCann-Erickson, Inc.
Client: Bahamas Ministry of Tourism




Johtaia Watker® Black Labet 12 Year D¢ Blended Scolch Whnky, 56 8 Proot Boftied ia Scotivnd *NLY. State Pric
Slightly WiEhe: or Loses in thee Strtes. Imported by Somerset Importens, 1td. NY,

Ifyou geta
bad meal ona plane
you cant walk out.

Your chances of getring 3 had meat an # plaoe aren't hal T our colloerzn o reading maver. we've s
Beuause the meals thar aec srved an planes aren’ onked o zmes you 't wee every dayevach v Doms, Realis
anes Quien and Comm

They're conded in bix kuchens an the grmind. puv in halding And we've tokl our stewardesses 1hat when they give you fod o
vens, (naded inro planes and then —anywhere fom one ta thiee  mgazines or anything ele, they don't have 1o grin libe stewasdeses
bowrs Laiee-theyre served up Asteak v steak, 8 porl 8 4 gitl. Some thangs cant be improved.

Your sumvach descryes betier.

Nitheast Auetines e vomthing bene s While you eat up food we eat up time.

N All our Rughte 1o Florula are non -
Stealeis not # bad meal _ VAR el eyt Toodre N Alowitind s B et
Asof fanuary 1uf thisyear, every onc of oue Yellwebind 115 bt froun JFK 1o Mrami, Fort Lauderdale, Tampa snd Jackwnvilic
hnﬁw-w-d with » r teservations, call your wavel zgent Or call Noctbeaw 3t

overn, and everyehing thae oo wuth theen. cont s St RT.1000,
S33,000 for each plane. Buc they mean we can prepure foed V8 Bighis gave yos plenty of oppustinity o savor the difisrence
30,000 e Detween our fond nd ailine fond 2 you know 1

.000
‘Anc the fod e prepare 1 strah. Ol tesk. O all ar L Vo ford vy Tt
and dinns Bighs o and s e And s ooty o0 ot 0400, oo o 4

e Ty
b 10 cxenoni s o r NS
i

L the wehalc country. anfy ame other sirline prepares ek an ¢
T And it duar's By o Flonda

Man does not hve by steak alone
While we were busy 1mproviug the food. we beured we could
ahs lnprove sane caber creature: comlons
e thamann th st ablne sl el o
wirh Lives, loeks and spocris that are actuably beg eswoagh fon hurgan

Ve've repaced Hhe sl alline ani-piows «ith pellows that
ate s cunigh for bman heads
We'se sonched wpy on wane furty lap o

othe chugy thie
furey +1ulf b comer to lic under thaa seoofly seuff

Christmas gifts, $60 and under.

Johnnie Walker Black Label Six Pack, about $60. Sold separately. $9.40° a fifth.

Northeast Yellowbirds to Florida. You'll wish we flew everywhere.

15 16

Art Director/Designer: Stu Rosenwasser Art Director/Designer: Ira Barkoff
Photographer: Mike Cuesta Photographer: Henry Sandbank
Copywriter: Jim Parry Copywriter: Helen Nolan

Agency: Carl Ally Inc. Agency: Smith/Greenland

Client: Northeast Airlines Client: Somerset Importers, Ltd.
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van thoudh we hod o wear harad-me-d n as
someh nv Nom would U mone= w iea it came

It “ell"—a detait from 2 pamting in Madel's
Prado Museum

Ru-§ really isn't 2 nbhcal Eell,

As Jbhn Canaday pomts €t n the Mezro-
politan Musaum Semmars fn Art, burings anc torare
play only a m nwr part here. The real tomure i the tor-are

f the spirit.

Otze-ve the ashen face of the arg- 1eas pee—ng
out onta a Dsliesque mghtmare lts apny is nat cav «d
by physical paca but by the grotesque worc in whidk it
exists, a word rom which all order ard rion have du-
appeared, 2 wold indeed very much lxe e own today.

Ye-i- you thenk thes 12 contenperary murre= ist
comment an b sxckness of our time ~xnb again

Fel™ was painted by Hwewnyoous Bosny
four centuries brfore Duli and Segmunc Frew!.

Heipmny, you see why the werk of gret ar st
has universaf rveanany for men of all tomes 13 o cer ral
point of the Mrtropolitan Museum S-micay 13 As—a
program of asized self-education creatmd be :he Mugim
and John Caxday, art enc of The New Terk Times

Looks e Hell, doesn'™: it

Each <of the twelve semizars ¢+ 2 hancaone
portfoio, the zace of which is 1 esay €3 one aspact o
paintimg, Eact = flustrated with miny Tlack and whee
reproasctsons aadla dozen sepaate aolor Lites,

As you compure thee meterpeces, Mr G-
aday “bnfes taer differences and simzurities, asd ©
reveal. the hasc hungs to loof for 1 amy puinting,

Saon, p intings will < much pore than ~gomd
or “bad™ to ym. "ol know what & see fec), and thirk
about when yx leok at art. Asa parent, =ou’li be asle <o
share with your hildren an asprediatica that car gee
them - lifelong inverest in art

Exanan the firs pord<bio wahoucharge
Sunple mall w Cupon on tha page tohe Book of tee-
Monty Club. wiich admins=rs she grogram for tae
Museam,

You'l eceive the Est portfalio. Wha lea
Paintnig?, for 3 twoweek tru” examinason. Subscyuent
porticlios, se3t anc a monthe are devated to raham
expre=siomsm, abstraction, conpostor pamting tech
niques, and the aists as saCB CAItE an - Visonary

trour fet

heds |1

@

£ +ou CaoORE NOC t0 continue. s retarn the
portfoln, @xehag your subscnption. Ciberwse, you
pay ony .35, ¢les 2 small marhing harge, for #us and
for eac’s o the rexaning portfols you acept.

Metrpolitan Museum of Art
Sen-rars in the Home
c/oBaoeo-the Month Club, Inc.
Caovs M| Pergsyhvana 17011

ewell ow 25 & subacryber and send me Postfolo 1.
What 13 5 P intieg ™M after two weeks | decade toeto comtunwr, |
@ay o 1 cancebeng iy subactipion 1 recast 4 bal me 33 7,
plas 5 el maslig chare, for i and for each of e renaining
partfdin s shey vx recasved | may canael this sabscrmeion at
vy tme

T _
Avon . .

ey,
FUEAR =T (nComds i of esticis: @ et pha Tadeng. i
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Art Director/Designer: Jerry Benzer
Photographer: Ira Mazor
Copywriter: David Saslow

Agency: Doyle Dane Bernbach, Inc.
Client: Uniroyal/Keds
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Art Director/Designer: Jerry Whitley
Artist: Bosch

Copywriter: Martin Gross

Agency: Schwab, Beatty & Porter Inc.
Client: Met Seminars in Art
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Art Director/Designer/Photographer: Bert Steinhauser
Copywriter: Frada Sklar Wallach
Agency: Doyle Dane Bernbach, Inc.

Client: EI Al Israel Airlines

ELYAL 1SRAEL AIRLINESY NEW YORK, BEVERLY HILLS, BOSTON, CHICAGO: CLEVELANO, 'DETROIT, HOUSTON, MEXITO CITY. MIKM BEACK, MONTREAL PHILAOELPHIA, SAN FRANCISEO, ST LOUIST-TORONTOL WASHINGTON, D. C.

N

L

Thousands of years ago, in the Sea of
Galilee, there was a tasty little fish known
as chromis simonis. The ‘Big Fisherman’
himself is said to have caught it. So it was
named St. Peter’s fish, after him.

The name stuck to the fish and the fish
stuck to the Galilee. The wonder is that it
hasn’t changed since Peter’s day. Restau-
rants all over Israel serve it and in Tiberias
it's a specialty.

If you like, you can hook your own ‘St.
Peter’ in the Sea of Galilee. Or fish for other
fish in other waters. The seas runneth over
with prizes. In Eilat, there's even a famous
restaurant that will cook your catch right
on the spot.

While the fish is grilling, you can be bak-
ing on a nearby beach. Telling your own
fish story. Or just watching the snorkelers
watching the fish.

If you're a meat and potatoes man, or
lady, you won’t go hungry. How about
barbecued lamb with hoummus (ground
chickpeas) or home-cooked chicken soup
with noodles or boiled beef with curry or
very good goulash?

And don’t worry about getting fat. Places
like ancient Sodom, King Solomon’s Mines,
Massada, The Tomb of Absalom, Mt.
Tabor and Capernaum are scattered from
one end of Israel to the other. You'll need
some extra food to keep up your strength.

Toget youoff to agood start, El Al willland
you at Tel Aviv with a few hearty meals
under 'your belt. Including a

breakfast of bagels and cream | mssd
cheese and lox. casamannl

Then we'll add a warm
Shalom. There'll be nothing [ 4
fishy about that.

The airline of the people of Israel.

i
St. Peter's fish, found in the Sea of Galiles

Tie Ge ae st Fish Story
EverIold.
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Art Director/Designer: Si Lam
Phctographer: Bernard Gardner
Copywriter: David Field

Agency: Doyle Dane Bernbach, Inc.
Client: Bekins Moving & Storage

BEKINS

| — T

=t o

in Bolivia. th&m‘n-
aged to save 1,100 peo-
pie who wouldnt have
known thay had T8 until
they wera dying of it
And next year, Peace
¥ G Corps people will be
Volunteers starte murdering ticks in
maka tubercutosis ba-  Kenys. To try to do
cilli 5 ittie loss commpn  something to stop the
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Art Director/Designer: Cheri Ramey
Artists: Tom Carnase, Carl Fischer
Copywriter: Morton Redner
Agency: Young & Rubicam, Inc.
Client: Peace Corps

cattle diseases they
So Kenyans can
€3t the cattls

Who knows how much
the

Peace heips.
peace? A Volunteer
out working probatly

wouldn't try to otfer you
2 simpie answer

But next time you tind
fesking what the
Corps Is daing,
Ask what you're dong

Write the Peac Corps
Washington,D.C.20525

@
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Art Director/Designer: Timothy Berit

Copywriter: Pater Nord

Agency: Solow/Wexton, Inc.

Client: International Ladies Garment‘Workers Union

e

The wallsto the Regisirar’s Office was the sas= par.

e tih T s deciding ore I you &Vt ske—yom ge
¥ xing 1o o,
you This oo fuas
n nte you Ehe by<he Internt ons |
ey T ant W rker.

el
the

¥
3o nalked. Heegirtesnd Ko votod  vou've rryistered yms have thertmt (5 =ste.  dimons Join us

Before | bought this
Whi-lpool rafrigerator
[ was atrimsize 7 1

1ol cnth e m o Mg outomatic o
meher lanan witsthes it reslly sade loe
‘temgtoly, il whils ) wathera, | wouic
have o dahof bmsaberrios witha dob of

I e wilicienst tha night | ouid ot up los

O thea irvcticns Whistporl pacple.
Sacavenhohe: mesmeriring
=y chother 300 2 large | had 0 buy
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Art Director/Designer: Sid Myers
Photographer: Dick Richards
Copywriter: Evan Stark

Agency: Doyle Dane Bernbach, Inc.
Client: Whirlgool

"

" went
throag_Lieir
en dl-

3nd by thir =0 eo—darw ~or
@ dun't haer any exses 1f ir wagesand decent wecheng cor
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Art Director/Designer: E. Cary Donegan, Jr.
Photographer: George Elliott

Agency: Woods, Donegan & Co., Inc.
Client: Fiat Motor Company

Match this. $3181: FIAT 124 Spider

V-V-Volkswagen announces air conditioning.

Al
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Art Director/Designer: Roy Grace
Artist: a good studio

Copywriter: John Noble

Agency: Doyle Dane Bernbach, Inc.
Ciient: Volkswagen
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Art Director/Designer: Bob Kuperman
Photographer: Dave Langley
Copywriter: Sam Katz

Agency: Doyle Dane Bernbach, Inc.
Client: Mobil

LY
B

Th

S

y should

DISTINCTIVE MERIT AWARD

e

stayed inthe lane they were in.

A not-so-subtle reminder for driving safely on the Memorial Day weekend from the Mobil Ol Cordoration,

2 LB Capyc

Mobil.

We want you to live.
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Art Director/Designer: Bernie Zlotnick
Artists: Carl Fischer, Ames-Appel
Copywriter: Mort Redner

Agency: Young & Rubicam, Inc.
Client: Peace Corps

MAKE AMERICA A BETTER PLACE.

LEAVE THE COUNTRY,

It's no fun
being No.1

—— —_———
- /
OF all the ways America can grem, om: way Is by You couk. B8 the sk # 7 oy
Jeasming: trom othets,
There are thiags you carn ia the Prace t thrse il y Akl yous cowid Wit ¢
Corp o ; ©
Mnipn, nayly: i at
LS ut frmt lawss. a ke La i i o
Whe T ™ Vo n yem gt
3 i, D.C. 20825, @ [ ]

. . o imtanc be
des 10 No ame o P

An cason 58

" z £ h which
Pa s e big, ap
ery Avas take beerts e o
ou'd Reatrict adscrining and tsompetition.
x Resiruct competiton an e sl
nchair

Magazine Publishars Axsoclation
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Art Director/Designer: Joseph Fazio
Photographer: Charles O’Neal
Copywriter: Patricia Kenny

Agency: J. Walter Thompson Company
Client: Magazine Publishers Association

Finally.

28

Art Director/Designer: Bob Matsumoto
Photographer: Henry Sandbank
Copywriter: Ed Smith

Agency: Doyle Dane Bernbach, Inc.
Client: Volkswagen
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34

Art Director: Malcolm End

Photographer: Peter Papadopolous
Copywriters: Malcolm End, Pieter Verbeck
Agency: Ogilvy & Mather Inc.

Client: Bristol-Myers Co.

New Dry Ban helps
stop the perspiration
that could ruin

your newsilk blouse.

Bt
1t olso helps stop perspiration wetness.
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Art Director/Designery Hy Varon
Photographers: Parke Studio, Ken Fag
Copywriter: Conahay & Lyon Staff
Agency: Conahay & Lyon, Inc.

Ctlient: State of New Jersey
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She lics 23 feet under that red marker, wme
100 miles ol the coast of Massachusetes.

And thougis it's been cloven years dnar she
went down, bere are atill men wha fie 31 bed av
night and thk of her,

She is the ship salvager’s drcam, Even it she
never secs mewvice again, whorver could bring her
intoport—dlong with the cash, jewelry, negotmble
bonds and briscr valuables still on board— wil
have taken a orize worth m llions.

But she's also a salvager's nightmare That's
30,000 tons of ship, & size that has newer wen
raised from sih & dépth.

There's alvssevere hull darmage—a gash up to
forty feet wxde through seven of her cleves
decks—cauf by the collisien which sank her.

To complicae things further, she lics on. the
damaged sice precluding regains. (Which, aver
if they were masible, would ke years. At 320
feet, & diver €aa work only hasr hours.)

So, roo heary to fift, impossible to repnir, roa
full of holes 1 e raised by prnping air into ker,
she lies therr aiting for an fca.

One has come aiong.

1t uses Oliasmrcthanc fiam And not uscthane
foam asitis corrmonly made, lrat & new precess in

O 1s Chemicals, 3

Art Director/Designer: Lee Epstein
Phctographer: Harold Krieger
Copywriter: Paul Zoellner

Agency: Doyle Dane Bernbach, Inc.
Client: Olin

© Between the Delavare and -he Atlantic, there sprung up ghosts,

state in America.

Yoo, m New Jorvey s cder  Som. UL years sarier, we played howt 1o repxts aboat e ohoe! piale D of Sk Rve
it towibler twcacem, Coprain Kiedd ond Bioc  Fow oWhough bom you aed we mey <oulll i

@3ilencs, cether yOu R we hon 100n 1 Smar-ine

indaperdance,  Wheher ey waw otrocted by ow dement  hom the maming iy, comaiete wih weleom
wouthe v et |37 ey of wite, sondy beecher.  dargie from e maviheads.
v d - £

And W3 hard %0 argue =i omeors o 8
Bt 1 ol 6 N Jarvery s lngch /0f

Here lies
the Andrea Doria.

But §he C(_)uld
sail again.

which the sugredients are pumped under pressure
down w0 8 ship and the foam is actually manu-
factured inside the huil,

Then as the foam becomes rigid, iv displaces
thirty times its weight in water to floac the ship
1o the surface. And just as important, it seals the
hull, climinating undcrwater patching,

This new method, another of the special appli-
cation capabilities of Olin, is now being used by
the Murphy Pacific Marine Salvage Company
of Emerysille, California. And it has already
wirked some small miracles in ship raisings.

In 1964, ted ‘a §00-ton barge lying fifty fece
duwn in & California bay. Two years later it raised
® 2900-ton shipin sty f feecof water near Vietnam,
And then last summer it floated & Nuvy destrover
off a coral recf.

All without patching the hull.

Although originally developed toclear out the
dozens of “unsalvageable™ vesscls which block
shallow harbors and shiping lancs in many parts
of the world, the method has shown us somethiag
else: it'T work in deep warer.

in fact, it has already passed tests for working

at the depth where the Dera lien. g
Anyone want her? Clin

il a0 ARG A WO rermaPiaccin. A & AmmUrSIORT
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Art Director/Designer/Artist: Hal Nankin
Photagrapher: Dick Richards
Copywriter: Ron Rosenfeld

Agency: Doyle Dane Bernbach, Inc.
Client: Sylvania

We own Svlvania TV, We're worried about some of the shows you see on our sets.
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Art Director/Designer: Lee Epstein
Photographer: Russell Munson
Copywriter: Hal Silverman

Agency: Doyle Dane Bernbach, Inc.
Client: Olin

M

General Telephone & Electronics

To Typhoid, Hepatitis

and Dysentery,
Americaisstill a

If that sounds improbable 1o you,
Just consider our beautiful rive

Like most of our natural warcr re-
sources, it’s by the same mi-
crobes that cause typhoid, infectious
hepatitis and amebic dysentery tn other
pares of the world,

All those bugs want is s chance to
make & home and raise their familics.
In your-bo

And the day that beautiful river
floods, or some other disaster contami.
nates your purified water supply, the
bugs will gee their opportunity

land of opportunity.

We do have the disasters.

And we dox’t have any long-tem im

'nization program against the discases.

So why don‘t*we have the epHemics
that ravage so many other couneies?

Primarily becapsc there's pluaty of
disinfectanr available.

Quite often, it's HTH® Dry Clllorins,
rushed to the scene from stratagically
located warehouses.

1t's casytohandle. Acid, when e comes
topurifying water,or disinfecting
homes, nobody has anything that dozs
a better job.

Clin
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Art Director: Fred Stenger
Phectographer: Ben Somoroff
Copywriter: Norman Kranz
Agency: J. Walter Thompson Co.
Client: Sears, Reebuck & Company

Hereitisin
white on black

ears
guarantees It in black and
white. Right on the labsl
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Art Director/Designer/Photographer: Hal Oavis
Copywriter: Francheilie Cadwell

£gency: The Cadwell Davis Company

Client: Johnson Industries

This
funny looking
plant can
help make your
skin look
more beautiful
in th

Ve
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Art Director/Designer: Sidney Myers
Artist: Mort Drucker

Photographer: Elbert Budin
Copywriter: Evan Stark

Agency: Doyle Dane Bernbach, Inc.
Client: Whirlpool

/2

) ““How Whirlpool’s new automatics
reduced my ironing time, thereby

. I'% cutting my labor costs and
increasing my profits’’

f "
; en
I t th feature 4
Mt Asek ¢ i 1w ab sing. rl.-r . the <> 3
- =, it = developtnents, 1 was abie woeut Whirlpool -

Can we save
the American hunter
from extinction?

It's no joke. The hunter has been a disappearing breed
in America. Even though our population’s been growing.

Matter of fact, the population explosion was the most
to blame for our predicament.

Cities got bigger. More sprawling. With less open
spaces in between. Which left an awful lot of hunters with
no place nearby to hunt. And too many were calling it
quits.

That's why, some 16 years ago, Winchester came up
with the idea of promoting shooting preserves for ducks
and upland game near the big cities.

We set up a model layout at Nilo Farms in Illinois.
Brought in interested people. Showed them our operation
and how to run it. We cven wrote a textbook on the
subject®.

Now, we don't claim to be the only reason for the phe-
nomenal growth of public and private shooting preserves
in this country (from 756 in 1954 to almost 3,000 today).
But we believe we've helped.

And in the process, we may have helped prescrve a
vanishing species—the great American hunter.

NESERVE MANAGEME WY TN WO BYSTEN,

WINCHESTER- #ilorn.

278 WINCHESTER AVEWUE. COMMECTICUT 08804
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Art Director/Designer: Dave Clark
Photographer: Carl Fisher
Copywriter: Rudy Fiala

Agency: Doyle Dane Bernbach, Inc.
Client: Winchester
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Art Director: Jerry Siano

Designer: Wing Fong

Photographer: Rudy Legname
Copywriter: Richard Prince

Agency: N. W. Ayer & Son, Inc.

Client: American Telephone & Telegraph

We could have stopped here. ~ We could have stopped

‘-«;.i'!"“

IR

Art Directors: Dione M. Guffey, Fred Kittel

Designer: Dione M. Guffey

Artists: John Argonis, James Barkley, Ron Chereskin,
Robert Cunningham, Eliot Elisofon, Mark English,
Burton Groedel, Tom Huffman, Carveth Kramer,

Bruno Lucchesi, Peter Max, Glen Michaels, Eugene Murray,
Charles Santore, Jason Seley, Isadore Seltzer,

David Stone-Martin, Harvey Stromberg, Loretta Waite,
Sandra Witlin, Alexandra Wool

Copywriters: William Lane, Susan Katz, Lorna Gustafson
Agency: J. Walter Thompson Company

Client: Salvation Army

L

But we're getting itchy again.
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Crest1s

behind Ho

26 flavors
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Art Director/Designer: Charles Kornberger
Photographer: Al Francekevich
Copywriter: Stanley Becker

Agency: Benton & Bowles, Inc.

Client: The Procter & Gamble Company

And we're going to stay right
there. Crest isn't out to make fancy fla-
vors. Crest is in the business of prevent
ingcavities, When we came out recently
with a second flavor—new mint—we
did it so more people than ever could
enjoy the benefit of our exclusivecavity
fighting stannous fluoride formula

Why are wetelling you this? Well,
we got this letrer: "' Dear Sir, My favor
ite is vanilla fudge. When can you make
that flavor in Crest?” It was signed
Stephanic Becker, 7 years old

We answered, "Dear Stephanie
We're sorry but you'll have o enjoy
vanilla fudge from an ice-cream cone

Crese only comes in mint and regular

flavors. We think both taste preety good

But if you remember to see your
dentist regularly, watch between-meal
treats, and brush after cating with Crest
—you'll enjoy your vanilla fudge a lot

longer

L Srest =<1
i rest
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Art Director/Designer: Lee Epstein
Photographer: Carl Fisher
Copywriter: Hal Silverman

Agency: Doyle Dane Bernbach, Inc.
Ciient: Olin

Black Tuesday,
1965.

Will it happen again?

In Jamaica, you can sail
a 19th century
rum-smuggling ship
over seas that hide
16th century Spanish gold
and a 17th century
sunken city.

The “Caribee™ still sails with
aload of rum on.

{Daiquiris. Planter’s punches.
Swizzles.)

Board at midday and whip into
the blue, sails billowing. mahog-
any decks swaying, feeling itke
Douglas Fairbanks, Sr,

Swashbuckle, Sun. Raise 2
1ankard or two. Get back in time
for dinner. Drunk with the past.

The gold? You can scuba to
trunt for it yourself. But, these
days, linders not keepers. To the
government go the spoils.

The loot you can take home is
counterfeil. Pewter copies of
coins from Port Royal, our watery
Pompeli

The city, once pirate Henry
Morgan’s treasury. slid into the
sea from an earthquake 275 years
ago as “retribution’ for his sins”

Today, It's being dug up. And
duplicated. (Pirate-era spoons,
jars, plates took like new again.}

Though piracy is out. adven-
turing is still in in Jamaica.

Explore our “jungle” §Cockpit
Country). a thicket of strange
mounds that “look like women's
bosoms all covered in green:’
Meet our Maroon “Iribesmen’” See
them daunce a wild quadrille.

Spelunk.

Hunt boars,

Race in a motor rally.

Scale Blue Mountain. By mule.
then foot, huffing and pufiing the
Jast steep 6 miles after midnight
to reach the top in lime to see
the sun rise. Whew. Wow.

For less exciting things to do,
see your local truvel agent or Ja-
maica Tourist Board in New York,
San Francisco, Miami, €hicago,
Los Angetes, Toronto, Montreal.

©.manc s vt A
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Art Director/Designer: Frank Camardella

Phatographer: Robert Fresone

Copywriter: Camilie Larghi [590
Agency: Doyle Dane Bernbach, Inc. (94 3 j J
Client: Jamaica Tourist Board




It carries as much as the average s=ation wagon.

It carries as much as the average station wagon.
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Art Director/Designer: Roy Grace
Photographer: Henry Sandbank
Copywriters: R. Levenson, P. Zoellner
Agency: Doyle Dane Bernbach, Inc.
Client: Volkswagen

There's more money to be made out of peace

than out of war.

On: of the persistent myths of the 2Gth century is that war
stimutlates economic growth,

Wardoesn't stimulate economic gwth.

It stunts it. In the countries that =e’t fighting th2 wer, as
well as in those that ave.

For in both caszs. there is a tememicus spendirg »f monex
manpoveer and time 1o produce the exterials of was. ¥ataais
which hzve no func-ion other them tc des roy.

Or 10 be stored, useless. unti’ they are needed te dstrow,

And the simple fact is.everydol ¢ wasted on
destruction means “here is one ess oclla~
to be spznt on the products peop e need
and want.

A dollar less spent on expcasion
and progress.

And when expansion and Frogre=
isn't as great as it cculd be, then | rofige
can't be as great a¢ they should de.

The way to meke money is 10t tkrorigh war. ['s thro igh
peace.

Ard by peace we don't mear jus an mterlude batweenwars
We mean a permanent peace.

Bun can there e peace?

\We believe so. Il enough peaple ir e10ugh countr es im hes
world z-¢ given an opportunity "o gziz Material well-being an=
a greater sense of p2rsonal dign y.

And this can e done threugh > siness. Privae ntegprice.

Successful bus nesses breec a hez 11y economy, many maéior
A healzhy econonw means mer2 jo3=a1d better par for moie
people. With more Juying power pecyse ~an afford _he producs

that will give them a better standard of living.

A better living standard will bring people a sense of accom-
plishment, and pride, and dignity.

And with it. a desire for social order that could be far
stronger than the desire for violent disorder.

To accomplish that. for business to be healthy and expand-
ing. it needs a constant flow of fresh capital.

AL 10S, our job is to convince people ali over the world to
invest in businesses all over the world—for a profit.

And we don’t meanjust people who have million dollar port-
folios with us.We are also vitally interested in the small investor

including the man who has never invested

before.
If this vast source of potential investment
capital can be put to work. 108 and our in-
vestors will, of course. make more money.
but equally important. businesses and people
and national economies all over the world will
benefit from this much needed capital.

And, very importantly, we are convinced that we and others
in the financial community will be participating in a sound
business endeavor which, almost as a by-product. could lead to
perhaps the most effective deterrent to war- financial security.

Right now, 108 does business on six continents—in mutual
funds. banking. investment management. insurance and real
estate. In the 12 years we've been in business. more than 500.000
people have invested more than one billion dollars through us.

Our goal is to do business in every country in the free world
and 10 keep on convincing more and more people to IOS
invest in businesses all over the world.

If you have plans for a country,
read this. r w1 i e o

i ot st e
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Art Director: Peter Petronio
Photographer: Joe Toto
Copywriter: Dick Raboy
Agency: Carl Ally Inc.

Client: Investors Overseas Services
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Art Director/Designer: Alan Honig

Photographer: Dick Richards
Copywriter: Jack Dillon

Agency: Doyle Dane Bernbach, inc.

Client: Bankers Trust
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How to avoid
looking dumb
the first day.

He mighthave bzen
the man who discovered
acure forcancer.

Dropouts hecome losers.

They lose.

And we lose.

Today's dropouts might have been tamorrow's
scientists. Or doctors. Or weachers.

But what might have been will never be.

For one out of three high scaool students
Joesn't stick around to graduate.

The dropont is ten times as .ikely to become
a juvemle delinguent.

And the juvenile delinquent is perhaps a
thousand rimes more likely to beome a criminal.

It dowsn't have w happen

Good schools with pood teashers and good
facilities can produce good citizers. And that can
make our world a better place in which o live.

Atuttnes st Coeprearnn,

y g . « 10 Tesare

Which is why money spent o education ™ e 10 1ot

represents the best investment we can make. s e Arers e
An fnvestment 1o the future of America. - -

G ey
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Art Director/Designer: David Renning
Photographer: Jon Van Gaalen
Copywriter: Elizabeth Fitterman
Agency: Young & Rubicam, Inc.
Client: Yardley of London, Inc.
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Art Director: Robert Martin
Photographer: Harold Krieger
Copywriter: Philip Peppis

Agency: Muller Jordan Herrick Inc.
Client: Head Ski Co.
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Art Director/Designer: Tom Gilday
Artist: Curilla & Associates
Photographer: Jan Czyrba/Advance Art
Copywriter: Jim Johnston

Agency: Griswold-Eshleman Company
Client: Addressograph-Multigraph
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Art Director/Designer: Martin Lipsitt
Photographer: Mike Cuesta
Copywriter: Elmer Skahan

Agency: Carl Ally

Client: Northeast Airlines

Jan11968. The beginning of the All-Steak Airline to Florida.
The end of Aiirline Food.

1t aluways seemed d to us that the firs
and Lot meh of your vacanan, the meals
served 10 you o an airpbinc, wmet vut
be the worst racab of vt yacatin.

Sad becase airlines don't sart out with
i oo o band crce. Thear meabs st
ey am s war

o they serve &, o snattes
-rluldkyalll.mhnef\nitnd!vvuw
ing ikc arhne foced becatse i ' conked
a0 an i

ie's auhed 1n bag kuchens hours shesd
ol ime and kept in warmeng ovens a s
srucid from where 1t was cooked 10 the
pline wehere s finally going 0 b+ wried.

(You women koow what luppems
T whet s hare bl dinnet o

hme. )

Tn reak d\al tradiion webad o beeal
that evcie, W incas we hud 1o fnd 2
o e T
R e

And we
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Northeast Yellowbirds to Florida.

Fullsized sibvz-ware
for the hands. Unusual magazines
for the mind.

Fvoureb gh i
= to Florida, you're beg enough
e R e o camboriima e Kl thecipto =g e
mindbul of your mind.
Steak broiled onthe plane
for the stomach.

Vhen we 16ve ofl fo
take off Y

The furry wiap 7
e re Flymg hiom an airport
M:(dﬂ‘!h« plane, neet you

4 . Fuvr throw
Big, fluffy pillbw ' .
forthe heaé £ ] - I\e body:.

22 flghts o day to Flond

Hi h, hames.
TheB A SaMET e o Pl gty o the B

Slippers for the feet.

Jan1,1969. Northeast Airis addresses itself to the whle man.
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Art Directors/Designers: Martin Lipsitt, Jon Fisher
Photographer: Mike Cuesta

Copywriter: Elmer Skahan

Agency: Car: Ally Inc.

Client: Northeast Airlines
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Art Director/Designer: Steve Graff
Photographer: Dick Richards
Copywriter: Dick Fitzhugh

Agency: Doyle Dane Bernbach, Inc.
Client: Mobil
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==
A ﬂ-'::’- Know what you're getting imto.
Send us the last. s ey tg
e
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Send us the bewlidered.
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Mobil
Travel Guide

Send us the
lost,
bewildered,
tired

and hungry. .

Send us the tired and hungry.

Mobil

B31 290 AS% 5

PavE OURRNSEY ry

1967 ratings:
food, lodg|

We con do more than fifl up
your gas tank.

Mobil

One of our gas stations

has disappeared.

IU’s no dime mystery. Just a
multimillion-dollar improvement
plan.

If a Shell station siarts looking
run down - loses its snap — we
get rid of it.

We dont want a grease-
smeared shack to represent Shell.

And the independent Shell
dealer, who works and lives in
your community, doesnat want it
either.

It hurts business. And it robs
aman of pricle in his work.

That's why we have strong
opinions about every single
Shell station.

If its an evesore, we don't shut
our eves lo it. We slart plotting
its downtall.

And when we build a new
station. we want it 1o look as if it
were born there. We want it 1o
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Art Director/Designer: Bert Huebener
Photographer: Frank Cowan
Copywriter: Frank Mecca

blend in and be a credit to voa

conmnmnnty.

Thus isn’t just empty @
talk. We're serious.

Last vear we toppled, dis-
mantled and demolished huncreds
of stations

And designed and constnted
almost as many new ones
(with the helps of some of the
brightest architectural 1alent 3
inthe comtry). < ’

Putting up good-looking §
stations and tearing down &
the not-so-good-look ing
stations is good business.

But therés more lo it
than that.

This is where we
make our homes and
raise our families.

We want it to
look nice.

Agency: Kenyon & Eckhardt Advertising

Client: Shell Oil Company
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 Todays Classic .

1a 1936. William Lyons startled the sutomotive world whe#t he
imtroduced the magnificent 59 Jaguar 100. The S5 was ane of the
first production cars cagable of 100 mph. It could accelerate from
010 60 in 1T seconds. And its rakish Wnes are still the admiration
o the car euthusiast. Moet startling of all was the 5§ ID0's price:
$1951. Which was & third of what the other great sutompbiles cont
then. Toduy. au 55 Jaguar 100 i mint condition could bring well

over $6,000 in the clussic car morket ar three times s original oot

Art Director/Designer: Robert Blumenthal
Photographer: Robert Salomon
Copywriter: John C. Conrad

Agency: Cunningham & Walsh Inc.
Client: Jaguar Cars Inc.

Tomorrows

When the Jaguar XKE was introduced, William Lyons had already
been knighted Sir William for his contributions 1o world mataring.
This title. bowever. did not change his automotive philosophy one
bit. Whea Introduced. the XKE's styling was something you'd ex-
peci 1 see fn the 1970°s.And it could match performance with
every production sports car. Yet it is amazingly priced in the §5.000
range. The only comparable cary today cost over S12.000. i histovy
So-any guide, the XKE will someday sell jor that mach t00.
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Put a bottle of the Scotch you drink
on the opposite page, then read this:

Look at the front label.

Does it have the age of the whisky on it?
No?

Well, maybe it's on the back label.

1t’s not?

Then chances are your Scotch is only around
4 years old, the legal minimum.

Which, we agree, isn’t much to brag about.

This disappointing message is brought to you by Clivas Rega
the 12-year-old Scotch Whisky with the label that says 12-year-old Scotch Whisky.
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Art Director/Designer: Bert Steinhauser
Photographer: John Brinkley
Copywriter: Michael Mangano

Agency: Doyle Dane Bernbach, Inc.
Client: General Wine and Spirits Co.
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Art Director/Designer: Mike Lawlor
Photographer: Edward Berger
Copywriter: Mike Mongano
Agency: Doyle Dane Bernbach, Inc.
Client: Uniroyal

Put your hand on your heart
and count how many times it beats
in one minute.

Ifit's over 72,
here’s something
to think about.

A recent article in a leading national
magazine stated that the average out-of-
condition person has a heartbeat of over
72 a minute.

The article also said that when a man
is in good condition his heart beats more
slowly, giving the heart muscles more

ball is less tiring on the foot than any
other method of running.)

if you're interested in getting back into
shape, you can pick up a pair of Keds
Jogging Shoes in just. about any shoe,
department. or sporting goods store. For
around nine dollars

And as an extra little plus. we're throw-
ing in a book on jogging written by a
famous track coach and a heast specialist

Incidentally, speaking of heart special-
ists, we suggest you see your doctor and
have a checkup before you stast jogging
It’s pretty strenuous excreisc, you know.
And there are some people with certain
disorders who should not jog.

Don't get the wrong idea
now. We're not trying tobe
alarming. Just sensibie.

time to rest between contractions. L
What does this all mean? =
Well. as an Air Force doctor recently o

pointed out, if you get off your backside 'g‘ =

and exercise. you may save your heart
some of those 800 1o 1200 extra beats
you're forcing on it every hour.

Of all the different exercises this doctor
recommends, he says thai the running
program is by {ar the best.

So where do we at Keds fit in toall this?

Well. we've come out with a brand new
Jogging Shoe. (Jogging is simply a classier
word for running.)

This shoe is made on an actual track
shoe last

It's completely cushioned from hecl to
toe—to reduce shock and make jogging
about as comfortable as it can be.

it has a crepe rubber sole designed
specitically for maximum grip (and. by
the way. for long wear)

The back of the shoe is constructed to
prevent your foot from sliding up and
down. keeping abrasion at an absolute Pro-Keds Jogging Shoe
minimum.

And. most important of all. it has a
very low heel. So that every time you take
a step, the weight automatically shifts to
the bail of your foot. (Taking off on the

W -
CEASUMEN SNy Nd‘c\
St Josephe, Midk 49085
Here’s your chance to fight City Hall.

11 you buy a product that you're not happy with, what do you
407 Sit and sulk? Moan to your next-door neighbor? Promise
yourselt that you'll never buy another product from that man-
utacturer? A lot of good that will do you. No. Mr. and Mrs.
Lonsumer, that's nol the answer. If you have a gripe, el the
‘manutacturer know. Call him up. Write 1o him. Keep after him
untit he does something about it. Because nothing bothers a
reputable manutactirer more than dissatisfied customers.

We a1 Whiripool believe in putting our money where our
wmouth is. We believe we make the best major appllances you
xcan buy. Automatic washers, dryers, refrigeralors, air condi-
#Honers, dishwashers. etc. And we also believe our Tech-Care
Service specialists provide the best service in our field. In ad-
wition, we were the first to do away with the complicaied

rranty and replace it with a fully binding. easy-to-under-
:s1and warranty letter, We were first to provide a free, nation-
~wide telaphone number (800-253-1301} for service inlormation.
.And we were the tirst to have consultants v your calls,
thereby solving many of your probiems right over the phone.

But still and all, we know that you can'l please all ol the peo-

“Leaw Mr Vgton,

pie all of the time. That's the reason for the blank latter on the
facing page. If you have a gripe about us. we wan! 10 know 50
we can do somathing about it. Just write your complaint, tear
out the page and mail it to us. If you know anything at all about
Whirlpool. you know it won't be ignored

By the way, if you have something Rice to say about us.
we'd like 1o hear that too.

Vice President, Consumar Services Diviskon
‘Whirlpoot Corporation

He piwey Yox immedate actie

61 DISTINCTIVE MERIT AWARD
Art Director/Designer: Sidney Myers

Copywriter: Evan Stark

Agency: Doyle Dane Bernbach, Inc.

Client: Whirlpool
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Art Director/Designer: Roy Grace
Photographer: Tony Petrucelli
Copywriters: W. Bernbach, {. Warren
Agency: Doyle Dane Bernbach, Inc.
Client: Volkswagen
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Art Director/Designer: Leonard Sirowitz
Photographer: Dick Richards
Copywriter: Robert Levenson

Agency: Doyle Dane Bernbach, Inc.
Client: EI Al Israel Airlines

Volkswagen
infroduces
the automatic

stick shift.

My name is Israel.

Lam 20.

Gaood peaple died that T might be
born land called home.

Lhave heard the sines and seen the
raves.

But now weare hiere, and the land is
ours. Not all imilk and honey, but ours.
We share o e, the laned and 1

Isracl. Ane we share i birthday.

Pventy vears. For e, a long time.
For iy people, who waited thousands
of vears, alinost nothing.

But we have made something ol

Liat nothing.

Now thie hills ol rock are lulls ol
wrees. Fifty million trees, Jerusalem
pines, planted one at i time.

Cities thrive where nothing thrived.

Orange (rees bloom where nothing
bloomed.

An alimost dead langnage is alive
again.\Ve reanl the Dead Sea Scrolls as

astly as voun read Hns magazine.

\We mine copper where King Sol-
onion nined copper.

We make fresh water from the sea,

and we share whiast we have learned
with atlier naton

e bnild airports and schoals in
Asia, sell baby chickens aud farm
equipment in Lurope. and exchiange
our students with even younger coun-
tries in \rica

FHow do we go to so many places

Fasy\\e have onrown atrline,

Ed AL Israel Awrlines.

You don't know what F Almeans?
It ineans “to the skies” i that almost
dead language.

It also mieans 1liat our jets are wel-
comne in 17 dilferenn nations.

Yes, we have evervthing now: Uni-
vensities. sympliony archestras, great
museuins, politicians, dropouts. walfic
Jams, a hitile air pollution—everything.

\Weare of this century, with all of the
strengths and weak nesses and prob-
lems of people everywhere.

We will survive.

Because. above allwe are here. Alve.

In a land called home. E}
e Airline of (he People of ksl T21



The 1969 cars
still have
collzpsible drivers.
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65
3 Art Director: Vince Figliola
- m\ Designer: lvan Horvath
.,‘:'_=.S‘ Photographer: Fred Eng
Copywriter: Don Dickison

Agency: Ogilvy & Mather Inc.
i Client: Bristol-Myers Co.

Alter your nair
startsgrowiag,
your body targetsit.

£ D
At
L
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Art Director/Designer: Rosanna Oliver
Photographer: Richard Avedon
Copywriter: Bill White

Agency: Jack Tinker & Partners, Inc.
Client: Toni Protein Conditioner

Break your
beardinright.

Right now yur beard is in the fo mative stage

You can shase it with a ruzor bladk: like your father
doss. And each tite yeu do your beard will grow back a
litde more difficul. Until one day shavang’s no longer a
chere. 1¢s agony.

Look no furder d-an your father's face for proof.

But fortunaely, vou're carching your beard at an
eary age. You car break it in to be just as shaveable 10
and 20 years from now as it is today.

With a Ress nGronshaver

And if you shink -he kind of shave wc're selling
wan't be close encugh fur you, you're wrong

Our new bladzs arz sharper than anything that's been
in an cleceric shaxsr before. B " - =

What's morz, a Remingron electrc ? hs
shover comes with a sideburn erimmer

Admittedly it coses more to buy
our electric shave than @ razor and sorme
blzdes. But it's a 200d irvestment

These nexe ew years will determenc
hew you and your beard will get along -
fo the rest of you- lives = =N e

ARKMINGTON
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Art Director/Designer: Allan Beaver
Photographer: Mike Cuesta
Copywriter: Larry Plapler

Agency: Delehanty, Kurnit & Geller
Client: Remington
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Y 1

For renraty, pisore srde Adeerhuing Depariment, Seageam Dntllers Co.. 375 Park Avenve, 5;.

The good hunter fills his thermos with coffee.
And relies on his jacket for warmth.

He knows the time to enjoy liquor is when

the guns are cleaned and put away.

He knaws the real meaning of “good hunting"’.

in the head.

Seagram/distillers since 1857
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Art Director/Designer: Frank Arcuri
Photographer: Ira Mazer
Copywriter: Michael Graham
Agency: Warwick & Legler, Inc.
Client: Seagram Distillers Co.
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rid of the gray
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without the guys
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Art Director/Designer: Leonard Sirowitz
Photographer: Dick Richards
Copywriter: Ron Rosenfeld

Agency: Doyle Dane Bernbach, inc.
Client: Clairo! (Great Day)

Schick
announces
Solid State
shaving.

Mo other yazor
shaves 1o cleon
0 eenily}

From this razor on,
shaving will never
he the sarne.

Solid State Retractable
by Schick.
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Art Director: James Boden

Photographer: Dick Richards

Copywriters: Gene Cleaves, Greene Fenley
Agency: Dancer-Fitzgerald-Sample, Inc.
Cliznt: Schick Electric, Inc
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Art Director/Designer: Robert Gage
Photcgrapher: Dick Richards
Copywriter: Phyllis Rdabinson
Agency: Doyle Dane Bernbach, Inc.
Client: Pclaroid Corp.

The 60-second excitement

Itk everywhere. [3o you have your Pohmld Color Pack Camena’ tUndchSO)

J:%% l, \ 1 ———l I Q_Hﬁ? mﬁ | &k .
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Art Director/Designer: Henry Wolf
Photographer: Richard Avedon
Copywriter: Jane Trahey

Agency: Trahey-Wolf

Client: Great Lakes Mink Association

WHAT BECOMES A LEGEND MOST?

An exquisie extra-dark
natura! mink calied
BLACKGLAMA®
bred only by
Great Lakes Mink men
and designed by
Neiman-Marcua.

. WHAT BECOMES & LEGEND MOST?
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Art Director/Designer: Charles Lloyd Kintzing
Artist: Isadore Seltzer

Copywriters: Arlene Ball, Michael Graham
Agency: Warwick & Legler, Inc.

Ciient: American Can Company
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It’s sort of like
a tooth vitamin.

Crest similar to a vitamin?

Well, vitamins help keep your body strong. Crest does
the same for your teeth. Vitamins help keep your body healthy.
S0 does Crest for your tecth. Viamins build up your body's re-
sistance to dissase. Crest builds up your teeth’s resistance to cavitics.

What makes Crest special is its fluoride, Fluoristan! And

yet, most toothpastes don't have healthy

e e R glass of water

For example, take the
five leading toothpastes. Only
one contains the “rooth vitamin.

Of course, you know
which one.

MEDAL AWARD

A v

Murhe yo o
a e

mtanc, you v choth 3
we 3 hus the Amcrican Dol Ask
cutnons Sl of Auvepesace Vins ianbe.
sa Crew dies

Whits

" wics cven whers the water

74

Art Director/Designer: Charles Kornberger
Photographers: Cailor/Resnick, Al Francevich, Roy Coggin
Copywriters: Stanley Becker, John Cross, William Parrott
Agency: Benton & Bowles, Inc.

Client: The Procter & Gamble Company

The perfect
after-breakfast,
after-lunch,
after-dinner
mint.

64

Exactly, Mint-flavared
Crest. I6's a min treat that's
good for your tecth. What
could be more perfect?

Betore wegoany further,
there's one thing you should
ger veryclear ac the stant We
actually couldn’t care less

But this mint flavor. it's
for you people wha think
you deserve a lide bic of

vanery in your toothbrush-

ing routine but wouldn't
dream of giving up Crest's
stannous fuonde.

0. K. Now thar we've

which flavor Crest worhpaste you use.  made gur position clear, go ahead Live

mint or regulas. Our business 1s fight- it up with mint-tlavored Crest. We ap-

ing cavitics, and flavars have nothing  prave. It's a lintle change and it's good
0 do wich that. Our fluonide docs for your recth. L Crest -y
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Art Director/Designer: Thierry Da Rold

Photographer: Irving Penn

Copywriters: John Heller, Martin Stane, Thierry Da Rold
Agency: Warwick & Legler, Inc.

Client: Seagram Distillers Co.

"Wy secret?
The tonic. The tonicl it has to be almost froz end”

o mcer?
e W o oragullt i sl oros e o0 the gy
Tempriectge.of ome:

Soanas retreshing.

Bu' how do you GeeC <0 the Gin, W in?

Srooth® Eatra dy?

W you 8798, Ten yOu V8 Agreed (o Saagrem's.

Seagram’s.

The perfect martini gin. Perfect with tonic,toc.

P e

Smprnn s W pwmc - rhugn.

Be n sbutshng et s« stamure: e oline righl
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We put 100 nails
inthe Sears Self-SealingTire.
And then drove it 100 miles.

And itdidn't lose a breath of air.

Try that with the tires
you're driving around on.

v

These are the Sears

[Sears)

C

TheSearsﬁbecgass_widetread.

Steel Radhal Tires we put on We could have made it even prettier
B ey el R instead, its twice as strong and wears
Even after 40074 beat-pounding more than twice as long as the wide
miles, they're stil sater than treads that come on most new cars.
reguiar tires that come g

On Most new cars That's the real beauty of it.
Gangbusters,

®

H

These Sears Steel Radial Tires

The Sears fiber glass wide tread
doesn't stop at good looks. have outlived 25453 miles

it's twice as strong and wears more

than twice as long as the wide tread
tires that come on most new cars.

s more than just another pretty tace.

76
Art Director: Max Rembold
Photographer: Ben Semoroff
Copywriters: Hal La¥son, William Sullivan
Agency: J. Walter Thompson Co.

Client: Sears, Roebuck & Company
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Art Director/Designer: Frank Camardella
Photographer: Robert Fresone
Copywriter: Camille Larghi
Agency: Doyle Dane Bernbach, Inc.
Client: Jamaica Tourist Board

JAMAIGA JAMAICA

Jurens a beche
it ey e otk
e
pbeien
ot et

e oo
e the wars

DISTINCTIVE MERIT AWARD

In Jamaica, you can sail
a 19th century
rum-smuggling ship
over scas that hide

16th century Spanish gold

and a 17th century
sunken city.

The “Curibee™ stll sarls with
aloml of rum on

iDaguims Panter's puniches.
Swirrhes s

Boord at mudday and #lup mto
the blue smls billow g, mabog-
any decks waving, fechng like
Thouglas Fasbanks, Sr.

Swashbuckle. Sun. Ruisc &
tanhard ot v, Get hack 9 ume
for drmmer Drutk with the past

Fhe wokd? You can scuba to
funt for 1t yourself But. these
days. finders na keepers To the
government go the spoih

¢ 1001 vou ¢ art take home is

wountertent, Pewter copes of
com frum Port Royol our wateey
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Fifteen famous cures for a hangover.

Rumor has it that a certain Duke
eats a dozen raw oysters for breakfast

According to one of our fniencs,
that’ utterly extravagant, whenac oupk’
of raw eggs will work just as well.

One guy we asked does fifty push-
ups. Another goes for a thlrt_\' minute
walk. And a third recommends three
ccld showers at five minute intervals.

You will also hear about thyroid
extract, “special "pills, and Vitamin 3.
You will be told about p:u'kdgvd oxygen.
And informed that a spoonful of tab-
asco sauce can make you forget anythirg
that ails you.

You can lie down with an ice pack.
St up witha snfl-spnkr'n friend. Drink
tcmato juice with a -wist of lemen.
Crown your sorrows in Colombizn
coffee. Or try the most famous cure of
all—biting the dog that bit you.

But no matter what you do o
amuse yourself (or convince yourself)
tke only thing that will cure a hangover
is time. The body oxidizes alcohol at ‘ts
own rale, and theres no way to spu-d
up the process.

Why are we telling you all this?
Because no matter what you drink—1f

you drink too much of it—you'll probably
geta hangnver.

And what bothers us most, is that
you might end up blaming our Bourbon
when you have only _\'outsclf to thank.

Beam's Choice is an 8 -year-old

Bourbon. It charcoal-filtered afteraging.

And we thinkit'sabout as close to pvrfccl
asanybody’s going to get.

When and 1if you decide to try
Beam’s Choice, youll find it’s simply too
s od to waste.

And the way we see it, if you're the
kind of man who appreciates a good
lhing when he finds 1t, ma_\'lu- ynu'“
d(‘( ld(‘ to Inﬂkl‘ _\()UI Ii‘lf‘l ]]A‘[\g‘ wer your
last hangt ver.

Thereis no evil in liguor.

od Bourbon - Bean athat ok
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Art Director/Designer: Allan Beaver
Photographer: Elbert Budin
Copywriter: Helen Nolan

Agency: Delehanty, Kurnit & Geller
Client: James Beam

Are the holidays just an excuse

to drink yourself under the table” “Man, you should have seen me-was [ bombed!”

If you drink to forget your problems,
you have another one.
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Art Director: Bob Cox
Photographers: Dan Wynn, Bob Huntzinger, Tony Ficalora
Copywriters; Jan Jackson, Don Dickison

Agency: Ogilvy & Mather tnc.
Client: International Paper Co.
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Art Directors/Designers: L2e Epstein, Jim Brown

Ariist: Norman Adams

Photographers: Crew cf Aluminaut, Art Kane,

Henry Sandbank, Ernst Haas, Polaroid Lab. Technicians:
Rob't. F. Golden, Philippe Halsman

Copywriters: Hal Silvermamn, David Saslow

Agency: Doyle Dane Bernbach, Inc.

Cl'ent: Polaroid Corp.

Haas on Haas
on ‘Polaroid
Land ¢Film

Halsman on Halsman
on ‘Polaroid Land Film
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Art Director/Designer/Photographer: Onofrio Paccione

Copywriter: Ron Salzberg

Agency: Leber Katz Paccione Inc.

Client: General Wine & Spirits Co., Division of
Joseph E. Seagram & Sons, inc.
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Art Directory/Designer: Frank Nicolo
Photographzr: Richard Noble
Copywriter: Richard DePascal
Agency: Gilbert Advertising Agency
Clierit: Loncontown Mfg. Co.
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Art Director: Herbert H. Sklar
Designer: Paul Chesloff

Artist:; John M. Wright
Photographer: Stettner-Endress
Copywriter: Marilyn Glass
Agency: Chalek & Dreyer, Inc.
Client: Bonnie Home Products
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Doing our puzzle is the perfect way to wail for your wash.
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Art Directors/Designers: Lee Epstein, William Taubin
Photographers: Harold Krieger, Russetl Munson, Carl Fischer,
Henry Sandbank, Norman Nishimura

Copywriters: Hal Silverman, Paul Zoellner, Ed Valenti,

Chuck Kollewe

Agency: Doyle Dane Bernbach, Inc.

Ciient: Olin

Here lies
the Andrea Doria.
But she could
sail again.

Black Tuesday,
1965.

Will it happen agnin

Oiin

INATAR 4
" B

To Typhoid. Hepatitis
and Dysentery,
Americaisstilla
land of opportunity.

Do vou fly?

You may owe your life
10 this tough roll of tape.

e

Giin Olin




_Massagic
Misinterpretations:

Pl alk o =
« 1 = y
(&) S 2
The“Massagic“Misunderstanding
rage
imagination and on 10 your teet

Weyenberg Massagic Shoes

‘The Massagic Shoe.
What it is. and what it isnt.

A

Thank goodness our shoes
arent as funny-looking as our name

_ Weyrmbere Masnagic Shows
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Art Director/Designer: Frank Nicolo

Artists: Jim Spanfeller, Don lvan Punchatz, Frank Nicolo,
Jack Davis, Stanley Glaubach

Photographer: Stettner/Endress

Copywriter: Richard DePascal

Agency: Gilbert Advertising Agency

Client: Weyenberg Shoe Mfg.
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Art Cirector: Ralph Tibbles

Decigner: Ralph Bongard

Artist: Gerie Holtan

Photographer: Arnaud Maggs

Copywriters: Alison Argo, Billy Edwards
Agency: MaclLaren Advertising Co., Ltd.
Client: Canadian Government Travel Bureau

Trvyour fractured French
where nobody will laugh atvou.

Its all over between us,

Ro '
se Marte.
. z‘ I @
3 LAt
A\ ZIC
pursuit over the t-ackless wastes, and all that nonsease?
Rose Marie. we a € 14

OF we do have Mounties. Even some track.ess ~astes.
But what we really have alot of are hot pursu t=!
Sophisticated supper clubs with big-name en_ertaners. §
Intimate “boites’; bars and cocktall '
lounges. Exotic restaurants of
every description.
And discotheque wise, you may
be delighted to learn that it is
new as casy toslip a disc in
Montreal. Toronto or Vancouver
as it 1s in good old New York City.
<2 Each Canadian city s a little
different in personality. Vancouver
nightclubs tend to soar to roof
garden altitudes, the better to
admire the Rocky Mountains,
Montreal digs wine cellars.
although Montréal does offer a
o . skyscraping bar-restaura 1t krown as Altitude 737. featured attrac
»%  tions being a go-mile view :nd a s-ounce martinl. in that order.
# Drop up to Canada some evering socn, and see it like it is. With no

apologies to Rudolph FrimL A
' Canada

Canadian Government Travel Burcas,
Ottawa, Canada
Please send me the 1 atatson 10 Candda Package

Mr./Mrs./Miss

Address Apt
City

State. 2ip Code

For vears vam ard vour barrel-chestec boviriend
have made us e relentless. Canadian Mounties in hot

Here's where your guvs
beat our guys.
Come back, all isforgiven.

We're the foreign countrv
with vour kind of plumbing.

%Ltg:

Canada

Don't bring vour fur coat
to Canada this summer.

. 1 ¢Someone might shoot it.
PN

i
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Art Director: Michael Richman
Designer: Jim Brancaleone
Photographer: Sidney Mehring
Capywriter: Susan Conlon
Agency: Doyle Dane Bernbach,
Clent: Buxton Inc.
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Art Director/Designer: Salvatore Lodico
Photographer: George Elliott

Copywriters: Salvatore Lodico, Gerald Miller
Agency: Young & Rubicam, [nc.

Client: Johnson & Johnson
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Art Director: Walter Kaprielian

Designers: Walter Kaprielian, Rhoda Bernstein
Photographer: Hiro

Copywriter: Michael Gorner

Agency: Ketchum, Macleod & Grove

Client: Olivetti Underwooed

Thisis the
Permanent
Portable.

i |

Thisis an Olivetti Underwood
electric adding machine.
For tax time. Any time.
It knows no season.

It also straightens out checkbooks.
Adds$ up expense accounts.
Checks out grocery bills.
Totals up the family budget.
Helps with the kids' homework.
Weighs just over ten pounds.

. Printsin two colors.
Subtracts and multiplies.

It works for the whole family.

| Year after year.

If you have our Lettera,

you know what we mean.

olivetti underwood !
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4 Western Lithograph Company §O
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Art Director/Copywriter: Donald H. Tartak
Designers: Donald H. Tartak, Charles White 11
Artist: Charles White 11

Copywriter: Canald H. Tartak

Agency: Donald E. Tartak Design Office
Client: Western Lithograph Company
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Art Director: Robert Dunning
Designer: Conrad Vogel
Photographer: Reid Miles
Copywriter: Fred Bauer
Agency: N. W. Ayer & Son, Inc.
Client: Newsweek

Don't buy elevators till you take thls tour of New York’s high spots
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Art Director: Walter Kaprielian

Designers: Walter Kaprielian, Rhoda G. Bernstein
Photographer: Reid Miles

Copywriter: Andrew [saacson

Agency: Ketchum, MaclLeod & Grove

Client: Westinghouse Elevator
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Art Director/Designer: Richard Ende
Photographer: Ken Haak
Copywriter: Milford Shaver

Agency: Benton & Bowles, Inc.
Client: Allied-Chemical Corporation
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e s gnything we start.
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Art Director: Dennis Kuhr

Designers: Dennis Kuhr, Ray Engle
Artist: Ray Engle Assoc.

Photographer: Harvey Stewart
Copywriters: Dale Richards, Arnold Miller
Agency: McCann-Erickson, Inc.

Client: Lockheed Aircraft Corporation
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Art Director/Designer: Robert Dunning

Artist: Glenn Ossiander

Photographer: Charles Gold
Copywriter: Robert Lasson
Agency: N. W. Ayer & Son, Inc
Client: Newsweek

uote Newsweek

the newsweekly that separaw opinion
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Seven days from now, your travel
pramotion ad could appear in full color
in any of Life’s six local editions offering
7-day fast close.

Life's national fast-color cose is
now avaitabie focally in New York,
Fatungion, D.C, Detrow, Chicso.

Angeles and San Francisco

‘Use Life as 2 local medium —the

any weck you have it
before Christmas
Lt overse ot

Art Director/Designer: Christopher Corey
Copywriter: John Ferrell

Agency: Young & Rubicam, Inc

Client: Time, Inc.
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1ife’s foual Fast close Jsauvmn
n blzck & \hhnamd
mmhu\‘ the bxggsl adult
audm lmund 4,973,000 10
New York, 819,800 i \!‘:mngmn DC,
1,200,000 1n Dexroit, 1,56~,000 in
, 2,7194100 in Lm-Amtln
1, 192,000 in San Francsc:

And the best Each 1z.uc 18 read by
42", of busisessmen who ok 8 or more
aic trps Jast vea. And 377, of men

who took 30g imrore persomal a7 trips

Life gives you the peaplc you want
70 reach any werk you havs o move fast.

Like the weeks before

Life. It womms. Fast.
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Art Director/Designer/Artist: Johr Flack
Photographer: Dale Srmiith

Copywriter: Hugh McGraw

Agency: Cunningham & Walsh - S.F.
Client: Qatas AFways td.

QANTAS AIR CARGO
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DISTINCTIVE MERIT AWARD
Art Director/Designer: Paul Jervis

Photographer: Cailor-Resnick
Copywriter: Dave Cantor

Agency: Doyle Dare Bernbach, Inc.
Client: Sylvania
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Art Director: Gene Despard
Designer/Artist: Nic Sidjakov
Copywriter: Jerry Cowle

Agency: Needham, Harper, & Steers
Client: Continental Airlines

AIR MICRONESIA 2

You can be one of the
first, one of the few to
discover “he ocean para-
dise called Micronesia.
But that's the beauty of
it _.,being one of the few.

Lying like a lovely coral
neckiace across three
milllon square miles of
blue Pacific, Micronesia

is a rare place where yzu
can still find romance.
Eachantment. Adventife.

A rainbow-bottomed
legoon beckons you a:
Truk. A half-mile high,
fiowered peak of an
extinct volcano is readsy
for climbing on Ponare.
The ruins of a Japanes2

fortress e hidden near
Salpan. Above all, the
wor'd's friendliest people
await your visit. Air
Mic-onesia Is vour key to
this undiscovered para-
dise. Perhaps "his is the
year for you to ceme here.
We have a bockliat show-
ing whatto do and where
12 siay, to helg you make

up your mind. For a copy
write Micronesia House,
Box 298, Saipan, Trust

Territory of the Pacific.
Or see your travel agent

Visit the undiscovered
paradise of Micronesia
on Air Micronesia

the world’s largest
local airline.
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Art Director/Designer: Kathieen McCrave
Fhotograptier: Richard Avedon
Copywriter: Leane Clark

Agency: Benton & Bowiles, Inc.

lient: Allied Cheicel Corporation
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Art Director: Bill Berta
Photographer: Ron Harris
Copywriter: Michaei Davenport
Agency: Berta, Grant & Winkler, inc.
Client: Helen Harper, Inc.
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Newton’s Law:

What goes up
must come down.

102

Art Director/Designer: Allan Beaver

Concept: Bob Matmud, Allan Beaver, Larry Plapler,
Nick Gisonde

A-tist: Charles Slackman

Copywriter: Larry Plapler

Agency: Delehanty, Kurnit & Geller

Client: Talon, Inc.

Talon’s Law:

What goes up
must stay up.

The L of Graviey b fine
for spples.

bt 2ipcts aze anogher
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Art Director/Designer: Pete Berge
Copywriter: John Ferrell

Agency: Young & Rubicam, Inc.
Ciient: Time, Inc./Life Magazine

On the opposite Eafge
is the alternative to Life’s
7day fastclose. =z
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Life. Consider the alternative.
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Art Director/Designer: Bernie Zlotnick
Photographer: Anthony Petrucelli
Copywriter: Bert Neufeld

Agency: Young & Rubicam, Inc.

Client: Cluett, Peabody—Sanforized Div.
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Art Director: Rick Okada

Photographer: Gord Marci

Copywriter: Richard Kurtz

Agency: Doyle Dane Bernbach (Canada) Ltd.
Client: Volkswagen Canada Ltd.

Our arm is recovering.

The Pioneer Moss arm took a beating.
Nevertheless we’d like to thank all you

guys who tore it, folded it, sliced,

stretched, pasted, and generally gave it

a twist in our “Call For Arms” contest.
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Art Director/Designer/Photographer/Copywriter:
Barrington Smith

Client: Pioneer-Moss
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Art Director/Designer: Tom Gilday
Artist: Curilla & Associates
Photographer: Jan Czyrba/Advance Art
Copywriter: Jim Johnston

Agency: Griswold-Eshleman

Client: Cashin Publishing Company

mpuses. At 8 st gurcsmpun ot H A

lh‘lm‘“n‘h-u fan( that can yenesate wvet
i 2 v

l.u. ar n n.- wollegs

ik
A we'te rt eyt s malt o v

An entire family disappeared in this glass.
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Art Director/Designer: David Wiseltier
Photographer: Norman Nishumura
Copywriter: Lew Sherwood

Agency: Daniel & Charles

Client: MacFadden-Bartell
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Art Director/Designer/Artist: Richard Snyder Art Director/Designer: Alden Ludlow
Photographer: William Sladcik Artist: Bill Charmatz

Copywriter: K. Tinman Copywriters: John Abrams, Alden Ludlow
Agency: Griswold-Eshleman Agency: The Marschalk Co.

Client: Salsbury Laboratories Client: Selchow & Righter Co.

Our chemical" rere for the birds.

Exclusively. Bt not any longer. It's about time

you got into the act by choosing industrial §

chemtcals frond Salsbury—one of tha largest
producers of poullly feed additives. P
Sound slrange? J

| Not at ail, We make the organic chemlcats|

that go into out feed additives. Chemicals that

made Salsbury products lamous.

7 What's in it for you?

Quality chemicals. Since we make them for '

ourselves, we can either make the amoufits we

need, or more, A lot more. We already know

that our chemizais can be used as inlermedi-

ates in the manutacture of such diverse prod-

ucts as X-ray conlrast media and corrosion
inhibitors.

Choose: 3-Nitra-4-hydroxyphenylarsonic Acid
3,5-Dinftrobenzoic Acid
2-Chioro-4-nitrobenzamide
N-Acetylsultanityl Chioride

Qr. many other arsenicals, benzoic acid de-

rivalives, suffas, and nitrated aromatics.

The ones you select wiil ve ldentical to the

ones we use. And that's .vmere you benefit.

ike 40 sge what we have? Write lor a detailed
Salabuey Chemicals, Salsbury
Chai'es City, Tows, 50818,

February 15th, Selchow & Righter Co. moves from the 3rd floor
to showroom 834 on the 8th floor at 200 Fifth Avenue. It's bigger.

Salsbury Chemicals
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Art Director/Designer: Gil Rosoff 112

Photographer: U. S. Air Force Photo Art Director/Designer: Ted Andresakes
Copywriter: Trevor Glucksman Photographer: Tony Pappas

Agency: MacManus, John & Adams Copywriter: Jacques Sammes

Ciient: U. S. Air Force Agency/Client: CBS Television Stations

Hyinglessons.

Where's the action?

Wh hou

actio y

WCE

1

UNITED SYATES A1k FORCE i

vtes
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Art Director/Designer: Dick Lopez
Photographer: Tosh Matsumoto
Copywriter: Peggy Prag

Agency: Papert, Koenig, Lois
Client: Prince Matchabelli

.
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T

Six hindle goH things.w-'m selling the aue that smells.

M:d-"' l::‘hllﬁh Autumn Sorpy Mist.
]

[y Ao
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Becescomtomers, o ey e dcres
Ui & 7o i . Or 8 vl gk oot O & e vt o 1>
10 Floride’s (you've @iaseed R Gokd Corst,
GOLOEN AUTUMN
oy Prirca Matchetei

When Dalys purran eparied, entiruasirs sa did bt “qpany

Everybody’s been he
We l¥r0 tgack 1ctur€§

True Story ‘
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Art Director/Designer: David Wiseltier
Photographer: Norman Nishumura
Copywriter: Lew Sherwood

Agency: Daniel & Charles

Client: MacFadden-Bartell

Life. Consider the alternative.
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Art Director/Designer: Henry Holtzman
Photographer: Lennart Nillson
Copywriter: William Waites

Agency: Young & Rubicam, Inc.

Client: Time, Inc./Life Magazine
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Art Director/Designer: Frank Fristachi
Artist: Robert Grossman

Copywriter: Ken Charof

Agency: Delehanty, Kurnit & Geller
Client: Talon, Inc.

What else can you do when someone tells you your fly is open.

If you don't use the Talon Zephyr” nylon zipper with Memory-1 ock, a little device that keeps zippers up,
your customers will have to keep on smiling. For all the wrong reasons. .

DISTINCTIVE MERIT AWARD
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Art Director/Designer: John Fraioli
Photographer: Sheldon Secunda
Copywriters: Bill Zeitung, Vincent McQueeny
Agency: Marsteller Inc.

Client: Continental Grain
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Art Director: Gennaro Trainello
Designer: Richard Hutnick
Photographer: Dan Wynn
Copywriter: Ned Viseltear
Agency: Waterman Advertising
Client: Boonshaft Shirts

Oleg Cassini had to make his own shirts. Nothing around was good enough for him.
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Art Director/Designer: Jay Wolf
Artist: Norman Green

Copywriter: Brian Olesky 120
Agency: Delehanty, Kurnit & Geller Art Director/Designer/Artist: Seymour Chwast
Client: Taton, Inc. Client: Pioneer Moss, Inc.
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121
Art Director/Designer: Bernie Zlotnick
Photographer: Carl Fischer

Agency/Client: Young & Rubicam, Inc.
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Art Director/Designer/Copywriter: Tony Mandarino
Photographer: Dick Richards

Agency: Grey Advertising, Inc.

Client: Magee
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Art Director/Designer: Jay Wolf
Photographer: Cailor/Resnick
Copywriter: Bob Veder

Agency: Delehanty, Kurnit & Geller
Client: Talon, Inc.
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Art Director/Designer: Joe Micelli
Photographer: Carmine Macedonia
Copywriter: Nikolai Pronovich
Agency: The Lampert Agency, Inc.
Client: X-acto Precision Tools, Inc.

X-acto will never
leave you depressed.

A razor blade always leaves its mark on
you. The X-acto knife is specifically-designed -3
tofityour hand comfortably and to give you the
maximum amount of control over the blade. |

And X-acto gives you 28 surgically-sharp
blades to choose from. All easily interchange-
able in the X-acto handles. We have thin |
blades for delicate jobs, heavy-duty blades
for tough jobs. Straight blades, curved blades,
hooked blades, and double-edged blades.

You can select the X-acto that's perfect
for deburring, carving, etching, hollowing, L
chemical milling, slicing, sawing, stripping,
or trimming. In fact, X-acto does every cutting
job better, and it never leaves you depressed.
Write for our free catalog of industrial knives.
X-acto Precision Tools, Inc.,48-41Van Dam Street,
Long Island City, New York 11101 ¥-Q@CtO°®

AOVd TINd NVHL $SS27:$AV AAVHL
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Art Director/Designer: Allen Osofsky
Artist: Lou Myers

Copywriter: John Greenaway

Agency: Working Concepts Center/Div, of
Albert Frank-Guenther Law

Client: Columbus Line

Columbus’
Line.

qor a sho Vfcu—r
to Ind

5 AUSTRALIA, BRAZIL
NY 10004. HA 5-6700

Where’s

0th Century Columbus. The Profession.
V ZEALAND, \P\!\l\\\l(l(l‘w\

anything, anytime. Try us to AUSTRALIA, BRAZIL
26 Broadway. New York, N.Y. 10004 HA 5-6700.
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Art Director/Designer: Allen Osofsky
Artist: Lou Myers

Copywriter: John Greenaway

Agency: Working Concepts Center/Div, of
Albert Frank-Guenther Law

Client: Columbus Line

w
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Art Director/Designer: Allen Osofsky
Artist: Lou Myers

Copywriter: John Greenaway

Agency: Working Concepts Center/Div. of
Albert Frank-Guenther Law

Client: Columbus Line

Call

Columbus.

\sabella, babq.’ ™
qomna Take 4
‘tYIP- .o




Nava s aswinger.
He wsi wearanything cloddy.
Laxcxy far Marvin that Lehigh
nakes thz m-saketiest-lbokiag
safery skoez i3 he susiness:
Like tre= new Quick-Relez=e
Chuzkas.
Tae buckle doesn't buckle, It
s,

Daeqacz ank and the shos's
ol

Aad t2e st2el oe is a low sl
fouezte se= Ou. For sharp styling.

Thé vppe~s are full gram
2elden gio=e =uthe~. With Jacren
sttching. Mom shap styling.

Plis €8 ewshian insole, foan
wekle zoflar snd meoprese crepe
scic. For confs

Mar-ins geing to a bash S_t-
asday, aigh-

Acd ym k20w what he'll e
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When Marvin Hollis
wants to look real sporty,
he wears his -
safety work boots.

ey do.
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Art Director/Designer: Ron Goodwin

Artists: Arnold Beckerman, Charles Gold
Photographers: Steve Saltman, Arnold Beckerman,
Anthony Petrucelli

Copywriter: Marty Rubin

Agency: Hicks & Greist, Inc.

Client: Endicott-Johnson
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Art Director: Hy Yablonka

Designer: Gollin/Bright
Artist: Gerrol Richardson
Copywriter: Hal Pawluk

Agency: Chiat/Day and Assoc.

Client: Leach Corporation
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Relays bave kecn around for
many decades, yet have sur-
vived evolving technologies
and still retaim a significant
position in today's electrical
and electronic systems. There
have been changes in materials
and changes i design. but the
refay is still ementlally asimple
electiro-mechanical switch.
With oday’s ever-increasing
need for theswitching func-
tion. the relayoffers advantages
over other switching tech-
. niques. It can he used singty
without auxtBary circuits

taside from &
poswer supply).
it exhibits very
high isolation be-
tween controlling and con-
trolled cirewits: it can resuit
in @ simple. isexpemive eir-
cuit fast enough vsen for
today’s high speed world: and
it can he com patible with
semiconductons.

On the otker hand, this

P B

autopilot failure. The rest of
the flight was on instruments
end the scat of the pants. A
safe Night, but a busy one.
What happened? Several
transistors in the autopilot

not achicved because one
relay parameter or another is
not considered. A relay is o
very simple device - how
nuch engineering lime showuld
he spent on i.” Let's ind out.
THE HIGI AND THE MIGHTY

The cochp it of a commerciat
airtiner witnessed the results
of a luck of consideration for
relaye. The Fight was on
schedule. at >ruising altitude

and making good tme On

. autopilot and smooth — when
alt at once the stories of the
lass layover were interrupted
by betls, buzeers and fashing
red lights. Not Chrisimas

puter and had
been burned out, and this was
traced 1o negative, high
voltage spikes on the 28-volt
DC line. The cause? Tramients
generated by relay coils in
the system. The solution?
Tramlent suppression. The
reason for prohlems? Over-
fooking the fact that the relay
«<oil is an inductor.

Systent designers usually
take into account the problems
assoclated with the making
and breaking of currents by
the relay vontacts. In this
<ase, arc suppression had
been included on the load side
of the relay to extend contact

life and to reduce the RFI
generated by arcs. (Contact

proicction ix ircated in a
lster fnstatiment.) The
designers had, how ever,
neglected the fuct that the
relay coil, 100, is & non-
resistive load and is thus
capable of generating inter-
ference. The energy stored in
the coil inductance is secn as
a back EMF across the coil
when the drive is removed.
This voltage is usually greater
than 750 volls and can be as
Jarge as 3000 volis ina
28-volt circuit. Few compo-
nenis are designed to withstand
voltages of this magnitude.
WiHAT TO DO

The first step in curing
circuit interference is 10 limit
the magnitude of the coll-
generated spike. Any of the
circuits shown will do this.
The diode in Figure | is

probably the most popular
form of voltage suppression
used today, A singlc diode
{D1) can be used. but thix
is frequently burned out by

et | EACH s

the apphication of the wrong
potarlty to the coil. Diode

D2 prevents this type of
damage. Diode D1 provides a
very low resistance re=circulat-
ing puth for the cnergy in the
coil, and thus offers the highest
degree of suppression avail-
able Because of the low
resistance. however, the time
constant for energy decay o
quite high, and the dropout
time of the relay with a diode
acr0ss the cotl Is increased at
least 2 1imes - and often 10
times — the normal value for
the unsuppressed relay. This
slows the rate of separation of
the relay contacty. and can
increase arcing damage 1o the
contacts. This actuation deiay
can alko be very critical when
several circuity are operating
interdependently.

One method of suppression
frequently used by relay
manufacturen. the bifilar coil
is shown in Figure 2! Thisis
manufsctured by winding two

LEACH
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Art Directors/Designers: Henry Holtzman, Pete Berge
Photographers: Peter Samerjan, Anthony Petrucelli
Copywriters: William Waites, John Ferrell

Agency: Young & Rubicam Inc.

Client: Time, Inc./Life Magazine

Life’s crash color can help
save more than an advertising

Without Life, this
would still be the face
of the Mafia.

Life. Consider the alternative. Life. Consider the alternative.

If your son runs away,
he’s probably following
in your footsteps.

Life. Consider the alternative.
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Art Director/Designer: Jerry J. Siano
Photographer: Rudy Legname
Copywriters: Deanne Leety, Blake Hunter
Agency: N. W. Ayer & Son, Inc.

Client: Magazine Publishers Association

Did you ever try to tearout
atelevision commercial?

For mstance wilh tesevison you
<an't be ure YO re gatting theough IO MagAL!
-income coliege-educaled That's why
1han acomplement fo yout TV advertising

i

You can 1 fake 8 Commercial 10 1he
Corner grocer and et 12-centsoff on
cake M 1 1he upper-
Ot save it and prop 1 up wn ront of 9
Y0 25 yOu but together the dessert ta end Thet s the group 1han spenas more
alf tesserts ON GTOCETHES Cvery week . arket
Sa, white TV 18 important, it won't A1%0f them aren Lavad walchers. Byt without 1herm i you mrgni miss the icing
he higher

o everytung, Or reach everyiody hey are aagen readers. And the hig! oftthe cake
Magazine Pubtshors Association

Give everybody
agood paste in the mouth.

DISTINCTIVE MERIT AWARD

How many lips

do youcome in contact with

's more thanone way

everyday?

77 Magaruve Publisners Association

Quick. ]
S Give us the demographics

to get a point across.

of the lass.

et
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Art Director: Glen Smith

Photographer: Ernst Haas

Copywriter: Mal Edman

Agency: Knax Reeves Advertising

Client: General Mills—Fine Chemicals Div.
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Art Director/Designer: Arvale Rogers

Photographers: Art Kane, Henry Sandbank, Nick Samardge
Copywriter: Ted White

Agency: Papert, Koenig, Lois

Client: Cummins Engine

Commins Dicsels
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Art Director/Designer: Mel Abert

Artists: Dieter Eichelmann, Os Sosa
Photographers: Stan Caplan, Don Shapero
Copywriter: Mel Newhoff

Agency: Chiat/Day Inc. Advertising
Client: Fairchild Instrumentation
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Art Director/Designer: David Wiseltier
Photographers: Harold Krieger, Norman Nishumura
Copywriter; Lew Sherwood

Agency: Daniel & Charles

Client; MacFadden-Bartell

PREGNANT GIRLS WOULD
IS STRANGER THAN TNEIR FARENTS.

DISTINCTIVE MERIT AWARD

Anentire family disappeared in this glass




GHOTIT? Genrge Bernard Shaw develiped that word wedisplay the difficatts

English communication. Nccording ta him, the gh is pronounced as an / ke
cough. the o like in women.and the 40 bike ofF as in nation. So the ward. ghoeti,
is pronounced quite simply, tish

Al < :
COLUMBIA SCHOOL OF BROADCASTING @
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Art Director: Jerry Berman

Designers: Jerry Berman, Gary Hanlon, Larry Green
Artists: Pat Maloney, Larry Green, Nick Sidjakov,
Steve Osborn, Gary Hanlen

Photographer: Nick Carter

Copywriters: Jerry Grantz, Hugh McGraw

Agency: Jerry Berman & Associates

Client: Columbia School of Broadcasting
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Perfomance Performance
is reaching ¥ cafl of every 4 American men with annual incomes of $25.000 ar more. is reaching 1 out of every 5 American men under 50 who own stocks or bonds.

Sports llustrated Sports Nlustraled
e megarwm of portormance 2

)
18700CHr g 1 1t of rrory § Armacican men = we 3 8¢ mOeS Cars.

Bustral Itusirated
Spodts Mustrated $Sporta ltusteate

Art Director: Steve Phillips

Designers: Steve Phillips, Muts Yasumura
Phatographer: Alan Krosnick

Copywriter: Stuart Woods

Agency: Young & Rukicam, Inc.

Client: Time, Inc./Sporis lHustrated
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Art Director/Designer: Jeremy Press
Artist: Stewart Caskie

Copywriter: Jeremy Press

Agency: Heggie Advertising Company Limited, Div. of

Norman, Craig & Kummel, Inc.
Client: Burroughs Business Machines Ltd.

D G GhMG

Waiting for a computer is a tiresome affair.

Which makes you wonder why somebody doesn’t develop a computer that

Something wonderful happened when Burroughs married the equipment

can take lots of programs at once. Instcad of just one at a time,

Well, cheer up. Burroughs has.

Its got a Master Control Program. So it can process lots of major,

unrelated programs all at once.

The Master Control Program makes lots of things possible that were never

possible before. Because Burroughs did things to develop it that had

never been done before.

engineer to the software designer.

The Computer Designer was born.

Which put an end to having lots of lovely hardware developed that no

software could live up to. And led to the introduction of the world’s first

and only really working Master Control Program.

Which means that the computer can now do lors of things that the

computer people had to do before. And means that anybody can have

access to the computer at any time. So nobody has to wait until

three o’clock in the morning any more.

Like marrying the equipment engineer to the software designer.

Which gave us the Computer Designer.

Who designed our Third Generation hardware,
And our Third Generation software.

And it works. It really works.

So you don’t have to wait any more.

T \—
<

~—

Computer people used 10 be 3 sheepless lot.

They'd he up at all haurs of the night doing the tings that their computers

didn't have time ta do during the day.

Until Burroughs introduced the Master Control Program. 1 ltts the

computer work on lots of things at once

So computer prople can now do all the odd jobs they want 1o do dusing the

day. While the regular programs arc running.

The Muster Canirol Program makes lots of things possible that were not
possible before. Because Burroughs did thing 1o develop it that had
never been done before.

tike marrying the cquipment enginecr 10 the sofisare designer

Which gave us the Computer Designer

Who designed our hardware and software togetiier.

50 they work together. Tamously.

And we can ali go back 16 bed. Burroughs

BUARGUGHS BUSINESS MACHNES URITED. 14 D DFFIGE. SUAROUGAS HOLTSE 507 YORAK MILLS ROAD DON WELS ONTARK)

Burroughs 3

BURROUGHS BUSINESS MACHINES LIMITED HEAD OFFICE: BURRQUGHS HOUSE. BOT YORK MILLS ROAD, DON MILLS ONTARIO

But most of all it means that management people can have a fully

integrated information system. Which nobody else has ever been able to

offer them before.

And still nobody else can.

Except Burroughs.

D

De-bugging necdn't take days any more.

Which is jolly good, Because it means that you slon'c have 1o spend days
waiting to soe what the computer has to say: and then ind out that all it has

to say is: *"Couid you re-phrase that questfan?”

1t's one of the sidy-efiects of the Master Control Program Hurroughs has
developed Tor their computers. Bevause it lets you multi-protes [t means
that more of lisy any number of people can be in dialoguc with the computer

at any time.

S0 de-hugging can be done whili the program i being desclopel.
Which is butter than eseloping the whole program then gaing back over

everything 10 e the bugs.

The Master Control Progeam makes lots of things possihle that were never
¥ =
possible hetore. Because Burroughs did things 1o tlevelop it that had

never been done before.

Like marrying the equipment englneer 10 the software designer.

Which gave us the Computer Designer.

Which was bat news for hugs. Burroughs

UL Bt 55 MACSate § (AATED LAD OF)ICE BURROUTAS HOUSI K7 YOS Ll AOAD DOM MILLS ONTARIO.

Burroughs O

BURROUGHS BUSINESS MACHINES LIMITED, NEAD OFFICE: BURROUGHS HOUSE, 801 YORK MILLS ROAD, DON MILLS. ONTARIO

A computer iy made of hardware.

It runs on software.

Building the hardware then dusigning the software iy like huilding a cart

without knowiny what's going to pull it.

Burroughs builds computers to run. So w hen it came to the
Third Generation, we did away with hardware engineers and
sottware deslgners. \We threw them together and came up with a

whole new thing: Computer Designers.

50 now we're delisering Third Generation hardware.
With Third Generation software.

Burroughs D

BLUARGUGHS BUSINESS MAGHINES LIMTED HEAD DFFICE BURRGUGHS HOUBE 1 YORK WALLS AOAD CON ILLS GRTAM

We're the only company that can,
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WERE NOT NEW.
YOURE NEW.

Here we are. swelling with pride over our
inaugural flight from New York to Lisbon.
And what do we hear. mingled with the
applause?
“Who wants 1o fly with beginners!”
“What do they know about running an airline?”
"Who's TAP?”
And such.
Let us quiet these grumblers right now.
We've been zooming around Europe. Africa
and South America for a quarter century
And we're quite ready for you Americans.

139

Art Director/Designer: Peter Hirsch
Artist: Ed Sorel

Copywriter: Neil Calet

Agency: Delehanty, Kurnit & Geller
Client: T.A.P. Portuguese Airways

Consider. When we first began flying to Paris,
we had 10 perfect our cuisine to please even the
finicky French.

To celebrate our initial flight into Frankfurt, we
siepped up our efficiency to a degree that
impressed even the Frankfurters.

Vhen we started flying to London. lo, these
many years ago, our hostesses set out to melt the
chifly reserve ol the English. With success.

And so it went., With every new route. a new
improvement.

Now we add New York to our list. Our 29th
city on our 4th continent.

o you can undersiand that there’s very little
left to improve.

I: \cc' it perhaps by adding a few shiny new jets
1o our fleet.

American passengers: come tly with
good. old TAP.

You get us at our best.

TA® Portuguese Airways

Americans. let us teach you how to fly.



Husband Stealer

“hat's bows yous ke sees bim every Sunday aftemoon while you e cemented tc the TV.
Guet s to 3 0t haw e phayn the game in “[rctans Football—A Surv For Worsen Only. * Page 44, Ocioher McCalls
Estythiog f om r~d bogy ng 103 Laters] pass. Nove that b got yous e toc, betues kewp ar eye on both of thers,

{2's what makes McCail's McCail’s

THE
AMERICAN
DRICAM.
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Art Director/Designer: Peter Hirsch
Artist: Ed Sorel

Copywriter: Neil Calet

Agency: Delehanty, Kurnit & Geller
Client: T.A.P. Portuguese Airways
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Art Director/Designer: Tony Mandarino
Photographer: Dan Rubin

Copywriter: Jo Frolic

Agency: Grey Advertising, Inc.

Client: McCall's

~ THE
PORTUGUESE
DREAM.

M TA® Portuguese Airways
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Art Director/Designer: Bill Harris
Photographer: Charles Gold
Copywriter: Mike Mangano
Agency: Doyle Dane Bernbach, Inc.
Client: Chivas Regal

R SRy

A true story.

Afnenddmrs,lml{mgbgbuy and shown some adcitond brace  having . pro=lem with <o
8 jeweler  lecs he had tucked avayin he siie.  the offic i-g his 1y
AL A Grabara & Cortu the. Well, a5 youve probubly alredy Chivas § sl

waen
[N SR AR S e e :
Yk T e e D ot o SIS L Do ST
seeing nothing he liked in  1600h. safe 1o protect mece gzn O slmass soBirg it, amywar
e abiiiohis et TN i g Vo o e PN

jowel
ik e Bockircaan by M. Cr ham It seems Mr. Grskan had sen  combinain.
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Art Director: Arnold Arlow

A dOSQUp Photographer: Philip Marco
. Copywriter: Charles Burch
Of Sldrley Sl'e: Agency: Martin Landey, Arlow Advertising inc.

Client: Hills Supermarkets
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Why our Kraft Mirade Whip
tastes better thar
their Kraft Miracle Vi hio.

* Americag B

e g
e T, W
sl v s e B
AT

b o e W s
e s A b

Hills

Tt st s U B
" e




144
Art Director/Designer: Jon Fisher

Photographers: Harold Krieger, Mike Cuesta

Copywriter: Elmer Skahan

Agency: Carl Ally Inc.

Client: Northeast Airlines

May151968.
The Bahamas

without changing airplanes,
airlines orairports.

Northcast‘/eﬂowburds to Freeport and Nassau
Youll wish we flew every

America, the great melting pot.

Eoyhoind Bus

Cadillac Eldorado
Amutin Amoica
Ford Mustang 11

America by Rustin. The first car built 1o be ¢ second car.

Rolls-Royee Silver Shadow

Volkswegen
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Art Director: Gil Resurreccion
Artist: Ed Sorel

Photographer: Dan Wynn
Copywriters: Ron Mogel, Alan Mintz
Agency: Rockwell, Quinn & Wall
Client: British Leyland Motors, Inc.
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Art Director/Designer: Peter Neison Art Director/Designer: Bob Wall

Photographer: Elbert Budin Photographer: Stock Photos
Copywriter: Robert Austin Copywriter: Tony Isidore
Agency: Doyle Dane Bernbach, Inc. Agency: Individual efforts of Bob Wall and Tony Isidore
Client: Sara Lee Client: Citizens for Humphrey
hd Sy 2%

I .

Mr.Nixon’s Mr. Humphrey’s
first decision. first decision.
F A

e

Spuro T, Agnew
In 1962, he began has elecove career as County

 Baltimore Caunty lucing the Ci

Edmund 8. Muskie

11 1946 be was elected to the Maine House of

of Baltimore], after several vears of local provninence
45 member of a roning board, presldent of & junior
high schood PTA. and active Kiwana.

In 1986, he became the Governar of Marylind.

" Reclected in 1948 and 150,
Served as Minority Leader of the Democrats
in the Maime Hause of Represeruztives from 1949
through 191

Dhrector of the state's Office of Price Scabd
aation froem 191 through 1952

Democratic National Commteeman from
Maine from 1952 through 1056,

In 1934, Me. Muskie became Mafne's first

ic Governoe in 20 years,

In 1956, he was re-lected Govemor.

In 1938, be became the first popularly clected
Democratic Semator in Mame's history.

Re-elected to the LS. Senate m rofiq.

Member of he Senate Commuttees on Public
Works, Banking and Cutrency. Government Opera
tions and the Specal Commirtes on Aging

Chaitinan of Inter-governmental Relations
Subcommniee and generally recogniaed as one of
the country’s ourstanding authorities on federal stare-
inunicipal relations.

T%JstHunﬁphrey

5 Cirnerton A, 8 W W

Sora lee Chanry
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Art Director/Designer: George Lois
Photographer: Timothy Galfas
Copywriter: Ron Holland

Agency: Lois Holland Callaway Inc.
Client: Edwards & Hanly

THENEW YORK TIMES. FRIDAY JANUARY 13,1964

“Edwards & Hanly—where were you when 1 needed you?”

We've ot some: temmahe pictures of Joe Loun
taken when he was theYoune Champ.
To et ane. sined by Joe, semd us this cwpon,

ASOR L ANLS 1B A B T L TR B SIS S50E8 (1 et

DISTINCTIVE MERIT AWARD
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Art Director/Designer/Artist: Arnold varga
Copywriter: Al Van Dine

Client: Joseph Horne Co.
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Art Director/Designer: Bob Kuperman
Photographer: Dave Langiey

Copywriter: Sam Katz
Agency: Doyle Dane Bernbach, Inc.
Client: Mobi!

i

You should have stayedin the

Pty the chronic rase-sartchns

Ati of his life on the nighway © sgent in frustra.
Hon. jpokeying Back and forth, from tane to tans,
forever trying 1o find the fast lane, the mpty
e, the Tanwe that exists ooy in his i, and

Aanging i the jane that's just liee the lane

he it It not worse

Pty the drivers in the cars anywhare nese the
chronic fane-switcher The lans-switcher wiil cut
‘them oft at 60 mubes an hour withaut Sotice, with
ut mercy --and curse them bosides. as If their

outrage.

Pity the farnity and trignas of the chronic lane-
wiicher Ex matment in the car with fim must
be sheer, unmitigated hell And of the highway.
can the Lane switchar De any diffsrent. can he be
6% greody. 1238 rushed. less egotistical? What
mup if be like %0 be closely stsociated with @
man whe has i respect far offer peapie’s right
10 five, who tinks only of himsett 3ng his own
nmeds 24 hours 3 day?

Pty the cheanic ane switcher becauws sasnec
or later hie miscasculates the wize of the apening

o Nead Qo

. 0 the speed of the dewer bhind

e, ol
lane you were in.

Rir irs the next fane or the spaed of the deiver s

front of him.. g then His. sw days are

aver. And then he's really stuck in ane (oo
Formver

I the aniont run, s at Mobil make a iftle mors
ey Iram nne.Sartcners thats we o fram our
Sther customers. (Thomping down on the gas
pedal uses 3 10t more gasoline than driving at o

sieady pace.)
But in the fong *un. it's 1he kind of patronage
thaf’s hero today
gone fomorrow 5
We want you fo live.
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Art Director/Designer: Gayle Gleckler
Photographer: Joe Toto

Copywriter: John Farris

Agency: Campbel!l-Ewald/New York
Client: Forbes Magazine

Hospitals would be less expensive
if they were profit-making organizations.

Forbes: capitalist tool
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Art Director/Designer: Leonard Sirowitz
Photographer: French Newspaper Service
Copywriter: David Reider

Agency: Doyle Dane Bernbach, Inc.
Client: Mobil

Welhretl you for what
For nothing und leus than acehing.
For men 15 high places who aran't big enough ® s
1 10 tharmeives that they ve mace & verr1bxe mutake
For others whe sl 1 was @ matake. bt oaw that

man Gaigs kilied i 1 the wary o sort of 8 baskat
b garce

For & mltary Clqus in Saigon that hes 10 be propped
0 by our 1rags because it Gwn countrymen won't

For the promtemes In that un'epy land who lsuge at
ar rarvete whie they stash our qoid away i1 Swis
benka.

For T ond for thase wa Jev o young men e
raft and sont O 10 g Other 45w of the werkd. o ket
20d be kiled

Mothers and Iathert How €86 you S thers and o
tham 60 103 10 pour aona?

Youg mn, Wiy @ < 41 Therm cuace you, cne shoe
218 e, (ks 8 3210 - atudemts aga.nst non students.
Feadtuate students agmnat uncerpaduates Oratiaes
sgunst rarvaty!

Taspeyers. A1 what gt 0 you stend up nd say o

281k o Right are mory dangecous than wngie trais 8
s 21w Bring of egioct whee the govar:

Vintruom sad gver 100,000 weunded. Han the cause been
worthy of them?

mant pours talion ster bu¥ion ito & Cancerous SAEOn
regime

Vou sk, “But mmat can ore peran dol

The anmer . Everytiing

For thers 1 noining the poiihcatns fear and respect
moes han the publec wter ihe pubii 3 aroused. And
mang no mistaka # 8 aroused

home.

Thew we (8 8 riave Sanatac fugens McCarthy of
Winnaaota nomnated 58 the Demacrtic camdicate for
Provstart

The tane has come 18 the quet, leng suftersng il
2907 10 110 yteming over Vietrioe, el 12t tonig.

e sbont 17 A e 9t 0

| s S 1n
SemETTnE e rmans
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Art Director: Arnold Arlow

Photographer: Philip Marco

Copywriter: Charles Burch

Agency: Martin Landey, Arlow Advertising
Client: Hills Supermarkets

Why our Kraft Miracle Whip
tastes better than
their Kraft Miracle Whip.

 of the Hills
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Art Director/Designer: Bob Czernysz
Photographer: Jay Maise!
Copywriter: Richard Olmsted
Agency: Young & Rubicam, Inc.
Client: Time, Inc./Sports |llustrated
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Art Director/Designer: Bob Kuperman Art Director/Designer: Bob Wall

Photographer: Dave Langley Photographer: Stock Photos

Copywriter: Hal Silverman Copywriter: Tony Isadore

Agency: Doyle Dan= Bernbach, Inc. Agency: Individual efforts of Bob Wall and Tony Isadore
Client: Mobil

Client: Citizens for Humphrey

Mr. Nixon’s War on Poverty.

As American
as the Fourth of July.

Trust Humphrey.

be- o 740 o y 2 Ares o

Some necessary 10 Coletrate ting ey otion [Ir o
Durselven on the bigrmay® e 1966 oty At osed 270 10 the Yatonal sket-

The answer, of COursa, @ tal T4 never bey wres: Yoy 1967 Sty dtn woesems 915 tatat ‘Demmven 880 31 1,000 taral 1071eS
200y, But you'd mewer guess R from the statrtes. 3,438 Aruricons dieq in e Nar for e cme.

ety |2 mant

cbil
We want =ou to live
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At Director/Designer: Gary Geyer
Artist: Tom Carnase

Pnotographer: Harold Krieger
Copywriter: Judy Protos

Azency: Doyle Dane Bernbach, Inc.

Client:

Ohrbachs

A 11 vour hem,
re rlghl So does
S ()}‘hd(‘h s. See

Sew York s BUh St Han . Phirs., i, 119, We'Nuprn ot 9 AV for Comturs Day onty (Monday, Marsh t4).
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Art Director/Designer: Stu Rosenwasser
Artist: Blake Hampton
Copywriter: Jim Parry
Agency: Carl Ally Inc.
Client: Northeast Airlines

IF you're going 10 America’s most cxpensive city,
vou need every dhicount you can get,

New York Cotyt Flartcner of Wallets

M ostre enrg there. gou should know thit une of the
hugsras dronsies (s the way you go there a ticket on the
Nottheun Aitlines non wop mght fight t Kennedy Ale

T¢'s the loaxt exprosve ameap et to New York

I cnoch, st rught Arght saves you $25 20 ovet our
agular ewund tsip fase. Ard 10 frst clase, it e you,

1

Our Yellowtand et e of ey night 2 10 15 and
Lan oty in New York ot 12,36 with extea ranney i
st puchen
And wn New Yok, even pust midmighs, ¥y never 1o
ney

late 1 envay spereling cwrs

OF sounse, i you want w fly with us during the das,
o don't gt & diseomnt, Bun you da gt somechung presy
s g
Ous furwh Hights 1o New York s cut dinner Rghes
hack from New Yok ate the ontv fights between
Yoek and Vampa that weve sersting seeak prepared nght
on the plane
Ard v serv vk i coveyore, i cosch 2 well
i la, for et s
Fox rughe, Right ek -.u. ar wesk fight wckems,
Noetheass st 223 2578,
all v il agen. 1t she v el o
there are any ather drcesinss 1o e fund im
pensive wiry up ot

Northeost Auirlines night flight to New York. Youll wish we flew everywhere.
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Art Director: Hal Davis

Designer: Merrick Gagliano
Photographer: Michael Raab
Copywriter: Franchellie Cadwell
Agency: The Cadwel!l Davis Company

Church
of England

(shoes that are almost a religion) (.
K’

e

oy jshmen considar vhocs s impartan, the pur

with h
oy

=g

For instance, the in C

Church shovs imported from England and impeecably
crafted from the moet superb leathers, are from #4250 to/
! i s

wallachs

e = Iy Tt a3 o oy
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Art Director/Designer: Stu Rosenwasser
Photographer: Mike Cuesta

Copywriter: Jim Parry

Agency: Carl Ally Inc.

Client: Northeast Airlines

Ifyou get a
bad meal on a plane
you cant walk out.

While you cat up Food we <ot up time

Steakig not abad meat

Man does not five by steak alone

Northeast Yellowbirds to Florida. You'll wish we flew everywhere.
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Art Director/Designer: Bob Kuperman
Photographer: Horn/Griner
Copywriter: Hal Silverman

Agency: Doyle Dane Bernbach, Inc.
Client: Mobil MEDAL AWARD

Where are you spending the Holiday?

23.000 drivers and passengers will spend it here. Drive carefully this weekend.

Mobil

We want you to live.

122
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Art Director: John Satlayi
Designer: T. Palladino
Copywriter: Jerry Scorse
Agency: Van Brunt & Company
Client: Japan Trade Center

How come people don't snicker any more?

Because Japancac quality has lctt the old mytk. Nacked up by the toughest kind of Government
in 2 shambles, tmposed quality control standards.

Ralled aver it with motorcysles, drowned it out Ta see some of the reasons why people don't
with radios and television scts, cut it ta pieces snicker any mote, visit the Japancse exhibits at the
with precision machIne tools. Minnesota State Fair. You'll find them in booths

The funny thing is, the ofd myth never had 254 thru 259, on the second floor of the
much 1o it. It just 0ok the right combination 0 Grandsiand Building,
put it under: a coming-together of ages-old erafts- And watch filins on modern Japan. showing
mauship with the tools of the ncle technology. ntightly in the Japun Theater, same floor.

JAPAN TRADE CENTER
393 Fifth Avenuc, New York, N.Y, 10016 Tel. (212) 532-7191
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Art Director/Designer: Dick Levy
Photographer: Arnold Beckerman
Copywriter: Don McCaig

Agency: Gilbert Advertising Agency
Client: Georg Jensen

10 toys you can't find
at EA.0.Schwartz.
&

Georg Jensen Inc., 53rd and Fifth, New York City
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Art Director/Designer: Rosanna Oliver
Photographer: George Houseman
Copywriter: Bill White

Agency: Jack Tinker & Partners, Inc.
Client: Bonniers

Bonniers Ttalian Classics.

a Banrvers, Joc 605

0027, Plaso 9 7985
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Art Director/Designer: Ronald Travisano
Photographer: Arnold Beckerman
Copywriter: Jerry Della Femina

Agency: Jerry Della Femina & Partners
Client: Squire for Men

Squire

If you're going w look like a clown
in a hairpiece,wed rather you stayed bald=<=~
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Art Director/Designer/Photographer: Robert Miller
Copywriter: Marcella Free

Agency: F. William Free & Co., Inc

Client: Schrafft's

Have you seen the fittic ol lades fn Schrafit's atoly? Neve you seen Schias iatefy? A iittis chasse it good for everybody.
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Art Director/Designer: lvan Liberman
Artist: Tom Daly

Copywriter: Donald McCaig

Agency: Young & Rubicam, Inc.

It takes
three days to drive to Forida.
But you save $965.
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Art Director/Designer: Sidney Myers
Photographer: Stock Photos
Agency: Doyle Dane Bernbach, Inc.

“He was a moment
in the conscience of man.”

Anatole France at the bier of Emile Zola

It would be tragic and perhaps fatal for our nation if we lose the teachings of
Vartin Luther King, Jr. In response to numberless inquiries that have come to me
as a close friend of Dr. King and his family asking how to perpetuate his teachings,
| suggest that contributions be sent to the Martin Luther King Memorial Fund,
SIC.L.C, 334 Auburn, N.E,, Atlanta, Georgia 30303.

Harry Belafonte
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Art Director/Designer: Jim Brancaleone
Photographers: D. Langiey, A. Petrucelli
Copywriter: Hans Kracauer

Agency: Doyle Dane Bernbach, Inc.
Client: Volkswagen

Now Volkswagen
brings lasting relief to
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Art Director/Designer: Jerry Whitley
Photographer/Copywriter: Maurey Garber
Copywriter: Martin Gross

Agency: Schwab, Beatty & Porter inc.
Client: U.S. School of Music

CCI

'ving, your piano teacher 1s here.”

left feet.

co stick

he old ways

nou i e o water

Ne

1f you've alwass wanted to learn a masi-
cal instrument—there is an casy way.

Irving’s way ... by mail

You can leatn at home, in sparc
time. Through U. 8. Schoo! of Music,
the world's most eaperienced and suc-
conlul home-study music school.

You start playing simple, famitiar
wnes during your very first lesson, And
you tead real sheet music (a0 gim-
micks).

Clear, shaple directions and large
how-to-hold-your-hands pictures show
you exactly what to do, s0 you can’t
g0 wrong...even if you don’t know a
single note of music now. Soon you'll
be playing your favorite sangs.
L

Over 1,250,000 people have
leatned piano, guitar, accordion, or-
gan, and other popular instruments
this easy way.

Howan! Clark of Blainc. Obio,
for example, now Irads his ows trio
and plags at night clubs.

Leonard Drumheiler, }i., of
Chatlottesvilte, Vau, has performed on
TV, radio, and before large andicnces
—as well a3 composd three musicals.
"I owe my thanks 1o U.S. School nf
Music,” he writes,

And Phil Phileox writes from
Fusrope that he has formed 3 hand and
been playing throughout the United
States and on the Continent.

Intercucd?

Just mail the coupon for a frec
booklet that tells you ail about our
courses and the [4 popular instruments
you can choose from. U. S, Schnol of

s S
= -
- U S School of Music
| Suwdio 86,
Port Washington, New York 11050,
[ #'m inrerewted in learning 10 play the
1 instrument ghedkerd below. Please send
1 me. Frer, your 36-page itlustrated
! booklet, "Now You Can Learn to Play
| Music in Your Onn Home. 1 am
under no nhligation.
Check the one instrument you would

like te pl.

[} piano [ trumpet

[ muitar 0 ecornet

[ accordion O saxophone

[7 organ~ [ mandulin
pipe, tlee- 3 violin
tronic,reed [ ukalcle

[ steel guitar 0 clarinet

£] wnorbanjo (3 rromhone

Do you have an instrument? (] Yes [ No
Tastruments. if neorted., suppied to our
students at reduced rates,

Music, Studio 86, Fort Washington,
New York 10050,

Accredited Member, National
tome Study Council.

Rime MMease Frimi Cleatlyi Age
A — W
Thiy

e T Code
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Art Director/Designer: Marc Rubin
Photographer: World Wide Photos
Copywriter: Toni Laub, Marc Rubin
Agency: Jerry Della Femina & Partners
Client: Moxie Co.
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Art Director/Designer: Jim Markle
Artist: Pitt Studios

Photographers: Bob Bender, Jim Nugent
Copywriter: Bob Mackall

Agency: Griswold-Eshleman

Client: Salvation Army

For Christmas,
some people
will have to take
pot luck.

128

an needs is a

What this
little joy juice.

Kickapoo Joy Juice.’

Available at friendly supermarkets.

The new taste of Kickapoo Joy Juice will bring a smile to his face.

This advertisement is sponsored by a friend of The Salvation Army
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Art Director/Designer/Artist: Louis Silverstein
Copywriter: lrving S. Taubkin

Agency/Client: The New York Times

People listen to people

who read The
New York Times.
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Art Director: Edward Seymore
Photographer/Copywriter: Harry Pesin
Agency: Pesin Sydney & Bernard Inc.
Client: Serr

Hair Losers:
would you walk around

e vhesescssetaceeite idT

50 EAST SOTH STREET, NEW YORK 10022, EL 5-7150 5

I'm a hair loser. Send me your free book- |
let and tell me how money can buy happi- »
ness. pe

O Skl

Name .
Address.

City.

State. Zip

o ;

Look at it honestly and you'll admit that your hair makes as big a difference in your looks as your
teeth, Unless you keep your hat on and your mouth shut. What we know about hair will fill your
head handsomely. Getting a new head of hair is one sure way that money (or any major crecit
card) can buy happiness. Come in anytime or phone EL 5-7150.
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Art Director: George Lois

Designer: Dennis Mazzella

Copywriter: Ron Holland

Agency: Lois Holland Callaway Inc.

Client: Restaurant Associates Industries, Inc.

173

Art Director: George Lois

Designer: Dennis Mazzella

Copywriter: Ron Holland

Agency: Lois Holland Callaway Inc.

Client: Restaurant Associates Industries, Inc.

OPEN DAILY FOR DINNER AND LATE SUPPER

MAMMA LEONE'S

"WHERFE. STRONG APPETITES ARE MET AND CONQUERED.
239 WEST 48Til STREET. OFF BROADWAY. JU 6-3151

The New York theatre
finally caught up to
Mamma Leone’s
(we’ve had nudes
around the place for years).

We have 356 marble statues, all bought because Mamma
thought they were pretty. You'll love them, if you just
stop eating for a minute. And listening to the music.
And laughing.

And singing. And a couple of focd-loving TV stars.
What a restaurant!

OPEN DAILY FOR DINNER AND LATE SUPPER.
MAMMA LEONE'S

“WHERFE. STRONG APPETITES ARE MET AND CONQUERED.’
239 WEST 18TH STREET, OFF BROADWAY. JU 6-3161

Mamma Leone’s is
so big,
so bubbly,
so boisterous,
you feel better the minute
you walk through the door.

It's contagious. The laughing, the singing, the music, the color,
the conversation. And it infiates your appetite.

You'll eat everything, and everything is delicious.

(Yes, that is an actor over there. We're in the Theatre District.)

Look.
No Coupon.

P }\

RN

Wae priced our instant
Potatoes so low, you
don’t need any coupon
I's all a plot lo get
Calformans to try new

D ¢ Del Monte* instant
£ 3 potato granules
el__‘!‘? ‘_’ They come 1n a can
5 2% instead of a bag or a box

they come freshe:

Y 24

And they stay fresher unde
RVings our resealabie plastic hd

They taste better .

of course

But why not taste them
yoursell and save some
money. Without

up the newspaper
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Copywriter: Fran Monaco

Agency: McCann-Erickson, inc.

Client: Del Monte Corp.

OPEN DAILY FOR DINNER AND LATE SUPPER.
MAMMA LEONE'S

"WHERE STRONG APPETITES ARE MET AND CONQUERED."
239 WEST 48TH STREET. OFF BROADWAY. JU 6-5151

200 Chefs
working and fighting
and thinking and
throwing tantrums

(but turning out the best
Italian food in New York).

And one of those chefs will make your great dinner, Oh, how ycu'll eat.
And drink. And wateh. And listen. You'll fee! like partying forever.
Happy, contented people have strolled out of Mamma's for 64 years.

|
L
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Art Director: George Lois

Designer: Dennis Mazzella

Copywriter: Ron Holland

Agency: Lois Holland Callaway Inc.

Client: Restaurant Associates Industries, Inc.
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Atlast. .
You can have an affair

at the Taft Hotel.

That's because we've just built sparkling new banquet rooms for business meet-

ings and social functions for up to 250 people. Call (212) CI 7-4000 ext. 114,

ask for the banquet manager. Or write: Hotel Taft / Seventh Avenue at 50th St.
New York City, N.Y.

Just where does the Russian Tea Room stand? Slightly to the left of Carnegie Hall.
150 W. 57th St. CO 5-0947

30 days ago | couldnt whip

my own shadow.

By Ife. Wally Halucha as told to Dan Abramson

No marter how often
T used to shave, 1 al-
ways looked like |
needed a shave. But
somchow I got used to
it. | figured my w hisk-
ers were tougher than & L
S Mo and wy shadow.

“Then this sergeant started niding me about
the way 1 Jooked. He kept calling me The
Shadow. You know how chicken thosc guys
can get.

Sojusttoget himoffmy back | tricd shaving
closer. 1'd scrape up, down, back and forth.
Man, it was murder. My skin would get red-
der and redder. Especiaily my neck. Can you
picture mc, big tough Halucha, with a red
neck?

1 tell you, I'd about had it when one day
the scrgeant asked, “What do you shave
with, Ace, a fin can?” [ showed him the
blades 1 used and he flipped. But ['d betier
not tell you what he said.

Next day, though, the, scrgeant brought

meone of his blades. “Ace,” he said, “you've
got 1o stop killing yourself. 1 want you 10
wash your face real good, get your beard
niwe and soft. Then lather up and try shav-
ing with this blade.” iie said his blade had
a miracie plastic coating. !magine that, mir-
acle plastic

Well, when a sergeant comes on strang
like that, you do what he says. Right? So
what de you know? For the first ume in my
life T got a really clean shave without half
wying.

As it tumed out, he'd given me a Gillette
Super Stainiess Stecl blade. [ used it the rest
of that week, then | started buying my own,

i don't carc if you have to shave once a
day, twice 2 day, whatever,
that blade is smooth. <

Maybe 1've gotten
spoiled,bur I'H 2.

never shave with =t
sny other kind. =
That’s all there Etther way,

is to it you can't lose.
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Client: Gillette

BILLY THE KID.
A BOY WHO NEVER GREW UP.

8wt pay 30
s00e Who il
|, and

Billy the Kid. the killer.
Billy the Kid, the angel. Billy
the Kid, desperado. And Billy
the Kid, darling of the south-
west. Billy the Kid, filled with
hate. Billy the Kid, singer of
songs. Billy the Kid, hand-
some and dashing. Billy the
Kid, ugly and weasel-eyed.

William H. Bonney II.
Born in a tenement in New
York, on Navember 23, 1859,
was both the darling and des-
perado of the old west. He
was only 17 when 15 sup-
posed killings were credited
to him. And only 21 when he
was shot in the back.

An Indian girl wept, and
buried him, and put a wooden
cross over his grave. And
scrawled on that cross:
“Duerme bien, Querido.”
Sleep well, beloved.

Yer Billy the Kid, the boy
who never grew up, lives with
us still.

At the Cattleman. Where
you can slip through beaded

AT G aa
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curtains into a world of mys-
tery and romance, in the par-
lours of Madame Moustache.
At the Cattleman. Where
Billy the Kid and his Indian
girl could have spent a lovely
evening in one of our pri-

vate booths. With LN
poAL

velvet love-

Art Director/Designer: Ed Lukas

Artist: Old Prints
Copywriter: Eilen Simons

Agency: Jerry Della Femina & Partners
Client: Cattleman Restaurants

seats, and gaslights. At the
Cattleman. Where we scrve
prairie-size steaks, and every
day at 1:30 in the afterncon
we lift our glasses in honor of
a cowboy like William H.
Bonney, the Kid. And the
drinks go for 5¢ apiece. At the
Cattleman.

Where Billy the Kid,
angel or killer, lives still.

Come in to the Cattleman
and ask for a free copy of our
book on famous cowboys of
the old west. Or write for
your free copy at : The Cattle-
Tzn. 5 East 45t New
“ork

10017. mLEM@
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When you pay a little extra
for a Volkswagen Sedan, you
get 390 square inches of ‘sun-
shine.

We call it the VW Sunroof
Sedan (and for $XXXX* you can
callityour ownl.

The Sunroof makes life easier
for people who can't decide be-
tweenasedanandaconvertible.

When you're in the mood for
a convertible, just crank open
the Sunroof as much os you like.
Oraslittle.

And when you want a roof
over your head, just crank the

cover closed. It's made of steel,
and padded and lined like the
rest of the top, so you hardly
know it's there.

This makes the car as airtight
and waterproof as our regular
Sedan.

If you're still not convinced
the sun is worth an extra $90F
how about this: —

For the very y o
same price, |
we will
giveyou ¥
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.
| |
| |
| 1
| I
] For $150 I
! you can have an {
! ocean front lot g
! in East Hampton |
! this size. ;
| |
| I
1 |
| |
|

Dorothy Kakins Wise writes on,
*“The High Cost of the Hamptons.” In the special summer issuol
of New York magazine. At yous newsatend naw EVVC)/ORIQ,
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Designer: Dolores Gudzin
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Agency/Client: National Broadcasting Co.

THE FABULOUS F UNNIE%Z

CARL REINER HOSTS A MUSICAL
TRIBUTE TO THE COMIC STRIP
WORLD! WITH THE DOODLETOWN
PIPERS, THE ROYAL GUARDSMEN,
BURNS AND SCHREIBER

AND MANY TOP CARTOONISTS.

00:00 PM
TONIGHT

IN NBC COLOR
CHANNEL 00

We can help .
marry off
your daughter.

The Hotel Taft has sparkling new banquet rooms for business meetings and
social functions for up to 250 people. Or just a simple wedding for 2.
Call (212) Cl 7-4000 ext. 114 and ask for the banquet manager. Or write:
Hotel Taft / Seventh Avenue at 50th St./ New York City, N.Y. 10019.
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/ ,/

e
People take home our stuffed animals and our
real animals because they are lovable and it’s
Christmas. The Animal Rescue League helps ani-
mals who are just as lovabie buft not as Iuclq.
They need money to do this work, and Home’s
would like to suggest that you give them some,
because it’s Christmas and you’re lovable. "
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Art Director/Designer/Artist: Dick Hamilton
Copywriter: Roberta Barrett Krokyn
Agency: The Bresnick Company, Inc.
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Cut out this tie
and carve out a reputation for yourself
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Make America a better plac.

Leave the country.

Of all the ways America can grow, one way is by
learning fromothers.

There are things you can learn in the Peace
Corps you can’t learn anywhere else.

You cculd start an irrigation program. And
find that crabgrass and front lawns look a fittle
ridiculous. When there isn’t enough wheat to go
around in Nepal.
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Art Director/Designer: Bernie Zlotnick
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Agency: Young & Rubicam, Inc.
Client: Peace Corps

You conld be the o dsider who h2Ips bring a
Jamaican fishing village to life, for the first time
in three hundsed years. And you coutl wonder if
your country has outsiders enough. n Watts. In

Detroit. In Apaalachia 2nits Indian r=servations.

Last yea-, for thefirst time, Prace Corps
alumyioutnrbered volunteers who are nowout
at work ove-sas.

By 1980, 200,000 Peace Corps alunini will

be living their lives in every part of America.

There are those who think you can’t change

the world in the Peace Corps.

On the other hand, maybe it’s not just what

you do in the Peace Corps that counts.

But what you do when you get back. .,

The Peace Corps, Washington, D.C. 20525 G -

ABYERTISING CONTRIBUTED FOR THE PUBLIC 600D

DISTINCTIVE MERIT AWARD
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Fatis strictly [l fets okne
Podunk,Pa. [l tren your husband.

d

S UN-cool.

Once you getfat [l fasis i o becme

marriage is very successfu

in the business world.

a television set. Swel

WOR
4 e
D-ZERTA.
GELATIN DESSERT
, s
RIES PER SERVING

Gp

)

St vV 73| rea |
Better make dessert DZerta/the 9 calorie gelatin dessert by Jell-O. ===} S S b e e
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You can say anything
you want abont the
xwr/d You can say it /zyfmd telp. Thet nian is more
evil than good. That you never asked for the world you MAKE AMERICA A BETTER PLACE.
got. And you coudd le right. You can say anything yon
want about the Peae Conps. That it’s just dirgoocders.
That it dvesn’t belp peace. That it basn't made any dif- ECOUNTRY.
fererice. The Pewce Corps isn't disagreeing. That's mot '
what it’s about. The Peace Corps does’t shoat, *Cannie
nicrke peace.” Peace doesti't comte thet easily. It's niore of a
separate puace, Maybe yours, No banners. No bands. No
mclals. The Peace Corps might be for you if you conld
enpay feeding children. Or repaiving a tractor. Or teach-
ing birth amtrol. Or building a schoolbouse. Even if no
one encs up using it. (Dot think it hasn't happened.)
The Peace Corps has no delusions of grandenr. Ask any-
one whos ben in it. But theve are enongh pesple 1who
e out of the Peace Corps with things they'te learned
they cen't forget. Good things. There ave miore wizys than
you can find to belp the 1orld. The Pecwe Corps 15 just
one way. 115 for someone vy wonld rather do samething.
Anything. Instead of mothing. It coudd be your way.
Write The Peave Corps, Washington, D.C. 20525. €y

“The Peace Corps ruined my Bernies life”

L the glass il Ty
vaiibink it .
iwnot
mavhe d‘ e hsi-;- .
194 the firs thin: e bouk o 1¥ace Corps peple.
b

ol hnow more about what i 1stw

e Prace Corpe, W ashington, D.C 9525
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Copywriter: Rod Stegall

Agency: Fahlgren & Associates, Inc,

Client: Wheeling Dollar

Our green can make you tan.

Ycu 've worked hard all yea". Right? So you deserve a vncation loan. We'll be happy to arrange one for you.
little relaxation. To get awas from it all. But you don’t We'll work it out so the payments fit neatly into your
know how to pay for the trip. Don't feel blue. M: we budget and our travel department can arrange your trip.
<an help. Visit Wheeling Ddlar first and ask us ta So all you have to do is pack. Things look mw‘l

The Bank . wham paople come first
WHE ING DOLLAR
INGS & TRUST

sl “wm-m 0 e

Shaved in the basement lately?

@) o

Come see us for lemon aid.

@) i oo

Somebody has to pay the piper.

(@) weeu soiins
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Client: Rockefeller for President

Why | Run.

America cries out for a leader:

Excents overwhelm us. Change cutruns us.
Headlines deliver us our daily jolt.

“Things are in the saddle. and ride mankind™—
this warning we have let come true.

1 run for President because | de not believe this
musi happen to us.

| believe we can recapture contrdl of ihings.

1 believe we can end the drift. the doubt. the
division.

I intend (0 sav kow. here. in this newspaper. |
intend o write what course | believe America
must [ollow:

My beliefs will not be tailored to please the
volers of this region or that. What [ believe in
New York. | believe in Nebraska. And [ will
answer lor it throughout the can:paign.

I do not take my case to Republicans alone.
It is a nation and not just a party which needs
leading. healing. uniing.

I begin tomorrow. on a subject that has
tormented us like none other in our recent history -

Riot. —
<2 ) ‘.,Z,az.\

To burn or not to burn.

The Briish burned Washington in 1814. The
Amcricans burned it in 1968

Detroit, Newark, Watts, which once blazed
on our TV screéns, smouider now in our minds.
What do these people want?

[n the ashes of Washi a slum ¢hild B
would like my street to look like 2 brand new neighborhood
with changed people who are friendly te others no matier
what color.”

Now | say that is u decent dream. and we can help make
it real.

1 am accused of rai:ing “false hopes™ by men who raisc no
hopes. No, I raise real hopes. Because T hzve been doing real
things.

One real thing: A program in New York State thar will
attract as much as 5 billion dollars in priva.e money. to rebuild
the slums.

Another: A fund to help small businessmen in the slums
get loans. Another: a frontal assauit on nzreotics addiction. a
major source of crime n the slums,

So I say that ous cities can be suved But they will not be
saved by a gospel of du-nothing.

They will not be saved by men who rezd rousing speeches
about crime control—and say not a2 word ebout gun control.

ey will not be saved by men who choke hope in the
name of law und order—and then turn to undermine our
highest court of law.

Our cities will be saved by men who say it is possible to
build “x brand new neghborhood with chunged people who
are friendly to others no matier what color.™

And this faith is onz reasen why | run for President,

@a) o N

Our Hated Draft.

ELM \We've gol a draft that nobody likes.
The President doesn't like it. The Army
doesn't. Young people don't. And they're right.
This draft keeps a man needless state of
suspension for 8 ycars of his life.
This drafi favors the well-off, and hits the poor.
This draft has made draft evasion commonplace.
But it’s no good ripping things apan if you can’t put them
bick together better. So | now propuse a better draft:
At age 19. or after 4 years of college, your name goes into
a draft pool. It can be drawn. by lottery. for just one year.
If your name isn'r drawn during that year, you are free of
(hedmfl forever. unless there is a national criss.
Hereisancnd to uncertainty and unfaimess. Here is a draft
which is simple and scnsible.
Now why haven't we done something like (his?
Why. in 1968, do we still hear candidates call our outdated,
outmoded system “the best way to fill our security needs™
Because (hese are the candidates of the Ofd Politics, and
they simply do riot understand change.
Theydrag the same policics from decade to decade because
they won't take the trouble to rethink them by the light of Now.
They shut their ears 1o disseni—peaceful, construetive
dissent. Students are saying things about the war and the draft
that ought 1o he heand. But meomn,/mcswom listen.
['say if we're going to re-unite this Not Very United Stutes,
we've got to start listening.
We've got to risk exposing our ideas 10 the people who are
_risking their lives for our ideas.
We've got to bring American youth back into American life.
And thisis one pledge of the New Leadership | promise.

>
@) ) it

The Last Vietnam.

We talk of Vietnam as we once talked of Korea.

“Let us drag ourselves from this qu.ngmlre,
Jnd we will live happily ever after...

1 am afraid that the next President will not
- escape 5o casily.

1 sav. learn front Vietnani or be doovied to repeat is.

Our Vietnam policy was meant for the 1940's, for Western
Europe, for the defense of democracies.

Yet we apply it in the 1960's. in Southcast Asia. in defense
of a people who do not know what democracy means.

And in wrapping this policy around Vietnam. we blinded
ourselves to the real Vietnam. We assumed the cnemy meint to
seize land. We were wrong. e meant to disrupt government,

We sent troops in overwhelming number. We were wrong.
We shattered a small country’s sense of responsibility.

e were reoccu{ncd with the changing premiers and
presidents in Saigon. We were wrong. It was in the village and
countryside where government failed.

Now.peace talks give usa time to righl those errors.

To stop turning this war into an American war. To move

Saigon toward reform. To build a strong and trusted village

government. To secure the people from Ierrorisn,

And in Paris, to work patiently and persistently for peace.

At home, we must have candor and trust, Americans must
believe in government again, and government must believe in
Americans. The day must pass when press oﬁlu.ts say, "The
peorle | work for don't want to hear bad news.”

suy, face the truth, Trust the people with the truth. | say,

do not fight change. Gudde change.

1say we can make this Vietnam the last Vietnam,

And this is one reason why | run for President.

The Shrinking Dollar.

It is the Crisis of Lthe Vegetable Bin. It is the
Confrontation at the Meat Counter.
Inflation. a tazy spiral until 1965, has be-
come a whirlwind.

Thedollar is shrinking at a rate of 4% a year.
And thesavings and paychecks of all who live on fixed incomes
are shrimking with it.
How much of the new American despair stems from this
feeling that ne matter how hard a man works. his salary wifl
never go further, his life will never be beiter?

This inflatfon we can halt. For its cause is clear.

Government is spending 100 much and taking in too fittle.

We must decide which of America’s business can wait, and
which cannot.

Euch promise we make has a price tag attached. We must
fook hard at those prices before we make the promi

We must realize that some things government is |rvmg o
do with tax money, private money could do better.

Now 1 want to pause. and answer the man who yells “Look
who's talking. Mr. Big Spender himself!™

A fact: In each of my 10 years as Governor, the state budget

hus been balanced. A fact: In 26 states,state laxes take a farger
share of residenty” income than in New York.
A fact: 64¢ of each dollar New York collects is given
back to cities. towns, counties—in the form of aid to education
and aid to local government. Because | believe the government
¢losest to the people is the best government,

I ncver met 8 man who fikes 1o pay taxes—nor a man who
thinks government is free. The people | meet ash a fair ques-
tion: “Is our money being spent wiscly. for necessary things?”

1 runfor President because | believe | can answer them well.

Riot.

1 am the only Presidential candidaie who has

had to cope with riot.

11 was 4:30AM. sull dark, July 25, 1964,

We got a call from Rochester, New York. a
city of ﬂ).OOO.The call was “Local police have
lost control. Will State Police take over?”

By 900 45, 264 State Police had taken over, and the streets
of Rochester were safe.

These men used no riffes. no shotguns, no tear gas. But they
were riot-trained. They made 900 arrests, They saved lives and
they saved property. They were dubbed “the coo! ones.”

} also called up 1600 National Guardsmen and stationed
them outside the city. But we did not need to use them.

How we faced this riot poitts up three principles of mine.

One. Keeping order may be a stern side of government. but
itisavital side. | make noapologies to those critics who call me
“Rocky the Cop.” We will have order. and no mistake about i

Two.Speed is the key. A small force, earty,can restore peace
where a large force, later, could not.

Three. A state which accepts responsibilities as well as rights
will make sure | lhal local poluce are cool, hdmane, well-trained.
stand ready, behind them,
The resort to lhe army-the spectacie of U.S. troops defending
the U.S. from U.S. citizens—musl be as rare as possible.

We must find the roots of this Jawlessness. And let's not
fool ourselves. The roots are not in our courts. or in the myth
of softness in high places. They are in the cities. They are
poverty, injustice, roL.
| believe we can cure these things. { understand. 1 sympa-
thize with the hopelessness they breed.

But lawlessness | will not stand. /§
Ly
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Georg Jensen Inc., 53rd and Fifth, New York City

Should your bottle opener cost
more than yourbooze?
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{Geor3 Jensen Inc., 53rd and Fifth. New York City
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10 toys you can’t find
at EAD. Schwartz

Georg Jeasen Inc.. 53rd and Fifth, New York Cty

Photographers: Stettner—Endress, Arnold Beckerman,

Henry Sandbank
Copywriter: Don McCaig

Agency: Gilbert Advertising Agency Inc.

Client: Georg Jensen, Inc.
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Justlike any other workofart.
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Did you everreturnagift you
got from Jensen's?
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Sitver jewelry is not only nice.
It also protects you from werewalves.
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Ceorg Jensen Inc., 53rd and Fifth, New York City

100 desperate gifts.

Georg Jensen inc., 53rd and Fitth, New York City
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Re s heen under analysis for yezrs.

Fornes cae <altect

The new third grale tea<hier.

Fortms cmttaiiat ool

Rm-"in-"in would turr over ivh< grava.

Mo cpitaret tool

At

Fringe benefit.

Forbes capialist teel

Hosgitals woule. be less expensive
t the ¢ were profit-nakiv » ganizations.

.

i the Arwwican woman de trox the cigar business?

Forbes. aputaiist tonl

Fortoen. cagutalint tot

Can our highway program
keep up with our hamburger stands?

Forbeveapriahat tool

Poor insurance risk.

Forbes capitatuet tock
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Art Directors: Gayle Gleckler, Jon Fisher, Errol Sica,
Pete Tiisler

Photographers: Joe Toto, Harry Hamburg, Joe Marvullo,
Pete Papadopolis, Steve Salmieri, Myron Miller
Copywriters: John Farris, Bob Feder, Neil Quinn,

Dave Schraffenberger, Steve Herz

Agency: Campbell-Ewald/New York

Client: Forbes Magazine
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Art Director/Designer: Bob Czernysz
Photographer: Jay Maisel
Copywriter: Richard Olmsted
Agency: Young & Rubicam Inc.
Client: Time, Inc./Sports Illustrated

How much do you see when you watch football?

Wonrk sk work and aever v e ort sports
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Hike your way out
ot Generation Gap.

Women of America,
when your husband

says red dog’ this
is not what he means.



When you need money ina hurry, you shouldnt
have to wait for it.

One of the things you can et when you The whole thitg takes but a few min-  rrouble gerting one. If we didn't let anvone

hate 2 Manine Madland Change Canf ssa fasr  utes (You can barrow i haveit, how would they know how good jtwas!

A Marine Midland

And by fact we don't mean sort-of fas thung 10 T for g couple of

Thi toan 1< cotled Charka 1 aan and First, 1t's honored at more

ehae's exacth what i 18 Tt vour moner. cally, throughout the stare and even through-

you present vour Marine Midlind Cardstany— our the country — than soull ever be able 10
Manne Midland office, we ask vou hew mwh o

vons @ ant arnd then uive 1 10 you

™
We're here to helpyou.

pped it
ell vou abcust sy
have any

The
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Art Director/Designer: Howard Title

Artists: Robert Osborn, R. Ruffins, Charles Slackman,
Domenico Gnoli

Copywriters: Bruce Goldman, Jack Spiegalman,
Byron Barclay

Agency: Daniel & Charles

Client: Marine Midland
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Art Director: Bill Mullen

Artists: Seymour Chwast, Ed Mell, June Otani, Milton Glaser
Photographer: Georges Tourdjman

Copywriters: Alan Levenstein, Linda Howard, Frank Decker,
George Soter

Agency: Kenyon & Eckhardt Inc.

Client: Air France
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“Voters should not be forced to go
to the polls with their fingers crossed” George Wallace’s Alabama
would make a poor country
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Trust Humphrey. PG -

The Great Nixon-Nixon Debate.
MrNixon’s Mr.Humphrey’s E ™ ' 4
first decnsnon. ﬁrst decision.
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Trust Humphrey, Trust Humphrey.
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Art Dirsctor/Designer: Bob Wall

Photographer: Stock Photos

Copywriter: Tony Isidore

Agency: Individual efforts of Bob Wall and Tony Isidore
Client: Citizens for Humphrey



After 72 attempts to
find a new place for the sofa,
Mrs. Juan Alvarez has found
a better arrangement work-
ing at New England Life.

»

Better arranged Mis. Juan Alvarez,

If your days could
use better arranging call
Errol Johnson at 266-3700.

New England Mutual Lile Insurance Company at Copley Square, Boston. An Equal Opportunity Emplcyer.

After 792 afternoons
of trying to teach her old dog
new tricks, Eunice Peterson
has found new success work-
ing at New England Life.

After 2,473 mornings

After being drained by
1,685 installments of "'As the
World Turns”, Mrs.Charles J.
Plate has found new strength
working at New England Life.

After 341 hours following

of coffee-klatching with the
girls, Mrs. Josephine Fagone
has found new excitation

the exploits of James Bond,
Eleanor Blanchard has found
real adventure working

working at New England Life.

A

Rewhy woctiod Mrs. rasophina Fimpems.
Tf your mornings could

use new excitation, call

Errol [ohnsonat 266-3700.

Naw England Mutual Lite o An Eaval
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Art Director: Carol Nelson
Photographer: Ralph Gibson
Copywriter: Mike Drazen
Agency: Geer, DuBois & Co.
Client: New England Life

at New England Life.
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T your days couid use
some real adventure, calt
Ertol Johnson e 266-3700
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T_he }eason
we arent in the classifieds
with the rest of the bunch

is
that our building isnt
classified with the rest
of the bunch.

W Lol ve vyl Outseives of sueeess and atun: even bedare s So e we ane whese 115 more
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la i hrd ent 2 undeand in yd. pin
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The Blake Building

Free alterations
withevery suite.

6 cominrtsble i o g ke tiow 1o came 1120 Cannecticut Ave., N3, 223-6601

T ]

202

Art Director/Designer: Murry Gelberg
Artist: David Baker

Copywriter: Irv Kornblau

Agency: Tasi Gelberg Symons, Inc.
Client: The Blake Construction Co. Inc.

The Blakeguilding

isnt the only one we own.
Butits the only one we've

The Blaie Bulding will desizn
i spmce you leane 40 W Yo enact
poc fications. | ¢ e, That mewrs you

This i st 5 not o
‘aspect of the Dlaks Burkfing. Bt combine It

A mtion that & bath sagerts
el exclusve. Ye Blake Roliding suatids on

tho st parcel ofland inwhat is Washimgtoys Yot wd iy Washyrgson The Nake

sppecial emeronmertal climate systern.

Ehuctrona aly cancsolled high-speed eleva:

tors. 4 acsen of indone paring fox you and
your cleemts. Tuih carpetee floot space.

There in,of coune, more—much
#ose —that Mt te ween with the eve and
percwived by the mund.  youse interested
it i and indwvatend by s, £l of
write for cax fracbum.

‘The Blakn Construiction Company
1120 Cannvecticut Avenue, KW, 2234601,
e, 300.

Abong with free alsesations, we also supply.
ble.

ree lty—the I atol
el cennes city—the livan of the heart e e

o the county 3—Lurgest snd most
o] Corprorations.

Prsign and congnuction festures
that make 1t a buiding to be proud of, and
‘comtartatie in, for a larg itne to come. &

frve ieaning, il

The Blake Building

1120 Connecticut Avorue, MY

Some of you are
unmoved by our location,
our stature, our success.
We dare you to resist
our plumbing.

1§ vou've the hardnosed tne
Ahout Puness Gecisions, you're Invited
10 0w about the Innards of the Blake
Building What sou wil see will nct
irave you unmaavd

You wil wee, for rarmple
24 prre emiror mental heating and ait
condetunimy sytven that regulates the

11 you wish to drive tha car
with the cooling sysiem that doesnt
work a3 wrll 230U 10 work. you can
Pot @0 4 acres of parkung wpace Yoo
Four acres Underground

heve a1ew ol the

Seatutes vouTl find 1 the i)ske Budd.

in1 SInce we've alreads exiablivhed hat

you ) be reached on the baw o cur

preme location. oue highpowered
emvable
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Detter The advantawr of weh 4 system  tonicalty controlled pattern that i3

are obvious Choons accdvisi- st 10 answee cally a3 quickly a3
£0rs. 7t L an bee ccmicrtable. for vou. Casuble tm handle irathe s eficiently
it wil] e atnoky ehy mercitul m powible
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actlike elevaton hot o more than go 142 10 28,000 wquare fewe ot  chip All
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Darautuse and the prople to e We
il Construct the 309ce st OCCUPY
© sont vour exact specibicstiom, We
wil also carpet . Completelw, For free.

The Blake Building

1025 Conmecticut Avenve, N W,

wel pavs Lhem by and end o v be-
£20 - with 2 note about pluminng.

The Laucets it 0w warh
c00ms are tree.-thow, ot soriog. baaded
Thuok about 7L

And 1ryto rewst @ Call s
0 white u fm our brochure

Blake Constructon Company, (ac.
Y10 Conectrcul Avenve, N.W
236601 &2 300

put our name on.
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Stature. we bank,
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The Blake Building

1025 Connecticut Aveous, NW.
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You Start Qut Good,
You End Up Good.
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Art Director/Designer: Arnold Varga
Artists: Arnold Varga, Arthur Varga
Copywriters: James Spark, Al Van Dine
Client: Joseph Horne Co.
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Art Director/Designer: Peter Mock
Artist: Paber Quick

Photographer: Ko-Lin

Copywriter: Bob Hulme

Agency: Hoefer-Dieterich & Brown, Inc.
Cilient: Big Brother

Why should you be a brg hro, er?

Masbe you mscd wmethng as » kid. Littie brachers are a pam 10 the hoan

Maybe you didnt ect your share of fun s a kad But there Litthe beothers are maore than a nuhance. They're a chame f
arc n kot of fatherics kids whe'se neser had the fun be the mou impartant man in 2 young buy iife Atumt
you've already forptten Boys who'se never done the things most brcduse this kid. and 8,386 wihers hike him dont fas
Kids tuke fot granicd Like 1he hall gane,  hike or 3 day at Baing & Brg Brother s your chance t pive n man's poin

the Like. Get @ hitle hrciher and shaee yomnelf o the probicom thal wnty men know ahont
with u boy that koks up & Call Big Bruther of you cin hetp
you, You'l get & kot muore thn I o yout hean god

what you mised a5 4 ked

. Big Brother
b 474-9323

1 yum et el mtact i ke Py

Everabedy can une mime beky wAR b e (chstrg
Hikp yuuntf by beang a g isates Lo 8 Tasheriens

eeamaCall “242E Call ceeCall
Big Brother Big Brother Big Brother
474-9323 474-9323 474-9323



We hate to cloud your day. but we'd like
to bring you up to date on u few things the
experts have to say about our future rela-
tionshipis with Russia.

The outlouk is anything but roxy.

It seems we could all be blown to hell be-
cause of an incredible Kremlin capacity for
misjudging what they cin get away with
in their drive to communize the world.

In other words. the cold war, though
vastly changed. is far from over.

Its perils are not diminishing. I any
thing they’re an the increase.

And continued disintegration of the So-
viet bloc muy tempt the Rusxians into new

If this town gets any noisk

ation’s Business
L8, DUSINESY

205

1. I'll seream.

00pS.

and desperate meusures.

[n short: the Reds are ctli on the make.
And though they definitely do not wam «
nuclear war, they scem to be continuvusly
blundering to the brink"

Take the Cuban missile crisis, for exam-
ple. The Russians thought they could plant
missilex In Cuba without obstacle. They
never dreamed President Kennedy would
stand up to them.

showdown leading 1o humiiating defeat.
Or disaster.

The eover stary of the PDecember issue
uf Nation's Business tells more of the story.
(To over 2.000.000 of the natfon’s business
men.)

Why i polftical regiort in « magazine like
ours? That's slmple. If It affects business,
i1} be there.

_ Which ix probably why we have over

Another example. Czechoslovakia. The
Russians actually expectec to be welcomed
as they plunged Into Praguw:

In the end, either of tiese miscaleula-
tions enuld have triggered a showdown. A

Nation’ Business

Art Director/Designer: Ken Carson
Photographers: Charles Wiesehahn, David Vine,
Stan Schafer, H. Armstrong Roberts

Copywriter: Bill Drier

Agency: Conahay & Lyon, Inc

Client: Nation’s Business

paying to subscribe to
cur mlﬂﬂnp

Which, when you think abont it, ix a1
last one happy note to leave you with,

If you're an avertiser.

Wanted:
Grape Picketers

Nation’s Business
e MHONS, DUSINES

it =

Nations Business

Happiness s the
Federal Government
doing a studyon
happiness.

e e

2

s s e R

Nation’s Business
BRGNS I
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_ Canyoustill
lie about your age?

: Or does your face give you away?

4 Have all the suns of summer,and all the
cold winter winds beaten your skin to a stand-
stifl? So its naturat oils are just no more?

Oris vour face still suft? And smooth.
Isitstitl a yourhful face? A fuce you can have
avany age by using the Over and Under
“Treatment of Jaguet's Créme
Parfaite and Amollere Oil.{For
gentle firnung and smovthing lubrication.)
ogether, Creme Parfaite and Amollere Oif
will give your skin the kind of firmness and ¢
clarity that will erase the creases burned in by
the sun and the dryness caused by the whip-
ping of the wind. But most of all, it will restore
the youthfulness given to you by nature at
the very beginning of things.
Jaguet Amollere Qil: 7
§6.00. Jaguet Creme
Parfite: $6.00 und $10.00.

Can you trace the days of your life
on the lines of your face?

What do you see when you look in the mirror?

All your old worries?

Ordo vou see the clear, smooth face of a woman
% who has prepared for the day when nature no longer
4 takes care of herskin?
‘ It happens vou know

After years of facing life. the hot summer sun
and the cold winds of winter.
nature just gives up. And
you've got to start taking
care of your skm
vourself

We've developed a totally new night
creme for just that purpose. [t's Jaquet's
Silent Beautv. The night creme that rushes
rich. natural oils to vour skin toliven its
natural renewing action. And at the same
time, to help prevent the evaporation of
your own natural skin moisture Silent
Beauty is a transparent,extra light
weight amber. A cool. gel-like
consistency thatcaresseson,so @
it never pulls your skin. In what N
might be as little as ten days, you'll L8
notice a smoother, firmer skin

Jaguet Silent Beauty night creme.
-oz. $10.00, 2-oz. $1750.
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Art Director: Mark Yustein

Designers: Mark Yustein, Ron Travisano
Artist: Warren Kass

Copywriter: Ellen Simons

Agency: Jerry Della Femina & Partners
Client: Jaquet

The day your laugh lines
aren’t funny anymore.

_ One day it'll happen. You'll wake up and
notice your eyes are pufly. Again.

And you'll notice those things people call
laugh lines are turning into those things
called “crow’s leet™

That's the day you'll either start to panic,
or the day you'll start to take care of your eyes.
g Jaquet Creme Appatcer (eye creme) is
NV a corrective treatment that lubricates as it

. firms to reduce pufliness and excess dryness. It's

a blend of unique oils especially created to
beautily your delicate cye area.

And. a treatment 10gether with
Jaquer's specially medicated eye
pads, will make you look younger
by smoothing away tiredness .
and puffiness and by
helping to turn
those crow'sfeet (€
back to laugh lines. "%

Jaguet eye
pads: $3.50 per box.
Creme Appateer
(eyc creme) $3.00.

You can always tell a
woman’s age by her throat.

) é\'\‘.\ Tine teaves its first mark on the throat.
3 \ And the “sustained youth™ throat comes
\z‘h‘ wnly by using Jaguet’s unigue throat
treatment,

&N i The |m¥;‘menlélans when you smooth
s on Jaquet's Trroat Créme. which
N\ has been developed especially <~ )
to firm the throat contour just .
where the line of youth blurs first. !r
‘Then you spank on
sown special formula Astringent % 2
Cllnique” which firms the jaw tine and firms the
throat fine
And all night long Jaquet’s unigue throat
trealment helps liem and remold loose
contours w hile its special oils
gently stimulate circulation
and clarify 1he pure throat
line.
The Throat Creme.
2-0z..§7.50. The Astringent
Clinique. 4oz, $4.50,
Together they'll give your
throat the look of
sustained youth.

Introducing
The Saturday Night
Pimple Kit.

-
gt | SIS
Likern

When e dado. ‘Smoch on Youny
wihung abuns Suuven Biemivh
Except panac Loton Ifsa.

@ uy. eV ir Art s oot
. hung s the

urduy Nig
Actualty, €3 the ¥
Pee-Dote Ket by Jags

h ections and
biemshes [twilt hetp prevent

vy time you g
pomik s The Sarurday Noght through mate wp Blemahkobon
Prmpie Kitbelps you grvendst, | actaes 8 puard agamit « bt
~ pumple you
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Art Directors/Designers: Irving Cowman, Bob McDonald,
Vincent Daddiego

lHlustrators: Tom Daly, Milton Glaser, Charles Slackman,
Stan Mack

Copywriters: William Waites, Donald McCaig, Ray Dempsey,
Alfred Werben, Alan Himelick

Agency: Young & Rubicam, Inc.

Client: Eastern Air Lines

Bermuda short stories.

o S 20 e o ot
T g v oy Gy e e e

EASTERN
We moke iteaserio fix

The true story of the tortoise
and OHare.

e L T doy
£ Gorown ol Yev s [ - yor
. o o
Wo
ik St A oia
arted 0 6 <Highe
& 7 pouing The e teve yem ive v e31  Cho<ogo, ok
o your Traed Agenn 10 put your marey o fusem
avmrm b e s Girec? Wi 5 Cvcogo O collve 6 rwcs 0 4244871
Ow ? &8 0 Vapemme 1cps it Jockiorwlle Theryou 8 o w0 "y comen in b
o s o 28 eemtes. Thar 4 goms on, om0

SRRy ™~

Eastern announces
another historic Philadelphia flight.
o)
e wasTERN
- Womaesenses oy

Texas Legends.

Famous Boston non-stops.

Eastern proudly presents
Carolinain the morning.

EasTERAN

The sounds of Chicago.

BamTRAN
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Art Director: Howard Blume

Designers: Howard Blume, Edward Ward

Artists: Bettman Archives, Howard Blume
Photographers: Rodney Galarneau, Ron Borowski
Copywriters: Dean Lierle, Lane Larrison, Michael Lipton
Agency: Earle Ludgin & Co.

Client: Union Tank Car Co.

Send us your favorite son.

P
i
:

GUVE OF mERCO

The day we almost

See. Anice c uiet lake by the factory.

The one on the left tastes like water.

Urvom Tock Cax
8 conmpanver runeteg hard L3

. The sewage is unbelievable.

o, Iﬁ; [
b 3

S he day.
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Art Director/Designer: Mas Yamashita
Photographer: Bernard Gardner
Copywriter: Ron Levin

Agency: Doyle Dane Bernbach, Inc.
Client: Volkswagen of America

So little upkeep, you can keep up two.

don’t elope

210

Art Director: Gene Icardi

Designers/Artists: Gene Icardi, Nicolas Sidjakov
Photographer: Milton Halberstadt

Copywriter: John Van der Zee

Agency: McCann-Erickson, Inc.

Client: United Vintners, Inc.

»’ ,oﬁp\?"- “tuul

NANTURALLY FERMENTED

EXTRA DRY

Ll‘]?]()\v

(o /}Wh )

et s
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Art Director/Designer: Tom Tawa
Copywriter: Tom Hansen
Agency: Edward H. Weiss

Client: Foster Parent Assoc.

DISTINCTIVE MERIT AWARD

Call 341-8480
Ask for Foster Children

NEW YORK CLOSES

For color. For byyy,March 3,

212

Art Director/Designer: Peter Hirsch
Copywriter: Neil Calet

Agency: Delehanty, Kurnit & Geller
Client: New York Magazine

158
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Art Director/Designer: Roy Grace
Artist: a good studio

Copywriter: John Noble

Agency: Doyle Dane Bernbach, Inc.
Client: Voikswagen

214

Art Director/Designer: Marshall Potter
Photographer: Nick Carter

Copywriter: Dee Mansfield

Agency: BBDO—San Francisco

Client: Pacific Gas & Electric
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Art Director/Designer: Mas Yamashita
Photographer: Bernard Gardner
Copywriter: Dave Butler

Agency: Doyle Dane Bernbach, Inc.
Client: Volkswagen of America

Lady bug.
The VW with the
automatic stick shift.

It makes your house
ook bigger.

216

Art Director/Designer: Mas Yamashita
Photographer: Bernard Gardner
Copywriter: Robert Levenson

Agency: Doyle Dane Bernbach, Inc.
Client: Volkswagen of America
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Art Director: David Jones

Photographer: Carl Furuta

Copywriter: David Herzbrun

Agency: Doyle Dane Bernbach, Inc.

Client: American Airlines DISTINCTIVE MERIT AWARD

B Your kidhas alot tounlearn.
> The Cleveland Zoo.

218

Art Director/Designer: Tom Gilday
Artists: Curilla & Assoc., Bob Brown
Copywriter: Lisa Hughes

Agency: Griswold-Eshleman

Client: The Cleveland Zoo
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Art Director/Designer/Artist/Copywriter: Mort Graham
Photographer: Clive Lance

Agency: F. H. Hayhurst Ltd.

Client: United Community Services

L4
e

What would your
dad say if he saw
you smoking ?

What dad, mister. |

Give through your United Appeal

e (i B e .

Art Director/Designer: John McVicker
Photographer: George Elliott

Copywriter: Bill Backer

Agency: McCann-Erickson, Inc.

Client: New York Racing Association, Inc.
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Art Director/Designer: Harvey Gabor
.+ Photographer: Richard Watherwax
'-"-Fw Copywriter: Eli Silberman
< Agency: McCann-Erickson, Inc.
Client: New York Racing Association Inc.

222

§ Art Director/Designer: John McVicker
Photographers: Jay Maisel, Ray Woolfe
Copywriter: Robin McLagan

Agency: McCann-Erickson, Inc.

t iﬂ Ciient: New York Racing Association Inc.

223

]“N is mppon a me mon -! Big A g;\to[t)c:;g;or:e/aE_es.i_ag)/n\(/e\/réo’—l{fzrvey saber

Copywriter: Eli Silberman
=X e Agency: McCann-Erickson, Inc.
Client: New York Racing Associacdon Inc.,



“Iwant my Maypo”

Mickey Mantle

cries for Maypo,
tke delectable oatmeal
tk.at comes in flavors.

f &

o
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Art Director/Designer: George Lois
Protographer: Timothy Galfas
Copywriter: Ron Holland

Agency: Lois Holland Callaway Inc.
« Client: Standard Milling Co.

5. He devaurs .7 po.nds of

4‘ He can swim the East garbage a year. Ratting grapefruit
'2 River. Climb a brick wall. rinds. Old coffee grounds. Stuff 6
e He has millions Jump 8 feet from one no human co.ild omazh @ He's a living flea flophouse
of close relatives in town. rooftop tc another. He carries enough germs on

All hungry. his hide to destroy an army.

3. He raises a “amily every
30 days. With a half-dczen
new garbage eaters in
every litter.

1. He can gnaw through stuff you

wouldn't believe. Cement. Oak planks.
Telephone cables. (But not galvanized
b steel). That's why your best -,
defense against rats is a
garbage can. With the lid  §
on.Tight Starve arat today.

lo He's 18 inches of grease and
other assorted filth. (€ inches of
tail, 9inches of rest of rat).

mne

ik

7 things every New Yorker should know about his neighbor.

225

Art Director/Photographer: Jim Adair
Copywriters: John Jackson, Jim Adair
Agency: Geer, DuBois & Co.

Client: NYC Department of Health
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Art Director/Designer: Frank Young
Photographer: Bob Richardson
Copywriter: Regina Ovesey

Agency: Ovesey and Company, Inc.
Client: Capezio, Inc.

COBBLER TO DANCEFEOPLE, THEATRE PEOPLE, FASHION PEOPLE AIND PEOPLE PEOPLE.

capezio

227

Art Director/Designer: John Crewe
Artist: Harold Thrower
Copywriter: Joyce Clarke

Agency: Young & Rubicam Ltd.
Client: H. J. Heinz Co. Ltd.
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Art Director/Designer: Bernie Zlotnick
Artists: Carl Fischer/Ames-Appel
Copywriter: Mort Redner

Agency: Young & Rubicam, Inc.
Client: Peace Corps

MAKE AMERICA A BETTER PLAGE.
LEAVE THE COUNTRY.

11~ ot just w it vou It ae i THE PEACE CORPS,

s what vou condd dies e vou et hack

‘Who says he’s unemployable?
He’s had 43 jobs

in the last 3 years.

Dithwasher. Mover’s helper. Lavatory attendant. You name it
and he* done it. Forty-three jobs with a real future. A future thar
goes nowhere because the iobs go nowhere.

Thars why the National Alliance of Businessmen is in business.

To supply businessmen with job-procurement and on-the-job-
training programs. To keep the good minds and the good right arms
of America’ hard-core unemployed from going to waste.

Business means business. Why not join all the uther emplovers
in New Yerk and New Jersey who are signing up o give a man
future? Cali:

661-7130 In New York Ciry.

333-9U0 In Nassau and Suftolk '.“'I.\‘
9430803 In Wesichester and Rockland, AP Vs DAY
648-35%5 In Newark, s Arce of Bnrmaren
333-1300 In fersey Cirv.

229

Art Director/Designer: Steve Phillips
Photographer: Carl Fischer

Copywriter: Cynthia Proulx

Agency: Young & Rubicam, Inc.

Client: National Alliance of Business Men J.0.B.S.

166



When this train
gets to 125th St.
look out
the window.

|
. Art Director/Designer: Marvin Lefkowitz

New York Urban Coalition, Box 5100, Grand Central Station. New York.N.Y 10017  |yacivinaibuetl Graattolibtbih

Client: New York Urban Coalition

Give a

Support the New York Urban Coalition.

231 MEDAL AWARD
Art Director/Designer: Marvin Lefkowitz

Copywriters: Anthony Isadore, Robert Elgort

Agency: Young & Rubicam, Inc.

Client: New York Urban Coalition
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Art Director/Designer: Kenneth Deardoff
Art Director/Designer/Artist: Frank Attardi Artist: Paul Davis
Copywriter: Harriet Weingarten Copywriter: Fred Jordan
Client: Westchester Women for Peace

Client: Grove Press

If you have aheart,
it must be breaking,

Help end the warinVietnam.
Write the President and the presidential candidates

. 0 0 N
to stop the bombing andhegotiate for peace. “e bpmt Of (Jhe

g

/
Demand Evergreen 7 a1 your newsdcaler.

168
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Art Directors: Raymond Gold, Herbert Frank
Designer/Artist: Seymour Chwast
Client: Poster Prints

235
Ari Director: Marty Geisler

Designer/Artist/Copywriter: Seymour Chwast
Clent: Personality Posters
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236

Art Director/Designer: George Euringer
Photographers: Joel Meyerowitz, Harcld Krieger
Copywriter: Steve Smith

Agency: Carl Ally Inc.

Client: Hertz Corporaticn

Hertz

Air-corditioned Fords.

Mia “srrow

Acsemary's Bsby

M~
237
Art Director: Steve Frankfurt
Designers: Phil Gips/Gips & Danna
Photographer: George Elliot
Agency/Client: Paramount Picture Corp.
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Art Director/Designer/Artist: Michael Lasuchin
Client: Avant Garde Magazine

239

Art Director: Leonard H. Siennick
Designer/Artist: George Tscherny
Copywriter: Thomas F. Gavin, Jr.
Client: General Dynamics

the arctic

The Arctic presents nearly as

ser space floor. Yet the ol wealth of the

region s vast Crude ol reserves in the North Amenican Arcbc alone are estimated a2 mows than 100 bllion barrels. Transoortation

through s i pr

y probing for a s fe 30 that o

totap these wital natural resources.

General Dynamics. Waorking in the ocean envronment nesrly 70 yeers.
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240

Art Director/Designer: Robert W. Wilvers
Photographer: Mike Cuesta

Copywriter: Gene Case

Agency: Jack Tinker & Partners, Inc.
Client: Alka-Seltzer

241

Art Director/Designer/Copywriter: Noel Frankel
Photographer: Hiro

Agency: Jack Tinker & Partners, Inc.

Client: Bonniers

S
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Art Director/Designer: Robert W. Wilvers Art Director/Designer: Robert W. Wilvers
Photographer: Mike Cuesta Photographer: Mike Cuesta

Copywriter: Gene Case Copywriter: Gene Case

Agency: Jack Tinker & Partners, Inc. Agency: Jack Tinker & Partners, Inc.

Client: Alka-Seltzer Client: Alka-Seltzer
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At times like this,it’s nice to know
your boat is covered by Continental.

244

Art Director/Designer: Paul Guliner

Artist: Jack Thurston

Copywriter: Dave Miranda

Agency: Doyle Dane Bernbach, Inc.

Client: The Continental Insurance Companies

Give to Catholic Charities.
At Mass. May 12,

245

Art Director: Don Boehme
Copywriter: George Hnaft
Agency: J. Walter Thompson Company
Client: Catholic Archdiocese of Chicago



Directed by Claude Berri with Michel Simon and Alain Cohen - A -Cinema V presentation

247

Art Director/Designer: Peter Hirsch
Copywriter: Neil Calet

Agency: Delehanty, Kurnit & Geller
Client: New York Magazine

246

Art Director: Edward Brodkin
Designers: Art Goodman, Saul Bass
Artist: Art Goodman

Agency: Diener, Hauser & Greenthal
Client: Cinema V/Donald Rugoff

EW.VORK

Back April 8.
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248

Art Director/Designer: Steve Bryan

Photographer: Carmine Macedonia

Copywriter: Brice Schuller

Client: New York Advertising Committee For Sane Gun Laws

0.K. National Rifle Association,
now look at it from our side.

We think America deserves sane gun laws.

249

Art Director/Designer/Copywriter: Robert W. Wilvers
Pnotographer: Phil Mazzurco

Agency: Jack Tinker & Partners, Inc.

Client: Bonniers

NSTANT FRAMI:

UNTERS, 605 MADISON AVE. Al
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Art Director/Designer/Ccpywriter: John Danza
Photographer: Mike Cuesta

Agency: Jack Tinker & Partners, Inc.

Client: Bonniers

THE ECLIPSE LIGHT.

BONNIERS, 605 MADISON AVE.AT 57TH ST.

251

Art Director: William A. McCaffery
Designer/Artist: Janet McCaffery
Agency: deGarmo, McCaffery Inc.
Client: Brody Corp.

Dining and Dancing. 65th Floor, Rockefeller Center, PL 7-8970.

.

(e G|

ELLA

sings for dancing
April 29 to May 18
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252

Art Director: Tim Shortt
Designer/Artist: Jacqui Morgan
Copywriter: Susan Ellis

Agency: J. Waiter Thompson Company
Client: Warner Lambert

253

Art Director/Designer/Copywriter: Noel Frankel
Photographer: Hiro

Agency: Jack Tinker & Partners, Inc.

Client: Bonniers

| Ashtrays.Bonniers,605 Madison Ave.at 57th St.
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Art Director/Copywriter: Noel Frankel
Designer: Gene Roberts
Photographer: Hiro

Agency: Jack Tinker & Partners, inc.
Client: Bonniers

BO)

605 MADIQON AVENUE AT 57TH STREET

255

Art Director: Tim Shortt
Designer/Artist: Push Pin Studio
Photographer: Culver Pictures
Copywriter: Susan Ellis

Agency: J. Walter Thompson Company
Client: Warner Lambert

Use Listerine.
One taste and you know it works
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257

Art Director/Designer/Artist: Martin Solomon
Copywriter: Bob Dylan

Agency/Client: School of Visual Arts

f m\

256

Art Director: Morgan L. Ziller
Designer: Ron McQuien
Artist: Tony Eubanks
Copywriter: Nancy Davis
Agency: Bloom Advertising
Client: Howard B. Wolf, inc.

And somethisg 15 1appeningbut you don't know what #is.
Do you M. Jones?
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CARNDGIE HALL IHGBEMBER 4. 8:30 P.M. Art Directors/Designers/Copywriters/Agency: Hess and/or

VIVA CHAVEZ ==

Client: California Grape Workers
BENEFIT PERFORDIANCRE FOR
THE OALIFORNIA GRAFE WORKIRS

...... KING PETER. PAUL & M»MARY AND MORE

VIVA'« CAUSA

TICKETS: 83, $3, 13, 825, 850

TIOKETS & DONATION WA X We-4748
ranm

PEFUVCTELE rEONE
CENTES. OFC. m-m S MANISGN AJENUS NEW YORK 10033

=i

DISTINCTIVE MERIT AWARD

I pledge dllegiance tothe flag of the United Stcfes of America and 259

‘ ey e e o T Art Director/Designer/Copywriter: Dick Greene
tothe republic for whichit stands, incidsibl, with lisery andjustice forall.  [EINSTSSRSAEE =T
Agency/Client: Borowski/Greene
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260

Art Director/Designer: Richard Karstein
Photographer: Bob O'Shaughnessy
Copywriter: Eric de Perera

Agency: Ingalls Associates tnc.

Client: Art Directors Club of Boston

ITSTINITER  muSamiie

-

261

Art Director/Designer: R. Frattolillo
Photographer: Dick Krueger
Copywriter: Tom Hansen

Agency: Edward H. Weiss

Client: City of Chicago

P

&~
Here’s one that'll
€ kill ya.
ol

‘”’

g

Help pass the gun law.

WATE 402 ASK YOLR SIATE RUPRESENTATVES ahD SENATOR 1 SPRAGHEL0 50 YOTE FON Te ILUNIES CUN RESHONGBAITY B 10/GEY THER MRES CALL 144 4056




262

Art Director/Designer/Ariist: Matt F. Rao
Copywriter: Charles Rubin

Client: Protestant Council of the City of New York

Give for Christ’s sake.

L §
The Protestant Council of the City of New York, 475 Riverside Drive, New York 10027 *ﬁ'

263

Art Director/Designer: Morgan L. Ziller
Artist: Tony Eubanks

Copywriter: Nancy Davis

| Agency: Bloom Advertising

Client: Howard Wolf, Inc.

She's nad for the Olympic flame and Howard Woilf
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264

Art Director/Designer: Harry Johnson
Photographer: Mel Goldman Studio
Copywriter: Joe Bottaro

Ciient: Polaraid Corp.

Y,




ADVERTISING ART




ADVERTISING ART

265

Art Director/Designer: Martin Stevens
Photographer: Richakd Avedon
Retoucher: Herb Wilen

Copywriter: Kay Daky

Agency: Revlon Creative Workshop
C'ent Revlon

266

Arl Directer/Designer: Martin Stevens
Photographer: Richard Avedon
Retoucher: Herb Wilen

Copywriter: Kay Daly

Agency: Revion Creative Workshop
Client: Revlon

267

Ari Director/Desigret: Martin Stevens
Photographer: Richard Avedon
Retoucher: Herb Wilen

Copywriter: Kay Daly

Agency: Revlon Creative Workshop
CEnt Rewvion
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Art Director/Designer: Martin Stevens
Photographer: Richard Avedon
Retoucher: Herb Wilen

Copywriter: Kay Daly

Agency: Revlon Creative Workshop
Client: Revion

269

Art Director/Designer: Martin Stevens
Photographer: Richard Avedon
Retoucher: Herb Wilen

Copywriter: Kay Daly

Agency: Revlon Creative Workshop
Client: Revlon
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Art Director/Designer/Photographer: Joseph Phair
Copywriter: Arthur Tuohy

Agency: Ketchum, Macleod & Grove

Client: McGraw-Hill

Anwrigi,
the Beaugiful.

i
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i
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271

Art Director/Designer: Frank Camardella
Photographer: Robert Fresone
Copywriter: Camille Larghi

Agency: Doyle Dane Bernbach, Inc.

188 4. ; R wise Client: Jamaica Tourist Board
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Art Director/Designer: David Davidian
Artist: Herb Wilen

Photographer: Don Ornitz

Copywriter: David Leddick

Agency: Grey Advertising, Inc.

Client: Revion

272

Art Director/Designer: Joseph Phair
Photographer: Joseph Ruskin
Copywriter: Arthur Tuchy

Agency: Ketchum, MaclLeod & Grove
Client: McGraw-Hill
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Art Director/Designer: Frank Camardella
Photographer: Robert Fresone
Copywriter: Camille Larghi

Agency: Doyle Dane Bernbach, Inc.
Client: Jamaica Tourist Board

S0 ycars ago
sngic als w

Until be was desd
They wy

190

275

Art Director: Phil Parker
Photographer: Burt Glinn/Magnum
Copywriter: C. Moss

Agency: Wells Rich Greene, Inc.
Client: Braniff International

Branitf
Internationals
eru.



When youre going for the top. ’
there’s no room for compromise. \
.

M 5y ouie. her poute s et Sl
o e bl o

Art Director/Desigrier- Paul Jervis
Photographer: Cailor/Resnick
— > Capywriter: David Cantor
Look o ourreame in s : : Agency: Doyle Dane Bernbach, Inc.

SYIVANLA 1 2 ” .
a [ 4 d . J [l Client: Sylvania

Powder
Pales...
Revilon

6 puber than palc lipuhades.
Powertul pales.
Impoasible-alt.now-pales.
The pulest podes eves maste!

Mawm Drups’ we lipstics

277

Art Director/Designer: Martin Stevens
Phategrapher: Hiro

Copywriter: Kay Daly

Agency: Revlon Creative Workshop
Client: Revion
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Thewarlds biggest killer.

et wrger ) et o T

Standand 6 Compugy
New Jerer)

27¢

Art Director/Designer: Maija Veide
Pnotographer: Hideoki

Copywriter: Florence Granello
Agency: Doyle Dane Bamktach, Inc.
Client: Monsanto

We want to mz ke her a collector’s itam.

278

Art Director: John Register
Photographer: Elbert Budin
Copywriter: Clifford Field

Agency: LaRoche, McCafirey, McCall
Client: Standard Qil Company

P o

hayear’\lv:/?hen &g
goes,we got something
to go with everythi

/gawwqqr“
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Art Director/Designer: Allan Beaver
Photographer: Melvin Sokolsky
Copywriter: Helen Nolan

Agency: Delehanty, Kurnit & Geller
Client: Yardley

o S T e 281
? ~ g Art Director/Designer: Martin Stevens
St 4 Photographer: Don Ornitz
[ -

_ 3 il Capywriter: Kay Daly
h ~ Agency: Revlon Creative Workshop

el Ciicnt: Revion
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282

Art Director/Designer: Paul Jervis
Photographer: Cailor/Resnick
Copywriter: David Cantar

Agency: Doyie Dane Bernbach, Inc.
Client: Sylvania

Welche Ratschlige
be t sie von
ihrer Mutter, wenn sie
zur Frau wird?

283

Art Director: Ute Pilling
Photographer: Art Kane

Agency: Doyle Dane Bernbach, Inc.
Client: Mimosept
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Art Director/Designer: David Renming
Photographer: Jack Ward

Copywriter: Elizabeth Fitterrnan
Agency: Young & Rubicam, Inc.
Client: Johnson & Jehnson

285

Art Director/Designer: Martin Stevens:
Photographer: James Moore
Copywriter: Kay Daly

Agency: Revlon Creative Workshop
Client: Revlon
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287

Art Director: Tom Clemente
Designer: Roy Morton

Artist: John Janos

Copywriter: Hank Simons
Agency: Bureau of Advertising
Client: Member Newspapers

286
Photographer: Jon Abbot
Agency: Jon Abbot Studios



DISTINCTIVE MERIT AWARD

288

Art Director/Designer/Artist: Arnold Varga
Copywriter: Al Van Dine

Client: Joseph Horne Co.
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289

Art Direcror/Designer: Joseph Phair
Photographer: NASA Photograph
Copywriters: Peter Gridley, Arthur Tuohy
Agency: Ketchum, MaclLeod & Grove
Client: MzCraw-Hil

From: norse blankets to hedt shields

4 i ax everees . e ke,
e,

290
Art Director: Dan Marshall!

Designer: John Kamerer

Photographers: John Lewis Stage, Terry Stevenson
Agency: J. Walter Thompson Company

Client: Seagram Distillers Company
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Art Director/Designer: Sal Jon Bue

Artist: Bob Zoell

Copywriter: Jim Milton

Agericy: Honig-Copper & Harrington
™™ Client: Levi Strauss & Co.

292

Art Director: Bob Cox
Photographer: George Elliott
Copywriter: Jon Jackson
Agency: Qgilvy & Mather
Client: International Paper Co.

ot and g e
Fomuan /BN
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The plumbers are plastemed
The plasterers are hammrer=d
The carpenters are all it up.
The electricians are spacled
The painters are swingine wrar. the piaes.

And wken you see whatsheyve done tc Cox’s,
you'll probably do what Eat Cox did
when he saw the bil: y2.W! pep your cors.

293

Art Director/Designer/Artist: Arnold Varga
Copywriter: Al Van Dine

Client; Joseph Horne Co.

294

Art Director/Designer/Artist: Arnoltd Varga
Copywriter: Alan C. Van Dine

Client: Cox’s
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Art Director/Designer: David Renning
Photographer: Jon Van Gazalen
Copywriter: Elizabeth Fitterman
Agency: Young & Rubicam, Inc.
Client: Yardley of London, Inc.

NN IO O G MAELP BY WALEY

Evolution
of the Computer Business

An admiteellybiased (*haugh accurate) accoust.

296

Art Director: Richard Pantano

Artist: Jack Rindner

Photcgrapher: Bob O'Shaughnessy
Copywriter: Terry MacDonald

Agency: Batten, Barton, Durstine & Osborn, Inc.

Client: Honeywell—EDP

Long. long age there wss a com-
puter company.

And when you wanted #¢ buy a
computer, you wen: tc that corpany
and said, "Hello. Il ta_eon- of these
computers. please.” And *outook one.

Now we're n a new=m,

Now, when you ware © bay z con-
puter, you have Jour <soie cf two
computer comparnies: bvan and us.

S0 now you're in a poetion tc com-
pare. To ask questicns T sion.

Now you can maks ure you get
a superspeed, third-genmaton com-
puter that's actually cmsp to progrem
and run. (The Horeyw=0)

You can make tu-e =om get exactly

e rignt computzr fer yeur need - (To
put ycur system logethe . we camdraw
@n over 800 Honeywell mardwar: and
oftware producss. and the mos ad-
=ance integrated circdtry ar the
narke.}

You can make sum yeu wonthave
® wali months to get yeur new ~om-
puter on the air. (Weprovide yourwith
®ady=o-run programs for your Sasic
applic-tions. And we sverage nine
suppolt people for =very Hone~well
lesnan.)

You can also mak= surz you're get-
tng the most for your money. And
probally save a whde lct of it.

Civiization Is advancirg.

The Other Computer Company
d Honeglwll
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Art Director/Designer: Marc Rubin
Artist: Norman Green

Copywriter: Toni Laub

Agency: Jerry Della Femina & Partners
Client: Gibbs & Co.

The Story of the Turtle and the Hair.
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Art Director: Bob Cox
Photographer: George Elliott
Copywriter: Jon Jackson
Agency: Ogilvy & Mather
Client: International Paper Co.

kecremons. Prper Damyu, vt thesursl -Anayes casiboes,
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MEDAL AWARD
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Photographer: Jon Abbot

Agency: Jon Abbot Studios
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Art Directors: Hal Davis, Larry Osborne
Designer: Larry Osborne

Artist: Leslie Saalburg

Copywriter: Franchellie Cadwell
Agency: The Cadwell Davis Company
Client: Bernhard Altmann
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Art Director/Designer/Photographer: Henry Wolf
Copywriter: Jane Trahey
Agency: Trahey-Wolf
204 Client: Carven Ma Griffe




Do’ buy elovaoe il yo- &SI fi=r four,of Hesy - ri's high Siots
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Art Director/Designer: Allan Beaver
Photographer: Melvin Sokolsky
Copywriter: Helen Nolan

Agency: Delehanty, Kurnit & Geller
Client: Yardley
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Art Director: Walter Kaprielian

Designers: Walter Kaprielian, Rhoda Bernstein
Photographer: Reid Miles

Copywriter: Andrew Isaacson

Agency: Ketchum, MaclLeod & Grove

" Client: Westinghouse Elevator
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Art Director: Larry Osborne
Designer: Nick Gisonde
Photographer: Hiro

Copywriter: Gail Shannick

Agency: Delehanty, Kurnit & Geller
Client: American Enka Corp.

The rvre vt Lot Dumae. The e by e, The phormereps b1 Bire.
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Art Director: Rolf Schroers
that stlize. avaichboncs that really fur on yosr warth, Kreisler/Stelux Bonds, $5.98 to $21.00, Norh Bergen, I Photographer: William Silano
o7 Copywriter: David Leiter
@r Agency: Handman Sklar Auerbach Becker

SLErReatt? Client: Kreisler
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Art Director: Eugene Mandarino

Artist: James Hill

Copywriter: J. G. Fortis

Agency: Needham, Harper & Steers, Inc.
Client: Morton Salt Company
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Art Director/Designer: Arthur Taylor
Artist: Frank Bozzo

Copywriter: Barbara Kaplan
Agency: N. W. Ayer & Son, Inc.
Client: AT&T—Long Lines
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Art Director: Agi Salomon

Designer: Ron Brello

Photographer: Burt Glinn/Magnum
Copywriter: Jerry Weinman

Agency: Pritchard Wood Inc.

Client: Government of Indie Tourisd Office

“ont will luve the whops 1n India.
But not nz mich ns the shapkeepers.

309

Art Directors/Copywriters: Martin Friedman,
Bo Zaunders

Designer: Bo Zaunders

Photographer: Jay Maisel

Agency: Gilbert and Felix, Inc.

Client: Nikon, Inc.
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Art Directors: Dione M. Guffey, Fred Kittel

Designer: Dione M. Guffey

Artist: Ron Chereskin

Copywriters: William Lane, Susan Katz, Lorna Gustafson
Agency: J. Walter Thompson Company

Client: Salvation Army

Wt e @HE New Hork Eimes cevons
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Art Director/Designer: Ben Feldman
Photographer: Isi Veleris
Copywriter: Norman Sunshine
Agency: Trahey-Wolf

Client: Danskin
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312

Art Director/Designer: Raymond Todd
Photographer: Saul Leiter

Copywriter: Sandi Butchkiss

Agency: Young & Rubicam Inc.
Client: Thomas J. Lipton, Inc.

Liptan ™
Noodle Soup Mix

with Real Chicken Brott

313

Art Director/Designer/Photographer: Henry Walf
Copywriter: Jane Trahey

Agency: Trahey-Wolf

Client: Elizabeth Arden
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Art Directors: Dione M. Guffey, Fred Kittel

Designer: Dione M. Guffey

Artist: Carveth Kramer

Copywriters: William Lane, Susan Katz, Lorna Gustafson
Agency: J. Walter Thompson Company

Client: Saivation Army

Clows an0 (ramped Mot ond bomared
a0 o g it T o b o iy
b bager At 0 b of kb o0
Tha Sy’ 6ty Sarmnce e el 89 mee .

G e’ S o asparatare. T Acy hom S

Khadye
ft means the fasonte of ke herem.

Ahudine™
A fragranne cotieetion fu sth wut ajter by dordiey
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Art Director/Designer: Allan Beaver
Photographer: Melvin Sokolsky
Copywriter: Helen Nolan

Agency: Delehanty, Kurnit & Geller
Client: Yardley
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You don't have to keep -
pullng up your pantyhose ety |
anymore.

e

Put on our pantwhose.
Trey're the only ones
- proportioned to fit.

Thee don'l wrinkle at the smhle bag at

t32 knee publ 2t the waist. They don"t sver droop.

where other panwnoss droop.

Cameo sheer proportianes partyhose

fit like a beautitul stocking tromame ts waist.

- Hip measurements, heigh nd veight

for sarh of the 6 pantyhose sizexsare an the
Fackage. Sa you're sure to get yourexae suze,
Beautduily sheer, they came i1 23

grea =olors, and cost $2.25. Ar-the- tit,
They really fit. Without . hiteh,

Burllng!onCnneo

CRiegelp
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Art Director: Carol Lane
Photographer: William Silano
Copywriter: Helen Miller

Agency: Doyle Dane Bernbach, Inc.

> Client: Burlington—Cameo
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Art Director: Jim Adair
Photographer Fred Schenk
Copywriter: John Jackson
Agency: Geer, DuBois & Co.
Client: Riegel Paper Corporation
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A-t Director/Desizner: Jerry Benzer
Photographer: Ire Mazer
Copywriter: Dave Saslow

Azency: Doyle Danz Bernbach, Inc.
Chent: Uniroyal
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A-t Director/Desizner: Jerry Benzer
Paotographer: Ire Mazer
Copywriter: Dave Saslow

Azency: Doyle Dane Bernbach, Inc.
C ient: Uniroyal

214
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Art Director/Designer: |van Liberman
Photographer: Joel Meyerowitz
Copywriter: Ray Dempsey

Agency: Young & Rubicam, Inc.
Client: Eastern Airlines

Thrse are real boaw and angines 12 a wal  sd 8 degp V. 1luld formds Bn, = ettar  offe 1he gmratest combination of n 1 o . i way we re Sumden’s Bith largest
duwert. snd they'se all engineercs 63 e euntred, sud 3 mure cooliaable vie, bosrth, inbord outdrives, and sil. - £ irdae il enry sation.
Chaysier Corporacun tradition Fa 1958, Chrysler offer Misifierest  marie ongitms in e Lusinese ts go ik ¥
Take those Hyem-Ver Bulls sbowr loe, modes, Som 1249 24 f1. kmg F1 1 tyles  them. And Wrasaghear this 1068 line of g A S . LER
Tha's an sdvamed piccr of Uhrywse 1= Gacrgmw rundtools, aamBus fie  Chrsier hosts s emgsa, you'll finéa i e wroduct gl A i S "
igenmecoing. It oo bines raciag spossen  iuate: s g bt ks Ao wyzg whes ficcifut of Lip amd lithe diforrmess neerd by e y
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T T YN CORPORATION
Art Director: Bob Czernysz

Photographer: Pete Turner
Agency: Young & Rubicam, Inc.
Client: Chrysler Corporation
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Last yeor, thousands of girls found it easicr to sa®
an abortion’" 10 some quack, then to tell their parenis I'm pregnant,

And it's staning to happen so often that peopls simply aren’t
hushing if up anymore.

Doctors av. debating abortion in (e newspapsre
And jougnalists 1re editorializing it to death in thes volumns.

Bat snfortus.ately. this isn't much heip 10 the pirk
they're talking abweut.

What she neeovd was help before she got ino trouble from
somebody who had aiready been throagh it all.

Which is what we have in Truc Stery.

323

Art Disector/Designer: David Wiseltier
Photographer: Harold Krieger
Copywriter: Lew Sherwood

Agency: Daniel & €harles

Client: MacFadden-Bartell

REGNANT GIRLS WOULD
fRANGER THAN THEIR PARENTS.

Real people talking openly about real problems. Like abortion.
And divorce, alcoholism and interracial marriage,
True Story is more a textbook of life than it is sensational
headlines. Whese people ¢an learn about life through the expericnces of others.
And because we're so open about things, every nionth over
6,000,000 women rcad True Story.
Apparently advertisers admire our convictions too. Because
every month they keep placing more and more ads in Truc Story.
So while we're helping our women readers, we're also helping

our advertisers. M S‘Ol"v

‘We are what we are, and more than 6 million «omen wouldn't hade us any ather way.
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Art Director/Designer: Allen Osofsky

Photographer: Jack Ward

Copywriter: John Greenaway

Agency: Working Concepts Center/Div. of

Atbert Frank-Guenther Law

Client: Association for the Help of Retarded Children

B

If you ever looked into a retarded child's eyes,
you wouldn't have to be asked for help.

Remember growng up? Thares 8 two 10 thvee year wait fa gat into

Eonal nciiincsai i, spicaejwon 2w iy B Wl e ve nog ocmane
wlm

Pormal Chnan 11 O Couniny e 1n TV Byeds An et ComOurIDe gmoun

thige. ndthe 1ot urgont needs dow o0

Simpty, 00e more retarded baby is born evary Moa! becbie oo 0 oo gt 10 nierstere
five minuies 1t Could b 10 Som@ane You know  retardation
1§ Couid #ven he your own Re SN can DI Hetardation wort ust 0o cwty Proper sre.
anyona 313! C2ra Ca lespen it Chanc

rare re now 8,000,000 rotarced pople i /a1arcen chia By helb can feduce The ogree
IngU S (Enough o il New vork ) of retaraation t

Surproungly. 85% of Mem can supgor tha: Bot, wirtun 10 yoars, 1he number of retaroed
pehes il hwio, Many can fold dewn pIoGR-  pecpi i ibe couniry wi be el 43 ey again.
tive compatitive 10bs Help ul hey

But inat maans somcal trering From chid. W heea s the helo we can get

o And, taday. there just imn't enough

e i 19 00 ioune 10000 o the Help of R aried Cug:

You cant learn anything without a schoot Or e vm Gty Chagtor, 200 Park Avanue Sourn,
ateacher N.Y. N Y. 1000

hvearmih and wat, the crtic
emenitus of The New York Times
reminisces. . highlighting music for
n from and of the moves.
Tuesdays. 7 30 1o 800 PM

018 S Mat o WQXR 1560AM 96.3FM
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Art Director/Designer: Allen Weinberg
Artist: James McMullan

Copywriter: Murry Salberg

Agency: The New York Times

Client: WQXR
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Art Director/Designer: Allen Weinberg
Artistz Richard Barnett

Copywriter: Murry Salberg

Agency: The New York Times

Client: WAQXR

326

Art Director/Designer/Photographer: Henry Wolf
Copywriter: Norman Sunshine

Agency: Trahey-Wolf

Client: Florence Eiseman

Are Florenes Bigoman ehildran niser than othor shildeer, or do Hhoy jus} look that way?

y . .
A Collector’s Thanksgiving
Francis Robinson, assistant manager of the Metropolitan Opera, culls his
| collection of rare music and extraordinary experiences to present a special
holiday program sponsored by the Rolex Watch Company, 9:07 to 10:00 PM

T

WQXR1560AM 963

The Radio Stations of The New York Times




328

Art Director/Designer: Len Sirowitz
Photographer: Dick Richards
Copywriter: Bob Levenson

Agency: Doyle Dane Bernbach, Inc.
Client: El Al Airlines

My name is Israel.
I llll 20

werer rybody’s been here.

oht back pi

Life. Consider the alternative.

329

Art Director/Designer: Henry Holtzman.
Photographer: Lennart Nillson
Copywriter: William Waites

Agency: Young & Rubicam, Inc.

Client: Time Inc./Life Magazine
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Art Director/Designer: Greg Bruno
Artist: Antonio

Copywriter: Marion Porter
Agency: Grey Advertising, Inc.
Client: Celanese
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Art Director/Designer: Thomas Tieche
Illustrator: Charles Slackman
Copywriter: Jeremiah Harmon
Agency: Young & Rubicam, Inc.
Client: Eastern Air Lines



333

Art Director/Designer: Allen Osofsky

Photographer: Jack Ward

Copywriter: John Greenaway

Agency: Working Concepts Center/Div. of

Albert Frank-Guenther Law

Client: Association for the Help of Retarded Children
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Art Director/Designer: Bernie Zlotnick
Photographer: Carl Fischer
Copywriter: Myron Slosberg

Agency: Young & Rubicam, Inc.

Client: Peace Corps

Next year we may teach Stephen how to get dressed.

1t was up 10 us he d have Jearn 1ong 9o But
Stwohen G 13 reterded

‘A, even 1004y, & (alarded D8160n Nas [0 wai
g yeacs [somelimes Three] to get 1o & speciat
$CNOo! 10 ieacn Mungs arvy 5-ysas-oid can do

Where you iearned math Steoben will learn
Iulet Taining Whers you learnes 10 raed_nell
L7 110 s shoas Wherd yOulesrned towrite

rva, Somelimes. (sl 0 take care

{ hemseves H you ever Kew B re1ardod Der-

0n, you'd know thet 4 1o isa)
Aitogether. 8.000.000 et

country need haip [Encugh 1o Till tew York.
Hetardation won § st g By .
One in every tarty-throe Chikiren bom 1002y

“The Peace Corps ruined my Bernie's life?

(s tetarons (That's snather relarded bady every
S minuies

‘Sure. 1 rase of rELanaton BN De WI%e0eY
WA roger Org-riatal Care s @wty treaiment
o wterdec

But, witun 10 years, e rurmber of -

e o P
Mot g1 wi D Itk il b more
- 4 out of 5 retarcent

ruper g under shetiered workanop o
ditiors oryn e 0pen o markel

Bul it takes heip Everyones.

Heip ue hei

Wo Can a0 with s the hep we can get Pe
tarded De-igle e Siephen can oo And no one

gowig I i theen ( you JONY.

1o+ the Hetp of Retsrded

Nowm Yars Crty Chagter, 200 Park Aracus Soulh,
N Y. \.X, 10003.




222

334

Art Director/Designer: Henry Wolf
Photographer: Sam Zarember
Copywriter: Norman Sunshine

Agency: Trahey-Wolf
Client: Danskin

Sisters Under the Danskin

ety X D B 41 P b, B oo Y, S B of T My i

Rob McDonald got 2 birdies, 1 eagle
and 10 days.

tn Scatland during the 15th Century,
2 man could buy himself a problem ust
by spending a nice afternoon on the golf
course.

nge
on the peoples archery practice.
S0 muth 5o that Tames 1 fet
compelled to call upon Parlia-
ment to put a stop to the game. lest the na-
Honal security be impetiled.

Thus, golf was in trouble for a century
orso,until jlmes‘gvnk-ﬁrut-granddaughter,
Mary Stuart, took the throne in 1542 Mary
had taken to the links early in life and was
sufficiently bitten by the bug to play openly
after she became queen Mary certainly had
her faults, as Queen Elizabeth, whom she
plotted to assassinate, used to say, but she
gave golf a powerful boost in Scotland (St
Andrews, the most famous of courses. was.

founded during her reign) and therebry pre-
served the game for posterity

335

Art Director: Maurice Mahler
Designer: Richard Schepper

Artist: Bettman Archives

Golf fever inevitably spread to the
colonies, and anyman who believes
that Americans do not take their

B sports seriously should visit any one
of several thousand golf courses

around dawn of a Sunday mormni
to observe the Kordes rc‘ﬁ
bleary-eyed enthusiasts wait-
A man does not
walli rolt out
uf"lf’ezl at five
M.on his
= ay off for some-

1 thing he does not take

seriously.
1t 15 that same spirit of Involvement
which keeps 9 million avid readers glued to
the pages of Sports lltustrated. They aren't
satisfied to find out who won They want to
Know how he won, why he won andvwhat hue
chances are of winning nextweek They find
out in the pages of Sports Nlustrated, and
they never get tired of finding out. It's that
kind of involvement with performance (and
with the magatine whose every page speaks
of performance) that can put every penny of
your advertising dollar to gobd use every
week of the year.

Spoct ftred

Copywriters: Stuart Woods, Richard Schepper
Publisher: Time, Inc./Sports Illustrated
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Art Director/Designer: Ben Kuwata
artist: William Steig

Photographer: Elbert Budin
Copywriter: Ellen Massoth

Agency: J. Walter Thompson Company
Client: Eastman Kodak

You used 1o have to theead movie
filon, shoot some, flip it rethread it and Kodak has changed alf that.
hide in the shade alot.

REPAIRED & FIXED
~ @

B TS L S -

He dedicated his lite to curing them. Then we made one 1hal never gets sick.

4
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Art Director/Designer: Frank Fristachi
Photographer: Dick Richards
Copywriter: Larry Plapler

Agency: Delehanty, Kurnit & Geller
Client: Talon Zipper
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Being afraidofa hking account

is like being afraid of the dark.
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Art Director/Designer: Ben Spiegel
Photographer: Robert Doisneau-Raphogullumette
Copywriter: Ross Rosenberg

Agency: Doyle Dane Bernbach, Inc.

Client: Life Magazine

339

Art Director/Designer: Howard Title
Artist: Gerry Gersten

Copywriter: Jeff Frey

Agency: Daniel & Charles

Client: Marine Midland
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Art Director/Deasigner/Artist: Arnofd Varga
Copywriter: Al Van Cine

Client: Joseph Horne Co.

341

Art Director/Designer/Copywriter: Tony Mandarino
Artist: Franklin McMahon

Agency: Grey Advertising, Inc.

Client: McCall’'s

< s
“Hvary cother B ko Aosan the war teberterthe pom-as lind, dhe piopar

838 wa11d the wik met s00." Pope Paut VI McCally




DISTINCTIVE MERIT AWARD

342

Art Director/Designer: Lou Dorfsman
Photographer: Ronald Borowski
Copywriter: Leonard Broom

Client: CBS News
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Art Director/Designer: £lan Kupchick
Photographer: Toto

Copywriter: Enid Futterman

Agency: Grey Advertising, Inc.

Client: TSAl Investment Services, Inc.
- m&-:;:‘.k_:'.mm:..u,_

iy a0 he rem ¥ bave £
g for dimma. Hoippmm farn b fnte o man.

Its 11 o'doek ot night i Xow York. Yeu
driving down arow

8 eapie
bt of chump iz, Al b ot Bubeusin Arp
Bt 't o snd be's Glthy. Amd Srwamep 130 West 185 Hsees, New Tork, K T 10011

344
Art Director: Art Christy

Designer: Tony Zules

Artist: Milton Glaser

Photographer: Rudy Legname

Copywriters: Gwen Gurnack, Eunice Latham
Agency: Lennen & Newell, Inc.

Client: Faberge, Inc.
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345
Eastem Hiesyoudirecﬂy?o: Art Director/Designer: Thomas Tieche

Itlustrator: John Gundeifinger
Copywriter: John Ferrell
Agency: Young & Rubicam, Inc.
. Client: Eastern Air Lines

RS IT Womake reasero By
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Art Director: Dick Hess
Photographer: Stettner-Endress
Agency: Hess and/or Antupit
Client: S. D. Scott Printing Co.

347

Art Director: Dick Hess
Photographer: Stettner-Endress
Ager cy: Hess and/or Antupit
Clier t: S. D. Scott Printing Co.

48V H34SOd




348
Art Director/Designer/Photogrepher/Client: George Adams
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Art Director/Designer/Artist: Louis Silverstein
Photographer: De Wayne Dalrymple
Copywriter: Louise Francke

Agency: The New York Times

Books
add alot

350

Art Director: John A. Skidmore
Designer/Artist: George Giusti
Client: Art Directors Club of N. Y,




351

Art Director: Bill Gold
Designer/Artist/Client: Ted CoConis
Agency: B. G. Charles Inc.

Films and Symposiums by top Oceanologists,
featuring Astronaut-Aquanaut Cdr. M. Scott
Carpenter, Dr. Eugenie Clark, Elgin Ciampi and
many others. Saturday, March 9, 1968 at Hunter
College, 395 Park Ave. at 69 St.Tickets available
only through the Sponsor—The American Littoral 352

Society, Sandy Hook, Highlands, New Jersey B 5
07732, at $3 for daytime and evening program. Art Director: Thomas Burgess

Designers: Thomas Burgess, Wesley Michel
mu&suﬂ,&ﬁmmeseﬂ Artist: Walter Kaprielian S

Agency: Ketchum, MaclLeod & Grove
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Art Director: Don Trousdell 354
Designers: Ran Mabey, Don Trousdel!l
Artist: Pitt Group

Photographer/Client: Playboy Magazine
Copywriter: Max Gunther

Art Directors: William Hopkins, Joseph Tarallo
Designer: Joseph Tarallo

Photographer: James H. Karales

Publisher: Cowles Communications Inc./Look Magazine

LAMENT
FOR
A LOST
REVOLUTION

EDITORIAL PAGE
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Art Directors: Pasquale Del Vecchio, Werner Kappes
Designer: Werner Kappes

Photographer: Hy Zazula Photography

Copywriter: lessamyn West

Agency: Russell and Volkening

Publisher: McCall's Magazine

It was a seasar fa dreams, an idealist's binge. After years of bruml -epres-
sion, freedom ard socialism would join. It was amide a so audacious it comvused
the Communist o id. It was a moment in time on vhich history may y=t prvot.

LADIES’ HOME JOURNAL (1 APRIL. 1968

‘\Ln Mrs. Elien Mergan Holl

at North Miami, Fla., enered the hospitsl that sunay day in
Seplember, she felt ralased and cptimistic Her
famitv doctor had eaplained that R happencd to thousands of women.
11 w3y one of the penalties of bearing chisdren, ot motnarkood Certainly there
was not the slightest indi Ihat (costinued on page

356

Art Directors: Bruce Danbrot, Herb Bleiweiss
Designer: Bruce Danbrot

Photographer: Rcy Coggin

Copywriter: Ben Merson

Publisher: Ladies Home Journal



k)

avaidds wvidoiiaa

857

Art Director: William Cadge
Designer: Bob Ciano
Photographer: Pete Turner
Publisher: Redbook Magazine

358

Art Director: William Cadge
Designer: Alex Sanchez
Photographer: Horn/Griner
Publisher: Redbook Magazine

How wa -
everything in Cleveland?

SHOE
SN

359
Art Director/Designer/Photographer: William Cadge
Publisher: Redbook Magazine




360

Art Diractor: William Cadge
Designer: Joan Niborg
Photographer: Ben Rose
Publisner: Redbcok Magazine

sanste of ti1 as fob's lrband. (hat s iwhat thez say—that is. if they chauve 1o take notiee of her t nll.
ket Miss Bird "Right you ure!” said Miss Bird. “Let’'s be off "
A short sor: by Helew Ensies

Down she scem into the sy, windy day. and bew her way acroe 10 River:
o BB as Bird. “Now. Mis tird., i s he off.”
“Good.” .
Se ghe ditl. aadl toul «p the papes In of er tneed jurkes
aud wesaof. Ol I not ecoived us to 1sm pranle sus e

[ERSTSUR—

361

Art Director: Willy Fleckhaus
Photographer: Pete Turner
Publisher: Twen Magazine
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You don't
Blay with
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362

Art Director: Rgbert R. Reid
Designer: Einar Vinje

Photographer: Peter Grevatt
Copywriter/Client: McGill University

363

Art Director/Designer: Herb Lubalin
Photographer: Lee Kraft

Agency: Herb Lubalin Inc.

Publisher: Avant-Garde Media, Inc./Avant Garde

364

Art Director: Willy Fleckhaus
Photographer: Erich Kiemm
Copywriter: Redaktion
Publisher: Twen
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Herman tabe.

365
by IPELASAN 3. BV HIRTER Art Director/Designer: Bernard Quint

Photographer: John Loengard
Publisher: Time inc./Life

by Curtis
Bill Pepper

366
&

Art Director/Designer: Bernard Quint
Photographers: Mario Carrieri/Felici
Publisher: Time Inc./Life

367

Art Director: Willy Fleckhaus
Photographer: Will McBride
Publisher: Twen
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Art Director: Willy Fleckhaus
Photographer/Copywriter: Lee Kraft
Publisher: Twen

DISTINCTIVE MERIT AWARD
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Portrait of
the artist as
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369

Art Director/Designer: Herb Lubalin
Photographer: Richard Avedon

Copywriter: Brian Fitzherbert

Agency: Herb Lubalin Inc.

Publisher: Avant-Garde Media, Inc./Avant Garde
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Art Directors: Willy Fleckhaus, Gunter Halden
Artist/Copywriter: Ute Osterwalder
Publisher: Twen

371

Art Director: Albert Greenberg

Designers: Albert Greenberg, Harry Coulianos
Artists: Harry Coutianos, Alitalia

Publisher: Esquire, Inc./Gentlemen’s Quarterly

372

Art Director/Designer: Albert Greenberg

Artist: Marilyn Hoffner

Copywriter: Everett Mattlin

Publisher: Esquire, Inc./Gentlemen’s Quarterly
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Art Director/Designer: Albert Greenberg

Artist: Marilyn Hoffner

Copywriter: Ronald Alexander

Publisher: Esquire, Inc./Gentlemen’s Quarterly
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KU RVE Was  unsichtbar
N sein soll, ist kaum
3 noch spiirbar. Man tragt Natur und das. was
|hr am nachsten kommit ch neue Wasche
und der A perfekt

angepaﬂl ]’ullover Kieid und langer Hose
darf nicht anzumerken sein, dafl aufSer der
Figur noch ecitwas daruntersieckt. Die
neuen Modelle in der Sicht des Zeichners.

374

Art Directors: Willy Fleckhaus, Giinter Halden
Artists; Hans-Ulrich, Ute Osterwalder
Copywriter: Osterwalder

Publisher: Twen
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375

Art Director: Albert Greenberg

Designers: Albert Greenberg, Harry Coulianos
Photographer: Alan Kaplan

Copywriter: Ronald Alexander

Publisher: Esquire, Inc./GQ Campus & Career
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376

Art Director/Designer: Albert Greenberg

Artist: Fred-Eric Spione

Copywriter: Ronald Alexander

Publisher: Esquire, Inc./Gentlemen’s Quarterly
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377
Art Director/Designer: Herb Lubalin

“qu‘"l Agency: Herb Lubalin Inc.
2 * Publisher: Avant-Garde Media, Inc./Avant Garde




MEDAL AWARD

378

Art Director: Bernard Quint
Photographer: Art Kane
Publisher: Time Inc./Life
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SAN
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379

Art Director/Designer: William Hopkins

Photographer: Paul Fuscc

Publisher: Cawles Communications, Inc./Look Magazine




“We ail belong to
the same war.
We all have the
same God.

We're all in the
same adventure.”

—An American Chaptain

This is that war

Cathes ne Lerow siivy. tough French. ke combat pho ographs
ane weres speak movingly ef he futility of vietnam

380

Art Director/Designer: William Hopkins
Fhotographer: Catherine Leroy
Publisher: Cowles Communicaticns, Inc./Look Magazine
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Art Director/Designer: William Hopkins

Artist: Heinz Edelmann

Publisher: Cowles Communications, Inc./Look Magazine




Drey seharfe sehwurze
Midehen, revazaert auf
cinen einzdgen Unterleib
50 veralber _Harr

doe Supremes und the
ublibum Einem Jungen
werden viele tienge
Wande: gelihrlich: Ee soll
mach Vielnnm,

382
Art Directcr: Willy Fleckhaus
Protographer: FPete Turnsr
248 Publisher: Twen Magazirie



BLACK AMERICA'S
AFRICAN HERITAGE

383

Art Director/Designer: William Hopkins
Photographer: Joel Baldwin

Publisher: Cowles Communications, Inc./Look Magazine




BLACK
BEAUTY

“Syrahesis of 2y,
wenesy; composite
cFid of lfe.”

384

Art Director/Desigrier: William Hopkins

Photographer: Pete Turner

Publisher: Cowles Communications, [rc./Look Magazine
250



THE
ISSUES

¥ietnam has givan us no sags. no
glory. There ha or been 32 Sther
wars fotught sinee World Var 11,
but the U. 8. has bumbled iatn: one
whaose aims are umelear, ans whose
outcomeisuncertai . Qurlitle war,
e some vast melevolent renie,
e engulfed us. Cur mass media
forever drone its vitless incanta.
tions: excalate, Kixate, de diute
We see the young. frightens face
of u salilier gu [Ceess on tie 6:00
ws, We are thrust onte e fick
to witnesz the olt sl f man

Amegicad mad. L2 has given us a
new i w of tac recaning of modecn
wer, 3w cabed o question the
virtuz ot U. 3. i i.ary ventures,
Withawer 1,42 [ 3M's sheathnd
in biddem seudda~its. we could
i raadom seathen over half the
o s ikticn of o ar jlanet. Before ~ve
are lci ta urscash this pawer, we
misghe w1 e rine vur aver-
<onwrittal row 1> gbhbal jeace of Ti-
<el A uvessughtbeometoterms
wizh ath r n toa; whase peole
fes) £raeicacdoa our own scaral
ecd to

e e e IR S hmane,
AND
PEACE

B} OGRARNS BY ART MAME
T rEY wiliAM MDGEREIM

BLACK
AND
WHIT Pounded into

our heads
Black-and-\White. Ram. Bam. Us-
and-Them. We live together. look
ny at each other. hating each
ather. needing each other—but
rarcly touching. The of fshoots of
slavery lie gcross our land. White
denied Black full social justice—and
does not now know how te stop
denying. Yet the ideological ex
tremes — Backlash™ and “Black
Power”"—both spring from the Ne-
gro's essentially mild demands
Individuad rights and groupdignity
The answer to our “race question
depends on what we are willing to
perceive of each other. The ability
to hridge this chasm of color
simply the mark of a sensible man
The answer. then. hinges on an
urgent, n2w alteration in the rela
tion of man to man. It asks that we
learn to zeaeh out. to touch—und

. feel there is no ditferened

THE

385 DISTINCTIVE MERIT AWARD
Art Director: William Hopkins

Designer: Allen Hurlburt

Photographer: Art Kane

Publisher: Cowles Communications, inc./Look Magazine
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Art Directors: William Hopkins, Joseph Tarallo

Designer: Joseph Tarallo

Photographer: John Vachon

Publisher: Cowles Communications, Inc./Look Magazine
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Art Director/Designer: Herb Lubalin
Photographer: Lee Kraft

Agency: Herb Lubalin Inc.

Publisher: Avant-Garde Media, Inc./Avant Garde
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Publisher: Avant-Garde Media, Inc./Avant Garde

Art Director/Designer: Herb Lubalin

Artist: Etienne Delessert

Copywriter: Roald Dzhl
Agency: Herb Lubalin Inc.
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THETOWN
THAT WENT

389

Art Director/Designer: William Hopkins

Photographer: Art Kane

Publisher: Cowles Communications, inc./Look Magazine



MERRY CHRISTMAS 1968

TOWN&COUNTRY

o SHARING 6,

DECEMBER 1968/ONE DOLLAR

390

Art Director/Designer: Jerold Smokler

Photographers/Illustrators: Phil Brodatz, James Cooper, . J"ﬂ',:f"kxﬂz"s“é‘ LS AR A s bk S AT
Scheler, Jerry Salvati, Jerrold Schatzberg, Melvin Sokolsky, * ( 7 * t ' 79 gﬁﬁ'&
Edgar De Evia, Hideoki, Tom Jackson, Ben Rose, Don Ornitz, AN - : ] mm Y
Tom Burnside, Doug Johnson, David Massey, Bill Silano, AR AR S J *s .‘&“ »
R. Durrance, Michael Boys, Max Eckert, Ronny Jagues, [ OF 4 L - y ey yria
Luis Lemus

Publisher: Hearst Publications/Town & Country Magazine

Kennedys

391

Art Directar/Designer: Berrard Quint

Photegraphers: Bradford Bachrach, Harry Benson,

Ralph Crane, Henri Dauman, John Dominis, Don Dornan,
Alfred Eisenstaedt, Bill Eppridge, Toni Frissell, Bob Gomel,
Farrell Grehan, Henry Groskinsky, Declan Haun, Yale Joel,
Lisa Larsem, George Larson, Bud Lee, Nell Leifer,

John Lcengard, Joseph Louw, Michael Mauney,
Leonarc'McCombe, Hy Peskin, Bob Peterson,

Ted Polumbaum, Arthur Rickerby, Michael Rougier,
Enrico Sarsini, Arthur Schatz, Rowland Scherman,

Flip Schiulke, Paul Schutzer, George Silk, Nelson Tiffany,
Grey Villet, Hank Walker, Julien Wasser, A.P., Black Star,
coeurtesy Beston Globe, courtesy Boston Record American,
Brown Bros., CBS, Culver Pictures, Gilloon, courtesy
Manhattanville College, courtesy McCall's, Miami Beach
MNews Service, Montana Star, Photoreporters, Public
BEroadcast Laboratory, Radio Times Hulton Picture Library,
Underwoad & Underwood, U.P.l., Weekly lllustrated
copyright Jarche

Publisher: Time Inc./Life
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Art Director: Robert Reid

Designer: Einar Vinje

Artists: Lowell Naeve, Abraham Salahi
Photographers: Brian M. Smith, Chris Payen,
Peier Grevatt, Charles Stewart

Client: McGill University

333

Art Direcfor/Designer: Lawrence Levy
Photographer: Burton L. Rudman
Writer: William H. Gass

Agency: Lawrence Levy Design
Client: TriQuarterly Magazine




MAGAZINE COVERS
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394

Art Director; Saul Bass

Designers: Paul Bruhwiler, Saul Bass
Artist: Saul Bass & Associates
Photographer: Morton Witz

Client: United States Information Agency

50 CENTS - JANUARY 7. 1969

A special

THE BLACKS
AND

THE WHITES
,» d"ge :L e

gap

Norman Mailer
on Black Power
Black and white
pro football
Black Power

shakes the
white church

Black America’s
African Heritage

Godfrey Cambridge
declores
Hecce

Jimi Hendrix

socks it to

tne white cots

Black and white
sex hang-up

395

Art Director/Designer: William Hopkins

Photographer: Peter Turner

Publisher: Cowles Communications, Inc./Look Magazine




OFFICIAL PUBLICATION OF PHE UNITED STATES POLOMASSOCIATION 1968
National Cathohe famdty Magazine

ST. ANTNHONY

messenger

-

ALCOHOLIC gkt
HUSBAND ...... s

396

Art Director/Designer/Photographer: Lawrence Zink
Publisher: Franciscan Fathers

HOW TO HELP AN

397

Art Director/Designer/Artist: Jim Lienhart
Copywriter: Robert Clarke

Agency: Robert Vogele, inc.

Publisher: RVI Publishing

Client: United States Polo Association
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398

Art Director/Designer: Philip Kaplan
Photographer: Robin Johnstone

Copywriter: Philip Kaplan

TA

of Commerce - One Dollar

Publisher: Atlanta Chamber of Commerce/Atlanta Magazine

LOS ANGELES TIMES  JULY 14, 1968
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Art Director/Designer: Michael D.

Photographer: Robert Lindbeck
Publisher: Los Angeles Times

Client: WEST Magazine

Salisbury




HORBPY 1968 . Ni 145 + 50 on,

AMEDPUKO

TOM WOLFE DISCOVERS..REVELATION! .. ELECTRO-GRAPHIC ARCHITECTURE IN LA

200 401

Art Director/Designer/Photographer: Michael D. Salisbury Art Director: David Moore

Publisher: Los Angeles Times Designer/Artist: George Giusti

Client: WEST Magazine Photographer: Fred Smith of Simmons-Beal, Inc.

Agency: U.S. Information Agency
Client: America lllustrated
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Art Director: David Moore

Designer/Artist: Robert Banks 463
Photographer: David Attie Ar: Director: William Delorme
Agency: U.S. information Agency Designer/Artist/£gency: Don Weller
Client: America llustrated Publisher: Los Angeles Magazine
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404 405

Art Director/Designer/Copywriter: George Lois Art Director: Joseph Baumer

Photographer: Carl Fischar Designer: Bill Caldwell

Agency: Lois Hollarid Callaway Inc. Artist/Protographer: Derivagraphics by Crown Zellerbach
Client: Esquire Magazine Corp.

Copywriter: Lynn Marett
Publisher: U.S. Information Agency
Client: Al Nahda Magazine
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Art Director: Frank Zachary
Designer/Artist/Photographer: Henry Wolf
Agency: Trahey-Wolf

Publisher: Curtis Publishing Co./Holiday Magazine

OASIS TOUR OF
TUNISIA

JAMES A MICHENER
ON SPAIN

TS A BIRO!

1T'S A PLANE!
NO—IT'S
SUPERPLANE!
SCOTLAND YARD'S
MYSTERY MUSEUM
HIPPIE MECCA
INISTANBUL
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Wear this the nat fime you 3¢ looxing tor 8 jebs page 22

407

Art Director/Designer: Rollin S. Binzer
Photographer: F. Michael O'Sullivan
Copywriter: Tom Hansen

Agency: Hurvis Binzer & Churchill
Client: Lerner Newspaper
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| Art Director/Designer/Artist: Joel Katz
l Publisher: Yale Alumni Publications, Inc./Yale Alumni
Magazine
409
Art Director/Designer: Don Weller
Photographer: Gary Kruger
Agency: Don Weller's Office
Publisher: Art Directors Club of Los Angeles
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Inland Steel Products Inland Wall Systems
Catalog 243 1968

EAPOMTION D'ART DE LONTARKG A LVOCCASION'OU CENTFRARE

!

-

VTSN

THE OMTAMO CENTENMIAL ART § Lrog T

412

Art Director: Paul Summerskill
Designer: Theo Dimson

Artist: Reeson Dimson & Smith .Limited
Publisher: Ontario Council for the Arts

411

Art Director/Designer/Artist: Norman Perman
Copywriter: William Geidt

Client: Inland Steel Products Co.
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A Play in Feur Acts by David Belosea
The Dallas Theater Center
Paul Baker, Managing Director

413

Art Director/Designer/Artist: Jim Jacobs
Agency: Stan Richards & Assoc. Inc.
Publisher: The Dallas Theater Center

Inland Steel Products Milcor
Catalog 211 == 1968 Roof Hatches and Doors

414

Art Director/Designer/Artist: Norman Perman
Copywriter: William Geidt

Client: Inland Steel Products Co.



Inland Steel Products Inland Roof Systems
Catalog 248 1968

415

Art Director/Designer/Artist: Norman Perman
Copywriter: William Geidt

Client: Inland Steel Products Co.

L

416

Art Director/Designer: Dean Charters
Photographer: Rudi von Tiedeman
Agency: Cape & Company Ltd.
Client: Humber College
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Iniand Steel Products
Catalog 270 1968

417

Art Director/Designer: Norman Perman
Copywriter: William Geidt

Client: inland Steel Products Co.

inland Floor Systems

Inland Steel Products Milcor Steel Studs
Catalog 205 <+ 1968

418

Art Director/Designer/Artist: Norman Perman
Copywriter: William Geidt

Client: Inland Steel Products Co.



419

Art Director/Designer/Copywriter: Bob Dennard
Artist: Jim Jacobs

Copywriter: Bob Dennard

Agency: Stan Richards & Assoc. Inc.

Publisher: The Dallas Theater Center

PINOCCHIO. A new version of the
story by Carlo Collodi adapred by
Brian Way. Produced by the Dallas
Theater Ceneer, Paul Baker, Managing
Director.
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420
Art Director: Ed Gold
Designers: Ed Gold, Jay Williams

o Artists: Dill Cole, Robert Grossman
e o Photographer: Seth Beckerman
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Editor: David Jeffery

Agency: Barton-Gillet Company
Publisher: Office of Public Relations,
George Washington University
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421

Art Director: Stephen B. Dunne
Designer: John Dolby

Publisher: Corry Jamestown Corporation

422
Art Director/Designer: Norman Perman
Copywriter: William Geidt
Client: Inland Steel Products Co.
In:ard Steel Products ‘ Milcor
Catalog 210 1968 Metzl Access Doors

Inlznd Steel Products Milzor
Camalog 202 1968 Metal Lath and Accesscries

423

Art Director/Designer/Artist: Norman Perman
Copywriter: William Geidt

Client: Inland Steel Products Co.



408

Art Director: Bradbury Thompson
Designers/Artists/Photographers/Copywriters:

Leonard Baskin, Joseph Blumenthal, Bert Clarke,
Brooke Crutchley, Alvin Eisenman, Norman lves,
Joseph Low, Giovanni Mardersteig, Herbert Matter,

Paul Rand, Roderick Stinehour, Bradbury Thompson,
Georg Trump, Jan Tschichold, Carl Zahn, Hermann Zapf
Publisher: Westvaco Corporation

1968 Annual Gould-National Statement of
Report Batteries. Inc. Generation

424

Art Director: Wayne Webb

Designers: Wayne Webb, Joe Hutchcroft
Artist: Joe Hutchcroft

Copywriter: Robert Knaus

Agency: Robert Vogele, Inc.

Client: Gould-National Batteries, Inc.
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425
Art Cirector: Lecnard Siennick
Designer: Arnold Saks

Phiotographer: Simpson Kalisher & athers
Copywriter