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Dave Epstein

has long been active professionally
on the New York scene and in the
NY Art Directors Club (most recently
on the Executive Board and as
Education Chairman.) As head of the
design firm of Dave Epstein, Inc

his diverse output has appeared in
the exhibit forums of the NY Art
Directors Club, the AIGA, the Society
of llustrators, and the NJ Art
Directors Club, as well as in Graphis
Magazine and other publications
Additional professional activities
include authorship of articles on
graphics and design and a long
teaching career at Pratt Institute

and the School of Visual Arts.

He is a graduate of Cooper Union
Art School, and is extremely active
in the school’s alumni activities

He lives in Irvington-on-Hudson, N.Y
with his wife, who also graduated from
Cooper Union, and three children,
the eldest of which is currently
attending her parents' alma mater
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It was my pleasure to be

at the inaugural One Show Awards
Presentation Dinner to welcome
some of the foremost creative
talents in the city and the country.

Professional communicators
make an important contribution to
our society. The quality of

their work in The One Show speaks
for itself, so | recommend that

you enjoy itas I have.

The City of New York congratulates
The Art Directors Club, Inc. and
The Copy Club of New York.

John V. Lindsay
Mayor, The City of New York



The One Show

This book, the 52nd in a series of annual reviews of the best our
business has to offer, is more significant than all of its predecessors, save two.

The first Art Directors Annual must go down in the history of our
business as one of its most important documents. Likewise, the 29th, in which
we see, for the first time, a section devoted to television commercials.

This year's Annual deserves a place beside them because of the creation of The One Show.

Art directors and copywriters have been working in teams since the early days

of Doyle Dane Bernbach. A new rapport has been developing between editorial art
directors and the writers and editors with whom they work. And graphic designers have
developed a new sensitivity to the content of the words they aeal with.

The One Show is a symbol and focal point for this growing link between the visual and

verbal aspects of our crafts.

Representatives from The Art Directors Club, The Copy Club of New York,

and renegades from last year's Andy Board spent countless hours

hammering out a workable set of criteria and rules for judging this new show.

As a result, the 150 people who dedicated thousands of hours to its supervision and
judging helped create a show that was not only one of the most honest and carefully
judged, but also one of the most historically significant.

If The One Show exhibits any trend, it is a renewed interest in information.

While entertainment and persuasive logic are still among our favorite tools, an
increasingly vocal consumerist trend and more attention to our work from the FTC and
FDA has resulted in a somewhat more literate, informative brand of advertising.

The One Show is an exciting measure of the vitality of our business, a

tribute to the origination of its concept (Shep Kurnit, George Lois, and Ed McCabe)
and a credit to The Art Directors Club and The Copy Club.

Joint Directors:
Shep Kurnit
George Lois

Ed McCabe
Co-Chairmen:
Peter Nord
Charles Rosner
Joint Study
Committee:
Dave Altschiller
Ed Butler

Bill Cadge

Jerry Della Femina
Lou Dorfsman
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George Krikorian
Bob Levenson
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Pat Del Vecchio
Special Editorial
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Bob Ciano
Lou Silverstein
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Judges:
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Rita Conner
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The Art Directors Club Hall of Fame Award
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The relatively recent
invention of the Art Director,
his coming-of-age, and

the Hall of Fame.

In the beginning it was all very simple:

The artist worked for kings and their courts (and
Holbein painted Henry VIll, Velazquez, the
Infantas, and Leonardo designed fortifications for
the Duke of Sforza). Or they worked for the
Church and illustrated religious belief (producing
the Sistine ceiling and hundreds of Madonnas
and Resurrections). They also designed the
castles which housed their patrons. Later, the
merchant princes joined the ranks of the
employers, and Rembrandt and Rubens painted
their allegorical and often flattering portraits.
Even later, Renoir glorified fin-de siecle family
lite for the wealthy bourgeoisie. At about that
same time, along came yet another client:
Industry.

With industry, motivations were not as simple, or
relationships as one-to-one, as they used to be.
industry replaced the Medicis, but the form of
expression became more complex. Designers
were needed to give shape to industry's
products, and advertising became the new way
to let people know about those products. In its
infancy, industry commissioned the artist much
as its leaders did in private. (Toulouse-Lautrec
did many posters.)

As things got more complex, a go-between was
needed to interpret the goals of the client to the
artist and make the often gruff captains-of-
industry aware of the contribution *Art"" could
make. This necessity invented the “Art Director.”

Even though the invention is recent—not much
more than a half-century old—the contribution
has been enormous. Never before has imagery
been disseminated so rapidly or so profusely.
An art director’s single piece of work is seen by
more people in one week than Leonardo's total
output was in his entire lifetime.

The art director is largely responsible for the
visual images that confront us everywhere, and
therefore responsible for the visual education of
everyone. All this frantic activity has produced a
large body of work, a mythology of its own, and
some very real heroes. It became apparent that
this phenomenon had to be chronicled, its
history preserved, and its giants honored for
their far-reaching contributions. The Art Directors
Hall of Fame was created for this purpose.

We have a short but crowded past to catch up
with before all the nominations can become
current. Last year eight men were honored. All
had a hand in shaping the new disciplines and
giving it some masterpieces. This year, we are
honoring three more for their imagination, their
understanding of our craft, and their success in
translating their visions into separate realities.

We have, as Art Directors and within only fifty
years, regained the old one-to-one status with
the patrons which is indispensable for the
creation of valid work. The talent will take care
of itself.

Henry Wolf







THE ART DIRECTORS
HALL OF FAME

1972

1973

M. F. Agha

Lester Beall
Alexey Brodovitch
A. M. Cassandre
Rene Clarke
Robert Gage
William Golden
Paul Rand

Charles Coiner
Paul Smith
Jack Tinker







Marcus: artist Everett Henry
Ford: artist James Williamson
Lincoln: artist Leslie Saalburg

Charles Coiner

Many have used art and artists

well but, perhaps, none with the versatility,
elegance, and thoroughness found in the
continuous body of Charles Coiner’s work.
Coiner holds a special copyright when it comes
to the merger of the fine and applied arts in
advertising.

He spent his 40 year career art directing at

N. W. Ayer & Son. As a staunch advocate of art
as a vital element in modern communications,
the most glittering talents of the day—Dufy,
Georgia O'Keefe, Norman Rockwell, and a
hundred more all worked for him and with him
on the agency’s ads. They were artists whose
works were filling museums and the pages of
Collier’s, The Saturday Evening Post, Vanity
Fair, and the other magazines. Often they
worked with Coiner when they were not
accessible to others in the ‘advertising world.’

Appropriately, Coiner's peers in 1949 honored
him as the first American to receive the
National Society of Art Directors Annual Award
for distinction in the practice of his profession.
The N. S. A. D. citation aptly presented his
credo: “From the very start of his long career,
he has stood for the principle that regardless
of the type of product or type of people who
used it, better art would make better advertising.
He has not succumbed to trick fads but has
stood consistently in the vanguard of those
whose work combines the sound foundation of
the traditional with freshness of today and
tomorrow.”

Coiner's art advocacy was without cant or
antifice. Simply—the best advertising demanded
the best in art. What is unique to the artist's
vision can impart a rare excellence to the visual
language of advertising.

A native of California, he studied painting at the
Chicago Academy of Fine Arts and then set out
on his own course of education spending a long
period in Europe in the '20s. Propitiously, he
absorbed the spirit of the classic tradition of
Western art while finding himself at the center
of the burgeoning modern art movement there.

‘Watch The Fords Go By
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Upon his return to America, he found in Ayer a
special empathic understanding that narrowed
the distinction between the two cultures. The

era was a turning point in communications.
Much of modern art so long influenced by
technology and contemporary graphic
communication could be joined naturally with
another channel of contemporary communication
—advertising

By 1936, Coiner assumed complete charge of
Ayer's vast art department. His warmth and
perception and intelligence inevitably identified
with the Ayer working atmosphere which
became known as a professional environment
where the young found confidence and
guidance and the older, more experienced
could function in an unfettered creative
collaboration. Solely because of Coiner, many
of the best talents of the time were drawn there
Leo Lionni, Robert Bach, Leon Karp, William
Free, Jack Tinker, Neil Fujita, Ken Stuart, and
Arthur Blomquist, to name a few

Container Corporation: artist Covarrubias
Cannon: photographer Edward Steichen

Coiner's cavalcade of campaigns were
innovative, intrinsically appropriate, and, in the
style of the true master, seemingly effortless
Coiner cast great artists in fresh roles for
unconventional graphic ambience. For instance:
the soaring imaginations of Georgia O'Keefe,

A. M. Cassandre, and Migel Covarrubias brought
a personal poetic dimension to Dole Pineapple
ads. A Coiner-Edward Steichen collaboration
for Cannon Towels was the first known use of

a nude photograph—then a feat. Coiner’s
imagery was rich—from Norman Rockwell’s
pin-pointed documentary naturalism in solutions
for Bell Telephone to lyrical soft-sell De Beers
diamond ads by brilliant artists. Or another

first: a wartime series for Caterpillar Tractors
built on the themes “Ever watch a forest die”
and “Watch the farms go by touching on
environmental questions years ahead of their
time. Copy in Coiner ads was well-honed and
rich in ideas. Consider the famed Ladies Home
Journal ads headlined *'Never underestimate
the power of a woman” (now a part of our
vocabulary). But perhaps none were more
significant than the Container Corporation
"Great Ideas” series which 'advertised’ its
corporate sponsor, but also elevated
intellectually and artistically.
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Container Corporation: A M. Cassandre
Dole Pineapple: Georgia O'Keefe
Container Corporation: artist Baplaz
4 Capehart-Panamuse: artist Raymond Breinin
supervisor Walter Reinsit
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Nothing else in the worid
... hot all the armies
...is so powerful as an idea

whose time has come.

Container Corporation: artist Robert Vickrey

Great ldeas of Wastern Man, ..

one of a series

Victor Hugo, 1802.1885, The Future of Man
Container Corporation of America

]

Artst: Robert Vickrey




Thus, Coiner, a graphic architect, helped hold
creative links together. He was not revolutionary
in the light of the changing trends or modes, but
he helped make a silent ‘taste’ revolution.

The man Charles Coiner was also engaged in a
wide variety of activities. While an active art
director, he was concerned with the education
of young designers and was a trustee and
advisor for the Philadelphia Museum and its
College of Art and served on the Boards of
other art schools.

Other achievements: design of the NRA "Blue
Eagle" emblem, creation of all the Civilian
Defense designs during World War |l, creation
of the Red Feather insignia of the Community
Fund, designer of the War Fund insignia.

Coiner retired from Ayer in 1964. A vigorous,
healthy, handsome man, he turned his
resourcefulness to painting and to the outdoors
surrounding his Bucks County Pennsylvania
home. Ever a painter, Coiner's work hangs in
New York's Whitney Museum and the
Philadelphia Museum and is still exhibited and
runs in leading magazines. His entry into the
Art Directors Hall of Fame is really a kind of a

Ever watch a forest die?

manifest destiny. Coiner stands for the best of CATERPILLAR
artistic traditions, for esteemed creativity, and P
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Paul Smith

““| awoke one morning and found myself
famous,” Byron said. How did | get to be
famous the famous ask—seldom sure

of what it all is. There often is an elegant
insouciance that comes with greatness.

Paul Smith is cast out of that classic mold.

He was a Renaissance agency man long before
the concept came into vogue. His qualities—
enormous versatility, probing intellectuality, and
voracious interest in the spectrum of human
endeavor. Some accomplishments—art director,
artist, writer, executive, industry leader,
engineer, inventor, teacher of celestial
navigation! Yet, all that Smith will say is that

he is a *'professional dilettante. I'm one by
choice since | don't believe in spectator sports.”

As unorthodox in his academic background as
he is in person, Smith managed to attend both
college and high school without graduating

from either. He became a scientist—an electrical
engineer, a technical designer, inventor of
electronic devices, and an accomplished
amateur astronomer out of sheer grit and
intellectual curiosity.
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In the same resolute manner that has
exemplified his style in everything, artist Smith
rejected the ‘confining’ classification of artist,
thinking himself perhaps more of a scientist
than artist. His scientific expertise helped him
to make his special contribution to our industry.
For instance, some 14 years after Smith was a
well-accepted art director with work appearing
in every Art Directors Club annual exhibition,
he wrote and illustrated a technical manual for
the United States Navy. Today, that manual is
still required material, carried by every plane in
the Navy and Air Force.

From the start of his varied career—as a young
man in 1925—the combative artist and scientist
facets of his personality never allowed him to
be content with peer esteem. He felt a deep
theoretical responsibility to his profession. In
outlining his contributions, it is good to start
here. In 1958, Smith organized the landmark
ADC'’s third communications conference. Its
preemptive theme—Creativity. Smith then stated
prophetically: “‘Providing a favorable climate for
the creative personality in our culture is one of
the most urgent problems in America today. The
better we understand the vital process of
creative power, the better equipped we will be
to realize our potentials as individuals, as
corporations, as a nation."” Creativity became
the issue soon after. Later Smith edited a
successful book reprinting the Conference
proceedings—read worldwide. It's still read.

Smith was one of the many to have come out

of the midwest to enrich New York's environs.
Originally a writer, he was drawn to avant garde
art, which had a body of sturdy advocates in
Chicago around 1928. The self-taught (a
watercolor-a-day) Smith turned to art directing
the following year. His acceptance in the
Chicago Art Director Shows and the winning of
four awards was proof that the young man was
right on target. By 1932, he had transferred his
fortunes and talents to New York, joining the
fledgling Kenyon & Eckhardt agency. After 10
years, he moved to D'Arcy, where he brought
his own aura of enlightenment to the wartime
Coca-Cola campaign. (His “Yes'' Poster broke
with the past's stifling patterns and became a
classic.) His closeness to contemporary painting
enabled him to add a breadth of illustrative
concept to a campaign that, in lesser hands,
would have been mired in banality.

In this period—his reputation well solidified—
Smith was elected to the presidency of the
New York Art Directors Club. He held the post
for two years. Just before the end of the forties,
he formed his own agency enlarged with a
hop-scotch of mergers into what became the
longest title of the time—Calkins and Holden,
Carlock, McClinton and Smith. They did some
of the boldest advertising of the day.
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As an independent and as part of an
archipelago of names—Smith produced a
: memorable body of work. Probably most
dramatic and seminal were a series of posters
he directed with George Krikorian for The New
’ York Times that marvelously combated its
stuffy image. The ultra-modern series was
shown at the Museum of Modern Art (the year,
1952). Smith's campaigns continued with
preemptive ideas—for Boeing (one sold the
positiveness of the jet age), for Celanese (a
campaign hit financial analysts), for Prudential,
L The New York Stock Exchange, Rand McNally.
Each with its specific ideological, marketing or
s e ey o industrial problem, demonstrated his skill in
selling ideas, often abstract ones. Smith enjoyed
the job of interpreting corporations to each
other and to the "‘various publics they wanted
to reach.” The duality of his intellect was in
perfect consonance with problems broader than
selling—broader than the ordinary commodity
to consumer line. It was a high time in the
development of corporate advertising.

LITTON INDUSTRIES

In his last years before retiring, Smith wrote
and art directed a long campaign for Celanese
—the last of which was illustrated by René
Magritte.

Smith has lived in Bermuda with his family
since 1970. Retirement seems inappropriate to
Paul Smith—who, we have said, does not like
spectator sports. Smith currently is involved—
making astronomical telescopes, playing the
classical guitar, sailing, painting.

A o v In our era of intense specialization, someone of
the dimension and breadth of a Paul Smith is,
' indeed, a "'rara avis."” His contribution has
e R been a fusion of independent vision and intellect
R e BT ¢ which has enhanced the role and prestige of
the art director.









Jack Tinker

Jack Tinker is best known—particularly

to younger people—for his creative think-
tank that helped spawn many of the

trends of the 'creative revolution’ of the sixties.
But for 30 years before that, he had been a
bright light—an art director of protean skills.
And Tinker has been an important presence in
the industry.

The word “communicator’’ applied to the art
director, writer, or creative director is

relatively new to our lexicon. Tinker—who has
been in advertising all his adult life as a creator
and executive—always considered himself a
communicator first.

His advertising story began in 1927—a time in
American life still suffused with the optimism
of the American Dream. A crisp 21, two years
out of the warm embrace of Philadelphia’s
venerable Pennsylvania Academy of Fine Arts,
Jack Tinker was for all the surrounding
optimism, just one more impecunious artist
casting about for a place in commerce’s chilly
environment. Interestingly, as he looks back at
that time, he recalls there being no surging
youthful ambition pushing him toward
advertising. ‘I guess | was old enough and wise
enough to know that an agency used whatever
talents | might have, moreover they paid for
them.’ Tinker's story throughout reveals how
eventful events, never even perceived by lesser
talents can, in gifted hands, be turned into
successes.

o a man
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Advertising in Philadelphia in the late twenties
meant N. W, Ayer & Son, a distinguished
agency with a somewhat unorthodox attitude
about employing the non-commercial artist. In
what became a tradition, many of its art
directors achieved a measure of distinction in
the fine arts in addition to their achievements
in advertising. In two years the inexperienced
but ingenuous painter had emerged as one of
the key creative people on Ayer's directorial
staff, a position of increasing luminance he held
for seven years while working on Yardley and
other important accounts. It is a point of
nostalgic pride to him that it was his ads that
introduced the unforgettable Model A Ford to
the American public.

By Mr. Friendly
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With a solid record of achievement he was next
beckoned to New York and the J. M. Mathes
Agency, where for five years he lent his skill,
wit and creativity to a range of campaigns that
encompassed innumerable industrial enterprises
as well as household products (Canada Dry,
Lux Toilet Soap, American Viscose being only
some of them). But it was the McCann-Erickson
base from 1939-1960 (minus a short period
with J. Walter Thompson) where he assumed
various executive posts to eventually become
its creative director and senior vice president.
Ads—in their entirety or components bearing
the Tinker stamp—were regularly selected for
the Art Directors Annual Exhibitions and
frequently took awards. In 1952, he received
the coveted National Society of Art Directors
“Art Director of the Year"” Award. (An issue of
Advertising Age called him ''One of the greatest
art directors of all time.”)

Tinker wrote, designed, created, supervised,
drew the famous "‘Mr. Friendly” series for
American Mutual Insurance. Louis Dorfsman,
also a much-honored art director at CBS,
vividly recalls one of those vignettes that
demonstrated Tinker's low-keyed manner and
penetrating creative insights. It was during a
discussion of a CBS Radio campaign. The
meeting room was filled with smoke and
banalities. Tinker cut through the enveloping
murk with a succinct description of an ad: It
was simply a lone automobile making its dusty
way along a desert highway. It said “ The
driver of this car is being sold a refrigerator.”
That was 17 years ago. The ad's freshness,
pertinence, and sprightly sense of communication
remain unfaded by time.
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In 1960, the Interpublic Group, under the aegis
of Marion Harper, established a company
whose sole function was creative exploration
and development. This company, of course,
became the famous Jack Tinker and Partners
where, for a full decade, Tinker provided the
spiritual wherewithal, creative resources, and
rare leadership that united a diverse and gifted
group. They began with four: Tinker; Dan
Calhoun, art director; Myron McDonaid,
marketing generalist; Herta Hertzog, research.
Ineluctably, the unique concept had to give
way to carrying out the functions of an ad
agency. After acquiring the Alka-Seltzer account
they became a full-service agency to respond
to its clients’ needs. However miraculous, they
kept their specialness—and the graduate
members of the team reads like an Advertising
“Who's Who'': Mary Wells, Bob Wilvers, Henry
Wolf, Stewart Greene are but a few who
labored in this unusual and fruitful vineyard. A
few of its memorable achievements: the first of
the new Alka-Seltzer campaigns that helped to
make captivating advertising a part of the
contemporary language, Braniff Airlines, Buick
Riviera, Accutron Watch. The free-flowing group
had far-flung influence beyond expectations.

What was the agency like? Said Mary Wells:
“Some people run agencies like banks or
religious organizations or like Believue Hospital.
Jack ran his like a Scott Fitzgerald novel. He
created a witty, glamorous atmosphere that was
intensely personal and tremendously
productive.”

Bob Wilvers: *Jack was the genius

catalyst who created and held together an
environment in which sensitive, well-intentioned,
creative people could work. There can't be a
warmer, kinder, more generous man or a man
with more style.”

To Tinker, advertising is not a medium for sales,
but is a way of reaching people in effective
salutary, humane form. He feels advertising is
the province of the young—a medium of the
immediate now. "It is not the forte of the
ancient.”



Prolific as a book illustrator, totally versatile as
a magazine and advertising writer—there was
and is an unquenchable vivacity to Jack Tinker.
Although a serious iliness forced him to
withdraw from the active agency front in 1971,
he recovered with typical buoyancy and is now
pursuing the fullness of life as an artist, writer,
and keen observer of the advertising he knew
and helped build and lives in Upper New York
and Florida with his wife, Martha.

Tinker very properly belongs in the Hall of
Fame. He gave dedicated effort to the idea

that art direction was an important segment of
the world of communication. He helped shape a
profession in which the creative mind and hand
could flourish.
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The Copy Club Hall of Fame Award

Tor distinguished

1o the craft of
advertising writing
and for the strong
and positive influence
he has had on
advertising as an industry
 The Copy Clubelects

~ twthe
‘Copywriters Hall of Fame
July 26,1973
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The Great ‘“‘Ghosts”

They worked with ideas. They used words that
excited people. Words that sold automobiles, and
life insurance and soft drinks. And yet they were
anonymous to the world. They signed their work
with the name of their clients.

But other copywriters knew who was writing the
great advertising successes. Who was making
things happen with words. And we envied and
applauded their skill. So 12 years ago we began
to honor our own. To pay tribute not to just a
given print ad or commercial but to a whole body
of work, we invented the Copy Hall of Fame. The
men and women we have so honored have indeed
been giants in the profession. They have written
brilliant, successful advertisements. In most
cases, they have set whole new directions. They
won their fame and our respect and deserve both.

Bob Fearon




THE COPYWRITERS
HALL OF FAME

1961 Leo Burnett
1962 George H. Gribbin
1963 David Ogilvy
1964 William Bernbach
1965 Rosser Reeves
1966 Julian Koenig
1967 Bernice Fitz-Gibbon
Claude Hopkins
1968 Phyllis Robinson
1969 Mary Wells Lawrence
1970 Howard Gossage
1971 Ron Rosenfeld -
1972 Rober: Levenson
1973 John Caples
James Webb Young






John Caples

With a certain degree of selfishness,
stemming, perhaps, from a need for
self-aggrandizement, we need to believe that
the creative process in advertising improves
with time. In reality, what changes is style, and
the universal constant of good writing remains
throughout the years. Those who are good,
cease being so only when their style cannot
change with the years. Those who are great,
adapt.

For 43 years, John Caples has stood as
axiomatic proof of this theory. The father of
direct response advertising, he continues to
create some of the most successful ads of
their kind as vice president and creative
director of BBD&Q’s direct response division.

There lies, in direct response advertising, a
satisfaction often unavailable in other areas of
copywriting: Tangible evidence of resuilts.
Coupons can be counted. And the variations
in appeal and direction can be measured in
returns received—not just in the subjective
minds of agency and client.

For John Caples, this special nature of direct
response has always appealed to his duality, in
its appeasement of his creative abilities and its
challenge in the proof of results. Over the years,
Caples has responded to this challenge by
pioneering techniques and tests which stand

as monuments to his genius as writer and
researcher.

A New Yorker all his life, Caples came into
advertising shortly after his graduation from
Annapolis. Going to work for Ev Grady at
Ruthrauff & Ryan, it was as a copy cub that he
wrote “They Laughed When | Sat Down At the
Piano . . .” opening a new technique in mail
order and still standing today as one of the
greatest ads ever written.

For two years, Caples studied under Grady.

In 1927, influenced by Bill Orchard's advertising
course, he joined BBD&O as writer and account
executive. Given the Phoenix Mutual account,
this first assignment earned him his second
entry into The 100 Greatest Ads with his appeal
“To Men Who Want to Quit Work Some Day"
(the forerunner of “How | Retired in 15 years at
$100 a Month").

For the next fifteen years, Caples’ interest in
testing dominated his activities. As director of
readership research and copy testing at
BBD&O, he implemented testing methods for
advertising, developing new ones where direct
mail standards didn't apply. This work—still
used in copy testing—served as the basis for
the three advertising books he wrote during
that period.

To men who wan

Qlllt WOI‘ k some day

H1S PAGE is addressed to those
thousands of earnest, hard-working
men who want to take things easier

snme day.

It tells how these men, by following
a simple, definite plan, can provide for
themselves in later years a guarantced

t to

ability, even if that disability should continue
for many, many years—the remainder of
your natural life.

Get this free book

The Phoenix Mutual Company, which effers
you this opportunity, is a 125 million dollar

company. For over three.quarters of a

income they cannot ostlive.

How the Plan Works
It doesn’t matter whether your present in-

century it has been helping thousands of
men and women to end money warries.
But you‘re not interested in us. You are

come is large or merely
average. It doesn’t mat-
ter whether you are mak-
ing fifty dollars a week or
five hundred. If you
follow this plan you will
some day have an income
upon which to rerire.
The plan calls for the
deposit of only a few dol
lars cach month—the ex
act amount ing on
your age. minute
you make your first de-
posit, your biggest money
worries begin to disap-
pear. Even if you should
become totally and per-
manently disabled, you
would not need ro worry
Your payments would be
made by us out of a spe-
cial fund provided for that

putpose.

And not only that. We
would mail you a check
every month during the
entire time of your dis-

ey

NEW RETIREMENT
INCOME PLAN
s et
1t guarantees when you are 63
A Moathly Income for Ltlh of $I00

It guarantees upen death from
owy natural canse age 63
A Cush Payment to your bemebiciary
of $10.000. Or $50 2 month for st least
24 years snd 8 mont
otal $14.823
1

I death
8

ing from accident befers age 6o

A Cash Payment to your beneficiory

of $20000. Or 3100 » month for at

least 24 years and 8 moaths.

Total .

329646
It guarantees ¢ bont
manent toral disability wgfr’;
begins before age 6o,

A Monthly Dwsbility [ncome of $100

Plans for women or fof retitement at

interested in what we can
do for you. An illustrated,
36-page book called “How
to Get the Things You
Want* tells you exactly
that. It tella how you can
become financially inde-
pendent—how you can re.
tire on an income—how
you can provide money
for emergencies—money
to leave your home free of
debt—money for other
needs.

This financial plan is
simple, reasonable, and
logical. The minute you
read about it you will
realize why it accomplish
es such desirable results
~—not for failures. not for
people who can’t make
ends meet, but for hard-
working, forward.looking
people who know what
they want and arc ready
to make definite plansG:o
et 1t. No obligation. Ger
gmurcop_vof the book now.

PHOENIX MUTUAL

LIFE INSURANCE COMPANY

Harxford Ofiice s Hastford, Conm. Fient Policy isswed 1881

Copyright 199, P M. L. 1. Co

#l

Business Address—
Home Address

PHOENIX MUTUAL LIFE INSURANCE CO , 000 Elm St., Hartford, Conn.
e Sendmebymarlwithonssbirgation. your wrw bosk,” HOW TO GET THE THINGS YOU WANT.

— Dace of Birth —
Coy e
Srate—-
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“Heaws; we™ dnber raclermed
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They Laughed When I Sat Down
At the Piano
But When I Started to Play!~

RTHUR had just played “‘The
Rosary." he room rang with ap-
plause. | decided that this would be

s dramatic moment for me to mske my
debut. To the amazement of all my
friends, | strode confidently over to the
piano and sat down.

"Jack 13 up to his old tricks,” somebody
chuckled. EI"it crowd laughed. They
were all certain that | couldn’t play
a single note.

"‘Can he really play’” I heard a girl
whisper to Arthur.

“Heavens, no!" Arthur exclaimed
“He never played a note in all his life
But just you watch haim.  Thie 1s going to

ood.

I decided to make the most of the
situation.  With mock dignity | drew
out s silk handkerchief snd lightly dusted
off the pisno keys. Then | rose and gave
the revolving piano stool s quarter of s
turn, just as | had seen sn imitator of
Paderewski do in a vaudeville sketch.

‘"What do you think of his execution?”
called a voice from the rear.

“We're in favor of it!” came back
the snswer, and the crowd rocked with
laughter.

Then | Started to Play

Instantly fell
the gueste

a_ tense
Toe laug
dind o8 their lips

silence on
ter

Mmusician himoell were speshing 1o me—sprabing
through the medium of music—not sn worde but 1n
chorde.  Not in sentences but 1a coquinite melodies’

A Complete Triumph!

As the last nmotes of the Mononlight Sonats
diwed n-u.'Jhc foom resounded wath o suddes

roat of spplavee 1 fownd mysell purrounded by
escited facer How my frieads cotvied on'  Mea
shook my hend — wildly conpratulated

unded me o8 1hr ks thesr emthues
F’vnylo‘v was earlaiming wih dehisht—plyin,
wah repid questions “Ject Why didn't you
tell ue yod could play libe that'" W here dod
you learn!”—"Hnw loag have you oetudied? —
“Who was your teacher?™

ver even seen my tescher ' | replied
hort while ago | couldn’t play o note .
“Quit your b * laughed Arthur Mimoell an
“You've beea studying lor

1 Neve been osivdying osly s short whie'”
| snosted I decided 10 beep 1t o secret so that
1 could surprise all you folbe ™

Then [ told them the whole story

“Have you ever heard of the U S School of
Mueic?” 1 ssbed

A lew of oy Iricades nodded " Thet's & corre.
spoadence schond, wa't 1t?” they eaclaimed

“Exactly,” | replied " They have a
fed method thet can teach you 10
meat by mait 1a juet a few monthe

How 1 Learned to Play Witheut
& Teacher
And then ! u‘lniud bow for yesrs 1 bad
leaged to play the puso
“A few  moathe ago” | costwmued, "1
ssw an nterestiag od for the U. S School of
Jac—s new methad of learning

ew sampli-
llny any inetru.

1 played throwg
(3 of

Pick Your

to plu, which only cost & few cente
s day’ The ad told
d

sepe
¢ My | 1 ra Q 5
M:a:::.‘:‘.’,u..:.":" o et ln.t ment 'ﬁl\dcv:ul n-l :ulhod she Inn‘.
l "".‘ o8 asd ™ I " .c‘h require: 80 2DOfous cales —
heertless exercions — so tire.
played | forgot the people Horwony sad -
eround me. | forgot the hour, the ",F m? .s:-:.ou':::::::;. het II‘QI.I::.‘:-‘l
#:c. hlbc bresthless listeners. "..-‘ &.hh bh: coupos nq::u--( the Free
tthe world ! lived 1o Benpe @osttretion Lessce,
wemed 0 fede — sremed 1o Toner cl-‘. *“The ltee bosd arnived prompt.
grow  dim—aresl.  Ouly the Denpp Neo | Gaber 1y snd | started in that very
.-.-‘u :-,A n'ul M O:I’;.i:;‘ --:n Mondeola Haryp night 1o etudy the Demonstration
»on e c“
Visioss as  besstiful Phato Pucols lo.:o'.uy "
:lur’n 80 the w T roaches way  Thes
clouds aad  drfting  moom- Veles and h Collare ¢ :
t thet losg ago ineprred Astomats Viagwr Contred the course arrived |
t master 1“.'::" Vol ) * Just oo the od said
e t |ater

y s¢ ADCI Asd a

the lessone comtineed they got _camer and
esmier Before | baew ot | was plaging all the
twu-l hibed best Nothiag stopped me | cruld play
allsde or classical aumbers or jazs, all eith equel
caoe nd | mever dud have sny special talest
for musc™*

Play Any Instrument

You 100, can now irach yourself 10 be an sccom-
phished musician—right at home—in ball the weual
time ow Can’'t go wrong suh the smele new
methnd  which s  slready ohosn  3%0.000
ople how t2 play their favonte instruments
oreet that old-feshioned sdes that you need speciet
Ttalent 1“’ read the list of netruments 1a the
anel, decide which one you went to play and the
S School will do the rest  And bear 1n mind an
matter whuch instrument you choose, the cret ia
cach raoe nill be the same— ust s few ceate
No mstter whether you are & mere be ]
siready s good performer. you will be raterested
1 learning sbout thi sew snd woaderful method

Send for Our Free Beoklet and
Demonstration Lessen

Thousands of successlul students aever dreamed
they paserssed musical abibity watd it
10 them by o remorbable " Mussl
wheeh we sead entirely without cost with swr i
teresting free booblet

1 are is caraest about wentiag te play

t ement—f you at tn
wese and 10CTRIE yOur
or the free boohlet aa

Ne cost — ae obligation
are-mabing 2

cisl offer for a lim:
sad send the convenent coupoa
sin the beaehite of
s supplied whea nevded.

Schosl of Music, 1031

cash or creda. U, 8
Brusswick Bldg.. New Yerk Quy.

U. 8. School of Music,
1631 Brusswich Bidg.. New Yerk Qivy.
Plesse sead me your free ook, “Mesc Lessas
s Y

is Your Ows Home™, with introduction by Dy
b Crese, Demosstration Lessson and particolare
of your Specisl Offer. | am interveted in the follew

Ing coOures

Have you sbeve iastrement!

Neae (Plesse write plaialy)

Address

Gty



At the outbreak of World War I, Caples
returned to the Navy in charge of the Officer
Candidate Program for the Third Naval
District—processing 35,000 candidates in two
years. In 1944, a Commander, he went to the
Bureau of Naval Personnel in Washington to
take charge of their Field Research Program
surveying personnel needs and opinions.

In 1945, with a letter of commendation from
the Secretary of the Navy, he returned full time
to BBD&O and immediately proved he hadn’t
lost his touch; writing The Wall Street Journal’s
“How to Get Ahead in Business’ campaign.

Throughout the fifties and sixties, Caples
continued refining and developing testing
methods for advertising. As a lecturer at
Columbia University and the New York
Advertising Club, he continued to teach others
the way to make advertising work. His fourth
book, Making Ads Pay, stands as a summation
to his understanding of the essence of direct
response advertising. Still active in testing and
development at BBD&O, he is, as always, the
only John Caples listed in the New York phone
book.

There is, after all, only one John Caples.

| Was Going Broke
on®9,000 a Year

So I sent*7 to The Wall Street Journal

High prices and taxes were get-
ting me down. I had to have
more money or reduce my
standard of living. Like Alice
in Wonderland, I had to run
faster to stay in the same place.
So I sent $7 for a Trial Sub-
scription to The Wall Street
Journal. I heeded its warnings.
I cashed in on the ideas it gave
me for increasing my income
and cutting expenses. I got the
money I needed. Now I'm slowly
forging ahead. Believe me, read-
ing The Journal every day is a
wonderful get-ahead plan.
This experience is typical.
The Journal is a wonderful aid

to salaried men making $7,500
to $30,000 a year. It is valuable
to the owner of a small busi-
ness. It can be of priceless bene-
fit to young men who want to
win advancement.

The Wall Street Journal is
the complete business DAILY.
Has largest staff of writers on
business and finance. The only
business paper served by all
three big press associations, It
costs $24 a year, but you can
get a Trial Subscription for
three months for $7. Just tear
out this ad and attach check for
$7 and mail. Or tell us to bill
you. NYT 0-00

Address: The Wall Street Journal, 44 Broad St., New York 4, N.Y.






James Webb Young

"Knowledge," Jim Young once wrote,
“is the power to predict. What an area
of ignorance that leaves in advertising!”

In a career as copywriter and educator that
bridged two centuries, James Webb Young
would do much to dispe! that ignorance. Though
never formally educated, he engaged in a
process of self-education that lasted a lifetime.
With a wry, down-home humor masking an
instinctive business genius, Young let the

world give him an education. In return, it

taught him how to sell.

In his mid-teens, as an office boy with the
Western Methodist Book Concern, he tried his
hand at direct mail letters for the firm. When his
results drew a 1000 percent increase in
response, James Young had found his calling
and his philosophy. As he later remarked—he
*“. .. always thought the only difference
between ad men and preachers was a sense of
direction.”

't hore o b, appeaiiey Suvhass ¥ ot Mven

Within the Curve of a Womans Arm
A frank discussion of a subject
foo oflen avoided '

Diwer encessive peviperation
rese your precuest
drwvss ?




By 1919, Young was joint manager of J. Walter
Thompson’s Western Operations—Iless than six
years after joining the firm in Cincinnati. An
association with them—as copywriter, client,

and consultant—continued throughout his career.

His talents as organizer made him one of the
key architects of Thompson's international
expansion during the twenties . . . at the same
time his talents as writer made his reputation
within the industry. In these, his most productive
years, he wrote "'Within the Curve of a Woman's
Arm’ . .. the first of his three ads included in
The 100 Greatest Advertisements. It has been
called the ad that introduced sex into
advertising. Though over 200 readers cancelled
their subscriptions, Young kept his perspective
as copywriter when he remarked: “Several




women who learned | had written this
advertisement said they would never speak to
me again—that it was ‘disgusting’ and ‘an insult
to women’. But the deodorant’s sales increased
112 percent that year."

For the next ten years, Young withdrew from
the agency side of advertising, dividing his
time between farming and education. In
addition to three textbooks on advertising, he
lectured on Business and Advertising at the
University of Chicago and completed a study
of the agency compensation system for the
industry.

In 1939, the war drew Young out of retirement.
Sensing America's impending involvement, he
accepted a job with the Commerce Department
developing a series of ads to counteract the
effects of Nazi propaganda in South America.
As the war neared, he rejoined Thompson and
set out to create the War Advertising Council.

Less than two months before Pearl Harbor,
Young addressed the first joint meeting of the
AAAA and ANA with his proposal for a vast
public service operation. Recognizing the need
to make advertising an integral part of the war
effort, the idea eventually raised millions on
behalf of War Bonds, the Red Cross, USO,
Victory Gardens and War Plant Punctuality. At
war's end, recognizing the council’s benefits,
he converted it to peacetime use—becoming
founder and first chairman of the Advertising
Council.

Although in his sixties, James Webb Young
became even more productive in the postwar
years. Awarded an honorary law degree, he
continued to make advertising responsive to the
needs of a growing America, serving as
consultant to information for the Marshall Plan.
While supervising the first nationally run and
quoted cosmetic success, ‘“She’s lovely. She's
engaged. She uses Ponds,” Young wrote a
fourth advertising textbook and a novel each
year over a ten year span.

In 1964, he retired a second time from
Thompson to return again to his farm in New
Mexico. Continuing his role as advisor and
educator, he became deeply involved in the
problems and culture of the Southwest
Indians playing an active part there until his
death in Santa Fe in the Spring of 1973.

James Webb Young was many things to many
people. He lived his life with the same fullness
he gave to advertising: **Written with passion,

as good copy ought to be."”
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Art Director: Jim Handloser

Copywriter: Frank DiGiacomo

Designer: Jim Handloser

Photographer: WABC-TV News

Agency: Della Femina, Travisano
& Partners, Inc.

Client: WABC-TV

13

Art Director: Stan Block

Copywriter: Adam Hanft
Photographer: Bruce Buchenholz
Agency: Rosenfeld, Sirowitz & Lawson
Client: WABC-TV

THIS JUNKIE HAS A
FIFTY DOLLAR A DAY HABIT.

 TONIGHT 7:30
THE LITTLEST JUNKIE



First the agency people told me
Icould say anything I wanted to about scotch.
Then they censored me.

‘VE BEIN CENSORED OnC Way Of an-
ically all my life.

1t all started when my mother used
1o stick & pacifier into my mouth any-
time | opened it.

Whea Dick and I were kids, once
Mother got him a dog and me a muzzle.

Even ny dreams have snips cut out
of them. Always the good parts, too.

e

]

That'sdhe way it's always been.

So | wasn't surprised when onc of the
major networks joined the fun. It was
annoying. I'll sdmit, but when it was all
over all I could say was "et tu, CBS.”

But all that is censorship under the

And speaking of censorship, it's cer-
tainly changed a lot since its beginning.
Today, you can say anything as long as
no one hears you. So probably the only
way to steer clear of censors is to steer
yourself into a closet and talk only to
yourself.

Anyway, when the Teacher’s adver-
tising people heard | drink their scotch,
they asked me to talk about it.

Whenever I think of Scoteh,
Irecall the immortal words of my

brother Harpo.

BY TOMMY SMOTHERS

They gave me carte blanche, a yel-
low pad and a No. 2 pencil. Of course,
the pencil had no point, but I got
around tial. WEE——

o —

Well, first | wrote about how happy
1 was that everybody and his brother
docsn't drink Teacher’s. Which, in my
case, is a definite plus.

No prcblems so far,

‘Then | started reminiscing about my
experiences with scotch, pre-Teachers.

The first time | tasted scotch 1 tried
to belt it down like they always do in
the movies when the hero has just lost
his girl

L N ——

T TR

11 this was what scotch tasted like, [
vowed never 1o Jose my girl or be a hero
in a movie

My stomach was the first casualty.
Then my cyes started to water. And
finally my tongue madec itself heard. It
gave me a severe tongue lashing.

However, ] wasn't going to let myself
be licked by a mere tongue, a pair of
eyes and a stomach.

So 1 came back for less.

This time. 1 started with a Presby-
terian. 2 parts this, 3 parts that, 4 parts
something clse and. if there's any room
left over, scotch. \RE—

The trouble with that was | got tired
of walking up to bars and ordering onc
Presbyterian only to have the bartender
tell me I was in the wrong place and
down the street at the church [ could
find all the Presbyterians | wanted.

Next [ moved to scotch and soda. Or
more accurately, scotch and soda, soda,
soda and soda.

After that, it was the big time. Scotch
on the rocks. Straight. But I did such a
terrific job of nursing my drink the Red
Cross would have been proud of me.

All of which brings me to Teacher's.
The first time | ever tasted it was the
first time [ ever finished my scotch on
the rocks before it turned to water.

Teacher's, my tongue thanks you, my
cyes thank you, my stomach thanks
you. Even my sex life thanks you.

Once there was this girl and teanage
bbbty back seat of this old
L —————

N (3 T
Bov, those Teacher's people let you say
anything.

O ee————
ARSI 1 O W
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Art Directors: Nick Gisonde

Bob Kuperman

Copywriters: Neil Drossman

Jerry Della Femina

Designers: Nick Gisonde

Bob Kuperman

Photographers: Arnold Beckerman

Anthony Edgeworth

Agency: Della Femina, Travisano

& Partners, Inc.

Client: Teacher's Scotch

It's tough to drink scoteh
out of the side of yeur mouth.



52

Art Director: Roy Grace
Copywriter: Marcia Bell Grace
Designer: Roy Grace
Photographer: Dick Stone

Agency: Doyle Dane Bernbach Inc.
Client: American Tourister Luggage

5,000 18 CO8 LOWESLO GMFO SUMTCABE 70 HUAATE ACTUAL OIBLNT

*Dear AmericanTourister:
You make a fabulous jack’”

This unsolicited testmonial comes from
The J C Quinly lamily of Walnut Creek
Coliforna

Who (acked up thew car 10 change o tice
ond left thew American Tourster standing
neor

All of a sudden, the cor shid backword
fall off the jack ond londed square on thewr
siicase

Where 1t remoned until the Quinkys hin
1shed chonging their tire

Of course, the suitcose got dented (M
Quinty hod 10 fix 1t with 0 hammer | And of
COourse, you rechle we don’t builld American

Touristers 1090 th y things

Ihe supporting a cor We build Americar
Touruters for the ordinary perils of ordinory
trovel

50 we build our case with 16 different
strong materals

Wae give it 0 10ugh staintess steel Irame

We reinforce Amercan Tours'ers witk
fibergloss No! wit on the corners, but
through and through

Most nportant of all, we put 1 nonspring
locks designed not 1o spring open on impoct

Remember, 1he beautful thing obaut trav
oling with an Americon Tourster 1sa's thas
itholds up o car

But simply thot 1t holds up
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Art Director: Thomas O. Tieche

Copywriter: Patrick Kelly
Designer: Gloria Baker
Artist: Chas. B. Slackman
Photographer: Ron Quilici

Agency: McCann-Erickson, Inc.

Client: United Vintners, Inc.

HERES TO EVERYONE WHO
CANT THINK UP
A GOOD TOAST.

WHY WE CALL IT “TOAST"

1, AT

o « wnrle

HELP YOURSELF TO THESE TOASTS.

IF YOU FEEL LOST IN AWINE STORE,
HERE'S HOW TO FIND YOURSELF.

AR ) - -

o b ‘,"}..'-! TEE

TP NOL1: START SOMEWHERE.

IV Sk 0TS 0 AR TN

IN ORDER TO TALK ABOUT WINE,
YOU HAVE TO LEARN THE LANGUAGE.

WORDS OF NOSE.

WORDS OF MOLTH.

T Te
i

The same of wiee

WINE LANGUAGE, SELF TALGHT.




Are you
overlooking
an enormous
market?

For approximately four million American men.
your large assortment of underwear probably isnt

pounds and heavier.
TO cover this market, Jockey makes two specia

variety of styles: T-shirt, V-neck T-shirt and athletic
shirt; Brief, boxer and Midway.

Each line has a greater profit margin than
reqular sizes.

S0 you ¢an make big money by putting big men
mtoour underwear.

JockeyTall Man and Big Man Underwear

108

Art Director: Lou Colletti

Copywriter: Larry Spector

Designer: Lou Colletti

Photographer: Tony Petrucelli

Agency: Levine, Huntley, Schmidt

Client: Jockey International, Inc. 131

Art Director: Sam Scali
Copywriter: Ed McCabe
Designer: Sam Scali
Pho-ographers: Alan Dolgins

Phil Mazzurco
Agency: Scali, McCabe, Sloves, Inc.
Client: Perdue Farms Inc.

HOW I BECAME
THE CHIQUITA
OF THE CHICKEN
WHEN IS A CHICKEN :

NOT A FOOTBALL?

>
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Art Director: Joe Cappadona
Copywriter: Ed Butler

Designer: Joe Cappadona
Photographer: Menken/Seltzer
Agency: Doyle Dane Bernbach Inc
Client: Volkswagen of America

How fast
cana$2,000 car
godownhill?

812

814

Ityour economy car 1s depreciating almost as fast as you can pey lor it, maybe you're being taken for a ride .




WHERE VOLVOS COME FROM,

ISYOUR CAR PASSING INSPECTION {57 Vit versa. | e OAD:

BUT FI.UNKING I.IFE"

The true test of acar’s
conditien is not that it
passes siate inspection but
rather how many annual
inspections it's around to
take. InSweden. where the
yearly government
inspection covers about 200
points, Volvos have a life
expectancy of 14 years.
Soif you think your car is
just scraping by. get a Volvo
from us. It’s built to be more
than jus: passable.

DEALER
NAME

Whenwas the last
time you had your

Free Abortion Referral Service
fromZPG-NewYork

bmnasa%)atm

thedoctormakman
extra $8s0.

AbonideerralServlee
fmmlPG -NewYork

DEALER
NAME

171
Art Directors: Joe Schindelman

Bill Berenter
Copywriters: Ray Myers

Tom Nathan
Designer: Joe Schindelman
Photographers: Joel Meyerowitz

Malcolm Kirk

Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

173

Art Director: Don Slater
Copywriter: Jim Parry

Agency: Parry Associates
Client: Zero Population Growth

The alternative to
awire coat
is (212) 4897794.

There is such a thing as a legal, safe,
inexpensive abortion. By an M.D. inaclinicor
hospital. And we can help you get it.

If you have the abortion during the first 10
weeks of pregnancey, it will cost only about $150. And
no matter when you have it, there's no charge for
our service.

In the long run, a do-it-yourself abortion can be
alot costlier.

Call us at (212) 489-7794 Monday through
Friday, between 10 a.m. and 5 p.m. New York time.

Free Abortion Referral Service
fromZPG-NewYork
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Art Director: Stan Jones
Copywriter: David Butler
Photographer: Carl Furuta

Agency: Doyle Dane Bernbach Inc.

Client: American Airlines

194

Art Director: Joe Gregorace
Copywriter: Peter Nord
Designer: Joe Gregorace
Photographer: David Spindell
Agency: Solow-Wexton, Inc.
Client: ILGWU

American

Shake and bake.

A%

Airlines to Hawaii

- -—

[ Union Label Department, laterrationat Ladies’ Garment Workers' Union, 22 W. 38th Street, New York, N.Y. 10018

Made in Japan.

Every year, Americans sa-
lute more and more American
flags that weren’t made in Amer-
ica. Flags that bear the stars and
stripes and little tags reading
Made in Japan or Taiwan or
Hong Kong.

Those flags aren’t the only
things with such labels. As low-
wage, foreign goods flood the
market, American industries
shut down. As industries shut
down, people lose jobs.

When people lose their jobs,
they can’t buy the things you
make. Chances are if Betsy Ross

(the Philadelphia seamstress
who made the first American
flag for George Washington)
were alive today, she’'d be stand-
ing in line for her unemployment
check.

So help yourself and help us
by looking for the union label in
everything you buy. Youcan find
our label in women’s and chil-
dren’s garments.

Thislabelstandsforthecrea-
tivity of American design, the
skill of American workmanship,
the importance of
American jobs.
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Art Director: Rene Vidmer

Copywriter: Lew Petterson
POS]T'ON AVA”.ABLE Designer: Rene Vidmer
Requires the patience of Job, the Agency, Hecht, Vidmer, Inc.
wisdom of Solomon, the strength Client: Children's Aid Society
of Hercules, the compassion of
Florence Nightingale, the under-

standing of Martin Luther King, 230

and pays $145. a month. That's Art Director: Bob Kwait
about all there is to being a foster Copywriter: Aaron Buchman
parent. For particulars, call or Designer: Bob Kwait

write The Children’s Aid Society, Photogra'pher‘ Anonymous
150 E. 45 St. (682-9040 Ext. 329) Agency: RatoniBuchinan

Client: United Jewish Appeal

L

. omaa na
- STATE
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NIXONREVEALED!

250
Art Directors: Seymour Chwast
Herb Lubalin
Editor: Bill Maloney
Designers: Herb Lubalin
Seymour Chwast

Artist: Ellen Shapiro
Agency: Lubalin, Smith, Carnase, Inc.

Push Pin Studio
Client: Citizens Committee for &2 -

McGovern/Shriver

RICHARD M.NIXON OCTO ‘!THOSE WHO ‘l’}']‘f
HAVE HAD ACHANCE '
FOURYEARS AND
COULD NOT PRODUCE
ESHOULD NOT




256

Copywriter: Ed McCabe

Producer: Ed McCabe

Production Company: The Mix Place
Agency: Scali, McCabe, Sloves, Inc.
Client: Perdue Farms, Inc.

Giblets
60-second

ANNCR.: Ladies and gentlemen, the
President of Perdue Farms, Mr. Frank
Perdue. . .

271

Composers: William Backer
Billy Davis
Roger Cook

Roger Greenaway
Billy Ed Wheeler
Producer: Billy Davis
Production Company: A.l.R. London
Sherman, Kahan
Agency: McCann-Erickson, Inc.
Client: Coca-Cola, U.S.A.

Getting This World Together
60-second

(WORDS AND MUSIC)
SONG: Together—together—together

—together . ..
FRANK PERDUE: Some women have told me
that when they get a chicken home, they find
they’'ve been gypped on the giblets. They
bought a chicken without an interior. |
wouldn’t stand for that. | think when you pay
for a chicken, you should get a whole
chicken. Not an empty shell. | pack my
tender, young Perdue chickens with all the
things a chicken should be packed with.

Getting this world together
Getting this world together
Putting our dreams together
Putting our dreams together
Pull up a friendly chair

Show someone that you care . . .

(Hey) talk about what you feel now
Talk about what you feel now

Liver, gizzard, heart, neck, and recipe. The Talk about what is real now

recipe is there so that you'll know what to do Talk about what is real now

with the giblets once you've got them. Instead Let's have some Coca-Cola

of wasting them all on your cat. And talk it over now . . .

If you're willing to settle for less in a chicken, Getting this world together . . . (getting this
that's your business. But | can't see it. Next world together)

thing you know someone will be trying to Putting our dreams together . . . (sharing our

make the wings optional. dreams)

ANNCR.: When it comes to chicken, Frank x:vrii pt;ogl:c;a_lécl)tlgver

Perdue is even tougher than you are. He has For sigin and talking it over

to be. Because every one of his chickens It's the re%l thin %Coca-CoIa)

comes with a money-back quality guarantee. 9. e
Let's have some Coke together

It takes a tough man to make a tender It's the real thing . . . (Coke is) . . . (Coca-Cola)

chicken. Coca-Cola . . . (getting this world together)
Perdue. It's the real thing
Coca-Cola

Let's have some Coke together
It's the real thing
Cokeis ...

Life Is
60-second

Have a Good Day
60-second
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Art Director: Roy Grace
Copywriter; Marcia Bell Grace
Designer: Roy Grace
TV Directors: Roy Grace
Bob Gaffney
TV Producer: Susan Calhoun
Production Company: Associates & Lofaro
Agency: Doyle Dane Bernbach Inc.
Client: American Luggage Works

Flying
30-second

OPEN ON SUITCASE FALLING OUT
OF UNSEEN HELICOPTER

SUPER: SLOW MOTION
PHOTOGRAPHY

(SFX THROUGHOUT: WIND
WHIRLING)

SLOW MOTION SHOTS (FROM
GROUND) OF SUITCASE TUMBLING
THROUGH THE SKY

MAN: What would you call a suitcase .. .
SUITCASE STILL FALLING

that could fall five hundred and fifty
feet. ..

and survive twenty-two out of
twenty-six times?

SUITCASE LANDS ON THE GRASS
(SFX: CRASH AS LANDS)
SUITCASE BOUNCES, THEN SETTLES

WOMAN: Fantastic!
MAN: No. American Tourister.

SUPER: AMERICAN TOURISTER
FROM $20
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Art Director: Sam Scali
Copywriter: Ed McCabe
TV Director: Franta Herman
TV Producers: Sam Scali
Ed McCabe
Production Company: Televideo Productions
Agency: Scali, McCabe, Sloves, Inc
Client: Perdue Farms, Inc

Turkey
30-second

FRANK PERDUE ALONE IN HIS DEN
READING A BOOK ON "CARE AND
FEEDING OF TURKEYS"”

(SILENT)

PERDUE (FACE FRONT): Recently, a
lady told me she had a great Perdue
turkey. That's odd. | never raised a
turkey.

I'm strictly a chicken man . . . Butit's
not a bad idea.

PERDUE SERIOUS (FORWARD)

A turkey as good as a Perdue
chicken. It would require a lot of work.
And I'm not going to waste my time

if you're happy with the turkeys you're
getting now.

Let me know what you think.
(PERDUE GOES BACK TO READING

"THE CARE AND FEEDING OF
TURKEYS")

SUPER: SHOULD A TOUGH MAN
MAKE A TENDER TURKEY? Write:
Frank Perdue

Parts Inspection
30-second

Parts
30-second

MAKE A
TENDER TURKEY?

White: Frank Perdue
Box 1537, Sahsbury, Md. 21801
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Art Director: Jeff Cohen
Copywriter: Lester Colodny
TV Producers: Syd Rangell
Allen Kay
Lois Korey
Production Company: Richards & Myers Films
Agency: Needham, Harper & Steers
Client; Xerox Corporation

Football
90-second

THE DAY OF THE "BIG GAME"
LESS THAN TWO MINUTES TO GO:

COACH (EXCITEDLY): Allright now.
Pressure’s on. Two minutes to go. No.
No. No. Kramer, you idiot. Whatever
happened to the game play we

talked about? Come on. Come on.
Never mind the tarp. Make that block
stick. No. No. No.

COACH LOOKS FOR A SUB.

Colodny ... Colodny ... Colodny.
Quick, Colodny, this is critical. All
right. This is R 78, power reverse.
I've got to get this into the bailgame
as soon as | can.

SKETCHES A PLAY

Thisis ... Colodny, pay attention.
This is as important as anything
you're going to do for this club.
Way to go, Colodny. . ..

COLODNY DASHES UP TO
XEROX IN LOCKER ROOM,

ANNCR. (VO): Xerox is . . . applying
its technology to all phases of
communication, whetheritbe . .. in
business, government, education. . . .
... medicine, . .. or even landing
men on the moon . . .

... at Xerox, we're working to find
new ways of getting information . . .
... 1o people who need it.

COACH: Here it is. Everyone gets
one. Okay, here we go.

ANNCR. (VO}: And most important . . .
When they need it.

QUARTERBACK FLIPS TOWEL ON
CENTER'S BACKSIDE, TUCKS XEROX IN
PLAYERS PEER AT PLAYS ON

GROUND, IN HAND, OFF TO THE SIDE, ETC.

QUARTERBACK: ... 385,...384...

BALL SNAPS BACK TO
QUARTERBACK ... WHO HANDS IT
TO BACK CARRYING HIS COPY,
HANDS BALL TO END

PAST GOAL LINE, END READS PLAY.
MEANWHILE, OPPONENTS TACKLE
WRONG PLAYERS. LONG PASS
THROWN TO END, LOOKS UP FROM
PLAY JUST IN TIME TO CATCH GAME
WINNING PASS

SUPER: XEROX
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Art Director: John Danza

Copywriter: Ed McCabe

TV Director: Bo Widerberg

TV Producers: John Danza
Ed McCabe

Production Company: James Garrett & Partners
Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

Engineering
60-second

SCENE TAKES PLACE IN A VOLVO
FACTORY IN SWEDEN.

OPEN ON CU OF PRECISION WORK
BEING DONE BEFORE BLUEPRINT
AND DIALS

MAN (VO): In Sweden precision is a
national preoccupation.

CAMERA MOVES TO CORRIDOR
WHERE ENGINEERS ARE ALL AT
WORK

Ours is a nation of engineers.
Engineering is the largest industry,
employing nearly 40 percent of the
total labor force.

CAMERA ROAMS FACTORY WITH
VIEWS OF ENGINEERS AT THEIR
WORK

MOVE TO CAR ON LIFT
(SFX: UNDER)

Thirty-five engineers to every styling.
Which shows where we put the
emphasis.

We have to. Since Volvo is the largest
selling car in Sweden a lot of our
customers are engineers too.

CU MAN WORKING ON CAR
LONG VIEW OF CAR ON RACK
MAN AT CONTROL PANEL
VIEW OF VOLVO

VIEW INSIDE OF MECHANICAL
MAN GIVING CAR A WORKOUT

(SFX)

Volvo. We build them the way we build
them because we have to.

SUPER: VOLVO over tracks.

Sauna
60-second

Swedish Winter
60-second




344/360
Art Directors: Bob McDonald
Manny Perez
Copywriter: Helen Nolan
Cameraman: Steve Horn
TV Director: Steve Horn
TV Producer: Manny Perez
Production Company: Horn/Griner Productions
Agency: Young & Rubicam International, Inc.
Client: New York City Drug Addiction Agency

Karen
60-second

FATHER: Karen, are you going to
have something to eat?

KAREN (AGITATED): I can’t. I'm
going out. Daddy, | need $20.00.

FATHER: What for? Hey, hey, what's
the matter?

KAREN: Daddy, I'm sick ... | did it
again.

FATHER: You mean, you're back on
drugs? Are you back on drugs, Karen?

KAREN: Yes, yes, yes, yes.
FATHER: But you promised. . ..

KAREN: I'm sorry. I'm sorry, it's the
last time, Daddy. | promise, it's the
last time. I'll go to the hospital, I'll
get help, it's the last time, Daddy.
Daddy, you've got to give me $20.00.

FATHER: No.

KAREN: | need the money, | need it
now, Daddy, please, help me, help me .

FATHER: All right, baby. All right.
Here, here, that's all I've got.

ANNCR. (VO): The only thing worse
than what drug addicts do to the
people they love, is what they do to
themselves.

The Animal
60-second

JOEY: Hey man, what's happenin’?
I'm sick. | need a bag.

PUSHER: Ten dollars, Joey.
JOEY: | only got five.
PUSHER: Ten dollars.

JOEY: Hey come on, you know I'm
good for it.

PUSHER: Joey, the stuff is dynamite.
Ten dollars or nothing.

JOEY: Please, please man . . .
PUSHER: Joey, get the money.

ANNCR. (VO): This is a drug addict.
Unlike a man, he has no sense of right
and wrong. No use for reason. He only
feels. And what he feels most of the
time is fear. He runs away from

reality, because reality is what scares
him most of all. He lives off human
beings . . . because he’s afraid to live
like a human being. He's alive . . . but
you couldn’t call this really living.

Peer Group
60-second

Karen
60-second
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Art Director: Alvin Grossman

Writer: Alvin Grossman

Designer: Alvin Grossman

Artist: William Steig

Photographer: Irwin Horowitz

Publisher: McCall Publishing Company
McCail's Magazine
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374
Art Director: Lawrence Miller
Writers: Modecai Siegal
Matthew Margolis
Lawrence Miller
Designers: Lawrence Miller
Vance Jonson
Artist: Reynold Ruffins
Publisher: N.Y.C. Environmental Protection
Administration
Agency: Marketing Design Alliance
Client: N.Y.C. Environmental Protection
Administration
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Art Director: Kenneth Munowitz

Editor: Charles L. Mee, Jr.

Designer: Kenneth Munowitz

Publisher: American Heritage Publishing
Horizon

424
Art Director; Joseph R. Morgan
Editor: Leonard Reed
Designers: Judith Mays
David Moore
Joseph Morgan
Robert Banks
Thurman French
Picture Editor: Lee Battaglia
Publisher: U.S. Information Agency
America lilustrated



447
Art Directors: Milton Charles
Alan Peckolick
Designer: Alan Peckolick
Photographer: Frank Moscati
Publisher: World Publishing
Agency: Alan Peckolick Graphic Design

452

Art Director: Acy Lehman
Designer: Acy Lehman
Photographer: Nick Sangiamo
Client: RCA Records

476
Art Director: Lawrence Miller
Writers: Mordecai Siegal
Matthew Margolis
Lawrence Miller
Designers: Lawrence Miller
Vance Jonson
Artist: Reynold Ruffins
Publisher: N.Y.C. Environmental
Protection Administration
Agency: Marketing Design Alliance
Client: N.Y.C. Environmental
Protection Administration

First, read this newspaper. Tren give it to ar dog.

The purpose of this




514 541
Art Director: Meg Crane Art Director: Bill Berenter

Designers: Ira Sturtevant Copywriter; Tom Nathan

Meg Crane Designer: Bill Berenter
Photographer: Ivor Parry Agency: Scali, McCabe, Sloves, Inc.
Copywriter: Ira Sturtevant Client: Volvo, Inc.

Agency: Ponzi & Weill
Client: The Flavorbank Company, Inc.
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duy 1973

Roanoke Memorial Hospitals' 1972 Annual Report

560
Art Directors: John Chepelsky

Kent Puckett
Copywriter: Doris Sanders
Designer: John Chepelsky
Photographer: The Workshop, Inc.
Agency: Brand Edmonds Packett
Client: Roanoke Memorial Hospitals

582

Designer: Bill Bonnell lIl

Agency: Container Corporation of America
Client: Container Corporation of America
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593

Art Director: Frank Rogers
Copywriter: Jack O'Brien
Designer: Mabey Trousdell
Artist: Mabey Trousdell
Agency: Kincaid Advertising
Client: First National City Bank

620
Art Directors: Dennis Juett
Don Weller

Designers: Dennis Juett

Don Weller

Jack Hermsen
Artist: Bob Maile
Photographer: Don Weller
Agency: Weller & Juett Inc.
Client: Quality Real Estate Investments

657

Art Director: Michael Reid

Designer: Michael Reid

Artist: Halina Logay

Agency: Michael Reid Design

Client: Rush-Presbyterian-St. Luke's
Medical Center




BOB DYLAN:
The Metaphor at the End
of the Funnel

682

Art Director: Richard Wei gand
Photographer: Art Kane
Writer: Bob Dylan

Publication: Esquire Magazine

S e

706

Art Director: Stan Jones
Photographer: Dick Richards
Copywriter: John Annarino
Agency: Twentieth Century Fox
Client: Twentieth Century Fox
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740
Art Directors: Milton Glaser
Walter Bernard
Designers: Walter Bernard
Rochelle Udell
Artists: Paul Davis
Mark English
Burt Silverman
Publisher: New York Magazine
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Art Directors: Howard C. Grant
Richard P. Ritter

Designers: Howard C. Grant

Richard P. Ritter
Photographer: Ryszard Horowitz
Copywriter: Diamond Information Center
Agency: N. W. Ayer & Son, Inc.

Ayer Design

Client: De Beers Consolidated Mines, Ltd.




794
Art Director: Barry Vetere
Copywriter: Jan Zechman
TV Director: Joe Sedelmaier
TV Producers: Jan Zechman
Barry Vetere
Production Company: Sedelmaier Film Productions, Inc.
Agency: Zechman Lyke Vetere, Inc.
Client: KMOX-TV

Bob Buck
10-second

OPEN ON BATHROOM. BOB BUCK
ENTERS. WALKS JAUNTILY TO SINK,
UP TO MIRROR

ANNCR. (VO): We've always insisted
on 24 hour-a-day sportscasters.

BUCK PICKS UP TOOTHPASTE TUBE
AND HOLDS IT LIKE HAND MIKE

BUCK: (A LITTLE LIKE HOWARD
COSELL) Hello sports fans!

IN HIS ENTHUSIASM, BUCK
SQUEEZES THE TOOTHPASTE ALL
OVER HIS HAND AND PAJAMA TOP

ANNCR. (VO): What have we done?

SUPER: NEWS SERVICE
6&10P.M

Jim Bolen
10-second

Max Roby
10-second

Tom Jones
10-second
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Print ;
Radio Commercials
Television Commercials



“Please, folks, don’t
let this one die:’

PINm e

“What will happen is
that The Waltons will
receive rave reviews,

be embraced by a
small, but enthusiastic
audience, collect a
number of awards
—and vanish from the

air with hardly a ripple.”

LITRC TR

“...the only entirely

honest and rewarding

hour | have spent on
television this season/’

“When these kids

run down the dirt road

In their bare feet,

you can feel the dirt
between your own toes.”

‘“Tatally unique,
exciting TV experience.”

“The shaw is so
natural, so totally out
of the TV mode,
you have ta wor
about its survival.”

"Best family series
on air.”

THE NEW VORK TIMES, THURSDAY NOVEMBER )0. 1972

That was, as you will see, the strange
verdict pronounced by many television crit-
ies about a new series, “The Waltons.™

The audience reaction has been unusu:d
too. Little children get all smiley and
weepy about it. the way they do for thing:
like My Friend Flicka, Little Women, and
the Cookie Monster stuhbing his toe.

But from there on up in age and sophis-
tication, overt emotiong disappear. To be
repluced by little smilex of recognition. An
vccasional gulp. Red eyes.

And in grown men, funny little sounds
and fumblings in the dark, designed to hide
the fact that a man is doing something as
“unmanly” as being moved by a tender, sen-
timental story.

We at CBS would like to tell you what
“The Waltons™ is all about. but it won't be
eusy. Because everything we tell you can
turn you off. if you relate it to similur pro-
grams with similar themes.

“The Waltons" ix different. Not because
itisn't "with it” and it isn't cutesy. Which
itisn't. Not because it isn't exciting. Which
it ix. But because it's an honest attempt to
portray a particular kind of Ameriean fam
iy during & particutar time in history.

The Waltons are a large family. Seven
children, the eldest eighteen, the youngest
six. A mother and father. A prandmother
and grandfather. Even a dog. Not a heroic
Lassie dog. Not a funny, mangy deg. A dog
dog

And it’s about the 19305 Depression
days. In the Blue Ridge Mountains of Vir-
ginia. The family is poor. One of the kids
plays the hwrmonica. And it’s all about how
they ull fuce life
e

s 50 bty

it has to die.

And thats what makes the Waltons spe-
cial. The kind of life they face.

It has the feel of truth. The look, the
texture. You can believe that there were
people like this who led lives like thix dur-
Ing times like these.

You can believe that maybe this was
really how it was to grow up in tough coun-
try during tough times. How it really wus
to be part of a big, loving family.

It's about people who love each other,
and love others, About people who care for
their aged as well as their young.

And it’s funny, too. because it's about a
aprawling fanily of bright, vital individ-
ualists.

But it isn't puppy-cute. It isn't pat. And
each program doesn't tightly package a
moral, like a fortune cookie.

Though there is a moral, overall. Life
can be tough. It can also be beautiful. Not
easy. Beautiful.

*The Waltons" ix on Thursdays. OpL;o-
site that funny man, Flip Wilson. And the
exciting actian show, “The Mod Squad.”

It will remain alive until the end of this
season, beeause some people here at CBS
believe that there are enough of us around

even in this super-sophisticated day and
age —who can still respond to some old-
fashioned notions like respect, and dignity,
and love. Wha aren't embarrassed by an
honest lump in the throat.

If there are enough of us, “The Waltons"
may even fool the eritics and live next year.

Watch “The Waltons™ tonight, for a
change. It may bring out the best in you.

It did in us

)

“...a family in which
people, real people,
talk to one another...
There’s respect here,
and affection
openly displayed,
and both young
and old have their
own dignity.”

T NP voAR Trved

“it's easy to get
wrapped up with
The Waltons.
They hoppen to be real.”

oW voma ARy

"Breaks all the ruies.
Except one:
H's entertaining®

Crem atasrmom Ny

“Quite wonderful in
ev respect...
bo:'u,ﬂful inits
conjuring up of o
more innocent doay,
poignant in its
relationships, a
perfect gem of o tole.”

THE WAt A N S

“Probably will
compare with the few
great ones of
television history.”

[LAPRT TTRNINN

“Might be the
best show commertial
television has
produced in years.”

BOnADWmY News

Save**The Waltons”

See them tonight at &:00 0n Channel 2.



Newspaper/Single

1
Art Director: Lou Dorfsman
Copywriters: Lou Dorfsman
Peter Nord

Designers: Lou Dorfsman

Ted Andresakes
Photographer: CBS Photo
Agency: CBS/Broadcast Group
Client: CBS Television Network

2 Silver Award

Art Director: Charles Piccirillo
Copywriter: Tom Yobbagy
Photographer: Daily News Photo
Agency: Doyle Dane Bernbach Inc.
Client: Volkswagen of America

4

Art Director: Sam Scali

Copywriter: Ed McCabe

Designer: Sam Scali

Photographer: Phil Mazzurco
Agency: Scali, McCabe, Sloves, Inc.
Client: Perdue Farms, Inc.

Water Bug.

X $1999.

MY FRESH, YOUNG
CHICKENS COST LESS
PER POUND

THANHOT DOGS. |

Do you realize you'll pay about 752 a
pnunj o puuh.w lhr lowest form of hct (lﬂL\‘

But the finest form of chicken—Perdue—
probably won't cost you more than 59¢a pound

You may think this is an unfair comoanson
because a puund of chicken includes the
bones. And with hot dnp there 1s no waste

No waste?

Hot dogs, by law, can contain as much as

30" fat. But chickens by nature, can't. I've never

heard of a chicken that was more than H fat
Chickens are good for you. They'te
one of the best sources of proten there s. And
the "y re low in calones.
Then there's the vessatility factor. What
can vou do with a hot dng’\‘ llh a chicken,

there are literally hundreds of interesting things

you can do. And to prove it, I've put cut my

own cookbook. .\cmi me the wing-tag from a

Perdue chicken and I'll send you a copy.
Quick. Before my chickens start

comma m(hng the pnce theynd\(fully deserve.

IT TAKES A TOUGH MAN'
TO MAKE A TENDER CHICREN.

)
E..'&w’

To got in tonch with a Perdue chicken coll 800.243.6060.



hits the

Ina 45 mph cras

{ \)

the average head
average windshield

with a force of overa ton.

Those are facts. Mere's anothe

Some 6500 men. women and children would be
alive this year if they'd been wearing seat belts at one
unpredictable moment Last year

Joes tha

Sting (Mmpact o y
verybody Every time. Plea

Buckle up. £
We want you fo live. l

Newspaper/Single

5

Art Director: Lee Epstein
Copywriter: Hal Silverman
Designer: Lee Epstein
Photographer: Carl Fischer
Agency: Doyle Dane Bernbach Inc.
Client: Mobil Oil Corporation

6

Art Director: Joseph H. Phair

Copywriter: Arthur X. Tuohy

Designer: Katsuji Asada

Artist: J. Barry O'Rourke

Agency: Ketchum, Macleod & Grove, Inc.
Client: American Insurance Association

7

Art Director: Ted Shaine
Copywriter: Diane Rothschild Hyatt
Designer: Mike Uris

Photographer: Anonymous
Agency: Doyle Dane Bernbach Inc.
Client: El Al Israel Airlines



“At last, Israel and Africa on the same tour.”

=N
r.
E1 Al Israel Airlines



How far do you think you can
get for %94 onyour summer vacation?

Oryoucangeta
Wi

n
Pucrto Rico for SI79,
indudni ai:farc.
hotet and some
other nice things.

PanAm

Ehe New fJock T

L oaguiuts

On September 14, 197'3, Esquir
will host the party of the centur
You are cordially invited to atten:

e



Newspaper/Single

Tonight, as a public service 6
H Art Director: Mike Tesch
we're going to make you sick.

Designer: Mike Tesch

Photographers: Harold Krieger
Robert Freson
Denny Tillman

Agency: Carl Ally Inc.

Client: Pan American Airways

e
.

=

10

Art Director: Bert Greene
Copywriter: Lee Eisenberg
Designer: Tom Houtz
Photographer: Jean-Paul Goude
Agency: Esquire

Client: Esquire

11 Gold Award

Art Director: Jim Handloser

Copywriter: Frank DiGiacomo

Designer: Jim Handloser

Photographer: WABC-TV News

Agenicy: Della Femina, Travisano & Partners, Inc.
Client: WABC-TV

Willowbrook: " The Last Great Disgrace.’

@

11

10




Newspaper/Single

12
Art Directors: Sam Scali

Ray Alban
Copywriters: Ed McCabe

Hy Abady
Designers: Sam Scali

Ray Alban

Photographer: James Moore
Agency: Scali, McCabe, Sloves, Inc.
Client: Barney's

13 Gold Award

Art Director: Stan Block

Copywriter: Adam Hanft
Photographer: Bruce Buchenholz
Agency: Rosenfeld, Sirowitz & Lawson
Client: WABC-TV

Calling all women to Barney's.

THIS JUNKIE HAS A
FIFTYDOLLAR A DAY HABIT.




14

Art Director: Bill Hogan
Copywriter: Bob Fearon
Designer: Bob Fearon
Photographer: Jeremy Blodgett
Agency: Doremus & Company
Client: Doremus & Company

16

Art Director: Reinhold Schwenk
Copywriter: Diane Rothschild Hyatt
Designer: Reinhold Schwenk
Photographer: Steve Nichols
Agency: Doyle Dane Bernbach Inc.
Client: Sony Corporation

14 16

Most portable
dictating machines
run out of tape in
15 minu




HOW WE MANAGED
TO ACHIEVE

ANONYMITY
INJUST75 YEARS.

Awerage reading time:
4 minutes.

+ &

THE POLICY MAKERS.

2 .

Newspaper/Campaign

17

Art Director: Jon Guliner

Copywriter: Steve Smith

Artist: Chas. B. Slackman

Photographers: Henry Sandbank
Charles Santore
Joe Toto

Agency: Benton & Bowiles, Inc.

Client: Crum & Forster

18

Art Director: Pete Coutroulis
Copywriter: Howard Krakow
Designer: Pete Coutroulis
Photographer: Victor Skrebneski
Agency: Jim Weller & Partners
Client: Florence Eiseman

17
HOW WE BECAME A
COLOSSUS IN INSURANCE
WITHOUT EVER
SELLING A POLICY.
— b
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. e
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Newspaper/Campaign

19
19

I—IW tO play Art Director: Joseph H. Phair
Copywriter: Arthur X, Tuohy
The Auto Insurance Shell Game. ~ Segner e rsace
Photographers: J. Barry O'Rourke
o o o V. ot Jeft Nikki

Agency: Ketchum, MaclLeod & Grove, Inc.
Client: American tnsurance Association

The trouble with the Mandel o) ek cuto loomance s Sutt . | o Al gt sl
e T bill which woukd continue the shelling out of
while your premiums go up,up and away

You're expected to shut up and pay up.

;=



20
30th & Madison Art Directors: Elliott Manketo

Step around 3
of sawr neighbonrs

Ed DiBenedetto
Copywriters: Jerry Pfiffner
Dean Crebbin
Tad Dillon
Photographers: George Haling
Tony Pappas
Michael O'Neill
Agency: NW. Ayer & Son, Inc., New York
Client: Union Dime Savings Bank

20

Do arcund SCEh & Park and meet & ew of your aeighbon.
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Newspaper/Campaign

21

Art Director: Lou Masciovecchio

Copywriter: Burt Klein

Designer: Lou Masciovecchio

Artist: Bob Gelberg

Agency: Bogorad, Klein, Schulwolf,
Masciovecchio, Inc.

Client: Transcontinental Realty Corporation

22
Art Director: Bob Czernysz
Copywriter: Richard Olmstead
Designer: Bob Czernysz
Photographers: Cailor/Resnick
Peter Papadopolous
Black Star
DeWayne Dalrymple
Louis Kraar
Agency: Young & Rubicam International, Inc.
Client: Fortune

gt

Why the t2ars in Toyland?
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AT EINSTEIN MOOMJY’S
ELECTION DAY SALE.
/
~ — e e et .
Tomurrow and Tucsday. Election Dav, Tomorrow and ‘luesdsy, Elevtion Day,
fellow Republscans, thuse Grand Old Carpets tellow Democrats. Dem temnfic carperts ar
a8 those Grand Ok Prices from those Grand Dem ternfic prces trom Dem tommfa
Ol Partiex, Enstein & Moompv'! partices, Eanstemn & Moomyy’
Our neat birtde sculptured Put it in Our neat birde sculptured Put
office Put 1t in home. $3 99, Wi $6 94 office Put it 1n home. $3.99, Wi $6 99
Our short shag shimmet. (s Nix on Due short shag Jummer. it Nix on
droop $599 Was$799 dronp. $.99 Was §7 99
Our tnple-thik shag Not like the okd Our inple-thick shag. Nt like the old
skunny shag we Jll knew and hated $7 99 skinny <hag we all knew and hated $7 99
Was $1199 Was $11 99,
Our carved vehvet ook, You deserve i, Owr carved velvet kwok. You deserve at,
v Geege $8.99 Was $12 49 by George $899 Wias $12 49
I'sred Nouat's white Nooar's bluc i'sred Nooat's whate. No. ™\ blae
Tt's our carpet of man colors that dlend o 10 our carpet of mans wobors that blerd into
anc $10.99 Wi SIS W e S99 Was $1599),
Pure woul can be low and hard. Our Pure woul can be ko and hard Our
pure wool is hagh and soft A presadental pure wonl 13 tugh and soft. A
woul with none of the vices SLL woul with nane of the vees. $1199
(Was $1799 Was $1799).
Our Insh import geometrn Canddes., T Our Insh import geometrn Circke,
tnangies, Pentagons $1499 Wi $1799 trungies. Pentagons. $1499 Wi 317991
Plus hundreds more carpers. phus select Pus hundreds more carpets, plus sclect
Onentah, plus select Rva rugs on sale 1o Onentahs., plus sebect Ryva rugs on sale tou,
But hurry. hurrv, hurny, the pees dose at But burry, hurry, burry, the pales close at
930 p.m November 7. Electon Day Beat 9 ¥ p m. November 7. Election Dav Beat
the other party 10 the uther parm to
%sEinstein Moomjy *sEinstein Moomjy
The Carpet Department Store The Carpet Department Store
Starung todsy. lor 4 days only. tetlow Starting today, for 4 days onlv. fellow
Republicans. those Grand Obd Carpets at Democrats, Dem ternfic carpets at Dem
thew Grand (4 Prices from those Grand temific poces trom Dem tertafic partes,
Old Partses, Einstesn & Moompy! Emnstern & Moomiy!
e SALE
carpets?
e AT EINSTEIN
¢ ey
¢ B MOOM

e
——————
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Pt v 43 99 2 S1%0
Moy s 2 Wy 34 80
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N Moomgy Einescs
The Carpet Deparwment Scorc

[ wtarts ot 9-30 o.m sharp,

lake marble. but oh vo ah, fur

February 17, woday SHW Wan M99
hendsm 9 Vpm Pick 2 Rys rug as heg 203
Febeuan 21, ) room for $111 Was $219)
It covers alf ux of our Canpet Pk an Onental from
Seares. Afghamstan s hag as 3 beg room)
It featuree 1000 or woof our  for 3 mecre $850. Wn $1500. At
and area rugs. Parnenus calv
Praces aec fower than prces Pick, pack. there w oo end
have ever been bow. Even our custom.
Sevings arc Inghcr than 20 packing are an sale w0
avings have ever been hugh. S our two Ms-
Bea-sctier are on salke. and our rwn Mr Moomiys, the
Runncr ugs are oo sele fourfathers of our carpets, beve
Carpets and rugs thet sre only noe problem.
Bever on wake are now on wak. There m this gurgeos cherry
Pick a pheck velvet for 36 4% red Onenml type. 6 x 9, for $79.
(Was $8.99) Was $145.) Bt the cne problem u.
Pick a shavocy shag for Lhere » ondv anc st cach Carpet
A9, W $1199 Depurtment Saore. 20 first come,
Puck a thack wool shag for farst servedd the cherry pile at
SR W S WEnwns

Pxk s Michaelengelo, lovks

Moomiy
The Caepet Department Sere

Newspaper/Campaign

23

Art Director: Harvey Baron
Copywriter: Carole Anne Fine
Agency: Rosenfeld, Sirowitz & Lawson
Client: Einstein Moomjy



“WhenI started
tummg gray,
Iturned white?

o i

-~

New Greae Day Concentrase

What to do if your

-y
&

New Great Day Concentrate

24 Silver Award
Art Director: Paul Guliner
Copywriter: Hy Abady
Designer: Paul Guliner
Photographers: Joe Toto

Ken Duskin
Agency: Doyle Dane Bernbach Inc.
Client: Clairol Great Day Concentrate



To the 56000000
people who smoke

Cl"aretteb.
k)
L) /
&,

If you smoke.

We're not telling you anything you don't know when
we acknowledge that a controversy about smoking exists.

And since we're in the business of sclling cigarettes,
you obviously know where we stand.

So if you don't smoke, we're not about to persuade

you to start.

But if you do,wed like to persuade you to try a cigarette
you may wish to smoke more than the one you're

smoking now.

We mean Vantage, of course.

Vantage gives you flavor like a full-flavor cigarette.
Without anywhere near the ‘tar’ and nicotine.

That's a simple statement of truth.

We don't want you to misunderstand us. Vantage is
not the lowest ‘tar’ and nicotine cigarette you can buy.

It's simply the lowest ‘tar’ and nicotine cigarette you'll

enjoy smoking.

We just don't see the point in putting out a low ‘tar’

and nicotine cigarette you have to work so
hard getting some taste out of, you won't

smoke it.

VANTAGE

@

If you agree with us, we think g .

you'll enjoy Vantage.

26
Instead of telling us not to smoke,

they should tell us what to smoke.

VAM‘\GE

% @/

Anym\ewlx)':ﬂd to smoke
is
to make up his own mind.

By nom, as an adult, you must heve read and mi.nmx.
been wrirten and md for and aganse garettes. And come: ¢
your

| ren't 00y 10 gt YOU 10 Start.
Butif you hL tosmoke azxjh:\ ided tocontinue
smoking. we d | et You
t hke

We refer, of crourse. to Vantage Vantage gves you real flavor,
fike any hagh "tar’ and nacotine agrrese you ever smoked, with-
aut the high 'tar and nicotine And since it s the high ‘ar’ and
nxutme that many cntcs of cgatetes seem most opposed 10
even they should have wme kmd words for Vanege

We din 1 want to miskad you Vi "vunmd\tlm

and 1
rmmxr\uﬂ] ‘\M smaking I has¢ m 2 mdbgmm« "tar

L WTar

\wh anytha ma me youd have t work 50 hard gorning
taste through the fikter that you'd end up goang back o your
Ad brand

\&'nh \mmee You won't want m.

Don 1 ke our word for it <:,
Bun a pack and make up your ¢ :.vrw‘{
7@,

.

-y I



Newspaper/Campaign

26
Art Director: Joseph Cipolia
Copywriter: George Adels
Concept: George Adels
Joseph Cipolla
Bob Wilvers
Jack Silverman
Designer: Joseph Cipolla
Agency: Leber Katz Partners
Client: R. J. Reynolds

27

Art Director: Don Ozyp
Copywriter: Denny Oakerbloom
Designer. Mabey Trousdell

Artist: Mabey Trousdel!

Agency: The Marschalk Company
Client: The llluminating Company

Look what yow’re missing witha

flameless electric self-cleaning oven. mm;;\ammm

g Tis HWAUMINATING Gapronr

27
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Its

tough to drink scotch

out of the side of your mouth.

BY SHELDON LEONARD

OR MORE THAN Iwenty years. |
made a good thing out of coming
on like an ape.

In that ume, a large number of
plays. movies and radio shows paid
me amply to snari and sneer. To (his
day. if you can stay up long enough.
you can catch me— wide brimmed
hat, padded shoulders and all —en-
gineering a hit on the late show.

Ormuttering “all right Louie. drop
da gun

Or being used as a punching bag
by a leading man half my size. Like
Ladd. Or Bogie

They got the broads, and | got the
lumps.

The image that emerged from all
this was not what my parcnts had

for me.

1 had a better than adequate edu-
cation, and no more than a normal
endowment of sadism and capacity
for violewce. Bui, along the line.
in the streets of New York, | became
somewhat familiar with the hoodlum
idiom. As well as the hoodiums
S0 a side of the mouth manner came

casier 10 me than it might have 1o
a Harvard Professor.

And. in those same New York
streets. casual acquaintances under:
wok (o rearrange my leatures.

1 had my (ace lifted by profes-
sionals jong before plastic surgery
became popular. And. believe me. it
was quicker and cheapert than a plas-
tc surgeon’s kaife. You didn't even
have to make appoiniments. They'd
do it for you right there on the

Many of the gentiemen whose fists
graced my (ace, have gone onto big-
ger and better thangs. Like jail. One
of ihese gentemen is a godfather.
| wear his handiwork proudty

Due to these atieations, plus the
fact that my legs never seemed to
move as {ast as other poopic’s hands.
I have acquired s somewhat battered

appearance
While some peopie in Hollywood
worry about being photographed on
their good side. | have no such
problem.
Of course,once you have an image
producers pay nice money for, you

live up W H. Upon awahening you
climb into it and before bed you
step out of it. So | bad t0 go to
greatl puns to conceal my normal
law abuding. civilized background.

For example. in a bar. if ! followed
my natursl inchnation and said
“Teacher's piease. with one ice cube,
a splash of soda and (wist?” my cover
would be blown.

Better to ask for stsasght rubbing
alcohol with a clove of garlic. And
maybe an order of nails. so I'd have
something tomunchon while sipping.

At hume. however, I'd pull the
blinds. check the phones, look be
hind the pictures and in flower pots
for hidden mikes or cameras. then
heave a sigh of reliel, pull out a
bottle of Teacher’s and proceed to
build a civilizod drink. Sometmes
I'd even drink with my pinky out.
But only among my closest friends.

Maybe that's one of the reasons |
drifted away from acting into direc-
ting amd producing. It was like ak
ing off a pair of tight shues.

Now. released from the prison of
my image, | cun be mysell. 1 can
smile. | can be kind to kids. dogs
and old ladies, and 1 can look bar-
tendersintheeye and say. “Teacher's
please With onc ice cube, a splash
of soda and a twist’

Newspaper/Campaign

28 Gold Award
Art Directors: Nick Gisonde

Bob Kuperman
Copywriters: Neil Drossman

Jerry Della Femina
Designers: Nick Gisonde

Bob Kuperman
Photographers: Arnold Beckerman
Anthony Edgeworth
Agency: Della Femina, Travisano
& Partners, Inc.

Client: Teacher's Scotch

29
Art Director: George Lois
Copywriter: Rudy Fiala
Designers: Dennis Mazzella

Tom Courtos
Photographer: Carl Fischer
Agency: Lois Holland Callaway Inc.

Client: Olivetti Corporation of America



Olivetti girl
believes
two brains
are better
than one.
her Olivetti
typewriter)

(Hers, _

Whois the Olivetti girl?




“It's more important;
said our fastidious Mabel Wheeler,
“that our pie filling have more blueberry
tﬁan more blueberries’”

2 P with cut
L Y e

10< Off

Anvemn ol
Comstincks
Pre Filhne

10< Off

Conntock. The pie filhing made I persnickety old tadies,

blye
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/
/
/
/
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Harriet Foster said they never get bruised
if you pit them with a new hairpin.

It took us a long time to convince her
there are other ways.

Harrnt Fostet s our chern lady
fere at Comatnck We re nit
caacth surw how d she . But we
kiwrw she n over 21 brcause she
srew up priting cheeres with s
new hairpin And w hen we tned 1o
IRAS LN Ul miting
machine: she until wecould
mwu»h«n( Wi s gentle ae 8

-Jh":t: wruld ba over hor

W traed hive machines until we
found one that passed 1nsprcLon

Harnet vou ace really kiems
et chesrien She knows that even
one single brussed cherry il

~kinned That they peak between
July 15 and Augunt 15 And that
the re perfectly ripn when thes e
plurgp. shiny firm and juscy
looure nobady would beheve
o if we ansd Commtork wes run by
#bunch of Iwthe nid lads. Bunt the

~o ot tromt we have s bt of
rriim b pos in exponave S5
irtn shuffling pepess. And

10,

out back whore Lhe res) work i

Huarriet s recipe or plainold-

7 Thinit with sour cresm and &
atle shorry, chull and ssrve as a

And here are a few marv-of her
necreta for w hat to de wath our pee
Rlhngs

4 Tyes amop-apeadn uw Syegy
5. Baste a duck with it Or pork
chopn. Ora

etk Uy
'h-m--u, Mo

A :"n &')X*‘i JI'&.T

rwme idows of yuur own »

Now if you re getting a ttie
of all Uns cherry

Comstock. The pie filling made by persnickety old ladies.

When Ocie Durell peels them, she takes a long time.

She also pickets

every 25 vears.

Why do we keep her on?

Oere Duirwdl o our Commack

et sipeade down Lrving o sged
things up Theny dutn ) realur that
MNﬁmﬁllu-ln\iv
rrunbved Pt Octe did. And thats
exsctly why we kewp bor on

S s udeehy s find when
o s peches. She knows the
Dt e o 40 the Elbwerta
rvwstame Acul she can st o fabw
Wi & mitle awiy Bevaise if the
pech bs wrinkled mens the sem
el that proch wan packed ton
areen Ard though o griden hivah
may dovebags D rige Baver never
will That maght fool wme toike
inciuding these efficuncy ople
Pt et (e

Aryway. grtting back to thase

the

10 g0 without finishing her prachos.

Then. with the last prach, she

m»-ni«mmﬂdm
it

o't b beiore the frait
puleet g v it was plain 1o see
that the

angrr and we pheaded wit
O ard hor (riveds (o come back
Thank gsiness thes agroest

Onar ot for puonch oo s on
the lubwl And hore wre some of
Ohse’n socrots for our pee Mlling:

1 Add vinegar and glase o
bird. b o bog of hnembs

2 Hewt with maple syrup and
1 pancakes or french tomst

) M‘lﬂhl‘-‘—_
cinnamem and bake

4 Add 1o duwed chacken and
atmonds and speon over rce.

5 Pour oowr a sponge cake for
wow-bom cake

6 Mix with tapioen and
range Fiod asd posir (ko peetry
Larta

T mopspedn uv ayepg

Pleare swned vour (averite

o poach e Blling
l"-'::Ll:-;.N--LNY
W'l gathes themm all tagether

v ing credit where i due ) amd
wored you n ooy
We abe: wanke

ac
HE Fine

Comstock. The pie filling made by persnickety old ladies.




Newspaper/Campaign
’ \ 30
Art Director: Gayle Gleckler
- Copywriters: Patti Mullen

£

Geraldine Newman
Designer: Gayle Gleckler
Artist: Sagebrush Studio
§ Agency: Tinker, Dodge & Delano

Client: Borden Inc.

"
. -
31
Art Directors: Pete Coutroulis
- Tom Conrad
\ Copywriter: Howard Krakow
\ Designers: Pete Coutroulis

Tom Conrad
Artists: Charles White Il
Robert Grossman
Janie Case
Christie Sheets
Agency: Jim Weller & Partners
Client: East Bluff Northridge Lakes

A good landlord is hard to find.
Except when the rent is due.

East Bluff. .

31

This is what This is what
you pay for: ~ you get:

If you're still renting,
why are you still smiling?

150 inge 0 2 g = utng ©

The $oer s g o hey reing om chars
abing s iy promied S b o

Apestments from $179 10 $370 & month
Condowiatsms from 23900 w 438.900




Consumer Magazine/Single

IN SWEDEN,YOU DRIVE A GOOD CAR. 52
OR ELSE. Art Director: John Danza

~_ CarvinSweden Copywriter: Ed McCabe

;‘n.\(m:lumsul.nn Designer: John Danza
Photographer: Malcolm Kirk

5 Agency: Scali, McCabe, Sloves, Inc.
car that s  taker Client: Volvo, Inc.

off the road

automaohle

33
Art Directors: David Deutsch

ncd 1t 1an e easy

henea LeAaTrich
e out el geurve Copywriter: Bruce T. Barton
Designers: David Deutsch

Rocco E. Campanelli

either served ypath &

Client: Oneida Ltd. Silversmiths

VOLVO

32

33
What a silversmith looks for in  another silversmith’s sterling.

", The e surfaces of 1he tives shewkd he

(T2 2
g
B —
L
The hack ikl camy cmusmentaivon ke
Vows clutnrsiz, perhiapn. Dot with as mach sicntnn 0 datail @ e froe v~

And it sl he an unemistab able capresacn of the saime design conccplin

10l €ach pucve st av Yo Wonik) 1 ks mete paine &
Yot shwhd ol he aware of @xcews wekght in any s - pantubinly
18 the ewl of the spoun

The mech 1+ part of the ypam tow

In the imore clatraie desigas thas cwl foe s
the deaign suwild qne all the way down
1o the shuoulder mnd 10 ihve b b

The howl should be gresd s derp
10 takes muore wilver than @ shalhon vred dues
W is one gk wigy 1 vee how nush the

The edpes reyuire painsiak ing cralisaianshiyg
Ehey bk be ground st buffes s 8 votn snmw thi
Vet the rmamcntaton must A crisp aed well detined
Feel fue the merest suggestion of grimbing marks

The blake should be in kooping with the spait of the dewien
Ihe bk The fock Thee are the ultimate less Thia s e o & prebilemn than y1w might cipet
I vou aren 1 compdonety conurtabde with the patiern, since many silversniths dn ool make their n ks

€l

g\h‘ G PP
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Sometimes these podgments are casier s make if you've ived with
u pattern fow & whike We'Th he ghad 0 seod v 2 sterhg easpnm (f yous Uscida Heirkwin Scriing paticom vhown -
Iy chwe of patcrn and send it akomp with fise tollars e Foek, fnelti, Spon. Michelangedn, Knife Dantash Renc OON EI DA
Onculs Sitversmaths, PO Bos | Oncida N Y 1471 Thews and ofhers o ftse Joweby amd departinent swwes

The Silversmith's Sterling

Rocco E. Campanelii

Photographer: Ben Somoroff Studios
Agency: David Deutsch Associates, Inc.
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Most portable
dictating machines

run out of tape in
15 minu

SONY's 15,30,45,60-minute dictating machine.

M

Art Director: Ralph Ammirati
Copywriter: Marty Puris
Designer: Ralph Ammirati
Photographer: George Gomes
Agency: Carl Ally Inc.

Client: Fiat

35

Art Director: Reinhold Schwenk
Copywriter: Diane Rothschild Hyatt
Designer: Reinhold Schwenk
Photographer: Steve Nichols
Agency: Doyle Dane Bernbach Inc.
Client: Sony Corporation



Behind every
successful man
theres a
bank.

ere is a m

Here's one of the ways we nag.

Consumer Magazine/Single

Xerox introduces the two-faced copy.

36
Art Director: Allen Kay
Copywriters: Lois Korey

Roger Levinsohn
Photographer: Stephen Steigman
Agency: Needham, Harper & Steers
Client: Xerox

37

Art Director: Don Slater

Copywriter: Adam Hanft

Photographer: Arnold Beckerman
Agency: Smith/Greenland Company Inc.
Client: The Bronx Savings Bank



Bet you cantmake 50 copies of this ad

You did it again

Headed right for
the offset press
instead of a Xerox
7000 reduction
duplicator

The machine
that would have won
the bet for you

We make Xerox
duplicators to make

one copy, two copies,

in one minute.

theonginal, pusha  inandseethe
button, and in less machines in action
time than it takes and get yourself a
youtosetupa free gift.
g&s ,you're ready Ether way you
anothershortrun.  win
Give your offset
abreak. XEROX
Get yourselfa
three copies or 50 Xerox duplicator to
copies pay off on those
You just putin short runs, or come
38
39
38

IN SWEDEN,VOLVOS AND PEOPLE LAST

I.ONGER

The e exgx
o s Swede s
Lot ot

Thank g, perhapn.t

Art Director: Allen Kay

Copywriter: Lois Korey
Photographer: Bill Stettner

Agency: Needham, Harper & Steers
Client: Xerox

39

Art Director: John Danza
Copywriter: Ed McCabe

Designer: John Danza
Photographer: Malcolm Kirk
Agency, Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.
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Consumer Magazine/Singie

40

Art Director: Rocco E. Campanelli
Copywriter: Lou Centlivre
Designer: Rocco E. Campanelli
Artist: Al Bensusen

Agency: David Deutsch Associates, Inc.

Client: Hild Sails

HEerB HiLD INTRODUCES
AN AUTOMATIC SHIFT
FOR SAILBOATS.

OU kNOW what s dnfter is.

.y It's & baggy ail that you
use to catch the wind when

there isn't much wind to catch.
Darn few sailors own one be-
cause it's so limited. When the
wind increases. a big puddin’ bag

of a sail mn't of much use.

The drifooe of yostoryoar woe Umuted

Not s0 with the new Hilda-
matic Drifter. It has drawstrings
on the foot and leach that let you
adjust to shifts in wind velocity.
You can fAlatten the sail when the
wind comes up. Or you can give
the sail & draft when the wind is
hght.

Trghton the deawetrings bos » full sell.
The Hildematic Drifter is as sim-
ple to operate as an automatic

The Hildematic Drifior sutompticolly sdjusts trom o Bat
il 0 o fell sl with & thoumad inbeiween passtions

shaft. All you do is loosen or
tighten the drawstrings. And
there's a jam cleat built onto the
sail. Jam the strings into the cleat
(think of it as the gear shift) and
the sai) keeps the shape you set
st for. There are literally thou.
sands of adjustments you can
make for pinpoint sailing.

This is a great sail to have
when you're racing. You can get
greater speed out of your boat in
light wind. And you can save pre-
cious seconds because there 1 no
need to change the sail once the
wind increases.

No Nzxo To Racx

But even if you don't enter a lot
of races, you should still invest »
few dotlars 1n a Hildamatic. First,
you have two sails in one bag.
(For about the price of one.) But,
tmore important, the Hildamatic
Drifter will give you more fun
than any sail you've ever used
before.

‘This has got to be one of the
most versatile and economical
sails youll ever buy. You don't
have to spend money on a lot of
additional equipment. No spin-
naker pole is needed. No guys,
no halyard; just a great little sail
that does twice the work of other
sails in light to medium air.

HERB'Ss PHILOSOPHY
You won't find a sail hike this any
where else. Which 1s our way of
letting you know Herb Hild s
different from other saiimakers.
His philosophy 15. 1t tn’t difficult
to help champron saiinrs win ad-
di 1 phies. The challeng
is helping someone win therr first

nary smlors out of ordsnary sasl-
ors 1s Herb Hild's goal

Two wila in sne sail tag

1f you'd like to have an auto-
matic shift for your boat we have
a suggestion. Get 1t sn gear. Send
Herb a letter or visit him this
week. Off-season discounts are in
effect now.

Herb Hild Sails. Irc.

225 Fordham St. City Island. N.Y.
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ACAR WITH ONLY THREE COATS COULD
FREEZE TO DEATH IN SWEDEN.

VOLVO
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Art Director: Ralph Ammirati
Copywriter: Marty Puris
Designer: Ralph Ammirati
Photographer: Carl Fischer
Agency: Carl Ally Inc.
Client: Fiat
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Art Director: John Danza
Copywriter: Ed McCabe

Designer: John Danza
Photographer: Malcolm Kirk
Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.



Beware of the shoe
thatdoesnt hurt.

It could be crippling
your childs feet.

W

Jumping Jacks

44
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The man who lives on the left owns a sports car.
The man who lives on the right fixes them.

45

448
Art Director: Stanley Schofield
Copywriters: Martin Cohen

Jack Silverman
Designer: Stanley Schofield
Photographers: Joe Toto

Luis Pacheco

Agency: Leber Katz Partners
Client: U.S. Shoe Corporation
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Art Director: Mike Lawlor
Copywriter: Ed Butler

Designer: Mike Lawlor
Photographer: Tony Petrucelli
Agency: Doyle Dane Bernbach Inc.
Client: Volkswagen of America
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I t stuck n a church Art Director: Charles Aromando
Copywriter: Ruth L. McCarthy
before I lOSt 70 unds Designer: Charles Aromando
pO Photographer: Jerry Cohen
, Ruth L MeCarthy Agency: Wilson, Haight & Welch, Inc.
Client: Campana Corporation
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Art Director: Joe Gregorace
Copywriter: Edward Smith
Designer: Joe Gregorace
Photographer: Tony Petrucelli
Agency: Doyle Dane Bernbach Inc
Client: Volkswagen of America

1ko that, you know that thees's always new hoge
1 founsd mine, quite smpty. 0 8 has of Ayde

TEFONE AN AFTEN MEARUREMENTS
Atter




How to tell your parents you

want to join the Army.

Todays Army

wants to joinyou.

48
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Art Director: Pam Dawson

Copywriter: Boris Todrin

Photographer: Tony Petruceili

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

Client: United States Army Recruiting
Command
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Art Director: Mark Shap
Copywriter: Brian Olesky
Designer: Mark Shap
Artists: Tim Lewis

Sandra Shap
Photographer: Mel Sokolsky
Agency: Wells, Rich, Greene, Inc.
Client: Trans World Airlines
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Art Director: Jim Brown

Copywriter: Norman Muchnic

Designer: Jim Brown

Photographer: Bob Gomel

Agency: Doyle Dane Bernbach Inc.
Client: General Telephone & Electronics

Which one is the night game?
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Art Director: Ed Rotondi

Copywriter: Art Naiman

Designer: Ed Rotondi

Artist: David Wilcox

Agency: Young & Rubicam International, Inc.
Client: Dr. Pepper

52 Gold Award

Art Director: Roy Grace
Copywriter: Marcia Bell Grace
Designer: Roy Grace
Photographer: Dick Stone

Agency: Doyle Dane Bernbach Inc
Client: American Tourister Luggage

51 52

We lived in shame
lor 57 years.

Iv

nTourister:
You make a fabulous jack?
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Art Director: Bob Needleman
Copywriter: Judy Merrill

Designer: Bob Needleman
Photographer: Steve Horn

Agency: Smith/Greenland Company Inc.
Client: Somerset Importers, Ltd.
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Art Director: Joe Gregorace
Copywriter: Peter Nord
Designer: Joe Gregorace

Artist: Mabey Trousdell

Agency: Solow-Wexton, Inc.
Client: No-Cai Soda Corporation
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OUR NEW SUGAR-FREE
NOCAL CHOCOLATE SODA.




What sets did the press bring to Miami Beach?

SONY Ask anyene.
55 56

57 58

His ; . First the agen told me
a is mother needed a steam shovel Tcould say &1 f,'rhotﬂ.to
Then tlnyeomrod me.
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Art Director: Mike Lawlor

When Was tho Copywriter: Lore Parker
last time you got Designer: Mike Lawlor

Photographer: Carl Fischer
pmmoted? Agency: Doyle Dane Bernbach Inc.

Client: Sony Corporation
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Art Director: Mike Lawlor
Copywriter: Lore Parker

Designer: Mike Lawlor
Photographer: Tibor Hirsch
Agency: Doyle Dane Bernbach Inc.
Client: Sony Corporation

wants oo you. 57
Art Director: Woody Litwhiler
Copywriter: Don Marowski
Designer: Woody Litwhiter
Artist: Charles White
Photographer: Joe Toto
Agency: Young & Rubicam International, Inc.
Client: General Foods

58 Silver Award

Art Director: Nicholas Gisonde

Copywriter: Neil Drossman

Designer: Nicholas Gisonde

Photographer: Arnold Beckerman

Agency: Deila Femina, Travisano,
& Partners, Inc

Ifyours1x (lld Client; Teacher's Scotch
saw something like this,
would he know how to 59

phonefm'help" Art Director: Joseph Caserta

Copywriters: Ted Regan
Pat Cunningham
Photographer: Cailor/Resnick
Agency: N. W. Ayer & Son, Inc., Phila.
Client: United States Army Recruiting
Command

i v o e so

Art Director: Jim Brown

Copywriter: Richard Vitaliano

Designer: Jim Brown

Photographer: Carl Fischer

Agency: Doyle Dane Bernbach Inc
Client: General Telephone & Electronics
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Art Director: Tony Apilado

Your babys crying e

Agency: John Paul Itta, Inc.

for wa.wa &WOO'WOO. Client: Evenflo Baby Products
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Art Director: Lou Principato

Copywriter: Adrienne Cohen

Designer: Lou Principato

Photographer: Joe Toto

Agency: Young & Rubicam International, Inc.
Client: Eastern Airlines
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Art Director: Georgia Shankle

Copywriter: Evelyn Lewis

Designer: Georgia Shankle

Photographer: Otto Storch

Agency: Young & Rubicam International, Inc.
Client: General Foods




Don' take
someone else’s honeymoon.

12 questions to make sure the honeymoon you take is the one you want.

&9 EASTERN The Wings of Man

Log Cabin and the Sweet Soul Picnic.
July 4th. Memphis, Iennessee.

Lasit Catrin and the Iaked Hiack:Kyed Poeun

Gp
s

L4 The Log Cabin Brand.
B America grew uponit.




Bet you cantmake 50 copies of this ad
in one minute.

Xerox makes copiers for fathers and sons.
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Has the motor industry forgotten whata car
is supposed to be?
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The car idea is still a good idca.
It just needs a lot of help.
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What happens now that
problems than it solves?

Asmallcrcar.
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Art Directors: Allen Kay
Jeff Cohen
Mel Gottlieb

Copywriters: Lois Korey
Roger Levinsohn
Peter Dichter
Alan Fraser
Photographers: Stephen Steigman
Michael O’Neill
Tony Petrucelli
Agency: Needham, Harper & Steers
Client: Xerox
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Art Director: Ron Barrett
Copywriter: David Altschiller
Designer: Ron Barrett
Photographer: Hans Hansen
Agency: Carl Ally Inc.
Client: Fiat
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the car is causing more

A mure manoeuvrable car.

A murc intelligent car,

A more clficien car.
\
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WHY votvo CAN’T Buu_n A SMAu CAR Art Dire.cto‘r: John Danza

.»\vtdcs(enumlv ; Copywriter: Ed McCabe
imended o Designer: John Danza
SN / i ! Photographer: Malcoim Kirk
20 - (SR Ut #:

Agency: Scali, McCabe, Sloves, Inc.
o'&‘ y
T | | {
.

- Client: Volvo, Inc.
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A Art Director: Stanley Schofield

Copywriter: Jack Silverman

Designer: Stanley Schofield

Photographers: Dennis Chalkin

~

at the expense of

Asyuuive a0 doulg P % Bill Dolce
country of L " Bob Golden
- Agency: Leber Katz Partners
Volvos also have h ® Client: Utica Mutual Insurance
.....

mobile people 1n
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in Sweden by
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IN A NATION OF ENGINEERS, BAD CARS
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_Ifhouses burned at yesterday’s
gl‘;lces,yesterday’s insurance would
eno

The problem most homeowners face isn't keeping up
with the Joneses. Its keeping up with inflation.

The insurance industry ﬁa.s not simply sat back and
watched all this happen. Insurance companies have
?cvised many ingenious safeguards against inflation’s
1avoc.

Utica Mutual has a homeowner’s policy that
automatically keeps up with a spiraling economy. We call
it “Val-U-Guard.”

[t works like this. If your home cost $15,000 to build
in 1960, it could cost $25.500 to replace today. -

So if you bought enough insurance to begin with, we

can, at a proportioned additional premium, automatically 97
increase your coverage every year to keep up with the Shed ]llSt as soon

cost of replacing your home. sue you
Your Utica Agent knows all about “Val-U-Guard.” as look at you.
Call him, hes in the Yellow Pages or write us ¢/o P.O. e
Box 530, Utica. N.Y.
Because no matter how up-to-date your house is, the
most modern thing you can have initis  UTICA
the insurance you have on it. MUTURL

AMEMBER OF UTICA NATIONAL
R ShowP

Mectla” Call
SW Lhuca NY for more

uTiIcA

the Yellow Pages
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Art Director: Joe Gregorace
Copywriter: Martin Solow
Designer: Joe Gregorace
Photographer: Photo World Stock
Agency: Solow-Wexton, Inc.
Client: ILGWU

69

Art Director: Charles Aromando
Copywriter: Ruth McCarthy
Designer: Charles Aromando
Photographer: Jerry Cohen

Agency: Wilson, Haight & Welch, Inc.
Client: Campana Corporation

modesty
A distinguished
would

“My husband always believed that women
should do anything they liked that was good..”

“I reside wherever there is a good fight

agamst wrong.
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ot three menle on the plase ) Or going down to

I lost 664 inches and 75 pounds. e —
lsn’t that beau '“ ? ‘ before I lost 20 pounds.

s

This picture made me lose
* 58 pounds. See!

BEFORE AND AFTER MEABURENENTS

When I was fat, | had to"“act”happy.

e | ffoloee But at 128 pounds, I can be myself.

so | lost 59 pounds.
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Isittoolateto
learn how to cook?

IS alwayvs the or shish a kebab.

<ame two stones It will make bar
Either vou had a becued chicken or
mother who cooked Chinese spareribs
like a grandmother. or skewered fruit or
Feathenweight pan ham steak with
cakes and incredible pineapple nngs or
souffles. And never roast beef or duck-
let you in the kitchen. ling with orange
And you never SaUCe Or SaVory
leammed how to cook. stuffed leg of lamb
Oryouhad a or garlic broiled
mother who special- shnmp or stuffed
ized in tuna fishon rock comish game
white and scrambled fr_\ens (r)‘re ta);t aux
on special occa- ines or
gxg)’:lss And always glazed loin of pork
let you in the kitchen. or hamburgers.
To put the mayo in And at the same
the tuna. time it won't smoke
And younever or splatter and it will
learned how to cook. come apart for fast
And now you easy cleaning.
want to. And you you'll have
worry. That the time to learn all the
chance to be queen recipes you're going
of the kitchen has to want to learn. Now
passed you by. that you know food
But it hasn't. In can taste good even
fact we can have when yor cook it.
vou cooking by to- (For a buok of
morrow if you buy a recipes in the right
Farberware Open direction send your
IHearth® Broiler/ name. address. and
Rotisserie today. . 25¢ (0 cover hand-
Yes, a Farberware 8 ling to Farberware

Broiler/ Rotisserie,
withonly a little help
trom a person, will

al a steak.or grilla
fish.or rotissa turkey,

Kitchens. Box 100,
Yonkers. N.Y. 107040

FARBERWARE

Anything they ¢
you can cook

Consumer Magazine /Campaign
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Art Director: Don Slater

Copywriter: Elon Specht

Photographer: Charles Gold

Agency: Smith/Greenland Company Inc.
Client: Farberware
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Art Director: Joseph Cipolla
Copywriters: George Adels
Concept: George Adels
Joseph Cipolla
Bob Wilvers
Jack Silverman
Designer: Joseph Cipolla
Agency: Leber Katz Partners
Client: R. J. Reynolds



If you smoke.

We're not telling you anything you don't know when
we acknowledge that a controversy about smoking exists.

And since were in the business of selling cigarettes, you
obviously know where we stand.

If you don't smoke, we're not about to persuade you to
start.

But if you do,wed like to persuade you to try a cigarette
youll like more than the one youre smoking now.

We mean Vantage, of course.

Vantage gives you flavor like a full-flavor cigarette. With-
out anywhere near the ‘tar and nicotine.

That's a simple statement of truth.

We don't want you to misunderstand us. Vantage is not
the lowest ‘tar and nicotine cigarette you “TamTmos
can buy. Its simply the lowest ‘tar'and 7
nicotine cigarette you'll enjoy smoking

We just don't see the point in pumng
outalow'tar'and nicotine agarene
you have to work so hard getti getti
some taste out of, you wont s

If you agree with us, we think
you'll enjoy Vantage.

it.

| Woray mb—uh—d]
That Crgarmt S it Oangernas o Yow Hasdh

to smoke

Anyone who's old
is old
to make up his own mind.

By now, as an adult. you must have read and heard all that's
been written and said for and against cigarettes. And come to
your own conclusions.

If you don't smoke, we aren 't going to try to get you to start

But if you like to smoke and have decided to continue
smoking, we'd like to tell you a few facts about a cigarette you
might like to continue with.

We refer, of course. to Vantage. Vantage gives you real flavor.
like any high ‘tar and nicotine cigarette you ever smoked, with-
out the high ‘tar and nicotine. And since it is the high ‘tar’and
nicotine that many critics of cigarettes seem most opposed to,
even they should have some kind words for Vantage.

We don't want to mislead vou. Vantage is not the lowest
‘tar' and nicotine cigarette. But. it is the lowest ‘tar’ and nicotine
cigarette you'll enjoy smoking. It has only 12 milligrams "tar’
and 09 milligrams nicotine.

With anything lower. you'd have to work so hard getting
taste through the filter that you'd end up going — = _—

VANTAGE

backtoyouroldbrand. g
With Vantage, you won 't want to @
Don't take our word for it.

Buy a pack and make up your VANTAGE
own mind.

Instead of telling us not to smoke,
maybe
they should tell uswhat to smoke.

For years. a lot of people has e been telling the smoking public nor to
smoke agarettes, espeuially agarettes wath high ‘e and nicotne

Bur the simple fact s that now more Amerscans are smoking than ever
betore Esadentty many people Tike 1o smoke and sall kepon Tkime tosmoke
nomatter what anvone savs or how mamy imes they sy it

Stnce the aggarette cnies are concerned abour high "tar and nicotine,
we would Fhe to ofter a constrctive proposal

Perhaps, mstead of telling us not to smoke agareties. they aan cell uswha
to\mukc

For instance, perhaps they ougbt 1o recommend that the Amenican public
smoke Vantage agaretres,

Vantage has a unigue filter that allows iich flvor tocome through it yet
substantially cuts down on tar and niconne

Wewantobe \lmghrfur\\.lrd

Va anGage 1s ot the kowest 'Tar .md ncotwe Carete

Bur it well mav be the Jowest tar and nicotine enmrette a smoker wall
engoy smoking. [t has only 12 milligrams ‘1ar and &9 nulligrams nicotine
The rruth s that smoke has tocome through a filter it taste s 1o come throwugh
atiler — =

And where there s taste there has to bevome 'tar”— vanTace

But what good s a low "tar aigarerte at the smwoker
has to work <o hard tinving 10 pull the flas or through, @
he teels Bike he's suching on a penail” Vanrage gives
the smoker flavor like o tull-flavor cwrcnc -

But it's the only aigaretre thar gnves ‘-
him <o much flavor sath so hrrde tar and

niconne g
A statement of aimple fact we helieve atl of
us an endone And that vou can expenienee

n your next pack of aigarcttes

To the 56,000,000

people who smoke
cigarettes.

Aot ot people have been telling vou not to smoke espeaalhy
agarettes with hugh “tir and meotine But smok g prosides vou waieth
apleasure voudon twant to give up

Naturally, w ¢'re proudicad We'rean the business ot selling ogarcttes

But there is one overnding tact that transeends w hether you should
or shouldn t smoke and that tactis thar vou do smoke

And s hat are they gome o doabout that?

Ther can continae o eshort ot non tosmoke Or they mighi look
realinn iy the tace and recommend that it vou smoke and want low ar
and nicoting 10 g cagarette, you smoke a agarette ke Vintage

And well goalong with that, hecause there s noother cgarerte hke
Vantwe Exeept Vantage

Vantage has & umigue tifter that allow s rich thw or to come through
itand vet substantiathy cuts down onCrac and nconne

Nor that Vantage is the kow ot e and nicotne agaretie
(But vou probabhy wouldn’t fhe the lowest arand miconne agarete
anywav )

The plain reurh s that smok e has to come
through a filier it mste s tocome through o tilter And @
where there s taste there has to be some e

But Vantage s the only argaretie that g e vou so
much flavorwaith o hede tr and nicor

By = ¥
So mnch tlavor that soudl ney er s 59’ ey
K

vAnTAGE

vour hugh tar camne
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What parents do

to their children’s feet

on Sunday is a sin.

And the man who fits Jumping Jacks shoes knows how to fit.Exactly.
Baby feet aren't baby teeth. A child gets only one pair. One
time. That's why abusing them lcads 8 out of 10 people into

That's why you should look over our children's shoes

And look them over inside and out.

Qurrvid ¢ ruir
Sunday—without worry

that doesn’t hurt.

> crippling
feet.

It could

your childs

¢ about it ¢

Jumping

Most feet are born perfect. They should stay that way.

Maybe they just don't know about those angelic

little dress-up shoes that try to get by on looks alone.
But some bright color and a cute strap are far from

€ nu"L tosuitach S growing Ot

A foot with 26 delicate bones that take a full 18 years

to mature and are at their most fragile through the

e lanther almost a8 ten T s g

that much lighter and softer, more free and flexible.

99% of all babies are born
with perfect feet, Joo bad
they don't stay that way,
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Art Director: Stanley Schofield
Copywriters: Martin Cohen

Jack Silverman
Designer: Stanley Schofield
Photographers: Joe Toto

Luis Pacheco

Agency: Leber Katz Partners
Client: U.S. Shoe Corporation
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Art Director: Dick Gage
Copywriters: Bill Hamilton
Mark Meyers
Designer: Dick Gage
Photographer: Bill Bruin
Agency: Humphrey, Browning, MacDougall
Client: Acushnet Golf Equipment



The only people who
could mnallyke a longerball
thanTitleist,justdid.

&

.

Heres where the 3 major long-
distance balls landed after they
were hit by the True Temper
Driving Machine. The True Temper
Driving Machine isout of the picture
on the left. The new Titleist is out
of the picture on the right.

Titleist: It will improve your game.

Titleist golfers

of America:

Yo about to
hit the longest
drive of your life.

TSRS e
Titleist: it wil! improve your game. <t

73



name. We mak

19.

109 West 57th Street, New York 100

For more information please write to John H. Steinway,

Steinway & Sons
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Art Directors: Thierry DaRold
Dick Thomas
Cathie Campbell
Copywriters: Arthur Einstein
Thierry DaRold
Hank Prowitt
Dick Thomas
Cynthia Johnson
Designers: Thierry DaRold
Dick Thomas
Cathie Campbell
Photographers: {rving Penn
Carl Fischer
Cathie Campbell
NASA
Agency: Lord, Geller, Federico,
Peterson, Inc.
Client: Steinway & Sons

i Pirel]i snowtires T8 s Loy Osvone

Ron Becker

Copywriters: Joe Tantillo
can our
Steve Penchina

Designers: Larry Osborne
Ron Becker
Photographers: Hal Davis
Mike Raab
Harold Krieger
Agency: DKG Inc.
Client: Pirelli Tires

75

tires designed for racing.
Firelli wins races with tives designed for

everydhy driving,

( ther tive companies win races with ’ ‘a\\

Six facts you won't read inan ad
for any other steel belted radial ti-e.

1 4

Whya $1,900 Pinto
should have the same tires
as a $9,000 Porsche.

e

w




JOMMIIE WALKER® BUACK LABEL 12 YEAR OLD BLENDED SCOTCH WMISKY, 86.5 PROOF. BOTTLED IN SCOTLAND IMPOR'ED BY SOMERSET IMPORTERS, LTD. WY AY.

AL,
Sl a———
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Art Director: Steve Singer

Copywriter: Jennifer Berne

Photographers: Dave Willardson
Cailor/Resnick

Agency: Smith/Greenland Company Inc

Client: Somerset Importers, Ltd.
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Art Director: George Fithian
Copywriters: Jo Anne Findley
Ed Curran
Designer: Ed Curran
Photographer: Bill Holland
Agency: Aitkin-Kynett & Co.
Client: F. J. Cooper, Inc.
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IN ORDER TO TALK ABOUT WINE,
YOU HAVE TO LEARN THE LANGUAGE.

78

AT LR VAR NP LN

DO YOU EAT THE RIGHT FOOD
WITH THE WRONG WINE!

Everybody in the wine
seems to be avoiding

giving specific advice about
which wine to drink with
which food

Mainly because they
want to feel free to buy
any of their wines and enjoy
them with whatever you cat

This is one way to
look at it

Looking at it this way
sells more wine and there are no rules to follow

But the trouble with leaving it all to chance
is you may never experience some pretty fabulous
taste cumLmtm

Some wines go better with some foods than
others, and we at Inglenook Vineyards think you
should know which 1s which

We a lot of time and money in the
making of our wines And we want you to be able
to enjoy them under the best possible conditions

FISH?

Everybody knows white wine goes with fish,
but not everybody knows why White wine is
acidic, and its acidity helps break down the oil in
fish, which most find disagrecable [.emon
is served with for the same reason

lust remember that shell fish go best with
the drier white wines, fish without shells taste best
with a dry or semi~dry white wine

The chart below explains which wine is which

S wITE wines
I — S bt
ehanoihe o Moo Chenin s
. T R
"Fll Chard suiny Sybvance
v T vy
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FOWL?
?

With white meated fowl, such as chicken,

turkey, and cornish hen, any white wine goes ($)
——————————

well But with red meated fowl, such as
. pheasant, duck and quail. any red
or white wine can be drunk

CHINESE FOOD!?

It want wine with your [Flaming
Filet of Yak instead of tea, order any
dry or semi-dry white wine Semi-sweet
whites seem to clash with the spiciness

f T'his is one American dish
il neither red nor white wines
seem to go with The dry red
wines compete with the
natural dryness of the meat
And the dry white wines are
overpowered by it A Rosé
solves the problem and is

the perfect compromise

Red wine is the right wine for meat, but not
just any red wine [t should be a dry red The
sweeter reds. combined with the richness of meat
tend to fill you up and make you wish you hadn't
caten at all Here's our chart for red wines

RED WINES
i - T Semi-Dey DS ' SpONOeT
i~ TR T}
e Nows Zinfandd
Prvn
CHEESE AND NUTS?

You can drink just about any red wine as you
cut just about any cheese, and each does a little
magic for the other. With nuts, there is really only
one wine Port. And with Port, there is really onl
one kind of nut  the walnut  Try them mg:tlcr or
one of the nicest experiences of your life

AWORD TO THE WISE.

Now that you know the right wine to drink
with your food, it s still possible to drink the
wrong wine Because if the wine you drink isn't
up to the food on your table, it won't make much
difference if it's red when it's supposed to be
white, or vice versa

A better erM for buying Inglenook could
not be devised Estate Bottled Inglenock is the
filet mignon of wine, and unfortunacely,
it's just @s expensive

But for the extra money you pay,
you get & wine that has been properly
vintaged, aged, and bottled on our estate

E=state bottling gives us the control
necessary in order to produce a wine fine

to be served at state dinners in
Washington, and at various events in

high places where money is no object
of many Chinese dishes, particularly PINGT NOIR Try Inglencok with your next feast
Mandarin, and red wines are It’s a luxury, but then, sn't every
inappropriate for the same reason Sy  fine meal’

INGLENOOK

We make the most expensive wine in America

This ad s ane of & series 1 you'd libe o

of the other ads, send your name and addeess to The C

Sou i, inglenook CA 373

HERE'S TO EVERYONE WHO
CANT THINK UP
A GOOD TOAST.
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IF YOU FEEL LOST IN AWINE STORE,
HERE'S HOW TO FIND YOURSELF.
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Consumer Magazine /Campaign

78 Gold Award

Art Director: Thomas O. Tieche
Copywriter: Patrick Kelly
Designer: Gloria Baker

Artist: Chas. B. Slackman
Photographer: Ron Quilici
Agency: McCann-Erickson, Inc.
Client: United Vintners, Inc.

79 Silver Award
Art Directors: Jim Burton
Burt Blum
Copywriters: Marv Jacobson
Bob Collins
Ellen Massoth
Artist: Kim Whitesides
Photographers: Joe Toto
: John Amos Miller
s : — Agency: Benton & Bowles, Inc.
Client: Procter & Gamble
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Nature gave you 32 teeth. Cavities can take away six.
hand 1o beliewe Here's Crest’s plan for ighting make it more Giv ty-reststant
v's whar we learnad cvities: Go easy on between-meal And when yous thank
ST 6 GRSy

fy of dental statistics snacks, mostly sweets bout 1t

Amencan loses Sev your dentest regulbart e

anct 9 reeth to cavines

xsn 't mean it hus o
happen to you. Millions of cavites
that happen don't have o

Fighting cavities is the whole idea behind Crest.

79
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80
Art Director: Ed Rotondi
Copywriters: Ken Schulman
Art Naiman

Designer: Ed Rotondi
Artists: David Wilcox

David Willardson
Photographer: Joe Toto
Agency: Young & Rubicam International, Inc.
Client: Dr. Pepper

81

Art Director: Roy Grace
Copywriter: Marcia Bell Grace
Designer. Roy Grace
Photographer: Dick Stone

Agency: Doyle Dane Bernbach Inc.
Client: American Tourister Luggage

“Without Dr Pepper in my corner
Icould’venevar 't‘i'y\emam

By Ld"Bobo™ Rol

DrPopper. America's most

W lived in shame

for 57 years,

I

L B A

veYyvevywe
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"Dear American Tourister:
Your suitcase took an unexpected trip’

“DearAmerin:
You make a fabulous jack? Idropped my suitcase.’
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His mother needed a railroad.
All you need is Birds Eye Combinations.

"(!)Pen wide, Joey, here comes the ca-

“ChooChooChool 'huic;er ChooChooChooChoo!

Oh, the things mother had to go through to get your
man to eat his vegetables when he was a boy.

'l‘he&rdshoul have made her a saint. At least.

At Birds Eye? we never forget the little boy who lives inside every man.

That's why we've come up with Birds Eye® Combinations: 20 interesting

combinations a man can love.

Our peas aren't just peas. We've combined them with tender cauliflower.
And we've even added a smooth cream sauce, Our baby lima
beans come with a mild seasoned sauce,
Southern style.

Next time, serve him Birds Eye® Combina-
tions.

And when he asks for seconds, be proud.

Because your vegetables will be as unforget-

table as his mother's stories

Cauliflower

Cream Sauce

Two new vegetables N
mother never had. S :t’;*"i d
v & 1= !
¥ e e,
G D

-

Consumer Magazine /Campaign

82

Art Director: Woody Litwhiler

Copywriter: Don Marowski

Designer: Woody Litwhiler

Artist: Charles White

Photographer: Joe Toto

Agency: Young & Rubicam International, Inc.
Client: General Foods




83

Chances are you choose an
airline exactly wrong.

workds -t “ynlll-lndgnlhrm-rif

: For25 years youve been brainwashed
into expecting the wrong things from your airline.

- . ot G
:: [5" .‘.-\'—’.
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PanAm E"“ By

83
Art Director: Amil Gargano
Copywriters: Jim Durfee

Bob Kaplan
Artist: Rick Meyrowitz
Agency: Carl Ally Inc.
Client: Pan American Airways
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84

Art Directors: Nicholas Gisonae
Bob Kuperman

Copywriters: Neil Drossman
Jerry Della Femina

Designers: Nicholas Gisonde

Bob Kuperman
Photographer: Arnold Beckerman
Agency: Della Femina, Travisano
& Partners, Inc
Client: Teacher's Scotch

85

Art Directors: Joe LaRosa
Rafael Morales

Copywriter: Judy Blumenthal

Photographer: David Langley

Agency: Waring & LaRosa, Inc.

Client: Fisher-Price Toys

First the agency people told me
It's tough to drink scotch
out of the side of your mouth. Tesnid say sayd M!mtor;ldmbmmm
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FisherPriceToys become FisherPriceToys
hand-me-downs.not has-beens. come without instructions.

FisherPriceToys run on child power. Fisher-PriceToys dont need batteries.




Consumer Magazine /Campaign

86

Art Director: Jim Brown

Copywriter: Norman Muchnic

Designer: Jim Brown

Photographer: Henry Sandbank
Agency: Doyle Dane Bernbach Inc.
Client: General Telephone & Electronics

86

If your six year old
saw something like this,
would he know how to
phone for help?

&&for:;', ﬂa'hllzglyour
AUZNLETS Wi ing, . . . )
ithastodoalot moreinourlab. Which one s the night game’

® j& (1)




87
Art Director: Fred Kittel
Copywriters: Granger Tripp
Bill Lane
Designers: Fred Kittel
Bob Moscarello
Photographers: Tom McCarthy
Tony Petrucelli
Bill Binzen
Agency: J. Walter Thompson Company
Client: Eastman Kodak Company




Somehow the
Fifties look a lot better

in the Seventies.

iC beau
he gives a little back.

Jockey Sportswear.

Jockey ocssomethingterific for guys. Jockey e somcigg i o .

Consumer Magazine /Campaign

88
Art Directors: Allan Beaver

Lou Colletti
Copywriters: Larry Plapler

Larry Spector
Designers: Allan Beaver

Lou Colletti

Photographer: Richard Noble
Agency: Levine, Huntley, Schmidt
Client: Jockey International, Inc.
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Art Directors: Harry Webber
Julio Dilorio

Copywriter: Gene Case

Photographer; Manny Gonzalez

Agency: Case & McGrath Inc.

Client: Gravymaster Co., Inc.

"When my husband says “My gravy is fine.

the grace, I'm afraid It§ what’ underneath
I know why hes praying.” that makes me cry.”

follow the pictures on the botle. Gravy Master gravy
Gra_nv:Mmuhxdc. nha;aﬁtdcmrdpmley
s gravy comes out é ings, and i t
dark and rich and rich?ﬂ?mxﬂ:.nmm
And if The

He's so sweet, he'd never
say something I cooked was
bad. He'd just say it’s “not one
of his favorites.”

But there's one thing he
loves that I make as good as

any s
m,lnnkcpmlgravy.l

“Everyone gives thanks .
for h{;f&l?évésogoaod’ “Imabum cook. Byt
gIv OngCStS ity make great gravy.’

oorn conshs sons nead st
Wrnong! I'm a menaen

W any phime

o0 the Gravy Master boerke h

Sesame Seroct coukdn't
nake it any phaner.
The gravy comes out
smonth wnd beown, with &
and

"
wt
htth st ook and

| pot e the ptins on tiw

Gravy Master conts atwwi Corany Manter btk

3¢ o el A boetle lases

10 meaks. wkhuh kol ra then on {
. , o N on My e s etk e
That's about how loeg the hoetke My hambusnperes anc [
Zm The grany comms out T h:
-

wrnusth and beowen, with 4 etk

::u -
Mot -
coats vally

J¢ & menl

L todkom the poctones o
the Gorny Manter btk
Sewame ot cddn't

O well, I just make
Tots of gravy. And Boy do
1 make grovy!

1 folho the protures

Ma. PV Gaesduagh, Y

Grny ts on all vy frcods
Disaster List. S0 where thwy comme
1o danner and tasie

pevibubly chenk I'm cen of those

i1
:



Log Cabin and a pie Johnny
prou of

sple pre fre of the ove Every gmod Amencan cook h W1 specia

h of 4 try e secrets, and this one's the mapley touch of

Log Cabin

The Log Cabin Brand.
America grew upon it

Log Cabin and the Sweet Soul Picnic.
July 4th. Memphis,Tennessee.

Lo L ubin and the Haked Black Eyod Peas

Laog Cabin and the Southers FriedChicken

A Log Cabiri breakfast around berry picking time.
Salem,Oregon.

g e e+ ot Teskint i e

afl about. Especially this time of
wivem B besrics are jumt ripe fo b

sourdough starter brows on both sides. Serve w

o flom, water and yeast. Sait, sugar, baking
ey avere later added 1o make wonderful breads
:

have teen t

fertile abundance in the Oregon sl

Heze av wene revrpes from the Log Caben
kitchens including special tips on how to make the
starter” for the sourdough pancakes.
How to make Sourdough Pancakes.

Frst make the startes Sprmkie | poackage stive

cups wwarwe, Dot hot, water in
wi Gradually stir in 3 cups

unsifted all purpose flour, then beat until very smoath.
Cover with towel and place in warm, draft -free
place for 24 hours to npen. (Mixture should
then e bubbly ; if not, discard and begin again. )
Store in tightly anered glass container in
refrigeratoe. Mixture will er? several weeks.

To muler hattre !m oarm,
not hot, water and 2 cups all-purpose
flour into starter; then beat until smooth, Cover
withtowel; place in warm, draft free place
overught. Measure 4 cups. refrigerate
remainder m covered glass contasner to use o

another time —keeps: Weeks.
To mahe pavcabes, add | shightly beaten
P EVAgO milk, and salad ofl
ik smosth. Combine 2
tmkig sode, and

anG mix just to blend.
on bt griddle, turning to

seers natural that she'd wa
ups with a traditional symup bl
After all, the Log Cabin brand hes been
around this country since 1887 The tartness of fresh
berries mingled with the sweet, rellow, rich taste of
Log Cabwn does justice toeven the surdough pancake.
Log Cabin and Berry Syru
Combine 1/2 cup Log Cabin Sy
/4 cup fresh bluchermes, berries,
or oy senbernies. Serveon pancaces. Makesabout 1cup.
Over the years Americans have
discovered how Log Cabi it w into their
jown style of cookang. It's been refined and
fussed with just to sust Asnerica’s changing tastes.
‘Why not try sourde wnjm
with & wyrup |
ane of \nma\
all-time favorites.

The Log Cabin Brand.
erica grew upon it.
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90

Art Director: Georgia Shankle

Copywriter: Evelyn Lewis

Designer: Georgia Shankle

Photographer: Otto Storch

Agency: Young & Rubicam International, Inc.
Client: General Foods

91

Art Director: William Taubin
Copywriter: Larry Levenson
Photographer: George Ratkai
Agency: Doyle Dane Bernbach Inc.
Client: Ponderosa Steak House

It may be o hamburger te you, but it’s chepped beef to vs.

Pomderosa

o oy W enmas with the seh” s as injostive. ——y * Guv hread cnd butter.




Totell you the truth,
I’ve lgst the urge.

ot Lack of exercise, insufficient fluid
: intake, diet deficient in bulk, and certain
medications can all contribute to
constipation in the aging. Gradually the
normal defecation “urge” is lost. And help is
needed to restore the normal bowel function.
FLEET ENEMA works quickly
usually within 2 to 5 minutes.
Unlike oral laxatives, which can take
up to 24 hours. And oral laxatives
may actually irritate the intestinal
tract or retard digestion and further
inhibit regularity.

FLEET ENEMA is gentle, too.
Works without the burning often
experienced with suppositories.
Without the discomtfort of soapsuds
enemas.

FLEET ENEMA induces a
physiological pattern of evacuation
in the left colon and the rectum.
Where it’s needed. Helpful especially
for the geriatric patient with
poor intestinal tone.

And FLEET ENEMA is easy.
Ready to use. Completely disposable.
A timesaving plus in nursing home
care —or at home.
FLEET ENEMA. For geriatric
patients. Helps restore the urge.
Warning: Frequent or prolonged use reswt

depender ke only wher
} }
W

PN s prese Caution: 1) admini ych

Of enemas ma n

"y

“REE, BOOKLET The | y

p
Its treatment For co
PO Box 1100, Lynct

Fleet Enema
The professional aid to
constipation relief

o, (A
aﬁlv!ﬂ: :

FLE ]‘\(i

92



Trade Magazine/Single

92
Art Directors: Lester Barnett

George Toubin
Copywriter: Karen Blunt
Photographer: Steve Steigman
Agency: Klemtner Advertising Agency
Client: C. B. Fleet Co.

93

Art Director: Irwin Rothman
Photographer: lrv Bahrt

Client: Pioneer-Moss Engraving

94

Art Director: Ken Berris

Copywriter: John Russo

Designer: Ken Berris

Agency: Della Femina, Travisano & Partners, Inc.
Client: Emery Air Freight

President wanted.
No experience necessary.

Expenence |



Why use yourself

as a shockabsorber?

P&

&y,

HOMELITE

The other decorating
magazines feature
priceless things like an
original oil painting or a
two hundred year old
bed. That's the stuff that
fills dreams.

But when people
actually want tofill a
home, they open a copy of
1,001 Decorating Ideas.

Everythinginit is
affordable and currently
on the market.

That's because our
philosophy of decorating
is that everything we
show should not only be
beautiful, but also
practical.

As one example,
we're running a series of
articles showing how to
decorate one house four
different ways. To prove
that no matter what style
the exterior, the interior
of a house can be any

(]

style people chocse.

Our concept of
decorating accounts for
why approximately a
million people buy each
issue of our magazine,
why two million people
read each issue and why
58.4%* of the people who
buy our magazine keep
it around the house for at
least three years.

But more important
for you is the fact that
people not only read
our magazine, they buy
what's in it.

That's the basic
difference between 1,001
and other decorating
magazines.

While they fill the
heads of their readers
with dreams, we fill the
homes of our readers
with products.

1,001
DECORATING IDEAS
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95

Art Director: Richard Brown
Copywriter: Jim Coufal

Il when you want to Photographer: Joe Morello

ints beyond Agency: Needham, Harper & Steers
800" WATS numbers Client: Homelite

TNE INTERCONTINENTAL
AJRLINE OF PORTUGAL 96

Art Director: Lou Colletti
Copywriter: Larry Spector
Designer: Lou Colletti

Alabama 800 221-2085 New York Photographer: Joe DiBartoio
Anzona 800 221-7260 Albany Eé6i76 . i i
i 2} Sans Bl ES0IS Agency: Levine, Huntley, Schmidt
Cahforma 800221-7260 Hickoealle 6019 Client: Conso Publishing Co.
Colorado 800 221-7260 Hunmt E6214
Connecticut 800 221-2001 Le E6N19
Delaware 800221-2001 M, ; 6019
Dist of Columbia 800 221-2035 v 4
Flonda 800 221.2085 - 97 . .
Georgra 800221-2061 E6 Art Director: Lou Coletti
ldaho 800 221-7260 Schenectudy E# . .
Tllinors 800 221-2061 F 6019 Copywriter: Lew Sherwood . N
Indiana 800 221-2061 o A E 6019 Agency: Herbert Arthur Morris Advertising
lowa 800 221-2085 W s EEN9 ient: irli
o o na e Wite Pl £ 6019 Client: TAP Airline of Portugal
Kentucky 800221-2061 800 221-2061
Lowiswana 800 221-2085 800 221-7260
Marne 800 221-2035 800 221-2035
Maryland 800 221-2035 SO0 221. 7260 98 ) '
Massachusetts  800221-200] 800 221-726( Art Director: Dick Calderhead
Michigan 800 221.2061 800 221.2035 . e
Minnesota 800 221.2085 800 2212001 Copywriter: Dick Jackson
Mississipps 800221-2085 800 221-206 Designer: Barbara Schubeck
Missoun 800 221.2085 8(N) 221.2085 A S - The B A hi
Montana 800 221-7260 800 221-206 1 rt Source: The Bettmann Archive
:vrl)ml.:ku :::;; 2085 800221-7260 Agency: Calderhead, Jackson Inc.
evada 221.7260 8O0 221-7260 R o

New Hampshire 800 221-2001 5002312001 Client: Calderhead, Jackson, Inc.
New Jersey 800 2212001 Virgima 800 221-2035
New Mexico 800 221-7260 Witshington State 800 221-7260

Wesr Virgima 800 221-2035

Wisconsin BOO221-2061

Wyoming 800 221-7260

97
98
Nobody beli dvertisi
o leves a Isingese.
ghon .
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Which golfer has the dry behind?

We can screen wastewater solids so fine,
even the water has to be forced through the holes.

Trade Magazine /Single

99

Art Director: Teddy Hwang
Copywriter: Peter Murphy
Designer: Teddy Hwang
Photographer: Matthew Klein
Agency: Doyle Dane Bernbach Inc.
Client: Uniroyal

100

Art Director: Raiph Lenac
Copywriter: David Warford
Designer: Ralph Lenac
Photographer: Tachibana-N-Tropp
Agency: Cochrane Chase & Co.
Client: Sweco, Inc.

101

Art Director: Allan Beaver
Copywriter: Larry Plapler
Designer: Allan Beaver

Agency: Levine, Huntley, Schmidt
Client: E. F. Timme & Son

102

Art Director: Lou Colletti
Copywriter: Neil Drossman
Designer: Lou Colletti
Photographer: Joe DiBartolo
Agency: Levine, Huntley, Schmidt
Client: Conso Publishing Co.
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OUR WARP KNITS
ARE SIX MONTHS
AHEAD
OF THE TIMES.

OUR DELIVERIES

AREN'T SIX MONTHS

BEHIND
THE TIMES.

P
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We have a genius group of designers
Guys who consistently come up with the ideas
the rest of the industry consistently copies

And we have a 140,000 square foot,

science-fiction type plant that enables us to
make fabrics others can't

This marriage of brain power and
machine power produces the most originally
conceived and perfectly made warp krits
avalable for men's and women's wear

What's more our new plant, complete
with it's own dyeing and finishing facilites,
enables us to do something else very unusual

in warp knits; maintain a respectable delivery
schedule

Timme warp krnits: We do our darndest
to design ahead of our time. And deliver

on time

OUR DECORATING MAGAZINE
IS AROUND HOMES
SO LONG IT BECOMES A PIECE
OF FURNITURE.
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According to studies,
58.4% of the people who
lay their hands on our
magazine hold on to it for
at least three years.

So when you run
an advertisement in
1,001 Decorating ldeas,
it will usually be
decorating a home for
along time.

Which means your ad
will be read while other
ads are being forgotten.

And now that we've
told you how long people
keep our magazine, we'll
tell you why a million or so
buy each issue in the first
place.

Unlike some other

decorating publications,
we don't offer pie in the
sky. Virtually everything
we show is affordable and
currently on the market. In
short,our magazine
appeals to doers, not
dreamers.

What's more, in
addition to newsstands
and supermarkets, the
majority of our magazines
are sold where your
products are sold: In
department stores and
speciaity shops.

1,001 Decorating
Ideas: Like a good piece of
furniture, it's made to last

1,001
DECORATING IDEAS
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QUICK.

NAMEA
CHICKEN.

You've probably comeupmthalutofchlckcn

You can count on one

103 Sllver Award

This isn't unusual. Mw name the same Art Director: Sam Scali
bnnd Releuch says that it's Ihc ly brand of chicken with Copywriter: Ed McCabe
brand awareness onsumers. In fact, it has Designer: Sam Scali
brand awareness in the York market than all Photographer: Phil Mazzurco
dhﬂbﬂn&dchlckﬂl combined. Agency: Scali, McCabe, Sloves, Inc.
say that they're not only aware of the Client: Perdue Farms Inc.

brand, but “goanohhatwa to find it. In one month,
10,000 New York consumers a special number to ask

for!hemmeohdotenwt}mnlhllaoldthupanxdu 104
brand of chicken. s . R
Stores nellng the bnnd also have -omelhm 10 say. rt Director: John Assante

Copywriter: Floyd Stone

ts—are bena since they ve Designer: John Assante
Ei\‘r to cany it. (Consumers Photographer: Robert Swanson
p-m for a Agency: Doyle Dane Bernbach Inc.
chicken and love.) Client: Polaroid Corporation
Shouldn't your store be
taking advantage of this unique o
situation?
Call you-know-who at 301-742-7161.
{whppyloanmgeforywlom sclhing

you-know-whnl
103
104

We use 7 layers to make one glare klens.

Thes i what o Polarosd polansing sunglas lens. (AN seven layers, bound 1o cach other. act 1o
wold look like o you sliced it 10 s what's insde. pether on this b )

10 bl of 7 lywrs. And it has 10 resst the counthes sratches that

(AN of thes hardly thicker than a nail fle ) haspen other plastic

And it has 10 have cvery one of those 7 layers. (A secial Layer o the fromt snd 5 specal layer

Not Yord o § o the such of the boms do thes job »

Because i has b do more than regular sunglasses Mlnwh&ul—i-'-‘—
are able o

1t has 1o kil reflocted ghare. The most annoying f‘l’hl—hwmlﬁwlﬂdm
bl human cye |

(e Kill up 10 99% Neat question n. how do Polarved sunglawes

1t has 1 abworr wltran wodet light bk " Ax smant as the smartest

(I abworts up 1o 96% ) Great stybes Eacting s

1t b 10 tahe o beating that could shatter some We foel that f we can make people soe better we
other winglasses cortaedy shoubd he able 1o make thew haok hetier

Polaroid Sunglasses.
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Art Director: Sam Scali
Copywriter: Ed McCabe
Designer: Sam Scali
NO I A FOO I BALL’ Photographer: Alan Dolgins
] Agency: Scali, McCabe, Sloves, Inc.

Client: Perdue Farms Inc.

i 106

Art Director: Dick Calderhead
Copywriter: Dick Jackson
Designer: Barbara Schubeck

Art Source: The Bettmann Archive
Agency: Calderhead, Jackson Inc.
Client: Calderhead, Jackson Inc.

T 107

I l?,,:.- ’ Art Director: Jim Handloser
el onsy T Copywriter: Frank DiGiacomo
e 2 .

e Designer: Jim Handloser

Photographer: WABC-TV News
Agency: Della Femina, Travisono & Partners, Inc.
Client: WABC-TV

106 107

#%  How todeal with Nadex:
’.Q

A Tonight, as a public service,
a} & ¢ we're going top::lakzyou sick.
. { o o

2




Are you
overlooking
an enormous

market?

Jockey Tall Man and Big Man Underwear

Until we got into the vitamin business,

one in every pot was just a promise.

2 e -
Roche, the nutrition experts.

108
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Trade Magazine/Single

108 Gold Award

Art Director: Lou Colletti
Copywriter: Larry Spector
Designer: Lou Colletti
Photographer: Tony Petrucelli
Agency: Levine, Huntley, Schmidt
Client: Jockey International, Inc.

109
Art Director: Alfonso Marino
Copywriter: Martin Friedman
Photographer: Stock
Agency: Herbert Arthur Morris Advertising
Client: Bartell Media Corp.

Sport Magazine

110

Art Director: Harold Gropper
Copywriter: William Zeitung
Designer: Harold Gropper
Photographer: Carl Fischer
Agency: Marsteller Inc.
Client: Hoffmann-La Roche

11

Designer: Bernie Zlotnick
Copywriter: lrwin Rothman

Artist: Hiroshige

Client: Pioneer-Moss Reproductions

112

Art Director: Frank Biancalana
Copywriter: Ethan Revsin
Designer: Frank Biancalana
Artist: Charles White 1l1
Agency: Lee King & Partners
Client: GATX
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What's a nice girl like her doing in a place like this?

113

116

Its impossible to know everybody
in a big company.

You run Airports.
We run Restaurants.

Let’s get together:

Simple. We build great restaurants.
Airport Restaurants—from luxury units to snack b re—that leap across
the entire spectrum of airport potential; the First Class thru the mechanics and bag-

gage handlers.

‘We startad with the Newarker, at Newark Airport, in 1953, Then we took
over food operations at L dia, including L dia Terrace. Next, at JFK we built grest
facilities at the Pan Am Terminal, TWA's Terminal, Air Cansda and the International Arriva)
Building. During all this, we set up AGE Food Services, and won our first in-flight food opers-
tions from Milwaukee and Philadelphia Airports. ( And operated in Friendship Airport in Balti-
more.)

Anyway, we earned our way by doing what we always do. At Mamma
Laeone’s, at the Four Seasons, even with Zum Zum, our chain of Wurst Snack Bars. (The iatest
one we put in the Orange Bowl.)

This same pursuit of excellence made our Treadway Inns successful,
msade Barricini Chocolates a national treat, and it makes our airport restaurants as different
from the usual airport facilities ss good food la from bad.

One of our best men, Fred Haverly, Director of Airport Marketing Serv-
ices, will be at your conference. Say hello to him. (You'll like the way he talks.)

‘The Restaurant division of Restaurant Associates Industries

114

But it is possible to make sure
they belong.

Some of the organizations that use our [D sysem:

2 Pusrse Rivs. Suts Nastumste Mrwsasinmt SN0 hoaby /Gon-
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Creotive Glass.
First you buy R.Then you decide whot 10 do with k.

?alYééE
w@lls
‘malle
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Croanve Glass by Coming A product 0 Imaginalion.. yours and oun. @
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118

Every year, Americans s (the Philadelphia seamstress
Jute more and more American  whe made the first American
flags that weren t made in Amer flag for George Washington)

B Uneps el Dopoviment, Lndaragtnsl Lober’ Gorment Worters' Laion, 22 W. Juh Soret, Now York, N.Y. 10018

|
%
|

jca. Flags that bear the stars and
stripes and little tags reading
Made in Japan or Taiwan or
Hong, Kong

Those flags aren’t the only
things with such labels. As low
wage, foreign goods flood the
market, American industries
shut down. As industries shut
down, people lose jobs

When prople love their jobs
they can’t buy the things you
make Chances are if Betsy Rows

werr altve today, she'd be stand-
ing i live for her unemployment
check

So help yourself and help us
by woking for the union label in
eve-ything you buy You can find
our label in women's and chil
drev's garments

Ths label stands for thecreas:
tivity of American design. the
skill of American workmanship
the importance of

Arrerican jobs (

Trade Magazine/Single

113

Art Director: Bernie Zlotnick
Copywriter: Irwin Rothman
Designer: Bernie Zlotnick
Photographer: Irwin Rothman
Client: Pioneer-Moss Reproductions

114

Art Director: Dennis Mazzella
Copywriter: Ron Holland

Designer: Dennis Mazzella
Agency: Lois Holland Callaway Inc.
Client: Restaurant Associates

116
Art Directors: Lee Epstein
Norman Schwartz

Copywriter: Andy Certner
Designers: Lee Epstein

Norman Schwartz
Photographer: Tony Petrucelli
Agency: Doyle Dane Bernbach inc.
Client: Polaroid Corporation

117

Art Director: Paul Jervis
Copywriter: John LaRock
Designer: Paul Jervis
Photographer: Cailor/Resnick
Agency: DKG Inc.

Client: Corning Glass Works

118 Distinctive Merit Award
Art Director: Joe Gregorace
Copywriter: Peter Nord
Designer: Joe Gregorace
Photographer: Dave Spindell
Agency: Solow-Wexton, Inc.
Client: ILGWU
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In the twenties, lettermen
loaned these sweaters to their
.F;ﬂynd& late

years later,
readytotaktethembzgg.sare

Trade Magazine/Single
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Art Director: Paulette Kaplan
Copywriter: Joe McClinton
Photographer: Phil Marco
Agency: Meldrum & Fewsmith
Client: Owens-lllinois

120

Art Director: Lou Colletti
Copywriter: Larry Spector
Designer: Lou Colletti
Photographer: Richard Noble
Agency: Levine, Huntley, Schmidt
Client: Jockey International, Inc.

121

Art Director: Courtland Thomas White
Copywriter: Neil Drossman

Designer: Courtland Thomas White
Agency: Courtland Thomas White, Inc.
Client: Segmented Sampling, Inc.



CANAD» BLACK AMERICA

THE COUNTRY ON THE RIGHT
SPENDS MORE IN THE STORE

THAN THE ONE ON THE LEFL.

Last year, Canadian retail sales amounted to almost $30 billion

Biack American retail sales amounted to about $36 billion

If that figure were a Gross National Product, it would make Black
Amarica the ninth largest nation in the world

Yet such buying power has 2een pretty largely icnored by consumer
goods producers. And, while white middle class families have coupons
and samples coming out of thei ears, black middle class families rarely
have them coming into their hcmes.

And when they do, either the mail or door knob delivery methods
are used. Which produces very little efficlency and even less impact.

Which brings us to us.

‘Ne're Segmented Samplimg, Inc." a partially black owned and
totally black staffed company ®hat uses in person sampling—we call it
Sampledrop Selling—to reach, sell and hold 1.4 maillion black middle
class families in 25 major cities.

Black representatives, trained and employed by us, visit their neigh-
bors, leaving with each head-of-household an attractively packaged
box of non-competitive produst samples and ccupons. As well as a
selling message. To guarantee delivery, a signed receipt is always ob-
tained. 30 days later, each sampled famlly receives a mailer nudging
them to purchase the sampled products.

What Sampledrop Setling does is buy your product the loyalty of
the most brand conscious, brand loyal consumer on the market.

What it also does is work. In Baltimore and Detroit, boxes made
up of products from Bristol Myers, Chesebrough Pond's, Colgate-
Palmolive, Consolidated Cigars, General Foods, Gillette, Mennen and
Nestle were given to 40,000 black families. After aimost three months
recorded brand share increases averaged more than 15 points

Sampledrop Selling goes national this Fall. And right now, reserva-
tions are being accepted for those product categories not already
reserved

But hurry. Call us. There's a lot of green in Black America

M SEGMENTED SAMPLING INC.
v‘" 509 Madison Avente, New York, N.Y. 10022 (212) 355-4817
b
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Bob Versandi was
spraying bicycles.
Then he unplugged
the fan.

122

Art Director: Robert Versandi

Copywriter: Sam Exler

Designer: Robert Versandi

Photographer: Freelance Photography Guild
Agency: Gaynor & Ducas, Inc.

Client: Graybar Electric

123
Art Director: Alfonso Marino
Copywriter: Janet Manning
Photographer: Stock
Agency: Herbert Arthur Morris Advertising
Client: Bartell Media Corp

Sport Magazine

o f v got product to sell, put it

. e a
And wetch your ads hum to gold

Wy B T & et 4 g e G



decorating their
theyre

teathering

That's a substantially
higher figure thar
ther decorating
magazines ofter
luding House
Beautiful ($11,666%)
ind House & Garden
($11,6807).
What this means
that the readers of
ur magazine ca
i to buy the
t—in

ther words they re

®

What's more,
everything we

show editorially is
affordable and
currently on the market
S0, what a family
saves decorating one
room, they can spend
beautifying another

Which is one more
reason over a million
people buy each issue
of our magazine and
why 58.4% of them
keep it around
the house for at least
three years

And since our
magazine decorates so

many homes, your ads

should be decorating
I magazine

1,001
DECORATING IDEAS

OUR DECORATING MAGAZINE
IS AROUND HOMES
SO LONG IT BECOMES A PIECE

OF FURNITURE.

Unlike some other
magarines, 1,001
Decorating ldeas isn't
filled with the stuff

Instead, it's filled

with the stuft

living rooms,
bedrooms and
kitchens are made of.
Virtually
thing we show
affordable and
currently on the
narket
Which could be
why about a millior
people buy each issue
vire and
why 58.4%" of them
keep it around the
 for at least

And that brings

of our

Wi
1,001
DECORATING IDEAS

us to why advertisers

buy our magazine
First of all. since

apermanent member
ot the household,
sodothe adsinit

important, however,
women don'tlook

with an eye to looking,
they look with an

on

Trade Magazine/Campaign

124
Art Director: Lou Colletti
Copywriters: Larry Spector

Neil Drossman
Designer: Lou Colletti
Photographer: Joe DiBartolo
Agency: Levine, Huntley, Schmidt
Client: Conso Publishing Co.

124
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WeTre putti ouriaketur

on telewsmn %
alongside our competition.

OUR WARP KNITS
ARE SIN MONTHS
AHEAD
OF THE TIMES.

OUR DELIVERIES
AREN'T SIX MONTHS

BEHIND
THE TIMES.

125

Art Directors: Allan Beaver
Rob Lopes

Copywriters: Larry Plapler

. Mark Shentfield

Designers: Allan Beaver

Rob Lopes

Artist: Gary Overacre

Photographer: Mike Cuesta

Agency: Levine, Huntley, Schmidt

Client: E.F. Timme & Son

Rs time chairs and sofas were as
wallsdressadaspanpln.

We have a genius group of designers
Guys who C(')n%stently come up with the ideas
the rest of the industry cons bte ntly ¢ copies

And we have a 140,000 square foot,

science-fiction type plant that enables us to
make fabrics others can't

This marnage of bran power and
machine power produces the most originally
conceived and pertectly made warp knits
available for men's and women's wear

What's more our new plant, complete
with it's own dyeing and finishing facilities,
enables us to do something else very unusual
in warp knits; maintain a respectable delivery
schedule

Timme warp knits: We do our darndest
to design ahead of our time. And deliver

on time



Trade Magazine /Campaign

“Leave the XP-4
out one time 126 _
A amd they stomp Art Director: Robert Martin

Copywriter: Robert Tulp
an over you' Agency: Muller Jordan Herrick Inc.
Client: FMC Corporation

126

FMC Announces
The Great XP-4 Rush.

SALOONT T I
mThSLEEHN('PALACE" .
.ODGING fo\ SCOERSONS

“We jes feed “Never mind
them critters the cash. Just
XP-4and let stuff the XP-4
the chipsfall inafeed bag.’
where they may.”

&




Roy Vanoni grew walnuts for cash.
Now he shells out cash to grow walnuts.

~

(e
l ""-*:. =
Crocker Bank
127
Wayne Phelps knew about beans
et e e o aboot basiking befommmmimm

Crocker Bank

Fred Busch tt
before he helped clgtigrm;;ow
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127
Art Director: Bruce Campbell

[ ]
C iters: Alex Cich
We think you should opyitars Ao Clehy
I
get as much out of your oy

Designers: Hal Riney

Employec Benefits Prgsram Photographzﬂrcs)'nJiCnc:hhr/‘larshall
as your employees do. '

Bruce Campbell
Agency: BBDO, San Francisco
Client: Crocker Bank

128

Art Director: Thomas Ruriani

Copywriter: Philip Dusenberry

Designer: Thomas Ruriani

Artist: Alan Brooks

Agency: Dusenberry, Ruriani, Kornhauser Inc.
Client: Alexander & Alexander—Benefacts

It starts with appreciation.

‘When your employees appreciate
dl the benefits you're giving them,
tiey’re more willing to give of themr -
eelves. Their respect, their loyalty,
teir enthusiasm.

But if an employee doesn’t realize
exactly how much he's getting out cf
your company, he just may decice that
your company is not for him.

Which means that motivating
your employees depends as much on
explaining their benefits as it does en
Ej«widing them. That’s where we can

p you. We're Benefacts.

We can provide each one of your

ployees with a per lized snnual
astatement that completely details
every one of his benefits.

Inplain dollars and cents English,
rot computerized gobbledygook.

At the same time, the statement
izself willimpress him. A lot. Benefacts
datements are custom-designes

pecially for your company,
andsomely illustrated, and car>fully
printed on quality stock. e o

We were the first to offer this kind Benefacts. 1t can help you get more
f service. Today, over 800 leading out of the benefits you'r2 giving your
sompanies don't use anything else—in- employees.

Bouse or otherwise. In fact, we put For complete details, write Benefacts
fogether more statements for more Inc., Hampton Plaza, 300 East Joppa Rd.,
iesand employeesthanallour  Baltimore, Maryland 2:204.

Y o

eompetitors combined. Orecall usat (301) 236-5500.
[ Benefacts)
g
L ] v
It helps people remember why they came to work for you in the first place.
128
The reason
your employees don't
appreciate their benefits




WE'RE TEACHING
A LOT OF AMERICANS
ASECOND LANGUAGE.
ENGLISH.

Throughout America, peo-
ple are trapped in their own com-
munities, unable to talk their
way out,

They're imprisoned behind
an impenetrable barrier because
they can't speak English.

And since existing language
programs reach only a few peo-
ple, many Americans spend a
lifetime trying to pick up a lan-
guage they should be able to
learn in a year.

But in San Francisco, things
are changing.

A committee of Chinese citi-
zens sought the help of KPIX,
Group W's television station.
Working with the community,
KPIX helped create a new Chi-
nese language curriculum and
handbook and then televised
sixty-five half hour TV pro-
grams entitled “Sut Yung Ying
Yee" (Practical English). The
shows were 80 successful an ap-

pliance store in the area had a
run on TV sets.

In Boston, a series for Span-
ish-speaking youngsters (“Que
Pasa”) was produced and tele-
vised by Group W's WBZ-TV in
cooperation with the Massachu-
setts Executive Committee for
Educational Television, The pro-
grams were later rerun in public
schools by the Boston educa-
tional TV station.

Both language series have
been aired by other Group W sta-
tions. And there’s interest in
other cities, as well as by the Fed-
eral government in similar pro-
grams elsewhere.

Putting words into action is
something responsible broad-
casters believe in strongly.

And Group W stations like
KPIX and WBZ-TV prove it.

Broodcasting
does more with problems
than tolk about them.

GROup

WESTINGHOUSE SROADCASTING COMPaNT

WL WEZ TV BUSTON WINS NEW YORL  EYW KYW T¥ PMLADEL PWAd HOLA - AORA TV PTTTSBURGH
WIZ TV BAITIMORE - WOWD FT WAYNE - Wi (HCAGO. KP(X SAN F NARCISCO - AFWS (03 ANGELES

IN SOME STATES

YOU CAN SPEND YOUR WHOLE LIFE

THEY’RE PREPARING
FOR WAR IN THE FORESTS
OF CALIFORNIA.

At this moment, Air Force *

planes are being tested for spe-
cial assignment in the forests of
the west coast.

When they go into action, it
could signal the end of devas-
tating forest fires and the fioods
and mudslides which follow in
their path.

This could greatly reduce the
loss of 4% million acres of forest
a year. At the cost of some $600
million. Every year.

The idea originated with
Group W's Los Angeles radio sta-
tion, KFWB.

There were thousands of sur-
plus Air Force planes gathering
dust. Why not convert some of
them into tankers, loaded with a
fire-retardant chemical? Then,
when brush fires broke out, the
planes could be there in a matter
of minutes.

KFWB proposed the plan in
a series of editorials. And the

first wave of support bagan roll-
ing in. Not just from the public
but also from municipel govern-
ments, the California legislature,
Congress and the Air Force.

A year after the first radio
ecitorial,a National Guard plane
made eight test runs over a fire
in Santa Barbara. And the tech-
nique worked.

The Air Force has now prom-
ised enough planes for a na-
tional fire-fighting program. The
chemicals they drop v-ill not only
extinguish fires but wil, at the
same time, fertilize the scorched
earth.

Putting words into action is
something responsible broad-
casters believe in strongly.

And Group W stations like
KFWB prove it.

Broodcasting
does more with problems
thon tolk about them.

GRoup

WESTINGHOUSE BROAOCASTIAC COMPANY

A2 WEL TV 0USTON - WIND NEW TORK - KW . XYW TV Pt ADELPYAA - KDRA - ROKA 1Y TTSBUMGN
W2 TV BALTHIONE - WOWD FT WATNE - WIND CHICAGD - KPR SAN § RANCISC - NFWD L0S ANGELES.

MAYBE

MAYBE THE BUILDING

WE’D BE BETTER OFF

PAYING FOR A CRIME
YOU NEVER COMMITTED.

Calvin Reeves, s Chicago
Doatman, was arrested in 1967
for & strange “crime.” While in.
quirtng at & police station about
Aneighbor's son, he wis charged
with interfering with the duties
of 4 police officer

There were three court ap-
pearancen to hear his case But
the arresting officer never
showed and the case was clawed
Except for one thing.

The postman‘s fingerprints
stayed in the police Ales. Which
means that he had an arrest rec-
ord Foe lif

He turned to IHlinoks State
Senator Richard Newhouse for
help, who in turn came to WIND,
Group W's radio station in Chi-

cago

W arranged for a lie-detec.
tor test Produced s program.
Even tried to persuade the police

Finally, we helped Introduce
Billa were passed in
1966 and 1971, And now anyone
faleely arveated ¢ without & previ-
ous recard) or anyone cleared of
an alleged erime will have the
records, including fingerprints,
dewtrny

Which meana that thou
sands of innocent perwna, often
turmned down for jobm because of
an archale ayatem of recordn.
won't have to face that demorals.
sation again.

Putting words into action
something responaibie broad.
casters balieve in strongly

And Group W stations like
WIND prove &

Broadcasting

does more with problems
thon talk obout them.
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YOU THOUGHT WAS FIREPROOF

IS REALLY ESCAPEPROOF.

Chancen are the forty-story

pre
of Are hazards spewned by mod.
ern trchnokagy. you may well be
working in & steel-and-glam f
trap Without sprinklers, With
out ndequate exits And with
oraled windows.

And your home i probably
ot much ealer

Worst of sll. many fire de-
partments are stil) Aghting fires
the way they did Afty years ago

1t's the Job of Group W's Ue-

ban America Unit to sero 1n on
problema like this To ask the
right queations Loak for the
solutions And meest important.
t provoke action. That was the
reason for hour-long televi:

KEEPING DRUG OFFENDERS

ON THE STREET
INSTEAD OF IN JAIL.

s10n documentary “Firetrap

1t was meaat to alarm propie
And it dd

One Congressman used the
fitm and an actual demonstra.
ton from it when he Itroduced
ning nrw fire-prevention blls
Elsewhere. s legulators have
been spurred ® action

Architects. insurance com
panies and fire departments use
“Firetrap” 1n their truining pro-

Putting werts into sction 8
something responsible broad.
casters balieven stronkly

And tebevisson programe like
Group Wa"Piretrap” prove it

Srocdcasting
does more whh problems
than talk about them.

GROUUP

- o o T o 4408 s it
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Not every drig offender is s
hardcore junkie

A 17-year-ola caught axpen
menting with marijuana can
often be rehabiliiated before he
@eta [nto more trouble

Unfortunatsly, the drug
laws in this country don't always
xive him Lhat chance

But in Massachusetts the
iaws have changed

It began when WBZ. Group
W’ radio station in Boston.
launched & ten-month effort on

volved ita sudience. Not just in
the problem. But in the solutions
s well

Listenurs made suggestions.
Some were Incorporated into &
L The bill was passed by the
state legislature And today &
first offender convicted of pos-
sepn0n of MarJuana i no longer
aent 1o il Inetesd. he's put on
probation ‘or moatha Then his
record 1a wiped clean

Putting werds into
something responsible broad-
casters bebieve in strongiy.

And Group W stations like
WBZ prove k.

Sroodcasting
does more with problems
than talk about them.

GRUUP
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129
Art Directors: Ron Becker

What is anideaworth?
@ Copywriters: Larry Spector

Marshall Karp
Marc Shenfield
Designer: Ron Becker
Agency: DKG Inc.
Client: Westinghouse Broadcasting Company

130 Silver Award

Art Director: Dick Calderhead
Copywriter: Dick Jackson
Designer: Barbara Schubeck

Art Source: The Bettmann Archive
Agency: Calderhead, Jackson Inc.
Client: Calderhead, Jackson Inc.

== e~

130
Nobodybelleves adverhsmgse ﬁ How to deal wrthNader

? | i- i G é

S o




131

WHEN IS A CHICKEN
NOTA FOOTBALL?

When you sell my
chickens, youdon't have to kick
them around.

been selling chicken at 29¢ for ten
consecutive months took on

Perdue at 35¢.Then they ratsed

Perdue chickens are so good  the price to 39¢. Therr earnings are
expect to pay more up Emancally compared to
.And, ina smart retailer’s  previous footballed chicken prices.
store, they do. 1f you'd like to talk about
Example: a small chain taking on Perdue chickens,
increased their sale price call me at 301-742-716) and we'll
on chicken by offering Perdue set up an appointment.

chickens at 39¢ a pound and ended
up selling just as many as ever.

And if | can’t convince
you that you'll make more money

Amedium-sized chaintook  onmy chickens thanon those you're
on Perdue chickens exclusively. selling now, do what Id do.

Ined to have sales on chicken Kick me out.

. They now sell -
Fh’du:f 39‘kens ata regu:ix \ wm»g.' u
per pound a D SN
E::very few sales. Yet their | ER
olume on chickens is up 25%. \ P NI PACT ° \
Alarge chainthathad | _‘___,,_.‘v—”

It takes a tough man to sell a tender chicken.

HOW I BECAME QUICK-

OF THE CHICKEN NAMEA
CHICKEN.




Recruit better jocks
for your teams.

Youpay alotof attention to the kind of equipment yousell your team. Andyou
keepup withall the latest advances in shoulder pads, basketball shoes, baschall gloves,
sportsuniforms

But maybe you've missed one big improvement insports equipment: Bike's Pro 10
Supporter. It'sthe best jock everdeveloped for your team tradeat all levels. Because not
only is it more comfortable with no-roll leg straps and 3" waistband, but it gives better
support with the nylon-reinforced, porous-knit pouch, and itholds up better than any other
jock after repeated washings and dryings. That makes it perfect forevery team from
Pop Warnertothe Pros.

t's the finest supporter Bike's ever made. The Pro 10. Taedeluxejock

Nylon-revmfonand, porows ki puosah for estrs

ot sl st Fhest routam rubber g
W hong e afier repeated washings and dry ings.

i pooonh-scam s
Fand muton € omiorn s

BIKE

Mg A ovuball C ompans Sawts Do, Wellesies Hull, Vios

Th
noﬂﬁngrscgddcr
thana

o b ke

wa jock.

Trade Magazine/Campaign

131 Gold Award
Art Director: Sam Scali
Copywriter: Ed McCabe
Designer: Sam Scali
Photographers: Alan Dolgins

Phil Mazzurco
Agency: Scali, McCabe, Sloves, Inc.
Client: Perdue Farms Inc.

132
Art Directors: Ralph Moxcey
Ken Amaral
Copywriter. Scott Miller
Designer: Ralph Moxcey
Photographer: Bill Bruin
Agency: Humphrey, Browning, MacDougall
Client: Kendall Company

132



Abx evervthing elsc George
Jean Nathan declared, “a musical 1s first
and last a girl sk

That wa

vomen s b and Short mos
Newsweek Reporter Loy Iy
1 1 magmboent L

was not only

Charlenc 1 (A Funny Thing
Happer he Way 1o the Forum

he's gu <t and
an Indian Gura, 1 dig
What else 1

pood dancer

o doa
» that’s pretty much
S
NCTS OF
kind
v 1
{
s ) ha ker viewpont
Ihere's 1
Just beauty i ny more.”
A\ir « Natural
Death™ b 1. She's

The a|l-AR
sex objec
ali

t Newsweek's hon

ve an

133

133
Art Directors: Elliott Manketo
Jerry Pfiffner
George Tenne
Copywriters: Tad Dillon
Jerry Pfiffner
Peter Rodgers
Photographers: Frank Cowan
Joe Toto
Henry Wolf
Agency: N. W. Ayer & Son, Inc., New York
Client: Newsweek

134
Art Director: Ray Alban
Copywriters: Ed McCabe

Dan Bingham
Designer: Ray Alban
Photographer: Phil Mazzurco
Agency: Scali, McCabe, Sloves, Inc.
Client: Dictaphone
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How Dictaphone’s
ThouggltT_am_k Can Help

Bad News

F IBM You Get More Qut Of
or A IBl\g s Typewriter.
ML i el § -

» Dictaphone

If Dictaphone Corporation Doesn't Use
Dictating Machines,Why Should You?

ug E
fours A Day.
"

The Dictating Machine

. The Thoug
Puts Them To Work.

The Thought Tank
by Dictaphone




Dickies

You can sell them for the
chesp panmmm

If you're still doin
your own Inventor?es.
maybe you should
change your pants.

A Dickies saletgman

high-pressure you
into a smaller order.

Dickies Order Form §

%[m latrk242R K

and there are a few who'll try for more then thac.

At Dickias, we'd racher sell you what you need.
3

T Tt
=S —Ek
Only Dickies wgfvggw
work clothes come in  ¢,,ccessful customers
out of business
“ﬂ * ’
Wl 1
e
o Dickies
A Dickies salesman Now miillions
actually shows up of people can
%'/' < = ‘ e . < ' .
.a
oo s
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Instant Non-food.

’? ——— i . You're looking at the new Number 1
\\ \ in non-foods, in chain after chain.
N\ )
Polaroid Colorpack Film
The next dest thing tofood.

-

60-second pictures. The next best thing to food.
/I

\/ BN | ket
s n inchainafterchai
.
)
}
POLAROID
Poiaroid Colorpack Film

-

You're looking at the new Number 1
innon-foods, in chain after chain.

Polaroid Colorpack Fitm.
The next best thing tofood.

Trade Magazine/Campaign
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Art Director: Art Shardin
Copywriter: Tom Thomas

Artist: Joe Genova

Agency: Kurtz & Symon, Inc.
Client: Williamson-Dickie Mfg. Co.

136

Art Director: John Assante
Copywriter: Brian Hennessy
Designer: John Assante
Photographer: Steve Eisenberg
Agency: Doyle Dane Bernbach Inc.
Client: Polaroid Corporation
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WPRO has unusual kind of
children's plggvgym It's only for kids The guys at WKBWdreamed u>

v agreat new scheme to help
whove run away from home. Buffjo's 20-mile march on hunger.

They shut up and marched.

It's not for kids sitting snug cal police. f1s purposc: fo broadcast And helping them find om
@0 thelr rooms. It's for kids who doscriptions of runsway children. that a little running away is maybe
thought they had enough of their  And give parents a chance 10 12y what they roally needed 16 put thers
roums RurAwayjndcoealaind " Come home. W care” R dwey
progrem developed by WPRO with  1s working. Reunlting a lot o
e e i T O g Py Saar o N i 1Bt Aoy WPRO
w0 Burcaus of Rhode faland’s o parents :

Omne of the sistions of Caplial Ciies Broadssting. We talk 10 people.

\

T'nansy for a radio sta
thon to masc an & t for
charity. &1 t has to do is talk
Al WKBWawe decided just
talking wase't crough

So, when Buffalo's
Third Aneual March on
Hunger reled around, the
three guys ¢ the head of the
linc came trom our staff. They
did the whelc 20 miles. Each
carnbng a®esbthy sum of
moncy per-mile 10 help the
cauw

The March on Hunger
was just ore of WKBW's con
tinuing onmhe.spot involve
menis i public service of
cvery kind. Jure, it's casier 1o
talk. Hud th inuth bs, we don't
believe we San ask anybuody
clse to co whal we won't do
ourschves.

WKBW

Oue of the statjons of Capitat Cltles Broadessting. We 1alb 1o peophe

For one unforgettable week last May,
every radio and TVstation in Philly
were on the same wave length.

Drugs I1's a dirty word. And
tast year WPVY decided (o clean it
rul allout. one

Working with the Television
and Radio Advertiaing Club, we
marshalled cvery TV and radio

as well
So that in Philly, that week
of May 24th, all public anncunce
ments on all stations were rurmed
over to a i subjoct —drugs. It
was a mlllml'?;uch of media 1ime.

ia
during drug week this spring. lsten
in or look 10, And see what happens
when a 1ot of guys on 8 lot of sta
iona get mad 10 work on
the same wave lengt!

WPVITV

ve
have the guts to upse);(:nulot gotpeq:le

at least once aweek.

Alring an occasional docu week, With strong stff. Youth  scrics Viewers sar week after woek
f . [ Doct L Sure. somctimes the things
weshow are a lir ke hard 10 swallow

i, Ithe medicie, 11 doesnt have

nl b

10 asie good 10 &0 guod
Mern New York.

 Ona of the stations of . WO popal ‘_.p‘ “|:r:‘f.:l Here and T‘ 7
Capitel Citles Rroadcasting Y
We talk to people.
One of the stations of Capital Cliies Hreadcasting. We tak to people
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Art Director: Mike Withers
Copywriter: Joy Golden
Photographer: Michael Pateman
Agency: Zakin Selden Comerford Inc.
Client: Capital Cities Communications

138

Art Director: John Cenatiempo
Copywriter: Arnold Price
Designer: John Cenatiempo
Photographer: Bill Rosenbluth
Agency: Gaynor & Ducas, Inc.
Client: Storer Broadcasting Co.
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WD Budie Teledo
Fommons 0B+ ioiente

and are doing something about it.

19 Los Angobss, KBS adic probes
oo resssns bobiad the (rime

A 4
B °

L o)

Clovolond. WIW.TY sngheves e L

Broodcasting thet serves.
STORER
3 STATIONS
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ABC Stations’news.

People watch us to learn what's

going on in the world.

A BRIEF REVIEW OF

OUR 1971 NEWSCAST RATINGS.

(2]

o et S VY at.

ABC Stations’'movies.
People watch us to escape from
what’ going on in the world.

THE PEOPLE WHO SPEND THE MOST MONEY
SPEND THEIR TIME WATCHING US.

Trade Magazine/Campaign
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Art Director: Allan Beaver
Copywriter: Larry Plapler
Designer: Allan Beaver
Photographers: U.P.I.
M.G.M.
Agency: H. E. Mahoney & Associates
Client: ABC Owned Television Stations

an
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What took Charlie Moss so long?

140

140

Art Director: Dave Perl

Copywriter: Hal Freedman

Designer: Dave Perl

Artist: Jerry Pinkney

Photographers: Carl Fischer
Pete Turner
John Paul Endress
Ursula G. Kreis
Robert Little
Cacchione/Sheehan

Agency: Warren, Muller, Dolobowsky

Client: Business Week




" ANasayl HIYoREA! Anaaay

REA Ex|
rides agai pre?s

“He left a Silver Bullet!
ho was that man?”

Everytme an REA Expressman
aehvers the

gouas.

e leaves betund a Sitver Buitet

© help Amenican business REA Express

heep him in mend. ndes again'

Hi-Yo. REA! Awaaay! ’ ‘///
e
//
141
(3 The only Air Express LR e st Air is the future.
Is REA Aif EXDIess, . (uicopi almeicange ot ian onti AEa s shears Every year the gap between
A ir E X p re S S (because only REA is I . Crc o surface prices and
9 ) in partnership 2,05% of all AEA Air Express shipments ars defiveres AN EXpress prices nar-ows.
rlde S ag a|n ' |8 with all 33 airlines, :?;"&“‘:’.’.ﬂ:‘;.f'..’“.:.‘“.;....‘a., % within 24 We proved 10.090.000 times last
t reaches 522 alrports,and """ o AEA At Exprose s nowtme lowest YEAT that REA Air Exoress

serves 22,000 communities). priced air sewice Yol love ine asorto-goor ekup IS the biggest, fastest carrier of

~ Read this list of how o Ap A marer Cot o wids meaatound g a)|.shipments known
n he pan pncksu yqur.-lpmf\ to mankind

(at near the speed of sound)!

HifYQRBA! Awezaay!

4

delivery almyﬂngvm



How Kingfish Isaacs sold coaches
on giving their players
Southern Comfort before every game.

Kangfish Isaacs has been
druak for twenty-five vears
Drunk with an idea. Satu-
rated with a concept. Intoxicated
by one goal. Through the days
as aplayer, as a coach, as a sports
retaler, right up to the day he
walked into Southern Athletic
What obsessed Kingfish was
the dea that nobody, but
nobedy in sports equipment
mar ufacturing was really
p aver-oriented
And the best example of that
protlem was uniforms

Jerseys used to drive
plarers to drinking. Kingfish
played football twenty-five
yeams ago at Wake Forest. And,
I mAny ways, the football
equipment of those days

seerns pretty crude these days

Bt. even then, the uniforms
look ad great from the stands
Those jetblack jerseys with
the shiny goid pants looked
pretry up-and-running good
tothe fan inrow Z.

For the players, it was
anoter story. Because the
Jjersews were wool or maybe
heawy cotton. The pants were

SOUTHER

combat nylon. And the players
were about todrop in their
tracks. They would have
driven as hard for six drops
of water as for six points

The problem was, sports
uniforms were always designed
by some guy up in row Z, not
by a player or a coach
How Southern Comfort
solves a ball player's
problems. That was all before
Southern Comfort, Fred
Isaacs’ miracle fabric. Here
was a fabric for both jerseys
and pants that would look
better, feel better, and wear
better than anything before it

The reason it does all that is
a process called transverse-
tnangular knitting. That's
what made double-knit and
interlock obeolete.

Kinglish Isaacs invented

a new kind of uniform,
but he wasn't satisfied until he invented he i
a whole new way to sell it,

100.

N ATHLET]

Syromes Divassom by,

absolutely won't run. The best
breathing fabric yet. The fabric
that won't let dirt in. The fabric
that fits closer, looks bet-er,
and g ves less tackling surface.
The febric that won't adeorb
moistare. The fabric that gives
maximum perspiration evap-
oraticn. The fabric that is
stronger, and has the maximum
recovery of shape. The fabric
with the best heatdissipation.
The most brilliant colors.

Comfert fabric semi-amazing.
Just like a lot of other th:ngs
at Southern Athletic.

And that's why, if youre not
giving your players Southern
Comfert uniforms. we'd love
totalk to you.

If you still haven't written
Kingfish, Knoxville, read
this. Kingfish wants to tell
you about his miraculous
Southern Comfort uniforms
almos: as much as he wants to
tell yoa about his greatest
victories as a coach.

Write Southern Athletic, Box
666, Knoxville, Tennessee 37901

Kingfish Isaacs
didn imvent Red pads with his brain,
nverted them with his shoulder.

Trade Magazine /Campaign
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Art Director: George Lois
Copywriter: Ron Holland
Designer: Dennis Mazzella

Tom Courtos
Photographer: Tasso Vendikos
Agency: Lois Holland Callaway Inc.
Client: REA Express
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Art Director: Ralph Moxcey

Copywriter: Scott Miller

Designer: Ralph Moxcey

Photographer: Bill Bruin

Agency: Humphrey, Browning, MacDougall
Client: Kendall Company

142

SOUTHERN ATHLETIC
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. — = Art Director: Rod Capawana
Is Is e ln Copywriters: Charles Sawyer
Tyler Kaus
Photographers: Charles Wiesehahn
o we o. Bob Blechman
Rod Capawana

Agency: Warner, Bicking & Fenwick, Inc.
Client: Warner, Bicking & Fenwick, Inc.

' (/. 144

. Art Director: Ben Wong
Copywriter: Bob Lackovic
| Designers: Ben Wong
. . 1 ' \‘ ‘ ' ' - . Dave Willardson
' Artist: Dave Willardson

Agency: Wenger-Michael, inc.
Client: Fender Musical Instruments

WB&F

Warner, Bicking & Fenwick, Inc.
(

This is the kind This is the kind
of print we do. of trade we do.
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American Electric Power
puts on the fifth of the worlds
largest double reheat boilers.

FOSTER @ WHEELER




POLAROID
AND THE EMERGENCE
OF FYDEL JONES.

The instant image
and tumor detection.

Polaroid

145
Art Director: Raymond Fedynak
Copywriter: Robert Tulp
Photographers: Joel Baldwin
Leon Kuzmanoff
Ken Ambrose
Agency: Muller Jordan Herrick Inc.
Client: Foster Wheeler Corporation
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Art Director: Lee Epstein
Copywriter: Fred Udall
Designer: Lee Epstein
Photographers: Terry Eiler

Henry Sandbank
Agency: Doyle Dane Bernbach Inc.
Client: Polaroid Corporation

146
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Trade Magazine/Campaign
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Art Director: Frank Biancalana
Copywriter: Ethan Revsin
Designer: Frank Biancalana
Artists: Charles White Il
David Wilcox
Paul Davis
Agency: Lee King & Partners
Client: GATX

148

Art Director: Clyde Davis

Copywriter: Fred Mann

Designer: George Toubin
Photographer: Henry Sandbank
Agency: Klemtner Advertising Agency
Client; Pfizer Inc.
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Vibramycin (doxycydline)
penetrates tonsil tissue to reach
susceptible pathogens

Vibramyc n
doxycyclinelhyclate

Vibr n
danyeyetime iy et

grenets stes putnonary s o
reach wscrptitie pathogens
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Art Director: A. Neal Siegel

Copywriter: Roger Ross

Designer: A. Neal Siegel

Photographer: Phil Marco

Agency: Smith Kline & French Laboratories
Client: Smith Kline & French Laboratories
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Designer: Bernie Zlotnick
Copywriter: Irwin Rothman

Artist: Hiroshige

Client: Pioneer-Moss Reproductions
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JOCKEY INTERNATIONAL SKANTS

Jockey Fashion Underwear

Trade Magazine /Campaign
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Art Directors: Allan Beaver

Lou Colletti
Copywriters: Larry Plapler

Larry Spector
Designers: Allan Beaver

Lou Colletti

Artist: Gary Overacre
Photographer: Tony Petrucelli
Agency: Levine, Huntley, Schmidt
Client: Jockey International, Inc.
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m‘m l“Glﬂ' That's right, anybody from Yonkers

who shows up at Gate S tonight with
this coupon gets into the grandstand
e coupon and 75 serwce charge ackmis for just a 75¢ service charge. Which
o o Vcbesdog 1 W3 ONLY means you'll come out $1.50 ahead be-
fore the first race

Now how can you beat that?

THE NEW YONKERS RACEWAY

Small Space/Single
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Art Director: Tom Stoerrle

Copywriter: Frank DiGiacomo

Designer: Tom Stoerrle

Agency: Della Femina, Travisano
& Partners, Inc.

Client: Yonkers Raceway Corp.
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Ant Director: George Lois
Copywriter: Ron Holland

Designer: Dennis Mazzella
Agency: Lois Holland Callaway Inc.
Client: Restaurant Associates
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“Some of those
skinny models
come in for Dinner
and I tell you

they eat more
than my

Pro Football
players.’

CHARLEY O

I’ll sell you a good steak
for lunch. For dinner.
For supper.

After the theatre.

All day Saturday.

Even on Sunday

at My Merciful Brunch.
And you can
drink to that.

“Solid drink
and good food.
That's my theory.,




TO GET IN TOUCH
WITH A
PERDUE CHICKEN,
CALL
800-243-6000.
Tell the operator you want a

tender, golden-yellow, juicy,

succulent, young Perdue chicken.
Then tell her where you live.
She’ll tell you where to go.

_ Therp i1s no charge for this call,
this service is free.

In Conn. call: I-800-882-6500.

154

156,

The main difference
between a $150 abortion
anda $1000 ion is
the doctor makes an
extra $8so0.

Expensive abortions are a hangover from when
abortions were illegal. But today we can help you
get a legal, safe—and inexpensive—-abortion. By an
M.D. in a elinic or hospital.

If you have the abortion during the first 10
weeks of pregnaney, it will cost only about $150. And
no matter when you have it, there’s no charge for
our service.

We know some doctors who care more about
people than money.

Call us at (212) 489-7794 Monday through
Friday, between 10 a.m. and 5 p.m. New York time.

Free Abortion
fromZPG-NewYork

“My gravy is fine.
Its what’ underneath
that makes me cry.”

hottle. Gravy Master gravy
has a lirde taste of parsley
and things, and it comes out
rich and smooth.

And if The
Lump Queen

here can
make gravy
My husband koves my rich and

gravy. He uses it 1o hide the smaooth.
anvhody

lumgs i my mashed potatoes.
“?;n friends who make —
the fluffiest potatoes tell me

So | say: Follow the
pictures on the Gravy Master
155

157

How fast
cana $2,000 car
go downhill?

s 1

H your economy cor 1s deprecioning olmost as fast as you con pay ior i, maybe vou re being taken for o ride.



WE'RE LOOKING FOR BROKERS
WITH A PAST IN FUTURES.

If you know your way around hog runs,
platinum lodes and soy bean fields,
Hornblower would like to hear from you.

We need good people who can sell. And
Hornblower will give you every opportunity
to prove how good you are. We do it by
limiting a major obstacle: competition

At Hornblower, only commodities
specialists deal in commodities.

To help you move fast, Hornblower
runs telephone hot lines direct to the
commodities exchanges. Push a button and
you're talking to a Hornblower man right
on the floor. You can place an order, change
an order, change vour mind and get
confirmation while your customer’s
on “Hold”

Sinee research is crucial to you, we give
our analysts incentives to be right. How

158

159

much they earn is based on how accurately
they analyze.

If you think your future in futures might
be brighter at Hornblower, contact us.

Send a resume of your educational and
business background, along with specifics
on your commaodities experience to:

Mr. Robert Robens, National Commodity
Sales Manager, Hornblower & Wecks-
Hemphill, Noyes Incorporated, 72 West
Adams Street, Chicago, Illinois 60603. Your
inquiry will be held in strictest confidence,
of course.

HORNBLOWER e WEEKS-HEMPHILL NOYES
neorporale
72 West Adams Street
Chicago, . 60603 Tel. 641-5000

“COME WIZ
ME TOZE

BRASSERIE”

Nothing makes women more beautiful
than stepping 7 steps down to the Brasserie.

You'll see.

After theatre, you'll decide upon supper.
After theatre, wonderful people flock here.
After theatre, she'll forget curfew.

(The Brasserie never closes.)

Remember: The Brasserie is an informal

French restaurant that stays open

2} heures a day.

BRASSERIE
100 East 53rd Street
PLaza 1-4840

Another Restaurant Associates Great Place.

Small Space/Single
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Art Director: Sam Scali

Copywriter: Ed McCabe

Designer: Sam Scali

Agency: Scali, McCabe, Sloves, Inc.
Client: Perdue Farms Inc.

155

Art Director: Harry Webber
Copywriter: Gene Case
Photographer: Manny Gonzalez
Agency: Case & McGrath Inc.
Client: Gravymaster Co., Inc.

156

Art Director: Don Slater
Copywriter: Jim Parry

Agency: Parry Associates
Client: Zero Population Growth

157 Gold Award

Art Director: Joe Cappadona
Copywriter: Ed Butler

Designer: Joe Cappadona
Photographer: Menken/Seltzer
Agency: Doyle Dane Bernbach Inc.
Client: Volkswagen of America

158

Art Director: Ray Alban

Copywriter: Tom Nathan

Designer: Ray Alban

Agency: Scali, McCabe, Sloves, Inc.

Client: Hornblower & Weeks-Hemphill, Noyes

159

Art Director: George Lois
Copywriter: Ron Holland

Designer: Dennis Mazzella
Agency: Lois Holland Callaway Inc.
Client: Restaurant Associates



There is such a thing as a legal, safe,
inexpensive akortion. By an M.D. in a clinic or
hospital. And we can help you get it.

If you have the abortion during the first 10
weeks of pregnancy, it will cost only about $150. And
no matter when you have it, there's no charge for
our service,

In the long run, a do-it-yourself abortion can be
a lot costlier.

Call us at (212) 489-7794 Monday through
Friday, between 10 a.m. and 5 p.m. New York time,

Free Abortion Referral Service
from ZPG-NewYork

If you're two weeks overdue, don’t wat.
Consult your doctor. And if you are pregnart and you
want an abortion, consult us

We can help you get a legal, safe, inexpensive
abortion. By an M.D. in a clinic or hospital

If you have the abortion during the first 10
weeks of pregnancy, it will cost only about $150. And
no matter when you have it, there’s no charge for
our service.

Even if you got your period yesterday, we're a
good number to remember: (212) 489-7794 Monday
through Friday, between 10 a.m. and 5 p.m. New
York time,

Free Abortion Referral Service
from ZPG-NewYork

160 161

162
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“When my husband says
the grace, I'm afraid
I know why he’s praying.”

" follow the pictures on the
Gravy Master bottle.
The gravy comes out
dark and rich and
smooth, witha litde -
taste of parsley gt -
I’ve never
He's so sweet, he’d never messed it
say something | cooked was uplzxe\:. K
bad. He'd just say it's “not one o:fd
of his favorites.” on wood.
But there’s one thing he
loves that [ make as pood as
anybody:
Gravy. | make great gravy. |
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Ntol).

Israel is the ruins of a 20,000-seat
race track the Romans built in 2 A.D.
And Greek relics. And caves that Stone
Age men lived in 120 centuries go.

And 20 minutes later it's “Love
Story" in 2 Haifa theatre.

Or Tel Aviv's version of the
Beatles, singing “My beby does the
Henky Penky" in a discotheque.

Isracl isalsoa Mediterranean Miami
Beach called Herzliya. Where you can
check into a luxury hotel and lie in the
sun all day. So you should go home
with a tan.

It's an American film company
shooting a television commercial in the
Negev. And the Chagall wincows in
the Hadassah Medical Center.

It's falafel, latkes, kosher coq [ ]
au vin, and pizza.

The Hatikvah before a soc-

game.
And bdlocks of shops where 4

cer

you can buy anything from the

world's softest leather trench coar, to
a stack of Hebrew comic books.

If you bring your clubs, there's
even golf in Israel.

And if you bring any feeling at all
there are moments that will stay with
you forever.

The Wailing Wall on the Sabbath.

The silence at the tombs of Abra-
ham, Isaac and Jacob.

The sight of a blue and white-
Magen David-Israeli flag flapping over
achildren’s village in the Galilee.

Altogether, there is more in Israel
that's exciting, fattening, and pro-
foundly moving than you can begin to
imagine.

And we'd like to show you
every bit of it

Just call us or your travel
agent for more information.

In thewords ofthat old lsraeli
expression, you're in for the time
of your B™F.

The Airline of Israel

Keep this near

contraceptive.
yolli'ritdoesn’twm‘k,

this will.

Pills, coils, and diaphragms aren’t foolproof.
You can get pregnant. And if you want an abortion,

w= can help you get a legal, safe, inexpensive one.
By an M.D. in a clinic or hospital.
If you have the abortion during the first 10

w=eks of pregnancy, it will cost only about $150. And
no matter when you have it, there’s no charge for our

service,

So tear out this message and put it in your

purse or medicine cabinet. If you forget to take the

P11, at least you won't forget the number to call:
It's (212) 489-7794 Monday through Friday,
between 10 a.m. and 5 p.m. New York time.

Free Abortion Referral Service

from ZPG-NewYork

Small Space/Single
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Art Director: Don Slater
Copywriter: Jim Parry

Agency: Parry Associates
Client: Zero Population Growth

161

Art Director: Don Slater
Copywriter: Jim Parry

Agency: Parry Associates
Client: Zero Population Growth

162

Art Director: Harry Webber
Copywriter: Gene Case
Photographer: Manny Gonzalez
Agency: Case & McGrath Inc.
Client: Gravymaster Co., Inc.

163

Art Director: Stu Weisselberg
Copywriter: Diane Rothschild Hyatt
Designer: Stu Weisselberg
Agency: Doyle Dane Bernbach Inc.
Client: El Al israel Airlines

164 Silver Award

Art Director: Don Slater
Copywriter: Jim Parry
Agency: Parry Associates
Client: Zero Population Growth



165

Moses would
have ma

de a great

client. Heonly had
10 commandments

Small Space/Campaign
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Art Director: Tom Ladyga
Copywriter: Mike Marino
Designer: Tom Ladyga

Agency: Griswold-Eshleman Co.
Client: Industry Week

166

Art Director: Frank Ginsberg
Copywriter: Lou Linder

Artist: Burt Blum

Agency: The Marschalk Company, Inc.
Client: Coca-Cola U.S.A.

Some accounts are
so shaky even
the clients wish they
could resign them.

The client isn’t always right. But
he's always the client. He usually
likes his own ideas best. Delights in
changing copy. And even tries to
select media

It takes a pretty gutsy advertising
man to tell him when he's wrong

T'hat’s the kind of advertising
professional who recommends

Industry Week. the gutsy magazine
Industry Week calls things the

way it sees them, too. Spanks. Scolds

Management. labor or government
That's why its 700 000 manager

readers prefer it to all other magazines

If you don't believe us, ask them

We'll pay for the readership study
How's that for guts?

INDUSTRY WEEK

The gutsy magazine.

He was the world’s
greatest copywriter.

hent
him Creative Director.

Lost: a great copywriter
Found: a lousy creative director
Good copywriters don't always make
good creative directors. But they
sometimes make great media
buyers
They know good editorial content
when they see it. And they've seen
it in Industry Week. The gutsy
magazine

hey made

They like the way Industry Week
calls things the way it sees them. The
way it spanks. Scolds. Management
labor or government.

That's why its 700,000 manager
readers prefer it to all other
magazines. |f you don't believe us,
ask them. We'll pay for the
readership study

How's that for guts?

INDUSTRY WEEK
The gutsy magazine.

Industry Week calls things the
way it sees them, too. Spanks. Scolds.
Management, labor or government.
That's why its 700,000 manager
readers prefer it to all other magazines.
If you don't believe us, ask them.
We'll pay for the readership study.
How's that for guts?

Not all manufacturers make better
mousetraps. In fact, some don’t even
make very good mousetraps

But it takes a pretty gutsy
advertising man to tell them so.

The same kind of advertising
prof | who r ds the
gutsy magazine. Industry Week.

INDUSTRY WEEK
The gutsy magazine.

Howdo oyou
hire a $40,000 ayear

media director
foronly $20,000?

It's valuable because i:'s well read
$4).000 media directors won't work  And it's well read because it calls things

You don’t

for $20.000. And neither will any
other $40.000 talent

the way it sees them. Spanks. Scolds
Management. labor or gevernment
Good talent establishes its own That's why its 700,00 manager readers
value. Just like good magazines prefer it to all other magazines. If you
And one of the most valuable media don't believe us, ask them. We'll pay
buys these days is the gutsy for the readership stucy
magazine. Industry Week How's that for guts?®

INDUSTRY WEEK
The gutsy magazine.
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YOUR HOME TOWN
MAY PAY YOUNOT TO
PAY YOUR TAXES.

One of the neatest litde tax
breaks you’ll ever find might be
as close as your own city hall.

It’s called tax-free municipal
bonds.

When a town such as your
own needs money to build roads,
sewers, schools, etc., they will
ﬁeqtmtlycmateamumcnpal
bond issue.

Like most bonds, a municipal
bond is simply a promise by the
state or city to pay back the money
they ed from youon a
specified date, and to pa aswady
rate of interest while the

maturing.

Unlike other bonds, however,
the interest paid on a local tax-free
municipal is completely free from
federal, state and local taxes.

So your city not only pays you
interest—usually 5% to 7% — the
interest they pay you isn’t taxed
acent.

Viewed another way, leC’s say
you’re in the 39% tax bracket filing
ajoint return. You would have to
find an investment with a return of

L‘-nloMnﬁelllM Spedaro, head of
Homblowerh Option Department, give »
M.m:fza.hmtmdb'

Caf Use PpUt Options 10 protect
stock market profits without undue risks.
M&Sﬂho'ﬂ]uhonphmb'hl‘

0 reserve a sent of send the coupon below.

Please reserve —seat(s)
for the Options Seminer.

— e

e

RN 1"“nuu HEMIILLNOVES
 Seow Sars Booges Macec 00001

10% to equal the tax-free return
from a municipal bond paying 6%.

Depending on your tax situation,
municipal bonds may or may not
be a smart investment for you.

And if they’re not, we'll be the first
to tell you.

After nearly 100 years in the
investment banking business, we've
learned a great about making
money work for people.

And if you'll afew
minutes with a Hornblower broker,
he’ll be more than happy to share
this knowledge with you.
'---------‘

PLEASE SEND YOUR CURRENT
OF BOND RECOMMENDATIONS.

z
>
z
m

=5
<
-
3
>
=
-
~
b

ADDRESS TEL .

1140 Connecticut Avenue N W., Washington, D.C. 20036

[P TS e pp—— |

IF STOCKS AND BONDS
DON'T INTEREST YOU,
HOW ABOUT
PORK BELLIES?

The Commodity Futures market
(hogs, sugar, grain and the like) is one of
the most exciting, and riskiest
areas sfm\t\lmc

lem-c dlhe highly-sensitive nature
of Commodity trading, Hornblower has
full-ume Commodity specialists who,
in our know moce sbout crops and
k then most farmers.

HORNBLOWER {§ WEEKS-HEMPHILLNOYES

160 Framhiwe Strest, Boston, Massochusotss
(6r7) o82-33¢5

Small Space/Campaign

167

Art Director: Ray Alban

Copywriter: Dan Bingham

Designer: Ray Alban

Agency: Scali, McGabe, Sloves, Inc.

Client: Hornblower & Weeks-Hemphill, Noyes

168
Art Director: Kurt Weihs
Copywriters: Barbara Brenner
Kurt Weihs
Dennis Mazzella
Designer: Dennis Mazzella
Photographer: Tom Weihs
Agency: Brenner, Mazzella, Weihs
Client: Myrtle Motors Corporation
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[ Art Director: Dennis Mazzella

Copywriter: Ron Holland

. 5 MAMMA Designer: Dennis Mazzella
T T wnene svaowc Alr'rE-(r)ul’-E' i LEONE'S Agency: Lois Holland Callaway, Inc.
DINNAR AND ATTER-THEATER SUPFER o.::"':f::‘.ﬁi::.f?.iﬂ::::&:.gé oo CORQUERED- oPEw DALY FOR Client: Restaurant Associates
239 W.48TH ST. JU 6-6151 239 W.48TH ST. JU 6.5151 T s o AT e
B I i —— 170
Art Director: Howard Benson
~ . — - - Copywriter: Pat Sutula
“As far  “Before It he's Agency: Car Ally inc
as l m d l you marry %l\llng you Client: Pan American Airways
glc‘);\ceme v her, " e co 1d
Superbowl | bring her shoulder,
o still to my place. stop '
S See | using
my || ifshe frozen
minestrone. | | fikesto eat” foods”
Y >
[
[
l
mamma || TR
WHEIRE STRONG APPLTITES ARE l§ LEONE s “WHERR STRONG: APPKTITER ARR MKT
AND CONQUERED “ UPEN DAILY YOR “WHERE STRONG APPETITES ARE NET AND CONQUERKD.” OPEN DAILY FOR
et s AT e surrs | l e L | WRAT A PLACK Pub PRIV ATH PARTIGS.
| 239 W.48TH ST. JU 6-5151 J. [ ;;"x"‘a‘;'ﬂ”;;“‘;‘;;‘;‘; ; 239 W.48TH ST. JU 6.5161
.
e
“Nobody “Bea Nobody
ever career evergot
tiled for gvotﬂ;aﬂ, in trouble
divorce u ! er hanging
onafull s n around
. stomach! © COOR. their
. , r\ kitchen!
MAMMA
EONES ‘ LEONE'S -
“WHERE STRON: APPETITES ARE MET . 'An-:.:o.ﬂ':::l; - oPEN D:I:."-':: MAMMA
DONNER AN AVEUR THERTER BUPFER)| WRAT A PLACE FOR FRIVATE FARTIES. LEONE'S
WHAT A PLACE FUR PRIVATE PARTIES. 239 W.48TH ST. JU 6-5151 M‘::a‘::u:’::::l:;’:"’ m:‘::.'.':'&':
BV ANTH ST. JU 68181 | Wt s Sew AR AL
J 239 W.48TH ST. JU 6-56151 169




Di o
of the South

ific.

16 vou're looking for islands that evervbody else hasn't been 1o, let
Pan Amefly yus to the Sou(hl‘-:ii:‘.‘\n | the islands that mﬂ:heh
hustoric landings of Captain Cook and HMS Bounty s Captam Blig

You'll tour Papecte in Tahiti, Nandi and Suva in Fijt and even 4 few
cities in Australis and New Zealand.

Well give you of timne to relax in the sun. shop for souvenirs
or just lose yourselt in the besuty of it it

While it's still beautiful.

For more details an the Pan Am South Pacific Mini Holiday. call us.

(Travel agent name and tour price go here. )
This tour is valid April 1-November 30.

in islands

In Tokyo, as well as Hong Kong and Bangkok.
you'll stay in first class hotels with private bath. And
get breakfast every morning.

And therell be someone on hand 10 show you

around or make sure you know how to get somewhere,

when you want to get there on your own.
If you'd like to become oriented, call us and ask
about the Pan Am Orient 16 Adventure.

( Travel agent name and tour pece go here )
Thes tour 15 valid Apeil 1 Navember 30.

Our tour of Panama includes
the discovery of an island
13 miles into the Pacific
and 450 ycars into the past.

The iy tropacal 1sland of Taboga » here nathing has hanged muck
since the days of Francasco Pizarro

A tew davs of redaxatin bere and voull be seady tor a tew davs ot
excitement in Panarma Citx

And vou'll be on your own to explore mountain yungles. fish in the
straaris of the ocean, v st the raceteack. 3 mghtclub or 4 casino, or just go
shoppeng. Youll find bargams on e ervtheng from Peruvian silver to Chinese silk

1t voud tike to take the Pan Ame Panama Tour, call us.

(Travel agent name and tour price go here
Thus tour vahid Apnl 1 —November 30

A tour that takes from Lisbonto
Madrid the long way Through Morocco.

/ You'll be flown by Pan

Am. to Lisbon. After a few
days there. vou'll be driven
tn a deluxe, airconditioned
motorcoach through the his
toric cities of Portugal and
Spain. And the mtnigung
aities of Morocco As well
as the beautiful countrvside
in between

In these cittes vou'll stay
1n first class hotels with most
of vour meals provided.

And the tour will end
with 4 few days 1n Madrid
before youre driven to the
4 arrport tor vour Pan Am
flight back

1f vou're interested in 22
davs ot history and intrigue,
call us and ask about our
Fantasia Tour.
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VOLVOS ARE BUILT FOR PEOPLE
WHO DEMAND MORE OF THEIR BODIES.

DEALER
NAME

WHERE VOLVOS COME FROM, IS YOUR CAR PASSING INSPECTION
A CAR MUST EAT UP THEROAD.  BUT FLUNKING LIFE?
NOT VICE VERSA. ey v

\ »

DEALER
RARE: NAME



Tonight, if you're lucky,
you won't have to
work like a horse to put
your kid through college.

Tonight at Yonkers, in addition to our nine exciting races,
we've added another attraction. We're giving away a $2,000
college scholarship to one lucky Yonkers fan. You can
use the scholarship for your child, donate it to your
favorite organization, or even go back to school yourself.

So why not join us? We always like to see folks with a little horse sense

COLLEGE SCHOLARSHIP NIGHT POST TIME 8:00 PM.

THE NEW YONKERS RACEWAY

Tonight at Yonkers
yourdark horse
could turnouttobea
free color TV.

That's right, because tonight we're giving away 3 color TVs
after the 9th race. All you nced to be eligible for these prizes is
your admission ticket

So come on out. because even if you don’t win any
green, you stitl might leave with a lot of color

COLOR TV NIGHT. POST TIME 8:00PM.

THE NEW YONKERS RACEWAY

Tonight atYonkers, even
if you don't win any bread,
yous still get a shot
at a toaster.

K ————

Or a color TV. Or a black and white TV. Or a stereo set.
Or a digital clock radio. Or a rotisserie. Or an electric mixer. g

You see, tonight is Appliance Give-Away Night at
Yonkers. And we're giving away 9 great appliances to S [
9 lucky people -

So stick around after the 9th race. You might be in for
a little shock

APPLIANCE GIVE-AWAY NIGHT. POST TIME 8:00PM.

THE NEW YONKERS RACEWAY

Small Space/Campaign

171 Gold Award
Art Directors: Joe Schindeiman

Bill Berenter
Copywriters: Ray Myers

Tom Nathan
Designer: Joe Schindelman
Photographers: Joel Meyerowitz

Malcolm Kirk

Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

172
Art Directors: Bob Kuperman

Tom Stoerrle
Copywriters: Jerry Della Femina

Kathy Cole

Frank DiGiacomo
Designers: Bob Kuperman

Tom Stoerrle

Agency: Della Femina, Travisano & Partners, Inc
Client: Yonkers Raceway



'The main difference
between aS150 abortion -
rtion is
the doctor makes an

and a $1000

extra $850.

Small Space/Campaign

173 Gold Award

Art Director: Don Slater
Copywriter: Jim Parry

Agency: Parry Associates
Client: Zero Population Growth

Art Director: Charles Abrams
Copywriter: Brian Hennessy
Designer: Charles Abrams

Artist: David Palladini

Agency: Doyle Dane Bernbach Inc.
Client: Mobil Qil Corporation

Expensive abortions are a hangover from when
abortions were illegal. But today we can help you
get a legal, safe—and inexpensive—abortion. By an

M.D. in a clinic or hospital.

If you have the abortion during the first 10
weeks of pregnancy, it will cost only about $150. And
no matter when you have it, there’s no charge for

our service.

We know some doctors who care more about

people than money.

Call usat (212) 489-7794 Monday through
Friday, between 10 a.m. and 5 p.m. New York time.

Free Abortion Referral Service

fromZPG-NewYork

If you're two weeks overdue, don’t wait.
Consult your doctor. And if you are pregnant and you
want an abortion, consult us.

We can help you get a legal, safe, inexpensive
abortion. By an M.D. in a clinic or hospital.

If you have the abortion during the first 10
weeks of pregnancy, it will cost only about $150. And
nomatter when you have it, there's no charge for
our service.

Even if you got your period yesterday, we’re a
good number to remember: (212) 489-7794 Monday
through Friday, between 10 a.m. and 5 p.m. New

‘ork time.
Free Abortion Referral Service
fromZPG-NewYork

173

Thereis such a thing as a legal, safe,
inexpensive abortion. By an M.D. in a clinic or
hospital. And we can help you get it.

If you have the abortion during the first 10
weeks of pregnancy, it will cost only about $150. And
no matter when you have it, there's no charge for
our service.

In the long run, a do-it-yourself abortion can be
a lot costlier.

Call us at (212) 489-7794 Monday through
Friday, between 10 a.m. and 5 p.m. New York time.

Free Abortion Referral Service
fromZPG-NewYork
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Divorce
Henry Vi style.

Anne Boleyn Catherine of Aragon,

¥ou were undone. Eighteen years wed;
'our mortal sin Banished from court,

you had noson. And soon fo be dead.

Tonight. The secondof Tonight.The first of

The Six Wives of Henry Vil S v iy VIl The Six Wives of Henry VIl
9PM Channel 13 (PBS) MASTERPIECE THEATRE 9:30PM Channel 13 (PBS)
MASTERPIECE THEATRE : MASTERPIECE THEATRE
Mobil Mobil Mobil

Jane Seymour,

Reared like a nun,

Just has the strength

To bear him a son.

9PM Channel 13 PBS
MASTERPIECE THEATRE

Mobil
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Small Space/Campaign

175 Silver Award
Art Directors: Sam Scali
Duane Plants

Copywriter: Tom Thomas
Designers: Sam Scali

Duane Plants
Agency: Scali, McCabe, Sloves, Inc.
Client: Village Voice

"I LOST MY JOB
THROUGH THE
VILLAGE VOICE!

Besides providing encourage-
ment to leave your boring and
irrelevant job, The Voice provides
alternatives — film maker, travel
agent, cab driver, etc.

New York's most interesting
|obs are in The Voice.

THE VOICE.

IT KEEPS YOU AHEAD OF THE TIMES.

BUY PROPERTY
WHERE IT'S
STILL PRIVATE.

You can find country
property in the secluded
recesses of Vermont,
Pennsylvania, Maine or
even nearby New York in
The Voice classifieds.

On sale at newsstands.

THE VOICE.
IT KEEPS YOU AHEAD OF THE TIMES.

FREE
SUMMER HOUSES
FOR RENT.

You'll find New York's
most emancipated summer
houses in The Voice.

On sale at newsstands.

THE VOICE.

IT KEEPS YOU AHEAD OF THE TIMES.

USE YOUR VOICE
TO UNCLOG
BATHROOM DRAINS.

You can find a plumber,
a carpenter, a furniture mover
or practically any other service
you might need in The Voice
classifieds.

On sale at newsstands.

THE VOICE.
IT KEEPS YOU AHEAD OF THE TIMES.




Outdoor/Single

176 Gold Award

Art Director: Stan Jones
Copywriter: David Butler
Photographer: Carl Furuta

Agency: Doyle Dane Bernbach Inc.
Client: American Airlines

177

Art Director: Si Lam

Copywriter: John Annarino
Photographer: Bernie Gardner
Agency: Doyle Dane Bernbach Inc.
Client: Volkswagen of America

176

American Airlines to Hawaii

It majors ineconomics.




Outdoor/Singie

178

Art Director: John Brinkley
Copywriter: Robert Levenson
Photographer: Stan Caplan
Agency: Doyle Dane Bernbach Inc.
Client: Porsche Audi of America

179
Art Director: John Baeder
Copywriter: Stuart Pittman
Designers: John Baeder
Stuart Pittman
Agency: Smith/Greenland Company Inc.
Client: Somerset Importers, Ltd.

It’s a lot of cars for the money.

180

12 Yoar (! Bwndind Scouch Whisy 6.8 Proct Bortied w Scofiand Wnpored by Somerset importers. Lad. WY MY,
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Art Director: Si Lam

Copywriter: Janet Boden
Photographer: Robert Woodcock
Agency: Doyle Dale Bernbach Inc.
Client: Terminix-International Inc.

181

Art Director: Allan Beaver

Copywriter; Larry Plapler

Designer: Allan Beaver

Agency: Levine, Huntley, Schmidt, Inc
Client: Bruce-Flournoy Ford

179

 For free_
‘termite inspection call

o Terminix, — -

181

“At Bruce-Flournoy Ford,
we're just as friendly after

you buy the car” .........




Outdoor/Single

183
Art Director: Walter Kaprielian
Copywriter: Arthur X. Tuohy
Designers: Walter Kaprielian

Peter Welsch

Harold Florian

Katsuji Asada

Arton Associates, Inc.
Artist: J. McCaffery
Agency: Ketchum, Macleod & Grove, Inc.
Client: Newark District Ford Dealers

184

Art Director: Paul Jervis
Copywriter: Sandy Berger
Designer: Paul Jervis
Photographer: Graphics Group
Agency: DKG Inc.

Client: Dollar Savings Bank

ONLY ONE COMES WITHA MONEY BACI( GUARANTEE.

e at Fordham Road



Ba«mey Wa«nt/ed Women }\?tsDirector: Ed Brodkin

3 Copywriter: Hank Weintraub
ln e WO Way Designer: Paul Crifo
Artist: Paul Crifo
Agency: Diener-Hauser-Greenthal

And that’s the Way he g.ot th em. Client: Paramount Pictures

186 Siiver Award

Art Director: Oscar Ross
Copywriter: Oscar Ross

Designer: Oscar Ross
Photographer: Bob Meecham
Agency: Goodis Goldberg Soren
Client: Borden Chemical Company

Scroarpiny by il SHWON prod.ced ty Howard W Koch prcud oy Gene Saks
susic scored by Dieal Hefti Coior by MOVIELAB A Pwamaunt Pickre “

185

166

N

Quick!
e Elmer's Glue.



Outdoor/Single

187

Art Director: Ed Rotondi

Copywriter: Neil Bearling

Photographer: George M. Cochran

Agency: Young & Rubicam International, Inc.
Client: Dr. Pepper

188
Art Director: Joe Gregorace
Copywriter: Martin Solow
Designers: Joe Gregorace

Pat Taranto
Photographer: Dean Nakahara
Agency: Solow-Wexton, Inc.
Client: No-Cal Soda Corporation

189
188 Art Directors: Bob Tore

Aaron Koster
Copywriter: Hans Kracauer
Designer: Bob Tore
Photographer: Alan Brooks
Agency: Kracauer & Marvin
Client: Benihana of Tokyo

PEOPLE
WHO DRINK
NO-CAL.
HAVE NOTHING
TO SHOW FOR IT.

189A

Art Director: William Herzog

Designer: William Herzog

Client: O'Mealia Outdoor Advertising
Corporation

-

190
Art Director: George Lois
Copywriter: Ron Holland
Designer: Kurt Weihs
Photographer: Tasso Vendikos
Agency: Lois Holland Callaway, Inc.
Clients: Cutty Sark

Buckingham Corporation

Benihana of Tokyo

Marina Del Rey: 14160 Panay Way
Beverly Hills: 38 N. La Cienega Bivd.
Encino: 16226 Ventura Bivd.

Las Vegas, San Francisco, Portiand, Seatte, Hawas




Outdoor/Campaign

TICKETS

for speeders

189 A

190
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191

Should the government
re-write this copy
to protect itself from
the FTC?

Hfferson, Hncock & Withe, I

It wasgood enough to start a country with. But today you couldn't say it
in an ad. I3 it still possible to write creative and effective copy and get it through
the lawyes? Find out at the Copy Club’s important seminar
“Should copywriters go to law school?"

INESDAY, APR

Posters/Single

191 Silver Award

Art Director: Joe Schindelman
Copywriter: Ed McCabe

Designer: Joe Schindelman
Agency: Scali, McCabe, Sloves, Inc.
Client: The Copy Club of New York

192

Art Director: Bill Berenter
Copywriter: Tom Nathan

Designer: Bill Berenter

Artist: Milton Glaser

Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

183

Art Director: Bill Berenter
Copywriter: Tom Nathan

Designer: Bill Berenter

Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

194 Gold Award

Art Director; Joe Gregorace
Copywriter: Peter Nord
Designer: Joe Gregorace
Photographer: David Spindell
Agency: Solow-Wexton, Inc.
Client: ILGWU



192

WHEN YOU TAILOR A CAR FOR SWEDES,
YOU LEAVE PLENTY OF RDOM IN THE SEAT.
UPAND GET FITTED FOR AVOLVO.

When & cemes to size, Swedist
So when you sit m one of ou”
and lezz room vour head anc .
O your props

WE F'TPEOPLE UPTDB'E5"

IT'S RUMORED
THAT IN SCANDINAVIA
VOLVOS LAST LONGER

THAN FJORDS.

193




195

Baseball.
The Great lln-Al_nerican Game.

e




Made m America

SPace
AVA “.M‘

Closed factories, lofts, stores. More and more unembloyment‘

Whodid it? Many of us.
Because when Americans don't buy the goods that Americans
make—that puts Americans out of work. v

Sosave American jobs by looking for “;‘ “ﬂ E“‘
the union label when you buy women's ““\.“
and children’s apparel. : 3
The job you save may be your own

Posters/Single

195

Art Director: Jim Raniere
Copywriter: Peter Nord
Designer: Jim Raniere
Photographer: Buddy Endress
Agency: Solow-Wexton, Inc.
Client: ILGWU

196

Art Director: John Anselmo

Copywriter: A.D.L.A.

Designer: Ignacio Gomez

Artist: Ignacio Gomez

Client; Art Directors Club of Los Angeles

197
Art Director: Jim Raniere
Copywriters: Peter Nord

Martin Solow
Designer: Jim Raniere
Photographer: Charles Wiesehahn
Agency: Solow-Wexton, Inc.
Client: ILGWU

199

Art Director: Bob Tabor

Copywriter: Elliot Firestone

Photographer: Michael Pateman

Agency: Richard K. Manoff Inc.

Client: New York City Off-Track
Betting Corporation

almosteveryoomer

$2% or more APen WG O P Tication

-nv-a- word s sumy & remernter PO %y dwtt‘
HAPPINESS or 850 BOY). For your
accourt cad m-cu—-lu-u.-—a



How to get to Aqueduct.

200

201

If you're aThoroughbred:
&9

Start with good breeding Eat the right feed. Get
plenty of exercise. Get a good trainer. Develop
vour speed and stamina. (Because only the very
fastest race horses get to run at the Big A) Get
usedtobeingsaddled with alot of people watch

ing Get usedto breaking from the starting gate,
coming frombehind, huggingtherail and cross-
ing the finish line ahead of all the others. If
you've got enough heart towin, you also better
get used to the sound of thousands cheering

ACCOUNTING

SERIES NUMBER

T

NEW YORK STATE
-

p I, 7 N—

Correrwssiones of Tasstion andd Finarce

TICKET
NUMBER

DRAWING DATE

:

Through May 13. First race 1:30.

If you're a New Yorker:

It's easier. Just take the subway—or a bus—or
getin your car and drive out. The Big Ais only
about 45 minutes from Midtown Manhattan.

Play it again, Sam.



Posters/Single

200

Y ’ Art Director: Harvey Gabor
» Copywriter: Pacy Markman
( )ll Designer: Harvey Gabor

Photographers: Jack Elness

. Tony Garcia
l)r N ‘ ) / Agency: McCann-Erickson, Inc.
( )l]]ls ‘ ( )l‘ Client: New York Racing Association
\ &

< 20
‘ - “ ‘ " ‘ e ‘ Art1Director: Ron Carmel
9‘ Copywriter: Dan Berolzheimer
Designer: Ron Carmel

Agency: Fuller & Smith & Ross Inc.
Client: New York State Lottery

202

Art Director: William J. Conlon
Copywriter: Tom Mabley

Designer: William J. Conlon
Photographer: Burk Uzzle

Agency: J. Walter Thompson Company
Client: United States Marine Corps

203
Art Director: George Lois
Copywriter: Ron Holland
Designer: Kurt Weihs
Photographer: Tasso Vendikos
Agency: Lois Holland Callaway, Inc.
Clients: Cutty Sark

Buckingham Corporation

204
Art Director: Allan Beaver
THE MARINES ARE LOOKING Copywriter: Larry Plapler
FOR A FEAY GOOD MEN. Designer: Allan Beaver

Photographer: Mike Cuesta
Agency: Levine, Huntley, Schmidt
202 Client: E. F. Timme & Son, Inc.

203

When you'v: had it
up to hese with grathiti...

BLENDED
2ONNTC YYIICKRY
*Don't gi\'c up the ship!”




Posters/Campaign

205
205

7 Art Director: Mike Withers
Copywriter: Joy Golden
Designer: Mike Withers

When yOU l‘dy On Photographers: Ernst Haas

o : ° David McCabe
something without question, Benrio Frisdman
. Agency: DKG Inc.
that is called trust. Chent. Talon

206

Art Director: Ivan Chermayeff

Designers: Ivan Chermayeff

William Sontag

Photographers: Dennis Stock
Bert Glynn
Phillip Jones

Anthony Edgeworth
Agency: Chermayeff & Geismar Associates
Client: Pan American Airways

The dependabile zipper that never lets you down.

When you are careful not When you can endure all the
to hurt anything or anybody, burden%%und res of life,

that is called gentleness. that is called strength.
¥ RO TR

The rugged sppes that neses gives up






ACURE FOR 100,000
URBAN LEPROSY.  K|DS ARE GOING BLIND
= PR FROM A DISEASE
YOU NEVER HEARD OF.

“‘Y:;'.z? RETINITIS PIGMENTOSA




| WAS IN LOVE
WITH A GIRL NAMED CATHY.

| KILLED I'IER

“. " : "".'
resll u.. hi i ot §

“It was last summer, and |
was 18. Cathy was 18 too. It was
the happiest summer of my life. |
had never been that happy before.

I haven’t been that happy since.
And I know I'll never be that

happy again. It was warm and
beautiful and so we bought a few
bottles of wine and drove to the
country to celebrate the night. We
drank the wine and looked at the
stars and held each other and
laughed. It must have been the stars
and the wine and the warm wind.
Nobody else was on the road. The
top was down, and we were singing
and my hair was blowing all over
my face and | didn’t even see the
tree until | hit it.”

Every year 8,000 American
people between the ages of 15 and
25 are killed in alcohol related
crashes. That’s more than Viet Nam.
More than drugs. More than suicide.
More than cancer.

The people on this page are
not real. But what happened to them
is very real.

The automobile crash is the
number one cause of death of people
your age. And the ironic thing is
that the drunk drivers responsible
for killing young people are most
often other young people.

1 DRUNK DRIVER, DEPT. Y
1 BOX 1969
1 WASHINGTON, D. C. 20013
i 1 don't want to get killed and I don't
| want tokill anyone. Tell me how
i 1can help.
| My name is
]
[]
]

STOP DRIVING DRUNK.
STOP KILLING EACH onn.a

LS DEPARTMENT OF TRANGROR TATIOA « MATKIRAL HIGHWAY TRAFIIL SAPY 1Y ADMINGS MRATION

21

Print/Public Service/Single

207

Art Director: Dick Calderhead
Copywriter: Dick Jackson

Designer: Barbara Schubeck
Photographer: Harold Krieger
Agency: Calderhead, Jackson Inc.
Client: The New York Urban Coalition

208

Art Director: Alan Kupchick

Copywriter: Enid Futterman

Designer: Alan Kupchick

Photographer: Phoebe Dunn

Agency: Service Art Studio

Client: National Retinitis Pigmentosa
Foundation

209

Art Director. Al Shapiro

Copywriter: Tom Hemphill

Artist: Howard Brady

Agency: Vansant Dugdale

Client: White House Special Action Office
for Drug Abuse Prevention

210

Art Director: Ivan Liberman
Copywriter: Al Hampel
Photographer: Geoffrey Forest
Agency: Benton & Bowles, Inc.
Client: American Cancer Society

211
Art Director: Alan Kupchick
Copywriter: Enid Futterman
Designer: Alan Kupchick
Photographer: Joe Toto
Agency: Grey Advertising, Inc.
Client: National Highway Traffic
Safety Administration




BY THE TIME
YO EWAPAPEL
A DRUNK DRIVER
WILL HAVE KILLED
SOMEONE.

In a few years I'll get even

with all you creeps
reading this ad.

It happens every 20 minutes.  off the road because he can™ get
Every 20minutesof anaverage  himself off.
day, there'safatal caraccident caused There are meny thi

by a drunk driver. can be done to help him and to help
Sometimes he kills a man. us. Stricter deunk driving laws,
Sometimes a woman. Someti stricter law enforcement, scientific

couple of hours. In fact, the chances
are two out of three that he's a heavy,
ﬁ“’ d-*f

The probiem drinker ig the :
problem. And we have to get him .
GET TRE PROSLEN DRINIER OFF TRE ROAB. FOR WIS SAXE. AND YOURS.

212 213

214

Whenwas the last
timeyou had your

212

Art Director: Israel Liebowitz

Copywriter: Janet Carlson

Designer: Israel Liebowitz

Photographer: Tom Bartone

Agency: Carlson, Liebowitz & Gottlieb

Client: California Association for Neurologically
Handicapped Children

period?

If you’re two weeks overdue, don’t wait.
Consult your doctor. And if you are pregnant and you
want an abortion, consult us.

We can help you get a legal, safe, inexpensive
abortion. By an M.D. in a clinic or hospital.

If you have the abortion during the first 10
weeks of pregnancy, it will cost only about $150. And
no matter when you have it, there’s no charge for
our service.

Even if you got your period yesterday, we're a
good number to remember: (212) 489-7794 Monday
through Friday, between 10 a.m. and 5 p.m. New
York time.

Free Abortion Referral Service
from ZPG-NewYork

Art Director: Alan Kupchick
Copywriter: Enid Futterman
Designer: Alan Kupchick
Agency: Grey Advertising, Inc.
Client: National Highway Traffic
Safety Administration

214

Art Director: Don Slater
Copywriter: Jim Parry

Agency: Parry Associates
Client: Zero Population Growth



216

The main differenc
between a $150 abortion
and a $1000 abortion is
the doctor makes an
extra $8s0.

Expensiv= abortions are a hangover from when
abortions were illegal. But today we ean help vou
get a egal, safe—and inexpensive —-abortion. By ar
M.D. nacelinic o hospital.

If you have the abortion during the first 10
weeks cf pregnancy, it will cost only about $150. And

no matter wke- you have it, there's no charge for
OUr scI'vice

W e know some doctors who care more about
people than meaey

Callus at (212) 489-7794 Monday througl

Friday, betwee 10 a.m. and 5 p.m. New York time

Free Abortion Referral Service
fromZPG-NewYork

Print/Public Service/Singie

215

Art Director: Jerry Torchia
Copywriter: Michael Gaffney
Designer: Jerry Torchia
Photographer: John Whitehead
Agency: Cargill, Wilson & Acree, Inc.
Client: Richmond Red Cross

216

Art Director: Don Slater
Copywriter: Jim Parry

Agency: Parry Associates
Client: Zero Population Growth

217

Art Director: Alan Kupchick
Copywriter: Enid Futterman
Designer: Alan Kupchick
Agency: Grey Advertising, Inc.
Client: National Highway Traffic
Safety Administration

217

BOX 1969

WASHINGTON, D.C. 20013

I I want to help stop the killing
l on the highways

My name is
\ddn °SS
H\

Every day 150 people die
on our streets and highways. And
drunk drivers are responsible for
one-th rd of those deaths

A drunk driver doesn't kill
on purnose. He can't help it. But it
keeps 1appening,

It's probably not the first
time h*'s drunk and driving. And
he's probably very drunk
Someting like eight drinks in a
ccupleof hours. In fact, the
chances are two out of three that
he's a heavy, serious problem
drinke

T'he problem drinker is the

‘_I)Rl INK DRIVER

A AT

problem. And we have to get him
off the road because he can't get
himself off

I'here are many things that
can be done to hzlp him and to
help us. Stricter drunk driving
laws, stricter law enforcement,
scientific breath tests, and court
supervised treatment among them
We can't tell you everything you
should know here. But if you send
us the coupon, we'll send you a
booklet that can. There's a huge
national highway safety project
just beginning that needs you to
understand and :o help.

Help

mmmmmmmmmmuom@



Print/Public Service/Single

218
Cancer. Art Director: Ivan Liberman
tm: 3 9 Copywriter: Suellen Gelman
Some £ th e§ youcap put Yom' f._l._nge,r .02“', - Photographer: Richard Avedon
isath inthebreast  bleedingord Agency: Benton & Bowles, Inc.

Client: American Cancer Society

We want to wipe out cancer in your lifetime.
A nagging cough o hoarseness. A change in bowel  Give to the American Cancer Society.

219

Art Director: Hal Goluboff

Copywriter: Gloria Remen

Photographer: Menken/Seltzer

Agency: Richard K. Manoff Inc.

Client: Planned Parenthood
World Population

220
Art Director: Arthur Gelb
Copywriter: Mike Silverman
Designers: Arthur Gelb

Kenneth Ferretti
Photographer: Rupert Callender
Agency: Art Gelb Advertising, Inc.
Client: The Development Council

221
Art Director: Stan Block
Copywriter: Deanna Cohen
Designer: Stan Block
Photographers: Arnold Newman
Manny Gonzaies
Agency: Doyle Dane Bernbach Inc.
Client: The Brooklyn Institute of Arts
and Sciences

222

Art Director: Joe Gregorace
Copywriter: Martin Solow
Designer: Joe Gregorace

Artists: Vietnamese Children
Agency: Solow-Wexton, Inc.
Client: Campaign to End the War




N .{"I.‘-‘

Your girlfriends can

get you pregnant faster
than your husband.

A VERY SELFISH OME.

&

Planned Parenthood

o

219 220

221 222

While our kids draw
little brown cows in the
meadow, kids in Indochina
are drawing these.

Only the Brooklyn Museum e
hangs Picasso and Katz.
S vpavenn RS 0000 T e T A War
s haﬂmm:&. =EeIes

e Btans Carden



Pills, coils, and diaphragms aren’t foolproof.
You can get pregnant. And if you want an abortion,
we can help you get a legal, safe, inexpensive one.
By an M.D. in a clinic or hospital.

If you have the abortion during the first 10
weeks of pregnancy, it will cost only about $150. And
no matter when you have it, there's no charge for our

service.

So tear out this message and put it in your
purse or medicine cabinet. If you forget to take the
Pill, at least you won't forget the number to call:

It's (212) 489-7794 Monday through Friday,
between 10 a.m. and 5 p.m. New York time.

Free Abortion Referral Service
fromZPG-NewYork

223

224

This is where shoplifting
stops being‘fun.’

Print/Public Service/Single

223

Art Director: Don Slater
Copywriter: Jim Parry

Agency: Parry Associates
Client: Zero Population Growth

224
Art Director: Tom Clemente
Copywriters: Jim Dunaway
Hank Simons
Designer: John Mclnnes
Photographer: John Mclnres
Agency: Newspaper Advertising Bureau
Client: Anti-Shoplifting Campaign of U.S.
and Canada

225
Art Directors: Dick Calderhead
Norm Siegel
Copywriter: Wally Weis
Designer: Barbara Schubeck
Artist: Stan Mack
Agency: Calderhead, Jackson Inc.
Client: Committee for No-Fauit Insurance

The Case for
No‘Fault Insurance:

The People vs. lthy&ateTrial Lawyers’ Association

$irreecan-mmaaeppbiperasespessst



There is such a thing as a legal, safe,
inexpensive abortion. By an M.D. in a clinic or
hospital. And we can help you get it.

If you have the abortion during the first 10
weeks of pregnancy, it will cost only about $150. And
no matter when you have it, there’s no charge for
our service.

In the long run, a do-it-yourself abortion can be
alot costlier.

Call us at (212) 489-7794 Monday through
Friday, between 10 a.m. and 5 p.m. New York time.

Free Abortion Referral Service
from ZPG-NewYork

28

His parents prayed

ten years for a child.
-

,

’
ve vir

With bricks can build life

Federation’s ' 218,000,000 buikding drive

226

Art Director: Don Slater
Copywriter: Jim Parry

Agency: Parry Associates
Client: Zero Population Growth

227 Silver Award
Art Director: Michael Uris
Copywriter: Frada Wallach
Photographers: Bob Gomez

Carl Fischer
Agency: Doyle Dane Bernbach Inc.
Client: Federation of Jewish Philanthropies

of New York



ok better ta

YOU can get tan. And you can get CaﬂCEIF

ki with heudarmiv can di: from a cold.

i be

We want to wipe oul cancer in your lifetime.
Give to the American C Soci

. Cancer
Sometimes you can put your finger on it.

j

Print/Public Service/Campaign

228
Art Director: ivan Liberman
Copywriters: Al Hampel
Suellen Gelman
Creative Team
Photographers: Richard Avedon
Horn/Griner
Tony Petrucelli
Agency: Benton & Bowles, Inc.
Client: American Cancer Society

228
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Whenwas the last
time you had your
period?

If you're two weeks overdue, don’t wait.
Consult your doctor. And if you are pregnant and you
want an abortion, consult us.

We can help you get a legal, safe, inexpensive
abortion. By an M.D. in a clinic or hospital.

If you have the abortion during the first 10
weeks of pregnancy, it will cost only about $150. And
no matter when you have it, there's no charge for
our service.

Even if you got your period yesterday, we're a
good number to remember: (212) 489-7794 Monday
throngh Friday, between 10 a.m. and 5 p.m. New
York time.

Free Abortion Referral Service
from ZPG-NewYork

The main difference
between a $150 abortion
and a $1000 abortion is
the doctor makes an
extra $8s0.

Zxpensive abortions are a hangover from when
abortibns were illegal. But tocay we can help you
get alagal, safe—and inexpensive-—abortion. By an
M.D. i1 a clinic or hospital.

If you have the abortion during the first 10
weeksof pregnancy, it will cost only about $150. And
no ma:ter when you have it, there’s no charge for
our se~vice

We know some doctors who care more about
peorple thar. money.

_ Callus at (222) 489-7794 Monday through
Friday, between 1) a.m. and 5 p.m. New York time.

Free Abortion Referral Service
from ZPG-NewYork

229 Silver Award

Art Director: Don Slater
Copywriter: Jim Parry

Agency: Parry Associates
Client: Zero Population Growth

The alternative to
awire coat hanger

is (212) 4897794.

There is such a thing as a legal, safe,
inexnensive abortion. By an M.D. in a clinic or
hospital. And we can help you get it.

If you have the abortion during the first 10
weel s of pregnancy, it will cost only about $150. And
no matter when you have it, there’s no charge for
our service.

In the long run, a do-it-yourself abortion ecan be
a lot 2ostlier.

Callus at (212) 489-7794 Monday through
Friday, between 10 a.m. and 5 p.m. New York time.

Free Abortion Referral Service
from ZPG-NewYork



Print/Pubiic Service/Campaign

230 Gold Award

Art Director: Bob Kwait
Copywriter: Aaron Buchman
Designer: Bob Kwait
Photographer: Anonymous
Agency: Aaron Buchman
Client: United Jewish Appeal

Keep the promise.

230

Kooy the prasuies, Kooy the promine



Outdoor/Public Service/Single

POSITION AVAILABLE

Requires the patience of Job, the

wisdom of Solomon, the strength A Director: Rene Vidmer

of Hercules, the compassion of g T FE s

FIOfEI'_ICE nghtlng.ale, the unqer- éﬁ::tc_yé:if:rr:r.‘I\S/iirizegolgigw
standing of Martin Luther King, '

and pays $145. a month. That's -

about all there is to being a foster Art Director: Robert . Balcer

parent. For part|culars, caI_I or Designersrggzsr\t/t;du;c‘ior

write The Children’s Aid Society, Artist: Russ Veduccio

150 E. 45 St. (682-9040 Ext. 329) Ghent Boston Red Gross Blood Donor Program

231




Outdoor/Public Service/Single

233
Art Directors: Phyllis Kaye
Richard Wilde
Copywriters: Phyllis Kaye
Frank Young
Designers: Richard Wilde
Frank Young
Photographer: Ken Ambrose
Agency: School of Visual Arts
Public Advertising System
Client: Odyssey House

234
Art Director: Glen Christensen
Copywriter: Curtis Mayfield
Designers: Glen Christensen
Dominic Sicilia
Photographer: Joe Harris
Agency: The Buddah Group
Client: Curtom Records

235
Art Directors: Dean Koutsky
Gary Maag
Copywriters: Jim Stein
F. F. Gootee
Agency: Campbell-Mithun, Inc
Client: Minnesota VD Awareness Committee

IFYDUWAN'I'TO BE A JUNKIE By
lu KI Art Director: Bernard Roer
REMEMBER...FREDDIE'S DEAD Qi simers
m Photographer: Frank Poli
Agency: N. W. Ayer & Son, Inc., Chicago
Client: Girl Scouts of Chicago




Clap.

IN MINNESOTA, IT'S NOT APPLAUSE. DIAL OUT VD.(612) 339-7033.

235

236

One buck never did so much good.

/[~ '\ Buy Girl Scout Cookies.




Outdoor/Public Service/Single

238

Art Director: Ed Thrasher

Copywriter: Ed Thrasher

Designers: John Van Hamersveld
Ed Thrasher

Photographer: Ed Thrasher

Client: Ed Thrasher

239

Art Director: Jill Richards

Copywriter: Helen Nolan

Designer: Jill Richards

Photographer: Joe Toto

Agency: Young & Rubicam International, Inc.
Client: Mayor's Narcotics Control Council

240

Art Director: Jill Richards

Copywriter: Helen Nolan

Designer: Jill Richards

Photographer: Joe Toto

Agency: Young & Rubicam International, Inc.
Client: Mayor's Narcotics Control Council

241

Art Director: Jill Richards

Copywriter: Helen Nolan

Designer: Jill Richards

Photographer: Joe Toto

Agency: Young & Rubicam International, Inc.
Client: Mayor's Narcotics Control Council

242

Art Director: Jill Richards

Copywriter: Helen Nolan

Designer: Jill Richards

Photographer: Joe Toto

Agency: Young & Rubicam International, Inc.
Client: Mayor's Narcotics Control Council




241 242

DON'TJOIN
THE LIVING DEAD.
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Outdoor /Public Service/Single

243
Art Director: Ed Cain
Copywriters: Ed Cain
Frank Young

Designers: Gary Shapiro

Richard Wilde
Photographer: Frank Young
Agency: School of Visual Arts

Public Advertising System

Client: Edycation in Sickle Cell Disease

YOUR HEALTHY LOOKING CHILD

CELL DISEASE.

\

MAY HAVE SICKLE

.

-~



Outdoor/Public Service/Campaign

244

Art Director: Gary Goldstein
Copywriter: Stevie Pierson
Designer: Gary Goldstein
Photographer: Tom Bolington
Agency: Doyle Dane Bernbach Inc.
Client: Youth Citizenship Fund

FIGHT

CITY
HALL.

Now, you end 39 million others under 30 have By then there will be 39 million Americans
the power to change America. under 30. Join with them. Regis
Where when Where when

244
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“ILhad Syphili P “I had syphilis?’

“Yo tuve syphilis?” “I had gonorrhea”

ure, v anora me siento

Siempre crer que

y seriot

Ipasseditoff —as

k. About a week went by and the b
”~ It hurt lik

WOrse

ver thoug

et it. It's like a lot of thir

K ILS gomg to

)T 1L was, No questic

amily doctor was out of th
| knew too many people there, a
cture. Maybe one of
ol or at work would
20 10, | was

would laugh their heads
t's really terrific is how
Nobody stared at me, no on
e, and I didn't have to give h

know someone

worried t
I finally found a clinic. Well wha

| worked « T'hey were
Jucstn

n any personal

niormation

he
nec

ure was simple and painless. Just a couple shots of
was casy

penicillin
Los S0, if you think you have it don't kid vourself or wait

around. Get treated. Don’t be ashamed. Anvone can get V.D




Outdoor/Public Service /Campaign

245
Art Directors: Gary Shapiro
Ava Sanders
Cynthia Nathan
Chris Argyros
Copywriters: Ava Sanders
Cynthia Nathan
Chris Argyros
Frank Young
Designers: Gary Shapiro
Frank Young
Richard Wilde
Photographer: Frank Young
Agency: School of Visual Arts
Public Advertising System
Client: NYC Dept. of Health, VD Information

248
Art Director: Kurt Haiman
Copywriters: Ruth Scott
Andrea Grill
Designer: Kurt Haiman
Photographer: Leonard Nones
Agency: Grey Advertising, Inc.
Client: Department of Justice

THIS IS WHERE THE MONEY FROM YOUR STOLEN TV GOES.

HEROIN HOTLIN

The pusher is the real rip off artist.

Ripping off your home.,

Your neighborhood.

Your life.

Tell us about the pusher — a description,

a license plate number,

a streetcomer

Anything specific.

Call The National Heroin Hotline.

It's run by the Federal government.

It's a free call from anywhere in the country and you
don't have to give any information about yourself

E 8003685363

Fix the pusher.

THE PUSHER SHOULD LIVE BEHIND BARS. NOT YOU.
» | R IS

If you know anything about the pusher —
a description,

a license plate,

a streetcomer,

anything specific,

call The National Heroin Hotline.

It’s run by the Federal government.

It's a free call from anywhere

¥ in the country and you don't have to give

any information about yourself.
Call

800-368-5363

Fix the pusher.



247

Julia Child is
adirty street fighter.

How about you? Help the Mayor keep the streets clean.

Phil to
adirty mlﬁgﬁter

How about you? Help the Mayor keep the streets clean.
Mayor ite is
adirty street ﬁghter

How about you? Help the Mayor keep the streets clean.

Boston lovesa
dirty street fighter.

Be one. Help the Mayor keep the streets clean.

Outdoor/Public Service /Campaign

247
Art Directors: Stavros Cosmopulos
Dick Pantano

Copywriter: Stavros Cosmopulos

Designer: Stavros Cosmopulos

Agency: Hill, Holliday, Connors,
Cosmopulos, Inc

Client: City of Boston

248

Art Director: Jill Richards
Copywriter: Helen Nolan
Designer: Jill Richards
Photographer: Joe Toto

Agency: Young & Rubicam International, Inc.
Client: Mayor's Narcotics Contro! Council



DON'T JOIN
THE LIVING DEAD.




Print/Political

Why the
money guys

fear Muskie.

1040 lndlndual Income Y;l Return A
A arg Mrs Millionaire ":-EZ:T:::
Q Beard walk Place THAPPRR
Tampa ., Flo. = VRN
. = " 249
% % . 2 Art Director: R. Walil
Copywriters: T. Isidore
- R. Fairchild
. a2 Agency: Lois Holland Callaway Inc.
et9200 - Client: Floridians for Muskie
45 700 Z200 . “456500 =
Sub To4h | — 250 Gold Award
(Lrmen700 =) Art Directors: Seymour Chwast
2 K Herb Lubalin
Editor: Bill Maloney
. O - Designers: Herb Lubalin
: Seymour Chwast
-O- Artist: Ellen Shapiro
Agency: Lubalin, Smith, Carnase, Inc.
=y Push Pin Studio
s Client: Citizens Committee for
McGovern/Shriver
4 - C =
251

Art Director: R. Wall
: Copywriters: T. Isidore
. R. Fairchild
< Agency: Lois Holland Callaway Inc.
. X Client: Floridians for Muskie

y J Mibbierwers Y¢/72)
I p e N2lion

_Muskie.
He’s going to beat Nixon.

249
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AeCiraphic,

NIXONREVEALED!

Tomorrow. Muskie for Presi



Print/Political

252
Art Director: R. Wall
Copywriters: T. Isidore
R. Fairchild
Agency: Lois Holland Callaway Inc.
Client: Floridians for Muskie

253

Art Director: Mary Moore

Copywriter: Scott Miller

Designer: Mike Solazzo

Agency: Marttila and Associates

Client: The Committee To Re-Elect
Congressman Drinan

Ralthadqrﬁnallg

Nadé‘snpwtontongms

Why
is the election.

Vote for Ed Muskie. He's going to beat Nixon.
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How to keep track of
Congressman Podell as he
hops, skips and jumps

Agril w'u wn
Apeil 1519, 1971
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Print/Political / Campaign

254

Art Director; David Falcon

Copywriter: Paul Solovay

Designer: David Falcon

Artist: David Falcon

Agency: Miller, Addison, Steele, Inc.

Client: Political Consultants of America
for Leonard M. Simon




Print/Political /Campaign

255
Art Director: R. Wall
Copywriters: T. Isidore
R. Fairchild
Agency: Lois Holland Callaway Inc.
Client: Floridians for Muskie

255

Why the
money guys

fear Muskle

1040 . e mn

Muskie.
He's going to beat Nixon.

Tomorrow. Muskie for President.

Vote for Ed Muskie. He's going to beat Nixon.






Radio/Single

256 Gold Award

Copywriter: Ed McCabe

Producer: Ed McCabe

Production Company: The Mix Place
Agency: Scali, McCabe, Sloves, Inc.
Client: Perdue Farms, Inc.

Giblets
60-second

ANNCR.: Ladies and gentlemen, the
President of Perdue Farms, Mr. Frank
Perdue. ..

FRANK PERDUE: Some women have told me
that when they get a chicken home, they find
they've been gypped on the giblets. They
bought a chicken without an interior. |
wouldn't stand for that. | think when you pay
for a chicken, you should get a whole
chicken. Not an empty shell. | pack my
tender, young Perdue chickens with all the
things a chicken should be packed with.
Liver, gizzard, heart, neck, and recipe. The
recipe is there so that you'!l know what to do
with the giblets once you've got them. Instead
of wasting them all on your cat.

If you're willing to settle for less in a chicken,
that's your business. But | can’t see it. Next
thing you know someone will be trying to
make the wings optional.

ANNCR.: When it comes to chicken, Frank
Perdue is even tougher than you are. He has
to be. Because every one of his chickens
comes with a money-back quality guarantee.

It takes a tough man to make a tender
chicken.

Perdue.

257 Silver Award

Copywriter: Ed McCabe

Producer: Ed McCabe

Production Company: The Mix Place
Agency: Scali, McCabe, Sloves, Inc.
Client: Perdue Farms, Inc.

Diet Food
60-second

ANNCR.: Ladies and gentlemen, the
President of Perdue Foods, Mr. Frank
Perdue. . .

FRANK PERDUE: Today, more and more
people are becoming diet-conscious. What's
amazing to me is how many diet-conscious
people are unconscious of the fact that my
Perdue chickens are one of the all-time great
diet foods.

To begin with, chicken is one of the best
sources of high quality protein there is.
Chickens are lower in calories and have less
saturated fat than equal servings of any red
meat. That's why | eat chicken every day.
And do | sound fat?

Aside from being good for your figure, my
chickens are also cheap. They cost less per
pound than any other quality meat. Do you
realize that my fresh, juicy, tender young
broilers even cost less per pound than hot
dogs? Than hot dogs! Boy, that really galls
me!

I just can't believe that in this day and age
anyone would want to pay extra to be fat.

ANNCR.: Send Frank Perdue the wing-tags
from two of his chickens, and he'll send you
a new cookbook containing more than a
hundred ways to enjoy Perdue chicken
without getting fat.

It takes a tough man to make a tender
chicken.

Perdue.
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Copywriter: Ed McCabe

Producer: Ed McCabe

Production Company: The Mix Place
Agency: Scali, McCabe, Sloves, Inc.
Client: Perdue Farms, Inc.

Two Questions
60-second

ANNCR.: Ladies and gentlemen, the
President of Perdue Foods, Mr. Frank
Perdue. ..

FRANK PERDUE: When people ask me about
my chickens, two questions invariably come
up. The first is “'Perdue, your chickens have
such a great golden yellow color it's aimost
unnatural. Do you dye them?*' Honestly,
there's absolutely nothing artificial about the
color of my chickens. If you had a chicken
and fed it good yellow corn, alfalfa, corn
gluten, and marigoid petals, it would just
naturally be yellow. You can‘t go around
dyeing chickens. They wouldn't stand still
for it.

The other question is "‘Perdue, your
chickens are so plump and juicy, do you
give them hormone injections?** This one
really gets my hackles up. ! do nothing of
the kind. When chickens eat and live as

well as mine do, you don't have to resort to
artificial techniques. Why I've got a whole
department that works on nothing but
perfecting the dwellings my chickens live
in. We've tested houses, apartments,
modern, traditional, different lighting and
color schemes—even soul music! And ended
up with a house that’s just chicken heaven.
A chicken that lives right tastes right. You
can't fake that.

ANNCR.: It takes a tough man to make a
tender chicken.

Perdue.
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Copywriter: David Altschiller
Producers: Maurene Kearns

David Altschiller
Production Company: Tabby Andriello
Agency: Carl Ally Inc.
Client: W.T.S. Pharmacraft-Allerest

Ditferent Sneeze
60-second

ANNCR. (VO): Listen to the difference
between a sneeze from a cold and a
sneeze from an allergy.

First, the sneeze from a cold . . . (SFX)
Now the sneeze from an aliergy . . . (SFX)

Now listen to the difference between a
runny nose from a cold and a runny nose from
an allergy.

First, the cold . . . (SFX)
Now the allergy . . . (SFX)

They sound alike, don't they. Well they look
alike, too. This can be confusing, because
allergies and colds are very different ailments.
And a medicine that's perfect for one may
not be perfect for the other.

If you have an allergy, maybe you should
be taking something made specifically for
allergies. Allerest.

Allerest helps relieve the runny nose, the
itchy, watery eyes, and the sneezing of
allergies.

Allerest comes in tablets and in time-release
capsules. If you have an allergy, it's made
just for what you've got.
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Copywriter: Ed McCabe

Producer: Ed McCabe

Production Company: No Soap Radio
Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

Winter
60-second

ANNCR. (VO): In Sweden, we demand more
of a car than you do. We have to. In parts of
our country winter arrives in October and
doesn't leave until May.

Our cars better not break down. A man
could freeze to death waiting for help. If a
heater doesn't function properly, it's more
than an inconvenience. It could be a
catastrophe.

We use raw salt on the roads. But our cars
can't rust out on us. Swedish automobile
inspections are so strict, badly rusted

cars are ordered off the road.

In Sweden, our cars have to survive

many winters. Swedes simply can't afford
to buy a new car every couple of years. The
cost of living in Sweden is as high as it

is in the United States. But our incomes are
lower.

In Sweden, the car most in demand is
Volvo.

Volvo. We build them the way we build
them because we have to.
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Composers: William Backer
Billy Davis
Roger Cook

Roger Greenaway
Producer: Billy Davis
Production Company: Sherman, Kahan
Agency: McCann-Erickson, Inc.
Client: Coca-Cola, U.S.A.

Have A Good Day
60-second

(WHISTLE)
(WORDS AND MUSIC)

SONG: Hey what you say
Give 'em a song, pass it along, tell 'em
Have a good day . . . (have a good day) . . .

Rainy day blues got no chance to stay

Hey there ain't no way . . . (there ain't no
way) ...

Just tell 'em a joke, buy 'em a Coke and say
Have a good day . . . (have a good day)

They want the real thing . . . (like Coke is)
They want to have a good day (Coca-Cola)
What the world wants is

(2-BAR WHISTLE)
Yeah, the real thing

Buy 'em a Coke and tell 'em you hope
they're gonna have a good day . . .
(have a good day)

Have the real thing . . . (Coke is)

It's the real thing . . . (Coca-Cola) . . .
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Composers: Loretta Lynn

Billy Davis
Producer: Billy Davis
Production Company: Sherman, Kahan
Agency: McCann-Erickson, Inc.
Client: Coca-Cola, U.S.A.

Sing With Me
60-second

(WORDS AND MUSIC)

SONG: I'm gonna sing my song like | never
sang before

I'm gonna sing about life and the real
things we need more

Well | hope you don’t mind if 1 sip on

my Coke

While | sing my song 'cause it cools my
throat

And you can have one too and sing along
with me

I'm gonna sing about the mountains and

the valleys

And the real things in life that surround me
Things like the ocean, true love and devotion
So have a Coke and sing along with me

About the real thing . . . (Coke is)

It's the real thing . . . (Coca-Cola)

Sing along with me . . . (it's the real thing)
About the real things . . . (Coca-Cola)

Let me hear you all sing . .. (Coca-Cola)
And have a Coke with me . . . (Coca-Cola)
Everybody sing . . . (Coca-Cola)

About the real things . . . (it's the real thing)
... It's the real thing . . .

263

Composer: Billy Ed Wheeler
Producer: Billy Davis

Production Company: A.l.R. London
Agency: McCann-Erickson, Inc.
Client: Coca-Cola, U.S.A.

Life Is
60-second

(WORDS AND MUSIC)

SONG:Remember those days back when
We were friends

And love was just starting out

We walked and talked for hours

Asking what it's all about

We covered philosophy, having power,
Being rich and a movie star

And now that we've lived it a little bit
We know where we are

Life is remembering

Being a friend

It's an arm around you when you cry
Life is walking down a country road
Drinking Coke when you're dry

Life is a baby’s laugh

It's being one half of a love that can make
you whole

It's sitting and talking and drinking Coke
Planning how to reach your goal

It's the real thing . . . (like Coke is) . . .
It's laughing and remembering

It's the real thing . . . (Coca-Cola)

It's the real thing . . . (Coke is)

It's the real thing . . . (Coca-Cola) . ..
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Copywriter: George Dusenbury
Producer: George Dusenbury
Production Company: No Soap Radio
Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

Taxes
60-second

ANNCR. (VO): In Sweden, we pay the highest
taxes in the world. Perhaps it's a touch of
irony that the tallest building in Sweden is
the Tax Office.

We do get a lot for our tax money though.
A generous retirement pension. Medical
expenses. Education, through college, is
free.

But that doesn’t help when we buy things.
Gas is 80 cents a gallon. And on a $4000
car, we pay $1000 more for tax.

So you'd think the car that would sell best
in Sweden would be an inexpensive
economy car. Not at all. We think buying
cheap is false economy. Because our taxes
are so high, the only sensible thing to do
with our money is invest it in something
substantial. Perhaps that explains why the
largest selling car in Sweden is Volvo.

With our taxes, people can't afford to settle
for less.

Volvo. We build them the way we build them
because we have to.
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Composers: William Backer
Billy Davis
Roger Cook

Roger Greenaway
Producer: Billy Davis
Production Company: Sherman, Kahan
Agency: McCann-Erickson, Inc.
Client: Coca-Cola, U.S.A.

Hello Summertime
60-second

(WORDS AND MUSIC)

Song: Birds 'n bees and all the flowers
'n trees

And fishes on the line

Girls and guys and yellow butterflies
Say hello summertime

The sun shinin’ down on the back of

my neck

And nothin' on my mind

And ice cold Coke on the back of the throat
Say hello summertime

Summertime in the back of your mind
Yeah summertime

Is the real thing

What you're hopin’ to find

In the back of your mind

It's the real thing and . . . (Coca-Cola)
Like summertime Coca-Cola is the real
thing . .. (Coke is)

Like summertime Coca-Cola is the real
thing ... (Coke is) ...
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Copywriter: Jim Paddock

Producer: Jim Paddock

Production Company: Kintel Studios
Agency: Burton, Campbeli and Kelley
Client: Bankers Trust of South Carolina

Hold-Up
60-second

A: Ah, excuse me, Stick-em up. I'm a
robber. You see my mask?

B: Yeah. Is-is this a real one?
A: Yeah, this is the real thing.

B: You know. | read about these things
in the paper. And | say . ..

A: You never think it's . . .
B: It'll never happen ...
(LAUGHS)

A: Do you have any money? Could we
get on with this?

B: By the way. I've always wanted to ask
one of you guys this. Does that mask, that
stocking, does it hurt? Because it would
seem to me, you know, that . ..

A: Well, it's not that bad. | used to have
trouble talking through it.

B: Well, you do well. | can understand
every word you're saying.

A: Thank you.

A: Do you have the money?

B: | don't have any. Really. | was fooking
for a dime just for the parking meter. Will
you take Master Charge? How about that?

A: No. No, | don't take credit cards.

B: Oh, oh yeah. Well, let me see . ..

Now my checking account's pretty low.

| know what I'll do. I'll use my new
Bankers Trust Master Checking account.
Have you seen that?

A: No, I'm not familiar with that.

B: It's fantastic. | use it like a regular
checking account,

A: Yeah?

B: But the checks are billed to my Master
Charge. So you see . . .

A: It's like writing yourself a 1oan then?

B: Yeah, That's really what it is. Yes.
Do you think this will cover it?

(SFX: Tearing out check)

A: This is 0.k. That's fine. I'll add a zero on
to this. This'll be fine.

ANNCR.: Bankers Trust Master Checking.
A sneaky way to use your Master Charge.

267
Copywriters: Ed McCabe
George Dusenbury

Producers: Ed McCabe

George Dusenbury
Production Company: No Soap Radio
Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

Engineers
60-second

ANNCR. (VO): In Sweden, precision is a
national preoccupation.

The smallest unit of measurement in the
world is Swedish. The Angstrom, one
tenmillionth of a millimeter.

The ball bearing is a Swedish invention.

A Swedish engineer deveioped the block
gauge. A precision instrument that allowed

a famous man from Detroit to enter into mass
production of cars.

Today, Sweden is often referred to as a
nation of engineers. Engineering is the
largest industry, employing nearly 40% of the
total labor force.

At Volvo alone, there are 1,035 engineers.
And only 29 stylists. We have to put a lot of
emphasis on engineering. Since Volvo is
the largest-selling car in Sweden, a lot of
our customers are engineers too.

Volvo. We build them the way we build
them because we have to.
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Copywriters: Ed McCabe
George Dusenbury

Producers: Ed McCabe

George Dusenbury
Production Company: No Soap Radio
Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

Big
60-second

ANNCR. (VO): If you want a big station
wagon, buy one that's built for big people.

The Volvo station wagon is built for Swedes.

And Swedish men, on an average, are two
inches taller than American men. That's a
big reason the Volvo 145 has leg and
headroom for drivers up to six feet six and
a half inches tall.

It also has a rear seat wide enough for three
aduits. And, with the rear seat down, room
to carry a sofa 72 inches long. The 145 has
all this room because Swedes need it. They
travel more than anybody else in Europe.

They also own more cars per capita than
anybody in Europe. Which means crowded
streets, and explains why the Volvo station
wagon is shorter outside and more
maneuverable than most Detroit compact
sedans.

The Volvo 145 station wagon is built for
Sweden. Which is why it's just what you
may need in America.
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Copywriters: Ed McCabe
George Dusenbury

Producers: Ed McCabe

George Dusenbury
Production Company: No Soap Radio
Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

Inspection
60-second

ANNCR. (VO): In Sweden, the national
automobile inspections are perhaps the
roughest in the world.

200 components are examined. And if your
car fails, you're either served with a
summons ordering you to have it fixed.
Fast. Or you're forbidden to drive it at all.

It has to be towed away.

So when Swedes buy a new car, how well
it'll do in the inspections is one of their
biggest concerns. And they can get a good
idea of just how well that will be. Published
reports give the results on all makes of cars
sold in Sweden.

As you might imagine, these reports can
really hurt an automobile manufacturer if
they're bad. Or really help him if they're
good. Volvo is the largest selling car in
Sweden. You see, when we build a Volvo,
how well it'll do in the inspections is one of
our biggest concerns too.

Volvo. We build them the way we build
them because we have to.
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Art Director: George Lois

Copywriter: Ron Holland

Lyricist: Frank Gehrecke

Composer: Claiborne Richardson
Producer: Ed Murphy

Production Company: Famous Commercials
Agency: Lois Holland Callaway Inc.

Client: Restaurant Associates

Spats
60-second

(WORDS AND MUSIC)

ANNCR. (VO): Let's go to

Spats . .. For the food that ya like toeat . . .
Spats . . . Filled with folks that ya'd like to
meet. ..

Spats . . . Phone your wife that you'll meet
heron...

33rd Street.

Spats . . . It's a spot filled with lots of cheer . . .
Spats . . . Lots of fun, lots of atmosphere . ..
Spats . . . Guaranteed that you'll like it

here . ..

Where? Spats.

Day time or night . ..

Spats serves you right . . .

For any mood . ..

Spats has the food.

Cocktail or two, maybe a brew . . .
Whatever you wish, Spats is your dish.
That's Spats . . . It's a nest that was built
foryou ...

Spats . .. Slightly west of the Avenue . . .
Spats . . . All New Yorkers are tippin’ their
hats!

Why don't you telt your date . . .

There's heaven on a plate . . .

Next to the Empire State . . .

Let's go to Spats.

ANNCR. (VO): 33 West 33rd Street
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271 Gold Award
Composers: William Backer

Billy Davis

Roger Cook

Roger Greenaway

Billy Ed Wheeler
Producer: Billy Davis
Production Companies: A.I.R. London

Sherman, Kahan

Agency: McCann-Erickson, Inc.
Client: Coca-Cola, U.S.A.

Getting This World Together
60-second

(WORDS AND MUSIC)

SONG: Together—together—together
—together . . .

Getting this world together
Getting this world together
Putting our dreams together
Putting our dreams together
Pull up a friendly chair

Show someone that you care . . .

(Hey) talk about what you feel now
Talk about what you feel now

Talk about what is real now

Talk about what is real now

Let's have some Coca-Cola

And talk it over now . ..

Getting this world together . . . (getting this
world together)

Putting our dreams together . . . (sharing our
dreams)

More people talk it over

Having a Coca-Cola

For sitting and talking it over

It's the real thing ... (Coca-Cola) . ..

Let's have some Coke together

It's the real thing . .. (Coke is) . . . (Coca-Cola)
Coca-Cola. .. (getting this world together)

It's the real thing

Coca-Cola

Let's have some Coke together

it's the real thing

Cokeis ...

Lifels
60-second

Have a Good Day
60-second

272 Silver Award

Copywriter: Adrienne Cohen

Music: Stock

Producer: John Scott

Production Company: Audio Directors
Agency: Young & Rubicam International, Inc.
Client: Eastern Air Lines

Bahamas (i
60-second

(SFX UNDER)

ORSON WELLS: A lacy fern does its
perpetual dance in the undulating light below
you as you float lazily in the blue sea. You
take a breath, you dive to watch a yellow
haze become a thousand iridescent fish
moving as one current. They don’t flee for
now you're one of them with your snorkel

and mask gliding over coral and rippled sand
just a few hundred yards off Nassau shore
and ten feet below it, in the Bahamas, a place
for peopie. One of the places that makes
Eastern Air Lines what it is, the airline

more people fly than any other in the world,
but one.

The Wings of Man.

Houston 1l
60-second

Cleveland |
60-second

Jamaica |
60-second

Atlanta (Fox Theater)
60-second
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Art Director: Frank Fristachi

Copywriter: Joe Tantilio

Composer: Michael Small

Producer: Maggi Durham

Production Company: Aura Productions
Agency: DKG Inc.

Client: Getty Oil

Dollars & Cents
60-second

(GETTY MUSIC: UP AND UNDER)

ANNCR. (VO): We at Getty have been
telling you that you can save money on our
premium gasoline, because it's priced a few
cents less per gallon than most other major
premiums . .. Well now we'd like to tell you
just how much money you can save with
Getty premium.

(SFX: CAR DRIVING. DRIVES OVER CORD
BELL. BELL RINGS TWICE)

(SFX: “Fill "er up™)

(SFX: GAS PUMP BELL STARTS TO RING
AND CONTINUES TO RING UNDER)

With your first gallon of Getty premium you
save about three cents. With five gallons,
about fifteen cents. A twenty gatlon fill up
saves about sixty cents. Use Getty for a month
and you save about two fifty. Use it for six
months and save around fifteen dollars. And
if you use Getty for a year, or around 12,000
miles of driving, you can save around thirty
dollars. Thirty dollars for doing nothing more
than filling up with Getty. That's enough to
buy another seventy-five gallons. Which is
enough gas to take you about 1,000 miles

(SFX: CAR PULLS OUT OF STATION. CORD
BELL RINGS TWICE. MUSIC UP)

At Getty, we give you more gas for your
money. So you get more miles for your
money.

75 Gallons
60-second

N.Y. to Florida
60-second
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Art Director: John Caggiano

Copywriter: Michael Kahn

Music: Stock

Producer: Rosemary Barre

Production Companies: Clack Studio
Media Sound

Agency: Doyle Dane Bernbach Inc.

Client: Porsche/Audi

The Duke of Klaxon
60-second

(MUSIC THROUGHOUT WITH SOUND OF
CARS BEING DRIVEN)

ANNCR. (VO): On April 8th, the Honorable
George Whittingham-Raston, 4th Duke of
Klaxon, suffered a financial setback. He saw
fit, after much deliberation, to sell his entire
stable of motor cars.

He decided to purchase a car that had just
about the same headroom and legroom as
his Rolls-Royce Silver Shadow. A car with
front-wheel drive like his Cadillac Eldorado
and the same type of steering system as his
Porsche. A car that not only had an interior
as stately as his Mercedes-Benz 280SE, but
also promised the same expert service as
his beloved, little Volkswagen.

(PAUSE)

The car he purchased was an Audi.

And owing to its rather minimal cost, the
Duke felt that, indeed, it was a lot of cars for
the money.

It's a Lot of Cars for the Money
60-second

Italian Count
50-second
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Art Director: Frank Ginsberg
Copywriter: Lou Linder
Lyricists: Lou Linder

Frank Ginsberg
Composers: Mike Appel

Jim Cretecos

Producer: Cindy Woodward

Production Company: Wes Farrell Organization

Agency: The Marschalk Company
Client: Coca-Cola U.S.A.
Mr. PiBB

Folk Rock
60-second
(MUSIC THROUGHOUT)

SONG: It's nice to live in an easy way.
Without any cares from day to day.

Slow down the time, slow down the moment,
Mr. PiBB. Smooth and easy Mr. PiBB.

It's nice to have your clouds erased. So
just slow down to its easy taste.

Slow down the time. Slow down the moment.

Taste Mr. PiBB. It goes down good, Mr. PiBB.

(It goes down good.)

ANNCR. (VO): Mr. PiBB is not a cola—not a
root beer. it's an easy new soft drink from
the Coca-Cola Company. Taste it. It goes
down good.

SONG: It goes down good.
Country Western
60-second

1950’'s
60-second
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Copywriter: Ed McCabe

Producer: Ed McCabe

Production Company: The Mix Place
Agency: Scali, McCabe, Sloves, Inc.
Client: Perdue Farms, Inc.

Leg Shortage
60-second

ANNCR.: Ladies and gentlemen, the President
of Perdue Farms, Mr. Frank Perdue . . .

FRANK PERDUE: I've got a problem here
that you can help me with. My breasts aren’t
moving as fast as my legs. For some reason,
people are buying a lot more of my Perdue
chicken legs than Perdue chicken breasts.
Of course, | really appreciate the support
you're giving my legs. But we've got to get
this breast problem straightened out or there'll
be no end of grief. You see, a chicken only
has two legs. And no matter how you slice

it, you can't get more than two breasts out
of one chicken. Now I’'m not one to complain
about having a few extra breasts on my
hands. But I'm on the brink of a major leg
shortage. You're just going to have to start
buying more Perdue chicken breasts, or

I’'m going to have to start coming up with
three-legged chickens.

ANNCR.: When it comes to chicken breasts,
Frank Perdue is even tougher than you are.
He has to be. Every one of them comes

with his money-back quality guarantee.

It takes a tough man to make tender chicken
breasts.

Perdue.

Giblets
60-second

Two Questions
60-second
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Copywriters: Don Wood

Ted Kandle
Lyricists: Don Wood

Jon Silbermann

Composers: Don Wood

Jon Silbermann
Producers: Don Wood

Jon Silbermann

Production Company: MZH, Inc.
Agency: N.W. Ayer & Son, Inc., New York
Client: AT&T Long Lines

Imagine My Surprise
30-second

(MUSIC)

SONG: Imagine my surprise when | picked
up the phone to find youoniit . . .

| don't think I've ever been so pleased.
Your voice so gentle and understanding,
life was suddenly undemanding,

you'li never know how much those minutes
mean ...

la lalala lala lalala |a lalala lala
lalala

ANNCR. (VO): It's surprising what a phone
call can do for someone you love. Why not

dial Long Distance and find out for yourself.

Old Time Places
60-second

Hello Sunshine
30-second

Country Blues
60-second
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Art Director: Michael Ulick
Copywriter: Jeffrey Frey
Lyricists: Jeffrey Frey

Charles Moss
Composers: Neil Warner

Larry Levinson

Producer: Barbara Michaelson
Production Company: Warner/Levinson
Agency: Wells, Rich, Greene, Inc.
Client: Bonanza International

Eating with the Kids in the Car
60-second

(MUSIC THROUGHOUT)

SONG: Mustard on my nose

Ketchup on my clothes

Eating with the kids in the car . . .

Burgers in a sack

French fries down my back

Eating with the kids in the car . . .

These drive-ins are driving me crazy. ..
They're driving me out of my mind . . .

It's not that I'm mean or I'm lazy,

But | really wish | could find . . .

A place where a father could take his kids,
Sit down to a meal and relax . . .

And he won't have to take out a bank loan,
To pay for the tips and the tax.

ANNCR. (VO): Fathers of America, come to
Bonanza and you won't have to eat in the car.
Your kids can still have hamburgers but you
can have a steak.

Bonanza. The family restaurant even a father
could love.

The Highway Song
60-second

You've Gotta Be Rich
60-second
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Copywriters: Ed McCabe
George Dusenbury

Producers: Ed McCabe

George Dusenbury
Production Company: No Soap Radio
Agency: Scali, McCabe, Sloves, Inc.
Client: Voivo, Inc.

Size
60-second

ANNCR.: In many countries, the
biggest-selling car is a small car. But notin
Sweden. It's not that Swedes’ egos are too
big to stoop to a small car. it's that their
bodies tend to be.

Swedish men, on an average, are two inches
taller than American men. Swedish women
are tall, too. That's one reason New York's
biggest modeling agency goes to Sweden,
more than to any other country, in search of
tall, thin models.

Needless to say, this tendency for Swedes to
be tall has a lot to do with the way we design
cars at Voivo.

Volvos have enough leg and headroom for
drivers up to six feet six and a half inches.

The rear seat is wide enough for three adults.

And the trunk is bigger than the trunk in big
American cars.

The fact is, you just don’t get to be the
biggest-selling car in Sweden by building a
little car.

Volvo. We build them the way we build them
because we have to.

Driving
60-second

Taxes
60-second
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Copywriter: Spencer Michlin

Lyricist: Spencer Michlin

Composer: John Hill

Production Company: Michlin & Hill, Inc.
Agency: Michlin & Hill, Inc.

Client: Pepsico, Inc.

Put a Little Ya-hoo in your Life
60-second

(MUSIC UP)

SONG: Put a little (bing, bing) in your life
Put a little (bonk, bonk) in your life

Put a little (ding, ding)

Put a little (clang, clang)

Put alittle (bong, bong)

Put a little (beep, beep)

Put a little Ya-hoo in your life

Put Mountain Dew in your life

Put a little Ya-hoo in your life

(MUSIC UNDER)

ANNCR. (VO): There's a little Ya-hoo in
everyone. Lemony Mountain Dew turns it
loose. Mountain Dew. With the sparkly look
of lemon, and the sparkly taste of lemon.
Put a little in your life!

(MUSIC UP)

SONG: Put a little (bing, bing) in your life
Put a little (bonk, bonk) in your life
Put a little (ding, ding) . . .

Put a little (clang, clang)

Put a little (bong, bong)

Put a little (beep, beep)

Put a little Ya-hoo in your life

Put Mountain Dew in your life

Put a little Ya-hoo in your life

Put Mountain Dew in your life

Put a little Ya-hoo in your life

Put Mountain Dew in your life

Put a little Ya-hoo in your life.

(MUSIC UNDER)
Basic
30-second

Jug Band
30-second

Country/Mountain Dew
30-second



281
Copywriters: Sara Bragin
Mark Yustein
Producers: Sara Bragin
Mark Yustein

Production Company: National Recording Studios
Agency: Della Femina, Travisano & Partners, Inc.

Client: Blue Nun

Happy Anniversary
60-second

ANNCR.: Stiller & Meara.
(SFX: DOOR SLAMS)

STILLER: Hi, Naomi, I'm home. Happy
Anniversary.

MEARA: You remembered?

STILLER: How could | forget? It was a year
ago today your mother moved outand |
moved back in. How about a hug?

MEARA: Quch. Warren, watch your hands!

STILLER: That wasn't my hands. It was my
claw. | mean, it was my lobster.

MEARA: What are you talking about?

STILLER: i thought I'd surprise you and bring
home your favorite food for dinner. Lobster.

MEARA: But to surprise you, | made your
favorite dish. Meatloaf.

STILLER: Hey, that's great. We can have
both. And what's more, | brought home a
little Blue Nun.

MEARA: No wonder she's blue, it's freezing
out there. Bring her inside.

STILLER: No, Blue Nun wine. See.

MEARA: But that looks like white wine. How
can you drink white wine with meatloaf.

STILLER: Very simple. Blue Nun is a delicious
white wine that's correct with any dish—
lobster or meatioaf.

MEARA: Warren, the |obster, it's attacking the
meatloaf!

STILLER: Hey, Naomi, that gives me an idea.
MEARA: Warren, you devil.

ANNCR.: Blue Nun. The delicious white wine
that's correct with any dish.

Another Sichel wine imported by Schietfelin
& Company, New York.

MEARA: Warren, please not in front of the
lobster.

Beef Wellington
60-second

Smorgasbord
60-second

282

Copywriter: Ed McCabe

Producer: Ed McCabe

Production Company: The Mix Place
Agency: Scali, McCabe, Sloves, Inc.
Client: Barney's

Just Looking
60-second

ANNCR.: If you like to shop for clothes without
being bothered by salesmen, you'll appreciate
Barney's unique new "'just looking' button.
Our hostess will give you one at the door.
When you put it on, it lets our salesmen know
that you want to "‘just look" in peace. This
leaves you free to explore every nook and
cranny of Barney's 21 dens, shops, and

rooms without walking around repeating over
and over again "just looking," 'just looking."

And at Barney's, there's plenty to look at.
Men’s fashions in every size and style. The
famous designers of Europe and the States.
Most of the big name brands. You can also
relax and have a cup of coffee at our espresso
bar. Check out our barber shop. Or just watch
the grapes grow in our glass-enclosed
garden.

Come to Barney's and look around. As long
as you wear the "'just looking" button, we'll
treat you like you're not even here.
Barney's. 7th Avenue and 17th Street. We
know you go out of your way to get here.
We've got to pay you back.

Rainmaker Room
60-second

How to Get to Barney's
60-second




Radio/Campaign
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Art Director: George Lois

Copywriter: Ron Holland

Lyricist: Frank Gehrecke

Composer: Claiborne Richardson
Producer: Ed Murphy

Production Company: Famous Commercials
Agency: Lois Holland Callaway Inc.

Client: Restaurant Associates

Ma Bell’s
60-second

(MUSIC IS BOUNCY JAZZ) TWO VERSIONS
—ONE MAN, ONE WOMAN ON PIANO

SONG: Hello—Hello—Hello—Helio—Hello
—Ma Bell's restaurant! Everybody's talkin’
to—everybody'’s walkin' to Ma Bell's—Ma
Bell's the most harmoniest, telephoniest spot
in town,

Everybody's night and day over Shubert Alley
way, at Ma Bell's—Ma Bell's. They all love
meetin’ there, drinkin’ and the eatin’ where?
At Ma Bell's. Why you can head right for a
table—or the long long distance bar—there's
a phone on every table—where you can call
your wife and tell her where you are.

Drop around and have a ball, need a drink
and make a call at Ma Bell's—Ma Bell's. The
newest, brightest, light right off of Broadway.
The fun and food and phones galore—
Shubert Alley way—

At Ma Bell's, at Ma Bell's, at Ma Bell's—Ma
Bell's—Ma Bell's—Ma Beli's . . .

ANNCR. (VO): Ma Bell's—at Shubert Alley . . .

45th Street—West of Broadway . . .
Spats/Man
60-second

Spats/Woman
60-second

284

Copywriter: Evan Stark

Producer: Christopher Hall

Production Company: Six West Recording
Agency: Doyle Dane Bernbach Inc.
Client: Mobil Oil Corporation

Dirt Sings
60-second

ANNCR.: Every car engine has an enemy.
Dirt ...

MR. DIRT: I'm dirt ... I'm dirt...and it's car
engines | love to hurt.

| try to make them stall and stutter and
stop...Andifl do...whatcanyoudo...
ha...youcan'tevencallacop...youcan't
arrestdirt...And I'mdirt...I'mdirt...I'm
filthy, rotten dirt . . . I'll try to make your
engine whine and whimper and yelp and cry
forhelp...I'mdirt... ha, ha...I'mdirt...
ha, ha...!I'mdirt...

and one more time. ..

I'm not good for your carburetor . . . cause
I'll try to get it sooner or later ... 1'm no
good for your engine my friend . . . Cause |
don't bow and | don't bend. I'm just no good
...on yourcar|'mrough...andif you
don't like it that's just tough . . . Cause you
can have trouble when I'm around . . . and
when I'm around, | am around .. . I'm dirt . ..
ha, ha...I'mdirt...ha, ha...|'mdirt.
And one more time I'm no good for your
carburetor . . .

Cause. ..

(FADE OUT)

ANNCR.: But dirt has an enemy, too.

Mobil Detergent Gasoline.

Mobil fights dirt to help keep your engine
clean and to help your car run smoothly . ..
Mobil Detergent Gasoline—it hates dirt.

Dirt Waxes Poetic
60-second

Driving Game
60-second



285

Copywriter: Arthur Einstein Jr.

Producer: Laurie Kahn

Production Company: Cinema Sound
Agency: Lord, Geller, Federico, Peterson Inc.
Client: The New Yorker Magazine

Kicks and Screams
60-second

MOELING: I'm John Moeling, Corporate and
Financial Advertising Manager of The New
Yorker Magazine. Most corporate advertising
gets into print over the kicks and screams of
the top management. Somebody gives them a
bill of goods about how they have to say
something warm and pleasant about their
companies and they sort of go along with it,
but they’re not really thrilled because
unfortunately advertising is considered to be
a direct reduction of the bottom line. So what
they'll do is write a long story about their
corporation and what it does, then at the
bottom they'll say write for our annual report.
Then after several weeks they count up the
number of requests they've gotten and rate
media on a cost per inquiry basis. We lose
more often than we win on this basis. The sort
of portfolio that they want to interest is not the
portfolio that's going to take up its pencil and
write in for an annual report. It will do one of
two things, it will call its broker and say send
me one or it will call its broker and say, why
in God's name do | have to read about this
company in The New Yorker?

Little Shop
60-second

Interviewed in Hong Kong
60-second



TV/Single/:30 or under

286

Art Director: Henry Holtzman

Copywriter: Larry Spinner

TV Director: Melvin Sokolsky

TV Producer: Linda Mevorach

Production Company: Sokolsky Films
Agency: Young & Rubicam International, Inc
Client: Dr. Pepper

Candy Store
30-second

SCENE IS TYPICAL URBAN
NEIGHBORHOOD CANDY STORE
WITH ALL THE LOCAL COLOR,
NOISE, ACTIVITY WITH PEOPLE
COMING IN AND OUT. CITY SOUNDS
ARE HEARD. CAMERA COMES IN ON
CANDY STORE LADY. (SHE IS A
‘RECOGNIZABLE’ TYPE BECAUSE
OF HER ACCENT AND HER
DIRECTNESS)

CANDY STORE LADY: The first time
a salesman came into my candy store
to sell me Dr. Pepper, | told him to
go take a walk. Then all of a sudden
my customers start asking me for

Dr. Pepper, Dr. Pepper. So | called
the salesman and said, “‘Morris, bring
back the Dr. Peppers.' | thought it
was another cola. But it's got an
altogether different taste. Better, it you
ask me. So now | got a big seller on
my hands. Who knew?

(‘CANDID’ TOUCH AT FINISH
INCLUDES CUSTOMER WAVING
INTO LENS, TRYING TO GET INTO
PICTURE )
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Art Director: Julio Dilorio
Copywriter: Gene Case
TV Director: Barry Brown
TV Producer: Barbara Fine

Production Company: Brillig Productions Inc.

Agency: Case & McGrath, Inc.
Client: The Mennen Company

Japanese
30-second

CLERGYMAN IN BATHROOM

ANNCR. (VO): America wakes up
with Skin Bracer . ..

(MUSIC)
CLERGYMAN SLAPS HIMSELF

CLERGYMAN (ON CAMERA):
Thanks. | needed that.

SKIN BRACER BOTTLE

ANNCR. (VO): Skin Bracer is the
morning after-shave. !ts skin-tightener
and chin-chillers wake you up like a
cold slap in the face . . .

DISSOLVE TO JAPANESE IN
BATHROOM

ANNCR. (VO): and now, the world
discovers Bracer . . .

JAPANESE SLAPS HIMSELF

JAPANESE (ON CAMERA): Domo.
Sorega Hitsuyodattanose.

SUBTITLE: “Thanks. | needed that.”




TV/Single/:30 or under

288

Art Director: Mike Withers
Copywriter: Barry Greenspan

TV Director: Bill Alton

TV Producer: Dave De Vries
Production Company: Alton-Melsky
Agency: DKG Inc.

Client: Dollar Savings Bank

-
- —

Stocks
30-second

OPEN ON MAN WALKING DOWN
WALL STREET SPEAKING TO
CAMERA AS HE WALKS

MAN: In 1955 | took five thousand
dollars and put it into the stock
market. By ‘59 | had myself around
seven thousand bucks.

STOPS AT HOT DOG STAND

By '62 it was down to around four
thousand.

But . .. by 1969 | was right back up
to seven and a half.

Now? I'm just about where | started,
give or take a few hundred.

Mostly take, | guess
There's got to be a better way.
TURNS AND WALKS AWAY

ANNCR. (VO): Dollar Savings Bank.
Maybe we're the better way

SUPER: DOLLAR SAVINGS BANK
The better way.



289

Art Director: Mas Yamashita

Copywriter: Elizabeth Hayes

TV Director: Harry Hamburg

TV Producer: Mel Kane

Production Company: McGraw-Hill Pacific Productions
Agency: Doyle Dane Bernbach Inc.

Client: Hills Bros. Coffee, Inc.

On the Docks
30-second

OPEN ON BEAN BUYER ON THE
SAN FRANCISCO DOCKS. BAGS OF
COFFEE BEANS ARE BEING
DUMPED IN SLING FROM SHIP

CU OF BEAN BUYER. BAGS ARE
JUST FINISHING BEING LOWERED
IN FRONT OF HIM. HE HOLDS A BAG
CUTTING BEAN SCOOPER

BEAN BUYER: As the bean buyer for
Hills Bros. I'm here to make sure we
get what we pay for.

CUT TO SCOOPER CUTTING INTO
BAG AND SCOOPING OUT BEANS.
EXAMINES BEANS

The Hills family is very picky about
the beans they put in their coffee.
They have been for nearly 100 years.

BACK TO MEDIUM SHOT OF BEAN
BUYER

Last year about a million pounds of
beans didn't make it from here . . .
to there.

GESTURES TOWARD HILLS BROS.
PLANT BEHIND HIM

The Hills family rejected them right
on the spot. | had to turn them over to
a coffee broker.

BUYER MOVES AROUND BAGS
AND LEANS ON THEM

And he sold them to somebody else.
MEANINGFUL LOOK TO CAMERA

ANNCR. (VO): When your own name
is on the can . . . you're very picky
about what goes inside.

CLOSE UP OF PRODUCT
PULL BACK TO SHOW ENTIRE CAN




TV/Single/:30 or under

290

Art Director: Kathe Mooslie

Copywriter: John Annarino

TV Director: Jack Desort

TV Producer: James Grumish

Production Company: Desort and Sam Productions, Inc.
Agency: Doyle Dane Bernbach Inc.

Client: Jack-in-the-Box

Rodney Rides Again
30-second

RODNEY SEATED WITH JUMBO
JACK IN FRONT OF HIM. MAN IS
OFF CAMERA

MAN: Hi, haven't | seen you on TV
before?

RODNEY SPEAKS TO MAN, STILL
OFF CAMERA

RODNEY: Yeah.

MAN: What's your name?
RODNEY: Rodney.

MAN: Rodney what?

RODNEY: Rodney Allen Rippy.
MAN: What's that in front of you?
RODNEY: A Jumbo Jack.

MAN: A Jumbo Jack?

RODNEY: From Jack-in-the-Box.
MAN: Did you ever get a bite out of
it?

RODNEY: It too big a eat.

MAN: Think you'll be able to get a
bite now? Give it a try Rodney.

RODNEY BITES INTO JUMBO JACK
Tell us how you like it.

RODNEY POINTS TO HIS MOUTH
AS IF TO SAY HE CAN'T TALK
WITH HIS MOUTH FULL

RODNEY: I can't, | got . . .
(SFX: LAUGHTER)

SUPER: THE JUMBO JACK AT
JACK-IN-THE-BOX




291 Gold Award
A-t Director: Roy Grace
Copywriter: Marcia Bell Grace
Designer: Roy Grace
TV Directors: Roy Grace
Bob Gaffney
TV Producer: Susan Calhoun
Production Company: Lofaro & Associates
Agency: Doyle Dane Bernbach Inc.
Client: American Luggage Works

Flying
30-second

OPEN ON SUITCASE FALLING OUT
OF UNSEEN HELICOPTER

SUPER: SLOW MOTION
PHOTOGRAPHY

(SFX THROUGHOUT: WIND
WHIRLING)

SLOW MOTION SHOTS (FROM
GROUND) OF SUITCASE TUMBLING
THROUGH THE SKY

MAN: What would you call a suitcase . . .
SUITCASE STILL FALLING

that could fall five hundred and fifty
feet. ..

and survive twenty-two out of
twenty-six times?

SUITCASE LANDS ON THE GRASS
(SFX: CRASH AS LANDS)
SUITCASE BOUNCES, THEN SETTLES

WOMAN: Fantastic!
MAN: No. American Tourister.

SUPER: AMERICAN TOURISTER
FROM $20




TV/Single/:30 or under

292
Art Director: Sam Scali
Copywriter: Dan Bingham
TV Director: Franta Herman
TV Producers: Sam Scali
Dan Bingham
Production Company: Televideo Productions
Agency: Scali, McCabe, Sloves, Inc.
Client: WCBS-TV

Littie Black Book
30-second

SHOT OF TYPICAL, SLIGHTLY WORN,
LITTLE BLACK ADDRESS BOOK

ANNCR. (VO): This little book contains
the names of 24 stool pigeons. . .

CAMERA MOVES IN ON HANDS
PICKING UP BOOK

12 power brokers, and innumerable
informants.

HANDS BEGIN TO OPEN BOOK

All of them on a first-name basis with
Chris Borgen . . .

CU OF BOOK HELD OPEN SHOWING
NAMES AND PHONE NUMBERS

WCBS-TV News Crime Reporter.
CU OF FINGERS TURNING PAGES

So when Borgen wants to get all the
facts behind a crime story . . .

allhe hastodo. ..

is let his fingers do the walking . . .

SUPER OVER BOOK: TO STAY
INFORMED, YOU HAVE TO KNOW
INFORMERS

through his little black book.

SUPER: THE 6 & 11 O'CLOCK
REPORT ON WCBS-TV

ANNCR. (VO): See Chris Borgen
weeknights on the 6 and 11 O'Clock
Report.



293
Art Director: Sam Scali
Copywriter: Dan Bingham
Cameraman: Steve Horn
TV Director: Steve Horn
TV Producers: Sam Scali
Dan Bingham
Production Company: Horn/Griner Productions
Agency: Scali, McCabe, Sloves, Inc.
Client: WCBS-TV

Day Off
30-second

DOORMAN PUSHING CART WITH
NEWSPAPERS DOWN APARTMENT
BUILDING HALLWAY

DOORMAN: Keane . . . Hultgren.

STOPS AT JIM JENSEN'S
APARTMENT, STARTS DROPPING
NEWSPAPERS BY THE DOOR

Jensen, Jensen, Jensen, Jensen . ..

ANNCR. (VO): When Jim Jensen of
WCBS-TV News relaxes on his day off,
he relaxes by doing what he enjoys the
most. Reading about the news.

in fact, even when it is not his day off,
he does what he enjoys the most.
Telling you about the news.

JENSEN STEPS OUT OF HIS
APARTMENT AND PICKS UP THE
NEWSPAPERS

ANNCR. (VO): See Jim Jensen
weeknights on the 6 and 11 O'Clock
Report.




TV/Single/:30 or under

294
Art Director: Sam Scali
Copywriter: Ed McCabe
TV Director: Franta Herman
TV Producers: Sam Scali
Ed McCabe
Production Company: Televideo Productions
Agency: Scali, McCabe, Sloves, Inc.
Client: Perdue Farms, Inc.

Yol ey
L LY.

Hot Dogs
10-second

FRANK PERDUE IN FRONT OF A
BUTCHER SHOP WINDOW

FRANK PERDUE: My tasty young
Perdue chickens cost less per pound,
than hot dogs!

Than hot dogs!
Boy, that really galls me.

SUPER: IT TAKES A TOUGH MAN TO
MAKE A TENDER CHICKEN



295
Art Director: Sam Scali
Copywriter: Ed McCabe
TV Director: Franta Herman
TV Producers: Sam Scali
Ed McCabe
Production Company: Televideo Productions
Agency: Scali, McCabe, Sloves, Inc.
Client: Perdue Farms, Inc.

IT TAKES
ATOUGH MAN
TO MAKE
A TENDER CHICKEN.

Shape Up Folks
30-second

OPEN: FRANK PERDUE IN BUTCHER
SHOP

FRANK PERDUE: My fresh young
chickens are one of the best sources
of protein there is.

(SFX)

SHOW CHICKENS IN BIN

PERDUE: And they have fewer
calories . ..

CUT TO WAIST-HIGH SHOT OF HEFTY
WOMAN SHOPPER

and less saturated fat than any red
meat.

VOICE IN STORE: Give me a bunch of
those.

CUT TO HOT DOGS, THEN BACK TO
PERDUE AT COUNTER WITH
SHOPPERS

PERDUE: It's pretty obvious to me that
a lot of people aren't aware of that.

C'mon folks, shape up! Start eating
more of my chickens.

(SFX)

SUPER: IT TAKES A TOUGH MAN TO
MAKE A TENDER CHICKEN




TV/Single/:30 or under

296

Art Director: Joe Gregorace

Copywriter: Edward Smith

Designer: Charles Piccirillo

TV Director: Andy Jenkins

TV Producer: Jerry Gold

Production Company: Jenkins-Covington
Agency: Doyle Dane Bernbach Inc.
Client: Volkswagen of America

Vote
30-second

IT'S A STREET SCENE. THERE IS A

HIGH SCHOOL MARCHING BAND . . .

PEOPLE JAM THE SIDEWALKS ON
BOTH SIDES. A BANNER HANGS
ACROSS THE STREET. IT'S A TOWN
ELECTION

(SFX: CROWDS CHEERING, NOISE-
MAKING, MARCHING BAND MUSIC)

MARCHING BAND COMES DOWN
STREET FOLLOWED BY FANCY
CONVERTIBLE. INSIDE SITS MAN
WHO LOOKS LIKE ‘INCUMBENT’
(WAVING)

ANNCR. (VO): This is a very fancy
limousine convertible. The most
expensive you can buy.

(SFX: MUSIC, CROWD NOISES
UNDER)

SAME VIEW OF STREET WITH
TOWNSPEOPLE REVEALS ONE-MAN
MARCHING BAND WALKING. HE IS
DRUMMING, PLAYING GUITAR,
KAZOO

(SFX: SAME MUSIC AND NOISES
UNDER)

VOLKSWAGEN COMES INTO VIEW

ANNCR. (VO): This is a Volkswagen
Convertible. The least expensive
four-passenger convertible you can
buy. ... Now ... which man would
you vote for?

(SFX: BIG CROWD NOISES UNDER)



297

Art Director: Reinhold Schwenk
Copywriter: Lore Parker
Designer: Reinhold Schwenk
Cameraman: Lou Addams

TV Director: Tony Lover

TV Producer: Barbara Cowan
Production Company: D.S.I.

Agency: Doyle Dane Bernbach Inc.

Client: Sony Corporation

18,000 Hours
30-second

(SFX OF TELEVISION PROGRAM)

YOUNG MAN INTENTLY WATCHING
TV. ALL SEEN FROM TV'S-EYE-VIEW

CAMERA SLOWLY BEGINS A 180
DEGREE TURN AROUND THE MAN

ANNCR. (VO): Jim Rogers, Transmitter
Supervisor. . ..

NOW WE SEE MAN IN PROFILE

. ... for Channel 40 in Sacramento,
California

CONTINUE TURN. NOW WE SEE THE
SONY TRINITRON HE IS WATCHING

. ... has played this Sony Trinitron for
18,000 hours.

NOW WE LOOK OVER HIS
SHOULDER SQUARELY AT THE SET

That's the same as if you in your
home, played it four hours a day for
12 years.

MOVE IN OVER HIS SHOULDER FOR
CLOSER LOOK AT SET

18,000 hours—and still going strong!
EXTREME CLOSE-UP

Sony. Ask Jim Rogers.

SUPER: SONY. ASK ANYONE

Ask anyone.




TV/Single/:30 or under

298 Silver Award
Art Director: Bernie Vangrin
Copywriter: Ray Werner
Cameraman: Andy Jenkins
TV Director: Andy Jenkins
TV Producers: Bernie Vangrin
Ray Werner
Production Company: Jenkins/Covington
Agency: Ketchum, MacLeod & Grove, Pittsburgh
Client: C&P Telephone

Margie Schumaker
30-second

OPEN ON TWO GUYS IN TELEPHONE
BOOTHS WHICH ARE STANDING
SIDE-BY-SIDE. FRED FUMBLES
WITH A BIT OF CRUMPLED PAPER

DIALOGUE SLIGHTLY OVERLAPS
BETWEEN CONVERSATIONS

FRED: Hello Operator, I'm looking for
the number of a Margie Shumaker.

AT THE SAME TIME, BOB IS
LEAFING THROUGH THE
DIRECTORY, RUNNING HIS FINGER
DOWN A PAGE ... PUTS ADIME IN
THE PHONE, DIALS THE NUMBER

BOB: Shumaker, Shumaker, Margie
Shumaker.

FRED: Well, could be aU oran O
BOB: Jefferson Street

FRED: On Jackson Street. Oh, I'm
sorry that's Jefferson Street. What,

what was that. .. 555-26. ... Thank
you very much.

FRED WRITES DOWN NUMBER
(SFX: DIALING SOUND)

FRED DIALS THE NUMBER AS BOB
BEGINS TALKING TO HER

30B: Hello M argie E‘j' Bob here. Uh
the fellow from the party in the brown
sweater. (LAUGH) Yeh, how could you

forget. Hey listen, ah, how you doin'?
(SFX: FRED GETS BUSY SIGNAL)
SUPER: Look it up yourself. It's faster.

LoG(:! ‘ yourself. ﬁhskr

@) C&P Telephone -
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Art Director: Ron Barrett

Copywriter: David Altschiller

TV Director: Jacques Lemoine

TV Producers: Paul Wollman
David Altschiller

Client: Fiat
Agency: Carl Ally Inc.

Fiat 126
30-second

(MUSIC THROUGHOUT)

OPEN SHOT OF ARCH IN EUROPEAN
cITY

SHOW DIFFERENT CITIES AND
TRAFFIC CRUNCH IN EACH
THROUGHOUT

ANNCR. (VO): We took a good hard
look at what city driving is really like
and we made the new Fiat 126.

ONE SHOT SHOWS STOPPED
TRAFFIC

MORE JAMMED TRAFFIC (COP
TRYING TO MAKE IT WORK)

(SFX: HONKING HORNS, VOICES,
TEMPERS FLARING)

MORE SCENES OF INTERSECTIONS
HOPELESSLY TIED UP

ORANGE FIAT SMOOTHLY ENTERS
WENDS WAY THROUGH CARS

It's smaller outside than almost any
other car for handling

FIAT DRIVING IN BETWEEN TWO
BUSES

But it's very large inside for handling
people

FIAT PULLS UP TO CURB AND FOUR
BUSINESS MEN GET OUT OF THE
SMALL CAR

If you live in the city should you drive
the city car? The Fiat 126.

SUPER: Fiat 126
The City Car




TV/Single/:30 or under

300

Art Director: Roy Grace
Copywriter: Evan Stark

Designer: Roy Grace

TV Director: Howard Zieff

TV Producer: Susan Calhoun
Production Company: Zieff Films
Agency: Doyle Dane Bernbach Inc.
Client: Mobil Qil Corporation

Mr. Dirt's Bag of Tricks
30-second

DIRT IN DARK GARAGE (SMIRKING)
ANNCR. (VO): Every car engine has
an enemy—dirt.

DIRT MOVES TO CAR

DIRT: If | have my way, this engine
could stall.

DIRT GOES TO WORK INSIDE MOTOR
DIRT: | won't give it a little, I'll give it
my all.

REALLY AT IT NOW

DIRT: I'll glob it and gook it with
sludge and with grime.

STORM OF DIRT RISES FROM
ENGINE

DIRT: What I'll do to this engine's
worse than a crime!

ADDS BAG OF MORE DIRT

Yes, engines are what | love to hurt
. .. that's why they call me Mr. Dirt.

SHOT DISSOLVES INTO GASOLINE
WHIRLING AROUND IN WASHING
MACHINE EFFECT

ANNCR. (VO): But dirt has an enemy.
Mobil Detergent Gasoline.

PULL AWAY. CIRCLE TURNS INTO
RED “O'* OF MOBIL

Mobil hates dirt.
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Art Director: Guy Noerr

Copywriter: Richard De Pascal

TV Director: Dom Rossetti

TV Producer: Dom Rossetti

Production Company: Z Productions
Agency: Young & Rubicam International, Inc.
Client: Dr. Pepper

Lifeboat
30-second

EIGHT SHIPWRECKED PEOPLE IN A
LIFEBOAT, EXHAUSTED AND

THIRSTY
* Ed COWARD: It's been nine days since
v — A /) the ship went down.
B N
%m ' i YOUNG HUSBAND: Excuse me . . .
' is there anything left.

LEADER: Some salted peanuts . . .
and one bottle of Dr. Pepper.

COWARD: (PANICS, GETS
HYSTERICAL) One bottle. . . . is that
all there's left to drink!! It's not going
to be enough!!

OTHERS HAVE TO RESTRAIN HIM.

LEADER: Look! . .. look at the size of
this bottle . . tadah . ..

HOLDS UP DR. PEPPER 48-0Z.
BOTTLE. LEADER POURS AS
DEPRESSED CREW TURNS INTO
PARTY MOOD

(MUSIC) THEY START DANCING

ANNCR. (VO): Dr. Pepper's new 48-0z
Party-Size Bottle. It's economical,
resealable and just one bottle takes
care of everybody.

SUPER: DR. PEPPER PARTY-SIZE
BOTTLE

Dr Pepper!
 Party Size Bottle.

Q"'—— ’ ’




TV/Single/:30 or under

302

Art Director: Alan Chalfin

Copywriter: Dick Tarlow

TV Director: Jeff Metzner

TV Producer: Ray Lofaro

Production Company: Lofaro & Associates
Agency: Sacks, Tarlow, Rosen, Inc.
Client: Cricketeer

Doubleknit Flannel Suit
30-second

OPEN ON MAN IN GRAY FLANNEL
SUIT SITTING IN LOTUS POSITION

ANNCR. (VO): Cricketeer brings you
peace of body.

MAN CHANGES TO A DIFFERENT
YOGA POSITION. HE CONTINUES
TO TAKE DIFFERENT INTRICATE
POSITIONS THROUGHOUT
(EXPRESSIVE OF A ‘CRICKET")

A Cricketeer suit is so flexible, you can
do anything in it you can do out of it
Without it losing its shape or even
wrinkling. Because we believe a man
should feel relaxed even in a suit, we'll
give you a guidebook to yoga. The
book will give you peace of mind

CU OF MAN WITH HEAD BOWED
AND HANDS IN PRAYER POSITION

Our suit will give you peace of body

SUPER: CRICKETEER
(NAME OF STORE)



303

Art Director: Julio Dilorio

Copywriter: Gene Case

TV Director: Barry Brown

TV Producer: Barbara Fine

Production Company: Brillig Productions
Agency: Case & McGrath, Inc.

Client: The Mennen Company

Joe Frazier
30-second

VALET AND MILLIONAIRE IN
LUXURIOUS BATH

ANNCR. (VO): America wakes up with
Skin Bracer . . .

(MUSIC)

(SFX: SLAP! SLAP!) VALET SLAPS
MILLIONAIRE.

MILLIONAIRE (ON CAMERA): Thanks.
| needed that.

DISSOLVE TO SKIN BRACER
BOTTLE

ANNCR. (VO): If you need waking up,
slap on some Bracer. Its skin-
tightener and chin-chillers . . . can
help you . .. come out smokin' . . .

JOE FRAZIER AT SINK. SLAPS
HIMSELF OUT OF PICTURE
ENTIRELY

(SFX: SLAP! THUMP!)
FRAZIER'S HAND GROPES FOR
EDGE OF SINK

FRAZIER (OFF-CAMERA): Thanks.
| needed that.




TV/Single/:30 or under

304

Art Director: Joe Genova

Copywriter: Jim Symon

TV Director: Barry Brown

TV Producer: John Fengler

Production Company: Brillig Productions
Agency: Kurtz & Symon, Inc.

Client: Fram Corporation

DIL FILTERS

Cash Register
30-second

(SFX: RING CASH REGISTER)

CUSTOMER LEAVES GARAGE
OFFICE. GARAGE OWNER SEATED
BEHIND DESK GESTURES AT
CUSTOMER OUTSIDE. YOU CAN SEE
CUSTOMER THROUGH GLASS AS
HE WALKS DEJECTED

GARAGE OWNER: That poor guy's
just paid me $200.00 for a ring job.
$200.00.

HE SWIVELS IN CHAIR, TAKES
FRAM OIL FILTER FROM DISPLAY

This is a Fram oil filter. About $4.00.

OUTSIDE CUSTOMER HAS OPENED
HOOD AND SLAMMED IT

OWNER: If he'd paid me $4.00 when
he had his oil changed, chances are
he wouldn’t be paying me 200 bucks
now.

PUTS FRAM OIL FILTER CAN NEXT
TO CHECK. BY NOW CUSTOMER
HAS GOTTEN INTO CAR

The choice is yours. You can pay me
now.Or. ..

(CASH REGISTER BELL RINGS
AGAIN AS HE PUTS CHECK IN)

pay me later.
CUSTOMER IS SEEN DRIVING OFF
SUPER: FRAM OIL FILTERS




305
Art Director: Roy Grace
Copywriter: Evan Stark
Designer: Roy Grace
Cameramen: Ed Rosson

Chuck Roscher
TV Director: Howard Zieff
TV Producer. Susan Calhoun
Production Company: Zieff Films

Agency: Doyle Dane Bernbach Inc.

Client: Mobil Oil Corporation

Mr. Dirt’'s Underground Garage
30-second

OPENS ON STAIRCASE
(SFX)

DOOR OPENS AND SMILING MR.
DIRT DANCES DOWN STAIRS

ANNCR. (VO): Every car engine has
an enemy—dirt.

DIRT PRANCES AROUND CARS
DURING ENTIRE SEQUENCE,
BANGING ON TOP OF HOODS,
GENERALLY WHOPPING IT UP
DIRT: I'm dirt! I'm dirt! And it's car
engines | love to hurt.

(SFX)

| try to make them stall and stutter
and stop, and if | do, what can you do?
Ha! You can't even call a cop.

HE APPEARS COMING OUT FROM
ENGINE AS HOOD LIFTS

| try to make your engine whine and
whimper and yelp and cry for help.

WALKS TOWARD ROWS OF CARS
I'm dirt! Ha-Ha! I'm dirt!

SHOT DISSOLVES INTO GASOLINE
WHIRLING AROUND IN WASHING
MACHINE EFFECT

ANNCR. (VO): But dirt has an enemy,
Mobil Detergent Gasoline.

PULL AWAY. CIRCLE TURNS INTO
RED “'O" OF MOBIL

Mobil hates dirt!




TV/Single/:30 or under

306

Art Director: Mark Ross

Copywriter: Brendan Kelly
Cinematographer: Glen Kirkpatrick

TV Director: Rick Levine

TV Producer: Mark Ross

Production Company: Wylde Films

Agency: Ogilvy & Mather Inc.

Client: American Express Travelers Checks

Purse Snatcher
30-second

SCENE IS A CROWDED STREET.
NOTHING UNUSUAL

ANNCR. (VO): You are about to
witness a crime.

CLOSE upP

Two women on vacation . . . and
carrying a lot of money.

SLOW MOTION: SUDDENLY A MAN
MOVES IN FAST, TAKES PURSE
WOMAN: Oh, stop thatman . ..

SCENE OF MAN RUNNING AMIDST
CONFUSED CROWD

WOMAN: Hey, somebody stop him.

HE IS LOST AND GONE (CAMERA
GOES BACK TO NORMAL SPEED)

ANNCR. (VO): Protect your vacation.
Instead of cash carry American
Express Travelers Checks.

BACK TO CROWD ON STREET

If they're ever stolen or lost, you can
get them replaced—usually on the
same day.

CU CHECKS

SUPER: American Express Travelers
Checks. Because it could happen to
you.




TV/Campaign/:30 or under

307
Art Director: Roy Grace
Copywriter: Evan Stark
Designer: Roy Grace
Cameramen: Ed Rosson
Chuck Roscher
TV Directors: Howard Zieff
Dick Lowe
TV Producer: Susan Calhoun
Production Companies: Zieff Films

Gomes Lowe, Inc.

Agency- Doyle Dane Bernbach Inc.
Client: Mobil Qil Corporation

Mr. Dirt's Bag of Tricks
30-second

DIRT IN DARK GARAGE (SMIRKING)

ANNCR. (VO): Every car engine has
an enemy—dirt.

DIRT MOVES TO CAR

DIRT: If | have my way, this engine
could stall.

DIRT GOES TO WORK INSIDE
MOTOR

DIRT: | won't give it a little, I'll give it
my all.

REALLY AT IT NOW

DIRT: I'll glob it and gook it with
sludge and with grime.

STORM OF DIRT RISES FROM
ENGINE

DIRT: What I'll do to this engine’s
worse than a crime!

ADDS BAG OF MORE DIRT

Yes, engines are what | love to hurt
... that's why they call me Mr. Dirt.

SHOT DISSOLVES INTO GASOLINE
WHIRLING AROUND IN WASHING
MACHINE EFFECT

ANNCR. (VO): But dirt has an enemy.
Mobil Detergent Gasoline.

PULL AWAY. CIRCLE TURNS INTO
RED "O" OF MOBIL

Mobil hates dirt.
Mr. Dirt’s Bi-plane
30-second

Mr. Dirt’'s Underground Garage
30-second



TV /Campaign/:30 or under

308
Art Director: Sam Scali
Copywriter: Dan Bingham
TV Directors: Joe DeVoto
Franta Herman
TV Producers: Sam Scali
Dan Bingham
Production Companies: Richards & Myers Films
Televideo Productians
Horn/Griner Productions
Agency: Scali, McCabe, Sloves, Inc.
Client: WCBS-TV

Boys in the Back Room
30-second

OPEN: FLURRY OF REPORTERS AT
CITY HALL IN REAL "POLITICAL’
BACK ROOM SET-UP

MAN: | have a statement. Gentlemen,
| have a statement. If you'll please let
me through, | have a statement to
make.

ANNCR. (VO): When WCBS-TV News
sends someone to cover a political
story, we send an ex-politician.

SHOT OF JEROME WILSON TAKING
IT ALL DOWN
Watch former state Senator Jerome

Wilson report what actually goes on
in the smoke-filled rooms.

See Jerome Wilson weeknights on
the 6 and 11 O'Clock Report.

Little Black Book
30-second

Gary Essex
30-second



309
Art Director: Tom Heck
Copywriters: Bob Hildt
Dick Williams
Designer: Tom Heck
TV Directors: Jerry Shore
Ted Devlet
Micky Trenner

TV Producer: Telpac
Production Companies: Jerry Shore
D.V.I
E.U.E.
Agency: F. William Free & Company
Client: National Airlines

Peggy, Cindy, Diane
30-second

(MUSIC UNDER)
CU OF PEGGY IN GARDEN

PEGGY (SINGING IN NATURAL
AMATEUR VOICE): Come on and fly
me, in the big blue sky . . .

CUT TO CU OF CINDY IN PLANE

CINDY (SINGING): Come on and fly
me, together we'll fly high . . .

CUT TO DIANE IN TERMINAL

DIANE (SINGING): I'm National, fly
me.

CUT TO CU OF CINDY IN PLANE

CINDY: I'm Cindy. I've got the only
direct service to both Los Angeles
and San Francisco. Fly me.

CUT TO TITLE: I'M NATIONAL.
FLY ME. CALL YOUR TRAVEL AGENT.

GIRL (VO): I'm National, fly me.

Eileen Salyer
30-second

Mrs. Goldblum
30-second



TV/Campaign/:30 or under

310

Art Director: George Lois

Copywriter: Bob Elgort

TV Director: Joe Coffey

TV Producer: Edward Murphy

Production Company: Famous Commercials
Agency: Lois Holland Callaway Inc.

Client: Ovaltine Food Products

Joe Meets Kids
30-second

TITLE CARD: JOE NAMATH MEETS
THE OVALTINE GANG

CU OF JOE NAMATH AND TWO
YOUNG BOYS. JOE HAS ARM
AROUND ONE BOY

BOY WITH JOE: Meet Jo-Jo Rizzo.
NAMATH AND JO-JO SHAKE HANDS
NAMATH: My 0-0-old pal Jo-Jo Rizzo.
CUT TO A SECOND BOY

BOY WITH JOE: Mitch Goldman
NAMATH AND MITCH SHAKE HANDS

NAMATH: My 0-0-old pal Mitch
Goldman.

CUT TO THIRD BOY
BOY WITH NAMATH: Eddie Alvarez
NAMATH AND EDDIE SHAKE HANDS

NAMATH: My o-o0-old pal Eddie
Alvarez.

MS OF NAMATH AND BOY HOLDING
GLASS OF OVALTINE

BOY WITH NAMATH: Put it there, pal.
Shake hands with a glass of Ovaltine.

NAMATH: My o-o0-old pal Ovaltine.
PRODUCT SHOT

ANNCR. (VO): The chocolate
sensation that tastes great in milk.
Ovaltine gives you more of the
vitamins you need all day than any
other milk fiavoring.

MS OF NAMATH AND ALL THE BOYS

EVERYONE (IN UNISON): My o0-o0-old
pal Ovaltine.

Kid Meets Joe's Friends
30-second

Joe Talks to Parents
30-second



311 Gold Award
Art Director: Sam Scals
Copywriter: Ed McCabe
TV Director: Franta Herman
TV Producers: Sam Scali
Ed McCabe
Pioduction Company: Televideo Productions
Agency: Scali, McCabe, Sloves, Inc.
Client: Perdue Farms, Inc

White: Frank Perdue
3ox 1537, Saksbury, Md. 21801

Turkey
30-second

FRANK PERDUE ALONE IN HIS DEN
READING A BOOK ON "CARE AND
FEEDING OF TURKEYS"”

(SILENT)

PERDUE (FACE FRONT): Recently, a
lady told me she had a great Perdue
turkey. That's odd. | never raised a
turkey.

I'm strictly a chicken man . . . Butit's
not a bad idea.

PERDUE SERIOUS (FORWARD)

A turkey as good as a Perdue
chicken. It would require a lot of work.
And I'm not going to waste my time

if you're happy with the turkeys you're
getting now.

Let me know what you think.
(PERDUE GOES BACK TO READING

"“THE CARE AND FEEDING OF
TURKEYS")

SUPER: SHOULD A TOUGH MAN
MAKE A TENDER TURKEY? Write:
Frank Perdue

Parts Inspection
30-second

Parts
30-second



TV/Campaign/:30 or under

312
Art Director: Henry Holtzman
Copywriter; Larry Spinner
TV Directors: Mike Cuesta
Melvin Sokolsky
Jeffrey Metzner
TV Producer: Linda Mevorach
Production Companies: Stan Lang Productions
Sokolsky Films
Lotaro & Associates
Agency: Young & Rubicam International, Inc.
Client: Dr. Pepper

Kid
30-second

SCENE IS BUSY CITY
NEIGHBORHOOD. KID IN STREET.
FRIENDS CROWD AROUND HIM

KID: | was thirsty one day, you know.
Hey, man, cut it out.

FRIEND IN BACKGROUND THROWS
SNOWBALL AT KID

So my mother gives me this Dr.
Pepper. | say, ""I'm no fool, man,
that's a medicine.” She says, "No, it's
a new soda.” It looks like all them
other sodas to me. But | taste it, you
know? Man, it's fantastic. Now all the
kids drink it. Watch this.

(TO ONE OF THE KIDS)

Hey, Frankie, you want some Dr.
Pepper?

FRANKIE: Yeah.

Candy Store
30-second

Cab Driver
30-second



313

Art Directot: Julio Dilorio

Ccpywriter: Gene Case

TV Director: Barry Brown

TV Producer: Barbara Fine

Production Company: Brillig Productions Inc.
Agency: Case & McGrath Inc.

Client: The Mennen Company

Joe Frazier
30-second

VALET AND MILLIONAIRE IN
LUXURIOUS BATH

ANNCR. (VO): America wakes up with
Skin Bracer . . .

(MUSIC)

(SFX): SLAP! SLAP! VALET SLAPS
MILLIONAIRE

MILLIONAIRE (ON CAMERA): Thanks.
| needed that.

DISSOLVE TO SKIN BRACER
BOTTLE

ANNCR. (VO): If you need waking up,
slap on some Bracer. Its skin-
tightener and chin-chillers . . . can
help you . . . come out smokin’ . ..

JOE FRAZIER AT SINK. SLAPS
HIMSELF OUT OF PICTURE
ENTIRELY

(SFX: SLAP! THUMP!)

FRAZIER'S HAND GROPES FOR
EDGE OF SINK

FRAZIER (OFF-CAMERA): Thanks.
| needed that.

Japanese
30-second

Handcuftfs
30-second



TV/Campaign/:30 or under

314 Silver Award
Art Directors: Jim Handloser
Mark Yustein

Copywriter: Frank DiGiacomo
Designers: Jim Handloser

Mark Yustein
TV Director: Bob Giraldi
TV Producer: Joan Scoccimarro
Production Company: Jerry Shore Productions
Agency: Della Femina, Travisano & Partners, Inc.
Client: WABC-TV Eyewitness News

Wedding
30-second

CU OF TEAM COMING UP STAIRS
LED BY HERALDO. SHOW
WEDDING, DANCING

DANCING STOPS. CUT TO HERALDO
INTRODUCING TEAM

HERALDO: Come on, I'll guarantee
everybody a good time. Amigos, por
favor—Silencio—My good friends,
I'd like you to meet my good friends,
Melba, Roger, Tex, Frank and Jim.

CUT TO TEAM. CU WEDDING
MOTHER WHO RECOGNIZES ROGER.
SHE HAS HIM ON DANCE FLOOR
AND CROWD ADVANCES

MOTHER: Ahhh, Hello Roger
Grimsby, Come on, come on

(MUSIC)

MOTHER AND ROGER DANCING.
GIRL GOES TO HERALDO. JIM AND
FRANK GET INTO SCENE. MELBA
DANCES. SHOT OF PRIEST, OTHERS
IN CROWD. BOUTON IN
BACKGROUND

ANNCR. (VO): The Eyewitness News
Team. The reason people like them so
much is because they like people so
much.

TITLE: EYEWITNESS NEWS (7)

CUT TO ROGER AND MOTHER
DANCING AND PEOPLE ABOUT

Football
30-second

Toast
30-second



TV/Single/:60

315

Art Director: Michael Ulick
Copywriter: Jeff Frey

TV Director: Howard Zieff

TV Producer: Barbara Michelson
Production Company: Zieff Films
Agency: Wells, Rich, Greene, Inc.
Client: Midas International, Inc.

Waiting inventory
60-second

MECHANIC IN GARAGE OFFICE.
BERT: I'll have that muffler on in no
time.

BERT (ON PHONE): Phil, can you send
me a muffler right away?

PHIL: Hold on Bert.
CU PHILS AUTO, TABS INVENTORY

ANNCR. (VO): Most places that install
mufflers as a sideline don't carry a
large inventory, so you might have to
wait.

CUSTOMER EYES BERT ON PHONE
PHIL: It's on its way Bert.

BERT: Thanks . .. ah darling ... The
little tady . . . You married?

CUSTOMER: Say, you're sure you got
that muffler?

BERT: My twins. Wendy and Wendell!
TAKES OUT PICTURE IN WALLET

CUSTOMER: Look, I'm in sortof a
hurry.

BERT: Ha-have you seen the shop?
BERT SHOWS OFF SHOP

ANNCR. (VO): At Midas we carry a

large inventory so you'll get the muffler
you need instead of an excuse,

CUSTOMER: It's very interesting
but...

BERT: ... butyou're in a hurry. Why
don't you puil your car on the rack?
CUTS TO PHONE

BERT: Phil, where is it? | don’t know
how much longer | can hold him.
(SFX: CAR HORN)

BERT WAVES AT CUSTOMER IN HIS
CAR UP ON LIFT

CUSTOMER: Hey, what's going on?
Hey, you put me down. Put me down.

BERT CONCEALS HIMSELF BEHIND
THE OFFICE DOOR

SUPER: MIDAS. WE INSTALL MUFFLERS
FOR A LIVING. WE HAVE TO DO A
BETTER JOB.




TV/Single/:60 or over

316
Art Director: Don Tortoriello
Songwriters: Dottie West
Billy Davis
Cameraman: Steve Horn
TV Director: Steve Horn
TV Producer: Ann Curry
Production Company: Horn/Griner Productions
Agency: McCann-Erickson, Inc.
Client: Coca-Cola, USA

Country Sunshine
60-second

CAB ON COUNTRY ROAD: GIRL INSIDE

SONG: | was raised on country
sunshine . . .

ALL COUNTRY SCENES—SWINGING,
FISHING, FATHER ON TRACTOR,
MOTHER ON PORCH, HAY LOFT . . .

Green grass beneath my feet . ..
runnin’ thru fields of daisies
wadin’ thru the cheek . . .

You love me and it's invitin® . . .
to gowhere lifeis . . .

more excitin® . . .

But | was raised . . .

CUS OF FAMILY REACTING TO CAB

on country sunshine . . .

| was raised . . .

on country sunshine. I'm a happy . . .
with the simple things . . . a Saturday
nightdance. ..

CAB ARRIVING AT HOUSE

a bottle of Coke . . .

the joy that the bluebird brings.

| tove you, please believe me . . .
and don‘t you ever leave me . . .
cause | was raised on country
sunshine.

GREETINGS

It's the real thing . . .
like Coke is . . .

KIDS DRINKING COKE
that you're hoping to find . . .

GUY GETTING OUT OF TRUCK,
EMBRACES GIRL

like country sunshine, it's the real
thing . ..
Coca-Cola

SUPER: IT'S THE REAL THING



317

Art Director: William Moore

Songwriter: Sandy Mason Theoret
Cameraman: Steve Horn

TV Director: Steve Horn

TV Producer: John Jenkins

Production Company: Horn/Griner Productions
Agency: McCann-Erickson, Inc.

Client: Coca-Cola, USA

Playground Counselor
60-second

COUNSELOR WALKS DOWN STEPS
OF ROW HOUSE

SONG: Hey, look at you lookin’ at the

sunrise . . .
There's such a brighter . . .
look in your eyes . . .

THEY CROSS THE STREET. NOW
COUNSELOR AND THREE KIDS
WALK DOWN SIDEWALK

Now that | know you've felt the
wind ...

that's blowing, reaching out . . .
and wanting life's good things.
Now that you're seeing . . .

PLAYGROUND GATE OPENS AND
KIDS RUSH IN.

all things grow.

(MUSIC UP)

CU PASSING BALL TO BOY.
COUNSELOR JOGS TO BOY

BEHIND FENCE.
CU TOGETHER CU BOY

There is more love in . . .
you than anyone . ..




TV/Single/:60 or over

318
Art Director: John Danza
Copywriter: Ed McCabe
TV Director: Bo Widerberg
TV Producers: John Danza
Ed McCabe
Production Company: James Garrett & Partners
Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

Cost of Living
60-second

SCENE: YOUNG SWEDISH FAMILY
IN THEIR HOME. MAN IS WORKING
ON BOOKS. THROUGHOUT QUIET
TALK BETWEEN THEM. LITTLE GIRL
IS DRAWING

ANNCR. (VO):The cost of living in
Sweden is as high as it is in the
United States. But the average income
is lower,

So when it comes to buying things, the
Swedes are inclined to be exceedingly
practical. Especially when it comes to
something as expensive as a car. A
40% down payment is required. A

car has to be economical. Gasoline is
80¢ a gallon,

This family could buy an inexpensive
import. But their car has to hold up
through many long, cold, Swedish
winters.

FAMILY HAS TAKEN OUT CAR
BROCHURES, EXAMINED THEM
CLOSELY. WIFE AND HUSBAND
RELATE

They can't afford to buy a new car
every couple of years. So like most
Swedes, they'll spend a little more
and get the car that will live up to
these demands.

THEY LOOK AT PICTURE OF VOLVO.
THAT'S THE ONE THEY'LL BUY

Volvo. We build them the way we build
them, because we have to.

SUPER: VOLVO




319

Art Director: Ralph Ammirati
Copywriter: Marty Puris

TV Director: Howard Zieff

TV Producer: Janine Marjoliet
Production Company: Zieff Films
Agency: Carl Ally Inc.

Client: Fiat

Ferrari's New Car
60-second

MAN STANDING IN DRIVEWAY

MAN: Ladies and gentlemen of
America, what you are about to see is
Enzo Ferrari’'s new car.

In performance, it is what you would
expect. It has front wheel drive. It
has a transverse-mounted, overhead
cam engine. It has rack and pinion
steering.

In front, it has self-adjusting disk
brakes . . . and it has four wheel
independent suspension.

In comfort, it is fantastic.

The car has more room on the inside
than American cars four feet longer.

HE GESTURES TO GARAGE
(SFX)

Of course, this is not the car Ferrari
builds. This is the car Ferrari drives.
The Fiat 128.

Just think, for the price of a Fiat you
can drive around like Ferrari.

ANNCR. (VO): The P.O.E. price of

the Fiat 128 is $1,992 which includes
everything but delivery charges, dealer
preparation and taxes.




TV/Single/:60 or over

320
Art Director: Sam Scali
Copywriter: Dan Bingham
Cameraman: Steve Horn
TV Director: Steve Horn
TV Producers: Sam Scali
Dan Bingham
Production Company: Horn/Griner Productions
Agency: Scali, McCabe, Sloves, Inc.
Client: WCBS-TV

Boyhood Heroes
60-second

(STILLS FROM OLD PICTURES RUN
THROUGH THREE-QUARTERS OF
SPOT)

STILL OF BABE RUTH AT BAT

ANNCR. (VO): Every red-blooded
American boy has had a boyhood
hero.

STILL OF 'THE SHADOW' FROM THE
coMmics

RADIO ANNCR. (UNDER): 'The Babe’
... The 'Shadow’. ..

CU 'THE SHADOW' . . . STILL OF
JOE E. LOUIS FROM THE RING

ANNCR. (VO): The ‘Brown Bomber'. . .
STILL OF YOUNG BOY BY RADIO

ANNCR. (VO): When Jim Jensen was
a boy, he also had his boyhood heroes
... H. V. Kaltenborn . . . Gabriel
Heatter . . . Edward R. Murrow . ..

(SFX: MURROW'S VOICE)

In fact, while most kids ran home to
the thrilling adventures of Jack
Armstrong, Jim Jensen ran home to
the thrilling adventures of Edward R.
Murrow as he covered the London
Blitz.

CU OF YOUNG JENSEN BY HIS
RADIO

And when the 'News Bug’ bites a kid
at that age, you've got yourself a
reporter.

JIM JENSEN ON CAMERA

JENSEN: Good evening, everyone.
I'm Jim Jensen. Tonight's top story
centersonthe...

SUPER OVER JENSEN: You can't
be the best unless you do it all the
time.

ANNCR. (VO): See Jim Jensen week
nights on the 6 and 11 O'clock
Reports.

SUPER: The 6 & 11 O'clock Report.
On WCBS-TV




321
Art Director: John Danza
Copywriter: Ed McCabe
TV Director: Bo Widerberg
TV Producers: John Danza
Ed McCabe
Production Company: James Garrett & Partners
Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.
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Swedish Winter
60-second

OPEN ON MS OF SNOW-COVERED
FOREST SCENE (SFX THROUGHOUT)

A CAR CAN BE SEEN IN DISTANCE.
CAMERA PULLS BACK TO SHOW
CAR EMERGING FROM WOODS

ANNCR. (VO): In Sweden, we demand
as much of a car as you do.

CAR CONTINUES TO COME
TOWARDS CAMERA ON SNOW
COVERED ROAD, WOODS IN
BACKGROUND

We have to. In parts of our country,
winter arrives in October . . .

CUT TO CAR INTERIOR TO SHOW
BACK OF PASSENGERS AND
WINDSHIELD

(SFX: PEOPLE TALKING)

and doesn't leave till May . . . Our cars
better not break down,

CUT TO CAR STILL COMING DOWN
FOREST ROAD TOWARDS CAMERA

A man could freeze to death waiting
for help . .. If a heater doesn’t
function properly, it's more than an
inconvenience. It could be a
catastrophe.

CUT TO CAR INTERIOR
We use raw salt on the roads.

CUT TO MS OF REAR OF CAR, STILL
GOING DOWN ROAD, BUT NOW
APPROACHING TOWN

And our cars better not rust out on us.
Swedish automobile inspections are
so strict, badly rusted cars are ordered
off the road.

CAR PULLS INTO PARKING LOT

In Sweden, the car most in demand is
a Volvo.

Volvo. We build them the way we build
them because we have to.

SUPER: VOLVO




TV/Single/:60 or over

322
Art Director: John Danza
Copywriter: Ed McCabe
TV Director: Bo Widerberg
TV Producers: John Danza
Ed McCabe
Production Company: James Garrett & Partners
Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

Sauna
60-second

OPEN ON CU OF STOVE IN SAUNA
ROOM

SFX THROUGHOUT

VIGOROUS OLD MAN ENTERS, SITS
DOWN, RELAXES

ANNCR. (VO): The life expectancy in
Sweden . .. is 77 years . . .the longest
on earth.

SHOTS OF MAN ENJOYING SAUNA.
HE POURS WATER ON STOVE TO
INCREASE STEAM

The Swedes have a passion for
fitness . . . thinking, perhaps, the more
they can endure, the longer they will last.

MAN COMES RUNNING OUT OF
CABIN INTO SNOW. CUT TO LS OF
SNOW COVERED CABIN WITH CAR
PARKED OUTSIDE

The Swedish people expect of their
cars exactly what they expect of
themselves.

MAN RUNS TO HOLE IN ICE AND
JUMPS IN WATER

So it's not surprising that the largest
selling car in Sweden . ..

SWIMS AROUND [N ICE WATER
is the Volvo.

In Sweden, Volvos have a life
expectancy of 14 years.

CUT TO CABIN AND VOLVO

Volvo. We build them the way we
build them because we have to.

SUPER: VOLVO




323

Art Director: William J. Conlon
Copywriter: Tom Mabley

Designer: Wilson Seibert

Film Editar: Doug Johnston

TV Producer: Nicholas DeMarco
Production Company. Pelco

Agency: J. Walter Thompson Company
Client: United States Marine Corps

Rose Garden
60-second

BUS SHOTS, MILITARY RECRUITS
ARRIVING

SONG: | beg your pardon . . .
| never promised you a rose
garden . ..

Along with the sunshine . . .
TRAINING SHOTS

There's gotta be a little rain
sometimes . ..

(MUSIC UNDER)
YOUNG CIVILIAN ON STREET

ANNCR. (VO): We don’t promise you
a rose garden. So if you just want to
be one of the boys, stick with the
boys. The Marines are looking for a
few good men.

MILITARY STILLS

For almost two hundred years, we've
kept our standards high, and our
ranks small. Today, we're still a tough
club to join .. . a tough team to make
... and that's exactly the way we're
going to keep it.

TRAINING STILLS

So we're looking for quality, not
quantity.

STILLS OF TWO BLACK MARINES

We're looking for a few good men
who can stand with the United States
Marines.

LIVE ACTION: PARRIS ISLAND
RECRU!T GRADUATION

No compromises. No shortcuts. No
promises . .. except one.

You'll be a Marine. One of the few
... and one of the finest.

SUPER: THE MARINES

The Marines are looking for a few
good men.




TV/Single/:60 or over

324 Gold Award
Art Director: Jeff Cohen
Copywriter: Lester Colodny
TV Producers: Syd Rangell
Allen Kay
Lois Korey
Production Company: Richards & Myers Films
Agency: Needham, Harper & Steers
Client: Xerox Corporation

Football
90-second

THE DAY OF THE “BIG GAME"

LESS THAN TWO MINUTES TO GO:
COACH IS TEARING HIS HAIR OUT

COACH (EXCITEDLY): Allright now.
Pressure's on. Two minutes to go. No.
No. No. Kramer, you idiot. Whatever
happened to the game play we
talked about? Come on. Come on.
Never mind the tarp. Make that block
stick. No. No. No.

COACH LOOKS DOWN THE BENCH
FOR A SUB. SPOTS THE LEAST LIKELY

Colodny . .. Colodny . .. Colodny.
Quick, Colodny, this is critical. All
right. This is R 78, power reverse.
I've got to get this into the ballgame
as soon as | can.

This is . . . Colodny, pay attention.
This is as important as anything
you're going to do for this club.
Way to go, Colodny. . ..

COLODNY DASHES UP TO
XEROX IN LOCKER ROOM

ANNCR. (VO): Xerox is . . . applying
its technology to all phases of
communication, whetheritbe . .. in
business, government, education. . ..
... medicine, . . . or even landing
men on the moon . . .

... at Xerox, we're working to find
new ways of getting information . . .
... to people who need it.

COACH: Here it is. Everyone gets
one. Okay, here we go.

ANNCR. (VO): And most important . . .
When they need it.

QUARTERBACK FLIPS TOWEL ON
CENTER'S BACKSIDE, TUCKS IN XEROX
PLAYERS PEER AT PLAYS ON

GROUND, IN HAND, OFF TO THE SIDE, ETC.

QUARTERBACK: .. .385,...384 ...

BALL SNAPS BACK TO
QUARTERBACK . . . WHO HANDS IT
TO BACK CARRYING HIS COPY,
HANDS BALL TO END

PAST GOAL LINE, END READS PLAY.
MEANWHILE, OPPONENTS TACKLE
WRONG PLAYERS. LONG PASS
THROWN TO END, LOOKS UP FROM
PLAY JUST IN TIME TO CATCH GAME
WINNING PASS

SUPER: XEROX




325
Art Director: Allen Kay
Copywriter: Lester Colodny
TV Director: Larry Elikan
TV Producers: Allen Kay
Lois Korey
Syd Rangell
Production Company: Plus Two Productions
Agency: Needham, Harper & Steers, Inc.
Client: Xerox Corporation

Traffic Control
90-second

MAN ON FREEWAY PEERS UNDER
STALLED CAR HOOD

(SFX: TRAFFIC SLOWING—
SQUEALING TIRES, HORNS)

ANNCR. (VO): 5:36 P.M. The Santa
Monica Freeway. Vehicle stalled in
the fast lane.

CARS SLOW AROUND STALLED CAR
... GO OVER ELECTRONIC SENSORS

ANNCR. (VO): Sensing wires in the
road-bed, linked to a Xerox computer,
detect a problem.

CU: XEROX COMPUTERS

(SFX: INTERIOR SOUNDS OF HQ
POST. VOICES )

ANNCR. (VO): At Division of Highways
control center, the computer blinks red
danger lights on an electronic map
pinpointing the hazard. 5:37 P.M.
Helicopters are dispatched to send
back “live'* pictures of the incident.

HQ: ACCIDENT SCENE TRANSMITTED
“LIVE" FROM THE HELICOPTER TO
MONITOR

ANNCR. (VO): The computer flashes
warnings on message signs to
approaching motorists . . . 5:39 P.M.
Police cars and other safety equipment
arrive at scene . . .

PATROLMEN MOVE TRAFFIC. TOW
PICKS UP CAR

Within minutes after the first computer
print-out, stalled vehicle is removed . . .
5:43 P.M. Traffic is back to normali.

INSIDE CONTROL ROOM

ANNCR. (VO): The California Business
and Transportation Agency is using
computers to keep traffic moving and
to keep minor incidents from becoming
major accidents . . .

For some motorists these Xerox
computers mean they'll get home on
time . .. For others, it means they'll

get home. Whether you're in education,
medicine, science, industry or traffic
... Xerox computers are in the
business of making your business

run smoother.

SUPER: XEROX




TV/Single/:60 or over

328

Art Director: Dom Rossetti
Copywriter: Tom Attea

TV Director. Dom Rossetti

TV Producer: Dom Rossetti
Production Company: Z Productions

Agency: Young & Rubicam International, Inc.

Client: Dr. Pepper

Bride and Groom
60-second

SCENE: INTERIOR OF AN ELEGANT
HOTEL ROOM. GROOM (AGITATED)
IS KNOCKING ON THE BATHROOM
DOOR

GROOM: Honey, | know you're in
there. Can't we at least talk about it?
Come on now, please. Susan! There
are better ways to begin a marriage.
This is crazy! And for such a simple
thing. Sweetheart, it's our wedding
night. . . I'm not asking for the world.
Please. You know | love you.

(MUSIC UNDER)

BRIDE: All right. If it will make you
happy.

BRIDE GINGERLY OPENS THE DOOR
THE TINIEST BIT. GROOM HANDS
HER A DR. PEPPER

FULL CHORUS: Dr. Pepper...so
misunderstood.

BRIDE TAKES A DRINK OF DR.
PEPPER. . .

BRIDE: Oh, l love it. ..

SHE CLOSES THE DOOR. GROOM
IS STILL LEFT OUTSIDE

(SFX: LAUGHTER)

ANNCR. (VO): Dr. Pepper, it looks
like a cola, but it tastes different.

And millions of people who've tried it,
love the difference.

GROOM: Oh, honey. Chh . ..

ANNCR. (VO): Once you try it, you'll
love the difference.

(SHE STILL WON'T LET HIM IN.)
GROOM: Susan . ..

CUT TO PRODUCT SHOT
SUPER: DR. PEPPER




327
Art Director: Woody Litwhiler
Copywriter: Don Marowski
TV Director: Marshall Stone
TV Producers: lan Srand
Mike Shapiro
Production Company: M.P.O. Videotronics
Agency: Young & Rubicam International, Inc.
Client: General Cigar Co.

Get'cha Somac
60-second

(SILENT)

OPEN ON MAN SITTING IN LIVING
ROOM

MAN: Sooner or later, you're gonna
try a White Owl. And when you do,
we got'cha.

(MUSIC)

Maybe well get'cha with that
White Owl mildness. Maybe we'll
get'cha with that White Owi flavor.

(MUSIC)

Or maybe we'll get'cha with one of
those great White Owl shapes.

(MUSIC)
CU OF MAN: But we're gonna get'cha.
(MAN LAUGHS)

You know we're gonna get'cha. You
don't stand a chance.

(MUSIC)

We're gonna get ‘'em.
(MAN LAUGHS)
(MUSIC)

{CHORUS SINGS)




TV/Single/:60 or over

328

Ant Director: Nick LaMicela

Copywriter: Doon Arbus

Designer: Nick LaMicela

Cameraman: Jack Horton

TV Director: Richard Avedon

TV Producer: Paul Rosen

Production Company: Independent Artists
Agency: Norman, Craig & Kummel, Inc.
Client: Chanel No. 5

Chanel No. §
60-second

CATHERINE DENEUVE. CAMERA
EXPLORES HER BEAUTY IN ONE
SLOW CONTINUOUS SHOT

DENEUVE: It's not important that I'm
Catherine Deneuve. | know he loves
me for what | am deeply. | know
because he cares about the little
things. He brings my coffee always

in a small cup because it is precious
to me. He gives me Chanel No. 5
because | love to putitin a special
place behind my knee. When | send
him flowers he understands what |
mean. He takes me by the waist
because he knows it touches me very
much. He understands | cannot speak
about feelings. He lets me show him
in other ways.

CU OF SPRAY PERFUME AND
COLOGNE SET: "$12.00"

DENEUVE (V.0.): Chanel No. 5 Spray
Perfume and Spray Cologne.

CU OF SPRAY COLOGNE AND BATH
POWDER SET: "$12.00"

Spray Cologne and Bath Powder.

CUT TO EAU DE COLOGNE: *'FROM
$4.00 TO $20.00"

HOLD ON DENEUVE WHO HOLDS
UP CLASSIC BOTTLE

You don't have to ask for it. He knows
what you want. Chanel.




329 Silver Award

Art Director: John Lindner
Copywriter: Robert Minicus
Cinematographer: Glen Kirkpatrick
TV Director: Rick Levine

TV Producer: Aram Bohjalion
Production Company: Wylde Films
Agency: Kracht, Ryder, Minicus
Client: Saab

Roll Cage Drop
60-second

OPEN TWO GARAGE DOORS

SAAB IS BEING PUSHED OUT
DURING INTRICATE MANEUVER
WORKED WITH TECHNICIANS

ANNCR. (VO): From Trollhagen,
Sweden, the front wheel drive five
passenger SAAB 99E.

OVERHEAD SHOT OF SAAB

(SFX: FACTORY EMPLOYEES
SPEAKING IN SWEDISH WITHIN
GLASS ENCLOSED ROOM)

CONTINUE INTRICATE MANEUVER,
CAR UPSIDE DOWN TO BE PUT ON
BARS ACCURATELY

Some day there may be a law that

all cars must have roll cage
construction surrounding the
passenger compartment. Because a
simple roll-over can crush a car. The
SAAB people agree—they wouldn't
build this car without it. They tested

it by dropping the car six and one-half
feet onto concrete.

(SFX: ENGINEERING ACTIVITY . . .
VERBAL COUNTDOWN . . . OTHER
DETAILS)

(SFX: FACTORY EMPLOYEES
AGAIN IN ROOM SPEAKING; CRASH
SOUND OF CAR WHEN DROPPED)

DROPPED IN SLOW MOTION

The passenger compartment remains
intact. We challenge any other car

to try this. It's about time a car was
built like this.

ENGINEERS GO AROUND TO
LOOK AT CAR

SUPER: SAAB 99E




TV/Single/:60 or over

330
Art Director: Mark Ross
Copywriters: Terry Stern

Brendan Kelly
Cinematographer: Glen Kirkpatrick
TV Director: Rick Levine
TV Producer: Mark Ross
Production Company: Wylde Fiims
Agency: Ogilvy & Mather Inc.

Client: American Express Travelers Checks

Tour Bus
60-second

CROWDED SIGHT-SEEING BUS.
DRIVER CONDUCTS TOUR

ANNCR. (VO): You are about to
witness a crime.

(SLOW MOTION) WOMAN OPENS
PURSE. MAN AND WOMAN
PICK-POCKET TEAM GIVE EACH
OTHER GO-AHEAD

An open hand bag, an expert eye, a
nod. Teams like this are one way a
million travelers will lose their money
this year. This is the squeeze play.

GROUP DESCENDS FROMBUS . ..
MAN STOPS ABRUPTLY, JOLTING
WOMAN BEHIND INTO FEMALE
TEAM MEMBER. APOLOGIES ARE
MADE—AS PICK-POCKET LIFTS
WOMAN'S WALLET

MAN: Ah ... sorry ...

ANNCR. (VO): Did you see what
happened? Watch again?

STOP ACTION AND FULL RE-PLAY

Pick-pockets are so expert, many
people don’'t even realize they've
been robbed. Protect your money.
Don't carry cash. Carry American
Express Travelers Checks. If they're
ever stolen or lost, you can get them
replaced, usually on the same day.

GROUP WALKS ON—WOMAN

PICK-POCKET DROPS WALLET INTO

ANOTHER TEAM MEMBER'S BAG
NOTHING IS NOTICED

American Express Travelers Checks.
Because it could happen to you.

SUPER: AMERICAN EXPRESS
TRAVELERS CHECKS.




TV /Campaign/:50 or over

331

Art Director: Michae! Ulick
Copywriter: Jeff Frey

TV Director: Howard Zieff

TV Producer: Barbara Michelson
Production Company: Zieff Films
Agency: Wells, Rich, Greene, Inc.
Client: Midas International, Inc.

We have to doabetter job.

Expert
60-second

SCENE: A GARAGE. ACARISON
THE LIFT. AN OLD LADY WITH WHITE
GLOVES AND POODLE IS LEAVING IT
BE FIXED. THE “EXPERT"
MECHANIC GREETS HER

SUPER: MIDAS PRESENTS HOW NOT
TO INSTALL A MUFFLER

ANNCR. (VO): Midas presents how
not to install a muffler.

(SFX: MUSIC THROUGHOUT)

MECHANIC SHAKES LADY'S HAND
—WIPES DIRT OFF HER GLOVES
WITH A CLOTH. LADY WALKS OUT

HE BEGINS TO WORK, HITS HEAD
ON CAR, GOES UNDER CAR, TAPS
OLD MUFFLER WITH HAMMER. HE'S
COVERED WITH DUST. HE PULLS
ON MUFFLER, COMES OUT FROM
UNDER CAR. MUFFLER FALLS OFF.
HE GOES TO RACK, FINDS NEW
MUFFLER, CARRIES IT TOWARD CAR
KNOCKING DOWN EQUIPMENT ON
BARRELS, STEPS ON DOLLY AND
ROLLS AWAY FROM CAR AND OUT
OF FRAME. COMES BACK, GOES
UNDER CAR TO INSTALL IT, MOVES
LEVER TO LOWER CAR TO FLOOR

ANNCR. (VO): As muffler experts,
Midas wiil be happy to install a muffier
correctly anytime you like.

LADY WALKS BACK INTO FRAME.
MECHANIC ACKNOWLEDGES THAT
EVERYTHING IS O.K. HE HITS ROOF
OF CAR. CAR FALLS APART.
MECHANIC JUMPS INTO FRONT
SEAT OF CAR TO GET AWAY FROM
LADY. SHE CHASES HIM

ANNCR. (VO): At Midas we install
mufflers for a living. We have to do
a better job.

SUPER: MIDAS. WE INSTALL
MUFFLERS FOR A LIVING. WE
HAVE TO DO A BETTER JOB

Waiting
60-second

Menace
60-second



TV /Campaign/:60 or over

332
Art Director: George Jacoma
Copywriters: Hanno Fuchs
Michael Shalette
TV Directors: Norman Griner
Joe Pytka
David Nagata
TV Producers: Vinnie Infantino
Manning Rubin
Ray Rivas

Production Companies: Horn/Griner Productions
Sandler Films
M.P.O. Videotronics
Agency: Grey Advertising, Inc.
Client: Ford Motor Company

Split Screen
60-second

(MUSIC THROUGHOUT)

MAN PUTS APPLES IN CAR TRUNK,
DRIVES OFF. LADY AND FARM IN
BACKGROUND

ANNCR. (VO): From the first day we
built Pinto, we've measured it in our
minds against the toughest competitor
in the world. Ourselves.

SPLIT SCREEN: MODEL A (BOTTOM)
SEPIA. '72 PINTO (TOP) REGULAR
COLOR. RUNNING SIDE SHOT
SPLIT SCREEN FRONT SHOT.

CARS MOVE TOWARD CAMERA

We decided to invent the basic little
economy car all over again.

SPLIT SCREEN SIDE SHOTS
The car that would run and run and run.
CARS PASS GAS STATIONS

And get Iots of miles to the gallon.

And hardly ever see a repair shop. A car
that would cost very little . . . and would
feel good on the road. The Ford Pinto
was built 40 years after the Ford Model
A. But we think it's got the same kind

of toughness . . . dependability . ..

and value.

SIDE AND BACK RUNNING SHOTS.
CARS PASS THRU TOWN. OLD AND
NEW MILK TRUCK, BIKE

Because, deep down .. . it's the same
basic idea.

And when you get back to basics,

you get back to Ford . ..

CU, OLD AND NEW DRIVERS
THROUGH WINDSHIELD . ..'72
PINTO, RUNNING SHOT. PASSES
MODEL A. DISSOLVE TO CAR
PARKED WITH TRUNK OPEN

Pinto . . . 2-door sedan or 3-door
runabout . . . at your Ford-Dealer’s.

SUPER: WHEN YOU GET BACK TO
BASICS YOU GET BACK TO FORD.

Basic Black
60-second

Family Tree
60-second

Woodie
60-second




333 Gold Award
Art Director: John Danza
Copywriter: Ed McCabe
TY Director: Bo Widerberg
TV Producers: John Danza
Ed McCabe
Production Company: James Garrett & Partners
Agency: Scali, McCabe, Sloves, Inc.
Client: Volvo, Inc.

Engineering
60-second

SCENE TAKES PLACE IN A VOLVO
FACTORY IN SWEDEN

OPEN ON CU OF PRECISION WORK
BEING DONE BEFORE BLUEPRINT
AND DIALS

MAN (VO): In Sweden precision is a
national preoccupation.

CAMERA MOVES TO CORRIDOR
WHERE ENGINEERS ARE ALL AT
WORK

Ours is a nation of engineers.
Engineering is the largest industry,
employing nearly 40 percent of the
total labor force.

CAMERA ROAMS FACTORY WITH
VIEWS OF ENGINEERS AT THEIR
WORK

MOVE TO CAR ON LIFT
(SFX: UNDER)

Thirty-five engineers to every styling.
Which shows where we put the
emphasis.

We have to. Since Volvo is the largest
selling car in Sweden a lot of our
customers are engineers t00.

CU MAN WORKING ON CAR
LONG VIEW OF CAR ON RACK
MAN AT CONTROL PANEL
VIEW OF VOLVO

VIEW INSIDE OF MECHANICAL
MAN GIVING CAR A WORKOUT

(SFX)

Volvo. We build them the way we build
them because we have to.

SUPER: VOLVO over tracks.
Sauna
60-second

Swedish Winter
60-second




TV/Campaign/:60 or over

334
Art Director: Mark Ross
Copywriters: Terry Stern
Brendan Kelly
Cinematographer: Glen Kirkpatrick
TV Director: Rick Levine
TV Producer: Mark Ross
Production Company: Wylde Films
Agency: Olgivy & Mather Inc.
Client: American Express Travelers Checks

Tour Bus
60-second

CROWDED SIGHT-SEEING BUS.
DRIVER CONDUCTS TOUR

ANNCR. (VO): You are about to
witness a crime.

(SLOW MOTION) WOMAN OPENS
PURSE. MAN AND WOMAN
PICK-POCKET TEAM GIVE EACH
OTHER GO-AHEAD

An open hand bag, an expert eye,
a nod. Teams like this are one way
a million travelers will lose their money
this year. This is the squeeze play.

GROUP DESCENDS FROMBUS . ..
MAN STOPS ABRUPTLY, JOLTING
WOMAN BEHIND INTO FEMALE
TEAM MEMBER. APOLOGIES ARE
MADE—AS PICK-POCKET LIFTS
WOMAN'S WALLET

MAN: Ah...sorry. ..

ANNCR. (VO): Did you see what
happened? Watch again?

STOP ACTION AND FULL RE-PLAY

Pick-pockets are so expert, many
people don't even realize they've been
robbed. Protect your money. Don't
carry cash. Carry American Express
Travelers Checks. If they're ever
stolen or lost, you can get them
replaced, usuaily on the same day.

GROUP WALKS ON—WOMAN
PICK-POCKET DROPS WALLET
INTO ANOTHER TEAM MEMBER'S
BAG. NOTHING IS NOTICED

American Express Travelers Checks.
Because it could happen to you.

SUPER: AMERICAN EXPRESS
TRAVELERS CHECKS.

Elevator
30-second

Purse Snatcher
30-second



335

Art Director: Robert Gage

Copywriters: Phyllis Robinson
John Noble

Designer: Robert Gage

TV Director: Robert Gage

TV Producer: Cliff Fagin

Production Company: D.S.I.

Agency: Doyle Dane Bernbach Inc

Client: Polaroid Corporation

Dressing Room
60-second

LAURENCE OLIVIER SITTING AT
MAKE-UP TABLE IN DRESSING
ROOM

OLIVIER: You're about to see a
magnificent performance. The cast of
characters? A simple bowl of fruit . . .
and Polaroid’s new SX-70.

HE HOLDS UP CAMERA

(SFX: CAMERA BEING ADJUSTED)
Just touch the button . . .

(SFX)

and it hands you the picture.
(MUSIC)

CUT TO PRINT HE HAS TAKEN OUT
OF CAMERA

There's nothing to peel,

CAMERA MOVES IN ON SLIDE
nothing even to throw away, nothing
to time.

AN IMAGE BEGINS TO APPEAR ON
SLIDE

In minutes, you will have a finished
photograph of such dazzling beauty,
that you will feel you're looking at the
world for the first time.

CU OF NOW FULLY-DEVELOPED
PICTURE

BACK TO OLIVIER

The new SX-70 Land Camera. From
Polaroid.

Olivier on Stage
60-second

Stop Motion
60-second



TV/Campaign/:60 or over

336
Art Directors: Allan Kay
Jeftf Cohen
Copywriters: Lois Korey
Lester Colodny
TV Directors: Chuck Braverman
Syd Myers
Larry Elikan
TV Producers: Lois Korey
Allen Kay
Syd Rangell

Production Companies: Braverman Productions

Richards & Myers Films
Plus Two Productions

Agency: Needham, Harper & Steers, Inc.

Client: Xerox Corporation

Teatfic Control
90-second

MAN ON FREEWAY PEERS UNDER
STALLED CAR HOOD

(SFX: TRAFFIC SLOWING—HORNS)

ANNCR. (VO): 5:36 P.M. The Santa
Monica Freeway. Vehicle stalled in
the fast lane.

CARS SLOW AROUND STALLED CAR
... GO OVER ELECTRONIC SENSORS

ANNCR. (VO): Sensing wires in the
road-bed, linked to a Xerox computer,
detect a problem.

(SFX: INTERIOR SOUNDS OF HQ
POST. VOICES)

ANNCR. (VO): At Division of Highways
control center, the computer blinks red
danger lights on an electronic map
pinpointing the hazard. 5:37 P.M.
Helicopters are dispatched to send
back *live’’ pictures of the incident.

HQ: ACCIDENT SCENE TRANSMITTED
"LIVE" FROM THE HELICOPTER TO
MONITOR

ANNCR. (VO): The computer flashes
warnings on message signs to
approaching motorists . . . 5:39 P.M.
Police cars and other safety equipment
arrive at scene.. . .

PATROLMEN MOVE TRAFFIC. TOW CAR

Within minutes after the first computer
print-out, stailed vehicle is removed . . .
5:43 P.M. Traffic is back to normal.

INSIDE CONTROL ROOM

ANNCR. (VO): The California Business
and Transportation Agency is using
computers to keep traffic moving and
1o keep minor incidents from becoming
major accidents . . .

For some motorists these Xerox
computers mean they’ll get home on
time . .. For others, it means they’ll

get home. Whether you're in education,
medicine, science, industry or traffic
... Xerox computers are in the
business of making your business

run smoother.

SUPER: XEROX

Football
90-second

Black History
90-second




337

Art Directors: Nick Striga
Marc Surrey
Steve Versandi
Angelo Gallo

Copywriters: Stan Schuiman
John Zukowski
Mort Scharfman
Charles Harding
Don Adams

TV Directors: Don Adams
Gus Jekel
Joe Pytka

TV Producers: Manning Rubin
Vinnie Infartino
Ray Rivas
Production Companies: Entertainment Concepts
Film Fair
Agency: Grey Advertising, Inc
Client: Aurora

The Don of Dons
60-second

CAR PULLS UP, MAFIA-TYPE GANG
GETS OUT. THE ACTION IS TAKE-OFF
ON TOUGH-GUY DON ADAMS
STYLE. DIALOGUE EXCERPTS

DON: Alright, tell me about this new
competition on the near-north-west-
south side.

FLUNKIE: It's a numbers game.
SEE SIGN "BINGO” TONIGHT
2ND THUG: With letters too!

DON: What is this? Some kind of a
joke? You guys brought me to a Bingo
game?

THEY GO INSIDE

FLUNKIE: This is different, boss.
Skittle Bingo. You gotta shoot for
numbers.

2ND THUG: You shoot, boss. Get it?
CALLER: You gentlemen come to play?
2ND THUG: Move it.

FLUNKIE: You see, boss. You shoot
the small ball for the letters and the
big bali for the numbers.

CALLER: G-8.

DON: Hey, | got it!
CALLER: 1-5...1-4
DON: That's it. Bingi!

CALLER: The name of the game is
Bingo.

DON: Change it!

CALLER: Skuttle Bingo by Aurora.
DON: You changed the wrong word.
CALLER: Skapple Bingo by Bango.

2ND THUG: It's Skittle Skuttle by
Bango.

DON: Who asked ya?

CALLER: Skapple Bingo by Bango
FLUNKIE: Skittle Skattle Bingo.
FLUNKIE: What about Bangi Bingi?
DON: | like it. | like it.

CALLER: Who asked ya?

ANNCR. (VO): It's Skittle Bingo by
Aurora.




TV/Campaign/:60 or over

338 Silver Award
Art Directors: William Moore
Al Scully
Don Tortoriello
Songwriters: William Backer
Billy Davis
Roger Cook
Roger Greenaway
Dottie West
Sandy Mason Theoret
Cameraman: Steve Horn

TV Directors: Steve Horn
Peter Israelson
TV Producers: John Jenkins
Phil Messina
Ann Curry
Production Companies: Horn/Griner
E.U.E.
Agency: McCann-Erickson, Inc.
Client: Coca-Cola, USA

Raft
60-second

BIRDS, BOY, GIRL ON RAFT

SONG: Birds and bees
and all the flowers and trees . . .
and fishes on the line . . .

THROUGHOUT SCENES OF BEING
TOGETHER, DANCING, SWINGING
WITH CALF . ..

Girls and guys

and yellow butterflies

say hello summertime.
The sun shining down . . .
on the back of my neck
nothing on my mind . . .

DRINKING COKE

An ice cold Coke

on the back of my throat
saying hello summertime . . .
Summertime

in the back of your mind

Yes, summertime . . .

it's the real thing.

What you're hoping to find . . .

BOY AND GIRL ON PICNIC

in the back of your mind
it's the real thing.
That's Coca-Cola

BOY AND GIRL ON RAFT SINGING

like summertime.
Coca-Cola
it's the real thing.

SUNSET, BOY EMBRACES GIRL.
GIRL HOLDS COKE

Cokeis . ..
Like summertime.

COKE BOTTLES ON KEY TITLED
“IT'S THE REAL THING"*
"COKE"

Coca-Cola
Is the real thing.

Raft
60-second

Playground Counselor
60-second

Country Sunshine
60-second



339

Art Directors: Tony Angotti
Alan Kupchick

Copywriters: Enid Futterman
Joan Small
Angela Amoroso

TV Directors: Horn/Griner
Judd Maze

CONQUER>

AL Wi

TV Producers: Maura Dausey
Patty Wineapple
Steve Novick
Production Companies: Horn/Griner
Flickers
Agency: Grey Advertising, Inc.
Client: Marine Midland Bank

Lovey Dovey
30-second

THEATER MARQUEE READS ““LOVE
CONQUERS ALL."” MOVIE IS ENDING
AND COUPLES PILE OQUT OF
THEATER. GIRL WAS DEEPLY
TOUCHED AS WAS BOY

FRED: Diane.
DIANE: Fred.

Fred: That was beautiful. | fove a
happy ending.

Diane: | love a happy ending too.
Let's get married tonight.

Fred: Tonight?????77??

(THE PROBLEM—HOW CAN THEY—
NO MONEY)

ANNCR: (VO): If you need cash and
the banks are closed, come to
Moneymatic, Marine Midland's new
twenty-four-hour money machine.
You can get a cash advance or draw
on your checking account, anytime

of the day or night, seven days a week.

All you need is a special Moneymatic
Master Charge card. Press a few
buttons, and the money is yours.

CUS OF MONEYMATIC MACHINE

Moneymatic can do almost anything
a bank can do. You can deposit
money, transfer money between
accounts, even make payments

on loans.

Marine Midland feels when a person
has to go to the bank, there should
be a bank for him to go to.

BACK TO COUPLE WHO HAIL TAXI—
IN A BIG HURRY

FRED: Niagara Falls.
DIANE: And step on it.
MONEYMATIC

ANNCR. (VO): Moneymatic from Marine
Midland. To us people are worth
more than money.

Teller
60-second

Ralph Bounces Back
30-second
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Art Director: Woody Litwhiler
Copywriter: Don Marowski
TV Director: Marshall Stone
TV Producers: lan Shand
Mike Schapiro
Production Company: M.P.O. Videotronics

Agency: Young & Rubicam International, Inc.

Client: General Cigar Co.

Get'cha Irving
60-second

MAN ALONE ON CAMERA

MAN: Sooner or later you're gonna
try a White Owl, and wher youdo . ..
we got'cha.

(MUSIC)

MAN: Maybe we'll get'cha with ah,
the White Owl mildness . ..

or maybe we'll get'cha with the
White Owl flavor . . . or maybe,
maybe we'll get'cha with a—one of
our great White Owl shapes. But ah,
we're gonna get'cha ... um hu, um,
oh, yeh, would | lie.

(MUSIC)

(CHORUS SINGING)
(FADING)

(FADE OUT)

Get'cha Somac
60-second

Get’'cha Doyle
60-second
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Copywriters: James Lawson
John Crawford
Music: Public Domain
Producer: Christopher Hall
Production Company: Six West Recording
Agency: Doyle Dane Bernbach Inc.

Client: National Clearing House for Drug Abuse Information

Ten Little Indians
60-second

SONG: Ten little indians up there flyin'
One stayed up then there were nine . . .
Nine little indians feelin' great

One 0.D. 'ed, then there were eight

Eight little indians in cocaine heaven . . .
Convulsions took one, then there were seven
Seven little indians gettin' a fix

One got hepatitis, then there were six . . .
Six little indians pushin’ to stay alive

One got busted then there were five . ..
Five little indians trying to score

One got a bad bag then there were four . ..
Four little indians droppin’ LSD

One freaked out then there were three . ..
Three littie indians sniffin’ glue

Brain damaged one, then there were two . ..
Two little indians on a run

One of 'em crashed left justone. ..

One little indian poppin’ "'Reds"’

Popped too many then he was dead . ..
Acids, Bennies, Needles, Pills

If one don't get you, the other one will . . .

342

Copywriter: Ken Swope

Producer: Ken Swope

Production Company: Fleetwood Recording

Agency: Effenson, Nusbaum & Richard Advertising, Inc.

Client: Massachusetts Teacher’'s Association

Drinking And Driving
30-second

FEMALE VOICE: If you've been drinking . . .
and now you're driving . . . listen.

Pain, screams, blood, and even death may be
waiting for you around the next curve.

But worse ... maybe you'll live ... and a
station wagon full of children won’t.

It's for these children that the people of the
Massachusetts Teacher's Association are
begging you, right now, tolet someone else
drive, someone sober. And if there is no one
else, get food. Go for coffee. Anything.

Just get the hell off the road before something
happens that will haunt your conscience for
the rest of your life.
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Art Director: Bob Wall

Copywriter: Bob Wall

Producer: Bob Wall

Production Company: Tabby Andriello
Agency: Lois Holland Callaway Inc.
Client: New York Voter Registration

Speech
60-second

ANNCR. (VO): Naturally | talk to my kids
about the good old days. Except we couldn't
vote until we were 21. Now my two kids, 18
and 20, could vote this year. And can you
believe it, they didn’t realize they had to
register first.

(SFX: STREET DEMONSTRATION CHANT;
1968 DEMOCRATIC CONVENTION,
CHICAGO)

The whole world is watching.

Same thing with your kids. Here’s your
chance to give them a lesson. Make them
register. And if they're away at college, rush
them a registration ballot.

N.Y. State Teen-age registration days are
September 30th through October 2nd.

Three days that can shake the world.

(SFX: STREET DEMONSTRATION CHANT;
1968 DEMOCRATIC CONVENTION,
CHICAGO)

The whole world is watching.
Truman vs. Dewey
30-second

Stevenson vs. lke
60-second
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344 Gold Award

Arl Director: Manny Perez

Copywriter. Helen Nolan

Cameraman: Steve Hoin

TV Director: Steve Horn

TV Producer: Manny Perez

Production Company: Horn/Griner Productions
Agency: Young & Rubicam International, Inc.
Client: New York C ty Drug Addiction Agency

Karen
60-second

INTERIOR. KAREN ENTERS KITCHEN.
HER FATHER IS BUSY MAKING
HIMSELF SOME DINNER

FATHER: Karen, are you going to
have something to eat?

KAREN (AGITATED): | can't. I'm
going out.

FATHER: O.K.
KAREN: Daddy, | need $20.00.

FATHER: What for? Hey, hey, what's
the matter?

KAREN: Daddy, I'm sick . . . | did it
again.

CAMERA THROUGHOUT CLOSE
ON FATHER AND KAREN

FATHER: You mean, you're back on
drugs? Are you back on drugs, Karen?

KAREN: Yes, yes, yes, yes.
FATHER: But you promised. . . .

KAREN: I'm sorry. I'm sorry, it's the
last time, Daddy. | promise, it's the
last time. I'll go to the hospital, I'll
get help, it's the last time, Daddy.
Daddy, you've got to give me $20.00.

FATHER: No.

KAREN: | need the money, | need it
now, Daddy, please, help me, help
me...

FATHER: All right, baby. All right.
Here, here, that's ali I've got.

KAREN EXITS APARTMENT. CUT
TO EXTERIOR HALLWAY. KAREN
IS VERY COOLY COUNTING THE
MONEY. SHE SMILES .. . WALKS
AWAY DOWN THE CORRIDOR

ANNCR. (VO): The only thing worse
than what drug addicts do to the
people they love, is what they do to
themselves.

FADE TO BLACK

SUPER: DON'T JOIN THE LIVING
DEAD
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Art Director: William Taubin

Copywriter: Frada Wallach

TV Director: Tony Lover

TV Producer: Herb Strauss

Production Company: Liberty Studio
Agency: Doyle Dane Bernbach Inc.

Client: Federation of Jewish Philanthropies

"BUILDING DRIVE‘

T TR

Joy Ride
60-second

KIDS IN A GANG HAVING A WILD
TIME, RUN OUT ON THE STREET

(SFX: YELLING, SCREAMING,
PUSHING)

MOMENTUM BUILDS
("C'MON, GETIN ...")

THEY FIND A CAR, STEAL IT AND
TAKE OFF. RANDOMNESS AND
MOMENTUM BUILD DURING
WILD RIDE

ANNCR. (VO): Kids can do some
pretty wild things out of beredom,
frustration and anger.

CONFUSION OF KIDS RACING,
REVVING UP MOTOR
(SCREECHING: A BIG CRASH)
Don’t let them.

LIGHTING OF MENORAH MADE
OF BRICKS

The greatest building drive in our
history is underway now.
With bricks you can build life.

SUPER OVER BRICKS: UNITED
JEWISH APPEAL
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Art Director: Bob McDonald

Copywriter: Helen Nolan

Cameraman: Steve Horn

TV Director: Steve Horn

TV Producer: Manny Perez

Production Company: Horn/Griner Productions
Agency: Young & Rubicam International, Inc.
Client: New York City Drug Addiction Agency

The Animal
60-second

INTERIOR, AUTOMAT
PUSHER 1S SITTING AT A TABLE
EATING SOUP. ENTER JOEY

JOEY: Hey man, what's happenin'?
I'm sick. | need a bag.

PUSHER: Ten dollars, Joey.
JOEY: | only got five.
PUSHER: Ten dollars.

JOEY: Hey come on, you know I'm
good for it.

PUSHER: Joey, the stuff is dynamite.
Ten dollars or nothing.

JOEY: Please, please man . ..
PUSHER: Joey, get the money.

MOVE TO SERIES OF STRAIGHT
CUTS: JOEY STEALING MONEY
FROM HIS MOTHER'S POCKETBOOK;
TRYING TO FORCE HIS KID BROTHER
TO GIVE HIM SOME MONEY;
VOMITING ON THE SIDEWALK;
MUGGING A WOMAN AND STEALING
HER POCKETBOOK; TURNING ON

IN AN ABANDONED BUILDING

ANNCR. (VO): This is a drug addict.
Unlike a man, he has no sense of right
and wrong. No use for reason. He
only feels. And what he feels most of
the time is fear. He runs away from
reality, because reality is what scares
him most of all. He lives off human
beings . . . because he's afraid to

live like a human being. He's alive . . .
but you couldn't call this really living.

FADE TO BLACK. SUPER: DON'T
JOIN THE LIVING DEAD
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Art Director: Stan Paulus
Copywriter: Tom Hemphill
Cameraman: Joe Mangine
TV Directors: Arnie Blum
Mike Johnson
TV Producers: Arnie Blum
Mike Johnson
Production Company: Family of Man Films
Agency: Vansant Dugdale
Client: White House Special Action Office
for Drug Abuse Prevention

rebIZstedford
overthere,youre for the ha
of your life.

National Clearinghouse for Drug Abuse Information Rockvile, Maryland @

Inside Outside
60-second

INTERVIEW ON STREET
SUPER: TEHERAN, IRAN

GUY ON STREET: That's what people

tell me. | have no desire to . . . to try

to score any kind of dope here. | didn't
. most places in Europe the

penalties are just too strict and there's

nothing you can do once you get

busted.

PROFILE: GUY IN PRISON CELL

GUY NO. 1 IN PRISON: Weil, if |
understood the laws a little more |
would have definitely copped out
because | realize it's just tco heavy . . .

STREET SCENE

GUY ON STREET: There's no one
that can help you.

BACK TO CELL

GUY NO. 1: And everybody says like
it's not worth it . . . and it's true.

STREET SCENE

GUY ON STREET: The laws are very
strict and they enforce them, and if
you smoke and you get caught then
you have to be willing to pay the dues.

PROFILE: GUY NO. 2

GUY NO. 2 IN PRISON: Well I still
have 52 years left so it's quite a long
time before | am free of this. | can’t
even see the end of it.

STREET SCENE

GUY ON STREET: You just say
goodbye to it for awhile.

ANNCR. (VO): There are over 900
United States citizens doing time on
drug charges in foreign jails. They
didn't know . . . or they didn't care.
When you're busted for drugs over
there, you're in for the hassle of your
life.

GUY NO. 1: SILHOUETTE

GUY NO. 1: It's been a lot of pain to
a lot of people | know.

SUPER: WHEN YOU'RE BUSTED FOR
DRUGS OVER THERE YOU'RE IN
FOR THE HASSLE OF YOUR LIFE.
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Art Director: Allen Kay
Copywriters: Lois Korey
Lester Colodny

TV Director: David Langley
TV Producers: Allen Kay

Lois Korey

Syd Rangell
Productior Company: David Langley Photography
Agency: Needham, Harper & Steers, Inc.
Client: League of Women Voters

Help Someone Vote
60-second

(MUSIC)

OLD LADY RELIEVES LABORER AT
JACK HAMMER

ANNCR. (VO): On November 7th get
outand. .. help someone vote.

YOUNG GIRL RELIEVES POLICEMAN
DIRECTING TRAFFIC

CLEANING LADY RELIEVES
CHAIRMAN AT BOARD MEETING

DELIVERY BOY RELIEVES DENTIST
ABOUT TO TREAT A PATIENT ...

ANNCR. (VO): On November 7th get
outand ... help someone vote.

STAGE MANAGER TAKES THE
PLACE OF ONE OF THE ROCKETTES
IN A ROUTINE

ANNCR. (VO): On November 7th get
out...and help someone vote.

LIVE RECREATION OF GRANT
WOOD'S “"AMERICAN GOTHIC.”
HIPPIE COMES ALONG. TAKES
THE PLACE OF THE FARMER'’S
WIFE

SUPER: LEAGUE OF WOMEN
VOTERS AD COUNCIL LOGO
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Art Director: Hal Goluboff

Copywriter: Gloria Remen

TV Director: Rick Levine

TV Producer: Wayne Lachman

Production Company: Wylde Films

Agency: Richard K. Manoff Inc.

Client: Planned Parenthood/World Population

Wrong Reasons
60-second

OPEN ON BABY

ANNCR. (VO): A lot of people have
children for the wrong reasons.

CUS OF VARIOUS PEOPLE
THROUGHOUT COMMERCIAL

GRANDMOTHER: You've been
married a year now. When are we
going to see some grandchildren?

YOUNG MAN: You want to have a
baby, Evelyn? All right, we'll have
a baby! Maybe that'll patch things up!

YOUNG WIFE: We only want two
children. But if one of themisn't a
boy—we’ll keep trying.

WOMAN: Why knock myself out
working when | can have a baby.

MAN: Heh-heh, hey Harry. What are
you and Marge waiting for—huh?

YOUNG GIRL: Sure | want another
baby. What else is a woman for?

ANNCR. (VO): As we said, there are
a lot of wrong reasons to have a child
—but only one right reason: because
you really want one. And that takes
plarning.

For more information, write Planned
Parenthood.

SUPER: PLANNED PARENTHOOD
Children by choice.
Not chance.
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Art Director: Bob Kuperman
Copywriter: Peter Murphy

Designer: Bob Kuperman

TV Director: Howard Zeiff

TV Producer: James Dubaris
Production Company: Zieff Films
Agency: A Little Help Inc.

Client: National Council on Alcoholism

Man in Bar
30-second

IDLE CHATTER BETWEEN THE
BARTENDER AND CUSTOMER IN
VERY DIMLY LIT BAR

ANNCR. (VO): It's nice to relax and
have a drink or two.

SHOT OF BARTENDER BEHIND THE
BAR ... CLOCK READS 8:05

But would you give yp one of those
drinks—just one, and send us the
money so we can help the nine million
alcoholics in this country before it's
too late.

DOOR OPENS—SUNLIGHT FLOODS
INTO THE BAR—MAILMAN POPS

IN AND TOSSES MAIL ON BAR

BARTENDER: Morning Bob.
MAILMAN: Morning Lou.

DOOR CLOSES

BARTENDER: Freshen that for you?
CUSTOMER: Yeah!

ANNCR. (VO): What we're really
asking is can you spare the price of
a drink?
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Art Director: William Taubin

Copywriter: James Lawson

TV Director: Tony Lover

TV Producer: Sylvan Markmann

Production Company: Liberty Studio

Agency: Doyle Dane Bernbach Inc.

Client: National Clearing House for Drug Abuse Information

Ten Little Indians
60-second

THROUGHOUT SHOTS OF THE KIDS
—INCREASINGLY STRIDENT VIEWS
AS THEIR NUMBERS DECREASE

(SUNG TO ACCOMPANIMENT OF
HAND CLAPPING BY A GROUP OF
YOUNG BLACK KIDS)

SONG: Ten little indians, up there flyin’,
One stayed up, then there were nine.

Nine little indians, feelin’ great,
One 0.D.'d, then there were eight.

Eight little indians, in cocaine heaven,
Convulsions took one, then there were
seven.

Seven little indians, gettin’a fix,
One got hepatitis, then there were six.

Six little indians, pushin’ to stay alive,
One got busted, then there were five.

Five little indians, tryin’ to score,
One got a bad bag, then there were
four,

Four little indians, droppin’ L.S.D.
One freaked out, then there were three.

Three little indians, a sniffin’ glue,
Brain damaged one, then there were
two.

Two little indians, on a run,
One of them crashed, left just one.

One little indian, poppin’ reds,
Popped too many, then he was dead.

Acid, bennies, needles, pills,
If one don't get you, the other one will.
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Art Director: Alan Kupchick
Copywriter: Enid Futterman
Cameraman: Steve Horn
TV Director: Norman Griner
TV Producer: Steve Novick

Production Company: Horn/Griner Productions
Agency: Grey Advertising, Inc.
Client: National Highway Traffic Safety Administration

GET THE
PROBLEM DRINKER
OFF THE ROAD.

Dana Andrews Highway
60-second

OPEN: DANA ANDREWS STANDING
ON EMPTY TWO LANE HIGHWAY
TALKING TO CAMERA

ANDREWS: i'm Dana Andrews and
I’'m an alcoholic. | don't drink
anymore, but | used to. All the time.
When | was drunk | was about as
good a driver as my two-year-old
grandson.

CUT TO WEAVING CAR HEADING
TOWARD CAMERA

! had accidents but | never did kill
anybody. If it had gone on, I'm sure

| would have. Because the people
who were responsible for 19,000 traffic
deaths last year, are people just like

| was. Drunk.

BACK TO DANA ANDREWS AS CAR
APPROACHES AND NARROWLY
MISSES HIM

I'm talking about heavy, serious
problem drinkers. They're sick. And
we have to help them, because they
can't always help themselves. But
they're killing people. And we have
to stop them because they can't stop
themselves.

FREEZE FRAME OF CAR AND TITLE

Get the problem drinker off the road.
For his sake. And yours.

ANNCR. (VO): Write to Drunk Driver,
Box 1969, Washington, D.C. We'll tell
you how you can help.
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Art Director: Alan Kupchick
Copywriter: Enid Futterman
TV Directors: Cal Bernstein
Haskell Wexler
TV Producer: Maura Dausey
Production Company: Dove Films
Agency: Grey Advertising, Inc.
Client: National Highway Traffic Safety Administration

Backyard
60-second

OPEN ON MOTHER (JANIE) IN
HAMMOCK HOLDING BABY

SONG (JANIE):

| want to watch the sun come
up another fifty years

| want to write a novel that

will bring the world to tears . . .
And | want to see Venice . ..

DISSOLVE TO SHOT OF MOTHER
AND FATHER LAUGHING WITH BABY

| want to see my kids have kids;

| want to see them free . ..

| want to live my only life; | want the
mostofme. ..

| want to dance . . .

| want to love

| want to breathe . . .

FREEZE FRAME OF MOTHER AND
SLEEPING BABY

ANNCR. (VO): Janie died

on an endless road in America
because a lonely man was

driving drunk out of his mind.
Problem drinkers who drive are
responsible for more than 40 deaths
every day.

Get the problem drinker off the road.

FRAME CHANGES TO BLACK AND
WHITE AS PULL OUT TO REVEAL
FREEZE FRAME HAS BECOME A
PHOTOGRAPH ON THE WALL IN
COUPRLE’S EMPTY BEDROOM

| want to know what's out there
beyond the furthest star . . .

| even want to go there if

we ever get that far

And | want to see Venice . ..

ANNCR. (VO): Help do something
about the problem drinker. For his
sake. And yours.
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Art Director: Jon Fisher

Copywriter: Sandi Butchkiss

Designer: Jon Fisher

TV Producer: Joanne Ruesing
Production Company: Audio Productions
Agency: Benton & Bowles Inc.

Client: American Cancer Society

Men Who Flirt with Death
60-second

HEADLINE ON SCREEN:
MEN WHO FLIRT WITH DEATH

ANNCR. (VO): Men who flirt with death.

MEN ON MOTORCYCLES RIDING
THROUGH A WALL OF FLAME

The daredevil Novellises who risk their
lives daily as they speed through
hoops of flame.

MAN ON TIGHTROPE WALKING
ACROSS WATER HIGH ABOVE

Lawrence Jessy who puts his life on
the line as he tip-toes across
treacherous churning waters.

LONG SHOT OF MEN BEING SHOT
OUT OF A CANNON

The Zuchinis who flirt with death as
they become human cannon balls
hurtling through space.

MAN ATOP WING OF AN AIRPLANE

Johnny Fisher who daringly hangs
upside down thousands of feet above
the ground.

MAN WITH "HOME-MADE" WINGS
ON HIS BACK, LEAPS INTO SPACE
AND LANDS IN THE WATER

Sir James Terwilliger who tempts the
fates as he flaps his wings in futile
flight.

MAN IN A SWINGING HAMMOCK
READING A BOOK

And Jerry Ross who lies there taking
his life in his hands, because he
hasn't had a medical check-up in
over ten years.

ANNCR. (VO): Don't live dangerously.
We want to wipe out cancer in your
lifetime.

SUPER: AMERICAN CANCER
SOCIETY
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Art Director: George Lois

Copywriter: Ron Holland

TV Director: George Silano

TV Producer: Edward Murphy

Production Company: Famous Commercials
Agency: Lois Holland Callaway Inc.

Client: Mayor's Office

Widow
30-second

OPEN ON CU OF PHOTOGRAPH
OF YOUNG POLICE OFFICER

ANNCR. (VO): In the middle of a
routine day, John Joseph Darcy,
Patrolman, . . .

CAMERA PULLS BACK ON
PHOTOGRAPH

was suddenly, senselessly, needlessly
struck down.

PULL BACK TO SHOW YOUNG CHILD
SITTING BEHIND PHOTOGRAPH

He leaves behind his young son,

PULL BACK TO SHOW BEGINNING
OF FAMILY SHOT

his young daughter, . . .

PULL BACK TO SHOW MS OF
WOMAN AND TWO CHILDREN
his young widow.

SUPER: BE FAIR TO COPS
COMMITTEE

Be fair to cops. You never know when
you might need one.
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Art Director: Chuck Bua
Copywriters: Paula Green

Peggy Courtney
Designer: Peggy Courtney
TV Director: Mike Glynn
TV Producer: Paula Green
Production Company: Gordon Glynn
Agency: Green Dolmatch Inc.
Client: United States Public Health

If at first
you don’t succeed
quit, quit again.

US Deparment of Health Education.and Weltare

Three People
60-second

CAMERA CUTS TO EACH FOR
FACE FRONT TESTIMONIALS

BOB: | smoked for 18 years. Everytime
| tried to stop, | felt anger, petulance.

GERALDINE: | was an addict. | used
to smoke 60 cigarettes a day.

KEVIN: | quit smoking a lot of times,
a lot of times.

BOB: Four years ago, | did a play.

GERALDINE: Then my husband got
ill, and he was told he could never
smoke again and | realized | would
have to give it up.

KEVIN: It got to the point where |
had to do something, cigarettes were
just killing me.

BOB: | was going to have no chance
at all of cutting it in this play unless

I quit smoking.

GERALDINE: | spent as much time as

| could in places where | never
smoked. Like in bed or in the bathtub.

KEVIN: | took the damn things. |
destroyed them. | would buy fresh
packages and stamp on them.
GERALDINE: And finally | lived
through the places where | used to
smoke the most.

BOB: | quit. No withdrawal.

KEVIN: | beat the habit. And it
worked. And | feel good.
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Art Director: Stan Paulus

Copywriter: Tom Hemphill

Cameraman: Joe Mangine

TV Directors: Arnie Blum
Mike Johnson

TV Producers: Arnie Blum
Mike Johnson

Production Company: Family of Man Films

Agency: Vansant Dugdale

Client: White House Special Action Office
for Drug Abuse Prevention

're busted for drugs
pu're in for the hassle

Q)

Wall
60-second

EXTERIOR SHOT OF PRISOM
GUARDS STANDING ABOUT

ANNCR. (VO): Okay, America. Here
it is.

SHOT OF TOWER AT CORNER

OF WALL

Sixty seconds of truth in words and
pictures. And the picture doesn’t get
any better.

CAMERA PANS WALL

Because you're looking at the outside
of a prison wall in Europe. There are

a lot more like this one. And locked
behind them are over 900 United States
citizens, busted on drug charges.

Like the girl in Rome, who'll wait six

to ten months for her trial. With no

bail. Not even a chance for it. And the
guy in Spain. He's in a foreign jail

cell for six years and a day.

CAMERA MOVES IN TOWARDS
GUARD ON ROOF

The drug laws overseas are tough.
And they're enforced to the letter.

And if somebody telis you they're

not, that's a bunch of baloney. So
before you leave, check the laws of
the countries you plan to visit. One
fact will come through. Loud and clear.

When you're busted for drugs over
there, you're in for the hassle of your
life.
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Art Director: Robert J. O'Dell

Copywriter: Richard A. Feleppa

Designer: Robert J. O'Dell

Cameraman: Frank Maresca

TV Director: Robert J. O'Dell

TV Producer: KFQ, Inc,

Production Company: M.P.O. Videotronics
Agency: KFO, Inc.

Client: Hamilton-Madison House

Wellington Chou
60-second

SPOT IS CHOREOGRAPHED WITH
STILLS (CITY FACES)

ANNCR. (VO): They fili Mr. Wellington
Chou’s older years with
companionship.

ELDERLY CHINESE IN CLUBHOUSE

They helped Rosa care for her mother
when she got out of the hospital.
ROSA AND MOTHER

They provide care and education for
Mrs. John's children because she
has to work.

CHILDREN

They gave Mr. Miller somebody to
talk to when he needed to talk out his
problems.

MR. MILLER AND CONFIDANT

They replaced the missing father

in Susie’s life.

SUSIE AND FRIEND

They helped Carlos and John stay
off drugs.

TWO NEIGHBORHOOD BOYS

They heip Ernesta get into the right
college.

GIRL WITH HER BOOKS

They helped Mr. Kovaks buy food that
he can afford at the co-op.

MR. KOVAKS IN THE CO-OP

They translated a sewing pattern into
Chinese for Mrs. Wong so that she
can sew for her family.

SEWING SCENE

They give Mrs. Chinchosi's child a
head start before she goes to public
school.

CHILD

They helped keep the Leonard family
together.

FAMILY

Who is they? Hamilton-Madison
House. Serving the lower East side of
New York.

Send what you can please.
They need it.
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Art Director: Ed Nussbaum

Copywriter: Stanley Schulman

Designer: Ed Nussbaum

Cameraman: Norman Griner

TV Director: Norman Griner

TV Producer: Philip Peyton

Production Company: Horn/Griner Productions
Agency: Grey Advertising, Inc.

Client: National Alliance of Businessmen

National Alliance of Businessmen

Homecoming
60-second

(MUSIC THROUGHOUT: JOHNNY
DESMOND SINGING "LONG AGO
AND FAR AWAY" WITH THE GLENN
MILLER AIR FORCE BAND }

1945. G.1. EXITS CAB IN FRONT OF
FRAME HOUSE

INTERIOR. G.Il. ENTERS
FAMILY AND FRIENDS
EMOTIONALLY WELCOME HIM
HOME

CU OF GIRLFRIEND
SOLDIER AND GIRL EMBRACE

ANNCR. (VO): 1945. Remember?
People made quite a fuss about
returning servicemen.

SOLDIER ENTHUSIASTICALLY
FILLING UP HIS PLATE FROM
BUFFET

There were block parties, parades, The
5220 Club, but most of all, there were
jobs.

SOLDIER AND SAILOR FRIEND
COMPARING SERVICE STORIES

Today's Vietnam veteran wants to
settle down and go to work too.

SOLDIER AND GIRL ALONE IN
KITCHEN WHILE PARTY CONTINUES

But for many, the jobs just aren’t there.
You can help do something about it.

FADE TO BLACK AND SUPER:
NATIONAL ALLIANCE OF
BUSINESSMEN

Call us, we're The National Alliance
of Businessmen.

FADE TO SEPIA SNAPSHOT

OF SOLDIER, GIRL AND

ENTIRE FAMILY IN FRONT OF
HOUSE. ZOOM IN ON GIRL'S FACE

Today’s veteran needs his chance.



TV /Public Service/Campaign

360 Gold Award
Art Directors: Bob McDonald
Manny Perez
Copywriter: Helen Nolan
Cameraman: Steve Horn
TV Director: Steve Horn
TV Producer: Manny Perez
Production Company: Horn/Griner Productions
Agency: Young & Rubicam International, Inc.
Client: New York City Drug Addiction Agency

The Animal
60-second

INTERIOR, AUTOMAT. PUSHER IS
SITTING AT A TABLE EATING
SOUP. ENTER JOEY

JOEY: Hey man, what's happenin'?
I'm sick. | need a bag.

PUSHER: Ten dollars, Joey.
JOEY: | only got five.
PUSHER: Ten dollars.

JOEY: Hey come on, you know I'm
good for it.

PUSHER: Joey, the stuff is dynamite.
Ten dollars or nothing.

JOEY: Please, please man
PUSHER: Joey, get the money.

MOVE TO SERIES OF STRAIGHT
CUTS: JOEY STEALING MONEY FROM
HIS MOTHER'S POCKETBOOK;
TRYING TO FORCE HIS KID BROTHER
TO GIVE HIM SOME MONEY;
VOMITING ON THE SIDEWALK;
MUGGING A WOMAN AND STEALING
HER POCKETBOOK; TURNING ON IN
AN ABANDONED BUILDING

ANNCR. (VO): This is a drug addict.
Unlike a man, he has no sense of right
and wrong. No use for reason. He only
feels. And what he feels most of the
time is fear. He ryns away from

reality, because reality is what scares
him most of all. He lives off human
beings . . . because he's afraid to live
like a human being. He's alive . . . but
you couldn’t call this really living.

FADE TO BLACK. SUPER: DON'T
JOIN THE LIVING DEAD

Peer Group
60-second

Karen
60-second



TV/Public Service /Campaign

361 Silver Award

Art Director: Michael Ulick

Copywriter: Paul Margulies

Cameraman: Steve Horn

TV Director: Steve Horn

TV Producer: Philip Peyton

Production Company: Horn/Griner Productions
Agency: Wells, Rich, Greene, Inc.

Client: National Kidney Foundation

Kidney Machine/Kid
60-second

DOCTOR'S OFFICE. PHYSICIAN
TALKING TO YOUNG COUPLE

DOCTOR: I'm sorry | can’t be more
definite. Yes, with a kidney machine,
Jack will live. The problem is this
machine costs a fortune to run and
there's just not enough money in the
kidney program.

Look ... there are eight million people in
this country with kidney disease and

no one will take it seriously. It's not

only Jack, we could save thousands of
lives. | know it sounds stupid . . . now

a solution to a disease and not enough
money to use it.

You know I'll do everything | can. At
least Jack has age in his favor.

PARENTS EXIT OFFICE TO
CORRIDOR, WHERE JACK, AGE SIX, IS
SITTING WITH NURSE

PARENTS: Thank you, doctor.

NURSE: See Jack! | told you Mommy
and Daddy would be right out.

MOTHER: Daddy and | have decided to
go out to dinner tonight. You can have
anything you want. You can even have
two desserts .. . .

THE THREE WALK AWAY DOWN
CORRIDOR

FADE TO BLACK. SUPER: SUPPORT
THE NATIONAL KIDNEY FOUNDATION
BOX 353, NEW YORK, NEW YORK
10016

ANNCR. (VO}: It just doesn’t make
sense . . . to have answers to a disease
and not enough money to use them.

SUPER: KIDNEY DISEASE. IT'S NOT
JUST ANOTHER CHARITY, IT'S THE
FOURTH MAJOR CAUSE OF DEATH
IN THE COUNTRY

Funeral
60-second

Empty Chair
60-second



362

Art Director: Grey Advertising Creative Team

Writer: Grey Advertising Creative Team

TV Producer: Grey Advertising Creative Team

Production Company: James Garrett & Partners

Agency: Grey-North Advertising Inc.

Client: The National Institute on Alcohol AbLse and Alcoholism

National Drinking Game
60-second

PARTY CROWD WHOOPING IT UP

ANNCR. (VO): Because so many
Americans think getting drunk is fun,
we thought you might like to join us in
the National Drinking Game.

TITLE CARD: THE NATIONAL
DRINKING GAME

(SFX: “WHOOPEE, A GAME. GET
YOUR PENCIL, ETC...")

Just answer yes or no to the following
10 questions.

One: Do you talk a lot about drinking?
(SFX: *'ONLY WHEN I'M AWAKE'™)

Two: Do you drink more than you used
to?

(SFX: “I TRYTO...")

Three: Do you gulp your drinks?

Four: Do you often take a drink to feel
better?

(“YEAH, MUCH BETTER.")
Five: Do you drink alone?

Six: Do you ever forget what you did
while you were drinking?

(“"NOT UNTIL THE NEXT DAY.")

Seven: Do you keep a bottle hidden
somewhere for quick pick-me-ups?

("*HOW DOES HE KNOW?")

Eight: Do you sometimes start drinking
without really thinking about it?

Nine: Do you need a drink to have fun?
(SFX: THROAT CLEARING)

Ten: Do you ever take a drink in the
morning to relieve a hangover?
Congratulations. If you had four or
more ‘‘yes’’ answers, then you may be
one of over nine million Americans with
a drinking problem.

ANNCR.: If you won—you lose.

SUPER: NATIONAL INSTITUTE ON
ALCOHOL ABUSE AND ALCOHOLISM

Bill and Helen
60-second

Good Old Harry
60-second




TV/Public Service/Campaign

363

Art Director: William Taubin

Copywriter: Frada Wallach

TV Director: Tony Lover

TV Producer: Herb Strauss

Production Company: Liberty Studio
Agency: Doyle Dane Bernbach Inc.

Client: Federation of Jewish Philanthropies

BUILDIN‘G

T ‘T‘T“T‘T‘I'T“r

Heart Attack
30-second

SCENE OPENS ON A MAN COMING
DOWN THE STEPS OF A BUILDING.
SUDDENLY HE BEGINS TO GASP FOR
BREATH AND FALL

HE DROPS AS PEOPLE COME
RUSHING UP, TRYING TO HELP

(SFX: VOICES IN CROWD,
CONSTERNATION)

ANNCR. (VO): Where will they take him?
AMBULANCE PULLS UP

To a hospital that can’t afford
cardio-pacs, cardio-emergency rooms
or temporary pace makers?

DRIVES AWAY

It's like playing Russian Roulette, if
you're trying to save a life. The
hospitals of the Federation of Jewish
Philanthropies must have the most
modern equipment there is.

We can't afford to gamble.

MENORAH SHOWING BRICKS BEING
LIT

Help us build.
With bricks you can build life.

SUPER: FEDERATION OF JEWISH
PHILANTHROPIES

Joy Ride
30-second

Menorah
60-second

Aged
30-second



364
Art Director: Edward Lukas
Copywriters: Evan Stark
Indiana Sweda
Czmeraman: Fred Sweda
TV Director Fred Sweda
TV Producer: Sonya Hoover
Production Company: Sweda Enterprises Ltd., Inc.
Agency: Sweda Enterprises Ltd., Inc.
Chent: N.Y.C. Environmental Protection Administration

Gar Emissions Are Bangerais

Wiy esial prts Nav Biermd Tl |
. L Your Reallh

New Car
60-second

RUNNING SHOT OF NEW CAR
(CUSTOM MODEL)

ANNCR. (VO): America, here it is!
The sleek, sensuous lines you've
dreamed of, this year's new car . ..
A power engine you'll love to
accelerate. Fully automatic
transmission. Four barrel carburetor,
front and rear disc brakes. The
luxurious comfort you thought you
couldn't afford.

CU OF SIGN ON DOOR THAT READS:
"WARNING: MEDICAL EXPERTS HAVE
DETERMINED THAT CAR EMISSIONS
ARE DANGEROUS TO YOUR HEALTH"

ANNCR. (VO): Maybe we can't afford it!
Talkin’ Big City
60-second

Driving to Work
60-second






EDITORIAL

Cansumer Pages and Sections
Trade Pages and Sections
Complete Issues



NO

365

366

Classroom Debate

Should the President's
War-Making Powers Be Curbed?

!l; _
the art /) senstictl

[t \ [
\ -




Consumer/Pages, Spreads/B/W

365

Art Director: Joseph J. Sinclair

Editor: Terrence Dewhurst

Designer: Joseph J. Sinclair

Artist: Michael Gross

Publisher: The New York Times
School Weekly

366 Silver Award
Art Director: Robert Kingsbury
Writers: Gordon Inkeles

Murray Todris
Designer: Robert Kingsbury
Photographer: Robert Foothorap
Publisher: Straight Arrow Publishers, Inc.

Rolling Stone

367

Art Director: Robert Kingsbury

Writer: Elmo Rooney

Designer: Robert Kingsbury

Photographer: Annie Leibovitz

Publisher: Straight Arrow Publishers
Rolling Stone

367
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