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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 Illustrators, 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 I recommend that 

you enjoy it as have. 

The City of New York congratulates 
The An 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:  Co-Chairmen:  Judges:  Marcella Free  Frank Nicolo 
Shep Kurnit  Dan Bingham  Peter Adler  Len Fury  Bernie Owett 
George Lois  R. 0. Blechman  Walter Allner  Flora Goldenson  Lore Parker 
Ed McCabe  Neil Calet  Ted Andresakes  George Gomes  Alan Peckolick 
Co-Chairmen:  Bob Ciano  Ruth Ansel  Barry Greenspan  Phil Peppis 
Peter Nord  Thierry DaRold  Tom Atkinson  Joe Gregorace  Paul Posnick 
Charles Rosner  Pat Del Vecchio  Ed Bianchi  Mike Gross  Orville Roberts 
Joint Study  Larry Dunst  Barry Biederman  Al Grossman  Arnold Roston 
Committee:  Mel Freedman  Peter Bradford  Ed Hanft  Mort Rubenstein 
Dave Altschiller  Adam Hanft  Paula Brown  Peter Hirsch  Vince Salmieri 
Ed Butler  Harvey Herman  Bruno Brugnatelli  Linda Howard  Hank Seiden 
Bill Cadge  Tony Isidore  Aaron Burns  Marvin Jacobson  Lew Sherwood 
Jerry Della Femina  Steve Kambanis  C. P. Burtin  Walter Kaprielian  Mark Shoenfield 
Lou Dorfsman  Dick Luden  Sandi Butchkiss  Kay Kavanaugh  Mel Stabin 
Dick Jackson  Leon Meadow  Tony Cappiello  Jess Korman  Ira Sturtevant 
George Krikorian  Michael Pateman  Josh Carlisle  George Krikorian  Jerry Sussman 
Bob Levenson  Bob Reed  Kathy Carlisle  Bob Kuperman  Milt Sutton 
Helen Nolan  Mel Rustom  Sue Citron  Ann Marie Light  Jim Symon 
Stuart Pittman  Don Slater  Harvey Cohen  Dick Lopez  Bill Taubin 
Pat Del Vecchio  Dick Tarlow  Rita Conner  Dee Maskaleris  Alex Tsao 
Special Editorial  Bob White  Verdun Cook  Dennis Mazzella  George Tscherny 
Study Committee:  Francine Wilvers  David Deutsch  Holden McAlister  Ned Viseltear 
Herb Bleiweiss  Rosalind Dunn  Bill McCaffery  Dick Wasserman 
Bill Cadge  Jim Durfee  Al Meadow  Kurt Weihs 
Bob Ciano  Guy Durham  Tom Messner  Bob Wilvers 
Lou Silverste n  Dave Epstein  Jeff Metzner  Joe Wojtala 

Bob Fearon  Bob Meury  Henry Wolf 
Gene Federico  Bert Neufeld  Tom Yobbagy 



CONTENTS 

Mayor's Statement 

The One Show Statement and People 

The Art Directors Hall of Fame 

The Cop?writers Hall of Fame 

The Gold Awards 

The Show 

Ais 1-255 
Radio and Television Commercials 2E6-364 

Editorial 365-424 

CoverE 425-467 
Sales Promotion and Graphic Design 468-670 

At and Photography 671-790 

Films and Television 791-799 

Club News 

Index 



The Art Directors Club Hall of Fame Award 
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The relatively recent 
intention 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 VIII, 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 
life 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 
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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 
artifice. 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. 
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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 collaborat'on 
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 
Capehart-Panamuse: artist Raymond Breinin 

supervisor Walter Reinsit 



Nothing else in the world 

... not all the armies 

... is so powerful as an idea 

whose time has come. 

Container Corporation: artist Robert Vickrey 

Great Ideas of Vhstern Man ... 

one of a series 

Victor Hugo, 1802-1885, The Future of Man 

Container Corporation of America 

Art , Rcbert  cicrey 



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 II, 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 
manifest destiny. Coiner stands for the best of 
artistic traditions, for esteemed creativity, and 
the highest standards of performance and 
integrity. 

Ever watch a forest die? 

Never Underestimate The Power of a Woman! 
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Plymouth: artist Norman Rockwell 





Paul Smith 

"I awoke one morning and found myself 
famous," Byron said. How did I 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 I 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 cl mate 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, 
Garlock, 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, 
The New York Stock Exchange, Rand McNally. 
Each with its specific ideological, marketing or 
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. 

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

In our era of intense specialization, someone of 
the dimension and breadth of a Paul Smith is, 
indeed, a "rara avis." His contribution has 
been a fusion of independent vision and intellect 
which has enhanced the role and prestige of 
the art director. 
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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 I was old enough and wise 
enough to know that an agency used whatever 
talents I 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. 



THE NOUSE Ti4AT BIT! 
By/AK Frie nd ly 

Imagine, living day and night 
Inside a house that'. apt to bite! 
With leaping ruin bat try to drum you, 
Tubs that gaily try ay drown yoe.. 
Switches, that I'm bath to say 
Treat you in a 'horning way! 

No wonder Lex 7urned white with fright 
And ran out shreking in the night! 

Then Mr. Friendly reached the scene 
And handed Las cark. 
'This new Amy can Mama guide to 
home safety,- In said, lapsing into prose. 
-shows You nao, than 50 al.) s to tame 
the moo- dangenus house! 

Thanks to Amvrican Mutual, Lee 
Li-es in a hoe's: that is tie:Went-tree! 
Intact its so safe, so quie:, so still 
Le, hammers his head now. 
Ins tor  

AM Efei0A N MUTUAL 
Service from  injmnsiminti. ri in 77 offices! 

I (rent moiler soilislamiii dirnfrodif 

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 Ayers 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. 

011̀k__ 



Alka Seltzer 

On The Rocks 
4%cri t tried it yet? i,n boy.  

V"-aer ltzer On The Rocks 
...,(i_rks just like Alka-Seltzer 
The Rocks ... only 

;',.790(11:nough to drink. 
c. en delicious? 
fl today, in 1966. 

•li:ng elieves an upset 

stomach and summer 
headache faster ... or better 
than good old Alka-Seltzer. 
Try it at a picnic. 
Try it at the beach. 
Plop two Alka-Seltzers in 
water. Let it bubble away 
a few seconds. Add ice. 
A slice of lime. Cheers. 



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. 

154-(4 & 5/44t. : 644 bi#e 
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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 McDonald, 
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 expectat ons. 

What was the agency like? Said Mary Wells: 
"Some people run agencies like banks or 
religious organizations or like Bellevue 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 vivac ty to Jack Tinker. 
Although a serious illness 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 

I.,  inguidiet1 

and comment tontobutiom 

to the craft of 

advertising writing 

and for the strong 

and positive influence 

he has had on 

advertising as an industry 

The Gopy Club elects 

to the 

Copywriters Hall of Fame 

July 26. 1973 
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PH OT O DV CARL FI SC HER 

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  Rosseir 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 Cables 

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&O's direct response division. 

There lies, in direct response advertising, a 
satisfaction often unavailable in other areas of 
copywriting: Tangible evidence of results. 
Coupons can be counted. Ard 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 I 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 I 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 want to 

Quit Work some day 

THI S  PA G E is addressed to those 
thousands of earnest, hard-working 

men who want to take things easier 
some day. 

It tells how these men, by following 
2 simple, definite plan, can provide for 
themselves in later years a guaranteed 
income they cannot outlive. 

How the Plan Works 
It doesn't matter whether y air present in 
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 W311 
some day have an income 
upon which to retire. 
The plan calls for the 

deivnit of only a few dol. 
lass each month—the ex• 
act amount depending on 
your age.  The minute 
you make your first dc. 
posit, your biggest money 
worne, begin to disap-
pear. Even if you should 
become totally and per-
manently disabled, you 
would not need nt worry. 
Your payments would be 
made by us out of a spe. 
vial fund provided for that 
purpose. 
.ind not only that. We 

would mail you a check 
every month during the 
entire time of your dis-

Comm.. I, r :of I 

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 offers 
coon this opportunity, is a 125 million dollar 
company.  For veer  three-quarters of a 
century it has been helping thousands of 
men and women to end money worries. 
But you're not interested in us.  You are 

interested in what we can 
do for you. An illustrated, 
36-page book called "How 
to Get the Things You 
Wane' tells you exactly 
that. It tells how you can 
become financially inde-
pendent—how you can re-
tire on an income—how 
vou 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 are reads 
to make definite plans to 
get it, No obligation. Get 
y or copy of the book now. 

NE W  RETIRE ME NT 
INC O ME PLA N 

leo ,. what 
•“11 do It 

It rearastees schen you are 65 
A Monthle Insorne for I:fr nf Stint 
who: h amuce• • return of at least 
51 0.11n* and perlope much rote. dr: 
prefine upon horr Iona Yoa 

A Cash SrITIrr:LYn't'orili;.'600. 

It guarantees span death limn 
any natural cause before age 65 
A Cash Payment to your A:mein-ta m 
:42101100. Or 210 •  •, Inuat 
24 yrars and  months 
T .141  . . . . .  .214,521 

Itgrarantersaboodeadiresalt-
ing from accident before age 6o 
Cash Paymrnt c, ,ta benefit:am 
$1.011M1 Or 2100 a month for at 
:0 24 >ran and n months. 

It ruts-awes tbrorgbert per-
manent total disability sabub 
begins before age 6o. 
A Al arl , Ihsahllor Incomr :4 S W 
and pa, m• nt  of all 1:0: mums 

Plans I  m-e or for retormcnt st 

t)PHOENIX MUTUAL 
LIFE INSURANCE COMPANY 

Hartford Office: Hanford. Cnnn.  Forot Poloa v issued I XS I 

PH OENIX MUTUAL LIFE INSURANCE CO 000 Elm St., Hartford, Conn, 
suaurb,..../u hoar alisanou, rox.  bwi. —HOWTOGITT1411 TIM M:1Y 011W 
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"Hermes) dor  least 'Ede m a  "No 
"Coo he et•II? 'feare r • ma/ wk./Pouf  jc s, 

am. played • ewe do kw fat " 

They Laughed When I Sat Down 
At the Piano 

But When I Started to Play!~ 
A RTHUR had  just  played  "The  mmicos himself mrre speaking to 4.— .10e•aoke  the  lemon.  contosed  they  got  *mot  and 

Rosary."  The room rang with •p- :loose.  tNhyo t  medseonotn ol mued word. tom ire  emier  Before I knew it I woo Moroi all the 
ord.  in plause.  I decided that this would be  h   but s•  M ew.. .  Melodies'  p.c.. I liked best  \mhos mopped like  I ( osliI pliir 

ballads or cl•mic•I somber. or ,.as.  MI ay/. equal 
• dramatic moment for me to make my  A Co mplete Triumph!  caw'  And I   did h•ve ane apecol talent 
debut.  To the amazement of all toy  fot music — 

friends, I strode confidently over to the  Sc  thy  last  ad "re  hi  the  "'ant '," Sat.. " 
died  aeor. the  roost resounded w.th • oudde• 

piano and sat down.  dor of •pp/auer  I frond rnyseU. •••••,nded by 
"jack ill up to his old tricks," somebody  ranted laces  How at Immo & emceed on'  Men 

Moak  my  hand — oddly  cone.... laud  me — 
chuckled.  The crowd laughed.  They  pounded  me on the h.1  is their ...... O MR' 

were all certain that  I couldn't  play  1 verrbosly wee exlmtviog w.th drloht —ply•ng me 
• single note.  wah rapid question. "J•rbf IA hy d•dn't you 

tell us rod could pl. lihe 'h.. - "IA here I'd 
"Can he really play''". I heard • girl  itn., '  i ttttt -----Hn• long love you otudied''•— 

whisper to Arthur.  •11/ho •••• rotor teacher ,' 

"I have ttttt eves tem sty te•chet - I replied 
"H  , no!"  Arthur  exclai med  •• Aid on a short shole •go I couldn't play • no. •• 

"He never played • note in all his life. .  -Quit your li•ddog," laughed *ohm herself en 
But just 7ou watch him.  This as going to  accomplished ponot  hero .44rog lot 
be good.'  years  I can tellI have  " 

I decided  to make the most of the  b..7:rt Tsditia:71>y,i's  shore  Wh.tli's.t 
situation.  With  mock dignity I drew  I could ttttt o. all you folks " 
out • silk handkerchief and lightly dusted  Then I told them the whole steer 
off the piano keys.  Then I rose and gave  "Have you tr.. h../ of the U S School of 
the revolving piano stool • quarter of s  M"...r. I asked  
turn, just as I had seen an imitator of  A lea of my hoods sodded  "Thee. • corre• 

ep s t   sch ssrt oil" the med Paderewski do in a vaudeville sketc h.  o  ool. o  y esclai 
" "What do you think of his execution?"  ho-dEx:htlzei."0,1atier.1,: test bThey Itio . • neer simple-
.  yeti to rimy any onstr•-

called • voice from the rear.  wrist by wool is jest • le , most . 

"We're  in favor of it!" came back  Hew I Learned to Play Without 
the answer, and the crowd rocked with  • Teacher 
laughter. 

And thes  I ezplemed  how foe  year. I had 
non I Started to Play  Waged  to play  the  poso 

•' A  few  ono 
Instantly  a tense  silence  fell  on  saw as is   

the  gseeto  The  lass/der 
dam/ on their lope is ii by Cu  
I played through the Irst fen 
hare of  Beetho••••• immort•I 
Idairelight SOS...  I beard glop. 
vi am•zemest  My hoods eat 
Womble. — spellhossd. 
I played  os  and  as  I 

played  I forgot  the  people 
•rossoll MI  I forgot the hoer, the 
place, the breathless  lie ttttt • 
Tiro  little  world  I lived  is 
emmell  to  lade — IIMI fted  to 
pew  elos —Immeel  Only  the 
esmsc was nr•I  Only the mmu 
.4  snowsn  tt hrowebt  me 
Towne  as  bee•tiful  ••4  as 
c szsg sad  tdhent,,w.ti  a ad  tid.ow• 
. 

tee thee  10.1  •110  umpired 
mom.  composer  I It 

meameed  as  if  the  sumer 

Pick Your 
Instrument 

rx 
Hatellow. 
5.1 C ity 

Harp 
Comm 
heteb. 

fkoodiroma  Teombims 
Voles mud hoed. Collmre 
Awlsmwele F  Comm/ 

PlatmAimmegibm 

nth.  a,"  I  continued,  "I 
.1 foe the U. S School of 

Meeie--• new method of learning 
to pl•y which only cost • leo trots 
• day' The ad told how • lireene• 
had tnaat.r,d the poso is her 
spare tote at hose —tad makes. 
•  flat &et'  lest  col  all.  the 
wonderful new method she med, 
required no !Mono. mile. — 
•o kemtlets "moors — so tire-
some  practoiss  It sotoded 
so convincing that I Clad oat 
the cou pe. requeetog the Pres 
Demos. ttttt es Looms 

The ft.. book arrive4 w ood-
!, and I  d is that very 
night to study th• De.011 ttttt 10111 
Les•o•  I wee seamed to me 
how ••ey it vile to play tbie sew 
way  The• I met foe the color 

"When the comae snowed I 
losisd it w. odd •• the id 'pawl 
— as •asy se k  CI And, u 

Play Any Instru ment 
Y es 100. can en . mere rpe•otlt to be .. .CO M 

plohed ordoic.•n —right at home —is loll the ...I 
tone  You c•nY go wrong silk thy ...sole at. 
method  which  ha.  already  oltro n  MO 000 
people hos to play  they  fey...  Instrument. 
Forget that old•lashoosed idea that yoii neel spec.' 
-talent " Jibit read the lot of onstrumento in the 
panel, decide which one you want to play and thy 
S School ...II do the reel  And beer tot mod no 

  •Iiich ...tortent you choose, the tot  n 
each c•se all be the same---, mt • hew   • d•r 
No   whether yes  •re  •  Isere  begoser or 
already a good perlmmer, yoa wdl be o   
learn.ng •host this sew mid wosderfool method 

Send for Our Fres Dosidet and 
De monstration Lessen 

TItos•and. of  1.1 student. never dreamed 
they potammed snmocs1 shady cold it was re•••1.11 
to them by • r•st•rhsble "Muevrid Ability Test" 
whoa we mad emorely WithOsit mast milt mot is 
termed.a free booklet 

If yos are  ,u eacooni  •best w•stoss t• play 
your favorite im manent —If  yos really wit.,  to 
moo happisese aid tone.* your popelsrdr —seml 
at once foe the free booklet mod Demo• tttttt os 
Lames  N. cost — so oblegetos  Right one we 
are- wok.' a Special she foe • limitird somber of 
sew students.  Sign sad wad the coeve•ust 
sot — W ore .0•. 100  lett  tO dai• the hese.. of 
thin oder  I...Bests supplied  whe•  seeded 
cash or credit  U. I. Od ra all lesek. 1011 
Ihritandelt 5144., N••• York O p. 

U S. &Aral of 
Bell Ihrusswirk Mat, Now Ta ft Orr 
Memse woad me yesr fret book. "Music Lamm. 
is Your Oer• Home". with tstrod mmos by Dr 
Fra•li Cmose. Demo...toe Lemma, end patoralso 
of yosr Special Oder  I as ostermited m the loll... 
tag <wore. 

Have yes oboe. osarsmest/ 

(Please wnto stately/ 

Stets 



At the cutbreak of World War II, Caples 
returned to the Navy in charge of the Officer 
Candidate Program for the Third Naval 
District —processing 35,000 candidates in two 
years. Ii 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. 

I 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 dispel 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." 
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By 1919, Young was joint manager of J. Walter 
Thompson's Western Operations —less tian 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 cf 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 
acvertising. Though over 200 readers cancelled 
their subscriptions, Young kept his perspective 
as copywriter when he remarked: "Several 



women who learned I 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 Man 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 

Tonight, as a public service, 
we're going to make you sick. 

ItMeetovek: -The Lag G A %g m, 

(1) 

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 730 
THE LITTLEST JUNKIE 



First the agency people told me 
I could say anything I wanted to about scotch. 

Then they censored me. 

I RE- S CENSORED inc 
I other practically all my life. 
It all started when my mother used 

to stick a pacifier into my mouth any. 
time I opened  
When Dick and I were kids. once 

Mother it him a dog and me a muzzle. 
Even any dreams have snips cut out 

of them. Always the good parts, too. 
allinsiong maim• MI NI M•ggibmf 
=///011Mia. 
Thai's the way it's always been. 
Sol wasn't surprised when one of the 

major networks joined the fun. It was 
annoying. I'll admit, but when it was all 
over all I could say was "et tu. CBS." 
But all that is censorship under the 

bridge. 
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. 
Anysvav, when the Teacher's adver-

tising people heard I drink their scotch, 
they asked me to talk about it. 

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 I tat. 
awrwma mip. 
Well. first I wrote about how happy 
I was that everybody and his brother 
doesn't d7ink Teacher's. Which, in my 
case. is a definite plus. 
No prr blems so far. 
Then I started reminiscing about my 

experiences with scotch. pre-Teachers. 
The first time I tasted scotch I tried 

to belt it down like they always do in 
the movies when the hero has just lost 
his girl. 
Ecccch. 

If this was what scotch tasted like. I 
vowed never to lose my girl or be a hero 
in a movie. 
My stomach was the first casualty. 

Then my eyes started to water. And 
finally my tongue made itself heard. It 
gave me a severe tongue lashing. 
However. I wasn't going to let myself 

be licked by a mere tongue, a pair of 
eyes and a stomach. 

Whenever I think of Scotch, 
I recall the immortal words of my 

brother Harpo. 
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Si, I came back for le., 
This lime, I started with a Presby-

terian. 2 parts this. 3 parts that. 4 parts 
something else and, if there's any room 
left over. scotch. 11111 =111 MINgiong. 
The trouble with that was I got tired 

of walking up to bars and ordering one 
Presbyterian only to have the bartender 
tell me I was in the wrong place and 
down the street at the church I could 
find all the Presbyterians I wanted. 
Next I moved to scotch and soda. Or 

niore accurately, scotch and soda. soda. 
soda and soda. 
After that, it was the big time. Scotch 

on the rock, Straight. But I did such a 
terrific job of nursing my drink the Red 
Cross would hair been proud of me. 
All of which brings me to Teacher's. 

The first time I ever tasted it was the 
first time I ever finished my scotch on 
the rocks before it turned to water 
Teacher's. my tongue thanks you. my 

eyes thank you, my stomach thanks 
you. Even my sex life thanks you. 
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28 
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 scotch 
oat el the side of your mouth. 
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Art Director: Roy Grace 
Copywriter: Marcia Bell Grace 
Designer: Roy Grace 
Photographer: Dick Stone 
Agency: Doyle Dane Bernbach Inc. 
Client: American Tourister Luggage 

"Dear American Tourister: 
You make a fabulous jack: 
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78 
Art Director: Thomas 0. Tieche 
Copywriter: Patrick Kelly 
Designer: Gloria Baker 
Artist: Chas. B. Slackman 
Photographer: Ron Quilici 
Agency: McCann-Erickson, Inc. 
Client: United Vintners, Inc. 

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

HERE'S TO EVERYONE WHO 
CAN'T THINK UP 
A GOOD TOAST. 
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Are you 
overlooking 
an enormous 
market? 
For approximately four million American men. 

your large assortment of underwear probably isn't 
large enough: men 62- and taller and men 220 
pounds and heavier. 
To cover this market. Jockey makes two special 

ines of underwear. Big Man And Tall Man, in a 
variety of styles: T-shirt. V-neck T-shirt and athletic 
shirt: Brief, boxer and Midway. 
Each line has a greater profit margin than 

regular sizes. 
So you can make big money by putting big men 

rntoour underwear. 

lockeyTall 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. 

WHEN IS A CHICKEN 
NOT A FOOTBALL? 
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131 
Art Director: Sam Scali 
Copywriter: Ed McCabe 
Designer: Sam Scali 
Pho ographers: Alan, Dolgins 

Phil Mazzurco 
Age icy: Scali, McCabe, Sloves, Inc. 

Perdue Farms Inc. 

HOW I BECA ME 
THE CHIQUITA 
OF THE CHICKEN 
B SINESS. 
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157 
Art Director: Joe Cappadona 
Copywriter: Ed Butler 
Designer: Joe Cappadona 
Photographer: Menken/Seltzer 
Agency: Doyle Dane Bernbach Inc. 
Client: Volkswagen of America 

How fast 
can a $2,000 car 
go downhill? 

What they've lost from 
the retad once after 3 years t 

449 

$812 

II your economy car is depreciating almost as fast as you can pcy for it, maybe you're being token for o ride. 



IS YOUR CAR PASSING INSPECTION 
BUT FLUNKING LIFE? 
I he n ue tem ol a 
condition is not that it 
passes gate inspection but 
rather how many annual 
inspections it around to 
take. IniSweden. where the 
yearly government 
inspection covers about 200 
points. Volvos have a life 
expectancy of 14 years. 
So if yoa think your car is 
just scraping by. get a Volvo 
from us. I es built to be more 
than jus: passable. 

DEALER 
NAME 

When was the last 
time you had your 
period? 

Free Abortion Referral Service 
from ZPG-Newlbrk 

The main difference 
between a $15o abortion 
and a St000 abortion is 
the doctor makes an 
extra $85o. 

9•..k.9f  t1  cv-t .4,1, .41..1 $1:.9. A 
no matter when you have it, there'r no charge for 
our service. 

We know some dab', who rare mar about 
people than name) 

at ,212i 1'19 7791 N.199,1aN 1119.19,11 

Free Abortion Referral Service 
fmmZNn-Ncwlbrk 

WHERE VOLVOS COME FROM. 
A CAR MUST EAT UP THE ROAD. 
NOT VICE VERSA. 

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 
a wire coat hanger 
is (212 )489-7794-

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 
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 



Shake and bake. 

American Airlines to Hawaii 

176 

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: ILG WU 

MIS 

Made in Japan. 
Every year, Americans sa-

lute more and more American 
flags that we-en'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 low 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. You can find 
our label in women's and chil-
dren's garments. 

This label stands for the crea - 
tivity of American design, the 
skill of American workmanship, 
the importance of 
American jobs. 

Unmn Labe, Department, Intern...hone! Lathes Garment Worheos' Unron. 22 W 38th Street, Nero York, N Y. 10018 



POSITION AVAILABLE 
Requires the patience of Job, the 
wisdom of Solomon, the strength 
of Hercules, the compassion of 
Florence Nightingale, the under-
standing of Martin Luther King, 
and pays $145. a month. That's 
about all there is to being a foster 
parent. For particulars, call or 
write The Children's Aid Society, 
150 E. 45 St. (682-9040 Ext. 329) 
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231 
Art Director: Rene Vidmer 
Copywriter: Lew Petterson 
Designer: Rene Vidmer 
Agency, Hecht, Vidmer, Inc. 
Client: Children's Aid Society 

230 
Art Director: Bob Kwait 
Copywriter: Aaron Buchman 
Designer: Bob Kwait 
Photographer: Anonymous 
Agency: Aaron Buchman 
Client: United Jewish Appeal 
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SOME PEOPLE COME TO ISRAEL 
TO DIE. 
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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 

McGovern/Shriver 
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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. I 
wouldn't stand for that. I think when you pay 
for a chicken, you should get a whole 
chicken. Not an empty shell. 1 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'll 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 I 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. 

271 
Composers: William Backer 

Billy Davis 
Roger Cook 
Roger Greenaway 
Billy Ed Wheeler 

Producer: Billy Davis 
Production Company: 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 
Coke is ... 

Lite Is 
60-second 

Have a Good Day 
60-second 



291 
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 

(SEX 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 
(SEX: 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 Productiois 
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. I never raised a 
turkey. 

I'm strictly a chicken man .. . But it'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 

SHOULD 
A TOUGH MAN 
MAKE A 

TENDER TURKEY? 
Wrge: Rank Fildu; 

Box 15 3Z Saltsbtuy, Md. 218111 
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Art Director: Jeff Cohen 
Copywriter: Lester Colodny 
TV Producers: Syd Rangel! 

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 I can. 

SKETCHES A PLAY 

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. (V0): Xerox is . .. applying 
its technology to all phases of 
communication, whether it be ... 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. (V0): 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 JNE. 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 



333 
Art Director: John Danza 
Copywriter: Ed McCabe 
TV Director: Bo Widerberg 
TV Producers: John Danza 

Ed McCabe 
Product'on 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 (V0): 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 
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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, I need $20.00. 

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

KAREN: Daddy, I'm sick ... I 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. I 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: I need the money, I need it 
now, Daddy, please, help me, help me. 

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

ANNCR. (V0): 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. I need a bag. 

PUSHER: Ten dollars, Joey. 

JOEY: I 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. (V0): 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 

McCall's Magazine 
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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. Envimnmental Protection 

Administrat.on 
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419 
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 Illustrated 
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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 

478 
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 
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Art Director: Meg Crane 
Designers: Ira Sturtevant 

Meg Crane 
Photographer: Ivor Parry 
Copywriter: Ira Sturtevan-

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

541 
Art Director: Bill Berenter 
Copywriter: Tom Nathan 
Designer: Bill Berenter 
Agency: Scali, McCabe, Sloves, Inc. 
Client: Volvo, Inc. 
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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 BonneII 
Agency: Container Corporation of America 
Client: Container Corporation of America 

Roanoke Memorial Hospitale1972 Annual Report 
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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 
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Art Director: Richard Weigand 
Photographer: Art Kane 
Writer: Bob Dylan 
Publication: Esquire Magazine 
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Art Director: Stan Jones 
Photographer: Dick Richards 
Copywriter: John Annarino 
Agency: Twentieth Century Fox 
Client: Twentieth Century Fox 
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788 
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. (V0): 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. (V0): What have we done? 

SUPER: NEWS SERVICE 
6 & 10 P.M. 

Jim Bolen 
1 0-second 

Max Roby 
10-second 

Tom Jones 
10-second 
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ADVERTISING 

Print 
Radio Commercials 
Television Commercials 



1 
Fat NE W YORK TI M U. THURSDAY. NOY SA MAR TA i J 

This 
is so beatithful, 
it has to die. 

"Please, folks, don't 
let this one die:' 

"What will happen is 
that The Walton, 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." 

"...the only entirely 
honest and rewarding 
hour I have spent on 
television this season:' 

"When these kids 
run down the dirt rood 

in their bare feet, 
you can feel the dirt 

between your own toes." 

"Totally unique, 
exciting TV experience." 

'The show is so 
natural, so totally out 

of the TV mode, 
you have to worry 
about its survival:' 

"Best family series 
on air." 

That was, as you will see, the strange 
verdict pronounced by many televis. Tit-
les about a new series, "The Waltons." 

The audience reaction has been unusual, 
too. Little children get all smiler and 
weepy about it. the way they do for thino 
like My Friend  Little Women, and 
the Cookie Monster stubbing his toe. 

But from there on up in age and sophis-
tication, overt emotions disappear. To be 
replaced by little smiles of recognition. An 
occasional 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, hut it won't be 
easy. Because everything we tell you can 
turn you off. if you relate it to similar pro-
grams with similar themes. 

-nit. with .- is ilifferent Not because 
it isn't "with it" and it isn't cutesy. Which 
it isn't. Not lit-cause it isn't exciting. Which 
it is. But la-cause it's an hi 'nest attempt to 
portray a particular kind 1/f :1111 0111 M ra m' 

ily during a particular time in histi try. 

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

And it's about the 1930's. Depression 
days. In the Blue Ridge Mountains of Vir-
ginia. The family is pair. One of the kids 
plays the harmonica. Anil it's all about him-
! hey all face life. 

And t hula what makes the Waltons sis• 
cial. The kind of life they pee. 

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

You can believe that maybe this was 
really how it was to grow up in touich coun-
try during tough times. How it really was 
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 
sprawling family 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 he tough. It can also be beautiful. Not 
easy. Beautiful. 

"The Walbms" is on Thursdays. Oppo-
site that funny man. Hip Wilson. And the 
exciting action show, "The Mod Squad." 
It will remain alive until the end of this 

season, because 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. Whit aren't embarrassed by an 
honest lump in the throat. 

If there are enough of us. "The Waltons" 
may even fool the critics and live next year 
Watch "The Waltons" tonight, for a 

change. It maie• bring out the best in you. 
It did in us. 

"...a family in which 
people, reel people, 
talk to ono another... 
There's r•speice hers, 
and affection 
openly displayed. 
and both young 
and old have their 
own dignity. 

"It's easy to get 
wrapped up with 
The Waltons. 
They happen to be real." 

"Breaks all the rules. 
Except one: 
If, entertaining: 

"Quite wonderful in 
every respect... 
beautiful in Its 
conjuring up of a 
more innocent day, 
poignant in its 
relationships, a 
perfect gene of e tele." 

',reliably will 
compare with the few 
gnat con.s of 
lelevision history.' 

'Might be the 
best show commercial 
television has 
pnxhiced in years. ' 

SVC •  t au ght al  ill Channel 2. 



Newspaper/Single 

Water Bug. 
When *e weather looks its worst, a 

Volk swogen looks its best 
And this was the picture. last Monday 

morning, cs reported the next day in 

the New York Doily News 

Rush two, On the Sow Mill Riker 

Parkway 
While thousands were stuck ot home 

or on the road, the non in the VW was 

sailing olc ng And won one of ihu I 
who mode it to work 

• o dr, 00 +Op'? 

Quite possibly the way we motto thi 

Volkswagen 

We seal the bottom of our cor to the 
top of our car To help pasted even/ 
thing inside against MOSI fl,egS outs, ' 
Including dampness 
We put our engine in the reor. Abrtne 

the d.ae wheels For extra trochon. 
We cover our car with 13 pounds 

oF potru—outside end ,nside. Even in 

places you con'? see. but WiliCh 
nuns con -Ind 

'vfon,.tho wzis so well Fut-together, 

s prochcolly airtight And some of the 
stoves you may hare heard about VVVs 
It Anter oror,'t runt vor,r, 

$1999 

$1999. 

MY FRESH, YOUNG 
CHICKENS COST LESS 

PER POUND 
THAN HOT DOGS. 

Do you realize you'll pay about 75: .1 
pound to purchase the lowest form of hct dogs? 

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

You may think this is an unfair com3arison 
becasse a pound of chicken includes the 
bones. And with hot dogs there is 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 14' fat. 

Chickens are good for you.They've 
one of the best sources of protein there is. And 
they re low in calories. 

Then there's the versatility factor. \Vhat 
can 7ou do with a hot dog? With a chicken. 

I-runk Perdue 

there are literally hundreds of interesting things 
you can do. And to prove it, I've put out my 
own cookbook. Send me the wing-tag from a 
Perdue chicken and I'll send you a copy. 

Quick. Before my chickens start 
commanding the xice they rightfully deserve. 

IT TAMES A TOUGH MAN 
TO MAME A TEND!' P CI IICIS .N 

ro„,,121g;-.t. 

PERD11,E,c 
Q"-..,:wrryvvo 

I,.  • h  h Perdue cherken tall 800-243-6060. 
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1 
Art Director Lou Dorfsman 
Copywriters Lou Dorfsman 

Peter Nord 
Designers: Lou Dorfsman 

Ted Andresakes 
Photog-apher: 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. 
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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 

In a 45 mph crash, 
the average head 

hits the average windshield 
with a force of over a ton. 
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The Accident Victim's Guide 
to the Fault Vs. No-fault Debate. 
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How far do you think you can 
get for $94 on your summer vacation? 
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Tonight, as a public service, 
we're going to make you sick. 

Willowbrook :''The Last Great Disgrace' 

11 

10 

8 
Art Director: Mike Tesch 
Copywriter: Dick Fitzhugh 
Designer: Mike Tesch 
Photographers: Harold Krieger 

Robert Freson 
Denny Tillman 

Agency: Carl Ally Inc. 
Client: Pan American Airways 
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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 
Agency: Della Femina, Travisano & Partners, Inc. 
Client: WABC-TV 
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Art Directors: Sam Scali 

Ray Alban 
Copywriters: Ed McCabe 

Hy Abady 
Designers: Sam Scali 

Ray Alban 
Photographer: James Moore 
Agency: Scali, McCabe, Stoves, Inc. 
Client: Barney's 

13 Gold Award 
Art Director: Stan Block 
Copywriter: Adam Hanft 
Photographer: Bruce Buchenholz 
Agency: Rosenfeld, Sirowitz & Lawson 
Client: WABC-TV 
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THIS JUNKIE HAS A 
FIFTY DOLLAR A DAY HABIT. 

t TONIGHT 7:30 
THE LITTLESTJUNKIE 
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Art Director: Bill Hogan 
Copywriter: Bob Fearon 
Designer: Bob Fearon 
Photcgrapher: Jeremy Blodgett 
Agency: Doremus & Company 
Client: Doremus & Company 

18 
Art Director: Reinhold Schwenk 
Copywriter: Diane Rothschild Hyatt 
Designer: Reinhold Schwenk 
Photographer: Steve Nichols 
Agency: Doyle Dane Bernbach Inc. 
Client: Sony Corporation 
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HOW WE MANAGED 
TO ACHIEVE 
ANONYMITY 

IN JUST 75 YEAR 
And other anmaing true stor ms about Cru m a Forster and Ito insurance con veners. 

Average refglIng time:  ..Ahl for. shtly 
nuoule% 

We depend on ,ndependent .hients  Our damns to fa me 
You should too fo. 

We not only 
no-fault auto in‘urance 

we helped de,nto ot. 

w-ar 

So me of our other assets 

CRUM  FORSTER 
INSURANCE COMPANIES 

THE POUCY MAKERS. 

HOW WE MANAGED 
TO HIDE A 

BILLJON DOLLAR 
COMPANY. 

44. 

17 
Art Director: Jon Guliner 
Copywriter: Steve Smith 
Artist: Chas. B. Slackman 
Photographers: Henry Sandbank 

Charles Santore 
Joe Toto 

Agency: Benton & Bowles, Inc. 
Client: Crum & Forster 
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Art Director: Pete Coutroulis 
Copywriter: Howard Krakow 
Designer: Pete Coutroulis 
Photographer: Victor Skrebneski 
Agency: Jim Weller & Partners 
Client: Florence Eiseman 
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HOW WE BECAME A 
COLOSSUS IN INSURANCE 

WITHOUT EVEFt 
SELLING A POUCY. 
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How to play 
The Auto Insurance Shell Game. 
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The trouble with the Mandel 
auto insurance proposal is 
that auto insurance would 

cost even  n it does now 
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No-fault auto insurance means dui 
the S470,000000 which accident vicims 
INA% pa 1st legal expenses will go to 
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19 
Art Director: Joseph H. Phair 
Copywriter: Arthur X. Tuohy 
Designer: Katsuji Asada 
Photographers: J. Barry O'Rourke 

Jeff Nikki 
Agency: Ketchum, MacLeod & Grove, Inc. 
Client: American Insurance Association 

The Accident Victims Guide 
to the Fauk Vs. No-fault Debate. 
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The A Ilyany legistture is all set 
to pass a phony no-fault auto insurance 
bill which mold continue the shelling out of 

$7-N0004000  lerAl expenses 
whileyour pretniu ms 14o up,up xid amtx 

You're expected to shut up and pay up. 



Union Dime. 39th&Madison, 
right inthe neighborhood. 
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right in the neighborhood. 
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right in the neighborhood. 
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Union Dime. 
right in the 

Unicm Dime.40th&Ailikirleas, 
right in the twighborhood. 

20 
Art Directors: Elliott Manketo 

Ed DiBenedetto 
Copywriters: Jerry Pfiffner 

Dean Crebbin 
Tad Dillon 

Photographers: George Haling 
Tony Pappas 
Michael O'Neill 

Agency: N.W. Ayer & Son, Inc., New York 
Client: Union Dime Savings Bank 
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ONLY IN FORTIN 

lorkAs hen t he) null; the ho 'CM.% 

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 
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EQUAL OPPORTUNITIES FOR 
REPUBLICANS  AND DEMOCRATS 

AT EINSTEIN MOOMJY'S 
ELECTION DAY SALE. 
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Art Director: Harvey Baror 
Copywriter. Carole Anne Fine 
Agency: Rosenfeld, Sirowitz & Lawson 
Client: Einstein Moomjy 
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"When I started 
turning gray, 
I turned white: 

•Il Ai I kas (  

More and more men 
with gray hair 

are combing the streets. 

( .11 al I ke, 
( 

What to do if your 
Prince Charming is snow white. 

iNt:w (Arcat I)ay 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 



If you smoke. 

To the 56,000,000 
people who smoke 
cigarettes. 

Not  • 

Min 
Col 

26 

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 selling 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 domed like to persuade wu 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 fill-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. 
If you agree with us, we think 

you'll enjoy Vantage. 

Instead of telling us not to smoke, 
maybe 

they stiould tell us what to smoke. 

\I d  the, i•  rlx,.• 

Anyone who's old rzh to smoke 
is olde 

to make up his own mind 
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Newspaper/Campaign 

Look what you're missing with a 
flameless electric self-cleaning oven. 

By George, most people save 
about thirty of these when they buy 

a flameless electric dryer. 

sj • 

How clean it is 
with a flameless electric range. 

26 
Art Director: Joseph Cipolla 
Copywriter: George AdeIs 
Concept: George AdeIs 

Joseph Cipolla 
Bob Wilvers 
Jack Silverman 

Designer: Joseph Cipolla 
Agency: Leber Katz Partners 
Client: R. J. Reynolds 
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Art Director: Don Ozyp 
Copywriter: Denny Oakerbloom 
Designer: Mabey Trousdell 
Artist: Mabey Trousdell 
Agency: The Marschalk Company 
Client: The Illuminating Company 

Most people save about $30 when 
they buy a flameless electric dryer. 

27 
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It's tough to drink scotch 
out of the side of your mouth. 

FOR SUMS  irrentk years. I   
made a good thing our of coming 

on like an ape 
In that time a large number of 

plays. ITli nlaft and radio shows paid 
me amply to snarl and sneer To this 
das, if sou emn stay up long enough. 
!•011 can catch me  wide brimmed 
hat, padded shoulder, and all  en 
gineering a hit in the late show 
or muttering all right Louie. drop 

da gun' 
Or being used as a punching hag 

by a leadeng man half my sae Like 
Ladd. Or Bowe 
The got the broads. and I got the 

lumps 
The image that emerged front all 

this was not what my parents had 
planned fu r nit 
I had a heeler than adequate edu 

canon. and no more than a normal 
endowment of sadism and capacity 
for violence Bed along the line 
in the streets of Sew lork, I became 
somewhat famileae with the hoodlum 
idiom  As well as the hoodlums 
tio a side of the mouth manner came 

lil S1111 litiN 11 tes 

easier to me than it mighe have to 
a Harvard Professot 
And, in those same New York 

streets, casual acquaintances under-
took to rearrange my feature, 
I hail my face lilted hs proles 

sionals long before plastic surgery 
became popular And, believe me. it 
was quicker and cheaper than a plan• 
tic surgeon's knife You elidn'i even 
have to make appoeniments I Ivey'd 
do er for you right there on the spot. 
Many of the gentlemen whose lists 

graced my face, have cone onto big-
ger and better things Like tali  One 
of thew gentlemen is a godfather. 
I wear his handiwork proud', 
Due to these attention,, plus the 

fact that my legs never seemed to 
move as fast as other people's hands. 
I have acquired a vomew hat bartered 
appearance 
While some people in Hollywood 

worry about being ph ,,,,,,,,,,,, on 
their good side. I have no such 
problem. 
Of coursconce you have an image 

producers pay nice money for. you 

I told the scotch people 
I don't drink any more.Then again.I don't 

drink any less, either. 

rraZ 
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live up to ii I pin awakening you 
climb into it and before bed you 
step out of it Si , I had  to  go in 
great pains 10 Cony cal nly normal 
law abiding civilized background 
For ru mple. in a ha-. ill followed 

my natural inclenalwen and said 
'Teacher, please. with one ice cube. 
splash of soda and 'weevil' my cvner 
would he blown 
Better to ask for straight rubbing 

alcohol with a clove at garlic And 
ma, he an Order of nails. we I d have 
something to munch or while sipping 
Ai home. however. I'd pull the 

blends check the phones look he' 
hind the picture, and in flower pot, 
for hidden mikes or cameras then 
heave a sigh of relief, pull out a 
bottle of Teacher's and proceed Ile 
build a civtlized drink Sonteume, 
I'd este, &seek with nil pinky out. 
But only among nts closest friends. 
Maybe that's one of the reason,. I 

drilled away front acting Into dime' 
ring and producing Ii w an like tak-
ing off a pair of tight sheers. 
Now, released from the person of 

my inmge. I can he myself. I can 
I can he kind to kids, dogs 

and old ladies. and I can look bar-
tenders in theeye and say. 'Teacher's 
please With one eve cube a splash 
of soda and a twist -

Whenever I think of Scotch. I recall 
the immortal words of my brother Harpo. 

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 
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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 

First the agency people told me 
I could say anything I wasted to about scotch 

Then they censored me. 



Join the 
Olivetti girls. 
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olivetti 
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The 
Olivetti girl 
believes 
two brains 
are better 
than one. 

ollvettl 

( Hers, 
and the brain inside 

her Olivetti 
typewriter) 

Who is the Olivetti girl? 

29 

••••••• ••• 

ollvetti 

And why are people saying 
such terribly nice things 

about her. 



les more important: 
said our fastidious Mabel Wheeler, 

"that our pie filling have more blueberry 
than more blueberries!' 
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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. 
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.1 good landlord is hard to find. 
Em•ept Ithen the rent is due. 

I.  Ithi11 
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If you're still renting, 
why are you still smiling? 
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= J.."  V V I Z Zim. • a." 

= Ta n * "•••• = •••••ime 

7•71 107: r a Z terr r.  
"k m W .= ••••10 .. . 

1•••••• sod ono 

my * . 1••• vow P aned 

11 517.3 r. 1...••••ftwo ....••• 

Ire e:••••••••• A O *woes 

o wn... * 4.. ••• 

O mit •••  gelb • • I.. 

Ertl Bluff 

This is what 
you pay for: 

Newspaper/Campaign 
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Art Director: Gayle Gleckler 
Copywriters: Patti Mullen 

Geraldine Newman 
Designer: Gayle Gleckler 
Artist: Sagebrush Studio 
Agency: Tinker, Dodge & Delano 
Client: Borden Inc. 
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Art Directors: Pete Coutroulis 

Tom Conrad 
Copywriter: Howard Krakow 
Designers: Pete Coutroulis 

Tom Conrad 
Artists: Charles White III 

Robert Grossman 
Janie Case 
Christie Sheets 

Agency: Jim Weller & Partners 
Client: East Bluff Northridge Lakes 

This is what 
you get: 

Northridge Lakes 
•TIO • 

tindunolnlua.11uff.. n900 tg, •  YOU 



Consumer Magazine/Single 

IN SWEOEN,YOU DRIVE A GOOD CAR. 
OR ELSE. 

NJO 1.11/0 

32 
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32 
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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Art Directors: David Deutsch 

Rocco E. Campanelli 
Copywriter: Bruce T. Barton 
Designers: David Deutsch 

Rocco E. Campanelli 
Photographer: Ben Somoroff Studios 
Agency: David Deutsch Associates, Inc. 
Client: Oneida Ltd. Silversmiths 

What a silversmith looks for in another silversmith's sterling. 

, 1111%. 
-  - - - 
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DONEIDA 
11\ ersimilfs Sterling. 



34 

Most portable 
dictating machines 
run out of tape in 
15 minu 

, 

SONY's 15,30.45.60- minute dictating machine. 

IN EUROPE. WHERE THEY'VE BEEN BUYING 
SMALL CARS FOR THREE GENERATIONS. 

THEY BUY MORE FIATS THAN ANYTHING ELSE. 

35 
34 
Art Director: Ralph Ammirati 
Copywriter: Marty Puns 
Designer: Ralph Ammirati 
Photographer: George Gomes 
Agency: Carl Ally Inc. 
Client: Fiat 
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Art Director: Reinhold Schwenk 
Copywriter: Diane Rothschild Hyatt 
Designer: Reinhold Schwenk 
Photographer: Steve Nichols 
Agency: Doyle Dane Bernbach Inc. 
Client: Sony Corporation 



Consumer Magazine/Single 

Xerox introduces the two-faced copy. 
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Behind every 
successful man 
there's a 

nagging bank. 
[landing out if,  : electric blankets and 

alarm clocks isn't ale..—  • •! a gocd hank. 
A Amid bank should nag. And nag. Urging and 

spurring vou on to bigger and better saving. 
This is our philosophy at the Bronx Savings Bank. 

Where we inn to hear you say- That bank is getting on my 
nerves!' 

What we do first is give you a goal. We find out the 
ideal amount for you to save each week. By having you fill 
out a form that tells us how much you earn and how much 
your rent is,and how much you pay for food and fuel and fun. 

Then we give you something that makes your goal 
reachable A hook of numbered savings coupons. Each 
week gets its own coupon. So each week you can deposit 
the amount you should. 

This deceptively simple system helps get you into t hc 
habit of making regular deposits. There is a method to our 
nagging., 

The Bronx Savings Bank plucks at your conscience in 
other ways. limy Let three months go by without a deposit 
iind you'll get .1 reminder nonce. 

We got the idea for this from your dentist Because 
getting you to save is lust like pulling teeth. 

There, a simple way to become part of this plan. Use 
our O M poll. open .11, .ICCOUnt . And take advantage of the 
•Ways we can annoy you into wealth 

If you already have an account, send in the coupon 
anyway We owe our old customers a lot of goi id nagging 

Si, be prepared to be pestered. And we'll be prepared ma 
to be loved. Because even though you'll thank us for this 
liter. you sure as blazt:s won't like us ti a it now 

The Bronx Savings Bank. 

XEROX 

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 cant make 50 copies of this ad 
in one minute. 

You did it again 
Headed right for 

the offset press 
instead of a Xerox 
7000 reduction 
duplicator 
The machine 

that would have wet 
the bet for you 
We make Xerox 

duplicators to make 
one copy two copies. 

• 04 •, 

Gedimastbs. 

three copies or 5D 
copies 
You lust put in 

the original. push a 
button, and in less 
time than it takes 
you to set up a 
press. you're ready 
for another short run 
Give your offset 

a break. 
Get yourself a 

Xerox duplicator to 
pay off on those 
short runs, or come 

38 

39 

IN SWEDEN,VOLVOS AND PEOPLE LAST 
LONGER. 

ATOI. V() 

in and see the 
machines in action 
and get yourself a 
free gift. 
Either way you 

win. 

XEROX 

38 
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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40 
Art Director: Rocco E. Campanelli 
Copywriter: Lou Centlivre 
Designer: Rocco E. Campanelli 
Artist: Al Bensusen 
Agency: David Deutsch Associates, Inc. 
Client: Hild Sails 
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HERB HILD INTRODUCES 
AN AUTOMATIC SHIFT 
FOR SAILBOATS. 

Ott KNO W what a drifter is. 

It's a baggy sail that you 
use to catch the wind when 

there ian't much wind to catch. 
Darn few sailors own one be-
cause its so limited. When the 

wind increases, a big puddin' hag 
of a sail isn't of much use. 

Not so with the new Hilda 
mane Drifter It has drawstrings 

on the foot and leach that let you 
adjust to shifts in wind velocity 

You can flatten the sail when the 
wind conies up Or you can gar e 
the sail a draft when the wind is 
light. 

a... .••••one S. • ae mai 

The Hildamatic Drifter is as 51111 
pie to operate as an automatic 

W A = 
no.. HAA•rnda.. none  o,.t•. 

shift. 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 sail keeps the shape you set 

it 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. 

clout seconds because there is no 
need to change the sail once the 
wind increases. 

No NEED To RACE 
But even if you don't enter a lot' 

of races, you should still invest a 

few dollars in a Hildamatic. First. 

you have two sails in one bag. 
(For about the price of one.) But. 
more 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 you'll ever buy. You don't 
have to spend money on a lot of 

..Iffitional equipment. No spin. 
k r pole is needed. No guys. 

no halyard. just a great little sail 

that does twice the work of other 
sails in light to methum air 

HERB'S PHILOSOPHY 

You won't find a sail like this any 
where else. Which Iso il way of 

letting you know Herb Hild is 
different from other sailmakers. 

His philosoph N. is. it isn't difficult 
to help champion sailors win ad. 

ditional trophies. The challenge 
is helping someone win their first 
championship. Making elitraorch. 

nary sailors out of ordinary sail, 
ors is Herb Nadi goal. 

If you'd like to have an auto 
static shift for your boat we have 

a suggestion Get it in gear Send 
Herb a letter or visit him this 
week Off-season discounts are in 
effect now 

Herb Hild Sails. Ire 
225 Fordham St.. City Island. N.Y 



filrliGGEST SELLING SMALL CARMAIN, 
VS.THE BIGGEST SELLING SMALL CAR IN AMERICA. 
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A CAR WITH ONLY THREE COATS COULD 
FREEZE TO DEATH IN SWEDEN. 

LiOCILI 
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Art Director: Ralph Ammirati 
Copywriter: Marty Puns 
Designer: Ralph Ammirati 
Photographer: Carl Fischer 
Agency: Carl Ally Inc. 
Client: Fiat 

43 
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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Beware of the shoe 
that doesn't hurt. 
It could be crippling 
your child's feet. 

Junlping Jac -s 
rT, ',rte., The,  .1 sr that 
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The man who lives on the left owns a sports car. 
The man who lives on the right fixes them. 
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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: Mike Lawlor 
Copywriter: Ed Butler 
Designer: Mike Lawlor 
Photographer: Tony Petrucelli 
Agency: Doyle Dane Bernbach Inc. 
Client: Volkswagen of America 
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Which man would 

46 
Art Director: Charles Aromando 
Copywriter: Ruth L. McCarthy 
Designer: Charles Aromando 
Photographer: Jerry Cohen 
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 
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How to tell your parents you 
want to join the Army. 

YOU re graduating from 
high school and not. going 
to college. And you Re not 
really prepared for a jOh. 

YOU rc not even certain v ii 

know what v( u want to do 
Or can do. 
Tell your parents you 

Gin find out in the Wt mien s 
Army Corps. Find nit Willih 

ot the many fields you might 
do well in. Like personnel 
management, data processing. 
stock control, administrative 
procedures, communications, 
medical or dental. 
And tell them well train 

you for a career in that field. 
And pay you while you learn. 
.At a-.timing salary of 4..:;28ti 
a 111 011t h. And since so many 
things in the Army are tree--
meals, housing, medical and 
dental care you may save 
most ot your salary. 
Or spend it on the 30 

days paid vacation \yell give 
you every year. Go just about 
anywhere in the world. 
Europe, Hawaii, Panama, the 
FM' LIM, or any ot those great 
places you've always wanted 
to see in the States. All at a 
'err lo w cost. 

Tell them that you can 
continue Your education, too. 
Take special courses. Even go 
for your college degree. And 
that well pa v tor most of it 
Tell them that in Itklay's 

Army Vt u mar discover 
v, ti I 

had. And get to use them in a 
rewarding, responsible it 
You'll find new triends. \ leo 
people. Mature. 
And it you need more 

good reasons. see your local 
Army Represcntative. 

Today's Army 
wants to jou.) you. 
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BLACK EUROPE 
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Art Director: Pam Dawson 
Copywriter: Boris Todrin 
Photographer: Tony Petrucelli 
Agency: N. W. Ayer & Son, Inc., Phila. 
Client: United States Army Recruiting 

Command 

49 
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 
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Art Director: Roy Grace 
Copywriter: Marcia Bell Grace 
Designer: Roy Grace 
Photographer: Dick Stone 
Agency: Doyle Dane Bernbach Inc. 
Client: American Tourister Luggage 
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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-Cal Soda Corporation 
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EAT YOUR 
HEART OUT, 
HERSHEY'S. 
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In our Feb. 8 mail 
there were two complaints. 

Find them. 
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His mother needed a steam shovel. 
All u need is Birds Eye Combinations. 
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What sets did the press bring to Miami Beach? 
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First the agency people told me 
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When was the 
last time you got 
promoted? 

Today's Army 
wants to join you. 

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

01113 
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Art Director: Mike Lawlor 
Copywriter: Lore Parker 
Designer: Mike Lawlor 
Photographer: Carl Fischer 
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 
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Art Director: Woody Litwhiler 
Copywriter: Don Marowski 
Designer: Woody Litwhiler 
Artist: Charles White 
Photographer: Joe Toto 
Agency: Young & Rubicam International, Inc. 
Client: General Foods 
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Art Director: Nicholas Gisonde 
Copywriter: Neil Drossman 
Designer: Nicholas Gisonde 
Photographer: Arnold Beckerman 
Agency: Della Femina, Travisano, 

& Partners, Inc. 
Client: Teacher's Scotch 
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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 
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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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Your baby's crying 
for Wa-Wa &Woo-Woo. 

61 
Art Director: Tony Apilado 
Copywriter: John Paul lila 
Artist: Roger Hane 
Agency: John Paul Itta, Inc. 
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 Imernational, Inc. 
Client: General Foods 
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Don't take 
someone else's honeymoon. 
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Bet you cant make 50 copies of this ad 
in one minute. 

'clItt 

Xerox makes copiers for fathers and sons. 

It  • ", 
president, who said to me 
one day: 
"Dad, why don't you get 

yourself a Xerox copier?" 

I °just 
move my desk into the hall:' 
"No, Dad. You don't 

understand. I mean a 
little copier you can put 

anywhere in the office:: 
"What do I need one 

for? I'm not the big 
businessman my son is:' 
'Well, for one thing, 

you could keep better 
track of client records 
that come in and out every 
day And wouldn't it be nice 
to keep your files in better 
order? And you could send 
out flyers and mailers and 
maybe drum up some new 
business:' 
"Sounds great. I'll sell 

the hcuse and buy one:: 
"Dad, it's not expensive. 

There s not even a monthly 
minimum copy charge 
on the 660. Besides a small 
use fee, you only pay for 
the copies you make. 
"And it copies on 

almost any paper You can 
even u3e the beige letter-
head Mom gave you. 

-What more could you 
ask for, Pa?" 
"A son that calls once 

in a while:' 

Besides the 
660 and 720, Xerox makes 
all kinds of copiers for 311 
kinds of families 

XERCX 
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Has the motor industry forgotten what a car 
is supposed to be? 
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The car idea is still a good idea. 
It just needs a lot of help. 
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Art Directors Allen Kay 

Jeff Cohen 
Mel Gottlieb 

Copywriters Lois Korey 
Roger Leyinsohn 
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 

What happens now that the car is causing more 
problems than it solves? 
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IN A NATION OF ENGINEERS. BAO CARS 
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WHY VOLVO CAN'T BUILD/  SMALL CAR. 
,4  411 

IN MOS" CDIPITRIES THE BEST SELLING 
CAR IS ALSO NE  410T P SWEDEN. 
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If houses burned at yesterday's  The song of 
prices,yesterday's insurance would  the open road. 
be enough.  ha-la. 
The problem most homeowners face isn't keeping up 

with the Joneses. It's keeping up with inflation. 
The insurance industry has not simply sat back and 

watched all this happen. Insurance companies have 
devised many ingenious safeguards against inflation's 
havoc. 
Utica Mutual has a homeowner's policy that 

automatically keeps up with a spiraling economy. We call 
it "Val-U-Guard." 
It 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 
increase your coverage every year to keep up with the 
cost of replacing your home. 
Your Utica Agent knows all about "Val-U-Guard." 

Call him, he's in the Yellow Pages or write us do P.O. 
Box 530, Utica, N.Y. 
Because no matter how up-to-date your house is. the 

most modern thing you can have in it is tincA 
the insurance you have on it A MEMBER OF UuTAILCA NATIONAL 

INSURANCE GROUP 

1,..14plion,u1huBprivu.. .1 mnUrorup•,1,   
Prk., Apt lugooning 11.4...1411thr  Mr.. use pro %km... , 

..rubm Door. (IV  he.sn thlelloo Pup, 
No..<•11 IL/ '.1) lot tr.ir odor  0 

ul .1...1.4.1u . plan. hru..1,1oun  U N A 

She'd just as soon 
sue you 

as look at you. 

•  • 

ILu %Audi's "U-Orcia-

oohs, pkie, up whop sour ollter 
p.4•.•• leu,c oI 

l̀our I  1,aull \nous 4 A RA 1,-Ilrella  hint IV. 
thp 10/k. 1.4,c• Or unk urdoP fl box ,%1.1 ,11c.•  I,w t 0. 

Not. uorlaU to. had lor  to let uunch.h  LkTI CLA 
pt .o.as In  sou 



)‘ 

AAA couLn voin  j 

1/1 

The kids wanted in.,   
O ne papa said that the charm of beauty ...the 

blush of nuttiest y . . will disappear if women 501e." 
distinguished Senatot said that if women 

voteti it would "make every ilium a hell on Kirth.-

And a colleague t if his added that he opptmod the 
\Ili(' because 'niritherhiwiul demands freedom from 
eX1 .11 ement ." 
But all this didn't stop women. 
Saul one suffragette, "Women won't lose any 

mt ire of their beauty and charm by putting a bal-
lot in a ballot bon once a year than they are likely 
to lose standing in foundries or laundries all year 

"I reside whereyer there is,,a good fight 
against wrong. 

I 

• 

"404 

sonilling0111 

" 
Finally. nit .ini, YIN11 , the von. Was won. 
W   of 1.0(11,4., didn 't tit) this all alone. 

Nlany gioups helped int-lolling the International 
Ladies' Carnient Workers' Union. Since the be-
ginning, our union has always stood for equal 
rights. ivgardless of sex, color or creed. 
The signature of our 4.50,010 members 00. 

wi omen I is the small label sewn int 0 
women's and children's garments. 
It's a symbol of progre‘s made 
and more to come. Look for 
it when you shop. 

Ma* nas4 

or ',woo,. of 'Sc'  ,write II.GW U. Union lahrl DP W. Dept SW.5,  Wr,i :1.th Scoot, New York. N 1( tarts 
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"My husband always believed that women 
should do anything they liked that was good..." 
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I lost 661/4 inches and 75 pounds. 
Isn't that  beautiful? 

Ihmalders 

314••••• 

14,1' 

warn 
6 

went  Nips 
o• 

get . a a ••• lot a goat part of nit 
adult Ide Thera one of the lagged 
midakew art proton loth • weight 
problem am make. 
In the he ginning. I more . 

dreamt.  ',roe f ',Mama ble when 
I started to tam I ,ntitl, n o moh then, on  IN - 
I lortkeal Ik. a halloon It mmmll t how -and 

trachea chit dog. and ...toe I moil t., 'memo 
I'd eat them a. 1114il,  Of 1,11  ofm4e. would 
light up room, tio 
On top.. that. no Mai m', .tom  'h. 

✓earing .11. mon of a rnamrairlow m me trate! 
• lot -  mg to Alaska for a weekend .1401 
get thrm rtioal..in the pl•ne  th going down to  cede.. 

ream etri  ..  . 

to make iv. lam' moo' it 
We didn't so out mu. h for fro 01 being 

tempted hr food. hut nne •1 tern ., totally 

I didn't want to lose him, 
so I lost 59 pounds. 

I...II .1, .01  Iluth I. Ali-earthy 

laored we went to a moot' It • •• dosatroto A 
man. tutting In front of to. a.. nook-long Pop' 
.-ton  tell you. I road, glad-red the lag. . 
of hia !undo Inatesol. I limn. up and ran dm 
with Ha man, me 
That wax the end of thr dot Mon after. I 

went on an eating sprite the - would have made 
mot temple ill Not rne I noead.  
mattehmg 205 pound. At the tarn tot. ma 
ter anmiumed Me could net longer sew for ow 
That. I that', wirt. the mat Mattenng lilow of 
all Rut It w abet the moment of truth for me 
I knew I could no longer g. nt lam thin So I 
prepared my-.ell. mental's. I nolo,. I took all 
n4 no meisauarnent a. then I looked Ito ....me 
thing to help no dint Moan 
I had reol [Maw 'mot... of people who hail Mot 

weight with the help tf t he T.-4 w ,, -Pl.n ...iv • 
Avila. I almo had talked ti, people dealt therm 
When I learned they ortained vita mm and 

1111i 110 drug, I'might • hot ol the 
plam ch.-Wale fudge kind at the drugstore 
Then I darted int the ;don. 
Whew. hreakfamt. I took • incipient At da with 
hot drink hke the ehrection• mas Then. I had 

grapefruit mot and • .oft hailed egg At noon. 
I'd hate AO. again  his time troth bouillon - 
and 'Tuttle cheetie And for dinner. Ayd• anal 
°nee. followed hy meat  f  vegetable, to. 
motor or wanatimm ce4ery and tarn, dirket  This picture made me lose 
I found that And. really helped curl, my awe' 
tine. and Iwo. ustodled loth lem food. In three 
month, I had 1.1 35 'mond. on  Atds plan. 
Hui I atillhad at inane that much more tolow. 

I knew th,, for awe afar • trm to Acapulco, 
m herr I sae taken for pregnant , I •riss wearing 
hot pante and  while watching 
emotine pars•ghtling behind • snood loot Sud-
den!, I ',aid to Harry  I wouldn't mind taking 
• turn at that ." In merludel, • own hem& no 
mul i'Go ahead Flt even pa. tor ot. To nee the 
•hoth' of you hems pulled sr odd he worth It:. 
And he didn't mean liarly I wos. humiliated.  " 
Well it took ITIfieveral more month, to gal 

down to 1 to pound. Hui I did it• I C.F1 /molly 
hehme It men now and moth, can no wet Kw  - - 
pet Lally after we added up all the Inclum l'w• 
loo  around my Moulder.. ari m dusk.. and 

h Fart us, thank. to t !O M pl.,. I'.. 
at mer t yards of fat dual an important. 
Ft. alm gamed a much heifer iloymtion 

I got stuck in a church pew 
before I lost 70 pounds. 

IMF " . A N D A MUR I n A MI• RI M I NIIII 

M ote  After 
-  

/1 ,h,  •  • 
Weight  200 lha  1301 4 
Rua,  47 ,1'  ar 
W•sit  35'  211' 
IIIPW  45.St  311 
Iheto  20  12.14 

Watch me lose 125 pounds 
—a picture at a ti me. 

58 pounds. See! 

When 1 was fat,1 had to"act" happy. 
But at 128 pounds, I can be myself. 
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Is it too late to 
learn how to cook? 
It •• \  t 

-..1111e1 WcJ stones. 
Either pit' had a 

mother who cot iked 
like a grandmoither 
featherweight pan-
oikes and incTedible 
souffles. And never 
let you in the kitchen. 
And you never 

learned how to ci 
Or you had a 

mother who special-
ized in tuna fish on 
white and sa-ambled 
eggs on special occa-
sions. And always 
let you in the kitchen. 
To put the may() in 
the tuna. 
And you never 

learned how to oxik. 
And now you 

want to. And you 
worry.That the 
chance to be queen 
(if the kitchen has 
passed you by. 
But it hasn't. In 

fact we can have 
you cooking by to-
morrow if you buy a 
Kirberware Open 
leartlf Broiler/ 
Rotisserie today. 
Yes, a Farberware 

lin iiler/Rotisserie. 
with only a little help 
In a pers.( in. will 
I n il a steakor grill 
ih.rrtissaturkt 

Am-thing they on cook 
YOU can cook better. 

1.111IR MAl 

.111,11 ktimi). 
It will make bar-

becued chicken or 
Chinese spareribs 
or skewered fruit or 
ham steak with 
pineapple rings or 
roast beef or duck-
ling with orange 
sauce or savory 
stuffed leg of lamb 
or garlic broiled 
shrimp or stuffed 
rock comish game 
hens or trout aux 
fines herbes or 
glazed loin of pork 
or hamburgers. 
And at the same 

time it won't smoke 
or splatter and it will 
come apart for fast 
easy cleani 
So you'll have 

time to learn all the 
recipes you're going 
to want to learn. Now 
that you know food 
am taste good even 
when win cook it. 
I Ftir a book of 

recipes in the right 
direction send your 
name, address. and 
25c to cover hand-
ling to Farberware 
Kitchens. Box 100. 
'liken.  y.10704. 
FARBERVVARE 

Now that we'w 
taught you how to cook 

we refuse to let you ruin it with 
a rotten cup of coffee. 

ARIBE M ARI 
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Instead of telling us not to smoke, 

If you smoke . they should telltaYusbWhat to smoke. 
We're not telling you anythtng you don't know when 

we acknowledge that a controversy about smoking exists. 
And since we're 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, we'd like to persuade you to try a cigarette 

youll like more than the one you're 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 'tai and nicotine cigarette you 
can buy. It's simply the lowrst 'taiand 
nicotine cigarette youll 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 
If you agree with us, we think 

youll enjoy Vantage. 

limas Ito %gm trdollIn Omsord 
111611*•115•0141ttlopors.WINIII. 

Anyone who old enough to smoke 
is old enough 

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 you. 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 0.9 milligrams nicotine. 
With anything lower, you'd have to work so hard getting 

taste through the filter that you'd end up going -7,— — 
back to your old brand.  • -   
With Vantage, you won't want to. 
Don't take our word for it. 
Buy a rick and make up your 

own mind. 

fo.ma, ti. Yap. tormIl  Ihnowtowl 
thotowneS•Maglalogoorwtotorl,sdik 
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For years, a lot sit people have been telling the smoking public not Its 
smoke cigarettes. especially cigarettes with high 'tar' and nics nine 
But the simple fact is that now more Americans are smoking than ever 

liaise Evidently man', n, iArk' like to smoke and will keep on liking to smoke 
no matter what anyone says or lune nuns' times they say it. 
Since the cigarette cntics are concerned about high 'tar' and nicotine. 

we would Re to offer a COVINtillitIVC pairs Kai 
Perhaps. instokI sit telling us not to smoke cigarettes. they can tell us what 

to smoke 
For instance. perhaps they ought to recs. immend that the Amencan public 

sins ike intsige cigarettes. 
\ 'sintsige has a unique t liter that alkiws rich flavor to cs 'me through it yet 

substantially :us sls 'WTI on 'tar' and nicotine 
IVe want is 'be straightforward. 
Vintage is not the Is 'west •tar and nicotine cigarette. 
But it well :nay be the lowest 'tar ' ;Ind nicotine cigarette a SMOLA' Will 

enjoy smoking It has only 12 milligrams 'tar' and 0'4 milligrams nicotine. 
ilie 'null is that smoke has ti come through a filter if taste is to come through 
a tilts r 
And where there is taste there has to Ix: some'tarf  is,A,srrAcm-E— 
But what gs.x,d is a low 'tar' cigarette if the isms iker 

has to isx irk .4, hard trying to pull the tlai ,,r thr.qp:.1, 
he feels like he's sucking on a pencil ' \ , • • - • 
the smoker tlaVor like a tull-tlavor cigars.? 11 

him so much tlaisir with so little 'tar' and '.011114 5 3  
But it's the   only cigarette that gives  --  •••••...  12i7  

nicotine 
A statement of simple tact we believe all sit 

us can endorse. And that you can experiense 
syour next pack of cigarettes 

It• her 101111111  11111•11061 
ITO Nome L g.,  Danime. 

To the 56,000,000 
people who smoke 

cigarettes. 
A lot of people have bixm telling vi u not is, sins ske.es;s'ci.il Is 

cigarettes with high 'tar' and met tine But isms 4:mg lin A isles ssSi lvii1 
a pleasure ism don't want to gist' up 

Naturally. We're prejudiced We're in the business sit  eigarettes 
But there is one ovemsling tact that transcends whether ism shotuld 

or shisildn't isms ike and that tact is that vs do smoke 
And is hat are they gs iing iii dii Ass A it that 
They can continue to exhort Vt 41111a tt, NITIllke. Or tiles !night hiok 

reality in die face and ix:commend that, if vs iu sins ike :Ind want low 'tar' 
and nicotine in a cigarette. vot I smoke a cigarette like \ ';intage 

And is ell gil along with that. because Mere is liii titter cigarette like 
‘'ant isze. Except Van tagc  

Vantage has a unique filter that allows rich flavor to sine through 
it and vet substantially cuts down ott 'tar' and nicotine 

Not that \ ';intage is the lows.t 'tar' ail.] nicotine cigarette 
(But sou probably wouldn't like the h Avest 'tar' and movitj...n ......s..• s....;rerte 
anyway. I 

The plain truth is that sms ike has to come 
through a filter if taste is is i come t sigh a filter And 
where there is taste there has is, be some  'tar' 

But Vintage is the s Cigarette that gives you so 
much flays sr with 'si little 'tar' arld 11100111e  Allt 

Si much tliWt,r that \I NCH tleVer miss 
ss sir high .tar cigarette 

limn Ns *pm bead  Doommd 
Ti. C ..,.S S  W WI Ike% 
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What parents do 
to their children's feet 
on Sunday is a sin. 

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 

enough to suit a child's growing foot. 
A foot with 26 delicate bones that take a full 18 years 

to mature and are at their most fragile through the 
first 12 years. 
So we at jumping jacks insist on making a lot more 

than a pretty shoe. 
We make a shoe with leather almost as tender as a 

child's fot.tt. Most with no linings inside. Sr. the shoe is 
that much lighter and softer, more free and flexible. 

It lets the tOot breathe easy and 
dovsn't rt  ild,F.111 ,1111,11 %%.iy of w al ki ng. 

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 leads 8 out of 10 people inn, 
lifelong toot problems. 
That's why you should look over our children's shoes 

from tots to pre-teens, for both boys and girls. 
And look them over inside and out. 
Then you can dress up your child beautifully on 

Sunday—without worrying about it every Monday. 

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

Beware of the shoe 
that doesn't hurt. 
It could be crippling 
your child's feet. 

99% of all babies are born 
with perfect feet.Too bad 
they 'dont stay that way 
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r,171 tzavve &di. and 

eit• ...Nig who len ha , 
htlisa  per.141•111 
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A'r•i•••••••,amANalwar• renew. 4. 
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Client: U.S. Shoe Corporat.on 
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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 make a longer ball 
thanTitlei st, just did. 

Ink mg ch. M N% etvolva, 

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

Titleist: It will improve your game. 

Titleist golfers 
of America: 

You are about to 
hit the longest 
drive of your life. 

Tit leis*: IliI imprint. yr)ur 

73 
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Sno w •mm••••• Va ale . 41•••4 . • ba• • awe awala alma 

No -  - a L -' r  .Z.I••• It Imam. aa  ,•ta  , no Vala ••••• 

foam.. • Sao 

O radroara Fan 

I.e....,  ...a... 

ara 

IN:: samara a...a... a ama. nal * 
Mama la ma. and poen ., a rr. . name. Ili . woaa mma i• am a.. arr . . 

•• amaas wow. to...a awl am 
116a.••••••••6 a tad * aaaa  Nam ai m Wm  so 
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awn 

!lawn M ON.  Iblafearr• 
la •rstaarorala  VW a -yy,CaNC/Off SWOOP. •VOINCI M OIL‘ 

Chew. a.... 

alemmaalatna. 

13•PaSavala mawaa... 

Dawn . . .a 

Oka . stmaamar0•••••• 

Ila snapiwao0•••••• 

•••••••••• ma rrOmem.  N.' 
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la mai OWEN..  * 
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A Steinway is a Steinway is a Steinway. 

There are different sizes. And different prices. 
But large or small, when a piano bears the Steinway name you may be certain that 

it was built to the standard set by Henry E. Steinway 425,0oo  pianos ago: "Build the finest piano 
possible and sell it at the lowest price consistent with quality!' 

From smallest vertical to concert grand, all Steinway pianos are built by the same 
hands. Regardless of size, they share patented and exclusive features (like Steinway's Diaphra-
matte Sound Board). Features which endow the instrument with the Steinway sound. 

We make no "cheaper" piano. We make no second-line piano sold under another 
name. We make only the Steinway.' 

And no one else has ever managed to build anything quite like it. 
For more information please write to John H. Steinway, tog West 57th Street, New York town. 

Steinway & Sons 

At Sons 

l'heodore. 
John. 
Henry. 

Todav's Steinways. 

I heir father built pianos. And their grand-f It her, And their 
,Oval -grandfather 

lista, the% work ',Lola, hi build the kind of instrument 
devreed hr Henn  some 420,noo pianos ago, 
"build the hr.-,t mato possible, sell it for thr lowest price 
consistent .ith quality" 

Thjs rut, the Stein.. standard, 

Th.  the Stein... •tuldard. 

It means a piano .hich hair features found in no other piano 

it means an "action" patented he one St all Way in t•66, 
mounted on an "action rail" patented by his great-uncle in 

It means a kit .if time spent to build a le. instruments. 

It means .1 piano that is more expensive. 

I mean, a mane that is more pianv. 

hit more intor mit•nl please write to the one in the middle, 
jolnnH. Mon.,. icwi West /th Strtiet..NewYork.N.Y. 

Steinway & Sons 
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Six facts y-Ju won't read in an ad 
for any other steel belted radial ti-e. 
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74 
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: Irving Penn 
Carl Fischer 
Cathie Campbell 
NASA 

Agency: Lord, Geller, Federico, 
Peterson, Inc. 

Client: Steinway & Sons 

75 
Art Directors: Larry Osborne 

Ron Becker 
Copywriters: Joe Tantillo 

Neil Drossman 
Steve Penchina 

Designers: Larry Osborne 
Ron Becker 

Photogr.aphers: Hal Davis 
Mike Raab 
Harold Krieger 

Agency: DKG Inc. 
Client: Pirelli Tires 
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Why a $1,900 Pinto 
should have the same tires 
as a $9000 lkorsche. 
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To Dod. 
Th. iide beaks hoe en spy 

you've made re what I am today 
Yaw dunes ramifies your monis 

of krig, your sone. d calibmerairk 
they ought me thess 
So Wm, fin ncli. we* rffl roe. 

lug • do ph &owl, Dad, 
fon not a neer 

76 
Art Director: Steve Singer 
Copywriter: Jennifer Berne 
Photographers: Dave Willardson 

Cailor/Resnick 
Agency: Smith/Greenland Company Inc. 
Client: Somerset Importers, Ltd. 

77 
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 TAU( Al3OUT WINE, 

%D U HAVE TO LEARN THE LANGUAGE. 

78 

DO YOU EAT THE RIGHT FOOD 
WITH THE WRONG WINE? 

Everybody in the a Inc 
,isavess seems to he avoiding , 
. irig specific ads ice about 
tach wine to drink ugh 
bath food 
Mainly because they 

want you to feel free to buy 
any of their a ines and enjoy 
them with whatever you cat 

This is one was to 
look at it 

looking at it this wav 
sells more wine and there are no rules to follow 

But the trouble with leaving it all to chance 
is you may nes.cr experience some ;vretty fabulous 
taste combinations 

Some wines go better a ith some foods than 
others, and we at Inglenook Vineyards think xou 
should know which is which 

We spen d a lot  of time and money in the 
making of our wines And we want you to he able 
to enjoy them under the hest possible conditions 

FISH! 
Everybody knows white wine goes with fish, 

but not everybody knows why White a me is 
acidic, and its acidity helps break down the oil in 
fish, which most people find disagreeable I amon 
is served with fish for the same reason 

Just remember that shell fish go hest with 
the drier white a Ines fish a ithout shells taste best 
with a dry or semi-dry aline wine 

The chart below explains a hich wine is which 

W HITE WINES 

Se mi-Dry  !arms-Snort 

CM,  n .1in• 
Pns•  li•nl an, 
%Sac ISn.4 

With white matted foa I, such as chicken 
turkey, and cornish hen any a hite a inc goes 
well hut u ith red meated fowl, such as 
goose pheasant duck and quail any red 
or white wine can he drunk 

CHINESE FOOD! 
If you want wine with your Flaming 

filet of Yak Instead of tea, order any 
dry or scrni-dry white wine SCITII-Sw eet 
whites seem to clash with the spiciness 
of mans Chinese dishes particularly 
Mandarin, and red wines are 
inappropriate for the SallTIC reason 

FA. M.11.4.11 
PINOT NCIIII 

Aremeetsk 

CANDIED 
BAKED H AM ! 
Ifits is one American dish 

neither red nor a htte wines 
seem to go with The dry red 
wines compete with the 
natural dryness of the meat 
And the dry white wines ro 
OSTITION MST by it A Rnse 
solves the problem and is 
the perfect compromise 

STEAKS, ROASTS, CHOPS, PASTA ! 

Red wine is the right wine for meat. but • 
lust any red wine It should be a dry red I 
sweeter reds. combined a ith the richness of • 
tend to fill you up and make you a ish you  , 
eaten at all Here sour chart for red wines 

NED WINES 

Ova  Snati-Do  Sweet 

V7a. .7 11. dund•t. 
:ortland.1 

CHEESE AN D NUTS? 
You can drink just about any red wine as you 

cat lust 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 only 
one kind of nut the walnut I ry them together, for 
one if the nicest experiences of your life 

A W ORD TO THE WISE. 
Now that you know the right wine to drink 

with your fax), 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 argument for buying Inglenook could 
not he devised Estate Bottled Inglenook is the 

filet mignon of wine, and unfortunately. 
a..  u"  it s lust as expensive 

But for the extra money you pay, 
you get a wIrIC that has been properly 
vintages], aged. and bottled en our estate 

Estate bottling gives us the control 
liar•  ▪  necessary in order to produce a wine tine 

enough to be served at state dinners in 
Washington. and at various events in 
high places where money is no object 

'Fry Inglenook with your nest feast 
It s a luxury, but thcn, isa t every 

fine meal' 

INGLENOOK 
"e mike  I,"tsf cspx'nsltc sins' in \tiieric,I 

ft. ad la ase el • aenei ii yOU'a haw top., of Int warn ad. ••nd your 1.41n• and addl••• et. T Sr  rIlmanaster. Su. I Indlenook  iney•rd. II•Enrowd 

HERE'S TO EVERYONE W HO 
CANT THINK UP 

A GOOD TOAST. 

- 

▪  'mem.. loam E....Mmoor 
WI  We tAILIT ,ONIrr 

v irl y 61,V 41."= "r•r 

▪  11••••  moo ...m a 

Im•••••••••  MM. 

INIIIIIIINLINI MEIOTNEINIOSSIE  : 7n 

I* NAM md/Orm.1,.. NM. Vol* 
Imml• mai flomm  M  W .. a  mu,  m 111.1 

mMio 

=C.!  .—_ 

"4"14 ,7F7:77" 7.7.1"..:  

... 7. =;:r Sa rnw• 

A g• 
gmnenana I. am. 

km, 

INGLENOOK 

• Ma 

ratans. S WO T! W U. 

aaaa , 

PWOmmtimillimOM s  Hvnot INr• 
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la.•••.••••• Au.  a...6 
on."  ".".mallbrovr•"•.: 
madbismairrAbomi. =4•1••••••• ••••••••Ii*tasa,  ••••,•••• 
1•••••1•••••••• 

tore 

Nature gave you 32 teeth. Cavities can take away six. 

vrhat sounds runt to IvIwo 
But Ism • ulut ,sv kurisal 

trim a study ill ikutal statism, 
'the avvrage Al  1111{.1 
IILIWttli 6 ititi 9 firth to CAS if it, 
in a liktinw 
liar ditnr inuut it has to 

humeri to you Millions itt <A Irks 
hat h.ip1xn 4.11111.f hins ti. 

• 

liete• Crest's Han 6ir fighting 
ItICS:  hetwom-mtul 

slut ks. mu.stiv SMIA.IS. 
NIX your demist regularly and 

ge fluonde applications. 
Brush alter meals with tri•I 

lit tlui.ntk itt ( at-it 
sumgthani your 
moth enarnel to k it 

'4)  vvri 

make it rutfl i.tS ty.row,t.ult 
And when you think 

:thout it. its tsr as easy to brush 
i2 tiA.111 AS 26. 
It 31.!Sn't CV1,11 take :Illy MOO: 

Si.thixiste 

rest -recrk 

Fighting cavities is di iAllole idea behindCreNt. 

78 Gold Award 
Art Director: Thomas 0. 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 Mary Jacobson 

Bob Collins 
Ellen Massoth 

Artist: Kim Whitesides 
Photographers: Joe Toto 

John Amos Miller 
Agency: Benton & Bowles, Inc. 
Client: Procter & Gamble 

79 
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minaral11 0 

"Without Dr Pepper in my corner 
I could've never been the Champ. 

• k 
4.• Mill ala et a. al hut I 
asn't al, tin a. ad and I 

kik m ash) I Vi  11011i. 

a. ad Ii aka, t11:11 •11111. 

!Ilea gise a.ou he m een 

Diunds I. onsc  our 

m outh out It son   
tried it  aaud kit. ass as 

the gus spit it 'MI so 
quick 

Id ,V,1•11 it all annind 
and Id get this terrible taste in 

tin m outh Aikl the hell ‘4ould 

nng and I'd pi out the w 

lot 'king like I as as itt had pain 

I he inher g m. he'd Mink I 

as as inin and bet, are I kiii:%% it 
I usnall v. as htin 

So the night I %4 as lighting 

Kad Ikepke. itu trainer. ( uts 

*Sella.. leans m ei- to Ille alter 

the third n Kind and sm.. 

"Bobo.  an anti dint]. too good. 

piu better tr). this Dr Pepper-

"V4 hat. - I sm. "Are s.aii nuts  

fie sas. -No. Itti ( ills. don't 

)oti recogn we Ilk...".  And 

I ttiean. %shadd m a Ilk.:111 

Dr Pepper. I can't m e no 

drug. Ill he suspended 

Pi ps. ttrs manager sm.. -Ws 

legal.  1 au ht  g jerk just drink 

it and shut up. -

I still don't understand hut 

I iki %hat he sm. and nght 
I knots he%.  tn 

hecause at til,te, 10t. good. 

But tin miwuth is feeling 

great and the hell nngs Mkt I 

COIlle Out •11111ilig.  1111 , gig 

the Kid confused. so I think. 

Mass I gaN INV 
ell p:  '11 0 I start popping 

•01Th: sharp nein. and 

\•011Ille Of nwe co ml,  I., 

sconiig and I kiu m it  

start smiling m ore 

\kelt Use been smiling oil 

since. I at 011 that light and the 
rest is histor  I'M tie 
res-ogniied cha mpii ait ot 

'Si.. INC I )1,1110 Of 

( I dunibiJ and 1110,1 01 

southern N orth 1)akoLi 

I IIV,e it all ill a good Icrt. 
good right. a good lett. a high 

as aistline and IN- l'erik , 

I still don't knin..1),il • 
t.atiI'a. INT. tells its 
Made as ith 2.1 M icron !Imo!. 

Ii i h.11 , CI II  I'll !,..11 

Dr Pepper America's most 
misunderstood soft drink 

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 



81 

"Dear American Tourister: 
You saved my life 

"Dear American Tourister: 
You make a fabulous jack:' 

VOloo oTiod  Thoo oco TO A m p • So iOTTI koo 

O w /To ro . Two"Ow stioIlo, ro w  oT • *At * 

Ow no TOT ITTCI* . IS oTT S. ocIT owl ITTOTO 

p . m co *ow OTTKOTo 

W hom • no mord ToTO  OTTotot .0 000 otoloo 

▪ Thoorlow 

OT mo no ••• * ono  * nod  O w * kw 

To So • todb • Ir mo) 

ArTil 01 O en. vow no * voodoo T WO M eow s 

1O ., .0 .0 0..0 

SO ow W Y oor ono ToTTO 14 allwron. 

••• r•• • •ftraik s wi m 

Ode m o b . Amor. . Too , 

N ap a am Ow co mets INT The 

Mom. Topenool O ak am To. 

Top . oal TO TO MO oNoT OT Took 

h roolow. 0. ITTI NTOTO Ow, oO.Tot troso-oo 

inT * TT* Te a. .  •ot • W .I. +O a t 

sow 

1To Mary I . . * T. 

"Dear American Tourister: 
Your suitcase took an unexpected trip:' 

"Dear American Tourister: 
I dropped my suitcase: 



Consumer Magazine/Campaign 

cr needed an air fOrec. His mothu needed a steam shovd. 
irds Eye Combinations.  All  need is Birds Er Combinations. 

Ili, ,t t:,(.1hic •  ".,  
inotht ott  . 

His mother needed a railroad. 
All you need is Birds Eye" Combinations. 

"Open wide, Joey. here •  the ca 
laicise!! 

"ChooChooChoof 'boo  l thuo( hoo. 
Oh, the things mother had to go through to get your 

man to eat his vegetables when he was a boy. 
They should 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 

vegetable 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 bat .v tima 
beans come with a mild seasoned sauce, 
Sout hern style. 

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

And when he asks for seconds, he proud. 
Because your vilfti thlt.'S  will he as unforget-

table as bis  mot her'sst, wiet.:. 

br lima Be, ns 
Green Peas .nd  Seaci.i.;;ed 
-̀',U.1""̂er  &Xebec  ,t, 

( ream 

ittr.s... . 
---,...;:- 's • 'No new vegetables . -  , -9 -  , 

mother never had. 
, •k  .„ , . -i- --..4;.....-  ,-,-.0-• 
...... s•je•_•. ,.. . . ,...... •--4. _ 
e .  • • 4,..,-„-....,  ,_,,„.:—.1„,.. . 

4'..er::-*..g I • .1,1,.. ....o. 

.."1 /  

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 
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Chances arc you choose an 
airline exactly wrong. 

-II. with  Ant W I ,ht  A  1. . 0i es. Juttl gt tht t•tulti, 
bizo• s.ttuirit:gr  4  •rtti I ittriptitt 1 411irt 

h  I 'lit wt.ritt• 
lour, u r it- A 

• - • 

ibc * Md. 
Ion," 

Pan Am 

For25 years you've been brainwashed 
into expecting the wrong things from your airline. 

r;21 

_ 

Pan Am 

Picking an airline for its food is likc picking a rust:air:nu lin- its ffyingahilit3L 

Pall AM 
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Art Director: Amil Gargano 
Copywriters: Jim Durfee 

Bob Kaplan 
Artist: Rick Meyrowitz 
Agency: Carl Ally Inc. 
Client: Pan American Airways 
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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 
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Art Directors: Joe LaRosa 

Rafael Morales 
Copywriter: Judy Blumenthal 
Photographer: David Langley 
Agency: Waring & LaRosa, Inc. 
Client: Fisher-Price Toys 
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It's tough to drink scotch 
out of the side of your mouth. 

rbm W ee INAS meaty cowl I 
Free& • mood  ol come., 
.A ItLe as ape 
In dm pone • Imre number of 

PM , mume• end radio Linnet bold 
lee•d•pb .s/ WWI nod mete "b•'km 
do It bm bow may op Imp ennoph 
ono cm comb me  bewornol 
MA prided elondder• mid  co 
sicirscro• • Int on dm lam ism 
'Toomey , •11 rode I •mar• dr , 

As gun 

I oda 

lump, 

planned 

diem— 

mo w be me Mon n noel 
• Harvard hobnob 
And so Mom mew A m Tod 

amen. camel orgemotemces under 
wok go mare••••  kmbleto 
I And my bee Abed 0, pude.. 

numb luau holbre biome orrery 
hocame popular And belmm 
om mockor Red elmoom Ikea • plan 

Mork Yoo Jodi, coma 
%est to make moo moment. Theo 

pr. Nem 

I told the scotch people 
I don't drink any more Then again. 
I don't drink any less, either. 

arod tie law. owl 1 ca Iroe• 
ilbe m end MI,  • 

* me nerd. am nv cone • •plash 
of ludo aml • novo,' 

First the agency people told me 
I could say anything I wanted to about scotch. 

Then they censored me. 

And 
w ay dossed • la an. 

no se luo m yew So pnirdbis 1. • alt 
wyr  t.0 ',ew at omen Is le won 
'an d ow • da m sod  tol• 
"smell 
A way,. •Ae• doe Tinder% me m. 

da•IP.Oblomed I bialidi meda. 
ft, M ed se a. .I a wl a 

a n.,. 
11.4,  

Whenever I think of Scotch. 
I recall the Immortal words of my 

brother Harpo 

IFSScfr...= 



ttlilrr that kind 4 thing. 
,  .111 ON, the VraVeS Round and round III M CI , 

T hat sc hild pint it 
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FisherPriceToys become 
hancl-me,downs.not has,beens. 

g  

Record 
ite MIN/ BOX 

W1411,141d War.. .4 /K.' UM. 
Ark,. ard Kookflortto And .s,rr.t101 
lottito A T\ L  on/ st  n At 

M ort,  •rt tor ,o ono ow 

Fort m• LI, It .11  41IN WI% 
"  .1 F141 , Pm. os d.n.n ' WI ft OVA 

Mx  n  if  11,1 

fisher PriceToys 
come without instructions. 

CPI 

PAdults:  the Play Family world (That  ' 14r-1, L'Arcn our Play family School, newest 

bright, durable world where things run 
trot. sishly and imagination takes over  1214 lep 
Nto ow ever had it , show • child how to 
-11a y 

Then there's our new Music Box 

tolt, o,pro.tally to or >n ull lu mis. 

itigkii#(111 1.4 
.4,••••• 

Mrs 

Ni t only do we omit 
dui:snow for children. there 
are mine for adults to struggle 
through either Foorto,t-t Loitterruoti. 

nuts and (silts, last minute 

frenzies. Because every 
Fisher-Price toy comes mit 
its box all put troget her 

The rest is child. play 

fisher-PriceToys run on child power:  Fisher PriceToys dorit need batteries. 

u 
(6 

" 
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Art Director: Jim Brown 
Copywriter: Norman Muchnic 
Designer: Jim Brown 
Photographer: Henry Sandbank 
Agency: Doyle Dane Bernbach Inc. 
Client: General Telephone & Electronics 
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If your six year old 
saw something like this, 
would he know how to 
phone for help? 

hop et enen.  here • war lee r. non , can  , 
N . IN...  N.11 ,101.••• Myr yn.ranto Int oath ,  nen dawn. Or neer." , reconelenre Inter en ler meek 

bent nrner or lone pev a 
dear. Tel panne An y, en and enrol  olds my  nes leeedy atm c• • num . And tbe aunt  ,d tar 

Feat,  a a on. elver mew and taloa venue.  menet hempen& Seat 'ark up tar Int ma. vne One. 
• ten • ten ert wedeln! • Inn.  leap ular meteorite  Then 
Aft  nutearrs dent,  na..o,  Ityttortonve 16,  ennannanell non.  

it,  o here m ate  knennall 
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Which one is the night game? 

CI W 
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Somehow the 
Fifties look a lot better 
in the Seventies. 

Jockey Golden Oldies Group 

Our vacation prints. 
While a guy takes 

in the scenic beauty 
he gives a little back. 

Jockey Sportswear. 

- t * 
I? 
• (  ,-1 

jockey does .selmething terrific for guys.  jockey does soinetf Urific for guys. 
Sportswear. 

- 

0.84‘1 jul 
1111 .1111 
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"When my husband says 
the grace, I'm afraid 

I know why he's praying." 

it •••tt C O, 11C.LI Ile% Cr 
SaV 10111CIIIII V I COOkCti M.Ls 

ICJ just SAN it\ 1101 

of his fasorito.,," 
But there's tiny thing hy 

lost.. & It I Mak,: as gocd 
anvh40‘: 
Grass. I maky gnyit sTasy. I 

Si , 

folios% thy picturys on Ilk. 
(.:rass tLi.sitr bolds.. 
-11sc  Ci411C, out 

dark and rich and 
smooth, with a link , 
taste of runic\ 
and thing,. 
1.5e  no,  , 

,t 
up set. 
Klux I 

I ill Wink' 

• . ‘. 1 I . I. I 

"My gravy is fine. 
It's what's underneath 
that makes me cry." 

I.  
\ 

s.  Is. Usk,  It h • III& Th, 

ium_r, in my niashed potatoes. 
But friends %%ho maky 

thy Bullies( isotatoos. tell MC 
).3-4.‘ that  t, them tits. 
SO I .as : ham the 

0.'1'1111, .41 the  M.1s1Cr 

"Ewryone gives thanks  , 
for my gravy  My gravy 4 so good, 

but not for my turke"  it gimes guests a 
false sense of security." 

thr G ra , M a.orr 1.411. 

4.ur. plasr.v. 

Iltw• gra , ..ona, 

.n..4h and hnnwn. n nh A 

hale year 01 .t4t , and 

fu nk, and Ii1111‘, 
•ra• • M asa.,  a..•11 

• tn•-al. A bonit• 

is' rneal. 

M ae...K w halm k m 

n.ri•c• 

Ms ttni.t,'•• Alwas• •••• 
drs ' n.v.n , la w 

ntna Itsnd .4 N ally.; 

011•.‘41.111,tra 

Ion 411 v •a••• A nd H. n .1k• 

I m ain lau d grass ' 

I lo i n. ths  tun. 

A1111* 
Mn. P.M- I iverwlem.h. 

t 

I  I 14. Sh. ..h.-o dv.-• 
Mk' 1.4k- tn. ,.7.•••.11.. 

m ax.14, thud. rn, or. 64 

" 
%AR, I. in du la, 1,1. 1,555. 

St , nlun I  od•  • 

I n ni IlLs. his pa n.n-.• is II. 

..ra•N %14.1..r honk 

1.1.t  .. 

J . gni .11.1.11..n 

the 1. 01. 

the. w as. "VII, 01,1 
'411111116 Ana bn.n is n uls.. kok 
tote .4 kelt , And turJ., oJ 
th.ne, 

honk.  NLISter grass 

ILIS hid.: taste of parks 
and things, and it comes out 
rich and smooth. 
And it 'Fhe 

(tamp QUCV11 
hen!  fl 

Illake gni VN' 

rich and 
smooth, 
anshi(ds 
can. 

"I'm a bum cook. But I 
make great gravy." 

411P's 
‘I •s it , •4 

Si. 1.1.• 

SI. In...I 

tot bon• 

144 n•lnl  ...I...1..1 

110 Ing. N• 

I 1.41.••• is. i u m. on 

'nos \LnIcr 

.111111rfr 

M A, II .111 , !A MY! 



90 

Log Cabin and a pie JohnnyAppleseed 
would have been proud of. 

414444444 ' '441144 4114  
:  :4•1:  • 

4:11111.:1 4•41114 :1•4:4•441 

• thtti..• rtht t.., ..  t'.. I ..Olos :too ',sod l'n k ,134- ..,  ,.l, ,,,, ,.1,..o..,... nia .ind th a 
II .111411 1,...,gin.hlt , n It II ::4 41: IN' A:111411111:  A MI 2. r.11,1c,to•PrI • Nan' , l ui lie,1,71: • 4411 ,111,p 

A.0111applt.pg  .111'4. 1,11. : 4' pir 1,,,,, edVe, I, .get her nod onnp 
...• -,nklIting tlk r in I ::• 4,4 t• PI N.1..4 ',INN.,  1 ha, , len h lc, 4can, rst ape liakc az kap 

is n. n..c. I nod tl n Ill .11. field,  fig ahout I lh Kn. , until nIhng ,ttatli. , .00 pantrs 
I.,' L.,. Nc ..“. IN Lk • II, wit. r ret.,..itc  in g.tklen h., glared oust Must: h.pcnot silk 

1,..105111..Nouttn... ,t.cntt 11,. lc., man  2 tattle-p.n., 1.nt lain, ,,,,, t , to ,,,,,,,, c. , 4 
11.1111.414 1, .11I1 L 11.1 ,1,1 lo,,kil w •\ ',aqua:: legend  4\5o,W 4111, .,111,11M4 ItakIng l,...I twt.nr . utnng 

in intth ,‘ ‘ItPit.-,,, 1 \ ,n0 nht ' n ',Oen nn' ,,,,,t‘  k mgt. , 4. had. Ite.inntill al ,pttngtnnor 
the .iltknoc,,  “! nu. i nu. IC i. ... \al , nh.pping  510.0 pull, nwl . hitt- 'PP:), t..., t...EI the bt.initte 

.• • • IC 41.1.1.1-4, 111 ,111111r. N11111,1, , ol 
• ::1•44.441 V'. 1,4 ,  .11, .111111.11t1 
.  ,hult on-

'1111.11 0e in , I he H., 4:•11,1: 
•:114,1• ieg.1.1  \ 

4 '414 i4414:.,  41:  ‘44444,4"44 4 14",141, 
tentage,. I ogt..d.r• 

The I A otz 'abit, I iratul 
.kmerica vre%% up on it. 

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

1 S ohin  ill., smolt. t I alit hi. kt 

I  Intl Ilk.  I s. Al 1.1-.t. 

I  Imi .snol lb. 5.• • I 1.4.1.tioiNt 

o hot-

'nu: Log Cabin Brand. 
America grvw up on it. 

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

Sweet brrnes and log Caton Syrup  lc-run:vb.-1th 
sourd ugh pancake, That' , . hat hreskfast In Salem. 
(keg,.3. is  abut E.:ant-tolls Ins tone .4 sear 
when 7Ar hem, ne tt,...1  lacked 

Itt oak f ast heearne  nt.tdilvon yearn att. , 
when nt OM, none.  timg the  :111, • 
14 the An  't' h,..thwost 

1.1 . 41' Noh S.:I' 41c  d  : 

ktud stow:In m  abandon.- In the 
Hem are :sane recap, tn . the log Cahn 

knctens Incluthnn spn tal ripe. on how to make the 
.4.111ef for the sourdough pancakes 
How to sake Sourdough Panceltha. 

Fmt mak. lb. 51adre Nrmitie 1 parkage actor 
dry yeast Into 2 I 2cup. ..nn. rot hots:ate, in 
large Own mouth/ In,w1 (It-adult!). stir In 3 alp, 
unstilted all purpose flour then beat until Yen. ninth 
loser with towel and place trl warm draft free 
pia,  tr 24 hors t.. ninth Alixtunr should 
then '<bubbly. it n. s. dthrard and begin wart. 
Stine in tightly o,vered glass container in 
retnnerator Alutture  keep several weeks. 

li nt. haltrr hifIld 2 cups mo m 
nal )wr.:water and 2 cups urnufted all-pt onse 
hour Into garter. then heat uthil wroth. Cover 
wsth towel. place in warir. draft-free place 
overtIght bleartur .1 cups. refrigerate 
rethatnder in covered glass ootather to toe at 

another tune - ken. seven/ weess 
trodkr pancakes. add I egg. slighthf beaten. 

I tAp evaporated nulk. and 2 tablespoo ns salad oil 
to the I p. batter, heat until on Isth Comblne 2 
tablesp•Ins surf. theaspin bakt ag soda. and 
I 2 imam.  -ah. add tr. hatter am mu lust to blend. 
Irs st Ind 15'Isnot, Itake on h. anddk. fir ma to 
v . h  :odes Sent- with ,-,rup made 

Le m  up..alk a tradon..nal ,rrrup like Log kalan. 
After all. U. lorg Cahn: brand hos been 
an stud dns o tunny rune I MK "he tartness of fresh 
ber ms mangled with thr sweet. -nellow, nch Mlle of 
logC,abindoetuusticetoeventlx suidough pancake. 
LanCabin and Berry Syrup 

ummhine I 2 cup Log Cabin Syr tgdriddL ...1to 
1 4 cup fresh Inlet:ernes scrass-rrnes. 
ur  Serveon panonnislasies abut loth. 

Over the years Athrncans have 
disowned hoss Log Cabs fits right ano thew 
yam style of oinking. It's been refined and 
fussed %rainiest town Athericnsehanspnatasteh 

Why nor ay sourrthathpanakes 
handsa w Itip  with a wry synth 
made from Log LaPnn. une of Amenais 

fannies 

The  Cabin Wand. 
Arnenca grew up on it. 



It may be a hamburger to you, but it's chopped beef to us. 
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To tell you the truth, 
I've 1 st the urge. 

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 discomfort 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 ENENIA. For geriatric 
patients. Helps restore the urge. 

Warning: Frequent or prolonged use or enemas mar result in 
dependence Take in I is hen needed or when prescribed 
hy a ph” sician D. not use when flall.Ca, innuting. or andomimi 
pain is present Caution: Iht not administer to children under 
two years of age tailless thrts led by a phi swum 
FltEE li(N)KI.rr The Prmessi tttttt I Treatment ei/ rim strptition 
Specifically prepared to assist iou in pro% tiling your 1,1tivr 
Ftat lentu it.ith more detailed inlitrmat ion alsiut Constipat rob and 
its treatment For copies a iii a i atr  ft  rt I IN(' 
P  Box  lion. Ii nchburc a  - 

Fleet Enema 
The professional aid to 
constipation relief 
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President wanted. 
No experience necessary. 
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Why use yourself 
as a shock absorber? 

, 

.Ang 

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 to fill a 
home, they open a copy of 
1,001 Decorating Ideas. 

Everything in it 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 

95 
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style people chocse. 
Our concept of 

decorating accounts for 
why approximately a 
million people buy each 
issue of our malazine, 
v. hy two million people 
read each issue aid why 
5B.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. 

1,00I 
DECORATING IDEAS 

ti low  to m 21,417 w 3 



This page is missing from your 
telephone book. 

These are the bmnd-new toll-free numbers to cull when you want to 
send a passenger or cargo on IAP to Portugal and points-beyond. 

In some states you must dial 'rbefbre using the '800' WATS numbers. 
And to use the Enterprise (E,) numbers, simply dial the nal  

operator and have her place the call. 
'liar out this page and keep it. You?! probably  "r imils ' 

ham a cull for it.  We re as hut a, an umbra. should be 

Xabansa  800 221.2085  New York 
Arizona  800 221.7260  Alban.,  E6176 
Arkansas  800 221-2085 lialfdlo  E 6019 
California  800 221.7260  Hempstead  E 6019 II icksctlle  560,9 
Colorado  800 221.7260  Huntington  56214 
Connecticut  800 221.2001  tet onto n  560i9 
Delaware  800 221-2001  Way., Vernon  E61119 
Otst of Columbia  800221.2035  'Vassal. COMNIV E 6019 Veit 11111 belle  E 6019 
Florida  800 221.2085  Vorthnort  E 6214 
Georgia  800221206!  Rochester  E 641 1 a 
Idaho  8002217260  Scheme. totli.  5 6176 
Illinois  8002212061  Syracuse  F 6019 
lbdiana  800221-206!  Tn...  F6176 Wiley savant  E 6019 
kua  800 221.2085  Where "  E 6019 
Kansas  800 221.2085  Vatikt,s  F6019 
Kentucky  800 221.2061  North Carolina  800 221.2061 
LOuiSiana  800 221-2085  North Dakota  800 221-7260 
Mame  800 221.2035  Ohio  800 221.2035 
Maryland  800 221-2035  Oklahoma  800 221.7260 
Massachusetts  800 221.2001  Oreq011  800 221.7260 
Michigan  800221-206!  Pennsylvania  800 221.2035 
Minnesota  800 221 2085  Rhode Island  800 221.2001 
Mississippi  8(8/2212(185  South Caroltna  800 221.2061 
Alissoun  800221.2085  South Dakota  8002212085 
Montana  8002217260  linnessee  8(8)221-2061 
Nebraska  800 221-2085  'kw%  8002217260 
Nevada  800 221-7260  Utah  800 221.7260 
New Hampshire  800 221-2001  I i•rrnon/  800221-2 00! 
New Jersey  SOO 221-2001  l'inonia  800 221.2035 
New Mexico  80022172 60  itashinaton State  800 221.7260 

lAist Virg", ia  8002212035 
Wisconsin  8(8)221-2061 
W v01111 .1  8002217260 
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Nobody believes advertisingese. 
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Which golfer has the dry behind? 
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RoyalGoll Clonvrk4 wa iww. 

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

Sepa'ator w.th Vito Tneid, ••  ,4f. 

can easily go all the way down to 49 

microns That 5 less than 2/1000 or 
an inch 

Here s another way to look at it 

With a SWECO Separator and our tn 

eSI mesh screen you could have the 
capacoley of pulling flour particles Out 

of water  Or even the caoane  01 

itrirn 

wafer effluent ali o' tn., can mean a 
typical discha•oe ccritain  loss than 

603 ppm 01 so, ds in fact tot reea,n 

.noustrAs e means so Os 'educed ti 
aslca as 300 gvn. And a ',at, load 

'eduction on your centrifuge or other 
polishing systeots 

Why not let one n. Out  Dis 
Eiylicr•rt, oe--os , ate 

5'10.4  y ou  elect.,  YOU , 

SC ids can De 

For 'ull Jelads wine today '0, our 

.4 pace  5,1 color iliusPated Sepa 
•at, Calat, S000, In, Cep  306 

522 6033  Rona m 5 4 Les Ange 

es CA 9.005 , ID, talk...IT / I 

kl +1. , SeDva• • Et. k4d• 
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OUR WARP KNITS 
ARE SIX MONTHS 
AHEAD 

OF THE TIMES. 
OUR DELIVERIES 
AREN'T SIX MONTHS 

BEHIND 
THE TIMES. 

101 
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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 knits 
available for men's and women's wear 

What's more our new plant, complete 
w:th 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 

OUR DECORATING MAGAZINE 
IS AROUND HOMES 

SO LONG IT BECOMES A PIECE 
OF FURNITURE. 

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 Ideas, 
it will usually be 
decorating a home for 
a long 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 
specialty shops. 

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

1,001 
DECORATING IDEAS 



Trade Magazine/Single 

QUICK. 
NAME A 
CHICKEN. 

'You've probably come up with a list of chicken 
'rands you can count on one finger. 

This isn't unusual. Most people name the same 
brand. Research says that it's the only brand of chicken with 
significant brand awareness among consumers. In fact, it has 
a higher brand awareness in the New York market than all 
other brands of chicken combined. 

Consumers say that they're not only aware of the 
brand, but they'll go out of their way to find it. In one month, 
10,000 New York consumers called a special number to ask 
for the name of a store near them that sold this particular 
brand of chicken. 

Stores selling the brand also have something to say. 
'fheir chicken business and 
profits are better since they've 
begun to carry it. (Consumers 
will gladly pay more for a 
chicken they know and love.) 

Shouldn't your store be 
taking advantage of this unique 
situation? 

Call you-know-who at 301-742-7161. 
He'll be happy to arrange for you to start selling 

you-know-what. 
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103 Silver Award 
Art Director: Sam Scali 
Copywriter: Ed McCabe 
Designer: Sam Scali 
Photographer: Phil Mazzurco 
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We use 7 layers to make one glare killer lens. 

Tho o ohs, • Palmed polar.% Ionglam Ins 
40.314 look hke of roo eked on c. or oboes is•de. 
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wher nnolaew.  .ertaNdy A mid he shit In mai, 'hew 1•.4 

Iblarcid Sunglasses. 



WHEN IS A CHICKEN 
NOTA FOOTBALL? 

105 

106 

••,1 it's one 4 Mlle 

I 'Out Pe,dur 

When you sell my 
I, ken, you don) have to kirk 
thern strand. 

hdtie t bakers, are so rod 
people exp., t to pay more 
for them And. in a smart mailer's 
gore. they do. 

Example:a smal chain 
ow owed then rale price 
on chicken by offering Rrdue 
hickensat Or a pound and ended 
Up Ana jud as many mew/. 

A medium-sized chain took 
on Rrdur chakere eacksively. 
'Rev used to have salm on chicken 
( 

been  chicken at 2'Ic tor ten 
rowecutive months took on 
[Woe at 35c. Then they lai-ed 
the price to 39c.Theu earning arc 
up dramatically compared to 
previous loothaBed chicken prices. 

II you'd the to talk about 
taking on tIn kr ha Lem. 
t all me at it t1-7-12-71C.1 and 
set up an .sponannsein. 

And if l can't conena 
you that you'll make RUT money 
on my chickens thannnthowyou're 
t tfl O  I.. hat n 

at 24 a 00101. They non ‘ell   
cilickein at a regain  r.o at" JE  

rote ol 394 prr vault] All, 
WS.' %I'M few sales. let t  P E RO'. rg.. 
Actor on cha-kens es up 25'  
A large chain that had  - - 

It take, a tough man to sells tender chicken. 

How to deal with Nader. 
• 
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Art Director: Sam Scali 
Copywriter: Ed McCabe 
Designer: Sam Scali 
Photographer: Alan Dolgins 
Agency: Scali, McCabe, Sloves, Inc. 
Client: Perdue Farms Inc. 

106 
Art Director: Dick Calderhead 
Copywriter: Dick Jackson 
Designer: Barbara Schubeck 
Art Source: The Bettmann Archive 
Agency: Calderhead, Jackson Inc. 
Client: Calderhead, Jackson Inc. 

107 
Art Director: Jim Handloser 
Copywriter: Frank DiGiacomo 
Designer: Jim Handloser 
Photographer: WABC-TV News 
Agency: Della Femina, Travisono & Partners, Inc. 
Client: WABC-TV 

Tonight, as a public service, 
we're going to make you sick. 

Willowbrook "The Last Great Disgrace:' 
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Lest year we soorecian unEehavable75% increase 
adipsges over the yea- bekore. And our wrung 

streak s now extenckkl to 23 
consecutive months ci growt. 

Advertisers are simpfy 
ktatung Sports widen rule 
that when our aucience 
grabs all the ex atement 
on our editonal pages, 
they don't ei go when 
they come to our 
ad ;sages 
Sport claimers 

an audence 
concentration 
• that's 94% male, 
•with Over half 

een the 
age-s of 

to 34 Anoi '3396 
ir the pnme 
B muntie, 

•   

Alidelsered 
trg:eatable 

efficiency. at an unbeatable 
$10,041 kxt cokr page -ince So if you went to 
reach Men, reach them r Sport It's tilled wth the fears 
that launched a thousand sales 

110 

I 17 77' 1 .11  \ 

Are you 
overlooking 
an enormous 
market? 

Ant-1K 
/ON lanie aSSOrtrnent of um:terve:1r nelt,' 

dOunds and neayter 
COyer this market Jo, • 

lines Of underwear. Bk2 Man A, , 
marleNy of styles Tshirt. Vneck  arm • 
Shirt Brief. borer and Midway 
Each line has a greater PrOnt Margin tha, 

nagular sizes 
So you can rnal,e 1-.; • •  • . ;  "; 

Wit0our unlerv.ear 

iockeyTall Man and Big Man Underwear 

"l'he.A. days, th, I • • ioalx• makes Frankenstort 
kiok Like a movie stir  .7 , very month, 
Sport Magazine's audience, idolizes 
this mon.ster, along with a whole 
tnlie of 7 firt giants and 300 
pound brutes 
in fact, Sport Magazine's 

action cioseups and penetrattng 
editonals don t lust report the 
mayhem these athletes are 
creatuig They surround our 
readers with it Make them 
part of the fury on the  The 
violence on the turf The 
desperation on the courts 
Then Sport takes there past 

the mar of the arena Into the 
flOL  of the kicker room Into the 
pride and fairs a player takes home 
with Fern  • • 
And while Sport surrounds fans with more 

more action, edverbsers arm surrounding 
more and acre products 

Until we opt into the vitamin hmines.s, 

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 

111 
Designer: Bernie Zlotnick 
Copywriter: Irwin Rothman 
Artist: Hiroshige 
Client: Pioneer-Moss Reproductions 

112 
Art Director: Frank Biancalana 
Copywriter: Ethan Revsin 
Designer: Frank Biancalana 
Artist: Charles White III 
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 

It's impossible to know everybody 
in a big company 

j 

V 

You run Airports. 
We run Restaurants. 
Let's get together. 
Simple. We build great rezxte a 

Airport Restaurants-from luxury un/t.s to :quick 11.n-that leap across 
the entire spectrum of airport potential: the First Class passenger thru the mechanics and bag-
gage handlers. 

We started with the Newarker, at Newark Airport, in 1953. Then we took 
over food operations at LaGuardia, including LaGuardia Terrace. Next, at JFK we built great 
facilities at the Pan Am Terminal, TWA', Terminal, Air Canada and the International Arrival 
Building. During all this, we set up AGE Food Services, and won our first in-flight food opera-
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 
Leone 3, at the Four Seasons, even with Zorn Turn. our chain of Wurst Snack bars. ( The latest 
one we put in the Orange Bowl.) 

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

One of our best men, Fred H•verly, Director of Airport Marketing Seri-
ices, will be at your conference. Say hello to him. (You II like the way he talks.) 

The Restaurant division of Restaurant Associates Industries.  lit 
But it is possible to make sure 

they belong. 

In sada ain to Jion or; ho.14... and aranature. ii 

.4n •11.ce hi• lam, . in the otsanliatmn tar 
1•• the •olor oil the harkannind 

III M. Mina,' ha. blinked or doe•n't like the sat 

he loot. the picture tan he retaken st the yam 
t 11.1,710 ,41110r da,• is. Sun lIes ihr pa. 

lure same out and call him hash ion another ire 
lOt S(an, organir Mum. thnnighout the world 

are ii.ing PoLuoid Portrait II) card.. The, re usett 

1.5  m  ,inuctutie• re•can.h 
.Jnt,  and goscrnment IN, re also used 
us Crk,ht  •r id ii o cr• 1.en•e. 

%rat • more po•ple hi.. to 1. All) them 

Ho. AMC Ii. toe to ha., sout man por-tran in 
color 

And .nI. xiae ,o..,•plx..A  amid •iru neSer 

The Rilaruid 2-klinute klenttfication Card 

Some tithe lirganuanore that 1333031111)3311011. 
II••••• It.na.no•nremeal \re,. al 4 • ••  ,•••• ••••••̂ 

• .•••••• 1•6•1.1. • • 4 asollAm ••••••••••••••• I •••••••••••• 

••••••••• *Wan I •• Ono ••••••••  1.••••••3. • • 

I ...meow  .a annum..  ••••••  • 
11.1•••••• loam .* i •• .••••••••••••111•1 I •••••• I N... •• 
!rm.*. •••••••• al U.    3•••• MAY. • 
•••••••••  3•103••••  • nom,.  ••••••••• 
Yob ..3.3•  ••••• I  •3.33•3.3 Ism ••••••• tons 

aro .,  •  r   
I... 3,y  • •=3313.••• 43 34,3.3 5=1130.1.33, 
Aomrem 3/ • ••••••• Eaniel 333.3.3.33 Amor m• 3433 
13333  33 •••••  Mr....  3.6  13•••••• 
fn.  • 33011.0••••••••ries  • 4... Memel Mau. 
1••••• I A. 11.11 • Imilannamol I ,•••••••••• 1•Imilled  • 
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Creative Gloss. 
Rrst you buy 'Oben you decide whoa to do with IL 

Made in Japan.. 
Every yew. & micro es-

lige wore awl mow American 
iless that sweren't eta& in &wee-
ks. Flap thee beer the stars and 
wipes and hitle tap reading 
Meth A. 

Mongntc:n.g. 
bap aren't Ow only 

done with sus+ labels. As low-
seep. fanny goods flood the 
market. Anterican industries 
dew down. As industries duo 
down. people bee jobs. 

When people losetheir fobs, 
they owit boy Pro &lop you 
min Chas m me If Betsy litho 

il i a " 51." 

(the Philedelgiltia thanwtress 
whe nude the first American 
flag for George Washington) 
wen, Ave laity. duet! he stand-
ing es kw for her unemployment 
chock. 

Soh.* yourself and help no 
by fooling foe the union Label A. 
evesydangyou buy. Youcan find 
our WM  weensis and .141 
don's presents. 

Thislabelstatothfortheorso 
hvily ef American design, the 
Ail of Aereartran sthelmanshgr. 
the ireparteme ef 
Aortrkm 

Woo N V Oftshomet lai nothrh lake ilo .val Wotan Who. U • 1 A. eek  Vvet.“ • 1001111 
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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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There am 
some things 
onlyglass 
can do right. 

./. &-. I, Mel.  I I.n n tem .. .el a men. 
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Owens- Mail 
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In the twenties, lettermen 
loaned these sweaters to their 
girlfriends. 
Fifty years later, guys are 

ready to take them back. 

jockey Letterman Sweaters 

air 

119 
Art Director: Paulette Kaplan 
Copywriter: Joe McClinton 
Photographer: Phil Marco 
Agency: Meldrum & Fewsmith 
Client: Owers-Illinois 

Ir —  .7 120 
-  Art Director: Lou Colletti 

14 fp  Copywriter: Larry Spector 
Designer: Lou Colletti 

v.  Photographer: Richard Noble wawa& 
Agency: Levine, Huntley, Schmidt 

alm a  Client: Jockey International. Inc. 
Joi m mise 

121 
Art Director: Courtland Thomas White 
Copywriter: Neil Drossman 
Designer: Courtland Thomas White 
Agency: Courtland Thomas White, Inc. 
Client: Segmented Sampling, Inc. 
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BLACK AMERICA 

THE COUNTRY ON THE RIGHT 
SPENDS MORE IN THE STORE 
THAN THE ONE ON THE LEFT. 

Last year, Canadian retail sales amounted to almost $30 billion. 
Black American retail sales amounted to about $36 billion 
If that figure were a Gross National Product, it would make Black 

America the ninth largest nation in the world. 
Yet such buying power has leen pretty largely icnored by consumer 

goods producers And, while White middle class families have coupons 
and samples coming out of thee ears, black middle class families rarely 
have them coming into their hcmes. 

And when they do. either tie mail or door knoo delivery methods 
are used. Which produces very little efficiency and even less impact. 

Which brings us to us. 
We're Segmented Sampling, 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 million 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 produl'A samples and cciaDons. As well as a 
selling message. To guarantee delivery, a signed receipt is always ob-
tained. 30 days later, each sampled family receives a mailer nudging 
them to purchase the sampled products. 

What Sampledrop Selling does is buy your product the loyalty of 
the most brand conscious braid loyal consumer on the market. 

What it also does is work. In Baltimore and Detroit. boxes made 
up Df products from Bristol vlyers, Chesebrough Pond's. Colgate-
Palmolive, Consolidated Cigars. General Foods. Gillette. Mennen and 
Nestle were given to 40.000 black families. Alter a most 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. 

SEG ME NTED S A MPLI N G INC. 
509 Madison Aveni e New York NY 10022 (212) 355-4817 

•SegmenIed Samei.ng Inc .s .011 ated  in (Alma Manhattan Caddo Colpotanon 
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Bob Versandi was 
spraying bicycles. 
Then he unplugged 
the fan. 
Explosion-proof equipment could have prevented 
the fire 
And Graybar has it 
The lund of electrical equipment you need in 

or... where you foul hazardous vapors Gases 
DODb. Or easily ignitible fibers and flyings 
rk• covers a lot of induunal and commercial 

8,••• And a lot of equipment Like 'unction 
bows. buzzers, moron. controls lights. 
receptacles. hand tools To name nista few. 
But Cmsybar has more 
Zdaybar has know-bow 
Seca ine we serve so many cuoomers. we've 

been involved in almost every hood ot hazardous 
situation 

we ran help you with yours 
We know the problems involved with OSHA 

ruks We keep up ends torrent mini/awns 
We're familiar with lust about all the hundieds 
of recent changes in the National Electrical Code 
III we've missed one well heck it out for you I 

AI thaw changes cAn be conluong 
You know. of course. Mat r es, elettncal 

Instal:arsons in hazardous areas resume 
explosion-proof equipment 
But hazardous arras In ems-mg I:moldings 

now nequire the same 
That brings up problems 
Sc 4 you're not sure about where you stand. 

check us 
Were nght in your hack yard _Were your 

local so mber  because were in ever 130 
locations as foss the country 
We supply electncal equipment horn over 

I.000 top manufacturers Fast And by ordering 
from ./rie source. you save tune I ouble 
Paperveork 
Call Graybar now Well take are of your 

complex needs And keep you from bknving 
your stack 
C-aybar Electnc Company In , 

4201.u/won Avenue. New VA., N Y 10017. 

Go to the source Graybar. 
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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 



THE DECORATING 
MAGAZINE 

WELL-UPHOLSTERED 
FAMILIES READ. 

B1 HELPING WOMEN 
SANE MONEY, OUR MAGAZINE 
GETS THEM TO SPEND IT. 

Mil 
— 

11:41 

Our readers are 
not only interested 
in decorating their 
homes, they're 
experts at feathering 
their nests. 
In tact, the 1,(301 

readers median 
income is $14,255. 
That's a substantially 
higher figure than 
other decorating 
magazines offer, 
including House 
Beautiful ($11,666°) 
and House U. Garden 
($11,68Cr 
What this means 

is that the readers of 
our magazine can 
afford to buy the 
products in it —in 
other words they're 
buyers, not browsers 

What's more, 
virtually everything we 
show editorially is 
affordable and 
currently on the market. 
So, what a famiiy 
saves decorating one 
room, they can spend 
beautifying another. 
Which 'none more 

reason over a million 
people buy each ssue 
of our magazine and 
why 58.4% of them 
keep it around 
the house for at least 
three years. 
And si  on 

magazine decorates so 
many homes, your ads 
should be decorating 
our magazine. 

1.00I 
M ORAINIC MAI 

OUR DECORATING MAGAZINE 
IS AROUND HOMES 

SO LONG IT BECOMES A PIECE 
OF FURNITURE. 

According to studies. 
543.4, of the people who 
lay their tsarids on our 
magazine hold on to it for 
at least three years. 

So when you run 
an advert isement in 
net Decor at to ideas, 
g will usually be 
decorat mg a horne for 
a longtime 

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

And !row that we ye 
told von how long people 
keep our magazine, we'll 
tell you why a million or to 
buy each issue in the first 

Place 
Unlike some other 

Unlike some other 
magazines, 1,001 
Decorating Ideas isn't 
filled with the stuff 
dreams are made of. 
Instead, its filled 
with the stuff real 
living rooms, 
bedrooms and 
kitchens are made of. 
Virtually every-  . 

thing we show is 
affordable and 
currently on the 
market. 
Which could be 

why about a million 
people buy each issue 
of our magazine and 
why 58.4%c of them 
keep it around the 
house for at least 3 
years. And that brings 

decor MI N publvations, 
we don't niter pie in the 
sky Virtually even,thog 
we show  attordahl- and 
currently on the marvel In 
short, our magazine 
appeals to doers, rot 
dreamer, 

What's more, in 
addition to newsstands 
and supemarkets, the 
matority of nor magazines 
are sold where your 
products are sold. Ili 
department stores and 
specialty shops. 

•  1st 
1,001 

DECOR ATING IDEAS 

us to why advertisers 
buy our magazine. 
First of all since 

our magazine becomes 
a permanent member 
of the househoid, 
so do the ads in it. 
Even more 

important, however, 
women don't look 
through our magazine 
with an eye to looking, 
they look with an 
eye to buying. 
So, they nct only 

buy our magazine, 
they buy what's in 
it too. 
Which is nice 

to know if you have 
something to sell. 

1,00t 
DOCOM MOG 'O W 
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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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Art Directors: Allan Beaver 

Rob Lopes 
Copywriters: Larry Plapler 

Mark Shenfield 
Designers: Allan Beaver 

Rob Lopes 
Artist: Gary Overacre 
Photographer: Mike Cuesta 
Agency: Levine, Huntley, Schmidt 
Client: E.F. Timme & Son 

125 

We're putting our fake fur 
on television 

alongside our competition's. 

TIM ME 

OUR WARP KNITS 
ARE SIX MONTHS 
AHEAD 

OF THE TIMES. 
OUR DELIVERIES 
AREN'T SIX MONTHS 

BEHIND 
THE TIMES. 

Its time chairs and sofas were as 
well dressed as people. 

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 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 

TIM E 



Trade Magazine/Campaign 

"Leave the XP-4 
out one time 
and they stomp 
all over you. 

P. * • ••••••••• 
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Art Director: Robert Martin 
Copywriter: Robert Tulp 
Agency: Muller Jordan Herrick Inc. 
Client: FMC Corporation 

126 

FMC Announces 
The Great XP-4 Rush. 

" N e v e r m i n d 

t h e c a s h. J u s t 

s t u f f t h e X P- 4  

i n a  f e e d b a g:' 
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RoyVanoni grew walnuts for cash. 
Now he shells out cash to grow walnuts. 

Our hero, of course, 
is the one on the white horse 

Crocker Bank 

Wayne Phelps knew about beans 
before he knew beans about banking. 

ra %in %N. *  s k med.r ..itawnlgilmiro.6•11 
0...O. , . %PO  knti that mo...I two, twokldibrauar hr 

Craig Swanson plowed up fields to grow tomatoes 
before he dug up funds for tomato growers. 

r .111IL 

Velte•Crebtaene *Cache, blab be WAIN bei m 
,.•••• =e•rolbree  arkban14•11•••Plible be re 

.7 ebbabuse r rebeee Mee knows be abbe Imemb 
WEh ••bbenex seed• °bl. urobeli 

4.•bbizerni.  web. pre dem lair••• 
eehe. :0 =17...1•• • 

babas we bow bun 

Crocker Bank 
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J. vad•Ontie enuid 

Roy Vanoni is a banker today, but he grew up on his family's farms 
in California, where he learned about raising walnuts, almonds, 
apricots and alfalfa. 

At college he majored in agronomy, then spent two years 
doing research at CC., Davis, and 
four years on a job selling fertilizers 
and pesticides. 

After learning all that about 
farming. he came to Crocker to learn 
about banking. 

At Crocker he spent a year as 
an agricultural trainee, two years as _ • •   
an agricultural field representative, 
and four years as an agricultural 
loan officer. 

Now he is Assistant Vice-President and Manager of Crocker 
Bank's Woodland office. 

1Vith a background like that.obviously Roy Vanon i is a banker 
who knows a lot about fanning. At Crocker, that's not unusual. 
Because helping farmers is a big part of our business. 

People like Roy are the reason we're well known when it 
comes to farming. We didn't get that way just because we know 
our business. We got that way because we know yours. 

Crocker Bank 
\\  C 1,111:1c1,..  at. It  11,thiNcl,. 

Tom Martin took care of a dairy farm 
before he started taking care of dairy fanners. 

Crocker Bank 

Fred Busch helped grow cotton 
before he helped cotton farmers grow. 

Crocker Bank 
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We think you should 
get as much out of your 

Employee Benefits Program 
as your employees do. 

It starts with appreciation. 
When your employees appreciate 

all the benefits you're giving them, 
ney're more willing to give of thew - 
lves. Their respect, their loyalty, 
tieir enthusiasm. 
But if an employee doesn't realize 

exactly how much he's getti ng out c f 
your company, he just may decice that 
:tour company is not for hint. 
Which means that motivating 

your employees depemts as much on 
esplaining their benefits as it dws on 
poviding them. That's where  can 
help you. We're Benefacts. 
We can provide each one of yo jr 

cimployees with a personalized annual 
satement that completely details 
every one of his benefits. 
In plain dollars and rents English, 
ot computerized gobbledygook. 
At the same time, the statement 

Lself will impress him. A lot. Benefacts 
Eta te ments are custom-designe( 
especially for your company. 
andsomely illustrated, and car?fully 
printed on quality stock. 
W'ewere the first to offer this kind 

cf service. Today, over 300 leading 
companies don't use anything else—in-
louse or otherwise. In fact, we put 
together mtre statements for morc 
con;panies and employees than all our 
competitors combined. 

Benet acts. It can help you get more 
out of the benefits you'r giving your 
employees. 
For complete details, write Benefacts 

Inc., Hampton Plaza, 300 East Joppa Rd., 
Baltimore, Maryland 2.204. 
()reall us at (301) 216-5500. 

a:Z=1• 

It helps people remember wit!, they came to work for you in the first place. 

The reason 
your employees don't 
appreciate their benefits 
is because they don't 
understand them. 
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Art Director: Bruce Campbell 

Copywriters: Alex Cichy 

Fred Udall 

Bruce Campbell 

Hal Riney 

Designers Hal Riney 

Mort Cohn 

Photographers: Jim Marshall 

Bruce Campbell 

Agency: BBDO, San Francisco 

Client: Crocker Bank 
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Art Director: Thomas Ruriani 

Copywriter: Philip Dusenberry 

Designer: Thomas Runani 

Artist: Alan Brooks 

Agency: Dusenberry, Runani, Kornhauser Inc. 

Client: Alexander & Alexander —Benefacts 

At least once a year, 
your employees should 

know what a great company 
they work for. 
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WE'RE TEACHING 
A LOT OF AMERICANS 
A SECOND 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 so successful an ap-

pliance store in the area had a 
run on TV sets. 
In Boston, a series for Span-

ish-speaking youngsters ("Que 
Paso") was produced and tele-
vised by Group W's WHZ-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 
K PIX and WRZ-TV prove it 

Broadcasting 
does more with problems 
than talk about them. 

GROUP 

WV 
WI all•GthOL111 BROAPCASTIING COMP* . 

*Itt WV re grarter was NI* rat.  rna Kra ',non . INA roan  IV 

IN SOME STATES 
YOU CAN SPEND YOUR WHOLE LIFE 

PAYING FOR A CRIME 
YOU NEVER COMMITTED. 

• ;nun nor • Non. t,r warr.rharnerl 
web interfering anis 0. dut . 
of •enhae officer 

There were three court •lh-
Perm. . to hear n. cue But 
the arresting of fre•r nee , 

showed .d the rue ram clo wl 
h .$ for OM dung 

The p:481.n, fincerpnnt• 
May.d ..io. pg ., . Which 
means tr . he had an arr . ran-
drei For life 

He turned to  in . Syte 
Sen.s . Reels . Newhouse for 
help who m turn ranee to WIND 

Group Wa radio nat . in Chi. 
eigo 

We arranged fn.  or de4,,, 

fideeie  waled, a ;ann. 
. ..Ai or anyone el. . of 
•n alleged crime  h•ve the 
records. including fingerer. . 
deatruyeel 

Which ra•ans  thew 
ran& of innocent pen .. often 
turned do . for yobs .. . rif 
an arena.. system nf rerords. 
won't hare to face thst * oral, 

Puning words into wt . a 
eon.. lung reaeonuhie broad 

Broadrosfing 
does more r all proble m 
thon talk abort the m 
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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 floods 
and mudslides which follow in 
their path. 
This could greatly reduce the 

loss of 4)4 million acres of forest 
a year. At the cost of some 8600 
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 tankerw 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 (,.'gall roll-
ing in. Not just from the public 
but also from munic:pt.1 govern-
ments, the California legislature, 
Congress and the At:- Force. 

A year after the first radio 
ec itorial, a National Guard plane 
made eight test runs over a fire 
in Santa Barbara. Arid the tech-
nique worked. 
The Air Force has now prom-

ise.d enough planes for a na-
tional fire-fighting program. The 
chemicals they drop will not only 
extinguish fires but wi I. 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. 

Broadcasting 
does more with problems 
than talk about them. 
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MAYBE THE BUILDING 
YOU THOUGHT WAS FIREPROOF 
IS REALLY ESCAPEPROOF. 

r4nt quer', 
nnlunnnn Ahe Brooiraeung 

dose morgue . probl .. 
than talk about th•ne 

LAItX11, 

MAYBE 
WE'D BE BETTER OFF 

KEEPING DRUG OFFENDERS 
ON THE STREET 

INSTEAD OF IN JAIL. 

N. ere, drug  is • 
Mad-core pal m 

A 17iyeareald caught .. .-
men ., with manjuan• can 
of . be nhabilitatad before P. 
I,.. Into awn .rabls 

Unfortunately. thy drug 
tows in Or tountrydonlalway• 
It.. hint that thaw.. 

But in Masaschu•atte the 
laws les . dung. 

It began when W K. 
W's radio station in Renton 

Latent . elude .. .Moos 
Some were i mrated into • 
no m . sin raa gamed by the 
date leguil   And today • 
fint offender cenraiteel a pa. 
✓owonof  unolonger 
end  faii Inelead. hes eut 
probation 'or 6 mond. Then his 
rsoerd  wtped clean 

Putting vinads into eel . is 
something reaponsible broad 
ca .. bribe. tn etronale 

rnni Conn. W t hong Itke 

GHOUP 
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What is an idea worth? 
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Art Directors: Ron Becker 

Larry Osborne 
Copywriters: Larry Spector 

Marshall Karp 
Marc Shenfield 

Designer: Ron Becker 
Agency: DKG Inc. 
Client: Westinghouse Broadcasting Company 

130 Sliver Award 
Art Director: Dick Calderhead 
Copywriter: Dick Jackson 
Designer: Barbara Schubeck 
Art Source: The Bettmann Archive 
Agency: Calderhead, Jackson Inc. 
Client: Calderhead, Jackson Inc. 
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How to deal with Nader. 
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WHEN IS A CHICKEN 
NOT A FOOTBALL? 

I. 

When it's one of mine. 
Frank Perdue 

HOW I BECA ME 
THE CHIQUITA 
OF THE CHICKEN 
BUSINESS. 

a .4 111. .111. krfl 

AILLSA TOUGH MAN vtlaTIL141.14C101./lr, 

When you sell my 
chickens, you don't have to kick 
them around. 

Rrdue chickens are so good 
people expect to pay more 
for them. And, in a smart retailer's 
store, they do. 

Example:a small chain 
increased their sale price 
on chicken by offering ftrdue 
chickens at 39c a pound and ended 
up selling just as many as ever. 

A medium-sized chain took 
on l+rdue chickens exclusively 
They used to have sales on chicken 
at 29c a pound. They now sell 
ftrdue chickens at a regular 
price of 39c per pound and 
have very few sales.lret their 
volume on chickens is up 25';. 

A large chain that had 

been selling chicken at 29c for ten 
consecutive months took on 
ftrdue at 35c.Then they raised 
the price to 39c.Their earnings are 
up dramatically compared to 
previous foot balled chicken prices. 

If you'd like to talk about 
taking on f+rdue chickens, 
call me at 301-742-7161 and we'll 
set up an appointment. 

And 4 1 can't convince 
you that you'll make more money 
on my chickens than on those you're 
selling now, do what I'd do. 

Kick me out. 
410 

It takes a tough man to sell a tender chicken. 

QUICK. 
NAME A 
CHICKEN. 

You've probably come up sy ith a list of chic ken 
brands you ran count on one hngrt. 

Ilits isn't unusual. Nies' people name the sallIC 
brand. Reffatl 11 says that it's the only brand of rho-Ion %tali 
significant brand ass areness among onsumers. In far t. it has 
a hIgIler brand awarene,a in the New 'fork market than all 
other brands f chicken combined. 

C'onsurners say that they're not only- aWatt. of the 
brand, but they'll go out i their is,,, to find it. In one month. 
10,(100  l'ork consumers yalled a spec Sal number to ask 
for the nanw of a store near them that sold this particular 
brand of chicken. 

Stores selling the brand al'' I,,,,•• 
Ilwir 56 ken business and 
profits are better since they've 
begun to carry It (C.011,4111/VM 
will gladly pay more for a 
hic ken they illOW all, 1 I, 

Shouldn't t  • 
taking adtantage of th, • 
,doatt,a1 5 - -

vou-know-- who at 3111.742-7161. 
1fell be happy to anal11.7. for 1'01110 Start a11.mg 

y.-know -what. 
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Recruit better Jocks 
for your teams. 

You pay a lot of attention to the kind ofequipment yo .1 sell your tcmn. Andy ou 
keepuiw ith all the latest advanxs in shoulder pads, bask ettmll shoes, baseball gloves. 
sports uniforms. 

But ma y he y-ou've missed one big i mprovement in spore. equipment: Bikes Pro 10 
Supporter. It's t he hest jock ever developed for your team t raJe at all levels. MN:atm:not 
only is it morecomfortable wit h no-roll leg straps and 3' wakband. but it gives hinter 
support with then) lon-reinformd. porous-k nit pouch. and itholds up better than any other 
jock alter repeated washings a nd dry i ngs. That makes it perfect forever) tcim Irui n 
Pop Warner to the Pros. 

It's t he finest supponer Bi ke's ever made. The Pro 10. Tse del u xejock 
rinon sad . ..n ••••••Astid  ,  ,„„ 

Iv.,  'kw* to  k•oml. roan, or  ;‘,   - 
knd  "‘. "' Ions lac 

vec von. , 

BIKE' 
I bc  ,•••,. 

maybe you should wear two jock straps. 

ii,5,111 sal 
hold num owl  lew Qr. , 

T 's 
noth here  ing sadder 
than a 

wa ed- Nock. 

BIKE 

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. 
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Art Directors: Ralph Moxcey 

Ken Amaral 
Copywriter: Scott Miller 
Designer: Ralph Moxcey 
Photographer: Bill Bruin 
Agency: Humphrey, Browning, MacDougall 
Client: Kendall Company 
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"Above eien•thing else.- George 
Jean Nathan &dared. "a minhal is tint 
and 14.4 a girl shirt" 

Mat was in the :Os and 30‘. Rehire 
women's liberation and short money 

Newsweek Reporter lairrune 
tound that most magnificent of sex oh-
loos, the showgirl. was not °fib alive and 
kicking on Broadwai but under all that 
flesh there was a woman 

Charlene Ryan "A Funnv Thing 
lappened on the Was to the Forum" not 
has the kind of body that male ,:hau-

% mist pigs dream of, she's gutsy. direct and 
"Ireaked out" hi an Indian Guru. "I dig 
being a sex obwx-t:' she says "What els, 
IT Al Jholll rill a damned good dan. 
and I know it. I have the potential hid, 
lot more, hut I think that's pretti muvh 
true ot CS CrVOIIC 

Sl1/.11111C Briggs "1 
hair in liiecarnaliti "1 , 
eleganye along with the s, 
with:' she says. Men an 
110,,, or a bottle of chart, 
It kind sit gets Itt soul 

star I,011Id work in all °like now" 
Tisida Masichmeyer 

hes- has a somewhat darket • 
"1 here's ni luture in being  : 

Isn't that important ant in, 
"Ain't Supposed to Die a Natural 

Death" has a new kind f showgirl. She's 
black and beamil ul Barbra Alston "When 
we weft: kids 1111 brother would say  re 
not going to do that dance in public are 
sou / HUI ut the house we'd let it all out • 

It was all let out in Newsweek May 
22  Senior Editor Jack Kroll wrote the 
ll-% "lark' I iirls• I iirls!" was more than 

lust an ordman theater piece It WaN a 

The a 
sex ODJ  us 
alive and kicking. 

window that let Newsweek's 15 million , 
adult redden world-wide 10 million of 
them males look into the lives of the girls 
most men dream °land not many not 
es on Newyweek readcrs know. 

Newsweek 
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"It is,I calculate, easier to harbei 
a girl all night at Notre Dame 
these days than it was for us 
to hide a six- pack' 
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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 
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Art Director: Ray Alban 
Copywriters: Ed McCabe 

Dan Bingham 
Designer: Ray Alban 
Photographer: Phil Mazzurco 
Agency: Scali, McCabe, Stoves, Inc. 
Client: Dictaphone 
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Bad News 
For IBM. 

Dic-taph,  luces tiw .lhought Tank 
A new kind of connnuous- flow thought processor that 

outdates conventional dictating equipment. 

Th. TN nnila lank n aka . had  Asnitnngio ..."... ". 
....sky NaeknTdanr, 1 au,  ...we a / VI /W WII nen awl . koki, 
lem ,11 .R. . 111 M R IM my .. doe Invoke, gangs a HI 1 ggl, -.Inn. . 
,,nmolar.......not.al  an: av ugly ..... . 4 can Inn ow 
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Bugs. henagul ma.. k • au  .rinnagn 

.,.... Me llv nogg Trak , an  Melte...1g Tani loan am ouvole 

at an mere ai 
A m 14u have on angegtent mono • 
• now  bunnur oboe 
no. ion., 
Wan the Thought Inky,. 

.enpk,olle minor a phone bnorly 
endear,' yuurollia• 

foneu.i•do.k 
moc• k k  ale 
Thew are an.  nnko sane.. 

...than...4N Tank to *nod on 
•  111,A M .00t yro mum v.* dug. 

an Inkr •o y  dawn 
•  e and each conga 
annpnonti, hnnkad up lo one 
Magi* Tank And on 'Nakao& 
ann. Ow llnnaglo Tank ronold vow 

Innanno tleuancAnklullar. 
kkIva /, 

• a 4. len 
Tank rr.o. 

• ',Mug 
, conongonal 

I  'dogmas! 

••• 2 
1 111111111 6 

Thnk ni a a Thouglg Tonkin, 

nu. he-on be gem nem Its 
anonny- s-con-

oryni  Mahan...nal 
• a no*  repinaw  mokay.,...nonnoldolollnO 

xl , A V .  Thausile Tank  morning. 
11.,Thnoito Tonk laihk 

• ...than  .ajnal on ono Os ungOonded aloak 
L . and kir. hat lb w. mr,nnglIng n Ow 

hou,unorno an Wu Inunghl  tank She nark lo gook ..an as n-orn 
D.ct tiorte 

How Dictaphone's 
Though_tTank Can Help 
You Get More Out Of 
IBM's Typewriter. 

gonrelan  me Inv 
dram Manama-1KM makes ...nu n• 
aka , 'won . ernsuyt, IA 1 VA .M *1.1. 

kok.daTallnggloagem ankbrely nukes 
1)kisplo rte. The nogg lank 
It ton Illerear oat Vet  the erne 
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nut Ancl g cannel nage work rnal olo 
amennov *eel Inkuno ooan am monia 
A •enoll tral ItIOI n Ntnn Ha, a 

uao-nhnn....a ..... 

Ilniognn ,ornrnl Yvan_ yr. .4. nian„  
tan how Ow bra kg. hock on you. 
desk nnek• ,bg *pod 

ntlar War, mega  &talon, 
eon snwn god  g's a weed clod nu.. 
Ilko, Nod 
Ty Thought Tonk n • 24 

amino. ..Inv +nage po nwro 
ǹnA con  aano idea.  the 
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If Dictaphone Corporation Doesn't Use 
Dictating Machines,Why Should You? 

I I. pn Ginn./ M..  

Imps W ords. Ilie Thought Tank 
Puts Ther m To W ork. 

Ain I houghe Worth flaying 

Is W orth Putting Into The 
Thought Tank. 

The Ihoughi lank W ork, 

21 Flours A Das. 

The I houghi 

tank i osts 

Less Than N'ou 
Think. 

111 ,14d 1,11 ,k Ont. 

Ion a raO.4 .11Th VII 
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The Thought Tank 
by Dictaphone 
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You can sell Dickies 
for the same price 
as cheap pants. 

n wire a wit,servtre mato met, lumina.. 
ow...keit need nat.. tell oat that the mm Imponant 
thing oNc.morkw Ira 'pad. low peke 
Instead we'll mar renund nal that the  mmt 

inmmetant thus., ts  well knman pn 
And that A's  oliet hath at the 'atm time 

D es 

Why stake 
your good name on 
pants that don't 

have any? 

;Tice 

If you're still doing 
your own inventories, 
maybe you should 
change your pants. 

rrt 

Dickies 

A Dickies salesman 
may try to 

high-pressure you 
into a smaller order 

DIddesOnierFoom  

vou nu m 
and Mere maw, a'  trr tor more than that 
At Dackwa. we'd rather sell you what you need_ 

And after SO years.. selltng re m and good, vrtaa 
we have a pretty pod hies of what that ta 
Thu ww. we sonwrimes nuke a Itttle 

on the abort nal 
Batt we'rc om or the lanresuselltrui c lothmn 

manceacturen in the owmtry ‘Ve an afford nahe 
mtme ged In the long run. Di c ki s 

Non Lan sell them  the urne rm. e 
heap runts 

Only Dickies 
work clothes come in 
these popular sizes. 

Merton] a .ret  pmple on NFL 

Dickies 

A Dickies salesman 
actually shows up 
when you need him! 

...rt.... mit- anal n w're ..meht w.th mum., 

Nelesman 

Dickies 

Dickies can help 
keep your business 
from running you. 

Wr hay< • Munro tor all An noperw..rk. onventonm 
and other hems.. maI,.. that nuke ow w  lord 
A IN. Ms wlestnan 
l/ne talesman von help ow do nor otoweaorm. 

tnarant ten wet..  .ns. help nos plan um men lumina 
thaw IwIr and, diteLsm. prom... m.1nd Idwato.n. and 
prohnN, F,. wt, I,n.h rum and then 
S. Moat Funnel.  cunn.ne von  Await w.p.m. 

Dickies 

We've put some 
of our most 

successful customers 
out of business. 

z 
4 6 -07 

We ',mock  wth 161 P1 M mo m. 

 ̂

out Lahr, 

wit Menthe thew  to 
.n cheap mots 

Now millions 
of people can 

pick up your pants 
at home. 

rho yeamoot roma mll arm.. 
N FL nmrhall. ,gtbAnd tennas, ,, hwitetiall 

And num, ”clx ,-...rt• 
Fat h .mr., wlirncn .1% will Ire wen 

10  w people 
We don't muraneer  all nm into mut wore 
mce people do tact thew.  heahk 

them wth lartm. rams mateadorunheerd-of one. 

Dickies 
ru can .01 them ror the wem Once 

heap 'rum 
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Instant Non-food. 
•  linirul4wking at the new Number i 

in ID,II-i,iodi,inchainafterchair.. 

Itar id I.t.lorpad, 
Ilk K\t 14.-1thin hi tL 

60-second pictures.The next best thing to food. 

• 

OM . 

/ 

POLAROID  1,, LM 
tot 

P Ot Aft 0I D 
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1out-k.k.okun.;.ii liin,is \ u slur 
non-tu.KINin naukutki shill . 

(dm packI ii u 

Think of it as 20 cans of soup. 

us Is us  ii is I is  \  I 
iii IIsuui-1  I.. iii hills  

Ii d Is si 111 ,1, 
I hi  hs 

195 
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 a very unusual ldnd of 
children's program. It's only for kids 
who've run away from home. 

It's not fur kids % Ming +nog  cal polite. Its purpane- to boo& as.  And helmng tbent find OUR 
en then Po mo Ira for kids who  deuronmns of runaway children.  that • hole running ... is numb. 
thought dim hod enough of thaw  And gni: parents a chance to am  what the, really needed maul them 
100111% R.  4.. . is a onevef  .-Come home We care" Runaway  hack togeth,,. 
program developed In WRRO with  is working Knot,, ing a lot of 
the impel." , of tlic Missing Peri scored kids with a lot of scared  WP..40 
wan Bureaus of Rhode Island's ka parents 

.4 

Ose of the sode r of espial Mies Onesioselles. We es& le swells. 

sok 

For one unforgettable week last May 
every radio and TVstation in Philly 
were on the same wave length. 

„.,Or lt z'd Lis rd And m i  , 

up %Oh • pooerful allow one 
neck broadcast attack 

Working mth the Telesiosup 
and Radm Adve rr r ing Club, we 
marshalled mem TV and radio so 
iron in the area. We assensbled. 
taped and nook avadabk all of the 
known TV Sp0.11 on dna( &how. be. 
sides producing • few of our own 
And weevers helped pan together a 
few rade, spots as well 

So that to Philly, that work 
of May 24th. all public announce 
memo on all stations were tooted 
inc.- to • sangic  —dr. , it 
was a million bucks of media now 
hod worth ... mew...And this war 
sw're gang to do it again 

so If you're in Philadelphia 
dorm1 dm, week this p m,. ho w. 
on , Peak In And we what happens 
when a la of on, , • la of sta-
to ms get mad = to work on 
the me w wave 

taw of the stations of 
Vapit•I Cities Rroadrowtsw 

We tailk on people 

The guys at WKB'Wdreamed u-3 
a great new scheme to help - 

Buffalo's 20-mile march on hunger. 
They shut up and marched. 

wsy for a rad. sto 
non to risme en appeal for 
shorn", kll t ha. to do es talk 
Al WKRW we des tded nist 
talking a. as •'t enough 

So. mhen Buffalo's 
Third Animit•I U. ..h 
Hunger roiled around, the 
three goys 'the lwad of the 

am: l•-•.• ••••• staff Thee 
../  vlevie 1/0 nobs Each 
.•iiin. olhealthi sum of 

per oohs to help the 

Ile Marsh on Hunger 
too tins of INKRW's con 

,•• op  orw he %pot insoles,. 
reeenr• on mrblic sers ice of 
me. load siorr ...scooter to 
talk  t truth is, we don't 
!whew am :on  anybody 
clw to so what we won't du 
mooch., 

vig.c.13w 
One of the station. 01 tapit..1 t she. Hrosiessine  P.11 

, 

N r• 

lb get  invtehis worldgot to, 

have the guts to upset a lot of people 
at least once a week. 

Airing an occasional Mail  I neck With olinig stsiff Youth  M-611, ssewerouns week alter week 
imotars ,prot  vinsuantlitshokr  g.op. Pa/ i.e.',  DOC10•• tn • h.  Surt. sometime, the things 
o the world .1 1111 k  1/41  1 low  gfir  M ali Mal 10114,  weshow ores lit le hard to swallow. 
wont In meld to get pen and An whsi h relate to %flan And Oa  Ih  like medicine I, doesn't have 
mem-then...he..,, mewl heng. votive  einothee  ehelem• of the sta mens  10 ootegosidto mgood 
pit to deo rneree 'hen he., an lece.e  world of Wystsin New York 
•ii ...f orma  It's oil there  ' II ,, and  W I Cks P. W T V 

At VS kBW IV wei do  1p  Now". our stirring pri me time 

Onst  Oie awls = st Capita CMOs Osesdarliss. W. Ull  pespls. 



POVERTY IN A —RILUON-DOLLAR 
ECONOMY IS A CRYING SHAME. 

Bnodcaster, are concerned 
and are doing something ak out it. 

STDRIM 
moors 

138 
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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. 

CARS AND THEIR DRIVERS 
KILL MORE CHILDREN EVERY YEAR 
THAN ALL ILLNESSES COMBINED. 

Broadcasters are concerned 
sod are doing something about it. 

; 

t 

es .•••••. . 

STOUR 
ST1E1045 

IN OUR CMES,I PERSON IN 29 
IS EITHER MURDERED, 

MUGGED, ROBBED OR RAPED. 
Broadcasters are concerned 

and are doing something about it. 

Doss•.•  0.1110 IV 
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• 
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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. 

THE PEOPLE WHO SPEND THE MOST MONEY 
SPEND THEIR TIME WATCHING US. 

A criticism of television news 
from someone who knows, 
fora change. 

ABC Stations' movies. 
People watch us to escape from 
whatc going on in the world. 
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199 
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 

Without taking the seriousness 
out of the news, we took the stuffiness 
out of the newscaster. 

Sosr.efloWWS 11111111191110 
pe opie what's going on in the world, 
and stilt make a lot of friends 

0  4 1.4 . 

A. • 



What took Charlie Most so long' 

Busiress Weel, 
r 

I 

140 

140 
Art Director: Dave Pert 
Copywriter: Hal Freedman 
Designer: Dave Pert 
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 
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Hi-Yo,REA!  HiAlo,REA! Awaaay! 
Awaaay!  0=- - 

REA Express 
ndes again' 

"He left a Silver Bullet! 
Who was that man?" 

"REA 
Air Express 
rides again!", 

EV . . . an REA Expressnon 
aimiremitegnmes, 
le Masi behind • Slow DAM 
to kip Amolonn Win = 
in. him In nisi 

m•ya REA! More 

The only Air Express 
is REA Air Express. 

(because only REA is 
in partnership 

with all 33 airlines. 
reaches 522 airports, and 

serves 22.000 communities). 

Read this list of how 
we can help you 

beat your competitors: 

fro • 

REA Express 
nces again' 

Hi-Yo,REA! Awaaay! 

ggi =s 
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2. 95 ° .  

rnapr c0,0: 
(12% Are c100..•  0 • ! 

! soroce  1, 10V.  •  ' pICL 4 . 
and deleveq. al no OXIIP  •• ,000 afounu 
all Our orport mErimis 

4. When Oft cOlnpany  • s  sn!pr,n, 
ad 101 1 tr.0421092r, 1. Es me, •. 
Pickup and delevang is Always in ow  

5  00n. carteR "Aces poi the carton? 
• ;unmoral., We monk* Inarhing. And our 

!neflor, Tveing Symbol WI us whore 
shipenart 1509192.19111 01 9511 90.9 

Air is the future. 
Every year the gap between 
surface prices and 
Air Express prices nar -ows. 
We proved 10.000.000 times last 
year that REA Air Exaress 
is the biggest. fastest carrier of 
small-shipments known 
to mankind 
(at near the speed of sound)! 

Hi-Yo, REA! Aw.7aay! 

Olt 
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How Kingfish Isaacs sold coaches 
on giving their players 

Southern Comfort before every game. 

IGnglish Isaacs has been 
dru ik for twenty-five years. 

De-unk with an idea. Satu-
rattd with a (Imola. Intoxicate: 
oie goal. Through the days 

as a player, as a coach, as a sports 
retailer, right up to the day he 
wal .zed into Southern Athletic. 

What obsessed Kingfish was 
the idea that nobody, hut 
n itsidy in sports equipment 
mar ufacturing was really 
p awer-oriented. 

kid the hest example of that 
rot lem was uniforms. 

Jerseys used to drive 
plarers to drinking. Kingfish 
played foithall twenty-five 
years ago at Wake Forest And. 
ir filmy ways, the football 
equipment of those days 
stems pretty crude these days. 

t. even then, the uniforms 
look  great from the stands. 
Those jet black jerseys with 
the shiny gold pants looked 
pret-y up-and.running good 
to th 'fan in row Z. 

Fir the players. it was 
mak 'Sr suiry. Because the 
wrsoes were wool or maybe 
be ow cotum. The pants were 

,I dllf ,tt  s r 1 A/1.1 , 11t• pl a ye ni 

were about to drop in their 
tracks. They would have 
driven as hard for six drops 
of we.ter as for six points. 

The problem was, sports 
uniforms were always designed 
by sortie guy up in row Z, not 
hy a player or a coach. 

How Southern Comfort 
solves a hall 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 pi-ix-vs.:called transverse-
trtingular knitting That's 
what made double-knit and 
interlock ohsolete 

That's what makes South-
ern Comfort the fabric that 
absolutely won't ran. The best 
breathing fabric yet. The fabric 
that won't let dirt in. The fabric 
that fits closer, looks beter, 
and g. yes less tackling surface. 
The ft:bric that won't ansorb 
moisture. The fabric that gives 
maximum perspiration evap-
oration. The fabric that is 
stronger, and has the M LXI MU M 

recovery of shape. The fsbric 
with the best heat dissip it ion. 
The :Yost brilliant colors. 

That's what makes Southern 
Comfort fabric semi-amazing. 
Just like a lot of °trier th. nits 
at Sot them Athletic. 

And that's why, if you re not 
giving your players Southern 
Comfort uniforms we'd 'sive 
totall. to you. 
If you still haven't written 
Kingfish. Knoxville, road 
this. Kingfish wants to tell 
you atom his miraculous 
Southern Comfort uniforms 
alms - as much as he waits to 
tell yo a about his greatest 
victories ass coach. 

Wri-x Southern Athletic, Box 
666, Knoxville. Tennessee 37901. 

SOUTHERI1 ATHLETIC 
'  eni mra,  [ay . •E W oie•I n F M, Mns, 

Kingfish Isaacs invented 
a *hole new kind of uniform. 

but he wasn't satisfied until he invented 
a whole new way to sell it, too. 
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Kingtish Isaacs 
didn't iment Red Dog pads with his brain. 

he imented them with his shoulder 
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141 
Art Director: George Lois 
Copywriter: Ron Holland 
Designer: Dennis Mazzella 

Tom Courtos 
Photographer: Tasso Vendikos 
Agency: Lois Holland Callaway Inc. 
Client: REA Express 

142 
Art Director: Ralph Moxcey 
Copywriter: Scott Miller 
Designer: Ralph Moxcey 
Photographer: Bill Bruin 
Agency: Humphrey, Browning, MacDougall 
Client: Kendall Company 

142 
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This is the kind 
of tv we do. 

• IP 

• • 

• 

• 

• 

I. 

• 

sun 

WB&F 
Warner, Bicking & Fenwick, Inc. 

866 United Nations Plaza, N.Y., N.Y. (212) 759-7900 

This is the kind 
of print we do. 

PROTOSUD 

WB&F 

This is the kind 
of trade we do. 

p . 

n.o...Pga./ovfpralrmroe.... 
mom.* 

" =1• =1".. 

143 
Art Director: Rod Capawana 
Copywriters: Charles Sawyer 

Tyler Kaus 
Photographers: Charles Wiesehahn 

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 

Dave Willardson 
Artist: Dave Willardson 
Agency: Wenger-Michael, Inc. 
Client: Fender Musical Instruments 
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The wories favorite road machine 
'.iaktne ,t  n rnus,  vdolF an the r,, .1 V • 
,1 r',..S [-VA fling swk.,_  e'er. trzC bass 

hiss ',re often I  Other Together 
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American Electric Power 
puts on the fifth of the world's 
-largest double reheat boilers. 

FOSTE R 0 W HEELE R 

Ifthcs re giving y(R1 tmuhie, 
‘vell pulverize them. We've developed 

a certain sensitivity to 
NOx emissions. 

Our 
steam generator 

design 
began with an ideal. 

Under 
the octane gun. 

I he fir.  and 1,. .1 I II.  c  Rip 

T 
is 

tit •--ut- "aro 

if" 



POLAROID 
AND THE EMERGENCE 
OF FYDEL !ONES. 

14andt 
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and how to get a little recognition. 

The imaant image 
and tumor tkleakm. 
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145 
Art Director: Raymond Fedynak 
Copywriter: Robert Tulp 
Photographers: Joel Baldwin 

Leon Kuzmanoff 
Ken Ambrose 

Agency: Muller Jordan Herrick Inc. 
Client: Foster Wheeler Corporation 

146 
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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Art Director: Frank Biancalane 
Copywriter: Ethan Revsin 
Designer: Frank Biancalana 
Artists: Charles White III 

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 Advertisinq Agency 
Client: Pfizer Inc. 
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Vibramix et 
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Pharyn 
. tonsillitis  

the 

of view 
Vibrawycin (doxycydine) 
penetrates tonsil tissue to reach 
susceptible pathogens 

•  enti rations contr ibute 
• • r  • ,ocr tr er less of Vibranwr in 
Dr11 renal Throat 'tart/ions Vibramyr sir is 
five against a wide range of  cot itric 

baderva  luchng strains Of  • 

otrianrsms'a, StTePt9,9Cco., I 
Fsaernophilus rnfliinrraap 

Vibr sow< in is valuable in the treat mei it 
ot tonsillitis due to susceptible pathogens 
because it reaches high concentrations 
at tonsil tissue (see table below) 
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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 

150 
Designer: Bernie Zlotnick 
Copywriter: Irwin Rothman 
Artist: Hiroshige 
Client: Pioneer-Moss Reproductions 
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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. 

151 

WHAT THE WELL 
UNDRESSED 

MAN IS WEARING 
THIS YEAR. 

JOCKEY INTERNATIONAL SKANTS 

Jockey Fashion 
Underwear. 

Millions ofAmerican 
men would 

feel naked without it. 

jockey Fashion Underwear 

Are you 
overlooking 
an enormous 
market? 

Lill  And  14.in Linda, %war 



Small Space! Single 

152 
Art Director: Tom Stoerrle 
Copywriter: Frank DiGiacomo 
Designer: Tom Stoerrle 
Agency: Della Femina, Travisano 

& Partners, Inc. 
Client: Yonkers Raceway Corp. 

159 
Art Director: George Lois 
Copywriter: Ron Holland 
Designer: Dennis Mazzella 
Agency: Lois Holland Callaway Inc. 
Client: Restaurant Associates 

152  153 

Tomorrow night, 
anybody from Yonkers 
who shows, wins. 

YONKERS AREA NIGHT 
ADMISSION 
COUPON 

No 7 3 ONLY 

O DIT 1.111M110 W OK MI 
5. MI. /MUM la0011111 

That's right, anybody from Yonkers 
who shows up at Gate 5 tonight with 
this coupon gets into the grandstand 
for last a 7.51 service charge. Which 
means you'll come out $150 ahead be-
fore the first race 
New how can you beat that, 

THE NEW YONKERS RACEWAY 

"Some of those 
skinny models 
come in for Dinner 
and I tell you 
they eat more 
than my 
Pro Football 

players:' 
CHARLEY 0 

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. 

9 

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. 
There is no this service is frcehea.rge for this call,   

In Conn. call: 1-800-882-6500. 

154 
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The main difference 
between a $150 abortion 
and a Si000 abortion is 
the doctor makes an 
extra $85o. 

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

Free Abortion Referral Service 
from ZPG-NewYork 

"My gravy is fine. 
It's what's underneath 
that makes me cry." 

Nis hushand 
gratl. I k use.. itto Itkic thc 
lumps it, 111, 111441,1 la 
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How fast 
can a $2,000 car 
go downhill? 
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WE'RE LOOKING FOR BROKERS 
WITH A PAST IN FUTURES. 

If you know your way around hog runs, 
platinum lodes and soy bean fields, 
Horntilower 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 tloor. You can place an order, change 
an order, change your mind and get 
confirmation while your customer's 
on "Hole 
Since 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 commodities experience to: 
Mr. Robert Robens,National Commodity 

Sales Manager, Hornblower & Weeks-
Hemphill, Noyes Incorporated, 72 West 
Adams Street, Chicago, Illinois 60603. Your 
inquiry will be held in strictest confidence, 

HORNBLOWER 
RNFILOWER,C,ZWEEKS-HEMPHILLNOVES 

Vlinorporated 

72 West :Clams Street 
Chkago, Ill. 60603 TH. 641-.5000 

"CO ME WIZ 
ME TO ZE 
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 inf ormal 
French restaurant that stays open  BRASSERIE 
24 heures a day.  100 East 53rd Street 

PLaza 1-4840 
Another Restaurant Associates Great Place. 
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Client: Restaurant Associates 



The alternative to 
a wire coat hanger 
is (212)489-7794-

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 
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 

When was the last 
time you had your 
period? 

If you're two weeks overdue, don't milt. 
Consult your doctor. And if you are pregnar.t 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 t ime 

Free Abortion Referral Service 
from ZPG-NewYork 

160  161 

162 

"When my husband says 
the grace, I'm afraid 

I know why he's praying." 

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 
anybody: 
Gravy. I make great gravy. I 

follow the pictures on the 
Gravy Master bottle. 
The gravy comes out 

dark and rich and 
smooth, with a little 
taste of parsley 
and things. 
I've never 
messed it 
up yet. 
Knoc 

on wood. 

bm,kmg p IT NI MIC nett' Tit 

Wrue Grav•i Master. Dep• AY. Long Nana Cit, N. Y. 11101. 

• 

:toy 
4.474 
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See 
everything from 
ton 

Israel is tJe ruins of a 20,00C-seat 
race track the Romani built in 2 A.D. 
And Greek relics. And caves that Stone 
Age men lived in 120 centuries Lgo. 

And 20 minutes later it's "....ove 
Story" in a Haifa theatre. 

Or Tel Aviv's version of the 
Beatles, magma "My beby does the 
Henky Penky" in a discotheque. 

Israel is also a Mediterranean Miami 
Beach called Herzfiya. Where sou can 
check into a lu wry hctel and he in the 
sun all day. So you should go borne 
with a tan. 

It's al 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 para. 

The Hank vah before a sm. 
cer game 

And rilocls of shops where 
you can buy anything from the 

world's softest lea:her trench coat, to 
a stack of Hebrew :omtc 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 
a children'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 thewordsofthat old Israeli 
expression, you re in for the time 

AM MI   of your 

The Airline of Israel 

ICeep this near 
your contraceptive. 
if doesn't work, 
this will. 

Pills, coils, and diaphragms aren't foolproof. 
Yu can get pregnant. And if you want an abortion, 
-Ara can help you get a legal, safe, inexpensive one. 
13,7an 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 
SE rvice. 

So tear out this message and put it in your 
purse or medicine cabinet. If you forget to take the 
P 11, 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-Newl'ork 
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Client: Zero Population Growth 
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Moses would 
have made a great 
client. He only had 
10 commandments. 

The client Isn't always right hut 
lie'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. 
That'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. 
Hiat'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. 
I low's that for guts? 

INDUSTRY WEEK 
The gutsy magazine. 

He was the worlds 
greatest copywriter. 
Then they made 

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 stutny 
magazine. 

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. 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. 

Some accounts are 
so shaky even 

the clients wish they 
could resign them. 

Not all manufacturers make better 
mousetr•ps. In fact, some don't even 
make very good mousetr•ps. 
But it takes a pretty gutsy 

advertising man to tell them so. 
The same kind of advertising 

professional who recommends the 
gutsy magazine. Industry W«k, 

Industry Week calls things the 
may 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. 

How do you 
hire a sop® a year 
media director 
for only $20,000? 

You don't. 
$4).000 media directors won't work 

for $20.000. And neither will any 
othe- $40.000 talent 
Good talent establishes its own 

value. Just like good magazines. 
Aid one of the most valuable media 

buys these days is the guts. 
magazine. Industry Week 

It's valuable because i s well read. 
And it's well read because it calls things 
the way it sees them. Spunk.. Scolds. 
Management labor or government 
That's why its 700.004 manager readers 

prefer it to all other magazines. If you 
don't believe us ask them. We'll pay 
tor the readership stucy. 
Low's that for guts? 

INDUSTRY WEEK 
The gutsy magazine. 
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YOUR HOME TOWN 
MAY PAY YOU NOT TO 
PAY YOUR TAXES. 

One of the neatest little 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 
frequently create a municipal 
bond issue. 
Like most bonds, a municipal 

bond is simply a promise by the 
state or city to pay back the money 
they borrowed from you on a 
specified date, and to pay a steady 
rate of interest while the bond is 
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 
a cent. 
Viewed another way, let's say 

you're in the 39% tax bracket filing 
a joint return. You would have to 
find an investment with a return of 

HOW TO STRADDLE 
PUTS AND CALLS WITH 
M IPS AND M APS. 

DATE. Wednesday, Febeaan 23 
TIME: 7 30P .41 

PIACE. The Tarraruar Club 
81 Park Street. Bangor, Mann 

listen to Mr George M Spadaro, head of 
Hornblower's Option ISepartment, give a 
simple, concise explanation of how you 
can use put and call options to protect 
stock muket profits without undue nsks 
Mr Spadaro will also replan how to use 
spreads:. "straddles:. "stn Ps',' "snaps-

and other lush sophisticated Investors 
have used for years If you're an investor 
you should know how to put these valuable 
tools to work The seminar is tree, but 

space is limited so please LAP 2117-947 7 101 
to reserve a seat or send the coupon below 

Please reserve  seat(s) 
for the Options Seminar 

1.111, 111111 MLS-1411.111.1.14111, 

"—"ztr,:f zeci 

10% to equal the tax-free return 
from a municipal bond payir_g 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 deal about making 
money work for people. 
And if you'll spend a few 

minutes with a Hornblower broker, 
he'll be more than happy to share 
this knowledge with you. 
pi m me mu m m mousiNg 
I PLEASE SEND YOUR CURRENT SELECTION I 

OF BOND RECOM MENDATIONS 

NAME 

ADDRESS 

I  'T."  

• HORNBLOWER . HORNBLOWER &WFFRS-HFAIPHIII,NOITS 
Incorporated 

Aycnue  , Washington, D.0 20t 
Trkpteonr 872-570t i n  i n  

IS I 

cr.17  !IT 

IF STOCKS AND BONDS 
DON'T INTEREST YOU, 

HOW ABOUT 
PORK BEILIKS? 

ina7ket 
hog-.  in, icc is one it 
the mon exoting, volaiitr and riskiest 
areas of ins esung 

Weather, pestilence, crop failure 
almost any factor can affect their pnces 
And it takes a specialist to know which 
factors these arc 

Because of the highly-sensitive nature 
of Commodity trading, Hornblower has 

Comm odity specialists who, 
in our °omen, know more about crops and 
livestock than most farmers 

Their names are Mr Donald Parker 
and Mr Peter Calms and they would be 
more than happy to share their knowledge 
In this area anth you 

At Hornblower, there's more to the 
stock market than lust Bulls and Bears 

We also specialize in hogs and turkeys 
and cows 

lEIORNBLOWER 
111$0,131.0.141:i,11-1., Ilf MPI4111 S. NI, 

Frawk/u. Sow, Boum. Man. ka11•111 
O M 0, 5545 
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"If 
I couldn't 
find my 
mamma 
in the 
kitchen, 
I knew she 
was having 
a baby:' 

M A M MA 
LEONE'S 

%HERE STRONG APPETITE. ARE MET 

AND CONQUERED  OPEN DAILY FOR 

DINNER AND AITE WTHEATER SUPPER 

W HAT A r ukcs FOR PRIVATE PARTIES 

239 W. 48TH ST. JU 6-5151 

"As far 
as I'm 
concerned, 
the 
Superbowl 
is still 

minestrone:' 

M A M MA 
LEONE'S 

W HERE 'TROPIC APPETITES AR.  T 

AND. ONQUERFD  tor. N DAILY Ion 

DINNER AND•11, WTNEATI 

WHAT A PLACE ION PRIVATE PARTIES 

239 W. 48TH ST. JU 6-5151 

"Nobody 
ever 
filed for 
divorce 
onafull 
stomach:' 

M A M MA 
LEONE'S 

W HERE STROH.. APPETITES ARE MET 

AND CONQUERED  OPEN DAILY VOR 

DINNER AND AITEN•THEATER supr . 

W HAT A PLAt  .OR PRIVATE PART. . 

239 W. 48TH ST. JU 6-5151 

"I love 
big tables. 
I can get 
more food 
on them': 

M A M MA 
LEONE'S 

*HERE STROP. APPETIT/. AR! MET 

AND .01 .CERED  OPEN DAILY ION 

UkEEF NAIDAATFIETHLAT. DNA P1411 

NAT A LA OS PRIV ATF PANTIES 

239 W 48TH ST. JU 6-5151 

"Before 
you marry 
her, 
bring her 
to my place. 
See 
if she 
likes to eat:' 

M A M MA 
LEONE'S 

WHERE STROH,  1 .1 ARE NET 

AND CONQUERED  OPEN DAILY FOR 

DINNER •ND AITER•THEATER SUPPER 

WHAT A PLACE FOR PRIVATE PANTIES 

239 W. 48TH ST. JU 6-5151 

"Be a 
career 
woman, 
but after 
you learn 
to cook!' 

M A M MA 
LEONE'S 

W HERE STRONG  ' W ARE MET 

AND CONQUERED  or. DAILY FOR 

DINNER AND AITE WTHEAT . SUPPER 

W HAT A PLACE FON PRIVATE PARTILS 

239 W. 48TH ST. JU 6-5151 

"The devil 
must have 
tempted Eve 
with 
Fettucine. 

(Nobody'd 
cause all this 
trouble for an 
apple!)" 

M A M MA 
LEONE'S 

WHERE TTRONC   TES ARE MET 

AND CONQUERED  OPEN DAILY FOR 

DINNER •NO•ETE WTH AAA L A ICPPER 

WHAT A PL•CE EON PRIVATE PARTIES 

239 W. 48TH ST. JU 6-5161 

"If he's 
giving you 
the cold 
shoulder, 
stop 
using 
frozen 
foods:' 

M A M MA 
LEONE'S 

W HERE. STRONG Ar mrir . ARE &SET 

AND CONQUER .•• OP . DAILY Volt 

DINNER AND AFTE WTHEATER SUPPEN. 

W HAT A PLACE ROM PRIVATE PANTIE. 

239 W. 48TH ST. JU 8-5151 

"Nobody 
ever got 
in trouble 
hanging 
around 
their 
kitchen:' 

M A M MA 
LEONE'S 

WHERE RTRONC APPETIT., ARV MET 

AND...NOV.11ED  IrKS DNII I I IA 

DINNER AND A1TER•THEAl  It Et 11. 

...NAT A PLACE .* IAIVAYY 1,1,11.• 

239 W. 48TH ST. JU 6-5151 
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Discover the virgin islands 
of the South Paci fic. 

h 00ns ',one, ot apt,.  rk sri.' I INI , 

You II toot Papeete in lahni. Nandi avid S11,11111  and 1,15 

CX14.3 XI Australia and New Zealand. 
Well give sou plenty of time to rel.s in the sun. shop for souvethrs 

iv pm line vourselt in the beauty of it all 
While it's still fx :undid 
For 11.111' details on the Pan Am South Paella Mini I lohdas. i all us 

Trawl agent 112111r and tom prIrCi.to herr 
This tour is valid April I November SO 

16 days to become 
oriented toTokyo, Bangkok 

and Hong Kong. 

\bull be flown to these cities and hack on Pan Am.. 
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 there'll be someone on hand to 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. 

it masel atant name and XXX prieego heft 

this to rn  did April I November 40. 

Our tour of Panama includes 
the discovery of an island 
13 miles into the Pacific 
and 450 years into the past. 

Tahoga ii hen i nothing has . Smuts] much 

A tew dass ii ietavat10,111(41. JIXI soult 1,1.1ColtiN tor a tew dais ot 
excatrient in Panama Cm 

And soult he on sour own to explore mountain nitwit,. fish in the 
wriwris  t he ix-ran. sisst the racetrack. J nightclub or d .1,1,10. Of just go 

shinning. bulI find bargains on eserything trom P•rinian silt, to Chift ,t 

If wield like to take ml.- Part Am Ikanamalour. call us 

(Travel agent name and tour price go herr 
This mur valid April I - Nos ember 'al 

A tour that takes you from Lisbon to 
Madrid the long wayThrough Morocco. 

1(011 H 1...• now 11  Pan 
Sm. to Lisbon. Attyr a re, 
days there. soull lwdnissn 
in a defuse. air-conditioned 
motorcoach through the his 
tone cities of Portugal and 
Spain. And the intriguing 
cities Of N101%X.r, AS well 
as the beautiful wuntryside 
in between 

In these cities you'll stay 
in t irst class hotels with most 
sour meals provided. 
And the tour will end 

with a tem days in Madrid 
before you re driven to the 
atrport for your Pan Ant 
flight hack 

If rou're interested in 22 
days of historY and intrigue. 
all us and ask about our 
intasia Tour. 

trawl agent name and tout pr  Qt. lalc 
1 In. tom ,altd Arrd I N. ,. crntwr 155 
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VOLVOS ARE BUILT FOR PEOPLE 
WHO DEMAND MORE OF THEIR BODIES. 
vt .111, I CIII 1, l11 .41 ,411 Ilutli) 

hiiilnlin  I sees V', 4‘.. is 
.osscriihled t ft MI latex- steel 

scct I. Vfln I  l• 4.1 sit 
smaller ..nes 141.111IM i spot 

elth (use these sect/. ins 
.,ether in single so 41,1 

dnit 

I hen sot la%Ctsof ponter 
and paint Art' applied 
pt'. ten It1 Ir. ,f11 rust and 
.. f MI4.11 Whi h helps 
explain whs %‘,1%. , is the 
..or that sells 1,est in Sy. edlen 
Its prepared or the so...est 

It st,u'41 like is. hese .1 
.1% like that.. onic sec us 
NnsItlentantl a  

DEALER 
NAME 

WHERE VOLVOS COME FROM, 
A CAR MUST EAT UP THE ROAD. 
NOT VICE VERSA. 

lism .dizef; 

IS YOUR CAR PASSING INSPECTION 
BUT FLUNKING LIFE? 

at  Ms in  Vale im pec11011 hut 
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Tonight, if you're lucky, 
you won't have to 

work like a horse to put 
your kid through college. 

Tonight at Yonkers, :n addition to cur nine exciting races, 
we've added another a:traction. Were 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 atYonkers 
your dark horse 

could turn out to be a 
free color TV. 

That's right, because tonight were giving away 3 color TVs 
after the 9th race. All you need to be eligible for these pri,e. 
your admission tickct. 
So come on out, because even if you don't win any 

green. you still might leave with a lot of color. 

COLOR TV NIGHT POST TIME 8:00PM. 

THE NEW YONKERS RACEWAY 

172 

Tonight at Yonkers, even 
if you don't win any bread, 
you still get a shot 
at a toaster. 

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. 
You see, tonight ic Appliance Give-Away Night at 

Yonkers. And we're going away 9 great appliances to 

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 Schindelman 

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 Stoe•rle 

Agency: Della Femina, Travisano & Partners, Inc. 
Client: Yonkers Raceway 



Small Space/Campaign 

The main difference 
between a $150 abortion 
and a Si000 abortion is 
the doctor makes an 
extra $850. 

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 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 

When was 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 
through Friday, between 10 a.m. and 5 p.m. New 
Yerk time 

Free Abortion Referral Service 
from Z PG -NewYork 

173 Gold Award 
Art Director: Don Slater 
Copywriter: Jim Parry 
Agency: Parry Associates 
Client: Zero Population Growth 

174 
Art Director: Charles Abrams 
Copywriter: Brian Hennessy 
Designer: Charles Abrams 
Artist: David Palladini 
Agency: Doyle Dane Bernbach Inc. 
Client: Mobil Oil Corporation 

173 

The alternative to 
a wire coat hanger 
is (212)489-7794-

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 
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 



174 

Anne Boleyn 
you were undone. 
Your mortal sin 
you had no son. 

Tonight. The second of 
The Six Wives of Henry VIII 
9PM Channel 13 (PBS) 
MASTERPIECE THEATRE 

Mobil 

Jane Seymour. 
Reared like a nun. 
Just h3s the strength 
To bear him a son. 

Tonight. The third of 

The Six Wives of Henry VIII 
9PM Channel 13 f PBS) 
MASTE iPIECE THEATRE 

Catherine Parr 
must compromise. 
But she's alive 
when Henry dies. 

Tonight.The sixth of 
The Six Wives of Henry vnt 
9PM Channel 13 PBS 
MASTERPIECE THEATRE 

Mc' bil 

Catherine of Aragon. 
Eighteen years wed: 
Banished from court, 
And soon to be dead. 

164 
Tonight. The first of 
The Six Wives of Henry VIII 
9:30PM Channel 13 (PBS) 
MASTERPIECE THEATRE 

Mobil 

Anne of Cleves 
avoids his bed. 
A desperate plan 
to save her head. 

Tonight.The fourth of 
The Six Wives of Henry VIII 
9PM Channel 13 (PBS) 
MASTERPIECE THEATRE 

Mobil 

Catherine Howard. 
young deflowered. 
Queen of England. 
soon entowered. 

Tonight.The fifth of 
The Six Wives of Henry VIII 
9PM Channel 13 PBS 

MASTERPIECE THEATRE 



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 

175 

"I LOST MY JOB 
THROUGH THE 
VILLAGE VOICE? 
Besides providing encourage-

ment to leave your boring and 
irrelevant lob, The Voice provides 
alternatives—film maker, travel 
agent, cab driver, etc. 
New York's most interesting 

lobs are in The Voice. 
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. 

BUY PROPERTY 
WHERE In 

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. 

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 

Shake and bake. 

American Airlines to Hawaii 

• 

/1\11,41114  

177 

It majors in economics. 



Outdoor/Single 

178 
Art Director: John Brinkley 
Copywriter: Robert Levenson 
Photographer: Stan Caplan 
Agency: Doyle Dane Bernbach Inc. 
Client: Porsche Audi of Ame,ica 

179 
Art Director: John Baeder 
Copywriter: Stuart Pittman 
Designers: John Baeder 

Stuart Pittman 
Agency: Smith/Greenland Company Inc. 
Client: Somerset Importers, Ltd. 

178 

It's a lot of cars for the money. 

180 



180 
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 

-u  , 
Jr  For free 

termite inspection call 
Terminix 

181 

'At Bruce-Flournoy Ford, 
we're just as friendly after 
you buy the car."  Bill Bruce of B uce Fou noy ford 



Outdoor/Single 

183 
Art Director: Walter Kaprielian 
Copywriter: Arthur X. Tuohy 
Designers: Walter Kaprielian 

Peter Welsch 
Harold Florian 
Katsuji Asada 
Mon 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 

183 

184 

NNE HONE TO FORD 

LOTTERY * 

50C 

DOLLAR 
SAVING, 
BANK 

ONLY ONE COMES WITH A MONEY BACK GUARANTEE. 
:• b I PCklti 



Barney wanted women 
in the worst way. 

And that's the way he got them. 

Howard W. Koch  t. 
Neil Simon 

Alan Arkin 

"Last of 
the Red Hot 
Lovers" 
Sallio Kellerman 
Paula Prentiss 
Renee Taylor 
sueeroay IN Heil Simon • . • Howard W. Koch  .• GM* Saks 
Mow  . Heal Helti 

185 

186 

185 
Art Director: Ed Brodkin 
Copywriter: Hank Weintraub 
Designer: Paul Crifo 
Artist: Paul Crifo 
Agency: Diener-Hauser-Greenthal 
Client: Paramount Pictures 

188 Silver Award 
Art Director: Oscar Ross 
Copywriter: Oscar Ross 
Designer: Oscar Ross 
Photographer: Bob Meecham 
Agency: Goodis Goldberg Soren 
Client: Borden Chemical Company 

Quick! 
he Elmer's Glue. 



Outdoor/Single 

Dr 
it does 

187 

188 

may look the same but 
the same.i 

PEOPLE 
WHO DRINK 
NO-CAL. 

HAVE NOTHING 
TO SHOW FOR IT. 

189 

187 
Art Director: Ed Rotondi 
Copywriter: Neil Bearing 
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 
Art Directors: Bob Tore 

Aaron Koster 
Copywriter: Hans Kracauer 
Designer: Bob Tore 
Photographer: Alan Brooks 
Agency: Kracauer & Marvin 
Client: Benihana of Tokyo 

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 

Continuous Performances at every table. 

Benihana of Tokyo 

Marina Del Rey: 14160 Panay Way 

Beverly Hills: 38 N. La Cienega Blvd. 

Encino: 16226 Ventura Blvd. 

Las Ye ws. San Frarcabco. Portly, Soar* Asorsaa 



Outdoor! Campaign 

FREE TICKETS 
189 A 

190 

BLENDED 
r'rs wmiSKY 

L_ 

Emu still 
mnlafind 

Coral Gables... 
to move to 

Whether 
smite a man 
Or a Mouse... 

Keep k'm 
Ming, 

If you're 
drivingdrough 
Lioncou =roar:vd. 
your 
won't dare— 

If you're 
the tint man 
on Mamand 
.suu_spyother 
i°°12( ePI-• 

Whether 
vouVe sneers 
' or sleep's 

or hap135+ 
or grumpy... 

l)rink Your 
Orange luk 

esrrs morning, 
'  but_ 

To even school 
tiardoring 0, 
play in our 

Gasor Bowl.. 

BLENDED 
rfc 

SARX 

BLENDED 
nri WHISKY 

BLENDF1 
u-rlec 

"Don't 

"Don't 

dratiTlr' 

'Man teliwr 

"Don't 
ghe up 
the shirr 

"Don't 
INNS U 

Sure 
Nour marina 
raised sour 

dock rent again, 
)Ut... 

[fevers war 
first base ;it:ems 
farther away._ 

When your 
betting system is 

going to 
the dogs... 

still can't 
to mow to 

Palm Beads— 

Drink .our 
( (rang...take 

es n morning. 
but... 

BLENDED 
W HIcItY 

"Don't 

treshuijr!" 

Next tins. 
the stewardess sass 

"CoRee,Tea or M 
tell her— 

If vou 
just iecl 
sthile 

others tan... 

gave upall 
hopes of 

break ing9o, 
hut... 

When you 
realize the tinc-
gelded your 
asiest colt— 

Drink your 
Orange coke 

4:wry morning, 
but... 

Next time 
the stewardess says 

*Coliee,Tea or Milli" 
tell her.. 



Posters/ Single 

191 

Should the government 
re-write this copy 
to protect itself from 

the FTC? 

Xtfin i-on,,:7-1/Hirlik Vie, Int: 
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It was good enough to start a country with. But today you couldn't say it 
in an ad. I; it still possible to write creative and effective copy and get it through 
the lawye -s? Find out at the Copy Club's important seminar 
-Should ovywnters go to law school'?" 

111X1 WE DNESIDAY. APRIL Ii. BAROQUE SUITE. PL AZA M OTE' 

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. 

193 
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 Li., K FUR Itti 
YOU LEAVE PLENTY OF R 3nm IN THE SEAT. 
STEP UP AND GET FIT Ttf.) FOR A VOLVO. 

%%  • 

and it.L! 

WE rr PEOPLE UP TO 6'6E" 

IT'S RUMORED 
THAT IN SCANDINAVIA 
VOLVOS LAST LONGER 
THAN FJORDS. 

193 
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195  196 

Baseball 
The Great Un-American Game. 

it.. k.Ilk 

and 

1 



Posters/Single 

197 

Made in America 

MO M  ri At:t.  4-ENI pt s76.. _ • 
1111  1.68-9005-

vingpiir 
"Z a 

1 IAVAI \ABLE 
.•. 4.11̀, I a  . .Ir 

iE X. 2-5 959 

199 

*Ca 

_  = ft 
inim minme n 

ate, a; 'ant. 
PLAZA ..-R-4HULTER  
FM J838 

A 

'LBO : ltoo  

Closed factories, lofts, stores. More and more unemployment. 
Who did it? Many of us 
Reral Kt. when Americans don't buy the goods that Americans 

make—that puts Americans out of work.  
So save American jobs by looking for  iiit iott;*01 

the union label when you buy women's  
and children's apparel.   . 
The job you save may be your own. 

14 

The 

fiv 

A'11'. 4 . •  :S. 6.  4":" — 
.1 

40 

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 

G M opened an office on 
almost every corner. 

,e3 bola •A bo w: mad 

*O W  fto•I cols •Oil 
Op .  sos•V O ft Anded ymr W O. 

,.10t11 • demi ro w smiswearia mot .b.1 
WO* .c.f • . ,xmlortelliONFON M.04111.1.  finpe•VO MMIP 
•  tn.o, 10: 3 =1• 000.111.115111,1 " 

• go  • •  41. 



How to get to Aqueduct. 
Through May 13. First race 1:30. 

If you're a Thoroughbred:  If you're a New Yorker: 

200 

201 

Start with good breeding Eat the right feed. Get 
plenty of exercise Get a good trainer. Develop 
your speed and stamina (Because only the yen) 
fastest race horses get to run at the Big A.) Get 
used to being saddled with a lot of people watch-
ing Get used to breaking from the starting gate, 
coming from behind, hugging the rail and cross-
ing the finish line ahead of all the others. If 
you've got enough heart to win, you also better 
get used to the sound of thousands cheering 

50' 

It's easier Just take the subway—or a bus—or 
get in your car and drive out. The Big A is only 
about 45 minutes from Midtown Manhattan, 

NEW YORK STATE 

CnnIrrussoara...1 

ACCOUNTING 
SERIES  NU MBER  DRA WING IMO 

TICKET 
NUMBER 

247809 

Play it again,Sam. 



ck m 
promise you 
a rose garden 

203 

W hen Notes-2 had it 
up to ht. * with grill 

:Ỳ rkl̀ C ivrt_TICVV 
-I >oust giNe tip thc ship!" 

204 

202 

Posters/Single 

200 
Art Director: Harvey Gabor 
Copywriter: Pacy Markman 
Designer: Harvey Gabor 
Photographers: Jack Elness 

Tony Garcia 
Agency: McCann-Erickson, Inc. 
Client: New York Racing Association 

201 
Art Director: Ron Carmel 
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 
Copywriter: Larry Plapler 
Designer: Allan Beaver 
Photographer: Mike Cuesta 
Agency: Levine, Huntley, Schmidt 
Client: E. F. Timme & Son, Inc. 



Posters/Campaign 

205 

When you rely on 
something without question, 

that is called trust. 

714e, 
The dependable zipper that never lets you down. 

When you are careful not 
to hurt anything or anybody 
that is called gentleness. 

Wok., 
The  Nice, tipper that dutset  KA 

When you can endure all the 
burdens and pressures of life, 
that is called strength. 

Talon 
The rowed zipper the newer gMestrt 

205 
Art Director: Mike Withers 
Copywriter: Joy Golden 
Designer: Mike Withers 
Photographers: Ernst Haas 

David McCabe 
Benno Friecman 

Agency: DKG Inc. 
Client: 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 





A CURE FOR 
URBAN LEPROSY. 

-lir I 

Net...Yor e 
Urban Coalition 

1001000 
KIDS ARE GOING BLIND 
FROM A DISEASE 
YOU NEVER HEARD OE 

207  208 

209  210 

No lecture. 
No mulching. 
No, none of that. 
Here are facts about 
drug jaws & the system 
of justice overseas. 

• 
Hence.  Swedes. Japan. 

=-:=".=." • -; • 

Span.  Grails. 'Labial  
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I WAS IN LOVE 
WITH A GIRL NAMED CATHY 
I KILLED HER. 

"It was last summer, and I 
was 18. Cathy was 18 too. It was 
the happiest summer of my life. I 
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 I didn't even see the 
tree until I hit it." 

211 

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. 

DRUNK DRIVER, DEPT. Y 
BOX 1969 
WASHINGTON, D. C. 20013 
I don't want to get killed and I don't 
want to kill anyone. Tell me how 
I can help. 

My name is 
Address 
City  State  Zip   

1 

STOP NN W DRU M 
STOP MING EACH OTHER. 0 
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In a few years I'll get even 
with all you creeps 
reading this ad. 
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BY THE TIME 
YOU FINISH THIS 
NEWSPAPER, 

A DRUNK DRIVER 
WILL HAVE KILLED 
SOMEONE. 

It happens every 20 minutes. 
Every 20 minutes of an average 

day. there'safatalearaccident caused 
ht a drunk dmer. 

Sometimes he kills a man. 
Sometimes a woman. Sometimes a 
child. And sometimes he kills himself. 

lie doesn't mean to. Hut he 
can't help R. And it keeps happening 

Every 20 minutes 
it's probably not the first 

time he was drunk and dnving. And 
he's probably very drunk. Something 
like eight shots of bourbon in a 
couplc of hours l n act. the chin, is 

off the road because he can't get 
himself off. 

There are many things that 
can he done to help him and to help 
us. Stricter drunk driving laws, 
stricter law enforcement, scientific 
breath tests, and court supervised 
treatment among them. There's a 
huge national highway safety project 
lust beginning that needs you to 
understand and to help. 

Help. 

MUM, DRIV1.13 
HO% 1969 
,s1St11,6.:RW. Dc 3501 

S.M.  Zip 

GET THE PROSIER* DRINKER OFT THE ROAD. FOR MS  11101111111111. 0 

When was the last 
time you hadyour 
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 
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When your husband and kids 
are out of the house,you'll have time 
to get involved with a stranger. 

215 

216 

The main difference 
between a $150 abortion 
and a Si000 abortion is 
the doctor makes an 
extra $850. 

Expensiv-2abt rtions are a hangover from when 
abortiols were illegal. But today we can help you 
get a egal, saft----and inexpensive -abortion. By an 
M.D. n a clink ir hospital. 

If you have the abortion during the first 10 
weeks a pregnAncy. it will cost only about $1 0. And 
no matter whe - you have it, there's no charge for 
our service. 

We know some doctors who care more about 
people than mo 

Call us at (212 489-7794 Monday through 
Friday, betwee 110 a.m. and 5 p.m. New York time. 

Free Abortion Referral Service 
from ZPG-Newlbrk 
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I—  — 1 
DRUNK DRIVER 

I BOX 1969  I 
I WASHINGTON, D.C. 20013  I 

1 I want to help slop the killing  1 
I on the highways. 

IMy name is ____    I 
I Address   
I City  State___Zip _i 
I —  

THIS  COUPON 
COULD 

SAVE YOUR LIFE. 
Every day 150 people die 

on our s:reets and highways. And 
drunk d-ivers are responsible for 
one-th rd of those deaths. 

A drunk driver doesn't kill 
on purDose. He can't help it. But it 
keeps iappening. 

It's probably not the first 
time h.'s drunk and driving. And 
he's probably very drunk. 
Somet ing like eight drinks in a 
ccupleof hours. In fact, the 
ch.ances are two out of three that 
hr's a heavy, serious problem 
drin kee. 

'The problem drinker is the 

problem. And we have to get him 
off the road because he can't get 
himself off. 

There are many things that 
can be done to help 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 tFat needs you to 
understand and :o help. 

Help. 
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Cancer. 
Sometimes you can put your finger on it. 

One of the seven warning signals of cancer or bladder habits. A sore that does not heal. Unusual 
is a thickening or lump in the breast  bleeding or discharge. 
Of elsewhere.  If you notice anyone of these warnir g 

There are six more that you should be  signals, there's only one fling to do. 
aware of. Indigestion or difficulty in swallowing.  See your doctor. 
An obvious change in a wart or mole.  We want to wipe out cancer in your lifetime. 
A nagging cough or hoarseness. A change in bowel Give to the American Cancer Society. 
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World Population 
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Your girlfriends can 
get you pregnant faster 
than your husband. 

Only the Brooklyn Museum 
hangs Picasso and Katz. 
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Brooklyn needs all 
. the culture it can get 
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IN HIS RIGHT MIND 
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While our kids draw 
little brown cows in the 
meadow, kids in Indochina 
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Keep this near 
your contraceptive. 
If it doesn't work, 
this will. 

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 
from ZPG-NewYork 
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The Case for 
No-Fault Insurance 
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The alternative to 
awi' recoat 
is (212)489E7794-

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,  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 

His parents prayed 
ten years for a child. 
\  t: le-

Ile 

With bricks you can build life 
Federation's' 2114.000000  drive 
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sbu can get tart And YOU can get can  
Maybe you think you look better tan. 

Tan looks healthy 
But under that healthy glow you could be 

giving skin cancer a head start 
So if you spend a lot of time in the sun. or 

if you work outdoors and you have a sore that doesn't 
seem to heal, see your doctor. Almost all skin 

cancers can be cured if diagnosed early 
If you have fair skin, cover up. 
And it you've been lucky so far, plan on a little 

less sun this year You'll be better oft for it 
in the long run 

We want to wipe out cancer in your lifetime. 
Give to the American Cancer Society 

CUM 
you an yut your  al it 

228 
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When was the last 
time you had your 
period? 

If your. kvo 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 

The main difference 
between a $15o abortion 
and a Sir000 abortion is 
the doctor makes an 
extra $85o. 

2:xpensive abort ions are a hangover from when 
abortbns were illegal. But today we can help you 
get a i?.gal, safe—and inexpensive—abortion. By an 
M.D. ii a clinic or hospital. 

If you have the abortion during the first 10 
weeksof pregnancy, it will cost only about $150. An I 
no ma-zter when you have it, there's no charge for 
our se-vice. 

We know some doctors who care more about 
people than money. 

Call us at (212) 489-7794 Monday through 
Friday, between 1) a.m. and 5 p.m. New York time. 

Free Abortion Referral Service 
from ZPG-NewYork 

The alternative to 
a wire coat hanger 
is (212)489-7794-

There is such a thing as a legal, safe, 
inex)ensive 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 can be 
a lot 2ostlier. 

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 
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SOME PEOPLE COME TO ISRAEL 
TO DIE. 

Keep the pro mise. 

" 11.11;1•3 VW APIS 
11, • I 

sTFITE 
6  1(1k  - • • 6 

NOBODY BOUGHT A ROUND TRIP 
TICKET. 

SO MR, THEY'VE ONLY BEEN 
SCARED TO DEATH. 
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SOME JE WS GIVE MORE THAN 
OTHERS. 

iad-,13 Keep the ponno.• wp  pro•nne 
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POSITION AVAILABLE 
Requires the patience of Job, the 
wisdom of Solomon, the strength 
of Hercules, the compassion of 
Florence Nightingale, the under-
standing of Martin Luther King, 
and pays $145. a month. That's 
about all there is to being a foster 
parent. For particulars, call or 
write The Children's Aid Society, 
150 E. 45 St. (682-9040 Ext. 329) 
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call 262-121;  -ireat€  iston Chapter. American Red Cross. 
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GIVE $5.TO ODYSSEY HOUSE. 
IT MIGHT SAVE YOU $500. 

oroo J113 tIC Utlb You lortr  d 
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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 

238 
Art Director: Bernard Roer 
Copywriter: Lee Cirillo 
Photographer: Frank Poli 
Agency: N. W. Ayer & Son, Inc., Chicago 
Client: Girl Scouts of Chicago 



IN MINNESOTA, IT'S NOTAPPLAUSE.  DIAL OUT VD. (612) 339-7033. 

A message ,,smlee M nnes,a .D AereeeSS Comm ?lee 
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236 

One buck never did so much good. 
Buy Girl Scout Cookies. 
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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 



ins think realii)  %I .. talky  linik  Wit . IC. like hit  
make an)l  1•4  htuil ran  t hat. 

the Ma)i  Sunlit  int ral Council 
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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: Education in Sickle Cell Disease 
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YOUR HEALTHY LOOKING CHILD 
MAY HAVE SICKLE CELL DISEASE. 

9 

You can be tooled. 
Your child rimy look healthy 

tad have a mild form ot he disyese 
ceded Sickle Cell Trait 

Some symptoms are Moor in the urine 
and stomach pain 

The severe torrn of the disease 
is Lolled Sickle Cell Anemia 

Some iymptoms are easy fatigue, 
bed welling, pain in legs and s' °mach 

The only sure nay to know 
whether 'OM child has 
thy disease is to get a test. 

WHERE TO GET TESTED: 

leSth A eenue & Van Hi A C pre:sw3y, larriansa,N 
ST. Luke's Hospital Center 

421 West 113th Street. New Yort., N Y. 
Syekenharn Hospital 

Manhattan Avenue at 123rd Stmet. New nod. N Y 
Mornsania Hospital 

0 et Patient Clrnn - Adults end ;Midden 
Welton H,eeim& 168th Street. 3ronv N Y 

Kings County Hospital 
Out Patient Clinic —Adults Pediatric 
Pythatric Clinic —Children, 
411 Clark Avenue, Brooklyn N.Y. 

For further informatgin write 
F xindalion for Research and 
Education in Sickle Cell Lisesse L 
123-431 West 120th Street. 
New York. N.Y 10127 Telepho se 2121 122 8500 

PAO 
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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. 

THE 
INDOCHINA WAR 
WILL END 
NO LATER THAN 
NOV.7, 1972. 

Now, you and 39 million others under 30 have  By then there will be 39 million Americans 
the power lo change America.  under 30. Join with them. 
Where    when   Where  when   

Vt• 244 
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"I had syphilis:' 
V. hen I lust thought I had syphilis. I sr ., I r Igh timed. ashamed and 

horribly alone. 
ill there. a constant burning and itching sensation 
But I still couldn't accept a. Even with all the 
,y mptoms, I really couldn't believe ii. The only was 
1 could have gotten it was from my boyf mend. 
'-imiause I always keep myself as clean as possible 

Much to my relief, the symptoins slowly 
.lisappeared. I was really happy. I honestly thought 
I had conquered it h) hoping and wishing it away. 

But about a month later the symptoms 
',awned, and much worse. I knew I had tribe 
treated. but again I left that awful stigma attached 
tii the disease and I was embarrassed to call ins 
duct, ir 

So I went to aIll ,lhcr neighb. whom'. trio 
clime I thought it would be less personal than a 
private doctor, and saw me some hunuliation. I 

even gave a false name. 
But you know wallet hing. 1 learned a lot that day at the clinic. When I 

left I didn't feel like a freak or a deviate. I wasn't alone. There were many other 
people at the clinic waiting to be tested, Black. Spanish. White. all ages, men 
and women. 

The test was simple and there was no Judgment involved. And I felt so 
much better —so much better that I am not ashamed to tell about a. 

take my advice. If sou have the slightest reason to believe you have V.D.. 
don't hesitate to he treated. The test is painless and only takes a few minutes 
The treatment wrist as easy They. gave me penicillin, and I took antibiotics 
orally for a week. 

If you don't want to he treated by your own doctor, go to a clinic. 
Almost all clinics are free and treatment is always 0 inf ident nil, even if you're 
under IS. 

Ignoring it, or pretending it di iesn't exist when symptoms are present can 
only seriously hurt you. V.D. can cripple. mentally retard, even kill you 

Looking back now I see how silly all icy fears had been. When I think 
about it I am more ashamed ahota the foolish was I procrastinated, than about 
getting infected 

Listen, anyone can get V.D....don't hc ashained 

1 .111,11•111 A...••••1  (l b 
.indoo m- 11,...A.1.011 .10Inth .ne  I • • cm, 
lam a 1.1.11 m. 

"113 tuve syphilis:' 
Si. Lid. lo esta leyendo correctamente. La Tune y me 

cure, y ahora me siento perfectamente bien. 
Siempre crei que solamente una prostituta ti una 

i persona, sucia podia tencr tal 
infeccitin, pert) no es tal cosa. 

Una ye, mientras me 
' bailaba pude notar, algo cerca de 
la area vaginal que me intranquilizo, 
y me puse a pcnsar que diria el 
Dr. de la familia si lo consultase, 
y mas confusa me puse. 

Por ultimo me decidi 
consultar los doctores del Dept. De 
Salud y cuan grandc fue ml 
sorpresa. cuando ellos me examinaron 
y me empezamn el tratamiento 

,..c  basado meramente en varias 
•  Ali--:‘ inyecciones de Penicilina, no fui 

interrogada, y ni tan siquiera not if icaron mis padres. 
Asi pues. si Ud. tiene la mera idea de que Ud. pueda 

scr victima de esta infecciOn proccda rapidamente a tratarsc.... 
Cualquier persona puede contraer tal infeccian:— Los 

siguientes son of icinas del Dept. De Salud:— 

•kr• In% (101 .10.1.. .e . .... 
41 .1 .1••  'c.v ..  .1. Ar ."  5o.n n 

r. :•".. r: t e/:% trot = "2.4  . "' 

Non  fulun Awriar  O u.a. 

, 11.....1 ••••  01•0.1, 
N., M Y * 4..eme. Ill  III •1111,...4.11c •kl.• 

I • 11. ...7....71011.•• ,,..2.t .11 Ain 7 d.. 

"I had syphilis:' 
lies you're ; eading right I had It. I was cured, and Int lrric 
You know, we have a very uptight attitude about venered diseases. 

1 always thought that )1.1LI had 10 be 
.1 prostitute or dirty to get it. 

Well you can imagine my reaction. 
me morning as I was slit us enng. w hen I 
lot iced a sore right on the suit 
of my vagina. Zap! 

I thought that maybe it would go away 
11'1100k 'AI M.: aspirin or better yet. 
...ma: penicillin pills 

But a week or sit later that damned 
„ire was still there I knew I had to be 
ciao]. The infect O IL 11  going 10 
hick up and lease all by itself . I alsoknew 
• hat the longer I put a of f. the sviirsc it 
isould get.but I was very uptight about it. 

I thought of my family doctor, but how 
iir own doctor —a staunch believer ins irgintts-
sunu all of your life.. 

his I called the IIc.ulth Department and asked for a V.D. 
treatment center near me. and 1 went 

I thought it would he a drag, but it wasn't. Nobody hassled me. 
or pressed me for information. 

And they didn't notify my parents. or anything. 
I got a couple of shots of penicillin. Ti was really cool 

and it was free. 
Si, if yi•ll have even the smallest suspicion that you have 

V.D.. please, doift sit around thinking "what if" or "suppose t hey-

or "it couldn't he nit:' Ship living! Anybody can get V.D. 

•••• N al at, 1.1.I.• Ihremmatoo 30 r fa. • „ +N I , • , 
', mot -  :4•11 . ,C. NII 

flew *  I•dlord. AM II. , Swor  •••• 

1.5'0*  g " '" "'"  • mr iJi• lo  •••••  " n.  

"I had 
The first few days my urine was burning I didn't take it 

very seriously. I passed it off —a slight irritation or something I 
drank. About a week went by and the burning got a lot worse. 
,v •  It hurt like hell. 
•  Well, I never thought that I 

.4‘ would get it. It's like a lot of things, 
you never think it's going to happen 
to you. But there it was, no question 
about it. I had the clap. I was 
worried. I didn't want to admit it to 
myself, but I was a little ashamed. 

I had to find a doctor. My 
family doctor was out of the question. 
I knew too many people there, and I 
didn't want a lecture. Maybe one of 
the guys at school or at work would 
know someone to go to. I was 
worried they would laugh their heads 

off. I finally found a clinic. Well what's really terrific is how it 
all worked out. They were great. Nobody stared at me, no one 
questioned me. and I didn't have to give him any personal 
information. 

The cure was simple and painless. Just a couple shots of 
penicillin. It was easy. 

So, if you think you have it don't kid yourself or wait 
around. Get treated. Don't be ashamed. Anyone can get V.D. 

Nam 11 . 01,141 .11 0•••••••• 111. Nola 

- 
c 1 1 ,,  -7 0(162 

110•111 .41 .1 .11116 % .,-0/111. 00 
4vomr-LA . 016 

F. M .o. MilroollAb AN .-111 .0111 s TR A M' 
111 .•  .1 mom m. 110 N .  A OND o wkwis 

-11.1 .4 •1111 ., ..e m -SA M. 
' . .. .01r.lAbro."11 .o- N11 .74) 

tut * A . . fa. -TR YLEAle• TR 1411. 
bado .re .11 .1118 

1.. ...1.171A -11.1.111 

se w 
.. .. ....1.11.11 * , 011 .• *41 ,1 “.,11/ 

Ma m ma 11 . ..roos  Pli s  G o .. . -SA 
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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 
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YOU WON'T GET RID OF HEROIN BY PUTTING ANOTHER LOCK • 

Get rid of Ur µohms  maytx. 
!an G. get rslol virtu. of the loci, 
IV rat haw-an. ri melon aiwng 
IOC deds hu m 
a deeraptv 
strnianur. 

arthilie gra, 
Nawral [kyr. Halm. 

Faderal gyvtvmra. 
a he  av• her the ourirr. aral 

. won dmit taw  emir in .18.0 morsoilL 
t 

HEROIN HOT UNE 800-368-5363 

248 
Art Director: Kurt Haiman 
Copywriters: Ruth Scott 

Andrea Grill 
Designer: Kurt Haiman 
Photographer: Leonard Nones 
Agency: Grey Advertising, Inc. 
Client: Department of Justice 

MIS IS WHERE THE MONEY FROMYOUR STOLEN TV GOES. 
The pusher is the real rip off artist. 
Ripping off your hue. 
Your neighboalood. 
Your life. 
Tell us about the pusher — a descriptaon. 
a license plate number, 
a streetcomer. 
Anything specific. 
Cal The National Heroin Hotline. 
It's run by the Federal government IIt's a free call from anywhere in the country and you 
don't have to give any information about yourseif. 
Call 

HEROIN HOTLINE 800.3684363 

THE PUSHER SHOULD LIVE BEHIND BARS. NOT YOU. 

If you know anytting about the pusher— 
ad  
a license plate, 
a streetcomer. 
anytling spei. ic. 
call The National Heroin Hotline. 
It's run by the Federal government 
It's a free cal from anywhere 
in the country and you don't have to give 
any irdomiation about yourself. 
Cal 

HERODI HOT UNE tf,1push9G4684163 
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Julia Child is 
a dirty sheet fighter. 
How about you? Help the Mayor keep the streets ckan. 

Phil Esposito is 
a dirty street fighter. 
How about you? Help the Mayor keep the streets dean. 

Mayor White is 
a dirty sheet fighter. 
How about you? Help the Mayor keep the streets dean. 

Boston loves a 
dirty street fighter. 
Be one. Help the Mayor keep the streets clean. 

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 Control Council 



WITH FRIENDS LIKE THIS, 
YOU DON'T NEED ENEMIES. 
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Why the 
money guys 
fear Muskie. 
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Muskie. 
He's going to beat Nixon. 
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249 
Art Director: R. Wall 
Copywriters: T. Isidore 

R. Fairchild 
Agency: Lois Holland Callaway Inc. 
Client: Floridians for Muskie 

250 Gold Award 
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 

McGovern/Shriver 
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Art Director: R. Wall 
Copywriters: T. Isidore 

R. Fairchild 
Agency: Lois Holland Callaway Inc. 
Client: Floridians for Muskie 



250  251 

NIXON REVEALED! 
- 

Tomorrow. Muskie for P-esident. 

re running. 
is running 
sident. 
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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 Drinar 

252  253 

If you wouldn't  Ralph Nader finally 
give him the Presidency,  found something he likes. 
don't give nwir Primary. 

Nader's report on Congress 

Why Congressman Drinan 
is winning the election. 

Re-elect Congressman Robert Drinan 
The Democrat. November 7 

Vote for Ed Muskie. He's going to beat Nixon. 
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While Podell works 
for his people, 

Simon works for you. 
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Leonard M.Simon 
for Congress 

Hell be there when you need him 
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How to keep track of 
Congressman Podell as he 
hops, skips and Jumps 
around the world 
on taxpayers dollars. 
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Leonard m. Simon 
for Congress 
bothere when you need him 
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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 

Bertram Podell 
Exposed. 
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Hell be there when you need him 



Tomorrow. Mu sloe for President. 

Print/Political /Campaign 

Tomorrow. Muskie for President. 

If. you wouldn't 
give him the Presidency, 
don't guvejijniur Primary. 

Vote for Ed Muskie. He's going to heat Nixon. 

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 Muskie. 

10 

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, Stoves, 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. I 
wouldn't stand for that. I think when you pay 
for a chicken, you should get a whole 
chicken. Not an empty shell. 1 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'll 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 I 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 I eat chicken every day. 
And do I 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. 



258 
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 almost 
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 marigold 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. I 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. 

259 
Copywriter: David Altschiller 
Producers: Maurene Kearns 

David Altschiller 
Production Company: Tabby Andriello 
Agency: Carl Ally Inc. 
Client: W.T.S. Pharmacraft-Allerest 

Different Sneeze 
60-second 

ANNCR. (V0): 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 allergy . . . (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. 



Radio/Single 

260 
Copywriter: Ed McCabe 
Producer: Ed McCabe 
Production Company: No Soap Radio 
Agency: Scali, McCabe, Sloves, Inc. 
Client: Volvo, Inc. 

Winter 
60-second 

ANNCR. (V0): 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. 

261 
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) . . . 



262 
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 I never 
sang before 
I'm gonna sing about life and the real 
things we need more 
Well I hope you don't mind if I sip on 
my Coke 
While I 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.I.R. London 
Agency: McCann-Erickson, Inc. 
Client: Coca-Cola, U.S.A. 

Lite 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) . . . 



Radio/Single 

264 
Copywriter: George Dusenbury 
Producer: George Dusenbury 
Production Company: No Soap Radio 
Agency: Scali, McCabe, Sloves, Inc. 
Client: Volvo, Inc. 

Taxes 
60-second 

ANNCR. (V0): 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. 

265 
Composers: William Backer 

Billy Davis 
Roger Cook 
Roger Greenaway 

Producer: Billy Davis 
Production Company: Shermai, 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) ... 



266 
Copywriter: Jim Paddock 
Producer: Jim Paddock 
Production Company: Kintel Studios 
Agency Burton, Campbell 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. I read about these things 
in the paper. And I 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. I used to have 
trouble talking through it. 

B: Well, you do well. I can understand 
every word you're saying. 

A: Thank you. 

A: Do you have the money? 

B: I don't have any. Really. I was looking 
for a dime just for the parking meter. Will 
you take Master Charge? How about that? 

A: No. No, I don't take credit cards. 

B: Oh, oh yeah. Well, let me see ... 
Now my checking account's pretty low. 
I know what I'll do.  use my new 
Bankers Trust Master Checking account. 
Have you seen that? 

A: No, I'm not familiar with that. 

B: It's fantastic. I 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 loan then? 

B: Yeah. That's really what it is. Yes. 
Do you think this will cover it? 

(SFX: Tearing out check) 

A: This is o.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. 

287 
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. (V0): 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 developed 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. 



Radio/Single 

288 
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. (V0): 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 
adults. 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. 

289 
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. (V0): 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. 



270 
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. (V0): Let's go to 
Spats ... For the food that ya like to eat ... 
Spats . .. Filled with folks that ya'd like to 
meet .. . 
Spats . . Phone your wife that you'll meet 
her on... 
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 
for you ... 
Spats ... Slightly west of the Avenue... 
Spats ... All New Yorkers are tippin' their 
hats! 
Why don't you tell your date ... 
There's heaven on a plate ... 
Next to the Empire State .. . 
Let's go to Spats. 

ANNCR. (V0): 33 West 33rd Street 



Radio/Campaign 

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 
Coke is ... 

Life Is 
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 II 
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 people. 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 III 
60-second 

Cleveland I 
60-second 

Jamaica I 
60-second 

Atlanta (Fox Theater) 
60-second 



273 
Art Director: Frank Fristachi 
Copywriter: Joe Tantillo 
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. (V0): 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 gallon 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 

274 
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. (V0): 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 



Radio/Campaign 

275 
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. (V0): 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 

278 
Copywriter: Ed McCabe 
Producer: Ed McCabe 
Production Company: The Mix Place 
Agency: Scali, McCabe, Stoves, 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, I 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 



277 
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 I picked 
up the phone to find you on it... 
I don't think I've ever been so pleased. 
Your voice so gentle and understanding, 
life was suddenly undemanding, 
you'll never know how much those minutes 
mean ... 

la lalala lala lalala la lalala lala 
lalala 

ANNCR. (V0): 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 

278 
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 I really wish I 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. (V0): 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 



Radio/Campaign 

279 
Copywriters: Ed McCabe 

George Dusenbury 
Producers: Ed McCabe 

George Dusenbury 
Production Company: No Soap Radio 
Agency: Scali, McCabe, Sloves, Inc. 
Client: Volvo, Inc. 

Size 
60-second 

ANNCR.: In many countries, the 
biggest-selling car is a small car. But not in 
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 Volvo. 

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 

280 
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 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 

(MUSIC UNDER) 

ANNCR. (V0): 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. 

(SEX: DOOR SLAMS) 

STILLER: Hi, Naomi, I'm home. Happy 
Anniversary, 

MEARA: You remembered? 

STILLER: How could I forget? It was a year 
ago today your mother moved out and I 
moved back in. How about a hug? 

MEARA: Ouch. Warren, watch your hands! 

STILLER: That wasn't my hands. It was my 
claw. I 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, I made your 
favorite dish. Meatloaf. 

STILLER: Hey, that's great. We can have 
both. And what's more, I 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 meatloaf. 

MEARA: Warren, the lobster, 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 Schieffelin 
& 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 

283 
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 —Hello —Hello 
—Ma Bell's restaurant! Everybody's talkin' 
to—everybody's welkin' 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 Bell's... 

ANNCR. (V0): 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 I love to hurt. 

I try to make them stall and stutter and 
stop ... And if I do ... what can you do... 
ha ...you can't even call a cop ... you can't 
arrest dirt ... And I'm dirt ... I'm dirt ... I'm 
filthy, rotten dirt ... I'll try to make your 
engine whine and whimper and ye p and cry 
for help ... I'm dirt ... ha, ha ...I'm dirt... 
ha, ha ...I'm dirt... 
and one more time... 

I'm not good for your carburetor .... cause 
I'll try to get it sooner or later ... I'm no 
good for your engine my friend ... Cause I 
don't bow and I don't bend. I'm just no good 
... on your car I'm rough... and if you 
don't like it that's just tough ... Cause you 
can have trouble when I'm around ... and 
when I'm around, I am around ... I'm dirt... 
ha, ha ... I'm dirt ... ha, ha . I'm dirt. 
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 I 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, I to!d him to 
go take a walk. Then all of a sudden 
my customers start asking me for 
Dr. Pepper, Dr. Pepper. So I called 
the salesman and said, "Morris, bring 
back the Dr. Peppers." I thought it 
was another cola. But it's got an 
altogether different taste. Better, if you 
ask me. So now I got a big seller on 
my hands. Who knew? 

('CANDID' TOUCH AT FINISH 
INCLUDES CUSTOMER WAVING 
INTO LENS, TRYING TO GET INTO 
PICTURE ) 



287 
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. (V0): America wakes up 
with Skin Bracer . . . 

(MUSIC) 

CLERGYMAN SLAPS HIMSELF 

CLERGYMAN (ON CAMERA): 
Thanks. I needed that. 

SKIN BRACER BOTTLE 

ANNCR. (V0): Skin Bracer is the 
morning after-shave. Its skin-tightener 
and chin-chillers wake you up like a 
cold slap in the face ... 

DISSOLVE TO JAPANESE IN 
BATHROOM 

ANNCR. (V0): and now, the world 
discovers Bracer ... 

JAPANESE SLAPS HIMSELF 

JAPANESE (ON CAMERA): Domo. 
Sorega Hitsuyodattanose. 

SUBTITLE: "Thanks. I 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 I took five thousand 
dollars and put it into the stock 
market. By '59 I had myself around 
seven thousand bucks. 

STOPS AT HOT DOG STAND 

By '62 it was down to around four 
thousand. 

But ... by 1969 I was right back up 
to seven and a half. 

Now? I'm just about where I started, 
give or take a few hundred. 

Mostly take, I guess. 

There's got to be a better way. 

TURNS AND WALKS AWAY 

ANNCR. (V0): 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. I 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. (V0): 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 

rirwri 



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 I seen you on TV 
before? 

RODNEY SPEAKS TO MAN, STILL 
OFF CAMERA 

RODNEY: Yeah. 

MAN: What's your name? 

RODNEY: Rocney. 

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, I got . . . 

(SFX: LAUGHTER) 

SUPER: THE JUMBO JACK AT 
JACK-IN-THE-BOX 



291 Gold Award 
A-t Directcr: 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 

Lithe 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 . . 
all he has to do... 
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. (V0): 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. (V0): 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. (V0): 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. 

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 

IT TAKES 
A TOUGH M AN 
TO M AKE 

A TENDER CHICKEN. 



295 
Art Director: Sam Scali 
Copywriter: Ed McCabe 
TV Director: Franta Herman 
TV Producers: Sam Scali 

Ed McCabe 
Production Compary: Televideo Productions 
Agency: Scali, McCabe, Sloves, Inc. 
Client: Perdue Farms, Inc. 

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 

IT TAKES 
A TOUGH M AN 
TO M AKE 

A TENDER CHICKEN. 

111 1 : f2.1. 1 10 1 ,A r 
• 



TV/SIngle/:30 or under 

298 
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. (V0): 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. (V0): 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 Dare 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. (V0): Jim Rogers, Transmitter 
Supervisor.. .. 

NOW WE SEE MAN IN PROFILE 

.... for Channel 40 in Sacramento, 
California 

CONTINUE TURN. NOW WE SEE THE 
SONY TRINITRON liE 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 A DIME IN 
THE PHONE, DIALS THE NUMBER 

BOB: Shumaker, Shumaker, Margie 
Shumaker. 

FRED: Well, could be a U or an 0. 

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 

BOB: Hello Margie. Big 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. 



299 
Art Director: Ron Barrett 
Copywriter: David Altschiller 
TV Director: Jacques Lemoine 
TV Producers: Paul Wollman 

David Altschiller 
Client: Fiat 
Agency: Carl Ally Inc. 

Flat 126 
30-second 

(MUSIC THROUGHOUT) 

OPEN SHOT OF ARCH IN EUROPEAN 
CITY 

SHOW DIFFERENT CITIES AND 
TRAFFIC CRUNCH IN EACH 
THROUGHOUT 

ANNCR. (V0): 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) 

(SEX: 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 Oil Corporation 

Mr. Dirt's Bag of Tricks 
30-second 

DIRT IN DARK GARAGE (SMIRKING) 

ANNCR. (V0): Every car engine has 
an enemy —dirt. 

DIRT MOVES TO CAR 

DIRT: If I have my way, this engine 
could stall. 

DIRT GOES TO WORK INSIDE MOTOR 

DIRT: I 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 I love to hurt 
. that's why they call me Mr. Dirt. 

SHOT DISSOLVES INTO GASOLINE 
WHIRLING AROUND IN WASHING 
MACHINE EFFECT 

ANNCR. (V0): But dirt has an enemy. 
Mobil Detergent Gasoline. 

PULL AWAY. CIRCLE TURNS INTO 
RED "0" OF MOBIL 

Mobil hates dirt. 



301 
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 

ApPIIINP" 

-  • 
- 

Dr Pepper's 
Party Size Bottle. 

EIGHT SHIPWRECKED PEOPLE IN A 
LIFEBOAT, EXHAUSTED AND 
THIRSTY 

COWARD: Its been nine days since 
the ship went down. 

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!! Its 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. (V0): Dr. Pepper's new 48-oz 
Party-Size Bottle. It's economical, 
resealable and just one bottle takes 
care of everybody. 

SUPER: DR. PEPPER PARTY-SIZE 
BOTTLE 



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. (V0): 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 Compa-ty: Brillig Productions 
Agency: Case & McGrath, Inc. 
Client: The Mennei Company 

Joe Frazier 
30-second 

VALET AND MILLIONAIRE IN 
LUXURIOUS BATH 

ANNCR. (V0): America wakes up with 
Skin Bracer . 

(MUSIC) 

(SFX: SLAP! SLAP!) VALET SLAPS 
MILLIONAIRE. 

MILLIONAIRE (ON CAMERA): Thanks. 
I needed that. 

DISSOLVE TO SKIN BRACER 
BOTTLE 

ANNCR. (V0): 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. 
I 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 

Cash Register 
30-second 

(SEX: RING CASH REGISTER) 

CUSTOMER LEAVES GARAGE 
OFFICE. GARAGE OWNER SEATED 
BEHIND DESK GESTURES AT 
CUSTOMER OUTSIDE. YOJ 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 Rcsson 

Chuck Roscher 
TV Director: Howard Zieff 
TV Produce' Susan Calhoun 
Production Company: Zieff Films 
Agency: Doyle Dane Bernbach Inc. 
Client: Mob.! Oil Corporation 

Mr. Dirt's Underground Garage 
30-second 

OPENS ON STAIRCASE 

(SFX) 

DOOR OPENS AND SMILING MR. 
DIRT DANCES DOWN STAIRS 

ANNCR. (V0): 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 I love to hurt. 

(SFX) 

I try to make them stall and stutter 
and stop, and if I do, what can you do? 
Ha! You can't even call a cop. 

HE APPEARS COMING OUT FROM 
ENGINE AS HOOD LIFTS 

I 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. (V0): But dirt has an enemy, 
Mobil Detergent Gasoline. 

PULL AWAY. CIRCLE TURNS INTO 
RED "0" 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. (V0): You are about to 
witness a crime. 

CLOSE UP 

Two women on vacation.  and 
carrying a lot of money. 

SLOW MOTION: SUDDENLY A MAN 
MOVES IN FAST, TAKES PURSE 

WOMAN: Oh, stop that man. 

SCENE OF MAN RUNNING AMIDST 
CONFUSED CROWD 

WOMAN: Hey, somebody stop him. 

HE IS LOST AND GONE (CAMERA 
GOES BACK TO NORMAL SPEED) 

ANNCR. (V0): 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 Oil Corporation 

Mr. Dirt's Bag of Tricks 
30-second 

DIRT IN DARK GARAGE (SMIRKING) 

ANNCR. (V0): Every car engine has 
an enemy —dirt. 

DIRT MOVES TO CAR 

DIRT: If I have my way, this engine 
could stall. 

DIRT GOES TO WORK INSIDE 
MOTOR 

DIRT: I 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 I love to hurt 
... that's why they call me Mr. Dirt. 

SHOT DISSOLVES INTO GASOLINE 
WHIRLING AROUND IN WASHING 
MACHINE EFFECT 

ANNCR. (V0): But dirt has an enemy. 
Mobil Detergent Gasoline. 

PULL AWAY. CIRCLE TURNS INTO 
RED "0" 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 Productions 
Horn/Griner Productions 

Agency: Scali, McCabe, Stoves, 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: I have a statement. Gentlemen, 
I have a statement. If you'll please let 
me through, I have a statement to 
make. 

ANNCR. (V0): 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 actuary 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 HiIdt 

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 (V0): I'm National, fly me. 

Eileen Salyer 
30-second 

Mrs. Goldbium 
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 

owo, 
.•••' 

.0.00'.  • 

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-J0 SHAKE HANDS 

NAMATH: My o-o-old pal Jo-Jo Rizzo. 

CUT TO A SECOND BOY 

BOY WITH JOE: Mitch Goldman. 

NAMATH AND MITCH SHAKE HANDS 

NAMATH: My o-o-old pal Mitch 
Goldman. 

CUT TO THIRD BOY 

BOY WITH NAMATH: Eddie Alvarez. 

NAMATH AND EDDIE SHAKE HANDS 

NAMATH: My o-o-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-o-old pal Ovaltine. 

PRODUCT SHOT 

ANNCR. (V0): The chocolate 
sensation that tastes great in milk. 
Ovaltine gives you more of the 
vitamins you need all day than any 
other milk flavoring. 

MS OF NAMATH AND ALL THE BOYS 

EVERYONE (IN UNISON): My o-o-old 
pal Ovaltine. 

Kid Meets Joe's Friends 
30-second 

Joe Talks to Parents 
30-second 



311 Gold Award 
Art Director: Sam Scal , 
Copywriter: Ed McCabe 
Tv Director: Franta Herman 
TV Producers: Sam Scali 

Ed McCabe 
Pioduction Company: Televideo Productions 
Agency: Scali, McCabe, Sloves, Inc. 
Dient: 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. I never raised a 
turkey. 

I'm strictly a chicken man .. . But it'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 

SHOULD 
A TOUGH MAN 
MAKE A 

TENDER TURKEY? 
Write: Frank Fildue 

:lox I53Z Salisbury, Mc. 21801 



YOU'VE GOT TO BE G000 TO MAKE IT IN PrtItr 

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 
Lofaro & 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: I 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. I 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 I 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 Ccmpany 

Joe Frazier 
30-second 

VALET AND MILLIONAIRE IN 
LUXURIOUS BATH 

ANNCR. (V0): America wakes up with 
Skin Bracer... 

(MUSIC) 

(SEX): SLAP! SLAP! VALET SLAPS 
MILLIONAIRE 

MILLIONAIRE (ON CAMERA): Thanks. 
I needed that. 

DISSOLVE TO SKIN BRACER 
BOTTLE 

ANNCR. (V0): 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. 
I needed that. 

Japanese 
30-second 

Handcuffs 
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 

Eyewitness News 

6 and 11 p.m. 

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. (V0): 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. 

Wafting 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. (V0): 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 lady ... 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 sort of a 
hurry. 

BERT: Ha-have you seen the shop? 

BERT SHOWS OFF SHOP 

ANNCR. (V0): 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: ... but you're in a hurry. Why 
don't you pull your car on the rack? 

CUTS TO PHONE 

BERT: Phil, where is it? I don't know 
how much longer I can hold him. 

(SEX: 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. 
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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 Product;ons 
Agency: McCann-Erickson, Inc. 
Client: Coca-Cola, USA 

Country Sunshine 
60-second 

CAB ON COUNTRY ROAD: GIRL INSIDE 

SONG: I 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 go where life is ... 
more excitin' 
But I was raised. 

CUS OF FAMILY REACTING TO CAB 

on country sunshine .. . 
I was raised... 
on country sunshine. I'm a happy .. 
with the simple things ... a Saturday 
night dance ... 

CAB ARRIVING AT HOUSE 

a bottle of Coke ... 
the joy that the bluebird brings. 
I love you, please believe me... 
and don't you ever leave me ... 
cause I 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 I know you've fell 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 ... 



—V/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, Stoves, 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. (V0):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 ,t comes to 
something as expensive as a car. A 
40% down payment is required. A 
car has to be economical. Gasoline is 
800 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: RaIon Ammirati 
Copywriter: Marty Puns 
TV Directcr: Howard Zieff 
TV Producer: Janine Marjollet 
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. (V0): 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. (V0): Every red-blooded 
American boy has had a boyhood 
hero. 

STILL OF 'THE SHADOW' FROM THE 
COMICS 

RADIO ANNCR. (UNDER): 'The Babe' 
... The 'Shadow'... 

CU 'THE SHADOW' . .. STILL OF 
JOE E. LOUIS FROM THE RING 

ANNCR. (V0): The 'Brown Bomber'... 

STILL OF YOUNG BOY BY RADIO 

ANNCR. (V0): 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 
centers on the... 

SUPER OVER JENSEN: You can't 
be the best unless you do it all the 
time. 

ANNCR. (V0): 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 
"'V Producers: John Danza 

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

11111101111111111Noill 
• r: 

Swedish Winter 
60-second 

OPEN ON MS OF SNOW-COVERED 
FOREST SCENE (SEX 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 

(SEX: 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 
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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. (V0): 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 IN 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 Editor: 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: I beg your pardon... 
I 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. (V0): 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 
RECRUIT 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 RangeII 

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 I 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. (V0): Xerox is ... applying 
its technology to all phases of 
communication, whether it be. .. 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. (V0): 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 Rangel! 

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. (V0): 5:36 P.M. The Santa 
Monica Freeway. Vehicle stalled in 
the fast lane. 

CARS SLOW AROUND STALLED CAR 
. GO OVER ELECTRONIC SENSORS 

ANNCR. (V0): 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. (V0): 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. (V0): 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 normal. 

INSIDE CONTROL ROOM 

ANNCR. (V0): 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, I 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 I 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, I love it... 

SHE CLOSES THE DOOR. GROOM 
IS STILL LEFT OUTSIDE 

(SFX: LAUGHTER) 

ANNCR. (V0): 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. Ohh. 

ANNCR. (V0): 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: Ian Shand 

Mike Shapiro 
Production Company M.P.O. Videotronics 
Agency: Young & Ruoicam 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 we'll get'cha with that 
White Owl mildness. Maybe we'll 
get'cha with that White Owl 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/110 or over 

328 
Art 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. 5 
60-second 

CATHERINE DENEUVE. CAMERA 
EXPLORES HER BEAUTY IN ONE 
SLOW CONTINUOUS SHOT 

DENEUVE: It's not important that I'm 
Catherine Deneuve. I know he loves 
me for what I am deeply. I 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 I love to put it in a special 
place behind my knee. When I send 
him flowers he understands what I 
mean. He takes me by the waist 
because he knows it touches me very 
much. He understands I 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: Ric .< Levine 
TV ProdLcer: 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. (V0): 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 Films 
Agency: Ogilvy & Mather Inc. 
Client: American Express Travelers Checks 

Tour Bus 
60-second 

CROWDED SIGHT-SEEING BUS. 
DRIVER CONDUCTS TOUR 

ANNCR. (V0): 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 FROM BUS. 
MAN STOPS ABRUPTLY, JOLTING 
WOMAN BEHIND INTO FEMALE 
TEAM MEMBER. APOLOGIES ARE 
MADE —AS PICK-POCKET LIFTS 
WOMAN'S WALLET 

MAN: Ah . . . sorry... 

ANNCR. (V0): 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 
PICKPOCKET 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/AO or over 

331 
Art ()lector: Michael Ulick 
Copywriter: Jeff Frey 
TV Director: Howard Zieff 
TV Producer: Barbara Michelson 
Pioduction Company: Zieff Films 
Agency: Wells, Rich, Greene, Inc. 
Client: Midas International, Inc. 

Mil 4 

M UD 
MEI • - 

We insta 1 mufflers fora living. 
We have to do a better job. 

Expert 
60-second 

SCENE: A GARAGE. A CAR IS ON 
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. (V0): Midas presents how 
not to install a muffler. 

(SEX: 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. (V0): As muffler experts, 
Midas will be happy to install a muffler 
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. (V0): 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 

•  - 
When you get back to basics, 
you get bock to Ford. 

Split Screen 
60-second 

(MUSIC THROUGHOUT) 

MAN PUTS APPLES IN CAR TRUNK, 
DRIVES OFF. LADY AND FARM IN 
BACKGROUND 

ANNCR. (V0): 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 lots 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 
TV Director: Bo Vihderberg 
TV Producers: John Danza 

Ed McCabe 
Production Company: James Garrett & Partners 
Agency: Seali, 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 (V0): 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 



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. (V0): 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 FROM BUS... 
MAN STOPS ABRUPTLY, JOLTING 
WOMAN BEHIND INTO FEMALE 
TEAM MEMBER. APOLOGIES ARE 
MADE —AS PICK-POCKET LIFTS 
WOMAN'S WALLET 

MAN: Ah ... sorry . . . 

ANNCR. (V0): 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. 

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 

936 
Art Directors: Allan Kay 

Jeff Cohen 
Copywriters: Lois Korey 

Lester Colodny 
TV Directors: Chuck Braverman 

Syd Myers 
Larry Elikan 

TV Producers: Lois Korey 
Allen Kay 
Syd RangeII 

Production Companies: Braverman Productions 
Richards & Myers Films 
Plus Two Productions 

Agency: Needham. Harper & Steers, Inc. 
Client: Xerox Corporation 

1/ 
Traffic Control 
90-second 

MAN ON FREEWAY PEERS UNDER 
STALLED CAR HOOD 

(SFX: TRAFFIC SLOWING —HORNS) 

ANNCR. (V0): 5:36 P.M. The Santa 
Monica Freeway. Vehicle stalled in 
the fast lane. 

CARS SLOW AROUND STALLED CAR 
. GO OVER ELECTRONIC SENSORS 

ANNCR. (V0): Sensing wires in the 
road-bed, linked to a Xerox computer, 
detect a problem. 

(SFX: INTERIOR SOUNDS OF HO 
POST. VOICES ) 

ANNCR. (V0): 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. (V0): 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, stalled vehicle is removed . . . 
5:43 P.M. Traffic is back to normal. 

INSIDE CONTROL ROOM 

ANNCR. (V0): 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 ousiness 
run smoother. 

SUPER: XEROX 

Football 
90-second 

Black History 
90-second 



397 
Art Directors: Nick Striga 

Marc Surrey 
Steve Versandi 
Angelo Gallo 

Copywriters: Stan Schulman 
John Zukowski 
Mort Scharfman 
Charles Harding 
Don Adams 

TV Directors: Don Adams 
Gus Jekel 
Joe Pytka 

TV Producers: Manning Rubin 
Vinnie Infartiio 
Ray Rivas 

Production Companies: Entertainment Concepts 
Film Fair 

Agency: Grey Advertising. Inc 
Client: Aurora 

• 

rf • 

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 ball for the numbers. 

CALLER: G-8. 

DON: Hey, I 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: I like it. I like it. 

CALLER: Who asked ya? 

ANNCR. (V0): It's Skittle Bingo by 
Aurora. 



TV/Campaign/:80 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 

real thing. Coke. 

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 

Coke is... 
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 
Ange a Amoroso 

TV Directors: Horn/Griner 
Judd Maze 

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 OUT OF 
THEATER. GIRL WAS DEEPLY 
TOUCHED AS WAS BOY 

FRED: Diane, 

DIANE: Fred, 

Fred: That was beautiful. I love a 
happy ending. 

Diane: I love a happy ending too. 
Let's get married tonight. 

Fred: Tonight11 "),???? 

(THE PROBLEM —HOW CAN THEY — 
NO MONEY) 

ANNCR: (V0): 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. (V0): Moneymatic from Marine 
Midland. To us people are worth 
more than money. 

Teller 
60-second 

Ralph Bounces Back 
30-second 



TV /Campaign/:60 or over 

340 
Art Director: Woody Litwhiler 
Copywrite-: Don Marowski 
TV Director: Marshall Stone 
TV Producers: Ian 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 you do... 
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 ... urn hu, urn, 
oh, yeh, would I lie. 

(MUSIC) 

(CHORUS SINGING) 

(FADING) 

(FADE OUT) 

Get'cha Somac 
60-second 

Get'cha Doyle 
60-second 

• 



Radio/Public Service 

341 
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 O.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 little indians sniffin' glue 
Brain damaged one, then there were two. 
Two little indians on a run 
One of 'em crashed left just one... 
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. 



Radio/Public Service/Campaign 

343 
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. (V0): Naturally I 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. Ike 
60-second 



TV/Public Service/Single 

344 Gold Award 
An Directo- Manny Pei ez 
Copywriter Helen Nolan 
Cameraman: Steve Horn 
TV Director: Steve Horn 
TV Producer: Manry Perez 
Production Company: Horn/Griner Productions 
Agancy: 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): I can't. I'm 
going out. 

FATHER: O.K. 

KAREN: Daddy, I need $20.00. 

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

KAREN: Daddy, I'm sick ...I 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. I 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: I need the money, I need it 
now, Daddy, please, help me, help 
me... 

FATHER: All right, baby. All right. 
Here, here, that's all 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. (V0): 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 



TV/Public Service/Single 

345 Silver Award 
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 
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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, GET IN ...") 

THEY FIND A CAR, STEAL IT AND 
TAKE OFF. RANDOMNESS AND 
MOMENTUM BUILD DURING 
WILD RIDE 

ANNCR. (V0): Kids can do some 
pretty wild things out of boredom, 
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 Lnderway now. 
With bricks you can build life. 

SUPER OVER BRICKS: UNITED 
JEWISH APPEAL 



346 
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 IS SITTING AT A TABLE 
EATING SOUP. ENTER JOEY 

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

PUSHER: Ten dollars, Joey. 

JOEY: I 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. (V0): 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 



TV/Public Service/Single 

347 
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 

When you're Misted for drugs 
over there, you're iforthe hassle 
of your life. 

National Clearinghouse for Drug Abuse Info,-nation Rocky Ile, Maryland ty 

Inside Outside 
60-second 

INTERVIEW ON STREET 
SUPER: TEHERAN, IRAN 

GUY ON STREET: That's what people 
tell me. I have no desire to ... to try 
to score any kind of dope here. I 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: Well, if I 
understood the laws a little more I 
would have definitely copped out 
because I realize it's just too 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 51/2  years left so it's quite a long 
time before I am free of this. I can't 
even see the end of it. 

STREET SCENE 

GUY ON STREET: You just say 
goodbye to it for awhile. 

ANNCR. (V0): 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 I know. 

SUPER: WHEN YOU'RE BUSTED FOR 
DRUGS OVER THERE YOU'RE IN 
FOR THE HASSLE OF YOUR LIFE. 



348 
Art Director: Allen Kay 
Copywritem: Lois Korey 

Lester Colodny 
TV Director: David Langley 
TV Producers: Allen Kay 

Lois Korey 
Syd RangeII 

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. (V0): On November 7th get 
out and . .. 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. (V0): On November 7th get 
out and ... help someone vote. 

STAGE MANAGER TAKES THE 
PLACE OF ONE OF THE ROCKETTES 
IN A ROUTINE 

ANNCR. (V0): 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 



TV/Public Service/Single 

349 
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. (V0): 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 wart two 
children. But if one of them isn't a 
boy —we'll keep trying. 

WOMAN: Why knock myself out 
working when I can have a baby. 

MAN: Heh-heh, hey Harry. What are 
you and Marge waiting for —huh? 

YOUNG GIRL: Sure I want another 
baby. What else is a woman for? 

ANNCR. (V0): 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 
planning. 

For more information, write Planned 
Parenthood. 

SUPER: PLANNED PARENTHOOD 
Children by choice. 
Not chance. 



350 
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. (V0): 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 up 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. (V0): What we're really 
asking is can you spare the price of 
a drink? 
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351 
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 ind:ans, 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. 

National aearinghouse for 
Drug Abuse Information e. 

Box 1000 tetlogingkan D.C. 20IM3 
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352 
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 

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. I don't drink 
anymore, but I used to. All the time. 
When I was drunk I was about as 
good a driver as my two-year-old 
grandson. 

CUT TO WEAVING CAR HEADING 
TOWARD CAMERA 

I had accidents but I never did kill 
anybody. If it had gone on, I'm sure 
I would have. Because the people 
who were responsible for 19,000 traffic 
deaths last year, are people just like 
I 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. (V0): Write to Drunk Driver, 
Box 1969, Washington, D.C. We'll tell 
you how you can help. 

GET THE 
PROBLEM DRINKER 
OFF THE ROAD. 
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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 

Li 
-* 

W.? 

Backyard 
60-second 

OPEN ON MOTHER (JANIE) IN 
HAMMOCK HOLDING BABY 

SONG (JANIE): 
I want to watch the sun come 
up another fifty years 
I want to write a novel that 
will bring the world to tears... 
And I want to see Venice ... 

DISSOLVE TO SHOT OF MOTHER 
AND FATHER LAUGHING WITH BABY 

I want to see my kids have kids; 
I want to see them free ... 
I want to live my only life; I want the 
most of me... 
I want to dance... 
I want to love 
I want to breathe . . . 

FREEZE FRAME OF MOTHER AND 
SLEEPING BABY 

ANNCR. (V0): 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 
COUPLE'S EMPTY BEDROOM 

I want to know what's out there 
beyond the furthest star ... . 
I even want to go there if 
we ever get that far 
And I want to see Venice... 

ANNCR. (V0): Help do something 
about the problem drinker. For his 
sake. And yours. 



354 
Art Director: Jon =isher 
Copywriter: Sandi Butchkiss 
Designer: Jon Fisher 
TV Producer: Joanne Ruesing 
Productior 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. (V0): 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 h s 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. (V0): Don't live dangerously. 
We want to wipe out cancer in your 
lifetime. 

SUPER: AMERICAN CANCER 
SOCIETY 
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355 
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. (V0): 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. 



356 
Art Director: Chuck Bua 
Copywriters: Paula Green 

Peggy Courtney 
Designer: Peggy Coulney 
TV Directcr: Mike Glynn 
TV Producer: Pau'a Green 
Production Company: Gordon Glynn 
Agency: Green Dolmatch Inc. 
Client: United States Public Health 

If at first 
you don't succeed 
quit, quit again. 

Write for 
free Quitter's Aid 

Rockville, Md. 20852 
US 3egrment ci Health Education.ard * Ur 

Three People 
60-second 

CAMERA CUTS TO EACH FOR 
FACE FRONT TESTIMONIALS 

BOB: I smoked for 18 years. Everytime 
I tried to stop, I felt anger, petulance. 

GERALDINE: I was an addict. I used 
to smoke 60 cigarettes a day. 

KEVIN: I quit smoking a lot of times, 
a lot of times. 

BOB: Four years ago, I did a play. 

GERALDINE: Then my husband got 
ill, and he was told he could never 
smoke again and I realized I would 
have to give it up. 

KEVIN: It got to the point where I 
had to do something, cigarettes were 
just killing me. 

BOB: I was going to have no chance 
at all of cutting it in this play unless 
I quit smoking. 

GERALDINE: I spent as much time as 
I could in places where I never 
smoked. Like in bed or in the bathtub. 

KEVIN: I took the damn things. I 
destroyed them. I would buy fresh 
packages and stamp on them. 

GERALDINE: And finally I lived 
through the places where I used to 
smoke the most. 

BOB: I quit. No withdrawal. 

KEVIN: I beat the habit. And it 
worked. And I 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 

Wall 
60-second 

EXTERIOR SHOT OF PRISON 
GUARDS STANDING ABOUT 

ANNCR. (V0): 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 tells 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. 

're busted for drugs 
u're in for the hassle 

Nabonal Cleaonghouse for Drug Abuse Inforrnatoor Rocky lle. Maryland 
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Art Director: Robert J. O'Dell 
Copywriter: Richwd A. Feleppa 
Designer: Robert J. O'Dell 
Cameraman: Frank Maresca 
TV Director: Robert J. O'Dell 
TV Producer: KFO, Inc. 
Production Company: M.P.O. Videotronics 
Agency: KFO, Inc. 
Client: Hamilton-Madison House 
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Wellington Chou 
60-second 

SPOT IS CHOREOGRAPHED WITH 
STILLS (CITY FACES) 

ANNCR. (V0): They fill 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 help 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.I. EXITS CAB IN FRONT OF 
FRAME HOUSE 

INTERIOR. G.I. ENTERS 
FAMILY AND FRIENDS 
EMOTIONALLY WELCOME HIM 
HOME 

CU OF GIRLFRIEND 
SOLDIER AND GIRL EMBRACE 

ANNCR. (V0): 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: Helei Nolan 
Cameraman: Steve Horn 
TV Dfrector: Steve Horn 
TV Producer: Manny Perez 
Production Company: Horn/Griner Productions 
Apency: 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. I need a bag. 

PUSHER: Ten dollars, Joey. 

JOEY: I 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. (V0): 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 

Peer Group 
60-second 

Karen 
60-second 
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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 Productiors 
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 I 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. I know it sounds stupid ... now 
a solution to a disease and not enough 
money to use it. 

You know I'll do everything I 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! I told you Mommy 
and Daddy would be right out. 

MOTHER: Daddy and I 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. (V0): 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 

NATIONALDRINKI 
GAM 

National Drinking Game 
60-second 

PARTY CROWD WHOOPING IT UP 

ANNCR. (V0): 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? 

(SEX: "ONLY WHEN I'M AWAKE") 

Two: Do you drink more than you used 
to? 

(SEX: "I TRY TO ...") 

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? 

(SEX: 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 
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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 

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. (V0): Wiere 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 
Cameraman: Fred Sweda 
TV Director Fred Sweda 
TV Producer: Sonya Hoover 
Production Company: Sweda Enterprises Ltd., Inc. 
Agency: Sweda Erterptises Ltd., Inc. 

N.Y C. Environmental Protection Administration 

New Car 
60-second 

RUNNING SHOT OF NEW CAR 
(CUSTOM MODEL) 

ANNCR. (V0): 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. (V0): Maybe we can't afford it! 

Taikin' Big City 
60-second 

Driving to Work 
60-second 
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Consumer Pages and Sections 
Trade Pages and Sections 
Complete Issues 
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Consumer/Pages, Spreads/B/W 

385 
Art Director: Joseph J. Sinclair 
Editor: Terrence Dewhurst 
Designer: Joseph J. Sinclair 
Artist: Michael Gross 
Publisher: The New York Times 

School Weekly 

368 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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Art Director: Robert Kingsbury 
Writer: Hunter S. Thompson 
Designer: Robert Kingsbury 
Artist: Ralph Steadman 
Publisher: Straight Arrow Publishers 
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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 
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Art Director: Richard Weigand 
Writer: George Frazier 
Designer: Henry Wolf 
Photographer: Henry Wolf 
Publication: Esquire Magazine 

978 
Art Director: William Cadge 
Editor: Sey Chassler 
Designer: Cal Holder 
Photographer: Ben Rose 
Publisher: McCall's Corporation 

Redbook 
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Art Director: Alvin Grossman 
Writer: Marilyn Mercer 
Designer: Carveth Kramer 
Photographer: Henry Wolf 
Publisher: McCall Publishing Company 

McCall's Magazine 
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Art Director: William Cadge 
Editor: Sey Chassler 
Designer: Verdun Cook 
Photographer: Pete Turner 
Publisher: McCall's Corporation 

Redbook 
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Art Director: Alvin Grossman 
Writer: Marilyn Mercer 
Designer: Alvin Grossman 
Photographers: Bill Binzen 

Roger Prigent 
Publisher: McCall Publishing Company 

McCall's Magazine 
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Art Director: Alvin Grossman 
Editor: Anna Fisher Rush 
Designer: Alvin Grossman 
Photographer: Otto Sto,ch 
Publisher: McCall Publishing Company 

McCall's Magazine 
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Art Director: Alvin Grossman 
Writer: Marilyn Mercer 
Designer: Carveth Kramer 
Photographer: Henry Wolf 
Publisher: McCall Publishing Company 

McCall's Magazine 
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Art Director: Margaret Howlett 
Writer: Margaret Howlett 
Designer: Margaret Howlett 
Artist: Margaret Howlett 
Publisher: Scholastic Publications 
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Art Director: Alvin Grossman 
Writer: Marilyn Mercer 
Designer: Carveth Kramer 
Photographer: Henry Wolf 
Publisher: McCall Publishing Company 

McCall's Magazine 
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Art Director: Thaddeus A. Miksinski, Jr. 
Writer: Peggy Thomson 
Designer: Thaddeus A. Miksinski, Jr. 
Photographers: Domsea Farms 

Steven C. Wilson 
Publisher: United States Press and Publications 

Topic Magazine 
Agency: United States Information Agency 
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Art Director: William Cadge 
Editor: Sey Chassler 
Designer: Bob Ciano 
Artist: Gilbert Stone 
Publisher: McCall's Corporation 

Redbook 
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Art Director: William Cadge 
Editor: Sey Chassler 
Designer: Bob Ciano 
Photographer: Carmine Macedonia 
Publisher: McCall's Corporation 

Redbook 
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Art Director: Harry Coulianos 
Writer: Charles Kriebel 
Designer: Harry Coulianos 
Artist: Leslie Chapman 
Publisher: Gentlemen's Quarterly 

388 
Art Director: William Cadge 
Editor: Sey Chassler 
Designer: Pat Stetson 
Artist: Carol Anthony 
Photographer: Alen MacWeeney 
Publisher: McCall's Corporation 

Redbook 
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Art Director: William Cadge 
Editor: Sey Chassler 
Designer: Cal Holder 
Photographer: Jerry Sarapochiello 
Publisher: McCall's Corporation 

Redbook 
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Art Directors: Bert Greene 

Joanne Robertson 
Editors: Esquire's Wear & Care Guide 
Designer: Holly Dale Shapiro 
Photographer: Peter Levy 
Client: Esquire 
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Art Directors: Kenny Kneitel 

Michael Gross 
Writer: Michael O'Donoghue 
Designer: Kenny Kneitel 
Artist: Charles White Ill 
Publisher: Twenty-First Century 

Communications 
National Lampoon 
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Art Director: Alvin Grossman 
Editor: Gloria Plaut 
Designer: Alvin Grossman 
Photographer: James Houghton 
Publisher: McCall Publishing Company 

McCall's Magazine 
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Art Director: Alvin Grossman 
Writer: Alvin Grossman 
Designer: Alvin Grossman 
Artist: William Steig 
Photographer: Irwin Horowitz 
Publisher: McCall Publishing Company 

McCall's Magazine 
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Art Director: Allen F. Hurlburt 
Writer: Leo Rosten 
Designer: Allen F. Hurlburt 
Photographer: Art Kane 
Publisher: Cowles Communications, Inc. 
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395 
Art Director: Alvin Grossman 
Editor: Don McKinney 
Designer: Alvin Grossman 
Photographer: Bill Binzen 
Publisher: McCall Publishing Company 

McCall's Magazine 
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Art Director: Harry Coulianos 
Writer: Robert J. Misch 
Designer: Brian Burdine 
Artist: Wilson McLean 
Publisher: Gentlemen's Quarterly 
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Horizon 

419 
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Trade/Complete Issue 

420 
Art Director: Dick Hess 
Editor: Steve Abel 
Designer: Dick Hess 
Artist: Seymour Chwast 
Publisher: Babcock & Wilcox 

Interface 

420 
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Trade/Complete Issue 

422 

IOPINION 26 
anamtwyrapn.c. ?r, . 

421 
Art Director: Dick Hess 
Editor: Al Farnsworth 
Designer: Dick Hess 
Artist: Folon 
Publisher: Babcock & Wilcox 

Interface 
Agency: Richard Hess Inc. 
Client: Babcock & Wilcox 

422 
Art Director: Robert Hallock 
Editor: Edward Swayduck 
Designer: Robert Hallock 
Artists: Fred Otnes 

Alan E. Cober 
Murray Tinkelman 

Publisher: Local One, Amalgamated 
Lithographers of America 
Lithopinion 



Trade/Complete Issue 

423 

423 Silver Award 
Art Director: Eric Gluckman 
Editor: Michael F. Wolff 
Designers: Eric Gluckman 

Rachel Katzen 
Artists: Frarcois Colas 

Murray Tinkelman 
Publisher: Technology Ccmmunication, Inc. 

Innovation 

Mo ws you , Poe . Mao. 
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424 Gold Award 
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 Illustrated 

3 





COVERS 

Magazines 

Book Jackets 
Record Albums 



Magazine Covers 

A Skeptic's 
Guide to 
Health Food 
Stores 

425 
Art Directors: Milton Glaser 

Walter Bernard 
Editor: Clay Felker 
Designer: Milton Glaser 
Artist: King Features 
Publisher: New York Magazine 

426 Sliver Award 
Art Director: Michael Gross 
Writer: Michael Choquette 
Designer: Michael Gross 
Photographer: Leonard Soned 
Publisher: Twenty-First Century 

Communications 
National Lampoon 

427 
Art Director: Stan Mack 
Editor: Lewis Bergman 
Designer: Stan Mack 
Photographer: Michael Raab 
Publisher: The New York Times 

Sunday Magazine 

428 
Art Director: Michael Gross 
Writer: Tony Hendra 
Designer: Michael Gross 
Artist: Dick Hess 
Publisher: Twenty-First Century 

Communications 
National Lampocn 

429 
Art Directors: Milton Glaser 

Walter Bernard 
Designers: Milton Glaser 

Walter Bernard 
Artist: Milton Glaser 
Photographer: Walter Bernard 
Publisher: New York Magazine 
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THE BIRTH OF THE NEW JOURNALISM'; 
EYEWITNESS REPORT BY TOM WOLFE 
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Magazine Covers 

Adding a room, a roof or a 
rosebush is an investment in 
good living, but the payoff on 
home improvements varies 
widely when you sell. 
Knowing which projects 
come closest to paying 
their way can help you 
avoid the financial 
mistakes proliferating 

.  here. 9 Elsewhere, 
in this issue, we suggest what to do if  ...c --1 
you're fired—sensible advice designed 
to keep a temporary setback from 
becoming a cascading personal disaster. 

'I Ingots, medallions, plates 

A
t  of precious metal: instant 

collectors' items bring 
out the Goldfinger in us all. Too 
often, all that glitters is a few 
dollars' worth of silver. 

434 

435 
I he Slinede of lkiescracy 

• •  'teal I  ( ornnaritql .of hunt! IlicA 

430 
Art Director: Mike Salisbury 
Designer: Mike Salisbury 
Artist: David Willardson 
Publisher: Los Angeles Times 

West Magazine 

431 
Art Director: Don Owens 
Copywriter: Coast Magazine Staff 
Designer: Kenny Kneitel 
Photographer: Charles White III 
Publisher: Coast Magazine 

432 
Art Director: Dick Hess 
Designers: Dick Hess 

Marleen Adlerblum 
Artist: Folon 
Publisher: United Nations Assoc. 

Vista 
Agency: Richard Hess Inc. 

433 
Art Director: Frank Zachary 
Designer: Norman S. Hotz 
Artist: Robert Kipniss 
Publisher: American Express Publishing 

Travel & Leisure 

434 
Art Director: Peter Rauch 
Writer: William Simon Rukeyser 
Designer: Bob Daniels 
Artist: Chic Young 
Photographer: Carl Fischer 
Publisher: Time Inc. 

Money Magazine 

435 
Art Director: Michael Gross 
Writer: Tony Hendra 
Designer: Michael Gross 
Artist: Robert Grossman 
Publisher: Twenty-First Century 

Communications 
National Lampoon 

411. 14 ,164-•• ron,  Itimort %m.o. /II I 



Magazine Covers 

436 

MAGAZINE 
OF ME 
UP412i0 NA MES 
AS900ATION 

noviwasei 
mama* 1972 

ONE COLLAR 

PLOWSHARE 
PROPOSITION 
A A 
AFTER 
VIETNAM 
NEW 
VICPE 

436 
Art Director: Dick Hess 
Designers: Dick Hess 

Marleen Ad!erbium 
Artist: Dick Hess 
Publisher: United Nations Assoc. 

Vista 
Agency: Richard Hess Inc. 

437 
Art Director: Harry 0. Diamond 
Designer: Harry 0. Diamond 
Artist: Alan E. Cober 
Publisher: Exxon Corporation 

The Lamp Magazile 

438 
Art Director: Myles Ludwig 
Artist: Guy Fery 
Photographer: Guy Fery 
Publisher: Advertising Trade Publications 

Art Direction 

439 
Art Dirbctor: Dick Hess 
Designers: Dick Hess 

Marleen Ad!erbium 
Artist: Ronald Searle 
Publisher: United Nations Assoc. 

Vista 
Agency: Richard Hess Inc. 

440 
Art Director: Michael Gross 
Writer: George W. S. Trow 
Designer: Michael Doret 
Artists: Charles White III 

Michael Doret 
Publisher: Twenty-First Century 

Communications 
National Lampoon 
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The Wide World of Meat National Geographic Parody 
George Sanders Memorial Boredom Awards 
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All About Eve's Women, by Joseph Mankie lcz 
McGovern and the Professors— Why the Defections? 
*I Ate Everything In Bloomingdale's Food Dept.' 
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Magazine Covers 

441 
Art Directors: Milton Glaser 

Walter Bernard 
Designer: Milton Glaser 
Artist: Milton Glaser 
Publisher: New York Magazine 

442 
Art Director: George Lois 
Designer: George Lois 
Photographer: Carl Fischer 
Agency: Lois Holland Callaway Inc. 
Client: Esquire Magazine 

443 
Art Directors: Milton Glaser 

Walter Bernard 
Editor: Clay Felker 
Designers: Walter Bernard 

Milton Glaser 
Photographer: Carl Fischer 
Publisher: New York Magazine 

444 
Art Directors: Milton Glaser 

Walter Bernard 
Designer: Milton Glaser 
Photographer: Henry Wolf 
Writer: Milton Glaser 
Publisher: New York Magazine 

445 
Art Director: Michael Gross 
Writer: Ed Bluestone 
Designer: Michael Gross 
Photographer: Ronald G. Harris 
Publisher: Twenty-First Century 

Communications 
National Lampoon 

448 
Art Director: Neil Shakery 
Designer: Michael Doret 
Artist: Michael Doret 
Publisher: Saturday Review Company 

Saturday Review Of The Arts 
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ipsycltr g Out Mcqpvern's,Mission, by GartY Wills 

Apartment Lawn; 
Is Easy II You Krow How 

Custom-Des goad 
Hold-Everything Closets 

The Best Handyrien 
in Town 

Un-Cute Childree's 
Furniture 

What Departmert Stose 
Decorators Can Do FCr You 

25 Objects YDU Shoulcn't 
Do Without 

-Sa'ivadqviC,ouv•of 

THE ARTS 
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Book Jacket 
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447 

447 Gold Award 
Art Directors. Milton Charles 

Alan Peckolick 
Designer: Alan Peckolick 
Photographer: Frank Moscati 
Publisher: World Publishing 
Agency: Alan Peckolick Graphic Design 



Record Album Covers 
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L49 
448 Silver Award 
Art Director: Tina Rossner 
Designers: Michael Doret 

Kenneth Kneitel 
Photographer: Charles White Ill 
Agency: Fluid Drive Studio 
Client: ABKCO Records 

449 
Art Director: Frank Daniel 
Designer: Frank Daniel 
Photographer: Frank Daniel 
Client: Pickwick International. Inc. 
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Record Album Covers 

450 
Art Director: Acy Lehman 
Designer: Joe SteImach 
Artist: Richard Amsel 
Client: RCA Records 

451 
Art Director: Acy Lehman 
Designer: Acy Lehman 
Artist: Norman Rockwell 
Client: RCA Records 

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

453 
Art Director: Acy Lehman 
Designer: Acy Lehman 
Artist: Richard Amsel 
Client: RCA Records 

454 
Art Director: Acy Lehman 
Designer: Acy Lehman 
Artist: Don Punchatz 
Client: RCA Records 

455 
Art Director: David E. Krieger 
Designer: David E. Krieger 
Photographer: Joel Brodsky 
Agency: Davis Fried Krieger Inc. 
Client: The Stax Organization 



Record Album Covers 

457 
Art Directors: Chris Whorf 

Ed Thrasher 
Designers: John Casado 

Barbara Casado 
Artist: John Casado 
Photographer: Ed Thrasher 
Agency: John & Barbara Casado Design 
Client: Warner Bros. Records 

458 
Art Director: Bob Ciano 
Designer: Bob Ciano 
Artist: Roger Hane 
Client: CTI Records 

457  

458 



459 
Art Director: Bill Levy 
Designer: Fred Marcellino 
Client: Paramount Records 

460 
Art Director: Tony Lane 
Designer: Tony Lane 
Photographer: Tony Lane 
Client: Fantasy Records 

459 

460 
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Record Album Covers 
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461 
Art Director: Tony Lane 
Designer: Tony Lane 
Client: Fantasy Records 

462 
Art Director: Ed Thrasher 
Designers: John Casado 

Barbara Casado 
Photographer: Jim McCrary 
Client: Warner/Reprise Records 

463 
Art Directors: John Berg 

Ed Lee 
Designer: Teresa Alfieri 
Artist: Roy Carruthers 
Agency: Columbia Records 
Client: Columbia Records 

465 
Art Director: Ron Coro 
Designer: Ron Coro 
Photographer: David Gahr 
Agency: Columbia Records 
Client: Columbia Records 



Record Album Covers 
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468 
Art Director: Tina Rossner 
Designer: Kenneth Kneitel 
Photographer: Charles White Ill 
Agency: Fluid Drive Studio 
Client: ABKCO Records 

467 
Art Director: Ed Thrasher 
Designer: Andy Warhol 
Photographer. Ed Thrasher 
Client: Warner/Reprise Records 



SALES PROMOTION 
AND GRAPHIC DESIGN 

Books, Booklets, Brochures 

Packaging 
Point-of-Sale 
Annual Reports 
Sales Presentations 
Calendars 
Direct Ma I 
Letterheads 
Trademarks and Logotypes 
Corporate Identity Programs 



Books, Booklets, Brochures 

468 
Art Director: George Lois 
Copywriter: Rudy Fiala 
Designer: Dennis Mazzella 
Photographer: Carl Fischer 
Agency: Lois Holland Callaway Inc. 
Client: Olivetti Corporation o' America 

489 
Art Director: Roland Young 
Writer: Chuck CaseII 
Designer: Mike Salisbury 
Photographer: Jim McCrary 
Agency: Mike Salisbury Inc. 
Client: A&M Records 
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470 
Art Director: George Lois 
Designers: Kurt Weihs 

Dennis Mazzella 
Artist: Bill Viola 
Agency: Lois Holland Callaway Inc. 
Client: Darcy Gallery 

471 
Art Director: Dick Lemmon 
Copywriter: George Mead 
Designer: Dick Lemmon 
Artist: Donald Wilson 
Agency: N. W. Ayer & Son, Inc., Chicago 
Client: State of I'linois Tourism 

470 

471 



Books, Booklets, Brochures 

472 
Art Director: Ivan Chermayeff 
Copywriter: Ivan Chermayetf 
Designer: Ivan Chermayelf 
Photographer: Elliott Erwitt 
Publisher: The Viking Press, Inc. 

Studio Books 

473 
Art Director: Craig Braun 
Designer: Tom Wilkes 
Photographers: Phil Marco 

Ethan Russell 
Agency: Wilkes & Braun, Inc. 
Client: Ode Records Inc. 

472 473 



474 
Art Director: Bob Salpeter 
Designer: Bob Salpeter 
Agency: Lopez Salpeter Inc. 
Client: IBM 

475 
Art Directors: Bob Loth 

Bill Bonne!! III 
Copywriter: Anthony Marcin 
Designer: Bill BonneII III 
Photographers: Steve Deutsch 

Tony Kelly 
Stan Jorstad 
Nick Costanza 

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

474 

IBM 4  Audiovisual 
Catalogue 
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hrst. r•-ad this newspaper Then gdm Et to your dog. 

The purpose of this 
newspaper is to help 
you train.yourdog to 
go to the bathroom 
indoors, on 
newspapet; 
all the time. 
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ME KEY TO 
BUOYING 
SUCCESS 

AFTER RVE DAYS, 
NARROW DOWN 
THE SPACE THE 
PAPERS COVER. 
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Introducing The Auto-Train. 
For on ly s190, it'll take you, your car 
and 3 other people to or from Florida. 

Luxuriously. 

C$ °•9 \ LiCA, 
g  0* 

If that sounds I ke a good deal to you it sounds that way bevaJse it in. 
In fact, if y  a family with chi dren, or a retired couple going to 

Flornla from the Ninth or to the North from Florida for any length of 
time we think you'll aid it the best way yolve ever found to get there. 

The in tails are great, no, let us exklai.1 it in detail. And the beat way 
, I o anticipating and answering your t rat 28 questions about the Auto-
T  and its sm.. ice. 

Ikay, he, gm, 

476 Gold Award 
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 

477 
Art Director: Lou Dorfsman 
Copywriters: Lou Dorfsman 

Peter Nord 
Designers: Lou Dorfsman 

Ira Teichberg 
Artist: John Alcorn 
Agency: CBS/Broadcast Group 
Client: CBS Television Stations Division 

478 
Art Director: Ken Berris 
Copywriter: Richard Raboy 
Designer: Ken Berris 
Artist: Sims Tabark 
Agency: Della Femina, Travisano 

& Partners, Inc. 
Client: Autotrain 

The Auto-Train Umbilici new concept in travel An iilea built on the 
idea that people shouldn't have to wear themselves out driving to FloricLi 
or the North in order to have the con ven ience of having their own car with 

So now, instead of driving. all the way and wearing yourself out, you 
enly drive a small part of the way to the centrally convenient Auto-Train 
'erminal. Then, as your car is carefully driven into one part if the Auto-
Train to fully enclosed auto carrier cart you board another part where 
rwoi ride in luxury, enjoy the entertainment, the food and the com fort. 

And you arrive relaxed rather than exhausted. And you still have 
your car. And you have extra time to spend where you're going instead of 
getting there. 
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479 
Art Director: Lou Dorfsman 
Designers: Lou Dorfsman 

Ted Andresakes 
Agency: CBS/Broadcast Group 
Client: Columbia Broadcasting System, Inc. 

480 
Art Director: John Milligan 
Designer: John Milligan 
Photographer: Jim Broderick 
Client: IBM 



Books, Booklets, Brochures 

481  482 

481 
Art Director: Bob Paganucci 
Designer: Bob Paganucci 
Artist: Bob Paganucci 
Client: IBM 

482 
Art Director: Richard Hood 
Writer: George Bunker 
Designer: Richard Hood 
Photographers: Alexey Brodovitch 

Richard Avedon 
Irving Penn 
Henri Cartier-Bresson, etal. 

Publisher: Philadelphia College of Art 
Smithsonian Institution 

Client: Philadelphia College of Art 



Books, Booklets, Brochures 

483 
Art Director: William J. Canon 
Copywriter: Thomas Mabley Ill 
Designer: William J. Conlon 
Photographer: Jim Berber an 
Agency: J. Walter Thompson Company 
Client: United States Marine Corps 

484 
Art Director: John Noneman 
Copywriter: Corinne A. Forti 
Designer: Patricia Noneman 
Photographer: John T. Hill 
Agency: Noneman and Noneman, Inc. 
Client: Grace Institute 

485 
Art Director: Robert Leydenfrost 
Designer: John Haines 
Publisher: Port Authority of New York 

and New Jersey 
Client: Port Authority of New York 

and New Jersey 

483 
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TheNewYork-
NewJersey 
Metropolitan 
Area 
Industrial 
Development 
Guide 

485 
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rtainoi 

CNR 
PROSPEC TUS 

72 74 

W HO THE HELL 
LENT A BUNCH 
OF BLACK BOYS 
$600,000.00 
TO START 
A CLINIC IN 
NE W YORK ? 

487 

, 

SELF-INTEREST 
PAYS OFF. 

FOR EVERYONE. 



Books, Booklets, Brochures 

188 
486 
Art Director: Ginny Aromando 
Writers: Ginny Aromando 

Meg Scnimpf 
Designer: Ginny Aromando 
Artist: Ginny Aromando 
Agency: Ginny Aromando 
Client: College of New Rochelle 

487 
Art Director: Arthur Gelb 
Writer: Mike Silverman 
Designers: Arthur Gelb 

Kenneth Ferretti 
Photographers: Ann Schwartz 

Rupert Callender 
Agency: Art Gelb Advertising, Inc. 
Client: The Development Council 

488 
Art Director: Willy Fleckhaus 
Writer: Waler Umminger 
Designer: Willy Fleckhaus 
Photographer: Erwin Fieger 
Publisher: Olympische Sport Biblothek Munchen 
Client: Deutsche Sporthilfe 

hifirk t. • "/ 
!. I 



489 
Art Director: Kevin Miller 
Copywriter: Fred Murphy 
Designer: Kevin Miller 
Photographers: Phil Marco 

Dick Faust 
Agency: Rumrill-Hoyt, Inc. 
Client: Eastman Kodak Company 

490 
Art Director: Ivan Chermayeff 
Designers: Ivan Chermayeff 

Sandra Erickson 
Photographers: Ivan Chermayeff 

various others 
Agency: Chermayeff & Geismar Associates 
Client: Metropolitan Museum cf Art 

489 

es. 
LAN 

490 

491 
Art Director: Fred J. Korge 
Designer: Tom Ballenger 
Artist: Tom Ballenger 
Agency: Baxter & Korge, Inc. 
Client: Southwestern Bell Telephone Company 

492 Silver Award 
Art Director: Carl Stewart 
Copywriter: Michael Schiffrin 
Photographer: Henry Sandbank Studios 
Agency: Gaynor & Ducas, Inc. 
Client: Birmingham Small Arms 



Books, Booklets, Brochures 
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Books, Booklets, Brochures 

493 
Art Directors: Ed Gold 

David Crowder 
Writers: Jim GoIlin 

Bob Kristan 
Jan Krukowski 

Designer: David Crowder 
Photographer: Al Giese 
Agency: Barton-Gillet Company 
Client: New York University 

493 



494 
Art Director: Lou Musachio 
Copywriter: Mike Racz 
Designer: Lou Musachio 
Photographer Charles Wiesehahn 
Agency: Acme Communications 
Client: Acme Communications 

Acme ma) have alread)  orked for )ou 

HOW TO 
ACCEPT PRAISE 
GRACEFULLY. 

1i ,,daed a nti DI "ct 

Collins. Miller and Hutchings 

A handbook of self-o, nappy clients. 
Brot. ght to you by the so He  Aust•ci all the trouble. 

 Ilh 

494 

495 
Art Director: Jim Benedict 
Copywriter: Jim Benedict 
Designer: Jim Benedict 
Artist: Push Pin Studios 
Agency: Hurvis, Binzer & Churchill 
Client: Collins, Miller & Hutchings 

method 
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498 
Art Director: Jack Odette 
Writer: Jerrold Weitzman 
Designers: Valerie Lieberman 

Jack Odette 
Agency: Sid Green Associates 
Client: Antoich School of Law 

497 
Art Director: Jerry Herring 
Copywriter: Jack Douglas 
Designer: Jerry Herring 
Artist: Jerry Jeanmard 
Agency: Kelvin Group Partnership 
Client: Melange 

498 
Art Director: Ted Schmitt 
Copywriters: Ted Bell 

Patti Mullen 
Designer: Ted Schmitt 
Photographer: Elliott Irwin 
Agency: Tinker Dodge & Delano 
Client: Australian Tourist Commission 

499 
Art Director: Jack Odette 
Writer: Barrett J. Riordan 
Designer: Jack Odette 
Photographers: James Karales 

Jeff Gould 
Peter Gould 
Burk Uzzle 
Christa Armstrong 
Joel Baldwin 
Arthur Tress 
Tim Kantor 
Fred Lyon 
Bruce Roberts 
Joan Sudlow 

Agency: Odette Associates, Inc. 
Client: First National City Bank of New York 



Where the 
good old days 
are now 
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Books, Booklets, Brochures 

500 
Art Director: Einar Vinje 
Writers: Jonathan Thompson 

Karl Ludvigsen 
Designer: Einar Vinje 
Photographer: Jesse Alexander 
Publisher: Bond/Parkhurst Publications 
Client: Bond/Parkhurst Publications 

501 
Art Director: Willy Fleckhaus 
Writer: Willy Fleckhaus 
Designer: Willy Fleckhaus 
Photographers: Tassilo Trost 

David Hamilton 
Publisher: Ciba-Geigy, Basel 
Client: Ilford Fotochemie 

500 
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Books, Booklets, Brochures 

502 
Art Director: Mickey Tender 
Copywriter: Pat Cuningham 
Designer: Mabey Trousdell 
Artists: Jim Smith 

George Parrish 
Paul Blakey 

Photographer: Cailor/Resnick 
Agency: N. W. Ayer & Son, Inc. 
Client: United States Army 

503 
Art Director: Richard Danne 
Writer: J. Alexander McGhie 
Designer: Richard Danne 
Photographer: Robert Pastner 
Agency: McGhie Associates, Inc. 
Client: William Blanchard Co. 

502 

This is what your prospects will be 
reading the next few 

months. 

503 
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Packaging 

Merit 
SAE 30 Economy 

Motor 
Oil 

1 US Quart Lasd 
0 446 Liter 
32 F ug:1 Ounces 

04 

505 

SAEs! 

•li 

504 
Art Director: Eugene J. Grossman 
Designek: Willi Kunz 
Agency: Anspach Grossman Portugal Inc. 
Client: The Meadville Corporation 

505 
Art Directors: Hal Frazier 

Paul Hauge 
Designers: Hal Frazier 

Paul Hauge 
Artists: Hal Frazier 

Paul Hauge 
Copywriter: Newmarket Design Associates Staff 
Agency: Neumarket Design Associates 
Client: Karzen Corporation 



Packaging 
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507 
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506 
Art Director: Jerome Gould 
Designer: Jerome Gould 
Artist: Jerome Gould 
Copywriter: Robert Marona 
Agency: Gould & Associates 
Client: Morton Salt Company 

507 
Art Directors: Michael Peters 

Ian Butcher 
Designers: Michael Peters 

Butcher 
Geoffrey Hockey 

Artists: Tony Meuwissen 
Hargreave Hands 
George Hardie 
Bob Laurie 
John Gorham 
Alar Manham 
Philip Castle 
Barry Craddock 
Arthur Robins 
Camden Play Cent'e 
Keishn H. Careieu 

Agency: Michael Peters & Partners 
Client: Winsor & Newton, Limited 

,r•-• 



508 
Art Director: Glen Christensen 
Designer: Glen Christensen 
Artist: Glen Christensen 
Agency: The Buddah Group 
Client: Curtom Records 

509 
Art Directors: Art Goodman 

Saul Bass & Associates 
Designers: Mamoru Shimokochi 

Saul Bass & Associates 
Artists: Mamoru Shimokochi 

Saul Bass & Associates 
Agency: Saul Bass & Associates 
Client: Quaker Oats Co., Inc. 

508 

509 
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515 
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510 
Art DiFector: Lou Dorfsman 
Designers: David November 

Akihiko Seki 
Artist: Akihiko Seki 
Agency: CBS/Broadcast Group 
Client: CBS News 

511 
Art Director: William R. Tobias 
Designer: William R. Tobias 
Photographer: Leonard Soned 
Client: Birthday Book 

512 
Art Director: Alfonso Marino 
Photographer: Charles Kirk 
Copywriter: Martin Friedman 
Agency: Herbert Arthur Morris Advertising 
Client: Exquisite Form Industries 

513 
Art Director: Jim McFarland 
Designer: Jim McFarland 
Artist: Tom di Grazia 
Copywriter: Mike Norton 
Agency: Sudler & Hennessey, Inc. 
Client: Ayerst Labs. 

514 Gold Award 
Art Director: Meg Crane 
Designers: Ira Sturtevant 

Meg Crane 
Photographer: Ivor Parry 
Copywriter: Ira Sturtevant 
Agency: Ponzi & Weill 
Client: The Flavorbank Company, Inc. 

515 
Art Director: Iry Koons 
Designers: Iry Koons 

Frank Weitzman 
Artist: Frank Weitzman 
Client: American Sound & Tape Corporation 
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Choc°la 
CHOCOLATE P OOLS 

BE 
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Packaging 

516 Silver Award 
Art Director: Stanley Church 
Designers: George Gropper 

Pat Slade 
Copywriter: George Gropper 
Agency: Stanley Church Inc. 
Client: Food For Thought 

517 
Art Directors: Jerry Berman 

Gene lcardi 
Designers: Jerry Berman 

Gene Icardi 
Artist: Richard Leech 
Copywriter: Len Alaria 
Agency: Berman, Icardi.Inc. 
Client: House of Sobel 

518 
Art Director: Richard C. Runyon 
Designers: Richard C. Runyon 

Julie Morris 
Artist: Julie Morris 
Client: Oroweat Baking Company 

519 
Art Director: J. Michael Essex 
Designer: J. Michael Essex 
Photographer: John Bilecky 
Copywriter: J. Michael Essex 
Agency: WQED Design Centre 
Client: Earth Rise Designs Inc. 

520 
Designers: Frank Ginsberg 

Eric Small 
H. L. Vander Berg 

Copywriter: Lou Linder 
Agency: The Marschalk Company 
Client: Coca-Cola, U.S.A. 

521 
Art Director: John DiGianni 
Designer: Gianninoto Associates, Inc. 
Agency: Gianninoto Associates, Inc. 
Client: Beatrice Foods Company 



Packaging 
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523 524 

522 
Designer: Helmut Krone 
Agency: Case & McGrath Inc. 
Client: The Mennen Company 

529 
Art Director: Raymond Lee 
Designer: Raymond Lee 
Retoucher: Ron Hills 
Agency: Raymond Lee & Associates Ltd. 
Client: Mead Johnson, Canada 

524 
Art Director: Herb Lubalin 
Designer: Herb Lubalin 
Agency: Martin Landey, Arlow Advertising, Inc. 
Client: Mennen Company 



525 

525 
Art Director: Annegret Beier 
Designer: Annegret Beier 
Artist: Peter Weiss 
Agency: Lubalin, Delpire et Cie. 
Client: CoroIle 

526 
Art Directors: Don Weller 

Dennis Juett 
Designer: Don Weller 
Artists: Don Weller 

Jim Van Noy 
Agency: Weller & Juett Inc. 
Client: McCulloch Corporation 

527 
Art Director: Annegret Beier 
Designer: Annegret Beier 
Artist: John Alcorn 
Agency: Delpire Advico 
Client: CoroIle 

526 

527 
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530 

TA PAS 
their wines - 

,11 Spain 

The French winegrowers 
grow their grapes 
on slopes lacing south. 
In Spain 
we do the same. 

The French talk a lot 
about their supreme wines. 
And supreme they are. 
In Spain 
we do not talk a lot 
about our supreme wines. 
And supreme they are. 

We just drink our supreme wines 
and smack our lips. 

And this is exactly 
how our supreme wines 
from Spain came into fame: 
by our smacking lip service. 

(Its bouquet goes from zip to zap, 
according to Zurbaran.*) 

*1598-1664 

529 

531 

51 W 52 ST 
NEW YORK 

TAFAS istidbi. in Spanish. 

Tapas is the first 
Spanish restaurant 
in the East 70's. 
Tapas is at 
73rd Street on.First 

Avenue 
879-5480 , 

Late in the nineteenth century 
a casual custom developed in Mkid-id 
which is still observed today. 

the theatre district where zarzuelas light °paellas) wer: 
'sr.:wined. a large number of small taverns specialized in .1cpas. 
Tapas are tidbits of a large variety displayed on the bar. 
as you can we them here. liefon: sitting down for dinner. 
guests would sonil at the bar and chat while nibbling their 
favorite Tapirs aisd sipping a glass of wine or sherry. 

This custom grew : Mil spread from Madrid throughout Spain. 
as we hope to make it grow and spread throughout this country. 

And now come to the bar. 
lean on it and select your favorite T a r aN. 

We open at noon. 
7 days a week, until midnight. (Who sleeps?) 
But on Friday and Saturday we serve until I :00 am. 
(How can one sleep, when one wants to cook good?) 

Tapas 
delivers from 6:00 pm to I I :00 pin. 

Or take it home yourself. 
tOur lake-out entrance is on 73nd Street.) 

A private room for private parties? 
(One wall is all window, one vial' is all brick.) 

A party at home? 
1011:0111W we cater parties.) 

Credit cards? 
(0( course we accept them.) 



Point-of-Sale 

A NEW KIND OF 
SUNGLASSES, 

THAT DO SOMETHING 
EXTRAORDINARY. 
THEY GET DARKER 
AS THE SUN GETS 
BRIGHTER. 

532 

533 

PHOTON!' 
GLASS BY CORNING 

A 
pew 
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528 
Art Director: Joe Schindelman 
Copywriter: Ray Myers 
Designer: Joe Schindelman 
Agency: Scali, McCabe, Sloves, Inc. 
Client: Volvo, Inc. 

529 
Art Director: Kurt Weihs 
Designer: Kurt Weihs 
Artist: Kurt Weihs 
Agency: Lois Holland Callaway Inc. 
Client: Restaurant Associates 

530 
Art Director: Dennis Mazzella 
Copywriters: Barbara Brenner 

Kurt Weihs 
Designer: Kurt Weihs 
Agency: Brenner, Mazzella, Weihs 
Client: Tapas Restaurant 

531 
Art Director: Kurt Weihs 
Copywriters: Barbara Brenner 

Kurt Weihs 
Designer: Dennis Mazzella 
Agency: Brenner, Mazzella, Weihs 
Client: Tapas Restaurant 

532 
Art Director: Rod Capawana 
Copywriter: Rod Capawana 
Designer: Rod Capawana 
Agency: Warner, Bicking & Fenwick, Inc. 
Client: Corning Optical 

533 Silver Award 
Art Director: Herb Lubalin 
Designer: Herb Lubalin 
Artist: Tom Carnase 
Agency: Lubalin, Smith, Carnase Inc. 
Client: Georg Jensen 
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Point-of-Sale 

534 
Art Director: Herb Lubalin 
Designer: Herb Lubalin 
Artist: Tom Carnase 
Agency: Lubalin, Smith, Carnase, Inc. 
Client: Georg Jensen 

535 
Art Director: Kurt Weihs 
Designer: Kurt Weihs 
Artist: Pat Valenti 
Agency: Lois/Chajet Design Group 
Client: Restaurant Associates 

STL 
k.mbestr 

537 

538 

SirIcin • Saddle 

538 
Art Director: George Lois 
Designer: Tom Courtos 
Artists: George Lois 

Tom Courtos 
Agency: Lois/Chajet Design Group 
Client: Old-fashioned Mr. Jennings 

537 
Art Director: Kurt Weihs 
Copywriter: Ron Holland 
Designer: Kurt Weihs 
Artist: Kurt Weihs 
Agency: Lois/Chajet Design Group 
Client: Marriott 

538 
Art Director: Dennis Mazzella 
Copywriter: Ron Holland 
Designer: Dennis Mazzella 
Agency: Lois/Chajet Design Group 
Client: Marriott 

539 
Art Director: Sam Scali 
Copywriter: Ed McCabe 
Designer: Sam Scali 
Agency: Scali, McCabe, Sloves, Inc. 
Client: Barney's 

Just 
looking. 

40et•neP 
539 



Point-of-Sale 

THIS IS WHY 
A VOLVO 
STANDS UP 
TO THE 
WEATHER, 

540 

540 
Art Director: Joe Schindelman 
Copywriter: Ray Myers 
Designer: Joe Schindelman 
Agency: Scali, McCabe, Sloves, Inc. 
Client: Volvo, Inc. 

541 Gold Award 
Art Director: Bill Berenter 
Copywriter: Tom Nathan 
Designer: Bill Berenter 
Agency: Scali, McCabe, Sloves, Inc. 
Client: Volvo, Inc. 

542 
Art Director: Howard C. Grant 
Copywriter: Charles R. Tyson, Jr. 
Designers: Howard C. Grant 

Dante E. Evangelista 
Artist: Dante E Evangelista 
Agency: N. W. Ayer & Son, Inc. 

Ayer Design 
Client: First Pennsylvania Bank 

543 
Art Director: Mike Gaines 
Copywriter: John Weibusch 
Designer: Peter Palombi 
Artist: Peter Palombi 
Agency: National Football League 

Properties Inc. 
Client: National Football League 

544 
Art Director: George Lois 
Designer: Kurt Weihs 
Photographer Kurt Weihs 
Agency: Lois/Chalet Design Group 
Client: Noxell 

541 



(km 9.11,1%0 flwItyl.tng 
S'ap  OW 06 ,4 and a Bri m 

'NIKONS OM AO 
%cc,* two  bngle  age 
ROMs *ca w ne,  eliat 4+ 

cream% colliocc • brae% 
sir act, 

0 "CV, Mel vac *Iv M k* 
ic  OW mop Soli ;ism  a4c 
fctellli•Iler Nei shown 
alt WIN 11•••••• mails 
IPSO k so Ma Yet ri ft 31%. 
Ihr .0 .1111 411.14. mos 
Sin oh m 1041•J 



Annual Reports 

545 
Art Director: Bill Telford 
Copywriter: Joan McDonald 
Designer: Fluid Drive Studio 
Photographer: Charles White Ill 
Agency: Telford Assts. 
Client: Questor Corporation 

546 
Designer: Peter Harrison 
Copywriter: SCM Public Relations Dept. 
Photographer: Wolf von dem Bussche 
Client: SCM Corporation 

, • II 
Are,  0.100,3.'1 .1. 

545 

546 



Flow Qbermatics Inc. added 
the 6 fatal mistakes that 
caught up with 

computer companies in 1971. 

c o 

547 

548 

• 

!mud slwankt 
IlAtg Andr•-• 

547 Silver Award 
Art Director: Harry Webber 
Copywriter: Bob Taft 
Photographer: Manny Gonzalez 
Agency: Case & McGrath Inc. 
Client: Cybermatics Inc. 

548 
Art Director: Robert Miles Runyan 
Copywriter: Ed Rees 
Designer: Rusty Kay 
Artist: Marty Gunsaullus 
Photographer: Steve Kahn 
Agency: Robert Miles Runyan & Associates 
Client: The Flying Tiger Corporation 



• 

Annual Reports 

549 
Art Director: William R. Tobias 
Copywriter: Crosby-Kelly, Ltd. Staff 
Designer: William R. Tobias Design 
Artist: Mike Menoogian 
Photographer: Wolf Von Dem Busche 
Client: Esterline Corporation 

550 
Art Director: Robert Miles Runyan 
Copywriter: Lynda Olsen 
Designer: Scott Reid 
Photographer: Robert Stevens 
Agency: Robert Miles Runyan & Associates 
Client: Environmental Systems International 

549 

550 

7.4  

• qe ,..•  4 jIR• M  ft, 4... N W. . 
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551 
Art Directors: Woody Pirtle 

Stan Richards 
Copywriter: Dave Crellin 
Designer: Woody Pirtle 
Photographer: Greg Booth 
Agency: The Richards Group 

Glenn Public Relations 
Client: Centex Corporation 

552 
Art Director: Robert Miles Runyan 
Copywriter: Ruder & Finn 
Designer: Gary Hinsche 
Artist: Dick Ellescas 
Photographer: Bob Stevens 
Agency: Robert Miles Runyan & Associates 
Client: Mattel, Inc. 

Ruff, 

lo No, 
511,1111111 

Councol 

MIN = The 1472 
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553 

554 

553 
Art Director: George Tscherny 
Copywriter: Rubenstein, Wolfson & Co. Staff 
Designer: George Tschemy 
Photographers: Morton Shapiro 

George Tscherny 
Burk Uzzle 

Agency: Rubenstein, Wolfson & Co., Inc. 
Client: Colonial Penn Group, Inc. 

554 
Art Director: Advertising Designers, Inc. 
Copywriter: Paul Warda 
Designer: Carl Seltzer 
Photographers: Bob Schaar 

Kurt Lenk 
Agency: Advertising Designers, Inc. 
Client: National Medical Enterprises 



Annual Reports 

555 
Art Director: John Morning 
Copywriter: Bedford-Stuyvesant 

Restoration Corp. 
Designer: John Morning 
Photographers: Ace Creative Photos 

LeRoy W. Henderson 
Buford Smith 
Pope Studio 

Agency: Bedford-Stuyvesant 
Restoration Corp. 

Client: Bedford-Stuyvesant 
Restoration Corp. 

556 
Art Director: Michael Reid 
Copywriter: Archibald McKinley Jr. 
Designer: Michael Reid 
Photographer: Michael Reid 
Agency: Michael Reid Design 
Client: Rush-Presbyterian-St. Luke's 

Medical Center 

555 

556 
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Annual Reports 

557 
Art Director: Mel Abert 
Copywriter: Mel Newhoff 
Designer: Mel Abert 
Photographers: Lamb and Hall 

Hank Hinton 
Agency: Abert Newhoff & Burr 
Client: Alison Mortgage Investment Trust 

557 



558 

559 
558 
Art Director: Len Fury 
Copywriter: Richard Blodgett 
Designer: Len Fury 
Photographers: Phil Marco 

Marvin Koner 
Gerry Cranham 
Lance Nelson 
Bob Gomel 
Richard Saunders 
Carl Roodman 
Leonard Soned 

Agency: Corporate Annual Reports Inc. 
Client: Sterling Drug Inc. 

559 
Art Director: James Cross 
Copywriter: Ray Winship 
Designers: James Cross 

Kenton Lotz 
Photographer: William Claxton 
Agency: James Cross Design Office, Inc. 
Client: ICN Pharmaceuticals, Inc. 
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Annual Reports 

560 Gold Award 
Art Directors: John Chepelslry 

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

561 
Art Director: Jim Laird 
Copywriter: John Ott 
Designer: Jim Laird 
Photographer: Bob Stahman 
Agency: Laird-Penczak Design, Inc. 
Client: International Basic Economy Corporation 

562 
Art Director: Michael Reid 
Copywriter: Eileen Ganz 
Designer: Michael Reid 
Photographer: David Windsor 
Agency: Michael Reid Design 
Client: Saint Joseph Hospital 

560 
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Annual Reports 

563 
Art Director: Michael Reid 
Copywriter: Blossom Porte 
Designer: Michael Reid 
Artist: Mary Nolan 
Photographer: Archie Lieberman 
Agency: Michael Reid Design 
Client: Children's Memorial Hospital 

564 
Art Director: Alicia Landon 
Copywriter: Lowell Farley 
Designer: Alicia Landon 
Photographers: Doug Corry 

Robert Oei 
Wolf von dem Bussche 
Margot Granitsas 

Agency: Corporate Annual Reports, Inc. 
Client: International Paper Company 

563 564 

=At 

Iniernation91•9per Unwary 1972 Anne& leport 



565 
Art Director: Kit Hinrichs 
Cooywriters: Harshe-Rotman & Druck Staff 
Designers: Kit Hinrichs 

Leo Choplin 
Gene Daniels 

Photographers: Ted Rozumalski 
John Rees 
John Messina 
Black Star 

Agency: Hinrichs Design Associates 
Client: Foster Grant Co., Inc. 

568 
Art Directors: Peter J. Blank 

Don Menell 
Copywriter: William Kemsley 
Designers: Peter J. Blank 

Don Menell 
Photographers: James Karales 

Stu Smith 
Agency: WKA Corporate Graphics 
Client: The Washington Post Company 

565 566 

Pinner G. ,t Co,Inc. Annual Revert 1971 

"Our 1972 fiscal year 
was the most dynamic, most 

profitable, most innovative year in 
the history of foster Grant-

a real milestone: 

Monutner 
Output Triples 

1.111111U10311171111 POT 



Annual Reports 

1972 SERVOMATION 
CORPORATION 
ANNUAL REPORT 

SERVOMATION 
OFFERS 74 M 
IN THE A.M. 

AND Dr-)ING Mir 
DAYi  AND 
°RA U 
O Ai HE GAME 
A Offl A\D WHEN 
THERE IS TIME, 
GRACIOUS DINING. 

COFFEE & PASTRY. 
BREAKFAST AND '. 
MORNING SNACK 
PREFERRED MOST 
BY PEOPLE ON 
THE MOVE 
SERVOMATION 
SERVES MORE THAN 
1,800 000 CUPS OF COF-
FEE AND 550,000 PASTRIE 
EACH WORKING DAY 

567 
Art Directors: Peter J. Blank 

Don Menell 
Copywriter: William Kemsley 
Designers: Peter J. Blank 

Don Menell 
Photographers: Charles Gold 

Stu Smith 
Agency: WKA Corporate Graphics 
Client: Servomation Corporation 

567 



EA.N WITTER en CI 
INCORPORATED 

IS CERT FICATE IS TiANSFERABLE IN SAN FRANCISC O OR  THE CITY OF NE W YORK 

It was 
a turnabout year 

with 
reco-d sales 

arida 41% increase 
In earnings. 

1973 will show 
good growth in the 
sir conditioning, 

heating and ventilating 
markets. 

Torin will have 
an increasing share, 

both here 
and abroad. 

568 

569 

568 
Art Director: Ronald Rampley 
Copywriter: Richard E. Cruikshank 
Designer: Ronald Rampley 
Photographer: Don Shapero 
Agency: Logan Carey & Rehag 
Client: Dean Witter & Co., Inc. 

569 
Art Director: Ivan Chermayeff 
Copywriter: Rufus Stillman 
Designers: Ivan Chermayeff 

Angela Reeves 
Photographer: Ivan Hill 
Agency: Chermayeff & Geismar Associates 
Client: Torin Corporation 

Industry is 
developing computers, 
business machines and 
communication systems. 

Torin has 
new air-moving products 
to keep those machines 

cool and clean 
and functioning. 
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571 

CBS Televtsion 
Press Informat,or 
1972-73 Program 

YOU OUGHT TO BE m PICTURES 

Sales Presentations 

570 
Art Director: Ted Andresakes 
Designers: Ted Andresakes 

Ira Teichberg 
Photographer: CBS Photo 
Agency: CBS/Broadcast Group 
Client: CBS Television Network 

571 
Art Director: Lou Dorfsman 
Copywriters: Lou Dorfsman 

Steve Sohmer 
Designers: Lou Dorfsman 

Ted Andresakes 
Artist: Peter Tomlinson 
Agency: CBS/Broadcast Group 
Client: CBS Television Stations 

572 
Art Directors: Tom Clark 

Lee Elliot 
Copywriter: Lee Elliot 
Designer: S. Schlatner 
Artist: Stan Moldof 
Agency: The Infinity Group, Inc. 
Client: Certain-Teed Products Corp. 

573 
Art Director: J. Michael Essex 
Copywriters: J. Michael Essex 

Walt Duka 
Margie Moeller 

Designer: J. Michael Essex 
Artist: Ed Zelinsky 
Agency: WQED/Design Centre 
Client: National Assoc. of Educational 

Broadcasters 
The Corporation for Public 
Broadcasting 
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...helped lead to the 
modern era of 
oral contraceptives... 

...which led Ortho 
to Ortho-Novum 1 50 
for the woman 
of today's world. 

574 
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Sales  Presentations 

1 he Dessert America Grew Up V/ith 
Serves You An Exciting New 

Opportunity. 

576 

NEW FORTIFIED JELL-O GELATIN 
Your Opithrio. II, To  I, r̀r,to 
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574 
Art Director: Alfred Zalon 
Copywriter: Al Gerstein 
Designer: Alfred Zalon 
Photographer: Carl Fischer 
Agency: Kallir Philips Ross 
Client: Ortho Pharmaceutical Corporation 

575 
Art Directors: Kit Hinrichs 

Jack C. Wright 
Copywriter: Mike Rudner 
Designer: Kit Hinrichs 
Photographers: Richard Jeffery 

Leonard Soned 
Agency: Hinrichs Design Associates 
Client: Duro-Test Corporation 

576 
Art Director: Walter Kaprielian 
Copywriter: Richard Seideman 
Designers: Harold Florian 

Joel Benay 
Walter Kaprielian 

Artist: Push Pin Studios 
Agency: Ketchum, MacLeod & Grove, Inc. 
Client: General Foods 

NEW FOPTI9ED JELL-O GELATIN NEW FORTIFIED JELL-O GELATIN 
Fortified WW1 Viten*, A. Vitamin C And iron 
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Sales Presentations 

577 
Art Directors: Andy Romano 

Chuck Bua 
Designer: Andy Romano 
Artist: Marilyn Hoffner 
Photographer: Leonard Nomes 
Copywrite-s: Peggy Courtney 

Paula Green 
Agency: Green Dolmatch Inc. 
Client: Hathaway Shirts 

578 
Art Director: Ed Zelinsky 
Designer: Ed Zelinsky 
Agency: WQED Design Centre 
Client: Metropolitan Pittsburgh Public 

Broadcasting 

579 
Art Director: George McCathern 
Copywriter: Morris Shriftman 
Designer: George McCathern 
Artist: Century Expanded 
Photographer: Alan Breslau 
Agency: Century Expanded 
Client: American Dietaids Company 

579 

24: 
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NEWSCALENDAR1973 
Nro 

MONDAY 
JANUARY FIRST NEW YEAR S REVEL 

SINCE REPEAL IS ORDERLY l k 
THE GAYEST IN 14 YEARS 

TUESDAY  ""  '"" " 

%I  SDAY 

3 I'. S. BREAKS ITS DIPLOMATIC TIES WITH CUBA 
AND ADVISES AMERICANS TO LEAVE ISLAND; 
EISENHOWER CITES 'VILIFICATION' BY CASTRO 

THURSDAY 

FRIDAY 
FROM SAVANNAH. 50  , • 
,,. .  .  ...7,„,,„,.., 
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SATURDAY 
De m  •••••••••••- www , 
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Calendars 

June 
12 
3 
4 

583 

584 

[GA SO MME 
irsn 30 A GALLON 
IN SW EDEN. 

AD SWEDES GAS 
UP MOF E 

VOLVOS THAN 
ANY OTMEE CAN. 

VOLVO: 
AS ADVERTISED IN 

SPORTS 
ILLUSTRATED 
TODAY 

AS SOLD IN OUR 
SHOWROOM NOW 

IF YOU 
WANT TO SEE 
A VOLVO'S PAINT 
JOB REALLY 

SHINE. DRIVE ONE 
THROUGH MUD. 
ROCK S.TAR. 
DIRT AND 
ROAD SALT 

580 Silver Award 
Art Director: James Cross 
Designers: James Cross 

Kenton Lotz 
Photographers: George Meinzinger 

Dave Holt 
Stan Caplan 
Nick Rozsa 
Gary Krueger 
Roger Marshutz 
Allan Walker 
Ken Biggs 
Lamb/Hall 
Ken Marcus 
Tom Engler 
Dan deWolfe 

Agency: James Cross Design Office, Inc. 
Client: Ingram Paper Company 

581 
Art Directors: Louis Silverstein 

Helen Silverstein 
Designers: Louis Silverstein 

Helen Silverstein 
Photographer: News Photographers 
Copywriter: Helen Silverstein 
Client: The New York Times 

582 Gold Award 
Designer: Bill Bonnell III 
Agency: Container Corporation of America 
Client: Container Corporation of America 

583 
Art Directors: Richard Danne 

Robert Sloan 
Designer: Richard Danne 
Client: Richard Danne 

584 
Art Director: Bill Berenter 
Designer: Bill Berenter 
Copywriter: Tom Nathan 
Agency: Scali, McCabe, Sloves, Inc. 
Client: Volvo, Inc. 
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585 

Calendars 

585 
Art Director: Susan Jackson Keig 
Designer: Susan Jackson Keig 
Photographer: James L. Ballard 
Copywriter: Susan Jackson Keig 
Client: Shakertcwn at Pleasart Hill, Ky. 



Direct Mail 

588 
Art Director: Joseph Smith 
Copywriter: Joseph Smith 
Designer: Joseph Smith 
Artist: Joseph Smith 
Agency: Ruben, Montgomery & Associates 
Client: Art Director's Club of Indiana 

587 
Art Director: Allan Wash 
Copywriter: Allan Wash 
Designer. Allan Wash 
Artist: Allan Wash 
Client: Allan Wash, Copywriter 

586 

587 



Direct Mail 

588 

589 
588 
Art Director: Ayes Advertising Creative Staff 
Copywriter: Ayes Advertising Creative Staff 
Designer: Ayes Advertising Creative Staff 
Agency: Ayes Advertising, Inc. 
Client: Evans Products Company 

589 
Art Directors: Jerry Herring 

Tom Poth 
Ken Harshfield 

Copywriter: Jerry Herring 
Designers: Jerry Herring 

Tom Poth 
Ken Harshfield 

Artists: Jerry Herring 
Tom Path 
Ken Harshfield 
Maurice Lewis 

Agency: Baxter & Korge, Inc 
Client: Kimberly-Clark Corporation 
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Au-m.11,a  VS ,  ormrt.  !MI, ILI , II. 
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Airmail iIISIArtS that your letters 
wifi be procemed first and lastest. 

1113 k.11, T, .11 , II, • 1,1 1111010,11 AIL' IWO 

590 

591 

ha4ure.hrr nun! II  

W V.' up tc. hall ria•  lunallin.  .nt• 

Airmail insures sour letters will be 
treated with respect on their 
arrival. 

frunu.ul ,vonnuml, Int 11111111 •  • 
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0 Your Postal Service 

4111 M. ..d =r 

590 
Art Director: Sandy Carlson 
Copywriters: Bruce Goldman 

Steve Herz 
Designer: Sandy Carlson 
Artist: Isador Seltzer 
Agency: Needham, Harper & Steers 
Client: U. S Postal Service 

591 
Art Director Ted Andresakes 
Designer: Kathy Palladini 
Artist: Jerry Darvin 
Agency: CBS/Broadcast Group 
Client: CBS Television Stations 



Direct Mail 

To the traveler through 
Branlb colonial towns. 
buildings laced with tile. 
are eas treating dieplay el 
color and craftsmanship. 
Blue and white predominate. 
buryoueanfindyellortr. 
green, and brow. If you 
womb carefully. 

Today soine of Brazil's 
leading artiets create new 
designs for due old toter... 
and artisans presers• the 
tilemakeee art with 
reproductions of the very 
old one. They're beautifully 
made. still inespensive, 
and durable. 

ei'v$ •zr 
I cr .c4, / V 

cl'th.ch-, 
t -tijt cfr. 

4)0.64 4)45* 

:" 4 4 a'..' . 41 ft. • 0 

. .  . . .. • . .  . 1.............................„„ s  

c• 4:. r̀., . 01 r1.- . -,:%; 

592 
Art Director: James Miho 
Copywriter: David Brown 
Designer: James Miho 
Artist: James Miho 
Client: Champion Papers 

592 
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593 

594 

SO YOU 
WANT in BE 
A COW83!" 

TOE ADEIAMIS FANOLY pirrneoxr oufg—i—oir  alumi.  na.OF W O WS FATHER 

HIGH CHAPPARAL GORIER PYLE GET SMART 

TEST YOUR PROGRAMMING 
EXPERTISE. 

Which one of these six 
ppograms appeals most 
to younger women? 

(18-49) 

593 Gold Award 

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

594 
Art Director: Rene Vidmer 
Copywriter: Lew Petterson 
Designers: Rene Vidmer 

Alan Mitelman 
Artist: Sean Harrison 
Agency: Hecht, Vidmer, Inc. 
Client: MGM 



Direct Mail 

595 

596 

f r  ilkOf 

' 
I, 
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595 
Art Director: Tom Lewis 
Copywriter: Bruce Levitt 
Designers: Tom Lewis 

Bruce Levitt 
Photographer: Culver Pictures 
Agency: John H. Harland Company 
Client: John H. Harland Company 

of NFL Football 
A Primer 

597 

596 
Art Directors: Ralph Moxcey 

Jim Witham 
Copywriter: Nelson Lofstedt 
Designers: Ralph Moxcey 

Jim Witham 
Artists: Jim Baldwin 

Gahan Wilson 
John Martucci 
Joe Veno 
Gail Cooper 
John Carlson 
Jerry Pinkney 
Carol Anthony 
Gregory Fossella 
Tom Norton 
Alaii Lenoir 

Photographers: Bill Bruin 
Jerry Freedman 
Phil Marco 
Frank Foster 

Agency: Humphrey, Browning, MacDougall 
Client: S. D. Warren Paper Company 

597 
Art Director: Mike Gaines 
Designer: Mabey Trousdell 
Artist: Mabey Trousdell 
Agency: Mabey Trousdell Inc. 
Client: N.F.L. Properties 

F
, 4  is for END  S. For the past decade and a  
half or to. most pro teams have used 
three ends or receivers. The flanker 

  actually is the fourth member of the 
backfield and, as such, must remain one yard be-
hind the line of scrimmage. Like the flanker, the 
a ale receiver also is split out, but he lines up 'in 
the lined scrimmage with the rest of the offensivi• 
line. The tight end, usually a big, strong man. 
lines up next to a tackle. 

is 1,r FIELD. A football  
f ield is l00 yards long and 

yards wide. It is bi-
witted by lines five yards 

apart. begin - ing front each goal 
The .50-yard lint is the midpoint and 
the other ye—Mines graduate out on 
either side ot it. The tiny lines that are slightly mom than 2.3 yards from each 
salelire an. tiled ha.shmarks. They are one yard apart and each SITiCS of plays 
with the foot :tall begins either within them cr dinct I w'Ii,,,, (1, .,.•114.nd 
it t he field i, the i,nd /one, which is 1,1% :ads divp 

(,t,b*1 Is far I i0A. li, iltt t•-. I 

L-_,-.......   H .. Mr HALL 0-, FA f6 E. The legenc.s of the pest are a part of the 



Free Sample 
RAREUP 
RADE WELCH 

p.JAMES STACY  .7 

598 

599 

600 

Direct Mail 

598 
Art Director: Rene Vidmer 
Copywriter: Rene Vidmer 
Designers: Rene Vidmer 

Alan Mitelman 
Photographer: Anonymous 
Agency: Hecht, Vidmer, Inc. 
Client: MGM 

599 Silver Award 
Art Directors: .ohn Casado 

Barbara Casado 
Copywriter: Barbara Casado 
Designers: John Casado 

Barbara Casado 
Artists: Barbara Casado 

Art Krebs 
Agency: John & Barbara Casado Design 
Client: John & Barbara Casado 

600 
Art Director: Pete Coutroulis 
Copywriters: Howard Krakow 

Jim Weller 
Designers: Pete Coutroulis 

Tom Conrad 
Agency: Jim Weller & Partners 
Client: United Performing Arts Fund 

111 

DON'T JUST APPLAUD, SEND MONEY. 



601 
Art Director: Dave Haggerty 
Copywriter: Bob Meury 
Designer: Dave Haggerty 
Photographer: Dave Haggerty 
Client: Joe Calabrese 

601 

JOE CALABRESE. 
THE HANDS OF A SURGEON. 



Direct Mail 

602 

603 

602 
Art Director: Richard Nava 
Copywriter: Jean Zerries 
Designer: Richard Nava 
Photographer: Peter Papadopolous 
Agency: Image Communications Inc. 
Client: Talon 

603 
Art Director: Mabey Trousdell 
Copywriter: Mabey Trousdell 
Designer: Mabey Trousdell 
Artist: Mabey Trousdell 
Client: Mabey Trousdell 

hirn.tok 
Lilt, 

St1r;t1 I 
114.• 

114,4.1, 

"SHOULD AULD  SPIRIT OF OLYIVIPICS 
ACQUAINTANCE BE IGNITED AT MUNICH 

FORGOT" 



Letterheads 

y II A 32071.404 2.1 

604 

605 

604 
Art Director: Larry Phillips 
Designer: Mabey Trousdell 
Artist: Mabey Trousdell 
Agency: Garner Lyon 
Client: WAPE Radio 

605 
Art Director: Robert Fiore 
Designer: Robert Fiore 
Agency: Gaynor & Ducas, Inc. 
Client: Birmingham Small Arms 



606 

Letterheads 

606 
Art Director: Mel Abert 
Designer: Mel Abert 
Photographer: Lamb & Hall 
Retoucher: Alan Williams 
Agency: Abert, Newhoff & Burr 
Client: Lamb & Hall Photographers 

607 
Art Director: J. Michael Essex 
Designer: J. Michael Essex 
Agency: WOED Design Centre 
Client: James Coyne 

608 
Art Director: Craig Braun 
Designer: Tom Wilkes 
Agency: Wilkes & Braun Inc. 
Client: Terry Knight Ent. Ltd. 

609 
Designer: Richard Moore 
Agency: Richard Moore Associates 
Client: Richard Moore Associates 

607 



608 

609 
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Letterheads 

610 
Art Director: Steve Frankfurt 
Designer: Tony Palladino 
Artist: Bob Geissman 
Agency: Acme Communications 
Client: Frankfurt Communications 

611 
Art Director: Tony Palladino 
Designer: Tony Palladino 
Artist: David Wilcox 
Agency: Acme Communications 
Client: Acme Communications 

612 
Art Director: Herb Lubalin 
Designer: Herb Lubalin 
Artist: Tom Carnase 
Agency: Lubalin, Smith, Carnase, Inc. 
Client: Ampersand Productions 

613 
Art Director: John Casado 
Designers: John Casado 

Barbara Casado 
Artist: John Casado 
Copywriter: Adrienne Lowe 
Agency: John & Barbara Casado Design 
Client: Set The Date Campaign 

614 
Art Director: Woody Pirtle 
Designer: Woody Pirtle 
Artist: Woody Pirtle 
Agency: The Richards Group 
Client: Cimarron Corporation 

615 Silver Award 
Art Director: Michael Doret 
Designer: Michael Doret 
Artist: Michael Doret 
Client: Whitmore Movie Works 



Letterheads 

616 
Art Director: J. Michael Essex 
Designer: J. Michael Essex 
Artist: Ed Zelinsky 
Agency: WQED Design Centre 
Client: Wallis & Marshall Katz 

617 
Art Director Woody Pirtle 
Designer: Woody Pirtle 
Artist: Woody Pirtle 
Agency: The Richards Group 
Client: Linda Pirtle 

616  617 

I, • ..4.(.11 

M O. • ••••••••ar  I.•••••••• 

A••••••• •••• • 



619 

618 
Art Directors: Don Weller 

Dennis Juett 
Designer: Dan Hanrahan 
Artist: Dan Hanrahan 
Agency: Weller & Juett Inc. 
Client: Lithog-aphix, Inc. 

819 
Art Director: David November 
Designers: David November 

Akihiko Seki 
Artist: Akihiko Sek, 
Agency: CBS/Broadcast Group 
Client: CBS Television Network 



Letterheads 
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620 

621  622 

620 Gold Award 
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 

621 
Art Directors: Dennis Juett 

Don Weller 
Designer: Don Weller 
Agency: Weller & Juett Inc. 
Client: Pierce, Lacey/Canrell & Chaffin 

622 
Art Director: Lawrence Miller 
Designer: Lawrence Miller 
Artist: Lawrence Miller 
Copywriter: Lawrence Miller 
Agency: Marketing Design Alliance 
Client: Lawrence Miller and Associates 

LawroxvMilicramlAsulciale.s I q Ittvanade L/rtve.r.PrINIA 1C79/ill 

:  r cr., 111.If  n r,C1 , 

SI'II I, ',I  I Iln, maker..,01111,4 nas.alginet-r>. 
Kt art:  rchliects.antlaulows. toicrtor dnd Indust nalJesigren 



624 

Trademarks, Logotypes 

L L Iq a•/ k il \IAEFI \ E! a i i 

CORP 
623 

623 
Art Director: Roger Ferriter 
Designer: Roger Ferriter 
Artist: Tom Carnase 
Agency: Lubalin, Smith, Carnase Inc. 
Client: Bayhead Yacht Corporation 

624 Silver Award 
Art Director: Michael Salisbury 
Designer: Michael Doret 
Artist: Michael Doret 
Publisher: Los Angeles Times 

West Magazine 

625 
Art Director: Herb Lubalin 
Designer: Herb Lubalin 
Artist: Tom Carnase 
Agency: Lubalin, Smith, Carnase Inc. 
Client: Typographic Communications 



626 

Trademarks, Logotypes 

626 
Art Director: Annegret Beier 
Designer: Annegret Beier 
Artist: Kohei Miura  • 
Agency: Delpire Advico 
Client: Meridien Hotel 

827 
Art Director: Herb Lubalin 
Designer: Herb Lubalin 
Artist: Kohei Miura 
Agency: Delpire Advico 
Client: Meridien Hotel 

628 
Art Director: Annegret Beier 
Designer: Annegret Beier 
Artist: Kohei Miura 
Agency: Delpire Advico 
Client: Meridien Hotel 

627 



629 
Art Director: Alan Peckolick 
Designer: Alan Peckolick 
Artist: Mike Dorat 
Agency: Alan Peckolick Graphic Design 
Client: Loft's Candy Company 

690 
Art Director: Ellen Shapiro 
Designer: Tony Dispigna 
Artist: Tony Dispigna 
Agency: Artissimo, Inc. 
Client: Ellen Shapiro 



Trademarks, Logotypes 

Full service 

0 Call 456-8587Any American car. 
And 24 hour service from Maine  to  Miami.  632 Art Director: Kurt Weihs 

Designer: Dennis Mazzella 
Photographer: Kurt Weihs 
Agency: Brenner, Mazzella, Weihs 
Client: Suburban Pontiac Inc. 

631 
Art Director: Dennis Mazzella 
Designer: Kurt Weihs 
Copywriters: Barbara Brenner 

Kurt Weihs 
Agency: Brenner, Mazzella, Weihs 
Client: Leasemobile lefilobae 

Suburban Pontiac 
M111 , 1,  
oirn   
e, 16 , n 701,191 ,11 

H 

631 

632 

633 

633 
Art Director: Hill and Knowlton Graphics 
Designer: Hill and Knowlton Graphics 
Artist: Hill and Knowlton Graphics 
Agency: Hill and Knowlton, Inc. 

634 
Art Director: Gene Sercander 
Designer: Gene Sercander 
Artists: Gene Sercander 

Benny Rivera 
Agency: Design 35 
Client MHP Filmbox 

634 

MHP FILMBOX INC 

116 East 38st. NewYork10016 '11.(212'725 5990 



635 

• 

636 

637 

635 
Art Directors: Don Weller 

Dennis Juett 
Designer: Dan Hanrahan 
Artist: Dan Hanrahan 
Photographer: Roger Marchutz 
Agency: Weller & Juett Inc. 
Client: Lithographix, Inc. 

636 
Art Director: Annegret Beier 
Designer: Annegret Beier 
Artist: Fumiko Higuchi 
Client: Sheila Hicks 

637 
Art Director: Kurt Weihs 
Designer: Kurt Weihs 
Photographer: Kurt Weihs 
Copywriter: Ron Holland 
Agency: Lois/Chajet Design Group 
Client: Marriott 



Coffee, 
Cafe 

Coffee, 
Cafe 

638 

Trademarks, Logotypes 

638 
Art Director: Tom Courtos 
Designer: Tom Courtos 
Artist: Tom Courtos 
Agency: Lois/Chajet Design Group 
Client: Restaurant Associates 

639 
Art Director: George Lois 
Designer: Dennis Mazzella 
Artist: John PisteIli 
Copywriter: Ron Holland 
Agency: Lois/Chajet Design Group 
Client: Restaurant Associates 

640 
Art Director: Dennis Mazzella 
Designer: Kurt Weihs 
Agency: Brenner, Mazzella, Weihs 
Client: Myrtle Motors Corp. 

641 
Art Director: Kurt Weihs 
Designer: Kurt Weihs 
Artist: Kurt Weihs 
Agency: Lois/Chajet Design Group 
Client: Restaurant Associates 

642 
Art Director: Kurt Weihs 
Designer: Kurt Weihs 
Agency: Lois/Chajet Design Group 
Client: Tonsil Records 



„isokNe 

vii;t1ov9 
ttt kvaC swm Myrtle Motors Corn. 

61-20 Fresh Pond Rd. 
Maspeth, Queens 
366-5050 

640 

641 

ZSIS-15/ 

642 
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643 

CBS NEWSO WiNGN72    
n-E acmoN yr_AR  :r--) 

CAMPAIGN72 
CBS NEWS 
ON THE CBS 

RApp NET WORK 

CAMPAIGN72CBS NEWSS 

ii 
CAMPAIGN72cB,S NEWSCI)-W 

CAMPAIGN R, CBS RADIO NE WORK 

646 

647 



Trademarks, Logotypes 

648 

649 

643 
Art Director: Lou Dorfsman 
Designer: Akihiko Seki 
Artist: Akihiko Seki 
Agency: CBS/Broadcast Group 
Client: CBS News 

644 
Art Director: Bob Ciano 
Designer: Bob Ciano 
Artist: Roger Hane 
Client CTI Records 

646 
Art Directors: Gene Brownell 

John C. LePrevost 
Designer: John C. LePrevost 
Artist: Severine Nelson 
Agency: Gene Brownell Studio 
Client: Shelter Records 

647 
Art Director: Arie J. Geurts 
Designer: Arie J. Geurts 
Artist: Arie J. Geurts 
Client: Charolais Breeders 

648 
Art Director: Steve Frankfurt 
Designer: Tony Palladino 
Artist: Bob Geissman 
Agency: Acme Communications 
Client: Frankfurt Communications 

649 
Art Director: Don Kano 
Designer: Don Kano 
Artist: Don Kano 
Agency: Will Martin Design Associates 
Client: Senate of Priests 

Archdiocese of Los Angeles 





Trademarks, Logotypes 

653 II 

654 

650 
Art Director: Robert F. Baker 
Designers: Russ Veduccio 

Robert F. Baker 
Artist: Russ Veduccio 
Copywriter: Robert F. Baker 
Agency: Harold Cabot, Inc. 
Client: Boston Red Cross 

Blood Donor Program 

651 
Art Directors: John Casado 

Cheri Ramey 
Designers: John Casado 

Barbara Casado 
Artists: John Casado 

Barbara Casado 
Agency: John & Barbara Casado Design 
Client: The Potting Shed 

652 
Designer: Kenneth Walker 
Agency: Kenneth Walker Design Group 
Client: Kenneth Walker Design Group 

653 
Art Directors: Robin Rickabaugh 

Heidi Rickabaugh 
Designers: Robin Rickabaugh 

Heidi Rickabaugh 
Artist: Robin Rickabaugh 
Client: Electrical Appliance Service Inc. 

654 
Art Director: Thomas A. Rigsby 
Designer: Thomas A. Rigsby 
Artist: Richard Vartian 
Agency: TriArts Inc. 
Client: Uniforms Unlimited, Inc. 

655 
Art Directors: Robin Rickabaugh 

Heidi Rickabaugh 
Designers: Robin Rickabaugh 

Heidi Rickabaugh 
Artist: Robin Rickabaugh 
Client: Edgefield Lodge 



Trademarks, Logotypes 

656 
Art Director: John Casado 
Designer: John Casado 
Artists: John Casado 

Bette Duke 
Agency: Dancer, Fitzgerald & Sample 
Client: The Bubble Machine 

657 Gold Award 
Art Director: Michael Reid 
Designer: Michael Reid 
Artist: Halina Logay 
Agency: Michael Reid Design 
Client: Rush-Presbyterian-St. Luke's 

Medical Center 

658 
Art Director: Raymond Lee 
Designer: Raymond Lee 
Agency: Raymond Lee & Associates Ltd. 
Client: Durastone Ltd. 

656 

657 658 



659 

660 661 

659 
Art Director: Mel Abert 
Designer: Mel Abert 
Photographer: Lamb & Hall 
Retoucher: Alan Williams 
Agency: Abert, Newhoff & Burr 
Client: Lamb & Hall Photographers 

660 
Art Director: Glen Christensen 
Designer: Glen Christensen 
Artists: Sir John Tenniel 

Glen Christensen 
Agency: The Buddah Group 
Client: The Famous Charisma Label 

661 
Art Director: Glen Christensen 
Designers: Glen Christensen 

Mona Mark 
Artist: Mona Mark 
Agency: The Buddah Group 
Client: Kama Sutra Records 



Trademarks, Logotypes 

Uhl 

662 
Art Directors: Gene Brownell 

John C. LePrevost 
Designer: John C. LePrevost 
Artist: John C. LePrevost 
Agency: Gene Brownell Studio 
Client: Shelter Records 

663 
Art Director: Kurt Weihs 
Designer: Kurt Weihs 
Artist: Kurt Weihs 
Agency: Lois/Chajet Design Group 
Client: Marriott 

664 
Art Director: George Lois 
Designer: Tom Courtos 
Artist: George Lois 
Agency: Lois/Chajet Design Group 
Client: Old-fashioned Mr. Jennings 

Nyffi, 
411  91 

Old-fashioned 
incdennings 



Corporate Identity Programs 

665 
Art Director: Mel Abert 
Designer: Mel Abert 
Photographer: Lamb & Hall 
Retoucher: Alan Williams 
Agency: Abert, Newhoff & Burr 
Client: Lamb & Hall Photographers 

665 



t,Pw,ag 
41W 

666 

667 



Corporate Identity Programs 

666 
Art Director: William R. Tobias 
Designers: William R. Tobias 

Upendra Shah 
Artist: James Orlandi 
Client: Birthday Book 

867 
Designers: Richard Moore 

Rei Yoshimura 
Agency: Byron Osterweil Associates 
Client: Marshall & Ilsley Corporation 

868 
Art Director: Walter Halucha 
Designer: Walter Halucha 
Artist: Ted Lodigensky 
Copywriter: Jane Talcott 
Agency: Doyle Dane Bernbach Inc. 
Client: Snark Products Inc. 

668 

$4 IMO 

&T'av  

Aolay'later *Wilmer 



669 

Corporate Identity Programs 

669 
Art Director: Cheri Ramey 
Designers: Cheri Ramey 

John Casado 
Artist: John Casado 
Copywriter: Adrienne Lowe 
Agency: Lynda Resnick Agency 
Client: Spectrum Foods 

The Potting Shed 

870 
Art Director: Cheri Ramey 
Designer: Cheri Ramey 
Artist: Michael Stern 
Copywriter: Adrienne Lowe 
Agency: Lynda Resnick Agency 
Client: Spectrum Foods 

The Greenhouse 

670 



ART AND PHOTOGRAPHY 

Editorial Photography 

Advertising and Promotion Photography 
Editorial Ar-

Advertising and Design Ari 



Editorial Photography/B/W 

clidaricdLik 
A NUN'S JOURNEY 
by lidgcTurk 409P  ---- -.  ---

b il 

4WIIP 

671 
Art Director: Alan Peckolick 
Designer: Alan Peckolick 
Photographer: Frank Moscati 
Publisher: World Publishing 
Agency: Alan Peckolick Graphic Design 

671 



672 
Art Director: Harry Redler 
Designer: Harry Redler 
Photographer: Philippe Cornut 
Copywriter: Arthur Goldsmith 
Publication: Famous Photographers School 

672 

-  . 11r-••• 
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Editorial Photography/B/W 

673 
Art Director: Harry Redler 
Designer: Harry Redler 
Photographer: Rainer Kiedrowski 
Copywriter: Arthur Goldsmith 
Publication Famous Photographers School 

674 
Art Director: Ernest Scarfone 
Designer: Ernest Scarfone 
Photographer: Laurence Sackman 
Publisher: Ferdinand Brothers 

Nikon World 

675 
Art Director: J. C. Suares 
Designer: J. C. Suares 
Photographer: Jerry Uelsmann 
Editor: Harrison Salisbury 
Publisher The New York Times 

Op-ed page 

674 675 

Hope Against Hope 

Olituary: Motherhood 

- 

Welfare la Not an Evil Word' 

•  ein ••••••••••• al klir 

All You Have to Do Is Dream 

'To Whom Shoukl I Write a Letter?' 
. "(,••• Oa. ... • .  ...rod NY*, 

..7...:Z .1,••••••... • ••••'• 
E":1•7 1 7: ir7 





Editorial Photography/Color 

677 

. Schmerzen fin. den Gott 
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676 
Art Director: Ernest Scarfone 
Designer: Ernest Scarfone 
Photographer: Don Carstens 
Publisher: Ferdinand Brothers 

Nikon World 

676A 
Art Director: Dick Hess 
Designer: Marleen Adlerblum 
Photographer: Art Kane 
Publisher: United Nations Assoc. 

Vista 
Agency: Richard Hess Inc. 

677 
Art Director: Klaus Von Seggern 
Designer: George Guther 
Photographer: Pete Turner 
Publication: Er 





679 

Editorial Photography/Color 

678 
Art Director: Art Paul 
Photographer: Pete Turner 
Publisher: Playboy Publications 

Playboy 

679 
Art Director: William Cadge 
Designer: Cal Holder 
Photographer: Ben Rose 
Editor: Sey Chassler 
Publisher: McCall's Corporation 

Redbook 

680 
Art Director: David Hillmann 
Designer: David Hillmann 
Photographer: Christa Peters 
Publisher: Nova Magazine 
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681 
Art Director: Alvin Grossman 
Designer: Alvin Grossman 
Photographer: Lord Snowdon 
Publisher: McCall Publishing Company 

McCall's Magazine 

682 Gold Award 
Art Director: Richard Weigand 
Photographer: Art Kane 
Writer: Bob Dylan 
Publication: Esquire Magazine 
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Editorial Photography/Color 

683 
Art Director: Ernest Scarfone 
Designer: Ernest Scarfone 
Phcrtographer: Laurence Sackman 
Publisher: Ferdinand Brothers 

Nikon World 

684 
Art Director: Regis Patnas 
Designer: Regis Patnas 
Photographer: Pete Turner 
Publisher: Filipacchi 

Photo 

685 
Art Director: Ernest Scarfone 
Photographer: Michel Kempf 
Publisher: Billboard Publications 

Modern Photography 

686 Silver Award 
Art Director: Stanley Spellar 
Photographer: Pete Turner 
Publisher: Filipacchi 

Photo 
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887 
Art Director: Hans Albers 
Photographer: Tom Bartone 
Copywriter: Jeanne Voltz 
Publisher: Los Angeles Times 

Home Magazine 

688 
Art Director: Ernest Scarfone 
Photographer: Alan Ira Kaplan 
Publisher: Billboard Publications 

Modern Photography Annual 

689 
Art Director: Ernest Scarfone 
Designer: Ernest Scarfone 
Photographer: Jerome Ducrot 
Publisher: Ferdinand Brothers 

Nikon World 

690 
Art Director: Arthur Paul 
Designers: Arthur Paul 

Gordon Mortensen 
Photographer: Richard Fegley 
Publisher: Playboy Enterprises 

Playboy Magazine 
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The 
Last of the Love 
Goddesses 

691 
Art Director: Tom Ridinger 
Designer: Mesney's Third Bard° 
Photographer: Douglas Mesney 
Publisher: H & R Publications 

Show Magazine 
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Advertising, Promotion Photography 

692 
Art Director Morton Goldsholl 
Designer: Morton Goldsholl 
Photographer: Tom Freese 
Client: Goldsholl Associates 

693 
Art Director: Tom Conrad 
Designer: Tom Conrad 
Photographer: Victor Skrebneski 
Copywriters: Jim Weller 

Roger Myers 
Agency: Jim Weller & Partners 
Client: Rosemary Bischoff 
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694 
Art Director: Pete Coutroulis 
Photographer: Victor Skrebneski 
Copywriter: Howard Krakow 
Agency: Jim Weller & Partners 
Client: Florence Eiseman 

695 
Art Director: Pete Coutroulis 
Designer: Pete Coutroulis 
Photographer: Victor Skrebneski 
Copywriter: Howard Krakow 
Agency: Jim Weller & Partners 
Client: Florence Eiseman 
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After raising 43 children 
over the last 30 years Clara Hale 
has started a new family. 

New  L‘h 
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898 
Art Director: Bob Steigelman 
Designer: Bob Steigelman 
Photographer: Bruce Davidson 
Copywriter: Ray Demsey 
Agency: Young & Rubicam International, Inc. 
Client: New York Telephone 

897 
Art Director: Jim Swan 
Designer: Jim Swan 
Photographer: Art Kane 
Copywriter: Phil Peppis 
Agency: Young & Rubicam International, Inc. 
Client: Eastern Airlines 
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698 
Art Director: Michael Uris 
Designer: Michael Uris 
Photographer: Jack Wallach 
Copywriter: Frada Wallach 
Agency: Doyle Dane Bernbach Inc. 
Client: Federation of Jewish Philanthropies 

699 Silver Award 
Art Directors: William Taubin 

Michael Uris 
Designers: Wiliam Taubin 

Michael Uris 
Photographer: Jack Wallach 
Copywriter: Frada Wallach 
Agency: Doyle Dane Bernbach Inc. 
Client: Federation of Jewish Philanthropies 
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700 
Art Director: Jim Swan 
Designer: Jim Swan 
Photographer: Art Kane 
Copywriter: Phil Peppis 
Agency: Young & Rubicam International, Inc. 
Client: Eastern Airlines 

701 
Art Director: Jim Swan 
Designer: Jim Swan 
Photographer: Art Kane 
Copywriter: Phil Peppis 
Agency: Young & Rubicam International, Inc. 
Client: Eastern Airlines 
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Art Director: Jim Swan 
Designer: Jim Swan 
Photographer: Art Kane 
Copywriter: Phil Peppis 
Agency: Young & Rubicam International, Inc. 
Client: Eastern Airlines 
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_ Is our Itgailnes handler who 
can get to the scene before 
Use sine *  settles down. 

703 
Art Director: Dan Piel 
Designer: Dan Pie? 
Photographer: Ed Jaffe 
Copywriter: Bill Zeitung 
Agency: Marsteller Inc. 
Client: Marine Office, App'eton & Cox 

704 
Art Director: Rod Capawaia 
Designer: Simon Lo 
Photographer: lasso Vendikos 
Copywriter: Charles Sawyer 
Agency: Warner, Bicking & Fenwick, Inc. 
Client: Ilford Inc. 

/ 

IIN • • ' ;NI  AU I n 1•4141, .\.TOIIIP15112, 
NI WI  ISS  I .111111•111,41, 

M A MTUPIINI fli n O,I,411. ___•-_•--  1'. -•_ -_ --



re Here it is in black and white. 

0. * 

kt. 

704 



705 

705 
Art Director: Tom Conrad 
Designer: Tom Conrad 
Photographer: Victor Skrebneski 
Copywriters: Jim Weller 

Roger Myers 
Agency: Jim Weller & Partners 
Client: Rosemary Bischoff 

706 Gold Award 
Art Director: Stan Jones 
Photographer: Dick Richards 
Copywriter: John Annarino 
Agency: Twentieth Century Fox 
Client: Twentieth Century Fox 

708 
Art Director: George Lo s 
Designers: Dennis Mazzella 

Tom Courtos 
Photographer: Carl Fischer 
Copywriter: Rudy Fiala 
Agency: Lois Holland Callaway Inc. 
Client: Olivetti Corporation of America 
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709 
Art Directors: Ralph Moxcey 

Jim Witham 
Designers: Ralph Moxcey 

Jim Witham 
Photographer: Bill Bruin 
Copywriter: Nelson Lofstedt 
Agency: Humphrey, Browning, MacDougall 
Client: S. D. Warren Paper Company 

710 
Art Directors: Barry Kaufman 

Richard Lomonaco 
Designers: Barry Kaufman 

Richard Lomonaco 
Photo Graphics: Communications Quorum, Inc. 
Photographer: Romain Vishniac 
Agency: Communications Quorum, Inc. 
Client: United Jewish Appeal 
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Advertising, Promotion Photography/Color 

711 
Art Director: Herb Lubalin 
Designer: Herb Lubalin 
Photographer: Pete Turner 
Copywriter: Lois Wyse 
Agency: Lubalin, Smith, Carnese, Inc. 
Client: Garret Press 

712 
Art Directors: Sal Lodico 

Ed Bianchi 
Designer: Sal Lodico 

Ed Bianchi 
Photographer: Maureen _ambray 
Copywriters: Roz Levenstein 

Bill Waites 
Agency: Young & Rubicam International, Inc. 
Client: Puerto Rican Rums 
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713 
Art Directors: Ralph Moxcey 

Jim Witham 
Designers: Ralph Moxcey 

Jim Witham 
Artist: Terry Walker 
Photographer: Frank Foster 
Copywriter: Nelson Lofstedt 
Agency: Humphrey, Browning, MacDougall 
Client: S. D. Warren Paper Company 

714 
Art Directors: Matt Basile 

Jerry Sandler 
Designers: Matt Basile 

Jerry Sandler 
Photographer: Howard Krieger 
Copywriter: Greta Basile 
Agency: Young & Rubicam International, Inc. 
Client: Simmons 
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715 
Art Director: Mike Withers 
Designer: Mike Withers 
Photographer: Ernst Haas 
Copywriter: Joy Golden 
Agency: DKG Inc. 
Client: Talon 

718 
Art Director: Robert Rytter 
Designer: Robert Rytter 
Photographer: Joel Carl Freid 
Writer: Albert Schweitzer 
Client: Joel Carl Freid 

717 
Art Director: David Lartaud 
Designer: David Lartaud 
Photographer: David Lartaud 
Client: Pickwick International, Inc. 

718 
Art Director: Bob Ciano 
Designer: Bob Ciano 
Photographer: Pete Turner 
Client: CTI Records 

719 
Art Director: Bob Ciano 
Designer: Bob Ciano 
Photographer: Pete Turner 
Client: CTI Records 

720 
Art Director: Bob Ciano 
Designer: Bob Ciano 
Photographer: Pete Turner 
Client: CTI Records 
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721 
Art Directors: Don Weller 

Dennis Juett 
Designers: Don Weller 

Dennis Juett 
Photographers: Don Weller 

Dennis Juett 
Copywriter: Edmund Waller 
Agency: Weller & Juett Inc. 
Client: Koltun Brothers 

722 
Designer: David Hedrich 
Photographer: David Hedrich 
Client: David Hedrich Photography 

723 
Art Director: Guglielmo Nardelli 
Designer: Guglielmo Nardelli 
Photographer: Guglielmo Nardelli 
Client: Nardelli Photography 
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MIN in Westchester— 
The Low Profile 

Of the True Believers 
By Hani. Whittemore 

"... IBM4ani is almost invisible, but it has enormous impact on 
the suburls and upon tie lives of its own employees ..." 
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724 
Art Directors: Milton Glaser 

Walter Bernard 
Designers: Milton Glaser 

Walter Bernard 
Artist: Chas. B. Slackman 
Publisher: New York Magazine 

725 
Art Director: Myrna Davis 
Designer: Paul Davis 
Publisher: The Hampton Day School Press 
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I heater John Simon 

InnausT 
" I urruld not dream if accepting an invitation to Producer Vs 
culturally impoverished home But a Ma)housc is not a home 
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726 
Art Directors: Milton Glaser 

Walter Bernard 
Designers: Milton Glaser 

Walter Bernard 
Artist: Jan Faust 
Writer: John Simon 
Publisher: New York Magazine 

727 
Art Director: John Quinn 
Artist: John Quinan 
Publisher: The Evening Star 

728 
Art Director: Walter Bernard 
Designer: Tom Bentkowski 
Artist: Marvin Mattelsor 
Publisher: New York Magazine 
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RECIPE FOR A POLITICAL 
RESTAURANT 

I- rusted-glass partitions end grcen•shadad lights give the room 
a classy intimacy Will /inu m's mellow into an institution'  " 

— • • 
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HO W TO RUN A KITCHEN 

lar d al a ser a,  , 

it- arr a 110 a  ra Ket a:, I of I; m  hit., witch ido rum, ir, 11a , .4,1 ,14 

a :II /tra p rune face the thal kaae irf 1....faag a kttela a c h ar, 

A shunngrelean. shipshape kitchen is 
the rolls MI I W hit  setting for food 
mepara mot. Hut keeping this action-
Par ked noon dean esers day pre. 
senor sortie sper .1 challenges  As 
pa. IrI  a commuting se m:, on how 
n' nin a kl lk  'lilt ., I Is entire!, 
11111,1 31e liii. -  VtliN ..k ha. ptepared 
a guide to the mu st  efficient and 
painless w as, to keep kitchens clean 
Our clean-up guide crwers a range ol 
the inatezials. surfiwe, and equip-
.. rit Ittund ill  lilt .,  ki n hen.  the 
kind tit r ale mites need. dads and 
Periodiralls  to keep them at their 
peak rut good looks and et& lency. 
The tusk.  For  porcelainenameled 
sinks. ruse the mildest. lea. ahrasite 
cleaning method that souks harsh 
leans., eat aw.us the surtare grad 
ualls. leasing pits arid wats in the 
surface that an turn most he imated 

with a harsh cleanser to keep them 
presentable  To clean a purrclain 
sink in good condttion. apply a lig 
rod light•duts dishwashing dtut i tont 
trot I iii, will, a salt ,I,ah rit •raaaa.. 
%club stubborn stains stub a mild 
rleanser Fat a sink alicads trough ow 
stained use the mildest r. leans. that 
wIli wog k to rernose sI3111, and rnal.e 
the sink look dean 

,leel sinks need no cleans-
er• Wash them with a sudsy soft 

sloth cur sponge and then rime well 
with r leaf  present w ater 
spotting. partwularls in hatdwatei 
area, wipe Mc sink dii writ, a .1,111 
or paper. towel Use this wow method 
of washing. rinsing and drying 011 all 
chromium trim 
Countertop.. Plasiis laminates used 
on tables rabinets and countertops 
ate heat and stain I c•I•1 ant 'WI ars' 

not inclerarustible The care Vilt1 gist 
them is as important 23 the cleaning. 
Tut, should not set a hot put on 
them. as. them lot a tutting board 
III  scrub with harsh cleansers Ans. 
ruf these practo e• will mar the sur-
face and make it Inure sameepttble 
hi staining. To Protect thin kind ul 
sulfate and make it a snap to wipe 
clean appls ulle of the selfeleaning 
is •   designed fin kstchen use. Or 
t I  3 *pros. r leaner made for clean-
ing laminated siirtaces  It a slight 
stain reinams.  often will disappear 
alter a less days It a stain  , 
tram a In .01,. al the trollowmg was  
th Pour a small amount ol liquid 
rtilorinc hleaeh "Ili "  the slain arid 
let 0 stand tor a less seconds and 
then wipe 0 orl Rinse the spurt wuth 
a  deo:gent .01tt-W oler  ...43 Aloft  arid 

Ipe 0 dr.  2. Pow a strcrll anuoint 
of 1.'031,113  al, 011.4  I sOr 1.0r, Ii unto 
the 'rain and lei rt stand or one 
minute to "lift" the stain free from 
ihe  out .11 ,  T hen  PoUr  amall 
amount ol Imind shim me bleach on 
ilus arra or I k 1114  !Fit' , aor iit the 
slam I  ,land tor a lc. 
Seconds ot  I he N13111 th•• 
aPPeats 1 hilt 1.C,C1  I,, ii sh u t "IO W 

ihall lute 11111311k,  !hell WI Pa. up I hr 
Itqutd with 0 .p.g.• of rloth Rao, 
with detergent Anil Sk ater and wipe 
dry. Mew:s the heated ar ea 
Linoleum rounwis  like litioletun 

floors. look toilet and are easier to 
keep clean it the, au, protected wtth 
a was. &quern pet volt. waxings. a 
linoleum surtare orerls outs dads 

wiping with a damn ot sods, sloth 
Cerill111..tlie  •tainlessoteel noun-

are Ca ,'  111311 ,313  Wi pe them 
3  loll  then a 

idle, 1.1 Sias, ck.r .1 lk 

cr cis",  cc h, hamn imnggerl 
enorigh tc withstand kellic  blades 
hat,' kur• k• alai  11 011,131g hint  P. 3• 

ciii  in  Ik arieti  1,111  3 clan g', chu m 

kk  lur  .1  LI NN 

Is ki .rw. I Ican,ing lsuccder 
Wooden cook surfaces such as a 

eroiliter insert. 41.M:rasher top. cut-
ting board and butcher-block table 
should Inc utped rls-air with a damp 
rhuth and then wtroval dr,  Sretther 
soak thc111 with stater nor tel liquid 
spills remain for ans length id time 
or sriii win damage the sur•ol Re 
Inoue statto Ins tubbing theni with 
liquid Jetrieent and rcts lire ray-el 
wool Then wipe with a damp cloth 
tullowed Os a dts ..tir  I rib, rs ate the 
ursol rorassonalls trs irortor. ml wlth 
• huh. Mine, al t•Ji 
Cabinets. Wash metal and plastic 

...hone, with a solo.ro ul 
all purpose cleaner and wale,  tar a 
hea , ahl in Wr..1  it'AnCr It  lha, 1•01 

ak e has  G o ut: Med or, page 5d, 
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We don't want you to remember us as the tank 
car company. But we don't want you to forget us, either. 

With more than 75 :. 
expeletsoe, it's not su 
that our name is pr., 
household word in tht-
leasing business. 
And that's temfic. %%err 

very Etified to he Numher 
with io'. 

S'2.120.000.0.: 
much of our hi. - 
even in tank ca:  . 
For example, with ttur 

term nal storage 
leasing facilities in major North 
American ports. plus Europe 
and Asia, we're the biggest in 
the world in that lno 
Our Many trunspirt 

Liner with a fleet of 44 ships 
ranging in sire up to 228.01X1 
dead avight tons. niakes us a may a facnir in ocean-going charters 
I kr finance leasing business had its most profitable year ever 

With  ex penence In service leasing we're quickly building 
a re; cit. non of expertor in finance leasing it capital equipment, 
from off ce machines i n-i aircraft 
Vu chould al, know: about • kir industrial equipment group. It 

incluies the Fuller kornpanc uilh It, hn saltine of engineered 
pr. duet s. the steel mill mitlipment owl servicts of The William B. 
Polkkk .:ornpany. the 'ti,-1 plate fabrication and erection services of 
the Hate and Welding and I, ush an Fabrication Divisions, plus the 
rest, rut and dec  ipment activities of our GARD Division 
All sin 'wed strong profit growth 
And ...or .4her activities, including construction and real estate 

firuncing. insurance and banking, round out 'sir balanced 
world-wide offenngs. 
By nw you see the point we're trying to inake. SO please, if 

you mut t think of' us as the tank car company, think of' us as the one 
with milk ais in min-tank car assets. as well 
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759 
Art Director: Tom Knott 
Designer: Tom Knott 
Artist: John Cook 
Copywriter: Dick Baker 
Agency: The Bloom Agency 
Client: Texas Pharmacal Company 

780 
Art Director: Guy Noerr 
Designer: Guy Noerr 
Artist: Chris Corey 
Copywriter: Allen Salisbury 
Agency: Young & Rubicam International, Inc. 
Client: Dr. Pepper 

761 
Art Director: Pete Coutroulis 
Designer: Pete Coutroulis 
Artist: Joe Saffold 
Copywriter: Howard Krakow 
Agency: Jim Weller & Partners 
Client: Fisher Office Furniture, Inc. 

782 
Art Director: Jim Uhlir 
Designer: Mabey Trousdell 
Artist: Mabey Trousdell 
Copywriter: Mabey Trousdell 
Agency: Foote Cone & Belding, Inc. 
Client: International Harvester 



Advertising, Design Art/Color 
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784 
Art Director: Woody Litwhiler 
Designer: Woody Litwhiler 
Artist: Charles White 
Photographer: Joe Toto 
Copywriter: Don Marowski 
Agency: Young & Rubicam International, Inc. 
Client: General Foods 

765 
Art Director: Don Weller 
Designer: Don Weller 
Artist: Don Weller 
Copywriter: Frank Noda 
Agency: Weller & Juett Inc. 
Client: Mary Catone 

Frank Noda 

766 
Art Director: Richard Nava 
Designer: Richard Nava 
Artist: James McMullan 
Agency: Image Communications, Inc. 
Client: Norton Simon Communications 

787 
Art Director: Frank Rogers 
Designer: Mabey Trousdell 
Artist: Mabey Trousdell 
Agency: Cargill, Wilson & Acree 
Client: First Union National Bank 



of NFL xxball 
A Printer 

768  789 

44t.'0 (  r.„ 

'4,ft 
C:=4 



Advertising, Design Art/Color 

771 

768 
Art Director: Mike Gaines 
Designer: Mabey Trousdell 
Artist: Mabey Trousdell 
Agency: Mabey Trousdell Inc. 
Client: N.F.L. Properties 

789 
Art Director: Henry Epstein 
Designer: William Duevell 
Artist: Fred Otnes 
Copywriter: Joel Cohen 
Agency: ABC Art Department 
Client: ABC News 

771 
Art Directors: Barry Kaufman 

Richard Lomonaco 
Designers: Barry Kaufman 

Richard Lomonaco 
Artist: Fred Otnes 
Photographer: Morecraft/Oliwa 
Agency: Communications Quorum, Inc. 
Client: United Jewish Appeal 

Fthr-777-- -74- -7-2'j a-7 
Fffrk1-1=-FrAff--2E. 

you viii it, it is lo dream: 



Advertising, Design Art/Color 

772 
Art Director: Mike Gaines 
Designer: Mabey Trousdell 
Artist: Mabey Trousdell 
Agency: Mabey Trousdell Inc. 
Client: N.F.L. Properties 
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773 
Art Directors: Barry Tucker 

Ernie James 
Designer: Ernie James 
Artists: Barry Tucker 

Ernie James 
Ray Condon 

Editor: George Doszla 
Agency: Tucker & James 
Client: Sandoz Australia Pty. Ltd. 

774 
Art Director: David Krieger 
Designer: David Krieger 
Artist: Tim Lewis 
Agency: Davis Fried Krieger Inc. 
Client: Chess/Janus Records 

775 
Art Directors: Frank Perry 

Art Christy 
Designers: Frank Perry 

Art Christy 
Artist: Gordon Kibbee 
Copywriters: Frank Perry 

Mitch De Groot 
Clem Bittner 
Art Christy 

Agency: Fuller & Smith & Ross Inc. 
Client: Mobil Oil Corporation 

776 
Art Directors: Frank Perry 

Art Christy 
Designers: Frank Perry 

Art Christy 
Artist: Ettienne Delessert 
Copywriters: Frank Perry 

Mitch De Groot 
Clem Bittner 
Art Christy 

Agency: Fuller & Smith & Ross Inc. 
Client: Mobil Oil Corporation 



774 

775 

After WE stict out )ose in we stick our neck out. 

Mobil 
V. we me . err .1 .9 less 

776 

We hammer away at your problem then you nail us down 

Mobil 
We we ma. . welong lee• 
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777 

Once we get to the root of your problem. we go out on a limb 

Mobil 
We see mon try  bss 

M ee , 
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779 

+ 
The Dessert America Crew Up With 
Se_rvesYou An Exciting New 

Opportunit4e. 
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Advertising, Design Art/Color 

777 
Art Director: Walter Kaprielian 
Designers: Harold Florian 

Joel Benay 
Walter Kaprielian 

Artist: Push Pin Studios 
Copywriter: Richard Seideman 
Agency: Ketchum, MacLeod & Grove, Inc. 
Client: General Foods 

778 
Art Directors: Frank Perry 

Art Christy 
Designers: Frank Perry 

Art Christy 
Artist: Don Ivan Punchatz 
Copywriters: Frank Perry 

Mitch De Groot 
Clem Bittner 
Art Christy 

Agency: Fuller & Smith & Ross Inc. 
Client: Mobil Oil Corporation 

779 
Art Director: Ed Thrasher 
Designers: Chris Whorf 

John Casado 
Barbara Casado 

Artist: Don Ivan Punchatz 
Client: Warner/Reprise Records 

780 
Art Director: Frank Biancalana 
Designer: Frank Biancalana 
Artist: Charles White III 
Copywriter: Ethan Revsin 
Agency: Lee King & Partners 
Client: GATX 

781 
Art Director: Frank Biancalana 
Designer: Frank Biancalana 
Artist: David Wilcox 
Copywriter: Ethan Revsin 
Agency: Lee King & Partners 
Client: GATX 

782 
Art Director: Frank Biancalana 
Designer: Frank Biancalana 
Artist: Paul Davis 
Copywriter: Ethan Revsin 
Agency: Lee King & Partners 
Client: GATX 



783 

You can't tell a tiger  1°11 c 
by his stripes. 

785 

NDUSWI WEN 

784 
1 

Picking an airline forks food is like picking a restaurant forks flying abilit) 

Pan Am 

Advertising, Design Art/Color 

Ex-PlowYorkor 
returns to town. 
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783 
Art Director: Bob Steigelman 
Designer: Bob Steigelman 
Artist: Paul Davis 
Copywriter: Ray Dempsey 
Agency: Young & Rubicam International, Inc. 
Client: New York Telephone 

784 
Art Director: Tom Gilday 
Designer: Tom Gilday 
Artist: Arnold Varga 
Copywriter: Joyce Spetrino 
Agency: Griswold-Eshleman Co. 
Client: Penton Publishing Co. 

785 
Art Director: Amil Gargano 
Artist: Rick Meyrowitz 
Copywriters: Jim Durfee 

Bob Kaplan 
Agency: Carl Ally Inc. 
Client: Pan American Airways 

786 
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. 



786 

78' 88 

Advertising, Promotion Photography/Color 

787 
Art Directors: Gene Brownell 

John C. LePrevost 
Designer: John C. LePrevost 
Artist: Marilyn LePrevost 
Photographer: Gene Brownell 
Agency: Gene Brownell Studio 
Client: Shelter Records 

788 Gold Award 
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. 



Advertising, Design Art/Color 

789 
Art Director: Harvey Gabor 
Designer: Harvey Gabor 
Artist: David Leffel 
Copywriter: Pacy Markman 
Agency: McCann-Erickson, Inc. 
Client: New York Racing Association 

790 
Art Director: Walter Kaprielian 
Artist: J. McCaffery 
Designers: Walter Kaprielian 

Peter Welsch 
Harold Florian 
Katsuji Asada 
Arton Associates, Inc. 

Copywriter: Arthur X. Tuohy 
Agency: Ketchum, MacLeod & Grove, Inc. 
Client: Newark District Ford Dealers 

7s. 

789 

790 

.1 .c,luolfr. 
111=111111 

You're a Thoroughbred and 
today you're going to race in NewYork. 

All that breeding, all that training helped make you 
fast enough to run at Beautiful Belmont Part. 

And those people relaxing in the stands 
are here to watch you run. 

Good luck. 

• 



FILMS AND TELEVISION 

Station ID's 

Station or Network Promotions 
Program Promotions 



Station IDs 

791 
Art Director: Lou Dorfsman 
Designer: George McGinnis 
TV Directors: Lou Dorfsman 

George McGinnis 
TV Producer: George McGinnis 
Production Company: Edstan Studio 
Agency: CBS/Broadcast Group 
Client: CBS Television Network 

CBS 'Eye' Logo 
5-second 

MUSIC ACCOMPANIES THE ART 



Station. Network Piomos 

72 Siker Award 
At Directors: Ernie Smith 

Herb Lubalin 
Annegret Beier 

Copywriters: Ron Aigen 
Gil Perlman 

Designers: Ernie Smith 
Herb Lubalin 
Annegret Beier 

Alists: Marie Michal 
Tony DiSoigne 

TV Directors: Herb Lubalin 
Gil Perlman 

TV Producers: Lawrence K. Grossman Inc. 
Production Companies: Sel Animation 

July Studio 
Merlin Studio 

Agency: Lawrence K. Grossman Inc. 
Client: Public Broadcasting Service, 

Washington D.C. and WHA-TV 

The Freeloader Analyzed 
60-second 

PSYCHIATRIST'S OFFICE, PATIENT 
LYING ON COUCH 

DOCTOR: This guilt. .. you feel it only 
in the evening? 

PATIENT: I think so. 

DOCTOR: How do you spend your 
evenings? 

PATIENT: Watching TV, mostly ....uh, 
Masterpiece Theatre ... Hollywood 
Television Theatre ... William F. 
Buckley ... 

DOCTOR: Very interesting. 

PATIENT: Why? 

DOCTOR: They're all public television 
programs? 

PATIENT: Well, sure. That's my favorite 
station. 

DOCTOR: May I ask you a very 
personal question? 

PATIENT: How personal? 

DOCTOR: Have you sent a check to 
your public TV channel? 

PATIENT: Well, no. Most of my extra 
money is spent on this couch. 

DOCTOR: Yes, I know. But it's quite 
possible that your guilt stems from 
watching public TV programs and not 
helping to pay for them ... Face it: 
You're a free-loader! 

(SFX: "BOING!'') 

ZOOM IN ON PATIENT'S FACE. 
THE "BELL" HAS RUNG IN HIS 
HEAD 

PATIENT: Am I cured? • 

SUPER: SEND US A CHECK, 
OR A NOTE FROM YOUR DOCTOR. 

Keep Television Beautiful 
60-second 

May is Bustin' Out All Over 
60-second 



Station, Network Promos 

793 
Art Director: Ted Andresakes 
Designer: Ted Andresakes 
Artist: Ted Andresakes 
TV Director: Karl Fischer 
Production Company: Pumpernickel Inc. 
Agency: CBS/Broadcast Group 
Client: CBS Television Network 

CBS Christmas Deer 
20-second 

MUSIC ACCOMPANIES T-IE ART 

Season's Greet 
DS@ 



794 Gold Award 
Art Director: Barry Vetere 
Copywriter: Jan Zechman 
1V Director: Jce Sedelmaier 
1V Produces: Jan Zechman 

Barry Vetere 
Production Company: Sedelmaier Film Productions, Inc 
Agency: Zechman Lyke Vetere, Inc. 
Client: KMCX-TV 

Bob Buck 
10-second 

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

ANNCR. (V0): 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. (V0): What have we done? 

SUPER: NEWS SERVICE 
6 & 10 P.M. 

Jim Bolen 
1 0-second 

Max Roby 
1 0-second 

Tom Jones 
1 0-second 



Program Promos 

795 
Art Director: Morton Goldsholl 
Copywriter: Jerry Chodera 
Designer: Morton Goldsholl 
Cameraman: Tom Freese 
TV Director: Morton Goldsholl 
TV Producer: Jerry Chodera 
Production Company: Goldsholl Associates 
Agency: Campbell-Mithun, Inc. 
Client: Accent International 

The Honeymooners 
5-minute 

SCENE I: INTERIOR AL AND GERT'S 
SMALL APARTMENT, 1890 CONVERTED 
BROWNSTONE, SEEDY. MID MORNING. 
CU CHUBBY HAND AND NEWSPAPER. 
HAND GROPES FOR CAN OF BEER. 
AL DRINKS 

SCENE 2: GERT, NEWLY-WED, AL'S 
MATE, CHUBBY, LOVABLE ENTERS 
LIVING ROOM FROM KITCHEN IN ROBE 
AND CURLERS. THEY LOOK AT ONE 
ANOTHER, BORED 

SCENE 3: MONTAGE CUTS: AL AND 
GERT AROUND APARTMENT, 
AIMLESSLY LOOKING OUT OF 
WINDOW AT BRICK WALL 

SCENE 4: GERT TURNS ON RADIO. 
IT WON'T PLAY. A WHACK 

(SFX: NEWS PROGRAM COMES ON) 

(SFX: AL BELCHING FROM BEER) 

SHE SIPS COFFEE 

(SFX: RADIO PLAYS ACCENT JI NGLE) 

GERT LOOKS AT AL. (EYES GET 
SOFTER) 

SCENE 5: FANTASY MONTAGE: LS, 
SLOW MOTION SKY, AL RUNNING, 
ARMS OUTSTRETCHED TO SCREEN 

CUT TO APARTMENT. AL GETTING 
INTERESTED IN GERT 

MONTAGE: GERT RUNNING TOWARD 
CAMERA, ARMS OUTSTRETCHED, 
HAPPY. BACK IN APARTMENT AGAIN, 
THEY COME CLOSE TOGETHER 

SCENE 6: MORE FANTASY MONTAGE 

MORE SCENES IN APARTMENT 
WHERE THEY NUZZLE, PLAY HANDS, 
GETTING CLOSER 

MANY INTER-CUTS UNTIL IN 
APARTMENT THEY AT LAST ARE SO 
CLOSE BELLIES COLLIDE. THEY 
BOUNCE BACK, EMBRACE MADLY 

SCENE 7: (SFX: FIREWORKS) 

BOLD COLOR FIREWORKS FINISH 



796 
Art Director: Lou Dorfsman 
Designers: Lou Dorfsman 

George McGinnis 
TV Directors Lou Dorfsman 

George McGinnis 
TV Producer: George McGinnis 
Produc.ion Conpany: Edstan Studio 
Agency: CBS/Broadcast Group 
Client: CBS Teleyis.on Network 

Thursday Night Movie 
30-second 

MUSIC ACCOMPANIES THE ART 



Program Promos 

797 
Art Director: Lou Dorfsman 
Designers: Lou Dorfsman 

George McGinnis 
TV Directors: Lou Dorfsman 

George McGinnis 
TV Producer: George McGinnis 
Production Company: Edstan Studio 
Agency: CBS/Broadcast Group 
Client: CBS Television Network 

Late Movie Opening 
38-second 

MUSIC ACCOMPANIES THE ART 

0,id _ „sr. ire i. ., 



798 
M Director Lou Do-fsman 
Designers. Lou Dorfsman 

George McGinnis 
TV Directors Lou Dorfsman 

George McGinnis 
TV Producer. George McGinnis 
Produc:ion Company: Edstan Studio 
Agency CES/Broadcast Group 
Client: CBS Television Network 

Sunday Movie 
38-second 

MUSIC ACCOMPANIES THE ART 

THE CBS 
SUNDAY NIGHT 
11110111ES 



Program Promos 

799 
Art Director: Elinor Bunin 
Designer: Elinor Bunin 
Cameraman: Jim Walker 
TV Directors: Elinor Bunin 

Robert Young 
TV Producers: Elinor Bunin 

Chiz Schultz 
Production Company: Elinor Bunin Productions 
Client: Chiz Schultz, Inc. 

J.T. 
24-second 

IN THIS TITLE SEQUENCE FOR A 
SERIES, THE CAMERA FOCUSES 
THROUGHOUT ON A SOLE SMALL 
BOY IN HARLEM. HE IS 
PREOCCUPIED DRAWING HIS 
INITIALS, J.T., ON A CLOUDY, 
WINTRY WINDOW 

WOMAN'S VOICE (CALLING 
EXCITEDLY): J.T. .J.T... 

J.T. QUICKLY RUBS THE WINDOW 
CLEAR, REVEALING AN ENDEARING, 
EXPECTANT FACE 

FINISH CLOSE 



THE ART DIRECTORS CLUB 



Words between the outgoing 

With the creative partnership 
of the Art and Copy Clubs in a new Show this 
year, a new significance has been brought to 
The Art Directors Club's awards system that 

records the good and great work done over the 
past 52 years. The history of the creative 

forces involved in our business is contained in 
our 51 awards show annuals and has helped 
inspire the people in our business to produce 

work of which we all can be proud. 

The inception last year of The Art Directors 
Hall of Fame has awakened in us the need to 
understand the past and to study and know 

the great pioneers of our crafts. The history of 
design in our country has generally been 

neglected and, with the continuing research 
into people deserving of our Hall of Fame, our 

1971-1973  Club can teach and give incentive to the new 
George Lois  talent continuously coming into our business. 

Dave Davidian  The better an art director searches and 
Dave Epstein  understands the past, the better an art 
Gene Federico  director he or she can become. 

George Krikorian 
Along with that search, from 1971 to 1973, The 

Bill McCaffery 
Art Directors Club has been involved in making 

Gene Milbauer 
important changes in direction. One of the 

Bob Reed Club's most important functions was and will 
Arnold Roston 

remain our awards show, but the understanding 
Ernie Scarfone 

that our membership can influence and cause 
Bob Wall 

progressive change in our business and in our 
William Cadge 

educational system sets us on a path that can 
make The Art Directors Club take its rightful 
place as the most meaningful professional 

club in the world. 

The vast majority of the membership (now 
happily with the beginning of an influx of 
women) wants our club to be more than a 

meeting place with a bar, to do more than give 
an occasional scholarship. Last year's "Making 
New York Understandable" show, lauded by 
Ada Louise Huxtable for its foresight, was an 
initial way of "getting our feet wet" in trying to 
help solve the problems of our city. With the 

aid and partnership of The Copy Club, we can 
even do more to help make our business one 

that does credit not only to ourselves, but 
brings honor to those who want to work in our 

business and lead useful, creative lives. 

Our new President is Herb Lubalin —one of the 
great pioneers in the graphic arts and a man 
who knows how to get things done. He and a 
gung-ho executive committee, along with the 
Club's advisory board, want and need the 

involvement of every member to keep the Club 
going in the right direction. 

Nothing much nicer could happen to The Art 

Directors Club than to have Herb Lubalin and 
his new board at the helm. Give em' hell, Herb! 

George Lois 



and the incoming presidents. 

Them's kind words, and it has 

always been my feeling that the membership 
has never realized, or understood, its potential 

as a force for the social good. 

This membership comprises more talent and 
more creativity, more ability to influence people 

and make 9-em react than any other creative 
group I know of. 

If all this affluence of ability could be 
harnessed for the bettermert of social 

conditions in suon areas as communications, 
education, living conditions, environmental 
conditions, philanthropic activities and —even in 
making eacn other better people by closer 
personal relationship —all of us would be the 
happier for .t. 

I'm glad to say that, during the past two years, 
the gap between promises and delivery has 
narrowed and the dynamism of this club has 
accelerated under the direction of George Lois 
and an admirable executive board. Because of 
an attempt to change the attitude of the club 
from that o' a professional social organization 
to one that can play a more significant role in 
our society, a certain amount of controversy 
has come about, which is always inherent when 
new, untried ideas are explored. I am fully in 
support of these programs and will try my best, 
as the incoming President of the New York Art 

Directors Club to implement that which has 

already been started. It's my hope to add a 
few ideas of my own and those of the incoming 

board, a selection of talent I feel honored to be 
working with. 

Additional y, I plan to call on the full membership 
to become participants rather than spectators. 
If every member contributed just a few hours 
of his time during the course of a year, the 
synergistic result could be overwhelming. 

In brief, try to stop thinking of us as an 
organization that concentrates its total activity 
towards an exhibit;on —however good —a 

conference and an annual book extolling our 
glory —however unpretentious —as individuals 
in the fields of advertising and editorial art and 
design, and start thinking of us as an 
organization with the obligation to try to influence 
properly, people in the matters of government, 
educatior, business —our own profession. And, 
also, all those so-called "little people" out 
there who find it difficult to talk to one another. 

If you're in sympathy with the direction we're 
taking, le: us know about it. We want to hear 
from you. We can sure use all the help we can 
get. If you disagree, let us know that, too. 
We'll get together and talk about it. A fair 
exchange is never any robbery. 

Herb Lubalin 

1973-1974 

Herb Lubalin 
Jerry Andreozzi 
Dave Davidian 
Dave Deutsch 
Lou Dorfsman 
Gene Federico 
Marilyn Hoffner 
George Krikorian 
George Lois 
Gene Milbauer 
Bill Taubin 
Henry Wolf 





THE NEW YORK 
ART DIRECTORS CLUB 

At the One Show exhibition. Olivetti Building, New York City. 

The One Show Credits 

Staff Assistants: Melissa Merkling, Wendy Smith, Glenda Spencer, Jackie Weir 
The One Show Call Penci Concept: Alan Peckolick, Peter Nord 

The One Show Medal: Kurt Weihs, George Lois 
The One Show Certificates: Kurt Weihs 

Olivetti Building Exhibition: Kenneth Walker Design Group 
Dorothy Schuster, Project Director 

Hanging Committee: Kurt Weihs, Chairman 
George Lois, Charlie Rosner, Dorothy Schuster 

TV Edito-: Robe-t Smith 

Radio Editor: The Mix Place 
Data Processing: AMIC 

TV Judg ngs Location: CBS, MPO Videotronics 
Radio Judgings Location: Horn/Griner Productions 

Awards Ceremonies: Shea Kurnit, Chairman 

Photos: Jim Demetropoulos, Joe Corto 



THE NEW YORK 
ART DIRECTORS CLUB 

A first event in the City. The proclaiming of "Communications Week." At the signing (from I.): councilman-at-large Kenneth 
Haber: in-coming ADC president Herb Lubalin; "Inside New York" conference chairman David Enock; out-going ACC 
president George Lois; One Show Awards Dinner chairman Shep Kurnit; Copy Club president Ed McCabe; Advertising 
Age Creative Workshop director Bob Heady. Front and center: New York City Mayor John V. Lindsay. 

Editor's note: This report covers activities from 
1971  through  1973 —with projection into  1974 
activities. 



THE NEW YORK 
ART DIRECTORS CLUB 

A few of 100 lc s.s 

Carl Fis:her StEr Eisenman David Elock  Peter Hirsch Henry Wolf 

"Inside New York" credits 
Art Director: Ralph Tuzzo 
Secretary: Glenda Spencer 
Assistant: Judy Schloss 

"INSIDE NEW YORK" 

This year's conference was designed to continue 
an idea that was started last year, bringing together 
people from all over the country and the world to 
visit ove• 10C of New Yo-k's most influential co -n-
municators. Groups of 6 to 15 visitors traveled 
around New York from office to office and spent 
an hour to an hour and a half with each host. 

For the first time, Advertising Age held its 
Creative Wori<ship in New York City and for the 
first time, The New York Art Directors Club and 
Advertising Age joined together for a full week of 
communications programs. The Ad Age workshcps 
ran  from  Monday to Thursday  morning.  The 

Wednesday  workshops  were  coordinated  with 
The Art Directors Club Thursday and Friday were 
the visits to New York's offices. 

The pest way that one can assess the real 

value of this conference is to have been a visitor 
or a host. Being chairman this year gave me the 
opportunity  tc  witness  unanimous  enthusiasm 
(visitors' and hosts'). 

Unfortunately, this enthusiasm does not al-
ways last beyond the actual experience. For this 
reason I feel we should continue to meet, ex-
change ideas, find out why we do things the way 
we do, explore problems of morality in advertis-
ing, budget problems, the attitude of the con-
sumer, how to improve our profession and what 
part communication plays in our lives (for com-
munication is "the essence of being human"). 

In fact, the "Inside New York" visits con-
cept is so valuable I think New Yorkers should 
do this several times a year —among themselves. 

The participation of the hosts helps to rein-
force my belief in the validity of conferences 
which provide such personalized meetings. 

David Enock 
Art Directors 18th Communications 
Conference Chairman 



THE NEW YORK 
ART DIRECTORS CLUB 

Making NewYork Understandable 
September 6 thru September 27 New or C,,Itt, ,o1Ce,',  r e. 
llom--6 pm Tuescia,  ''̀ r•  

• 
e. I • et. 4, 

1 

1.1 

HOW TO GET DOWNTOWN 
FASTER THAN AN ANT 

If the bus I get on gives me more Peter Max than 
destination or route information or just plain ser-
vice, then I've really got a problem. 

If the front pages of our dailies tell us about 
000,000 of this and 000,000 of that and 000,000 
of deaths and 000,000,000 of dollars and we 
can't comprehend the 000,000,000s, then we've all 
got a problem. 

If you can't find a bathroom in Central Park 
or you don't know where to get (simply) a drink 
of water in New York on a hot day, then we're lost 
in more ways than one. 

The more we learn, the more complex our 
society becomes. The more we develop our tools 
of communication, the harder it gets to make 
things clear. The decay of the city increases as it 
becomes less understandable to its citizens. Even 
that half-compliment, "It's a nice place to visit, 
but —" may no longer apply to New York. 

Those of us who live and work in this grow-
ing confusion of a city can't sit back and expect a 
mayor or a governor or more policemen to solve 
our problems; particularly if we are art directors 
and designers and writers and photographers and 

filmmakers —i.e., communicators. We're the ones 
who must face up to the responsibility of relating 
our work to the lives we live and the life we ob-
serve around us. We must apply our skills and tools 
to the job of giving form and order and meaning to 
urban processes. By making the city even a bit 
more understandable, we make it a bit more livable. 

Efforts in this direction were presented in a 
major exhibition —"Making New York Understand-
able" at the New York Cultural Center. These 
ideas and solutions comprised part of our 17th 
annual communications conference. 

Going to Paris won't make you a better artist, 
chatting in pubs won't make you a better novelist, 
and going to communications conferences won't 
make you a better communicator. What may is 
doing your thing where you live. So that's what we 
decided to do in New York. We thought we and 
everybody else in the city would benefit if we could 
come up with just a few good ideas that would 
help make New York understandable. 

There was much enthusiasm for the project 
and lots of excited talk about it. Over a period of 
months I talked with a couple of hundred art direc-
tors and designers, and quite a bit of literature was 
issued on the subject of the kinds of contributions 
the communicator could make to clarify public in-
formation, etc. After all, that's supposed to be 
what it's all about. Except that when the show 
date drew near, only a few ideas had been com-
pleted by Club members. 

Believing the overall concept to be important 
and viable, we went out looking for solutions be-
yond the membership and found that many already 
existed or were in the works, often in unexpected 
places. So, welcoming ideas from everyone, we 
put together a sort of starter set. In any event, it 
was the first show where communicalors applied 
their skills in this area. 

We hope the ideas interest you. More im-
portantly, we hope they spur you to some kind of 
action on your own toward making your own home 
town understandable, whether it's New York or 
anywhere else. 

You know, if life is the real issue, it could 
be that the real hope for all our lives is in making 
use of the powers we already have. 

William McCaffrey 
Art Directors 17th Communications 
Conference Chairman 

P. S. Since these events took place it has become 
increasingly clear that the lack of information being 
made public can affect all of our lives gravely. This 
was only a beginning. 
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Informa:icn giaph.cs were displayed. 
Reprinted by permission of 
The New York Times, Sunday, September 24, 1972 

DOING THE HARD THINGS FIRST 

There is a very well intentioned and quite amiable 
little show at the New York Cultural Center called 
"Making New York Understandable," a theme close 
to this writer's heat It is a timeless and open-
ended subject, and the questions it raises will last 
long after the closing date of Oct. 11. 

For nine years this fall, we have been strug-
gling to make New York understandable, knowing 
that it is an impossible task. New York will never 
be understandable in anything except detail or 
microcosm; both its spirit and its physical facts 
are contradictory and evasive, full of the paradoxes 
of the too large, too tragic, too rich, and too real. 

Reality, as New York puts it together, consists 
of nirvana and the lower depths with every grada-
tion in between. It offers punishments and rewards 
of the body and soul that defy even the most so-
phisticated analysis. 

The simplistic mind that demands reason and 
order and proper hues of black and white reduces 
New York falsely to its own level of inadequacy. 
Define humanity under pressure. Or civilization at 
its most brutal and complex. Or survival, primary 
and profound. At best one only senses New York, 
given revelatory glimpses of its scale, processes 
and meanings, beauties and enormities. Equally, 
understand the workings of the universe. 

Madison Averue Mall mode'.  Vestpocket park 'dens 

Tsars! 

Nevertheless, the kind of understanding that 
the exhibition at the Cultural Center seeks is both 
laudable and logical. It takes the form of a sam-
pling of the devices used to give information about 
the city to city dwellers —to clarify their surround-
ings, to aid them in their daily lives, to reveal the 
city's services and form. It proceeds from basic 
graphics—in posters, street and subway signs, pub-
lications and films —to the necessities and amen-
ities of public transportation and vest pocket parks, 
right up to the Olympian manipulations of the en-
vironment by planners in new-towns-in-town such 
as Welfare Island and Battery Park City. 

The range is from the direct guide, as maps, 
to methods of making the city more livable and 
workable, as in the currently stalemated proposal 
for a Madison Avenue mall. There are models, pho-
tographs, films and books, and even a copy of New 
York's Master Plan. 

Re-vamped subway signage. 

The exhibition was conceived and assembled 
by the Art Directors' Club, in connection with its 
17th annual communications conference, held in 
New York from Sept. 6 to 8. The idea came from 
William McCaffery, program chairman of the con-
ference. Material included is the work of Art Di-
rectors' Club members and other designers, writers, 
filmmakers, architects, and planners, all with a 
stake in making the city visible, comprehensible, or 
better in some way. 

"The decay of the city increases as it be-
comes less understandable to its citizens," Mr. 
McCaffery says. The entrance wall label calls for 
the city's "communicators" in visual and verbal 
fields to address themselves to the problem of 
communication between the citizen and his habitat. 

The show, necessarily spotty because of its 
scope, is cheerful, even optimistic. But something 
else emerges from the casual assemblage of plans 
and projects. It goes beyond the pleasant, rational 
novelty of the model of the Prattaxi developed by 
Pratt students, or the Ginkelvan by Van Ginkel As-
sociates for the city's Office of Midtown Planning 
and Development, or the promise of subway sense 
and style emerging from MTA chaos by MTA con-



THE NEW YORK 
ART DIRECTORS CLUB 

sultants Unimark International, or the eloquent plea 
for the care and handling of city trees by land-
scape architect Robert Zion. 

Assembled in the most offhand way is the 
most solidly impressive evidence of the planners' 
work in New York on a very large and sophisticated 
scale, almost all in construction now. 

The Bedford-Stuyvesant superblock, by land-
scape architect M. Paul Friedberg and Associates 
and architect I. M. Pei and Partners, is a com-
pleted and successful experiment in bringing urban 
amenity to the ghetto slums. 

The Harlem River Bronx State Park, a 65-acre 
project of recreational open space with housing, 

schools, shops, pools, gyms, athletic fields, amphi-
theater, and marina, by Friedberg and Davis, Brody 
Associates, is currently rising on a desolate indus-
trial riverfront site. The client is the State Park 
Commission for the City of New York. 

Battery Park City, a 91-acre new community 
for 55,000 residents, designed by the team of 
Philip Johnson and John Burgee, Harrison and 
Abramovitz, and Conklin and Rossant, with active 
handholding by the city's planners, is going ahead 
now, under the auspices of the Battery Park City 
Authority. 

Welfare Island, master-planned by Johnson 
and Burgee, with all of its well-aired troubles, has 
still managed to break ground for housing. With 
Ed Logue, a man of steely commitment and im-
pressive achievement heading the State Urban De-
velopment Corporation, its construction is no real 
gamble. 

In one of the most curious understanding 
gaps of all, New Yorkers fail to grasp that these 
massive schemes are going ahead; that these 
things are actually happening. Brought up on paper 
plans and no action, the people and the media 
maintain habits of easy cynicism. 

A new idea for inner-city  New hospital signage 
transportation.  promotes understanding. 

gi 
IpP risral  i irt 

1111111 .1 . 

Useful sidewalk solutions for residents and visitors. 

The exception is the young. Raised on sci-
ence fiction and the moon, in a world where any-
thing can, and does, happen, their reality is 
broader. They carry the badge of New York cyni-
cism like a cheerful flag, but they accept what their 
elders reject. 

The day we visited the show, a high-school 
class on a cultural outing suddenly brought the 
galleries to sharp life, their reactions instinctive, 
totally New York. The girls, to a Ms, teetered on 
four-inch platform soles, with fingernails of black, 
silver and dried blood. The boys vied in rainbow 
sneakers. They didn't bother with wall labels. They 
wrote their own script. 

"Welfare Island?" (Granny glasses, wide 

cuffed pants.) 
"Is that what they're making now?" (Broad-

brimmed black hat and glasses, six-inch cork 
platform soles.) 

"You mean just for welfare recipients?" 
(Jean Harlow hairdo and blouse, rhinestone pin, 
wedgies.) 

"Don't be crazy; it's the city of the future." 
(White stocking cap, jeans, red-white-and-green 
sneakers.) 

"It's going to be our city?" (Purple body 
shirt, red-white-and-blue sneakers.) 

"Sure. But don't worry about it. You'll be 

dead." (Hair and Aquarius deshabille.) 
Laughter. (All.) 
All they really underestimated was the time 

it would take, but then, time is notoriously long 
for the young. We give it 10 years, and we expect 
to be around. The big dreams are the most real 

thing about this unreal city these days. They have 
the substance of money, law and steel. If there is 
another lesson in the show, it may be that it is 
easier to build immense, planned developments 
than to get a rational taxi or a clear street sign. 
We do the hard things first. 

In New York, in fact, we only do the impos-
sible. Understand a city like that? 

Ada Louise Huxtable 

"Making New York Understandable" credits 
Exhibition: David Enock Photos: Ernie Costa 
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PUTTING YOUR MONEY 
WHERE YOUR MOUTH IS 

If we are to influence and improve the quality of 
work, it really begins with what we do for the kids. 
Kids are disturbed about corruption in high places, 
disillusioned about our commercial society in gen-
eral. Sixty percent of the people in a Harris poll 
believed that this corruption was a fact of life. 
Yet old people have been bellyaching about the 
kids. Everybody promises. Nobody seems to be 
telling it straight. 

The point is—we can put our money where 
our mouth is. For this reason, the ADC in very 
recent years has increased its Scholarship Fund 
activities, finding money to give to talented and 
needy kids so that they can enter the field. The 
emphasis has been on the underprivileged. The 
record includes some innovations. 

The Fund as an independent corporation was 
so organized due largely to the prescience of 
Arnold Roston a decade ago (he is still its active 
president). Traditionally, the ADC had given to 
young people over the years, but the Fund put it 
under one umbrella. Fund directors this year, who 
add their rames to a prestigious list, are Dave 
Epstein, Marilyn Hoffner, George Lois, Herb Lub-
alin, and Arnold Roston. 

Scholarship winners at ceremonies with Arnold Roston, 
George Lois, Jcseph Papp 

For the directors it's engrossing but time-
consuming work to select scholarship applicants. 
It means going to student exhibitions, correspond-
ing with art and regular high schools, and then 
later reviewing portfolios. 

This is from recent Annual Scholarship re-
ports: 
o The ADC Fund was among the first to come to 
the aid of the New York Public Library—to fight 
against its curtailment of services. (The Govern-
ment had pledged monies if professional organiza-
tions would assist.) The ADC donated over $3,000 
to abate this library crisis. It was an important 
contribution for the Club because of the belief in 
our role as (simply) a 'citizen' of the City. 
o Money was given to promising young people 
to attend Cooper Union, Pratt, Cornell, Parsons, 

SVA, and other schools. Of the 14 scholarship 
recipients, nine happily were women (thus the 
Club could do its small bit to even the sex ratio 
among ads!). The recipients: Julie Baron, Donna 
Chapin, Doris Chin, Ruth Fanelli, Diana Farrell, 
Talita Long, Jussara Luz Padillia, Joseph Mc-
Dermott, Nancy Rapoport, Alex Rosenberg, Gale 
Saddy,  Percy  Scott,  Stewart  Suskind,  Peter 
Voorhies. 

Now how is all this money raised? Mostly 
through hounding companies, magazines, etc. Con-
tributions don't, of course, always come with 
groans —agencies, art and type studios, and in-
dividual members have given generously out of 
their hearts. And, when there's money in the till, 
the Club donates separately to the Fund. Also, the 
Club sponsors special fund-raising events. This 
year, the Club raised close to $600 at its wild and 
wonderful communications industry preview of 
"Slither," the first feature made by award-winning 
commercial director Howard Zieff. 

To continue the report — 
o Close to $700 went to the Children's Art Work-
shop in the Public Theater Building (Joseph Papp's 
on Lafayette Street). This project, a cooperative 
venture with Cooper Union, has taken 40 young 
kids 'off the streets' and put them into graphics. 
(Not only did the kids buy and renovate a printing 
press, they're now into filmmaking.) 
o The ADC answered a call for help from member 
George Halpern, who is Chairman, Commercial Art 
Department, N.Y.C. Community College. The prob-
lem: poor urban kids just can't afford art materials 
so they can't do their homework. The Club gave 
toward their purchase. 

o The Club helped innovate a new program — 
giving the seed money for a new Art Therapy 
Program established by the Philadelphia College 
of Art in association with Philadelphia hospitals. 
Its goal: the training of therapists in one of the 
country's pioneer art therapy degree programs. 

For some time we have known art can heal. 
This program —using art to aid the increasing 
numbers of mentally ill Americans—will combine 
medicine, education, and art. Today, there only 
are 235 practicing art therapists. Tomorrow, who 
knows? 

Dave Epstein and Pratt class, ADC. 
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MATCHING WORDS WITH ACTION 

Education chairman Dave Epstein puts it this way: 
"What we have been doing is to break with the 
past to some extent . . . to stimulate more of our 
own members to 'give a damn' . . . to reassert a 
proper claim of leadership as far as the schools 
are concerned . . . it has taken an incredible 
number of man hours." 

Working with him: Eileen Hedy Schultz, Bob 
Farber, Bill Brockmeier, Hoyt Howard, Lee Ep-
stein, Steve Weinstein,  Bill  Bossert, Sandford 
Silverberg,  Mike Perez,  Charles Rosner, Stan 
Bloom, John Okladek. 

This—from the education report: 
ID A new course in art direction —taught by indi-
vidual members or teams of members —is being 
devised for this school year at the request of 
Parsons School of Design. The course should have 
long-ranging, solid ramifications. (Notwithstanding 
an excellent education to be gotten in art schools 
generally beyond the freshman year, Epstein finds 
a gaping omission in the introduction and history 
of American advertising and visual communication 
for first-year students.) 
ID The committee, at the request of some schools 
and in close liaison with all the schools, is working 
on formulating core curriculum for students enter-
ing the field. Teachers and professionals will give 
closer consideration to what it is about now— 
today. Not what it was we got out of school. And, 
by defining the basic requirements for professional-
ism, perhaps we can better profile the professional 
visual communicator for ourselves to contemplate. 
I=1 A potpourri of activities —hosts at Art Career 
Day Expositions —pow-wows run by N.Y.'s School 
Art League. Art Directors, illustrators, architects 
rap with students, offering counseling and general 
direction . . . host to on-hand classes from Pratt 
and N.Y. Institute of Technology . . . host to grad-
uates at special Portfolio Review sessions . . . aid 
to schools like Haaron High in re-vamping its 
publication . . . A sell-out program was an 'En-
counter-Dialogue' so successful it will be run 
yearly. Panels of star talent were challenged by 
faculty and students. Some of what happened is 
here. 

"The Magazine Malaise" encounter 

"Graphics Man (or Woman) —a cultural necessity?" — 
a dialogue to examine the role of the communicator in 
a society under stress. The panelists did much purging 
themselves, asking —are we needed, said Epstein . . . 

What is the cultural commitment for the young person 
entering graphic arts, asked George Sandek, Cooper 
Union, and David Levy, Parsons. 

"Conscience and Standards." George Lois reported the 
ADC had circulated the Council on Economic Priorities 
study on corporate ads. CEP's Alice Tepper Marlin said 
the public's need for truthful information is growing . . . 
"People in advertising have enormous power —to move 
clients. They can provide needed facts."  . . 

TV commercials encounter. 
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ALL ABOUT WOMEN ART DIRECTORS . . . AND 
OTHER NOTES OF IMPORT ON MEMBERSHIP 

If we aren't to be constantly renewed with new 
and emerging talents—who join because of what 
we've been up to—then all of this is so much 
sound and fury. 

Happily—we report positive support. In three 
years, membership has grown close to 600—a mix 
of a small group of junior members (art directors 
for a minimum of a year), associates (from related 
creative areas), and non-residents. 

The most important, timely news is about 
women members. The ADC began an active push 
for women two years ago (with a "Boy A.D. Meets 
Girl A.D." bash). A steady push has brought results: 
women members are up —over 30. 

This from Marilyn Hoffner, who is secretary 
and was one of the earlier women members of the 
ADC, is a personal perspective on where women 
stand—for women in the Club and women readers 
in general: Marilyn remembers it was "big news 
when Cipe Pineles (now Burtin) became the first 
female member in the nearly-500 male group in 
the 50's  . . and feeling daring as the first woman 
to propose her husband for membership . . . 

"Now we cover every field of design —in key 
positions at agencies, in publishing, throughout 
industry. No longer do we handle only feminine 
accounts, but the fight really isn't over. Our sal-
aries aren't all equal and we still have account 
execs telling us that the lightline gothic caps and 
milano roman we plan to use isn't 'masculine' 
enough wh le the ad. in the next office calmly 
uses the same types . . . but this too shall pass. 
And our female membership will grow to reflect 
our true numbers in the art world." 

Membership chairman were (two men) Peter 
Adler and Eric Gluckman. They and their commit-
tees worked hard. 

It's been a very good few years. 

TOURING SHOWS 

Under the auspices of the United States Informa-
tion Agency, the ADC's Annual Shows of Adver-
tising, Editorial and Television Art and Design 
have been seen by world citizens of every race 
and tongue. Yearly, shows are mounted in small 
museums and galleries, embassies, stores—good-
will ambassadors for that special folk art-science-
business known as American advertising and com-
munications. It is interesting to wonder at the 
high popularity of the touring exhibits. The AD 
Club of Tokyo ran a double feature—their show 

HALL OF FAME SPECIAL 

and our own last year, attended by over 3,000 in 
one week. People in Bogota, Budapest, Caracas, 
Prague, Paris, Paramaribo, Teheran have seen the 
shows in recent years. The One Show will con-
tinue the global tours (in its first two days at the 
Olivetti Building in New York, no less than six 
cities asked to have it!). 

AD Club of New York shows with AD Club of Tokyo. 
Is 
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Following its exhibit at New York's Cultural Center 
last September, the first Hall of Fame Exhibition 
was requested for showing by Syracuse University's 
College of Visual and Performing Arts —shown at 
their Lubin House Gallery, New York. This is from 
their publication honoring Dr. Agha, Lester Beall, 
Alexey Brodovitch, A. M. Cassandre, Rene Clarke, 
Bob Gage, William Golden, Paul Rand: "We have 
often acknowledged the genius of the media man, 
the art director, for his special cleverness. Today, 
the art director's success as creative artist, thinker, 
inventor concerns us." (Cynics of advertising 
please note.) "They have bridged the gap between 
art and commerce." . . . Helping the art-going pub-
lic and educators to bridge the gap, Syracuse 
plans one-man retrospectives a season on each 
ADC famer. 

SPEAKER, SPEAKER 

What do Judith Crist, New York movie critic, Chico 
Hamilton, drummer, Immie Fiorentino, lighting im-
pressario, Aaron Burns, type impressario, Jac-
queline T. Robertson, Madison Avenue Mall (a 
project which the ADC supported), Frank Bray-
nard, New York's South Street Seaport, Pat Cau-
field, photographer-naturalist, Jim Henson, "Ses-
ame Street's" muppets creator, Robert Clive, Life 
a.d. Gershon Kingsley, Moog fame, have in com-
mon? All were guests at Wednesday Speakers 
Programs —a partial listing at that. The varied pro-
grams were arranged by Bert Littmann and Meg 
Crane. Specials also included incisive panels — 
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The lunch crowd. 
Judith Crist. 

one on "Opening Your Own Business, - another on 
"How Magazine Economies are Affecting Creativ-
ity." The new events were part of the Club's ex-
panded concept of exploring all of the disciplines 
that touch our lives. Evenings there were joint 
sessions of the American Society of Magazine 
Photographers and the ADC (sample discourses — 
"New Communication Between Art Director and 
Photographer" and "The New Pornography") . . . 
Tuesday noons Dick Ross' Dixieland Band played 

and Tuesday evenings the Modern Jazz Quartet 
. . . And more: "Free Movies" series included a 
preview of Bob Levinson's feature "Hail to the 

Chief," non-commercial and public service films 
by commercial-makers, student films ... And: Felix 
Kent, one of the world's legal experts on advertis-
ing, ran, for the ADC, the industry's first 'course' 
on "Creating in the New Climate of Legalism." 

MORE FOR SHOW 

Bob Ciano, head of Clubhouse Exhibitions, and 
committee members Len Fury, Harvey Gabor, Car-
veth Kramer say this activity is ripe for expansion 
since the ADC space is ideal and not used to 
maximum. These shows, however, were heavily-
trafficked —Arnold  Varga  (illustrations),  Kiyoshi 
Kanai (type), corporate advertising, posters, se-
lected photographers' works. Upcoming for 1974: 
Members Painting Show, set for Lever House, 

and  "Freetime  Photography  Show,"  (members 
photos), Nikon House. 

Chico Hamilton plays at the Club. 
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Members List 

Adamec, Donald 
Adams, Gaylord 
Adams, George C. 
Adler, Jane 
Adler, Peter 
Adorney, Charles S. 
Agha, M. F. 
Aguirre, Lawrence 
Albrektson, EvaId J. 
Aldoretta, Warren P. 
Allen, Lorraine 
Allner, Walter H. 
Alston, Robert 
Ammirati, Carlo 
Andreozzi, Gennaro R. 
Andresakes, Ted 
Ansel, Ruth 
Anthony, Al 
Anthony, Robert 
Arlow, Arnold 
Asano, Tadashi 
Aster, Jeanne 
Aufricht, Gabor M. 
Aymar, Gordon C. 

Bach, Robert 0. 
Baker, Frank 
Ballarino, Carmine J. 
Barbini, Edward 
Barkoff, Ira A. 
Barron, Don 
Bartel, Clyde W. 
Basile, Matthew 
Bastian, Rufus A. 
Batlin, Leon 
Beckerman, Alvin 
Beckerman, Jay 
Bee, Noah 
Bell iveau, Peter 
Belsky, Murray 
Bennett, Edward J. 
Benson, Laurerce Key 
Berenter, WiJliam 
Berg, John 
Berkovitz, Edward 
Berkowitz, Seymour 
Berliner, Saul 
Berry, Park 
Bertulis, Frank 
Bethune, Lloyd 
Biondi, Aldo 
Biondo, Frank 
Birbower, Stewart 
Blank, Peter 

Blattner, Robert H. 
Blend, Robert 
Block, David S. 
Blod, Francis 
Blomquist, Arthur T. 
Bloom, Stan 

Bode, Robert W. 
Boden, James J. 
Bohman, Robert J. 
Boothroyd, John Milne 
Boroff, Sanford 
Bossert, William T. 
Bostrom, Thor F. 
Boudreau, James 
Bourges, Jean 
Bowman, Harold A. 
Boyd, Douglas 
Braguin, Simeon 
Brattinga, Pieter 
Brauer, Fred J. 
Brockmeier, William P. 
Brody, Marc 
Brody, Ruth 
Brooke, John 
Brugnatelli, Bruno E. 
Brussel-Smith, Bernard 
Brzoza, Walter C 
Bua, Charles 
Buckley, William H. 
Buksbaum, Hal 
Burns, Aaron 
Burns, Herman F. 
Burtin, Cipe Pineles 

Cadge, William 
Calluori, Michael E. 
Campanelli, Rocco E. 
Campbell, Stuart 
Capone, Anthony 
Cabbiello, Tony 
Carlu, Jean 
Cavallo, Joseph 
Cerullo, C. Edward 
Charney, David H. 
Cherry, John V. 
Chessman, William 0. 
Chiesa, Alfred F. 
Chin, Kay 
Church, Stanley 
Chwast, Seymour 
Ciano, Robert 
Ciofalo, John 
Civale, Frank, Sr. 
Clark, Herbert 
Clemente, Thomas F. 
Cline, Mahlon A. 

Clive, Robert 
Coiner, Charles T. 
Collins, Benjamin 
Confalonieri, Giulio 
Conrad, Ernest 
Cook, John 
Cook, Verdun P. 
Costa, Ernest 
Cotler, Sheldon 
Cottingham, Edward M. 
Counihan, Thomas J. 
Craddock, Thomas J. 
Craig, James Edward 
Crane, Meg 
Cranner, Brian 
Craw, Freeman 
Crozier, John Robert 
Crump, Frank 
Cummings, Richard 
Cupani, Joseph 
Cutler, Charles 

Dadum, Royal 
Dahlmann, William 
Daidone, Benedetto 
D'Amato, Joseph 
Danar, Nat 
Dane, Norman R. 
DaRold, Thierry L. H. 
Davi, Dick 
Davidian, David 
Davis, Hal 
Davis, Herman A. 
Davis, Philip 
Davis, Sy 
Dederick, Jay G., Jr. 
Del Sorbo, Joseph R. 
Delvecchio, Pat 
Demner, Marius 
Demoney, Jerry C. 
Deppe, Florian R. 
Deutsch, David S. 
Dickens, Madlyn 
Dickinson, Charles R. 
Diehl, Edward P. 
Dignam, John F. 
Divet, Andre J. 
Dixon, Kenwood 
Doe, Gerald 
Dolobowsky, Robert 
Donald, Peter 
Donatiello, Michael 
Dorfsman, Louis 
Dorian, Marc 
Doyle, J. Wesley 
Dubin, Morton 

Duffy, Donald H. 
Duffy, William R. 
Dunning, Robert 
Dusek, Rudolph 

Eberman, Edwin 
Eckstein, Bernard 
Edgar, Peter 
Eidel, Zeneth 
Eisenman, Stanley 
Elton, Wallace 
Emery, Rod A. 
Engler, Elliot 
Enock, David 
Epstein, David 
Epstein, Henry 
Epstein, Lee 
Erikson, Rolf 
Ermoyan, Suren 
Essman, Robert N. 

Farber, Bob 
Farrar, Louis 
Farrell, Abe 
Federico, Gene 
Fenga, Michael 
Fernandez, George R. 
Ferrara, Aniello 
Fertik, Samuel A. 
Finegold, Rupert J. 
Fiorenza, Blanche 
Firpo, Gonzalo 
Fischer, Carl 
Fitzgerald, John E. 
Flack, Richard 
Fliesler, Alan 
Flock, Donald 
Flynn, J. Walter 
Fortune, William 
Foster, Robert 
Fraioli, Jon M. 
Francis, Robert D. 
Frankel, Ted 
Frankfurt, Stephen 0. 
Franznick, Philip E. 
Free, William 
Freedman, Mel 
Freyer, Fred 
Friedman, Martin 
Frohlich, L. W. 
Frost, Oren S. 
Fujita, S. Neil 
Fury, Leonard W. 

Gabor, Harvey 
Gage, Robert 
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Garlanda, Gene 
Gatti, David 
Gauss, Joseph T. 
Gavasci, Alberto P. 
Geoghegan, Walter B. 
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Peckolick, Alan, Graphic Design, 
447, 629, 671 

Peters, Michael & Partners, 507 
Ponzi & Weill, 514 
Push Pin Studio, 250 

RCA Records, 451 
Reid, Michael, Design, 556, 557, 
562, 563 

Resnick, Lynda, Agency, 669, 670 
Richards Group, The, 551, 614, 
617 

Rosenfeld, Sirowitz & Lawson, 23 
Ruben, Montgomery y Associates, 
586 

Rubenstein, Wolfson & Co., Inc., 
553 

Rumrill-Hoyt, Inc., 414, 489 
Runyan, Robert Miles & Associates, 
548, 550, 552 

Sacks, Tarlow, Rosen, Inc., 302 
Salisbury, Mike, Inc., 469 
Scali, McCabe, Sloves, Inc., 4, 12, 
32, 39, 43, 66, 103, 105, 131, 134, 
154, 158, 167, 171, 175, 191, 192, 
193, 256, 257, 258, 260, 264, 267, 
268, 269, 276, 279, 282, 292, 293, 
294, 295, 308, 311, 318, 320, 321, 
322, 528, 539, 540, 541, 584 

School of Visual Arts, Public 
Advertising System, 233, 243, 
245 

Smith/Greenland Company Inc., 
53, 67, 70, 76, 179 

Smith Kline & French Laboratories, 
149 

Solow-Wexton, Inc., 54, 68, 118, 
188, 194, 195, 197, 222 

Stanley Church Inc., 516 
Sudler & Hennessey, Inc., 513 
Sweda Enterprises Ltd., Inc., 364 

Telford Assts., 545 
Thompson, J. Walter, Company, 
87, 202, 323, 483 

Tinker, Dodge & Delano, 30, 498 
TriArts Inc., 654 

Trousdell, Mabey, Inc., 597, 768, 
772 

Tucker & James, 773 
Turner, Pete, 417 
Twentieth Century Fox, 706 

United States Information Agency, 
384 

Vansant Dugdale, 209, 347, 357 

Walker, Kenneth, Design Group, 
652 

Waring & LaRosa, Inc., 85 
Warner, Bicking & Fenwick, Inc., 
143, 532, 704 

Warren, Muller, Dolobowsky, 140 
Weller, Jim & Partners, 600, 693, 
694, 695, 705, 761 

Weller & Juett Inc., 526, 618, 620, 
621, 635, 721, 765 

Wells, Rich, Greene, Inc., 49, 278, 
315, 331, 361 

Wenger-Michael, Inc., 144 
Wilkes & Braun, Inc., 473, 608 
Wilson, Haight & Welch, Inc., 46, 
69 

WKA Corporate Graphics, 566, 567 
WQED Design Centre, 519, 573, 
578, 607, 616 

Young & Rubicam International, 
Inc., 22, 51, 57, 62, 63, 80, 82, 90, 
187, 239, 240, 241, 242, 248, 286, 
272, 301, 312, 326, 327, 340, 344, 
346, 360, 696, 697, 700, 701, 702, 
712, 714, 753, 760, 764 

Zakin Selden Comerford, Inc., 137 
Zechman Lyke Vetere, Inc., 794 

Clients 

ABC News, 769 
ABC Owned Television Stations, 
139 

ABKCO Records, 448, 466 
Accent International, 795 
Acme Communications, 494, 611 
Acushnet Golf Equipment, 73 
Alexander & Alexander, 128 
Alison Mortgage Investment Trust, 
557 

A&M Records, 469 
American Airlines, 176 
American Cancer Society, 210, 
218. 228, 354 

American Dietaids Company, 579 
American Express Travelers 
Checks, 306, 330, 334 



American Luggage Works, 291 
American Sound & Tape 
Corporation, 515 

American Tourister Luggage, 52, 

81 
Ampersand Productions, 612 
Antoich School of Law, 496 
Anti-Shoplifting Campaign of U.S. 
and Canada, 224 

Appleton & Cox Marine Office, 703 
Art Director's Club of Indiana, 586 
Art Directors Club of Los Angeles, 

196 
AT&T Long Lines, 277 
Australian Tourist Commission 

498 
Aurora, 337 
Autotrain, 478 
Ayerst Labs., 513 

Babcock & Wilcox, 421 
Bankers Trust of South Carolina, 
266 

Barney's, 12, 282, 539 
Bartell Media Corp./Sport 
Magazine, 109, 123 

Bayhead Yacht Corporation, 623 
Beatrice Foods Company, 521 
Bedford-Stuyvesant Restoration 
Corp., 555 

Benihana of Tokyo, 189 
Birmingham Small Arms, 492, 605 
Birthday Book, 511, 666 
Rosemary Bischoff, 693, 705 
Blanchard, William, Company, 503 

Blue Nun, 281 
Bonanza International, 278 
Bond/Parkhurst Publications, 500 
Borden Inc., 30, 186 
Boston, City of, 247 
Boston Red Cross Blood Donor 
Program, 232, 650 

Bronx Savings Bank, The, 67 
Brooklyn Institute of Arts and 
Sciences, 221 

Bruce-Flournoy Ford, 181 
Bubble Machine, The, 656 
Buckingham Corporation, 190, 203 
Business Week, 140 

C&P Telephone, 298 
Calabrese, Joe, 601 
Calderhead, Jackson, Inc., 98, 106, 
130 

California Association for Neuro-
logically Handicapped Children, 
212 

Campaign to End the War, 222 
Campana Corporation, 46, 69 
Capital Cities Communications, 137 
Casado, John & Barbara, 599 
Catone, Mary, 765 
CBS News, 510, 643 

CBS Television Network, 570, 619, 
791, 793, 796, 797, 798 

CBS Television Stations, 477, 571, 
591, 757 

Centex Corporation, 551 
Certain-Teed Products Corp., 572 
Champion Papers, 592 
Chanel No. 5, 328 
Charolais Breeders Assoc., 647 
Chess/Janus Records, 774 
Children's Aid Society, 231 
Children's Memorial Hospital, 
Chicago, 563 

Cimmaron Corporation, 614 
Citizens Committee for McGovern! 
Shriver, 250 

Clairol Great Day Concentrate, 24 
Coca-Cola, U.S.A., 261, 262, 263, 
265, 271, 275, 316, 317, 338, 520 

College of New Rochelle, 486 
Collins, Miller & Hutchings, 495 
Colonial Penn Group, Inc., 553 
Columbia Broadcasting System, 
Inc., 479 

Columbia Records, 463, 465 
Committee for No-Fault Insurance, 
225 

Committee to Re-Elect Congress-
man Drinan, The, 253 

Conso Publishing Company, 96, 
102, 124 

Cooper, F. J., Inc., 77 
Copy Club of New York, 191 
Corning Glass Works, 117 
Corning Optical, 532 
Corolle, 525, 527 
Container Corporation of America, 
475, 582 

Cricketeer, 302 
Crocker Bank, 127 
CTI Records, 458, 644, 718, 719, 
720 

Curtom Records, 234, 508 
Cybermatics Inc., 547 

Danne, Richard, 583 
D'arcy Gallery, 470 
Dean Witter & Co., Inc., 568 
De Beers Consolidated Mines, 
Ltd., 786, 788 

Department of Justice, 246 
Deutsche Sporthilfe, 448 
Development Council, The, 220, 
487 

Dictaphone, 134 
Dollar Savings Bank, 184, 288 
Dr. Pepper, 51, 80, 187, 286, 301, 
312, 326, 760 

Driver Education Services, 742 
Durastone Ltd., 658 
Duro-Test Corporation, 575 

Earth Rise Designs, Inc., 519 

Eastern Airlines, 62, 272, 697, 700, 
701, 702, 753 

Eastman Kodak Company, 87, 
414, 489 

Edgefield Lodge, 655 
Education in Sickle Cell Disease, 
243 

Enstein Moomjy, 23 
Eiseman, Florence, 694, 695 
El Al Israel Airlines, 7, 163 
Electrical Appliance Service Inc., 
653 

Emery Air Freight, 94 
Environmental Protection 
Administration, N.Y.C., 364 

Environmental Systems 
International, Inc., 550 

Esterline Corporation, 549 
Esquire Magazine, 390, 442 
Evans Products Company, 588 
Evenflo Baby Products, 61 
Exquisite Form Industries, 512 

Famous Charisma Label, The, 660 
Fantasy Records, 460, 461 
Farberware, 70 
Federation of Jewish Philanthro-
pies, 227, 345, 363, 698, 699 

Fender Musical Instruments, 144 
Fiat, 34, 42, 65, 299, 319 
First National City Bank of New 
York, 499 

First Pennsylvania Bank, 542 
First Union National Bank, 593, 
767 

Fisher Office Furniture, Inc., 761 
Fisher-Price Toys, 85 
Flavorbank Company, Inc., 514 
Fleet, C. B., Co., 92 
Floridians for Muskie, 249, 251, 
252, 255 

Flying Tiger Corporation, The, 548 
Food For Thought, 516 
Foodmaker, Inc., 290 
Ford Motor Company, 332 
Fortune, 22 
Foster Grant Co., Inc., 565 
Foster Wheeler Corporation, 145 
FMC Corporation, 126 
Fram Corporation, 304 
Frankfurt Communications, 610, 
648 

Freid, Joel Carl, 716 

GATX, 112, 147, 758, 780, 781, 782 
Garret Press, 711 
General Cigar Co., 327, 340 
General Foods, 57, 63, 82, 576, 

764, 777 
General Telephone & Electronics, 
50, 60, 86 

Getty Oil, 273 
Girl Scouts of Chicago, 236 



Goldsholl Associates, 692 
Grace Institute, 484 
Gravymaster Co., Inc., 89, 155, 
162 

Graybar Electric, 122 

Hamilton-Madison House, 358 
Harland, John H., Company, 595 
Hedrich, David, Photography, 722 
Hathaway Shirts, 577 
Hicks, Sheila, 636 
HiId Sails, 40 
Hills Bros. Coffee, Inc., 289 
Hoffmann-La Roche, 110 
Homelite, 95 
Hornblower & Weeks-Hemphill, 
Noyes Inc., 158, 167 

House of Sobel/White Wolf Vodka, 
517 

IBM, 474, 480, 481 
International Basic Economy 
Corp., 561 

ICN Pharmaceuticals, Inc., 559 
ILGWU, 68, 118, 194, 195, 197 
Ilford Inc., 704 
Ilford Fotochemie, 501 
Illinois, State of, Tourism, 471 
Illuminating Company, The, 27 
Industry Week, 165 
Ingram Paper Company, 580 

Insurance Company of North 
America, 754 

International Harvester, 756, 762 
International Paper Company, 564 

Jensen, Georg, 533, 534 
Jockey International, Inc, 88, 108, 
120, 151 

Kama Sutra Records, 661 
Karzen Corporation, 505 
Katz, Wallis & Marshall, 607, 616 
Kendall Company, 132, 142 
Kimberly-Clark Corporation, 589 
KMOX-TV, 794 
Knight Ent. Ltd., Terry, 608 
Koltun Brothers, 721 

Lamb & Hall Photographers, 606, 
659, 665 

League of Women Voters, 348 
Leasemobile, 631 
Lithographix, Inc., 618, 635 
Loft's Candy Company, 629 

McCulloch Corporation, 526 
Marine Midland Bank, 339 
Marriott, 537, 538, 637, 663 
Massachusetts Teacher's 
Association, 342 

Mattel, Inc., 552 
Mayor's Narcotics Control Council, 

239, 240, 241, 242, 248 
Mayor's Office, 355 
Mead Johnson, Canada, 523 
Meadville Corporation, 504 
Melange, 497 

Mennen Company, The, 287, 303, 
313, 522, 524 

Meridien Hotel, 626, 627, 628 
Metropolitan Museum of Art, 490 
MGM, 594, 598 
MHP Filmbox, 634 
Midas International, Inc., 315, 331 

Miller, Lawrence, and Associates, 
622 

Minnesota VD Awareness 
Committee, 235 

Mobil Oil Corporation, 5, 174, 284, 
300, 305, 307, 775, 776, 778 

Moore, Richard, Associates, 609 
Morton Salt Company, 506 
Myrtle Motors Corp., 168, 640 

N.F.L. Properties, 597, 768, 772 
Nardelli Photography, 723 
National Airlines, 309 
National Association of Business-
men, 359 

National Broadcasting Company, 
755 

National Clearing House for Drug 
Abuse Information, 341, 351 

National Council on Alcoholism,350 
National Association of 
Educational Broadcasters, 573 

National Football League, 543 
National Highway Traffic Safety 
Administration, 211, 213, 217, 
352, 353 

National Institute on Alcohol Abuse 
and Alcoholism, 362 

National Kidney Foundation, 361 
National Medical Enterprises, 554 
National Retinitis Pigmentosa 
Foundation, 208 

New Yorker Magazine, 285 
N.Y.C. Dept. of Health, VD 
Information, 245 

New York City Drug Addiction 
Agency, 344, 346, 360 

N.Y.C. Environmental Protection 
Administration, 374, 476 

New York City Off-Track Betting 
Corporation, 199 

New York Racing Association, 200, 
789 

New York State Lottery, 201 
New York Telephone, 696 
New York Times, 518 
New York University, 493 
New York Urban Coalition, 207 
New York Voter Registration, 343 
Newark District Ford Dealers, 183, 
790 

Newsweek, 133 

No-Cal Soda Corporation, 54, 188 
Noda, Frank, 765 
Noxell, 544 

Ode Records Inc., 473 
Odyssey House, 233 
Old-fashioned Mr. Jennings, 536, 
664 

Olivetti Corporation of America, 
29, 468, 708 

O'Mealia Outdoor Advertising 
Corporation, 189A 

Oroweat Baking Company, 518 
Ortho Pharmaceutical Corporation, 
574 

Osterweil, Byron, Associates, 667 
Ovaltine Food Products, 310 
Owens-Illinois Glass Container 
Division, 119 

Pan American Airways, 8, 83, 170, 
206 

Paramount Pictures, 185 
Paramount Records, 459 
Pepsico, Inc., 280, 290 
Perdue Farms, Inc., 4, 103, 105, 
131, 154, 256, 257, 258, 276, 
294, 295, 311 

Pfizer Inc., 148 
Philadelphia College of Art, 482 
Pickwick International, Inc., 449, 
717 

Pioneer-Moss Engraving, 93, 111, 
113, 150 

Pirtle, Linda, 617 
Pierce, Lacey/Cannell & Chaffin, 
621 

Pirelli Tires, U.S.A., 75 
Pittsburgh Public Broadcasting, 
578 

Planned Parenthood/World 
Population, 219, 349 

Polaroid Corporation, 104, 116, 
136, 146, 335 

Political Consultants of America 
for Leonard M. Simon, 254 

Ponderosa Steak House, 91 
Porsche Audi of America, 178, 274 
Port Authority of New York and 
New Jersey, 485 

Potting Shed, The, 651 
Procter & Gamble, 79 
Public Broadcasting Service, 
Washington, D.C., 792 

Puerto Rican Rums, 712 

Quaker Oats Co., Inc., 509 
Quality Real Estate Investments, 
620 

Questor Corporation, 545 

RCA Records, 450, 452, 453, 454 



REA Express, 141 
Restaurant Associates, 114, 153, 
159, 169, 270, 283, 529, 535, 
638, 639, 641 

R. J. Reynolds, 26, 71 
Richmond Red Cross, 215 
Roanoke Memorial Hospitals, 560 
Rush-Presbyterian-St. Luke's 
Medical Center, 556, 657 

Saab, 329 
Saint Joseph Hospital, 562 
Sandoz Australia Pty., Ltd., 773 
SCM Corporation, 546 
Schultz, Chiz, Inc., 799 
Segmented Sampling, Inc., 121 
Senate of Priests, Archdiocese of 
Los Angeles, 649 

Servomation Corporation, 567 
Set The Date Campaign, 613 
Shakertown at Pleasant Hill, Ky., 

585 
Shapiro, Ellen, 630 
Shelter Records, 646, 662, 787 
Simmons, 714 
Smith Kline & French Laboratories, 
149 

Snark Products Inc., 668 
Somerset Importers, Ltd., 53, 76, 
179 

Sony Corporation, 16, 35, 55, 56, 
297 

Southwestern Bell Telephone 
Company, 491 

Spectrum Foods, 669, 670 
Stax Organization, The, 455 
Steinway & Sons, 74 
Sterling Drug Inc., 558 
Storer Broadcasting Co., 138 
Suburban Pontiac Inc., 632 
Sweco, Inc., 100 

TAP Airline of Portugal, 97 
Talon, 205, 602, 715 
Tapas Restaurant, 530, 531 
Teacher's Scotch, 28, 58, 84 
Terminix-International Inc., 180 
Texas Pharmacal Company, 759 
Thrasher, Ed, 238 
Timme, E. F. & Son, 101, 125, 202 
Tonsil Records, 642 
Torin Corporation, 569 

Trans World Airlines, 49 
Trousdell, Mabey, 603 
Turner, Pete, 417 
Twentieth Century Fox, 706 
Typographic Communications, 625 

Uniroyal, 99 
Uniforms Unlimited, Inc., 654 
United Jewish Appeal, 230, 710, 
771 

United States Army, 48, 59, 502 - 

United States Marine Corps, 202, 

323, 483 
United Performing Arts Fund, 600 
U. S. Postal Service, 590 
United States Public Health, 356 
U.S. Shoe Corporation, 44, 72 
United Vintners, Inc., 78 
Utica Mutual Insurance, 67 

Village Voice, 175 
Volkswagen of America, 2, 45, 47, 
157, 296 

Volvo, Inc., 32, 39, 43, 66, 171, 
192, 193, 260, 264, 267, 268, 
269, 279, 318, 321, 322, 333, 
528, 540, 541, 584 

W.T.S. Pharmacraft-Allerest, 259 
WABC-TV, 11, 107, 224, 314 
Walker, Kenneth, Design Group, 
652 

WAPE Radio, 604 
Warner, Bicking & Fenwick, Inc., 
143 

Warner Bros. Records, 457 
Warner/Reprise Records, 462, 
467, 779 

Warren, S. D., Paper Company, 
596, 709, 713 

Wash, Allan, 587 
Washington Post Company, 566 
WCBS-TV, 292, 293, 308, 320 
Westinghouse Broadcasting 
Company, 129 

White House Special Action Office 
for Drug Abuse Prevention, 209, 
347, 357 

Whitmore Movie Works, 615 
Williamson-Dickie Mfg. Co., 135 
Winsor & Newton, Limited, 507 

Xerox Corporation, 36, 38, 64, 324, 
325, 336 

Yonkers Raceway Corp., 152, 172 
Youth Citizenship Fund, 244 

Zero Population Growth, 156, 160, 
161, 164, 173, 214, 216, 223, 
226, 229 

Publishers, Publications 

Advertising Trade Publications, 

438 
Amalgamated Lithographers of 
America, 422 

America Illustrated, 424 
American Express Publishing, 433 
American Heritage Publishing, 406, 
418, 419 

Art and Man, 382 

Art Direction, 438 
ASMP, 412 

Babcock & Wilcox, 420, 421 
Billboard Publications, 685, 688 
Bond/Parkhurst Publications, 500 

Camera Magazine, 417 
Ciba-Geigy, 501 
Coast Magazine, 431 
Cowles Communications, Inc., 394 
C.R.M. Publishing, 405 

Downe Communications, 736, 737 

Er, 677 
Esquire Magazine, 375, 682 
Evening Star Newspaper 
Company, The, 727 

Exxon Corporation, 437 

Famous Photographers School, 
672, 673 

Ferdinand Brothers, 674, 676, 683, 

689 
Filipacchi, 415, 416, 684, 686 
Fischer-Murray, 413 

Gentlemen's Quarterly, 387, 396 
Group Practice, 413 

Hampton Day School Press, 725 
Handbook of Magic, A, 411 
Hill Publishing, 411 
Home Magazine, 687 
Horizon Magazine, 406, 418, 419 
H & R Publications, 691 

Infinity, 412 
Innovation, 423 
Interface, 420, 421 

Ladies Home Journal, 736, 737 
Lamp Magazine, The, 437 
Lithopinion, 422 
Look Years, The, 394 
Los Angeles Times, 430, 624, 687 

McCall's Corporation, 376, 377, 
078, 379, 380, 381, 383, 385, 
386, 388, 389, 392, 393, 395, 
397, 399, 400, 401, 407, 408, 
410, 679, 681, 732, 738, 746 

McCall's Magazine, 377, 379, 380, 
381, 383, 392, 393, 395, 397, 
400, 401, 407, 410, 681, 746 

Mineral Digest, 751 
Modern Photography, 685, 688 
Money Magazine, 434, 734 

National Lampoon, 371, 391, 402, 
426, 428, 435, 440, 445 

N.Y.C. Environmental Protection 



Administration, 374, 476 
New York Magazine, 403, 404, 409, 
425, 429, 441, 443, 444, 724, 726, 
728, 733, 735, 740, 770 

New York Times, The, 365, 368, 
369, 370, 372, 398, 427, 675, 
729, 730, 731 

Nikon World, 674, 676, 683, 689 
Nova Magazine, 680 

Olympische Sport Biblothek 
Munchen, 448 

Philadelphia College of Art, 482 
Photo, 415, 416, 684, 686 
Playboy Magazine, 678, 690, 739, 
743, 745, 750, 752 

Port Authority of New York and 
New Jersey, 485 

Psycology Today, 405 

Redbook, 376, 378, 385, 386, 388, 
389, 399, 408, 679, 732, 738 

Rolling Stone, 366, 367, 373 

Saturday Review, 446, 741 
Scholastic Publications, 382 
Show Magazine, 691 
Smithsonian institLtion, 482 
Straight Arrow Publishers, Inc., 
366, 367, 373 

Technology Communication, Inc. ,423 
Time Inc., 434, 734 
Topic Magazine, 384 
Travel & Leisure, 433 

Twenty-First Century Communica-
tions, 371, 391, 402, 426, 428, 
435, 440, 445 

United Nations Assoc., 432, 436, 
439, 676A, 744, 747, 748, 749 

U.S. Information Agency, 424 
United States Press and Publica-
tions Service, 384 

Viking Press, Inc., The, 472 
Vista, 432, 436, 439, 676A, 744, 
747, 748, 749 

West Magazine, 430 
World Publishing, 447, 671 

TV and Radio Directors 

Adams, Don, 337 
Alton, Bill, 288 
Avedon, Richard, 328 

Bernstein, Cal, 353 
Blum, Arnie, 347, 357 
Braverman, Chuck, 336 

Brown, Barry, 287, 303, 304, 313 
Bunin, Elinor, 799 

Coffey, Joe, 310 
Cuesta, Mike, 312 

Desort, Jack, 290 
Deviet, Ted, 309 
DeVoto, Joe, 308 

Dorfsman, Lou, 791, 796, 797, 798 

Elikan, Larry, 325, 336 

Fischer, Karl, 793 

Gaffney, Bob, 291 
Gage, Robert, 335 
Giraldi, Bob, 314 
Glynn, Mike, 356 
Goldsholl, Morton, 795 
Grace, Roy, 291 
Griner, Norman, 332, 352, 359 

Hall, Christopher, 284 
Hamburg, Harry, 289 
Herman, Franta, 292, 294, 295, 
308, 311 

Horn/Griner, 339 
Horn, Steve, 293, 316, 317, 320, 
338, 344, 346, 360, 361 

Infantino, Vinnie, 332 
lsraelson, Peter, 338 

Jekel, Gus, 337 
Jenkins, Andy, 296, 298 
Johnson, Mike, 347, 357 

Langley, David, 348 
Lemoine, Jacques, 299 
Levine, Rick, 306, 329, 330, 334, 
349 

Lover, Tony, 297, 345, 351, 363 
Lowe, Dick, 307 
Lubalin, Herb, 792 

McGinnis, George, 791, 796, 797, 
798 

Maze, Judd, 339 
Metzner, Jeffrey, 302, 312 
Myers, Syd, 336 

Nagata, David, 332 

O'Dell, Robert J., 358 

Perlman, Gil, 792 
Pytka, Joe, 332, 337 

Rivas, Ray, 337 
Rossetti, Dom, 301, 326 

Shore, Jerry, 309 

Sedelmaier, Joe, 794 
Silano, George, 355 
Sokolsky, Melvin, 286, 312 
Stone, Marshall, 327, 340 
Sweda, Fred, 364 

Trenner, Micky, 309 

Wexler, Haskell, 353 
Widerberg, Bo, 318, 321, 322, 333 

Young, Robert, 799 

Zieff, Howard, 300, 305, 307, 315, 
319, 331, 350 

TV and Radio Producers 

Altschiller, David, 259, 299 

Barre, Rosemary, 274 
Bingham, Dan, 292, 293, 308, 320 
Blum, Arnie, 347, 357 
Bohjalion, Aram, 329 
Bragin, Sara, 281 
Bunin, Elinor, 799 

Calhoun, Susan, 291, 300, 305, 
307 

Chodera Jerry, 795 
Cowan, Barbara, 297 
Curry, Ann, 316, 338 

Danza, John, 318, 321, 322, 333 
Dausey, Maura, 339, 353 
Davis, Billy, 261, 262, 263, 265, 
271 

DeMarco, Nicholas, 323 
Devries, Dave, 288 
Dubaris, James, 350 
Durham, Maggi, 273 
Dusenbury, George, 264, 268, 269, 
279 

Fagin, Cliff, 335 
Fengler, John, 304 
Fine, Barbara, 287, 303, 313 

Gold, Jerry, 296 
Green, Paula, 356 
Grey Advertising Creative Team, 
362 

Grossman, Lawrence K., Inc., 792 
Grumish, James, 290 

Hall, Christopher, 284, 341 
Hoover, Sonya, 364 

Infantino, Vinnie, 337 

Jenkins, John, 317, 338 
Johnson, Mike, 347, 357 



Kane, Mel, 289 
Kay, Allen, 324, 325, 336, 348 
Kearns, Maurene, 259 
KFO, Inc., 358 
Khan, Laurie, 285 
Korey, Lois, 324, 325, 336, 348 

Lachman, Wayne, 349 
Lofaro, Ray, 302 

McCabe, Ed, 256, 257, 
267, 268, 269, 276, 
294, 295, 311, 318, 
333 

McGinnis, George, 791 
798 

Marjollet, Janice, 319 
Markmann, Sylvan, 351 
Messina, Phil, 338 
Mevorach, Linda, 286, 312 
Michelson, Barbara, 278, 315, 331 
Murphy, Edward, 270, 283, 310, 
355 

Novick, Steve, 339, 352 

258, 260, 
279, 282, 
321, 322, 

796, 797, 

Paddock, Jim, 266 
Perez, Manny, 344, 346, 360 
Peyton, Philip, 359, 361 

RangeII, Syd, 324, 325, 336, 348 
Rivas, Ray, 332 
Rosen, Paul, 328 
Ross, Mark, 306, 330, 334 
Rossetti, Dom, 301, 326 
Rubin, Manning, 332, 337 
Ruesing, Joanne, 354 

Scali, Sam, 292, 293, 294, 295, 
308, 311, 320 

Scoccimarro, Joan, 314 
Schultz, Chiz, 799 
Scott, John, 272 
Shand, Ian, 327, 340 
Shapiro, Mike, 327, 340 
Silbermann, Jon, 277 
Strauss, Herb, 345, 363 
Swope, Ken, 342 

Telpac, 309 

Vangrin, Bernie, 298 
Vetere, Barry, 794 

Wall, Bob, 343 
Werner, Ray, 298 
Wineapple, Patty, 339 
Wollman, Paul, 299 
Wood, Don, 277 
Woodward, Cindy, 275 

Yustein, Mack, 281 

Zechman, Jan, 794 

Composers, Lyricists 

Appel, Mike, 275 

Backer, William, 261, 265, 271, 
338 

Cook, Roger, 261, 265, 271, 338 
Cretecos, Jim, 275 

Davis, Billy, 261, 262, 265, 271, 
316, 338 

Frey, Jeffrey, 278 

Gehrecke, Frank, 270, 283 
Ginsberg, Frank, 275 
Greenaway, Roger, 261, 265, 271, 

338 

Levinson, Larry, 91, 278 
Linder, Lou, 275 

Media Sound, 274 
Michlin, Spencer, 280 
Moss, Charles, 278 

Richardson, Claiborne, 270, 283 

Silbermann, Jon, 277 
Small, Michael, 273 

Theoret, Sandy Mason, 317, 338 

Warner, Neil, 278 
West, Dottie, 316, 338 
Wheeler, Billy Ed, 263, 271 
Wood, Don, 227 
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Standout! 
To move merchandise, a package has to be a standout ... on the shelf 

or in an advertisement. Crisp reproduction is essential 
Beck color separations and engravings are helping to move 

some of the biggest names in merchandise 

Beck consistentiy produces high quality in all three processes 

... gravure, offset and photoengraving . .. for advertising and packaging. 
When you've got to reproduce the same copy by more than one process, 

think of Beck. Ask your Beck man to show you samples 

THE BECK ENGRAVING COMPANY, INC., 
New York, Philadelphia, Atlanta 

qua 
8tas ce, 

rocesses, 
This' 
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incorporated 

johotographic 
Laboratories 
16mm•35mm 
super8mm 

Fotit) 11 

Pictures 
•  •  •  • ••• ••:• 

SLIDES 

® 
bebell 
MINI C41:301Fit P OO R A TI ENZilo 

416 West 45 St. New York 10036 
PHONE: (212) 245-8900 
WRITE, WIRE, PHONE FOR PRICE LIST 

• 

We speak your language 

•ADVERTISING QUALITY SEPARATIONS 
•7 WORKING DAY TURN-AROUND (or less) 
•FUU. COLOR PROOFING 
•AT UNBEUEVABLE PRICES 

suite 1500  212 PE 6-4121 
two pennsylvania plaza/new york city 10001 



As black 
as your heart 
could desire 

Blacker than your wildest dreams, waterproof Black Magic 
by Higgins. Lays down smoothly without feathering or running 
on acetate, plastic materials, board, paper or tracing cloth. 
Ask for Black 

Magic in the one 
ounce bottle with 
the twist-off drop-
per stopper cap 
at your favorite art 
materials dealer. 

The professional's 
professionals. 

There's -ncre to professionalism than ex-
perience. There's aiitude. Berkey's profes-
sional technioiais put al, of their pride and 
know-how in:o -heir wor<, just like the pro-
fessional r iatocraphers they serve. Pros like 
David Duncen, DoLg FaJlkner, Ernst Haas, 
Philippe lialsman, Jay Maisel, George Silk, 
Pete Tuner, Roman Vishniac and many more. 
For color processing, printing and a whole 
range of services gearec to the most metic-
ulous professional reeds. 
Whei yOU talk color to Berkey's techni-

cians, it's more tan technical talk. They 
understar d, and can interoret your subjective 
values such as to-ial valJes, mood, key and 
the like. 
Maybe that's beoause they're more than 

technicials. 
They're professicnals. 

Berkey K+L  Bed(e Y 

222 East 44-Lh St-eet, New York, N.Y.10017 
(212:. 661-5600 

41-47 Dickerson St., Newark, N.J. 07103 



Stock questions 
deserve more than 
a stock answer. 

So at D.P.I. we dig a little deeper. 
First. a personal representative will be 

happy to discuss your photo problems with you. 
Then we can help you to select the one 

right picture from our comprehensive collection 

of world-wide subjects. 
And if that picture doesn.t already exist. 

we even have photographers available for 
studio and location assignment anywhere. 

Design Photographers International, Inc. 
521 Madison Ave., N.Y.C., N.Y. 10022. Phone: PL2-3930 

A library of creative photocraphy. 
(But you can call us a stockhouse.) 



The Japanese Print—One of a series 
Color separations and reproduction by 
Pioneer-Moss Reproductions Corp. 
Lithographed on Curtis Rag 70 lb. offset 

Ukiyo-e was originally a Buddhist expression 
translated as "The every day world of sorrows 
and troubles" emphasizing the transitory 
nature of human life as opposed to blissful 
eternal life. As time passed the meaning of the 
expression changed and its religious and sol-
emn overtones were replaced with a new em-
phasis on the pursuit of a pleasurable and 
lighthearted life and an interest in "now." 
The word ukiyo-e contains three characters. 
"uki" which means "floating" or transitory" 
—"yo'' signifying "world" and "e" meaning 
pictures". Translated, ukiyo-e becomes "pic-
tures of the floating world." Today this term 
is generally applied to the prints and paint-
ings of the latter part of the 17th century 
through the 19th century that were produced 
in the area of Edo (today called Tokyo) . In 
its period ukiyo-e also applied to the other 
popular and stylish fads of the day, and was 
used as a prefix for activities devoted to daily 
amusements, whims and pleasures without 
any concern for tomorrow. 
The ukiyo-e artist was the illustrator of his 

day. He chose his subjects from the theatre, 
the "pleasure districts" and other everyday 
scenes. Morunobu (1618-1695) was the first 
artist to make use of woodcuts as an inex-
pensive means of reproducing drawings of 
the contemporary life of the people. The 
production of color prints flourished in the 
late 18th century after full range color print-
ing was developed about 1765 and it was no 
longer necessary to hand color black and 
white block prints. 
The beautiful results obtained by the out-
standing ukiyo-e artists such as Harunobu, 
Shunsho, Kiyonaga, Sharaku, Utamaro, 
Hokusai, Toyokuni, Hiroshige, Eisen, Kuni-
yoshi, Kunisada and the last of their era, 
Kyosai and Yoshitoshi, are all the more won-
derous when the methods of producing these 
prints are known. The artist's drawing was 
made with India ink and brushed on very 
thin rice paper. This was laid face down on 
a cherrywood block by the engraver. He 
then proceeded to cut the reversed design in 
relief on the block. Proofs were pulled from 
this block and the artist would specify the 
colors and positions on the proof. The en-
graver then cut a block for each color re-
quired. In order to register the blocks, the 
engraver cut a small line at the lower right 
hand side, and a corner cut in the top left 
hand side in the same position of each block. 
When the blocks were completed to the 
artist's satisfaction they were turned over to 
the printer. He inked each block with the 
proper color and pressed a sheet of paper that 
had been dampened slightly to the block, 
using a bamboo fiber mat as his press. He 
used the corner lines on the block as a guide, 
feeding the edges of the paper to these two 
register marks. The prints were produced 
and printed under the direction of the pub-
lisher. To a great extent the taste of the pub-
lisher and his marketing ability determined 
both the quality and commercial success of 
the final print. A combination of talents by 
the artist, engraver and printer was required 
to obtain a worthwhile print. Both the artist 
and publisher were extremely zealous in 
choosing engravers and printers who would 
interpret and produce the print to their satis-
faction. Many poor prints were made by in-
ferior craftsmen and also by running too 



many impressions from worn blocks. Very 
often poor quality duplicate blocks were 
produced that bore little relationship to the 
original blocks. 
Since the prints were used as illustrations for 
books in many cases, they inevitably assumed 
a political character. Important officials of 
the day were represented in various and un-
flattering ways. In 1789 the prints became 
subject to censorship. In 1842 the censor's 
personal seal appeared on all prints. In 1847 
the censors worked in pairs with two seals 
appearing on the prints and in 1852 a com-
bination date and censor's seal appeared. 
These seals did more to help collectors date 
the prints than restrict the subject matter, 
since artists and publishers found many ways 
to circumvent the censorship. 
Prior to the works of Hokusai and Hiroshige 
most prints dealt with heroic subjects, the 
theatre and beautiful women. Hokusai per-
fected the color print as a medium for land-
scapes and Hiroshige within a few years 
rivaled Hokusai in this field only with less 
seriousness and with somewhat of a self-
taught western influence and perspective. In 
1849 the great Hokusai died, leaving Hiro-
shige the undisputed master in the landscape 
field. Hiroshige traveled extensively in search 
of material and turned out a large number of 
print series including the famous work on the 
To-kaido (eastern seaboard highway extend-
ing from Edo to Kyoto). He died in 1858 
at the age of 62 during a cholera epidemic 
that raged through Japan and killed 28,000 
in Edo alone. His farewell poem reads: 
"Leaving my brush on the Azuma (To-kaido) 
road, I depart to enjoy the wondrous sights 
of paradise." 
In 1861, Kuniyoshi died, followed by Kuni-
sada in 1864. This left Kyosai and Yoshitoshi 
(pupils of Kuniyoshi) as the only first rate 
artists among the mediocre artists of the Im-
perial Restoration period that began in 1868. 
This era marked the end of the ukiyo-e 
period. Chemical colors, over-refined engrav-
ing and printing methods and European 
drawing techniques eliminated the simple 
beauty of the ukiyo-e print. Among the im-
pressions left on western painters by the 
Japanese print were Whistler's "Nocturnes" 
and the terrible copies in oil by Van Gogh of 
Hiroshige's "Ohashi Bridge" and "Plum-
blossom Garden". In 1861 Captain Sherard 

Osborn, an English naval officer published a 
book reproducing Hiroshige prints. In de-
scribing one of his prints he writes ". . . our 
embryo Turner has striven hard to reproduce 
the combined effects of water, mountain, 
cloud, and sprays touched by the bright beams 
of a rising sun". Turner of course was 
acclaimed by the following generation of 
western art lovers as one of the greatest land-
scape artists of all time. Hiroshige undoubt-
edly belongs in this category as well. 

The enclosed reproduction of an original 
Ukiyo-e 19th century Japanese print is pre-
sented to you by Pioneer-Moss, as part of its 
program of showing the role graphic arts in-
novations and inventions have had in devel-
oping cultural and educational as well as 
communication advances. The marriage of 
artistic techniques and abilities to those of 
graphic arts advances helped not only to 
speed the use of illustrations in daily news-
papers, magazines and books but helped 
create a brand new art form which is as popu-
lar today as it was when it was first devel-
oped. In addition to its popularity, printmak-
ing has gained recognition as an art form by 
art critics, museums and collectors. 
Pioneer-Moss is proud of John Calvin Moss's 
contribution to the use of illustrations in 
communications. One hundred years ago he 
invented photoengravings which he called 
a superior substitute for wood engravings". 
Pioneer-Moss today produces engravings and 
color separations for any printing process, 
using the latest machinery and techniques 
combined with the master craftsmanship 
needed to satisfy the stringent demands of 
our customers. We hope that these print re-
productions provide a measure of enjoyment 
and satisfaction to everyone who sees them. 
The Curtis paper used for the Japanese prints 
was chosen because of its high quality and 
its similarity to the original paper used for 
these prints. 
If you would like additional copies of these 
inserts, please write to Print Reproductions 
Editor, Pioneer-Moss Reproductions Corp., 
460 West 34 St., New York, N.Y. 10001 or 
Curtis Paper Company, Newark, Del. 19711: 

Hiroshige 1797-1858. Azuma Bridge and 
Kinru-Zan Temple from the series One Hun-
dred Famous Views of Edo. 815116 x 133/8 
signed Hiroshige Ga published by Gyoei1857 
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DO SMART 
ART DIRECTORS 
STILL PUT 
COLOR IN THEIR 
COLOR COMPS? 

They let a pasteup man do it—in seconds. 

All it takes is any thermal copier, tap 
water and Transparex films. 

Transparex film turns type and line art 
into brilliant red, yellow, green, blue, orange, 
violet, black or opaque white cels for over-
lays, comps, repro artwork, titles or projection 
transparencies. And by blending Transparex 
dyes, a spectrum of color can be added to 
the opaque white film. 

How else can Transparex be used? Use 
your imagination, and a postcard. Write to: 
Audio Visual Dept., Agfa-Gevaert, Inc., 
275 North St., Teterboro, N. J. 07608. 

Lets your imagination run away with you. 

A G FA- G EVA ERT 



RC PUBLICATIONS, INC. 

Publishers of 

PRINT 
America's Graphic Design Magazine 

$14 one year—$22 two years 

PACKAGING DESIGN 
The Magazine for Packaging Decision Makers 

$11 one year—$18 two years 

DESIGN & 
ENVIRONMENT 
The Interprofessional Magazine for Architects, Engineers, 

City Planners, Landscape Architects, Designers 

$11 one year—$18 two years 

SUBSCRIPTION OFFICES: 6400 Goldsboro Road, Washington, D.C. 20034 



*choose 
the right 
board... 
and your 
job's off 
to a 

good start. 

Yes, there is a right surface... 

aBAINBRIDGE BOARD... 
for every medium and technique 

1 72 
is smooth 

#80 
is medium 

#169 
is rough 

and Bainbridge Genuine Studio Drawing Bristol 
(smooth and medium) for fine 
and commercial art work. 

Charles T. Bainbridge's Sons 
at your 
art supply 
store 



MAGAZINES REVITALIZED! 

Here's how Edigraph's proven methods 
have helped top publications improve ap-
pearance, legibility, increased service and 
usefulness to today's demanding reader: 

D Written critique: includes all elements. 
D Redesign of publication: cover, inside pages. 
[1] Subscription program: twelve month basis. 
fl Seminar: demonstration 
—lecture on premises. 

For estimate: send copy of your 
publication to: George Samerjan, President, Edi-
graph, Inc., Cantitoe Street, Katonah, New York. 

EDI GR APH INC. 



Waison-Guptill Publications 

is proud to be selected 

as the publisher of the 

5'211.1 Abinual or Advertising. 
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EA6 
Lee Lebowitz 
Art Director/ Designer 
1 Astor Plaza N.Y.C., N.Y. 10036 • (212) 581-8847 

171 Dorset Drive Clark. N.J. 07066 (201) 382-2655 



It only takes a one-time 
effort to keep it happening 
every day for 16,000 
art directors, photographers, 
illustrators, copywriters, 
film and TV designers, 
sales promoters, graphic arts 
creators. 
It's your ad that keeps 
selling day after day 
in this hard working book, 

THE ANNUAL OF 
ADVERTISING, 
EDITORIAL & 
TELEVISION ART 
& DESIGN 

01-11Ce 
a year 1 

Plan ahead now to do it. 
Call Bill Bisson today at Watson-Guptill Publications 
212/764-7432 for details on your 1974 ad-of-the-year, 
or write to One Astor Plaza, New York, N.Y. 10036 



There's a little 
Artist in every 
Art Director 
Unlike commercial art magazines, 
American Artist is edited to inspire 

the artists we reach. 
Feature articles describe how 
top-flight fine and commercial 
artists work, and the techniques 

and media they use. 
We're the only magazine 
which devotes itself 

entirely to improving the 
skills of artists. 

Preserve the artist in you! 

Subscribe to American Artist. 

,AmericajtArlist-
2160 Patterson Street, Cincinnati, Ohio 






