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Dave Epstein

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

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

and the School of Visual Arts.

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

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

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

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

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

you enjoy itas I have.

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

John V. Lindsay
Mayor, The City of New York



The One Show

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

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

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

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

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

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

verbal aspects of our crafts.

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

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

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

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

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

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

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

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

Joint Directors:
Shep Kurnit
George Lois

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

Bill Cadge

Jerry Della Femina
Lou Dorfsman
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George Krikorian
Bob Levenson
Helen Nolan
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Pat Del Vecchio
Special Editorial
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Bob Ciano
Lou Silverstein

Co-Chairmen:
Dan Bingham
R. O. Blechman
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Judges:
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Rita Conner
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George Gomes
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George Krikorian
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The Art Directors Club Hall of Fame Award
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The relatively recent
invention of the Art Director,
his coming-of-age, and

the Hall of Fame.

In the beginning it was all very simple:

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

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

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

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

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

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

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

Henry Wolf







THE ART DIRECTORS
HALL OF FAME

1972

1973

M. F. Agha

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

Charles Coiner
Paul Smith
Jack Tinker







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

Charles Coiner

Many have used art and artists

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

He spent his 40 year career art directing at

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

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

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

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

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

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

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

Container Corporation: artist Covarrubias
Cannon: photographer Edward Steichen

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

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

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

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

whose time has come.

Container Corporation: artist Robert Vickrey

Great ldeas of Wastern Man, ..

one of a series

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

]

Artst: Robert Vickrey




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

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

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

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

Ever watch a forest die?

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

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

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

Paul Smith is cast out of that classic mold.

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

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

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

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

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

Smith was one of the many to have come out

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

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

LITTON INDUSTRIES

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

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

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









Jack Tinker

Jack Tinker is best known—particularly

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

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

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

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

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

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

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

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

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

Bob Wilvers: *Jack was the genius

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

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



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

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

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

Tor distinguished

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

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

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

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

Bob Fearon




THE COPYWRITERS
HALL OF FAME

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






John Caples

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

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

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

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

as monuments to his genius as writer and
researcher.

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

For two years, Caples studied under Grady.

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

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

To men who wan

Qlllt WOI‘ k some day

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

snme day.

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

t to

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

Get this free book

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

company. For over three.quarters of a

income they cannot ostlive.

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

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

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

putpose.

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

ey

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

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

I death
8

ing from accident befers age 6o

A Cash Payment to your beneficiory

of $20000. Or 3100 » month for at

least 24 years and 8 moaths.

Total .

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

A Monthly Dwsbility [ncome of $100

Plans for women or fof retitement at

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

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

PHOENIX MUTUAL

LIFE INSURANCE COMPANY

Harxford Ofiice s Hastford, Conm. Fient Policy isswed 1881

Copyright 199, P M. L. 1. Co

#l

Business Address—
Home Address

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

— Dace of Birth —
Coy e
Srate—-
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“Heaws; we™ dnber raclermed
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N

(4

They Laughed When I Sat Down
At the Piano
But When I Started to Play!~

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

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

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

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

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

ood.

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

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

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

Then | Started to Play

Instantly fell
the gueste

a_ tense
Toe laug
dind o8 their lips

silence on
ter

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

A Complete Triumph!

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

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

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

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

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

Then [ told them the whole story

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

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

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

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

ew sampli-
llny any inetru.

1 played throwg
(3 of

Pick Your

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

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

y s¢ ADCI Asd a

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

Play Any Instrument

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

Send for Our Free Beoklet and
Demonstration Lessen

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

1 are is caraest about wentiag te play

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

Ne cost — ae obligation
are-mabing 2

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

Schosl of Music, 1031

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

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

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

Ing coOures

Have you sbeve iastrement!

Neae (Plesse write plaialy)

Address

Gty



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

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

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

There is, after all, only one John Caples.

| Was Going Broke
on®9,000 a Year

So I sent*7 to The Wall Street Journal

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

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

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

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






James Webb Young

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

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

world give him an education. In return, it

taught him how to sell.

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

't hore o b, appeaiiey Suvhass ¥ ot Mven

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

Diwer encessive peviperation
rese your precuest
drwvss ?




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

and consultant—continued throughout his career.

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




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

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

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

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

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

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

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

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

Copywriter: Frank DiGiacomo

Designer: Jim Handloser

Photographer: WABC-TV News

Agency: Della Femina, Travisano
& Partners, Inc.

Client: WABC-TV

13

Art Director: Stan Block

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

THIS JUNKIE HAS A
FIFTY DOLLAR A DAY HABIT.

 TONIGHT 7:30
THE LITTLEST JUNKIE



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

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

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

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

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

e

]

That'sdhe way it's always been.

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

But all that is censorship under the

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

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

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

brother Harpo.

BY TOMMY SMOTHERS

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

o —

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

No prcblems so far,

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

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

L N ——

T TR

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

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

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

So 1 came back for less.

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

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

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

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

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

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

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

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

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

Bob Kuperman

Copywriters: Neil Drossman

Jerry Della Femina

Designers: Nick Gisonde

Bob Kuperman

Photographers: Arnold Beckerman

Anthony Edgeworth

Agency: Della Femina, Travisano

& Partners, Inc.

Client: Teacher's Scotch

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



52

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

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

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

*Dear AmericanTourister:
You make a fabulous jack’”

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

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

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

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

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

Touristers 1090 th y things

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

50 we build our case with 16 different
strong materals

Wae give it 0 10ugh staintess steel Irame

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

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

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

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

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

Agency: McCann-Erickson, Inc.

Client: United Vintners, Inc.

HERES TO EVERYONE WHO
CANT THINK UP
A GOOD TOAST.

WHY WE CALL IT “TOAST"

1, AT

o « wnrle

HELP YOURSELF TO THESE TOASTS.

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

AR ) - -

o b ‘,"}..'-! TEE

TP NOL1: START SOMEWHERE.

IV Sk 0TS 0 AR TN

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

WORDS OF NOSE.

WORDS OF MOLTH.

T Te
i

The same of wiee

WINE LANGUAGE, SELF TALGHT.




Are you
overlooking
an enormous
market?

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

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

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

Each line has a greater profit margin than
reqular sizes.

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

JockeyTall Man and Big Man Underwear

108

Art Director: Lou Colletti

Copywriter: Larry Spector

Designer: Lou Colletti

Photographer: Tony Petrucelli

Agency: Levine, Huntley, Schmidt

Client: Jockey International, Inc. 131

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

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

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

NOT A FOOTBALL?

>
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Art Director: Joe Cappadona
Copywriter: Ed Butler

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

How fast
cana$2,000 car
godownhill?

812

814

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




WHERE VOLVOS COME FROM,

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

BUT FI.UNKING I.IFE"

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

DEALER
NAME

Whenwas the last
time you had your

Free Abortion Referral Service
fromZPG-NewYork

bmnasa%)atm

thedoctormakman
extra $8s0.

AbonideerralServlee
fmmlPG -NewYork

DEALER
NAME

171
Art Directors: Joe Schindelman

Bill Berenter
Copywriters: Ray Myers

Tom Nathan
Designer: Joe Schindelman
Photographers: Joel Meyerowitz

Malcolm Kirk

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

173

Art Director: Don Slater
Copywriter: Jim Parry

Agency: Parry Associates
Client: Zero Population Growth

The alternative to
awire coat
is (212) 4897794.

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

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

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

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

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

Agency: Doyle Dane Bernbach Inc.

Client: American Airlines

194

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

American

Shake and bake.

A%

Airlines to Hawaii

- -—

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

Made in Japan.

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

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

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

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

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

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

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

standing of Martin Luther King, 230

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

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

Client: United Jewish Appeal

L

. omaa na
- STATE
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NIXONREVEALED!

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

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

Push Pin Studio
Client: Citizens Committee for &2 -

McGovern/Shriver

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




256

Copywriter: Ed McCabe

Producer: Ed McCabe

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

Giblets
60-second

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

271

Composers: William Backer
Billy Davis
Roger Cook

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

Getting This World Together
60-second

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

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

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

Show someone that you care . . .

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

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

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

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

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

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

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

make the wings optional. dreams)

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

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

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

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

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

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

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

Life Is
60-second

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

Flying
30-second

OPEN ON SUITCASE FALLING OUT
OF UNSEEN HELICOPTER

SUPER: SLOW MOTION
PHOTOGRAPHY

(SFX THROUGHOUT: WIND
WHIRLING)

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

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

that could fall five hundred and fifty
feet. ..

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

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

WOMAN: Fantastic!
MAN: No. American Tourister.

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

Turkey
30-second

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

(SILENT)

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

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

PERDUE SERIOUS (FORWARD)

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

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

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

"THE CARE AND FEEDING OF
TURKEYS")

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

Parts Inspection
30-second

Parts
30-second

MAKE A
TENDER TURKEY?

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

Football
90-second

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

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

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

COACH LOOKS FOR A SUB.

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

SKETCHES A PLAY

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

COLODNY DASHES UP TO
XEROX IN LOCKER ROOM,

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

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

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

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

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

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

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

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

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

SUPER: XEROX
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Art Director: John Danza

Copywriter: Ed McCabe

TV Director: Bo Widerberg

TV Producers: John Danza
Ed McCabe

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

Engineering
60-second

SCENE TAKES PLACE IN A VOLVO
FACTORY IN SWEDEN.

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

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

CAMERA MOVES TO CORRIDOR
WHERE ENGINEERS ARE ALL AT
WORK

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

CAMERA ROAMS FACTORY WITH
VIEWS OF ENGINEERS AT THEIR
WORK

MOVE TO CAR ON LIFT
(SFX: UNDER)

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

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

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

VIEW INSIDE OF MECHANICAL
MAN GIVING CAR A WORKOUT

(SFX)

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

SUPER: VOLVO over tracks.

Sauna
60-second

Swedish Winter
60-second




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

Karen
60-second

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

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

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

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

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

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

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

FATHER: No.

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

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

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

The Animal
60-second

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

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

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

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

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

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

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

Peer Group
60-second

Karen
60-second
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Art Director: Alvin Grossman

Writer: Alvin Grossman

Designer: Alvin Grossman

Artist: William Steig

Photographer: Irwin Horowitz

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

Editor: Charles L. Mee, Jr.

Designer: Kenneth Munowitz

Publisher: American Heritage Publishing
Horizon

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



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

452

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

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

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

The purpose of this




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

Designers: Ira Sturtevant Copywriter; Tom Nathan

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

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

Roanoke Memorial Hospitals' 1972 Annual Report

560
Art Directors: John Chepelsky

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

582

Designer: Bill Bonnell lIl

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

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

620
Art Directors: Dennis Juett
Don Weller

Designers: Dennis Juett

Don Weller

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

657

Art Director: Michael Reid

Designer: Michael Reid

Artist: Halina Logay

Agency: Michael Reid Design

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




BOB DYLAN:
The Metaphor at the End
of the Funnel

682

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

Publication: Esquire Magazine

S e

706

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

Designers: Howard C. Grant

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

Ayer Design

Client: De Beers Consolidated Mines, Ltd.




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

Bob Buck
10-second

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

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

BUCK PICKS UP TOOTHPASTE TUBE
AND HOLDS IT LIKE HAND MIKE

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

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

ANNCR. (VO): What have we done?

SUPER: NEWS SERVICE
6&10P.M

Jim Bolen
10-second

Max Roby
10-second

Tom Jones
10-second




THE SHOW




ADVERTISING

Print ;
Radio Commercials
Television Commercials



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

PINm e

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

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

air with hardly a ripple.”

LITRC TR

“...the only entirely

honest and rewarding

hour | have spent on
television this season/’

“When these kids

run down the dirt road

In their bare feet,

you can feel the dirt
between your own toes.”

‘“Tatally unique,
exciting TV experience.”

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

"Best family series
on air.”

THE NEW VORK TIMES, THURSDAY NOVEMBER )0. 1972

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

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

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

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

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

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

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

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

s 50 bty

it has to die.

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

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

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

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

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

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

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

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

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

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

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

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

It did in us

)

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

T NP voAR Trved

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

oW voma ARy

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

Crem atasrmom Ny

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

THE WAt A N S

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

[LAPRT TTRNINN

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

BOnADWmY News

Save**The Waltons”

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



Newspaper/Single

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

Designers: Lou Dorfsman

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

2 Silver Award

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

4

Art Director: Sam Scali

Copywriter: Ed McCabe

Designer: Sam Scali

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

Water Bug.

X $1999.

MY FRESH, YOUNG
CHICKENS COST LESS
PER POUND

THANHOT DOGS. |

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

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

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

No waste?

Hot dogs, by law, can contain as much as

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

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

there are literally hundreds of interesting things

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

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

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

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

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

)
E..'&w’

To got in tonch with a Perdue chicken coll 800.243.6060.



hits the

Ina 45 mph cras

{ \)

the average head
average windshield

with a force of overa ton.

Those are facts. Mere's anothe

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

Joes tha

Sting (Mmpact o y
verybody Every time. Plea

Buckle up. £
We want you fo live. l

Newspaper/Single

5

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

6

Art Director: Joseph H. Phair

Copywriter: Arthur X. Tuohy

Designer: Katsuji Asada

Artist: J. Barry O'Rourke

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

7

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

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



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

=N
r.
E1 Al Israel Airlines



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

Oryoucangeta
Wi

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

PanAm

Ehe New fJock T

L oaguiuts

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

e



Newspaper/Single

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

Designer: Mike Tesch

Photographers: Harold Krieger
Robert Freson
Denny Tillman

Agency: Carl Ally Inc.

Client: Pan American Airways

e
.

=

10

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

Client: Esquire

11 Gold Award

Art Director: Jim Handloser

Copywriter: Frank DiGiacomo

Designer: Jim Handloser

Photographer: WABC-TV News

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

Willowbrook: " The Last Great Disgrace.’

@

11

10




Newspaper/Single

12
Art Directors: Sam Scali

Ray Alban
Copywriters: Ed McCabe

Hy Abady
Designers: Sam Scali

Ray Alban

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

13 Gold Award

Art Director: Stan Block

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

Calling all women to Barney's.

THIS JUNKIE HAS A
FIFTYDOLLAR A DAY HABIT.




14

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

16

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

14 16

Most portable
dictating machines
run out of tape in
15 minu




HOW WE MANAGED
TO ACHIEVE

ANONYMITY
INJUST75 YEARS.

Awerage reading time:
4 minutes.

+ &

THE POLICY MAKERS.

2 .

Newspaper/Campaign

17

Art Director: Jon Guliner

Copywriter: Steve Smith

Artist: Chas. B. Slackman

Photographers: Henry Sandbank
Charles Santore
Joe Toto

Agency: Benton & Bowiles, Inc.

Client: Crum & Forster

18

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

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

19
19

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

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

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

You're expected to shut up and pay up.

;=



20
30th & Madison Art Directors: Elliott Manketo

Step around 3
of sawr neighbonrs

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

20

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

21

Art Director: Lou Masciovecchio

Copywriter: Burt Klein

Designer: Lou Masciovecchio

Artist: Bob Gelberg

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

Client: Transcontinental Realty Corporation

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

gt

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

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

[ wtarts ot 9-30 o.m sharp,

lake marble. but oh vo ah, fur

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

Pxk s Michaelengelo, lovks

Moomiy
The Caepet Department Sere

Newspaper/Campaign

23

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



“WhenI started
tummg gray,
Iturned white?

o i

-~

New Greae Day Concentrase

What to do if your

-y
&

New Great Day Concentrate

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

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



To the 56000000
people who smoke

Cl"aretteb.
k)
L) /
&,

If you smoke.

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

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

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

you to start.

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

smoking now.

We mean Vantage, of course.

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

That's a simple statement of truth.

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

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

enjoy smoking.

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

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

smoke it.

VANTAGE

@

If you agree with us, we think g .

you'll enjoy Vantage.

26
Instead of telling us not to smoke,

they should tell us what to smoke.

VAM‘\GE

% @/

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

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

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

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

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

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

L WTar

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

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

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

.

-y I



Newspaper/Campaign

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

27

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

Artist: Mabey Trousdel!

Agency: The Marschalk Company
Client: The llluminating Company

Look what yow’re missing witha

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

g Tis HWAUMINATING Gapronr

27
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Its

tough to drink scotch

out of the side of your mouth.

BY SHELDON LEONARD

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

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

Ormuttering “all right Louie. drop
da gun

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

They got the broads, and | got the
lumps.

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

for me.

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

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

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

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

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

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

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

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

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

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

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

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

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

Newspaper/Campaign

28 Gold Award
Art Directors: Nick Gisonde

Bob Kuperman
Copywriters: Neil Drossman

Jerry Della Femina
Designers: Nick Gisonde

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

Client: Teacher's Scotch

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

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

Client: Olivetti Corporation of America



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

(Hers, _

Whois the Olivetti girl?




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

2 P with cut
L Y e

10< Off

Anvemn ol
Comstincks
Pre Filhne

10< Off

Conntock. The pie filhing made I persnickety old tadies,

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

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

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

-Jh":t: wruld ba over hor

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

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

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

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

10,

out back whore Lhe res) work i

Huarriet s recipe or plainold-

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

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

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

etk Uy
'h-m--u, Mo

A :"n &')X*‘i JI'&.T

rwme idows of yuur own »

Now if you re getting a ttie
of all Uns cherry

Comstock. The pie filling made by persnickety old ladies.

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

She also pickets

every 25 vears.

Why do we keep her on?

Oere Duirwdl o our Commack

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

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

Aryway. grtting back to thase

the

10 g0 without finishing her prachos.

Then. with the last prach, she

m»-ni«mmﬂdm
it

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

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

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

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

2 Hewt with maple syrup and
1 pancakes or french tomst

) M‘lﬂhl‘-‘—_
cinnamem and bake

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

5 Pour oowr a sponge cake for
wow-bom cake

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

T mopspedn uv ayepg

Pleare swned vour (averite

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

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

ac
HE Fine

Comstock. The pie filling made by persnickety old ladies.




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

£

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

Client: Borden Inc.

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

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

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

East Bluff. .

31

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

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

150 inge 0 2 g = utng ©

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

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




Consumer Magazine/Single

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

~_ CarvinSweden Copywriter: Ed McCabe

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

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

off the road

automaohle

33
Art Directors: David Deutsch

ncd 1t 1an e easy

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

Rocco E. Campanelli

either served ypath &

Client: Oneida Ltd. Silversmiths

VOLVO

32

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

", The e surfaces of 1he tives shewkd he

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

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

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

The mech 1+ part of the ypam tow

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

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

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

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

€l

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

The Silversmith's Sterling

Rocco E. Campanelii

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

run out of tape in
15 minu

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

M

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

Client: Fiat

35

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



Behind every
successful man
theres a
bank.

ere is a m

Here's one of the ways we nag.

Consumer Magazine/Single

Xerox introduces the two-faced copy.

36
Art Director: Allen Kay
Copywriters: Lois Korey

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

37

Art Director: Don Slater

Copywriter: Adam Hanft

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



Bet you cantmake 50 copies of this ad

You did it again

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

The machine
that would have won
the bet for you

We make Xerox
duplicators to make

one copy, two copies,

in one minute.

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

IN SWEDEN,VOLVOS AND PEOPLE LAST

I.ONGER

The e exgx
o s Swede s
Lot ot

Thank g, perhapn.t

Art Director: Allen Kay

Copywriter: Lois Korey
Photographer: Bill Stettner

Agency: Needham, Harper & Steers
Client: Xerox

39

Art Director: John Danza
Copywriter: Ed McCabe

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

40

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

Agency: David Deutsch Associates, Inc.

Client: Hild Sails

HEerB HiLD INTRODUCES
AN AUTOMATIC SHIFT
FOR SAILBOATS.

OU kNOW what s dnfter is.

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

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

of a sail mn't of much use.

The drifooe of yostoryoar woe Umuted

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

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

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

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

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

No Nzxo To Racx

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

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

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

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

Two wila in sne sail tag

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

Herb Hild Sails. Irc.

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

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

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



Beware of the shoe
thatdoesnt hurt.

It could be crippling
your childs feet.

W

Jumping Jacks

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

45

448
Art Director: Stanley Schofield
Copywriters: Martin Cohen

Jack Silverman
Designer: Stanley Schofield
Photographers: Joe Toto

Luis Pacheco

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

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

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

TEFONE AN AFTEN MEARUREMENTS
Atter




How to tell your parents you

want to join the Army.

Todays Army

wants to joinyou.

48
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Art Director: Pam Dawson

Copywriter: Boris Todrin

Photographer: Tony Petruceili

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

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

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

Copywriter: Norman Muchnic

Designer: Jim Brown

Photographer: Bob Gomel

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

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

Copywriter: Art Naiman

Designer: Ed Rotondi

Artist: David Wilcox

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

52 Gold Award

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

Agency: Doyle Dane Bernbach Inc
Client: American Tourister Luggage

51 52

We lived in shame
lor 57 years.

Iv

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

Designer: Bob Needleman
Photographer: Steve Horn

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

Artist: Mabey Trousdell

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




What sets did the press bring to Miami Beach?

SONY Ask anyene.
55 56

57 58

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

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

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

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

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

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

58 Silver Award

Art Director: Nicholas Gisonde

Copywriter: Neil Drossman

Designer: Nicholas Gisonde

Photographer: Arnold Beckerman

Agency: Deila Femina, Travisano,
& Partners, Inc

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

phonefm'help" Art Director: Joseph Caserta

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

i v o e so

Art Director: Jim Brown

Copywriter: Richard Vitaliano

Designer: Jim Brown

Photographer: Carl Fischer

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

Your babys crying e

Agency: John Paul Itta, Inc.

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

Copywriter: Adrienne Cohen

Designer: Lou Principato

Photographer: Joe Toto

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

Copywriter: Evelyn Lewis

Designer: Georgia Shankle

Photographer: Otto Storch

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




Don' take
someone else’s honeymoon.

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

&9 EASTERN The Wings of Man

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

Lasit Catrin and the Iaked Hiack:Kyed Poeun

Gp
s

L4 The Log Cabin Brand.
B America grew uponit.




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

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

Asmallcrcar.
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Art Directors: Allen Kay
Jeff Cohen
Mel Gottlieb

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

A mure manoeuvrable car.

A murc intelligent car,

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

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

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

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

Copywriter: Jack Silverman

Designer: Stanley Schofield

Photographers: Dennis Chalkin

~

at the expense of

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

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

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

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

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

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

So if you bought enough insurance to begin with, we

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

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

AMEMBER OF UTICA NATIONAL
R ShowP

Mectla” Call
SW Lhuca NY for more

uTiIcA

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

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

modesty
A distinguished
would

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

“I reside wherever there is a good fight

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

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

s

This picture made me lose
* 58 pounds. See!

BEFORE AND AFTER MEABURENENTS

When I was fat, | had to"“act”happy.

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

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

IS alwayvs the or shish a kebab.

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

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

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

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

FARBERWARE

Anything they ¢
you can cook

Consumer Magazine /Campaign
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Art Director: Don Slater

Copywriter: Elon Specht

Photographer: Charles Gold

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



If you smoke.

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

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

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

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

We mean Vantage, of course.

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

That's a simple statement of truth.

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

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

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

it.

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

to smoke

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

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

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

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

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

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

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

VANTAGE

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

Buy a pack and make up your VANTAGE
own mind.

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

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

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

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

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

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

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

Wewantobe \lmghrfur\\.lrd

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

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

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

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

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

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

n your next pack of aigarcttes

To the 56,000,000

people who smoke
cigarettes.

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

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

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

And s hat are they gome o doabout that?

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

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

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

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

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

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

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

vAnTAGE

vour hugh tar camne



7

What parents do

to their children’s feet

on Sunday is a sin.

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

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

And look them over inside and out.

Qurrvid ¢ ruir
Sunday—without worry

that doesn’t hurt.

> crippling
feet.

It could

your childs

¢ about it ¢

Jumping

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

Maybe they just don't know about those angelic

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

€ nu"L tosuitach S growing Ot

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

to mature and are at their most fragile through the

e lanther almost a8 ten T s g

that much lighter and softer, more free and flexible.

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

Jack Silverman
Designer: Stanley Schofield
Photographers: Joe Toto

Luis Pacheco

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



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

&

.

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

Titleist: It will improve your game.

Titleist golfers

of America:

Yo about to
hit the longest
drive of your life.

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

73



name. We mak

19.

109 West 57th Street, New York 100

For more information please write to John H. Steinway,

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

i Pirel]i snowtires T8 s Loy Osvone

Ron Becker

Copywriters: Joe Tantillo
can our
Steve Penchina

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

75

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

everydhy driving,

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

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

1 4

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

e

w




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

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

Copywriter: Jennifer Berne

Photographers: Dave Willardson
Cailor/Resnick

Agency: Smith/Greenland Company Inc

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

78

AT LR VAR NP LN

DO YOU EAT THE RIGHT FOOD
WITH THE WRONG WINE!

Everybody in the wine
seems to be avoiding

giving specific advice about
which wine to drink with
which food

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

This is one way to
look at it

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

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

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

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

FISH?

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

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

The chart below explains which wine is which
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FOWL?
?

With white meated fowl, such as chicken,

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

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

CHINESE FOOD!?

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

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

the perfect compromise

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

RED WINES
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CHEESE AND NUTS?

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

AWORD TO THE WISE.

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

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

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

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

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

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

INGLENOOK

We make the most expensive wine in America

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

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

Sou i, inglenook CA 373

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

78 Gold Award

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

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

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

fy of dental statistics snacks, mostly sweets bout 1t

Amencan loses Sev your dentest regulbart e

anct 9 reeth to cavines

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

Fighting cavities is the whole idea behind Crest.
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Consumer Magazine /Campaign

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

Designer: Ed Rotondi
Artists: David Wilcox

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

81

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

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

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

By Ld"Bobo™ Rol

DrPopper. America's most

W lived in shame

for 57 years,
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"Dear American Tourister:
Your suitcase took an unexpected trip’

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

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

“ChooChooChool 'huic;er ChooChooChooChoo!

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

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

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

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

combinations a man can love.

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