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The great authority and prestige of the Art Directors
Club Awards remain unequaled, but not unchallenged. The
need to experiment with the awards was felt by many in the
club, and following the recommendations of our study com-
mittee, we present this year's awards in the form presented
in this annual.

With the involvement of all our membership, we will
evaluate the results and continue to change if we feel the
need to strengthen our show.

Elements of our business have criticized the very exist-
ence of award shows. As far as any really good creative man
or woman in our business is concerned, there is no debate.

 

Historically, award shows, and especially the Art Directors
Club of New York's show, has helped change the climate of
doing work throughout the world. Our show (and book) has
directly changed the advertising business by showing peo-
ple what many of us judge to be the best and most innova-
tive advertising. At last the public knows ours is an industry
filled with bright and creative people-not a business com-
posed of hacks. The form and techniques used in judging
shows can be argued and changed, but the good that our
show has done for the concerned and talented art director
and writer is immeasurable.

This year we inaugurate the Hall of Fame. The first
eight are some of the giants of our craft, innovators and
conceptual thinkers who had to do what they did for any of
us to be the talented art directors and graphic communica-
tors that we are today.



The nomination and election each year of these people
will help to educate and inform not only the young people
entering our business, but we hope will serve as an inspira-
tion to all of us.

We speak of the possibility of elevating what we do to
the form of an art.

These men, and the people that will follow in the Hall
of Fame, have lived their lives as art directors, salesmen,
thinkers, innovators. but most of all, artists. In their hands,
advertising and graphic communication has been an art form.

In the year of change in the Art Directors Club to one
in which the club is becoming involved in meaningful proj-
ects and work other than the self-aggrandizement of our
craft, we rededicate the club's activities to the past (our

Hall of Fame), the present (our annual awards show), and
the future (shows such as this year's Making New York
Understandable).

We believe our club has a great future, but only if it
changes in this constantly changing world, to become a club
that becomes meaningful to the young people who are enter-
ing our business, and to those of us who insist that what the
club has done is not enough.
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The Show
Advertising exhibitions have come under increased criti-
cism lately. And with good reason.

There are too many shows and they have overlapping
interests. The same overworked ground is being plowed
again and again. It's no wonder that some agencies have
refused to enter any exhibitions.

This year the Exhibition Committee made a small
start at what should become a major alteration. The sev-
enty some -odd categories of the show, confusing, redun-
dant, purposeless were reduced to seven. The distinctive
merit award, which had no clear aim, was eliminated. We
attempted to be more objective by inviting out-of-town
judges to help us.

These are very rudimentary beginnings. More exten-
sive changes will need to be made in order to keep the Art
Directors Show significant in a rapidly altering business
world.

Those who anticipate the unilateral high creativity
of some past shows may be disappointed because the year
or so of economic reversals was a less fertile period for the
creation of fresh advertising. The majority of work entered
in this year's exh.bition was down in some instances. In
spite of this, the judges felt they picked an exciting show
although it may not represent a vintage year.

The economic recession will reverse itself, of course,
and creative fires will burn more brightly. But the exhibi-
tion will need to continue to review its traditional proce-
dures, not under the pressure of adversity, but under the
self-imposed resolve to recognize only excellence and to
reward it, thereby providing a stimulating beacon for our
industry.

Either that, or we'll become another Edsel.

Carl Fischer
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Art directors need not be told that they exercise con-
siderable effect upon the far-flung levels of communication.
This appraisal may not necessarily enjoy the condign public
accord, but it is nonetheless demonstrably true. The art di-
rectcr, in our contemporary scheme of things, wields virtual
daily power over what and how people see, hear, and, perhaps,
think. Alas, the recognition of this influence has been slow in
coming. For example, looking to the novel as a mirror of
society, one would be hard put to think of any work that casts
an art director as a central character. William Dean Howells,
at the turn of the century, characterized one of the species in
his book "A Hazard of New Fortunes," but Howells' creation
would hardly be recognizable by current measurement, save
the length of his hair. Lois Gould, a writer of contemporary
vintage, creates an art director in her book, "Such Good
Friends," but she manages to keep the fellow in a coma
throughout the entire story; moreover, he is entirely disreputa-
ble, foolish enough to have kept rather self -condemning note-
books. In less imaginative quarters, that respectable tome,
Webster's Biographical Dictionary, includes not one graphic
designer or art director among its 40,000 names of noteworthy
persons. History as well as Heaven knows that our cultural
landscape is well populated with worthy candidates.

If the art director and the related makers of our visual
culture have not received the appropriate professional esteem,

(1920)

it may be in some measure due to the youth of the profession.
The Art Director's Club was founded just a shade over fifty
years ago. A half -century may seem rather formidable to some,
but in the broad hierarchy of professions, it is not a very long
time. The club was formed, as most professional organizations
are, to raise the standards of the profession and to promote
the commonweal. Its first members were a group of artists cum
art directors whose positions, with advertising agencies in
most cases, required that they be practicing artists as well as
caretakers of artistic style. Unhappily, the Art Director's Club
lacked a permanent chronicler who would keep a running his-
tory of the youthful organization. We have, by good fortune, a
rich oral history of the times, augmented by an imperishable
record of achievement in the volumes of the Art Director's
Annual. Of the hardy, farseeing band of founding members,
the one name that appears regularly in these volumes-for
good if not overwhelming reason-was that of Rene Clarke,
then an art director with the estimable agency of Calkins and
Holden. Rene was the legally adopted name of James A. Clarke,
who found much of his inspiration in the thought and work of
Rene Vincent, a French artist who was both his colleague and
mentor. Clarke came to Calkins and Holden in 1912 and re-
mained there until 1956.

American advertising in the first decades of this century
was, to say the least, conservative, almost inhibited in its lack

West Virginia Pulp Paper Co. (1925)



of experimental vigor. American illustration was indentured to
a realistic style, a meticulous depiction of objects that seemed
to preclude any display of imagination. To be sure, the fragile
linear influence of Aubrey Beardsley and his precursors were
in evidence. But even that genre of illustration seemed to have
its energy sapped by a rigid formality. In 1922, in the first
Art Director's Annual, we find our eye regaled by the grace,
imagination and versatility of Rene Clarke's illustrations and
ads. In this one issJe, there is a linear, virtually gossamer
drawing for a paper company ad; a bold strong allegorical
illustration for an insurance company depicting the ravages of
fire; and a strongly patterned elegant rendition of food for a
salad oil producer. One is particularly struck by Clarke's mas-
tery when he manages to fit the cold mechanical shape of the
salad oil container into the composition without a hint of
aesthetic dissonance. In that series for Wesson Oil, there was
none of our contenporary razzle-dazzle, no clever double-
entendre designed to spur the mind. The ad stood or fell on the
figure on center stage, and that was the subtle aesthetic wiz-
ardry of Rene Clarke. As the campaign continued, Clarke was
actively engaged in working on illustrations and ads for a large
number of products. Each of these introduced some special
note that placed Clarke's work distinctly above the visual
platitudes of his erz.

As the years Drogressed, Clarke clearly established his

1924)
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dominion over his subject and metier. While the predominant
stream of illustration languished in a non -controversial but
stultifying literalism, Clarke's work continued to take a new
visual dimension. This was not the frenetic change of our era,
but steady, modest, yet ineluctable extensions of the artist's
vision. A new lyricism evident in his work indicated that Clarke
had begun to feel the transcendent effect of the paintings of
Matisse, Klimt, Demuth, the vorticists and even the futurists.
Clarke, the artist, was but one side of the man. He was also
Clarke, the art director, responsible for both the stylistic direc-
tion and leadership at Calkins and Holden. Walter Geohegan,
a former president of the Art Director's Club and colleague of
Clarke's, remembers Rene Clarke as an "aesthetically coura-
geous" man, unselfish in his encouragement of subordinate
artists and designers working with him. Geohegan recalls that
Clarke was not given to petty rivalries and, on a number of
occasions, would readily encourage conceptions for illustra-
tions and ads at the expense of his own.

In 1928 Harvard University recognized Clarke's unique
contribution to American advertising. He was awarded their
distinguished Edward Bok medal for having brought to the field
a dignity and excellence that bespoke a respect for the
American consumer. Clarke received comparable accolades
from his peers. He was the recipient of at least four Art
Director's Club gold medals and numerous awards of honor -

Crane & Co. (1924)
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able mention for his extraordinary work.

Clarke's work continued to retain its majestic elegance
even as new visual devices and idioms began to assert them-
selves. Rene Clarke is not identified with one dramatic
frisson, nor did he create a revolution of vision or thinking.
He was the dedicated art director, the calmly inspired artist
who brought a spirit of uplift to what man does. Paul Smith,
one of the truly eminent figures of contemporary advertising,
said of Clarke, "His work for Wesson Oil, Snowdrift, Rusling
Wood, Hartford Fire, Red Black Starr Trust, Crane Paper, to
name only a few, was head and shoulders above anything done
at the time (or since, for that matter). He brought a fresh eye

Black Starr & Frost Ad (1925)

to the advertising business. And with E. E. Calkins (and their
associates), did much to raise the business to the status of a
profession."

Clarke worked well past the years that many even hope
to live. He continued to paint, exhibit, and be the vital, in-
gratiating man he had always been until his death in 1969 at
the illustrious age of 83. Clarke was much too modest a search-
er ever to seek fame. He was nonetheless an important builder
of his profession, one who gave it structure and purpose
simply by his uncompromising integrity and the truthful
beauty of what he did. Thus Clarke is honored as he honored
his calling.
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In the halcyon days of 1928, before the great economic
crash that shook the country and the world, magazine pub-
lishing was a considerably less beleaguered business than it
is today. An earlier century's tradition of personal enterprise
was still alive and many publishing companies were imprinted
with the name and style of the founder. Conglomerates and
diversification were decades away and times were such that
even a major publisher -owner could play an active role in the
day-to-day operation of his publications. Among the leading
magazines of the period, Conde Nast's Vogue and Vanity Fair
and, to a lesser degree, House and Garden enjoyed a special
prestige and exerted a pioneering cultural influence. The art
director then, at least within the Nast organization, was known
as art editor. As events in that year would have it, Heyworth
Campbell had resigned his post as art editor, which in the
words of Conde Nast, "he had held so long and filled so well
that I hardly knew where to look for a substitute." What
started as a search for a "substitute" was, by good fortune,
to lead to a fundamental change in modern publication de-
sign and the consequent transformation of the role, impor-
tance and contribution of the art director in editorial planning
and organization. Conde Nast's odyssey took him to London,
Paris and Berlin, where Vogue was publishing its foreign edi-
tions. Finally, in Berlin, he interviewed a young Russian -
Turkish artist with the intriguing oriental name of Mehemed
Fehmy Agha, who had been sent from Paris, where he had been
studio chief at the Vogue headquarters, to work as the designer
of the German Vogue. Nast was impressed by the "order, taste
and invention" of what he had seen in Agha's work. Nast's
humorously self -deprecating report of the interview is en-
joyably descriptive of a time and bygone style; but more
important, it is a candid first snapshot of the thirty -year -old
Agha's captivating intelligence and persuasive personality. In
speaking of similar interviews he had had over the years with
an array of aspirants, Nast recalled, "I had always in those dis-
cussions analyzed scores of back issues of Vogue, rival pub-
lications and foreign periodicals, in order to expound my
theories, convictions and prejudices in the matter of make-
up. And I had invariably in such séances-and perhaps with
too great an assurance-assumed the role of teacher." A day
later, Nast announced to his companions-in-quest-Edna
Woolman Chase, Vogue's doyenne editor, and Frank Crownin-
shield, the much quoted editor of Vanity Fair-that at last the
ideal art director for Vogue had been found. Mrs. Chase, a
woman not easily convinced, asked how Nast was so certain.
Nast's reply was that in Agha he had found a man with whom
he could not assume the role of teacher, "since he had at our
extended interview, assumed that role himself-after relegat-
ing me politely to the dunce's corner where apparently, he
thought, I really belonged." Nast took the role reversal in the
appropriate good spirit-at the same time realizing his unusu-
al good fortune in discovering Agha.

Early in 1929, M. F. Agha came to the United States to
assume the art direction at Vogue. It did not take long before it
was clearly evident that M. F. Agha was no ordinary art direc-
tor. Whether it was out of deference to his extraordinary
educational background or because of his impressive personal
style or charisma, he was known and addressed almost from
his first day at the Conde Nast command post as Dr. Agha.

Agha was born in Russia in 1896. His Turkish parents
belonged to a tribe, Frank Crowninshield wrote in 1939, "of
which there are now less than ten thousand members in the
entire world, only one of them, I believe, an art director." His
education in Czarist Russia included a graduate degree in
economics from the Emperor Peter the Great Polytechnic In-
stitute and earlier training in the arts at the Academy of Fine
Arts in Kiev as well as at other distinguished Russian institutes.
After leaving Russia, he received a special degree in 1923 from
the National School of Modern Oriental Languages at Paris.
Beyond a far reaching cosmopolitanism (he was fluent in
Russian, Turkish, German, French, Greek and English) and a

strong technical and scientific background, Agha was an
accomplished artist, photographer, and typographer. In sum,
he was a man whose erudition and aesthetic sensibilities es-
pecially fitted him for the role of director, teacher and taste -
maker.

The times and the problem at hand demanded a com-
manding figure of no less a happy confluence of qualities.
The Vogue and Vanity Fair of the late twenties, while sophis-
ticated leaders in their respective editorial domains, lagged
rather cheerlessly in matters of visual concept and design.
Whereas its writing and conceptions were sparkling, witty, and
adventurous, the visual vehicle for this bright panoply of con-
tent was tedious and unchallenging. If Agha changed the
course of matters, it was the matter of course that he changed
first. Agha introduced a radically new principle in the con-
ception of modern American publications-that of the
participatory role of the art director at every level. The visual
articulation of a magazine was not to be an act after the
editorial fact; it was, as Agha saw it, an integral function of the
editorial process. As Conde Nast himself was to revise his pre-
conceptions in that Berlin meeting, so Agha by intellect and
achievement was able to shatter the ossified conceptions of
art direction. In transforming the magazines whose artistic
destinies had been placed in his hands, Dr. Agha broadened
and raised the level of art direction. Design was no longer
regarded as a decorative adjunct, or as gifted mechanical skill,
but as an organic function of the modern publication.

Agha immediately broke through the restictive anti-
quarian ideas of page layout, photography and illustration.
A highly imaginative photographer himself, he introduced
many of the illustrious forerunners of modern photography-
Edward Steichen, Cecil Beaton, Hoyningen-Huene, Horst, Carl
Van Vechten, and Charles Sheeler -whose work influenced the
generations that followed. In addition, he created an entirely
new form of fashion art. Artists whose work seemed remotely
distant from the gossamer world of fashion were given the
encouragement of a cultivated far-seeing taste. Willaumez,
Pages and the immortal Carl Ericson (known professionally as
Eric) were only a few of the brilliant draughtsmen whose crea-
tions added genuine lustre to a glimmering world. But it was
not only to that brittle scene that Agha brought innovation.
Vanity Fair, with its wide compass of interests, invaded the
arts, politics, and the social scene. Almost any subject was
fair game for the best writers of the time. Gertrude Stein might
well share an issue with John Gunther, Thomas Wolfe, Lord
Dunsany or Dorothy Parker. Not only did Agha provide that
galaxy of talent with a worthy visual counterpart, but a man of
no mean wit himself, he also fathered the notion of the pic-
torial feature, wherein pictures proved they more than out-
weighed the proverbial thousand words. In the realm of
sociopolitical comment, Agha was the impressario who guided
Miguel Covarrubias, the Mexican artist and archaeologist, into
the world of trenchant satiric commentary. His illustrations
for the legendary "impossible interviews" and numerous
political covers created an editorial point of view that still
nourishes modern artists and publications.

In the Agha reformation, typographic style was puri-
fied. The sans serif type styles of Europe were introduced to
American designers and readers. Agha's strong scientific back-
ground enabled him to work in a highly technical way with
photographers and engravers. He set up and conducted com-
plicated engineering experiments in an effort to give the artist
and photographer a printed page in color that was worthy of
the art that graced it. In that scintillating era, there was also the
teacher -leader side of Agha -the director of people as well as
of magazines. Among those who worked with him in those
Conde Nast days, he is remembered as a man of penetrating
insight, unequaled wit, and at times, like the brilliant chess
player he is, of dazzling intellectual wizardry. His role was to
keep the mold of self-satisfaction from forming and to make
co-workers ever suspect of things shoddy. If his criticism
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stunned, it was to stir the artists and designers about him to
search deeper withil themselves for the answers they could
not foresee to graphic problems. Among those who worked
with Agha were Cipe Pineles, William Golden, Tobias Moss.
Most have gone onto a fame of their own.

After ten years with the Conde Nast organization, Agha
was honored by the journal P.M. which was then published by
the typographic house, Composing Room. The entire issue was
devoted to Agha, carrying articles and graphic tributes from
those who were his colleagues. The late William Golden, an-
other distinguished member of the Hall of Fame, wrote a
tribute to Agha which in Golden's own crisp way was an
unusual critical appreciation of the inner man. Golden saw
Agha as a man who was in the grip of an ennui engendered by
his own brilliance. Golden refers to Agha's style of finally
choosing the design of an editorial page and his method of
keeping his subordinates off balance: "This method may, to
some shortsighted people, seem cruel and unjustified, but I

submit that an artist who is suspicious of his own work is more
likely to look for new forms of expression than one that is self-
satisfied. And for sheer productivity this method is un-
equalled."

Agha continued at Conde Nast until 1943. During his
fourteen years there, he had achieved unmatched eminence
and was awarded numerous honors. It was only six years after
his arrival in New York that he was selected to be the President
of the Art Directors Club.

After leaving the magazine world, Dr. Agha was an ac-
tive graphic and directorial consultant for numerous corpora-
tions, department stores and large publishing companies,
contributing his extraordinary expertise to the solutions of
varied advertising and promotional problems. Yet by reason of
almost cynical disbelief in the permanence of his achieve-
ments, he eschewed any collected exhibition of work, neither
did he welcome a special tribute to his professional contribu-
tion. As William Golden wrote thirty-three years ago, "Me-
hemed Fehmy Agha is an unhappy man. He has learned nearly
all there is to know about the graphic arts, only to discover
that he never liked them in the first place."

Deeply affected by the death of his wife in 1950, Dr.
Agha steadily reduced his consultant activities and turned to
the myriad pursuits of an intellectually restless mind.

Every discussion or recollection of Dr. Agha in his most
active time is tinged with the most evocative memories: his
wit, urbanity, even his elegant snuff box and railroad man's
handkerchief. Had it not been written two -hundred years
earlier, Buffon's observation "style is the man himself" might
well have been suggested by Mehemed Fehmy Agha.

Unique as he was a personality, Agha was as uncom-
mon an aesthetic presence who transformed his and our time.
He brought an aesthetic acumen that cut through the thickets
of outworn ideas to create a new legibility, a new logic and a
new elegance to printed communication. Above all, he brought
an endless replenishment to the springs of inspiration.



A. M. Cassandre
,1901-19681



In 1923, a Parisian hurrying by the poster -appliqued
walls and hoardings of his city might have had his eye drawn to
a large horizontal poster. The central image was dramatically
simple: a starkly drawn, well -muscled black figure posed
against a radiant yellow background holds a woodsman's axe
upraised to the full length of his rippling arms. The spectator
awaits the woodcutter's coup de grace to a tree held by its final
fibre to a well -hewed stump. Given its strongly allegorical tone,
the poster might have been taken as an exhortation by one of
the revolutionary organizations of the time urging the French
proletariat to fell a symbolic class foe. In point of fact, the
poster's message was considerably less inflammatory. For just
below the herculean woodsman, the angularly -decorative let-
tering informed the viewing public that the blow to be struck
was a no-nonsense advertisement for Au Bucheron (The Wood-
cutter), a prominent Parisian furniture store. Forthrightly-
even clumsily-lettered at the lower left of the poster was the
name of Adolphe Mouron Cassandre, a young artist -designer
making his first appearance among a select and aesthetically -
tired community of poster designers. If the poster itself did not
proclaim social revolution, its twenty -two -year -old designer
with this initial commercial foray was about to revolutionize
the entire conception and style of poster design and in turn to
institute fundamental changes in the realm of visual communi-
cation. In the ensuing years A.M. Cassandre was to become the
towering figure we now celebrate for this century's singularly
brilliant achievements in the art of the poster. In the totality of
his professional career, Cassandre worked only a relatively
short time as a poster and graphic designer. But in that rich
period he produced a body of work that remains unmatched
for its unique beauty and impact. Almost five decades later,
after countless visual styles, movements, vogues, and fads, the
lustre of Cassandre's accomplishments has not dimmed.

The details of Cassandre's youth are as lean as his work-
ing philosophy. In the classic French tradition, Cassandre was
the non de plume he took for his original name, Adolphe Jean
Marie Mouron. He was born of French parents who resided in
Kharkov, a famed Ukrainian city. In 1915, when only 14 years
old, he had the exceptional blessings of his parents to become
a painter and was sent to Paris to study at the stiffly academic
Ecole Des Beaux Arts. His post-Ecole education included a pe-
riod of study with Lucien Simon at the Academie Julian, fol-
lowed by a period of compulsory military service. Shortly
thereafter he created the Au Bucheron poster, whose inspira-
tion Cassandre modestly maintained sprung from a struggling
artist's effort to support himself. A contemporary, Maximi lien
Vox, in his monograph on Cassandre, characterized him in his
mid -career as "a thinker and an engineer, a lover of nature and
a reader of books, such he was then, such he is now. A puritan
in our midst, a worshipper of all things beautiful." This fortu-
itous combination of qualities can be seen in one way or anoth-
er in almost every one of Cassandre's magnificent posters. The
leap from the Bucheron poster in 1923 to the succeeding one
for Pi Volo aperitif embraced a quantum jump. This poster,
with its fusion of bird, glass, light and dark forms and its art
deco lettering, demonstrates that Cassandre had assimilated
the revolutionary ideas of shape and interpenetration of form
developed in the cubist and abstract paintings of Gris, Braque,
and Picasso. Barely a year later came the immortal L'Intransi-
geant truck poster. The forceful head and radiating telephonic
lines of its composition created an indestructible image; and
who today would be daring enough to truncate the product's
name as Cassandre did in 1924? In each succeeding year, Cas-
sandre's posters show an increasing innovation enhanced by
breathtaking execution. Images so seemingly literal and so
directly rendered took on a new dimension. A shipping poster
depicted cargo being hoisted. Railway posters conveyed the
essence of locomotion and the rectilinear purity of tracks. The
magic of these posters lay in their bigger -than -life imagery and
Cassandre's extraordinary sense of the dramatic. Every poster
bore an invention in letter forms, fashioned as an integral part

yet providing a visual bonus-lyrical, playful, geometric or
decorative, but above all never banal. Perhaps in the Cassan-
dre symbology it was the fusion of puritan and thinker that was
preeminent, and in the memorable railway documents, the en-
gineer heightened the alchemy. Who can forget the exquisite
distillation of the 'Etoile Du Nord poster in which the velocity
of the northern express is vivified by the acute perspective of
pristine tracks culminating in a white star-an image that
leaves us listening for the haunting sound of the train's whistle.
Five years later, the Cassandre oeuvre took on a new poetic
tone. He combined photography and drawing in the now clas-
sic club -car poster for the French Railway System. He also
made us aware, if we did not know, that the engineer in us
need always be tempered by a love of nature. Blaise Cendrars,
a poet and writer of the time when technology had not come
to be the ogre it has in ours, wrote admiringly: "There are the
motorcars, the pullmans, the aeroplanes. The long, sleek sur-
faces, the long surfaces carrying copper and nickel for the
shocks and the curves and aluminum which is the spouse of
speed. . . ." Cassandre's love of nature can be seen in his sur-
realist creations for a series of travel posters. The poster for
Paris in particular was an enchanting evocation of the "city of
light." But what would a lover of nature, a thinker, a reader of
books be without the gallic wit, the delightful acrobatics of the
thinking process? Like Chaplin's Little Tramp, Cassandre's Du -
bonnet Man, for all its stripped down formalization, has given
us one of the ever -ingratiating figures of modern poster ico-
nography. Its enduring freshness was evident when Paul Rand
many years later in a series of ads could employ, with the ap-
propriate attribution, Cassandre's Boulevardier with the same
indelible effect on the American consciousness. In the Dubu-
Dubon-Dubonnet series, Cassandre was the first to sieze upon
a concept that was the patented stock -in -trade of the comic
strip-namely, the action sequence.

If there is a continuum in Cassandre's work, it lies in his
command of the full spectrum of visual styles. Cassandre,
from 1923 to 1939, was a bridge between the modern fine arts
and their contemporary application. His pictorial approach
embraced all styles, ever discriminating that it was the spirit he
consumed and not the corpus. The filtering force was Cassan-
dre's extraordinary intellect, the inordinate appropriateness
and selectivity of his personal vision. Scanning his posters, we
see and feel the aura of surrealism, constructivism, suprema-
tism, cubism and romanticism -the gamut of artistic plural-
ism. But above all we see Cassandre, his magnetic clarity and
faultless grasp of the theatrical moment. The direct aim of his
mind and hand is expressed in one of his guiding dicta, "Know
what to do and learn how to do it." He almost makes it sound
easy, but Cassandre looked upon himself and his craft with
straightforward surgical accuracy in his description of the
poster artist: "Poster work demands of the painter complete
renunciation. He cannot express himself that way; even if he
could, he has no right to do so. Painting is a self-sufficient
proposition. Not so the poster. A means, a short cut between
trade and the prospective buyer. A kind of telegraph. The post-
er artist is an operator; he does not issue a message, he merely
passes it on. Not one asks for his opinion. He is only expected
to establish a connection, clear, powerful, accurate."

Cassandre assumed that an indifference to advertising's
message was the natural state of the man in the street. He al-
ways insisted that his posters were meant to be seen by people
who do not try to see them. To enter the private world of the
public consciousness, he claimed he forced his way "not like a
gentleman through the front door with a walking stick, but like
a burglar through the window with a jimmy." At the same time
while designing his posters, Cassandre had begun to design
several avant-garde type faces. These fonts, derived in good
measure from his imaginative poster lettering, received a
ready sponsorship from the progressive type -founders Deber-
ny and Peignot, names we also recognize from Arts et Métiers
Graphique. The first of these faces, Bifur, appeared in 1929, a



shimmering combination of solid forms and fine parallel lines
whose art deco quality fits much of the design spirit of our
time. Acier followed in 1930, and seven years later his most
prestigious typeface, Peignot, appeared, dedicated to Charles
Peignot, his friend, colleague and patron. Its jaunty assymetry
and unorthodox ascenders bespoke a pre-war elegance that
could only be French.

In 1936, after fifteen continuing years of widespread
prestige and success on the European continent, Cassandre
was asked to come to the United States to apply his extraordi-
nary gifts to a number of commissions. In the following two
years, he produced a stunning series of surrealist covers for
Alexey Brodovitch at Harper's Bazaar. For N.W. Ayer he cre-
ated the unforgettable eye of the Ford posters that will forever
keep us watching for those V8's. Cassandre, if not disen-
chanted, was hardly enthused about poster design as practiced
in the United States and he returned to Paris. About this time,
two earlier events began to exert great influence on his career.
One was the tragic death in 1934 of his friend and colleague
Maurice Moyrand, who with Charles Loupot and Cassandre had
formed Alliance Graphique, their own advertising agency. The
depth of this loss can only be surmised in the pained terseness
of Cassandre's notes: "1926 met Moyrand. 1934 Moyrand's
death." In 1934, too, Cassandre produced his first stage de
sign, creating the sets and costumes for Giradoux's Amphytry-
on 38. That seed flowered into full bloom shortly after he came
back to his beloved Paris. Then the heavy fog of war was begin-
ning to envelop France. Cassandre, the giant of modern poster
design, was never again to favor the world with a product of

NORMANDIE
LE HAVRE - SOUTH ON - NEW -YORK

that side of his genius. After brief military service, Cassandre
devoted himself undeviatingly to new conquests in the theatre.
He designed productions for the full scope of the French the-
atre and even designed an open-air theatre in Aix En -Provence,
as well as the entire production. In this milieu, Cassandre
turned to a lyrical, richly patterned romanticism, the very op-
posite of the brilliant color, incandescent conception and lean
accuracy of his famous posters.

Cassandre died in Paris on June 17, 1968, during the
time of the great French student riots. All too sadly, Cassan-
dre's "man in the street" failed to notice that one of Paris'
most brilliant lights had gone dark. For us, the name of Cas-
sandre shall always be remembered because he brought the
popular poster to its artistic summit.

Railway Poster (1928)

The Launch of the
Normandie Poster (1935)
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Alexey Brodovitch
(1898 -1971)



The art of progress is to preserve order
amid change and to preserve change amid order.

A. N. Whitehead
Alexey Brodovitch was born in Russia shortly before the

close of the last century. Some 73 years later he died in the
remote obscurity of a small village in the south of France.
For fifty years of his professional life, most of them in the
United States, he was an artist, graphic designer, art director,
photographer, and teacher; but above all, he was a pervasive
aesthetic presence whose lasting influence was felt through-
out the entire visual arts. Yet it was almost by a spin of fate
that Alexey Brodovitch came to the arts. When only a callow
sixteen, Alexey was caught up in the patriotic wartime fervor
of 1914 Russia and ran off to join the fighting with the Russian
armies. A parental decree aborted that adventure, but in ex-
change Brodovitch was sent to an elite military school from
which he was graduated to become an officer in the Czar's
Imperial Hussars. Ironically, had it not been for that military
episode in the life of Brodovitch we might very well have been
denied the gift of his extraordinary talents and the affluence of
his special wisdom. For Russia, the glory of the war eventually
tumbled into national agony. Revolutionary zeal replaced
faded national pride. The ensuing social deluge swept up a
wounded Alexey Brodovitch, who with the other members of
his family was finally forced to seek refuge from the tide of
change. The shattered family made its long odyssey to Paris,
which had already become a haven for many Russian refugees.
In contrast to ravaged Russia, Paris was a vibrant center of
artistic movements and experiment. After a brief employment
as a house painter, Brodovitch -still untrained and unskilled
as an artist-found work as a set painter for the Ballet Russe,
which was directed by its illustrious founder, Diaghilev. This
association brought him that much closer to the spirit and
thrust of contemporary artistic thought. It was not long before
he was giving shape to these ideas in fabric designs and lay-
outs for Arts et Metiers Graphiques, a vanguard review of the
graphic arts published by the French typefounders Deberny
and Peignot. Within a few short years, Brodovitch's talents
were to develop rapidly in several directions, finding their
application in everything from drawing to interior design.

The high point of his early career was achieved when
Brodovitch won the coveted first prize in a poster competition
for the Bal Banal. His prestige heightened by this trophy, he
then began to focus on graphic design. For the next five years
Brodovitch designed posters for some of the largest French
companies which, by good fortune, were openly experimental
in matters of graphic design. During this period he also served
as art director for two leading Parisian department stores.
Within the span of ten years, Brodovitch had risen from the
nadir of the disfranchised refugee to a distinguished place in
his new profession. In 1930 he was invited by the Philadelphia
Museum of Art to create an advertising art department in its
museum school. Oddly enough, staid Philadelphia gave birth
to the first of Brodovitch's revolutionary design laboratories,
whose flame of inspiration was carried to other cities and
was to illuminate new pathways of personal vision in the
decades to come. While in Philadelphia, Brodovitch began
actively to resume his role as an advertising designer. Some
of that work was done for N. W. Ayer with Charles Coiner, the
esteemed creative director of the agency.

In 1934, Carmel Snow, the editor of Harper's Bazaar,
foresaw the genius of Alexey Brodovitch and urged him to be-
come the art director of her magazine. Brodovitch accepted
and remained with Harper's Bazaar for twenty-five years.
Those years became a veritable Periclean age for the publica-
tion. The magazine's effect on editorial design, style, concep-
tion, taste and visual intellect continues to resonate through-
out the broad compass of editorial design. Brodovitch brought
an entirely new sense of orchestration, scale, pitch, flow, line,
accent and form to the magazine. By then a man of two cul-

tures, he was able to join the maturity and sophistication of
European sensibility with the dynamism of America. To this
end, he introduced many of the best photographers, artists
and designers of the time: Irving Penn, Cartier Bresson,
Christian Berard, Jean Cocteau, Richard Avedon, A. M.
Cassandre, Felix Topolski and Saul Steinberg-all of whom
enriched the popular culture with their sophisticated vision
of our universe. In his personal aesthetic, Brodovitch lived for
change. Each editorial achievement was a fact, repetition was
banality. Marvin Isreal, a painter and designer who was an
associate of Brodovitch at Bazaar, saw him as a man "Ob-
sessed with change. Each issue had in some way to be unique.
. . . I think it was a state of perpetual optimism." Harper's
Bazaar, in short, became a center for the most fertile minds
in editorial visual communication.

Not long after Brodovitch came to New York, he re-
established his lively design laboratory at the New School.
In addition to his other consuming activities, he functioned
as art director for Saks Fifth Avenue and I. Miller. Many of his
former students served as his assistants under the master's
unyielding critical standards. There, too, Brodovitch showed
his passion for new visual idioms, creating forms that com-
bined stylistic elegance with ebullience of spirit. In his brief
term as art director, he was able to shake the stores out of their
advertising lassitude and move them away from dreary con-
ventions. Two of Brodovitch's seminal efforts came in 1945
and 1950. The first grew out of the photographic studies of the
Ballet Russe in action he had made over several years. When
these were published in the book "Ballet," Brodovitch, who
had never been considered seriously as a photographer, had a
galvanic effect on the art of photography. His photographs,
marking a striking departure from literal documentation, con-
veyed a lyrical grasp of movement and motion that in one full
burst extended the range and potential of the camera eye. In
1950 Brodovitch, with Frank Zachary, created a large, sophis-
ticated, elegant and opulently produced magazine entitled
Portfolio. Although two decades have passed since its crea-
tion, Portfolio still retains an exceptional graphic vitality.
That short-lived experiment was one of the unfettered oppor-
tunities for Brodovitch to display his advanced editorial visual
conceptions. Unhappily, the magazine failed after only a few
issues and by commercial standards would be considered only
a succes d'estime. It remains, nonetheless, a watershed effort
in the history of magazine design. The visual invention
demonstrated in Portfolio has never withered and designers
of publications and film makers continue to find it a wellspring
of visual ideas.

(1951)



Toward the end of the fifties, a series of personal
tragedies began to have a cumulative effect and Brodovitch's
health began to fail. He then turned more of his time to his
personal design laboratory, the extraordinary intellectual
interface that enabled students to find ever new resources
within themselves under his special brand of guidance. Brodo-
vitch, in his retiring manner, never fully considered himself a
teacher. In the same aphoristic way that made his criticism so
penetrating, he summed up his role by saying, "I'm a can-
)pener." Teacher or no, Brodovitch was perhaps the single
most powerful influence on the development of practicing

artists, designers, and photographers of his time, and he left
us an incomparable legacy of living talent. The list of those
who revere him as a teacher reads like an elite who's who.
Irving Penn, Richard Avedon, Art Kane, Henry Wolf, Bruce
Davidson, Steve Frankfurt, arid Robert Gage are but a few who
acknowledge their debt to Erodovitch. In 1959, his ultimate
document was the superbly fashioned book "Observations",
which Brodovitch designed in collaboration with Richard
Avedon, whom he regarded as one of his most gifted proteges.
In that book, Truman Capote, assessing Brodovitch as a shaper
and molder of the visual domain, wrote: "He brings a boldness
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bordering on revolution, an eye unexcelled, and in educated
terms, a taste for vanguard experiment that has been for
thirty plus years the awe, just possible the making of all who
have ever had the privilege of his guidance."

As much as we are awed by the grandeur and sweep of
Brodovitch's versatility, whether it be his magazine pages,
books, posters, ads, typography, photography or interior de-
sign, it is through those who carry forward his teaching that we
can best feel the essence of the Brodovitch era. He inspired a
veritable legion of artists, photographers, and designers who
will always sense the critical eye of Brodovitch, should they
ever lapse into self-satisfaction or mediocrity. The guiding
spirit of Brodovitch is best exemplified in the poignant
description Irving Penn gives of the last meeting with his ailing
friend and teacher. It was in 1966 on the edge of Brodovitch's
departure for France, but let Penn tell it: "He asked me to tell
him about the work I was doing. I spoke of some long-range
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experiments. He listened carefully but with already dulled
comprehension and then said: 'I don't understand what you are
saying Penn, but I believe in it'." Brodovitch left the United
States soon after and was never to return.

Only now can we reflect on the good fortune of the
social irony that produced Brodovitch. It was Brodovitch the
Hussar captain whose resistance to a convulsive revolutionary
change that gave birth to the Brodovitch we now know as one
of the partisans in man's continuing visual revolution.

If change was his spur, it was not to push him into the
spiral of novelty. His search was for higher levels of excellence
and to extend the sensitivity and breadth of our visual knowl-
edge. Thus we honor Alexey Brodovitch because of the largess
with which he has entrusted us. It may well be said of him as it
was of Sir Christopher Wren, "if you seek his monument look
about you."
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Lester Beall



In 1960, after nearly twenty-five years of distinguished
accomplishment as an independent designer, Lester Beall in
a look backward reflected, "It is very difficult for me to
imagine ever having, even on rare occasions, considered
the possibility of working within an established organization."
It was said without bravado, and Beall hastened to add that the
independent practitioner required "a certain kind of personal-
ity." Beall's views, like his work, were never offhand or
meretricious, and his observations were always thoughtful
and articulate. Apart from these singular personal attributes,
Beall picked up some additional spirit of independence from
his formative years in Chicago. That midwestern city has a
noble tradition of mavericks, having produced a constellation
of people who earned their reputation by struggling against
and triumphing over the conformist tide. Chicago, it is to be
remembered, was where the scattered pieces of the dismem-
bered Bauhaus were put back together and its design beliefs
revived.

Beall was born in Kansas City, but he received his
formal education in Chicago. Curiously enough, it was not as
a designer. Initially, he attended one of the city's technical
schools and from there he went on to the University of Chica-
go, earning a degree in art history. Beall, however, was able
to make an immediate and successful leap into what was then
the "terra incognita" of graphic design. Doubtless, Beall was
gifted with considerable, if yet unexplored, talent, but the
supporting ingredients were his keen intelligence and a capac-
ity for intellectual inquiry. Beall remained in Chicago until
1935, always working independently, and it was not long be-
fore he began to gain professional recognition. Piror to his
departure from Chicago, he created exhibits and murals for
two large companies participating in the Chicago World Fair
of 1934. That period also marked the first appearances
of his graphic design in an Art Director's Annual. Two aspects
of that early work created an interesting interaction that Beall
retained throughout his professional life. One side was Beall
the artist, infatuated with the freedom of the artist's language.
The other side was the designer captivated by the Bauhaus
ideology-absorbed by the discipline of visual engineering.

Chicago was the crucible of Beall's early development.
In 1935 he moved to New York, whose tradition of modern
art and design offered a stimulating climate of ideas and
sophisticated exchange. In 1937 he designed a complete series
of educational and informational posters for the Rural
Electrification Administration, a New Deal agency. These
posters incorporated new visual ideas developed by Paul Klee,
Herbert Bayer, Kurt Schwitters, Jan Tschichold and others of
the vanguard European schools.

By then, Beall had thoroughly assimilated these ideas
so that they provided only the remote background to his own
personal American idiom. Public and professional reaction to
his work was immediate and completely enthusiastic. The
spectator was instantly gripped by his excitingly different
graphic composition. It was an unconventional design rhetoric
employing contrast and incongruity, scale, bold abstract
shapes, thrusting perspective, a shocking introduction of
punctuation marks and typographic devices. If the cast was
diverse, the plot was sure and the direction disciplined. Each
poster delivered an arresting message. Quickly recognized for
its contribution to contemporary graphic design, Beall's work
was exhibited in 1937 at the Museum of Modern Art in New
York. Beall demonstrated with these posters that the language
of communication was not necessarily bound to timeworn
cliches and literal conventions. An expanding world of science,
technology, and manufacturing had generaled rising expecta-
tions that called for a new graphic imagery, succinct of state-
ment and visually attuned to the increasing velocity of
American life. Industry and commerce normally slow to re-
spond to rapid changes in the forms of communication, were
uncommonly quick to recognize Beall as a pacemaker. His

special intelligence and unique concepts were vital to the
ramified communication needs of modern industry. Like all
great designers, Beall did not try to impose a fixed style on
each problem. If there was a Beall imprint, it was the mark
of his personality and aesthetic philosophy. Beall recognized
the tenacity of stylistic manner and cautioned that the design-
er, to remain vital and persuasive, must keep his defenses
up. Speaking about this problem he said: "Every designer is
obviously constantly in contact with various and numerous
pressures as well as influences. If he has built up over a period
of years a background of sources that are truly inspirational
although not directly within the field of his endeavor, and if
he tries to maintain an objectivity toward each specific prob-
lem, he will more successfully form a bulwark against these
influences."

It would have been immensely out of character for
Beall, a most cosmopolitan man, to suggest that the designer
be indifferent to the surrounding world of design or to build
an ideological moat around himself. He further suggested

.. that specific inspiration be derived from somewhat
allied but nevertheless basically remote areas.. . ."

Beall worked in New York City until 1951, designing a
prodigious range of material all forms of graphic communi-
cation-packages, ads, booklets, corporate identity problems,
and exhibitions. After 1951, acknowledging that "the creative
atmosphere is not the same for all men," Beall sought the
tranquility of his home and farm in Connecticut, fearful, one
suspects, that he would fall victim to the very dangers he
cautioned against. This was neither retirement nor isolation,
for Beall established his complete design studio in this new
environment. He did as he said at the time, "learn to see rather
than just look at things. This is a never-ending process which
the dedicated artist must teach himself." Removing himself
from the swirling turbulence of New York did not lessen Beall's
inventiveness or his productivity. He continued to create and
design with his customary urbanity and insight. Some of his
lasting achievements in corporate design were for Chance
Vought, International Paper, and Western Gypsum. Fulfilling
his own adage, "The very way a man lives is directly akin to
his work," he remained a maverick until his untimely death in
1969 at the age of sixty-six.

In the galaxy of the American graphic design, Lester
Beall holds a special position. He remains for us a pioneer,
one of the experimental visionaries who joined the links of our
chain of knowledge. He saw farther and more daringly at a time
when his contemporaries looked and saw not.

Fifteen years ago, Lester Beall spoke at a conference.
One of his observations then epitomizes the man and the en-
during spirit of his testament: "As graphic designers of today's
printed page, a long depended upon means of communica-
tion, we should envision ourselves as the inevitable architects
of future revolutionary systems of communication."
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William Golden
(1911-1959)



Greatness, the bard tells us, comes in varying ways-
as a natural inheritance, as a mantle that comes with achieve-
ment, or as some unexpected bolt that falls, even upon the
unworthy, with all the force of a divine command. Modern cor-
porations are prone to identify greatness with soaring pro-
duction charts and favorably balanced profit and loss state-
ments. Only lately have these industrial giants, goaded by
some rather persistent finger pointing and strident voices,
become aware that greatness demands something more than
economic narcissism. Some seem genuinely astounded to dis-
cover that the improvement of life's own quality should fall
within corporate responsibility. By a happy confluence of
people and purpose, a few companies early in their corporate
life considered an aesthetic awareness as much a natural part
of their operating formula as any other business fundamental.

The expansion of "corporate identity or image" pro-
grams does not yet mean that we are levitating toward a
firmament of corporate enlightenment. It does indicate that
the pioneering efforts of a few notable companies have not
been without effect. Those who show only a casual interest in
graphic matters could not help but recognize that the most
consistently enlightened of the forerunners is the Columbia
Broadcasting System.

Long before such catch -phrases as "identity" and
"image" acquired their current glibness, CBS had founded its
corporate lifestyle and aesthetic posture on the bedrock
principles of intelligence, elegance, taste, and even beauty.

William Golden became the corporate art director of
CBS in the late thirties and it was under his personal guidance
that CBS was set on a design course that gave the company a
greatness worthy of its intentions. If during his tenure William
Golden was the perfect art director and tastemaker for this
twentieth-century patron, obversely CBS provided the best
possible matrix for the crackling, challenging intelligence of
a Bill Golden. In this symbiotic atmosphere, Golden created
an impeccable standard in corporate advertising and promo-
tion, establishing a design environment that was as inspiring
as it was intellectual, uncomplicated as it was profound, and
inventive as it was free of cant.

Golden was above all a realist. He had a special disdain
for high flown theories and posturing that did nothing but
obfuscate the clarity of a designer's vision. A good designer,
he felt, should respect the stubborness of certain facts and
should design accordingly, not indifferently. He considered
the content of a communication and the inherent logic of a
problem as fixed factors. Redundant as it may sound, Golden
believed the designer should design. If the message is borne
lightly, logically and tastefully, and produced faultlessly, it
will reach eyes, ears and even hearts with a more penetrating
effect. Golden did not suffer fools and their foolishness gladly,
but he remained open to new approaches or new solutions to
old problems. What he did seek was that elusive goal, excel-
lence-one in which that hard beauty of crystal clear thought
was wed with the gossamer inventions of a fanciful spirit.

Bill Golden's training was hard and unromantic. From
his professional background, we detect an interplay of social
and personal forces that clearly left their mark on the way
Golden perceived the designer's function. Golden was born
on New York's teeming lower east side. His family was a large
one and poor-Bill being the youngest of twelve children.
Nineteen -hundred -eleven was a time when the American dream
may have had more prominence in the public reverie than it
does now, but an art education was not looked upon with any
kind of favor by hard -laboring immigrant families. The ex-
igencies of the times demanded that there was to be a clearly
defined job at the end of the educational tunnel. So, Golden
went to one of the city's schools, bluntly called Vocational
School for Boys. Photoengraving and "commercial design"
constituted the core of the curriculum and there his formal
education ended.

Setting off to California, Golden worked for a litho-
graphic and photoengraving firm, following this by a stint
with the Los Angeles Examiner where he did ad layouts.

Returning to New York, he moved a little higher on the
design ladder, working in the promotion department of the
long since vanished newspaper, The New York American. The
turning point of his career arrived in 1936 when his work
aroused the attention of the distinguished art director and
savant, Dr. M. F. Agha, who was then making his own history
with the Conde Nast publications. The year with Agha was
clearly the catalyst that unlocked the creative wellspring of the
young Golden. Apart from the sophistication garnered from
this extraordinary relationship between an ingenuous appren-
tice and an urbane erudite, world -traveled tastemaker, Golden
learned in practice those lessons that were to become the
keystone of his own practical philosophy. Golden summed
up his debt to Dr. Agha in the simple declaration ". . . [Agha]
forced the people who worked for him to try constantly to sur-
pass themselves." That simple but demanding method became
the unwavering guideline for Golden himself when he became
the art director of CBS, just three years after he had joined the
company in 1937.

Those who worked with Golden-and the list includes
some of the most distinguished practicing designers and artists
of our times-remember vividly, and never with regret, Gol-
den's clinical analysis of what they thought was their best
effort. If there was a temporary pain of defeat, it was more than
assuaged when the crestfallen found a greater victory in the
second attempt.

A great designer can be remembered for any or all of
many virtues. If there is one strong current that seemed to
bring together Golden's diverse capacities, it was his uncom-
promising aesthetic honesty. Moreover, for all the stern exer-
cise of his judgments, he possessed great personal and
professional modesty. In working for a company whose very
business was communication, Golden recognized a special
responsibility. No copy writer could slip by a vague thought, a
careless statement or an awkward word. Golden had a keen
appreciation of the written word, respecting its function and
the consequences of its use. That respect carried over into his
typographic design, which was always aglow with elegance and
exquisitely crafted. In the same spirit, Golden sought out the
best image -makers to breathe the power of their sorcery into
the printed page. Who else but a Topolski, with his bravura
style, could capture the panoply and color of the British cor-
onation? Who but a Ben Shahn could depict the poignancy of
the world's benighted and have-nots? Bill Golden chose well
because he was close to the soul of the artist and every artist
knew that Golden would give his work the best graphic theatre
that could be devised for its performance.

Golden left behind him a tradition of thoroughness. No
detail that contributed to the realization of a total concept was
beneath the designer's concern. To quote Dr. Frank Stanton,
president of CBS and a long-time friend, "Bill believed that the
way to command attention and win approval was not by being
sensational or shrill or obvious, but by being distinguished,
subtle and original."

In June of 1959, Bill Golden shared the platform with
distinguished scientists and social theorists at the annual
conference on the nature of communication at Aspen, Colora-
do. His speech, entitled "The Visual Environment of Adver-
tising," was a model of efficacy-articulate yet understated.
Here and there it is punctuated with the twitting self-depreca-
tion that assured us that if Golden's ideas were soaring, he was
still firmly in contact with daily reality. He dealt with the con-
fusion that surrounds the idealist designer in a business world
and was over sympathetic to the pain of designers caught on
the Procrustean bed of commerce and art. An excerpt from
that speech adds some defining brushstrokes to his portrait:
"I happen to believe that the visual environment of advertis-



ing improves each time a designer produces a good design-
and in no other way." And in speaking of prevailing thought,
"We tend to overstate our case in the most complicated
manner, and to confuse the simple purpose of our perfectly
honest, useful little craft with the language of the sociologist,
the psychiatrist, the scientist, the art critic and sometimes
even the mystic. The obvious function of the designer is to
design. His principal talent is to make a simple order out of
many elements. The very act of designing exposes elements
that are inconsistent and.must obviously be rejected. When he
is in control of these elements, he can usually produce an
acceptable design. When somebody else controls them, the
best he can produce is a counterfeit: that is why at some stage
of his maturity he feels the need to have a voice in the content
itself."

Later that year Golden died suddenly. That he was only
forty-eight years old cnly deepened the sadness of his death.

Golden was a many-sided man whose contribution as a design-
er who worked waist deep in the swift -flowing stream of
commerce leaves us with an exemplary model for the designer
as well as for the business itself. Dr. Stanton, in his prefatory
tribute to "The Visual Craft of William Golden," wrote: "His
was a powerful influence that went out way beyond those of
us who were prodded into doing our best by the very proximity
of his vigorous personality. His influence reached out to
creative forces everywhere, bringing them into new fields.
And, even more important, giving them new standards of
excellence."

In 1959, the New Yo -k Art Directors Club awarded
Bill Golden the Art Director of the Year Award, recognizing
with this final accolade, the greatness he bestowed upon us.

CBS Television City, Hollywood
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PLAYHOUSE 90
Televisiesi's distinguished 90 minute
weekly dramatic program opens a
brilliant new season with the thrilling
story of Spain's grimiest bullfighter

THE DEATH OF MANOLETE
st.r n` JACK PALANCE

SUZY PARKER
Produced by Martin Manulis in Television City
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live over the CBS Television Network a
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Paul Rand



The human animal discovered soon after it was perched
up high on the evolutionary ladder that languishing on the
"grunt and point" rung of communications was hardly a suit-
able posture for a sapient species. Eventually, a rather
involved way of saying what had to be said was devised. At
various stages of his advancing sophistication, it seemed as
if man was about to be garroted by the complex strands of his
invention. By inherent good fortune, however, language-
written or spoken-developed a built-in system of popular
reform. Once language begins to drag behind or move out of
step with the man's myriad activities, it has to catch up or suf-
fer the perils of decay. Unfortunately, visual language doesn't
enjoy the same kind of continuous parental attention. The task
of nourishing our visual rhetoric and communication falls to
artists and designers who, by personal afflatus, are impelled
to take on an imaginative guardianship.

History has been sufficiently beneficent to produce
designers who could meet the existing challenges with ap-
propriately imaginative solutions. Occasionally, history out-
does itself and produces a designer who imparts such startling-
ly new concepts to our visual language that the beneficiaries
of the following decades are blessed with a wealth of visual
idioms.

In 1937, two leading national magazines put their art
directorial trust in the hands of a young designer only twenty-
three years old. The designer was Paul Rand, a former student
at Pratt Institute and Parson's School of Design, who had also
studied with George Grosz, the celebrated figure of German
expressionism. Rand continued his ministrations at Esquire
and Apparel Arts for four years. Any suspicion that Rand's art
directorship might be a meteoric streak of bright precocity
was abruptly put to rest by a number of astonishing covers he
created for Apparel Arts and particularly for a small magazine
called Direction. Early brightness was quickly recognized as
the harbinger of genuine brilliance. Rand's subsequent work
further established him as a mature designer of first rank and
as an articulate theorist as well, whose ideas would radically
affect the shape and contour of contemporary visual design.

Rand's Apparel Arts covers of the early forties were
primarily collages employing quasi -dadaist ideas and tech-
niques. By utilizing a commonplace object to have more than
its conventional meaning, Rand actually antedated the satire
of the objet trouve-art movement that arose at least two
decades later. His most coherent project was the series of
covers he produced for Direction. Appearing over a period of
several years, these covers had a collective impact that was
revolutionary. Each individual cover was a radically inventive
departure from the prevailing editorial dross. By drawing upon
the creative discoveries of a host of modern art movements,
Rand linked the fine arts with popular graphic application. The
imagination, vitality and quality of those covers probably has
not been equaled by any editorial designer of recent times.
Many of them have become classics. The memorable 1940
cover showing a photograph of a barbed-wire cross ranged
against the casually written tag summed up with extraordinary
poignancy the contradictory aspects of man's behavior to man.
That interplay of ideas and his abstract use of large letter
forms opened new modes of visual symbolism for all modern
designers. Rand showed that even the simplest of objects given
different contexts bear within them several thicknesses of
meaning. It takes the magic of the designer to seize the con-
cealed and make it apparent and to transform the common-
place into the rare. By illuminating the potential of the graphic
symbol, Rand presented contemporary design with one of its
most functional aesthetic donations.

Rand eventually left the introspective fields of editorial
design to take up the more combative challenges of advertis-
ing. For thirteen years, until 1954, he was the art director (now
called creative director) for the William Weintraub Agency.
Responding to that milieu with its new demands, Rand steadily

broadened the scope of his work. Filmmaking for television
was yet to be the focal advertising medium it is today. The
printed page and the graphic problems of poster, book, promo-
tional and package designs demanded Rand's total attention.
He also taught intermittently at Pratt Institute and Cooper
Union. In 1946 Rand compiled a statement of his personal
observations and philosophy, which was published in a hand-
some book designed by him and titled "Thoughts on Design."
It remains a lucid exposition of the anatomy of his thought,
paralleling the clarity and directness of his work.

Rand's originality was as evident in advertising as it
had been in his earlier editorial output. His approach was a
remote cry from the bold word plays and simplistically de-
signed advertising pages that abound today. Yet, oddly enough,
the use of multiple meanings of one symbol as well as the
spirit of iconoclastic wit in today's advertising bear con-
siderable debt to the work of Paul Rand. Rand approached
advertising much like an artist. Virtually every ad bore his
personal stamp. If we can borrow a term from a group of con-
temporary filmmakers, Rand was an "auteur" art director.
Rand searched out the potential graphic wealth that lay in the
selling message itself, employing a host of visual devices to
captivate the reader. And that they did. The playfulness and
witty charm of the Ohrbach's campaign cleared away the
thickets of convention that had suffocated contemporary
advertising. Particularly in that series, his ability to grasp
the familiar object and convert it into a charming yet com-
manding symbol was at a peak. Each campaign represented a
personal visual journey that called for daring and imagination
to set it apart from the surrounding banality. The Disney hat
ads were exquisitely designed abstractions that kept the reader
endlessly fascinated by the counterpoint between an antique
Brummel figure and an up-to-the-minute chapeau. Each cam-
paign was invested with a special kind of graphic humor. The
hallmarks of his style were the studied casualness of the
Rand script, a light and unselfconscious typography and al-
ways a refined sense of space. The campaigns are legion:
Dubonnet, with its revival of Cassandre's imperishable man;
the Coronet series with Rand's anthropomorphic brandy
snifter; the kinetic abandon of the El-Producto cigar boxes
and ads; and the graphic legerdemain of the Kaiser -Frazer
series.

Rand, a scholarly and sensitive typographer, found the
most satisfying outlet for that gift in the numerous books he
designed for sympathetic commercial publishers, were special
patrons who recognized Rand's exceptional typographic
genius.

In 1954 Rand ended the agency phase of his career.
By this time, his abilities had become universally recognized.
A larger aesthetic canvas was needed-one that would give
continuity and dimension to the full scope of his concepts.
This could only be realized by his functioning as an indepen-
dent designer. Rand became the design consultant to numer-
ous large and influential companies-IBM, Westinghouse,
and United Parcel Service, among others. He brought these
companies into a position of graphic esteem, establishing for
them corporate design programs of human proportion. Cor-
porate communication, he has shown, can be socially enrich-
ing if it is intelligently conceived and imaginatively executed.
Because of his exquisite sense of visual symbolism, Rand is
continually called upon to design trademarks for a host of
business enterprises, many of which have become renowned.
Apart from his very active and far-flung design practice, he has
continued his interest in education, occasionally teaching
and lecturing. As a steady and perceptive writer on design, he
continues to expand his list of articles.

Early in Rand's career, E. McKnight Kauffer, one of our
acclaimed poster artists, said of Rand in the introduction to
"Thoughts on Design": "These 'reflections' reveal a thought
and by the examples of his work, a practice that is a composite



pattern. He does no: say one thing and do another nor do one because of his additions tc our visual language. History, it was
thing and say another . . His conceptions (theory) guide his observed earlier, manages to provide us with benefactions and
feelings, and in turn his feelings (sensibility) humanize his Paul Rand is one of those special gifts to our time.
conceptions."

Because Rand has kept and nourished the faith, we are
that much richer. Design can communicate that much more
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Robert Gage



It is widely agreed that the advertising agency of Doyle
Dane Bernbach was the primary force in changing the face and
direction of contemporary advertising. The agency precipi-
tated this revolution on the threshold of the fifties by intro-
ducing the refreshingly simple concept that a product can be
promoted more gainfully if its advertising is predicated on a
believable human truth, artfully designed and cogently pre-
sented. Prior to the fresh DDB breeze, the advertising com-
munity had heavily relied on statistical research and arch
techniques of graphic design as basic methods for capturing
the public attention. These past twenty or so years have
more than confirmed the clear-sightedness of what is now re-
ferred to as the Doyle Dane Bernbach approach. Although the
agency has grown and prospered, it appears not to have lost
one erg of its youthful energy and enthusiasm. As a result of
its pervasive influence, many of its advertising slogans have
been absorbed into the popular vocabulary and the imagery of
its campaigns have entered the popular culture.

The vision of a "new advertising" was largely the con-
struct of William Bernbach while he was the creative director
of Grey Advertising Agency. By good fortune, Robert Gage, an
art director at the same agency held kindred views and joined
Bernbach as a colleague -in -arms when DDB was launched in
1949. Bernbach and Gage provided an amalgam of concept,
artistry, and sophisticated intuition that was new to the field.
In an address to the Art Directors Club more than a decade
after the formation of Doyle Dane Bernbach, Bernbach sum-
marized the agency's credo: "It is our belief that there is
nothing more practical to an advertiser than an intuition so
refined by practice that it can provoke a reader to attention
with fresh, imaginative insight, or if you will, ideas. It is our
belief that every other activity in our business is a prelude,
however important, but just a prelude to the final performance
which is the ad. That the measure of that performance is its
persuasion and that persuasion is not a science easily learned
like an equation, but an art that can reach inspired heights only
by a deeply personal intuition."

By the sternest measure of performance, Bob Gage has
been the most glorious of persuaders. A short biographical
note written by Gage, after some thirteen years of inestimable
accomplishment, says succinctly: "Bob Gage, Vice President
and head Art Director of Doyle Dane Bernbach since the day
it opened its doors." This statement, so spare yet so pithy,
tells us something of Gage's modesty, his straightforwardness
and his keen sense of economy. His exceptional creativity he
leaves for others to comment upon. One hastens to add that
from "the day it opened its doors," Doyle Dane Bernbach with
Gage in its artistic forefront has fulfilled the promise of its first
hopeful vision, many times over. Gage's first major foray for
the young agency was the campaign for Ohrbach's high -fashion
minded store with a policy of low popular prices. It was a seed
campaign Bernbach and Gage had inherited from Grey because
of their work on it there. It was also the first demonstration of
the innovative writer/art director dialogue. In one swift stroke,
the age-old and artificial separation between copy and design
was dissolved. While it took a number of ads to shed some of
the typographic affectations of previous Ohrbach's campaigns,
sprightly word and image plays presented in endlessly inven-
tive ways the Ohrbach leitmotif of top fashions at bargain
prices. Gage's ability to put an idea in direct, captivatingly
human terms was exemplified in each successive ad. The series
reached its quintessential climax in 1958 with a design form
that placed an unadorned large photograph in separate but
equal relationship with the copy. This form became a hall-
mark of the agency and has been imitated by the countless
epigones in the advertising field. The brilliant case in point is
the ad that depicts a haughtily attired feline, complete with
cigarette holder, symbolizing a snobbish female who, as the
copy cattily and chattily tells us, is envious that her lower -
status neighbor gets her queenly clothing at Ohrbach's. Gage
brought a sort of "Occam's Razor" approach to advertising.

Alluding to his method, he said: "We never resort to visual
tricks to attract a reader's attention. Our creative solution is
derived directly from cold facts about the product itself. This
is fundamental to Doyle Dane Bernbach." Gage, of course, was
again too retiring to say that cold facts would remain ever
inert without an inspired intuition to transmute them into a
hot advertising concept.

With the Ohrbach's campaign and its attendant com-
mercial success as a debut, Doyle Dane Bernbach, as well as
Bob Gage, attracted rapid attention from both peers and
clients. A diverse range of advertising problems afforded Gage
broad creative scope and opportunities for greater personal
insight. Where one product required wit and levity to make the
realm of bargain hunting a fanciful amusing adverture, other
campaigns brought out what many feel is Gage's most ingratiat-
ing quality-namely, his abiding humanism. "Bob Gage has the
capacity to make you feel," Bernbach says, and that sensitivity
to people, the ability to convey in a few strokes the expanse of
human emotion is revealed in the campaigns for Jamaica
tourism and the Polaroid camera. Again, no tricks-simply an
intuitive, perceptive grasp of the essence and even the
nuances of what will enthrall the reader. The tourism series,
with its bold type stretching beyond the boundaries of the page
and its photographic romance with the richly -hued island and
its warm vivacious people, makes the city -dweller virtually

smell the intoxicating fragrance of escape. The Polaroid series,
by sharply reducing the words and expanding the picture,
tells everyman he has a modern magic in his hands that can
capture life's wonderous moments forever -as if little people
were bigger than life itself.

Because Gage is so persuasive and his creative me-
chanics so well concealed, there is a tendency not to pay full
tribute to him. One need only remember the Levy's bread
series to see that Gage was, in that campaign, pointing the way
for pop art. Because Gage eschews flamboyance, one can only
savor the subtle invention of his exquisitely devised pages.
Helmut Krone, a Doyle Dane Bernbach colleague and a dis-
tinguished art director in his own right, speaks glowingly of
Gage as a designer: "Whatever you think of in terms of page
design, he has been there. One may fail to notice his contribu-
tions because he doesn't linger with any of his discoveries. He
is a restless adverturer." Phyllis Robinson, one of the pro-
fession's most prominent copywriters and a collaborator with
Gage on many campaigns dating back to Doyle Dane Bern-
bach's first days, commented on Gage's endless concern with
detail, particularly the appropriateness of the copy: "Is it good
enough?" "Is it surprising?" "Has someone done it before?"
"Have we done it before?" Doubtless, this challenging self -
search reflects Gage's study with Brodovitch at one of his
famous design laboratories where Brodovitch continually im-
pressed his students with the desire to do that which had not
been done before.

With the advent of television as the complete advertis-
ing medium, Gage's rich exploration of the human comedy
found a willing and resonant accomplice. Gage's distinctive
traits of gentle sensibility, lively intelligence and unencum-
bered feel for the pertinent were given greater expanse and
resulted in some of the medium's most memorable and touch-
ing vignettes. It is unlikely that people will forget such master-
pieces as Alka-Seltzer's uproarious "groom's first meal" and
the poignant crackerjack series with the famed comedian Jack
Gilford. To call them commercials is to do them an injustice.
This was transcendent advertising. To sell a product is the
indisputable premise of all advertising. But a Gage commercial
does not sell, it convinces.

Awards for Bob Gage and Doyle Dane Bernbach are
legion. At one of the CLIO Award ceremonies where Bob Gage
was honored for his film direction of the Alka-Seltzer and
Crackerjack commercials, William Bernbach, speaking of the
people in his agency, said: "You have to be nice and you have



to be talented. If you're nice, but untalented, we don't need
you. If you're talented, but a bastard, we don't need you. No
one exemplifies the nice and the talented better than Bob
Gage." Gage is a leader because he is respected as a doer who
is respectful of the best in human communication and because
he is concerned with the professional well-being of his col-
leagues.

I found out
about

Joan

Foe- a short period Gage assumed the post of Doyle Dane
Bernbach's creative director only to find that its administra-
tive demands kept him from the excitement that only immedi-
ate perso -ai contact with an advertising problem or campaign
could give. He has often declined working on prestigious
accounts for lesser assignments so that others could be given
greater opportunities.
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Gage remains a pacesetter in a field where imitation is
hardly intended as a sincere form of flattery. It is a tribute not
alone to his undiminished directorial skill or his adherence to
the original purity of the Doyle Dane Bernbach philosophy;
it is also a heartening reaffirmation of the good and the true.
We live in rapidly shifting times. Some social theorists call it
an acceleration of history, others tell us to gird against future
shock. Advertising, a far reaching arm of commerce, can often
represent the centrifugal spin of our times in its dizziest,

SHE: Just think, our first homecooked meal, dear.
HE: Honey ... you know I've never seen a dumpling that big.

HE: It was all perfect, just perfect.
SHE: IS it beginning to rain dear?

floundering forms. Truth, integrity, quality and dignity are the
frequent casualties of the vertiginous thrust for short range
success. Bob Gage, in his flourishing luminous career, has
never reached for anything less than full dignity and excel-
lence. Now, more than ever, the field needs staunch standards
to which it can repair. Bob Gage, by his work, by his personal
mien, and by his devotion to the best of human worth is the
embodiment of those durable standards. He is thus honored
as the model of a modern art director.

SHE: I wanted to impress you with something
that would really stick to your ribs.
HE: (SOFTLY) That's right about where it's stuck dear.

SHE: Let's see, what would you like for tomorrow, dear.
Fish maybe, huh?
SHE: Poached Oysters.
WHAT LOVE DOESN'T CONQUER, ALKA SELTZER WILL.
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Gold Medals



Art Director Murray Smith
Designer Murray Smith

Artis: Steve Horn
Copywriter Laurence Dunst

Agency Daniel & Charles Associates, Inc.
Clien Help Unsell The War
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Art Director Gunter Halden
Photographer Pete Turner

Publication Twen
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ME AND MY GIN

SORROWFUL BLUES

EMPTY BED BLUES PARTS 1 8. 2

HOUSE RENT BLUES

STANDIN' IN THE RAIN BLUES

SLOW AND EASY MAN

POOR MAN'S BLUES

TICKET AGENT, EASE YOUR WINDOW DOWN

LOU'SIANA LOW DOWN BLUES

SPIDER MAN BLUES



PHILIP HAYS

Art Director John Berg
Designer John Berg

Artist Philip Hays
Client Columbia Records



I'd like to buy
the world a home

and furnish it with love.

Grow apple trees
and honey bees,

and snow white turtle doves.

I'd like to teach
the world to sing

in perfect harmony.

I'd like to buy
the world a Coke

and keep it company.

Art Director
Cameraman

Song Writers

TV Director
TV Producer

Production Company
Agency

Client

Harvey Gabor
Giuseppe Rotummo
William Backer
Billy Davis
Roger Cook
Roger Greenaway
Roberto Malenotti
Phil Messina
Roma Films Service
McCann-Erickson, Inc.
Coca-Cola, USA
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(MUSIC: ROMANCE THEME)

ANNCR: If the closer he gets . . .

. . . the fatter you look,
get So -lo lowfat milk.
One of the fat fighters from Foremost.
They make the battle
a little easier.

Art Director
Photographer

Copywriter
TV Director

TV Producer
Production Company

Agency
Client

A. Gig Gonella
Jerry Omens
Patrick Mclnroy
John Urie
A. Gig Gonella
John Urie & Associates
Dancer -Fitzgerald -Sample, Inc.
Foremost Foods Company



(ANNCR): A Volkswagen Campmobile
can take you away from it all.

Away from over crowded hotels
and over priced restaurants

in less than 5 minutes
a Volkswagen Campmobile can turn

into a station wagon

and take you away from it all.

Art Director
Designer

Copywriter
TV Director

TV Producer
Production Company

Agency
Client

Roy Grace
Roy Grace
John Noble
Melvin Sokolsky
Susan Calhoun
Directors' Studio Inc.
Doyle Dane Bernbach Inc.
Volkswagen of America



(ADULTS SPEAK WITH
CHILDREN'S VOICES):
"I like the Buffalo,
he's in my book."
"I like the Gor-r-r-r-ilaa".
"What are those monkeys doing?"

(VOICE OVER): "The Baltimore Zoo
for kids of all ages."

Art Director
Photographer

Copywriter
TV Director

TV Producer
Production Company

Agency
Client

Lee Bonner
Ben Fowke
Jack Goldenberg
Lee Bonner
Lee Bonner
Cinemalyptus
Burns Keene Katz Lord and Jefferson
The Baltimore Zoo



Art Director
Cameraman
Copywriter

TV Director
TV Producer

Production Company
Agency

Client

They came to England
over 300 years ago.

Three magnificent stallions.

They're remembered
not for the races they won

but for the breed
of horses they started -

the Thoroughbred race horse.

. . . till the Thoroughbred
became the fastest animal

in the world.

. . only the very fastest
sons and daughters of these horses

get to run at Aqueduct
and Belmont Park.

Harvey Gabor
Haskel Wexler
Pacy Markman
Cal Bernstein
Phil Messina
Dove Films
McCann-Erickson, Inc.
The New York Racing Association Inc.



Once upon a time
you picked up an empty bottle
and you got 2C.

And that was incentive enough.

Today, 2C doesn't mean too much
and we need another incentive
to pick up our empty bottles.
How's this for an incentive?
We'll be able to tell
our streets and playgrounds
from our junkyards.

Art Director
Cameraman
Copywriter

TV Director
TV Producers

Production Company
Agency

Client

Don Tortoriello
Peter Osis
Pacy Markman
Don Tortoriello
Pacy Markman
Don Tortoriello
E.U.E.
McCanh-Erickson, Inc.
Coca-Cola, USA



(ANNOUNCER):
Vietnam,

a game everyone is playing
whether they want to or not.

You play this game
with real American lives.

You play this game
with real American dollars.

Art Director Tony Gill
Photographer Amir Hamed

Copywriter Doug Washburn
Director Fred Petermann

Producer Deed Rossiter
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(VOICE OVER):
In Europe
where they've been buying small cars
for more than three generations,
they buy more Fiats than anything else.

More Fiats than Volkswagens.
More Fiats than Renaults.
More Fiats than Volvos.
More Fiats than anything.
Now that America has accepted
the European idea of a small car,
we thought you'd like to know
what the European's idea
of the best small car is.
After all,
when it comes to small cars,
you can't fool a European.
Fiat. The biggest selling car
in Europe.

Art Director Ralph Ammirati
Designer Ralph Ammirati

Photographer Alan Green
Copywriter Marty Puris

TV Director George Gomes
TV Producers Ralph Ammirati

Marty Puris
Production Company Gomes-Loew, Inc.

Agency Carl Ally, Inc.
Client Fiat



Categor
ADVERTISING DESIGN.
Single ad or campaign
fo- newspaper,
magazine or trade publication.



I his summer, take a vacation , :

where there's more to share
than just scenery.
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Art Director Henry Holtzman

Designer Louis Principato
Photographer Ira Mazer

Copywriter Curvin O'Rielly
Agency Young & Rubicam International, Inc.

Client Eastern Air Lines, Inc.



In t9t6,when a man came home from a day's work, he'd often bring home something for the whole family Tuberculosis.
In those days what

people didn't know about
TB could fill a cemetery.

Men would bring it
home from the laciory.

Or theirchildrenvasuld
bring it home from school

The disease spread tsc-
CaSt sanitary eon di t ions
everywhere, including the
home, were so had.

That's how much of
America lived in those days.
And died.

In 191h, Metropolitan
late did something about it.
With help from The Nation-
al FulsercuLnisAssotut
a 1110J56.21 tram was organ-
ired to go to a typical sick
town to try to make it well.
the town that cooperated
was Framingham, Mass.

Free .111 tests were
given A treatment center
and a children,s health camp
were started...And to prevent
I K. people were taught
things about- hygiene they
never knew before.

TheThe experiment ended
after seven years And cut
the death rate by 70 percent,
better perhaps than ansune
had ever expected.

Today, origami.' ions
arc solving public health
problems, using techniques
that were originated in
Framingham.

What seas nisi an idea
55 years ago is common
practicet,st.is

0 Metropolitan Lite
we sell lit incurai,e
Rut our business isIde.

3
Art Director Sy Schreckinger

Designer Sy Schreckinger
Photographer Nick Samardge

Copywriter Laurence Spinner
Agency Young & Rubicam International, Inc.

Client Metropolitan Life Insurance Co.
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Designer
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Client

At last, a bandage with heart.
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The Dermicel Adhesive Bandage.
Easy to put on. Painless to take off.

Arthur Harris
Arthuroto Harris

Ellen Perless
Young & Rubicam International, Inc.
Johnson & Johnson



Scott isn't stupid. But it took a smart teacher
to recognize it.

What", wrong with Scott is
w hat's w: oil; with at least one kid
in almo.' e-ery classroom.

S,.tt has a learning disa-
bility. A'Xircptoaf problem.

When he writes, the letters
are min 'y illegible shapes. When
he does his arithmetic, the
answers ire usually incorrect.

If !ou wanted to guess how
many kids have ever had a prob-
km similar to Scott's, you could

start by counting many of the kids
who've dropped out of school.

The sad part is this,
You can correct the problem

if you spot it soon enough. Before
a child has failed and been frus-
trated and lost his self-confidence.

So in 1969, Metropolitan
Life began showing teachers and
parents how to spot early signs
of physical disorders that can in-
terfere with a child's learning.

5
Art Director

Designer
Photographer

Copywriter
Agency

Client

We pro, uced a film called
"I ckiking at hildren:' and a com-
panion bookkt.

Very often, they're the first
time a child's teachers or parents
ever see "baclisvardness" as a disa-
bility that car be corrected.

We'll send the film to your
community group.

Write"Children; Metropoli-
tan Life,IMadison Avenue, New
York, N.Y. 10010.

You may have to wait. even
with hundreds of prints of the
film in constant circulation.

But the wait is worth it.
To keep a child's learning

disability from becoming a life-
long handicap.

0 Metropolitan Ufe
We sell life insurance.

But our business is life.

Sy Schreckinger
Sy Schreckinger
Nick Samardge
Curvin O'Rielly
Young & Rubicam International, Inc.
Metropolitan Life Insurance Co.



This is what Sergio Mazza thinks of plastic.

Sergio Mazza thinks of plastic
as an artist thinks of paint, as a
sculptor thinks of granite:

Plastic to Sergio Mazza is a
medium, a way at the world, a per-
sonal statement.

'Fo the designers of Artemide,
plastic is an idea that lives. An envi-
ronment that communicates.

We don't have to tell you Sergio
Mazza's Artemide chair is beautiful:
eyes can tell you that.

We would like to tell you that
our new generation Artemide is

pressure -molded fibergl iss five
times stronger than conventional
laminated fiberglass furniture. And
has an uncanny resistance to fading,
scratches and heat. And is so well
thought of it's included in the
permanent collection of she Museum
of Modern Art in New York.

You can see the most complete
line of contemporary fiberglass and
Cycolac ABS furniture in the world
at Moreddi, Simmons Contract
Division or Thonet showrooms.

Or, write for a catalogue to
Moreddi,734 Grand Avenue, Ridge-
field, New Jersey 07657: Simmons
Contract Division, Merchandise Mart,
Chicago, Illinois 60654; or Thonet,
One Park Avenue, N.Y., N.Y. 10016.

6
Art Di rector

Designer
Photographer

Copywriter
Agency

Client

At Artemide we say,"There
is plastic, and there is Artemide
plastic'

Sit in Sergio Mazza's chair, and
you will know what we mean.

Mernide

Boyd Jacobson
Boyd Jacobson
Tosh Matsumoto
Donald Marowski
Young & Rubicam International, Inc.
Simmons Co.
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Art Director

Designer
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Copywriter
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Client
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America grew up on.
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Log Cabin and the kind of Thanksgiving
America grew upon.
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In trying to recapture your youth,
are you losing your dignity?

Nng rrrvone J.Ir I, ,

OHRBACH'S Where you always find the fashion and he price that s right for yok
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From now on,
when the phone company
doesn't serve the people,

we're going to
serve the phone company

11. uprrrtu (curt et the aka/ K i u pd,

The New York Telephone Company
doesn't deserve your business.

And if they had to compete for it, they
wouldn't get it

But because they're a monopoly, they ran
charge you high rates for bad service and
get away with it

Because they're a monopoly, they can ig-
nore your complaints and requests and get
away with it

Because they're a monopoly, they can
even confiscate your dimes in pay phones
and get away with it.

And why do they get away with it!
Because you are only you anti they are

Them.
THE NEW YORK TELEPHONE COMPANY,!!

A lone individual has no chance against
such a monster.

The only way to fight and defeat an or-
ganization like the telephone company is
with an organization of your own.

An organization of consumers who are
tired of being pushed around and are will-
ing to join together to accomplish some-
thing.

That's where Grassroots comes in.
Grassroots is a newly formed non-profit

consumer action organisation.
Our leader, are men who are substan-

tially experienced in the formation and
follow-thru of mass group action.

And our first target is the New York
Telephone Company.

We intend to press certain demands
upon the telephone company to make
them work for you, rather than for
AT&T.

First of all. we will demand, through
the Courts and the Public Service Com-
mission, that they get no further rate in-
creases until they find improve their atro-
cious service.

Their latest increase request was n. d only
the largest in history 129'; i, but was actu-
ally delivered with the threat that service
would worsen unless they got it.

We will demand that they open the sale
of at least 51c: of New York Telephone
stock to their customers.

As it now stands, AT&T owns every share
of dock in New York Telephone, which
means that paying dividends to AT&T
shareholders I last year that amounted to
$202,700.0001 comes before providing serv-
ice to the general public.

We will also demand the addition of ri
Public and Consumer representatives of the
&lard of Directors of New York Telephone.
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:Warts.

Paul Guliner
Paul Guliner
Henry Sandbank
Evan Stark
Doyle Dane Bernbach Inc.
Grassroots

At present, not on, .wKIi Bard member
represents the public interest.

We will attempt, through the New York
State Legislature. to enact legislation re-
quiring New York Telephone 4, reimburse
customers for losses sustained through
.ervice failures.
. Under present law, the telephone corn.

pany is protected fnim paying such indem-
nity, even when they are clearly at fault.

We will also demand that the telephone
company change its billing system AO that
each customer can determine exactly how
much he is being charged for each call.

Under their current billing system, you
have no way of verifying whether your bill
is accurate or even what the charges are for.

The list of demands we intend to make
could go on and on, because the list of areas
in which the phone company is deficient is
so long.

But the purpose of this advertisement is
not merely to lay it on the telephone com-
pany.

Its main goal is to enlist your aid.
We al ready have a staff of organizers and

a task force of volunteer lawyers.
But to win this battle we need a lot of

people on our side.
Because that's what it will take to get leg-

islation passed anti to make the Public Serv-
ice Commission do its job.

So if you're not happy with New York
Telephone land who is. besides AT&T?),
join us in the battle.

If enough of us get together, we can ac-
complish a minor miracle.

We can actually make the telephone com-
pany answer M as.

I Tram to help pay far the raht avow the phone
company
Hein T. up as an
C.$10i1141,MNIMIlb.,

Ne.C...orob or amnaana *mew
I iron temeatellat mom
Barkasol log Hai far
OM O640 :Ma 0110

Kean

Alines

CRT Stale La
thkadockponelean

P.O. aadROaaml Ifati" . 7

Charamea Mara L Maya Plaid& IIMIMIW111
air Crialbes. UM/ Lamar, Vs. dad Plonalic



In a skid, the thing that can kill you
is your own instinct.

A httle sand SOW On  not thy Nee ay  spatter
01 rain on an an, My street A patch ol ipare pre on a
brtdge

You can dud on all of them Seen role brand neer
toes Even al 12 nukes an hour And t you dud you can
count Co your onstanchw reflexes to try and murder you.

Because yOur instinCt rents the stud to stop So rt
Ines to make you Mt your Desires (figure,. that brakes
can put a stop to etethroif

your instioxt figures wen(
Miffing your brakes keeps your erects from mete(

So they re forced to keep shchng And e motor sl d can
turn Into  fatal crash

When you start to stud forget your inst,n,  010 o

member these roles
Keep your toot ell the Maim.
It your rear wh,eiIs are slating to no ',Of steer

(redly to the right crib! you tete the toes gr.poing the
road again (Don I make any last shads m.o.., I

If your rear wheels SOOD to the left stew (anti, to
The left

It you Meal MOO P13.0 Your brake Of'd,t. t."'
raped. On and oh achon to keep your privets from hock
ing and skoldrng ewes eyes*

ruy tyou weal drove ona stovers road and your
 o lls you thee a sudden thence of spied or three

I make you skid. obey It (Your instinct on 1

Mobil
We want you to live.
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Open season on school children
starts next week.

Nee week. just when you re leaving for
work a lot of little kids will be leaving for
thee work

Heading for school. And school busses
Some of them. for the first tune

And some of them will be late. Rushing
like mad to make up for lost time (lust like
you do sometimes) Not always waiting
for the green light Or the crossing guard.
Not always looking to see if you're coming
rushing like mad

So you have to do the looking And

drive more cautiously. Because vacations
over for our most treasured and defense
less living creatures. And for you

II you see a moving school bus get ready
to stop And. if it stops you stop Even it
you're not really near it You never know
when some little kid might come from no-
where and dash in front of your car to get
to his bus

Make sure be gets to work on time Even
it it means that you won't

Please

Drive carefully. We want them to live.

Mobil
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Introducing a crimestopper
so advanced Dick Tracy

doesn't have it yet.

It should come as no news flash to you
that there's no one easy way to stop crime.

But it surprise you to know that a
lot of the job is wrapped up in one man. The
guy whose job it is to get the police to the
scene fast. The police dispatcher.

As the calls come in, he has to track
down the radio car closest to the scene.

And that's just for openers.
Because next he has to find out if it's

available.

And then get in touch with it by radio.
Which is exactly where our new crime -

stopper comes in. The digicom system from
GTE Sylvania.

Digicom records the availability of all
radio cars on a TV screen down at head-
quarters.

It even records their exact location.
1When the radio patrolman touches a spot
on his digimap, the same spot lights up on
the dispatcher's duplicate map.)
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As for the cop on patrol, with digicom
in his car, he can actually run five license
plate checks a minute directly through the
state computer file. And check up on suspi-
cious characters.

Unlike conventional radio, nobody can
listen in, and the channels are never con-
gested. Because digicom doesn't transmit
voices. It transmits data. Electronically.

Naturally, all of this means a lot to the
police, who need all the help they can get
nowadays.

The cop on the spot can make faster de-
cisions, because he's better informed.

That goes for the dispatcher, too.
But it also meanssomething to theaver-

age citizen.
Knowing which car to send where can

not only save time, but lives. And at the
very least, can just plain get help to a lot
of people fast.

Of course, the police can't carry digi-
corn arounc with them like Dick Tracy's
wrist -radio.

Yet.

Dom Marino
Dom Marino
David Langley
Norman Muchnick
Doyle Dane Bernbach Inc.
General Telephone 4 Electronics



You don t see too many pictures like
this because we reolly never pictured Out
Whet this way

for the post 23 years. vi4,1e Lust about
every other car company hos been feeling
the pulse of the notion and changing the
looks of their cars accordingly, we've been
fining the inside of out lithe CO, 'tiff so you

wvuldn t hove t. hush a 1,rnos,, ',Iter
The result is that today, there s n A ine

single port on o 7I Yclkssvagen that hash t thiily, and less ,i,iniested in siy.
Deers improved at least once and performance

Recently, a top level 3 That s new tc,p level thinking?
big automotive Cr. summit] up >ur p Si 4 w0 J. Our top level thinkers hove
eon on the subiectIc r us been thinking than way sir,.

lAnd we quote 1949
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"It was the only thing to do after the mule died'

-hree years bock, the Hinsleys of Dora,
Missouri, hod a tough decision to woke.

-o buy a new mule.
Or invest in a used bug.
They weighed the two possibilities.
First there was the problem of the bitter

Ozark w nrers Tough on a warm-blooded
muke. Nct so tough on on air-cooled VW.

Then, what about the eating habits of

the two contenders? Hay vs. gasoline.
As Mr. Hinsley puts it. "I get over eighty

miles out of a dollar's worth of gas and I
get where I wont to go o lot quicker

Ther there's the rood leading to their
cabin. Many o mule pulling a wagon and
many a conventional automobile hos spent
many on hour stuck in the mud

Also a mule needs o born. A bug doesn't.

16
Art Director

Photographer
Copywriter

ency
lient

"It sets out there all coy and the point
looks near as good os Mst day we got it."

Finally, there was mcintenonce to think
about When o mule brooks down, there's
only one Ming to do! Shoot it.

But if ortE when their bug
breaks down the Hinsleys hove
a Volkswagen dealer only two
gallons away

Bob Kuperman
Dave Langley
John Noble
Doyle Dane Bernbach Inc.
Volkswagen of America
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ivr where vou cannot loci
your room when you leave it.
And there is no need to Club
Mediterranee/Guatielourse

Live where you can throw
yo unelf into the sweet ex-
haustion that comes from
too much tennis. yoga. sail-
ing. snorkeling. spearfishing.

ro,s and dancing ALI of it

free IA here even tipping isn't
allowed Play until your body
Is al peace and you sleep the
sleep of children.

Live where there is much to
replenish you and it is free, too.
The three triumphs of French
cuisine every day. And the
wines that accompany lunch
and dinner And the classical

musk that accompanies the
suns final bow at dusk.

Live where you can learn of
your wholeness through
yoga. After much outward
activity. it is good to turn
your mind into the calm center
of yourself Very, very gold

Come. live with us,
$168 per week!'

Vacation in a world
where there are no locks on the doors.

Or the mind. Or the body.

lot only S Ihlt* a week you
:an lay aside the things that
dirtier you, Itte.linire at Club
MediterraneeAtirunique
Friendships firm quickly Last
names p.h tales arid related
trivia cool& t matter le,

ittli line day in A Lathing
suit At night sou need only
wear a hit ,d super 'casual
fusers Ties and iark co. nes er

18

Everything but the bar and
boutique is absolutely free:
The sailing. tennis, scuba div-
ing, pent.. water skiing, yoga
snorkeling. spearfishing. danc
ing, three French meals every
slay, and the free -flowing wine
with lunch and dinner

Best of all, the whole atmos-
phere is free. and the people
are free with each other

A hank preudent :cod hank
teller. without the usual wall of
pinstripe between them. make
real contact. Human being
human being

Sitirtietilnes. one of the nit wt
fascinating pet Tie you meet
here is someone you've been
too busy to get in touch wish at
home

Mundt

Here we do not impress each other
with our money, our status or our clothes.

We impress each other with each other.
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It is good to dance all night un-
der a billion billion stars-and
still have energy for the picnic
in the morning.

It is good to meet people and
not know (or care) about their
status or job or bankroll.

Club Mr diterranee/
Martinique. There are no rad-
ios or newspapers. There is no

tipping. There are no charges
(hidden or otherwise) for food
or sports or beach chairs
or laughter.

There are three huge French
meals every day.

There is the sailing, and the
scuba diving, and the judo,
and the spearfishing, and the
water skiing, and the yoga, and

the tennis, and a frank appre-
ciation of the good life.

Bathing suits are the usual
apparel. Indoors and out.

And nobody pushes. If you
want to do nothing but lie in
the sun from gorgeous sunrise
to glorious sunset, no one will
be so crude as to disturb you.

$130* k.
.... stA,tam^0 au;

Flee to a gentle, natural society
where money is useless paper.
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Every month six million women
take a part of me to bed with them:
Trut Story Magazine.

I'm Jack Podell,Vice President of
Editorial for Macfadden-Bartell, and
you've just experienced one of the
things that has built True Story into a
success over the years.

A sensational headline that gets you
into a simple story.

And the point I'd like to make is that
behind the sensational headlines at
True Story is a serious staff. Some of
the most professional and top notch
people in the magazine business.

Every flashy headline, every
moralistic story, every comma, doesn't
just happen, it's planned.

Planned to attract a very specific
audience of women: the backbone of
American consumers, the wife of the
"wage earner"or the"blue :ollar worker."

Over the past few years, we've spent
nearly one million dollars researching
this woman, her emotions her attitudes,
her likes and dislikes.

And with the right kin.] of editorial
planning,True Story has become the
favorite magazine with th s group of
women.

Our salesmen will tell you the sensa-
tional thing aboutTrue Story isn't the
stories, it's the size of our L nduplicated
audience. There's virtually no
other way to reach 6 million women.
And if you want to add another 4 million
women to your reach, you can use the
whole Macfadden-Bartell Women's
Group: Photoplay,TV Radio Mirror,
Motion Picture,True Conf?ssions,
True Love, True Romance ind True
Experience.

I'm no salesman, but I e o know that
today True Story has become the"find"
in media buys. And our list 3f advertisers
represents food, fashion, cosmetics,
drugs, housewares, appliances, personal
products, you name it.

If you're an advertiser, maybe you
should start advertising inTrue Story.

There's enough room k r all of us
in bed. True Stow

HMV TO 60T0 BED WITH SIX MILLION WOMEN
EVERY MONTII,AND LIVE TO TELL ABOUT R.
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There was this Abortionist that did
pretty good for me in Ciniinnati. too.

But like all the rest of these
salesmen, he didn't exist in real life.

He existed in ads. The ads for
True Story.

I'm Bob Lukas, t he Director of
Advertising for True Story. And if
you're still reading this ad, you can see
how True Story has been intriguing
its readers into the magazine for years.

Yet every month six million readers
keep coming back to True Story to
learn about life through the experiences
of others. And ci iinparei to, things
like X rated nuivies, and half I he stuff
in TV, our stories are very tame.

The sensational thing :its xit
True Story isn't our shines.
it's our unduplicated audience of
readers is hi represent real haying

mer in this country: they're the
wry es it the -blue collar workers -or
'wage earners:

So you CI xdd ,:ly.Whik' its S, ill of a
soap opera lu our readersihie Story
is a market ing ii l t ur advertisers.

A marketing to. l that ci old add
milli( ins of wi mien to an advert iser's
reach that he wouldn't have with, kit
True Story.

We realize that True Story isn't
going to be your only magazine buy.
But we also know that there's nn other
magazine t hat can round out yiiur plan
likeTrue Story.

And as far as iiur efficiency goes.
that's hard to heatA'cry hard.

Judging by the continued increase
in ad pages, advertisers must be
waking up to these facts, toii.

1. hen one of our salesmen calls.
don't worry.. Hell bean open-minded
man who loves his wife. And hell
lie trying to sell you True Stunt
not a woman or dope. limy Story

SOME OF MY BEST SALESMEN WERE
BIGOTS, HOOKERS, PUSHERS AND FAGS.

I'm not talking about the kind you
smoke.

I'm talking about the kind you sit on
to have a nice picnic.

If you're saying "on no and you feel
like you just got teased into this ad
you did.

I'm ArleneWanderman, the Home
Service Editor of True Stuns magazine.
And I just pulled you into this ad the
way we've been pulling readers into
True Story for years.

Every month six million of them
keep coming back to True Story.not
only for the -My Husband Made Me I ki
It -stories, hut for things like the "Mish-
mash Salad -recipes and the -Happy
I Because they appreciate our
helpful edit onals as much liS our stores

I'm not trying to pit myself on the
back, but no other magazine in the

business goes to the extent we do to
understand and help these women.
Our reader usually has a large family
and little education And she can use
a little help besides the entertainment.

My office is a kitchen. In fact, it's a
duplicate of a typical reader's kitchen.

And I spend my time doing laundry:
cooking, ironing, and decorating
to evaluate products for our readers.

I do all this because after they're
through dreaming their way through
the fantasy world, they want advice
on him to cut down on the drudgery
of the real world

It doesn't take a genius to put tWII
and two together and realize the
rapport we have with our kinu of
woman is invaluable to i advertisers.

If there's anyone who's looking for
food, cosmetics fashion, housewares
child care and decorating products,
its the True Story reader.

And down in the Sales Department,
theyll tell you it's an audience of six
million women.

I get the feeling fin starting to talk
too much, so I'm going to say goodbye.

Besides, there s a recipe I want to
try that calls for a little pot.

TrUl %UMW

MANY OF MY RECIPES
TASTE BEST WHEN YOU'RE ON GRASS.
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It maybe getting
easier to loo1c at
pictures of starving
children.

It's not etting
easierto s

Nine million Pakistani refugees are sitting in the
mud near the Indian border most of them without
food, medicine or shelter, let alone plumbing.

Nine million.
That's more people than there are in NewYork City.

I:LCZ:411. VOZI/lry". 15,1.4141a.

'=.4:1* =1 ""*".(rmw."AI=L. 4I I. I= ,
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It's more than the populations of half the countries in
the United Nations.

When children were starving during the
Nigeria/Biafra crisis, Americans rushed to help feed
them.This time,we don't seem to care so much.

Maybe the shock has worn off.
But it hasn't worn off for the refugees. They're

hungry and sick and cold. Three month
old babies are lying on the ground gasping for
breath while their mothers brush the flies off
their bodies. By June they were running out of
wood for cremating the dead.

And now the threat of war is hanging over
them.

Americans for Childrens Relief was begun
during the Nigeria/Biafra emergency to help
feed children. A donation of one dollar
to ACR will buy,send and distribute almost
15 pounds of food, medicine,clothing or shelter.

Money can help more than anything.
It takes a lot of money.The people fed today
have to be fed again tomorrow. And the day

Please send as much as you can.
To Cliff Robertson, Chairman of Americans for

Childrens Relief.
Box 4030,Church St.Station,NewYork,N.Y1 0049
I want to help. Here's my check for $
Name
Address
City State Zip
ACR is registered with the US Agency for
International Development. All donations are
tax deductible.

Robert Needleman
Robert Needleman
ACR Photostock
Confidence Stimpson
Americans for Children's Relief



"Please
Momnw,

don't bum
me again:'

You hear these stories about parents brutalizing
their children. You read them in the newspapers.
They're shocking. Sickening. But here's the worst part.

They're true.
You see, illegitimate children aren't the only ones

who need homes.
If you feel bad thinking about children who don't

have parents, think about the parents some
children have.

And for God's sake give when United Appeal
comes around.

United Appeal isn't just asking for money.
It's asking for protection and guidance and loving

homes for children.
It's asking for legs for the crippled. Eyes for the

blind. Companionship for the lonely. Jobs for the
handicapped. Relief for the disaster stricken. A chance
for an exconvict to start again.

Things which only your money can give.
United Appeal helps 44 different agencies in the

Atlanta area. When you give to United Appeal, you
help them all.

When you don't, somebody gets left out.
And it hurts.

Give once.And forall.United4Appeal
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Columbia practices
birth control on gas stations.

Driving into Columbia is not. like driving into other
cities.The soaring whirling plastic jungle is missing.

Gas stations, for instance. One to a corner is the limit.

(In other cities they multiply furiously, soon exhaust-
ing the local car supply and starving themselves
to death.)

Stores? They're off the highways, turned away
from traffic. Their signs are small and tasteful.( When
your customers are strolling by on foot, you don't need
ten tons of plastic to stop them.)

"In such a non-commercial setting, consumers will
forget to consume!" the prophets warned.

Did they warn wrong!
A butcher who was going nowhere in an older city

is doing $190,000 a year in Columbia.
The Sunoco man (910,000 gallons last year) was

working so hard, he was glad to get competition.
Even the hamburger folks, for whom Garishness

Zre.c ..c..1 \ ,41i.14)

'61 i'r.001.10""

i.4
t °lumina. M.u)land I he an dot on the map.

is next to Godliness, have seen the light. They've
toned down their palaces to fit into Columbia.

So business is beautiful in more ways than one.
If your company is planning a move, by all means

come take a look at booming Columbia
Call Mal Sherman, collect, at The Rouse Company

1301-730-7700). We'd like nothing better than to put
you up overnight and show you around.
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How does a deaf, sightless person know when his phone is ringing?

An ordinary household fan-
just like this one-tells him.

The fan is turned on by the
telephone in the homes of 35 of
our deaf, sightless customers.
So the instant the phone rings,
the fan starts to broadcast a
current of air-letting the
customer know that his phone
is ringing.

It even "looks" for the
customer by rotating-to send
its silent signal across the
entire room.

This simple little idea is one of dozens we've developed at
Illinois Bell to help our handicapped customers use their
telephones comfortably and conveniently.

They range from highly sophisticated devices like the electronic
larynx-which permits people with impaired vocal cords to talk,
even over the phone-to special uses of standard equipment.
Like Speakerphones* for people who are paralyzed or bedfast.
And automatic card dialers with braille writing.

We've designed phones that use flashing light signals to transmit
messages for the hard of hearing. And phones that convert sound
signals to vibrations for deaf and sightless customers.

And if a customer has a special problem, our engineers will do
their best to design or devise an effective solution.

But the only way we can solve the problem is if we know about
it. If you know someone who has a physical problem in using the
telephone, please phone our Personal Service Specialist at 727-4421.
And call collect from the suburbs. We want to help. Illinois Bell

We're a lot more than just talk.
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islet kI northern Ireland. this is hs
NOUld solve our problems
would split northern Ireland mt.
part, Witt I would put pridwoll
Lino side and catholits on the

11,1d. 14:1 would pass a la
Mg that am Roman t latholx w h.. c:
hot on the street to iihift troUtic would
bit stun inwanils and without mercy.
I would starve them like rats until
there wasn't one lob in Northern
Ireland'

"He Was one
kid at home
and .mther
Indic street.
At home. he
sy.e,straight-
nice-mannered. Funning with the
family. Church on Sundays -well.
mastic next Sunday -and school
tin Hondas, sometimes. On the
street, he was cool. Six -one and
slurp: sky -bloc suit. brown shirt
and tic, hair g %%%%% .Ing out in a 'Fro
an inch and a halt high. Walking
that liquid walk-diddybop diddy-
hop-and talking that languid talk.
Shucking on the corner. jiving
with the chicks. messing with the
Man. Everytwidy do something

rung sometime. Cool."
"The People vs. Donald Payne."

For attempted armed robbers- and
attempted murder. Peter (1oldman
wrote it in collaboration w ith Don
Holt. It was the center piece in
Newsweek's special report tin No-
tice in America (March h, t9-1).
A single, painfully typical big -
city crime and its aftermath, an
archetype of American criminal
nisi RN.

Payne is arrested on chance
and the tenacity of two neighbor-
hood cops. He can't make hail so
he's tailed. Within 24 hours he
lands in "the hold" as a trouble
maker. What do you do there?" Sit
on the toilet. Wait for the food to
come around."

A public defender, wise in the
folkways of the courts. is assigned
to him. "The last thing you Want
to do is rush to court. You let it ride.
Everybody gets friendly. It's like

29

30

'In find out how two sears of rchinuis
nos have alteded them. Ncwweck
asked the schoolchildren of Ulster
hi week essays on the subtext.

Vlith starling candor. thcs made
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kie in Northern Ireland is wi inky -
'butes that "esen Jesus could hate here'

Inweadol-Cowboss and Indians:.
the children of Ulster plan "Protes-
tants and I atholiss" (then the, plas
for keeps

The, make nail bomb+. thcs
squirrel away woo arsenals Urchins
turned urban guerrilla+. dies roam
the streets late at night looking for
troubk Mans of them are not yet in
thee teens.

British troops patrol nersousls.
13w arc that at any time the taunts ot the
children is escalate into a ban age
of rocks., bombs, and gunfire.

A disgusted shopkeeper sass. -It's
sad 10 WV ValIall Mal held at has Inc
wry kirk'

l'haer. The Children of Violence"
A recent Newsweek goes corre
W1011110111% Angus Inning and Mar-
vin Ropier A frightening wort the
colltattlinatlitfl of hate. made more
poignant hs the words ol the children
thansels,
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hht isk. world-
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Newsweek

a family. ,Me, the prosecutors, the
Judges, we're all friends. I drink
with the prosecutors. I give the
lodge a Christmas present, and he
gives me a Christmas present."

The defender wants to cop a
plea. Payne wants a trial. "Plead
guilty, jackass, you could get ten
to twenty for this." Payne wants
a trial.

So the defender gives it a try
but the case goes sour and the
chance of a deal gets sweeter.

The prosecutor: "It's Christ-
mas...1 don't want to hurt the kid
...we thought one -to -five."

The nudge "Will he take itr
Four and a half months after

his arrest Donald Payne takes it.
Sulky sore he cups a plea.

Besides, parole comes up in
eleven months.

The People vs. Donald Payne.
Just one case in thousands where

! the American "system" of Justice
is merely a cynical patchwork of
improvisation.

Thr story is high drama. A
very human dimension to a very
major survey of a national crisis. A
Newsweek special. Just one more
big reason why nearly to mil-
lion adults, worldwide, choose

t., CI, w eek.

Newsweek
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They are the ultimate dropouts. And you find
them by the hundreds up and down U.S. 101 in
California. It's Hippie Highway.

Mr. and Mrs. Middle America, riding by
in their air-conditioned station wagon, shout,
"Go to work, you creeps!"

But work is a hummer. Bad karma. The
closest these kids come to work is when they go
skinny-dipping. And charge the straights five
bucks to watch.

Newsweek's Karl Fleming wrote the story
( July 27,1970),but hardly from the station wagon
point -of -view. Instead, Fleming grew a three-
week beard, packed a bedroll and disappeared
into the crowd somewhere near Big Sur.

What he found was a place where "weed
is the staple drug. the thing the freaks start the
morning with, and punctuate the day with, the
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way straights use :ice. In between they 'do'
acid, speed or mescaline'

And if you love your dog, you keep him
stoned too.

A surprising look at a strange world. But
told with an insight no writer could fake if he
had been there.

Newsweek insists on this extra measure of
responsible. credible writing that comes only
from probing the nooks and nannies of a story.

That's another thing that separates
Newsweek's Il columnists, 210 editors and re-
porters, 101 stringers and 15,000,000 readers,
worldwide, from the rest.

Newsweek

Gerald Pf ffner
Karl Fleming
Blake Hunter
N. W. Ayer & Son, Inc.
Newsweek
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THE LTHER
MTA

TREEM AOEANCH
OF THE ESSEX COUNTY BANK

AT 10AM ON THURSDAY, MAY 13.

PLEASE COME IN.
YOUR PICTURES ARE READY.
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Baldness.You can probably
stop it by castration.

If that's too drastic,read on.

"Age 21. It teas begriming hut
surely it wouldn't get worse."

I know all about the horror of growing bald
when you're young. I was only 20 when mine
started to go.

alas know all about the sanest of trying to do
something about it. Anil fading

Which is why I'm going to tell you lust what
you can and cannot do about your hair loss. I

may be able to save you some time. some embar-
rassment and a lot of money. And when I'm
through. I think you'll see why I'm sn proud of
The Penthouse fur Men and OA "Second Head of
Hair."

THERE ARE NO MIRACLES
The kind of gradual hair loss that most men

stiffer from is called Male Pattern Alopecia. ('on-
tra," to all the old wives' tales you may have
heard. this type of hair loss is inhentd and. short
of castration. incurable. If you have inherited
the dominant gene for halting... you're going to
he bald! Si. ifs, ands or buts.

So forget the miracles. Massages. special oils.
heat treatments or vigomus brushings may make
you feel good and keep your remaining hair well
grimmest, but they won't stop hair loss and they
won't grow hair.'

Rut if then- aren't any miracles. then are rem-
edies. For sample, there an the unadvertised
surgical transplants. There are the wire and so.
lure implants, much advertised as a "medical
disco, cry." And then is hairwinving. I'll Ise
happy to supply you with documented informa-
tion des, rihing all these processes; how they
work, when they don't. which an phony and
which worthwhile.

Right now. I want to tell you about our own
remedy.

THE SECOND HEAD OF HAIR
This is the Penthouse's own name for what we

believe to b one of the easiest -to -handle -and -

By Elliott Nonas, President
The Penthouse for Men

"It got worse. But I made Fe true
I didn't care. I lied. -

live -with hair replacements in existence today.
I developed it because I felt that no active

male should have to change his life-style in order
to go from bald to not bald. I felt that it you had
to give up swimming or dancing or tennis-or it
you had to walk around with the inner fear that
people were staring at you -- then th. hell with it.
It wasn't worth it and you wen leiter MI to stay
bald.

HOW WE DEVELOPED A SECOND
HEAD OF HAIR THAT YOU SLEEP IN

EVERY NIGHT OF THE WEEK.
The hair replacement industry. believe it or

not, started some :1500 years ago. The Penthouse
is only four years old. And yet we've alnudv
thrown out most of the old techniques,

The very first thing we changed uao the foun-
dation. Instead of using the standard cloth, silk,
6n or vegetable netting. we develiplA a modern
base of nylon mesh. Light in weight and incred-
ibly strong. it can't stmtch. shrink, discolor or
deteriorate. It is water -proof and sweat -posit.
And because it is a mesh which contains any
where from 5.000 to Illess) air.holini per base, it
is nmarkably cool to wear in any weather.

We refuse to buy hair in 50 or inn pound lots
beaus hair grows old and brittle. Instead s.
buy ounces of the very finest. freshest European
hair, each ounce matched and blended to 1.111-1.
customer. It costs more, hut it's worth it.

We insist on a special bane fitting and a color
match fitting before we hand -tie the hair to th.
Buse. thereby eliminating any chance of error
And we hand -tie and double -knot every singb
strand of hair. And then cut off all the small kn.,
ends This prevents tangling.

This painstaking attention to detail ny.
possible to do anything you like in your s..
Head of Hair. Play ball all day long. Rube III
convertible. Take the waves in the ocean. An.:
sleep in it every night. No one-not even you]
intimate family-need ever sic you bald again

"A new look an a new i e sty e.
I should have done it years ago?"

"BALDNESS IS A SIGN OF VIRILITY.
AND OTHER FAIRY TALES"

Them are dozens of other improvements we've
made (not the least of which is an ingndient
called "compassiod'r and so much more to tell
you. COM, Op to see us. We'll show you a 15 -
minute color film that will prole all that we've
said M this ad and more. We'll give you our new
booklet, "Baldness Is a Sign of Virility and Other
Fairy Tales" and put your name on our mailing
list of The Penthouse Papers, a quarterly news-
letter we publish. All this at absolutely no obli-
gation on your part. whatsoever. Call us for an
appointment today.

Or, if you prefer. we'll send you the literature.
Just mail the mupon together with 01. which
we'll give back to you wh,nr, r you visit ua in
person. t We must it.. this to eliminate the prac-
tical jokers who send us false names. I Rut do it
now. Before you get n day bolder.

The Penthouse for Men
14 East 56 St., New York. N. Y. 10022
too, think the subject of baldness should

be treated factually. honestly and with dig-
nity. Pleas send me your booklet. includ-
ing the report on other hair replacement
methods, and place my name on the mailing
list to receive The Penthouse Papers. I en-
, lone El, in check or money order, which
will he returned to me any time I make
a personal appearance at the Penthouse.
Thene is no obligation on my part to put.
has anything.

MY NAME 10
Plesme an -f

ADDRESS

.ITY -STATE-- / I P

1

.1

The Penthouse For Men,14 East 56th Street, Newyork, Newyork 10022, PLaza 2-6140
A Division of Amore Industries. Inc. Open Tuesday thru Saturday 9.6. Closed Mondays.
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A report on the drug
problem for people wilo

thinka bad trip is driving in
a Rochester snowstorm.

You re a. J.

You have 'tumor* On It
But chances are you've never experienced the drug

probarn first hand
You re M.r dropped acid slot speed or tried to

raise 5200 a day because you're hooked on horse
It s hard tb taCklelplObleln you haven I experienced
its moons world
Hut your Ic ids are growing up in that world
So you d teller get a handle on It
Your Napa*, an County Crty. Town and Village

hoot

So what's the big problem?
io to grips with the drug

protium is Ir at rt oso I a problem
It s a 100.0ril problems Medical problems legal prob

(erns edix ihorial problems psychnkrsacal plOtolefOS
SOtiologof .)Isyrottharts And more

Your Hessibla at, admorsstralvmS are working on
these 'anthems rte a variety 0 ways

In vfrr, a 1..1S Ole 9o.rui IS
In others err re rnalrovi prtKOY,

WINS you donl know con tool you.
I Dot yon knoW trial ,I you have a Pr es.... p lamely

drug problem and want help or advice you can cal
275-4445 Monty -lour hours a day seven day. a week?
This costs pone service operated by the Department
M Psyrikatrii at the University of Rochester proodet
!MI.. Than ,,torroal,ot, 4 provrdes rovIvrstandong

2 OKI yd. krrM Mal lofty -Sri claterent agencies
Monroe Coanty provide seroces dealing well alcohol
and drug *Talons, These apneas are Piled in a
special dreelory which can be Oldest* value to terraria
or indrvidia s needing help For your free copy Send
your name.. sladdress to Dr Harold C Miles D$,f410, 01
Mental He set, I t t Wesnalr Hd Rochester N Y 14620

Dot y, ,i know Mal your Republican admin..
shah, b.... yiliert lot 61/61, eypanit dug abuse
programs kr orsrderrbal and txrIpalrent faceless as well
as edubatiersii Set Mtn for children end for an
expanded Countrendosed neighborhood pogrom
sponsored and run by FIGHT? And more,

Ihenod live problem Hew bls I?
We don't know for sure
One souri:e indicates that there ale 1.000 hard

heroin adder Is in Monroe County
Another says he can point out 25 Pee* SAPP

S200-adavtuibits
Detre.. 1 91,', fro Psychiatric Ones Monroe COTO

Hospital tie sled tour or h., aficl.ts a yew. last ,
10 of Ili. ' 800 admission were for heroin addict,.

The proberm rS, real and growing
The amyl poysa aily dependent upon his drug Wes

with clanqe danger nom Ile (Ammar lengths he
must go to raise cash Weyer from swum hepalare
resulteig to m defy needles danger horn the deleteri-
ous effects of ever increasing doses or an overdo**

Paradoxwally thrhe phenomena may be looked on
as promising for rim

1 As a remands, sick person the heroin addict
1,10,ron Cr: ell, 'or er,ves one best rare available any

-nay ,p0 to the r iimmunity Hosprtal
treornsrde I or Strong He may be vth-

draw n ',Molloy. 4 ha addiction a 11001110
fr /et, if 4 s not He can also benefit from count*.
hog 10.4,.,  S ;Ay, htlthelApy vocatonal Warning or
011. Inflow up treatments

? ()tir consolidated ciontyvede Police NarcoliCS
%Quail make, ht., got ixisriers (hog undercover

, .91, . o. '101,04 flit

addict tr,,, n. rt.-, rensn The less
Pore hie b .110: Ihr WM.' the I hence% of  relatnely

ICSTroilment Cantor rafter Mena prison The
*a humane. enlightened. ancillanflablie INOCIte.
One can MOO arrange for awl Certlicallon of !wa-
ist'. a relalere. or  Mond who * addicted to
heroin ThaprocedureoplaAedoonlllaSeae
Treatment Center without Me Macre ao0rrffg
a crewed record

Today in our County. one can sash say that
people with her most serious kinds of drug addrc
toe yet the best CVO

Mei. do soil *up nom In?
Everywhere
Grass. ISO ups downs-these are the

so-called soh drugs whose users could
include a grade school kid next door or aih.lor
corporal' execuise pang a weekend kick

Although they nay mole pot openly y,
galternes. MUM users-end
seidom publicly saintaed except when the ,
become entangled rah Na law

They rarefy seek or get professional help
Two ideas soft drug taws tradrh .

port are es Mama
1 Marshes should b e epee/.

Ins' Nardly T,
tact, Yen
about Wm Gana Rinternbar. DOT FM
lapel Tn dpnM was legal Isn't it about lime
we learned sonars% from pall egieneroffi.

2 Legal ennoble km poebteeson el men.
pane Mould be seduced Bel velllherPulleng
drugs  1111011y And Moly to cerium so Poi
imisonol ~swam (es viell seciha Niacin°
Vow. sftnalltnts. Ind depressants) a  felon,
11 you're carry.% more than of an ounce .1

weedemeenor A you're r anying less COrt.nly
Me District Attorney S ontce and tity ,,,1S
to distinguish between the Ono -t.»,
warner and we MOAN Wel the, is to be
any orange In the maritime laws a would
Mien acson by the Stele legrealure Mils that
ham been introduced go from milting the

no for pushing drugs We imprisonment
wilt no parole to &Mang el easing pen-
alise tor rnwituana tai And every conceivable
area m !referee State Senators and AssemblY.

Kids need a place to rap with ex -freaks

hOraklal Or Me brornales of Esteban...of types
He wants to rap with ex -freaks guys who re

been part ni the drug scene themselves and Onow
what they re talking about

Where car the drug user Ind such a haven?
Nowhere except or mformal crash pads that may

promise sympathetic ao but often prmue morale
hen and Mule

What Monroe County needs are hattway houses orrent Hest.Wet roots
centers

Sieve ;.r".;7;
Republican County Committee plans to not .iiiirivay
houses in New York Crly.

"Lets find out what work* and doesn't iff010 where
the experience a grembil." soya Steve -and thin bring
Nis best cat what we awn back horns "

Charles Schen°. Channen of the Narcotics God
ance Councd sees  need for lour such centers where
a drug ohmic can Pre and be tleilled while hiegoes
school or work

Dr Miles has already apgaed for hinds to this.
centers

The newer/rod Trim rassen another arbicre o tle

warm sympathetic atmosphere along with
communication. medical legal vocational and
lelow-up services

Essential to the suctees of any hallway house
is the principle of sanctuary

A drug user M.01 know he a safe there or he
ire not come

Cne step forward the Narcotics
Guidance Council

' . Narcotics Guidance
by Space' act of

e on August 4 1970
Here ere Its purposes
I To provide ostructional materials and help

formulate curricula tor all grade levers on me
MO Magee and abuse 01 drugs

2 To provide a place where without ash or
embarrassment or public exposure a user or
family member can go WM, a specrtv problem

3 To eiCI as a referral se e {veiling hie
user to an appropriate eni/Pfl for rnedicai
social psychiatric or ratter firtel.py

4 To coordinate the a 'wiles 01 as the pro
Vile and social agency Iasi toner. and GOT
TIMM *WWII; on drug programs ,rr Oft*, to
reduce duplication and encourage 'WM., rapid
progress through I...Peri/NM

5 To sponsor tor al legislation to provide
money old facilities tor ,oeded programs
And at Me same tone to lake full *Overawe
cit Federal and Slate program to imni2 lax

""*
beck here

6ni encourage the creation of Narcotics
Guidance Councils m Na tory, towns. w-

ages and even school *arca
So far. Rochester a panning to start a Pea-

coats Guidence Council
Many barns already lime Morn
And more we planned belied on the wide -

stated Wet that the drugproblem must hnae
ly be desk with m the neglrbMood and home

Slid on owns do?
The drug Oroblans we big problems

We've told you 'exhaling about whin were
clang in gCreerriMent b tackle awn
But what can you do to help your kids keep
away Man drugs,
1 Sr s good example It you drama too much

ca
n'tan?'OPI hypocrisy when you fry to convince a

tranqudieers. you can hardly WOO the

"NrCthat hum erig on oath drugs a unease
eoline your Children lady and with con -

latency Teach Warn 10 postpone some pleasures
and to deal directly with pain

I Help them find saoslying persona goats If

ups peek go no 'tether elan CONON Material
posalearOna you may hays to chime your own ways
before they 0 oaten

Learn all p01 ran about drugs so you can GM
hal,.

5 ts, te..N I V, .1 eRperement by IteCI
rog yon r , 1,. l stem COololunCale Keep the
lines open

6 11 your rrr rroorulid dor, 1 rpm urn money to
super: 6,s 646? lo, I 'yr, up on nre, lief pro -
less', 44-16 ar,re Ira a copy of
the Diet A

le
io 51i,, -re Courlb Ponidaig

Services on nitIIs.. iii Ahoy,, Akeibro arid Drugs
The Lug problem beloogs to every 107.4 In Monroe

Canty
Leta work ?Ogee.r lo get 4 under contra
N war doe Met, nave Wailed Our most important

Good government. A process, not a fact. We're working at it.
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First you judge an airline Then you judge it
by what it's done. by what it does.
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Why other airlines come
to us for flying lessons.
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MR. FERRARI DRIVES A FIAT.

The Mr. Ferrari we refer to is the
very same Mr. Ferrari who makes some
of the fastest and most expensive cars
in the world.

And for his own personal use, he does
drive a Fiat.

It's not that he feels the Fiat is any
better than a Ferrari.

He just feels that the car we make is
a more sensible car to drive around town
in than the car he makes.

However, it is rather enlightening
that out of all the small sensible
cars sold in Europe-some fifty in all -
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he chose a Fiat.
Enlightening, but not astonishing,

when you consider that in Europe, where
they've been buying small cars for three
generations, they buy more Fiats than
anything else.Volkswagens included.

Now, if you're thinking about buying
your first small car, you might keep all
this in mind.

After all, when it comes to cars, you
can't fool a Ferrari.

MEW
The biggest selling car in Europe.

Ralph Ammirati
Ralph Ammirati
George Gomes
Marty Puris
Carl Ally, Inc.
Fiat



ARE YOU IN THE MARKET
FOR A HARDTOP?

;41:e

;.
.t -  ..

..;:r,;;;64,0;irt

-,,t1- 
-  rr ",tiT

' 1;

P'

Every Volvo has six steel pillars holding up the roof. Each one is
strong enough to support the weight of the entire car.

Of course, this kind of strength isn't built
into a Volvo just so it will hold up

a lot of cam.
Volvos are built strong so

they'll hokl up a lot of years.
Exactly how many we can't
guarantee. But we do know
that in Sweden Volvos are
driven an average of eleven
years.

Are you sure you're in the
market for a hardtop? Or is
what you really want a hard
top?

',615f i"" '

-41Iitib!"
' '
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TRUE ECONOMY
ISN'T MORE MILES
TO THE GALLON.
IT'S MORE YEARS

TO THE CAR.
These days, a IA °Irrupt.. think the w as to as to .1 little m.snes to. to bus

a small cheap car.
Nr agnee. that is the was to ease a little !Mlle.,.

e a kvi of money, hos
\Sol, ow are built to last. While we can't guarantee hos. long, we Lk. k moss

N.M... hold up an as crag.. or' eleven sear. in edam. No once %MI get
Vahan paid for, sou should be able to hang on is. it for a fa,. sears.

Then stn can hank the money s ou'd ntortrulls spend on car pas -mamas.
Not counting ',Item., that's almost SIAN', a sear.

This is the basic difference Iv:test-en a Vol, t o and an ccontsms car.
Econtrms cars are for people ss ho are interested in t.e01.10M,. \olsow are

Inc people s, ho are interested in mones.

41

THE SLOVVERYOU
PUT THEM TOGETHER

THE SLOWER THEY
FALL APART.

is Mit, a long tone for a %Aso to become a
The Issds rt held t .mret her .1th more clvn n.000

ekls. It takes twit hour. ftir th.....Iding
And a fro minutes num. ..thew. k.A man

hack. at the ...Ids tth a hammer and tinsel.
rnmiu, .. hen effect's.,

Vols., IN are  ughrl, made. It IA.,. less than
one pound of hods lead to till in the sums. 1.., hours

land grinding and filing insure that then. are no
rough woo dur

.%fter et.lung in  plum.phate luth a nd dunking
rummytmfmg. a Vol... nsprased with pruner. turn tes et -sanded and .,hand.slur

a coat of sealer, tt's dn..anded,.ashed And sprased
with three coke coats. In all, spend. right
hours in the paint shim.

A hatters of ...nun. armed . st h son flannel
gkn es. gm es es rrs o a thorough ruhdo. n.
(Women has.. a more sett... e touch than mem )
Hans tali -writs -non ...me. ti. hand, the %A.° ge.s.
1..rk for a repaint.

It sal., a Vol. 0 rune hour. to .73.1 hn 'ugh final
aaseynhls. Compared to manufacturers who knock
out as mans as ut, can an hun. our assemhls line

moves at a anail's pace. You nese, see a man chasing a ,at dtsan the lute with a ran
he didn't Fuse tiene to put its. If at first he doesn't
succeed, helus plents tune to t agatn.

speaking of men. at %Aso there are mans.( aunt,
against the trend...0 mends fired a fast h aral '1111r667;.- -
hued a .4 r. man w I.. could do the sob better.

\ Aso n.ine of the few car nukers in the ...rid that
takes the tune and trouble to hand balance nets
ei heel and tire

We'. e found that thn lack of haste presents ..age.
It takes a long time for a \Aso to get mina

junk s ard 14Id4
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John Danza
Mike Cuesta
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THE EARTH
SHALL INHERIT

THE WEAK.
on the ...her hand, are Imilt to survive the eoml t on. that deo r Int.t ,an

Into the ground.
Take Mee nvof. Isrscesl..rh M1 ..ta, I ',ill h ont. n enough to support the

w ugh of the enure eat. In other . orris. s on umsk ...en tm forty(
anoth.... about hots the one on the htutom.Ne kn... ause ....sr done it.

that engine an lake ptle of Astor us.. 1helenaceepong it for prod u. t sin.. e rant
at 90 mph for 1 das  .iihnut Freak. \..I it Juin', break.

Of cosuse. all th doesn't mean a ...Brun (verse,.
But as o age., ou can still ha. e faith i ha, it . abandon sou.
With  Int of tan. s04! an ant. peas.
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BEAT THE
SYSTEM.

BUYAVOLVO.
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John Danza
David Langley
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Ifyou have a son 10years old,
betterstartworrying.

..._utit elybvt ,..el , I i L. g., t,, \ tetn.in,
sy ears Isom now

It may sound shsurd, hut the is an alwurd kind of war. And it'.
perfmt I y passible von will see yiur own at sent off it it

It's perfectly possible because this is a war that's been going on
fur the pant 30 year. lea, the past 30 years. That's how long there's
Men lighting and killing in Vietnam. So it isn't so absurd to think
the war can goon fur another g years. is it?

It's perfectly possible. because in spite of all the speeches and all
the promises. the President has yet to seta definite date for with
draw al. Yes. that's true llu President hasn't named. day nor a month
nor even  year as a tame for getting out

In fact, the President talks about leaving "residual" forma and
"maintenance" tempo in or around 1'ietnam. i If you remember.
what got us into this mere was the sending of "advisor, pen -inner'
to Vietnam.

Now do you see why it's perfectly passible that yetur win will
fight in this absurd war' A war w hem mass murders 41' wiimen and
children am called "no big deal " A war that has already hulled
over 50on Amencin hove who were 10 veer old themselvm not
so long ago.

One of the most effective thing. you ran do lor your son is w-nte
ymur eiingmeamen today They most know they have your support
to act in Congress egainnt this absurd war

Write them nos And maybe 10 years from now ye urine will he
glad you did

Help Unsell The War
Box 903
E D. R. Station
New York, N.Y. 10022
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Most record reviewers
do their listening on a Dual.

Perhaps they know something
you should know.
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Dick and Jane is dead.
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kiefowi.

Fisher-PriceToys clotit need batteries.

They run the old-fashioned way.
a On child power. The strength of young

imaginations. The endless energy
of small bodies.

The push and pull of a
child's curiosity on the way

to learning something new.
;AA .

. Because Fisher-Price
believes there's too much

push-button entertainment
today. And once you've pressc,I

button,what else is there
to do, Mommy ?

Even our new Music
Box Record Player is a

toy of involvement. Not
only doesn't it need batteries(it

winds up), it doesn't even k..(111

need a Mommy to supervise.
Our Play Family Toys,

including a brand new
-hoolhouse,give

children the chance to run
things their own way, on their 
own steam.

That's another great thing
about child power. When its

exhausted, i t goes to bed for the
night.And wakes up-

recharged.

4.0
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$12.00 pr. do

$25.00

$125 per ship

$10.00

$6.00 dz.

Heroes don't always want to be heroes. And victims don't want to be victims.
But diseases don't give victims a choice. And muscular dystrophy chooses children as its victims. And once
chosen, the child remains a victim for the rest of his life. That's why we need heroes. S. that through researvh

we can keep on fighting the disease until we've conquered it.
Then there'll he no more victims. And no more need for heroism. Muscular Dystrophy

11).14Amok... Ifl.. lei410,A, Ne, ).4k. 101119.
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Teeth don't die
anatural death.
You kill them.

Ounces are, when you kwe a tooth, ifs
because you killed it with neglect. By
not eating the right finds, or sexing the
dentist often enough, or brushing pnrerly.

Such neglect can lead to cavities, and

cavities can lead to moth loss In fact,
the average person loses 6 to 10 teeth in
a lifetime iniip4 due to cavities.

Crest with fluoride fights
cavities. So, besides seeing C

your dentist and watching treats, make
sure you brush with Crest.

reef. Because the more yi Si fight
cavities, the less your teeth

"i have to fight Inc their lives.

Fighting cavities is the whole idea behind Crest.

a   /*M. UP* Gee., to Co* ,.     r
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Sam Cooperstein
Phil Marco
Ellen Massoth
Benton & Bowles, Inc.
Proctor & Gamble/Crest
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What you see here
is aTVset repairing a man.

A broken TV set that
seems to you like it's beyond
repair isn't beyond doing a
little repairing at Goodwill.

For, if it can help a
handicapped man learn how to
repair TV sets, it's helping him
repair something far more.
important. Himself.

Last year, 25,006 of the
handicapped people who came
to Goodwill with nothing, left
with a trade. (Anything from
shoe repair to TV repair, from
running a sewing machine to

.running a computer.) That's
25,000 more handicapped
people who'll he able to stand
on their own two feet. Not on
anybody else's.

While part of the credit
goes to the counseling, the
training, the mental and
physical therapy we supply, a
large part of the credit goes to
the broken TV sets, the
outgrown clothing, the shoes,
the dolls and the furniture
you supply.

Now, here comes the pitch.
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No, we're not going to
hold you up for money. I But,
don't think we wouldn't take it
if you offered it to us.)

What we can use almost as
much as your money are the
still -usable things from your
home or factory that you can
no longer use.

After all, money can't do
for a handicapped man what a
broken TV set can.

Goodwill industries

A ..,-^ue Wastungton. D C. 20014 1301' 530-650C

Joe Genova
Joe Genova
Ca i lor/Resnick
Neil Drossman
Kurtz Kambanis Symon, Inc.
Goodwill Industries



DanTorisky and friends haw arranged
for you to spend a fun -filled vacation at
a home for the mentally retarded.

Dan had one 0 those ideas The kind
of idea that sit around lust waiting
for sometiods ti pounce on it An idea
for oohing a twohlein our world has
lugged A netor centuries.

The idea
First, pick a ,t.te or national park.
Build some totals% cabins or motels
there and .urrcsind them with recrea-
tional facilities. For swimming. fishing.
golfing-you name it.

Second, man this acation sillage
with an unusual staff of maintenance
people. All of them capabk. All of
them mentally etarded or phssically
handicapped Their job: To mow the
grass. Change the linen. Manicure the
greens. Work I. the restaurants. They
would lose in tt cir own motel units
apart from the tourist comples. And.
as with any tot_ pick up a paycheck
for their work.

Naturally, Dm's plan also includes
a supers isory s aft who would esaluate
work performs we and °scorer sear -

round oducatronal and rwcirpaironal
Programs for the rm.p,osees

Who gains? Lserybocly. Dan's plan
misses people who need not he insti-
tutionalited out into the world. Into
one of the least tension -pros ,iking
settings imaginable It also opens up
room in our osercrowded stare hospitals
for people who should be re institutions.

Al the same time it builds tourist
resenues. Motels are to he franchised
under a profit-sharing arrangement
with the state. This helps to fund
mental health programs after the con-
struction investment is amorwed
Since workers are to be paid, they in
turn can help pay for their own special
care. And they'll pa) taxes. too. As
well as build a social %murk:, nest egg
for themsches.

The was Dan secs it. the flan might
esentualls pas for the state's entire
mental health program.

Dan isn't alone now. The minute
he started talking about the idea for his
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home state, his list of supporters began
to grow. First his wife. Then the
Lieutenant Gosernor. Then a national
motel chain. Directors of Pennsyls,ania's
Western State School and Hospital.
Newspaper editors. Politicians at all
loch. Business and labor leaders.
Conversationists and sportsmen. And,
perhaps most important. parents of
handicapped people all trier the stale.
The list now reads like a "%li hit's Who
in Pennsylsania With that kind of
support, how can a good idea fail'

Right now. sou're !oolong at a WC
in Otocsin State Park. prosidcd for
deselopmcnt h) Pennsylsania's Depart-
ment of Forests and Waters. God and
the stale legislature willing. this is
where Dan's dream starts to come true.

Sometime nest summer when you're
bretting across Interstate 80 in central
Pennsylsanni, stop in for a good time.
For an hour. A day A week.

Dan will be there a list. He'll be
visiting his son.

Ronald Layport
Ronald Layport
Chuck Fuhrer
Bill Joyce
Lando, Inc.
Parklands Payback

I here JR: more than 5.1s10 people
waiting to enter Pcnnsy ttania s menial
institution, It's the same snot in
almost all the other 45 state,

Dan I orisks and hi, committee of
eight haw a pamphlet that describes
the plan as originalls conceised and
presented to backers. It'll work ans.
ss here Clip the coupon and send for it
Read it. I hen tell somebody about It
Mastic sour neighbor. lour state lefts.
lator. Or sour gin ernsor. But somehods

That's the was Dan did it.

rDsin T Cl
Ic o land°, Inc
t 72511N:fly Ase .Pntsburgh.PJ 15222

ianI'd like to read more about sour plan
11.1 me sour pamphlet

 ,,Irc

\shires,

itsI State /no

Dan Torisky is an account manager
at Lando. Inc.. Pittsburgh marketing.
ads ert rung and public relations agency
The agency that felt this story had to
be told.



It's the extra 5150 credenza built into our $850 credenza that
makes it a better buy than any $700 credenza
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A man has the right to have a
healthy looking head of hair.

0 \ . a nun tnipenett ik the class and nights ot hi, lit.. fit ikt is hint
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From Scandinavia, the look of health
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America,
the land of freedom

and opportunity
and over 200 million

litterbugs.
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The New Yorker Magazine

Gene Fecerico
Gene Federico
Saul Steinberg
Dick Lord
Lord, Geller, Federico & Partners, Inc.
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PKOF ILES*:

LEWIS

"We didn't work together
steadily until 1954. We lost
Ray Brown before we really
got started, because he
married Ella Fitzgerald and we
couldn't afford him anyway."
"We've gotten along well or
we wouldn't still be together.
We're smart enough and
clever enough to give each
other room to live in, to have
respect for each other's
personalities. It's not a perfect
marriage by any means; it's
normal travelling by sea,
with stormy periods and all:'

KAY

"I knew Milt real well and I'd
met Percy and John. I under-
stood it was a two-week gig,
but when it was over nobody
said anything and nobody has
yet and that was seventeen
years ago."
"Also, my solos are always
short, which I learned from
Lester Young. He never took

ROOM TO LIVE IN

more than two or three
choruses and neither did
Charlie Parker, but they
always managed to say all
they had to say"

JACKSON

"The way things are now,
most of the musicians around
are barely making it. We think
alike on staying together. It's
been like a marriage, a twenty-
year marriage. It's become a
way of life."
"The first thing a man has to
do is take stock of himself. You
have all these people who go
to school and study and still
don't know themselves or
what they want in life. I never
had that trouble. From the age
of seven I knew I would play
music:'
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HEATH

"But the whole thing with the
Quartet is that we have made
some money, but we have
never conformed. We have
built up twenty years of
prestige, and been paid for
doing it:'
"I played a little violin in
junior high and I had the
second chair in the first -violin
section at graduation. But it
was rough getting home
through the streets-you know,
a little skinny guy named
Percy carrying a violin:'

From a Profile of
the Modern Jazz Quartet-
John Lewis on piano,
Milt Jackson on vibes,
Percy Heath on bass,
Connie Kay on drums-
by Whitney Balliett.
Appearing this week in
The New Yorker.
Yes,The New Yorker.

Gene Federico
Gene Federico
W. Miller
Dick Lord
Lord, Geller, Federico & Partners, Inc.
The New Yorker Magazine



Are you rich enough
to get cancer?
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You may think it's bad luck
to get cancer insurance.

It's worse luck to get cancer.
411110411=1.1
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You're probably insured
against less likely disasters

than cancer.
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If you have more than
three people in your family,

one of you will probably
get cancer.

11.01101111Amm
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It there more to Sam Stall than meets the eye?
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Our Children.
Every year we baby them, nurture them. keep them

growing brautififfly right en our own hark yard
We caldle them to. we almost hate to crush them
And we settle for nothing less than excellence et every

bottle of Almaden
Whether t -s Pint Noir Of Chenin Blanc or any of 26

coher Alm.edio types. you can he sure of then atetalit, bottle
for bottle The wcret in growing OM grapes hes night Isere
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en our Pascenes Mountains vineyard.. near San Juan Bout IND
where Franciscan monks grew the" wine over a hundred
years ago It the cool. Pacific breere that keeps our grape.
growing gently and gracefully to become greet wtnes.

So come Come meet our
children and taste our wine. Almaden BAR

Corm to Almaden
A lam, .4 fine  tile. .Inte IS!)

Gig Gonella
Gig Gonella
Milton Halberstadt
Patrick Mclnroy
Dancer -Fitzgerald -Sample, Inc.
Almaden Vineyards



Cans.
Bad Guys orGood Guys?
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We're doing something in china that hasn't been done in 900 years.
Nine hundred years ago in the Sung

Dynasty the Chinese invented a new
kind of china Instead of putting the
pattern on the plates they actually
sculptured the pattern into the plates
When a delicately tinted glaze was applied
it collected more heavily in the incised
'valleys' subtly delineating the design

The effect of this bit of oriental
genus was a very quiet beauty that came
front the inside of the plate From its soul

This china was so difficult to make
by hand that very little was produced

Now. 900 years later. Dansk Designs
has perfected a method for producing this
beautiful connetware in new designs by
Niels Ref sgaard We call it Statement
Statement comes in different sculptured
patterns Patterns that don t shout
at you (Maybe we should have called it
Understatement')

Statement is fine porcelain china
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But not frail fragile china Use it all the
time-even on Sundays

This is a good time to look onto
Statement It may be 900 years before
anyone does it again Meanwhile you
ought to see 596 other timeless tabletop
designs in our full color brochure
Just send lOr to Dansk Designs Ltd
Dept PC. Mt Kisco. New York 10549

Lou Dorfsman
Lou Dorfsman
Phil Marco
Steve Gordon
Dansk Designs Ltd.
Dansk Designs Ltd.



If you can't find the frame you want at Meyrowitz, you'd better
have your eyes checked.
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It's a movie about
a woman who
beheads her brother,
stabs her children
and sends her lover's
wife up in flames.

For Maria Callas,
its anatural.

U.S. premiere. Three shows only. Tuesday, Wednesday and Thursday,
June 22, 23 and 24 at 8:30 p.m. Hunter College Assembly Hall, E. 69th St. betw. Park

and Lexington Ayes. Reserved seats only. Tickets $3.50 and $2.50,
at box office and all Ticketron outlets. A Euro International Film in color

from New Line Cinema. For information: 535-5350.

Medea. Maria Callas' first dramatic movie.
Directed by Pier Paolo Pasolini.
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America's most popular sport.
Arc you afraid of it?

k Thar.

There. my big reason !who'd Thoroughbrni raring's n
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rredrble porsulanty The same mason that leers everybody dse
away Foot have to en involved

When your hone breaks trom the gate you're up the.
with him And .1 for rr people think that's goo* to mean goodbye
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Hialeah

You bct two dollars
and for one minute your whole

life is riding
on that magnificent animal.

You've heard all about the people who come
out to the track with complu amt baiting ,ystems, slide
rules and hundreds 01 dollars in cash.

Well, you've heard everything you need to
know about them

Because you're not coming out here to make a
fortune. You're d °ming to spend a great afternoon.

All you need is three dollars and a little com-
mon sense.

Our Guide to Th ghbred Racing wouldn't
hurt either. For a tree copy write Hialeah Race Course.
Inc., Box 158, Hialeah, Florida 33011.1

Here's a good way to get started. Study the
program. Check the tote board. Sec which horses arc
the favorite,. You're down to 3 or 4 good possibilities.

Now go hack to the paddock and look at them
in the flesh. Here's where you add instinct to logic. One
of those horses will give you a funny titling. Trust it

Buy a two dollar win ticket.
When the horses get to the starting gate, you'll

be so keyed up, you won't be able to stay in your seat.
The nest minute and twelve seconds are going

to be pure hell.
And you're going to love every last second of it.
Post time 1 15 p m

Hialeah
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Venereal disease got its
name from Venus. the goddess
of love. But that's as far as the
romance goes. VI) can cause
blindness. sterility, brain dam-
age, heart conditions, paralysis
and ultimately death.

VI) means principally
gonorrhea and syphilis. Together
they form the most serious com-
municable disease problem in the
United States today.

More than a million new
cases of gonorrhea develop every
year. And in some large cities
the rise in syphilis over a 4 -year
period is as high as RM.

Both types of disease
result from sexual contact with
an infected person. Picking up
the germ front clothing. towels
or toilet seats is possible but
extremely unlikely.

If gonorrhea isn't treated
early. it can cause arthritis. heart
condition. sterility and blindness.
The first symptoms are an

inflammation
of the genital
and urinary tracts
with a discharge of pus.

With syphilis a
painless sore develops on or
near the sexual organs. But it
may also appear on the lips like
a harmless cold sore. Often it

heals itself,
delud ng the

person into think
ing he is cured.

Later he may exper-
ience fever, severe headaches,

a measles -type rash. or sores
about the mouth and lips. The
final stage can stay hidden for

4! BWE CROSSand BLUE SHIBDV
The health business. We're not in it for the money.
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more than It) years until the
patient suddenly becomes crip-
pled, develops heart disease.
shows mental symptoms. He
may even die.

To be cured, venereal
disease has to he treated quick-
ly. Which means that anyone
who suspects he may have VI)
should see a doctor right away.
True, he risks embarrassment:
but not to do anything about it
is to risk death.

Everyone. from teen
agers up. should know the facts
about VD. They're not nice.

If you need help or
would like free literature on
venereal disease, write us at
One Smithfield. Dept. HE.
Pittsburgh. Pa. 157_22. After
all, if you're healthy. we're
healthy.That's what we're in
business for.

fooNer woror .1.1.5Aag,
Blur Crros of IVestero Ii.noxvIronto
and liornsvloanto tiloold

Al Weintraub
Al Weintraub
Colopy Dale
Geoffrey Charlton -Perrin
Ketchum MacLeod & Grove, Inc.
Blue Cross
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What mother did for the boy with stories.
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you can do for the man with Birds Eye
French GfCal Beans and Toasted Almonds.
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77
Art Directors Howard Rieger

Pete Berge
Designers Howard Rieger

Pete Berge
Photographer Ben Somoroff

Artist Charlie White
Copywriter Don Marowski

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



.41

-4
;$,!Z

- 11,,, -

_ -

11.11. "irfr
". -'6 ""7.!"1

,

1.11111e".... -.W.-. VIE

;VT. uw
, "". .1."4

24111111111111= 4.Z.?P.M.JP 1!1,144.70 'Ave. 9

aro ':514,11;p1Mramta
"!A//0440- 14.7:4.11 411V.',A1A1

7;7347 'AciVITNI.441r" 1

-it
11.-7etXtlir

AP.

'PP,

O
cv

0) 0)
10-5-Y Ecccmoa a a 0.1

DDNL
4- 4- = 0



  

GA5 n,

MOTO STEVE 1.1.-NVILLE. 0

79
Art Director Harry Zelenko

Designer Harry Zelenko
Photographer Steve Manville

Client Pioneer -Moss Inc.



P& G FATTY CHEMICALS
ARE GETTING INTO LOTS OF

THINGS.
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An Director Tom Gibson

Designer Tom Gibson
Artist Bob Schulenberg

Copywriter Charles McGovern
Agency Compton Advertising Company

Client Proctor and Gamble
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James Witham
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James Witham
Ralph Moxcey
Milton Glaser
Seymour Chwast
R. 0. Blechman
Nelson Lofstedt
Humphrey Browning MacDougall
S. D. Warren



A WARMER WIRIER. FROM THE PEOPLE WHO BROUGHT YOU
A COOLER SUMMER.
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Art Director Stewart Birbrower

Designer Stewart Birbrower
Photographer Henry Sandbank

Copywriter Stanley Moore
Agency Young & Rubicam International, Inc.

Client Commonwealth of Puerto Rico
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Art Director Allan Beaver

Artist James Grashow
Copywriter Larry Plapler

ency H. E. Mahoney & Associates, Inc.
lient ABC Owned Television Stations



Black is beautiful
White is beautiful
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Art Director Lou Dorfsman

Designer Lou Dorfsman
Photographer Phil Marco

Copywriter Dave Herzbrun
Agency Dansk Designs Ltd.

Client Dansk Designs Ltd.
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Art Director Frank Roccanova

Designer Frank Roccanova
Artist Paul Jasmin

Copywriter Peter Dyer
Client Saks Fifth Avenue
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Art Director Frank Biancalana

Designer Mabey Trousdel
Artist Mabey Trousdel

Copywriter Jim Johnson
Agency Young & Rubicarn

Client Armour
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Art Director Frank Biancalana

Designer Mabey Trousdell
Artis: Mabey Trousdell

Copywriter Jim Johnson
Agency Young & Rubicam

Client Armour
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Art Director Bill Harris

Designer Bill Harris
Photographer Charles Gold

Copywriter Dawson Yoman
Agency Doyle Dane Bernbach, Inc.

Client General Wine & Spirits Co.





Category 3
EDITORIAL DESIGN.
CDver, page, spread, section,
a inual report, house organ.
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Art Director

Designer
Photographers

Copywriter
Agency

Client

Douglas W. Price
Douglas W. Price
Douglas W. Price
David R. White
Virginia Housing Study Commission
Division of State Planning and
Community Affairs/Commonwealth of Virginia
Virginia Housing Study Commission





We Recommend
Establishment of a

State Department of
Housing
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We Recommend
Adoption of a Uniform
State Building Code
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ANDREW BOYD ON LIBERATING THE UN"
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Art Director Dick Hess

Designers Dick Hess
Ron Kajiwara

Artist Roger Hane
Publication Vista
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Art Director Mike Salisbury

Designer Mike Salisbury
Artist Levi/Strauss and Co.

Copywriter Lawrence Dietz
Publication West Magazine
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`DON'T SWAT! WE'RE YOUR FRIENDS'
(Such are the dreams of the everyday housefly
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Art Director Mike Salisbury

Designer Jonathan Heale
Artist Marty Evans

Copywriter Peter Bunzel
Publication West Magazine

AUGUST 29. 1971
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Art Director Gilles Daigneault

Designer Gilles Daigneault
Photographer Robert Marquis

Michel Campeau
Agency Perspectives Inc.
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Home is where you hang your childhood, hut that
was long ago - and the dreams of the small farms
and towns have turned to dust and nonc of us

can ever go hotne again.

Lath rear more Than a eIlablal Amentans
leave rural area our the sties

The towns and the larmy
the ranches and the homesteads.
the barns and the building..
the homes and the suers
are still Mere
roils the people are =song

An empty Impute it like a stray chigoe a body from which hie hat departed
-Samuel In tie! on Ton Way OP An Fostoo

ABILISTDONEDI
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Art Director Robert Hallock

Designer Robert Hallock
Artist Alan E. Cober

Publication Lithopinion
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Art Director Will Hopkins

Designer Phil Sykes
Photographer Pete Turner

Copywriter Elizabeth Alston
Publication Look Magazine
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`!.. he was lost, and is found"-St. LLke, Xl< 24

The Army of the Lost & Found
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Art Directors

Designers

Photographers

Copywriter
Agency

Client

Bernard Owett
Dione M. Guffey
Jonathan Fischer
Bernard Owett
Steve Strauss
Henry Ries
Bill Binzen
Diane Arbus
Bruce Davidson
Leon Kuzmanoff
Susan Wood
Ken Heyman
Bill King
Sid Olson
J. Walter Thompson Company
The Salvation Army

Bernard Owett
Richard Noble
Steve Salmieri
Bert Stern
Melvin Sokolsky
Ryszard Horowitz
Saul Leiter
Duane Michals



4.Irmffiont STORIES AND CRAYONS AND MOTHERS
Day care is no good unless it's a happy thing - basi-
cally what you have are children being cared for by
strangers; and it takes more than colored crayons
and fruit juice and music and storytelling. What you
need are experts, people who know how to tell stones,
for example; people who know how to reassure
mothers. What you really need is The Salvation Army.

FROM DESPERATE TO SECURE
A runaway girl may be one of the most basic symbols
of trouble in society. This is when The Salvation Army
tries to put up a STOP sign, to catch a girl before she
flees her problems. A girl in flight is a girl perplexed.
alienated, disturbed, the product of break-up, conflict,

s !I.

_

misunderstanding, the passionate and miserable
defeats that are marked down on police blotters as
"family quarrels:. There are no band -aids for this kind
of trouble; what you have to have are people like The
Salvation Army, organized in great depth to Kovide
aces of woods and sun porches, bicycles and camp-
fires, counseling and swimming, Sunday School and
camping. Above all, what you need is someone to
help a girl in trouble before the trouble starts. And
when you do something like this for a hundred years,
always adapting to the newest techniques, you get so
that you can take a young girl all the way from des-
perate to secure, from rootlessness to iesponsibility.
If the Army did nothing else, this work alone would
justify its existence.
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PART I

Man strains the powers

cf his mind Do explore that

amazing master of his body THE BFIFID
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Art Director Robert Clive

Designer Robert Clive
Photographer Lennart Nilsson

Artist Frank Armitage
Publication Life Magazine

It is the most Nosily organized bit of matter in the universe this
three pound electrochemical double handful of cells that
thrives on change allows us to move see anc think to cre-
ate to love and 34. conscious of our actions Snce man first
became aware s I its existence he has struggled to compre
hend as miracles and miseries punching cruse holes in the
bones that protect it and arbitrarily assigning moral and in-
tellectual values o the lumps and bumps on .ts outer surface
His goals then and now have been the same to lain a true un
derstanding of how the brain works and use the knowledge
not only to treat sisease but to improve the very quality of life
Today thousand. of scientists from dozens of disciplines are
pursuing these goals in the ultimate assault Dri mans last
great scientific former on earth Yet there are dificulties-and
dangers After a decade of intense study mary basic ques
tions remain unanswered In fact it is possible that the brain
may be governed by principles too complex Ibr it to grasp
And even if mar does learn to dismantle the Icom that spins
out his existeri he will find himself with knowledge that
could be misused This five part series will discuss the brain
basic cell the neuron pathways for emotion awareness and
intelligence what happens when brain biochemistry goes
wrong or drugs abuse it and the roots of our behavior
Here. in a rernarable sequence of pictures by Swedish pho-
tographer Lenn.rt Nilsson. the series begins with a tour
through the brain and the system of nerves fiat serves it
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Bone, blood and fluid guard its fragile parts
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THE
CHILD

The camera reaches into a secret world
The adult deludes himself that love and longing will lead
him to understand his onn lost world of childhood. It re-

mains largely hidden from him, and all he sees is fond or
painful mimicry of himself. Yet in the hands of alert, percep-
tive photographers, the camera can penetrate this barrier.
In this picture by K. Matsuzaki, there is a sense of the infant
drawing strength from the adoration of the mother. The pic-
tures on the pages to follow capture other dimensions of
the child's world of feeling. For an instant we can enter.
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Art Director Robert Clive

Designer Robert Clive
Photographers K. Matsuzaki

Georgia Brauer
Ken Heyman
Ralph Crane
Roger Mayne
Arnold Genthe
Alfred Eisenstaedt
H. S. Wong
Terence Spencer
Enzo Sellerio
Gertrude Kasebier
Suzanne Szasz
Toni Frissell
Irving Penn
Bruce Davidson

Publication Life Magazine
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Art Director Robert Clive

Designer Robert Clive
Artists Bob Shein

Robert Tallon
Publication Life Magazine
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Art Director John Vogler

Designer John Vogler
Photographer Bill Eppridge

Publication Life Magazine



ABOUT
COOICIMUIS

Once snoole and purely
functional, cookware now is
os deccvatrve os it is useful,
blossoming In color, pattern and
dawn.

While the bask rnoterwls used
for cookware remain the some,
they OM being used in new
combrnotions These mergers,
along with knishes Opp1011C110

exteriors or mtergs, can glue
cookware pieces a new "foci'
as well as increased efficiency,
versatility or durobolny. How
con you tell which will be the
most practical, cook the best and
stay good looking the longest?
Which materials and styles
require the least care?

As on aid to decnion-mokrng,
Redbook has prepared two
welts to beta range -top
ccokwore, one for the moterals
most cookware Is mode of, one

for the exterior finishes. As you
will see, there is rw one material
or combine/hart of menthe:11s and

finishes that is superior on oll
counts. Each has its own special
chorocterroks thot may make it
the best choice for you.

Although much of the
cookware described have con go
in the oven os well, the busk
Information deals specifically
with range -top performance.
For complete deans. please
Well to page
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Art Director William Cadge

Designer Bob Ciano
Artist William Cadge

Publication Redbook Magazine
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As winter comes and the rest of America begins to feel
the chill, central Florida just gets sunnicrand warmer.
Young families a ill find this region has lots to offer:
lakes, campsites, deep-sea fishing. cultural activities-
and Walt Disney World. an exciting new recreation area

I
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Art Director William Cadge

Designer Bob Ciano
Artist Hans -Georg Rauch

Publication Redbook Magazine
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Art Director William Cadge

Designer Bob Ciano
Artists Dean Brown

James Warner
Carl Fischer
Gordon Smith

Publication Redbook Magazine



I ,

"Illii,111 1!"-'





0 I





Section II
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MONTHLY SUPPLEMENT

February I. 1971

The First Americans
by Richard Hammer
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Art Director Jerry C. Demoney

Designers Jerry C. Demoney
Joe Sinclair

Artist Joan Landis
Copywriter Richard Hammer
Publication The New York Times Student Weekly
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Art Director Richard Weigand

Photographer Carl Fischer
Publication Esquire Magazine



NI4AbR
Dick Schaap on
New York's
Most Powerful 4
People
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Art Director Walter Bernard

Photographer Carl Fischer
Publication New York Magazine
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Art Director William Cadge

Photographer Carl Fischer
Publication Redbook Magazine
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Art Director Ernest Scarfone

Designer Ernest Scarfone
Photographer Bob Fletcher

Publication Nikon World
Client Ehrenreich Photo Optical Industries
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Art Director Ernest Scarfone

Photographer John Loengard
Publication Modern Photography
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Art Director Ernest Scarfone

Photographer Jay Maisel
Publication Modern Photography
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Art Director Ernest Scarfone

Photographer Raphael Landau
Publication Modern Photography
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Art Director Ernest Scarfone

Photographer Kishin Shinoyama
Publication Modern Photography
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Art Director Ernest Scarfone

Designer Ernest Scarfone
Photographer Douglas Faulkner

Publication Nikon World
Client Ehrenreich Photo Optical Industries
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Art Director Herb Bleiweiss

Designer Barbara Chapman
Photographer Jerry Abramowitz

Publication Ladies Home Journal
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Art Director Eric Gluckman

Artist Dick Hess
Writer N na Laserson

Publication Innovation
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Art Director Michael Gross

Designer Michael Gross
Artist Daniel Maffia

Copywriter Doug Kenney
Publication National Lampoon
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Art Director Elton Robinson

Designer Elton Robinson
Photographer Dean Brown

Publisher Whitney Commun.cations Corp.
Publication Art in America
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Art Director Walter Bernard

Artist James McMullan
Client New York Magazine
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Art Director Frank Zachary

Designer Norman S. Hotz
Photographer Arnold Newman

Publication Travel & Leisure Magazine
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Art Directo' Edmond Fenech

Artist David Levine
Publisher Metropolitan Opera Guild

PLblicztion Opera News Magazine



The Original Egg Cream -
Its Birth, Death and Transfiguration,

Or:
The Creaming of Uncle Hymie

By Daniel Bell

... If eggs thickened malteds, Uncle Hymie
reasoned, why not chocolate and cresun?..."
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Art Director Walter Bernard

Designer Milton Glaser
Artist Milton Glaser

Copywriter Daniel Bell



B F. Skinner Says

We Can't Afford Freedom

141
Art Director Louis R. Glessmann

Artist Don Ivan Punchatz
Publication Time Magazine
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Art Director Jerry Alten

Designer Laddie Marshack
Photographer Richard R. Hewett

Copywriter Linda Stenning
Client Merrill Panitt
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Art Director Joseph W. Knox

Artist Irwin A. Fleminger
Publication Medical World News
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Art Director

Designer
Artist

Agency
Client

Leslie A. Segal
Robert S. Nemser
George Haling
Corporate Annual Reports, Inc.
American Can



You are
what you throw away.
Secret garbage reports on:
Bob Dylan
Muhammad Ali
Abbie Hoffman
Neil Simon
See page 113

NOVEMBER 1971
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Art Directo- Gecrge Lois

Designe- Gecrge Lois
Photographer Car Fischer

Copywrite- George Lois
Agency Lois Holland Callaway Inc.

Client Esquire

THE MAGAZINE FOR MEN
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Art Director Dick Hess

Designer Dick Hess
Artist Folon

Publication Interface
Agency Richard Hess Inc.

Client Babcock & Wilcox
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Art Director Dick Hess

Designers Dick Hess
Marleen Adlerblum

Artist Folon
Publisher United Nations Association

Agency Richard Hess Inc.
Client United Nations Association
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NEW BEAT

IN THE HEART

OF BRITAIN
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Art Director

Artist
Publication

Ronald Campbell
Nicholas Solovioff
Fortune Magazine



1 5 1



152
Art Director Ronald Campbell

Artist Corner Jennings
Publication Fortune Magazine



Bright Fragments
of the
Corporate Essence

'

0"a hold
following pages *dike the eye and prove a pninr - that Mae Ja y Waca to, Yn.10,1. 'n
boardroom Corner Jennings On ly nine. an Atlanta alvert.stng exetubvt turned painter hi s taken
fragments of corporate bademeks and logotype) and ,endeed Pere m byte pants on large

The idea came to Jerrtinse aotet he did a *mire of variations on the CoceiCole had.
mark far a shoe, in Atlanta Thit essence of the mark it struck Jerry ngs was more apparent in the
fragments Than in the whole Would not the same be true for many 'Pinker trademarks and logos?
it seemed to ma that some of these had become so amber that you coukInt see them any mote
but by fragmenting them and stripping Mem down I would be Soeeible to see them free' apt. -

V.A.'. will mstenely renegers cone fragments bka the A P embalm toverkstirl Otters
WO mom abstract To identriy them turn to page ,fEl



Our Critical Shortage of Le Adership
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Art Director Ronald Campbell

Artist Burt Silverman
Publication Fortune Magazine



\Valking ly Dog
ilicNki Side
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Art Director Richard Wagen

Photographer Pete Turner
Publication Esquire Magazine
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Art Director Bob Daniels

Photographer Pete Turner
Publication Esquire Magazine
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156 Gold Medal Award
Art Director Gunter Halden

Photographer Pete Turne'
Publication Twen
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Art Director Ernest Scarfone

Photographer Pete Turner
Publication Modern Photography Annual



RED OR
WHITE

-NOWT()
PICK

THE BEST
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Art Directors Will Hopkins

Phil Sykes
Photographer Pete Turner

Copywriter Elizabeth Alston
Publication Look Magazine
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Art D.rector Richard Wagen

Photographer Pete Turner
Copywriter Harold Hayes
Publication Esquire Magazine
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Art Director John Nicholas Gerbino

Designers Anita Segal
John Nicholas Gerbino

Artist Anita Segal
Copywriters Paul R. Ehrlich

Ann H. Ehrlich
Publication New Woman Magazine
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Art Director John Nicholas Gerbino

Designers Anita Segal
John Nicholas Gerbino

Artist Anita Segal
Copywriters Paul R. Ehrlich

Ann H. Ehrlich
Publication New Woman Magazine
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Art Director John Nicholas Gerbino

Designers Anita Segal
John Nicholas Gerbino

Copywriter Jane Kinderlehrer
Publication New Woman Magazine
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Art Director

Designer
Artist

Publication

Kenneth Munowitz
Kenneth Munowitz
Zevi Blum
Horizon Magazine
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166
Art Director

Designer
Photographers

Agency

Client

Douglas W. Price
Douglas W. Price
Douglas W. Price
David R. White
Division of State Planning and
Community Affairs/Commonwealth of Virginia
Virginia Housing Study Commission
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Art Director William Cadge

Designer Ron Lucas
Artist Charles Lilly

Publication Redbook Magazine
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On Kafka and Kant
forlbur Maiden Aunt
Humor 'Divid Snell

171
Art Director David Olin

Artist Milton Glaser
Client Signature Magazine



172
Art Directors Milton Glaser

Seymour Chwast
Artist Milton Glaser
Client Audience Magazine



Six cars: 1

173
Designer Seymour Chwast

Artist Seymour Chwast.
Client McGraw-Hill



ptlatographer
max woldman

captures the sensuas
lyricism of the
unclad body
as dramatic
expression

174
Art Director Arthur Paul

Designer Kerig Pope
Photographer Max Waldman

Publication Playboy Magazine
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Art Director

Designer
Art ist

Publication

Arthur Paul
Tom Staebler
Roger Hane
Playboy Magazine



SHARK!

176
Art Director Arthur Paul

Designer Roy Moody
Artist Parviz Sadighian

Publication Playboy Magazine
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Art Director Arthur Paul

Designer Kerig Pope
Artist Martin Hoffman

Publication Playboy Magazine



The Harry Hastings Method

ly WARNER LAW
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Art Director Arthur Paul

Designer Len Willis
Artist Alex Ebel

Publication Playboy Magazine
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Art Director

Desigier
Artist

Publicat on
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tic

Arthur Paul
Tom Staebler
James McMullan
Playboy Magazine





nen wow
l- [\\1D\\AD 1.1\1)111

FISH STORY

r Am. ...1..m. Ito ..4bem  rim do padem   1.
pow =moms =MI      6. du.

181
Art Director Arthur Paul

Designer Ron Blume
Artist Doug Taylor

Publication Playboy Magazine
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Art Director Arthur Paul

Designer Roy Moody
Artist Herb Davidson

Publication Playboy Magazine



,O, NAL MOON*

EXECUTIVE
CHESS
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Art Director Arthur Paul

Designer Tom Staebler
Artist Gilbert Stone

Publication Playboy Magazine



184
Art Director Ernest Scarfone

Photographer Leslie Kri ms
Publication Modern Photography





Categor
186--)300

SALES
Booklet, poster, trademark,
lett?rhead, announcement, calendar,
bock jacket, record album,
package, point -of -sale.



herman miller summer picnic august 20,1971

186
Designers Stephen Frykholm

Philip Mitchell
Agency Marketing Resource &

Communications Group, Herman Miller, Inc.
Client Herman Miller, Inc.



Fly now.
Pay later.

HALLUCINOGENS- Acid-
Peyote-Meacaline-DMT
Hign lasts up to 16 no..is Can
produce visual distortion and
extreme emotional instability
that can lead to accidental
death or suicide. Illegal pos-
session. Up to 1 year Fines to
85.000

HEROIN-'H". Horse.
High lasts up to 12 hours An overdose
can tir fatal Users often develop hep-
atitis torn dirty needles. Possession
Up to I year. Fines to $5,000

..1111111144114110Shb. MARIJUANA-P7t-0MR
. . High lasts 2 to 4 r ours. Heavy use causes

loss of coordinate n and distortion of time
 and depth perce )tion Possession. Up to

1 year Fines to 35.000

STIMULANTS-Speed-Deities-
BenniesUps.

tter

Blue Shield

187
Art Director Max Rembold

Designer Max Rembold
Artist Norm Parker

Copywriter Jim Johnston
Agency Earle Ludgin & Co.

Client Blue Shield

High iasts 8 to 12 hours May
caul* a nressive behavior lead-
ing to aa ti-soc lel characteristics
Illegal gmssession Up to 1 year.
Fires to $5.000.

PF ESSANTS-Goofballs-
Redlards-Yellow Jackets.
High (Or low) lasts up to 10
hourx_ It taken with alcohol can
cause death Overdose often
cause of accidental death and
suicide Illegal possession. Up
to 1 }ear Fines to $5.000



0f el. ..ckels are Available Here
Also Good for admissicno.
art InvMule
3uSesle Museum of Alitcan American History
rrelc etuseum ci Natural History
Museem of Con emporary Art

188
Art Director Bill Bonnell

Designer Bill Bonnell
Artist Bill Bonnell

Agency Container Corporation of America
Client The Illinois Arts Council



Entry number 189
Art Director Chris Blum

Designer Chris Blum
Artist Charles White Ill

Copywriter Mike Koelker
Agency Honig -Cooper & Harrington

Client Levi Strauss & Co.
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190
Art Director Olaf Leu

Designer Olaf Leu
Agency Olaf Leu Design Divisions,

Client Roland Offsetmaschinenfabrik
Faber & Schleicher AG



the booRs of&alio
Georgian doorways in and around ritzwilliarn Square

191
Art Director Richard Boland

Designer Richard Boland
Photographer Robert Fearon

Copywriter Robert Fearon
Agency Friedlich, Fearon & Strohmeier

lient Irish Tourist Board



192 Gold Medal Award
Art Director Murray Smith

Designer Murray Smith
Artist Steve Horn

Copywriter Laurence Dunst
Agency Daniel & Charles Associates, Inc.

Client Help Unsell The War



OUR CUP RUNNETH OVER

193
Art Director Frank Gauna

Designer Frank Gauna
Artist Frank Gauna

Copywriter Frank Gauna
Client Acme Products
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194
Art Director

Artist
Copywriter

Richard B. Luden
Murray Tinkelman
Murray Tinkelman
Sweet Companys
Warlock
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196
Art Director Rick Horton

Designer Rick Horton
Copywriter Rick Horton

Agency VanDine Horton Inc.
Client Bob Killen



197
Art Director Bill Caldwell

Designer Bill Caldwell
Artists Bill Caldwell

Roger Chavez
Agency Virginia Lithograph

Client Virginia Lithograph
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198
Art Director William McCaffery

Designer William McCaffery
Artist Wiliam McCaffery
Client Wasserman, Czuy & Frogg
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cue's collection of 100west side restaurants
midtown

199
Art Director William McCatfery

Designer William McCaffery
Photographer Donald Mack

Client Cue Publishing Co.
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200
Art Director Tony Palladino

Artist Tony Palladino
Copywriter Tony Palladino

Client Tony Palladino



201
Art Director

Designers

Photographers

Agency
Client

Ronald Wolin
Ronald Wolin
B. Parker
Martin Gunsaullus
I. Gomez
The Ronald Wolin Company
United Artists Records



202
Art Director

Designers

Client

Tony Lane
Tony Lane
Phil Carroll
Fantasy Records



Drugs kill.
Odyssey House
treats young
addicts
who need help.
Now we need
your help.

Send any
amount to:
Garden State
Odyssey House
61 Lincoln Park
Newark

203
Art Director Bob Salpeter

Designer Bob Salpeter
Photographer N.Y. Daily News Staff

Copywriter Mike Gorner
Agency Lopez Salpeter Inc.

Client Odyssey House



204
Art Director

Designer
Photographers

Copywriters

Client

R. V. Paganucci
R. '. Paganucci
BilkFarrell
Jim B-oderick
Pete Yaremko
ChErley Force
IBM Corporation

Airline management
in the soaring seventies
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Entry number 205
Art Director John Rieben

Designer John Rieben
Artist John Rieben

Copywriter Colorado Ski Country USA
Publisher Colorado Ski Country USA

Agency Genesis, Incorporated
Client Colorado Ski Country USA



206
Art Director

Designer
Artist
Client

Marvin Schwartz
George Osaki
Frank Lafitte
Angel Records



f"ti rklarvt (Mitrbell) Wier

207
Art Directors Don Weller

Dennis Juett
Designer Don Weller

Artist Don Weller
Agency Weller & Juett Inc.

Client Margaret (Mighell) Weller
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Art Di rector

Designer
Artist

Agency
Client

AMERICAN
REVOLUTION

BICENTENNIAL
1776-1976

U S POSTAGE 8c

AMERICAN
REVOLUTION

BICENTENNIAL
1776-1976

Bruce Blackburn
Bruce Blackburn
Bruce Blackburn
Chermayeff & Geismar Associates
American Revolution Bicentennial Commission



The last of the Third Reich's imprisoned leaders
and the truth behind his bizarre flight to Scotland

J. Bernard Hutton

209
Art Director Bob Mitchell

Designer Alan Peckolick
Artist Margaret Malast

Agency Alan Peckolick Graphic Design
Client Macmillan Co.
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Art Director Robert Cipriani

Designer Robert Cipriani
Artist Anthony J. Russo

Copywriters Beth Anderson
Beth Fricke

Agercy Gunn Associates
Clie-it Dennison Manufacturing Co.
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Art Director Harris Lewine

Designer Seymour Chwast
Artist Seymour Chwast

Copywriter Barbara Fried
Client McGraw-Hill Book Company
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212
Art Director Arnold Saks

Designers Arnold Saks
Tomas Nittner

Copywriter George Barlow
Client Sanders Printing



213
Art Directors Phillip Dark

Richard Danne
Designer Richard Danne

Photographer John Bechtold
Cop riter Jack Fellner

ency Campbell-Mithun
lient Kimberly-Clark
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214
Art Director Richard Danne

Designer Richard Danne
Client Richard Danne-New Center Inc.



r as

Healthy,
Wealthy &
Wise.

215
Art Director Bradbury Thompson

Designer Bradbury Thompson
Publisher Westvaco Corporation



216
Art Directors James Witham

Ralph Moxcey
Designers James Witham

Ralph Moxcey
Copywriter Nelson Lofstedt

Agency Humphrey Browning MacDougall
Client S. D. Warren



SIMMS

JCPenney

217
Art Director Peter Raucti

Designer Peter Rauch
Artists Carol Johnson

Orens Van
Copywriter Maryann Symons

Agency Peter Rauch Inc.
Client J.C. Penney



218 Gold Madal Award
Art Director Craig Braun

Designer Craig Braun
Concept Andy Warhol
Agency Craig Braun Inc.

Client Rolling Stones Records



219
Art Director Ivan Chermayeff

Designers Ivan Chermayeff
Sandra Erickson

Photographer Carmine Macedonia
Agency Chermayeff & Geismar Associates

Client Pan American World Airways



220
Art Director Fredun Shapur

Designer Fredun Shapur
Client Creative Playthings



WHERE HAVE I BEEN ALL YOUR LIFE?

Born 25 years ago of a rich daddy and a beautiful
mummy. I had everything going for me.

At twelve. after being seen by Grannie at Epsom
eating fish and chips out of a newspaper. I was literally
packed off to Roedean to learn the error of my ways.
And he turned into the perfect little prig everyone
expects a Roedean girl to he.

In my teens I surprised everyone. including
myself. by managing to get lots of D. and A levels.

At this point I was let loose on the World. firmly
intending not to work. For a year I succeeded.
Then father timidly suggested that I earn my keep.

Publishing seemed a good idea. So I became an
editorial assistant on lovely old-fashioned Teacher's
World. I was stuck away in a Barrett high above
Russell Square 'looking things up like Elizabeth
Barrett Browning's birthday. And writing captions for
exciting pictures 'Susanna Stuble (age 14) receives her
blue ribbon prize from Lady LiliaGlissen (left): Well. at
least I was writing something other than stationery
requisitions.

Next? Assistant Editor for Mayflower books.
Pulp sex novels. Fanny Hill. My education was
complete. Then a year at Allardyce Palmer.
Then P.R. Ugh! Then a stint as a senior writer at
Lonsdale Crowther.

By now a talented young copywriter. I joined
Maisey Mukerjee Russell - great guys. great work. but
lousy pay! So now I'm looking for a job that lets me do
great work for great pay or at least something
reasonable.

Maybe with you?
Lynne Carey.

2(1 Church Grove. Hampton Wick. Surrey.

221
Art Director Peter Maisey

Designer Peter Maisey
Photographer David Smith

Copywriters Kim Mukerjee
Lynne Mukerjee

Client Maisey Mukerjee Russell Ltd.
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222
Art Director Yoko Ono Lennon

Designer Yoko Ono Lennon
Artist Yoko Ono Lennon

Agency Apple Records
Client Capitol Records, Inc.



223
Art Director Phil Dark

Designer Nicholas Sidjkov
Artist Nicholas Sidjkov

Copriter Grant Ross
Agency Campbell-Mithun, Inc.

Client Kimberly-Clark
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224
Art Director Thayne Madrid

Designer Thayne Madrid
Artist Ignacio Gomez

Copywriter Anne Medlin
Agency Vatican II, Inc.

Client Thayne Madrid & Associates



225
Art Director Margo Herr

Designer Carl Berkowitz
Artist Carl Berkowitz

Agency Doubleday Publishing Co.
Client Doubleday Publishing Co.



226
Art Director

Designer
Artist

Agency
Client

Craig Braun
Walter Velez
Tony DiMiceli
Craig Braun, Inc.
Columbia Records



Watson-Gupdll Publications

are proud to be selected

as the publishers (idle

51st Annual of Advertising,

Editorial, and Television

Art and Design for

The Art Directors Club

of New York



Lindenmeyr Paper Corporation
PAPER MERCHANTS SINCE 1895

NEW YORK CARLSTADT PHILADELPHIA LANCASTER BOSTON" HARTFORD/ NEW HAVEN

Laboratory Service
35mmel6mm

super8mm
Trkj

SLIT) CS
bebell

SLIDE &FILMSTRIP LAB DIVISION
416 West 45 St. New York 10036
PHONE: (212) 245-8900
CABLE: LABSBEBELL, NEW 1 OBK

WRITE, WIRE, PHONE FOR PRICE LIST

FORMATT
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From cover,to cover, the all new
FORMATT Catalog No. 4 contains

more information about how and
where to use FORMATT cut-out
acetate art aids than has ever
before been available.

This, plus the widest variety of
letters, arrows, borders, symbols
and shading mediums offered by
a single source, makes FORMATT

Catalog No. 4 an indispensable
tool in every creative design de-
partment.

See for yourself! Ask your art
material supplier for your FREE
copy of FORMATT Catalog No. 4
today, or write to:

r -MAIL THIS COUPON FOR YOUR FREE FORMATT CATALOG='
GRAPHIC PRODUCTS CORPORATION ADA

3601 Edison Place, Rolling Meadows, Illinois 60008I FORMATT
I ,AMF

A:Di-ESS

I CITY

TITLE

STAN _ZIP



RC PUBLICATIONS, INC.

Publishers of

PRINT
America's Graphic Design Magazine

$14 one year-$22 two years

PACKAGING DESIGN
The Magazine for Packaging Decision Makers

$11 one year-$18 two years

DESIGN &
ENVIRONMENT

The Interprofessional Magazine for Architects, Engineers,

City Planners, Landscape Architects, Designers

$11 one year-$18 two years

SUBSCRIPTION OFFICES: 6400 Goldsboro Road, Washington, D.C. 20034



GREAT
ADS

START
WITH A
GREAT
IDEA!

Then it's up to you - the commercial
artist - to transform that idea into the
reality of an effective advertisement. It
takes your talent and imagination and
skill to put it all together. We manufac-
tu-e the tools and materials to make yoJr
jot a little easier: fine Sable BrushEs,

smooth -flowing Mandarin Drawing Inks,
Designers' Water Colors, Artists Draw-
ing Pads and lots more. Top designers
demand the finest equipment. That's
why Winsor & Newton products are
usually around wherever the best ideas
are found.

W WINSOR &NEWTON INC.
Mots far (he Professiunal

555 WINSOR DRIVE, SECAUCUS, NEW JERSEY 07094
Canadian Agents: The Hughes Owens Company, Ltd , Montreal  Californian Dist.: Diamond National Corp., Art Materials Dept., San Francisco



1(11c? rArlIV.,

and dial (212) 255-1600
to fill your paper needs with
quality and dependability.

BALDWIN PAPER COMPANY
161 Avenue of the Americas
New York, New York 10013

AN ALCO STANDARD PARTNER

MAGAZINES REVITALIZED!
Here's how Edigraph's proven methods
have helped top publications improve ap-
pearance, legibility, increased service and
usefulness to today's demanding reader:

Written critique: includes all elements.
Redesign of publication: cover, inside pages.

E Subscription program: twelve month basis.
E Seminar: demonstration

-lecture on premises.

For estimate: send copy of your
publication to: George Samerjan, President, Edi-
graph, Inc., Cantitoe Street, Katonah, New York.

EDIGRAPH INC.

As black
as your heart

could desire
Blacker than your wildest dreams, waterproof Black Magic

by Higgins. Lays down smoothly without feathering or running
on acetate, plastic materials, board, paper or tracing cloth.

Ask for Black
Magic in the one
ounce bottle with
the twist -off drop-
per stopper cap
at your favorite art
materials dealer.

**Faber -Castel -Higgins
41-47 Dickerson St., Newark, N.J. 07103

CREATIVE PAPERS FROM
THE PAPER PEOPLE

Artists, Designers and Art Directors are
constantly striving for newer, fresher

and important ideas to express the trends of
our time aid transfer their reactions into a

vital visual force.

Creativeartists' papers are necessary
to accomplish the transition from

inspiration to reality.

Bienfang layout and visualizing papers,
Bris-ol Boards and Illustration Boards have

gained their place among that series of events,
which L pon completion becomes the magical

quantity known as a work of art.

Enhance vou - creative craftsmanship by beginning
wits paper and board from the paper people.

bp
Bienfang Paper Co.
Division of Hunt Manufacturing Co
Metuchen, N. J. 08840



Standout!
To move merchandise, a package has to be a standout . . . on the shelf

or in an advertisement. Crisp reproduction is essential.
Beck color separations and engravings are helping to move

some of the biggest names in merchandise.

Beck consistently produces high quality in all three processes
... gravure, offset and photoengraving ... for advertising and packaging.
When you've got to reproduce the same copy by more than one process,

think of Beck. Ask your Beck man to show you samples.

THE BECK ENGRAVING COMPANY, INC.,
New York, Philadelphia, Atlanta.
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just
these three
meet all your needs!

BAINBRIDGE
ILLUSTRATION BOARDS
#172 Smooth, #80 Medium, #169 Rough

Try this trio of quality boards. You'll find they meet
all the surface requirements you need for
practically every medium and technique... including
Kromo Lite and DropDot processes.
In the finished job the board makes the difference -
and Bainbridge makes the best!

BAINBRIDGE

CHARLES T. BAINBRIDGE'S SONS
sup or

* ILLUSTRATION BOARDS
* DRAWING BRISTOLS

MOUNTING BOARDS
* SHOW CARD BOARDS

* MAT BOARDS
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Graphic Products Corporation

Lindenmeyr Paper Corporation

R. C. Publications, Inc.

Winsor & Newton Inc.
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Lane, Tony, 202
LaPerle, Thom, 106
LaRosa, Joseph, 48
Layport, Ronald, 53
Lee, Ed, 254, 317
Lehman, Acy R., 273
Lennon, Yoko Ono, 222
Leu, Olaf, 190, 327, 328
Levitt, Herb, 304
Levy, Bill, 195
Levy, Dick, 288
Lewine, Harris, 211, 258, 281
Lienhart, James, 243
Lloyd, William J., 279
Lois, George, 148
Lubalin, Herb, 265, 267
Lubge, Reiner, 282
Luden, Richard B., 194, 303, 305

McCaffery, William, 198, 199
McCarron, Len, 349
Madrid, Thayne, 224
MaHarry, Robert, 35
Maisey, Peter, 221
Manketo, Elliott, 29, 30
Mantel, Richard, 249, 256, 311
Marino, Dom, 14
Mastrianni, John B., 322
Messina, Joe, 276
Miho, James, 231, 233
Miller, Martin, 110
Mitchell, Bob, 209
Mitchell, Doug, 324
Mitchneck, Marvin, 45
Moore, David P., 119
Morrell, John F., 235
Moxcey, Ralph, 81, 216, 248
Munowitz, Kenneth, 144, 165

Nava, Richard, 257
Needleman, Robert, 25, 240
Niborg, Joan, 54, 55
Nicolo, Frank, 18, 19, 20

Normandia, Alphonse, 351, 352

O'Blak, Frank, 319, 320
Odette Associates, Inc., 107
Olin, David, 171
Owett, Bernard, 97

Paganucci, R. V., 204
Palladino, Tony, 200
Pantano, Dick, 237
Paul, Arthur, 174, 175, 176, 177,

178, 179, 180, 181, 182, 183
Paulus, Stan, 32
Pearson, John E., 245
Perl, Dave, 67
Pfiffner, Gerald, 31
Piccirillo, Charles, 10
Pitt, Robert, 26
Price, Douglas W., 90, 166
Puckett, Kent, 312
Puhy, Joe, 314

Rauch, Peter, 72, 217, 304, 326
Redler, Harry, 122
Regan, Ted, 343
Rembold, Max, 187
Restivo, Leonard, 300
Rhodes, Silas, 316
Richards, Stan, 114, 247
Rickabaugh, Heidi, 259
Rickabaugh, Robin, 259
Rieben, John, 205
Rieger, Howard, 77
Robinson, Elton, 136
Roccanova, Frank, 86
Romanoff, David, 313
Ross, Charles, 292
Rossetti, Domenick, 344

Saks, Arnold, 212
Salisbury, Mike, 92, 93, 168
Salpeter, Bob, 203
Sausville, Ken, 356
Scarfone, Ernest, 127, 128, 129,

130, 131, 132, 157, 184
Schindelman, Joe, 261
Schramek, Don, 32
Schreckinger, Sy, 2, 5, 335
Schwartz, Marvin, 206
Seeff, Norman, 268, 269, 270,

271, 272
Segal, Leslie A., 147
Sehring, Harry, 260
Seidler, Sheldon, 115, 234
Shankle, Georgia, 7, 8, 9
Shapiro, Al, 32
Shapur, Fredun, 220, 262
Silverstein, Louis, 118
Slater, Don, 63, 64, 65, 66
Smith, Bill, 353
Smith, Murray, 192
Sosnowski, John. 47
Srebnick, Jean, 323
Stack, Richard, 242
Suares, J. C., 118
Swan, Jim, 346
Sykes, Phil, 158

Tanen, Norman, 17, 34
Team, Virginia, 250, 252, 253,
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Thompson, Bradbury, 215
Tortoriello, Don, 341
Tscherny, George, 294

Volger, John, 101

Wagen, Richard, 154, 159
Weigand, Richard, 124
Weintraub, Al, 75
Weller, Don, 207
Weller, Jim, 297
Wiseltier, Dave, 21, 22, 23, 329
Witham, James, 81, 216, 248
Wolin, Ronald, 201

Zachary, Frank, 138
Zelenko, Harry, 79
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Georgian doorways in and around Fitzwilliam Square.

301
Art Director Richard Boland

Designer Richard Boland
Photographer Robert Fearon

Copywriter Robert Fearon
Agency Friedlich, Fearon & Strohmeier

lient Irish Tourist Board
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Art Director Frank Biancalana

Artist Alan Brooks
Copiriter Alan Katz
ency Hurvis Binzer & Churchill
lient Collins, Miller & Hutchings
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Art Director Richard B. Luden

Artist Murray Tinkelman
Copywriter Richard B. Luden

Agency Sweet & Company
Client Artists Guild
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Art Directors Peter Rauch

Herb Levitt
Designers Peter Rauch

Herb Levitt
Artist Tim Lewis

Copywriters Peter Rauch
Herb Levitt

Agency Peter Rauch Inc.
Client Quad Typographers Inc.
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Art Director

Artist
Copywriters

Agency
Client
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Art Director Bob Cato

Designer Bob Cato
Photographer Norman Seeff

Client Capitol Records
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Art Directors

Designer
Artist

Agency
Client

CHANGES
MOTORCYCLE IRENE

SOMEDAY
MURDER IN. MY HEART

HIM THE JUDGE
TRUCKING MAN

.
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John Berg
Virginia Team
Ron Coro
Virginia Team
Columbia Records
Columbia Records



Art Direct3crs John Berg
Virginia Team

Designer Virginia Team
Artists Bill Imhoff

Fred Swanson
Agency Columbia Records

lient Columbia Records
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Art Director John Berg

Designers John Berg
Ron Coro

Artist Don Wilson
Agency Columbia Records

Client Columbia Records



Mac. Davis I Believe In Music
Produced By The Tokens And Dave Atwell For Three Dimension \Imager -lent, Inc.
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Sal Ditrota
Dave Appell Rhythm

Mitchell Margo Rhythm
'Al Kooper Electric

Eriz Weisberg Steel
Mac Davis Acoustic
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Kirk Hamilton

KLYBOARDS
Ron Frangipane
Mitchell Margo
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Phil Margo

Mitchell Margo
Henry Metres

NEW YORK STRINGS AND /IORNS
CH0RUS

Cissy Houston Singers
Jay Siegel Singers

SWEETENING
Ron Frangipane

ENGINEERING AND MIXING
Pete Weiss

(41; RECORDED AT OLMSTEAD STLDIOS
NEW YORK, NEW YORK

SPECIAL THANKS TO
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310
Art Directors Virginia Team

John Berg
Designer Virginia Team

Alist James McMullan
AgEricy Columbia Records

Client Columbia Records
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Harp9chord

311
Art Directors

Designer
Artist

Agency
Client

John Berg
Richard Mantel
Richard Mantel
James Grashow
Columbia Records
Columbia Records



312
Art Director Kent Puckett

Designer Mabey Trousdell
Artist Mabey Trousdell

Copywriter Jim Dietrich
Agency Lawler Ballard Little Adv.

Client City of Norfolk
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Art Director David Romanoff

Designer Mabey Trousdell
Artist Mabey Trousdell

Copywriter Mabey Trousdell
Client USV Pharmaceutical Corp.
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Art Director Joe Puhy

Designer Mabey Trousdell
Artist Mabey Trousdell

Copywriter Bob Pearson
Agency Young & Rubicam

Client Chrysler Corporation



neurotic anxiety
can incapacitate
the patient

so can
sedative
tranquilizers

STILAZINE
TRIIIAPOPENAMNE ESL
lets the neurotic patient remain
calm, but active

SY* Am 44
ow* tomor 41,0

caw 4r. .* fa*
 dr* tom. *Wane

ram.-
Ira awkLov

me...I *ma
0.1 me*

...moo ***mll dr

.1. Iv* 4r.S
,* ...raw  oordm.

.41 cvmor.
I. FA .4. *moo.

315
Art Director Alan J. Klawans

Designers Alan J. Klawans
Jim Lakis

Artist Donald Punchatz
Copywriter Jean Horky

Agency Smith Kline & French Laboratories
Client Smith Kline & French Laboratories
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316
Art Director Silas Rhodes

Designer Cristos Gianakos
Photographer Cristos Gianakos

Copywriter James Wines
Agency Ancona/Gianakos Inc.

Client The School of Visual Arts/SITE
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Books acid to the fun

318
Art Director Andrew Kner

Designer Andrew Kner
Artist Edward Sorel

Copywriter Louise Francke
Client The New York Times Sunday Book Review



CA Medical History of

SIR ISAAC NEWTON

319
Art Director Frank O'Blak

Designer Frank O'Blak
Artist Charles B. Slackman

Copywriter Benjamin S. Abeshouse
Agency Robert E. Wilson Inc.

Client Eaton Laboratories
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Art Director Frank O'Blak

Designer Caroline Waloski
Artist Alex Gnidziejko

Copywriter Benjamin S. Abeshouse
Agency Robert E. Wilson Inc.

Client Eaton Laboratories
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321
Art Director Leonard Blasko

Designers Leonard Blasko
Mabey Trousdell

Artist Mabey Trousdell
Photographer Bender, Tunison Inc.

Copywriter Preston Moore
Agency The Griswold -Eshleman Co.

Client Harnischfeger



322
Art Director John B. Mastrianni

Designer John B. Mastrianni
Photographer John G. McConnell

Copywriter Robert Dishon
Client Urban Investment and Development Co.



323
Art Director Jean Srebnick

Desigier Jean Srebnick
Artist Tom Jackson

Copywriter Armen Hagopian
Agency Jean Srebnick

Client Limbo
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325 Gold Medal Award
Art Director John Berg

Designer John Berg
Artist Philip Hays
Client Columbia Records



In 679 years, the only way we've
found to really improve Pilsner Urquell
is put it in bottles.

The oldest beer in the world.
Imported from Pilsen.

326
Art Director

Designer
Photographers

Copywriter
Agency

Client

Peter Rauch
Peter Rauch
Henry Sandbank
James McMullan
James Parry
David Selders Adv./Peter Rauch Inc.
All Brands Importers
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327
Art Director Olaf Leu

Designer Olaf Leu
Photographer Pete Turner

Publisher Druckfarbenfabrik Gebr. Schmidt
GMEH



328
Art Director Olaf Leu

Designer Olaf Leu
Photographer Pete Turner

Publisher Druckfarbenfabrik Gebr. Schmidt
GMBH



Miller Eye.
Around the corner from Gucci.

A few doors from Kenneth.Up the block
from Chock Full O'Nuts.

The unexpected part of I. Miller 11 East 54th Street

329
Art Director Dave Wiseltier

Designer Dave Wiseltier
Photographer Roy Carruthers

Copywriter Lew Sherwood
Agency Herbert Arthur Morris

Client I. Miller Shoes



330 -+ 359

Categor 7y
ISION IAL.

Station promotion, show opening,
industrial or corporate promotion
film, multi -media promotion.



(ANNOUNCER):
If you want to go to Europe this summer

and you put it off,
then you're going to end up

spending another summer
not doing what you want to do.

And that's no way to live your life
and you know it.

Especially when you're 40 or 45 or 50.
You find yourself remembering not so much

what you did with your life
but what you didn't do with it.

So you can put off going to Europe
this summer because you don't want to
touch the money you've stashed away.

Or, you can put off going
because of the economy.

(VOICE OVER):
Either you let your life slip away

by not doing the things
you want to do.

Or you get up and do them.

330
Art Director

Designer
Copywriter

TV Director
TV Producer

Production Company
Agency

Client

Amil Gargano
Amil Gargano
Bob Kaplan
Mike Cuesta
Bob Schenkel
Stang Lang Productions
Carl Ally Inc.
Pan American World Airways

Seeyour Pan Am travel agent.
Hell help you work it out.



(ADULTS SPEAK WITH
CHILDREN'S VOICES):
"I like the Buffalo,
he's in my book."
"I like the Gor-r-r-r-ilaa".
"What are those monkeys doing?"
(VOICE OVER): "The Baltimore Zoo .. .

for kids of all ages."

331
Art Director

Photographer
Copywriter

TV Director
TV Producer

Production Company
Agency

Client

Gold Medal Award
Lee Bonner
Ben Fowke
Jack Goldenberg
Lee Bonner
Lee Bonner
Cinemalyptus
Burns Keene Katz Lord and Jefferson
The Baltimore Zoo



(ANNCR): A Volkswagen Campmobile
can take you away from it all.

Away from over crowded hotels
and over priced restaurants

in less than 5 minutes
a Volkswagen Campmobile can turn

into a station wagon

and take you away from it all.

332
Art Director

Designer
Copywriter

TV Director
TV Producer

Production Company
Agency

Client

Gold Medal Award
Roy Grace
Roy Grace
John Noble
Melvin Sokolsky
Susan Calhoun
Directors' Studio Inc.
Doyle Dane Bernbach Inc.
Volkswagen of America
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(MUSIC: ROMANCE THEME)

ANNCR: If the closer he gets . . .

... the fatter you look,
get So -lo lowfat milk.
One of the fat fighters from Foremost.
They make the battle
a little easier.

333
Art Director

Photographer
Copywriter

TV Director
TV Producer

Production Company
Agency

Client

Gold Medal Award
A. Gig Gonella
Jerry Omens
Patrick Mclnroy
John Urie
A. Gig Gonella
John Urie & Associates
Dancer -Fitzgerald -Sample, Inc.
Foremost Foods Company



(VOICE OVER):
You are about to see how a pick pocket works.

Man No. 1 lifts the wallet.
And passes it to man No. 2. t

Because it could happen to you.

334
Art Director

Designer
Photographer

Copywriter
TV Director

TV Producer
Production Company

Agency
Client

Gene Calogero
Gene Calogero
Horn/Griner
Ross Rosenberg
Horn/Griner
Bob Cox
Horn/Griner
Ogilvy & Mather
American Express
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We sell life insurance.
But our business is life.

(VOICE OVER):
They could have been saved.
Metropolitan Life
went on a door to door campaign.
A diptheria injection became routine.
We sell life insurance,
but our business is life.

335
Art Director

Designer
Photographer

Copywriter
TV Director

TV Producer
Production Company

Agency
Client

Sy Schreckinger
Sy Schreckinger
Horn/Griner
Larry Spinner
Horn/Griner
Roger Vaughn
Horn/Griner
Young & Rubicam
Metropolitan Life



(ANNOUNCER):
Vietnam,

a game everyone is playing
whether they want to or riot.

You play this game
with real American lives.

You play this game
with real American dollars.

336 Gold Medal Award
Art Director Tony Gill

Photographer Amir Hamed
Copywriter Doug Washburn

Director Fred Petermann
Producer Deed Rossiter



Illinois Bell

Illinois tell
tosilable in mostnnununitii%

(MUSICAL FANFARE
OF THEATER ORCHESTRA,
FOLLOWED BY APPLAUSE.
BOY AND GIRL SINGERS):

We've got Touch -Tone.
What more can you ask from life?

(BOY): All those buttons ... play nice music ...
(GIRL): Eight great colors ... Trimline
and Princess too.

(BOY): Pick up your old phone ...
(GIRL): Order a new phone.
(CHORUS):
We've got Touch -Tone ...
What more can you ask from life? ...
Get a Touch -Tone telephone.

337
Art Director

Designer
Copywriter

TV Producer
Production Company

Agency
Client

Don Jackson
Frank Terry
Lee Cirillo
John Ewing
Spunbuggy Works
N.W. Ayer/Chicago
Illinois Bell Telephone Company



(ANNOUNCER):
Andy what do you think of the taste

of Listerine Antiseptic?
(ANDY): Terrific ... really, terrific taste!

Hey that wasn't so good ... lemme do it over.
I use it ... but it tastes crummy.

338
Art Director
Copywriter

TV Director
Producer

Production Company
Agency

Client

Dick Bennett
Penny Hawkey
Joe Pytka
Bernard Owett
Fournier & Pytka
J. Walter Thompson Company
Warner-Lambert Company



(ORIENTAL MUSIC
THROUGHOUT COMMERCIAL):

(VOICE OVER):
People are pretty much the same all over
when it comes to taking pictures.
Except for the film they use.
Because the Japanese have traditionally
been so sensitive to beautiful color,
they've developed a uniquely
beautiful color film ...
one that gives you color.
It's called Fuji film.
And now you can use it.
For memories as beautiful as the people
you're photographing.
Japanese color is here.

339
Art Director

Designer
Copywriter

TV Director
TV Producer

Production Company
Agency

Client

Robert Giraldi
Robert Giraldi
Dick Raboy
Dick Stone
Robert Giraldi
Stone Productions
Della Femina, Travisano & Partners
Fuji Photo Film, Inc.



340
Art Director
Cameraman
Copywriter
TV Director

TV Producer
Production Company

Agency
Client.

They came to England
over 300 years ago.

Three magnificent stallions.

They're remembered
not for the races they won

but for the breed
of horses they started -

the Thoroughbred race horse.

... till the Thoroughbred
became the fastest animal

in the world.
. . . only the very fastest

sons and daughters of these horses
get to run at Aqueduct

and Belmont Park.

Gold Medal Award
Harvey Gabor
Haskel Wexler
Pacy Markman
Cal Bernstein
Phil Messina
Dove Films
McCann-Erickson, Inc.
The New York Racing Association Inc.



Once upon a time
you picked up an empty bottle
and you got 2C.

And that was incentive enough.

Today, 2C doesn't mean too much
and we need another incentive
to pick up our empty bottles.
How's this for an incentive?
We'll be able to tell
our streets and playgrounds
from our junkyards.

341
Art Director
Cameraman
Copywriter

TV Director
TV Producers

Production Company
Agency

Client

Gold Medal Award
Don Tortoriello
Peter Osis
Pacy Markman
Don Tortoriello
Pacy Markman
Don Tortoriello
E.U.E.
McCann-Erickson, Inc.
Coca-Cola, USA



I'd like to buy
the world a home

and furnish it with love.

Grow apple trees
and honey bees,

and snow white turtle doves.

I'd like to teach
the world to sing

in perfect harmony.

I'd like to buy
the world a Coke

and keep it company.

342
Art Director
Cameraman

Song Writers

TV Director
TV Producer

Production Company
Agency

Client

Gold Medal Award
Harvey Gabor
Giuseppe Rotummo
William Backer
Billy Davis
Roger Cook
Roger Greenaway
Roberto Malenotti
Phil Messina
Roma Films Service
McCann-Erickson, Inc.
Coca-Cola, USA
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DR. NOLEN:
If there was something I could do
to make cars safer, and to make
the penalty for unsafe driving higher.

I have absolutely no sympathy
for the person who breaks the rules
in driving ...
If that man looks to me
as though he's been drinking,
I sometimes have to walk out of the room
and calm down for 30 seconds
before I can come back and treat him,
because I'm so furious at him.

(VOICE OVER):
At INA we're working hard
to save lives and keep the cost
of life insurance down.
You can help.
Demand safer roads and cars.
Don't drink and drive.

343
Art Director

Designer
Copywriter

TV Producer
Production Company

Agency
Client

Ted Regan
Frank Campana
Dan Tamkus
Gaston Braun
Jenkins/Covington
N.W. Ayer/Philadelphia
Insurance Company of North America



(MAN 1):
Happy anniversary, Ralph!

(MAN 2):
Happy anniversary, Teddy!

(MAN 3):
We are assembled here tonight

to celebrate a very fruitful first year
in the city of New York.

(ALL):
Yeah! Yeah! Yeah!

(MAN 3):
So we have decided to give away

20 of these little beauties.

344
Art Director

Copywriter
TV Director

TV Producer
Production Company

Agency
Client

Domenick Rossetti
Patrick Pittelli
Joe DeVoto
Domenick Rossetti
Stan Lang Productions
Young & Rubicam, Inc.
Dr. Pepper Company



(MAN 1):
What if you've got a problem
that you can't handle.
And you need a lawyer.
You'd pick up the phone
and get one. Right?

But what if you've got a problem
that you can't handle
and you're poor?

(MAN 2):
And believe me,
if you're poor,
whether you're black or white,
you've got problems.
What would you do then?
Who would you go to?
What's going to happen to you?

345
Art Director

Designer
Copywriter

TV Director
TV Producer

Production Company
Agency

Client

Herb Kepke
Herb Kepke
Dorothy Perillo Linder
Neil Tardio
Neil Tardio
Centrex Prod. Co.
Young & Rubicam, Int., Inc.
Legal Aid Society



(MUSIC)
(VOICE OVER):

This is Jean Pierre Saint Jacques.
He lives in a very special place.

The place where Jean Pierre lives
has taught us

that no matter how big you are,
you can still be human ...

Montreal.

346
Art Director

Photographer
Copywriter

TV Director
TV Producer

Production Company
Agency

Client

Jim Swan
Mario de Leo
Dorothy Perillo Linder
Bob Eggers
Ed Bianchi
McShane/Bethune
Young & Rubicam, Int., Inc.
Eastern Air Lines, Inc.

*,



(VOICE OVER):
When you send your kid out to play
with a cut . . .

If he still has a cut,
he needs a Band-Aid adhesive bandage.

It protects the scab
from getting knocked off.

The scab protector.

347
Art Director

Photographer
Copywriter
TV Director

TV Producer
Production Company

Agency
Client

Stew Birbrower
Don Cohen
Mike Becker
Murry Bruce
Mike Schapiro
Phoscine
Young & Rubicam, Int., Inc.
Johnson & Johnson



350
Art Director

Copywriter
TV Director

TV Producer
Production Company

Agency
Client

(VOICE OVER):
There are good men around

who have learned
that the way to stay out of trouble

in a new job
is to stay out of sight.

These guys become experts
at avoiding all sorts of decisions

and responsibilities
Hey, what do you think of this?

Every employee comes complete
with a mind at absolutely

no additional cost
so why not make use of it?

We do.
3M Company.;

Rick Carlson
Gary Knutson
Hal Silvermintz
Larry Berger
Perpetual Motion Studios
Batten, Barton, Durstine & Osborn
3M Company

3mCOITIPANY



(VOICE OVER):
The village blacksmith
was one of the men who built America.

He shod many a horse ..
forged many a plow .
and built many a mighty thirst.
We built a beer
for the men who built America.

Schaefer still has flavor
that never fades,
first glass to last.

351
Art Director

Designer
Copywriter

TV Director
TV Producer

Production Company
Agency

Client

Alphonse Normandia
Bud Fox
Dick Joslin
Ridley Scott
Carl Fischer
Strawberry Productions
Batten, Barton, Durstine & Osborn
The F. & M. Schaefer Brewing Co.



(VOICE OVER):
Over a century ago, country carpenters

were building America.

Building houses ... building barns.
And building many a mighty thirst.

Today more than a century later,
Schaefer still has flavor

that never fades,
first glass to last

352
Art Director

Designer
Copywriter

TV Director
TV Producer

Production Company
Agency

Client

Alphonse Normandia
Maurice Whitman
Dick Joslin
Ridley Scott
Carl Fischer
Strawberry Productions
Batten, Barton, Durstine & Osborn
The F. & M. Schaefer Brewing Co.



(ANNOUNCER):
People dream up crazy gimmicks
for the news, weather and sports.

(WOMAN):
Hi, I'm Wanda your weather bunny.

(ANNOUNCER):
We don't think news -hour
should be amateur -hour.

(SINGING TO THE TUNE OF
LUCKY STRIKE HIT PARADE THEME):
Goodnight, goodnight . . .

353
Art Director

Copywriter
TV Director

TV Producers

Production Company
Agency

Client

Bill Smith
Jan Zechman
Joe Sedelmaier
Bill Smith
Jan Zechman
Sedelmaier Film Productions, Inc.
Rink Wells & Associates
WLS-TV

I



(VOICE OVER):
We've strapped John Cameron Swayze

to this stock standard Volvo
to demonstrate just how much

this man can take.

354
Art Director

Photographer
Copywriter
TV Director

TV Producers

Production Company
Agency

Client

John Danza
Dick Miller
Edward A. McCabe
Dick Miller
Edward A. McCabe
John Danza
Dick Miller Assoc.
Scali, McCabe, Sloves, Inc.
Volvo, Inc.
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(VOICE OVER):
In Europe
where they've been buying small cars
for more than three generations,
they buy more Fiats than anything else.

More Fiats than Volkswagens.
More Fiats than Renaults.
More Fiats than Volvos.
More Fiats than anything.

Now that America has accepted
the European idea of a small car,
we thought you'd like to know
what the European's idea
of the best small car is.

After all,
when it comes to small cars,
you can't fool a European.
Fiat. The biggest selling car
in Europe.

355
Art Director

Designer
Photographer

Copywriter
TV Director

TV Producers

Production Company
Agency

Client

Gold Medal Award
Ralph Ammirati
Ralph Ammirati
Alan Green
Marty Puris
George Gomes
Ralph Ammirati
Marty Puris

Gomes-Loew, Inc.
Carl Ally, Inc.
Fiat



(RACE SCENE) (ANNOUNCER):
BFG is there at the tough races .

pitting a tough tire against tough tracks,
tough cars,

and the toughest tires in the business.

(CU OF TIRE)
BFG is there .

not with a racing tire,
but a street tire .. .

one tough enough to take on
the best and survive.

The Lifesaver T/A.

(CROWD SCENE)
It met the challenge in '70 and '71 ...

at Mosport, Daytona, Sebring, Watkins Glen.
And next year .

a bigger challenge .. .

where few Americans dare to go.
LeMans!

(ANNOUNCER):
BFG will be there ...

with American drivers,
in American cars,

on the American Radial ...
the Lifesaver Radial T/A.

Watch out Europe ...
the tough Americans are coming.

358
Art Director
Copywriter

Editors

Producers

Production Company
Agency

Client

Tom Gilday
Mike Barnes
Denny Harris
Joe DeFrancisco
Mike Barnes
Tom Gilday
Denny Harris, Inc.
The Griswold -Eshleman Co.
The B.F. Goodrich Tire Co.



WCBS
NEWSRADIO 88

(ARCHIE): (POMPOUSLY)
You get your inflation, Edith,
when your money gets worth less
and less and less.

(EDITH):
Oh. Well then what's a depression,
Archie?

(ARCHIE): (THROUGH HIS TEETH)
. . . That's when people gets depressed
because their money is worth less
and less and less.

(EDITH):
Ohh.

(VOICE-OVER):
Don't be a know-nothing.
Get it right on (Station Name)

359
Art Director

Designer
Copywriters

TV Director
TV Producer

Production Company
Agency
Client

Lou Dorfsman
Lou Dorfsman
Lou Dorfsman
Arthur Pesin
Charlotte Voelker
Warren Spellman
Lou Dorfsman
Warren Spellman
CBS Television/Hollywood
CBS/Broadcast Group
CBS Radio Stations



(ARCHIE):
Wiretappin' is essential

to the security of this country.
How would we know

where the next bomb might go off?
There might be a bomb

right under my chair ..

(EDITH):
Oh, there ain't, Archie.

It's just a beer can.

(VOICE-OVER):
Don't be a dingbat.

Listen to (Station Name)

359



(ARCHIE): (TALKING TO HIMSELF)
I don't care what
them subversive slobs says.
The Pentagon Papers prove we was right
all along.

(EDITH):
Pentagon Papers?
Do we get that delivered?

(ARCHIE):
Yeah, Edith, every morning.

(VOICE OVER):
Get it right on, (Station Name)

359
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(ARCHIE):
Now look at this here.

Now them stupid meatheads
are after the FBI!

They're crazy.
Hoover too old!

(EDITH):
My mother had a Hoover.

It vacuumed perfect for forty years.

(ARCHIE):
Ahhhh-

(FADE OUT AND INTO:
(ARCHIE CLOSES HIS EYES)

(VOICE-OVER):
Know what's really going on.

(Station Name) Don't be a dingbat.

359
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227
Art Director David Krieger

Designer The Graffiteria
Photographer Joel Brodsky

Cency Davis Fried Krieger Inc.
lient Stax Records
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228
Art Director Rick Horton

Designer Rick Horton
Artist Ron Yablon Archives

Copywriter Rick Horton
Agency VanDine Horton Inc.

Client Charles Shoop



229
Art Director Alan Honig

Photographer Ken Korch
Copywriter Ned Viseltear

Agency Mervin and Jesse Levine, Inc.
Client Hollco



230
Art Director

Designers

Photographers

Agency
Client

James Cross
James Cross
Emmett Morava
Stan Caplan
Al Briggs
James Cross
George Meinzinger
Tachibana, Wood and Tropp
Alex Van Rey
Tom Woodward
James Cross Design Office, Inc.
Ingram Paper
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231
Art Director James Miho
Copywriter Tom Mann

Publisher Barnes Press
Agency Needham, Harper & Steers

Client Champion Papers



232
Art Director Al Fessler

Designer Al Fessler
Artist Al Fessler

Copywriter Alan Cundall
Agency Gross, Pera & Rockey, Inc.

Client Marina Vista



1. Make-ready

Keep It light and dry.

For sheet-fecf letterpress: Because Ccic rcas has a
smooth, mirror-like surface it prints wi h minimum
impression. When making ready, rerninter to start with
a very light impression thee patch up law spo's until you
register a uniform impression. Excessive impression
may cause offsetting and 1313cking.

For sheet -fed offset: Since the high -gloss surface of
Colorcast does not absorb and carry away water,
remember to use an absolute minimu no dampening
solution. This will help keep excess wa e, from backing
up into the inking system.

233
Art Director James Miho
Copywriter Young & Klein Inc.

Agency Needham, Harper & Steers
Client Champion Papers



234
Art Director Sheldon Seidler

Designer Sheldon Seidler
Photographers Arthur Lavine

Tim Kantor
Harry Redl
Raymond Juschkus

Copywriter Jack Frost
Agency Sheldon Seidler Inc.

Client Chase Manhattan Bank
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235
Art Director John F. Morrell

Designer John F. Morrell
Copywriter George Sapin

Agency Thomas Murray & Austin Chaney
Client Greater Cleveland Neighborhood Centers



236
Designer

Photographers

Publisher
Client

Dietmar Winkler
Fred Brink
Gertrude Marbach
Inland Lithograph Co.
Champion Papers



Athlete's
mouth.

Howard Cose11.
BEC Lunch.

November 19,1971
Sheraton Plaza Hotel Oval Room.
Cocktails 11:45 / Luncheon 12:30

Members $5.50 / Guests $6.50
Tables of 10 $50.00 ea.

For reservations. call Paula 235-4663.
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Art Director Dick Pantano

Designers Dick Pantano
Stavros Cosmopulos

Copywriters Dick Pantano
Tony Winch

Agency Hill, Holliday, Connors, Cosmopulos, Inc.
Client New England Broadcasters Association
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238
Art Director Peter Adler

Designer Fred Witzig
Artist Sam Konowitz

Copywriter Keith Connes
Agency Adler, Schwartz & Connes, Inc.

Client Holophane Company, Inc.
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Art Director Ivan Chermayeff

Designers Ivan Chermayeff
Sandra Erickson

Photographer Carmine Macedonia
Agency Chermayeff & Geismar Associates

Client Pan American World Airways



There's a rate species in danger
of becoming extinct.

240
Art Director Robert Needleman

Designer Robert Needleman
Photographer Cailor-Resnick

Copywriter George Adels
Agency Leber Katz Partners

Client Fur Conservation Institute of America
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Art Director Frank Jay Deleno

Designer Frank Jay Deleno
Photographer Clyde Hare

Copywriter H. V. Drayne
Agency Westinghouse Corporate Design Center

Client Westinghouse Electric Corp.



242
Art Director

Designer
Photographer

Cop riter
ency
lient

Richard Stack
Giardini/Russell, Inc.
Robert Russell
Meredith Eiker
Giardini/Russell, Inc.
Cabot, Cabot & Forbes Co.
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Art Director James Lienhart

Designer James Lienhart
Artist James Lienhart
Client Mutual Employment Inc.



244
Art Director J. Micheal Essex

Designer J. Micheal Essex
Copywriter Judith B. Essex

Agency WQED/Design Center
Client J. Micheal & Judith Essex
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Art Director

Designer
Photographer

Col) riter
ency
lient

John E. Pearson
Mike Handelman
Mike Pierce
Terrence MacDonald
Pearson Weiss MacDonald Inc.
Pearson Weiss MacDonald Inc.
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Art Director Leonard Blasko

Designer Mabey Trousdell
Artist Mabey Trousdell

Bob Binder
Copywriter Preston Moore

Agency Griswold Eshleman Co.
Client Harnischfeger Corp.
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247
Art Director Stan Richards

Designer Rick Bayless
Artist Larry Sons

Copywriters Bill Jones
Kit Carson

Agency Stan Richards and Associates
Client USA Film Festival
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If Warren's thrifty Casco
can do all this for nsousetraps

think what ft can do for
your next merchandising Idea.

H an idea Is worth thr paper It'. printed on.
It's worth Warren.

If this idea Is worth
the paper tt's printed on...

Now turn the page for the"uttimate mousetrap'.

248
Art Directors Ralph Moxcey

James Witham
Designers Ralph Moxcey

James Witham
Artists William Bruin

Frank Foster
Copywriter Nelson Lofstedt

Agency Humphrey Browning MacDougall
Client S. D. Warren
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The Great
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Art Directors John Berg
Richard Mantel

Designer James Cook
Photographer James Cock

Agencylient Columbia Records
Client Columbia Records
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250
Art Directors

Designer
Photographers

Agency
Client

Virginia Team
John Berg
Norman Seef
Norman Seef
Robert Lockhart
Columbia Records
Columbia Records
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Art Director John Berg

Designer John Berg
Artist Natalie Williams
Cency Columbia Records

lient Columbia Records
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Art Directors John Berg

Virginia Team
Designers John Berg

Virginia Team
Artist Mary Leonard

Photographer Don Jim
Agency Columbia Records

Client Columbia Records
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A Directors

Designer
Artists

Agency
Client

John Berg

v!rginia
'ream

Virginia Team
Bill Imhoff
Fred s
Col u mrison- Records
Columbia Records



254
Art Directors John Berg

Ed Lee
Designer Ro'i Coro

Artist Michael Kanerak
Agency Columbia Records

Client Columbia Records
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255
Art Director John Berg

Designer John Berg
Photographer Art Kane

Agency Columbia Records
Client Columbia Records
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Art Directors Richard Mantel

John Berg
Designers Richard Mantel

Ron Coro
Photographer Sandy Speiser

Agency Columbia Records
Client Columbia Records
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Art Director Richard Nava

Designer Richard Nava
Agency Image Communications Inc.

Client The American Institute of Graphic Arts



258
Art Director Harris Lewine

Designer Alan Peckolick
Copywriter Harris Lewine

Client McGraw-Hill Book Company
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Art Directors Robin Rickabaugh

Heidi Rickabaugh
Designers Robin Rickabaugh

Heidi Rickabaugh
Artist Robin Rickabaugh

Copywriters Robin Rickabaugh
Heidi Rickabaugh

Client Heidi and Robin Rickabaugh



"...mental symptoms and mental illness
can be understood simultaneously

as the outcome of anxiety and
as a defense against it.

Mental illness can be understood as a
person's response to unbearable anxiety.

Therefore, anxiety constitutes
an essential problem in psychotherapy"

Insights
A new Roche series,

summarizing the views of influential thinkers
from various disciplines,

on the subject of anxiety

260
Art Directors Harry Sehring

Chris Julia
Designer Harry Sehring

Artists James McMullan
Jason McWhorter

Copywriter Katherine Haworth
Agency William Douglas McAdams Adv.

Cliert Roche Laboratories



WARNING!
ANYONE REMOVING

A VOLVO FROM
THIS SHOWROOM

COULD GET AS
MUCH AS 11 YEARS.

261
Art Director Joe Schindelman

Copywriter Tom Nathan
Agency Scali, McCabe, Sloves, Inc.

Client Volvo, Inc.



262
Art Director Fredun Shapur

Designer Fredun Shapur
Client Creative Playthings
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263
Art Director Dominic Farrell

Designer Dominic Farrell
Copywriter Dominic Farrell

Agency Ingalls Associates, Inc.
Client Ingalls Associates, Inc.



264
Designer Milton Glaser

Artist Milton Glaser
Agency Warner Brothers

Client Warner Brothers
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Art Director Herb Lubalin

Designer Herb Lubalin
Artist Etienne Delessert

Agency Lubalin, Smith, Carnase, Inc.
Client Good Book, Incorporated



266
Art Director Arlene Hirst

Designer Roger G. Ferriter
Artists Antonio DiSpigna

Thomas Carnase
Agency Lubalin, Smith, Carnase, Inc.

Client Georg Jensen, Inc.



The Bluest Eye.a novel by Toni Morrison

Quiet as its kept, there were no marigolds in the
fall of 1941. We thought. at the time, that it was because
Pecola was having her father's baby that the marigolds
did not grow. A little examination and much less melan-
chol %%ould have proved to us that our seeds were not the
on!) ones that did not sprout: nobody's did. Not even the
gardens fronting the lake showed marigolds that year.
But so deeply concerned were we with the health and safe
delivery of Pecola's baby we could think of nothing hut
our own magic: if we planted the seeds, and said the right
words over them. they would blossom. and everything
would be all right.

It was a long time before m% sister and I admitted to
ourselves that no green was going to spring from our seeds.
Once we knew. our guilt was relieved only 1)% fights and
mutual accusations about who was to blame. For years I
thought my sister was right: it was my fault. I had planted
them too far down in the earth. It never occurred to either
of us that the earth itself might have been unyielding. We
had dropped our seeds in our own little plot of black dirt,
just as Pecola's father had dropped his seeds in his own
plot of black dirt. Our innocence and faith were no more
productive than his lust or despair. What is clear now is
that of all of that hope. fear, lust. love. and grief, nothing
remains but Pecola and the unyielding earth. Cholly
Breedlove is dead: our innocence too. The seeds shriveled
and died: her baby too.

There is really nothing more to say -except why. But
since why is difficult to handle.one must take refuge in how.

267
Art Director Herb Lubalin

Designers Herb Lubalin
Jay Tribich

Photographer Bert Andrews
Agency Lubalin, Smith, Carnase, Inc.

Client Holt, Rinehart, Winston, Inc.
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Art Director Norman Seeff

Designer John Van Hamersveld
Artist John Van Hamersveld
Client United Artists Records, Inc.
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Art Director Norman Seeff

Designer Tim Clark
Artist Tim Clark
Client United Artists Records, Inc.
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270
Art Director

Designer
Photographer

Logotype Design
Client

Norman Seeff
Norman Seeff
Norman Seeft
Bob Cato
United Artists Records, Inc.



271
Art Director

Designer
Photographer

Script Typeface
Client

Norman Seeff
Norman Seeff
Norman Seeff
John Van Hamersveld
United Artists Records, Inc.
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272
Art Director Norman Seeff

Designer Robert Lockart
Photographer Al Vandenberg

Client United Artists Records, Inc.



JEFFERSON AIRPLANE /BARK

273
Art Director Acy R. Lehman

Designer Acy R. Lehman
Photographer Nick Sangiamo

Client RCA Records
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Art Director Geoffrey Digby

Designer Barrie Tucker
Artists Barrie Tucker

Ray Condon
Ulrich Lehman
Paul Tremelling

Copywriters Rennie Ellis
Sylvia Lawson
Frank Moorhouse
Clive Turnbull
Barrie Tucker

Agency Tucker & James/K. M. Campbell Pty. Ltd.
Client Associated Pulp and Paper Mills Limited



275
Art Director Bob Ciano

Photographer Pete Turner
Client CTI Records
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Art Director Joe Messina

Designer Seymour Chwast
Artist Seymour Chwast
Client Mead Library of Ideas
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Designer Seymour Chwast

Artist Seymour Chwast
Client Channel 13 -NET Playhouse
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Art Directors Dick Hess

Ron Kajiwara
Designer Dick Hess

Artist Dick Hess
Copywriters Barbara Knight

Sam Antupit
Agency Richard Hess Inc.

Client Franklin Typographers
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279
Art Director William J. Lloyd

Designer William J. Lloyd
Artists Jeremy and Steffan Postaer

Copywriter Tami Kuna
Agency Lloyd & Brams, Ltd.

Client Denny Witz



280
Art Director Creative Partners

Designer Creative Partners
Artist John Mardon

Cop riter Creative Partners
ency Creative Partners
lient The Wool Bureau of Canada Limited
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Art Director Harris Lewine

Designer Herb Lubalin
Artist Alfred Kantor

Copywriter Alfred Kantor
Client McGraw-Hill Book Company



282
Art Director Reiner Lubge

Designer Reiner Lubge
Agency Smith/Greenland Co.

Client Itkin Brothers



283
Art Director

Designer
Photographer

Agency
Client

Ivan Chermayeff
William B. Sontag
Burt Glinn
Chermayeff & Geismar Associates
Pan American World Airways
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Art Director Ivan Chermayeff

Designer William B. Sontag
Photographer Florence Henderson

Agency Chermayeff & Geismar Associates
Client Pan American World Airways
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Art Director Ivan Chermayeff

Designer William B. Sontag
Photographer Ed Galob

Agency Chermayeff & Geismar Associates
Client Pan American World Airways
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Art Director Ivan Chermayeff

Designer William B. Sontag
Photographer Pete Turner

Agency Chermayeff & Geismar Associates
Client Pan American World Airways
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Art Director Ivan Chermayeff

Designer Ivan Chermayeff
Agency Chermayeff & Geismar Associates

Client Pan American World Airways
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Art Director Dick Levy

Designer Dick Levy
Photographer Arnold Beckerman

Copywriter Mike Bookman
Agency Cucumber Productions, Ltd.

Client The Brooklyn Museum Art School
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Art Director Dick Kaiser

Designer Dick Kaiser
Photographer Carl Furuta

Copywriter Dick Kaiser
Agency Dailey and Associates

Client Blue Chip Stamps



Is nothing sacred?

290
Art Director Bob Kuperman

Photographer David Langley
Copywriter John Noble

Agency Doyle Dane Bernbach Inc.
Client Volkswagen of America



The good die old.

291
Art Director Mark Gershman

Designers Mark Gershman
Ross Van Dusen

Photographer Sid Avery
Copywriter Ed Butler

Agency Doyle Dane Bernbach Inc.
Client Volkswagen
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Art Director Charles Ross

Designer Charles Ross
Photographer Susan Ellis

Agency J. S. Freedman Advertising, Inc.
Client The Tresler Oil Co.



293
Art Director William Field

Designer Paul Giambarba
Agency Paul Giambarba

Client Polaroid Corporation
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Art Director George Tscherny

Designer George Tscherny
Agency George Tscherny, Inc.

Client Pan American Airways
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Art Director Warren Eakins

Designer Warren Eakins
Photographer Ed Dull

Copywriter Warren Eakins
Agency Young & Roehr, Inc.

Client Boise Cascade Paper Group
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296
Art Director Marlon Chapman

Designer Marlon Chapman
Agency Joseph Magnin

Client Joseph Magnin



297
Art Director Jim Weller

Designer Judy Decker
Photographer Jim Middleton

Copywriter Jim Weller
Agency Jim Weller & Partners

lient United Fund
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Art Director Dick Hess

Designer Dick Hess
Cency Richard Hess Inc.

lient Richard Hess Inc.
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Art Director Ivan Chermayeff

Designers Ivan Chermayeff
Sandra Erickson

Photographer Carmine Macedonia
Agency Chermayeff & Geismar Associates

Client Pan American World Airways
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R, COOL SAVINGS!

VALUE PACKED REFRESHMENTS -
FOR BATH, BED AND TABLE

'CHEAT LYE SUGGESTIONS FOR

SHOP AT-HOME SAVINGS

" ON DRAPERIES AND

SLIPCOVERS
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Art Directors Bill Berta

Leonard Restivo
Designers Bill Berta

Leonard Restivo
Photographer Norman McGrath

Copywriters Renee Taub
Antonia Baganakis

Agency Berta, Grant & Winkler
Client Bloomingdale's


