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The Seventies
Not Quite the Sixties

by Steven Heller

Sixties movies, music, art, and advertis-
ing were infinitely more innovative than sev-
enties fare in every way. Such high points as
disco, glam rock, The Village People, Dirty
Harry, Love Story, and The Brady Bunch® not-
withstanding, the seventies were a cultural
sinkhole, and this goes triple for print adver-
tising, which reflected at least some of the
zeitgeist. The collective American memory
may vividly recall a decade of great ad cam-
paigns and slogans, memorable jingles, and
cute trade mascots, but television was its
medium, not print. There were many great
commercials playing on all three U. S. net-
works—and devoted Americans watched
them day and night, night and day.

To wit: Budweiser's® omnipresent “This
Bud's for you,” McDonald's® “You deserve a
break today at McDonald's,” Burger King's®
“Have it your way,” Merrill Lynch’s® “Merrill
Lynch is Bullish on America,” and kosher
frank manufacturer Hebrew National's® “We
answer to a higher authority.” These and
other brilliant slogans were such potent ver-
bal weapons that media buyers bought huge

blocks of time in order to repeat the commer-

cials over and over on each network, forever
embedding these pearls into the consumer’s
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malleable mind. Such invasive messages
captured the public’'s consciousness, while
the print versions for many of the same pro-
ducts were often uninspired.

Of course, there were exceptions to
the rule like “The Jordache® Look”, which
started the denim revolution when it was
launched on TV and continued its fetching
foray into semi-nude exhibitionism through
magazines and billboards across the nation,
circa 1979. For the most part, however,
watching real actors and hearing real voice-
overs, like the dulcet-toned narrator for
BMW’s® 1975 “The ultimate driving ma-
chine,” brought shrewd slogans to life in
more seductive ways. Even the most annoy-
ing of commercial slogans—"Ladies, please
don't squeeze the Charmin®!" (Benton &
Bowles' brainchild that launched in 1964,
but continued ad nauseam throughout the
seventies)—was far more effective when
seen on the small screen than in lackluster
print equivalents.

During the fifties and sixties, print art di-
rectors were the advertising industry's lumi-
naries. These masters of “creative” designed
the memorably beautiful ads of the era. Back
then, high-circulation national magazines
such as Look, Life, Collier’s, and The Saturday
Evening Post were stuffed with multitudinous
pages. Advertising art directors competea
with editorial designers to see who could
make the most conceptually startling and
typographically attractive pages, and there
was no paucity of “Big Ideas” in the art
directors' annuals. Television, however, was
another story.

Although TV began to reach large audien-
ces in the late fifties and early sixties, adver-
tising agencies had not yet translated the
revolutionary “Big Idea” strategy from the
page to the screen. Most commercials had a
tentative, even amateurish, tenor until the
mid-sixties, when major advertising dollars
were pulled from behemoth magazines and
diverted to the newer form. General maga-
zines simply carried too much overhead to
be cost-effective and, with larger numbers of
readers than their ad revenues could effi-

ciently support, most began to fold. Having
ceased to be magnets for mass-market
national campaigns, Collier's and The Satur-
day Evening Post were the first to fail; Look
followed after an admirable push to modern-
ize; and Life ultimately succumbed to the ad
drain, initially reducing to a monthly circula-
tion and eventually ceasing altogether. Mean-
while, leading brands massively invested in
prime airtime, thus siphoning off the agen-
cies' top ad executives from print to TV. The
bar was rapidly raised for one medium and
incrementally lowered for the other, which
ultimately had a discernible impact on the
disparate quality of the talent pool between
the two classes of art directors.

A sea change in the late sixties grew into
a tidal wave by the early seventies, with certain
stylistic mannerisms also being washed away.
Initially, print advertising looked toward edi-
torial design as a model. Typographic sophis-
tication was at a high level, but soon print
turned into a mélange of editorial and TV
sensibilities. Consciously or not, the cathode
ray screen rather than the magazine page
became the new design paradigm, and the
short attention span of its audience became
that of the new reader. Where once-generous
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margins of white space framed clever head-
lines and photographs, in the seventies full-
page photographs filled the entire page and
headlines were dropped willynilly onto the
pictures. Advertisements like “Feel Clean All
Over” (p. 308), hawking the benefits of gas
heat, used colorful, tightly cropped photo-
graphs to hit the viewer between the eyes,
just like on TV—which is exactly where that
campaign began.

Print had its own requisites, but innova-
tion appeared to be less important than the
status quo. An ad for the new, subcompact
Honda Civic®—headlined “Women only
drive automatic transmissions” (p. 83), an
ironic pseudo-feminist concept—recalled
the look of the great era of the Doyle Dane
Bernbach® (DDB) Volkswagen Beetle®
ads. Conversely, the text for VW's own
“Volkswagen Does It Again,” hawking its
new Rabbit®, did not live up to the refined
copy of its predecessors. While this late-
model VW ad attempted to reprise the same
witty tone of the earlier classic campaigns
(showing that a seven-foot-one-inch NBA
legend, Wilt Chamberlain, could easily fit
into the subcompact car), it was a smaller
idea than the famous “Lemon” ad that

pioneered the use of irony to make VW an
acceptable, sought-after, alternative driving
machine for gas-guzzling Americans.

During the sixties, inventive (often sur-
real) photography had eclipsed realistic
illustration as the visual red meat of print
advertising, an aesthetic that was carried
through into the seventies. By this time,
however, audiences were becoming condi-
tioned to the flow of images on TV and
seemed to have less patience for the static
picture. So the photographic nuance and
subtlety common to fifties and sixties print
ads were overshadowed in their turn by
unambiguous studio reality. The photograph
of a beautiful AfricanAmerican woman for
Kent® cigarettes (p. 35) stares passively but
unambiguously at the viewer. While this ad
was significant for its employ of a black fash-
ion model, the “| Want You" style was also
notable because it was a standard manner of
complementing a persuasive TV barrage. Of
course, there were also exceptions to the typ-
ical photographs: in one of the most arrest-
ing ads, Time Inc.'s “As long as the still pic-
ture can move... we're in the right business,”
a dramatic photograph of U. S. Army troops
carrying a wounded comrade off the battle-
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field defiantly shows the power of the frozen
moment. This ad made a convincing case,
but few other print advertisements were so
effective.

lllustration made a minor comeback in
the seventies, but the result was often styl-
ized and decorative rather than intellectual
and conceptual. The illustration for Clairol's®
ad announcing its first foray into herbal
essence shampoos was an appropriate use
of a light-hearted, fairy-tale style, but did not
challenge the perceptions of its audience in
the same way as the classic Miss Clairol
(“Does She... or Doesn't She?") back in 19509.
Likewise, the sprightly-looking ad for Alcoa
Aluminum borrows the linear quality, color
palette, and radical psychedelic style of the
progressive Push Pin Studios, yet reduces
the form to cutesy insignificance. When irony
Is absent, what results is safe... which is not
to say that all commercial advertising should
be so bold and revolutionary—after all, grab-
bing attention by whatever means is the
ultimate goal, and imparting a positive mes-
sage outweighs all other purposes. Yet sev-
enties’ practice relied on the tried-and-true
rather than the challenging and new.

Advertising historians note that the
decade marked a period when slavish ad-
herence to market testing and focus groups
reigned. Advertising and brand development
were becoming too competitively risky to be
left to chance. In order to determine the
effectiveness of TV and print promotion, the
agencies relied on focus groups, which often
had a say in altering (or mutilating) cam-
paigns to conform to mass opinion. While
certain firms—Ilike DDB; Ammirati Puris;
Foote, Cone & Belding; Lord, Geller, Federico,
Einstein; and George Lois—retained enough
creative influence to overcome the mass
dumbing-down with the products they han-
dled, other less-established or more mass-
market agencies acceded to the will of the
focus experts. And it was easy to spot the
lesser lights. Advertisements that packed
too much into a page, like “Sisters are differ-
ent from brothers,” for African-American
hair products, were doubtless the result of



too many focus sessions and committee
decisions.

The seventies constituted a wellspring of
a different sort, however. It was the decade
when natural product lines, including sham-
poos and foods, were first advertised on a
national stage. Racial and ethnic barriers
were also falling rapidly. While different
groups were targeted with distinct “ethnic”
campaigns, African Americans and other
“minorities” were participating more in gen-
eral advertising, which led to more integrat-
ed commercials in the eighties. There was a
further significant milestone: cigarette TV
commercials were banned in the seventies,
relegating tobacco advertisements exclusive-
ly to print until they, too, were censored in
the nineties.

The purpose of advertising is to serve
clients in their quest for profit; it was never
intended as an engine for culture. It is there-
fore unrealistic to expect the majority of ads
in any period to transcend this basic func-
tion. At certain points in history, however,
owing to the creative force of brilliantly artis-
tic and driven people, advertising has defined
the cultural gestalt every bit as much as
music, film, and literature; more frequently,
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it has incorporated and mainstreamed cer-
tain elements of these. Even the most pro-
gressive aspects of advertising build upon
other cultural foundations. Avant-gardes, for
example, are drafted into service by advertis-
ing agencies only after they have become
more or less mainstream. It is therefore the
job of an acute advertising executive to de-
termine when to start riding the wave of a
unique phenomenon, before it crests. He or
she must also know the media that will best
serve as a vehicle for such a ride. During the
seventies, creative teams pumped out thou-
sands of ads and commercials, but print was
no longer the best means by which to reach
a mass audience, magazines having become
more specialized.

To survive in a competitive market, mag-
azines had to target smaller niche groups of
focused consumers, which certainly appealed
to advertisers. While major brands continued
to follow traditional advertising formulas and
built campaigns around TV exposure, this
new strategy of specialization forced reevalu-
ation. Even in print advertising, the clients
demanded more vitality to increase their for-
tunes. So, despite this essay’s lament of the
dearth of creativity, print advertising was

poised to recoup some of its losses through
placement in a host of smaller venues. This,
in turn, helped launch a revival of more
ambitious and inventive approaches in the
eighties and nineties—a time, incidentally,
when regulations and taboos about content
in advertising were being reevaluated once
again.

Steven Heller is art director of the New York
Times Book Review and co-chair of the MFA/
Design program at the School of Visual Arts.
He is also the author and editor of over
eighty books on graphic design and popular
culture, including The Graphic Design Reader,
Paul Rand, From Merz to Emigre and Beyond:
Avant-Garde Magazine Design of the 20th
Century, and Citizen Design: Perspectives on
Design Responsibility.
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Die Siebziger:

Fast so gut wie die Sechziger

von Steven Heller
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In den Sechzigern waren Film, Musik,
Kunst und Werbung in jeder Hinsicht inno-
vativer als in den Siebzigern. Trotz Highlights
wie Disco, Glamrock, Village People, Dirty
Harry, Love Story und The Brady Bunch®
waren die Jahre von 1970 bis 1980 eine kul-
turelle Talsohle sondergleichen, was doppelt
und dreifach fiir die Printwerbung gilt, wo-
durch sie aber wenigstens den Zeitgeist
widerspiegelt. Das kollektive amerikanische
Geddchtnis mag sich lebhaft an ein Jahr-
zehnt groRartiger Werbekampagnen, ein-
pr_'a"gsamer Slogans und siiRer Werbefiguren
€rfinnern — das Medium dieser Dekade war
d::-'as Fernsehen, nicht das gedruckte Wort.
Viele hervorragende Werbespots liefen auf
aIIF_jn drei groen amerikanischen Sendern
g!emhzeitig und ihre treuen Fans sahen sie
sich Tag fiir Tag an.

. |E|’l.denke dabei an den allgegenwirtigen
M“dwe"-‘?ﬂl'@-Slugan »This Bud’s for you*,
atcﬁﬂgald's@f »You deserve a break today
Kingé t;nald .5“, die Spriiche von Burger
,.Merrifi L:::hltyc\;r uf.ray“ und Merrlll Lynch®
bibebre IS ullish on America“ oder
rer Wiirstes atlnnaI@_, den Hersteller kosche-
higher o C Er+1. der mit ,\We answer to a
uthnrlty“ warb. Die Werbeabteilungen

kauften grofde Zeitblécke, um die Spots auf
allen Sendern standig zu wiederholen. So
pragten diese allgegenwartigen Werbespots
das Bewusstsein der breiten Offentlichkeit,
wéahrend die gedruckten Versionen, die oft
fur dieselben Produkte warben, von wenig
Inspiration zeugten.

Natiirlich gab es Ausnahmen von dieser
Regel, wie die Kampagne ,, The Jordache®
Look", mit deren Fernsehausstrahlung die
Jeansrevolution eingeleitet wurde. Meist
wirkten raffinierte Slogans jedoch verfihreri-
scher, wenn echte Schauspieler zu sehen
und echte Stimmen zu hdren waren, wie
die sonore Erzdhlerstimme in der BMW®.
Werbung von 1975: , The ultimate driving
machine." Selbst nervtétende Werbesprii-
che wie , Ladies, please don't squeeze the
Charmin®!* (diese Toilettenpapierwerbung,
Kopfgeburt von Benton & Bowles, kam 1964
heraus, lief aber die gesamten Siebziger hin-
durch weiter, bis sie niemand mehr horen
konnte) wirkten auf der Mattscheibe wesent-
lich ansprechender als in den langweilig
gestalteten Anzeigen.

In den flinfziger und sechziger Jahren
waren die Artdirectors aus dem Printbereich
die Stars der Werbebranche. Diese Topkreati-
ven entwarfen die schénen und unvergess-
lichen Anzeigen jener Ara. Damals hatten die
groflen Zeitschriften Look, Life, Collier’s und
The Saturday Evening Post hohe Auflagen und
unglaublich viele Seiten. Die Kreativdirekto-
ren aus der Werbeabteilung lagen mit den
Leuten vom redaktionellen Layout im Wett-
streit, wer die konzeptionell und typografisch
attraktivsten Seiten gestalten konnte. Im TV-
Bereich sah es jedoch noch ganz anders aus.

In den USA erreichte das Fernsehen ab
den spiten Flnfzigern ein Massenpublikum,
doch die Werbeagenturen hatten es noch
nicht geschafft, die revolutionire Strategie
der ,Big Idea"“, der zentralen Werbebotschaft,
von der gedruckten Seite auf den Bildschirm
zu Ubertragen. Das Werbefernsehen hatte bis
Mitte der sechziger Jahre einen z6gerlichen,
ja amateurhaften Charakter, doch dann wurde
schlieflich ein Grof3teil der Werbedollars aus
den monstros dicken Zeitschriften abgezo-
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gen und in das neue Medium gesteckt. Viele
Zeitschriften hatten zu hohe laufende Kos-
ten, um rentabel zu sein, und die meisten
mussten ihr Erscheinen einstellen. Collier’s
und The Saturday Evening Post gingen als
Erste ein; Look folgte nach einem bewun-
dernswerten Versuch der Modernisierung,
und Life fiel schlieflich ebenfalls dem Inse-
ratschwund zum Opfer, nachdem sie zu-
nachst statt wéchentlich nur noch monatlich
erschienen war. Wahrenddessen investierten
die filhrenden Marken in Werbeblécke zur
besten Sendezeit, was zu einer Abwande-
rung der flihrenden Képfe der Werbeagentu-
ren vom Druckbereich zum Fernsehen fuhr-
te. Die Anspriiche in dem einen Medium
stiegen schnell, wihrend sie in dem anderen
immer niedriger wurden.

Was Ende der Sechziger noch eine all-
mahliche Wandlung gewesen war, wuchs
Anfang der Siebziger zu einer wahren Flut-
welle der Veranderung an, in deren Verlauf
auch gewisse stilistische Eigenheiten verlo-
ren gingen. Der Standard in der Typografie
war hoch, doch bald setzte sich auch in den
Druckerzeugnissen eine Mischung aus An-
spriichen des Grafikdesigns und des Fernse-
hens durch. Die Mattscheibe wurde zum



neuen gestalterischen Paradigma, die Zeit-
schriftenseite hatte ausgedient und die
Aufmerksamkeitsspanne des neuen Lesers
wurde so kurz wie die des Fernsehzuschau-
ers. Wo frither grofiziigige weifle Rander
clevere Uberschriften und Fotos umrahmt
hatten, fiillten in den Siebzigern grofforma-
tige Fotos die gesamte Seite, die Schriftzlige
wurden einfach irgendwo auf das Bild ge-
klatscht. Werbekampagnen wie ,,Feel Clean
All Over" (S. 308) setzten bunte, knapp be-
schnittene Fotos ein, die den Betrachter wie
ein Faustschlag trafen, genau wie im Fern-
sehen — wo die Kampagne natiirlich auch
herkam.

Der Druckbereich hatte seine eigenen
Anforderungen, doch Innovation schien dort

weniger wichtig zu sein als Aufrechterhaltung

des Status quo. Eine Anzeige flr den neuen
Kleinwagen Honda Civic® mit dem dufserst
ironischen, pseudofeministischen Slogan
. Women only drive automatic transmissions”
(S. 83) erinnerte an die grofle Ara der Anzei-
gen von Doyle Dane Bernbach® (DDB) fiir
den VW Kafer®. Der Text, mit dem VW sei-
nen neuen Rabbit® bewarb — ,Volkswagen
Does It Again“ — erreichte nicht das hohe
Niveau seiner Vorgidnger. Diese Werbung
versuchte zwar, den geistreichen Tonfall der
legendiren fritheren Kampagnen zu treffen
(hier wurde gezeigt, mit welcher Leichtigkeit
die 2,13 Meter grofde Basketball-Legende Wilt
Chamberlain in dem Kleinwagen Platz fand),
war von der Idee her jedoch wesentlich blas-
ser als die beriihmte ,Lemon“-Werbung. In
dieser Werbung wurde zum ersten Mal Iro-
nie eingesetzt, um den VW zu einer akzepta-
blen, ja begehrten Alternative fiir die Benzin
saufenden amerikanischen StraRenkreuzer
zu machen,.

In den Sechzigern hatten einfallsreiche
(oft surreale) Fotos realistische Zeichnungen
als visuellen Hauptbestandteil der Printwer-
bung ersetzt, eine Asthetik, die auch in den
Siebzigern weitergefiithrt wurde. Zu diesem
Zeitpunkt waren die Zuschauer jedoch be-
reits an den standigen Wechsel der Bilder im
Fernsehen gewshnt und schienen nur noch
wenig Geduld flir das statische Foto aufzu-
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bringen. Das fiihrte dazu, dass die Subtilitit
der Werbefotografie in den flinfziger und
sechziger Jahren der unzweideutigen Studio-
realitdt weichen musste. In einer Anzeige fir
Kent®-Zigaretten (S. 35) starrt eine schone
afroamerikanische Frau den Betrachter pas-
siv, aber vollig unzweideutig an. Diese Anzei-
ge war insofern wichtig, als sie ein schwarzes
Fotomodell zeigte; der ,,| Want You“-Stil war
die Standardantwort auf das Werbefernseh-
Bombardement. Es gab naturlich auch Aus-
nahmen von den stereotypen Fotos: Eine der
bemerkenswertesten Anzeigen, die Time-Inc.-
Werbung , As long as the still picture can
move ... we're in the right business”, zeigt ein
dramatisches Foto amerikanischer Soldaten,
die einen verwundeten Kameraden vom
Schlachtfeld tragen, ein Bild, das trotzig die
Uberzeugungskraft des eingefrorenen Augen-
blicks unter Beweis stellt. Diese Anzeige ver-
mittelte eine einprigsame Botschaft.
lllustrationen erlebten in den Siebzigern
ein kleines Comeback, waren jedoch oft eher
stilisiert und dekorativ als intellektuell oder
konzeptionell. Die Zeichnungen in der
Clairol®-Werbung, mit der das erste Krau-
tershampoo eingefiihrt wurde, setzten den
verspielt-marchenhaften Stil zwar angemes-

sen ein, forderten die Intelligenz des Publi-
kums aber nicht in gleicher Weise heraus,
wie es die klassische Miss Clairol 1959 noch
getan hatte (,Does She ... or Doesn't She?").
Die spritzig aussehenden Anzeigen fiir Alcoa
Aluminum liehen sich die grafische Qualitat,
Farbpalette und den radikal psychedelischen
Stil der progressiven Push Pin Studios aus,
reduzierten sie jedoch auf niedliche Bedeu-
tungslosigkeit: Fehlt die Ironie, tut das Er-
gebnis niemandem weh. Was nicht heifien
soll, dass alle kommerzielle Werbung mutig
und revolutionar sein muss — oberstes Ziel
ist es, Aufmerksambkeit zu erregen und eine
positive Aussage zu vermitteln, gleichgiiltig
mit welchen Mitteln. In der Praxis setzte man
in den Siebzigern jedoch lieber auf Altbewéhr-
tes als auf Innovation.

Werbehistoriker wissen, dass in diesem
Jahrzehnt ein sklavischer Glaube an Mei-
nungsumfragen und Zielgruppen herrschte.
Um die Wirksamkeit von Fernseh- und Print-
werbung zu ermitteln, stiitzten die Werbe-
agenturen sich auf bestimmte Zielgruppen,
die oft ihren Anteil an der Abwandlung (oder
Verstiimmelung) von Kampagnen hatten, um
sie dem Massengeschmack entsprechend
anzupassen. Wahrend gewisse Werbefirmen
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wie DDB, Ammirati Puris, Foote, Cone &
Belding, Lord, Geller, Federico, Einstein und
George Lois genug kreativen Einfluss behiel-
ten, um sich der Verdummung der von ihnen
betreuten Produkte zu widersetzen, unter-
warfen sich weniger etablierte Agenturen dem
Willen der Marktforschung. Die kleineren
Lichter sind leicht zu erkennen. Anzeigen,
die zu viel auf einer Seite unterzubringen
versuchten, wie , Sisters are different from
brothers" fiir afroamerikanische Haarpflege-
produkte waren zweifelsohne das Resultat
zu vieler Marktforscherei.

In anderer Hinsicht stellten die Siebziger
allerdings einen Jungbrunnen neuer Ideen
dar. Es war das Jahrzehnt, in dem Naturpro-
dukte sowie Shampoos und Nahrungsmittel
zum ersten Mal USA-weit vermarktet wurden.
Auch ethnische Schranken fielen rasch. Wih-
rend stark eingegrenzte Zielgruppen mit ein-
deutig ,ethnischen“ Kampagnen angespro-
chen wurden, waren Afroamerikaner und
andere ,Minderheiten" haufiger in der all-
gemeinen Werbung zu sehen, was zu der
ethnisch integrierten Werbung der Achtziger
fiihrte. Einen weiteren wichtigen Meilenstein
stellte das Verbot der Zigarettenwerbung im
Fernsehen dar; der Tabakindustrie blieb nur
noch die Printwerbung, bis auch diese in den
Neunzigern verboten wurde.

Werbung wird zum Zweck der Gewinn-
maximierung gemacht; sie war nie als kultu-
relle Triebkraft gedacht. Die Erwartung, dass
der groRere Teil der Werbung iiber diese
Basisfunktion hinausgeht, ist daher zu jeder
Zeit unrealistisch. In gewissen Sternstunden
beeinflusst die Werbung allerdings Dank der
Kreativitat brillanter Kiinstler die Gesamt-
klldltur nicht minder stark als Musik, Film und
!.Iteratur. Meistens vereinnahmt die Werbung
Jedoch gewisse Aspekte der Kultur fir sich
H”fﬂ schleust sie in den Zeitgeist ein. Selbst
”_1 'h"'i'{“ progressivsten Momenten bedient
'*:;T:';:lg Weﬂ:::ung immer bei anderen kultu-

rscheinungen. Avantgardebewegun-
Eﬁ:r;;?den beispielsweise erst dann von
genturen benutzt, wenn sie mehr oder

m'!:dEr Allgemeingut geworden sind. Auf-
gaDe wacher Werbefachleute ist daher zu

entscheiden, wann sie auf der Welle eines
bestimmten Phianomens reiten sollen, bevor
dieses seinen Héhepunkt tiberschritten hat.
Sie miissen auflerdem entscheiden, welches
Medium das beste Vehikel fur diesen Wellen-
ritt abgeben wird. In den Siebzigern produ-
zierten kreative Teams tausende von Anzei-
gen und Werbespots, doch Druckerzeugnisse
waren nicht mehr die beste Methode, um
das Massenpublikum zu erreichen.

Um sich auf einem hart umkampften
Markt behaupten zu kénnen, mussten die
Zeitschriften sich auf Spezialinteressen kon-
zentrieren, was allerdings ganz im Sinne
der Werbeindustrie war. Wahrend die groféen
Marken weiterhin bei den altbewdhrten Re-
zepten blieben und ihre Kampagnen auf
stetiger TV-Priasenz aufbauten, verlangte die
Spezialisierung im Zeitschriftenbereich nach
ganz neuen Strategien. Insgesamt gelang es
der Printwerbung jedoch — trotz des in die-
sem Essay beklagten Verlusts ihrer Kreativi-
tit —, einige ihrer Defizite durch Platzierung
in einer Vielzahl kleinerer Publikationen wie-
der wettzumachen. Das wiederum schuf
die Ausgangsbasis flir die Wiederbelebung
anspruchsvollerer und innovativer Ansatze
in den Achtzigern und Neunzigern — eine
Zeit, in der sich viele gesetzliche Vorschrif-
ten und Tabus in Bezug auf Werbeinhalte
anderten.

Steven Heller ist Artdirector der New York
Times Book Review und Vorsitzender der
Fakultit Gestaltung (MFA/Design) an der
School of Visual Arts in New York. Er ist aufser-
dem Autor und Herausgeber von mehr als
80 Biichern tiber Grafikdesign und Popular-
kultur, u. a. The Graphic Design Reader, Paul
Rand, From Merz to Emigre and Beyond:
Avant-Garde Magazine Design of the 20th
Century und Citizen Design: Perspectives on
Design Responsibility.
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Les années 70:

pas tout a fait les années 60

de Steven Heller

Le cinéma, la musique, I'art et la publi-
cité des années 60 furent, 4 tous les égards,
plus féconds que ceux des années 70. En dé-
pit de points forts comme le disco, le glam-
rock, les Village People, L'inspecteur Harry,
Love Story et The Brady Bunch®, les années 70
furent un gouffre culturel, particuliérement
dans le domaine de la publicité imprimée,
reflet partiel de I'esprit d'une époque. Certes,
au cours de cette décennie, de belles campa-
gnes, de bons slogans, des jingles efficaces,
de craquantes mascottes de marque ont lais-
sé leur empreinte dans la mémoire collective
américaine, mais leur vecteur était la télévi-
sion, pas le papier. De nombreuses pubs
excellentes passaient sur les trois grandes
chaines nationales, que les fidéles téléspec-
tateurs américains regardaient jour et nuit.

Pour n'en citer que quelques-unes :
Budweiser® avec son omniprésent : « Cette
Bud est pour toi » ; McDonald® : « Vous
avez mérité une pause aujourd’hui chez
McDonald » ; Burger King® : « Prenez-le
comme vous voudrez » ; Merrill Lynch® :

« Merrill Lynch remonte les bretelles de
I'Amérique ». Ces slogans brillants et bien
d'autres s'avérérent des armes si puissantes
que les acheteurs de média investirent mas-
sivement dans des temps d’antenne afin de
pouvoir rediffuser inlassablement leurs pubs
sur les chaines nationales, gravant a jamais
ces perles dans I'esprit malléable du con-
sommateur. Le grand public retint ces mes-
sages envahissants alors que, souvent, les
versions imprimées correspondant aux
mémes produits étaient ternes.

Naturellement, il y eut des exceptions a la
régle, comme l'alléchant « look Jordache® »
qui, lors de son lancement a la télévision vers
1979, déclencha la révolution du jean avant
de poursuivre avec succés son incursion
dans la semi nudité dans les magazines et
sur les panneaux d'affichage de tout le pays.
Toutefois, la présence de vrais acteurs et de
commentaires en voix off, comme celui du
narrateur au timbre suave de la pub de 1975
de BMW® : « La quintessence de la machi-
ne A conduire », donnait plus de relief aux
messages. Méme les slogans les plus aga-
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cants tels que celui pour le papier hygiénique
Charmin® : « Mesdames, merci de ne pas
froisser le Charmin® » (une idée de I'agence
Benton & Bowles de 1964 mais répétée jus-
qu'a plus soif tout au long des années 70)
étaient plus efficaces a la télévision.

Au cours des années 50 et 60, les direc-
teurs artistiques étaient les vraies sommités
de la publicité imprimée. Ces maitres de |la
« créativité » concurent les belles et mémo-
rables pubs de cette époque. Les magazines
nationaux a grande diffusion tels que Look,
Life, Collier's et The Saturday Evening Post
étaient truffés d'innombrables annonces. Les
directeurs artistiques publicitaires rivalisaient
avec les graphistes et les maquettistes de ces
revues pour créer les pages les plus saisis-
santes au niveau du concept et les plus sé-
duisantes au niveau de la typographie. lls ne
manquaient pas alors de « grandes idées »,
et ce n'était pas le cas & la télévision.

Cette derniére commenca a toucher de
vastes audiences dés la fin des années 50 et
au début des années 60, mais les agences
de pub ne surent pas tout de suite trans-
poser leur stratégie révolutionnaire de la
« grande idée » de la page a |'écran. La plu-
part des spots conserverent un coté hésitant,
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amateur méme, jusqu'au milieu des années
60, date a laquelle les gros budgets publici-
taires furent détournés des magazines au
profit du nouveau média. Les revues non
spécialisées, écrasées par leurs frais géne-
raux, n'étaient plus rentables. Ayant cesse
d'attirer les campagnes nationales destinées
au marché de masse, Collier's et The Saturday
Evening Post furent les premiéres a dispara-
tre. Look suivit, malgré un formidable effort
de modernisation. Life succomba a son tour,
passant d'abord d’hebdomadaire a mensuel
puis cessant définitivement de paraitre.
Entre-temps, les grandes marques avaient
investi massivement dans les tranches ho-
raires de grande écoute, débauchant les
meilleurs cadres des agences de publicité
qui travaillaient autrefois sur le support
papier.

Ces premiers remous apparus dans les
années 60 se convertirent en raz de marée
au début des années 70, balayant au passage
certains maniérismes stylistiques. Au début,
la publicité imprimée s'inspirait du graphis-
me éditorial. La sophistication typographique
était d'un niveau élevé mais des sensibilités
télévisuelles ne tardérent pas a l'influencer
également. Consciemment ou pas, I'écran du
poste de télévision supplanta la page comme
modeéle stylistique et la faible capacité de
concentration du téléspectateur devint celle
du nouveau lecteur des années 70. La o0,
autrefois, de généreuses marges blanches
encadraient des photos et des textes intelli-
gents, la page se remplit d'images et de
textes |achés un peu n'importe comment
dans la composition. Des pubs comme
« Sentez-vous propre de partout » (p. 308),
vantant les bienfaits du chauffage au gaz, uti-
lisaient des photos censées frapper le lecteur
entre les deux yeux, comme a la télé (ol cette
campagne avait précisément commence).

La publicité imprimée avait ses propres
exigences, mais le statut quo primait sur l'in-
novation. Une pub pour |la nouvelle petite
Honda Civic® proclamait : « Les femmes ne
conduisent que des automatiques » (p. 83),
un concept pseudo-féministe ironique rap-
pelant le look de la grande époque des pubs



de la Volkswagen Beetle® (la Coccinelle) par
'agence Doyle Dane Bernbach®. Inverse-
ment, le texte de la pub VW, « Volkswagen
remet ca », vantant sa nouvelle Rabbit®,
n’était pas a la hauteur de ceux de ses pré-
décesseurs. Si cette pub de VW tentait de
renouer avec le ton spirituel des campagnes
classiques antérieures, |'idée ne valait pas
le célébre « Citron » qui avait inauguré le
recours a |'ironie pour faire de VW une au-
tomobile acceptable et désirable pour les
Ameéricains.

Au cours des années 60, une photogra-
phie ingénieuse (souvent surréaliste) avait
éclipsé l'illustration réaliste dans la publicité
imprimée, créant une esthétique qui perdura
tout au long des années 7o. Cependant, le
public de plus en plus conditionné par le flot
des images de la télévision, semblait moins
patient devant une représentation statique.
Les nuances et les subtilités photographi-
ques qui étaient le propre des pubs impri-
mées des années 50 et 60 furent donc a leur
tour éclipsées par |a réalité sans ambiguité
du studio. Dans une pub pour les cigarettes
Kent® (p. 35), un beau mannequin afro-amé-
ricain fixe I'objectif d’une maniére passive
mais sans équivoque. Si cette pub a son
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importance pour son recours a une femme
noire, son style « coup de poing » est égale-
ment intéressant parce qu'il compléte le
matraquage télévisuel. Naturellement, il y
avait des exceptions. L'une des pubs les plus
saisissantes, pour Time Inc., illustre le pou-
voir d'un moment figé : « Tant qu'une image
fixe peut faire bouger ... nous sommes sur la
bonne voie », et |'on voit des soldats améri-
cains transportant un camarade blessé hors
du champ de bataille. Mais si celle-ci est
convaincante, peu de pubs imprimées furent
aussi efficaces.

Lillustration fit un vague come-back
dans les années 70, mais d'une maniére sou-
vent stylisée et décorative. La pub Clairol®
annoncant la premiére incursion de la mar-
que dans les shampoings a essences végé-
tales adoptait un style approprié, léger, fée-
rique, mais sans remettre en question les
perceptions du public comme le faisait la
pub classique de Miss Clairol de 1959 (« Le
fait-elle ... ou ne le fait-elle pas ? ») De méme,
'illustration pour Alcoa Aluminium emprun-
te la qualité linéaire, la palette de couleurs et
le style psychédélique radical des studios
progressistes Push Pin mais réduit la formu-
le 2 une insignifiance miévre. Lorsque l'iro-
nie est absente, le résultat est sans risque.
Ce qui ne signifie pas que toutes les publici-
tés devraient étre audacieuses et révolution-
naires. Aprés tout, le but ultime est de rete-
nir |'attention par tous les moyens, et
transmettre un message positif 'emporte
sur tous les autres objectifs.

Les historiens de la publicité observent
que les années 70 furent marquées par une
adhérence servile aux études de marché et
aux panels de consommateurs. La publicité
et le développement des marques devenaient
trop compétitifs pour étre laissés au hasard.
Afin de déterminer I'efficacité d'une campag-
ne a la télévision ou dans les journaux, les
agences se reposaient sur des groupes de
discussions, qui intervenaient souvent en
altérant (ou mutilant) les projets afin de les
rendre conformes a I'opinion de masse. Si
certaines firmes (comme DDB, Ammirati
Puris, Foote, Cone & Belding, Lord, Geller,

<
ERFST ACTOR IN HISTORY

Federico, Einstein et George Lois) conser-
vaient assez d'influence créative sur les pro-
duits qu’on leur confiait pour surmonter ce
nivellement par le bas, d’autres agences
moins établies ou plus orientées vers le mar-
ché de masse se pliérent a la volonté des
experts. Les pubs qui en mettaient trop sur
la page, comme « Les sceurs sont différentes
des fréres », pour des produits capillaires,
étaient généralement le produit de trop de
réunions et de décisions.

Durant les années 70, les lignes de pro-
duits naturels, qu'il s’agisse de shampoings
ou d’'aliments, firent I'objet de campagnes
nationales. Les barriéres raciales et ethni-
ques tombaient rapidement. Si les différents
groupes continuaient a étre ciblés avec des
campagnes « ethniques » distinctes, les
Afro-américains et d’autres « minorités »
furent davantage inclus dans la publicité
générale. Il y eut un autre virage important :
vanter les mérites des cigarettes fut interdit
a la télévision, reléguant les pubs au support
papier jusqu’'a ce que, |a aussi, elles soient
interdites dans les années go.

'objectif de la publicité est de servir les
annonceurs dans leur quéte de profits, elle
n'a jamais eu pour but d'étre un véhicule
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culturel. Il n’est donc pas réaliste d’attendre
de la majorité des pubs qu’elles transcen-
dent leur fonction de base. Néanmoins, a
certaines époques, du fait de la créativité
d’artistes inspirés, la publicité a contribué a
modeler la culture au méme titre que la mu-
sique, le cinéma et la littérature. Le plus sou-
vent, elle a incorporé leurs éléments dans la
culture de masse. Méme dans ses aspects
les plus progressistes, elle s'édifie sur d'au-
tres bases culturelles. Les avant-gardes, par
exemple, sont mobilisées par les agences
publicitaires uniquement apres avoir été
plus ou moins digérées par le grand public.
La mission d’un publicitaire de pointe est
donc de déterminer a quel moment surfer
sur la vague d’'un phénomene unique avant
qu'elle ne se brise. Il doit également savoir
quel média offrira le véhicule le plus efficace
pour un tel exercice. Au cours des années 70,
les équipes créatives ont produit des milliers
de pubs imprimées et de spots publicitaires,
mais |le papier n'était plus le meilleur support
pour toucher un public de masse, les maga-
zines étant devenus trop spécialisés.

Pour survivre sur un marché compétitif,
les revues durent cibler des créneaux plus
petits de consommateurs, ce qui n'était pas
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pour déplaire aux publicistes. Tandis que les
grandes marques continuaient d'appliquer
les formules publicitaires traditionnelles et
construisaient leurs campagnes autour d'une
diffusion télévisuelle, cette nouvelle stratégie
de spécialisation nécessita une réévaluation.
Méme dans la publicité imprimée, les an-
nonceurs exigeaient plus de vitalité. Aussi,
en dépit de mes lamentations sur la baisse
de créativité dans cette introduction, la
publicité imprimée était préte a récuperer
une partie de ses pertes en réinvestissant
dans une légion de projets plus petits. Ceci
favorisa un regain d'approches plus ambi-
tieuses et inventives dans les années 80 et
9o, une époque ou, d'ailleurs, les régles et
les tabous sur le contenu en publicité de-
vaient 4 nouveau étre réévalués.

Steven Heller est directeur artistique du New
York Times Book Review et codirecteur du pro-
gramme MFA /Design de la School of Visual
Arts. Il est également "auteur et I'éditeur de
plus de quatre-vingt livres sur le graphisme et
la culture populaire, dont The Graphic Design
Reader, Paul Rand, From Merz to Emigre and
Beyond : Avant-Garde Magazine Design of the
20th Century et Citizen Design : Perspectives on
Design Responsibility.
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| os afos setenta:

1ada que ver con los sesenta

por Steven Heller

El cine, la musica, la publicidad y el arte
en los anos sesenta fueron infinitamente
m4s innovadores que en los setenta. Con las
notables excepciones de la musica disco, el
glam rock, los Village People, Harry el Sucio,
Love Story y La tribu de los Brady®, |a década
de los setenta fue culturalmente yerma, en
especial en cuanto a publicidad impresa se
refiere, lo cual refleja en cierto modo el espli-
ritu de los tiempos. Y aunque en la memoria
colectiva de los norteamericanos pervive una
década de grandes campafias y esléganes
publicitarios, de sintonias memorables y de
graciosas mascotas comerciales, lo cierto es
que todo eso tuvo lugar en el medio televisi-
vo, no en prensa. Anuncios excelentes inun-
daban las parrillas de |as tres cadenas de
televisién de Estados Unidos y los norteame-
ricanos permanecian devotamente frente a la
pantalla dia y noche, noche y dia.

Entre las frases publicitarias més cé-
lebres se cuentan la omnipresente «Esta
Bud es para ti», de Budweiser®; «Hoy usted
se lo merece, venga a McDonald's», de
McDonald's®; «A tu manera», de Burger
King®; «Merrill Lynch, al alza en América»,
de la consultora financiera Merrill Lynch®, y
«Respondemos a una autoridad superior»,
del fabricante de productos kosher Hebrew
National®. Estos y otros esléganes brillantes
constituian armas verbales tan potentes que
los anunciantes adquirieron enormes blo-
ques de espacio televisivo para proyectarlos
unay otra vez, hasta incrustar para siempre
ESFES Joyas en la mente maleable del consu-
midor. Y mientras que estos mensajes cala-
ban en la conciencia del publico, con fre-
cuencia las versiones impresas de muchos
de los mismos productos mostraban una
carencia absoluta de inspiracion.

Evidentemente. hubo excepciones,
“OMo por ejemplo la campafa de «El look
L?;ﬂa;:'f“. que hacia 1979 inicié Ia. revolu-
tE[Evisidns \faqu?rﬂs con su lanzamiento en
o Ser:‘;nntlnué su sed uctf:rr coqueteo
s Idesnudo en las .p.'.igll‘jIEIS de las

Y en las vallas publicitarias de todo
Estados Unidos. Sin embargo, ver a actores

€ Carne y hUESD ( s
Y OIr sus voces su pEFPUEE.u*

tas a las imdgenes —como la del narrador de
la campaina de BMW® que en 1975 incitaba
con tono dulce al espectador a disfrutar de
«El placer de conducir»— contribuia a que
estos audaces esléganes resultaran mucho
mads |lamativos para el gran publico. Incluso
la méds bochornosa de las frases publicitarias,
«Por favor, no aprieten el Charmin®» (eslo-
gan que Benton & Bowles acuné en 1964
para anunciar su papel higiénico y que con-
tinud explotando ad nduseam a lo largo de
la década de los setenta) resultaba infinita-
mente mas eficaz cuando se proyectaba en
la pequenia pantalla que cuando aparecia en
las deslucidas péginas de las revistas.
Durante los afos cincuenta y sesenta,
los directores de arte de |la prensa se erigie-
ron como las lumbreras de la industria
publicitaria. Estos maestros de la «creativi-
dad» disefiaron los memorables anuncios
de una era. En aquella época, las revistas de
amplia circulacién nacional, como Look, Life,
Collier’s y The Saturday Evening Post, conta-
ban con infinidad de pdginas y los directores
de arte publicitarios colaboraban con los di-
sefiadores editoriales para crear las compo-
siciones tipograficamente mds atractivas y
conceptualmente mds sorprendentes. Por
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entonces, los anuarios de los directores de
arte jamés reflejaban una falta de «grandes
ideas»; en cambio, la televisién era otra
historia.

Cuando la televisién empezé a llegar al
gran publico a finales de los afios cincuenta
y principios de los sesenta, las agencias de
publicidad atin no habian trasladado la revo-
lucionaria estrategia de la «gran idea» de la
pagina impresa a la pantalla. La mayor parte
de los anuncios presentaba un corte vacilan-
te, incluso amateur, hasta mediados de la
década de los sesenta, cuando el dinero que
se invertia en las voluminosas revistas empe-
z6 a desviarse al nuevo medio. Los gastos de
las publicaciones empezaron a ser mayores
que sus beneficios y muchas de ellas cerra-
ron. Habiendo dejado de servir de imén para
las campafias comerciales nacionales, las
primeras en abdicar fueron Collier’s y The
Saturday Evening Post, a las que sigui6 Look,
no sin antes realizar un admirable intento
por modernizarse; finalmente, Life sucumbié
a la sequia de publicidad y, tras reducir su cir-
culacién a una publicacién mensual, acabé
por cerrar sus puertas. Entre tanto, las gran-
des marcas invertian cantidades ingentes en
las franjas horarias de mdxima audiencia,
desviando con ello a los mejores creativos
publicitarios de la prensa a la television.
Pronto, el baremo aumenté en un medio y
descendié cada vez mds en el otro, lo cual,
en ultima instancia, tuvo un impacto osten-
sible en la calidad dispar de talento entre
ambos tipos de directores de arte.

El cambio de oleaje de finales de los
afios sesenta se convirtié a principios de los
setenta en una agitada marea que se llevo
consigo todo rastro de peculiaridad estilfsti-
ca. En un principio, la publicidad impresa
buscé en el disefio editorial un modelo a
seguir. Y si bien la sofisticacion tipografica
se hallaba en un momento algido, las publi-
caciones no tardaron en transformarse en
una mezcla de sensibilidades editoriales y
televisivas. De manera consciente o incons-
ciente, la pantalla de rayos catédicos fue res-
tando protagonismo a la pagina impresa
como paradigma de disefno y el breve lapso

3



| » TN P

UL

Unlike the hero

in ‘A Star,’
Kristofferson

e is battling
3 N the bottle

e —eging
;' J‘ winning

kL

4

i

de atencion de su audiencia paso a sustituir
al del lector. Los generosos margenes blan-
cos que otrora habian enmarcado ingenio-
sas frases publicitarias y deslumbrantes
fotografias fueron reemplazados en los anos
setenta por imédgenes a toda pagina en las
cuales se insertaban los esléganes de cual-
quier manera. Anuncios como «El calor lim-
pio» (p. 308), que pregonaba los beneficios
de la calefaccion de gas, utilizaron fotogra-
flas a sangre y a todo color para atraer la
mirada del espectador, imitando la técnica
de la televisién, medio en el cual, por otro
lado, se habia iniciado la campana.

Y aunque la prensa tenia sus propios
requisitos, lo cierto es que la innovacién
parecia ser menos importante que el statu
quo. Un anuncio del nuevo utilitario Honda
Civic®—cuyo titular rezaba «Las mujeres
s6lo conducen transmisiones autométicas»
(p- 83), un irénico concepto pseudofeminis-
ta— retomaba el aspecto de la gran era de los
anuncios del Escarabajo® de Volkswagen
creados por Doyle Dane Bernbach® (DDB).
No obstante, el eslogan «Volkswagen vuelve
a hacerlo», con el que se presentaba el nue-
vo Rabbit®, no tenfa ni punto de compara-
cion con sus refinados antecesores. Asi,

14  The Golden Age of Advertising — the 70s
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aunque el anuncio del ultimo modelo de la
empresa intentaba recrear el tono audaz de
sus cldsicas campanas (mostrando que una
leyenda de la NBA de dos metros quince,
Wilt Chamberlain, cabia perfectamente en
un automévil compacto), la idea subyacente
era muy inferior a la del célebre anuncio
«Limén», que utilizé por primera vez la
ironia para convertir un Volkswagen en una
alternativa aceptable y deseada a las espon-
jas de gasolina que eran los automaéviles
norteamericanos.

Durante los afos sesenta, la fotografia
artistica (con frecuencia surrealista) habia
eclipsado a la ilustracién realista como plato
fuerte de la publicidad impresa, tendencia
que se perpetud a lo largo de los setenta. No
obstante, el publico empezaba a estar condi-
cionado por el flujo de imagenes en televi-
sién y demostraba menos interés por las
imdgenes estéticas. Asl, la sutileza y los ma-
tices fotograficos propios de la publicidad
en prensa de los anos cincuenta y sesenta
quedaron ensombrecidos por la realidad
aplastante de los estudios. La bella mujer
afroamericana cuya imagen se utilizé para
vender cigarrillos Kent® (p. 35) miraba de
manera pasiva pero inequivoca al lector. Y

pese a que este anuncio fue rompedor por
utilizar a una modelo negra, el estilo «Te
deseo» se hacfa palpable como medio estan-
dar de complementar al persuasor bombar-
deo televisivo. Por descontado, también
hubo excepciones a las fotografias tipicas.
En uno de los anuncios més arrebatadores,
el de Time Inc.: «Mientras la imagen estatica
conmueva... seguiremos en la brecha», una
fotograffa sensacional de las tropas estadou-
nidenses transportando a un soldado herido
fuera del campo de batalla muestra el poder
de las instantdneas. Mas, pese a la innegable
calidad de este anuncio, muy pocos ejem-
plos impresos mas resultaron tan eficaces.

La ilustracién volvié a ponerse ligera-
mente de moda en la década de los setenta,
aunque el resultado solia ser més estilizado
y decorativo que intelectual y conceptual. La
ilustracién del anuncio de Clairol® que pre-
sentaba su primera incursién en los champus
de esencias vegetales hacia un uso adecua-
do de un estilo desenfadado y fantasioso, si
bien no desafiaba la percepcién del ptiblico
tal y como lo habia hecho el clédsico Miss
Clairol («¢Utiliza... o no?») en 1959. Eso no
quiere decir que toda la publicidad comercial
deberia de ser radical y revolucionaria, ya
que, a fin de cuentas, lo importante es atraer
la atencion del espectador y el objetivo de
transmitir un mensaje positivo pesa mas
que cualquier otro fin. Con todo, en los anos
setenta se aposté mads por las opciones se-
guras y de eficacia demostrada que por la
novedad y los retos.

Los estudiosos de la publicidad seralan
que en la década de los setenta reiné la ad-
herencia incondicional y baldia a las pruebas
de mercado y a los targets de publico. La
publicidad y la aparicién de marcas se esta-
ban convirtiendo en algo demasiado arries-
gado y competitivo como para dejar su cur-
so al azar. Para poder determinar la eficacia
de la publicidad en televisién y prensa, las
agencias se marcaban un publico objetivo,
que, con frecuencia, podia alterar (o mutilar)
campanas para adecuarlas a la opinién gene-
ral. Mientras que ciertas firmas, como DDB:;
Ammirati Puris; Foote, Cone & Belding;




Lord, Geller, Federico, Einstein; y George
L ois, retuvieron la suficiente influencia crea-
tiva para imponerse 2 los dictdimenes del
mercado, otras agencias menos establecidas
y de corte més general se sometieron a los
deseos de los expertos en técnicas de publi-
co objetivo. Y no resulta dificil distinguir
sus frutos. Los anuncios que condensaban
demasiado en una pagina, como «Las her-
manas son diferentes de los hermanos», de
productos para el cabello dirigidos a afro-
americanos, eran sin duda el resultado de
demasiadas sesiones con publico objetivo.
Por otro lado, los afios setenta fueron tes-

tigo del surgimiento de una nueva publicidad.

En esa época se empezaron a anunciar lineas
de productos naturales, champus y alimentos
inclusive, a escala nacional. Las barreras
raciales y étnicas cafan rdpidamente. Se diri-
glan campanas «étnicas» diferentes a grupos
distintos y los afroamericanos y otras «mino-
rias» participaban cada vez mds en la publici-
dad general. Ademds, se registré un nuevo
hito: en la década de los setenta se prohibié
la publicidad de tabaco en televisién y se rele-
g0 exclusivamente a la prensa, de donde se
suprimié también en los afos noventa.

El objetivo de la publicidad es ayudar a
los clientes a obtener beneficios. La publici-
dad nunca se ha concebido como un motor
cultural, por lo que no tiene sentido esperar
que el conjunto de anuncios de cualquier
periodo trascienda su funcién bésica. En
c.ambin, en algunos momentos de la histo-
"3, debido a la fuerza creativa de personas
£On una sensibilidad artistica excepcional, la
Publicidad ha definido la cultura tanto como
la Musica, el cine y la literatura. A menudo,
afemé’i. ha incorporado y difundido ciertos
f;";:;::ﬂde e:aa otras c:!isciplinas. IHCIL.JS.D
e cnn:-tm s progresistas de la publici-
T Pruygn sobre otros fu.l'lfjarl"IE?tT]S
et L;til?r Ejei-rnplc:, los pL{thIStES uni-
R s o mZEIIH as vangu;?rdnas cuando
efeative thl}?t{ EFI.EEIdD. A15|, la Iabc:r de un
dEtErminar ; Céltacll*la cc_’” vista consiste en
Bitrmens ; uando agitar la marea de un
. Nico antes de que se coloque

Cresta de la ola. El creativo debe, asi-

FANTASTIC COLOR PHOTOS!

| o

/ §150

NUMBER 6

SPECIAL EFFECTS Part |

160 SCIENCE FICTION MOVIES
ull-Out Address Guide I

Susan Sackett's
STAR TREK MOQVIE REPORT .
Plus: Tha TV Animation Story

=Fs) .'!-.:] s ”L- I‘,J.IF{’JI' Y Intorviowes
Roddy McDowall & D.C. Fontana

SPACE: 1999 Camnv

alation!!!
RARE PHOTOS AND ART
ROBERT HEINLEIN:

The Making Ot
“Deastination Moon ™

"\.1‘11&_ L

L
o

s

.
g o Sw, T e

mismo, saber qué medio resultard més ade-
cuado para canalizar dicha sacudida.

Para sobrevivir en un mercado competi-
tivo, las revistas se dirigieron a un publico
cada vez mds restringido, lo cual resultaba
atractivo para los anunciantes. Mientras que
las grandes marcas continuaron aplicando
las férmulas tradicionales de la publicidad y
crearon campanas para la televisién, la nueva
estrategia de la especializacién hizo necesa-
rio un replanteamiento global. Incluso en la
publicidad impresa, los clientes demandaban
una mayor vitalidad para aumentar sus fortu-
nas. Y pese a que aqui se lamente |a escasez
de creatividad, lo cierto es que en la década
de los setenta la publicidad impresa se pro-
puso recuperar parte de sus pérdidas restrin-
giendo su aparicién a espacios mas
reducidos. Eso contribuyé a la aparicién de
enfoques mas ambiciosos e imaginativos en
los afios ochenta y noventa, épocas en las
que, por cierto, las regulaciones y los tabtes
referentes al contenido en publicidad volvie-
ron a someterse a examen una vez mas.

Steven Heller es director de arte del suple-
mento «Book Review» del New York Timesy
codirector del programa de master en Bellas
Artes y Disefio de la School of Visual Arts. Es
también autor y editor de mas de ochenta
libros sobre disefio grafico y cultura popular,
entre los que se cuentan: The Graphic Design
Reader. Paul Rand, From Merz to Emigre and
Beyond: Avant-Garde Magazine Design of the
20th Century y Citizen Design: Perspectives on
Design Responsibility.

Beetle, Rabbit y Volkswagen son marcas registradas de
Volkswagenwerk Aktiengesellschaft.

BMW es una marca registrada de Bayerische Motoren Werke
Aktiengesellschaft.

The Brady Bunch es una marca registrada de Paramount Picture
Corp.

Budweiser es una marca registrada de Anheuser-Busch, Inc.
Burger King es una marca registrada de Burger King Brands, Inc.
Charmin es una marca registrada de The Procter & Gamble Co,
Clairol es una marca registrada de Clairol Inc

Doyle Dane Bernbach es una marca registrada de Omnicom
International Holdings Inc.

Foote, Cone & Belding es una marca registrada de Interpublic
Group of Companies, Inc.

Hebrew National es una marca registrada de ConAgra Brands,
Inc.

Honda y Civic son marcas registradas de Honda Motor Co.
Jordache es una marca registrada de Jordache Enterprises, Inc.
Kent es una marca registrada de Lorillard Licensing Co., L. L.C.
McDonald's es una marca registrada de McDonald's Corp.
Merrill Lynch es una marca registrada de Merrill Lynch & Co., Inc.
INBA es una marca registrada de NBA Properties, Inc.

THE HATIONAL MAGATIME OF ENTERTAN

AFTER
DARK

EXCLUSIVE!
CHRISTINA
CRAWFORD

ODECEMBER 1978
.TH

OZMANIA
SEX AND SCI-FI

~ euTraglfous
D THY

HER
| RPET:
| ' RE NOT

\ A AN KANSAS

ANYMORE"







o




[ e g e e e N T S S I Comanit Woigs bwm o F

Shak~Ning of the Zolus (1S58 - 152X
A strvesy bk arid reBoury v Teae o aotnd i

rovodytond ey A0 rmtury Puanty nariere

e pevts fRsT B oo ey By wage, daid B frusn fes moaert B0 aose
sturdaridi e wesporn and gl s e dosrkyend e e
a it ahadderag e, i sty fad o FRAMERIOTIEN 1 St AOrTTRe PR, WS
Large shackds &) frvod off the craemncs” thrvwveng sgvurs vt e yoars, Saske
troogs esarrmnd S o FePu AT Dl ey s sk flor
ar Bw saght o chem

Tibeh Crmmeny rnd CortfRderaor A s Buds, Shuslen Seaut o srnadl
Faale (ra 00 of PRORTTTRAL PaCR OF PR Dwart cwar rablinons peuyedr, cered
wrnited ol tribes m Sowth s apierat Colividad e

- s
g —
"o ' '“l .
- -

g 3 _3 _I.'-.f-.

- YW
T W

= T T :
& .
1 % [ 4 .
oy A e
- 'y e TN N R '
0L 25 L3 .

-

.
g *

[
&

4
=

s '_
4 LE A - T:} i .
P

Ine Club Premixed Cocktails, 1975 Budweiser Beer, 1976 » Budweiser Beer, 1976 » » Almadén Wines, 1977

18  Alcohol & Tobacco




presents

JORN WAYNE

Duke does his first

TV special for the

King of Beers....

and that is special!

Ice up some Bud. and watch “Swing Out Sweet Land.”
It's an entertaining, easygoing, 90-minute look on the

bright side of America.

* ALL-STAR CAST %

(Listed alphabetically)

ANN-MARGRET
LUCILLE BALL

JACK BENNY

DAN BLOCKER
ROSCOE LEE BROWNE
GEORGE BURNS
JOHNNY CASH

ROY CLARK

BING CROSBY
PHYLLIS DILLER
DOODLETOWN PIPERS
LORNE GREENE
CELESTE HOLM

BOB HOPE

DOUG KERSHAW

Sunday, Nov. 29
38:30-10 P.M. EST

NBC-TV

(Check for local time and station)

MICHAEL LANDON
DEAN MARTIN
ROSS MARTIN

ED McMAHON
GREG MORRIS
DAVID NELSON
RICKY NELSON
HUGH O’BRIAN
ROWAN & MARTIN
WILLIAM SHATNER
RED SKELTON
TOMMY SMOTHERS
LISA TODD
LESLIE UGGAMS
DENNIS WEAVER




Grapes, like children, mature at diffevent times.

Some we gather at an early age, while the glow of summer is still on the
vine. With others we sit patiently by til the hues of autiomn manifest themseluves.

A sensitive and painstaking ant, this parenting of grapes.
Yet well worth owr labor of love to produce a wine the calibre

of our lohannisberg Riesling.
Careful harvesting has viclded a Riesling of remarkable

bouqguet and truly distinguished class.
Yes. we are very proud parents.
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Almadén Vinevards, Los Gatos and Paicines, California




E FRENCH MARTINI.

le of drops of cognacon i
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“Know why Wolfschmidt
Vodka’s makmg such a
splash?

Because it’s the
only vodka that’s
won 33 medals!”

b “When I hear that,
: ,1;' F -r" I fe‘El Ilke yellmg
' a Bloody Mary!”

Made from grain, 80 and 100 proof. Product of U.S.A.
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Frankfort Distillers Co. New York N.Y.

The zenuin vudka w1d1 al] the medals.

Seagram's Gin, 1974 «  Wolfschmidt Vodka, 1971 » Ronrico Rum, 1970
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n Rico.Didn't he pioneer
51% topless bathing sl,)uit?

Take it from the to;i.
Ronrico’s a rum. Altogether smooth,

light and very versatile. Untopped
at parties for 112 years. Anyone with eyes knows. ===

1970 Generm Wine & Spirits Co

nol.

Ronrico. A rum to remember.
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A DISTILLATE FROM

PHE MEZCAL PLANT | g
LA FABRICA LA MARTINERA | Y
_ TRGAUNLA, LSOO M 100 &
A -~
{”a
. L
£ # 8
(’ /y &
O
_ L5
i ad
8
o

AVAILABLE IN SILVER & GOLD

g




|I
(A

L]
W il ‘l_-

4.

A I.:'I'":. i®
i L1

¢ ; _:l,,, __ i

' '-"ﬁ-‘i‘-*-u".vr "“::‘1{%‘ ol

ﬂHLU | & Cofftee.
Oooh.

Send for our free Kohldo recipe book. Maidstone Wine & Spirits Inc

116 No. Robertson Blvd, Los Angeles, CA 90048
Kohlta Coffee Liqueur from Sur ny F‘ﬁEIIF"‘: 53 Prool

Kahlua Ligueur,

1979
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eagrams V.O. )
For people who squeeze all they can out of life.

They seem to do everything. And they do it right. Even when
it comes to having a drink. It has o be Seagram's V.O. Very special.

Very Canadian. Very right. Known by the company it keeps. \ / . ¢ " _ :

V. 0.

| CANADIAN 1:1115:!5‘
i e e T

B i
e T FE e — )

L L

» | ¥
¥ St F::**"Eﬁ.-—;
L Y e .

= taana's PNEST
) | MPORTED

il

o~

& 2% ’ : "y e =
CANADIAN WHISKY— A BUEND'OF ‘SEREQTRDWHISKILS. §1X YEARS OLD. 868
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Urson Welles is the father
acclaimed aclor.

Rebecca Welles Moede is the d: wnghter.,
And an ns spiring actress

They're of different generations, these two.
But they're very much alike when il comes Lo
the IH"IFL].. they have for their « Taft. OUn this
they agree. They live for it. And work for it
And love 1t

The Beams, too, have a craft. Different
but no less compelling. The Beams' craft is
distilling Bourbon. And for six generations
NOw, $on has followed father in that cralt.
L:*.:n_,-.; for it. Working for it. Loving it

=X generations, One family, One formula.
Une purpese—the world's finest Bourbon.

It's a proud record.

t's & proud Bourbon—smooth and 1ghi
and mellow. With a rich aroma full of
Promise,

Jim Beam. The Bourbon that’s been
pleasing audiences for 176 (176]) vears,

. And an

Generation gap? Jim Beam

never hear(l
of it.

Jim Beam Bourbon, 1971
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What makes her the
singer’s singer
makes us

Scotch drinker’s Scotch. 7

BLACK & WHITE

W
RINSE 1 0rTs =a0E

Tl e mme

ll'-.--r.'.. a

L4
Lauder s is 3
the fine Scolch that =
doesn’t cost like .~
- a fing Scolch -
oy S@TCI I 73

Lauder’'s lets any host
turn in a great !

parlormance | E My
LAUDERS
'S SI:{'.'ITEH
FHH.-:- 1 '-: '1: - ' .I'..n._-..r_. ;..-.:
Symibgd of -

The Scotchdnnker’s §_c_ofch. . mmmmummmmmam @

Seagram’s V.O. Whisky, 1971 <

Black & White Scotch, 1972 Lauder’s Scotch, 1975
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Design by Bill Blass for Maurice Rentner

The nation’s favorite vermouth...sweet or extra dry.
.




cotch and the single girl.

86 Proc! Blended Sret-n W

Martini & Rossi Vermouth 1970 4 JaB Scotch, 1971 » Heublein Cocktails, 1979  » » Galaxy Whiskey, 1972
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UVIAk paraaise tasies lse.

Ahh...Exotic Cackroils,TrOPIcnl temptations. A Singapore Sling. A Zombie. Dr. Funk. And
The essence of wild cherries. Zingy apricots. ~ Navy Grog. All fropical dreams blended fo send
Juicy guavas. Nature's flavors. Already mixed shivers through your taste buds. They're marked
- with brandy. Gin. And secret blendsofrum. ~ with mystery and postmarked paradise. So prepare
~ Thisiswhatparadise really tasteslike. ~~ yourself. Few experiences will be Qs exofic. .
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Discover a whole new
world of pure whiskey
enjoyment.Mellow-aged.
In the timeless tradition
of the world’s great whis-
kies. Yet light years
ahead in taste and char-
acter.

You’'re probably think-
ing: “I've heard whiskey
promises before. Can
Galaxy really be better
than what I'm drinking
now?"

Could be. But then,

you'll never know un-

til you put it to your
taste, will you?

Look for Galaxy
.. . it's out there.

Nk
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TASTE THE MELLOW GLOW OF TIME IN GALAXY WHISKEY.

Galaxy Light Whiskey. Eighty Proof. Hunter Wilson Distillers Co.. A Division of Joseph E. Seagrmi & Sons. Inc.. N.Y.C.
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MRE No villain can match the youthful Kabuki character with
his great sword and chilling cry — Shibarakw! One of the
YOU BE eighteen favorite Kabuki plays, Shibarakiu never fails to

nlease audiences. Another sure crowd pleaser 1s Suntory

DI FFEREN Royal Whisky. It'slight as a great Scotch, mel-

low as a distinctive Bourbon, yet different! £
Foryears, incredibly smooth Suntory has |
been the best selling whisky in Japan.

Now, this supreme whisky is a soaring success ROYAL o, e @
m the United States. Straight, on-the-rocks, or dlial donu n /0
miwxed, serving Suntory is an entertaining WHISKY ot e e —

wdea! Suntory, the classic whisky from Japan
86.8 PROOF, A BLEND OF RARE, SELECTED WHISKIES DISTILLED AND BOTTLED NEAR KYOTO. JAPAN. SUNTORY INTL. LOS ANGELES. CALIf




Sabra Liqueur, 1977

The HiramWalker Sour Ball.
For kids over 21.

drovwm up yor u
discover the d
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Suntory Royal Whisky, 1971 « Hiram Walker Brandy, 1978

to you, too.

27
naturally
flavored
cordials,
all
irresistible.

I

Just say“Doo-Boo-Shay.

DuBouchett Brandy, 1970
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 He’s the brains behind the next heavyweight champ.
He'd never smoke a boring cigarette.

Warning: The Surgeon General Has Determined
That Cigarette Smoking Is Dangerous to Your Health.

Viceroy. Where excitement is now a taste.

Enjoy Viceroy flavor-now in a bold new pack.

Viceroy Cigarettes, 1976 » Kent Cigarettes, 1970
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/ 'l‘he splri! oi Marlboro
,.m a low 1ar cigarette.

““I‘""I“I Lllﬁ%ln Insir.hhrriulll;’

SULEL LT And still offers up the same quakity

thal has made Mariboro lamons ;
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Marlboro Cigarettes, 1977

Mmy
Clinistrmas

O Martbor
- Country

Marlboro Cigarettes, 1972
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Marlboro Cigarettes, 1972
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Warming The Swigean Genersl Mas Determned
That Cigarette Smokung 13 Dangerous 19 Your Health

» Marlboro Cigarettes, 1973
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Benson & Hedges 100's Regular or Menthol

1971

ges Cigarettes,

1€

America’s favorite cigarette break.

Alcohol & Tobacco

Benson al |
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like a cigarette should.
You mean as a cigarette should.

What do vyou want,
good grammar or good taste?

I want to know what
‘Geronimo’ means.

N1l NQ

Winston

FoLL: RICH
TORACED FLAVOR

v o | Winston tastes good
.

Winston may not say it right. but they sure know how to make it right with

T

specially processed | FILTER BLEND | tobaccos (gt

-

Winston c;
" Cigarettes, 197, » Tareyton Cigarettes, 1973 » » Benson o Hedges Cigarettes, 1971
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The Surgeon General Has Determined

That Cigarette Smoking Is Dangerous to Your Health.

Warning

King Size: 19 mg. “tar”, 1.3 mg. nicotine; 100 mm: 20 mg. “1ar”, 1.4 mg. nicotine; av. per cigarette, FTC Report Feb. 73
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Cool ain’'t Cold.
Newport is.
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How

GoopIris
LIVIN' IT UP IN

JU $

and T Wintton end fMaps

Hip-huggin’, flare-bottomed, all-season fun-
wear for guys and gals. Wear 'em outdoors,
wear ‘em indoors, wear 'em just for kicks.
Yours for only $2.95 a pair and the end flaps
from two Winston packs. Order a pair today!

3

Warning: The Surgeon General Has Determined
That Cigarette Smoking Is Dangerous to Your Health.

e

Newport Cigarettes, 1970 <

AEma
T
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O: Winston Fancy Pants™ ONer
P.O. Box 9444
St. Paul, Minnesota 55194
Please send me__ ——pair(s) of Fancy Pants. ' Y _‘{I
For each pair | enclose $2.95 and 2 end flaps
from any size Winston Cigarettes. (No stamps please.)
The size(s) ordered are checked below:
Maie —__Small (28-30 waist) Female ____Small (5-7)
— _Medium (32-34) {Jr.Sizes) Medium (9-11)
— Large (356-318) - Large (13-15)
IMPORTANT: Send check or money order and end flaps by first
class mail, Make payable to: Winston Fancy Pants ONer.
| certify that | am 21 years of age or older,

NAME

(PLEASE PRINT PLAINLY)
ADDRESS TEL.

cITY STATE ZIP*

*U.5. Postal Reguiations require use ol 2ip code. Please include. Allow &

weehks lor delivery. This offer expires Dec. 31, 1972 and is limited to the
U.5.A Mot valid for shipment info stales where prohibited or regulated

KING ‘«I! SIZE

VI t
FILTER:CIGARETTES ?

%

£ 1970 8§ SEYsOLES TORACCD CONPARY IRETON JaLLE & €

20 mg."1a", 1.4 mg. nicotine av. per cigarette, FTC Report APR.'72.

Winston Cigarettes, 1972
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In 1913, [1] Mary Patrick got on the train in Boston, got the urge to smoke in New York, [2] decided to light
up near Trenton, |3| was caught outside of Wilmington, |4 and was put off the train somewhere
between Baltimore and Laurel.
1
VIRGINIA
SLIMS

Fashiops [rom Beene Bazaar

ming: The Surgeon General Has Determined
at Cigarette Smoking Is Dangerous toYour Health.

—

Regular: 18 mg:'tar;'1.2 mg. nicotine—Menthol: 18 mg:‘tar;" 1.3 mg. nicotine av. per cigarette, FTC ReportApr.'72
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N cigarette-super bad.

L&M Menthol
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av. per cigarette by FTC method
Ve i
I-"Hfﬂ'ﬂ 5![-"‘”5 Cigﬂrﬁttﬂﬂ. TEF?-? + ILQTIF'.-’T CJH””“:E*W. TE]J"”

45






FTeTstbabane
—-— W]




L STADIUM

*i-i'.;; —————————————— e ~ADKING .

A
il




S5

———ve A AN AN nr_..___

—-'-.--—-__-'-—':——-—___—.-_-_—_r—-——""‘—-__- ._.-.--l-'""_."__ -_'--_.‘
- — [
: -'—'—" w ﬂ -___ -

X J‘@“
oA TR
2 }-'"E"- e .

e il |

F 2 sy )
e

o .‘_1.-1,.!'

e Aard "“-t-"
{"‘"r: i
'-‘5.,1':




» » Chevrolet Impala, 1972

» Chrysler, 1970

1971

Pontiac,
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Toyota Celica, 1974 4 «
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$3,986.65."
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FOR 1970:
A NEW FLIGHT
OF BIRDS

Soaring into the '70's far ahead of the rest . ..
1970 Thunderbird. With dramatic new front -
end styling, shaped to slice the wind.
Longer, lower and wider for '70. Yet, still uniquely
Thunderbird. With its impressive list of standard
luxury features you'd pay extra for in other
cars. Options other cars don't even offer. And
standards of quality most others only aspire to.
Choose from three distinctive models.

The New Flight of Birds is ready for take-off.

Above: Pan Am's Boeing 747 Jet and the 1970 Thunderbird
2-Door Landau with Special Brougham Interior.

THUNDERBIRD



The 1973 Thunderbird.

In appearance,
In appomtments, 1S a luxury car.
[n ride and handling,
T e o B ' its distinctly Thunderbird.
.!__- ;i:l |!|| i ._' .

THUNDERBIRD
FORD DIVISION Df-mn’ .

Ford Thunderbird, 1973

Mercury’s ride rated better than two of the world's most
expensive luxury cars.

Official results of blindfold tests show 57 people picked Mercury to 33 fora  $16000 |i5$ne. 59 favored Mercury to 31 for a $26,000 European fouring car
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Write for Official Test Report
Ne complete tdocumant detai
Sures, rames of participants an
S avsilable. Write: Nalionmid
caoumer Testing tnstitute. P.O. Bo
THedd, Veashington, D.C. 20034

i o

Better ideas make better cars.
;* :-;ircurr Marquis starts with a ride that's superior 1o some 2. Then adds the best styling ideas from the luxury class : 3 F""‘#‘E o bﬂff”"""ﬂu"ﬂ-;‘:r:a—-ﬂx . | Fiom. - M ERCU RY
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"Forward Moltion™ © Peter Max Enterprises, Inc

New Datsun 1200 Sport Coupe.
An original portrait by Peter Max.

The new Datsun 1200 is today’s  doesn’t take up much space and gets around
kind of car. It's an economical package of 30 miles out of every gallon of gasoline. At
motion and fun that's nice for you...and for the same time it has quick handling and
the world around you. So when we commis-  spirited performance. Finally, it comes with
sioned its portrait, we went to today’s kind of  all the niceties you could want —fully reclin-
artist — Peter Max — probably the best known  ing bucket seats, safety front disc brakes,
artist of his generation, a creative geniuswho  tlow-through ventilation—and a few you
made colorful visions an exciting part g = didn’t expect —a fold-down rear
of f;‘k’CI'Y(L_l}’ lite. -' seat storage area, whitewalls

The new Datsun 1200 and tinted glass, for instance.
Sport Coupe gave him a Peter Max has captured the
subject that's exciting on spirit of our 1200, a Datsun
several levels. For the Original. Capture it for vourself
ecology minded, it's a car in real, everyday terms at your Datsun
that doesn’t cost much money, dealer. Drive a Datsun...then decide.

Own a Datsun Original.

From Nissanwith Pnde
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®BUYER PROTECTION PLAN is reg. U.S. Pat. and Tm. Off

Dat =0 Volvo. 1074
SUn e s . : ? 73 e YOIVO, 159/4
1200, 1973 «  American Motors Gremlin, 1977 *- b
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O VOLESWAGEN OF AMERICA, INC.

Can you still get prime quality for $1.26 a pound?

A pound of Volkswagen isn't
Chec:p compared to other cars. But
What you pay for is the quality.
Prime quality.

Just look at what you get for your
Money.

13 pounds of paint, some of it in
Places you can't even see. (So you
€an leave a Volkswagen out over-
Ight and it won't spoil.)

A watertight, airtight, sealed steel

Oftom that protects against rocks,

rain, rust and rot.

Over 1,000 inspections per one
Beetle.

1,014 inspectors who are so fin-
icky that they reject parts you could
easily ride around with and not even
detect there was anything wrong.

Electronic Diagnosis that tells you
what's right and wrong with impor-
tant parts of your car.

A 1600 cc aluminum-magnesium
engine that gets 25 miles to a gallon

of regular gasoline.

Volkswagen's traditionally high
resale value.

Over 22,000 changes and im-
provements on a car that was well
built to begin with.

What with all the care we take in
building every single Volkswagen,
-, we'd like to call it a filet

"B mignon of a car. Only
§ 5 one problem. It's too
& tough.



Action is having an elec-
tronic fuel-injected 2.0-liter

engine take you from 0 to 60 in
11.0 seconds.

Action is stopping on radial
tires with 4-wheel disc brakes.

Action
s taking
a corner
with rack-and-pinion steering
in a mid-engine car and feel-

ing closer to the road than the
white line,

Action

Action is a
5-speed gear-
box.

Actionis a light, fiberglass
roof you can take off in less
than a minute.,

Action is sporting a
built-in roll bar.

Action 1s ]? of the
wildest colors you’ve ever
seen. From Zambezi Green to
Signal Orange.

Action is 29 miles to the gal-

lon and a cruising range of
more than 400 miles on one
tank of gas,

Action is finally stopping for
gas and having all the station
attendants wanting to wait on
you.,

Action is what you get every
time you step into a mid-engine

Porsche 914.

Porsche
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There's a Firebird for every purpose.
Except standing still.

Esprit offers luxury that doesn't simulated air scoops atop a 5.0 litre 6.6 litre V-8 underneath.

get in the way of sport. Individually- V-8. Who can appreciate stabilizer Fuven the base Firebird has a

cushioned buckets of supple vinyl. bars and steel-belted radials. purpose. To deliver Firebird's fire

A rosewood-vinyl accented dash. Trans Am is the ultimate at an appealing price.

Plush cut-pile carpet underfoot. Plus Firebird. Built to go all the way. An Firebirds are equipped with

an available “Sky Bird"” Package eve-catching, head-turning, heart- GM-built engines produced by

with sky blue paint, matching wrenching, awe-inspiring legend. various divisions. Your dealer has

wheels and special trim throughout. A lot of it has to do with the details. He also has a Firebird for
Formula Firebird is for people  ominous air extractors, deflectors whatever you like to do.

who are driven by a love of driving.  and air dam. The shrieking bird Unless you like standing still.

Who are forever inspired by dual available for the hood. And the Pnntiac'The Mark of Great Cars

1973V Pontiac’s best year yet!

-

Pontiac Firebird, 1978 » Cadillac, 1975

64 Automobiles
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I petermination has its rewards.

Al
rﬂw;,lr(.!::i—-fnr today's luxury car buvyer. First, we stubbornly maintain that a luxury car should

pe 9 thing of beauty. This is reflected in all nine Cadillacs—including Eldorado, the only

radition of building great cars like the 1933 Cadillac 355 Phaeton has its advantages—and

,\n'lﬁ'ricnn-huilt luxury convertible. Then, there's Total Cadillac Value. Because of it, Cadillac
esale is traditionally the highest of any U.S. luxury car make...and its repeat ownership
the greatest of any U.S. car make. CadillaC. Then and Now...an American Standard for the world.

1D

Cadillac

Magy -

."'-..._‘_‘::_E_"_;.t_"l!‘t k
ta':h"a,!_ ..‘u.'.._r.----' |




w Famitonkd

.F*-'-i'- H

ki
g WY

In w:de—open MG Midget, you can fly now, pay
ﬁlﬁ mve monayon g_as v,rhlla gojoyln C all

] L B
‘l’-"i"

L] . . t'-.:‘:

i 1 - - .,II'.“‘.';._.‘ : I-. { . .
i i L i oy -
_1/il". I'_'+. ll r E X = ¥ =
e m&lm e *J; st

-

AR = I.I_I &
B b :ﬁ“' i
b iy i .'.L A § | &

“'F v I“i"' h‘r'ln:h_ii‘ 3

S

MIDOGET

L] 'y,

MG |"l.-7.l-r.1ll};f']'. 1077 » Porsc J'lr‘ 024, 10/ 16)

66 Automoaobiles




g,

. EASE A LEGEND. THE PORSCHE 924

Why lease an ordinary car when you  distribution between front and rear—

can lease a new 1979 Porsche? for balanced road holding and braking.
The Porsche 924. lts aerodynamic design is aestheti-
It's designed to carry on the Porsche cally pleasing—and practical. In wind

tradition of winning. A tradition that tunnel tests, it registers an amazingly

spans 31 years and includes over 400 low drag co-efficient of only 0.36.

major racing victories. Best of all, even with options, leasing
It's also designed for the practicality  a 924 is surprisingly affordable.

, of today. Its unique rear transaxle - So visit your Porsche + Audi dealer
provides virtually perfect 50-50 weight  and test drive a living legend.
PORSCHE +AUDI

NOTHING EVEN COMES CLOSE




Jeep CJ/s, 1974
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e = = American Motors Corporation o -

Automobiles

Introducmg the
Jeep CJ/5 in “Jeans”

Look what the well dressed Jeep CJ/5 is wear- Levi's® tan—to complement vehicle color.
ing! New Levi's® styled seats with matching fold- The Levi's® interior is standard on the Jeep
down top. Made of rugged, easy to care for vinyl Renegade (shown above) and optional on the
fabric in absolutely authentic styling—right down standard Jeep CJ/5. |
to the copper rivets. Built to take plenty of rough Levi's® and Jeep Corporation—two names at

home in the great outdoors—
J 'l CJ/S waiting for you! Jeep wrote
eepﬁ the book on 4-wheel drive.

From a Subsidiary of

treatment and most anything
the weather can dish out.
Choose Levi's® blue or




This is Cordoba. The small Chrysler. An automaobile in which you will enioy
not only great comfort . . . but great confidence. It is configence you can see, the
confidence of knowing your automobile possesses a look of great dignity.
it is confidence you can feel, in thickly cushioned contour-seats axa".aﬁle in rich

crushed velour or soft Corinthian leather. It is confidence you |
when you are in control of a truly road worthy automobiie. This is
you will find in a most surprisingly affordable small Chrysler. Cor

B CHRYSLER

Fa : COAPDNATION

Chrysler Cordoba, 1975 » Plymouth Sapporo, 1978
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Standard dual power
 assisted sport mirrors

Standard inside deck release.

Standard adjustable
lumbar supports

—

_—

ushion

. .

— e



Standard ult steering column.,

Standard forced air
ventilation.

Optional
air conditioning.

'i
:
%I

“_  Optional AM-FM radi
«  with cassette,

Standard 5-speed transmission
(Automatic shown, optional).

Optional power windows. \-\

‘- -
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One of the reasons Le Car has caused
so much excitement in this country
is because of what it can do in the
citv. There isn't a car in town that
can match Le Car for parking, ma-
neuverability, ease of handling and
smooth ride. .

Le Car fits in a smaller parking space
than any other car in its class.

Even though Le Car has a longer
wheelbase than Honda Civic or VW
Rabbit, it has a shorter overall
length.So Le Car will fit in a space

that the others have to pass by, Add
to this Le Car’s short 32-foot turning
circle and you can see why the park-
ing problems of the city are no prob-
lem for Le Car.

A highly responsive car that
handles with ease.

Parking is not the only difficulty
you'll encounter in the city. Driving
is another. Le Car is equipped with
front-wheel drive, rack and pinion
steering, four-wheel independent
suspension and Michelin steel-belted
radials, all standard. (Honda, Rabbit,
Chevette and Fiesta don't offer this
combination of standard features.)
The result is that Le Car can zip
in and out of, around and through
trafhe,

And Le Car’s ride is so remarkably
smooth that Car & Driver reported,
“The rough-road ride in LeCarisa
new standard for small cars. It
waltzed across the worst roads we
could find —the cratered surfaces of
Manhattan—as though it was fresh
pavement.”

Although Le Car is small on the

outside you could never tell from its
roomy inside. Le Car is designed to
give you the most interior room while
using the least exterior space.

A world of satisfied Le Carowners.

In Eurnpe nearly two million
people drive Le Car with a passion.
That's more than Fiesta and Rabbit
combined. Here in America, Le Car
sales more than doubled in 1977.
What's more,in an independent study,
Le Car owner satisfaction was rated
an amazingly high 95%.The price for
all this? A very satisfving $3495*

Obviously, a lot of people are doing
a lot more than just driving Le Car
in the city. So if you really want to
see how much fun Le Car can be, flip
open the giant sun roof {ﬂutiuna!}
and take Le City Car for adrive in
the country, For more information
call 800-631-1616 for your nearest
dealer. In New Jersey call collect
201-461-6000,

*P.O.E. East Coast: Price excludes transportation,
dealer preparation and taxes, Stripe, Mag wheels,

Sun roof and Rear wiper/washer « prional at extra cost
Prices higher in the West, Renault USA, Inc. £1978.

Le Car by Renault ¢

Renault Le Car 1078
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ﬁ'mu:--.“- OF Amimica, 1ne,

ways thought a
little car meant a
lot of crowding,
you've obviously never
looked into a Volkswagen
Rabbit.

There happens 1o be
sO much room in a Rab-
bit that all 72" of Wilt

Chamberlain can fit
»” comfortably into the driver’s

seqat.

With space left over.
Because the Rabbit has
Rolls-Royce.
As well as more room for
NDER::. "
B impored car in its class.
Toyota. Every Honda, Mazda, and
Renault.

and Chevy.

And, of course, what's all the more

even more headroom than @
people and things than
Including every Datsun. Every
Not to mention every small Ford
impressive about the room you get in

If you've al-

by the Rabbit itself. The car that,
according to Car and Driver Maga-
zine, “...does more useful and re-
warding things than any other small
car in the world..”

SO how can you go wrong?

With the Rabbit you not only get
the comfort of driving the most
copied car in America.

You also get the comfort of driving
a very comfortable car.

Because it may ook like a rabbitOn
the outside.

sut its a RADDIT on the inside.

VOLKSWAGEN
DOES
AGAIN




Ford's oul Tronl in vans—in mors ways than one. Firsl with the van concapl
aboul 15 years ago. And firsl with an advanced oul-lront design. We moved
the engine forward so you have more room and downright comfort,

And did o lot more. Pul yoursel in the leader in vans—put yoursell in a Ford!

m‘mﬁlm

I’ the sansesl van o onl In, oul wnd

Myl Brgared i 1 l‘lﬂﬂ.‘l vt badltt
At yooir Qtil WeEs 1O Oury Crplioeral "ﬂmlﬂﬂ‘"wuﬂlh -

pwird Captain s Chairs, too! Par wagon, parl van, all heh
imcduritry s frad custsenipad van Fm Bl Py — Ford s ressyhad Plalg WaQON up frcersl_
inside and out— & ook that sets you apan in e crowd wide OpEn ¥an room in rear

= : . o snans’ b crsseiods SN 91 out of 100 of all Ford Trucks
registered over the last 12 years
are still on the job.

FORD

Ford Cruising Van, 1977

THERE IS NO BIGGER STREET

Ha r.ff_--.rr. [ Javidson. 1977 » C ragar Custom Wheels,
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Bright chrome is in. So is Cragar with a trio that really
shines. The popular spoked S/S has always been
the custom wheel king. Now, it has a pair of regal

A (AN T LR

" companions in the solid SS/T and Slick Dish with
, (] Wire Basket. A royal selection of
' — applications and sizes in all three.

Cragar does it —on the street.

S * ol et 9 = -,
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Easy Rider

When the easy rider left the highways and took With the shiftless luxury of automatie trans-
to the trails, the riding wasn’t so easy any more.  mission. *
Then came the Arctic Cat Bikes. So now the easy rider is still off the highways,
With the easy ride of shock absorber sus- and he’s riding easy again.
pension at both ends. Quickly, quietly and dependably, too.

Choose one of four models and start
riding easy with Arctic Cat Bikes.

With the easy ride engineered by
Arctic Cat’s back trail experts.

Get away from it all. And all the wayback. i

Arctic Cat Bikes, 1971 » Appliance Industries Wheels, 1972
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Four years in the making. here's \WIRE
MAG™ the revolutionary new wheel from
Appliance. Our own one piece, high

strength alloy design”. with mirror pol-

shed finish. \WIRE MAJ is available in all

DOpular sizes, easy to install, guaranteed
lubeless and of course. fits disc brakes.
W]Wm is the latest in a wide range of
Custom wheels from Appliance. Every one —
Whnether Chrome. Spoke Mag, Dish Mag or

the all new WIREMAG is built to the same
Nighest standards of style and quality, at a price
YOU can afford. Ask your dealer. he knows, Lock for
Appliance, you'll like what you see.

Patent Pending
.‘..\' - r w Wity
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Elezra Lrlide.
On the road it stands alone.

1200cc Electra Glide. Big-twin performance that keeps you hanging in on any
tour. Dependable power and comfort on the open highway or heavy country
Cast and polished covers. Trouble-free Bendix carburetor for quick, all weather
starts, smooth throttle response. High-output alternator, push-button siarter
Timeless elegance of the world's finest motorcycle. Electra Glide. Road riders

Davidson

the Harley- l

choice. From Harley-Davidson. Number one where it counts on the road and
y u HARLEY- DAVIDSON ﬂ"tpﬂffﬂfmﬂf 5 ‘

In the records. AMF | HARLEY-DAVIDSON, Milwaukee, Wisconsin 53201,

B
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The Wackine Built ﬁuﬂuhi_ufq

Fou Undimited Touning. .. 9u'Style. d

PREMIER
MOTOR CORP.

Hasbrouck Heights, New Jersey O7604
Exclusive Distributer in U.S. & Canada

COmCLE M T1 OnN READTE SENVICE PAGE

GuzziMatic Motorcycle, 1977
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JHHE !wﬂrfllw k-ck WEMM life.
Bi;mm*ur Aiders— over twio generations of ther — understind and :nwucl.u
- this intimat e bond between man and machine,
" Most egos aren't ug trvthe kind of 5 rip thar ioday’s 750 Donnie :ﬁﬂﬂumh
Bt if yours is, we have gamost rewarding mwrtorcyeke foryow
RS Sente € -H-q: Parkis 5, A nalsatss, Californis 92708 The Bonneville for 77 JTW
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Harley-Davidson, 1971 «

Bonneville Motorcycle,

Honda Motorcycle, 1977

INTRODUCING A WOLF
IN WOLF’S CLOTHING.

[t comes dressed in special
paint, a sleek teardrop tank,
flashy megaphone pipes,and lots
of chrome, All the markings of
a bigrer beast

And like its big brothers, it's
ridden in a more natural, lad-
hack position. With a low-nding
stepped seat. And handlebars
that reach back for you instead
uf the other way an aund.

Bt our XS400 has more than
the profile. It has the power.

In fact, Cyele Geride magazine
fisund that it's the fastest accel-
erating four-stroke 400 you can
buy. And ome of the best handlhing
mstoreycles anvwhere,

Yamaha Motorcycle, 1979

Oy, ais they put it, “the only
limit to how much fun vou have
is how much lean angle you like?”

How did all this come about?

Engneenng.

For example, the suspension
system not « iy _I..!i‘.'!":i Vi "}I.!u.:
hike steadiness, but it can be fine
tuned for any nder any nding
style

And the carburetors automat-

cally adjust to engine load. So
there's a lot of power, but not a lot
oif temperment.

Plus there are features like

anoverhead cam, electnic starting,
6-speed transmission, self-cancel-

ling tuen sigmals, disc brakes, and

complete instrumentaty &
angled back for easier re; Himj.,
There's even an economy
model, the XS400-2F. for those
af vou on i hittle tighter budget.
It has wire wheels instead of cast
alloy, slightly less chrome, a kick
starter, drumbrakes, Andit comes
im one codor instesd of two, Inall
other respects, it's identical to
our regular model,

Which means it does i whaole
lot more than look like a bigger
bike.

It acts like one,

Yi

When youe knore Iow Fhay've builf,
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well for seabng comiornt 4 Rear fip-tokd seat
COMPARE ITTO ANY 4-WHEELER, ANYWMERE. 7 Free Wheeling package opbon 8 Off-road
bench seats 11 Front stabilirer Dar Bronco

’ The first 4-wheeler that puts it all together.
intraducng Ford's all-new Bronco with i Big
cube 5 BL (351)V-8 standard = 2 Chosce Of pari
ime 4 WD with opbonal automabc . 3 Rear ool
BRO“CO- opion for usable cargo space. 5 Fourspeed
transmessson B Front quad shock opbon
handing package opbon 9 Privacy * Glass
option. . 10 Chosce ol buckel of uuTn-umH tromt
Winnar of the Four Wheeler OFf The Year e
trom Four Wheeler maganne. October 1977
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Ford Bronco, 1978
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International Harvester Scout, 1977
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Ford Ranchero, 1977

S

New Fo_rd Ranchero...

Porigrmance Chegled - ol oen "arn
ortupied  COOETaE R CWOCE ETETART  aphes
rperapes ghute and Oel DpreetuTe Qa0

“fF.‘mm ol D - B
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Buper Wide Dsduan
G- The— real®y grab he 0ad ehen yo 'l'h«——-hq-llu-h'mn o fE Chroms Whints— " Jemate i mag
w0 g in e pptune gees tngeitip F " bepe wheril AvlaShe o0 B modet
No guesit:on of who you Bre in a Rancherd, DOCAUSS Ranchato's all new lor “72. Mew size, new slyle, new
y LT Ranchero can D& 8 one- ol -d-laond pckup. oe BNgINeeTing, Miew saligiaction, And the pickup box
signed by you (fom a sinng ol wilh-il oplone you both wider and longer. Visit your Ford Dealar and
wouldn'l belieave. Some are shown above And chack the spacs. Then roll your own

& baiier whea loe salety: Buckls up

FORD RANCHERO €&=»

Ford Ranchero, 1972

Rt
o Ford
TU'"ﬁ i

» Ford Ranchero, 1972




If you've an idea Ford's all-new Ranchero is a
high-spirited sports car, you're right. If you think
Ranchero is a handy, hard-working pickup,

right again, For Ranchero is a beautiful blending

of both. It offers a ride that’s both smoother and
quieter with a wheelbase that's four inches longer
than last year. New strength and durability with a
solid big-car frame. And clean responsive handling
with a new link coil rear suspension. Front disc

brakes are standard, and you can choose any of
six spirited engines up to a 429 V8. Big new
loadspace, too, with a new box that's longer at the
rail and wider at the floor. 4-foot panels easily
slide between wheelhousings. And campers or
boaters will welcome a new towing capacity

of up to 6,000 pounds. See a Ranchero 500, GT or
Squire at your Ford Dealer’s soon. With so much
that's so right, you can't go wrong.

A better idea for safety: Buckle up. A" neW FORD
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Bob Hope, star of Naho Enterprises Productions’ on-the-go. He will be delighted to show you Apollo’s
“Cancel My Reservation,” from Warner Bros., always exciting, new 1973 line of 22, 25, and 30 foot models
uses his Apollo Motor Home for motion picture | in a variety of floor plans and beautiful deco-

B rator-coordinated interiors. Features in-

(AN

locations, mobile office, golf vacations,
and cruising enjoyment. Bob says,
“Apollo is the only way to go for
safety and luxurious accommodations —
it gives me all that privacy and Ring-Of-
Steel construction.”

clude a bath with sunken tub/shower,
sparkling kitchen, and livingroom comfort
all contained in a weatherproof, reinforced
fiberglass body. Like Bob Hope, drive your
Apollo today. For complete information and

You need no reservation to see your Apollo dealer nearest you, write Apollo Motor Homes,
dealer for a new experience in first class living Inc., 9250 Washburn Road, Downey, Calif. 90242.

AENG OF STEEL MEANS AING OF SAFETY - ;
1L, Select Dealerships available

APOLLO
MOTOR HOMES

Watch Bob Hope Specials on NBC-TV a subsidiary of Kalvex Inc.

.--
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“Women only
~ drive _
‘automaric
transmissions.’

Some car manufactur-  so much pizzazz it handles  Or, if you prefer,

ers actually believe women like a sports car. Hondamatic™ It’s a semi-
buy cars for different If you're bored with automatic transmission
reasons than men do. cars designed only to get  that gives you conven-
So they build “a you from point A to point ience, but doesn’t rob you
‘woman’s car” Oversized,  B,without responding to  of involvement.
~ hopelessly automatic you the driver, maybe you Neither one 1s a
~ and dull. ~ ought to take the Honda  woman’s car.

At Honda we designed Civic for a spin. - ° o

~ just one thing. A lean, We've got a stick shift W ';'Ol‘l?ﬂ CIV!C. -
~ spunky economy car with  with an astonishing g Calnidg b
amount of zip. Enough to

. surprise you. We promise.

Handa Civic, 1974
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" Elevator Company

Our future is a vertical marketplace ft876

It's a high-rise shopping center with the excitement
of an old world bazaar and the convenience of true
one-stop shopping. It's also a cultural center with
drama, art and music. It's vertical because that's the
best way to use our dwindling supply of urban land.

And because Otis has more than 60 years’ expe-
rience in safely moving people, automatically, we
know how to predict traffic patterns, handle load re-
quirements and plan for the vertical and horizontal
transportation requirements for such a marketplace.

Master Charge Card, 1970 « «  Otis Elevator Co., 1974 <

When it's built, we'll combine conventional ele-
vators and escalators with self-propelled horizontal
slevators to speed you from floor-to-floor and shnq—
to-shop. Even move you quickly by automated transit
from urban transportation and parking facilities into
the shopping area.

Because we believe in the future growth of the
world's cities, Otis research is working now on ideas
to better move people and goods tomorrow.

Otis, a company in motion.

i

i
.

Otis Elevator Co., 1976
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jow to branch way out
vithout pulling up your roots

over ground by phone.
pecifically, by a new money-
aving Long Distance service
alled WATS—Wide Area
elecommunications Service.
Vith WATS, you pay a flat
nonthly charge regardless

f the number or length of
our calls. It's not unusual to
iet more than twice as much
alling time for your Long
distance dollars. And you
an buy WATS nationally
r regionally. Ask one

f our Communications
“onsultants what WATS
‘an do for your business.

@ ATsT




This isn’t the generation gap
_we’re worried about.

W
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For one thing, we've got too much faith in today’s young people.

They seem to be more concerned and less hypocritical than

any generation in history. And for another, this kind of gap

has been a natural part of things since the early Egyptians.
But there is a gap that does bother us. The ever widening

... gap between technical progress and the generation of social

~ " advancement. All of man’s age-old social problems are still with

us. Poverty. Crime. Prejudice. Injustice. Plus a few new ones,

like pollution.

You've probably asked yourself: “Why can’t a people that

can put man on the moon and produce the highest standard of

living in history solve these problems?”

. We can. And technology can help. But, you know as well

as we do, that the big change has to take place within people

themselves. And that takes good will—enough to think beyond
self. Dedication—enough to pay the price in time and money.

And desire —enough to get involved.
All of us are fond of saying: “Why don’t they do something?”

You and we are they. The Bendix Corporation, Bendix
Center. Southfield, Michigan 48075.

Bendix




The Arab nations have indicated
their intention to control oil produc-
tion in order to keep prices up.

They're just not going to let the
world use their limited resource as
a cheap fuel.

For them it may be the right thing
to do. For us it's a chilling signal
and we should take warning.

What they're trying to tell us is
we'd better stop depending on oil
for so many uses. Qil should be

used only when there is no prac-
tical alternative.

Unlike many nations, we're for-
tunate. We have a superabundance
of coal that can be used instead of
precious oil for many of our energy
needs.

We're sitting on half the world’s
known supply of coal—enough for
over 500 years.

It may well be impossible for us
to become totally independent. But
certainly we can reduce our de-

pendence on foreign fuel.

We as a nation must make a
commitment to coal. Face and
solve any problems that exist.

And ask not if coal has a place in
America's future, for coal is Amer-
ica's future. But ask only what
needs to be done, by reasonable

men, to use this vast and valuable
asset.

Let's end this senseless delay.
Let's pull our foot off the brake and
get America going. Now!

American Electric Power Company, Inc.

Subsidiaries:

Appalachian Power Co . Indiana & Michigan Electnc Co., Kentucky Power Co.. Kingsport Power Co., Michigan Power Co., Ohio Power Co , Wheeling Electric Co

ATdT Long Distance, 1970 « «  Bendix Corporation, 1970 < American Electric Power Company, 1974

90  Business & Industry




Whaen the architects of Sears’
Pacific Coast Headguarters Building
designed a perect cubs for this
office /retail complex, they wanted
a reflective glass that would satisfy
both esthetic demands and lang -range
cost end comiort considerations.

Which is quite a challenge in
southern California, where a bild-
ing’'s most powerful enemmes are
brightness and solar heat.

To simplify the decisionmaking.
PPG ran a computer analysis, com-
bining site charactenstics with eight

PPG Industries Glass, 1973

sets of performance figures for the
building's skin.

From this analysis, the architects
selected the most desirable glass.
PPG Solarbar™ 480 Twindow™®
insulating glass.

Result: A cube reflecting 168
feat of cloud, sky, and Calfornia
sunsel. While inside, Sears people
have sverything. Visual comiorn,
sconomically controlled temperature,
and an open, space-age quality that
complaments the bullding's pristine
shapa.
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PPG Industries Glass, 1978
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Consult your srchitect aboutl the
advantages of Solsrban 480 Twindow
insulating glass—or the others in our
family of Environmental Glass, Write
PPG Industries, Inc.. One Gataway
Centes, Pittsburgh, Pa. 15222,

PPG: a Concern for the Future
g
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It's saving them all kinds of money.

Atlanta’s C&S North Avenue Branch
Bank usas a PPG Performance
Glass. Solarbronze® Twindow®
Linits, To save money.

Solarbronze Twindow Insulating
Glass Units lowar the burden on
the building's central, all-air heating
and cooling system. And studigs
proved that for the C&S Bank,
these insulating glass units sfimi-
nated tha need for supplemantary
underwindow heating / cooling units

Tha result; less money was
spent on original equipment. And
for & long time to come. less money
will be spent on maintenance

and annual operating Cosls
Look info the moneysaving
baneafits of a PPG Performance
Glass for your new building. Early
in the design stages. The profes-
sional people do. Like C&5 Bank.
There's a PPG Performance
Glass to keep out the heat, keep
out the cold, reduce brightness. or
reflact like a mirror 1o enhanca a
building’s beauty. And there are
somas to do it afl. All give you
a solid return on INVestment .
Write: PPG INDUSTRIES,
One Gateway Center, Pittsburgh,
Pennsylvania 16222,

PPG is Chemicais, Minerals, Fiber Glass, Paints and Glass. So far.

PPG Industries Glass, 1970

Once, glass was simply a transparent material
But that innocent role has changed. T

C&S North Avenus Branch Bank Ailania
Architect: Aeck Assockates. inc . Allanta
hiechanical Enginear

Leranby & Aorum, Atlania

to separate you from the weather.
oday. PPG glass is a building

matenal

that manages energy and the environment in commercial and residential buildings.

To arrive at this point, PPG pioneer
, and we now produce g
to meet differing buillding needs wit

techno

ed in special coatings and fabrication
lasses with widely varying characteristics
h efficient, practical and graceful applications.

PPG glass can insulate, reduce solar heat gain, conserve energy. and beautifully
reflect the landscape, sky and clouds.

What PPG has been doing is researc

able, high
our lives.
So when

ormance energy-management
tly what you would expect from
u need to manage

ener

One Gateway Center, Pittsburgh, Pa. 15222.

Enlgis ] sl T ) i

hing, developing and marketi
glasses to enhance the quality of
the world leader in fiat glass.
 contact: PPG Industries, Inc.,
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How LIFE deals with all those silly things that interest younger people...

Seriously.

LIFE didn't think last summer's Woodstock Festival was so silly. We sent our reporters and
photographers to the Woodstock hills...and ended up with an entire issue devoted to the bigges!
rock concert in history.

And we don’t see anything silly about college students speaking their minds. We take what they
say...about the war, about our cities, about our country ... and print it. Because a lot
of it makes sense.

Which is the same conscientious way we handle all our stories. Whether they're about the girl
friends of Prince Charles, the boom in astrology, or offbeat ideas in art.

There's nothing very silly about LIFE's low price either. 25 weeks of straight thinking and
thorough reporting for just $2.95. Which is less than 12¢ an issue.

We'll even bill you later. After you've seen for yourself some serious coverage of the things
that interest you.

Just send in the attached order card today while this bargain price is still in effect. Have your
own copy of LIFE sent to you every week, and stay right on top of things.

Right where you should be. UFE
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All Americans have a big stake in this election.
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What has Mr. Nixon
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. a Senator, imagine what McGovern B
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Is it any wondar thal Gaorge
McGovern is the choice of Mrs.
Coretla King, Rep. Julian Bond, Rev.
Ralph Abernathy, Rep. Wailler E
Fauniroy, Mayor Richard G. Halcher,
Mayor Ken Gibson,
Louts Stokes

and William Clay

Vote Nov.7 for George McGovern and Sarger_tt Shriver.
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George McGovern, 1974

The practical way to own a new energy-saving home
that starts saving you money from the very first day.

Here. Today ... Is a truly sensible an
Swar 1o tamommow's highar fuel costs
Homes thal combine the economies ol
ke sun with advanced energy-saving
he““ﬂﬁ and cooling and insulglion
methods

Theresultis a unique system: Revere's
Sun Pride™ Watgr Heating System—the
ComDlete system for healing domestic
Wales with sotar energy; General Electric's
Waathertran ® Haat Pump with Climatul™
Lompressor—an slectric systom that
Coois without water. heats withoul bum-
ng fuel; STYROFOAM TG insulation
shnaihlng—the unigue insulation from
The Dow Chamica! Company covering

sinenaL @ eiicrnic WERwO-liD H'.E"H:El

Life Magazine, 1970 «

avir y spuare Oal of walkl{axcepl door and
window openingsh Mational's own exchu-
siver Thermo-Shisld insufation syslem

The encrgy-savings syalem s available
in hundneds of Moor plans in mAhches,
fplit-lgvets and two-siory homes

The anargy savings can be significant
s easy to prove it 1o yoursoll. Visit your
Mational Homas Bulldor today
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GALL TOLL FREE
foi Tha NEmE of Four noaros!
Magtidpag! Hoprars Bagilde

800,/621-8318
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LWOHRE FRETLEES LIVE M
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THAMN ANY OTHER HOED
i THE WORLD
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Sy Cewmy Comp e

National Homes, 1978

The Sipos Imago, Aco Bacoroe

ook twho reads the Bible.

It can make things wark f'or you LECEE
s that kind of book . Mational Biple Week Committes :
- i ; " - PO Bem |1 Arsonin SIaTION 1
Read your Bible, You'll see e York, M Yook 10003 :
I you don't have a Bibile of your pown

Cace. e Sadeg g oo oo SRR
i . % Piemwe wervd me ane Bitla
we'll send you one for 5 dothar

Hard cover and everything e
lust one should do it . ad TR
Y AT s

The Bible lasts a lonig time -

30th &nne=al Mationa| Bibte Wesk, Mowember 22.29. 10970 A inteefailn oFior

National Bible Week Committee, 1970
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This is the tag you should look for
even before you tbe[m'cetag

The Herculon 11* tag tells you what no price tag can.

T hat the manufacturer is no [ohnny-come-lately. He's long

been atrendsetter. A perennial fashion innovator. And proud
of the reputation he’s buils.

The Herculon Il tag tells you he doesn’t mind working a little

harder to maintain that reputation. Puttin ginthe extra effort it maj
take to meet Herculon 1l standards. So his dresses or shirts or
sweaters don’t come out looking like anybody else’s.

TUR MARKETING.INC.

1345 Avenue of the Americas, New York, New York 10019
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Piece of mind. What's all this about Ecology?

A tiny electronic
brain, nestling near
Ladybug.

An RCA integrated
circuit with 1,300
transistors built in.

It can operate a
watch, a pocket
calculator, security
alarm, automotive
systems. .. replacing
mechanical devices.

It’'s more reliable,
accurate, economical.
needs little power,

doesn’t pollute.

By 1985, such
circuit chips may
contain as many as
a million transistors...
making even today’s
technology look
quaint.

Innovating

y gy~ = L
in electronics. it's child’s play - and fun for adults, too - with Ecology Kits and Games.
i i WOGE DMATY Ecology ¥its hetp evaryone from age B The acology kits and games ars
From the beginning. LH:T-;};:; . Lﬁﬂh’hfﬂ ’ :; s K g e b i designed by Urban Systems - & loam
TIOMN™ '|:'p1 ey challenge players of all mysterias. And baginning ecologisia af ecoiogy srxpers who think learmung
apes o soivie tho orises and find Tha car prova (hair distovenas with {ns- should be an adventura. And #':TI': Cang
strategias of today § concarmad world ginating exparimanis and projocis abuout the seorhd gur childoen will ko
lnadess 51000 sach. Eighd diftergni kite. 35 00 sach

BULLOCK'S - BUFFUM'S - MAY CO. - L MAGHNIN - FAD. SWARTI - BROADWAY
and batier oy siores

URBAM BYSTEMS |NC
10533 Massachusaits Ava
Cambridge, Mass 02138

RCA Electronics, 1975 Urban Systems Inc., 1971

Whenyou ()
sign ﬂslomelhing special,

The phone company wants
more installers like Alana MacFariane.

Alana MacF arispe is a 10 -year-old
froem San B sfeel, Catifornis, She's one

L] | She wor't be the last.
7 b ﬁmmmmwum
- -':."_._" i ; - “th'. Hm

warnl the man and woman of the
telephone company 1o de what they want
to do, and do hest.

want (o help 28 sdvance bo the bast of
Y i yor ot B Compny
b a

@

Tiat o PFrovidenee, H-hﬂ-flr lmd UEW\

Why? Because whenever you rake And the one thing they all have in
pen in hand, you re likely o be writing comman 15 the very uncmmon
with a fine instrument from lextron s products they are.

Sheaffer Division — pens, ballpoines and

precision penciis crafeed in a proud

el it _ ’
Think abour it. Textron s Sheafter

WIHNE INsrumenti And Gorham

pewter, silver, china and cryseml, And

Talon zippers A COMPANY TO THINK ABOUT

TUA Marketing, 1972 « Textron, 1975 ATdT Telephone Services, 1972

95




How come there’s no
Moscow Mercantile Exchange"

MQQKOBQKAS\ TOBAPHM! BUPIKA

Laryera . Rom | faﬂ- 1
Rt | ' |
¥evrams |
W II|I
l!:-rnnli
L P
“l.-,--'!- 1

L T - , . . .

i ¥ e KATTYCTY B

| ™ A | : CTPAH- ;
- : A\ COEAVHANT

Millions of tons of potatoes, cabbage and

. 'ﬁ; other commodities change hands in the U.S.S.R.
| every year, but not a ruble’s worth is traded on
any futures market. In a regulated economy, the
price of a head of cabbage is exactly what the
government says it is—no more, no less. Does
their system work? Apparently. Does it work

as well as ours? You've got to be kidding.

CCHIGAGU MERCANTILE EXCHANGE §

444 West Jackson Blvd., Chicago, lllinois 60606

'-.':":“
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Fhe New Minutemen of the Army
Guaxdrshare a unique American
heritage with William H. Carney.

A Sergeant in the 54th Massachusetts
Colored Infantry Regiment during the
Civil War, Carney received the Medal of
Honor for heroic devotion to duty during
fierce fighting at Fort Wagner, S.C. on
July 18, 1863. \

Outstanding black Americans still
protect our country and our communities
in today’s Army Guard, of course. One
weekend a month thousands of these
modern day citizen-soldiers come
together all across the nation to train
and sharpen their skills. And you can
join them. o

More than 400 career specialties are
open to you. You'll earn good pay for

learning one of them, t00. About $45 for
just one weekend a month to start.

And with every promotion there's __

Bes i W

The New Minutemen.
our local Army Guard
Recruiter, complete and mail the
attached coupon, or call toll free
800-638-7600 (except in Alaska, Hawaii,
Puerto Rico, and the Virgin Islands).
-InuMaryland call 301-728-3388.

.




When the World War 11 Vets came home there
were bands, kisses, jobs and education for the
asking.

Last year their sons came home from a war which
was in many ways far worse. And they're getting
cold shoulders, slammed doors, few jobs and
less money for education, subsistence or any-
thing else.

It's the basic things that hurt . . . the lack of

for rent or education or even food. But it's the
little things that finally break you . . . like the late
check that the VA says is due to some computer
foul-up or the lack of transportation money to

Send them a message.

A dollar or two or may-

be five from you could

be just the message one

of these guys needs at

this crucial moment:

somebody out there still
cares!

Whether you were a hawk
or a dove on the war...
you can't turn your back
on the guys that went over
there and fought it!

Send whatever you can today.
For the returned Vet, the Viet-
nam cmergency is nol over,

ol - | —
B SR i 2 -
/ v - i_;..'
L -“- ; ;é'?_' g F
a .'n._‘- -.

B e

get to job interviews. And you dont want a
public dole.

Our forgotten men can’t wail. They cannot wait
until it gets strnightened out in Washington.
That's why we've set up the Veteran's Emergency
Fund. We won't be around next year asking for
your money. We're just what we're called: an
Emergency Fund. Set up right now to provide
emergency subsistence to the Vietnam Vet while
he gets on his own two feet again, Funding will be
disbursed in the form of outright grants or short-
term no-interest loans and will be administered
by the non-profit Kharma Foundation.

Mew York, N.Y. 10019

I'm enclosing a check made pay-)
able to the Kharma Foundation — as |
s dooation (o [he Yietnam "lr'e-lu':m'l
Emergency Fund. Please put me on Lhe
mailing lit of your quarterty Vietnam Vet
Newsletier— The Voice of the Veteran

|

|

_ |

1414 Aveoue of the Amencas |
I

I
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A Penthouse Social Service Ad

-

NAVY NUCLEAR PROPULSION.

THE FASTEST WAY UP IN NUCLEAR ENGINEERING.

If you want to get into nuclear cost you thousands if you could
engineering, start by getting into  get it in graduate school. During
the Nuclear Navy. vour career, you'll get practical,
The Navy operates more than hands-on experience with our
half the reactors in America. So nuclear powered fleet. Maybe
our nuclear training is the most vou'll work on a nuclear subma-
comprehensive you can get. You rine, maybe a nuclear cruiser. But
start by earning vour commission  wherever you work, vou'll really
as a Navy Officer. Then we give get to prove yvour worth—as a
you a vear of advanced nuclear young Nuclear Propulsion Officer
technology, training that would entrusted with the most advanced

NAVY OFFICER.

technical equipment known toman.

If that sounds like the kind of
respongibility you're looking for,
speak to your Navy recruiter. He
can tell you if you qualify as a
Nuclear Propulsion Officer
Candidate. Or call toll free 800-841-
8000. (In Georgia, 800-342-5855.)

Navy Nuclear Propulsion
Officer. Some men wait for the
future. He lives it now.

IT'S NOTJUSTA JOB, IT'S AN ADVENTURE.

U.S. Navy, 1977

Is this your

last summer fora
summer iob?

Summer jobs between high school years are good-time
jobs. A little work, a lot of laughs, and a few extra bucks when

you head back to school in September

But the summer job after graduation is your last summer
job. And if you're not going on to college this fall, consider a

job in today's Army

A job that teaches you a skill and pays you as you learn
You start at $288 a month With free meals, housing, medical
and dental care, and 30 days paid vacation each year

t's a job that lets you live away from home and atford it.
Not only in the States, but in places like Europe, Hawaii, Panama,

and Alaska

Finally, if after your 3-year enlistment you're interested
in college, there's 36 months of financial assistance at the college

of your choice

If you'd like to know more about this unique combination
of job-training, pay and benetits, see your Army Representative

Or send us the coupon

S ——————— -
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U.5. Army, 1972
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GET IN HERE, BILL!
| WANT TO TALK TO YOU!

T 7 I'VE GOT NEWS
OH, YEROU, MR, BEMIS.
I'VE BOT A NEW JOB
|  OFFER WITH A REAL .

The day Bill tol;l off his boss

[

| YOU PUNCHED IN SEVEN

MINUTES LATE, I'M DOCKING
YOU AN HOUR'S PAY, AND
ITBETTER NOT HAPPEN

AGAIN... OR ELSE!

|

¢ THAT'S WHAT
[ HAH! ANYBODYD ‘ﬁlt*ralérélﬁ !
| T?JEPETH || LEARNING
| THAT MUCH! || Wm
o 7.~ | TIME AT HOME
FROM CIE...
AND NOW | CAN
| TAKE MY PICK
LDFEGDDJEIES!

Sl

= L A

veg/ NOw IVE 60T A CAREER

IN ELECTRONICS

CIE MADE IT EASY. S0 un~BJ
T0 YOU ANO YOUR CRUMMY JoB! |

U GOTTA BE
KIDDING! You ?

Ny TN

ARE YOU WORKING FOR PEANUTS IN A
DEAD END JOB ? GET SMART LIKE BILL...
MAIL CARD FOR 2FREE BOOKS LIKE HE 1D/

e by e e, it S Chbesimtd l@mmes ol flsrwesan 1770 F 1M D) Deeelirsd (Bea LLEE

Cleveland Institute of Electronics, 1970

As long

o e e e e e

l IF CARD IS MISSING, MAIL THIS COUPON F

| 3 i

- CIE |

| i

i

: Claveland Institute of Electranics |

i TTTE East 17 Streat, Cieveigng, Dnao G474 |

| I

| Please aehd me your 3 FREE BODKS descrnbing the |

: opportuniEes in Plectranics and how (o prrapars far Beem !

| 1

|

I Masrea i

| | P gt |

i |

| e |

i |

i |

, I = — o :
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-t i |

i Shate_ —Lip ige :

§ [ ¥ederans and Bervicaiman: |

| Chach kare lor G0 Bl mfermation, |

| Aooredied reemitas falonn HioeTe Shody Cooecil ﬂ |
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as the still picture can move...

we're in the righl business.

AL INCORPORATED

a hl'blﬂ, Baied communation COmd iy
Froduch

LD CATSETIEL
Ao {1
PN EEFROLUC O
ROUCATHDAGE Wt g wind )
FAE R PLFE PO o
FRINTING, MATERIAL T SWWAET]
SRR T [T
TIWPE el _|.1 [ 5
WEW TR CEASED SOCIETY
LA
VUMAE LAFE MO us]

N AR =

Time Incorporated. 1972

How to tellyour parents you

want to join the Army.

Yo e u!'.tdlmlmu [rom ]‘-1'..'51
school and not going to college
And you're not really prepared
tora job. You're not even certain

ViR Lru Y '»'»'in_ilT VIO WAt BO .,_Ep
Cr cando

Tell your parents you can
find out in the Wi MY 5 .""..E'rn‘_.

%

U.S. Airforce National Guard, 1977

Corps. Find out which of the
many fields vou mu__gh[ do well in
i. ILI.' ﬂ‘u'\lh_.'ll ;irﬂi,ﬂ_ p'fwﬂnci
management, COmmMunicatons,
"-LL}-.'In COMATTY '.-|_ ;t.u[;l E‘i'l: WSS TR,
0T ;1L'|m11'.:-.rr;n-|~.-c ['“-:I-.'n._l.'-.llll’d.‘-.

And rell them we 1l train you
for a career in that field And Pty
vou while vou learn. At a starting
salary of $288 a month. And
since so many things in the Army
are free — meals, housing, medical
and dental care — you may save
most Of vOrur salary

Orr spend i on the 30 days
aH! ||_'l VECAHON We ZIVe YOU every
vear. Go almost anywhere in the
world Europe, Hawaii, the kar
East, or any of those great places
Y 'I-'LII". iy ||[1-.'|.'-1"-."'~ Wadl 'Ih."L{ Ty & AT
the States. All at a very low cosl

Tell them that you can con-
rinue your education, too. Take
special courses. Even go for your
college degree. And that we |l pay
for most of 1t

Tell them that in roday's
.'1\.! MY VO IMay |.,{]‘1+. LT iil"'i%“lf_"‘
YO Meyer I{I‘-I-.*U.' LA |'|.|I-._! ."1I.1!'|.i
L 15']1._"”1 inad TL"L"--I'.-I..]IH'E:-_-_", Il,_'."hl:"'l. -
sible iob. You ll find new triends
Meet people, Mature,

}:*-.:']- I LR '!'Li FEsNS, S0
vour local Army Representative
O send us the coupon

., i

A ey LS %
Dwge 4% Hosspias: Wi 2300 T T
A blhw ey o e e b ot B Oy LU R LR LN

g ey 4 e

L R e —— -

“There are 400 different
jobs in the National
Guard. And every one
of them helps some-

body. Including yoursell.”

August is Salute the
Guard Month
Call 800-336-0423

Ur your
local recruiter
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Radioactivity.
It's been in the family for generations.

In fact, scientists can tell us just howold

uur_;emgte _Ia_{]g_ﬁ%ﬂtgﬁ};&'ﬁby?'I"'ri'EESU ring the
radipactivity stillin the bones of prehistoric
Cavedwellers.
~ Radioactivity dating is possible because

Virtually everything on earth—food, air, water,
man himself—is radioactive and always
has been.

Obviously, radiation is nothing new. Using

f‘“?‘ﬂﬂ" power plants to generate electricity
ISt exactly new either.

Olivetti Typewriters. 1970 <

We've been doing it for 15 years.

And experience has shown that a person
living next door to a nuclear power plant for a
year would be exposed to less additiﬂn_al
radiation than by making one round-trip
coast-to-coast flight.

Understanding that nuclear power plantﬁ
are safe. clean places to make electriCity is
important, because the demand for electric
energy continues to grow. And nuclear power

is one of the best ways we have for meeting it.

" Qur country’s ability to do the work
that needs to be done willdependonan
adequate supply of electricity. There’'s
no time to waste. Newgenerating
facilities must be built, and built in a way
compatible with our environment.

We'll continue working to do this.
But we need your understanding today
to meet tomorrow's needs. -
The people at your Investor-Owned
Electric Light and Power Companies. '

Ear ames al ApBAAIng LOMmpaes wiike 16 Power Componios
d s Avege of the Rrmnie o New Yore MNew ¥k 000

Investor-Owned Electric Light & Power Companies, 1972
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Andy Warhol's unfinished symphony.

We asked Andy Warhol to paint a That's why he owns Pioneer. i
picture of a Pioneer high fidelity As far as the portrait goes, he
receiver. He can’t seem to finish. has our unfinished sympathy. )
He says he gets so wrapped up in U.S. Pioneer Electronics Corp., |
the beautiful sound of the subject 75 Oxford Drive, Moonachie, i
that he can't concentrate on the New Jersey 07074. |
way it looks. West: 13300 S. Estrella, Los Angeles |
Andy is a great artist, film- 90248 / Midwest: 1500 Greenleat, |
maker and journalist. And he's a Elk Grove Village, Illinois 60007

man who appreciates great music.  Canada: S. H. Parker Co.
He knows you can't have great

F music unless you have great G‘D pIONEER

i’i Equipmenl, when you want something better 1
/i

e ? Chmiin i ] A , . e
Akai Stereo Equipment, 1974 «  Pioneer Electronics, 1975 » General Electric Televisions, 1979
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A REVOLUTIONARY BIG PICTURE
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You're looking at the new General
Electric Widescreen 1000. A super
Size color TV with a picture three
times the size of a 25" diagonal con-
Sole. A picture that makes you feel
like you're at the movies. A set with
he advanced performance features
you expect from General Electric.

GENERAL @@ ELECTRIC

GE “Command Perf
VHS video cassette recorder

chairside convenience of random
access remote control. So you can
go from channel 2 to 83 instantly.

See this and other examples of
General Electric leadership in tele-
vision at your GE TV dealer.

THIS IS GE PERFORMANCE
TELEVISION. .

Like VIR. The Emmy award-
winning color system that gives you
realistic flesh tones, blue skies, green
grass. Automatically adjusted by the
broadcaster’s signal on many pro-
grams. GE won the Emmy in 1977
for being the first to use VIR.

And electronic tuning. With the



Ve are dedicated to the phllosophy .
»f putting beautiful sound w1 hi 5
weryone's reach. We have ch ey
oal by creating and d signing
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DISCRETE MATRIX POWER
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s ', - W presents: True compatible Quadraphonic 400 Watt l P.P. Audio System plays D;scrcu;. |
| ~ SQ-Matrix and Stereo with built-in 4 channel and 8-track tape, magnetic Garrard chang®

u al:muspenaiun speaker system. This week only, Model MAG 487XP, special mtmducwﬁrs
: . ; 54 department stores and Elactrophonic dealm listed at right. After sale $4
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*3000 lifesize VideoBeam television has
almost paid for itself in the beer my friends have

broughf me’

“*I tell my friends they can come
and watch basketball, hockey, foot-
ball, whatever, anytime . . . as long
as | don’t run out of beer.

We taped a conversation with
Barton Carter, teacher of communi-
cations law and sports freak, and this
is what he said about his VideoBeam
television, his friends, and what goes
on at his place.

It’s like being there.

T Barton Carter, Boston, Mass.
Advent VideoBeam owner since Feb. 1977

somebody down low, post a tall
guard on a shortone . . .

Yuu “Feel’’ the contact.

**Of course, football more than any

other sport shows the contact . . . n
fact you feel the contact. You see one
of these big guys come steaming
down the field at full speed and he
gets his legs cut out from under him,
does a twist and falls, um, you can
just feel it. You get that sometimes

“And if you've got eight or ten
people watching it's magnified. And
if they 're rooting for different teams

.ohboy . . . I'mthinking of h1r
Ing a bouncer tnr the next game.
To: Advent Corporation, 195 Albany St
Cambndge, Mass, 02139

Please send me brochures oo
VideoBean?™ television and the name and
address of the nearest dealer where ean
see a demonstration.

*“I'll have eight or ten people over under the boards in basketball. You T =
for a basketball game. What with can just feel them hitting each other. —_— - — -
the immediacy and the way the It's more than just seeing it. S
VideoBeam picture sortof Town
wraps around you and In- State - e I

volves you, and all these
people together . . . it gets
pretty crazy. It's like being
at the game.

** Actually what with
the different camera per-
spectives you see more
than you would at the game.
It shows best in the stuff
that goes on underneath
the basket. You really see
the elbows, people banging
around. Anyone who says -
basketball isn’t a contact sport
hasn’t seen it on VideoBeam. For
instance you can see when Cowens
gets really mad. All of a sudden
there's an extra two feet around him.
Nobody wants to get near him, not
even his teammates. You wouldn’t
see that on the little tube. No way.

Better feel for the strategy.

**You can see what people are
trying to do, not only what they ‘re
accomplishing. You can see when
somebody is trying to get the ball
around to the weak side, but they
can't because somebody has cut off
the passing lane. You get a better feel
for the strategy of the coaches. You
see who they're working on, you
know, if they re trying to get

- =]

VideoBeam television projects
brilliant color TV pictures from reg-
ular broadcasts and from video
cassette recorders on to a six-fool
diagonal screen. If you would like to
know more and see a demonstration
return the coupon, or call toll free
800-225-1035 (1n
Massachusetts call
Customer Relations at

(617) 661-9500) for
brochures and the
name and address
of your nearest
dealer.

Advent’s VldcoBcam Television

[tsbeyond TV.

Advent Corporation, 195 Albany Sireet, Cambridge, de 02139(617)661-9500

Electrophonic Audio Systems, 1973 < Advent VideoBeam Television, 1977
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No two people ever really enjoy all the
same things. What turns one on may very
well turn the other off. (Which 1s what
happens to your stereo system during
Marcus Welby.)

But with Koss Stereophones, you
can live and let live. Because both can be
turned on at the same time. As loud as
you want, without disturbing the other.

And that should be music to any

man's ears.
Fact is, nothing else quite matches the

Koss Stereophones, 1971

108

Consumer Products

sound you hear with Koss Stereophones.

It extends the bass, treble and mid-
range of your favorite music farther than
the most expensive speaker system.

So you hear more of your music and
none of the late show.

[f you'd like to see more, write for

our free full-color catalog, c/o Virginia
Lamm, Dept. ES-O.
And if you'd like to hear the Sound

of Koss, try a set at your favorite Stereo
Dealer or Department Store... from
$19.95 to $150. It’s a small price to pay
for a little peace.

HKOS5SS STEREOPHONES

Koss Corporation, 4129 N, Port Washington Ave., Milwaukee, Wis. 53212
Koss International Ltd. Via Valtorta, 21 20127, Milan, Italy

Live and let live

_:E.‘.

s
o
. ] -:.,‘. . e [
5 . i *
“ - .
III'-J.‘-I-I \‘

j)?/ff:f

\ I.

i '1._
= :i |
1 :‘ ;‘1
o

» |VC Videosphere Televisions, 1972




: - h "'l_ [4®
S AN 1
1A per "r‘ll:..

ey

We made the Videosphére look the

way it does because when your TV’ off
you still have to look at it.

The Videosphere by JVC is a new way of looking at television. As part of the total

environment of a room. _
You don’t watch TV all the time. And your television should be just as much a part of

the room when it’s off as it is when it’s on. | |
But don’t get the idea that styling is the only thing futuristic about the Videosphere.

Because it isn't.
AT An advanced Electronic Expander Circuit makes sure you get a clear picture, no

matter \ﬁﬁere you are. And this is important. Because the Videosphere, besides looking great anywhere,
can also go anywhere. It’s portable. And we do mean portable. It weighs less than 12 pounds. And it’s as much

at home outdoors as it is indoors. |
As a matter of fact, the Videosphere is also available in another model with a clock. So you can wake

up to the same thing you're going to sleep with now. Television.
The Videosphere by JVC. It looks better off than most TV’s look when they're on. JVB




. For those nights
you want everything

. to be just righ_!,,.

|

- = —— e

Let the luscious sound of soft music from your
superb new stereo system help you set the mood
. ... reveal your taste, your style, your deepest
feelings to him. You can create the most romantic
atmosphere with this beautiful, contemporary
Apollo system from Electrophonic.

Lo -
T = WML S T T ] | e
F . - B . %
. e

|

You'll let him know, too, that you're

involved in the “today” sound. Because
Electrophonic gives you 200 Watts of purring
power, Air-Suspension speakers that catch every
subtle whisper. FET/IC Circuitry for instant “on”. An
8-track tape player, an AM/FM/FM-stereo radio and
a Garrard Record Changer with cueing control, diamond stylus.

L g

il
s

This fabulous Electrophonic stereo system gives you even more..

It's equipped with a Speaker Matrix Switch to go all the way.to

full four-channel sound with the addition of two speakers.

And the Apollo series is also available with recording facility sa you
"4, can create yourewn professional tapes atthe push of abuttony

You can choose which of the smart decorator colors willblend
with your own decor . . . pale, pale champagne or very cool blue
... at fine departmentstores in the U.S. and Canada.

, .

All this glamour and mbud-aetting can béyours—and his—now,
so why wait? Tonight might be one of those nights.

- ' Wic AMERICA’S LARGEST STEREO MANUFACTURER

:F..l'.t’-!'fr:"-{}l|.;:-”.-' Stereoc 2 ) L . ;
¢ Slereos, 1974 » RCA Electronics, 1971 » » Panasonic Electronics, 1973
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RCA's exciting styles for spring gift giving.

Just in time for Mother's Day, Father's Day, a June bride or the graduate.
Whatever the occasion this spring, we'll have you covered with
aradio, phonograph or tape instrument.

Look for the Sounds of Spring at your RCA dealer

== He's all abloom with gift ideas.
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Model RZ(G-354.
Portable AM radio
with compass and
flashlight, $39.95.*

| [
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Model VPP-48. Portable phonograph with
speakers that separate to 20 feet, $79.95.%

-J.'

Model YZB-386.
AC/DC tape
recorder/player
and FM-AM

radio combination, |
RZD-311. $80.95.*

Decorator AM
lock radio,
$29.95.*

odel RZS-476. [~
FM/AM cuba |
with digital clock, {
lighted dial and 1
wakeup features, $49.95.* |
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Model RZ5-335.
FM/AM radio with clock
and calendar, $50.00.*
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New vibrations from an old master.




Crazy is how they look. Fun-Crazy. But when you
listen to them, you discover that the Crazy Color
Portables are very down to earth. Even though
the music they make is out of this world.

And so are the shapes. Like an AM shape that
twists and turns and closes around your little
wrist. The Toot-A-Loop, Model R-72. Or another
AM shape that turns, swings and dangles from
your little finger. The Ball 'n Chain, Model R-70.

< -
% 1.I'-|- + gy -
.i#r ¥ B 5

R-T2orgmel Sesgn Dy 4 WL WM 000

You can drink in melodies from the
Music Mug Model R-63.Or truck to funky
fifties golden oldies on our hip square,
the Musicube”Model R-47A. Or you
might prefer to rollin FM and AM. With
the Rolling Tone, Model RF-S3.

If they're too eccentric for you,
you can get Crazy Color Portable radios
in a variety of half-crazy, mildly




lor Portables.
play music.

neurotic and completely straight shapes. Model SG-200A plays 33 and 45 rpm waffles.
And if you want to make your own kind of While Model SG-400A also cooks up delicious AM.
music, there's Take 'n Tape’, Model RQ-7118S. What's more, you can start e
The portable cassette recorder that looks hearing things, as well as seeing | goFs
like something out of 2001. them, immediately. Because all §==

And for your records, there are Funnygraphs™ the Crazy Color Portables come
Yuk, yuk. That look with Panasonic batteries. St
like space-age The Panasonic Crazy Color Portables. They
waffle irons. were made to be seen. And heard.
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Day and night we staked out that
notorious band of smugglers, the
Ta'Arif. Had it not been for our
Superscope portable stereo AM/FM
radiowithabuilt-incagssette tape
recorder, the tension'might have
been unbearable, 3
Instead we listened to

bouzouki music, enjoying thewreat
gtereo realism from Sup®rscbpels
twobuilt-in speakers. We taped %l r

t

séd
T

favorite songs right off the ai
And we also played American jazz
tapes borrowed from the Kit K t\
Klub. And with Superscope's}t¥o
tiny built-in microphones, We j
taped our daily reports. [}

Suddenly I spotted the TlANI
making their move! !

Marikka and I raced down g
smashed in the door! i \

A cassette tape lay on 48 \
broken table. We popped it ifnto| \
the Superscope portable and/ é |\
punched the "play" button. (8| \

"You are wise to choose a | '\
Superscope product. And where
there are people of such wilSAOm s
there is no place to hide. For
it is written that in the world of

sound, Superscope 18
everywhere."

b A |

B ansstnndiée

. % AE -~ - ;-::"".'--_
e O . AT i N i .E‘]‘dhﬂ-rr 8t.. 'chl.t!ﬂﬂ_h, ‘:ﬁ ?lm. 1'.*":-;---
and mXe L8 Sutject to change without notice. : e

SIJ_ETE'H.{.I_:-;H:‘ 5!1‘.‘:‘1;:;;35. 1977 ; |
97, » Kodak Movie Cameras, 1973
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Very often, a phone is indeed like choose from, together with all kinds ~ able with. In short, you can choose a
a friend. And now you can make it of customized services. phone that’s genuinely you, and still
‘véen more so. So you can choose a phone you  get a phone that's genuine Bell.

There are all sorts of shapesand  find amusing. Or one that’s dashing. A friend you can like, and a friend
colors and styles of Bell telephones to Or one you can just feel comfort- you can trust.
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Feeting fit, and all's n with the world? Then how about spreading that sunshine
o & faraway fnend? bu can bet your leotards a simple phone call wall really brnighten
m&yﬁﬂﬂmmmﬁmmmﬂmh a faraway fnend close.

Reach out and touch someone who's waiting 1o your day.

Bell System Telephones, 1979 Telephones, 1978

P

Urh anniversary. rhe I

orking-ro keep Americas phone system me

1 1 1 ._' [ ]
. 8 L
| 15 A -\.--\.-'-.__..-

Bell System Tele _ i
ystem Telephones, 1978 « Bell System Telephones, 1976
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l::upm Rollei 355 in the paim of your hand

Wonder how Rolled could pack such a & Convernence of built in Aash

\ hagh-periormance optical sysiem into such a &8 Aim-and-shoot simpl iy
compact space. Expenment with the exira The Aach of j

| omdinary maich-needia metenng. Listen 10 the - ihe ":“ ,Lﬂps fhe uﬂqﬂ'
smooth quiet operation of our shutter 1/1000th of o second freezes

Notice how the 355 accepts loday 5 new just about anything or onybody.

B 35mm, 'Hﬂh-f‘[f'm films. Then discover ® e into a fun camera
1 g L] . BRaUtIL DNROIDE poduced By Ih L
y buabuii?u iitie camera. The Rolie -.r-fr get the Ekiralile 10.
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Kodak Ektro

Kodak Ektralite Camera, 1979
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Polaroid
Introduces
Sonar

automatic
focusing.

Life doesn 't just sit there waiting for
vou 1o focus. So Polaroid has invented :
a way tor sonar 10 focus for you auto
matically You press one button, and
that's all. Within a split second, inaudi-
Die sound waves dart 1o the subject
and back, and the lens whips into
focus. With Polaroid's new Sonar
OneStep Land cameras, you can get
sharp, precisely focused pictures
every ime. And see them in minutes

fesssrereseBRERENN "
FrasesoeRRBRRARRARN’
FrTrTTITIIITTII1IIT L
FrrIftI1IIII1I1E
2 F F XX RN ¢

E

-ﬂ‘-

and the lens whips into focus. ——ne—
The Sonar OneSteps from 99"
OneSteps. The World's Simplest Cawa_s.

Polaroid Sonar Camera, 1978 Polaroid Sonar Camera, 1978
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~ NODOUBT ABOUT IT.

Kodak Instamatic Camera, 1971
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You can pass these firuah
6 and share in just &
eolors will fase.

EErE ]mn-: l]-ll

ed pictares sround for everyong oo look  Chir new MinuteMaker gives vou the excitement in 2 siwes, ouY

Th::-"::m::-uﬁd; And I""|irt-u'!'l_ deep bn]l_ul_ml big 34" x 44" ar our economical square fitm. (The ':Hu EXpEn-
most Fud ewithaur exclosive B X-Tdyesswhich  sive tstant cutor there s ) 1 hin easy automatic sers all expwzres
sLiut E-Tesstant ever known to photography. for you. You cin shoot ‘n share in 60 seconds.

Polaroids new MinuteMaker under $2D

Fhuggeesed Lia Foms @ 0iF7 Polisbd Cespmi pnes. Poldoend™ BE- T ani i

Polaroid MinuteMaker Camera, 1977

No flash batteries to worry about.
Just pop on a self-powered magicube.

If youtry touse aused-up
magicube, the camera gives you
an automatic no-no.

No threading. Just drop inthe
film cartridge.

No settings. Just aim and shoot.

No doubt about it.The trim,
slim Kodak Instamatic X-15 camera
is a joy to use.

Askabout the X-15in _
the extra-value Kodak Smile Saver kit,

less than $25. Limited time only.

KODAK MAKES YOUR PICTURES COUNT s

[t wis By all critena the SX-70¢ frinishi. 11 tolidds 1oy about Yo can take instant
only Alpha | s the unique 1" % 4%x ™80 you can portraits, sequentiai
itLEng --:'.,'_:r- Pes et hes Camiera Carry 1 grincy Pukly tredm CTUres as Tast as ey
that Such a carmera showta vour shoulder or easily 14 seronds., daviight
this also ook distinetive in your pocket. Inside tlash pactures, even
YT Soyvwe bognd it in ting its sophisticatod optics AUTCHTELIL D X

b Dound leather. as aneé binds a fet you focus through posLres o T4 seconds
in fine classic book. and set i otf thes pucture-taking lens The Polaroed” SX-70
lcather with a velvety chrome “to as chose as W48 Alpha 1 Lanad Camera

Polaroighs SX-70 Alpha1
L

Polaroid SX-70 Alpha Camera, 1971 » Depraz-Faure Watches, 1971
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19.95 « Water and shock-resistant
Anti-magnetic » Guaranteed » Mod Band Extra
Other models available « See your local dealer

.DEPRAZ-FAURE AMERICA CORP. 666 South Lafayette Park Place - Los Angeles, Calif. 90057 - (213) 385 7482
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Your first microwave oven

should be a Magic Chef.

WhYl Every day, every meal, you'll

save time with yvour Magic Chef microwave oven.

With conveniences like the Magitrol Defroster that

lets vou dial the amount of microwave energy you need.
So vour frozen breakfast rolls taste the way the baker
intended them to. So vour hamburger isn't frozen

in the center and burnt on the outside.

Colorful. Magic Cheft has microwave ovens in
popular kitchen appliance colors. So you can match
vour other appliances.

Clean. Cool microwave cooking means easier cleanups.
And most of our ovens have stainless steel walls and a
sealed-in ceramic shelf that wipes clean with just a sponge.

Budget—savlns. Because vou can reheat leftovers
in minutes. Without drying them out. And because

most families can do a full vear’s microwave cooking
tor less than $7.

American-Made. By Magic Chef. Makers of famous

gas and electric ranges. One more reason that our
complete selection of microwave ovens is a food
lover’s dream. Magic Chef, Cleveland, Tennessee.
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Cooking experts since 1924




An hour to meet him,
and your hair's a wreck,
GE's Speedselter lo the &
rescue. With 20 tangle- &
iree rollers that make
selting panic free. Sels
hair dry, with mist or
with a conditioner.

. o . i
You work. You keep house. You go to school. g
Maybe you're into yoga. Thal's okay. Because o
that’s your lifestyle. And you want to look great
every minute. We want you to. We being the
people who make the Beauly-Makers.
General Electric.

He's coming for dinner, and you've just washed your hair. Under
GE's Speed Dryer you go. Besides being fast, GE's Speed

Dryer has Touch 'n Tilt. Touch, it tilts so you can do other things.
Like type with two hands.

You like your hair the way it is ,"natural."” GE's
new styling dryer will dry curly or straight hair,
style it the way you want. High-powered.
Handy (ours has a special
easy-to-hold handie)
s0 you can do other
things. Like lype
with two lingers.

You're a travel nut, Meet GE's
soft-bonnet dryer. Comes in
Its own carrying case like
good, lightweight luggage.
With two styling combs and a
brush attachment

Lenox Tablewares. 1971 4« Magic Chef Microwave Oven, 1974 < General Electue Hayr Styling Rrodusts. w72
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My generation’s got a charm of its OWn.

Monet

Master Jeweler

Charms and bracelets in the golden manner of Monet. Charms, $3 1o $7.50. Bracelets, $3 to $15. At all fine stores.




All of a sudden jewelry
isn't just a ring or

two, a bracelet, arid maybe
a pair of earrings.

It's a ring or nine or ten,
bracelets up to here, and
earrings, earrings, €arrings.
Enter Buxton. With

more than thirty different
kinds of jewelry boxes

in almost every color you
can think of. From $3.50.

1 ! I B
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Gaitor Baitiﬂr $12.50

All of a sudden jewelry boxes don’t seem so stupid:

iy

Congquistador $25.00

BUXTON

@ 1970 Buxton Inc., Springfield, Mass
Available in Canada.

Monet jewelers, 1973 «  Buxton Jewelry Boxes, 1970 » Mattel Hug 'N Talk Dolls, 1978
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More Major League players wear

Rawlings gloves than any other kind.

Bench and Billy Williams. A few want ey
minor customizing. But all wear, basic- | A
ally, the same Rawlings gloves you can ’
buy in the store.

For her, there's no thrill quite
like when she bakes that first Betty
Crocker chocolate cake in her
Easy-Bake Oven.

More than all the fun she’ll have,
Easy-Bake is a great way for her

Players like Brooks Robinson, Johnny _ AT

S

Every good cook has to start somewhere.

Easy-Bake has built-in safety
features, is U.L. approved and
bakes with two ordinary light
bulbs. And comes with real Betty
Crocker mixes.

Easy-Bake. Because she’ll love it.

Rawlings gloves are available ot sperting goods stores ond deportments everywhere, af
prices that kt every budget

Spdiiiny Baiech, Hewmtin Erbimpgh oo bbby Willegms i aombo o Ripalersgn Pra Aabeigeirs !
i ) PRCTION g o 1 -

Parwlinegi Srrrteng [y | ommmamey = Dhop iqugs

Rawlings Gloves, 1971

NeERF Toys

NeRF BALL

Regular and Super.

A sporty version that lets
you shoot baskets indoors
without damaging anything
HOOp and net inCluded.

Soft new toy cars, so cuddly that little
children can take them to bed! Well-
built, to roll like crazy, even over
carpeting. Can't make noise or hurt
furniture. Made of colorful, nontoxic
Nerf foam with extra-strong wheeis.
Four snappy classics: Old Timer,
Racer, Bug, and Sedan. Great fun
for ages 3106.

Playmobil Toys, 1978 « «  Chatham Blankets, 1976 <

All kids love the world's first indoor 122 23
made of incredibly soft foam. In 2 sizes, .ﬁ%--'

NeRF ‘FOOTBALL

Made of heavier foam, with a
tough, protective skin for out-
doors. You can really grip into it
and make fantastic catches!

to create love in warm little bites.

Easy-Bake Oven

from Rennes !:]i

H“h—.ﬁ-
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MONOPOLY* (Standard)

Kids and grown-ups love to buy, seli, swap
real estate, build houses and hotels, collect
rents, and merrily bankrupt each other in
the world's most popular board game.
Ages B to adult, 2 1o 8 players.

|~‘ N |l L1

MONOPOLY® (Better Edition)
Contains heavier board, exira equipment,
plus special molded Banker's [ray
which holds the money, houses, hotels

and title cards neatly and conveniently
Ages 8 to adult, 2 to 10 players

Nerf Toys and Monopoly Game, 1973
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A SUPER ENCYCLOPEDIA
OF THE SUPERHERO!

MICHAEL L
FLEISHER

THE GREAT SUPER-
MAN BOOK A super en-
cyclopedia of the great.
est super hero in
American mythology.
From A-Z, you will find
everything that you ever
wanted to know aboul
Krypton's child. 1000
entries, a full length
biography, over 472 il-
lustrations, and over
1000 story lines. Never
belore has the Super-
man story been so thor-

® EVEAY FAST. ILLUVATRATION
SUOTATION DRANN MARSTL
FROM THE COMiCS

SUPERMAN RADIO BROADCAST
The original Superman radio broad-
casl from the golden age of radio!

12", 33113 L.P. N2328/56.

l Mo o bepbdral B b e Bgs o O WAl et |
|

DAVID MICHAEL
PETROU

MAKING OF SUPERMAN
Howthe lilmwas made with
the most awesome tech.
nology ever! #21341/$2.25

suU

all

Superman Products, 1979
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The ollicial quiz book ol

legends!

oughly researched,
catalogued and compil-
ed. It stands as a monu-
ment to both fun and
scholarship. Softcover
format! #21343/$8.95

hardcover ol
tures flrom
Jd color seclions!

SUPERMAN ADVENTURE RECORD
J Superman action adventures on
one stupendous 12", 33 13 L.P
Full color cover! H2397152.98

adventures on
o

SUPERMAN: LAST S0ON OF
KRYPTON Superman’s slory in
novel foom & 16 pages ol
pholos! N213521%2.50

PERMAN QUIZ BOOK

facts and
#21340/5%1.95

To order any of these items, please see last
for convenient RUSH ORDER

Superman

SUPERMAN 19301970
superman’s
ongins

SUPERMAN ADVENTURE RECORD
4 super action packed Superman

Full color cover!

i,
Ik

il

S

J8b6 p.
adven
o present!

H2145/58.95

Full

|

DECS

I AANALILY

N e ¢ g;? H’.‘I’ -
{ 7am '
-_ —"- '}U‘JE.HP'*"I'LH

SUPERMANS FIRST EDITION
coloi
famous
solicover only

reproduction ol the
ediion' A 13"x10°
R21351/52.00

ﬂ

33 113 L.P
H2396/52.98

this 12°

Supsnmu .

AMAZING WORLD OF su
PERMAN Oversize -,uilhﬂch
with special bonus map

Kryplon! #211541.!5? ‘?jﬂ

EO? of this magazine

e TR

ﬂ.l“ht

W““Jﬂ‘e*

SUPERMAN RECORD &BOOK SET
Full color illustrated book
12,33 113 L.P
with the book!

and a
sound track to go
N2398/53.98

READ
THE BOOKS!
LISTEN TO
THE RECORDS!
THE GREATEST
ACTION-
FILM
EVER MADE!

SUPERMAN
THE WORLDS

#1 SUPERHERO

» Star Wars Fan Club, 1978
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DARTH DARTH VADER
VADER ACTION

FIGURE A KT

o % DARTH VA.
DARTH VADER s DER ACTION
FIGURE Darth Va- o KIT Large
der stalks menac- - | 1034" kit
ingly in this easy to molded in
assemble model kit | | A G coloris
Darth’'s figure is 112" : , . easy to as-
tall and a movable arm ' 4 ' ; semble. Il
grips a nasty 83" light sif has actual
saber that glows in breathin
the dark! This kit is 9 sound,is illumi-
highly detailed and nating and is
molded in a shiny 3 highly real-
black plastic. The au- , i . B istic.No paint
thentic Star Wars o _ e needed.
model kit. This is EERFSEMLTENE | . ERWW Batteries
guaranteed to bring ¢ AR 200 By M required!
you hours of pleas- F IAaA Y LN 3 } #24212/
ure! #24225/S5.95 8 4 W 1 33V § LR $11.95

STAR WARS |
SNAP TOGETHER VANS

K l T STAR WARS SNAP TOGETHER VANS Now you can have one of the
hottest and most exclusive Star Wars products anywhere! These easy

to assemble Star Wars vans are completely molded in full color, so

VL §# not a single drop of paint or glue is required! Just lnar !
And, for the first time anywhere, t come with glow in the dark

32-25 decals for exciting ghostly i es of your favorite characters as
they move in the dark! Darth Vader, Luke Skywalker and Artoo Detoo!

=) SR J N ek A T T R
i S R el A (R
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The Raleigh forecast for Spring sees something 5-speed, or the really spaced out new 10-speed
good for everyone. Read on and see which rig with dual stick shift. On the other hand it
Raleigh the stars have in store for you. it could could be one of the Raleigh 10-speed light-

be the blazing Raleigh Chopper" 3-speed, weights. But your future looks bright on a Raleigh.

-

i [ —Ny

c

'I
» /
--—\-\.\___. »

ARMES Mo 21-Agnl 19) - TAURLS [ Apri) 200y 20) - GEMIMNI (Meary 1-Jure 21) CAMNCER (o 77 - July 73) - LEO (Juky 24-Auguest 7)== Yiou VIRGOD | Auguml 24-Septen i ws
¥ows e Al 40 D 00 oS You civg e country A Ralesgh Yiwi o) povsles imom e one You are racilaon Lowr el welth 2 wwud ko ol becen peorae 0 3= Yous st for puanity )
Thes 5 @ Qoo [vma 40 oot outt of T g walh ity short-Bhaued o pverytung Tho raw 10 s amagerahon g oo s A Ralesgh | O-apmi peerlecton Sd on a Rakesgh
st Pend for good Spin T-Har power coedrod o g spmwn] Faylagh Chaoppest wilh v i Craftirmurstup o e Iprivwapegit woukc] B o Qrnat 10-speed Choppos wilth douhie |
teres oy & Ralegh Choppes (presal weary 40 ot arowur aual ghck gl could make you porioernance of 8 10-apeed wiey 10 (et brorm crer W0 ol stech gl ared et shelt i

iy haDpry et Bl youe Ngture ock m 0N vy Speed

SCORPIO (Octotwr 24 - AQUARIUS (Jorsary 21- PISCES (Frtnussry 20-March
Z3)— You are & kover of Pa- MNowrritey 72 — Al Paisar! o Decarttns 72 - You swn e Janwary 200 = You Nhares Doh Fobeuary 19) = You ame usually 0= Yous sermatres Nalung
moryy Choppes s L -faches e i miverituene A FHiakesogh corwinional Hakmgh Choppe oot on N ground Try pullng ot e of pihers. S0 wou ol PR U STV OV W
D iagpudenr SiwcT e will owigy yOu 1 spmind Iaggrdveengnd SMowi0 will) rmCn el werng - DO iEnon g Fl‘.l:'h:?q:_ﬂ Chogpes abty Slreahy Mot n H'.-MJ'L pclity Haleagra are mede 10 =
i e willh T roi0 ety o ] Culd o i Py rmodl D0 1 a3 ongenal s you are and really lefhng Qo Chropgey Wil you Could try e hagheesd shewianis r/
3 e Laghiwesagi ol _
- ~-r By now you've probably made up your mind to go see a i : -
dealer and test drive a Raleigh. If not send 25¢ for our
new catalog to: Raleigh Industries of America, BL 71,

1168 Commonwealth Ave., Boston, Mass. 02134. -
. 220 ;"'

NOTHING BETTER CAN BE SAID OF A BICYCLE
Made in England...serviced throughout America...guaranteed around the world.

Raleigh Bikes, 1971
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THE FUJI GLASS

Fuji Bikes, 1976
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Schwinn Bikes, 1971

Ride a wmner...

Ride a MURRAY

10 ';_.l}.m-.-j-.. o
pH, Hude
can choose a Murray ke o

New Murray Mark Four

Tap srhervarmant Fhminetor §dirig. gt

g e PR, T R, 3 'p;‘b-H"L'. LRty
coimilad  Bedhd MpdEie.  Fiuahed 1haE
Sigpier frrglel P P oodddey

Murray Bikes, 1971

5 kpeedy — 3 speedi; Murray has (ham
in the Bike Hike, races ¢r just Tor fun. You
v et bEyEr you nesd "‘:'-IH-
the new Grand Tour racer or Leisura Tour Lig

New Murray 27 Lightweights
T ol L g BF BENGLUE QyERng O
Faiy Iwiaard rding * 7" whaetg Tor Ninei
parlormpndss. s ired wilhelend 'II‘r

iEmpadsaiures  Canledr pwll cEliper Braeei
ifare eyl Tgniion |0 of & apesd geerng

MEr g o hruring sridabecs

WHATY YOUVE ALWALYTE WANTED iN & FINE BN
W AT e e . fepanding on 1 kidmesd &g Vg
LIy
FHALE. Low Sarbcs dlew) .i‘_!":!-..ﬂ-' N, bubled iop ang
bodiowm tube Nelly lugped ST 100, Wnpar Swaged
LT LTS whial you are rdingl
.'_l-:p-x,;l- BET SohwntncAaiedeed lormed ahumaer sliss
i bt el e T R BE Onl sl f ok Sl s
LIS Mggenne Sfgr ol WrgE Masga feont sad spae madda Bohwinn tha qLI:EHq:I ngma (ho world over
A el Ny gubie rekeais
e kil " = o= 1 I ¥ e r
k e e i Rpptoved Sealed bekrngs A price (hat danes compangon
pa ] = - i
Faciory Aulhoriged Oyl
EMAILLELIA Scha Apgroeed “La Tow ' GT 48 : Y --'
[ Frm R gt 1o Le i GT D8 Faik ela "
i L LR
bl AR A A B geed] Eijge & %
1 inowiedg Goake A roieake Lamd  an
Jui CAUSE EOsERNEE 1643 North Kosiner Avenus =
ALDLERAR- Alussiiiien g - f el

Schwinn Bikes, 1974

HANDL P RAN GLER SRIFT

BICYCLE COMPANY

welights, mini.weights, Hi Hise Eliminators ana middie
witlghts. Hide a winnar, nds & Murray

THE MURRAY OHID MFG. CO.. Nashville, Tenn. 37204

Murray Eliminator Mark |1

A rpml pupsrearged feornked? Dehibee [and
B Iraia wilh raked lront &kl relna
marillabars Delusk Cidscde mih plics shef
& Ul el maddals. ReSy TR Cherier
wbpriad shasr gumrd

. Just 31 lbs., and only 5147.95%

If you ara a cycling enthusiasl, a glance at the specihcalions of ithe new
Schwinn-Approved Le Tour s enough 1o make you envicus (no matber
bul |f you arg just gelting inlo cycling — Ihe
naw Schwinn-Approved Lo Touwr 8 your beal buy! Buill 10
axacling standards wilth Iheé same precision crafamansahp frial hos
Sehraninn BRginenr
ing olers the American bicyolist a whole new standard of gecalignce at
just $147.95%1 your nearby Schwine
aasembled and 1eady-to-ride

My 8 i

Chicags, Hinois $0839

Se v g

FULLY LERGED FRLkY
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Eglimr g agpe peis I-I‘I_ bt .
= = STEP UP TO A HOBIE
i # aw [y kel | im 3
P L - ST
| wh [ - T to Bolom, A Sundances, b Musbee, © Commpetithon
The mnewe e f Hobe Skaleboarts offors Iop Lala Suspenalon Sypitem, while the Com
quislity edpsipemaen] bod B Faaleal Oroedng spor in petition and Huather uliline the lines | ©onwven
e workd Cheet b oull oo reew | 578 mocdeils oy gl rucky avallabsle
« Fipprglass shateboand chasain in slandard n display at Hohle Surfbosrds (34195
or hickipil styles Pacitic Coast Highway, Dans Poinl ). arsd svall
= Al wheels have double-aealed, precivion  able ot finer s, shate, bike, sparting goods
bearings for lanl guiel trouble-free riding and depariment slores sverywhers
« The Sundances leaturea the amaring new Dealer inguiries welcame wrile ar call
Hoble Skotebowds PO Box 812, Dana Poent, CA 92629  (714) 546-2404
i compeetibon wth aodomobiies. shsieboards Bnish dead Ll Be carviul Skale aale

Cadillac Skateboard Wheels, 1974 Hobie Skateboards, 1976

.ﬁ*n‘
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NEW ! SOUIRT-STINGER

MNew & Unigue Squirn:Stinger

s L

.,- --...Iul e = B BT :.h _:Jl"' 1 "R Thaar e | [} ": iy - L Taalal ! Lid

SOFT & SAFE the New Exclusive SOUIRT:-« Skim Bumﬂi fram =

SOUIRT: « Surf n’' Fun Products. Unlike o us skim-boards that were r . T .
al = . " ! ¥

Fraaco 6f wond -||_...-1. 185 oF Mard plasiics T8 1% huar I""!i"'-l' f lamir |"'_._ “:’..—TL) =
0% . . o i

& ¥y R Tisl L " x o — |
} foam and fiberglass core covered with '« " SOFT polyethelene top B

Siatstwrarcs made trom ponypropckens in fed Diue, yeliow and bme grenn Bosrds O0me COmidale =i wids cliar U
ans whess Board lops are svadabie in the above Color. W iso Nive cleer. Non-aiid wethans whesls (el rece} in i
:':"; :.:-;‘_..: ::‘11_7__;...1:!.., : ;:l ;.-_1:-.'::#:;‘:4‘:1.?'-_... '..‘": EHLIIT i '_"“LI' frucks with ”q ehOrhn amd COre bﬂ'“ﬂ“ wein ARG & TOough thick taxturesd Baodiom abmn The textured skir
wheels in rear, InSividually boxsd. send $12 ‘-vh.".-: :.-.' f.—lf,.“m.r",.. '_.'m?::fd i = i " ORS Gt 3 e creates less resistance. theneby increasing the speed of your skin
G 0y Ordlawr ) l| .'I. ..-I..r e - a.‘ ) .-. AL G Y SR S mm continentsl U S , send §10 mim RO SuUIHT - 5“"“ ﬂ-ﬂﬂfﬂ'! DiSE shapes (23 oi T ] Ths ) s
] o1 Ll Ciptomrn O M3 and fetaliern send lor ougr catllogue and gQuantiTy Dricas abdas I fi n freely up and down the .h..rr-: - .-u-;-:-,. ool I‘I.I.‘l.l .l I:.I‘,.
- - \ T S W | it

SINK! Avallable in handsome dualtone colors. GREAT FUN FOR

Joseph T. Walker Products, 18903 Anelo Avenue, Gardena, CA 90248 FVERYOME

And remember. il's completely SOFT & SAFE

S

d.J. D003 = (201) T43-0883

Joseph T. Walker Skateboards. 1976 Squirt Boogie Boards, 1978 » National Lampoon Magazine, 1970
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-+ wouldn't you agree? AIll across the nation, the Forces of
Formica and the Demagogues of Doublethink are determined
10 overthrow your sanity and your lunch.

“_"hy not insulate yourself from this rather off-putting gen-
cration with a protective barricade of National Lampoons!
Each month, vou can hole up in your trendy chateau, put your
fEEl_ up on an accommodating serf and quietly giggle at the
eéntire mess with the help of our remarkable publication.
Every issue of the National Lampoon slugs it out with a
Particular aspect of this annoying century, everything from
politics to puberty. Designed to foil the Fascists and clot those
bleeding hearts, the National Lampoon gives you a little per-
Spective on these chicken-in-a-basket-case times.

Sound like fun? Well, you're wrong, it will be.

Just send Louise the Computer the very interesting coupon
On this page along with $5.95 of your boring old money and
’1-"-'(‘:"” replace them with a full year of brand new chuckles
N boffs, Coming issues include Bad Taste, Paranoia, Show
Biz, Politics and The Future!

Just $5.95 (the price of a single tie clip!) brings you
monthly protection from those maddening maniacs deter-

f_“"lﬂ'd to drive you out of your mind and into a straight-
Jacket.

The Masses
Are Revolting!

i

it by

A Twenty First Century Communications Publication

i-_—_-—___-—---——-_—__-___-*‘

) Fill out and mal
The National Lampoon, D-142

635 Madison Ave., New York, N.Y. 10022

Yes, I want a charter subscription to the National Lampoon.
| enclose my check [[] money order [}

]

|

]

|

|

|

| [ l-vear subscription (12 issues)—$5.95 (you save $3.05)
I [ 2-year subscription (24 issues)—$10.50 (you save $7.50)
= (] 3-year subscription (36 issues)—$14.50 (you save $12.50)
|

|

|

|

|

L

Name

: "l.;..lL':l‘.‘H.! l-'-int}h
Address P P

City State Zip
Please be sure to include your correct zip code number.



COME OUT OF THE CLOSET WITH

AT BOS

THE WORLD'S FIRST GAY DOLL FOR EVERYONE

%605 1s a life-like 12-inch moveable plastic doll with hair, earring, and
private parts —dressed in cowboy shirt, blue jeans and custom cowboy
boots. Pictured are his closet and fully illustrated fashion catalogue.

HOW TOENJOY ME

. Take me to parties, 1
m great fun.

- Take me to the of-
fice, your boss will
love me.

- Take me home to
meet your folks, your
Mom will love me.

.Talk to me, I am
very understanding.

«Give me to anyone
you know who has come
out of their closet.

« Be the first on your

block with*GHY BOS.

CW; €
808

DL TLAVTH LN
FASMION CATALIHUS

Dewan wfp oy Bepb

e — - e ——
- — e b 1 —

OUTOF THE CLOSET, INC.
P.O. Box 461 —New York, N.Y. 10024

| would like to be the first on my block to have EBAYBOB . Enclosed is my

I
(
|
|
check/money order (no C.O.D.) for $14.95 plus $1.50 for postage and hand- :
ling. IN.Y. residents add applicable sales tax). Allow 4 weeks delivery. '
|
!
|
!
|
|
|

DEALER INQUIRIES INVITED

L I I U T T T T I

Gay Bob Doll, 1978
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/18 THE GROWING FORCE] . | \ Wi R/ L)
B lhmmamwmwmh - g SRR LY e l = | sorute g
Elgn s “SMOKE VIRGIN FLOWERS" ; — o SR A T AT - Ml e, R ol L8
ﬂ'ial I'“«Ih#flﬂhimﬂrﬂﬂﬂmmﬂrﬂh : ey s B o 7 = el i3 =

.......

1 'MGTH WARRIOR" T-shirt. $5.85 includes shipping S-M-L-EXL v :_
2 "SMOKE VIRGIN FLOWERS" T-ghirt. $5.95 includes shipping S-M- & =
L-EXL a8

3 “FROM QUT OF THE WEST, GROWERS CHOICE" Cosmic
Marijuana Almanac §4 .50 inciudas shipping, May-June-July

4 "MOTA-WARRIOR" Cosmic Marljuana Almanac $4.50 includes
shipping, Aug.-Sepl.-Ocl.

5 “SMOKE AMERICAN" T-shirt $5.85 includes shipping S-M-L-EXL

6 "TURNS YOU ON” T-shirt §5.95 includes shipping. S-M-L-EXL.

7 Now! Growars Choice “FLOWER PBWEH“-SE 95 plus $3.00 shipping
per box ordared

8 Growers Choice 3 stage Complele Marifjuana Fertllizer with trace
elements $9.65 plus $3 50 shipping per box ordered

“io 5 8 dey. s ; : ‘M
STAGE i . um:'u.nuwﬂu green. vegecative Growing . plants info Send cash, check, or money order. To King Kolo, Head Grower ﬂ;ﬁwmm:ﬁ
flowaring red-haired cols B N e e P.O. Box 546 - Encinitas, CA 92024
Micro-Nutrients - give yo.c miceo-nutriticne! slpments (iron, manganese, copper, resin-

TINE. mlyDetenion) i the micro-nutrients are missing in powur soif - Jorget iR T NAME el LAl ADDRESS
; lﬂ—immwmwhmwm. :

MAriheans fertifizes. Bl STATE ZIP
-_-'ﬂh'l.ﬂf - FLOWER m m m ,,CI'TF

?
32
!

m ! {N:JIE Aﬂd ﬁ"'!iu _sales tax mr c«m‘rf rarmdlnu a7 ferger, slon'er
i Hﬁ"h Ww ﬂ" hl:l'l Hﬂ Ly b a-.,u-a- AP
: L7 jesice i Hlﬂhﬁ' W 4 : _; VL pakE : _‘E:‘-,:-..:.. LT
. ®Fpoes nuﬁ*—r&e& e vere i B REARY

PR

Growers Choice Marijuana Fertilizer, 1978
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and besides,

having & lina leather *'J"" stasher with &
maiches and bilis that hoids five J
and has & key chain with a coke

ncognito....

Ty
The ultimate smoking device. It's
durable. Permanent. With a replaccabl
screen.  Incognito allows a quick toke
anviime, anvwhere, s the pen in your
P ket vou can smoke

P

TRl
4 }"'-_
| ;LA
iy pat
ANl CUFF
:SHGN Mo, 4

THEHELL’S ANGELS

are raning legal fees for appealing Sonny
Barger's unjust prison conviction, as well as
buriding a legal fund to defend other Hell's
Angais also in need of legal sssistance. To do
this we are selling various shirts with “"Free
Sonny” designs on them

We are alvo selling bumper stickers. One in
red, white and blua states “Free Sonny
Barger.” Another b printed red and white
and says ““Support Your Local Hell's Angels.”
Our newest bumper sticker is our own US
flag declaring "'Keep America Free Sup
port Your Local Hell's Angals.”

We also offer the 2x3 black and whita poster
you see pictured at the top of the page

There may be some of you who will want to
aid us in our effort but already have the above
itemi.  Contributions are gladly accepted
Your support has been helping a great deal,

PR : ¢
[
. ._‘-‘il

d ‘.l
a \ ¥ % L 4

T-SHIRTS SWEATSHIRTS TANKTOPS

YOU CAN HAVE ANY OF THESE DESIGNS ON YOUR CHOICE
OF SHIRT, SPECIFY DESIGN AND SHIRT TYPE.
Lomplrle 1Torm and mall Lo
Forgg Yon ey Bad gi | L) Naos NS0T Uhaklamd FTI bl 451}

r-------------------_ﬁ-——------

T 54 ite 1 M mE = 104 ST TPTTON =S
r " 4

=iy @ 5l 0D 8d ___ T = & L1 Lale T

Paiter Tops & &5 00 wa »ijE [ agr Pl 4

Mol
Fernatatirty @ B0 50 ap = et 1A
Tank Tops @ £5 D40 ea =i FEsgH Ma. .
Posters ® 53 .50 sa (el postage)
Bumpar Sticary @ §1.00 sa

¥ e Nty B gae

I"l-'lni o1 Wt Local Mall s Aol |

Tate amaunt sndloied

Maira

A e

For Lpler aree, seng monly Orded o Ll ) CRics

BE i@ 1o slate sard rraindd | g . -l

and we'd like 10 thank you very much,

i O [hd il welel iy Do Dl Lol e g 1o ddi DElae B pongr ol chee

Camousflage

L Weded womiafs Pomday 0% Plaan ATRES
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Iiogla smaguinpios smwilad il 7 8 swwhs Po delises

Camouflage Smoking Gear, 1977 Hell's Angels Apparel, 1977

THE COMPLEAT

P3ILOCYDBIR
(TS HROQMY

CULTIVATORS BIBLE

uble Strength Stash,
ides, A Roller, - '

‘Wo
'?fFiizla’S New Do
‘ ID; talp!

i MAF.

A FREE LID OF VOLUPTE

walh (s gpecisl infrodiucliory offer

L !

1 i) wolupte’ wath Genseng |85 895 value) FHREE
FIA LY R Ty et ] s L . 1 s Fiard with Fofiimbe $4 95

el o] i Sandarivey . . e B 1 isdd Bobbo s weth K ava %4 95
I "Rirla " Doubie Whide Rolles 5 D0
- Z Packs Rirla Double Wide Papers $ 50

I;Iulllllrh P . wd By EFEL Mt } | £15 40

FERTILE

At B 00 tow whapgerng s ety
Sl

"-"I-.ﬂ = i“._ql (815 0] N
PO Bex 173
Ve gy Ml BN E-4

Tl magh Chasn rollad Tor he man who L sl b
e ln e P BE wwarla il

Hajla trisrme ey Bl Sy

T T

Deilarmibiin Rl rebrmmuse 75 b cnaids oy _ .
Psilocybin Mushroom Cultivator’s Bible, 1977 Mail-Order Smoking Gear, 1977
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IKE A BLOW
| YOR FREEDOM

o - 1.\.

= e ol
."}i L{n F :
1 -h"trﬁ- III-*". e
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._‘1

50
MD 208
Rockville,

ne,

Inc. 660 Lofstrand La

e Plastics,

Progressiv

Pioneer Speakers, 1974
» Pi
U.S. Bongs, 1977
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Mucacal Tnstrament Pickugps. T

P Kechmond Terrace
Staten Ishand, NUY. oo
(212) V819280
wne, Ace, and Paul all use DiMarzio Pickop®

; " ’Ilf
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“| am precisely three inches high/’
said the Caterpillar, “though | frequently
become much higher.”

“With that magic mushroom!”
Alice asked eagerly.

“With music!” retorted the Cater-
pillar, conjuring visions of Fender”
guitars and matching amplifiers. “|
play inhumanly hot licks on my
Stratocaster” and back myself with
everything else.’

DiMarzio Musical Instrument Pickups, 1979 «  Fender Guitars, 1975

“But | have only two arms,’ sighed
Alice. “If | am to reach new heights
on a Strar, | shall need your backing on
electric bass!’

“On a Fender!" smiled the Cater-
pillar. “Or two or three. | should much
rather get my hands on what TV
concert bassmen play.’

“And of course,’ Alice sang out . ..

“9 out of 10 pick a Fender bass!"*

» Coleman Camping Trailers, 1976
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GlVE HIM A BETTER
RIDE TREA

hl::n my to getnfinoride troat-  brushing with Colgat
ﬂ 3 Voun de kst |1'||'m1 he's  teeth a Ruonde treatment G PE
nnrul--- IVEVE YU A better  them Btronger agamnst di . - L |
ot 1n-iln ent than Colgate. And For fewer cas :
WAh r-s{:nm ly iggortant during the  child's cavity-poone vears
i _{ E':Iﬂl'l_ﬁ prone v Area 5 to 15— t he advanced aonide tos gkl
when the aver can get ad vour dentist can give
many as 11 on ,5, Hoonde treatment. As)
Unly ol Ot AL ! fluo
ride. And '

If you don't take care of this tooth,
the permanent one might not be so cute.

swreturw, o ke of (il B e fyeware of doen 't readly rrsaeeer o
a “halw tooth” o s covity. AFeer all, 'y e o ek seirpw sy el
Bur o mally doos masreer For, the oo 8 0 wnadl

i CEVEY I B CEn I .I‘qF I'wrli.!-rn i the feEh mag et e i e |'l|_||"‘-:
Then, the ypuor beft by che pulled mexh con cuse

e Sal ST i perrmaaneT feeth swwhisch Can affecr et teng Fno

o skl s Mate o has CRRE

S0 ks seree oo takor oy ol rhose B Latde teeh
st laber youy woudd bag cooeh. Woarh the nghe fuoek, rejnular checkogs
s oniaeng alter overy el wath a pod towat hupomee

W hope thar eooehpusee will be Crese
I,;rti‘: f_q.

' ' ".';.,'Fi jiiL;
J,;‘”‘%‘i\;; N ’-,,:“'*’ﬁ:* it
gt -' Gl -"i ;.i“l--,

!L\WFW i

Colgate Toothpaste, 1972 |

) )\f o¢ % “Madge!
A dishwashing liquid...
to soften hands?”

Dh. Palmolive
Dishwashmmg Ligued 15 &
o moreE than ;;.-'..I i i

Why at home
il piveEs me suds thal
st never stop

And it softens hands

e Y g0 disheas! |

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

B T e

That sounds hand o believe Here's Crest’s plan for ighting  make it mone cavity-resstum

But hores what we leamed cavities: G casy on betwern-meal Andd when you thunk
Proem o study of deneal seansoes sruichs, muntly sweets about if, ity pest as oy o brush
Phe average Amencan loses Sce your denst regularly and 32 reeth as 26
berween O and U teeth oo Grvitnes gt Huonde applicatons I doesn't even tke any more
in a hitetime Brush afrer mails with Crest toothpuste

Thae dhocsn’e rmean 1t has to Phe fuoncde in Crese /|
happen t you. Milhions of cwvities  serengthens yous f
¢ huir |'r..|.|1i1['.!1 Jon T henve hj.fr;] 'Lli.-UTH’.'.I tn l

PALMOLIVE
I lghtmb cavities is thr whole idea lwhlmi Crest. L
I I i_ -
Crest Toothpaste, 1972 Palmolive Dishwashing Liquid, 1971 » Monster Vitamins, 1975
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Tumonalunwrlh

If's summer baby. nudewhhmﬂﬂlawl’ﬂhﬂ you were a baby. Just smooth it on and
The pale, romantic heroine is out. The after summer is gone. What's more, offer  let the sun do ifs thing. But don't overdo i. '.
tan, romantic heroine is in. Be one, a  sun bathing, bathing yourself in boby oil  (Remember, baby oil has no sunscreens,”
bronze ond beaufiful one, by turning on  keeps your skin moist and supple. so you should take a litle less sun than
o fan with ¥ Baby Oll. It mokes If's the some pure oil your mother used  with cover-up lotions and creams.) Turn on
those long summer rays tan deep. And  to keep your skin soft and smooth when a fan, baby. And you'll turn on your hero.

Ultra Brite Toothpaste, 1975 < Johnson's Baby Oil, 1971
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next 6 lotions
i together.

-

Jergens Lotion, 1970

tens more hands,
it more elbows,

The Soft 1

Fashions by Bill Blass.

Mrs. Douolas Gian can

daughters“Lattle Girl ook’

ompete with her

She helps keep her con plexion

young looki 10 with puire,mild Ivory:

I

-l

L i=]

Fabergé Great Skin Lotion, 1976

u

skintg:mt
your

and see what
GREAT SKIN
can do for
your face.

Hae you aver Nnolced how Daby
srmooth and Solt the skin on your breas!
herls? That's DeCause you koD s Gkin
covizred. 5o Ihe nalural mMosSiure Siays
riar ihe surface. i doesnt get dred out
e wiay yOUT 1303 SN 00es

This & why the Skin on youwr lace
can bengh! dramabcally from Graal
Skur® Dary Care Mosturizer. Great Shon
i 8n honest-10-Qoo0neSs skin cCan
breakihrough. Because & contains a
ratural mostunzing comples of 17
ingredients callibd NWC- 12

MWVIC-12 = B uragues TommiLRa winch
SCiieally Sttracts MOEre 1O e srksoe
of your skon ke & SpONgs Orasang LD
weater The mosstune g drawn up from
th madual resenves that be deep within
Svern e Ores! Sian

Thee remarcatse effoctwanass o
Gireal Skin 01 just a theory. In repesied
hests, huncirecks Of wiormesn 10N Besr
shun 10 be smooiher, eweer and mord
youlhiud — i & malter of howrs after use

Tou v Inad Offer Mlesurcers, o
course Bul they can't do what Cirest
Sk can oo, because thawy oon 'l have
MNMC-12 Try Greal Skin, and sO0n your
ince will show the same youliul
Emaoihness as he Dans of o DOy
Frat never show

'LOF. e
w"---'.l\--\.---|--l~|—ll'-""'

GREAT SKIN
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She came on softly,

There was something so silky
about the way she looked.

| wanted so much to el ¢ lose to her
And as | did, she smelled so fresh,

so real, so gentle.

2

USTERINg

e

i

e

. .
ll'- y 7 B
I figure anything that ta that bad ’

has got towork. And beligvp me,
y EETINS
that can cause bad breath.
Sa sure I use it. Twice a day, in
fuct. well. .. ] haven't heard any
complai® s yet.

1‘-: 1
&

B e luinyoiny

liln

WLETE

(bfihyon <ol "
J > "‘1L k#}i
Listerine Antiseptic, 1971

e Hornedh Qg VB vows ey
fir sy Fwr P v ek o tfier b

Oh no!

The OH NO's—aggravating, frustrating acne blemishes that crop up at the worst possible times.
Fight ‘em with Clearasil. It contains the same ingredients many dermatologists use. Apply Clearasil all
over your face. Double on stubbomn OH NO's. And be smart. Help fight 0day's oyoarasii Glearasi
o - OH NO's, help prevent tomorrow's, by using Clearasil every day. It's the most  —===~ e
e | ' | serious kind of blemish medicine you can get without a prescription.

f
e Y Clearasil. Oh yes.
a ! y ’ i
i ' ¥ ' Foglsl W (WM NLT 5 peew syt
\ 1 . b Y i1 Thar T s heged arliha & Fyghan
., I - . | .II L Fa o I--'-l'ul"h--ppl' 0w Bl e Pl i v ailey
X i .

Clearnci _ Aordiviie ] _ _
earasil Blemish Medicine, 1971 Clearasil Blemish Medicine, 1970
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suftenei' fm' dry skin.

2. To moisturize your face.

3. In your bath to give your skin
a natural glow.

4. To remove makeup.

e i I:H'p:. e 2 ; .. e
R T
T B s S

lra 1

5. As a hair conditioner to give your
hair a healthy-looking sheen.

6. To massage tired muscles.

7. To help soften dry knees and

8. After diaper changes to clean and
provide a protective moisture
barrier.

9. To gently help remove cradle cap.

10. And to clean around ears.

C J&J 1976

Johnson’s Baby Qil, 1976

There are so many ways to feel a little softe
a little smoother with pure fohwow, babifill™ I

we haven’t even discovered themall. = JETITWEY

But here are ten to start off with. = ENEREIN Y
e e A A o i “il

R e | & =i

- ; = |
» Psssssst instant HJ{Jr'r]Jr_}.;_h_;a, 1973 > Kotex 5{'?r1|'f{?r:|.-' Fads,







¢ ' Dear Mother Nature:

Drop dead!

Go on and say it. Then look at the brighter side. We're here.
Kotex® napkins with deep, downy Soft Impressions. The softer,
more absorbent kind that makes things easier for you. Surer.
And make darned sure you and Mother Nature hit it off. From
the start! Next time you start to get mad, remember us. ™ Al for the gentle sex from Kimberly-Clé

A A
- i
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TP NORWICH FRODUCTS/divislon of Morton-Norwich Products, Ine. £ 1973, ©1974

Unguentine Sunburn Spray, 1974

156 Consumer Products

MR.BURNS
He's hot for your body.

Be prepared.
Take Unguentine  Aerosol. §

[t contains burn-chilling benzocaine
that lays a burst of cool on that sun pain.
Helps get Mr. Burns off your back.

Unguentine Aerosol
I-'ir;t-Aid for Sunburn.

AAANNANI

;
AST paiN RELIEF FO*

SUNBURN

h Lo Mrapey, maer &

y

» d-CON Roach Traps, 1979




d-CON ROACH TRAPS

KILL ROACHES WITHOUT POISON.

Use them where you don’t want to spray...like around
food and dishes. | think they’re beautiful.’Specially
since my picture’s on the box.
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% @) TRNDY & MCEEBRI
D LR PERERAET 0T
This coupon entitles you lo receive Tandy's modern Leathercrall Kit tor $10.95

(regularly priced $13.93). Just Bl in and bring or mail this coupon to your nearest
Tandy sloie listed below, Limd one coupon per peison LS

Name
AndI 35
slale
Otter enprres March 31, 1971, Good oaly ol your Tondy thore,

(M you order by mad don | od fel
te entlove $16 95 pli

Get America's Greatest Beginners
Leathercraft Kit at a Big $3 Savings.

Learn leathercraft while you are making leather
articles for yourself, gifts or sale. Completed projects
, are worth more than the price of the kit Kit has

ke bwseare w1 11000 8 projects to make of genuine leather. 8 Professional

N |
NOW...WORLD'S FIRST

i s FLAMIE GUN

Meils Ice Fastl...Burns Up Show!

A fine buy 8 regular price—a give-away value ol special super-sale | ooueen

price! You save $12! Never sip agrin—avoid d.-n..l-:ru:’hlle:}: :' ; :-:Iﬂ‘.-“_ ""wmh:: m.:]n:-: _
ﬂ:‘ﬁ:@'ﬂ'mﬂuﬂ I:‘:-nt Em:;::.::ii:d::_ :;;:ﬂuﬂ:x:;:u'uu ‘mﬂ_“:m;:::-:r'm-u } leather tools, lace, |3EII'IE needles, leather ;
whorerling—no : o, - comioriable | v F cevdei ald ssive e - 5 3 .
i T Bt aa ot il § o U ; finishes, patterns, step by step picture Yith

SAFT. . SIMPLE . COSTE MENE PENMIES PER USE . - ' instructions, manual copy ﬂf ~ | .
s sommer, i, v o, sl o, 4ot o ey} : “The Craftsman" Ma 7

walks ¢ . lirme ! Lew than s rfosEnE i
:I‘vn:?w&ﬂ:muﬂ l‘:‘mnh'lclil-p uh.;ﬂ:h;.ﬁ:l! Lh.l:-;'li;n' e J e Lraiisman iE!IH'IE.
: [LikE on will soon Fa LT ! } i : " -
oast, 4 yout weading without bending T J—— ; Tandy's modern Leathercraft Kit will f -
OMLY $17.90 pius §1.00 for pasiage and handling e help earn your LEATHER WORK BADGE :
s o o EROMBS FELE 5, e S . 1008 & -t 1, y ~

The completed projects are worth
more than the price of the entire kit.

Take or mail your coupon to the
Tandy Leather store nearest you.

Flame Gun, 1970s

Regularly
$13.95
WITH COUPON

......

P i A AN ———n
R DS s WEE A

i A
Wi g o i

. 3 - I-
1 I.--"-' [ m, | _1'

ot ey e )

DY LEATHER Stores Coast to Coast.

e e d

er

T

Purex keeps your pool in better shape
no matter what shape your pool isin.

.i'fi L a e e
PLIREX

™

Pures heaters, pamps, fltery and enderwater lights Gearder quality chemicsh, sutomatic chiorinaon and text
hbin Jusd sek yous favorie pood builder, desler or serviceman, Pures Corporateon, Lad | Pool Prodecis Deviseon

Solarcaine Sunburn Relief Products, 1974 « Purex Pool Supplies, 1973 Tandy's Leathercraft Kit, 1970 » Kohler Enclosure Habitat, 1979 ]
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Add one or more of the following
classics to your library and save
up fio Akt

The Dark Wort

Taral Claasics §
Astioeagy and Predecion !

Erwod rre 34 f & T The Warioc ks Bonk

| pernbeer ceoee foaal § LhRnd EERAE oo ok s camnde ; o
e el fre - A iy 1 : b y = St e ;

I ety fee o &1 f SR e ’ - : ) !
frtteer arad ruzh e 3 i ENFAE ; Fﬁm PH RA"}EI}
fhwe Batborasing 3 ] a SEy s g 4 Sy -
bwmeied €. Ecloreed ' Dt R - 34
e Find PO Pl
riwck [ imeewsy N This e By, .
order ] hor 3 Meow Yo, FLY. HOEE ""-‘I:' '-'|'|""I-'.

of the Occult! The D s il of oy wassiag. S vy’ i
o y i e | Wik fuen - Sl Y T
st one of the discounted Taewst Clusgie ~3498  Witcherait: Thee Ohd : '
e s vl T Astiviloagy ol Wachiggizarr — 495
isted and _.-l':-|_| il mm,hﬁ 14 pwcins F ewberd Vokees From the Tapes
: Tl E “y i U . i T [
hip in e or e g Orttver World =, | .
with no ko the Occust —5A9  Scsenice - $15.00 pERETSE.
- . Era wliniyd, W Bl — Ar Fonys bogarein of
5. | he benenits e Cremativm. - 31798

ou |l receive The Sy Sy
e il -n
thly newspaper '

strange o b 1 mibebics
ChE 3 T Fodor Fne v loekidrg of P
- - S F: o FFiC W ¥ 8 el -

ur future ke

s TELEY

OLUNts on DOOKS
iy ks Figs PO
Plmss iled S0 rr Papniek b DAY DOsERoe
arad haersfiingy, MY.C. recsbdhers aced 56 by
B, Ad) .'.l e s ey .':-l|:.|."|.l1.|!1|'r-

Occult Arts Society, 1974 The Living Bible, 1971

WET,

A Large Formal
Pictyre-News Magazine

Graphically Inventive,
Concepiuaily Stimulating.
Totally Original

Art, Music, Food,
Design, Fashion,
Architecture.

Current Events,

the Bizarre,

the Unusual,

the Sensually Absurd

iy B PANTHODE for crgnhve NTRAJ !

aind $3.00 to0: Whole Earth Cutalog, 558 Santa Crur Avenue, Manlo Park, Califormia 94025 o chack or money oroer for 3

Wil ELbacrip niaiE lasues) |
SOWET Boa 10T, Verie A 92e

Apartment Life Posters, 1975 « Whole Earth Catalog, 197c¢ WET Magazine, 1979 » Poker Playing Dogs Posters, 1973
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Our first time exclusive—Limited Edition in Color!

Aot s “A Friend in Need”

MEEREE (RO REIERRNARDREREE )

= Come in or Mail No Risk Coupon

AMERICAN CONSUMER, INC. Dept. PO-29
741 Main Street
Stamford, Connecticut 06904

Please rush me the exclusive Limited Edi-
tion of Coolidge's Poker Playing Dogs,
plus "A Friend in Need'" as a free bonus.

| enclose $ for

1 set—%$3 plus postage and handling
2 sets—only $5 plus postage and handling

Amount enclosed $

Check or money order, no C.0.D.'s please.
Please include 25¢ to partially cover post-
Hurryl Poker buffs will snatch them up fast! Dog lovers will clean us out, Each picture age and handling.

a delight—so great is the artist's skill you can study it over and over and still discover
new humor—additional detail.

The authentic original set of “Poker playing Dogs" by C. M. Coolidge—now in exclusive Street

ithographs in full color. Each print is a large 12°x16”, ready to frame—and our amazing

buy enables us to sell them—not at $3 each—but at only $3 for the complete set of Cit

four—plus A Friend in Need" (Publisher's list price $3) as a bonus, absolutely FREE

of extra charge. State Zi

It ;nu ever held 4 aces and still lost to a straight flush—if you ever played train poker
and reached your station just as you got the hand of the year—you'll delight in “Poker I (Connecticut residents add sales tax)

Name

Playing Dogs." Rush your $3 plus 25¢ postage and handling now to avoid disappoint-

ment. Or send only $5 for 2 sets and 2 FREE reprints of A Friend in Need." S e e iy i




IF YOU DON'T
CARE, SUBSCRIBE
JOVIVA. N
VIVA'S NOT AFRAID
OF ANYTHING ANI
NEITHER ARE YOU!

AL T M
o

%" o
L -
-Illl"t_n ..""I'

VIVA SUBSCRIPTION DEPT.
VWV275

155 ALLEN BLVD.,
FARMINGDALE, N.Y, 11735
SEND IT! | ENCLOSE MY

CHECK/MONEY ORDER
FOR $12.

NAME




Ly

! Penthouse —the challenger —the
magazine that ended the monopoly
in the American male reading mar-
ket by telling itlike itis instead of was.
The international magazine for men
that exposes physical beauty and
political corruption—blends fantasy
and fact—the surreal with the real.
Progressive publishing month in
month out. Is it any wonder it's so
often a newsstand sell out? Send
your name, address and check or
money order for $10 (1 year
subscription) to Penthouse Sub-

’ scription Department, 155 Allen

- Boulevard, Farmingdale, New York
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Ana Warmer.

o place foy;:hut it. It
NQOS pl'O'l'ecl?-l an lng /
| banana om:l two &

man who has every- /
2

Viva M '
agazine, 1975 « 4  Penthouse Magazine
» 1975 enthouse Magazine 4 |
BALING, 1374 < Swank Magazine Banana Warmer, 1975
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He runs it down the flagpole
and up the establishment.

_' Lt - !
¥ =
ik e T

"PUTNEY
SWOPE"

The Truth and Soul Movie

& Farm by Mol Dowrsey A& Caeerra W Presentalson

SEE IT WHEN IT COMES TO A THEATRE NEAR YOU

Putney Swope, 1970

The Most Devastating
Detective Story Of This Century.

REDFORD/HOFFMAN
"ALL THE PRESIDENT'S MEN

"
- . '

NOW PLAYING EVERYWHERE

Saturday Night Fever, 1977 < All the President's Men, 1976

170  Entertainment

Magnum Force, 1973

Hu.“." “.ll[.r r :4'.'r'-.r-- 181,
_|1~H", Rubin “the most malit ant inpreechictabil
alwe thercforne dangerous hippwer-oriente
leader availlabile on the Nisw | el

i—\' in DO IT! J

JErTy Fﬂa!;rr'l has
written the most impx
aritien the most important political
" .11
while revolutionary in
_"'-.'_'l.-.r F_f_fnl!qur}

NuUst DE Com pared lo t';'r'u-

Luevara s Guerrilla Warfare

DO IT! i a Declaration of War belween
the generations — calling on kids to
rase a new »OCiely upon

the ashes of the old

DO IT? isa prose poem SINgIng
the inside saga of the move
ment: it 1sa frenzied emo.
tional symphony for a Néw
SOCal disorder: a comc
book for seven year-olds:
a tribute to insanity,

Eldridge Cleaver
i % nas written an intro

duction to it and
'& Quentin Fiore has

designed the book
with more than 100

piclures, cartoons and
mind-zaps

® Cloth: $5.95
Paper: $2.45

Simon and Schuster
\

Do It!, 1970

Premieres Christmas at selected theatres around the country.

- N

» Woodstock, 1970

—
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woodstock 9 the movie

ends)

¥ » ¥

(with a litde @lp from our fr

| -
N e .}U : i; _ ’
_ ' e J S " \ j 4
5 L & » ?\ J
¢ __ . e e — -
starring joan baez « joe cocker « country joe & the fish« crosby, stills, nash & young « arlo guthrie « richie havens « jimi hendrix

santana « john sebastian « sha-na-na « sly & the family stone « ten years after « the who « and 400,000 other beautiful people.

a film by miChC]e W(]d Ielgh . produced by bob maurice

a wadleigh-maurice, ltd. oroduction - technicolor® from warner bros.

Soundtrack album on cotillion records and tapes see it soon at a theatre near you
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DIRECTED BY

Jim Sharman

/
BOOK. MUSIC & LYRICS BY

" Richard O'Brien

NEW YORK GRAND PREMIERE SUNDAY EVENING, MARCH 9 - SEATS NOW!
FRIDAY EVENING, MARCH 7 (Sold Out) 20TH CENTURY FOX PREVIEW—A SALUTE TO “ROCKY"

PUBLIC PREVIEW SATURDAY EVENING, MARCH 8 at 8 PM (Seats Available) $7.50, $6. 50

REGULAR PRICES: Tues., Wed., Thurs. & Sun.—Orch. $11; Mezz. $8, 7, 6. Fri., Sat. & Opening Night—Orch. $13; Mezz. $10, 9, B.
Please enclose stamped self addressed envelope with check or money order and list alternate dates.  AMERICAN EXPRESS ACCEPTED.

REGULAR PERFORMANCE SCHEDULE: Tues., Wed. & Thurs. at 8 PM; 2 Perfs. Fri. & Sat. at 7:30 & 10:30 PM; Mat. Sun. at 3 PM.

‘HIHIE .ELASC@ 44th St. East of B way/JU 6-7950
—




jones is back and The devil’s ot him

The devil ANd

MR. JONES




BEST PICTURE OF THE YEAR — National Board of Review
“THEY SHOOT HORSES, DON’T THEY? oyt Mt e comer vy bnages e wth Ayt o, RO

~aldly & LR T &
for Mbark Wk W e added ta B By e s U

(S A MAGNIFICENT MOVIE: FORCEFUL, DIRECT, PROVOCATIVE, INVENTIVELY PRODUCED, SUPERBLY ACTED, HAUNT MONA BARRETY, METROMEDIA - /f would ot seace hin o oy Wi ... .
INGLY EFFECTIVE, IMMENSELY APPEALING AND TECHNICALLY BRILLIANT ..~ T s | Mnd bt Mak Rydells direction. MARY KNOBLAUCH, CHICAGD TODAY -
WLl DAY LO% ANQELES & ML D DRLwiNE & ;.-T i :'.. l|i :. ._-_,.J, :.1 :Jr:ﬂr:- llr:- r. T.Ir_..,! .'-" ....'-.l-'l.l Yy LTl (A o

Tl ir i ol e p
PORTER, OALLAS TIMES MIRALD - Dimetor Mark Rycell hat oo ° £ cmal, BOR

rad =T he By s ay

Teedlid ard Podad respwct. There arp Besut il doones afieh b b Vg ' r:;:-'rh
- Lo b F i
derifaretiny ALTA MALDNEY. DOITON MIRALD TRAVILER - Sycdefi'y dractiee o are s

'-‘Hi o A§ dflive Mg Arpem = I TR 8 il I‘.; BT S reiee T beow . jr‘m
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SUSAN STARK. DETROIT FREL PRESS - Mark Ryviell, o broliand young director. seties
" FE # .n_ﬂl.’,.p Sl P ‘h'i [ -Irr_h r_,:'_ n.:l —— m'“ M' 2

The Relvers’

P TR

ee

DIRECTOR SYDNEY POLLACK, AN EX-ACTOR MIMSELF, DEVELOPS THE SIGNIFICANCE AND HANDLES THE CAST SO WELL,
SUBORDINATING AS IT SHOULD BE. THE FILM'S METAPHOR TO ACTION AND CHARACTER..."

SOLEP MORGENSTTEN, NIWAWITE
SYDNEY POLLACK. A BRILLIANT YOUNG DIRECTOR ARTIST, PROVES MIMSELF A MASTER OF THE BIG SCREEN WITH

HORSES' IN CAPTURING A TIME AND PLACE ALIEN TO HIM, HE SHOWS IN THIS MIGHLY PERSONAL DIRECTORIAL VISION
WHAT & FILM CAN BE IN THE HANDS OF DNE WHO UNDERSTANDS I — POVET HARE R, Tosl 4 syl S yMoCaT

A

B gy Mgyt ® A e Pt Soe -

HORSES SHOULD GARNER AN OSCAR NOMINATION FOR DIRECTOR SYDNEY POLLACK T B e T Bl P oyt e e

DOBOTHT MANNIRE Wited FEATURES h Crtaimg gt Faamy. Prypireipings
B W we Dermep oqmyn Faomann
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They Shoot Horses, Don't They?, 1970 The Reivers, 1970

“The squecamish; the weak- “e o Y FAUCOUS, Violone, mag Wild Bunch® will jusit
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tender-hoearted are qunte American ilm making W mE v aply tov e ol

serrialy w areecad G dn extranrdinartdy torceful b s puctures of the v ear

hine w hao o will see a bl TR A1) Winfred Blevins
1 1 1

; i i ! i
11 0% 1 GTRITTEL
AR EEY M. Thasgieenl M MAGAZING L&, WEEALEE %A%
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15 & tour de force.
He dominates every scene

he 15 1.

“THE SECRET OF SANTA VITTORIA"

-'“