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MATERIALS

FIREPROOF FILE CABINETS

The shallowest and the cheapest file cabinet produced by
FireKing has just been announced. It measures 25” from
front to back, hence the name FireKing 23, is available in
two or four drawer models, in letter or legal size, and in
three neutral colors. For information, write FireKing
International, Inc., 900 Park Place, New Albany,
Indiana 47150,

SPRAY MOUNT

3M has reformulated its Scotch brand Spray Mount artist’s
adhesive to provide “the same reliable performance that
made the original Spray Mount the preferred choice of
graphic artists, but without the clogging that prevents full

use of the can’s contents.” We have mentioned this product

in these columns before, so we won’t belabor its other attri-
butes herein. For further information, write Spray Adhesives,
3M, P.O. Box 33600, St. Paul, Minnesota 55133.

LEAD POINTERS

Alvin & Company has entered the lead pointer field with
its version of a small product made of high-impact
plastic—coming in a variety of colors—with milled steel

TYPOGRAPHIC DESIGN
Form and Communication

By Rob Carter, Ben Day, and Philip Meggs, all of Virginia
Commonwealth University, 272 pages, 8'2 x 11, 446 illus-
trations, 96 2-color pages, $35.00 paper,

ISBN 0-442-26166-7

COMPUTER GRAPHICS
A Survey of Current Techniques
and Applications

By John Lewell, 160 pages, 11% x 8%, $35.00,
ISBN 0-442-26045-8

PRODUCT RENDERING WITH MARKERS

By Mark Arends, University of Illinois, 180 pages,
8% x 11, 214 illustrations, 16 color illustrations, $35.00,
ISBN 0-442-20952-5

To order any of these or receive more information on our
extensive line of professional art and design books, please write:
Van Nostrand Reinhold, Box JKT,

115 Fifth Avenue, New York, NY 10003
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——NEW AND ESSENTIAL—
ART SOURCEBOORKS

Examine them FREE for 15 days!

cutting edges to “provide smooth and uniform points for
both drawing and writing.” I have one and it works quite
well. For literature on this and other products in the Alvin
line, write the company at P.O. Box 188, Windsor,
Connecticut 06095.

MECHANICAL PENCILS

Again from Alvin comes word of its new line of “Xact-
Line” mechanical pencils, an addition to its “No Finer
Line” of drawing and drafting products. Features of this
product include a reflex point that absorbs extra writing
pressure, thereby minimizing lead breakage. For informa-
tion, write Alvin & Company, P.O. Box 188, Windsor,
Connecticut 06095.

DRAFTING TABLES

Just a reminder that Mayline’s “Futur-Matic” line of draft-
ing tables includes simple traditional straight-legged models
up to and including fully-automatic bases with “two
bearing-actuated electric drive systems with fingertip
controls.” To get a line on this line, write Dave Peterman,
Mayline Company, Inc., P.O. Box 728, Sheboygan,
Wisconsin 53082. (continued on page 226)

THE ART OF THE DOT
Advanced Airbrush Techniques

By Robert W. Paschal and Robert R. Anderson, 128 pages,
82 x 11, color illustrations throughout, $39.95,
ISBN 0-442-27510-2

ILLUSTRATING ARCHITECTURE

By Albert Lorenz, Pratt Institute, 176 pages, 8% x 11,
illustrated throughout, $34.95, ISBN 0-442-25973-5

Also available...

SYMBOL SOURCEBOOK
An Authoritative Guide to
International Graphic Symbols

By Henry Dreyfuss, Foreword by R. Buckminster Fuller,
292 pages, 8%~ x 11, 227 line drawings, $19.95 paper,
ISBN 0-442-21806-0

A VNR Reprint Edition

¥8B Van Nostrand Reinhold
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CONSUMER MAGAZINE ADS

1

Kathy Fletcher, art director

Sandy Isaacs Yusi, writer

Peter Angelos, creative director

Bill Werts, photographer

Foote, Cone & Belding (Los Angeles)
agency

Sunkist Growers, client

2

Simon Bowden, art director

Frank Fleizack, writer

Harry DeZitter. photographer

Scali, McCabe, Sloves (New York), agency
Volvo, client

The pieces reproduced in this Annual are
under prior copyright, by the creators or
by contractual arrangements with their
clients. They are published here under
one-time publishing rights permission as
stipulated in the call for entries

Nothing shown in this Annual may be
reproduced in any form without obtaining
the permission of the creators and any
others who may have copyright ownership






We put a big name on a little squirt.

Sunkist. A big name that stands for an even bigger idea. Beca ver you find
the Sunkist name, It stands for quality, It always has. It always will. You have our word on

STATISTICS FOR PEOPLE INTERESTED
INNOT BECOMING STATISTICS.

‘A barrier impact at to remain intact.
35 mph can generate Of course no car can
between 80,000 and protect you ina ﬂggassg‘f:t;ﬁess
» u're wearing
IZO,QIO’IOaII-);sOaﬁ?f?;lre. ¢ ﬁngvatiqn that b.ec%rr;e stan-
rd equipment in Volvos
end collision, a 165 lb back i 1950: fhe three point
man hits the windshield safety belt. (Statistics show
with a force of 3 tons” that fifty percent of the deaths
“A 10 mph increase in due to road accidents could
impact speed from 30 to be avoided if drivers and pas-
40 mph means that 79% | sengers were wearing them.)
e T - So if you're interested in
more energy must { not becoming a highway
absorbed. ! statistic, take a precaution
Let a bunch of safety engineers Sweden, we destroy between 70and 80  enough to support the weight of the the next time you take to the highway.
slam enough cars into a wall and statis- Volvos in crash tests. entire car. Be sure to fasten your safety belt.
tics like these begin to pile up. And the statistics At either end of a Volvo is a built-in And incidentally, it might be a good

The more of them you have to work we've gathered
with, the safer ~ over the years
the car you can  have helped
build. us make the

At Volvo,  kinds of innovations that have made
safety has always Volvo the standard of safety for the
been a high automobile industry.

safety zone. It’s especially designed fo  idea to be sure it’ fastened to a Volvo.
crumple in order to absorb some of the
energy forces of a collision instead of
passing them along to the occupants.
To make sure you have protection
on all sides in a Volvo, we've
placed tubular, steel anti-

priority. _Our now famous steel “safety cage”  intrusion bars in all doors.
So every for instance, surrounds the passenger Even our steering col-
year at our compartment of a Volvo and is umn is designed to collapse

Technical Center designed to it from crumpling dur-  upon impact and our lami-
in Gothenburg, inga collision. Every weld initisstrong  nated windshield is designed

Communication Arts 5



CONSUMER MAGAZINE ADS 1

1
Mike Lowes, art director

Jerry Craven, writer

Allen Cohn, creative director
Jared Lee, illustrator

N W Ayer, Inc. (Chicago), agency
llinois Bell, client

2 (single and part of series)

John Morrison, art director

Tom McElligott, writer/creative director
Dennis Manarchy, photographer

Fallon McElligott Rice (Minneapolis), agency
AMF American, client

3 (single and part of series)

John Morrison, art director

Tom McElligott, writer/creative director
Dennis Manarchy, photographer

Fallon McElligott Rice (Minneapolis), agency
AMF American, client

4 (series includes 2 and 3)

John Morrison, art director

Tom McElligott, writer/ creative director
Dennis Manarchy, photographer

Fallon McElligott Rice (Minneapolis), agency
AMF American, client

L ] { /,’

@ lliinois Bell E
|
/ o,
MY~ el g
P < < Hinoks Bell, 1984
P

B

You put it on with your hands, nowtakelt off with your hands.

By adding Heavyhands to your walking, running or dancing,
you can lose 30% to 300% more calories while you tone and strengthen
major mauscle grovps throughout your body Find out more at
your sporting goods store. Heavyhands™ from AMF.

6 Advertising Annual 1985



The best way to subtract 10 Ibs here, tatnadd 9 The hee.

By adding Heavyhands to your walking, rurming or dancing,
you can lose 30% to 300%more calories while you tone and strengthen
major muscle groups throughout your body. Find out more al
your local sporting goods store. Heavyhands™ from AMF.

(et riceftiiss RS viththese handles.

By adding Heavyhands to your walking, rurming or dancing,
you can lose 30% to 300%more calories while you tone and strengthen
magor muscle groups throughout your body. Find out more at
your local sporting goods store. Heavyhands™ from AMF.

Communication Arts




Guess which one will grow up
to be the engineer:
As things stand now, it doesn’t take much of a guess. In the past ten years, IBM has supported more than 90
Because by and large, he is encouraged to excel in math and programs designed to strengthen women’s skills in these and
science. She isn’t. other areas. This support includes small grants for pre-college
Whatever the reason for this discrepancy, the cost to society is programs in engineering, major grants for science programs
enormous because it affects women’s career choices and limits the at leading women’s colleges, and grants for doctoral fellowships in
contributions they might make. physics, computer science, mathematics, chemistry, engineering,
Only4% of all engineers are women. and materials science.
Only13.6% of all math and science Ph.D.’s are women. We intend to continue supporting programs like these.
And an encouraging, but still low, 31.3% of all professional Because we all have a lot to gain with men and women on
computer programmers are women. equal footing. =

S -

- & o

s b i{*w
‘ o
Please give us the clothes you wouldn't be caught dead in. Thi fancelo et ddlokliond but
f ST AT a s s o ya:,%:""‘s : % f-

Aty
needs those old clothes of yours for.ifs unforte b ¢

The Pine Street Inn on Harrison Aven ! these. ’»b'
souls make it through the i icy New England winters. hot mggfas:
and warm clothing . . . but it can’t do it all by itself: a
casting Association, NEBA, wants to help you and your company gwe the Pme
Street Inn the help it so despnrciely needs:

Pick a day during the week of Dacembal Khh throw your old gkwes
socks, underwear, winter |ackets, caps, s pants and dresses info .
your car, drive fo Park Square, and then gutit alf ﬁxe"PmeSiiee! fan Donations” L5,
truck ?‘orked by the ScrubaDub. If you§ um -perishable food to give os ¥
well, that would be nice.

In return far your act of charity ceive o fres ScrubaDub cor
wash ce'rh:ncunz Withibor witliout it, youare fo drive awa: fealsxggcleanmh

or some reéasan, you can't get your onuhrmsm uare, cal

NEBA at 426-3575 for pick-up help, g i

7

Creatwa: John Pearson ond Cergig Photograpiy! Jols Halk Prnting: WE Addanys; Type: Typoacaphic Hous wwu s M
y fo A
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E*e

. To sechowg()(t)hdlamlzﬁit hunter »,
s small game.

& “

K. e

e you are, try

oy 2

You say you've been hunting rabbits
for years, nght? You say you can find
a cottontitl faster than a beagle can
find a soup bone
Okay. here's your chance to prove it
Starting in the upper right comer, take
a shot ar the rabbit hunting quizzes we've
come up with, The answers may sur-
prise you
It just goes to show you that when you'r
looking for rabbits, you've got to know all
sorts of tricks. Which, fortunately, isn't
the case when you're looking for the per
@@ fect 22 w0 hune them
v A Marlin semi-automatic 22 More
specifically, the Marlin Model 60
For one thing, the Model 60's 22-inch
Micro-Groove® barrel is incredibly accurate
A feature of no small imponiance when
@ You're after hard-to-hit cotrontails
* How fast is the Model 607 How fast is
your trigger finger? It lets you fire
up to 18 Long Rifle car
tridges in just scconds

& p P

And with a new “last-shot™ automatic
bolt hald-open (with all ube-loading semi- .
auto 22'), cross bolt safety and sleek, wal Ll
nut finished stock, the Model 60 is a natural ’
for small game

Every bit as much as the Marlin 995. A L]
simple -shot clip-loading, semi-automari '

22 with an 18-inch Micro-Groove' barrel *

adjustable folding rear and ramp front 3 s

sight with Wide-Scan’” hood . o
Allin all, we'd say a Marlin semi-auto- .

matic 22 just might make you a betrer abbit~—— *

hunter. While anything else just might & 5

make you hopping mad .
See all the Marlin 22'. in over a dozen « o

variations from the Model 13Y youth rife

10 the Model 39 lever action., at your gun =

dealer. Also, ask for a free catalog with R 3

more hunting quizzes. Or write Marlin .

Firearms Co., 100 Kentia Drive, North

Haven, CT 06473 .

Moxdel 60

There are two cars here.

The oneyou can seeisa
Mercedes-Benz.

Since a car is an amalgam cr quite literally illuminates the enough dirt has splatered the
of some 10000 separate compo- Mercedes-Benz ‘commitment (o rear lights to make the car virtually

nents, attention to litle things detail
canmeanalot

No car manufacturer perceives  into the face to ensure the

Ridges have been desnglnrd In the same conditions the

unseeable from the rear.

ight  recessed sections of the Mercedes-

this more clearly than Mercedes- i visible even in the most adverse  Benz rear light have remained dirt-

nz. circumstances.
The il light on a Mercedes

With the car on the left above,

A fact that increases the safety

travelling behind it.

Closer inspection will show !
further evidence of Mercedes-Benz  ant, features such as these can have a
attention to detail.

Deflectors on the front roof
illars keep dirt and water away ~ itically important on the road Engineered like no

free. The car remains visible.
2 gom side windows. A rain runnel  The mlliseconds of reaction time  other car in the world,

CONSUMER MAGAZINE ADS

1

Seymon Ostilly, art director

Bob Mitchell, writer

Kevin O’Neill, creative director

Manuel Gonzalez, photographer

Lord, Geller, Federico, Einstein, Inc. (New York),
agency

IBM Corporation, client

2

John Pearson/Jim Irey, art directors

Derald Breneman, writer

John Pearson, creative director

John Holt, photographer

John Pearson, Inc. (Boston), agency

New England Broadcasting Association, client

3

Bryan McPeak, art director

Ernie Schenck, writer/creative director

Myron, photographer

John Burgoyne, illustrator

Leonard Monahan Saabye (Providence, RI), agency
Marlin Firearms Company, client

4

Joost Hulsbosch, art director

Terry Murphy, writer

Willie Sonnenberg, creative director

Jeff Senior, photographer

D’'Arcy MacManus Masius (Johannesburg, SA), agency
Mercedes-Benz SA, client

of the occupants and of those  above the rear window keeps the  they can buy for the driver of a

rear view clear Mercedes-Benz could be the most
ough seemingly unimport-  important milliseconds of his life.

major influence on safety.
To see, or be seen, in time is  Mercedes-Benz.

Communication Arts



“DINNER WILL BE SERVED IN 30 MILES”

You're in country untraveled by
any other carrier—taking it all in
through a glass-domed sight-
seeing car.

When the sun begins to set, it'll
be time for dinner. Today the chef
is preparing his specialty, red
snapper. New York Strip Steak is
another excellent choice, grilled
to your order and served with
mushroom caps, a baked potato
and tossed salad...

No, this isn't the setting fora
foreign movie. Or a fantastic
spy-thriller. But it is magic. The
kind you'll find on an Amtrak
Superiiner.

Take Amtrak and you'll also find
some of the newest, most modern
equipment in the travel industry.

Call Amtrak (at 1-800-USA-
RAIL) or call your travel agent and
you'll get more than just a ticket.
Because our staff of

full-service travel m*
professionals can
arrange for pack- m
aged tours, car
rentals, even hotel m
accommodations, in
our close to 500 destinations all
across the U.S.A.

Go for the magic and go for
the train. Because on Amtrak,

it’s not just the destination,
it's the journey.

mosnnmwsuorngmm
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A face 1s like a work of art.
It deserves a great frame.

Designers and collectors of limited edition frames for sunglasses and prescription eyewear.

La.[Byeworks

=

\3 ‘\‘

\“\

Afécéis like awork of aﬁ‘f
It deserves a great fratne.

Designers and collectors of limited edition frames for sunglasses and prescription eyewear.

La.[Eyeworks

CONSUMER MAGAZINE ADS

1

lvan Horvath, art director

Bob Ancona, writer

John Littlewood, creative director
Mike Chesser, photographer

N W Aver, Inc. (Los Angeles), agency

Yamaha International Corporation, client

2

Gary Johns, art director

Jeff Gorman, writer

Lee Clow, creative director

Lamb & Hall, photographer
Chiat/Day (Los Angeles), agency
Nike, Inc., client

3 (series)

Gary Johns, art director

Jeff Gorman, writer

Greg Gorman, photographer

Gary D. Johns (Los Angeles), agency
L. A. Eyeworks, client

Designers and collectors of limited edition frames for sunglasses and prescription eyewear.

La.[Eyeworks

Communication Arts
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mountain trekking, Spring skiing, popping in to shows, shops anc S
ou in hot springs retreats, guest ranc S ys and hot h road there’s even more to come o 86, our world exposition takes shape. T i arly §
bay side views. Of course our attractior C ed in Spring and more h You'll be back again. For travel planning information write Tourism British Columbia, Dept. 0801,
attractive than ever. So join the whales in Johnstone Strait. Or why not try river rafting, island hopping, 1117 Wharf Street, Victoria, B.C. VBW 2Z. = :

e Gk oot e et * Super, Natural British Columbia

R ———

Somanyof

Do you believe in magic? Finding these many special places all in one place could persuade you. The Gulf wonders with woods, stained glass, fine stones and fabrics. Since your dollar is worth more with us you can
Islands. Intriguing inlets. Secluded bays. Sculptured coastlines. Every island revealing itself in unexpected really stretch your stay. When it does come time to leave just click your heels and catch the next ferry back to
ways. Bring your car and wind through the tree-lined countryside. Better yet, bicycle about and explore back Vancouver or Victoria. Write for our Travel Planner. Tourism British Columbia, Dept. 0930, 1117 Wharf Street,
roads that take you to a simpler time. You'll find there are no ordinary souvenirs around here. Artisans work Victoria, B.C., Canada, V8W

e o s e~ Super, Natural British Columbia casans

e

Our good ferries take you
some very enchanted islands.

12 Advertising Annual 1985




CONSUMER MAGAZINE ADS

For travel planning information write
Tounsm Brtish Columbia, Department

It's almost embarmassing, We wanted to write about how affordable off season rates make ciry vacations here in
the Spring. Victona's gardens and antique shops. Vancouver's hotels and night spots. But then we got carried away by
the thoughr of getting away from it all, Fishing lodges. The Inside Passage ferry. Guest ranches ind of course Ky aking 0804, 1117 Wharf Street, Victona, British
uboutin spots like Emerld Lake in our Rockies. Thev're all equally within reach this time of vear, So vou see wher- Columbia, Canada VEW 272
evervou n.\mym this Spring, vou'll pobably be leaving some of our best places behind

e Super, Natural British Columbia

1 (single and part of series)

Bill Cozens, art director

Alvin Wasserman,
writer/creative director

Peter Thomas, photographer

McKim Advertising Ltd
(Vancouver, BC), agency

Tourism British Columbia, client

2 (series includes 1)

Bill Cozens, art director

Alvin Wasserman,
writer/creative director

Peter Thomas/Ed Gifford/Bob Herger,
photographers

McKim Advertising Ltd.
(Vancouver, BC), agency

Tourism British Columbia, client

3

Tracy Wong, art director

Billings Fuess, writer

Malcolm End, creative director
Harold Kreiger, photographer
Ogilvy & Mather (New York), agency
International Paper, client

ur great hotls,
markets and

B

ACS

lettr

Denver M, the Bank of England,
the Tonver of Limdm and my puggy bronk

Nutice there is no comma
before and 1n the series. This s com
mon style now hut some pub
lishers use @ comma there, too,

5. Llse o comma nseparate
independent clauses that are juined
system you prefer, be warned by it conpunction like and. but. fir
punctuation marks cannot save . nwor, becangse or so: | shall vetrn

o prepare foran expression need

strong emphiasis: |'ll marry vou

—if yonll vobs Topkapi with me
Parentheses help you pause

maybe, but the message is: "Stay on
your toes; its coming ar you.”

Apostrophe [ ']

The hig headache is with pus
sessive nouns. If the noun is sin
gular, add 5 [ hated Berty’ angor

It the noun is plural, simply
wdd an apostroplic after the s
Thase are the girls’ coats

The same upplies for singular

How to punctuate

By Russell Baker
:

qutetly to drop in some chatey
information not vital 1o your story
Despite Betty's darmg lnml e
ol -/xmL your pigey bank,” she often

scticl), she was u tevrible demcer

the role of body language. [t helps

readers hear you the way you want

to be heard 1 sentence thit is hadly put The'ciiiss fmceis, o thed e i
“Gee, Dad, have I got to learn together 1w heavy o uear lIv:Iwu ending u'\ 5, like ‘I Nickens.
all them rules?” wer COmmas, semi 6. Use s comma 1o s¢ his 15 Dickens’s best book
dashes, you've pr n oft a muldly parentherical And in plural: This is the

Daontt let the rules scare you. For

Thank of

Dickerses” cottage
1 [URSESSIVE Pronouns
hers m.] its have no
apostrophe
It youswrite ir's,
yOu are saying it 1s

Jping thi s
1 the sen
twho hewe

they aren't hard and fast
them as guidelines

Am | saying, “Go ahead and
punctuate as you | Absor
lutely not. Use your own common
sense, remembering that you can't
expect readers w work to decipher
what you're trying

There are twa b
of puncruation

e loose or apen system,

which tries to eapture the way

matter how you Hinker wit
Theow it away and build 3 new one
wyasimplerdesign; The herer
your senfence, the asier it is to

rence: {

aluys interested me
wstaddly differ from hoys

[0 not use com
mis it the word
prouping iy essential
to the sentence’s

e

punctuate
Choosing the right tool
There are 30 main puncruation
nirks,

) Keep cool
You know about
ending a sentence
with a period () ora
questivn mark (7). Do
it. Sure. you com also end

LA bt you'll need fewer thin o

Ut show you in this small

v they all work, so LIl

se i comma in P st witly i

When you write, you make
sound in the readers head, Irean
be a dull mumble— thars why so

body language punctuates talk

2. The right, closed structural
system, which hews closely 1o the
grammatical strucrure

and even then can

«Il\uwl\‘u\ wa

the ten most importans —
mly hir high
Is, check yunir
1 grammar

idress: Your magesty, 0«

7
firect

over the mam
8. And hetween proper names

O (e

with an exclamation point
", bur must you ! Usually it
I just makes you sound breathfess
wnd silly, Make your writing gener.

Quotation marks | *
These tell the reader you're

much government prose mikes oy sentences snd el Mimcazas Sneed. Divector
sleepy —or it can be a joyful noise Maost writers use a little of Comma |, | 7S ol Yoal et s 7, ity theexict wo miw{ meone  ate its own excitement. Filling the
‘ * e " of Scotland Yard, was assigne s 't R 11 o -
vsly whisper, a throb of passion both. In any case, we use much less This s thoimusewidcy sed i e L st paper with 't make up for
Listen to s volce trembling i punctuation than they used 200 or vk of sl Tes also thie to " wngn,” Betey s what your \\,.u,mlh..\hul(.l to do,
' en 50 years ago. (Glance into : ma comes o many exclamation points
a haunted room even 30 years ago, (Glance inu ind most coneroversial. L've seen St o Chicaats ot el mond : f
“And the silken, sad, incertan Edward Gibbon's *Decline and Fall — jiing editors lmost come 1o Blows betore the quone marks in the fiess make me think the wniter is talking

rustling of each purple curtain
thrilled me —filled me with fan
tastic rerrors never fele before
hat’ r Allan Poe, a
master. Few of us can make paper
speak as vividly s Poe could, bug
even beginners will write better

of the Roman Empire,” first pub
lished in 1776, for an
example of the
ughr structural
system at its
most elegant,)
No matter
which

over the comma. It you can handle
1t without sweating, the ¢

be ¢

mtroducrory phrase o clise: After
stealing the e fewels from the

i L

ner

A5y

dives m London, England

Generally speaking, use a vom
ma where you'd pause hriefly in
y policy specchs, Fora long pause |
ommi atter 4 long pletion of thought, wse a period

If you confuse the comma with
the period, you'll get a mun-on sen
tence: The Bank of England i located

sthers will

com

oy, T went home for 1

example, bur comes instde them in
the secomd. Not logical? Never
mind, Do ir that way anyhow

about the panic in his own head.
Don't sound panicky, End with
1 period. | am serious. A period
| Understand?
el . . sometimes
mark is vkay

-

Colon | :

A colon is a tipeoff roger ready

fior whars nextz a list, a long quora
tion or an explanation, This arucly

1 question

once they start listening to the 2,11 the introdue i Lomelom, | rushed vight over tomb e s tiddled with colons ) ANy
sound thetr writing makes. tory matenal is Rt
One of tt t tant hort, forger th Semicolon .
e Bt AL After th A more suphisticared mark Today, the printed word is more vital than ever. Now there

tools for making paper speak in
VOUE OWHL VOICE 1S PUNCTUETION:

commi

theft | went home comma, the

than the
<eparates two main clause

is more need than ever torall of us to read betrer, write better and

mmowute berrer

When speaking iloud, you firr tea
I B ceps those rwo thoughts more Internanional Paper offers this series in the hope thar, even |
wicruate constmntly—with 3. But use it i kepchos cug tuonshs mere. irsioall g R apeh l
wir listener the sentence would tightly linked than a period can l Wily, We |

oy o
hears commas, dashes, ques
tion marks. exchimation poine$
quutation marks s
whisper, patise, wave your anms
rull yonur eyes, wrinkle your brow

In writing, punctuarion plays

you shout

steal cnonan jevels; she steals hearts
Dash| — |and
Parentheses [ () |
Warning! Use sparingly. The
lash SHOLITS. Purentheses whis
per: Shour too often, people stop

be contusing with
our it like thi

The diry before 1'id
obhed the Benk f
England

4.1

ma

S com
listening: whisper to

ple become suspicious
The dash creare

st much, peo
oy

s alramanic pause

clements in
b the

senes: |l

tonshare this ariche and all the pthers in the series
students, employees, fmily— we'll gladly send you
s over 20000000 in re e 10 T
quests from people & Wiite: “Power v the Printed Wonl.
Inernanional Paper Company, Dept. 13V, POL Box 954, Madison
Stitre Starion, New York, NY 1001 st iersat it rusws o

INTERNATIONAL PAPER COMPANY

We believe in the power of the printed word

1 yon'dd ik
with others
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