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INTRODUCTION 

THE TENTH EDITION of JOO Books on Advertising lists 79 
new books, and books revised since the ninth edition was 
published in January, 1969. 

This annotated bibliography offers a selected li st of 
books in the principal fields of advertising. Books are no t 
included because they are the "best" books in these fi e lds . 
inasmuch as "best" may depend on a person's particula r 
need for a book. The obvious limitations imposed by a 
bibliography of exactly I 00 books necessitates curtailing 
almost all of the individual categories. This compilation is 
designed for the student or the professional advertising 
practicioner, but a few of the titles included are of an ad
vanced or specialized nature for the researcher. 

Classification of books in the bulletin has been arbitrary 
in a great many cases. It is difficult to determine, for 
example, whether a motivation research book should be 
listed under research or psychology and several titles listed 
herein could have been listed under either art or under the 
layout heading. 
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The collection of approximately 2,500 volumes on 
advertising available in the 18,000-volume Frank Lee Martin 
Memorial Library at the School of Journalism at the Univer
sity of Missouri-Columbia has grown by more than 300 
volumes since the last edition of this bibliography was 
published in 1969. In addition to that, a great many revised 
titles have replaced older editions . The Frank Lee Martin 
Library is the largest journalism library in the world and 
new advertising publications are added as they appear, 
including many works in foreign languages. 

While some listings of out-of-print books are included in 
this bibliography, effort has been made throughout for the 
inclusion of new and recently revised titles . Many of the 
older books stand as excellent sources despite their age and 
therefore are listed. These older volumes and some privately 
printed titles in this edition are not available on the market, 
but may be found in school libraries, in advertising agencies, 
and in public libraries. 

The addresses of publishers of these books are listed 
along with many advertising organizations. These are the 
organizations whose addresses are most frequently re
quested. 

The listing of advertising and promotional journals is for 
the convenience of users of this book. It is not complete, 
but again lists the most frequently called-for titles. Subscrip
tion rates and information must be obtained from the 
individual publisher. 

School of Journalism 
University of Missouri-Columbia 
April 1, 1976 

Robert W. Haverfield 
Professor of Journalism 



100 BOOKS ON 
ADVERTISING 

ADVERTISING AGENCIES 

BARTON, ROGER, Advertising Agency Operations and 
Management. 1955. McGraw-Hill Book Co., New York. 

2 

A practical guide to organization and operation of an advertising agency. 
Clear treatment of the functions of depa rtments dealing with research , art, 
copy, media selection and production . Thorough coverage of legal aspects 
and personnel. 

HANAN, MACK. The Critical Partnership . 1966. American 
Management Association, New York. 

3 

Standards of advertis ing agency performance. Written for the client seeking 
an advertising agency. Almost reduces the search for an advertising agency 
to a formula . Details such items as appraisal of an agency ' s creativity, 
operating standards, compensatory methods, and study of past results. 

A Handbook for the Advertising Agency Account Execu
tive. 1969. Addison Wesley Publishing Co., Reading, Mass. 

4 

More than 70 top-level advertising agency executives discuss virtually every 
facet of advertising agency operation , with an eye for assisting the account 
executive . A valuable tool for the young account executive or the veteran 
account supervisor and for the corporate advertising executive. Prepared 
under the sponsorship of the American Association of Advertising Agencies . 

ADVERTISING COPY 

BEDELL, CLYDE. How to Write Advertising that Sells. 
Second Edition. 1952. McGraw-Hill Book Co., New York. 

A master of se lling copy shows how to write sound , professional copy . The 
a uthor presents more than thirty selling stratagems which have been used by 
top sale smen and copywriters. Underl ines a systematic approach to the 
copywriting job. Places emphasis on the necessity of constant ch'ecking
persistent analysis of copy before it runs, and results produced after publica
tion. Old but still valuable . 



5 

5 
BURTON, PHILIP WARD. Advertising Copywriting. Third 
Edition. 1974. Grid, Inc., Columbus , Ohio. 

6 

This updated edition goes into minute detail on art and copy as a team, body 
copy, headlines , and the usual mechanical steps. The author backs up this 
approach to basics with needed material on planning, research, mail order, 
legal aspects, and most of all-believability. 

CAPLES, JOHN. Tested Advertising Methods. Fourth 
Edition. 1974. Prentice-Hall, Englewood Cliffs, N. J . 

7 

Thoroughly revised and updated. Written primarily for the businessman and 
professional advertising man. Full of sound basic advice for the copywriter. 
The author is strong on checklists; those in this volume are as valid today as 
when they were published in earlier edi tions, and range from twenty ways to 
increase the selling power of copy to seventeen ways to test your advertising. 
More than 80 pages of illustrations, including numerous classic successful 
ads. 

HIGGINS, DENNIS. The Art of Writing Advertising. 1965. 
Advertising Publications, Inc., Chicago, Ill. 

8 

Conversations with William Bernbach, Leo Burnett , George Gribbin, David 
Ogilvy, and Rosser Reeves, the maste rs of the ir craft , produce interesting 
discussions on the writing of advertising to help other aspiring writers. 

NoRINS, HANLEY. The Comp/eat Copywriter. 1966. 
McGraw-Hill, New York. 

9 

A comprehensive guide to all phases of advertising communication . Treats 
copywriting as an art as well as a profession. Provides a thorough analysis 
of contemporary advertising communication, with an informal and opera
tional approach to effective copywriting. 

SCHWAB, VICTOR 0. How to Write a Good Advertisement. 
1962. Harper & Row, New York. 

Plainly written how-to-do-it book dealing with the writing of copy. The 
author draws on forty-four years of experience and detailed record-keeping 
to present his recommendations. Examples illustrate split-run techniques. 



6 

100 BOOKS ON 

ADVERTISING MANAGEMENT 
10 
BARTON' ROGER, Editor. Handbook of Advertising 
Management. 1970. McGraw-Hill Book Co., New York. 

11 

Designed primarily for the corporate advertising executive, but of definite 
value to the brand ma nager and agency account executive or supervisor. 
Sections prepared by thirty-five adverti sing experts deal with organiza
tion , advertising's role, planning, copy , research , lega l matters, and special 
forms of advertising. 

Booz-ALLEN & HAMILTON, INC. Management & 
Advertising Problems in the Advertiser-Agency Relation
ship. 1965. Association of National Advertisers, Inc., New 
York. 

12 

Report of an A. N. A. sponsored study to assess the implications of the many 
changes that have taken place in advertising and in the advertising
rnanagement relationships , and to suggest guidelines to management and to 
agencies for the future. Sections of the book are devoted to perspective on 
advertising problems ; management practices characteristic of successful 
marketers; the future and suggested guidelines. 

BUELL, VICTOR P. Changing Practices in Advertising 
Decision Making and Control. 1973. Association of Na
tional Advertisers, New York. 

13 

A study by the Advertising Management Policy Committee of the A.N.A. to 
determine changes in corporate advertising management , corporate response 
to governmental pressure and regulations , and what methods of control are 
exercised. Illustrated with charts and case studies. 

CRIMMINS, EDWARD C. A Management Guide to Coopera
tive Advertising. 1970. Association of National Advertisers. 
New York. 

A thorough , yet simple coverage of the tangled maze of cooperative adver
tising. The material was developed for three audiences: the advertisers 
and media utilizing cooperative advertising, individuals developing and im
plementing cooperative advertising plans , and the students ofadvertising. One 
of an excellent series of ma nagement guides published by the Association 
of National Advertisers . 
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ADVERTISING 

14 
GREYSER, STEPHEN A. Cases in Advertising and Com
munications Management. 1972. Prentice-Hall, Englewood 
Cliffs, N. J. 

15 

A broad selection of cases involving the advertising management decision
making process. Thirty-nine cases show the patterns used by management to 
research , plan , develop , and implement advertising and promotion programs. 

NICOSIA, FRANCESCO M. Advertising Management and 
Society, A Business Point of View. 1974. McGraw-Hill 
Book Co., New York. 

16 

An exce llent explanation and justification of advertising as an essential part 
of our economic system. The author takes a hard look at charges and 
countercha rges against advertising, regulation, and the consumer. Rich in 
quotes and supporting excerpts from documents and speeches from 
"experts" on both sides of the fence. Thorough presentation of the value of 
advertising from the bu siness point of view. 

Riso, Ovm, Editor. Sales Promotion Handbook. Sixth 
Edition. 1973. The Dartnell Corporation, Chicago, Ill. 

17 

A compendium dealing with the many facets of sales promotion. The 
1,200-page volume ranges through sales promotion history, departmental 
organizat ion, budgets , campaigns, sales, direct mail, business letters , 
catalogs, sales manuals, visualizers, displays , consumer and trade adver
tising, meetings , contests, mail order, and numerous other related subjects. 
Thoroughly indexed. 

TILLMAN, ROLLIE and C.A. KIRKPATRICK. Promotion: 
Persuasive Communication in Marketing. Revised Edition. 
1972. Richard D. Irwin, Inc., Homewood, Ill. 

18 

A single vol ume treatment of promotion management. Behavioral sciences 
interaction explored and elements of persuasion are defined and discussed. 

WEBSTER, FREDERICK ' JR. Marketing Communication, 
Modern Promotional Strategy. 1971. Ronald Press , New 
York. 

Integration of the entire marketing communication process advocated. 
Involved in this is advert ising, personal selling, packaging, branding, sales 
promotion, and point-of-purchase displays, all backed up with research and 
interacting functions. Attention is given to analysis of results and attainment 
of goals. 
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100 BOOKS ON 

CAREERS and BIOGRAPHIES 
19 
BURNETT, LEO. Communications of an Advertising Man. 
1961. Leo Burnett Co. , Inc., Chicago, Ill. 

20 

This privately printed volume is avai la ble only in libraries . The memorand a, 
speeches, articles, and other writings of the founder of the Leo Burnett 
Company are brought together in this volume . These pieces range from advice 
to the advertising educator to Burnett 's now famous memora ndum 
"Scratching the Back of the Hand that Feeds You." 

CONE, FAIRFAX M. With All Its Faults. 1969. Little Brown 
& Co., Boston , Mass. 

21 

Fax Cone chronicles in narrative form his forty years in the advertising 
business. Many of America's most familiar campaigns-from Dial Soap 
through the Edsel-are candidly discussed. Although entertainingly written 
this volume is full of sage advice and expressions of sound advertising 
philosophy. 

GROOME, JR., HARRY C. This is Advertising. 1975. Ayer 
Press, Philadelphia, Penn. 

22 

In the words of the author , "The book on what advertising is all about , who 
does what, and how to get ajob in it." 

HOPKINS , CLAUDE C., My Life in Advertising: Scientific 
Advertising, 1966, Advertising Publications, Inc., Chicago, 
Ill. 

23 

Reprint of two earlier books: Scientific Advertising and M y Life in Advertising. 
Hopelessly out-of-date , ye t amazingly current. Laid down guide lines too 
important , too eternal to be forgotten . In 1946 Walter Weir concluded of M y 
Life in Advertisin g, .. There a re few pages in M y Life in Advertising which do 
not repay careful study and which do not merit rereading." 

MARSTELLER, WILLIAM. The Wonderful World of Words. 
1972. Marsteller, Inc., New York. 

Memoranda and speeches of Bill Marste ller selected by executives of 
Marsteller, Inc. , and Burson-Marsteller, Inc. Subjects covered range from 
whimsical recollections to philosophical observations of interest to every 
person who dea ls with advertising. 
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ADVERTISING 

24 
MORGAN, ROBERT S., Editor. Who's Who in Advertising. 
Fourth Edition .. 1976. Redfield Publishing Co., Rye , N. Y. 

25 

More than 10,000 biographies of individuals assoc ia ted with adverti sing are 
recorded, along with each person 's profe ss ional experience, education, 
memberships in various organizations, personal information, etc. 

OGILVY, DAVID. Confessions of an Advertising Man. 
1963. Atheneum, New York. 

26 

A " fir st person" description of the success of David Ogi lvy and of Ogilvy , 
Benson & Mather. The persona l narra tive winds from the author's early days 
as a European chef through his many advertising experiences. He tells how 
many of his campaigns were conceived and executed . Chapters devoted to 
the getting of clients, the keeping of c lients , and how to be a good client. 

DIRECT MAIL and MAIL ORDER 

HODGSON , RICHARD S. Direct Mail Order Handbook. 
Second Edition. 1974. Dartnell Corporation, Chicago, Ill. 

27 

A guidebook for the planning and creating of complete direct mail campaigns 
or a single mailing. Features succe ssful cases , reference data , and how-to-do-it 
checklists. The updated second edition deals with merchandising, computer 
adapta tion to direct mail, industrial , mail order reta il, and fund raising 
campaigns. 

MAYER, EDWARD N., JR. How To Make More Money With 
Your Direct Mail. Fourth Edition. 1961. Marketing Com
munications, Inc., New York. 

28 

Basic principles of direct mail advertising presented for the beginner or the 
experienced practitioner. Discusses fundamenta ls of direct mail and direct 
mail copy. Coverage of mailing lists , testing, production, inquiries , result 
measurement, letters , gadgets, etc. 

SACKHEIM, MAXWELL. My First Sixty Years in Adver
tising. 1970. Prentice-Hall, Englewood Cliffs, N. J. 

Normally this book might be expected to appear with the other biographies in 
this bibliography. However, the author's greatest efforts were in the area of 
direct mail and ma il order adve11ising. This annotation therefore appears in 
that section to make sure that the student of direct marketing doesn't miss 
this set of valuable lessons that the author has to offer. Follow the si mple 
basics through sixty years of campaigns, including Book of the Month, 
Columbia Record Club, the American Express Card, and other familiar 
campaigns. A rare combination of how-to-do-it rules and lively case 
histories. 
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100 BOOKS ON 

29 
STONE, Bos. Successful Direct Marketing Methods . 1975. 
Crain Books, Chicago, Ill. 

30 

A completely new book and not just a revision of the author's earlier 
Successful Direct Mail Advertising and Sellin g . Recognizing that direct 
marketing is far more tha n direct mail, the author thoroughly covers the 
subject from basic principles through how-to-do-it techniques . Utilization of 
a ll media as they relate to direct response advert ising is thoroughly treated. 

ECONOMICS, ETHICS and HISTORY 

BACKMAN, JULES. Advertising and Competition. 1967. New 
York University Press, New York. 

31 

A significant contribution to the story of advertising in the economy . Prof. 
Backman demonstrates how advert ising encourages competition and 
stimulates a healthy business climate, se rving the general public in a multi 
tude of ways . Statistics-rather than generalities-served up in a 
convincing testimonial of advertising's role in a free and competitive economy. 

BROZEN , YALE, Editor. Advertising and Society. 1974. 
New York University Press, N. Y. 

32 

A series of lectures by nine sc holars with varyi ng views of advertising who 
examine and exp lore advert isi ng from nine different direction s . These lec
tures, endowed by a grant from l.T.T., were he ld at the University of 
Chicago Graduate School of Business. 

DUNN , S. WATSON and ARNOLD M. BARBAN. Advertising: 
Its Role in Modern Marketing. Third Edition. 1974. The 
Dryden Press , Hinsdale , Ill. 

33 

This edition, like the earlier ones, deals with the major problems of modem 
advertising . The authors spotlight the social and economic roles of adver
tising , controls, the interrelationship of adverti sing and the behavioral sci
ences, the meshing of advertising with the other elements of the marketing 
plan , and other similar areas. Special attention is given to the rapidly 
expanding area of international advertising. 

FRYBURGER, VERNON, Editor. The New World of Adver
tising . 1975. Crain Books, Chicago, Ill. 

A selection of twenty updated articles from the 1973 Advertising A ge 
special edition The New World of Advertising. Discussions range from basic s 
through management, social responsibilities, international advertising, and the 
Agency Business in 1980. 
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34 
MOSKIN , J. ROBERT. The Case for Advertising. 1973. The 
American Association of Advertising Agencies, New York. 

Highl ights of the indu stry prese ntation to the Federal Trade Commission. 

35 
RISO , Ovrn. Advertis ing Cost Control Handbook. 1973. 
Van Nostrand Reinhold Co. , New York. 

36 

Details step by step those necessary to keep track of the many adverti si ng 
do llars flowing through an advertising department or an agency . Gives some 
sound advice fo r the checking of fees, discounts , commi ssions, and invoice s, 
as we ll as carefu l monitoring of control before expenditures are authorized . 

TAPLIN, WALTER. Advertising, A New Approach. First 
American Edition. 1963. Little , Brown and Co., Boston, 
Mass . 

37 

A thoughtful trea tment of advertising by a noted British scholar. While many 
of the examples deal with European problems, the U.S. businessman can still 
glean valuable advice from these examples. Hardl y an advertising man a live 
will agree with a ll tha t Taplin says in this book , but pertinent observations 
will strike home wi th every reader. 

WRIGHT, JOHN S. and JoHN E. MERTES. Advertising 's 
Role in Society. 1974. West Publishing Co., St. Paul , Minn. 

38 

A thoughtful discussion of the effect of advertis ing on the individual and on 
society . The divergent views of business , the consumer, the consu merist . and 
government are explored in the ten sections. 

GENERAL PRINCIPLES of ADVERTISING 

BURTON , PHILIP WARD. Editor. Which Ad Pulled Best? 
Third Edition, 1975. Crain Books, Inc. , Chicago, Ill. 

39 

Try your professional sk ill and try to pick the best ad in fifty pairs of print 
advertisements. It' s more than a game with the editors analyz ing the whys of 
successful advertisements . Teacher's guide avai lab le. 

CRAWFORD, JOHN W. Advertising. Second Edition. 1965. 
Allyn & Bacon , Boston , Mass . 

An ana lys is of the esse ntia ls necessary for the making of sound adverti sing 
dec isions at the manage ment level. Di scussions of adve11ising responsibilities, 
personnel , and objectives. Integrates advertising with the marketing plan 
public re lation s and public ity efforts and sales promotion. New edi tion has 
chapters on budgets and measurements of adve11i s ing effectiveness. Elabo
rately illustrated. 
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100 BOOKS ON 

40 
MANDELL, MAURICE I., Advertising. Second Edition. 
1974. Prentice-Hall , Inc., Englewood Cliffs, N. J . 

41 

A basic approach to advertising written to answer the questions "why 
advertise" and "' how to advertise." Discusses advertising and its relation to 
marketing management and the behavioral science s. Analyzes research, 
media, creativity , sales promotion , organization , the economic and social 
effects of advertising along with its history . Considerable new material has 
been added since the original 1968 edition. 

DIRKSEN , CHARLES J. and ARTHUR KROEGER. Advertising 
Principles and Problems . Fourth Edition. 1973. Richard D . 
Irwin, Inc ., Homewood , III. 

42 

A principles book written from management' s point of view. Emphas is is on 
advertising's nature , its function s, and its advantages and disadvantages. 
Eighty-two cases are included as bases for discussion. 

FREY , ALBERT WESLEY, and JEAN c. HALTERMAN. 
Advertising. Fourth Edition. 1970. The Ronald Press Co., 
New York. 

43 

Intended for two groups of students at the college level: those preparing for 
adverti sing careers, and those prepa ring for executive positions who may be 
called upon to make deci sion s involving advertising. Emphasizes the inter
dependence of advertising and other business ac tivitie s, and on the place of 
advertising in the overall marketing picture. Includes sections on agency, 
marketing , crative, media, budget, resea rch , etc. Instructor's supplement 
available. 

KLEPPNER, OTTO and STEPHEN A GREYSER. Advertising 
Procedure. Sixth Edition. 1973. Prentice-Hall , Englewood 
Cliffs , N. J. 

44 

Bas ic advertising text that has been a longtime standard and favorite in class
rooms . Devotes major sections to the purposes of advertising, planning, 
media, creative function, the campaign, adverti sing management, retail , 
and legal aspects. Exploring Advertising, 1970, Kleppner and Settel, serves 
as a companion volume to Advertising Procedure. 

SANDAGE, CHARLES , and VERNON FRYBURGER. Adver
tising Th eory and Practice. Ninth Edition. 1975. Richard D. 
Irwin, Inc., Homewood, Ill. 

Written as a general principles textbook. Completely updated sections deal 
with bas ic values and functions of advertising, planning and strategy, creative 
procedures , production , media , testing, and organization of the advertis ing 
function in business. 
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45 
WRIGHT, JOHN s. and DANIEL S. WARNER. Advertising. 
Third Edition. 1971. McGraw-Hill Book Co ., New York. 

46 

Comprehensive book on the principles of advertising. Sections deal with 
social and psychological face ts, media, marketing , creative functions, re
search planning , and advertising management. Thoroughly updated since 
earlier editions. Career guidance for those interested in advertising included . 

ILLUSTRATIONS and ART 

ART DIRECTORS OF NEW YORK. Annual of Advertising Art. 
1975. Watson-Guptil Publishing Co., New York. 

47 

Annual record of the outstanding advertising and editorial art of the past year , 
as selected for the annual exhibition of the New York Art Directors Club. A 
usefu l reference work. 

GOTTSCHALL , EDWARD, and ARTHUR HAWKINS , Editors. 
Trends in Visual Advertising. Four Volumes. 1959-64. 
Creativity 1, Creativity 2, Creativity 3. Four volumes. 1965-
1974. Art Directions Book Co., New York. 

48 

The two editors and many authorities have asse mbled hundred s of illustra
tions and examples for presentation with accompanying explanations and 
comments in four thoroughly illu strated volumes. I. General 1961; II. 
General 1962; III. Photography 1963 ; IV . Typographic Directions 1964. The 
series has been continued with four volumes in the creativity series exhibiting 
award-winning advertising and editorial design in print and in film. 

HORNUNG, CLARENCE P. Handbook of Early Advertising 
Art. Two Volumes. 1956. Dover Publications, Inc. , New 
York. 

49 

Two volumes dealing with early advertising art and types. Most of the 
examples are American. One volume presents illustrations, including mortises 
(the illustration on the cover of this advertising bibliography is a combination 
of two cuts from this source), trade marks, flag s, seasonal cuts, animals, 
and trade advertisements. The companion volume deals primarily with 
typography. 

NELSON, Roy PAUL. The Design of Advertising. Second 
Edition. 1973. Wm. C. Brown Publishers, Dubuque, Iowa. 

An updated version, with new material dealing with television and the many 
changes that have been occurring in print production . Brings together informa
tion from the fields of business, journali sm, and art , as these relate to mass 
media salesmanship. Emphasis again is on aes thetics, but includes the 
practical and facts-of-life necessities of adverti sing. Limited section on color. 
Designed for classroom and business use . 
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100 BOOKS ON 

50 
PINNEY, ROY. Advertising Photography, a Visual Com
munication Book. 1962. Hastings House, Publishers, New 
York. 

51 

For the photographer '"who wants to sell his pictures," and for '" the client 
who buys them." Containing a short history of advertising photography. it 
covers subjects suc h as the successful advertising photograph, photo agency 
and stock photographs, the photographer, and many others. Both color and 
black and white photographs are illustrated. Especially beneficial is the 
chapter devoted to "creative photography," and the reviews of the "Ten 
Top Campaigns. " 

SPENCER, HERBERT, Editor. The Penrose Annual. 1975. 
68th Volume. Percy Lund, Humphries & Co., London; 
Hastings House , New York. 

52 

Reports new developments. experiments, and t rends in the graphic arts. 
Utilizes more than 300 illustration and 100,000 words to mirror the printing 
and production through 1975. 

INDUSTRIAL ADVERTISING 

GROSSE, W. H. How Industrial Advertis ing and Promotion 
Can Increase Marketing Power. 1973. ANACOM, 
American Management Association, New York. 

53 

Guidelines for the industrial advertiser. Strategies, budgets , and creation of 
sound industrial advertising programs discussed. 

LAYOUT, GRAPHICS, TYPOGRAPHY 
and PRODUCTION 

ARNOLD , EDMUND C. Ink on Paper-2, A Handbook of the 
Graphic Arts. Second Edition. 1972. H a rper & Row , 
Publishers, New York. 

Takes printing and reproduction from the inception of the writte n language 
and the alphabet through modern printing methods. A great deal of new and 
updated material dealing with modern printing technology has been added 
since the earlier 1963 edition. Chapters include coverage of types, printing 
terms, copyfitting, letterpress, lithography, intaglio, papers, inks, and binding. 
We ll illustrated . 
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54 
BIRREN, FABER. Color: A Survey in Words and Pictures. 
1963. University Books, Inc., New Hyde Park, New York. 

55 

A general but thorough study of color '' from ancient mysticism to modern 
science." While this work does not deal directly with advertising as such, 
much of the information is of great importance to the student or practitioner 
interested in color and the effects of color. Beautifully illustrated. 

CARDAMONE, TOM. Advertising Agency and Studio Skills. 
Revised and Enlarged. 1970. Watson-Guptil Publications, 
New York. 

56 

A primer dealing with advertising print production . Easy to follow step-by
step in struction utilized along with illustra tions. 

CRAIG, JAMES and SUSAN E. MEYER. Designing with Type: 
A Basic Course in Typography. 1971. Watson-Guptil 
Publications, New York. 

57 

The title says it all. The student is led through history of type , hot metal , 
foundry type , cold type, and into design and layout. Illustrations feature 
numerous type faces , equipment, and layout suggestions. 

LATIMER, H.C. Advertising Production Planning and Copy 
Preparation for Offset Printing. Third Edition. Art Direc
tion Book Co. , New York. 

58 

A handy guide to the preparation of camera-ready copy. Easy enough to 
understand for the layman , complete enough for the professional. Illustrations 
show steps from rough copy through the final printed piece. 

Pocket Pal, A Graphic Arts Production Handbook. 
Eleventh Edition. 1974. International Paper Co., New 
York. 

59 

An inexpensive pocket guide to print production. Sections deal with printing 
history, processes, types and typesetting, photography, binding, paper, inks . 
A glossary is included. 

ROSEN, BEN. Type and Typography, The Designer's 
Type Book. Revised Edition, 1967. Reinhold Publishing 
Corporation. New York. 

Billed as a practical workbook for the graphic designer. This volume lives up 
to its name and is far more than a type catalog. Nearly 300 type faces are 
shown, with all characters included. Attention is given to photo-composition. 
Ten typographical experts and designers make use of pages in this book to 
comment on typographical design , use , and trends. 
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60 
The Type Specimen Book. 1974. Van Nostrand Reinhold 
Co., New York. 

61 

An inexpensive. yet thoroughly complete type sample book. Shows 544 
different fam ilies of type . All typefaces are grouped in series and arranged 
alphabetically. All avail able point sizes shown . Paperback edition availab le 
for the student. 

LEGAL ASPECTS 

ROS DEN' GEORGE ERIC and PETER ERIC ROS DEN. The Law 
of Advertising. 1975. Matthew Bender , New York. 

62 

A two-volume treatise on the law of advert ising intended for the practicing 
attorney. The authors begin in volume I with how laws govern the relation
ships among the advertise r , advertising agency. and the various media , and 
continue through constitutional problems in adve 11i si ng , remedies available to 
competitors and consumers. Volume I 1 covers the basic principles of FTC 
control of advert ising and procedure before the FTC, a nd include s judicial 
review, self-regulation. and liab ilitie s of the parties to adverti sing. 

SIMON, MORTON J. Public Relations Lall'. 1969. Appleton
Century-Crofts, New York. 

63 

A voluminous compendium of laws, regulations, and precedents affect ing 
public relations-up to the publication date in 1969. The a uthor details the 
inter-relationship of public relations and liabi lity . censorship , copyright, 
defamation, trademarks , self regulation. government regulation, e tc . Includes 
a bibliography and file of selected cases . 

MARKETS and MEDIA 

Ayer Directory of Publications. Annual. Ayer Press, 
Philadelphia, Penn . 

A comp lete guide to print media published in the United States and its 
territories; Canada, Bahamas, Bermuda , Panama, Philippines , etc.; descrip
tions of the sta tes, provinces, cities, and towns in which media are pub
lished , classified lists, 69 charts a nd maps. Alphabetical li stings of news
papers and magazines ; adverti sing rates for newspapers and magazines ; 
800,000 up-to-da te facts. The recognized a uthority for print publications 
li stings in the U.S. 
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64 
BARBAN' ARNOLD, and DONALD JUGENHEIM ER and LEE F. 
YOUNG. Advertising Media Sourcebook and Workbook. 
1975. Grid., Inc. , Columbus , Ohio . 

65 

A classroom workbook designed for the basic media course. Sources of 
media information are detailed and accompanied by suggested classroom 
exercises. 

BARTON , ROGER. Media in Advertising. 1964. McGraw
Hill Co., New York. 

66 

Designed and written for a threefold purpose: to help buyers of adve11ising 
spend their money effectively ; to provide adverti sing students with the use of 
advertising med ia; and to help selle rs of advertising time and space to under
stand the advertiser's problems. Attention is given to media research and 
analysis , automated media buying, international advertising, and media 
terminology. 

Broadcasting Yearbook . Annual. Broadcasting Publica
tions, Washington , D.C. 

67 

Yearbook of factual information about the broadcasting industry. Extensive 
data on networks, spot broadcasting, AM, FM, and TV station directories, 
personnel, FCC rules, NAB codes, equipment directory , etc. 

GARRY , LEON. Editor. The Standard Periodical Directory . 
Fifth Edition, 1976. Oxbridge Publishing Co. , New York. 

68 

Lists more than 62,000 periodicals (excluding all but a few major metropolitan 
newspapers) covering all fields of the business, consumer, and technical 
press in the U.S . A. and in Canada. 

LN A Multi-Media Reports , Quarterly and Semi-Annually. 
Leading National Advertisers, Inc ., Norwalk , Conn. 

Summary of national adve11ising expenditures in magazines, newspape r 
Sunday supplements , network TV and radio, spot TV and outdoor in 
ma rkets of over 100,000 population , with breakdowns by brand , company, 
product c lass a nd industry by media. 
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69 
Media Records Blue Book. Quarterly . Media Records, 
Inc., New York. 

70 

Individual linage and investment records of 200 daily a nd Sunday ne wspapers 
in 70 cities measu red . Advertisers are grouped by Media Records standard 
classifications so that competitive newspapers and accou nts of like nature can 
be studied conveniently. Advertisers in each classification are listed in 
a lphabetical order by brand. The linage record of each brand by newspaper in 
each city is indicated monthl y, quarterly , and accu mulatively . Expenditure 
figures for the current and accumu lative period a re shown after each brand. 

PUBLISHER IFORMATION BUREAU, P.J.B., Monthly and 
Quarterly. National Advertisers, Inc., Norwalk, Conn. 

71 

Monthly ana lysis of advert ising revenue and space in consumer magazines 
and newspaper supplements . 

S1ss0Rs, JACK Z., and E. R. PETRAY. Advertising Media 
Planning . 1976. Crain Books, Chicago, Ill. 

72 

An introduction to the theory and prac tice of planning advertising media. 
Covers marketing requirements for media planning, bas ic concepts of media 
comparisons, determining media objectives and s trategies, budget ing media 
costs, testing , inter-media comparisons, response functions , and an overview 
of computer uses for media planning. 

Standard Directory of Advertisers: Standard Directory of 
Advertising Agencies. Annuals. National Regi ster Pub
lishing Co., Inc., Skokie, Ill. 

73 

Annua l, with monthly supplements, records more tha n 17 ,000 advertisers 
arranged acco rding to business and grouped into 51 product class ificat ions. 
Lists 80,000 executives of these companies. Most li stings include agency 
name , corporate officers, account executives , appropriatio ns, and media 
information. Srnndard Direcrory of Adverrising A gencies names 4,400 
advertising agencies-4,000 U.S. and 400 foreign, with branches, personnel , 
and recognition ; with a majority of these agencies li sti ng acco unts. Agencies 
are listed alphabetically and geographicall y. 

Standard Rate & Data Service. Standard Rate & Data 
Service, Inc., Skokie, Ill. 

Media information necessary for developing advertising schedu les for news
paper, rad io, television , consumer magazines , farm publications , transit 
advertising, business papers, Canadian media, network , and tariff media . 
Informat ion includes rates, mechanical information and measurements, 
market data, key personnel , mailing addresses. 
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74 
Survey of Buying Power. Annual. Sales Management, The 
Magazine of Marketing , New York. 

75 

Exclus ive Sales Management estima tes of population , reta il sales . Published 
a nnua ll y (July), the survey includes up-to-date estimates o f po pulations and 
househo lds by income groups, total e ffective buying inco me, retai l sales 
for 11 major reta il lines, and market qua lity indexes . Permissio n required 
before this da ta can be included in published media pro motion. 

PSYCHOLOGY in ADVERTISING 

BRITT, S TE UART H ENDERSON . Consumer Behavior in 
Th eory and in A ction. 1970. John Wiley & Sons, Inc. , 
New York. 

76 

An extensio n of the autho r' s earlie r work Consumer Behavior and the 
Beha vioral Scien ces (Wiley, 1966). This vol ume shows how the inter
re latio nship of behavio ra l and econo mic sciences influence the behavior of 
consumers . The a uthor de mons trates how this kno wledge a nd these materials 
ma y be utili zed to ass ist in the understand ing of business firms and the 
promotio nal process. 

STEPH ENSON, WILLIAM. Th e Study of Behavior. 1953. 
University of Chicago Press , Chicago , Ill. 

77 

A ne w a pproach to the study of beha vio r e mphasiz ing qualitati ve rathe r than 
quantitative research. Pa rt I explains the basic formula tions of the " Q" 
technique . a methodology s ignificant for ad vertising researchers interested in 
"depth probing" for images o f the why of attitudes a nd opinions . Pa rt II 
deals with practical a pplications of the " Q" method . Chapters on the prior 
a nalysis o f questionna ires a nd socia l psychology particularly relate to adver
tising research. 

PUBLIC RELATIONS and PUBLICITY 

ASHEN, M E LVIN. Managing the Socially Responsible 
Corporation. 1974. Macmillan Publishing Co., Inc ., New 
York. 

A series of lectures and pa pers by a dozen business executives and educators 
o n corpo rate social responsibilities. These expe rts cover ma nagement , 
corporate behavio rs , financial implications . political interaction , a nd labor 
respons ibilities. Each is follo wed by an edito r' s commentary . 
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78 
Ayer Public Relations and Publicity Style Book. 1975. 
Ayer Press, Philadelphia, Penn. 

79 

A practical, handy guide to copy preparation for publicists. Answers 
questions about style, grammar, spelling, and punctuation. In addition, an 
appendix includes a checklist of magazines as well as names, addresses, 
and titles of newspaper feature editors . 

CANFIELD, BERTRAND R. and FRAZIER H. MOORE. Public 
Relations: Principles, Cases, and Problems. Sixth Edition, 
1973. Richard D. Irwin, Inc., Homewood, Ill. 

80 

Public Relations discussed in great detail. A significant amount of new 
material has been added since earlier editions. Cases have been updated . 
Covers corporate and association public relations, tools of the trade, basic 
principles . and accepted practices. Recent editions have had enlarged sections 
dealing with the increasing recognition by corporations of social responsibility 
to contribute to the fina.ncial needs of educational and social welfare 
organizations. 

CENTER, ALLEN H. Public Relations Practices. 1975. 
Prentice-Hall, Englewood Cliffs, N. J. 

81 

A selection of twenty-nine case studies, with accompa nying commentary and 
suggested points for discussion. 

CUTLIPP , SCOTT M., and ALLEN H. CENTER. Effective 
Public Relations. Fourth Edition. 1971. Prentice Hall, Inc., 
Englewood Cliffs, N. J. 

82 

Completely updated. The fourth edition of this widely used textbook 
has added sections dealing with corporate public and urban affairs, trade 
associations, professional societies, and labor unions. As in the earlier 
editions, each "public" is discussed in a separate chapter. 

KoBRE, SIDNEY. Successful Public Relations for Colleges 
and Universities . 1974. Hastings House Publishers, New 
York. 

A systematic survey and discussion of the public information and public 
relations functions in colleges . Deals with relationships with various media 
and with the various "publics" important to the educational institution. 
Sections discuss alumni relations , government relations, special events and 
publications. 
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83 
LESLY, PHILIP, Editor. Public Relations Handbook. Third 
Edition. 1967. Prentice-Hall , Inc. , Englewood Cliffs, N. J. 

84 

Revised and enlarged. Authoritative handbook dealing with fundamental 
principles and practical ideas. Thorough in category and bibliography. A 
compendium of essential instructive information. Forty-five chapters , each 
by a specialist or team of specialists in a particular field. 

STEINBERG, CHARLES S. The Creation of Consent . 1975. 
Hastings House Publishers , New York. 

85 

Public Relations studied as a member of the communications family, with 
emphasis on persuasion and public opinion. Steinberg includes case studies to 
illustrate his principles. 

RESEARCH 

DICHTER, ERNEST. Packaging: The Sixth Sense? 1975. 
Cahners Publishing Co. , Inc., Boston, Mass. 

86 

A guide to identifying consumer motivation . A thoughtful investigation of 
package design., embellishment, use and individuality. Included is a peek into 
the future of packaging. 

MARTINEAU, PIERRE. Motivation in Advertising . 1957. 
Paperback Edition, 1971. McGraw-Hill Book Co., New 
York. 

87 

A discussion of motivation research in easy to understand language for 
the layman. Advertisements of well-known companies are used as examples, 
along with detailed studies by professional behavioral scientists. An important 
book for the student or the practitioner interested in motivation research . 

ROBERTSON, THOMAS s. Innovative Behavior and Com
munication. 1971. Rinehart and Winston, New York. 

This book deals with how ideas are spread or diffused throughout the 
population. Diffusion research is of major concern within the marketing 
field. Diffusion and innovation-how ideas, information , and products spread, 
and how people come to adopt new ideas and practices or buy new 
products-are the concerns of this very useful book. Provides good insights 
into the adoption process and suggests strategies. Particularly useful for 
those interested in marketing new products. 
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RETAIL ADVERTISING 
88 
EDWARDS, CHARLES M., and RUSSELL A. BROWN. Retail 
Advertising and Sales Promotion. Third Edition. 1959. 
Prentice-Hall , Inc., Englewood Cliffs, N. J. 

89 

Sets forth bas ic principles of execut ing retai l advertising. Explains and 
appra ises the best practices in the field of retail advertising and sales 
promotion . Twenty-three chapters outline depa rtmental organization and 
proced ure. budgets. plans, copy and headlines . media, layout . typography 
a nd production . display, research, and market measurements. Exce ll ent 
coverage of reta il adverti sing. despite its age. 

HAIGHT , WILLIAM. Retail Advertising. 1976. General 
Learning Press, Morristown, N. J. 

90 

A retai l adve rti sing textbook de signed primarily for the col lege-level retail 
advertising class. Material would also be of value to retail advert isers and 
to retail media . Sections deal with st ra tegy and planning. c reat ing and 
producing advertisements. and se lection of media, a long with budgets, re
search. legal aspects. and graphics. 

NEWSPAPER ADVERTISING 
and PROMOTION 

BOGART, LEO. Strategy in Advertising. 1967. Harcourt, 
Brace & World , Inc., New York. 

91 

A well written book that deals with general advertising problems and 
objec ti ves, but pays particular attention to the problems of media selection 
and strategy. Although the author is by profession a newspaper advertising 
executive, excellent coverage of all primary media is presented. Numerous 
case hi stories. The author's earlier Psychology in Media Srraregy, 1966, 
American Marketing Association. is of more tha n passing interest to the 
media minded. 

HIRT, PAUL S. Designing R etail Ads for Profit. 1968. 
International Newspaper Promotion Association, New 
York. 

Based on material originally published in the I. N. P.A. monthly Advertisers' 
Copy Service Newsletter. Deals exclusively with newspaper advertising for 
the retailer. Very general and of value to the beginner and to the regular 
newspaper adverti se r. Hea vy emphasis on department store advertis ing. 
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TV and RADIO ADVERTISING 
92 
BOOK, ALBERT C. and NORMAN D. CARY. The Television 
Commercial. 1970. Crain Books, Inc., Chicago, Ill. 

93 

A basic book on the writing and production of television commercials. 
W,ritten as a co llege workbook. Sections take up copywriting , storyboards , 
testing, VTR , film. and a wide variety of related subjects. 

CHESTER, GIRAUD, GARNETT R. GARRISON, and EDGAR 
E. WILLIS. Television and Radio. Fourth Edition. 1971. 
Prentice-Hall, Inc., Englewood Cliffs, N. J. 

94 

Completely revised to include new information on the constantly growing 
broadcasting industry. Contains information of interest to the beginner in the 
study of radio and television. Deals with the broadcast media in society, 
its growth, programming, regulation , advertisers , agencies. Sections deal with 
stations, technical aspects , self-regula tion, and the NAB Codes, networks, 
educational broadcasting, and the FCC. 

MCMAHAN, HARRY WAYNE. New Dynamics in Adver
tising. 1970. Harry Wayne McMahan, Saunderstown, R. I. 

95 

A hard hitting how-to-it book . While advertising is discussed in depth , the 
primary emphasis is on television and television commercials. Utilizes 
case histories and examples of good and bad implementation. 

ROBINSON, SOL. Radio Advertising-How to Sell It and 
Write It. 1974. Tab Books , Blue Ridge Summit, Penn. 

96 

A handy primer for the radio time salesman , with emphasis on the local 
broadcast advertiser. Explain s programming, coverage data, rate cards. 
merchandising, and copywriting. Contains a usable section on dealing with 
the print-oriented prospect. 

WAINRIGHT, CHARLES ANTHONY. Television Commer
cials. 1970. Hastings House Publishers, Inc., New York. 

The author deals with the television commercial from several viewpoints. 
from conception to completion. Contains sound basic advice for the prac
titioner, or the student of advertising . 
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SPECIAL FIELDS and MISCELLANEOUS 
97 
Ayer Glossary of Advertising and Related Terms. 1972. 
Ayer Press, Philadelphia, Penn. 

98 

As the name implies, this volume contains brief definitions of the terms in 
common use in advertising, radio and TV, photography and the graphic 
arts. research. and in associations and unions associated with the industry. 

Madison Avenue Handbook. Annual. Peter Glenn Publica

tions, New York. 

99 

An inexpensive sourcebook for just about every service needed in adver
tising-from photographic props through photographic agencies , printers, 
productions houses for both print and broadcast, and a geographical break
down of services by neighborhoods. In addition to New York City, 
information is listed for Atlanta , Boston, Chicago, Detroit, Florida points, 
Montreal, and Toronto. 

HERPEL, GEORGE L. and RICHARD COLLINS. Specialty 
Advertising in Marketing . 1972. Dow Jones-Irwin, Inc., 

100 

Homewood, Ill. 
A reference work on spec ial ity advert ising, a field heretofore mostly 
ignored by advertising writers. The role of speciality advertising is examined 
as part of total promotional effort. Short case histories are utilized . 

VAN, KARYL and JOHN HATT. Guidelines in Selling 
Magazine Advertising. 1971. Appleton Century Crofts., 
New York. 

A simple and straightforward discussion of how to sell magazine advertising. 
Valuable to the novice or to the experienced salesperson . Discussions cover 
magazine sale s as a career. the salesman's responsibilities, sales principles, 
and preparation for calls. A thorough analysis of sales quotas, sales 
territory organization, weakness of major media , and sales forecasting is 
included . 
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PUBLISHERS 
Addison-Wesley Publishing Co., Inc., Jacob Way, Reading, 

Mass. 01867 
Advertising Pubfications, Inc., 740 Rush St., Chicago, Ill. 

60611 
Allyn and Bacon, Inc., 470 Atlantic Ave., Boston, Mass. 

02210 
American Association of Advertising Agencies, 200 Park 

Ave., New York, N. Y. 10017 
American Management Association , Inc., 135 W. 50th St., 

New York, N. Y. 10020 
Appleton-Century-Crofts, Inc. , Meridith Publishing Corp., 

1716 Locust St., Des Moines, Iowa 50336 
Art Directions Book Co., distributed by Advertising Trade 

Publications, Inc., 19 W. 44th St., New York, N. Y. 
10036 

Association of National Advertisers, 155 E . 44th St., New 
York, N. Y. 10036 

Ayer Press, W. Washington Square, Philadelphia, Penn. 
19106 

Bender, Matthew & Co., Inc ., 235 E. 45th St., New York, 
N. Y. 10017 

Broadcasting Publications, Inc ., 1735 DeSales St. N.W., 
Washington, D. C. 20036 

Brown, William C., Co. Publishers, 2460 Keiper Blvd., 
Dubuque, Iowa 52001 

Cahners Publishing Co, Inc., 89 Franklin St., Boston Mass. 
02110 

Crain Books, 740 Rush St., Chicago, Ill . 6061 I 
The Dartnell Corp. , 4660 Ravenswood Ave., Chicago, Ill . 

60640 
Dover Books , 180 Varick St., New York, N . Y. 10014 
Dow Jones-Irwin, Inc ., 1818 Ridge Road, Homewood, Ill. 

60430 
The Dryden Press, division of Holt, Rinehart & Winston , 

Inc., 901 N. Elm, Hinsdale, Ill. 60521 



26 

100 BOOKS ON 

General Learning Corp ., 250 James St. , Morristown , N. J. 
07960 

Glenn , Petter , Publications, Inc ., 19 E . 48th St. , New York , 
N. Y . 10017 

Grid Publishing , Inc . , 4666 Indianola Ave. , Columbus, 
Ohio 43214 

Harcourt Brace Jovanovich , Inc. , 757 Third Ave ., New 
York , N . Y. 10017 

Harper and Row Publications , Inc. , 10 E. 53rd St. , New 
York , N. Y. 10022 

Hastings House Publications , Inc ., 10 E. 40th St. , New 
York , N. Y. 10019 

International Paper Co. , 220 E. 42nd St. , New York , N. Y. 
10017 

Leading National Advertisers , Inc. , P .O. Box 525, Nor-
walk , Conn. 06856 

Leo Burnett Co. , Inc. , Prudential Plaza, Chicago , Ill. 60611 
Little , Brown & Co ., 34 Beacon St. , Boston , Mass. 02106 
Macmillam Publishing Co. , Inc. , 866 Third Ave. , New 

York , N. Y. 10022 
Marsteller , Inc ., 866 Third Ave. , New York , N . Y. 10022 
McGraw-Hill Book Co. , 1221 Avenue of the Americas , 

New York , N. Y. 10036 
McMahan , Harry Wayne , Indian Trail at Pettaquamscutt 

Lake 1-A 36, Saunderstown, R. I. 02874 
Media Records , Inc. , 370Seventh Ave. , New York , N . Y. 

10001 
National Register Publishing Co. , 5201 Old Orchard Road , 

Skokie , Ill. 60076 
New York University Press , Washington Square , New 

York , N. Y. 10003 
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Oxbridge Publishing Co ., Inc., 150 E . 52nd St., New York , 
N . Y. 10022 

Pacific Books , Publishers , P. 0 . Box 558 , Palo Alto , Calif. 
94302 

Prentice-Hall , Inc ., Englewood Cliffs , N. J. 07632 
Redfield Publishing Co., P.O. Box 566, Rye, N .Y. 10580 
Reinhold Publishing Corp., see Van Nostrand Reinhold Co. 
Ronald Press Co ., 79 Madison Ave., New York , N. Y. 

10016 
Richard D. Irwin, Inc., 1818 Ridge Road , Homewood, Ill. 

60430 

Sales Management , Inc., 633 Third Ave., New York , N. Y. 
10017 

Standard Rate & Data Service , 5201 Old Orchard Road , 
Skokie , Ill . 60076 

TAB Books , Blue Ridge Summit, Penn. 17214 
University Books , Inc ., division of Lyle Stuart Inc., 120 

Enterprise Ave., Secaucus , N. J. 07094 
University of Chicago Press , 8501 Ellis Ave., Chicago , Ill. 

60637 
Van Nostrand Reinhold Col, division of Litton Educational 

Publishing, Inc., 450 W. 33rd St., New York , N. Y. 
10001 

Watson-Guptill Publishing Co ., 1 Astor Plaza, New York , 
N . Y . 10036 

West Publishing Co., 50 Kellog Building, St. Paul , Minn . 
55102 

John Wiley & Sons, Inc., 605 Third Ave., New York, N . Y. 
10016 
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ADVERTISING ORGANIZATIONS 
ADVERTISING COUNCIL, 825 Third Ave., New York, N. Y . 

10022 
ADVERTISING R ESEARCH FOUNDATION (ARF), 3 E . 54th 

St., New York, N. Y . 10022 

AMERICAN ACADEMY OF ADVERTISING (AAA), c/o Prof. 
Richard Joel , College of Communications, University of 
Tennessee, Knoxville, Tenn. 37916 

AMERICAN ADVERTISING FEDERATION (AAF), 1225 Con
necticut Ave., N.W., Washington, D. C.; 655 Mad ison 
Ave . , New York, N. Y. 10012; 337 World Trade Center , 
San Francisco, Calif. 94111 

AMERICAN ASSOCIATION OF ADVERTISING AGENCIES 
(AAAA), 200 Park Ave., New York, N. Y. 10017 

AMERICAN BUSINESS PRESS , INC. (ABP) , 205 E. 42nd St., 
New York, N. Y . 10017 

ASSOCIATION OF NATIONAL ADVERTISERS (AN A) , 155 E. 
44th St., New York, N. Y. 10017 

ASSOCIAT ION OF NEWSPAPER CLASSIFIED ADVERTISING 
MANAG ERS (ANCAM), P. 0. Box 223, Danvi lle , Ill. 
61832 

AUDIT BUREAU OF CIRCULATIONS (ABC), 123 N. Wacker 
Dr. , Chicago, 111. 6060 I 

BROADCASTER PROMOTION ASSOCIATION (BPA), 18 S. 
Michigan Ave., Chicago Ill. 60603 
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BUREAU OF ADVERTISING, American Newspaper Pub
lishers Association, 485 Lexington Ave., New York, N. 
Y. 10017 

BUSINESS/PROFESSIONAL ADVERTISING ASSOCIATION (B/ 
PAA), 41 E. 42nd St. , New York , N. Y. 10017 

DIRECT MAIL MARKETING ASSOCIATION (DMMA), 6 E. 
43rd St., New York, N. Y. 10017 

INTERNATIONAL NEWSPAPER PROMOTION ASSOCIATION, 
P. 0. Box 17422, Dulles International Airport, 
Washington, D. C. 20041 

INTERNATIONAL NEWSPAPER ADVERTISING EXECUTIVES 
(INAE), Box 147, Danville, Ill. 61832 

MAGAZINE ADVERTISING BUREAU, Magazine Publishers 
Association (MAB & MPA) , 575 Lexington Ave., New 
York, N. Y. 10022 

NATIONAL ASSOCIATION OF BROADCASTERS (NAB), 1771 
N. St., N.W., Washington, D.C. 20036 

OUTDOOR ADVERTISING ASSOCIATION OF AMERICA 
(OAAA), 624 Madison Ave., New York, N. Y. 10022 

PUBLIC RELATIONS SOCIETY OF AMERICA, INC. (PRSA), 
845 Third Ave ., New York, N. Y. 10022 

RADIO ADVERTISING BUREAU, INC. (RAB), 555 Madison 
Ave., New York, N. Y. 10022 

SPECIALTY ADVERTISING ASSOCIATION IINTERNATIONAL, 
740 Rush St., Chicago, Ill. 60611 

TELEVISION BUREAU OF ADVERTISING (TVB), I Rockefel
ler Plaza, New York, N. Y. 10022 
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ADVERTISING PUBLICATIONS 
Advehising Age, 740 Rush St., Chicago, Ill. 60611 
Art Direction, 19 W. 44th St., New York, N. Y. 10036 
Broadcasting, 1735 De Sales St., N. W., Washington, D. C. 

20036 
Counselor, NBS Bldg., Second & Clearview Ave., Trevase, 

Penn. 19047 
DMMA Government Affairs Report, 1730 K. St., N.W., 

Washington, D. C. 20006 
DIA (formerly Direct Advertising), 90 Elm St., Westfield, 

Mass. 01085 
Editor & Publisher, 850 Third Ave. , New York, N. Y. 10022 
Gallagher Report, 230 Park Ave., New York, N. Y. 10017 
Journal of Advertising Research, 3 E. 54th St., New York, 

N. Y. 10022 
Journalism Quarterly, School of Journalism, University of 

Minnesota, Minneapolis, Minn. 55455 
MAC-Western Advertising News, 6565 Sunset Blvd., Los 

Angeles, Calif. 90028 
Madison Avenue, 866 United Nations Plaza, New York, N. 

Y. 10017 
Public Relations Journal, 845 Third Ave. , New York, N. Y. 

10022 
Direct Marketing Magazine, 224 Seventh St., Garden City, 

Long Island, N. Y. 11530 
Reporter of Direct Mail Advertising, 224 Seventh St., 

Garden City, Long Island, N.Y. 11530 
Retail Advertising Week, 101 Fifth Ave., New York, N . Y. 

10003 
Sales Management, 633 Third Ave., New York, N. Y. 

10017 
Signs of the Times, 407 Gilbert Ave., Cincinnati, Ohio 45202 
Topicator, 5395 S. Miller St., Littleton, Conn. 80123 
Visual Merchandising, 401 Gilbert Ave., Cincinnati, Ohio 

45202 
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