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EXHIBIT A
TO REGISTRATION STATEMENT

Under the Foreign Agents Registration Act of 1938, as amended

Futnish this exhibit for EACH foreigh principal listed in &n initial statement
and for EACH edditional foreign principal acquired subsequently.

1. Name and address of registrant

Ruder & Fina Incorporated
110 East 39 Street

1488
3 ﬁame oI] ?ore!gn principa!

4. Principal eddress of foreign principal

2. Registration No.

635 Novth Michigan Avenus
Italian Trade Commission
Chicago, illinois 6061}
5. Indicate whether your foreign principal is one of the following type: < % 2 o=
) —
¥ DL oo
Zwa o
[ Foreign government Y 3 ‘
R Y B
[[] Foreign political party < meaw ML
o o I §
[] Foreign or [] domestic organization: If either, check one of the following: - i% o ;%
Forad
[ Partnership [ Committee
[] Cotporation [] Voluntary group

[[] Association

) Other (speclly) _Gowapnmsat Agency

(7] Individual - State his nationality

6. If the foreign principal is a foreign government, state:
a) Branch or agency represented by the registrant,
Trade Commission
b) Name and title of official with whom registrant deals.

Angelo Basxeuo, Trade Commissionsr
7. If the foreign principal is a foreign political party, state:

a) Principal address

b) Neme and title of official with whom the registrant deals,

c) Principal aim
NOT APPLICABLE

8. If the foreign principal is not a foreign government or & foreign political party,

a) State the nature of the business or activity of this forelgn principal

NOT APPLICABLE

T “W'WM*#’




b) Is this forelgn principal

-
o

Owned by a foreign government, foreign political party, or other foreiga principal .....Yes [X]

Ditected by a foreign government, foreign political party, or other foreign principsal....Yes [x] No

=
-

0O B €000

Controlled by & forelgn government, foreign politicel party, or other foreign principat.. Yes V|
Financed by a foreign government, foreign political party, or other foreign principal...Yes [ No

Subsidized in whole by a foreign government, foreign political party, or other foreign
Princ’pal ..... s 0B ER I NNy *d e ks FEBEI TN TR BEPEN l‘..l!'l..i.l.lll‘llllll...llll.veaD No

Subsidized in part by & foreign government, foreign political party, or other foreign
pl‘il‘lclpﬂl -------------- sesrae s EEEEEEE] toc--o---oo-----c-ccu-c-o---u---‘l-cyes@ NO

9. Explain fully all items answered ‘‘Yes’ in Item 8(b). (If additional space is needed, & full ingert page may
be used.)

The Trade Commission is owned, diracted, controlled and
subsidized in part by a Foreign Government,

10. If the foreign principa! is an organization and {s not owned or controlled by a foreign government, foreign
political party or other foreign principal, state who owns end controls it.

NOT APPLICABLE

Dste of Exhibit A ame and Title Signaturmﬁ. .
April 7, 1980 Ag{;mrp erits, Z, é;f
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UNITED STATES DEPARTMENT OF JUSTICE
Washington, D.C. 20530

EXHIBIT B

TO REGISTRATION STATEMENT
Under the Foreign Agents Registration Act
of 1938, as amended

INSTRUCTIONS: A registrant must fumish as an Exhibit B copies of each written agreement and the
terms and conditions of each oral agreement with his foreign principal, including all modifications of
such agreements; or, where no contract exists, a full statement of all the circumstances, by reason of
which the registrant is acting as an agent of a foreign principal. This form shall be filed in duplicate
for each foreign principal named in the registration statement and must be signed by or on behalf of
the registrant.

Name of Registrant Name of Foreign Principal

Ruder & Finn Incorporated Italian Trede Commissieon

Check Appropriate Boxes:

_I The agreement between the registrant and the abave-named foreign principal is a formal
written contract. !f this box is checked, attach two copies of the contract to this exhibit.

2. [x2 There is no formal written contract between the registrant and foreign principal. The
agreement with the above-named foreign principal has resulted from an exchange of
correspondence. If this box is checked, attach two copies of all pertineat correspondence,
including a copy of any initial proposal which has been adopted by reference in such
correspondence.

3. { The agreement or understanding between the registrant and foreign principal is the result
of neither a formal written contract nor an exchange of correspondence between the parties.
If this box is checked, give a complete description below of the terms and conditions of the
oral agreement or understanding, its duration, the fees and the expenses, if any, to be
received.,

T N
=
— - -

= == -
4. Describe fully the nature and method of performance of the above indicated a@eeu—int orz”
understanding. Z

F e

Vi

= —
Flaass see copy of letter of agreement attached I8
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-2.

5. Describe fully the activities the registrant engages in or proposes to engage in on behalf of the
above foreign principal.

Ses copy of Proposal - Attached

6. Will the activities on behalf of the abave foreign principal include political activities as defined in
Section 1(o) of the Ac1?}4/ Yes[_ No [3¢

If yes, describe all such political activities indicating, among other things, the relations, interests
or policies to be influenced together with the means to be émployed to achieve this purpose.

Date of Exhibit B Name and Title Signature

April 7, 1980 Abraham D, Perits,
Contorller %., & /

L/ political activity as defined in Section .(o) of the Act means the dissemination of political propaganda and any cﬁ{er
activity which the person engaging therein believes will, or which he intends to, prevail upon, indoctrinate, convert,
induce, persuade, or in any other way influence any agency or official of the Goverament of the United Siates or any
section of the public within the Uniled States with reference to formulating, adopting, or changing the domestic or foreign
pelicies of the United States or with reference 1o the political or public interests, policies, or relations of s government
of a foreign country or a foreign political party.

- .. . . DOJ
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. ITALIAN TRADE CoMMISSIONER . o

CHICAGO, ILLINOIS 60611 e
REDIVED
CFfARies o0 ur JUSTIGE

TELEPHONE (312) 7TR7-8772

SCITE 411 March 13, ﬁgﬁg?ﬁ 8 00 ﬂh ,UU CABLE ADDRESS-ITALTRADE

Trrex 23-5275%

REGIS Tif LGN UNIT . 01406 ;
HT;E REAL _‘quumTY OuR REr. No.
Mr, Harold A. Bergen i SECT

Vi N
RUDER & FINN OF MID-AMERICA  gru i o 510N
20 North Wacker Drive : ‘

Chicago, I1. 60606

Dear Mr. Bergen:

This letter is to confirm that we are retaining your
agency effective March 15 through December 31, 1980 for the
public relations and advertising actions you recommended
in the attached, updated proposal of March 6, 1980 for the
Italian Graphic Machinery Industry.,

We are also confirming the following total budget for
the above program:

. For Public relations and advertising

agengy professional services,

advertising production, clipping service,

and public relations out-of-pocket

expenses as assigned in the enclosed

proposal 'I.'l.D.D.D....'I.l..ﬁ,.l....‘. 50 million Italian
lire (to be billed
by Ruder & Finn)

The payment schedule for these services will be as
follows:

1st Payment of $18,000 to be made

in Mar, 1980, as soon

as funds are transferred
and received by the
Italian Trade Commissioner.

2nd Payment of $12,000 to be mads
within the 10th day of
May 1980.

ST R Rt & et




3rd Paymert of $12,000 to be made
within the 10th day of
July 1980.

Lth Payment of balance to be made
within the 10th day
of Sept. 1980.

. Advertising space costs (net
of agency commissions) sessevecsacecces 135 million Italian
lire {(to be billed

directly by the
‘media)

We look forward to working with you on this program, and
remain, : :

T g




RUDER & FINN

HAROLD A, BERGEN

PHESIDENT Mar. 6, 1980

Dr. Angelo Bazzano

Trade Commissioner
Ttalian Trade Commission
625 N. Michigan Ave.
Chicago, Ill. 60611

Dear Dr. Bazzano:

Here is the update of the program we recommend for
ICE and The Italian Graphic Machinery Industry, reflecting
the very important and considerable input and guidance
you have provided so that we might be very detailed.

To confirm the total budget for the program:

« For public relations and advertising
agency professional services,
advertising production, and e
public relations out-of-pocket /”qu N
expenses as assigned in the ) EC RN
enclosed program......v.vvevveeve.... 50 million lire
(to be billed by
Ruder & Finn) i
o Advertising space costs (net. -

of agency commissions)...............135 million lire
_ (to be billed

~ directly by the
media) :

[ ] Mar‘ket Resear'Ch..--.....-.-...;.l.-..-. 65 million lil‘e
- {to be billed

by the market
research firm)

250 million lire

RUDER & FINN OF MID-AMEKICA, 20 NORTH WACKER DRIVE, CHICAGO, ILLINOIS 60506 THL: 31y, IR0
OFHICES S NEW YORK, DL s HUERTON FO0 VOV S S vy LR iy R N L T o O T A T L T T,

R e




Dr. Ange. Bazzano -2- Mar. . 1980

The enclosed recommendations will produce a very
satisfactory program in behalf of the Italian Graphic
Machinery Industry. And we look forward to being
retained to put it into action. '

In the meantime, thank you for your many
courtesies,

Cordially.

Vi

arcld A. Bargen

HAB:rm
Enecl.

<'.;;§4‘
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A
Further Response
ICE

Italian Trade Commission

* #* * #*

Mar, ‘6, 1980

The Updated Proposal
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RL.ER & FINN OF MID-AMERICA Mar‘, 1980

Public Relations Action Plan
Apr. 1 through Dec. 31, 1980
ICE~

Italian Graphic Machinery Industry

The strategy and work plan we
proposed in our presentation of Dec. 13,
1979 remains valid; especially as to the
~urgency of 3etting started for Print
'80. We already are late with regard to
advancé publicity in show issues. Deadlines
are closing in on invitation preparation
and mailing to stimulate floor traffic
‘through the Print '80 exhibits and for
the cocktail reception and journalists

luncheon that are planned.

Our first priority now must be to

adapt our recommendations'of Dee. 13 to
the time available as of the date you
choose your agency. This would appear

to be about Mar. 8 or 9 at the earliest.

Beyond Print '80, of course, is the
principal ongoing effort. We reference
our detailed program of Dec. 13 and
recommend the following program within

the budget we now know is available.

- more -

M




R

RL’ER & FINN OF MID-AMERICA Mar'.., 1680

p. 2

Major Projects

Print '80

1.

Advance publicity and attendance
promotion through trade publicity and
Show dailies, to be planned and
implemented by R&F. |
Journalists iuncheon on Apr. 14 --
drafting of letter of invitation and
of spegch, preparation of mailing

list and telephone fdllow—up contacts
with all invited journalists to be
done by R&F. Reﬁfoduction and

mailing will be client's responsibility.
Apr. t4 industry cocktail reception --
R&F responsibility: planning, staging
and follow-up publicity, preparation
of invitation and reply cards; review

of mailing list; preparation of press

" kit (material to be selected by R&F

and by client). Client will take care

of reproduction and mailing.
Preparation by R&F of three or four
press releases on topics ranging from

product lines shown at Print '80, to

- more -
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. p.

a review of product categories in
general and the industry promotion
program (including the new section in
the Chicago office of the Italian
Trade Commission).

5. Publicity of Cerruti operations in
Pittsburgh and support in staging one
or two seminars in locations to be
chosen by client, with speakers to be
selected here or in Italy.

Expenses for the preparation

and staging of seminaré, the preparation
of press réléases{ contacts with the
press and editing'of seminar presentations
to be responsibilify of R&F.

Travel and lodging of R&F staff
in conjunction with seminars will
also be absorbed by R&F.

Client will take care of expenses
connected with mailing invitations
and organizing said seﬁinars. Direct
seminar expenses -- such as.room'and
equipment rental, food and liquor
service, speaker and client travel --
also will be taken care of by the

client.

‘- more -
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6. Dealer promotion package, consisting
of catalogs, promotional program
description, total marketing program
....prepared and mailed to key dealers

by Ruder & Finn,

Ongoing Programming

1. Pursue coverage developed at
Print '80 to stimulate activity in
the United States through trade media
and general business press reaching
the target market. |
2. Set up speeches, technical presentations
and demonstrations in selected markets
through national, regional and local
associations of printing and converting
trades executives and craftsmen.
Expenses for seeking, confirming and
publicizing tﬁese appearances tolbe
absorbed by R&F. Speakers travel
expenses to be covered By other budgets.
3. Draft of bimonthly Newsletters, with
reproduction and mailing to be done
by R&F (400 to 500 copies).
R&F to advise client in writing
in case material for this activity is

not adequate.

- MAra - L
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RL.ER & FINN OF MID-AMERICA Maré. 1980
p.

4. Case histories (three in 1980),
testimonials, success stories
developed and placed in the trade and
craft publications, reprinted for
direct mail, Client to supply names
of machine users. Mailing will be
R&F responsipility.

5. News releases, one per month, describing
new products, big orders, seminar
presentations, ete. Preparation,
reproduction and mailing by R&F.

6. Interesting prestige photo news releases
to trades and general business press.

Expenses to be charged to client.

Programming Merchandising

Executives of the Italian Graphic
Machinery Industry and the top 100 dealers
of the industry's products are the vital
link between the industry and the marketplace.
A major assignment of public relations
is to inform industry executives and
dealers of the program so as to motivate
their very necessary cooperation and
support in thé direct sales effort, one-

on-one with customers and prospects.

- nore -
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Payments -

The payment schedule for services

rendered to client will be as follows:

1st Payment of $18,000 to be made

in Mar. 1980, as soon
as funds are transferred
and received by client.

2nd Payment of $12,000 to be made

within the 10th day of
May 1980.

3rd Payment of $12,000 to be made

within the 10th day of
July 1980.
4th Payment of balance of $20,000 to

be made within the 10th

day of Sept. 1980.
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Advertising Action Plan

‘mifn‘ i
G GURITY
: 134
ICE CRIMINAL By 310K
Ttalian Trade Commission

Apr. 1 through Dec. 31, 1980

The advertising doals outlined in our
December 13, 1979 presentation aré still our
primary concern for.the ITALIAN GRAPHIC HACHINERY
INDUSTRY. Our thrust will be to promote awareness
in general, and cur ads will be largely institu-
tional in ﬁature. We will project the quality,
reliability and value that the ITALIAN GRAPHIC

" MACHINERY INDUSTRY has to offer its customers,
as well as outlining who the ITALIAN GRAPHIC |
MACHINERY INDUSTRY 'is, what it ddes, and what
products its members manufé&ture;

As mentioned before, we plan to saturate .

" the Graphic Arts market as much as possible be-
fore, during and after the Print '80 Trade Show.
Our program will be hard-hitting and Qill pro-
vide both the impact and frequency necessary
to éenetrate the American Graphic Arts market.

Following is a breakdown of circulation
and one-time insertion costs for the key pub-
lications targeted by the ITALIAN GRAPHIC

MACHINERY INDUSTRY for the first year of adver~

tising.
Bentley, Barnes and Lynn, Inc. / 303 East Ohio / Chicago, lllinois 60611 /(312)467-9350

ey,




sMarch 6, 1250

®
This is given only as a general quide for
media purchases and may vary considering the
complexities of a given assignment. Also,
there are other publications tobe considered,
and we can revieﬁ those in our upcoming March
meeting.
Black '
& 2 "4-Color
Monthly Publications¥* White Color Process Circulation
American Printing & $2410 $2700 $3210 70,705
- Lithographer
Box Board Container $1130 - $1290 $1620 9,959
Graphics Arts Monthly $2280 $2540 $3045 77,279
- Package Printing 5 900 $1075 . 31500 7,159
Paper, Film & Foil $1580 $1790 $2210 21,111
Converter
Paperboard Packaging $1125 $125§ -$1595 13,500
Printing Impressions $£§70 $2030 $?520 73,018
Screen Printing $ 670 § 805 §1270 9,504
TAPPI . $1145 $1340  $1775 15,656
* NOTE:

1. All media rates are based on l-time

full run, 7" x 10" ad insertions.

2.t The 2-color rates are based on using .
I1f matched colors

standard AAAA COLORS.
are used, the cost would increase,

Bentley, Barnes and Lynn, Inc. / 303 East Ohio / Chicago, lilinois 606

~more-~

11/(312)467-9350

. .-‘_-,;:-«cr;ﬁ'mm,m*;ﬂ__
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The actual use of the allocated ad-
vertising dollars fbr media, production
of ads, ad size, etc.will be ascertained
during the mzeting scheduled in March, 1980.
after that meeting, we will then follow through
with-dutails cn laycut, design, specific media
schedules and costs. (The final costs will

all be within the perimeters of the budget.)

with rogard to our ¢apabilities as an

agency, we refer you to the BB&L sample book
which was given to Dr. Angelo Bazzano ©On
Dacember 13} 1979. This.book offers a solid
representation of oﬁr creative ‘thinking and
design in relation to several_different_kinds
of accounts. These samples do not indicate
what we would design for you, but they will
show yoﬁ the variety and-ﬂegth 6f our creative;
capacity. |

- As we said before, we feel confident we
can meet the needs of the ITALIAN GRAPHIC
MACHINERY'INDUSTRY, because BB&L is a strong,
vital, full-service agency with both marketing
insiéht and experience in the Graphic Arts

industry. The work we have done and are doing

Bentley, Barnes and Lynn, Inc. / 303 East Ohio / Chicago, Illinois 60611 / (31 2)467-9350

A
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RUDER & FINN

HAROLD A. BERGEN

PRESIDENT Deec. 13, 1979

Dr. Angelo Bazzano

Trade Commissioner
Italian Trade Commission
625 N. Michigan Ave.
Chicago, Ill. 60611

Dear Dr. Bazzano:

In response to your inquiry, we are pleased to
present our recommendations as potential public
relations counsel to ICE and ACIMGA. In addition to
providing public relations counsel, publicity and
directly related promotional programming, we further
have enrolled two other highly regarded firms whose

'(?i work we would call upon and coordinate in direct
K support roles for a total industry marketing
communications program; these firms, Bentley, Barnes
and Lynn, Inc. and Market Facts, Inec., will provide
very special services in paid media advertising and
market research, respectively.

Of utmost urgency is PRINT 80. And the opening of
the new ACIMGA Section at the ITtalian Trade Commission
Office here in Chicago. Deadlines are very close ugon
us all. And so we would hope that a decision to g0
ahead with the accompanying recommendations can be made
soon. Within days if at all possible.

On behalf of our associated firms as well as Ruder
& Finn, we thank you for the opportunity to present
these recommendations to help sell Italian preducls and
look forward to a mutually satisfying professional
relationship for a long time to come.

Cordialiy,

[rom A.

C

HAB:rm

RUDER & FINN OF MID-FAMERICA, 20 NORTH WACKER DRIVE, CHICAGO, ILLINGIS 60606 TEL: (313) 372-4192
OFFICES: NEW YORK, DALLAS, 1IOUSTON, LOS ANCELES, SAN FRANCISCO, WASHINGTON, D.C., LONDON, JERUSALEM, TOKYO0, TORONTO
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The ACIMGA/ICE
Total Promotion Program
for the

United States

Dec. 13, 1979
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Preface

Ruder & Finn is one of the principal
international public relations firms,
with its own offices all around the free
world. As such, its office in Chicago
-- Ruder & Finn of Mid-America -~ is
pleased to respond to the inquiry from
the Italian Trade Commissioner in Chicago

in behalf of ACIMGA/ICE.

Being close at hand to the activity
of the Italian Trade Commission based in

Chicago and with instant access to the

firm's world wide resources, we are

prepared to augment our own staff of
public relations professionals with a
consortium of other professionals in
marketing whose talents and resources

complement ocur own here.

That is, just as you recognize the
centrality of Chicago with respect to
its prospects in the United States, so
we too are calling upon professional
support services in paid media advertising

(‘ and market research based here in Chicago.

- more -
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We are proposing to manage a consortium
of Bentley, Barnes and Lynn, Inc., to
handle advertising services, and Market
Facts, Inc¢c., to handle market research.
We have worked with both organizations
in the past and indeed are working side-
by-side now in behalf of a national
organization based in the Mid-America

area.

The éonsortium thought it best to
provide you with méximum exposure to its
strategic and creative thinking at this
beginning stage. So each firm has spent
the very limited time available to construct
this presentation on putting together
its own contributions. Because we work
50 well together, we know that we can
coordinate the inevitable minor duplications
of material that you will detect on the
following pages. But we preferred this,
agéin, 50 that we could present you with
our orginal thinking to the maximum,

You will find our thinking, as a matter
of fact to be highly compatible within

the consortium.

- more -




&

RUGER & FINN OF MID-AMERIGA  Dec. o ;?Tga

Finally, we would mention that our
Ruder & Finn office in Milan will be
retained to perform coordinating and
liaison functions for the consortium
based in Chicago. Dr. Roberto Marziantonio
heads the organibation .+...Wwhich operates
as G&M Management Consultants, H1 Via

Ippolito Nievo, 20145 Milan, Italy.

- more -
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) '
<— Situation Analysis

ACIMGA faces two challenges at the
moment. In the very very short range,
PRINT 80 will open. And ACIMGA must make
the moét of this very rare opportunity
to strengthen its members' competitive
position in the United States market.
Less than four months remain to conceive,
plan and execute a program. But the
access to'the tradg presented by Print
80 is so important that we recommend
turning all attention that budget will

(?‘ allow to make the investment already
commited to exhibiting pay off as handsomely
as possible. Very little.£ime (and
facilities, we are sure) is available.

ACIMGA must rush ahead.

In fact, the immediate goal for

Print 80 may well be to strengthen market

representation and line up distribution

~- as much as to sell product directly
to the trade. A first priority, then,
might be an event tied to the opening of

Print 80 to help recruit representation.

- more -
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In the meantime, market research
can begin, though the results won't be
available until after Print 80. This
can work out very well, because the
long-term public relations and advertising
specifics should await the results of
market research. And, in the meantime,

our total attention in the next'few

months must be directed at Print 80.

Finally, we m;st anticipate from
the start the need for periodic evaluation
of the work being done and planned....to
the end that we stay as cost effective
as possible while refining our goals as
the targets of opportunity in your marketplace
shift over the years, As a practical
matter, then, we should plan a regular
review of the total program quarterly to
be sure that our situation analysis is

always current.

- more -
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Basic Facts Required

Concurrent with gearing up for
Print 80, Ruder & Finn and Bentley,
Barnes and Lynn, Inc. face some searching
questions that must be resolved before
we can create the most effective copy

platforms and media mixes.

We should have a sharp fix on who

is important in the marketplace that

ACIMGA is seeking to develop in the
United States. By Jjob title. By
geography. By segment of the graphic

arts trade.

Product Information -~ We should
know ﬁore about such things as how the
Italian lines are perceived as well as
what the realities might be with respect
to its competition on a number of important
‘points:

« What is the total market for the

equipment involved -- by geography,
by class of trade, by size of
item?
« What are the advantages that
ACIMGA members' equipment offer?
Disadvantages?

- more -
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e What are the products specifics'
as to
e Innovation
o Unit operating cost
e Volume capability
o Operations versatility
e Quality tolerances
e Setup time
» Maintenance schedules
o Delivery
+ Parts availabilities
« Service
e« Set up
+ Operator training
+ Unscheduled downtime
» Who and what is the real competition?
When you lose orders, to whom do
you lose? And why?
, When you win orders, why?

And whom do you beat most often?

- more -
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Customers and Prospec¢ts -- Further, we

should know much more about customers
and prospects for your equipment, in
very specific terms:
o What kind of work are they doing
now? On what equipmenﬁ? And
what can we offef that wiil make
them buy ours?
o Can we simply add our equipment
to a customer's plant or must he
change systems, re-train operators,
re-sell his customers'?
» Do we give our customers a marketing
advantage with their customers?
Price? Quality? Delivery?
+« Can we identify present customers
who will allow us to tour their
plants? Photograph their equipment?
Let us do customer success stories
for promotion fo the trade through
publicity, advertising and direct

mail case histories?

- more -
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Marketing Resources -~ What already

exists in Italian or other languages
that we can harness immediately, for a
faster start, in the way of
» Technical data
« Publicity articles
» Photography of installaﬁions and
equipment
« Advertising
» Booklets, Brochures, Catalogues
+ Audio-visuals (slides, film,
tape)

Press kits

5
Sl
.

o« Industry fact files

- more -




Strategy

Ruder & Finn then recommends a

three-pronged strategy:

First, ACIMGA should turn all
available resources for public rglations :
and advertising to promoting Print 80....to
maximizing traffic through its booths
and through its member company suites by

its best-quality prospects.... among

potential customers as well as distributors..

through creative events and promotion.

Second, market research must begin
immediately as well so that its findings
are available as soon afte} Print 80 as

possible.

Third, long range public relations
and advertising programs must be develdped
and put into place as a result of experience
at Print 80 and -- most importantly -~

in the light of market research results.

- more -
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Promote At Print 80

ACIMGA members have already made a
"specified commitment to Print 80.

e An exhibit space has been purchased.

Ruder & Finn must find.out as
socon as possible what will be
shown and under what selling

themes.

We must plan a suitable ACIMGA

Inaugural Event in conjunction
with Print 80 -- for prospective
customers and channels of trade
representativesa

We must find out who will be
attending from ACIMGA....from
among those based in the United
States as well as those coming
from Italy....especially the VIPs
who might be made available to us
for interviews, press conferences
and/or préss events.

We must know what is being shown

that is new, innovative, exciting.

We must know what events are
planned in the way of receptions
and the like so that we can work

to increase their impact.

- morea -
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o We must know what direct mail
promotion, advertising, ticket
distribution and/or entertainments
have been committed already.

Print 80 will be an intensely competitive

event. Manufacturers from the United .
States and all over the world will be
seeking the time and attention of buyers
and trade representatives, many of them
verj important people for ACIMGA as

well.

We probably cannot outspend most of
the competition. 1In a sense, we can't
catch up on the time line either because
most of the industry ugdoubtedly has
been planning and implementing their

programs for many months now.

So while we may not be able to

catch up or outspend everybody, we can

. focus sharply for ACIMGA on the relatively

few out of the thousands who will attend
Print 80....and get their attention and
interest through creativity and sharp

planning.

But time is running out, even for
that. And so we must start very very

soon....in a matter of days or weeks.
- more -
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Public Relations Approaches

Again, we stress the need to find
out as much as we canh about the marketplace
and how ACIMGA members' products can
best be presented. On the other hand,
Ruder & Finn has -- as well as Mérket
Facts and Bentley, Barnes and Lynn --
considerable experience with promotion
of expens;ve machinery in sophisticated
industrial markets....where purchases
are not made on impulse as 1ﬁ a supermarket
but where they are made after much thought,

by comparison and bargaining by professionals.

The clue to successful marketing in
such an environment is to build and
establish a reputation for performance....by
demonstrating technical innovation,
industry expertise, successful installations
owned by customers respected by their
competitors, and by assuring adequate

service and maintenance competence.

All of these essential competitive
attributes can be demonstrated, publicized,
documented and merchandised....if, of

course, they do indeed exist. Certainly,

- more -
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ACIMGA has within its organization an
array of resources that will support

such c¢laims in truth.

Our experience tells us that once
we have the specifics from you, the
following approaches will form the basis

of a very effective ongoing program:

- more -
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Trade Show Promotion -- We mention

this first because Print 80 is so close
upon ACIMGA, But it is a staple element

of any industrial marketing program.

It has several dimensions, all to
be planned and integrated into a-campaign
with the single purpose of increasing
floor traffic through the exhibit. These
are those elements:

e« Direct mail invitations to important -
customers and prospects (as well

N as trade press)....perhaps with
(}E the promise of a token gift to be
given to exhibit visitors,

« A very special reception (breakfast,
luncheon, cocktails or dinner) --
again for a select group of customers
and trade representatives.

s Advance publicity to the trade

press.

Again, time is short. We must
coordinate with whatever exhibit and
promotion planning has already been

begun by ACIMGA.

- more -
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Trade Media -- Basic to the program

is developing ongoing working liaison in

behalf of ACIMGA with the basic trade

media industry. The various categories

of media and individual publications

within each category follow:

Book Trade, Journalism & Publishing

Book Production Industry

Editor & Publisher

Foiio; The Magazine for Magazine
Management

Newsletter on Newsletters
Publishers Weekly

Publishers' Auxiliary

Business & Commercial

Assocliation & Society Manager
Association Management
Association Trends

Business Week

Commerce Magazine

Crain's Chicago Business
Dun's Review

Fortune

Industry Week

Wall Street Journal

- more =
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Industrial

Office

International New Product Newsletter
Midwest 88 Manufacturing

Equipment & Stationery

Business Forms Reporter

Geyer's Dealer Topics

Modern Office Procedures

N.O.M.D.A. Spokesman

Office Products

Office Products Industry Report
Office Products News

Office World News

The Office ,
Pacific Stationer & Office Outfitter
Southern Office

Southern Stationer and Office
Outfitter

Typeworld

Word Processing World

Packaging

Boxboard Containers

Food & Drug Packaging

Good Packaging

Modern Packaging

Package Development & Systems
Package Engiﬁeering

Packaging Digest
- more -
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Packascope-~U.S.A.
Paperboard Packaging

Western Packing News

Paper & Paper Products

Paper, Film & Foil Converter

Printing,-Graphios & Commercial Arts

« American Printer and Lithographer

Communication Arts

Drafting & Repro Digest
Flexograpﬁic Technical Journal
Form

Graphic Arts Buyer

Graphic Arts Monthly and the
Printing Industry

Graphic Communications Wofld
Graphics

Graphics Today

Graphics; USA

In-Plant Printer

New England Printer & Publisher
Pacific Printers Pilot

Package Printing

The Photoplatemakers Bulletin
Plan and Print

Print

Print-Equip News

Printer's News

- more -
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e Printing Impressions
e Printing Journal
e« Printing News
e Printing Views
. Quick Printing
+ Reproductions Review and Methods
+ Reprographics
+ Review of the Graphic Arts
e Screen Printing
« Southern Printer
« Typographical Jourﬁal
« U&LC
Gl . Union Tabloid
» Visible Language
+ Web/Newspaper Production

¢ World Wide Printer

- more -
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Success stories -- Everyone likes

to know what others in his industry are
doing. Especially in the printing,
converting and entire graphi?s arts
fields. We propose a series of articles
about successful installations for
release to

+ Trade press for editorial use

« Reprinting for use in direct mail

. Regorking as paid advertising

copy
+ Reworking as an article for ACIMGA

publications.

- nore -
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Industry News Releases -- Basic to

any ongoing program also is a steady

stream of news releases to the trade

press about everything newsworthy --

such as:

Announcements of ACIMGA industry

executives being promoted or

honored or givihg speeches
New products being introduced

New literature or publications

being made available

New major installations

Milestones (the 100th, 1000th,
1,000,000th item)

Technological breakthroughs

- more =
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Spokespersons -- To humanize ACIMGA's

members' claims to competence and expertise,
we would urge the availability of qualified
spokespersons who could make technical

presentations to local, regional and

national trade organizations and guilds.
This need not be the same person all the
time. We could have several, based on:

« Technological expertise -- a

person who could talk "feeds and
speeds", éngineering, technical
innovation or service/maintenance.

Graphics design -- again to talk

(. ":i [ ]

present practices and future
trends.

» Economics -- one who knows the
basics of the business and then
could be helpful to industry
groups in discussing trends on a

financial basis.

In short, the spokesperson segmeﬁt
of this program is very important because
such people (if handled correctly) are
themselves the trigger for much publicity.

Not only are their appearances publicized,

- more -
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but very often their presentations can
be reprinted as articles or free-standing

direct mail pieces.

- more -
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Audioc visuals -- Down the road, we

should convert technical data and success
stories to audio visual formats....choosing
among slides, film and videotape to suit
the particular needs of the sales force

in the United States.

- more -
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Annual Awards -- We should look

into the possibility that awards could

be made using the names of famous works

of Italian fine art. The feasibility of
an awards program should be investigated
as a long-term possibility for the future.
Given that so many awards already exist....
and that ACIMGA has many other priorities
that are more pressing....this is a

long-term project.

Line
e
o)

- more =
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Publications -- Certainly printed

pieces should be a primary vehicle for a
great sampling program to the industry
as to what your equipment can do. This
is quite common in the trade =-- which is
to say that it is expected and a proven
effective technique. So why not:
« An annual composite catalog or
ACIMGA directory |
e A'combined industry facts and
facilitieslbooklet
s A quarterly newsletter about the
industry and successful installations
¢« Samples of outstanding printing
or converting done by ACIMGA
customers from around the world
o A select portfolio of art reproductions -
or stunning photography, produced

pn ACIMGA equipment

’ - more -
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Budget

Based on our initial understandings
of the product and markét information
available, we have constructed a budget
that we believe is adequate to provide
the professional staff time as well as
associated out-of-pocket expenses to do
your Jjob effectively. But we have made
some assumptions at this early stage that
surely wiil cause some re-assignment of
money within the budget as more specifics
become known later. For example, how

(ﬁ’ much translation and travel will be required?
How much fresh photography? How many
success stories are available? What will
be the size and availability of mailing

lists? And so on.

In effect, then, we are recommending
the following budget, with the total fee
indicated to be paid in equal monthly
installments..;.acknowledging that we
Wwill re-direct some of the fee within the
scope of the projects indicated as the

program matures,

- more =-
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The out-of-pocket. expenses indicated
are estimated; they will be billed at our
cost, only as actually incurred. The
routine out-of-pocket expenses -- such as
telephone, telex, photocopying, local
travel, postage, media monitoring and
clipping (cutting) service, editorial
contact and the like -- are committed as
they come up; all the major non-routine
expenses are quoted and submitted for

your approval before they are incurred.

This then is the total public relations

budget we recommend:

p. 27a
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Annual
Public Relations Budget

Service " Estimated
Fee Expense
1. Print 80 Promotion
a. List development $ 1,000 -
b. VIP identification & contact 1,000 o -
c. Ad Liaison re advance ' 2,000 -
direct mail and
space advertising *
d. Event Hospitality :
(100 & $30/ea) 2,000 . 3,000
e. Press Kit 1000 €@ $5 6,000 5,000
f. On-site Editorial Coverage 6,000 500
g. Follow-ups on Media 3,000 500
Sub Total - $ 21,000 % 9,000
2. Ongoing Public Relations
a. Ongoing Trade Show Coverage § 6,000 $ 2,000
b. Trade Press Relations 32,000 3,000
¢. Success Stories (10) 30,000 15,000
d. Industry News Releases (12) 10,000 2,000
e. Spokesperson Booking,
Promotion 4,000 1,000
f. Audio Visuals - -
g. Awards (Feasibility study) 4,000 -
h. Publications (Qtly Newsletter) 9,000 20,000
i. Total Program Creative
. Management and Counsel¥ 30,000 20,000
) $1H61000 $ 72,000
Grand Total $218,000
Target $218,750

* Includes fee and expense for R&F
liaison office in Milan

- more =
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Budget Summary
Advertising 280 million lire $350,000
Market Research 70 million lire 87,500
Public Relations 175 million lire 218,750
(
Total 525 million lire $656,250
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Who Are We?

Ruder & Finn is among the largest public relations firms
in the world. To keep ourselves compact and efficient, we
have regionalized our organization by placing our own full-
service operations in Chicago, New York, Houston, Dallas,

Los Angeles, San Francisco, Washington and Toronto. These
offices are buttressed by a long-established network of
independently owned affiliates that cover every major market
in the United States. On a worldwide basis, we have our

own offices as well as affiliates on every occupied continent.

Our clients include giants such as Philip Morris, Bristol-
Myers, Bendix, Kinney Shoe, Lenox, Ramada Inns and General
Mills ~-- but we also represent other corporate leaders such
as Church's Chicken, Madison Gas and Electric, Stanley Home
Products and many others. We also work for associations,
large and small, such as American Academy of Family Practice,
American Society of Heating, Air Conditioning and Refriger-
ating Engineers, Direct Marketing Insurance Council, Cotton
Incorporated and International Fabricare Institute.

A word about our breadth of capability.

All told we serve some 90 full-program clients through '
our 200 people. We have a unique breadth of capability that
includes such special areas as:

Financial Relations -- Ruder & Finn employs a skilled
team of financial relations professionals who specialize in
this particular aspect of client work. Maintenance of detailed
security analyst mailing lists and selected surveys and semi-
nars of key Wall Street issues enables us to match client
plans with the immediate environment in the financial commu-
nity. We have been trend setters in encouraging disclosure
and complete reporting.

Fine Arts -- Ruder & Finn wrote the book on fine arts
programming. This subsidiary company is in constant communi-
cation with the museum/exhibition community, keeping abreast
of programming opportunities and needs that can be useful
in private sector communications strategies. Pine Arts does
everything from purchasing art for corporate collections to
commissioning new works, to developing traveling art shows
of museum calibre,. -

= more -
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Intermedia -- This advertising subsidiary plays an ex-
tremely effective role in many programs where close coordi-
nation between public relations and paid placement techniques
is required to maximize the overall impact of client campaigns.

Press Relations -- The firms's Press Relations depart-
ment maintains up~to-date listings of important editors by
publication. It also counsels account executives on an indi-
vidual basis, suggesting the newest print publications and/
or newspaper features that are applicable to specific assign-
ments.

Radio & Television -- With the increasing importance
of electronic media, Ruder & Finn developed a department that
specializes in generating exposure on network television and
radio programs. Radio & Television provides clients with
a national overview of these media and frequently coaches
clients on upcoming appearances.

PR_Photography -- This department can get a picture taken
anywhere in the world, and frequently comes up with ideas
for wire service photo releases relating to client activities.

Public Relations Production -- Ruder & Finn owns and
operates a fully equipped production facility, capable of
reproducing and assembling most types of client materials
on a moment's notice.

R&F Design -- This in-house graphics subsidiary works
closely with account groups to produce effective logos, bro-
chures, reports, invitations and other graphics. This team
relationship enables us to produce printed materials that
support public relations objectives.

Research & Forecasts -- This research facility engages
in a wide variety of research projects for Ruder & Finn clients.
Audits of perceptions among internal and external audiences,
publicizable studies, and market research are just a few of
the program packages often designed and executed by Research
& Forecasts, '

Shopping Center Promotions ~-- Photography exhibits, new
product tasting, opinion polling booths, or traveling cor-
porate education presentations find their way into shopping
because of malls, Shopping Center Promotions. SCP designs,
locates, and publicizes shopping center "happenings® all over
the country.

- more -
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Writing Services -- Many assignments require the talents
of experienced writers familiar with the terms and nuances
relative to a particular subject area. Ruder & Finn has a
staff of skilled and diversified writers who handle brochures,
annual reports, sales mailers, speeches, corporate adver-
tising, and presentation materials. For extremely technical
assignments, we're in touch with a network of specialty
writers who work with us when an "insider's"” point of view
is required.

Organized America -- Ruder & Finn has developed a special
capability for working with not only leading individuals but
also with leading organizations. 1In the past, we've set up
cooperative programs in behalf of our clients with such groups
as: -

International Association of Police Chiefs
National Asso?iation of County Organizations
National Federation of Women's Clubs
National Association of Retired Persons
National Association of Senior Citizens
American Institute of Architeqts

Rotary International |

American Society of Newspaper Publishers
American Automobile Association

Disabled American Veterans

American Legion

The Commonwéalth Club of San Francisco
Economic Club of Detroit

Town Hall of Los Angeles

and many, many others

- more -
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We also have a depth of capability.

We provide not only a breadth but also a depth of capa-
bility few public relations firms offer. Our account teams
as well as our specialists, for example, all nurture contacts
in the media. We pool these individual contacts when needed
to provide a wide spectrum of continuing relationships with
newspaper, magazine, radio and television people throughout
the country. 1In fact, our people are often very important
to legitimate news sources because of the major news-making
clients we represent.

We particularly are skilled in using public relations
as a marketing tool, which is how we gained our initial repu-
tation. We've always felt attention to grass roots under-
standing of a marketplace is vital in selling a product, a
service or an idea in it. We were pioneers in organizing
public relations campaigns market-by-market.

We are disciplined.

We have a deep respect for budgets and timetables., For
20 years, we have been using computers to help us plan more
efficiently. We provide periodic reports of our account
teams' activities. Senior staff members regularly review
the progress of our account teams, giving you the continual
benefit of our most seasoned people's ideas.

\

And we are creative.

Ideas are important at Ruder & Finn. We're recognized
as a creative firm. We want to represent leaders in their
field, and this demands intense creative energy. A company
cannot lead for long without recognizing new ideas. Our staff
is continually in touch with new developments and ideas.
Our senior people freguently lecture before business leaders
or university students.

We are flexible, and we've become accustomed to handling
emergencies with enthusiasm. We thrive on difficult assign-
ments and tight deadlines.

We'll know your business

Ruder & Finn won't tell you how to run your business,
but we do try to know your business. Our concentrated efforts

= more -
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call for thoughtful analysis of your strengths and weaknesses.
We want to convey to your publics what sets your organization
apart -- "publicity for publicity's sake" is not the Ruder &
Finn way.

We make routine newsworthy.

Our account teams constantly look for new ideas that
can make the routine newsworthy -- the angle that makes a
difference in publicity work. Many people will work on your
problems and opportunities...with your account team inter-
facing with them so that we create a synergism of ideas...
and results.

In short, Ruder & Finn is a totally professional public
relations firm employing the kind of people who become totally
immersed in your work.
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Major Clients

Ruder & Finn, Inc.

Aerobic Dancing, Inc. -- a fun-fitness sport, merging dancing
and jogging choregraphed to popular music.

Alliance Tire & Rubber Co. -- leading Israeli manufacturer
of tires and other related products; sells worldwide.

American Academy of Family Physicians ~- the professional
society of family practice.

American Express -- provider of financial and travel’
services,

American Income Life Insurance Company =-- insurance company.

American Management Assoc. -- business assocliation.

American Medical International =-- investor-owned healthcare
- services company; owns and manages hospitals and other
C}? healthcare facilities in the U.S. and overseas.

Americana Healthcare Corporation -~ national chain of skilled
and intermediate care nursing homes.

Art Park -- 200-acre visual arts and performing arts center.

ASHRAE/American Society of Heating, Refrigeration & Air
Conditioning Engineers -- the professional association

of 32,000 specialists from 113 countries in heating,
cooling and ventilating.

Asian Art Foundation of San Francisco -- the founding body
of the Asian Art Museum, supporting "5000 Years of
Korean Art" exhibition, traveling to eight museuns
nationwide.

Associated Advisers, Inc. -- (Division of First Pennsylvania
Bank). Advisers to Real Estate Investment Trust.

Assure Competitive Transportation -- industry association
to fight deregulation of the trucking industry.

A-T-0 Inc. -- an international company with more than 30
me jor divisions including: fire protection, safety and

(“ security; consumer/recreation products; packaging
machinery/material handling mining and construction
equipment.

- more -
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Bache Halsey Stuart Inc. -- investment brokerage house.
iy
Qﬁ" Bass Financial -- savings and loan association holding
company.
Brae Corporation -- railway transportation leasing and
management.
Bush-Reisinger-Museum -- subsidiary of Fogg Museum.
Carnegie Museum of Art -- sponsor of Pittsburgh International
Series: Eduardo Chillida/William DeKooning -- concurrent

art exhibitions featuring over 100 works by each artist.

Carter Wallace -- manufacturer of a wide-range of pharmaceutical
products for consumer and industrial use.

Champion International -- manufacturer of wood and wood-
derived products.

City of New Rochelle =-- municipality.

Clairol Inc. -- personal care products.

Committee for Corporate Support of Private Universities --
association.

Wyl
" ynt

Cotton Incorporated -- a fiber company that conducts national
marketing, research and promotion activities on behalf
of approximately 100,000 cotton producers in 19 cotton-
growing states. .

DiGiorgio -- food grower.

Direct Marketing Insurance Council -- the association of
insurance companies marketing by mail.

Eastern Gas & Fuel Associates -- integrated energy company;
coal producer, public utility and marine transportation.

Eastern Rolling Mills -~ producer of precision copper, brass,
phosphor bronze and aluminum mill products.

Economic Development Council of New Orleans -- an entity
of the New Orleans Chamber of Commerce, designed to
attract business and industry.

Fame Fabrics -- a major producer and converter of textiles
for the curtain and drapery fields.,

First Pennsylvania Corp. -- bank holding company.
‘ ]

- more -
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Fujitsu Limited -- major producer of components, telecommuni-

cations systems, and semi-conductors.

General Mills -- a diversified corporation with subsidiaries

in foods, toys and games, fashions and specialty chemicals.

Gould ~- diversified industrial manufacturer.

Government of El1 Salvador

Grolier -- producers of major reference volumes and educational

materials for the home, schools and libraries.

Hyde School -- school in Bath, Maine.

Illincis State Fabricare Association -- statewide trade
association of professional drycleaners and launderers.

Institute of Electrical Electronic Engineers -- international
association.

International Fabricare Institute -= the national trade
association of professional drycleaners and launderers.

JETHRO (Japan External Trade Organization) -- semi-governmental
agency to report about Japanese industry, economy andg
products.

Kelly Services ~-- temporary help company.

Kenneth D. Laub & Company, Inc. -- real estate brokers.

Kinney Shoe ~- family shoe chain with over 1,500 retail

outlets in the U.S.

Lenox =-- leading domestic manufacturer of fine china and

crystal; producer of artcarved diamond and wedding
rings; and a major manufacturer of ceramic dinnerware
and cookware, candles and precious jewelry.

Lloyd's Electronics ~- a diversified marketer of consumer

electronic products, particularly stereo music systems.

Madison Gas & Electric -- the public utility serving the

Greater Madison, Wisconsin area.

Mapco, Ine. -- diversified energy company.

Matsushita -- one of the world's largest electronic companies

{(Panasonic, Quasar and Technics).

MCA Disco-Vision -~ division of MCA Inc. to produce and

market optical videodiscs in support of the Phillips/MCA
Optical Videodisc home entertainment and educational

systen.

- mMore =-
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Miller Brewing Co. -- brewer.

Milton Meyer & Co. -- one of the nation's leading full-
service real estate firms.

Mount Sinai Center -- a major medical center consisting of
hospital, healthcare center and medical school.

National Board of Boiler and Pressure Vessel Inspectors --
the professional association for Commissioned Inspectors
of boilers, pressure vessels and nuclear power
plants.

National Council on the Aging -- association.

National Center for Service to the Aging -~ center for
comprehensive service to the elderly.

National Italian-American Foundation -- association.
Northern Natural Gas -- energy company.
Olivetti Corporation of America -- The U.S. subsidiary

of Europe's leading manufacturer of electronic
calculators, data processing systems and typewriters.

Pandick Pfess -- financial printers,

J. C. Penney -- major retailer.

Performance Magazine -- theatre magazine (house program}.
Phillip Morris -- producer of Marlboro, the largest

Selling cigarette in the world, and such other well
known brands as Benson & Hedges 100's, Parliament,
Merit and Virginia Slims, as well as Personna razor
blades, Miller High Life beer and Seven-Up.

Pinehurst -- major resort hotel, real estate development

and resort town.

Pirelli Tire -- U.S. marketing arm of the Italian Tire

and Rubber Manufacturing Company.

Reading Industries -- conglomerate.

Salant Corp. -- textile company.

Saturday Review -- magazine covering issues, events and

currents in contemporary life.

Sonesta International Hotels -- operator of deluxe hotels
and resorts.

South Jersey Industries -- natural gas distributor.

- more -
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Springs Mill -- manufacutrer of textiles and frozen foods
processor.

Stanford Court Hotel -- luxury hotel on San Francisco's
Nob Hill.

Stanley Home Products -- a leading direct-selling firm,
manuracturing and marketing over 250 household
products and good grooming aids through the hostess
party plan.

Stanley Gibbons International of London -- world's largést'
rare stamp dealer. .

T-Bar -- a high-technology company specializing in
proprietary switching equipment and systems for data
telecommunications and computers.

Thompson Medical Co. -=- manufacturer/distributor of over-
the-counter drugs.

Time Inc. =-- publisher.

Touche Ross -- one of the nation's largest accounting and

consulting firms.

(23 Tracor, Inc. -- manufacturer of instruments and systems
e for military and industrial use.

TV Film Department

United Airlines -- leading commercial airline.

Wallcovering Information Bureau -- an Industry program to
increase sales of wallcoverings.

Wallpapers To Go -- major regional retailer of flexible
wallcoverings.

Westinghouse Electric Corporation -- manufacturer.

William O'Neil & Company -- brokerage firm specialized
in institutional research.

WNET/Channel Thirteen -- a public broadcasting station.

i i #
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Biography
HAROLD A. BERGEN

Harold A. Bergen is president of Ruder & Finn of Mid-
America, Inc., a wholly owned subsidiary of Ruder & Finn,

Inc., one of the major international public relations firms.

As a public relations counselor for 21 years, Bergen
has served companies, associations and governments in
corporate, financial, marketing, employee, government and
community public:relatiops. Before entering public rela-
tions, he was editor of “fhdustry and Power" magazine,
senior associate editor of "Consulting Engineer" magazine,
and manager of technical publications for the Raytheon

Company.

Bergen is accredited by the Public Relations Society
of America; he has been a national director of PRSA, a
delegate to its National Assembly, its national membership
chairman, and is a founding member of its Counselors Section,
He was a national director of the American Public Relations
Associatiop, which merged with PRSA in 1961l. He was the
founding president of the Chicago Chapter, APRA, and later

was a director and treasurer of the Chicago Chapter of PRSA.

- more -
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He has written and lectured on public relations ex-
tensively. He has been a seminar leader and speaker
several times for the American Management Association, the
NYU/PRSA Public Relations Managepent Seminars, Publicity

Club of Chicago and other professional groups.

Bergen is a graduate of the Illinois Institute of
Technology (B.S., electrical engineering, 1950), past
president of its Alumni Association and is a member of its
Board of Trustees. He is a member of Tau Beta Pi ]general
engineering honorary), Eta Kappa Nu (electrical engineering
honorary), and Phi Delta Sigma (jburnaiism honorary)i He
served in the U.S. Army Signal Corﬁs during and after World

War II, his last assignment being at the Nuremberg trial.

He is former president of the District 108 Board of
Education (Highland Park, Ill.) aﬁd a member of the National
Society of Professional Engineers, Executives' Club, Corpo-
rate Responsibility Gfoup of Greater Chicago, Association
for Corporate Growth, Publicity Club of Chicago, Chicago

Press Club and National Investor Relations Institute.

He and his family reside at 235 Pierce Rd., Highland

Park, I111l.

<« more -
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Bergen

Clients Served(Long-range Programs)

AAR Corp. (OTC)e « « « »
Aloe Creme Laboratories. .
amphenol Borg. Corp.
Arthur Andersen & CO.. +
Elizabeth Arden. « « « « &
Assure Competitive
Transportation (ACT) . .
Bass Financial Corpora-
tion (OTC) « « « « « « &
Bissell, INC.e = « « + & o
Catholic Television Network
of Chicago « « «+ « + + =
Century Electric Co. (AMEX)
Chemetron. .« « . e s
Chicago Board of Trade .
Chicago Community Trust.
Chicago Hospital Council
Congoleum Corp. (NYSE) .
Continental Casualty Co. .
Control Data Corp. (NYSE).
Direct Marketing Insurance
Council. . . + « « « &+ &
Edward Valves
{Rockwell International)
Electro-Motive Div.
(General Motors) « « « -«
Equitable Life Assurance
Society « « o o o o o .
The Falk Corp. (OTC) . . .
Huntington National Bank .
Illinois State Fabri-
care Association .
International Fabricare
Institute « ¢« ¢« « + + &
Interstate United Corp.. .
Japan National Tourist
Organization . . + « +
J&H International. . . . .
Madison Gas & Electric
Co. {(OTC) .+ « .« . o e
Memphis Area Chamber of
COMMErce « « « o o o o =

- - L]

{NYSE).

L] L] L d Ll L - - - L]

.aviation/financial

. cosmetics

.electronic components
.CPA firm

. apparel and fashion

.multi-industry association

.savings and loan holding company
. housewares

. private broadcasting system

. electric motors

.welding products, industrial gases
.commodities exchange

.community foundation

. association

.manufacturer; shipbu11der

. insurance

. computers

. industry association

.utility/industrial valves

. locomotives

. insurance

«industrial gearing

» bank

.drycleaners and launderers association

.drycleaners and launderers association
.professional foodservice management

. travel promotion agency
.retall promotional services

.public utility

.association

- more -
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Miller Brewing Co.. . . . . .
National Board of Boiler

and Pressure Vessel

Inspectors. « « « « « « .+ &
National Shorthand Report-

€rS ASSNe o o o o o o o o »
National-Standard Co. {(NYSE).
Opelika Manufacturing

Corp. (NYSE)s « « « « « +
Penn-Dixie Industries,

Inc. (NYSE) « ¢« « « « &+ «
Pepper & Tanner, INC. « « « «
Philip Morris Industrial. . .
Republic Flow Meters

(Rockwell International}.
Roses, INC. « « « s « « o o
S&C Electric Co.s « « « .
Sears Roebuck & Co. . . . .
Standard Rate & Data. . . .
Stone Container Corp. (NYSE)
Sun Chemical (NYSE) . . . .
UOP Inc. (NYSE) « +« « o« « «

a . " = & & * »
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brever

professional association

professional association
industrial/metal products

textile products for linen supply

steel and cement producer
radio and television production
diversified manufacturing group

utility/industrial instrumentation
commercial growers association
utility/industrial switchgear

major appliances

data service

packaging

chemicals

research, engineering, manufacturing
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Harold A.

®:

Bergen

Clients Served (Special Projects)

Agricultural Publishers'

ASSN. . . 4 .+ W 4 e s

American Bar Association.
Anmerican College of Obste-
tricians and Gynecologists.

American Hospital Assn.

American Power Conference .

Arnar-Stone Labs

(American Hospital Supply).

Coca-Cola . . . . .
Colgate- Palmollve Co..

Connecticut Mutual Insur-

ance CoO,. +. « « « o »
Credit Union National

ASSN, & ¢ ¢ « o o« o .
Delta Power Tools

.

-

{Rockwell International).

Detroit Edison {(NYSE) .
Draper Daniels. . , . .
Drycleaning Industry
Council , . . .
First Nat10na1 Bank of
Chicago, , , . .
Fox Tractor ., ., .
Gamze-Korobkin- Caloger,
General Electric Co.., .
Golconda Corp. (OTC). .
Grant/Jacoby. . . . . .
GPI COrpPe v v v & o 4+ &

G.R.I. Corp. (AMEX) .
Hanson Sprayers . . .
Harley-Davidson (AMF)
Hawkeye Bancorporation,
Holiday Inns (Chicago).
Lee Wards , , ., . . . .
LFM Div. (Rockwell
International). . . .
Main-Lafrentz . . . . .
McGaw Laboratories
(American Hospital
Supply) . . . .« .« . .
Medequip Co. . ., .
Medic Alert Foundatiom

Inc..

4 & & & * & + & * @

[]
-
.
L]
L]
-
-
L]
.
*
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publishers' association
professional society

professional society
industry association
utilities' association

pharmaceuticals
soft drinks
cosmetics, toiletries
real estate promotion
association

power tools
electric utility
advertising agency

multi-association task force

Firstcard consumer credit card
agricultural implements
consulting engineers

plastics

industrial, institutional products
graphic designers

marketing consultants

direct mail merchandisers
agricultural implements
motorcycles

bank holding company

hotels and restaurants

crafts supplies

heavy castings
CPA firm

pharmaceuticals

. physiological instrumentation

non-profit group

more =
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Harold A. Bergen

Mercantile Bancorporation. . .bank holding company
Moorman Feeds. + « « +» +» +» » ~animal feed supplements

National Electronics
Conference . . . « + « » oindustrial exposition, conference

Russell Reynolds Associates. .executive recruiters
Sumitomo Banko . . . - N . - . KYOtO'based bank
Arthur E. Wilk . . . . . . . .advertising agency

Januvary 1979
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Harold A. Bergen

Articles and Speeches

"How to Get the Best from Your Public Relations Firm"
"Ethics, Engineers, and Publicity"

"What Public Relations Can Do for Marketing”

"How to Make Missionaries Out of Salesmen"
"Evaluating and Reporting to Clients"

"How to De-Bug Your Writing"

"Care and Feeding of Management" (For public relations
professionals) .

"What Makes a Good Public Relatiqns Program?"

"Basics for Client-Counsel Operationai Relationships”

"The Ideal Editor -- As a Public Relations Man Sees Him"
"Publicity Is Not Enough”

"Reaching for Excellence" (for public relations professionals)
"How to Sell Professional Services"

"The Seven C's of Public Relations"”

"Financial Public Relations" Seminars (American Management
Association) :

"Product Publicity" Seminar (American Management Association)

"Budgeting -Public -Relations"  (NYU~PRSA}

January 1979
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Biography
Sharon V. Peters

Sharon V. Peters is a vice president of Ruder & Finn
of Mid-America, a unit of Ruder & Finn, Inc., one of
the major international public relations firms. She
relocated to Chicago four years ago from her native
New York, having‘served for the prior three years‘as
a vice president.of Ruder & Finn's corporate headquarters

office in New York City.

Ms., Peters' diversified public relations background
(;? spans some eighteen years of corporate and agency |
experience. For six years, she spearheaded an industrial
development program on behalf of khe Prbvince of Ontario,
Canada, during which time she planned and coordinated
luncheons, seminars, special events, and an extensive
publicity and public relations program aimed at lead-
ing businessmen, civic leaders, and government officials
throughout the United States. Her travels in that \

period took her to some 40 U.S. cities.

- more -
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Over the years, Ms. Peters has served companies
and organizations in a variety of fields -~ consumer
and industrial products and services, assoclations,
governments. In the past six years, she has developed
special strengths in the area of corporate and financial
public relations, preparing annual and interim reports,
special stockholder mailings, financial community
audits, and background corporate ahalyses Qor distri-
bution to security analysts and other financial pro-
fessionals. She has organized both informal meetings
with financial aﬁalysts and special presentations in
New York and other major money markKets. She has
organized numerous press conferences and special events,
and has developed and placed news and feature stories -
in major business, financial, trade and general interest

publications.

Her media and financial community contacts are

extensive.

Ms. Peters is a graduate of Syracuse University
(B.S., 1961). In her junior year, she was selected
to study ért, European history, and political science
in Florence, Italy, in a student exchange program

sponsored by the Experiment in International Living.

She is married and resides in Highland Park, Ill.

- more -
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Sharon Peters

Clients served (Special Projects)

Allergan Pharmaceuticals
American Bar Association

American College of
Obstetricians and
Gynecologists

American Die Casting
Institute

American Express

American Medical
International

Brae Corporation (OTC)

Bristocl-Meyers, Inc.
(NYSE) '
Carter Products, Inc.

Children's Medical Center
of New York

Coalition Venture Group

Coca-Cola Bottling
Company of Chicago

Coca-Cola Co. (NYSE)

Columbia Records

Compagnia Generale Del
Disco

General Mills (NYSE)

Gold Seal Co.
Hummel Figurines
Huntington National Bank

Kinney Shoe Corp.

H.L. Klion, Inc,.
Korsland, Le Norman &
Quann

Morris Lapidus
Lenox, Awards

Lenox, Inc. (NYSE)

Mapco, Inc. (NYSE)

Maryland Cup Corp. (NYSE)

Nabisco, Inc. (NYSE)

National Association of
Real Estate Investment
Trusts

- more -

eye care products
professional association

professional association

trade assocliation
financial and travel services

health care services
railway transportation,
leasing and management

personél care products
pharmaceuticals

health care
business/financial consultants

soft drinks
soft drinks
records

records, books

foods, toys and games, fashions
and specialty chemicals

wax, detergents

housewares

bank

family shoe chain

furniture centers

architects

architect

emblematic jewelry, premium
and incentive items

fine china, crystal, jewelry

diversified energy company

paper and plastic disposables,
food service equipment

food products

trade association

R
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(f% National Physical Fitness,
Health and Diet Show consumer/trade show
Neighborhood Realty Group real estate brokerage netvork
Olivetti Corporation
of America : typewriters
Opelika Manufacturing
Corp. (NYSE) textile and garments for

linen supply, hospital
institutional and home use
Open Road Industries

(NYSE) recreational vehicles
Philip Morris, Inc. ‘
(NYSE) cigarettes, beer
Playboy Enterprises, Inc. publishing, entertainment
Port of Le Havre French seaport
Ramada Inns motels
Recreational Vehicle
Industry Assn. trade association
Rotopark International parking systems
SCI Systems, Inc. (0TC) electronics, aerospace
Simpro Corporation - canmeras and graphics
Standard Motor Products
( AMEX) automotive products
Stanley Home Products household products, grooming alds
‘ Steelcase, Inc. office furniture
(ﬁ% Tosco, Inc. oil shale developmnent
- Universal Container
Corp. steel barrels, drums
Vegetable Soup children's television progran
) # # #

December 1979
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Sharon Peters

Clients served (Long-range Programs)

Americana Healthcare
Corporation

Assure Competitive Trans-
portation, Inc. (ACT)

Bass Financial
Corporation (OTC)

Chemetron Corporation

Comcast Corporation (OTC)
Congoleum Corp. (NYSE)

Craft Master Corp.
Fibreboard Corp. (NYSE)

First Pennsylvania
Mortgage Trust (NYSE)

Gable Industries (NYSE)

General Electrodynamics
Corp. (OTC)

Interstate United
Corporation

Mt. Cathalia Playhouse,
Hotel & Ski Center

Province of Ontario,
Canada

Rainbow Crafts, Inc.

Roblin Industries (AMEX)

Roses, Inc,

Unity Savings Association

UOP, Inc. (NYSE)

December 1979

skilled and intermediate
care nursing homes

multi-industry association

savings and loan holding company

gases and related products,
chemicals, metal products
and health care process
system products-

cable television operator

floor coverings, shipbuilder,
automotive and industrial

- distribution

hobby kits

forest products, paperboard,
packaging

"real estate investment trust

building products and services

e}ectronics

professional food service management

diversified resort complex

-industrial development

toys and games

specialty steel/building products

trade association

100th largest S&L

diversified research, engineering,
manufacturing company
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BACKGROUND AND PURPOSE

Italian exports of printing and paper con-
verting machinery represent a substantial
(50%) portion of all production for this

industrial sector.

Printing equipment alone accounted for

75% of exports to the U.S. between 1974-1978.

The sub-segments producing printing and
transformation eguipment have been par-
ticularly successful in penetrating the
U.S. markets. Those manufacturers
producing cartographic, binding and type
casting machines have been less successful
and are experiencing continued difficulty
in market penetration. This is due to
several factors including: a more en-
trenched competitive environment, lack

of scale economies within manufacturing
plants and fragmentation in terms of

strategic long term planning.

Italy,” however, has been strengthening
its export position in the U.S. and is
prepared to establish a united, cohesive
marketing campaign for gaining greater

market share.

Page 1
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The purpose of the research project, then,

Page 2

is to develop information about the size
of the opportunity and the needs and
preferences of specific market segments
representing the greatest opportunity

for increasing sales and profits.

INFORMATICN OBJECTIVES

The information objectives will include

the following:

1. To establish (initially through
second;ry published information
sources) the total available mar-
ket (TAM) in terms of size, growth,

(}? competition and market share within

each market segment.

*

The segments to be evaluated will

be:

1. Printing, publishing and allied
industries -
- Commercial printers
- In-plant printers
- Publishers of news-
papers, books, period-
icals and miscellaneous

- Typesetters, photoengravers

2. Book binding industry



3. Packaging manufactureré of
(ﬁ% : - folding, paperboard boxes
- corrugated and solid fiber
boxes
-~ sanitary food containers

- fiber can, tube, drum, etc.

4. Paper manufacturers of
- ©paper coating and glazing
products
- envelopes, béés
- converted paper and paper-

board products

2. To identify types of equipment owned and
Q?; applications (work being done in each

category)

A

3. To determine trends in équipment tech~
nology and market preferences for new

offerings being introduced into the U.S.

4, To identify the decision factors con-
sidered important in the decision .
process. Particular emphasis on U.S.

vs. foreign manufacturers (Germany,

United Kingdom, Italy).

Page 3
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5. To determine strengths and weaknesses
of major competitors within each
eéuipment category, including such
issues as:

- machinery features and
performance capabilities

- sales activities

~ service responsiveness

- application and support

6. Sales, service and distribution channels
uses and customer preferences regarding

them,

METHODOLOGY

We recommend a multi-stage interviewing
approach be utilized to assure coverage

and reliability of results.

.

o Stages I and II consist of two
primary activities: (a) secondary
research to verify the size and
scope of the markets and com-
petititve activity within each

- market segment, and (b) 20 in—depfh
personal interviews will be con-
ducted with decision makers within

the total market.
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The interviews will be conducted by

Page 5

the Industrial Marketing Field
Representatives. These men gpec-
ialize in in-depth interviewing of
a technical nature. Their skills
are wellknown to us, having worked

for us often in the past.

This information will refine our
direction to focus on those markets
demonstrating greatest growth

potential.

® Stage III consists of conducting 400
telephone interviews. The interviews
G?% will be divided by market segment:

_ . Total Number
Market Segment of Interviews

1. Printing, publishing and
allied industries -

Commercial: 100

In-plant: 50
Publishers: _50
200
2. Book Binding 50
3. Packaging 100
4. Paper 160
Total 450




e Stage IV consists of conducting 200

. Page 6

personal one-hour interviews within the
printer, publisher and allied products
market segments. As this segment

has historically represented the
greatest revenue contribution, it is
essential to understand their atti-
tudes and perceptions regarding

sales and service performance as

well as the competitive environment.

The information developed from all sources (in-
cluding secondary) will be integrated to assure
a comprehensive and cohesive foundation for

implementation of actionable marketing programs.

TIMING AND COSTS

The project will be completéd through final report
within 24 weeks from date of the initial planning
meeting. Cost of the project, including all expenses
will be within 10% of $83,000. If it is decided

that modifications or other changes are neceded,

we reserve the right to renegotiate the cost.

One~half payment will be due upon authorization,

and final payment upon completion of the written

report.
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. TIMING
STAGE I
a} Planning
b} Secondary research search

c)

d)

In-depth interview outline
development

Sample design

STAGE I

a)
b)

c)

20 in-depth interviews
Analysis

Telephone questionnaire design
and preparation

STAGE 11T .

a)

450, 20-minute telephone
interviews to verify market
size and share

b) Personal guestionnaire design
and preparation

¢) Field briefings of 5 major
metro areas

STAGE IV

a) 200, l-hour personal interviews

STAGE V

a) Data précessing, coding, key-
punching and tabulation of all
responses

b) Data analysis

c) Presentation of findings

d) Written report within 3 weeks of

final presentation

TIME

(WEEKS)

1.0

. Page 7

CUMULATIVE

10.0

{Concurrent
with III-a)

11.0

15.0

16.5
19.5

20.5

20.5




. TIMING

STAGE I

a) Planning

b) Secondary research search

¢} In-depth interview outline
development

d) Sample design

STAGE 11X

a) 20 in-depth interviews

b) Analysis

c¢) Telephone guestionnaire design
and preparxation

STAGE I1I

a) 450, 20-minute telephone
interviews to verify market
size and share

b) Personal questionnaire design
and preparation

¢) Field briefings of 5 major
metro areas

STAGE IV

a) 200, l-hour personal interviews

STAGE V

a) Data précessing, coding, key-
punching and tabulation of all
responses

b) Data analysis

c¢) Presentation of findings

d) Written report within 3 weeks of

final presentation

TIME °

(WEEKS)

1.0

1.0

1.0
.5

1.0

4.0

CUMULATIVE

Pége 7

10.0

(Concurrent
with I1I-a)

11.0

15.0

16.5
19.5

20.5

20.5



. TIMING
STAGE I
a) Planning
b} Secondary research search

c}

In~depth interview outline
development

d) Sample design

STAGE 1II

a) 20 in-depth interviews

b) Analysis

¢) Telephone questionnaire design
and preparation

STAGE III

a) 450, 20-minute telephone
interviews to verify market
size and share

b) Personal questionnaire design
and preparation

¢) Field briefings of 5 major
metro areas

STAGE IV

a) 200, l-hour personal interviews

STAGE V

a) Data processing, coding, key-
punching and tabulation of all
responses

b) Data analysis

c) Presentation of findings

d) Written report within 3 weeks of

final presentation

TIME

(WEEKS)

1.0
1.0

1.5

1.0

.
[54]
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CUMULATIVE

10.0

(Concurrent
with III-a)

11.0

15.0

16.5
19.5

20.5

20.5



. SCHEDULE OF ACTIVITIES . Page 8

(?& : CUMULATIVE
ACTIVITY COsT COST

STAGE I
® Planning meetings to develop

understanding of the business
decision criteria and the
general scope of the in-
formation needs. Subsequent

actions will include: ' $15,000 $15,000

sample selection

1

analysis plan

- client meetings

- secondary research i

~ din-depth interview

outline development

STAGE II
° 20 in-depth interviews across
all market segments to deter-
mine how satisfied users are
with present equipment in-
cluding:
- reasons for dissatisfaction $10,000 $25,000
- specific capabilities,
features or. service .

maintenance agreements

would be preferred




—.ma lysis of preliminary
in-depth interview data

- evaluation of direction
and focus of project,
including adjustments
and modifications where
necessary.

~ telephone questionnaire
design and printing

- development of support

materials

STAGE III

450 30-minute telephone inter- h

views with persons most re-
sponsible for purchase
decision of equipment within
each market segment.
- personal questionnaire
design and printing
- development of support
materials
- briefing of interviewers
in 5 largest standard
metropolitan statistical
areas (New York, Los
Angeles-Long Beach,
Chicago, Philsdelphia,

Detroit)

COST

$24,000

ﬁage 9

CUMULATIVE
COST

$49,000
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. Presentation of findings

STAGE 1V

. 200 personal interviews with
owners, general manhagers of
commercial and in-plant

printing operations.

STAGE V

] Data processing, analysis
and synthesis of all in~
formation, concentrating

on the key issues il

with written report ' cu

COST

$25,000

$ 9,000

Page 10

CUMULATIVE
COST

$74,000

$83,000




PERSONNEL: Page 11
Michael H. Freehill, Vice President and General Manager of

the Strategy Group, will have overall responsibility for the
assignment. Mr, Freehill has over 10 years' consulting ex-
perience in a wide variety of industrial and technical product
and marketing strategy development programs, Additionally,

he has specific experience in paper processing & distribution
channels and in-plant offset printing systems.

Richard Milnamow, Associdte and Account Manager. is responsible
for management and major Strategy Group Accounts. He has over
10 years experience in sales and marketing management as well
as marketing research and consulting assignments. Mr. Milnamow,
who holds an MBA in marketing, will have responsibility as
Program Manager. He will be assisted by a Project Leader

and Marketing Analysts in the day-to-day operations,

Market Facts' Decision Systems Group will assist in the ana-
lytical and product planning development portions of the
program. This Group is responsible for developing some of
the industry's most effective analytical tools and pro-
prietary programs such as Product Specification Analysis.

i
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Examples of markets in which the Group has substantial
esperience include: ‘
e Business equipment and e Electronic instrumentation
systems and controls
e Telecommunications e Industrial chemicals
e Data processing and e Energy management
computers systems
e Construction eguipment e Water treatment systems

and materials-

e Industrial trucks and ® Paper and metals
material handling systems processing

e Transportation and
trucking

The Strategy Group - Industrial is well-positioned to handle
complex client assignments, domestically and internationally.
Its strateqgy development assignments often involve inter-
national markets, particularly Europe, South America, and
Japan. Efficient networks have been established to determine
customer needs and perceptions within these areas. These
capabilities continue to be expanded to provide better in~
formation for clients to optimize international resource
allocation decisions.

some of the clients which are served or have been served,
include the fdllowing. -

e A.B. Dick ¢ Kimberly-Clark
e American Telephone e 3-M Co.
& Telegraph
e Black & Decker e SCM
e Caterpillar e Scott Paper
e Dow Chemical e Sperry Univac
. Fibre Box Association e Tektronix
e General Telephone e Union Carbide

and Electronics

e Honeywell e Xerox




Equipment categories in which product design and product
line strategy programs, similar to this have been com-
pleted include:

Page 13

(] New concepts in controllers for automating
production machinery via microprocessor
and related technologies

) Computer-controlled energy management systems
) Word processing and advanced typewriter concepts
. Data communications terminals
® Mainframe computer systems
Complex industrial and technical product categories in
which product and marketing strategy assignments have
been completed within the recent past include:
] Industrial trucks
L Heavy-duty truck design
® Earth-moving équipment
[ New concepts in mobile telephone systems
including research and guidance throughout
the developmental process and test market
evaluation of alternative sales approaches
revenues with lowest selling expenses
] Product line strategy for new materials
in the construction industry to eliminate

ercsion of the client's market share

° Audio-vidual equipment strategy for the
professional market

* Product development in the telecommunications
field based upon user perceptions and desires

® New.éoncepts in in-plant offset printing systems



Market Facts, Inc., is corporately located in Chicago with
offices in New York, Los Angeles, Washington, D.C., Toronto,
Montreal, Vancouver, and Switzerland. With a full-time
staff of over 600, it is the largest marketing research

and consulting firm in the United States specializing in
proprietary marketing studies to assist clients in preoduct,
marketing, and sales strategy development. The corporation
undertakes assignments in a wide variety of areas, including:
consumer, government, commercial, industrial, technical,

and institutional. The company's services include: marketing
information gathering, analysis, and recommendations for
strategy development.

MARKET FAgS BACKGROUND

The Strategy Group - Industrial, organized more than ten
years ago, provides industrial and technical corporations
with worldwide marketing and product strategy guidance.

The Group employs a combination of sophisticated research
capabilities and marketing strategy expertise to assist
client companies in making profitable decisions.

Qualitative and quantitative research techniques, designed
to match the complexities of the industrial environment,

are used to determine the needs and perceptions of customers:
and prospects. The information is gathered by the Group's
specialized executive interviewing staff, based on reliable
industrial sampling procedures. Analysis is conducted by
project management, utilizing proprietary programs with
demonstrated capabilities for identifying marketing stra-
tegies and actions which will increase market share and
profit growth. .

Close working relationships with client management assure
that recommendations focus on optimal matching of client
resources with the market's needs.

To translate client strategies into result~oriented objectives
and action plans, the Group often assists in the actual
implementation. A well-proven Implementation System is

used. The System serves as a catalyst within the client
organization. It draws together diverse functional groups.
Problems are identified, Coordinated action’ plans are
developed and implemented.

Page 14
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PREFACE

Due to the limited time we had to prepare this presentation, it

is not as comprehensive as we would have preferred. While it does
not include detailed media and strategy recommendations, we have?
attempted to isolate the problems and formulate a general plan of

hY

attack.

The advertising we are proposing could best be described as an

awareness program and would be institutional in nature. It would

project the quality, pride in workmanship, reliability, value and

‘strength the customers could depend on when dealing with Association

members. It will tell who the Association is, what it does and
what products its members manufacture. It will stimulate intere§t35"

and invite inquiries.

By coordinating adverﬁising and public relations efforts, the im-
pact can be doubly effective. They will fortify and amplify each

other, so that the messages we project come thrqugh loud and clear.

We're confident that this type of integrated communications program

i

will best accomplish our objectives...and assure a warm welcome in

America.

Bentley, Barnes and Lynn, Inc. / 303 East Ohio / Chicago, lllinois 60611 / (3]2)467-9350_

S ataEaa



INDEX

I. MARKETING STRATEGY . s s v veeencacscsmensssessssssasssasss age
TI. ADVERTISING STRATEGY :eeeeevooasascssssssassnssssasssssPage
CIIT. TRADE, BUSINESS & INDUSTRIAL MAGAZINES....ee:cosses... Page
_IV. DIRECT MAIL MARKETTING. « + v s s vevnensesnsencnsosncsessss PagE
V. AUDIO-VISUAL SLIDE PRESENTATION........3.........9.;..{Page
" VI. BUDGET ALLOCATION FIGURES« e+ sereeesscaseasacnceeassss Page
VII. BENTLEY, BARNES & LYNN, INC. PHILOSOPHY & PROCEDURES. . . Page
VIII. BENTLEY, BARNES & LYNN, INC. PROFILE.;...............;.Page
IX. BENTLEY, BARNES & LYNN, INC. ACCOUNT LIST....veevnss...Page

X. CREATIVE STATEMENT & SAMPLES INFORMATION.....ceasceen- .Pagé

Bentlev, Barnes and Lynn, Inc. / 303 East Chio / Chicago, lllinois 60611 / (312)467-3350 - ..

1

2

4

22

23

24
25
27
29
30




i

I. MARKETING STRATEGY

Essentially, our basic marketing problem is this:

We need to motivate the American market to consider the purchase
of ITtalian graphics machinery. To solve this problem, we would
need to invoke the use of a) marketing research, b} public
relations efforts, and c¢) advertising.

At present the Association receives a very low share of the U.S.

graphics industry market, primarily because Americans know little
or nothing about our products. Therefore, our multi-phase program

‘would be geared toward the following goals:

1) To establish a firm foundation, on which to build
a position within the U.S. market for Italian made
machinery products

2) To strengthen identity of the individual préducts

3) To create a favorable impression among the opinion
leaders in the U.S8. graphics industry

4) To create a demand for the individunal products

Bentley, Barnes and Lynn, Inc. / 303 East Chio / Chicago, Illinois 60611 / (312)467-9350
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II. ADVERTISING STRATEGY FOR THE ASSOCIATION

In order to position the Association more solidly within the graphic
industry market, and reach potential customers, we propose an adver-
tising strategy that would saturate the graphics market before,
during, and after the PRINT 80 Trade Show. Our program would break
down as follows:

1) Pre-Show Trade advertisements

2) Pre~Show Direct Marketing Mail pileces

3) Direct Marketing Mail pieces to hand out during show

4) Post-Show Trade Advertisements

5) Post-Show Direct Marketing Mail pieces
We feel that a hard~hitting advertising program of this nature is
necessary in order to penetrate the market. Most American firms
aren't yet aware of the Italian products available, so they must

be reached with both impact and freguency.

Americans have a great deal of respect for the craftmanship and
precision of Swiss, West German and Japanese machinery...our ma]or

-challenge is to add "Italian" to this roster.

‘We know the Association's products are good. We know the prlce is

competltlve, the designs are sophlstlcated, and the gquality is

- superior. Now it's time to convince our potential market. Our

‘ objective is to communicate this important information to everyone
"who uses graphics machinery and equipment, and convince them that
"the Association members' products may improve efficiency and save

dollars in the long run...and should be con51dered before making

-a final purchase decision.

“Potential customers must be convinced not only of the-outstanding

quality and value of the equipment, but also of the ease in
obtaining parts and service when needed. Their fears o0f extended
"down-time" must be dispelled. :

One factor in our favor is that most firms will not make a major
investment in machlnery or equipment without investigating all
possibilities. If they've heard about the Association members'
products and a few convincing arguments -- they should at least
be expected to learn a bit more about them.

I

Bentley, Barnes and Lynn, Inc. / 303 East Ohio / Chicago, Illinois 60611 / (312)46?"935%
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We feel certain that we can help the Association create a serious
interest in their products. First, because we are a strong, full-
service agency, and second, because we have the experience and
insight into selling to the graphics industry.

Four of our current clients are in this field: Transilwrap Plastics,
Advance Die-Cutting, Seal-Tran, and General Loose-Leaf Bindery Co.

We do a great deal of work for these companies: trade ads, brochures,
direct mail pieces, and point of purchase. In addition, we have

done considerable collateral work in the past for Verson All-

Press, Nuttall of America, Inc. (an Australian firm with problems
‘similar to yours) and Miehle-Goss~Dexter, Inc.

_In short, we are familiar with the psychology required to sell to

this industry...and we are certain that we can both stimulate A
interest in members' individual products and build an image of qual~
ity and reliability for the family of manufacturers as well.

h

Bentley, Barnes and Lynn, Inc, / 303 East Chio / Chicago, Illinois 60611 / (312)467-9350
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IIT, TRADE,.BUSINESS AND INDUSTRIAL MAGAZINES.

These are the magazine classifications from which publication
selections will be made:

Printing and Printing Processes Industry.
Packaging Manufacturers, Paperboard
Packaging Users

Paper

Plastics and Composition Products
Reproduction: Inplant and Commercial
Office Products

An editorial statement by each publisher follows.

Bentley, Barnes and Lynn, Inc. / 303 East Ohio / Chicago, lllinois 60611 / (312)467-9350
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* American Prinfer
and Lithographer

(formerly 1nland Printer/Amorican Lithographer)
A Hocdoen-Hunior Publication

V/BPA SCABP

. #ledia Code 7 680 €350 6.00 .

Jrubushied  mentiny by Maclesn-Hunter  'ublishing
Corporsiien, 340 W, Adams 8L, Chicago, 11,
GuGUS. I’hune 312-726-2802,

For thipping info.. ere Print Media Produstisn Data,

PUBLISHER'S EDITORIAL STATERENY

AMERICAN PIINTER AND LITHOGRAIHER is
cdited for members of the printing, publishing and
graphic arts Industry in nanaging and operating
eficiently. Feature articles contain subjects ranging
from fidustrystechnology trends to manugement and
production techuniques. In acdtdition to regular fea-
tures the pultication's speclalized departments in-
clude: Automated Composition, Newspaper Techno-
logy, I’hotomechanical Technigues, I'roduction Xan-
agement, Selling and Salesmanship, Direct Mail/
_¥rometion, Jii-Plant Operations. Iegular departments
T inelude: New Equipment, Dooks/Tapes, and Wasli-
Ingten Outlook, Iteg'd 3/36/79.

Book Production industry
& Magazine Production

An Innces Co. Publication
E%WMK)
AL GOLCIN

tedin Code 7 £30 0550 3.80

Tublished bimonthly by Inpes Tublishing Co., 910
8Skokio Nlrd.,, Northbrook, 111, £0062. Fhone 312-
564-5940,

Fer thipoing imfe., Sta Print Media Preduction Data.

PUDLIOHER'S EDITORIAL STATEMENT
NCOK PRODUCTION INDUSTRY is edited for
mianupement personiiel i the book industry plus
production management personnel of the magazine
urinting  Industry.  Editorial  materlal reports on
the application of new  equipment, supplies  anl
methods and thelr relation to design, produetlon,
purchasing aud business management, Nec'd 3/10/79.

FLEXOGRAPHIC TECHNICAL JOURNAL

Medla Code 7 680 350 0.00

Publishead blmonthly by tlid Foundation of the Flexo-
rraphic Technicel Assos., 05 W, 1bth St., Hunte
ington Sta., N, Y, 11746. Phone 518-271-4530.

For shipping info., see Print Media Production Date,

PUBLISHER'S EDITORIAL STATEMENT .
FLEXOGRAPHIC TECHNICAL JOURNAL is de-
votedd to the flexographie printing market. Reparis
cover ecquipment, materials, supplies and sersices,
Also persounel changes, mergers and acquisitions,
meetings and trade shows, Features are concerncd
with Information on Hexographic printing Drocess,
production  technology, manufacturing technlques.
Nec'd 5/9/58.

A Nonh Americon Publishing Ceo. Publjcation

.

Medin Code 7 GBD 1200 2.00

Published moatnly by Nerth Amerlean Publishing
Co., 401 N. Droad 3t., Philadelphis, Ta. 19108,
Thone 215-574-9600.

For shipping \nfo., tes Print Media Produttion Data,

PUBLISRER'S EDITORIAL STATEMENT
NUSINESS FORMS REFPORTER is edited for manu-
Tacturers and distributors of buslness forms and
resated printed produets. In addition’ to a different
theme each month, regular features and departments
{nclude columns on customer rervice and sassoclstion
sciivities, new products and hew literature, reviews

‘of mew farms-using equipment, case hlstories of

manufactuter snhd distribuior operations, continuing
directory of forms products for resale by dlatributors
and praduction equipment/supplies for use by manu-
facturers, husiness forms company stock markel

report, coming events, News Jteriew (who, what,
where in the industry}. Rec'd 5/24/77, :

Graphics
Megia Gode 7 889 zggg 1.&"""“""

_ T'ublished monthly by Cody Publications, Inc., P. O.

Drawer 1030, 410 W, Verona 6t, Kisslmmes,
Floride 87741, Phone 305-8468-2500.
PUBLISHER'S EDITORIAL STATEMENT

GRAPEICS {s edlted for those in the erhlg Arts
industry throughout the Southeast and the Carl been,
including ‘commercial printers, irade shops, in-plsnt
printers, suppliers, advertising asxencies, DEWIDLDUTS,
schools and periodical publishers, Capsule news briefs
provide informaticn on new squlpment end produels,
new books and lltersture, company and individual
itemi, and other actlon in the Indumry. Naws
ariicles include coverage of seminers, workshopé and
other educational opportunities avallable to readers:
reports of actlylties of various indusity organizatlons;
tndustry developmeonts and trends; governmental &o-
tion and §ts effect on the industry. Features snd
technical articies loclude detailed informstion oo
management, sales and production, Ttec'd 3/28/73.

(cont.)

Bentley, Barnes and Lynn, Inc./303 Ehst Ohio/Chicago, 1llinois 60611A312) 467-9350
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PRIt’ING & PRINTING

Graphic Arts Monthly

A Technical Peblishing Publication

VBPA YTABP

INCE

Media Data Form
Media Code 7 680 1500 8.00

Tublishied mouthly by Technleal Publishing, a com-
psny of The Dun & Bradstreet Corp., GG 1ifth
‘J,\:ULO. New Yark, N, Y. 10019, Yhone 212-489-

PUBLISHER'S EDITORIAL STATEMENT
GRATHIC ARTS MONTHLY'S editorial purpose is
to provide readers with information to help them
lower™ costs, licrease productivity, enhatce quality
and maximize safety, Articles on methods, materials,
equipment and techniques are published and balancei
with news and interpretative reports. Rec'd 12/18/78.

Package Printing

A North Amoericen Poblishing Co. Publication

Media Cods 7 650 3525 5.00

Published mominly by North Amerlcan I*'yblishing
Co., 401 N, kroad St., Philadelphia. Pa. 10104,
Phone 215-574-9600,

For shinping info., see Print Media Production Data,
PUBLISHER'S EDITORIAL STATEMERT
PACKAGE PRINTING i3 edited for the combined
nackage printing flelds, dealing editorially - with
flexography, gravure and ofiset, along with the die-
cuttlug  finishing process — information concerns
those that produce flexible packaging, printed spe-
cialties, tags and labels, folding cartons and cor-
rugated containers,  Articles deal with inanage-
muent, production and techniques, as well as products
pertinent 1o package printing. Also Included ars
“how-te' articles, plant operation stories, HIANLES-
mwent toples, problems and solution reports, hew

product news ancd developments. Itec'd 5/24/77.

PRINT-EQUIP NEWS
LD

Aroaian

[Jed)n Cede 7 0350 3600 2,00

Tublished monthly by P-EN Publications, Ine., 801
Milford St. (91203), P. 0. Box 10820, Glendale,
Calif, 51209, Phone 213-243.4870.

PUBLIAHER'S EDITORIAL STATEMENT
PRINT-ZQUIP NEWS 1p edlied prlnarlly for man-
~apement and gupersisorty personnel In the businsss
snd preduciion deperiments of graphie srts business
firng and in-plant printing deparuneats of privste
frmy, governmeniel deparimments, and sdueatlonal and
other instltutfons In the 19 Weatern states. Priority
Is given to news ltemn orlented to that srea, fnelud-
ing sisociation actlvitles, wesiern trada shows rnd
conferences. expanslon and succeds storles, perconne)
engnyes. mejnr Instellations snd spplieations of new
squipment,” Excentions would bs on new products,
msjor nationaal trade shows end tonventions, induatry
surreyr and studles, ond techniesl research reporis,

PROCESSES (cont.)

PRINTER'S NEWS

Kelin Code 7 630 3500 0,98 .
Tublished monthly by Printer's News, 11450 Bla-

soinet No. 301, Fousion, Texas 77099. FPhonue -

713-833-6170.

For ehipping info., ses Print Medin Produetion Data, .

PUBLIBHER'S EDITORIAL STATEMENT
PRINTER'S NEWS contains hews of interest to the
araphic arts community in the West South Central
Region, This non-technical publication features photo
ant editorial plant tours of facilities in the reglon,
articles on members of the graphic arts commtnity,
coverage of reglonal trade sliows, seminars, conven-
tlons and open houses, Jt features a monthly goasip
type column, New products are evalusted, *‘how o'
artlcles, book revlews, mew product news relesses
and manufacturer’s new literature is run throughout
the book. Ltec’d 7/13/78.

Printing Impressions

A North Ameritan Publishing Ce. Publication

VBPA == seaBp

Lnis(s

Media Data Form

Modia Code 7 880 4000 8.00

Pu?lhhed monthly by North American Publlshing

Co., 401 N. Broad St., Vhiladelplia, 1’s. 19108,
I'hone 215-574-9600.

PUBLISHER'S EDITORIAL STATEMENT
PRINTING IMPRESSIONS i3 edited for supervisory
nianagement, Four areas are covered: 1. FPrinting
lnanagement techniques. 2. Printing production
technology. 8. Market and technological trends. 4.
New equipment revlews plus how-to articles on

“woperstions in all productlon phases. This fourfold

foundation is the bass for an edltoriel content whicl
eovera: general graphic arts news (85%): financial
news (15%); management LImprovement features
{15%:); new products (109); specifications of
equipinent {10%): technical reports (15%). Speclal
features Include: New Produels, Equipment arnd
Supply Revlew: Sales Leads; Graphic Arts Stock
2’5?;'}?’5 Reports; Successful Company Analysis Jec'dl

(cont.)
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PRINTING & PRINTING PROCESSES (cont.)

Printing News

Meata Uode 7 63D 4450 5.00
I'ubtizhied  weekly by Printing News, loe., 449
Dark Ave. 5., New York, N. Y. 10016, Yaone 217
£89-0690.
For shipping infe.. see Print Media Produttion Data.
PUBLISHER'S EDITORIAL STATEMENT
PRINTING NEWS content includes current news
and activities of printlug and allled industries of
17 counties cumprising. Creater Metropolitun  Area
of New York, New Jersey, Counecticut, Carries news
articles on the development aml techuleal aspects
of new materials, eyuipment, and processes. Also
articles on management, repoits of meetings of
organizations and associatlons, and news of indi-
vidual drms and personnel, Weekly calendar of
events on mieetings of about 50 organizations in thds
area. NRee'd 7/8/74.

. L) .
]
Printing Views
A MNidwest Publithing Co., Inc, Publication

Bfediz Ceds 7 GR0 5400 9.00 .

Tublished uonthly by Midwest Publishing Co., Inc.,
£328 N, Lincoln Ave,, 8kokie, 11, 60077. I*houo
21753308340,

Far sh.pping irfo.. sec Print"Media Production Data.
PUBLISHER'S EDITORIAL STATEMENT
PRINTING VIEWS is specifically directed towards
the regiounl iuterest of the midwest printlng pro-
ducer and s edited for owners management, aud
production executives in commercial, newspaper and
private printing plants: amd in allied crafts and
servlces, Current news, Industry trends, new processes
and yreduets ave supplemented with regular monthly
colutuns oh personuel, Nnanclal, company and supply
news, Ilctorial treattent usunlly accompanies trads
meeting and convention reports. Feature articles fu-
ctuae coverage on labor-management relations, legls-
latlve involvement, and interpretive staff articles on
the general dlrection of thoe mldwest printlng lus

dustry  economy.

Reproductions
Review & Methods

A Morth American Publishing Ce. Publication
(This is o patd duplicate of the lsving under
Clarsification No. 1261.)

VBPA Y<ABP

Fedia Code 7 630 5500 6.00
Iublished monthly by North American DPubllihing
Co., 401 X, Broad 8t., Fhiladelphin, I'a. 19108,
Thone 215-574-8600.
For shipptng infs., sos Print Maedia Produetion Dats,
HFUBLISHER'S EDITORIAL STATEMENT
REPRODUCTIONS REVIEW & METHODS s edited
for in-plant printing and communications, Its fes-
tures and news cover offset printing, duplicators,
copiers, wood processing, mictographics, blpding
#yst2ms, englneering reprographics, reprodrafting, end
" related subjects. Also contains articles on in-plant
printing market: offset presses, paper, ink, and new
yroduets. Rec'd 5/6/717.

Screen Printing Magazine

An ST Publication

(&) " YSABP

Media Codo 7 680 8200 2.00
Published monthly by ST Publications, 407 Gilbert
Ave., Cincinnatl, Oldo 45202, Phone 513-421-2050,
Member: Second Class Mzil Publications. Ine.
PUBLISHER'S EDITORIAL STATEMENT
BCREEN PNINTING MAGAZINE {5 deroied to the
screen  nrinting  fleld. industrial aspects ax well
83 commerelal production of signs, displays, decals,
posters, ete, echnical articles toncerning various
facets of productlon as well as articles of more general

nawute specitically zllored w the needs of the in-
duatry aute fedlured, UDobarinient bewdings include:
Rexders’ Service, Trade Association News, Muterials
sy Lyuipent, Culing evenrs, ete. Features cover
& wide range of subjects inctuding: preduction, comt
ahaiysis, auminlstration, dJdesign and Jayout, ease
hisiories, ete.

World-Wide Printer

A Hoerth American Publishing Co, Publication
Media Code 7 680 6899 1.00
Y'ublished 6 times a year by North American Pub-
lishing Co., 401 N. Nroag 8Si., Philadelphia, Pa,
19108, Phone 215-574-8600.
For shipping info.. see Print Media Production Data.
PUBLISHER'S EDITORIAL STAYEMENT
WORLD-WIDE PRINTER reports on internationat
develoimnents in technical, mechanical, equipment,
aned  engineering systems ased by printers. boak
manufacturers, husiness forms manufaclurers, news:
paper yrinlers, packaging houses snd paper con-
verters, In a vyear the editorial contenl would he
roughly 302 new eéquipment and systems: 309%
anglysis of existing machines and procedures and
their adaptations under differing national condl.
tions: 20¢, general news of events in the entire
graphle arts situation In the world; and 209% de-
tailed answers to technica! problems, questions,
ralsedd hy readers. Ree'd 2/14/79.

Bentley, Barnes and Lynn, Inc./303 East Ohio/Chicago, lllinois 60611/312) 467-9350
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PACKAGING MANUFACTURERS

Paperboard

Boxboard Containers

A Moclean-Hunter Publization

@ SCABP

Media Code 72 610 {500 7.00
Published  momhly by  Maclean-Hunter TPubllahing
%‘f;p.. 30 W, Adams, Chicago, 11, 60806, 1’hone
B.V2G. 282 ’

For shipning info., see Print Media Production Data,
PITRIISH ™0 ENITNARIAL STATEMENT
NOXBOARD COXTAINERS 13 edited for senior
malagement and production executives in the box-
making industry. Editorial features consist of firste
heml reports and interviews on what progressive
companies and executives are delng in the derelop-
ment and utilzatlon of new ideas than ean lead
te greater ypreduetivity and profitabllity, Approxi-
mately one-third of Boxbhoard Containers editorial
content is «devotedd to industry news and brie! lew

product stories. Ilec'd 9/5/78.

Package Printing

A North Americon Publishing Co. Publicotion -

(Thls is a pald duopllcate of the lsting under Clas.
sitication No, 118, :
M EEN,

Media Cede 7 610 4250 6.00
Fublistied monthly by North American Publishing

Cu., 401 N. Broad St., I'hiladelphis, Pa, 19108,

Phone 215-574-9600, .
For shipping Info., sce Print Media Produstion Data,

PUBLISHER'S EDITORIAL STATEMENT

PACKAGE PRINTING is edited for the combined
packege printing flelds, dealing editorially with
flexography, gravure, and offset, along with the
diccutting finishing process—information concerns
those that produce flexible paekaging, printed spe-
cialtles, tegs and labels, lolding cartons and cor-
rugated contalners. Articles deal with managment,
production and techniques, a3 well as products per-
tinent to packeage printing. Also included are *‘how-
to’’ articles, piant operation stories, management
toples, problems and seolutlon Yeports, new yroduct
news anil developments. Rec'd 5/24/77.

Faperbaard Packaging

A NMagorines for Industry Publication

) SYABP

Media Code 7 €10 4500 4.00
ablistied monthty by Magazines ¥or Industry, loc.,
Vi Third Ave,, New York, N. Y. 10017, I'hone
?1353‘23-7:78. Calile GUSSOWICE, fTelex No.
For shipping info., sce Print Media Production Data.
PUBLISHER'S EDITORIAL STATEMENT
PAPERDBOARD PACKAGING demonstrably  serves
the snectrmmn of the paperbinard converning Industry
with {15 bwlunced feature amd news coverapge of .the
corrupnted coiuginer, folding carron, paperboard mill,
rigid tox, snd converied hoard producis flelds, R
presents Inforination In reporforlal and {nterpretlve
forin to carporate munagement, producilop menage-
nirent,  gnteg/marketing, resesrch  and  development,
engineering and the varlous other nositlons in hath
opereting anid administirative management.

Paper, Film
and Foil Converter

A Mocloan-Hunter Publicotion

VBPA  YAaBP

INEC

Media Data Form

Medin Code 7 610 6000 3.00

Publisked monthly Ly Maclean-Hunter Iubllshing
Corp., 300 MWest Adams St., Chicago, Jl. 60808,
Phone 312-726-2802,

For shipping info., see Print Media Production Data.

PUBLISHEAR'S EDITORIAL STATEMENT
PAPER, FILM & FOIL CONVERTER communicates
information to converters (fabricators) of paper,
paperboard, film and foll products to help them
improve thelr operations, contro! costs and earn
satisfactory profits, Neaders are managers with ad-
ministrative, production, technical and marketing
functions who serve the packaging and other end-
use industries, Feature articles present new develop-
ments In the printing, coating laminating, forming,
extruding and cuttlng processes; they cover case
histories, piant operations, marketing trends, govern«
mentat  regulations and  environmental concerns,

Monthly departments help solve day to dsy problems:

report Industry news, new machinery and equipment,

new materials and new product {deas. Rec'd 4/19/70,

Bentley, Barnes and Lynn, Inc./303 lEast Ohio/Chicago, lllinois 60611/312) 467-9350
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PACKAGING USERS

Good Packaging

hUVEREED

Media Code 7 £15 1200 3.00
fulli-hen monthdy by Paeifie Trade Journals, oe.,
1315 1., Julian St., San Jose, Callf. 05116, T'hone
408-285- 1641
For shinping info.. ses Print Media Prrduction Data.
PUBLISHER'S EDITORIAL STATEMENT
GOOD PACKAGING is edlited for the packaglng
Industrs. principally in the 13 Western States, Kdi-
torial teatures include improvementa and Iinnova-
tions m packages, packaging mechinery, packaging
materials and suppliers and other Dackaging services,
Departments include: Machinery and Produets,
Conipany Trade Literature, News Driefs and [I'er-
sonalities. Ilez2"d 9/29/57.

Modern Packaging

A Morgan-Grampian Publication

VerA - 3
ABP

Media Code 7 615 2000 5.00
Publishied monthty by Morgan-Granplan Publishing

Co., 2 Iarl: Ave., New York, N. Y. 10016, 1'honw

212-340-9700. Telex: 42 55 02,
For snipping 10fn.. see Prnt Media Production Data,

PUBLISHER'S EDITORIAL STATEMENT

MODEIN PACKAGING is edited for professionsl
packargers who plan amd haplement the paclaging
of their companles’ produets. The editorial ohjective
ta to Interrelete the miany facets of packaging with
tho excentive’s primary duties. Neflecting the varlety
of thess rtoles, editorlal content covers research,
engincering, design, nanagevent, testing, pruduc-
tiom, marketiug aml the svclopolitical factora aflect-
fng the peckaglug function, I additlon to Inter-
pretative articles, news aml trends aore nlvo covered
In 10 editorial departments; dates/places, free lit-
erature, Intebreak, lews/rulings, wmarketplace, out-
Took, plants/people, packaging activity/price Indexes,
:Q%;\ G(qucstimls anel ohewers), and showease, Llec’d
L3770,

Package Development &
Systems
VBPA

Medin Code 7 615 3500 8.00
ruthlishied bimomihly by Scarhorongh Publishing Co |
Ltd,, I, 9. Dox 2250, Dirlarcliff Maner, N. Y.
10510, IMlisne Y14-011- 48014, -
PUBLISHER'S EDITORIAL STATEMENT
TACKAGE DEVELOPMENT & SYSTEMS i3 edited
for technically nunded nackagihg nrofessionals who
are sesponsible for the development and implementa-
tion of paclkaging for new produets, the improvement
o! existing packsging and the supporting packaging
maechinery systems., Jditorlal purpose is to provide
intormation that will help Improve packaging efd-
clency hoth on the packaging line and in the market
pince through the anplication of secientific and engi-
neering principles, Supporting departments include
New  Developments, Overview Books, Timesavers,
?}grﬂlﬁards. Testing, DBasics and Literature. Itec’d
JAa U,

[

Package Engiheering

A Cahners Publication

- VBPA YYABP

Media Code 7 G435 4000 4.00 .

Yullisherd monthly by Cahners Publishing Co., dlv.
of Iteed Holdings, Inc, 5 5. Wabash Ave,
Chicapo, 1H. 60603, 1'hune 312.372-68B0. FWX
010-221-3074.

For swippl.g snfo., see Print Media Produetion Data,
PURLISHFR'S ED!TORIAL STATEMENTY
PACKAQL TENGINEERING provides information
about developments and interprets those developments
in termis of what those in the various functions of
packaping need to know, Editorlal content includes
News and ‘Trends, New Package News, I’lant-of-the-
Month, State-of-the-Art reports, as well as New
Troduct News and feature articles covering develon-
ments in the spectrum of packsging, The Annual
Ruvers Guide, published as the repular October
jssue, includes Indexes, lstings and cross references
to help readers identify and locate suppllers of pack-
aging machinery, packages, contalners, nackaging

materinls, and packaging supplies. Rec'd 11/20/77.

Packaging Digest

A Dslta Communications Ine, Publication

Media Data Form
Media Code 7 615 5200 9.00
I'ublished wmwonthly by Della Commsunications Ing,
400 N, Michigan Ave,, Nulte 18146, Chicago, 1k
€0611, I"hone 312-222-2000.
For snippiag #ntu,, see Piiat Media Produetion Data,
PUBLISHER'S EDITORIAL STATEMENTY
PACKAGING DIGENT i3 edited for those in the
packaging Indusiry  responsible  for Industrial  and
consunier packaging  evduation, specitication, pur.
chase, design, engineering, &Iy, and line produe-
tion, Iun a rear. PACKAGING DIGEST will report
on new and hnproved product ideas awd  develup-
ments In packaging machinery: controls and nstru-
ments; paper, phastie, glass, woml, metal and flexi-
ble containers: closies: component materhals includ-
ing chemiealy, plastios, adhesives, Inbels, tape, jtilin,
eus;/: ~l“ml related mmaekinery and equipment, ec’d
778794, .

Bentley, Barnes and Lynn, Inc./303 East Ohio/Chicago, llinois 60611/(312) 467-9350
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PAPER

Paper Age
VBPA

Hedia Code 7 625 2000 5.00

PPublished monthly by Dusiness Tress, Ine., 101
)‘.’(;.f_t. St., Hillsdale, N. J. 07642. Ihone 201-664-
025, .

Fe‘r thipping info., see Print Media Production Date,

PUBLISHER'S EDITORIAL STATEMENRT
PAVEIN AGE 11 edited for management, marketing,
technlical and operational personnel of pulp and paper
mills and thelr converting operations. 1t is a 1ablold
publication emphasizing news In format and content.
Corerage lncludes the many interests of paper in-
cusity. from the latest in process techniques snd
equipment, to financis! affafrs. and news of plaps
for ct;mlruction and/or {nstallation of new production
capacity.

Paper Trode Journal

A Vance Publication

@ S<ABP
Media Code 7 625 3800 7.00 :

Published twice o month by Vance Publishiug Corp,,
133 liast 5Sth St,, New York, N. Y. 10022,
Ihone 212-755-3400.

Memlier: Second Class Mall I'ublieations. Ine,

For shipping info., see Print Media Production Date,

PUBLISHER'S EDITORIAL STATEMENRT
PATENL THADE JOUNUNAL I3 edited primarily for
supervisory and menagement personnel in paper end
pulp mills; secondarily for the ssme funciicns in con-
rerting operations. They range from execuiive through
operating, technical, engincering and tnalntenancs
group heads end thelr {nmimediate sssistants. 50% of
the editorlal content consisis of technical and produe-
thon methods articles which are simed to help the in-
dustry produce betiet products at a  greater profit.
Fdliors hold enpintering degress and have from 2 to
10 vears of mill production experience. Features in-
clude industry news, prices, figures, trends; new and
fmproved equipment and chemicals.

PIMA
YBPA

Medin Code 7 625 4500 2.00

Published monthly hy PIMA (Paper Industry Man-
pgement Assaciation), 2400 K. Oakton, Arlington
Jeights, 111, 60005, Phone 312.956-0250.

Fer shupping info,. see Print Madia Production Data,
PUBLISHER'S EDITORIAL STATEMENT
I'IMA econtzinag endeles on current management and
production prohlems, innovatfons, market developineng
atil saley, Special features juclude rew producl,
equipment, material  reviews and  manufacturers’
litvtature; personnel chahges in excentive and milt
positions amt in the supplier's fleld; caming fnang-
llr_rl;'\'[:‘nts; and I'IMA assoclation news, Wee'd

LU WA

!

Pulp & Paper

A Riller l-'uupnn Publication

VBPA  SSABP

[AGEE

Media Data Form

Media Code 7 625 5400 4.00

Published monthly (except in November) by Miller
Treeman I"ublications, 500 Howard St., San Fran-
clsco, Callf. 94105. Phone 415-397-1881,

For shipping info., scs Print Medin Production Dals,

PUBLISHER'S EDITORIAL STATEMENT
PULDE & I'APER is edlied for the pulp, paper and
paperhoard manufecturing industry, and the produc-
tion, hurvesting am! handling aspects of the pulpwood
Industry. It 45 editorlally responsible for providing
mansgemenl with curfent news, Interpreting indusiry
tresids, mnd providing supervisory, productlon and
techintcal personnel with up-to-date information on
new methods and equipment In use and on the draw-
tng boards. Its editorisl content iz specifically d&i-
recied toward management, supervisory, production
and teehndcal persounel) ln the pulp, paper and paper-
board manufaciurlng industry,

Southern Pulp and Paper
Manufacturer

An Abernethy Publication
LAY VERIFED
AT (AT

Media Code 7 625 5800 5.00

Published monthly (semimonthly in October} by Er.
“nest ¥, Abernethy Publishing Co., Inc., T5 Third
6813'2 N. W., Atlanta, Ga, 30308. Phne 404-881-

442,

For shipping Info., scs Print Madla Production Data,

PUBLISHER'S EDITORIAL STATEMENT

SOUTHERN PULP AND DPIAER  MANUFAC-
TURER is edlted for those in the pulp, paper, snd
paperboard manufacturing Industry in the Unlted
States, News articles report on development and
technlcal aspects of new materials, equipment,
processes and engineering systems to manufacturing
problems generally: reporis of statistics, expansions,
personnel  movements, management and business
news. Itec'd 7/2/74.

(cont.)
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11.
PAPER (cont.)

Tappi
VBPA

IMCE

Media Data Form

Offclal publication of:

'g‘eeluucul Assoclation of the Pulp and Paper In-

ustry

tisdia Cofa 7 625 CODO 1.00

Published monthly by the Technles) Assozlation of the
YPulp 2nd Paper Industry, 1 Dunwoody Pk., At-
lanta, Ga. 30338, Phone 404-394-£130.

For ahipping inlo,, see Print Media Produstion Dals.

PUBLISHER'S CDITORIAL STATEMENT

TAPPI is edited for the management and technical
personnel In the pulp, peper, paperboard, and con-
rerting Induairies. 1t contzing information on getr: -
(the and enginecring developments and i intended
to further 1he applicatlon of the sciences in the
paper induntry, and 1o encourage research and the
exchenge of fdeas. Ariicles’ report on managemeny
practices, process derign and development, product
renesreh and development, and on origlnal research.
Speciel features inclule reviews, new proaucis, new

- Wterature, induztry news, TAT'DI'T technical commlities

reports and profscts. Nee'd 1/30/74.

Bentley, Barnes and Lynn, Inc./303 East Ohio/Chicago, Hllinois 60611/312) 467-9350
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PLAS'IQCS & Composition Products .

Blastics Engineering

®

Officlal publlcation of:
Society of 1'astics Engincers, Ine.
Media Code 7 655 2625 6.00 )
Pubilshed monthly by the Soclety of Mastles Engl-
nsers, Ine., 656 WW. I'vtnam Ave., Oreenwich, Conn
0C830. I*hons 203-6G1-4770,
For shipping info., sce Print Media Production Data

PUBLISHER'S EDITORIAL STATEMENT
PLARTICK ENGINEERING 13 edited for technically
oriented executives nad englieers engaged In producs
tion, destgn, researcl, develupment and markefing
of plastic materisls, plasties processing equipment
and plastic products. Jiegular featute articles ouver
processing, design and materials, Technical papers in
tite fleld of plastics are also published in Plastics
Engineering fur members of the Society of Plastics
Lngincers and other plastics readers. Rec'd 3/26/79.

Plastics Machinery
& Eguipment.

An Industry Modia Publication

VBPA YABP

Modia Code 7 655 2750 2.00

I"ublishied monthly by lndustry Medis, Ine,, Execu-
tive & Ddltorlal oMees: 1120 K, 17th  Ave,
Denver, Colo, 80218, Y'hono 303-832-1022,

PUBLISHER'S EDITORIAL STATEMENT
PLASTICS MACIHIINENLY & EQUIDPMENT s edlted
to provide techuical Information and Industry news
for those who select and buy plastles processing
machinery and egnipment In U, 8§, canptive and
custom processing operations, as well a3 for those
who  manufactire plastles  proeessing  machinrey,
cquipment end molds, Sublects covered incluele de-
sipn, oneration and malntenance of processing equip-
ment and melds: processing technology: new prod-
E,Crr?i:/'l'ndusuy news and calendar of events., Rec'd
{fa i

Plastics Technology

A Dill Communications, inc, Publicotion

BPA »=a s7ABP

Msdia C2¢s 7 €55 3000 1.0D
Published menthiy by Blll Communleatlons, Ine., 833
Third Ave., New York. N. Y. 10017, Phoos 2]13-
936- 4800,
For shipning tnfo., ot Print Madia Produstion Dats.
PUBLISHER'S EDITORIAL STATEMENT
PLASTICS TECHNOLOGY 1is edited for people con-
cerned with any sapect of manufacturing plastics
produets, \Vritten for enginesring and technical peo-
ple ranging from superrisory level through technleal
menagement at custom, propristary and captive pro-
cessor plents; and process engineers in end-user
plants, Editorially concerned with keeping the many.
facturing people informed on machinery, including
trjection molding apd extrusion, susiliary equip-
ment, resins, chemicals and additives, and schloving
mazximum productivity, Covers developmenta In plas-
ties processiing techniques, machinery and egulp-
ment, materials and compounding ngredients and
spplications, Iec'd T/21/75.

Plastics World

A Cahners Publication

V/BPA Y<ABP

Media Coce 7 655 4000 ¢.00

Poblished monthly by Cehners Publishing Co., dly,
of Ieed Ioldings, Inec., Cahners Blidg.,” 221 Col-
nmbus Ave., Iinston, Mass, 02116, Phone 617-5368-
7080, TWX 710-321-0632.

Fer shipping infe.. sze Print Medla Proeductlion Data.
PUBLISHER'S EDITORIAL STATEMENT
PLASTICS WORLD 1is written for individuals at
plants that process plasties. Plastics World contains
news and feature articles on the major aspects of
processing plastics products Ineluding researeh and
development, engineering and design, manufacturing,
marketing and mansging. - Plastles World alse pro-
vides basie Information on developmenta in ma-
terials, methods, apnlications, pricea and economle

trends. Tec'd 3/1/77.

Plastics World 1980

‘Suppliers Reference File

A Cahners Publication

VBPA

Media Code 7 655 4600 2,00 )

Pahlishell annually by Cahners Publishing Co., dir.
.of Reed Holdings, Inc., Cahners Blag., 221 Co-
lumbus Ave,, Boston, Mass. 02116, Phone g17-
b36-7780; TWX 710-321-0823.

For shlpplnr Inte., se¢ Print Media Produstion Data,

For basic Information on the followlnp numbersd

segmients 1.2.3.14.15, eee Plastics World listing.

PUBLISHER'S EDITORIAL STATEMENT
PLASTICS WORLD 1980 SUPPLIERS REFER-
ENCE FILE §s a buyers reference compiled for -
individusals who process plastics or deslgn plastics
materials into thelr products. The Relerence File
contalny a complete listing of suppllers of Plastics
Materinls, Additivea,. Maclilnery and Auxiliary
Equipment. These listings are indexed by product
ceategory. They show the products manufactured as
well as - the companes supplylng thess products.
Ttec’'d 4/22/77.

) .
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REPRODUCTION: Inplant & Commercial

In-Plant Printer

An Innee Publishing Cempany Publication

edia Code 7 725 1412 .00
Published himenthly by The Innes Publishin Co.,
910 RBkokie BIvd,, Northbrook, I, §0062. Phone
312-564-5940,
PUBLISHER'S EDITORIAL STATEMENT
IN-PLANT P'RINTER is edited for the management
and personnel of company, institulional and govern-
ment printing departments, Articles present “‘how to**
data, usually within the framework of actupl case
historics, Fach issue concentrates in particular on a
major aspect of in-plant printing; e.g., CODY prepars-
tion, cemers work, platemaking, presswork and
finishing operations, Regpular departments include: . -
In-Plant Management, Word Processing, Presswork ‘
Clirie, Prepress Methods, Graphic Technliques,, In-
dustry News, Paper Supply, New DIroducts, New
Literature and Printers’ Bookshell. Itec’d 6/20/78.

Plan And Print
VBPA

tiedia Cods 7 725 2400 5.00 4
Published 12 times a year by International Repro

Graphic Blueprint Association, 10116 Frenliin
Ave,, Franklin I’ark, 11, 60131. Phone 312-671.

5358
For shipping Info., ses Print Media Production Date.

. ) PUBLISHER'S EDITORIAL STATEMENT
b PLAN AND IPRINT cncompasses the phases ang
TR sspocts of zraphle communicstions gystems manpge-
meznt and reports on methods, techniques, operationa
cnd tachnical proceasses and equipment, Spocial -
sues includs snnuzl conventions of the Internatlonal
Repro Graphie Blaoprint Asasociction and the Amerl.

can Institute for Dezign & Drafting: techniques of .
roproduction Including offget, microfilm, diagzo, pho-
togvephy, elsctroatatice: the many srens of dulgn
g}xgoﬂ(rlrartlmz. end relatcd management, Rec'd

-

Renroductions Review

& Methods

A North American Publishing Co. Publication

VBPA YTABP

Medin Code 7 725 4800 4.00

Published monthly by North Amerlean Publishing
Co., 401 N. Droad St., I'hiladelphis, Pa. 1910S.
Phone 215-574-9600,

For shipping info.. see Print Media Production Data,

PUBLISHER'S EDITORIAL STATEMENT : .
REPRODUCTIONS REVIEW & METHODS Is edited
for in-plant printing and communications, Its fea-
tures and news cover offset. yrinting, duplicators,
coplers, word processing, micrograhpics, binding sys-
telus, engineering reprographics, reprodrafting and
related subjects. Also contalns articles on in-plant
printing market: offset presses, paper, ink, and new
products, Rec'd 5/6/17.

M
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OFFICE PRODUCTS

MARKING INDUSTRY

Media Code 2 5u0 3200 G.00
l'ulmsneu momihily by Murking Dervices 1'ublishing.
656 N. lake bShore Dr., Suite 5!8. Chicago, il
6Ub11l. Phone 312-843.1200.

For shypding 1nfo., 2£3 Print Media Preduc!lon Dats.

PUBLISHEN'S EDITORIAL STATERENT
MARWING INDUSTHY 13 eclted solely [or thome
firpi:  enguged 10 the menufaciure endsor sales of
marklng prooucts; 1.2, rubver stamps snd dies; stee)
Hamps gnU oles; engraved plawes, plastie or metal;
butivny and DbLaudges; ‘seals and ewmbossers; stencils;
markiig 1hKs anu pens, and Kindred proaucis, liecip.
fenks ule owhners or wanagers. kKditorial covers naw
pruuucts, MIYA associailon ineetings, sales and man-
RECIneil methods, industry news by fleld corretpond.
els, and hew lileratute,

Otfice Products

A Hitcheock Poblication

WBPA TTABP

Media Codo 7 550 4400 5.00

Publishied monthly by Hitchecock Publishing Co., 9
subsidiary of American Rrondcasting Companies
Ine., Mitcheoek Bldg., Wheaton, Ill. 60187. Phona
312-665-1000, Telex: 72-04013.

For Shizping Info., tee Print Madin Productlm Data,

rUBLISHER'S EDITORIAL STATEMENT
OFFICE YRODUCTS Is a merchendising and mar-
keting oriented publication edited for independent
ofice products dealers. Xditorial emphasis is on
merchandising methods and techulques, administra-
tirve nnd management practices and selling and sales
training procedures. Feature articles are generally

-an intervretation of industry trends or an investi-

patlve analysis of new developments, methods or
problemns in tho industry. The publication also serves
rs 5 forum for open discussion of industry ques-
tions. Studies and evaluations of the narket, by
product categories, are also offered. Pepartments
include n review of new products, new manufac-
turers” promotional materizl, new Jiterature and
cptalogs and s report on the latest industry news.
lec'd 2/19/79,

Office Preducts News

A United Tothnical Publication

{This 1z a pald dupllulo of the listing under Clessk-
f.catlon No, 1034,)

BPa

fRedln Code 7 550 5800 5.00

Published monthly by Unlted Technleal Publications,
Dirislon of Cox Broai}cutinc Corp., 645 Stewart
iksvc.. Garden Clty, N."Y. 11530. Thone 518-222-

PUBLISHER'S EDITORIAL STATEMENT
QFFPICE PRODUCT NEWS 1s edited for corporate

. exccutives, administrators, systems ahalysts eand

purchasiug agents whose job responsibilities include
the speciticationt and purchase of office products and
stystems., The edltorial covers the range of offico
preducts and systems—from paper clips to main-
frame computers-—and Includes information on tho
svallebility, selection and application of these prod-
ucts. Itec’d 7/23/79.

Office World News

A United Technicat Publication

VBPA

Medla Code 7 550 5600 1.00 .

Publishied twice a month (except monthly Aug. and
Dec.) by United Technical 1*ublications, Division
of Cox Droadeasting Corp., 645 Stewart Ave,,
Garden City, N. Y. 11530, Thone 516-222.2500,

PUBLISHER'S EDITORIAL STATEMENT

OFFICE WOULULD NEWS Is edlted for retailers of

office machines, furniture mnd supplies. Emphasts I

on in-depth news storles abhout oMce products dealers,

manufacturers, wholesalers and industry groups, Sub-

Jects . covered Inelude product introductions, major

new markeling programs: assoclxtion activities, ma-

Jor personnel changes, leglsiation, and other topicy

that directly affect office products retzilers. egular

oditorial departments include New Iroducts, 1*etople
in the News, Dusiness Highllghts, Dealer Speclals

and 1.0.7°. Displays. Rec'd 7/20/79.

Pacific Stationer & Office
Outfitter

An Allen-Pacific Publication

Media Code 7 590 6000 7.00
Publishea monthly by Allen-Paclfic Company, 41
Sutter St.. Ssn Franclsco, Calif. 94104, YPhone
415-086-4323,
For:shipping Info...ste Print Media Pmluellm Data,
PUBLISHER'S EDITORIAL STAT
PACIFIC STATIONER & OFITICKE uuwrr'rr‘n 1a
edited for retailers and whiolesalers of office supplies,
machines, furniture, awud social statlonery products
in the 13 Western Statex. It is a newsoriented
merchandising magazine with primary editorial em-
phasls on peaple, events, trends, activities, new.
products and  promotions, and  newsworthy hap-
enings in the markerplace effecting the business
Ives and profits of statlonery amd office product
dealers In the West, . Editorial perspective Includes
sectional news routcdnp, conventlons and shows with
Metorial coverage, plus feature colummns on \Western
travelers club activities, Iec'd 1/8/75.

Southern Office

Media Gode 7 550 6400 9.00 )

Published maonthly by Market/Show Publleations,
Inc., Suite 1010, Mony Lldg., 1653 I'eschtree Bi,,
N.E.. Atianta. Ga. 30300, Phone 401-872-3989,

PUBLISHER'S EDITORIAL STATEMENT
SOUTHERN OFFICE is edlied for independent fte-
tallers and wholesalers of statlonery, office suppliea,
furaliyre and equipment. Tts edicorisl content con-
sists primarlly of practical srticles, liaved on actual
case Wistories, 10 help dealers f[mprore thelr own
buzlness operatlons in such fields as siore moderniza-
tlon. sales iralning, - developent of new markels.
produrt displays, Inrrusing Inventory (urhover, ime
proving profiis, expanding prodact llues. Trepartments
include s review of new products, dealer aide, and
news liems of general fnterest to the trade.

(cont.)

'
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OFFIC_! PRODUCTS {(cont.)

Southern Stationer and

Ottice Outfitter

An Abernothy Publication

Media Code 7 590 6200 0.00
I'ublished mouathly by Ernest H. Abernethy Pub.

Ilshing o,, Ine. 73 Third 8t., N. \V., Atlanis, Qs

303n8. Yhone 404-881-6442,
For shipping info.. ses Print Medla Produstion Dats,

PUBLISHER'S EDITORIAL STATEMENT

SOUTHERN STATIONEIt & OFFICE QUTFITTER
i3 edlitcd for Southeastern and Southwestern ofMice
products dealers, 95% of which 201l furnlture; ¢4%
suppllae: 645 machlnery: end 55% sell or do print.
ing. Editorlally, 1ts eontents sre made up of instrue-
tive ariicles by cxpert analysts on EDP, adrerthring,
ssles management, and other management funetlons;
tris dealer stories shout (he solution of some per-
tinent problem or sltuation that the daaler mey face:
burincss news gathered and edited that !s of Intercr.
to the industry; regutar monthly festures on hew
merchandize introduced by manufxeturers, merchan.
dislng slds and 1ceas for hetter sales, and changling
feuonnel in the industry with whom the dealer comes
n econtset,

TYPEWORLD
(This is o p:'ud duplicate of the listing in Claasifi-

~catinn Nn,

1
liedla Code 7 590 6853 2,80
Published monthly by Blum Publications, 15 Oak-
ric}jr% ?érclo, Wilmington, Aines, 01887. Fhone 617-
l) [ I
Fer shipping info,, soe Print Medla Produet!on Dela,
PUBLISHER'S EDITORIAL STATEMENT
TYPEWORLD conteins news artlcles end tutorial
Informstion on the application and development of
word processing and  typesetting  devices, systems
and peripherals, In & year, editorlal content covers
new equipment (26%): instellations (9%): personne}
(8%): Important cvents (69:): tutorial information
(31%): and other toples (20%%). Speclal features in-
cluie: comperison charts, book review, meeting re-
ports and  speelnl editorlnl columns, TypeWorld
editorlal 1s specifieally dlrected at the user (or po-
tential wser) of word processing and automated

_phatngraphie typeseiting equipment. Llec’d 1/13/78.

i :
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The following sections profile some annual directories and special
publications which could be used in conjunction with monthly
magazines. They are classified by categories corresponding to

the publications list.
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ANNU.. DIRECTORIES
Packaging Manufacturers

Ofticial Container
Directory

A Magazine For Indusiry, Inc., Publication
Media Code 7 610 4000 5.uU
Published semiannually Spring and Isll, by Mags-
nines For dudusitry, Muc., 777 Third Ave,, Iew
York., N, Y. 10817, I'hone 212-838-7778. Cslle-
GUSSOW/I'ULL, Tetex No, 620408
For shipping info., ses Print Media Produsiion Data.
PUBLISHER'S EDITOHIAL STATEMENT
OFFICIAL CONTAINEL# DIRECTORY lists sourcer
of supply., plants and equipinent in the Paperboard
P'ackaglnz marketplace, 1t 13 edited for package
buyers, paperboard converters and paperbeard mills,
Indusiries sre in  secilons  (corrugated/solid fibre
containers, foldlng cartons, tlgid boxes, fibre cans &
tubes, fibre drums) showing companies, plants, equip-
ment, officers end style of comainers. Included aro s
Buyer's Gulde section {equipment, materials and
gervices for the Industry) aud & D'acksglng and Ship-
ping Machtnery Gulde.

ANNUAL DIRECTORIES

Printing and Printing Processes

GRAPHIC ARTS GREEN BOOK

Media Code 7 680 1550 5.00

Published annualiv by A. F. lewls & Co., Ine,
15 Spinning Wheel I1td., Hinsdsle, 1ll. 60521
Yhone 312-323-9777.

PUBLISHER'S EDITORIAL STATEMENT
GRATHIC AINTS GRLEEN BOOIK is o directory and
buyers guide for lliinols, Indiana, Michigan, and
Wisconsin, edited for purchasers cf paper, Ink,
printing machinery and nccessorles, rolleys, film,
plates, printing, typesetting, book-binding, mounting
and finishing, and speclaltles such as engroaving,
thermography, business forms, screen printing, iabels,
It containg classifivd listings of grapblo srta prod-
wets and  services, awd a  geo-alpha lsting of
printers and )thograplers, Yach company listing
contains name, address, phone, exccutives, and
product specialtles or sersices. There s slso an al-
phabetical index by eonpany namo to the over
9.000 lstings. Jtee'd 5/15/79,

PRINTING TRADES BLUE BOOK

INNECY

Media Data Form

Medis Code 7 680 5200 3.00
Published in ¢ editions (New York edition anuu-
ally and Northeastern, Southeastern, and Dela-
ware Valley-Ohio editions biennially in alteriato
years) by A. 1. Lewis & Co., lne, 79 Madison
6\}%. New York, N. Y. 10016, 1'hone 212-47Y-
iV, .
PUBLISHER'S EDITORIAL STATEMENT
PURINTIRG TRADEsS DBLUE BOUK is a directoty
and buying guide for purchasers of paper, lnk, prine-
Ing mAcChINery &nd Accessuries, roilers, printing piates,
ypeseiting, bookbinding, mounting and finlshing, &k,
specialties such as engraving, thermography, business
forms, silk screen, labels. Each edition contains four
sectiuns: & *"Where-to-Luy-it'" puwde clasutied lisi-
ing of equipmeutr, supplies and services, with ad-
dresses and ielephone numbers of lacal suppliers; s
general directory of printers and suppliers in the
arca, tisting executives, year established and product
specialties; an index by company name (¢ pags nui-
bers tor all listings and service advertisements; and
a paper section listing merchant sources of supply
for mwill and private brands of printing and writing
paper. Itec'd 4/19/79.

Bentley, Barnes and Lynn, Inc./303 East Ohio/Chicago, lllinois 60611/312) 467-9350
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ANNU@ DIRECTORIES
Paper

AMERICAN PAPER COHVENTION DAILY

Media Code 7 625 0200 3.00 .

Publlshed deily during NPTA convention by Ade
vertisers and DPublishers Service, Ine., P. O.
Drawer 795, 300 N. Yrospect Ave,, I'ark Itldge,
111, 600GR. Phone 312-823-3145.

PYBLISHER'S EDITONRIAL STATEMENT

AMERICAN PAPES CONYENTION DAILY {5 a
speelalized publication cdlied for NITA conventlon.
Ity editorial coment deals with conveniton sctivities,
such as programs, wmeetings, personnel attending.
products exhibited, new developments and announce-
tnents, ete.

Lockwood's Directory of

‘the Paperand Allied Trades

A Vance Pueblication

Media Code 7 625 1600 3.00

JFPublished annually by Vance Publishing Corp,. 133
Tast 58th St., New York, N.'Y. 10022, Thone
2)2-753-5400.

PUBLISHER'S EDITORIAL STATEMENT
LOCKWOO'S DIRECTORY lsts paper snd pulp
mills, converters and paper nerchants in the U, &
and Canada, names and tltles of executlves, types of
parer and board produced and converied, equipment
and capacliy, watermatla snd brands of paper and
paper products, Also equipimant and supplies vendors,
technical services and trade associations. Editotlslly
directed to buyers in 1:lls, paper merchaats, con-
verters, publishers. and printers, for use Lo guch
diverse functlons as communications, corporate plan-
ning. market research, aales and purchasing, traffe
management, economic (orecasting, insurance and in-
vestuent projections, personnel rectulting, manage-
ment consuiting, association activlty, exportlog.

Paper Age Convention
Duily

A Wolden-Mott Publicotion

Media Code 7 625 2600 2.00

Publishied every morning durlng 1he API. TAPI)
and NI'TA conventions by \Walden-Mott Corj, 466
Kinderkamack Itd., Oradell, K. J. 07649, I’hone
a0t-261-2630.

PUBLISHER'S EDITONIAL STATEMENT
PAPEIL AGE CONVENTION DAILY s & tablold
newspaver covering the annual conventions of thres
national paper astochations, Fdited for exceutive.
managerbal, Cechinical snd sales personnel of naper
dlls, converters, merchants and mill supply flrms,
Neported are; Conventlon and concurrent exhilHt ec-
tividies, new developments, TOCesses, equlpment,
products  and merchandising plans. Special feature:
roster of delegates iu attendance showing roums and
Booth mumbers, tleg’d /28700

o
Paper Year Book, The

A Harcourt Broce Jovanovich Publicatien
Media Code 7 625 4400 5.00

Tublished annually by Hsreourt Hrace Joevenoriuwn,
Ine., 757 Third Ave,, New York, N. Y. 10017,
I’hone 212-S88-3300.

roduction Oflice: 120 W. Recond &1, Duluth, Minn.
55807, I'hone 218-727-8511,

For bxsls Information on the faltowing numbersd

fisting segmeonts 2-%, ses Paper Sates listing.

for shipping info., see Print Mediz Production Data,

PUBLISHER'S EDITORIAL STATEMENT

THE PAPEY YEAR BOOK s a directory of in-
formation about paper and panesr products and the
tnarkety for them, offered in 3 hardhannd veiume of
sorne £06 pages.  Developmients kn the trade of Lhe
previont yvear are reviewed in 1Lz openint section,
foilaved hy  =rparate  reciinng deseribing  bmporiant
pradu-~t linee of printing paper, indusirial paper and
Log-paper lines fsael as wnine and sauipment itemn)
phus  ndistars  packagineg  specifieat:ans,  Additions)
pectiony inelude llsts o maper anarkeis, :ahles and .
eharte ol joformaticn of interest tn paper aalesmern,
n inder te abl prede-ts desrrllied snd an alphabetioal
Hat of syppliers with sdidresses.

PIMA CONFERENCE DAILY
A PIMA Publisatian
Medin Code 7 625 4500 0.00
ublished each morning during the annual Intvrua-
‘tional Management Conference conducted by the
Iaper Industry Management Association, 2400 K.
?;legﬂ.oArlinnon Helghts. Iil, 60003, I'hone 312-
-02ad0,

(cont.)

Bentley, Barnes and Lynn, Inc./303 East Ohio/Chicago, llinois 60611/312) 467-9350
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Paper (cont.) |

Pulp & Paper
Buyers Guide

A Miller Freeman Publication

YVBPA

Media Code 7 625 5500 .00

Published anuuslly by Miller Freeman PPublications,
Ine.. 500 Ihsawnd 8%, 8mn Frenecisco, Calif, 94100,
I'hone 415-307-188),

for basie Information on the followlng numbered

lstings. 3. 4. znd 1S, s3s PULP & PAPER lsting.
PUBLISHER'S EDITORIAL STATEMENT

IULY & PAPER BUYERS GUIDE Is & catafog

direciory edited fur thiae responsible for speclfy-

Ing equipment, chemicals and serrices wused in
the pulp and Dpaper Industry. 1*&I’BG conslists of
seven sections: Guide lines to selection & application
section, Directory of equipment & supplies, Directory
of chemicals, Directorr of technical & consulting
services, Directory of trads names, Directory of
g'c:rzn‘;;?rxy names, and Industey data sectlon. Ilec'd
.

TAPPI Convéntion News

Media Code 7 623 6050 6.00

Published annuelly by Innes Tublishing Ceo., 910
Rkokte ISlvd,, Northibrock, 1. 60062, Phone 312-
5o4-5940.

PUBLISHER'S EDITORIAL STATEMENT
TAPPI CONVENTION NEWS contains news items
yertaining to the meetinga and exhlbits of the
Technlcal Assoclation of the Pulp and Paper Indus-
try. It also contains a listing of who is stiending
Lhe convention and their hotel location, It announces
new products and procedures that are being demon-
strated at the convention, It carrles a layout of the
convention floor. Iec’d 7/22/76,

WALDEN'S ABC GUIDE AND PAPER
PRODUCTION YEARBOOK

A Walden- Hott Publication

Mudia Code 7 625 6200 7.00
Published snnually by Walden-Mott Corp,, 468
Kinderkamack Lloast, Oradell, N. J. 07648, Phons

201-261-2630 N, Y. I"hone 212-966-1770,

PUBLISHER'S EDITORIAL STATEMENT
WALDERN'S ABC GUIDE & PAPEK PRODUCTION
YEARNBOOK is a buying guide, for those responsible
for purchasing in the paper industry. The contents
include the nawe, address, personnel, equipment,
branch ofMices. etc, of paper manpufaciurers and con-
veriers in the Unfted Staiep and Canada. Alse In-
cluded d1 a +lage*Oed seciion of paper items plun 3
lNsting of paper distrlbutors in United States and
Csrads, A listlag of aper & pulp mill suppliers s
also ineluded a3 well st & section ahowing Trade
Assaclations.

PIMA Pulp and Paper
Mill Catalog

A PIMA Publication
Madia Code 7 625 3000 2.00

P*ublished annually hy DI'aper Industry Management
Axsuclation, 2400 1. Oskton, Arlington Helghts,
111, 60005 T'heone 312.-356-0250.

PUBLISHER'S EDITORIAL STATEMENT

PIMA PULP & TAPER MILL CATALOG js pro-

duced for wmill operating mminagement to provide
a source ¢! reference where machlnery, equlpment,
taw malerials and chemical menufaciurers may 1in
their products for the pulp and paper manufacturing
industry and prosjdes speeific sales information on
these products to asalst the prospective buyer. The
Eugineering Handbook section contalns practical eb-
gineering and chemical deta useful wo the mill man,
Distribution is toe U. 8. and Canadian mil} personnel
designated by the individual mill.

Bentley, Barnes and Lynn, Inc./303 East Ohio/Chicago, lllinois 606114312) 467-9350
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ANNL’L DIRECTORIES
Office Products

NOMDA SFQKESMAN

Omcial Publicetion of:
NKational Cffice Machino Deslers Assoclation
Media Code 7 500 3600 7.00
Published 11 times a year by the National Office
Machine Dealers Assn., 1510 Jarvis Ave,, Elk
Grove Village, Iil. 690071. Phone 312-593-3270.
PUBLISHER'S EDITORJAL STATEMENT
The NOMDA SPOKESMAN. disseminates informa-
tion relating to the office equipment industry, and to
the development of professional managerial skills,
Rec’d 11/6/78.

NOPA Conveition Report

Media Code 7 $90 3650 2.00

I"ublished annuslly by tha National OMce Products
Assiaciation, 301 N, Fairfax St., Alexandria, Va.
22314, Phono 703-540-8040.

PUBLISHER'S EDITORIAL STATEMENT

NOI'A CONYENTION IEPMORT is the delegate’s

official gitlde 10 the NOPA Conrventlon and Exhlbit.
It repuris the time, nlace and nature of convention
evenis, anil llsts exhlbitors and thelr hooth nhumhbers
with a floor plan of tle exhihlt area, There i3 also
a section on hew prodicta shown for the first time,
The exhihit edition of CONVENTION NEPORT s
accomnmanied hr supplemental news and a Eeparate

pocket-sized Exhibit Gult'e for quick reference on |

the exhibit fiopr. Tee’d 1/21/76.

NOPA Special Report
BHL)

Media Code 7 590 4100 7.00

PPublishied 5§ times a yoar by the Natlonal Office
I'roducts Assoriation, 301 N, Falrfax St,, Alex-
andria, Va. 22314, Plione 703-549-9040.

For shipping infe., ses Frint Media Production Data,

PUBLISHER'S EDITOHIAL STATEMENT

NOrA SPECIAL REFOIT is edited for members

of the Natlonal Office Vroducts Agsoristion, Special

Meport is published for rerablers who sell office sup-

plies, furnishings and mazlilues and for those In posi-

tions of responsibllity far operating retail outlets. .

Emphasls 13 on in-denth reportlng on varled aspects
of s slngle tople. Editors and recognlzed authorl-
ties fnterprer trends in  management, marketing.
government relatlons and dats processing of Interest
10 retallers. wholesalers and manufecturers in the
industry, Speclal featurer include: Industry Trend,
a section on current cheunges and developments {in
the industry, and Dealer Dlalogue. Ree'd T/23/74.

NOPA Membership
Directory & Buyers’
Guide

Media Code 7,590 3800 3.00

I"ublished annually hy the Natlonul OMee Products
Aswciatlon, 301 N. Falrfax St.. Alexandria, Va.
22314. Phone 703-549-9040.

PUBLISHER'S EDITORIAL STATEMENT
NQPA MEMBERSHIP DIRECTORY & BUYERS®
GUIDE s edlted by the edltors of Speela)l Meport
10 the Office Products Industry and NOI’A Conven-
tion Report for- members of the Natlonal OMes
Products Assoclation, 1t is & reference hook contain-
Inz hoth. alphzbetical and geographiesl lHatings of
memher retaliers, wholesalers and travelers with their
sddresses, telephone pumbers and company officers,
Manufacturer members are listed alnhahetlcally with-
addresses, telephone numbers and nersonnel.
DIRECTORY also contains a Ruvers’ Guide. or cross-
refetence listing of manufacturers by commoditles.
Finally, complete details are nrovided ahout NOI'A
fiself, its services and publizations and the names
of 115 offirers and staff.

Bentley, Barnes and Lynn, Inc./303 East Ohio/Chicago, lllinois 60611/312) 467-9350
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General Information:

Advertising designed for pre-show publicity should run in March 1980
publications. The deadlines for space reservations and/or advertising
production materials such as plates, film and veloxes, are as early

as mid-January 1980. The majority, however, are on or about

February 1, 1980.

Advertising charges for black and white advertisements in the
various publications wvary in price. There are additional charges
for extra colors and any special position reguested.

Selection of publications to be used is determined by any combination
of several factors. Among these factors are the advertising space
cost, the position and reputation of the publication within its
industry, the editorial content and circulation along with an

analysis of the readers of the publication. Another factor considered
among the selection criteria is the cost per thousand. This is
designed to show the cost of reaching one thousand readers with

a black and white advertisement in any given publication.

To calculate this cost, the space charge for a.black and white
advertisement is divided by the number of thousand readers. For
example, a publication with a circulation of 80,000 has a black

and white advertising rate of $2,200. The cost per thousand readers
of that publication is:

$§2,200. = B0 = $27.50
or $27.50 per thousand readers.
The cost per thousand readers, although one tool for measuring the

efficiency of using a publication, is by no means the sole criterion
for selecting publications.

Bentley, Barnes and Lynn, In-. / 303 East Ohio / Chicago, illinois 60611 / (312)467-9350
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IV. DIRECT MAIL MARKETING

These are the approximate current totals of the following
classifications we should consider for pre-show and post-show

mailings.

We will develop brochures to disseminate to the various groups
who we wish to motivate, inform and sell products to.

Printers, lettershops ' 3,200
Printers 36,000
* Printers, letterpress and screen 18,000
Printers, silk screen 3,700
Printing, publishing and allied industries 71,000
Executives in packaging industries 3,500
Executives in paper and allied industries 3,200
Executives in paper and pulp industries - 3,800
Executives in printing/commercial 6,500
Executives in printing, publishing and
allied industries 6,000
Paper product manufacturers 5,200
Printers supplies 2,500

The above list includes all of the industry classifications
that we are trying to reach.

Bentley, Barnes and Lynn, I~ / 303 East Ohio / Chicago, lilinois 60611 / (312)467-9350
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V. AUDIO-VISUAL SLIDE PRESENTATION

The Italian Trade Commission is now opening a new section in
Chicago specifically designed to cover this particular industry.
Therefore, we feel it is of utmost importance that the Association
have a handsome slide presentation available to those who visit
this new section. It would also be used as a sales tool for
potential customers in other cities.

Bentley, Barnes and Lynn, Inc. / 303 East Chio / Chicago, illinois 60611 / (312)467-9350
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VI. BUDGET ALLOCATION BREAKDOWN FOR 1980%

$280,000,000 Lira = Approximately $350,000 U.S. Dollars

AR L P S G St G M g G M M R R P S S W N S S g S g S G G g Gu e g gub dall A g Y R W PER TR G AR B A SN M Y Gmm S e A e

1. TRADE, BUSINESS & INDUSTRIAL MAGAZINES, DIRECTORIES, AND ANNUALS

Including cost to produce advertisements (including layouts,
design, artwork, photography, makeready, assembly, and the
production of plates, film, veloxes, etc.}

$275,000

2. DIRECT MAIL

Including cost to purchase lists,. develop brochures, and
production costs (as in the above for magazines) plus costs
for printing, insertion into envelopes, affixing mailing
addresses, postage, mail servicing, etc.

$40,000

3. AUDIO/VISUAL .

Cost of producing slide presentation to use after the Show
to promote the Association, its members, its products, and
its value to the U.S. graphics industry.

$20,000

TOTAI.I---.-.-.oooo'$335;000

RE

This rough budget leaves enough advertising revenue for any
special projetts that may come up or for unexpected costs that
are necessary to further the Association's goals.

*p11 figures are approximate. When time permits we will outline

everything in more detail, pick individual magazines, and select
the appropriate mailing lists, etc.

Bentley, Barnes and Lynn. Inic. / 303 East Ohio / Chicago, lllinois 60611 / (312)467-9350
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VII. BENTLEY, BARNES & LYNN, INC.

OUR PHILOSOPHY AND PROCEDURES.

We believe that our success is directly proportional to our

clients' success. Therefore, all our efforts are directed towards
the successful planning and implementation of our ¢lients' market-
1ng programs. Because there are no two completely identical market-
ing problems, we have no pat answers...but we do know how to get
them. Our approach is to make believe that our clients' business

is our own. We plan schedules and budgets as though we were spending
our own money. We gear our creative strategy to evoke the type of
physical and emotional response that we believe will best accomplish
both long and short range goals.

We start each project as though we were neophytes. We listen to
our client. We learn from him about his product or service, his
history, his competition, his position in the market. We identify
his goals and we try to identify any negative factors that may exist.
Then we go to work. First we do our own independent research into

. your market...to learn about it from scratch and to see if our fingd-

(;; ings coincide with our clients’' briefing. (There are fregquently

” subtle but important variations. Quite often, success hinges on
these simple differences in perception.) Next, we have a meeting
between our Account Supervisor, Media and Research Directors, Creative
Director (copy & art) and Production Manager (if required). If one
of the above are not agency pr1n01pals, one of the agency principals
would also sit in. The problem is presented at this meeting and
discussed in detail. Next, jobs are assigned and deadlines set for
a presentation of recommendations and final discussions. A client
representative may participate at his option.

By the time of the next meeting, every part1c1pant will have acquired
a more in~depth understanding of the clients' business and will have
definite ideas on how to best solve the problem at hand. Each will
make his preliminary report. Arguments, ideas and strategies will

be discussed at length, until a final program is agreed upon. The
agency principal involved will not approve final plans, until he

is satisfied with it's logic and likelihood of success. Our final
comprehensive presentation to our client includes a statement of

the logic used in formulating the program, along with a tabulation
of research figures such as demographics, ratings, circulation,
CPM's, etc. Layouts, copy, etc. are also presented at this time.
This final program is what we would do if we were in our clients'
shoes.

This is generally the way we operate. The amount of client input
may vary, but the final recommendations are ours. And we'll stand
behind them.

f/’_‘ -
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The fact that we take this proprietary interest in all our accounts
may be a bit unusual, but it works. our clients have done well and
so have we. We rarely lose an account for reasons other than a
change in management or ownership, and about 90% of all our new
business comes from recommendations and people with whom we've
previously done business. Our billings have grown steadily and our
clients are successful and happy...What more can an agency ask for?
Very simple, more successful clients!

Bentley, Barnes and Lynr. Inc. / 303 East Ohio / Chicago, Illinois 60611 / (312)467-9350

“and il B E P b



27.

VIII. BENTLEY, BARNES & LYNN, INC.
AGENCY PROFILE

Bentley, Barnes & Lynn, Inc. is a Chicago-based, full service
advertising agency established in 1957. Our experience runs

the gamut of marketing and advertising for virtually every

type of client in every type of media (Print, Radio, TV, Outdoor,
Direct Mail, Trade}. '

At our current pace, our 1979 billings will be approximately
$32,000,000.00,

PRINCIPALS: Peter Postelnek, President
Merrill Litow, Secretary-Treasurer
Paul Oleff, Executive vice President
Agostino Unti, Jr., Vice President
Samuel Conforti, Vice President

We have 123 full-time employees.

Ql: Creative (Art) ........... ..19 Account Executives......1l2
e Creative (COPY) +svviieranesall MediBerseeeesossenssansasall
ResearcCh..vereevrroscsnaas ves5 Production.siceeesseaseal3
MarKketing. ..o ivevnvrivreonnaad AccOunting..sceeeeecssesell
Account Service....vs 0000 . .30 Miscellaneous....ceeese..9

We invite you to check our references both financially and
professionally with all or any of the following:

The Chicago Tribune The Wall Street Journal
The Chicago Sun-Times CBS~TV, Chicago
The New York Times NBC-TV, Chicago
The Los Angeles Times ABC-TV, Chicago
The North Shore National WGN-TV, Chicago

Bank of Chicago

-

Bentley, Barnes and Lynn. 11~ / 303 East Ohio / Chicago, lllinois 60611 / (312)467-9350
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IN-HOUSE SERVICES:

COMPENSATION:

28.

Design, layout, artwork, casting, marketing
research, media research, copywriting and
production are handled by our own staff, We
also have typesetting and stat-making
capabilities. This enables us to work on
shorter deadlines when necessary and keep
production costs at a minimum,

We reguire no contracts or retainer. Our
income is derived in full from the standard
15% agency commissions on gross media and
production billings.

Bentley, Barnes and Lynn. In, / 303 East Ohio / Chicago, lllinois 60611 / (312)467-9350
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IX, ACCOUNT LIST

Our current account list numbers over 150 clients. Following
is a brief but representative sampling of our diversified
client roster.

Chicagoland Datsun Dealers Assn,

RCA Distributing Co.

Chicago Sun-Times (Field Enterprises)
Wieboldt's Department Stores

Century Broadcasting Co.

Hinckley & Schmitt Water Co.
Gonnella Baking Co.

North Shore National Bank

Hilton Shirt Co. )

Merit Publishing Co.

Haas Securities Corporation
Transilwrap Plastics

Marketing Electronics Corp. .
Americana Healthcare Centers

General Loose Leaf Bindery

National Acceptance Corp.

American Invsco Co.

United Coatings, Inc,

Seal-Tran Corp. .
First Charter Service Corp.

Federated Financial Service

Advance Die Cutting Co.

Business Methods Institute
Key-Houston Corporation

Union Leasing Corporation
Educational Communications, Inc.

Oki Electronics

Peer Bearing Corp.

Interstate Transmissions
Sovereign-Lee Printing Co.

Bentley, Barnes and Lynn, Ine. / 303 East Ohio / Chicago, lllinois 60611 / (312)467-9350
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X. CREATIVE STATEMENT & SAMPLES INFORMATION

The attached samples of BB&L's brochures, magazine ads
and print ads are included to give you some indication

of our creative capacity. Obviously, these samples are
not what we would produce for you; they simply offer you
some sense of the wide range of our thinking and styles.

Our agency is a remarkably creative one. Every department:
art, copy, media, and market research, is headed by top-
notch professionals who have at least 20 years of experience
behind them. Our policy is to create fresh and attention-
getting solutions for each advertising problem we are -
given, and our staff is skilled at doing this successfully.

Some of the key personnel who will be working on the
Assoclation's account are:

MERRILIL LITOW, ACCOUNT SUPERVISOR.

Merrill Litow, Vice President of BB&L, has had 29 years
of in-depth experience in every phase of advertising, and
has worked on both consumer and industrial accounts.

AGOSTINO UNTI, JR., CREATIVE DIRECTOR.
Agostino Unti, Jr. is a talented artigt who heads a staff
of 25. His artwork has won several awards for excellence.

ELSA BAILEY, COPY DIRECTOR

Elsa Bailey has worked as a writer in advertising for
many years, and in addition has published material in
several magazines and newspapers.

DONNA LEVIN, MEDIA DIRECTOR
Donna Levin's department handles both media and market

research problems. She has created hard-hitting and. successful

media programs for every conceivable kind of account.

Bentley, Barnes and Lynn. 11w, / 303 East Ohio / Chicago, Illinois 60611 / (312)467-9350
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AN OPEN INVITATION

While this brief "prospectus" can give you a rough idea about
who we are, what we do, and how we do it, we'd like to extend

_ you an invitation to visit our agency, so that you can see us

in action.

We'd like you to meet our principals and department heads, look
at our ad, radio, TV and collateral samples, see our facilities,
and get a close-up view of our agency during a typical business
day.

We're certain that you'll find the experience enlightening,...
and well worth your time.
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