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Generally he who first occupies the field of battle to await
the enemy will be rested;

He who comes later and hastens into battle will be weary.

Thus the expert in battle moves the enemy, and is not
moved by him
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Ct2 837 - C+H2 MIH|

Products House & Home

Laundry & Fabric Care

F Bounce

Bounce® Sheets can breathe a fresh scent into
@ almost anything, from your favorite sweatshirt to

Dad's old recliner. Bounce Sheets come in four
great scents, and an unscented variety.

r Cheer
color . )
guard Cheen® helps protect against fading, calar
transfer and fabric wear in powder ar liguid, with
eer orwithout bleach.
[ st g
r Downhy

Dy offers a line of advanced fabric care

Down conditioning products that keep clathes feeling
y. soft and smelling fresh.

b Dreft
Dreft® is a specially formulated detergent that

rinses outthoroughly, leaving clothes soft next to
Dreft ohl, leaing

et | a baby's skin. Dreft has been the Mo, 1 choice of

pediatricians for years.

1. AN 25 M AR AEH

—

P Era

Era® is a powerful laundry detergent that is tough
on stains.

b Gain

Gain® laundry detergent and fahric softener
provide excellent cleaning power and a smell that
says clean.

b Ivory

Mild cleansing benefits for a gentle, pure and
simple clean.

b Tide
Fahtic cleaning and care atits hest

r Febreze Ajr Fresheners

Febreze® Air Fresheners utilize a unigue odor-
eliminating technology to clean avway odars from
the air.
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BRH 7 A

- Point-point flight

not just for fare, for experience

- No-frill' s approach

- New plane of same type
(simpler maintenance)

- Nonstop shuttles around quickly 8 =49 Leather Seat

- Prefer smaller, less-congested

airports in large market

A320
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