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Things you didn't know about

Hallmark

At any one time during the year,

Hallmark Cards Australia has around 25
millior greeting cards in its warehouse |
in Clayton, Victoria. |

The most popular greeting card of all
time features purple pansies ina
wheelbarrow - with 27,935,724
individual units of the card being sold
since before World War 2. It is still in
Halimark's range today.

Halimark Inc. Employs the world's
largest creative staff - numbering about
700 persons.

Hallmark Intemational has major
subsidiaries all over the world, including
offices in the Asia Pacific region,
Canada, Europe, Latin America and the
United Kingdom.

Halimarik is in the business of personal
expression.

Halimark is the manufacturer of all
Disney, Wamer Bros and Barbie cards,
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