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In Winter a Woman's Fancy Turns to Mink 
As the weather turns colder and Christ­

mas comes closer, women, as if following a 
law of nature, begin to dream of mink 
coats. JWT's job, on behalf of the Canada 
Mink Breeders, is to see that she specifies 
Canada Majestic Mink, the trade name 
used by all members of the association. 

The name of CMB is virtually self-ex­
planatory. Members of the association, 
which is based in Clarkson, Ontario, in­
clude breeders of both mutation and na­
tural ranch mink. The top 50% of their 
pelts are designated by the association's 
brand name Canada Majestic Mink; the 
rest are known simply as Canada Mink. 

6 Offices Involved 

A complex situation arises in the six 
JWT offices—Montreal, New York, London, 
Paris, Frankfurt and Milan—which handle 
advertising and public relations for CMB. 
The product must be sold not only as a fur 
pelt itself but also as a coat, and sold not 
only to the people who buy it for manu­
facture in coats but also to the woman who 
will ultimately buy the coat. The factors 
which result in the use of a particular fur 
—Canada Majestic in preference to any 
other mink—are part of the strange chain 
of influence—often indirect, often circular 
—in the fashion world. But the success of 
a style or acceptance of a brand designa­

tion ultimately rest with the consumer. 
She is influenced partly by what she 

hears of designer collections and informa­
tion she receives from the various sources 
of fashion news, partly by advertising. And 
the fashion world, in turn, is influenced by 
what she finally accepts. 

Advertising is about evenly divided be­
tween institutional and co-operative. Both 
stress the luxury and fashionable quality 
of Canada Majestic Mink. Advertising ap­
pears in the United States in Harper's 
Bazaar, the New Yorker, and Town and 
Country and leading fashion publications 
in Italy, Germany, France and England. 

Public relations is a major part of JWT's 
work for CMB in all six offices handling it. 
Efforts are made to persuade high fashion 
designers to use Canada Majestic and to 
build its reputation with fashion commen­
tators since press coverage of its appear­
ance in the important collections is one of 
the best ways to enhance its fashion pres­
tige. 

Canada Majestic appeared in the fall 
collections of such eminent Parisian fur­
riers as Chombert, Andre Sauzaie, Revil-
lon, and Max Reby, and was used by 
Ferreras, Jeanne Lanvin, Maggy Rouff and 
Carven among the couturieres. Carven in 
particular made extensive use of fur in her 

(Continued on page 3) 

Aluminum Industry 

Worldwide in Scope 
NEW YORK—The truly international as­

pects of the aluminum business were 
stressed recently by David M. Culver, chief 
sales officer, Aluminium Limited, in an ad­
dress delivered before the International 
Executives Assn. here. 

Following iron and steel, he pointed out, 
"the aluminum industry is today . . . the 
world's most important metal business. Its 
cubic volume of production in the free 
world is greater than that of copper, lead 
and zinc added together." 

U. S. Leads Producers 
The largest producing countries are the 

United States, Canada, France, Norway, 
Japan and West Germany in that order. 

"On the consumption side of the ledger," 
Mr. Culver said, "the United States is by 
far the largest user of aluminum, account­
ing for well over 50 % of free world con­
sumption in 1962, followed by Germany, the 
United Kingdom and France, then Japan, 
Italy and Canada." 

The speaker disclosed that last year close 
to one-third of all primary aluminum pro­
duced in the free world moved across na­
tional borders to other countries to find 
markets. Three major problems continue to 
face the industry, according to Mr. Culver: 

1. Forced-draft expansion at the time of 
(Continued on page 3) 

Pan Am Newspaper Spread Reasserts Airline's Leadership 

NEW YORK—Under the headline, "The 
Skies of Tomorrow", a double spread ap­
peared Oct. 23 and 24 in New York, Wash­
ington and Chicago newspapers, telling 
of Pan American World Airways' leader­
ship in aviation and promising to continue 
to put the best in air transportation at 
the disposal of the American public. The 
first preliminary conference with the 
client in preparation for the writing of 
this advertisement took place late Sunday 
afternoon, Oct. 20 and the ad first ap­
peared in morning papers in New York 
and Washington Oct. 23. 

Unusual features of the distinctive lay­
out were the definition of such soon-to-
be familiar terms as Mach 1, Concorde, 
Mach 2, Mach 3 and SST, and a brief 
reference to the origin of Mach. There 
was also a unique device (right) demon­
strating speed of the SST in projected fly­
ing times. The copy read as follows: 

Once more Pan American has made a 
promise that will make history. To the 
peoples of the world, the promise was that 
within a decade they could travel at 2,000 

miles per hour. To the U.S. Government, 
and to the aircraft industry, the promise 

AT MACH 3 IN THE SST, 
THESE WILL BE TYPICAL TRAVEL TIMES 

IN HOURS AND MINUTES 
FROM NEW YORK 

LONDON 2:10 

PARIS 2 :15 

HONOLULU 3:00 

BUENOS AIRES 3:20 

meant that Pan Am would participate, 
with all our resources of men and money, 
in the great scientific venture of building 
supersonic air transports. These are new 
pledges to this new air-minded generation. 
They mean that once again, when there 
is flying to be done, Pan Am will be first 
across the board and first across the skies. 

Now we have mixed feelings about the 
word first. From the moment in October, 
1927, when our first little Fokker F-7 took 
off on the first U.S. international schedule, 
we have had the greatest collection of 
aviation firsts possible to imagine. Nearly 
everything we do is another first. But an 
airline passenger today is less interested 
in yesterday's firsts than in speed, in safe­
ty, and in what's for lunch. And so are we. 

By the end of this decade you will be 
able to fly at Mach 2 in one of Pan Am's 
new Concordes; sometime later you may 
expect to ride at Mach 3 in a new Ameri­
can-built SST. At an unstated date, in an 
unrelated program, Pan Am will also as­
sist in delivering military passengers by 

(Continued on page 3) 



A FUNNY THING HAP­
PENED...—Dressed in 
a u t h e n t i c R o m a n 
togas and wreathed 
with Muscat raisins, 
Kay Murphy O'Flynn 
(I.), Diana Williams 
and Eldena Parker, 
JWT-San Francisco 
home economists, of­
fered each arriving 
guest at recent Cali­
fornia Raisin Advisory 
Board event three 
shiny coins to throw 
into a fountain. Leg­
end says this act as­
sures happiness and 
wish fulfillment. 

Ancient Roman Rite Sells Raisins in Modern America 
SAN FRANCISCO—After five days of at­

tending 51 gala parties and serious meet­
ings where food editors are expected to 
view, taste and remember all the food facts 
presented to them, it is natural to suppose 
the editors' enthusiasm would be a bit jaded. 

What do you do if your place on the pro­
gram at the Annual Newspaper Food Edi­
tors Conference happens to be the 52nd 
event out of 54 and scheduled for the last 
day? 

The JWT-San Francisco Public Rela­
tions, Home Economics group solved this 
problem for the California Raisin Advisory 
Board by celebrating an ancient Roman 
Harvest Holiday on Oct. 4 at the conference 
in Chicago. 

Historians indicate this festival honoring 
Ceres, the goddess of the growth of food 

plants, has been held on Oct. 4 since 191 B.C. 
Although set in antiquity, the theme of 

this event was up to the minute: "California 
Raisins in Today's Convenience Foods." An 
array of more than 30 new and newly pack­
aged foods utilizing raisins was spread be­
fore the guests. The items ranged from 
breads and cereals to gourmet relishes and 
desserts. They are or soon will be available 
from bakers' and grocers' shelves, refriger­
ators and freezers. 

Response from the editors who attended 
this party less than three weeks ago has 
proved far from phlegmatic. Editors have 
already given space in their food pages to 
stories about this Roman Holiday and new 
uses for raisins. Raisin Harvest Cake, 
served at the party, has appeared in several 
newspapers as a 5-col. illustration. 

Advertisers and Agencies 
Continue Trend to Mergers 

The urge to merge remains a strong fac­
tor on the U. S. economic scene, affecting 
both advertisers and advertising agencies. 

For example, note these recent develop­
ments involving JWT clients: 
• Garrett Corp., a client of the Los Angeles 
office, has been fighting an attempt by the 
Curtiss-Wright Corp. to buy control of 
the company—and meanwhile Garrett has 
agreed to merge with the Signal Oil & Gas 
Company, subject to approval of the stock­
holders of both companies. Garrett would 
operate as a wholly-owned subsidiary of 
Signal. 
• American Bakeries Company, a new 
client of the Chicago office, as of Jan. 1, 
bought Chicago-based Dressel Bakeries. 
• Singer Company, a new client of the 
NYO, as of Jan. 1, merged with Friden 
Inc., leading San Francisco-based office ma­
chine manufacturer. Friden, an ex-JWT 
client, will operate as a Singer subsidiary. 
• Pan American World Airways and Trans 
World Airlines have officially called off 
their proposed merger. The Civil Aeronau­
tics Board deferred action on the proposed 
merger because of litigation pending be­
tween TWA and Hughes Tool Company and 
for other reasons. 

Mergers have become everyday news on 
the financial pages of newspapers. The 
Small Business Committee of the House of 
Representatives issued a report last year 
which noted that since 1950 the nation's 
500 largest industrial companies have ac­
quired 3,404 other companies, which is an 
average of nearly seven per company. Nine 
industries have accounted for more than 
half of these mergers. They are: 

Dairy products (heading the list with 
462 mergers since 1950), paper (213 merg­
ers), industrial chemicals (204), petroleum 
(193), aerospace (170), electrical equip­
ment (160), motor vehicles and equipment 
(139), textiles (110) and retailing (332). 

The agency business has, of course, also 
had its share of mergers, capped by Inter-
public's recent acquisition of Erwin Wasey, 
Ruthrauff & Ryan. Of the top six U. S. 
agencies, only JWT has not been involved 
in a merger or acquisition during the past 
five years. 

A Short Course in Elementary Minkery .. 
The average woman may have very defi­

nite ideas about what she wants in a mink 
coat, but when it comes to shopping for it, 
she probably knows very little about fur 
itself and what accounts for the wide range 
of prices that may exist among coats of 
the same fur. (See Canada Mink Breeders 
story, page 1.) 

There are two main classifications of 
mink, wild and ranched. Wild mink is a 
lighter brown than the ranched mink, called 
natural or standard, which were originally 
bred for color. The various mutations are 
also, of course, ranch mink which have been 
bred away from color according to the laws 
of genetics. The naming of mutations has 

caused considerable confusion since some 
names have been trademarked and others 
are generally used to refer to particular 
types. The mutation names used by CMB 
are Palomino, Gunmetal, Silver Blu, Sap­
phire, Taupe, Topaze, Lavender, Pearl, Vio­
let and Hope. The terms Breath of Spring, 
Stewart and Homozygous are used in com­
bination with the mutation names and des­
ignate standardized variations on the tra­
ditional mutation shades. 

One of the major problems in making 
a mink coat is avoiding prominent hori­
zontal seams, a condition which is aggra­
vated by the pattern of fur growth, which 
becomes longer and thicker at the rump 

end of the animal than at the head. This is 
solved by the process of stranding, or let­
ting out. A series of diagonal cuts, parallel 
and closely placed, are made in the pelt and 
the strips resewn together in such a way 
that the pelt becomes narrower and consid­
erably longer, although about one-third 
smaller in all-over size. The two halves of 
the pelt, which is divided down the middle 
of the back before letting out, are then 
rejoined with sides rather than centers 
meeting, since this makes possible less no­
ticeable joinings with other pelts. These 
processes are expensive and only worth­
while if the pelts involved are very good, 
but they add much to the beauty and value 
of the finished coat. 



Aluminum Holds Place as Third Largest Metal Industry (Continued) 

Korea has led to overcapacity, resulting in 
excess supply and lower prices; 

2. Trade barriers greatly increase the cost 
of doing business, with $50 million seen as 
the annual duty and tax burden on interna­
tional trade within the next few years; 

3. "Overcapacity problems have been 
compounded by an unrealistically high rate 
of aluminum production and an unwilling­
ness on the part of some producers to re­
duce output while the surplus mounted." 

Major end-uses for the metal were re­
vealed as follows: 

Transportation uses including trucks, trains, 
automobiles, airplanes, shipbuilding 2 5 % 

.Household bui lding, architectural and construc­
tion uses 22% 

Electrical applications, including transmission 
lines, w i re and cable, electrical equipment. . 13% 
Household and commercial uses including com­
ponents for refrigerators, furniture, utensils. . 12% 
etc 12% 

Packaging and containers including household 
and cigarette fo i l , candy bar wrappers, butter 
wrappers, pie plates, food packing 9 % 

Industrial Machinery 9 % 

All others 12% 

Mr. Culver told the group that total sales 
revenue for Aluminium Limited will be in 
excess of $600 million during 1963. The 
company has been a JWT client since 1952. 
NYO handles public relations, while adver­
tising is created and placed by JWT offices 
in 

Canada (international campaign) 

THE TREND IS 
TO ALUMINIUM 

aAaL-CAISI 

Every day another manufacturer 
changes to a lumin ium because ; 

* It saves him, and h'sctistomcis. nx-ney. 

* it can tut cast to close iot«rtn< es. 

* li has good macti inability. 

* Ilhasahigt- Strength-weiyi't ratio. 

* it allows i/ioX flexibility of design. 

On lhis page wo show tour of thousands 
of applications which—for one or more o* 
the above reasons—wets unproved by 
using Alcan aluminiubi 

Efficiency in the dark room t emergencies 

VARIED USES - This 
ad for Alcan (U. K.) 
Limited, British arm 
of Aluminium Limit­
ed, was prepared by 
JWT-London. 

Mexico 
Peru 
Bolivia 
Chile 
Brazil 
Argentina 
Great Britain 
Holland 

Belgium 
France 
Germany 
Italy 
India 
Philippines 
Australia 

1 

Can aluminium 
help you? 

Inthesefoureiampk-'- • 
• 

..•• discuss 
the matter wilh an Alcan rep1* 
Bached by Europe's fines; afumli 
search i,ab oratories, and Itie eipenence of 
the worfd's iargosl smarter, he CM Wl you 
hOw v.'i-i can pro's! , i . 
you wouid lika his advice w d help, simply 
,'omplele the coupon and gend ,1 !0 the 
address below. 

ALCAN (U.K.) LIMITED 

A A L C A N 

ALCAN 
ll, BRITAIN'S M O S T W I D E L Y USED A L U M I N I U M 

Quality, Luxury of Canadian Mink Stressed in Promotion Program (Continued) 

CO-OPERATIVE VENTURE—This advertisement, ap­
pearing in December Vogue is a joint undertaking of 
a Chicago retailer, Canada Mink Breeders and the 
coat designer, prepared by the store's advertising 
personnel. 

collection. More than half of her furs were 
Canada Majestic Mink and on many others 
it was used as trim. All were executed in 
the workrooms of Montreal furrier, M. 
Shuchat, and the entire collection was pre­
sented against a background of 40 Canada 
Majestic pelts showing the range of muta­
tion shades. 

Mme. Carven brought her entire collec­
tion, mannequins and all, to Canada where 
it was shown as a charity benefit in Ottawa, 
Quebec and Montreal, receiving wide and 
enthusiastic press and television coverage. 
She later came to New York, without the 
collection, where she was interviewed by 
Anne Yates Clark of the World Telegram 
and Sun. 

The bulk of NYO work for CMB consists 
of public relations and publicity. Women's 
page and fashion editors of trade and con­
sumer magazines and newspapers across 
the country are kept up-to-date on the 
fashion image of Canada Majestic. 

NYO pr also works closely with furriers 
and department stores holding fashion 
shows, among them the recent opening of 
the Revillon salon at Saks Fifth Avenue, 

to see that CMB coats are included and 
properly credited. Another store promotion 
prepared by JWT is a display window in-
including a demonstration of how a mink 
coat is made and, of course, several finished 
coats. 

Among the stores which have shown this 
display are Taylor's in St. Louis and Louis­
ville, Mouratidi's Salon in Washington, 
D.C, Polanski on the boardwalk at Atlantic 
City and the fur salon of Lord & Taylor, 
N.Y. During the second week of December 
a full-length coat designed by Domani will 
be shown in one of the display windows at 
Canada House on Fifth Avenue. 

Pan Am Spread (Continued) 

rockets up to man the American space-
stations in their orbits. 

These, and many other projects, are Pan 
American's great thrusts into the skies of 
tomorrow. They will be great advances in 
man's history, advances built on experience 
—experience hard-earned and hard-won, 
and a priceless asset to you when you fly. 

PAN AMERICAN 

World's most experienced airline 



Rules to Be Pasted Over Your Desk 
Almost every semester several people 

write books about the advertising business 
and how to become a success in it. Naturally, 
these books are studied by all of us who are 
willing to read our eyes out to achieve this 
worthy goal. 

But after you've scanned a bunch of these 
pontificating versions of what Horatio Al­
ger Jr . — had he been Vice President in 
charge of Creativity at Alger, Henty, 

' Stratemeyer, Barbour and Johnson—would 
have called From Mail Boy To Chairman 
of the Board or a Fight For Fame in the 
Ad Game, two things begin to dawn on you. 
One is that in order to win the success, as 
outlined, you've got to be the guy who wrote 
the book. Two is that they all follow more 
or less the same long route over a very 
short trail. They devote whole chapters, 
sometimes with charts, to thoughts that 
can, and have been, said in one short 
sentence. 

The basic truth is, there's very little of 
value in any of these books (except an oc­
casional close-up of a man's ego at play) 
that can't be found in a compact group of 
short, wise axioms that were widely quoted 
around the halls of old JWT back in the 
days when all the halls there happened to 
be were on the 11th floor, plus a short 

Cites Media Responsibility 
In Combating Quackery 

WASHINGTON — The advertising business 
has a responsibility to give proper and ex­
pert advice on products that could, if irre­
sponsibly sold and advertised, have an ad­
verse effect on the purchaser's health, ac­
cording to Kenneth J. Ward, JWT-Chicago. 

Ward expressed this view as a panelist 
last Saturday at the Second National Con­
gress on Medical Quackery in the Sheraton-
Park Hotel. He participated in a discussion 
of the role and responsibility of the com­
munications media in combating medical 
quackery. 

Explaining that one of the biggest prob­
lems in the medical, drug or beauty aid 
field is getting the creator of an item to 
accept advice and refrain from marketing 
an item, product, or service that has been 
questioned, Ward said: 

"I don't mean to imply that we stand 
there like St. George slaying the client's 
dragons right and left. We never know 
what thoughts or products the advertiser 
has struggled with and dropped and that 
have never even reached us." 

He went on to say that there exists in the 
reputable advertising agencies a safety 
valve that operates in the public interest 
and is guided by the Creative Code of the 
American Association of Advertising Agen­
cies and the Copy Interchange Program for 
enforcing the code, sponsored jointly by the 
4As and the Association of National Adver­
tisers, and endorsed by the Advertising 
Federation of America. 

Ward said the daily newspapers turn 
down millions of lines of questionable or 
undesirable advertising each year, amount­
ing to $7% to 8 million worth. While im­
portant from a revenue standpoint, this 
amount is only a fraction of 1%. 

stretch of public corridor connecting two 
isolated (almost quarantined) rooms on the 
10th where a bunch of nuts frittered around 
with a new gadget called radio. 

The reference is to those apt aphorisms 
known as Hunter Richey's Rules of Busi­
ness. S. Hunter Richey, one time shepherd 
of the Standard Brands account, held high 
office in the company and everyone was so 
busy trying to follow his catechism for busi­
ness that no one ever bothered to write it 
down. That's why it's no longer available 
in its original form or in its entirety. 

But as gleaned from my failing memory 
and such an infallible outside source as Bob 
Colwell, here are some of Mr. Richey's 
gems all of which, if you think about them 
for a while, say much more than there is 
on the surface and are not only good rules 
for business behavior but, also, for what is 
laughingly called our social lives. They fol­
low not necessarily in order of issuance or 
importance. 

1. Never close a door. 
2. Don't talk in elevators. 
3. Never catch a man in a lie. 
4. Don't stop pushing half way up the 

hill. 
5. Always shine your shoes. 
6. Don't drink after meals. 
7. If they come back make them pay. 
8. Be kind to dopes. 
9. It isn't a sale unless they think they 

have a bargain. 
10. Don't get your way—get money. 
11. Arrange to meet your wife outside 

the office. 
12. Be consistently considerate. 
Here is a pony for those who feel the 

need of one. 
1. Whatever happens, always leave 

things so you'll be welcome back. 
2. Elevators, commuter trains and res­

taurants are where most business se­
crets are overheard. 

3. You're better off if he doesn't know 
you know, and you won't make an 
enemy. 

4. The next visit, phone call or meeting 
may do it. 

5. It pays to dress as well as you can. 
Polished shoes make any one look bet­
ter dressed. 

6. Be as alert at 3 p.m. as you were at 
9 a.m. 

7. Now you know you have something 
they want. 

8. The people you offend on your way 
up you may meet on your way down. 

9. Examine your proposition from the 
other fellow's point of view. 

10. Sometimes you have to sacrifice being 
right to getting the job done right. 

11. She doesn't enjoy waiting for you and 
your staff doesn't enjoy watching her 
wait. 

12. Don't ask people to do jobs you're not 
prepared to do with them. 

There is just one more rule. It 's new and 
it's for men who contemplate writing books 
about how they conduct their business. This 
is called Carroll's Rule Number One, "Don't 
expose yourself in public". 

CarVRROLL CARROLL 

1,000,000 attend 

Children's 
Fair 
in Brazil 

SAO PAULO - From Sept. 29 to Oct. 13, 
nearly one million people crowded into the 
20,000 square meters of the indoor Chil­
dren's Fair here. Most of these people paid 
admission to visit the land of fantasy 
created by 170 exhibitors vying for the 
child's interest. 

Six JWT clients participated in the Fair : 
Kibon, Alpargatas, Kellogg, Aymore, Pepsi 
Cola and Johnson & Johnson. Their stands, 
designed and supervised by JWT person­
nel, were among the main attractions of 
the Fair. 

Kibon's Frontier Fort, constructed of 
heavy logs and covering an area of 200 
square meters, was one of the big attrac­
tions. The fort featured a shooting gallery, 
a frontier wagon loaded with Kibon prod­
ucts, an early West bar for serving Kibon 
ice cream, and congenial hosts in typical 
costumes. 

Another big attraction, the Alpargatas 
Rodeo, drew thousands to watch or par­
ticipate in the pedal-powered horse races. 
The rodeo theme was chosen as a follow-up 
of the recent launching of the "Rodeio" 
brand sportswear. 

Kellogg and Aymore shared the same 
structure, their stands back to back facing 
opposite aisles. A huge globe dominated the 
Kellogg stand as part of the "preferred 
the world over" theme. During the two 
weeks of the Fair, 123,000 samples of Sugar 
Frosted Flakes were distributed. Aymore, 
the Kellogg distributor, sold Kellogg prod­
ucts and Aymore cookies. The Pepsi Cola 
stand also distributed samples and pro­
moted its simultaneously launched prize 
promotion. 

The second week of the Fair coincided with 
"Children's Week." Johnson & Johnson, the 
original and largest promoter of the week, 
sold its baby products and handed out bal­
loons. The stand, of circular construction 
with a revolving superstructure, was liv­
ened by the music of a song dedicated to 
"Children's Week". This song, recorded by 
JWT, had previously been distributed to 
most of the nation's radio stations in the 
J & J public relations program. 



SAO PAULO ALPARGATAS S.A. 
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New and Notable 
Selections from recent advertisements 
found to be of special interest by the 
Art Advisory Committee of the N Y O 

Proofs of New & Notable ads are available for travel 
to other offices after their New York display. Contact 
Dione Guffey. 

"Sh-h-h! I am not an 
authorized overseas Ford dealer.. 

bul I can sell you a new Fori 

new! Fashion Wand 
iCUTEXl 
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Mt get standard interest rates... 

or die options...or tbe color... 

or even die model yon order. Is 

fact you may not get delivery 

for quite some time... 

But!...You will get one big, 

Vakable leSSOn (for your friends), 

Aid that's always to buy a new Ford 

from an authorized overseas 

Ford dealer." (They're listed at right.) 

AUTHORIZED 
FORD PRODUCT 
DEALERS 

These are the only 
Ford Product Dealers 
in the countries listed 
below authorized to 
sell U.S Ford Prod­
ucts to U.S. Military 
Personnel. 
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FALCONS, FAIRLANfS. 
FORDS, THUNDERBIRDS, 
MERCURY COMETS. 
METEORS AND MONTEREYS 

LINCOLN 
CONTINENTALS, TOO 

fiord 

Expect the unexpected with P R O P H E C Y 

Cutex — Unusual product display both in main illustration and logotype. Excellent 
typographic treatment of body copy. 

Ford International—Unusual cartoon technique most appropriate for copy theme. 

Prince Matchabelli—A headline like this inspires a picture like this. 

IN( I MATCHABELL I 



Scott Keeps Contact 
With Shareholders 

PHILADELPHIA — Few American business 
organizations maintain the level of stock­
holders' relations program carried out by 
Scott Paper Company. 

Periodic letters from the chairman of the 
board, reprints of current advertising, sam­
ples of the firm's products and regular 
quarterly statements of operations are sent 
to each of Scott's shareholders. 

New Board Members Chosen 

The latest example of the company's con­
tact with its shareholders is a mailing un­
der date of Oct. 15. The covering letter, 
signed by board chairman Thomas B. 
McCabe, announced the election of two new 
members of the board, replacing two vice 
presidents who had retired. 

Included also was a reprint of the JWT-
prepared advertisement headed "Moment of 
Truth," latest in the Scott ad series out­
lining the company's pricing policies. 

"Poised above the product hangs the 
hand of the American Housewife," reads 

GIFT OFFER—This is the cover of the Scott Paper Co. 
booklet offering stockholders an opportunity to 
present company products as Christmas gifts. 

a subhead. "Scott has found that her loy­
alty must be earned with honest value—it 
can't be bought with tricky gimmicks. 

"To The Girl Who Made Us What We 
Are Today," the display continues, "we 
have shown our gratitude in the best way 
we know, by reducing prices on four major 
products in the past 18 months." 

Special Gift Box Offered 

Unique in the mailing package is a folder 
offering shareholders an opportunity to or­
der special Christmas Gift Boxes of Scott 
products as gifts. Priced at only $3.00, 
each box contains one package of: 

Scott's Family Napkins, Scotties "Magic Oval" 
400's, Scotkins Dinner Size Napkins, Scotkins Lunch­
eon Size Napkins, Hankie Pack, Cut-Rite Sandwich 
Bags, Cut-Rite Plastic Wrap, ScotTowels Big Roll, 
ScotTowel Holder, Scott Family Placemats, Scott 
Family Plastic Cups, Two-Pack Soft-Weve, Powder 
Puff made from Scott Facial Foam. 

Success of Program Cited 

In his letter chairman McCabe notes the 
success of this special gift program, now 
in its fifth year. Last year, more than 
26,000 such gift boxes were ordered by 
shareholders to be sent to friends as Christ­
mas gifts. In each case, Scott ships the gift 
directly to the recipient and identifies the 
individual making the gift. 

The statement of operations enclosed with 
the Oct. 15 mailing shows total gross in-

CLIENT-SPONSORED NETWORK 

Program 

Sunday 

TRAILMASTER 
TRAVELS OF JAIMIE McPHEETERS 
WALT DISNEY'S WONDERFUL 

WORLD OF COLOR 
ARREST AND TRIAL 
CANDID CAMERA 

Monday 

THE OUTER LIMITS 
THE LUCY SHOW 
W A G O N TRAIN 
SING ALONG WITH MITCH 
TONIGHT (Monday through Friday) 
BREAKING POINT 

Tuesday 

EVENING PROGRAMS-

Network Time 

ABC-5:00-6:00 
ABC-7:30-8:30 

NBC-7 :30 -8 :30 
ABC-8:30-10:00 
CBS-10:00-10:30 

ABC-7:30-8:30 
CBS-8:30-9:00 
ABC-8:30-10:00 
NBC-10:00-11:00 
NBC-11:15-1 :00 
ABC-10:00-11:00 

HUNTLEY-BRINKLEY (Tuesday through Friday) NBC—7:00-7:30 
MR. NOVAK 

1 

Wednesday 

V IRGIN IAN 
PRICE IS RIGHT 
BEN CASEY 
ELEVENTH HOUR 

Thursday 

MY THREE SONS 
DR. KILDARE 

HAZEL 
KRAFT THEATRE 

and 
PERRY COMO'S KRAFT MUSIC HALL 

Friday 

INTERNATIONAL SHOWTIME 
77 SUNSET STRIP 
BURKE'S LAW 
THE FARMER'S DAUGHTER 

Saturday 

HOOTENANY 
JERRY LEWIS 

Sports & Spec. Events 

NFL PRO CHAMPIONSHIP GAME 
NFL FOOTBALL 

NCAA FOOTBALL 

SPORTS SPECTACULAR 

WIDE WORLD OF SPORTS 

PRO BOWLERS TOUR 

CECIL B. DE MILLE SPECIAL 

Many JWT clients are represented in daytime 

NBC-7 :30 -8 :30 

NBC-7 :30 -9 :00 
ABC-8:30-9 :00 
ABC-9:00-10:00 
NBC-10:00-11:00 

ABC-8:30-9:00 
NBC-8 :30 -9 :30 

NBC-9 :30 -10 :00 

NBC-10:00-11:00 

NBC-7:30-8 :30 
ABC-7:30-8 :30 
ABC-8:30-9 :30 
ABC-9:30-10:00 

ABC-7:30-8:30 
ABC-9:30-11:30 

NBC—Sunday 
CBS—Sunday & 

Various 
CBS—Saturdays & 

Thanksgiving Day 
CBS—Sunday 

2:30-4:00 
ABC—Saturday 

5:00-6:30 
ABC—Saturday 

3:30-5:00 
NBC-Sun . , Dec. 1 

8:30-10:00 

TV, but shows are too numerous 

-1963-64 Season 

Sponsors 

Mentholatum 
L&M, Quaker Oats 

Eastman Kodak, RCA 
Ford, L&M, Libby 
Lever 

L&M 
Lever 
7-Up, Mentholatum 
L&M 
L&M 
Mentholatum 

Standard Brands 
Warner-Lambert 
Scott Paper Co. 

L&M 
Mentholatum 
Quaker Oats 
Scott Paper Co. 
Warner-Lambert 

Quaker Oats 
L&M, Scott Paper Co. 
Warner-Lambert, 

Singer Co. 
Ford 

Kraft 

Warner-Lambert 
Mentholatum, 7-Up 
L&M, Mentholatum 
L&M 

7-Up 
L&M, 7-Up 

Ford 

Ford 

Institute of Life Insurance 

Ford 

Quaker Oats 

Mentholatum 

Eastman Kodak 

for convenient listing here. 

come of $96.7 million for the third quarter 
of this year, against $92.5 million for the 
similar period in 1962. Respective nine 
months' figures are $278.9 million and 
$264.4 million. 

Net income for the current year's third 
quarter is shown at $8.9 million and for 
the nine-month period at $25.7 million. Last 
year's equivalent figures were $8.1 million 
and $22.6 million. 



Driver reports the truck's safety condition at the end 
of each run. He hands in an itemized check list as a 
guide to maintenance foreman. 

Tire examinations are frequent and thorough. Each tire 
is checked carefully for cuts, blisters, sidewall abra­
sions, vaive leaks, shallow treads, wheel runout. 

Brake systems are carefully inspected: compressors, 
valves, lines, trailer connections, Wheels are pulled 
periodically and shoes, linings checked. 

Steering mechanism, including gear box, power assist 
unit, and linkage, is checked out for smooth action. 
Excessive slack and wheel-play are eliminated. 

Electrical systems require skill to check out: battery, 
alternator, regulator, ignition, horn, starter, and up­
wards to 50 lights and signals. 

Lubrication, the best assurance of reliable operation, 
is on a rigid schedule. The lubrication expert is a key 
man in the truck maintenance staff. 
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Replacement parts, when needed, meet original equip­
ment specifications. This helps provide maximum 
safety and durability . . . assure greater dependability. 

Safety equipment must be complete and in sound con­
dition: fire extinguishers, flares, reflectors, spare 
fuses, fusees; and, in winter, sanders or tire chains. 

Driver checkout—again with an itemized check l i s t -
always a last precaution before a truck is judged safe 
enough to travel our highways! 

Here's how professional truck drivers and truck mechanics, 
working together, make trucks the 

Safest vehicles on the roads!" 
Skilled, professional drivers behind the wheel are 
one reason why trucks are the safest of all high­
way vehicles. But also important are the men be­
hind the drivers—the maintenance specialists who 
inspect, service and repair the trucks so that a 
high level of reliability and safety is maintained. 

The pictures above show only a part of the safety 
program followed by commercial truck fleets. 

The cost of such vehicle maintenance is High — 
approximately $5,000 a year per truck. But the re­
turns are even higher. For the trucking companies 
it means fewer repairs, fewer breakdowns, lower 

costs in the end. For the shipper it means more 
dependable deliveries, a minimum of delay, tighter 
scheduling. And for everyone-for you and your 
family —it means a safer highway environment. It 
means the safest vehicles possible on the road . . . 
in the hands of the safest drivers! 

PUBLISHED ON BEHALF OF THE AMERICAN TRUCKING INDUSTRY 

BY THE FORD DIV IS ION OF < f - f p i » MOTOR COMPANY 

AIDING THE TRADE — This JWT-prepared advertisement, for the American Trucking Assns. Foundation, Inc., is placed by Ford Division 
in the Nov. 22 Life and the December issue of Nation's Agriculture. It is part of a program in which member companies sponsor advertising 
promoting the merits of truck operations. 
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