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Snow brings out 
JWT-Chicago heroics 

Much of the United States was blanketed 
with snow this week, causing a fair amount 
of havoc with regularly scheduled opera­
tions. 

Ford assembly plants were closed; Pan 
Am flights were cancelled. 

New York got hit Feb. 7th with a bliz­
zard that dropped 12 inches of snow on 
the city. When it hit, we already had in 
type the following story from our redoubt­
able Chicago office. 

When it comes to snow, it's tough to top 
Chicago. 

CHICAGO—Drift-buried automobiles and 
grounded planes, missed meetings and 
jammed train sheds, a lost overshoe and 
kudos for jobs well done under extraor­
dinary conditions—all were a part of the 
story of The Great Snowstorm of '67 as 
it related to Chicago's JWT staff. 

The record-smashing storm—an official 
23 inches of snowfall that made it by far 
the heaviest in Chicago's history—roared 
in on a 30-mile near-gale wind the morn­
ing of Thursday, January 26. By 10:00 
a.m. 6 inches were on the ground, and at 
noon JWT joined hundreds of other Loop 
companies in "early closing" orders. Thou­
sands of office employees jammed busses 
and trains and hurried to get cars out of 
parking lots, all hopeful the storm would 
blow itself out by nightfall. 

It didn't. Daybreak of Friday, January 
27, found Chicago a strangely silent, virtu­
ally paralyzed city. 

Hal Larson, editorial supervisor in the 
copy department, left his home without 
hearing the frequent TV-radio warnings of 
"don't go to work unless it is an emer­
gency." Hal battled through three miles 
of drifts, averaging a mile an hour. At 
JWT's Wrigley Building quarters, he found 
the telephones were being manned in im­
pressive "vice-presidential" style by Ted 
Schulte, Joe Burton and Wing Taylor. 

"It was really funny," they recall, "to 
hear how the voices of callers from 
Denver, New York and Philadelphia 
seemed shaken up at the news we were 
closed on Friday." 

At O'Hare Airport, Ed Yalowitz of the 
public relations staff boarded one plane, 
hopeful of making a Seven-Up meeting in 
St. Louis. Within the next two hours he'd 
been on and off two other planes. The air­
port officially closed, and he lost his car 

{Continued on page 2) 

Blizzard fails to cool off JWT-Chicago 
CHICAGO—New business, like the snow, is 

falling on JWT-Chicago. 
The office began the year with the acquisition 

of Allstate tires from Sears, Roebuck. 
Last week it won out in a competition for the 

Ekco Housewares account, formerly with Doyle 
Dane Bernbach. The Chicago-based Ekco makes 
a wide variety of non-electrical houseware items 
—pots and pans, cutlery, can openers, egg beat­
ers, trays, racks and fixtures of all kinds. 

Ekco is now a division of American Home 

Products Corp., which JWT services in New York 
through another division, Whitehall Laboratories. 

This week JWT-Chicago brought in an even 
larger account, Simoniz Company, one of the 
nation's leading marketers of waxes, polishers 
and cleaners. Simoniz is leaving Dancer-Fitz­
gerald-Sample on May 1. Simoniz is now a divi­
sion of Morton International, the salt producer. 

Meanwhile, the office is in hot pursuit of two 
other Midwest accounts. Watch these pages for 
further developments. 

Shovel snow. 
Restock fresh meat. 
Shovel snow. 
Refill the shelves. 
Shovel snow. 
Try to get more milk. 
Shovel snow. 

Your grocer had 
a very interesting weekend. 

We thought we knew a lot about the 
food business in Chicagoland. But 
after the great Snowfall of 1967, we 
knew a lot more. Like how your 
friendly neighborhood grocer is a 
lot more than just friendly. 

Add to that: tenacious, resource­
ful, patient, understanding, and just 
a little tired. 

He could have staved at home. So 
could the butcher and the stock boy 
and the check out girl. 

But they didn't. 

We've been in the food business 
for over four generations and we've 
never seen people knock themselves 
out so much for other people. 

For you. 

So, when you see the grocer this 
weekend, why not take time to say 
thanks. 

He deserves it. And besides, 
winter isn't over yet. 

The Quaker Oats Company 

After the weekend storm, Chicago staffers rushed to produce this full-page newspaper advertisement 
of appreciation from Quaker Oats to Chicago's grocers. 



Snow brings out 
JWT-Chicago heroics 

(Continued) 

Ad Age applauds "Freedom of Choice" campaign 

Michigan Boulevard is normally the busiest thor­
oughfare in Chicago. As seen from JWT's offices 
in the Wrigley Building on January 30th, pedestri­
ans jaywalk in perfect safety while, fa r up the 
road, two snow plows start clearing a path for 
motor traffic. 

in the drifting white-blizzard that was the 
parking lot. Three hours later, attendants 
dug it out. Ed got home at 8:00 that night. 

None could dispute Gil Palen's claim to 
having been first on the job that never-to-
be-forgotten Friday morning, for he had 
spent the night on his office couch. None, 
that is, except Howard Rieger, art direc­
tor, and Joe Hamilton, art studio. Howard 
occupied Bob Edens' couch, while Joe 
used the one in Frank Johnson's office. 

Out on Chicago's far south side, Eileen 
Sharpe, public relations, gave up looking 
for an overshoe lost somewhere on 97th 
Street as she vainly searched for her car 
buried somewhere on 97th Street. 

Monday morning, January 30, found 
JWT staffers joining thousands of others 
in battling their way free of the giant white 
"cocoon" that was Chicagoland. From the 
Quaker Oats Company came a request for 
JWT to rush through a storm-type adver­
tisement of appreciation from the company 
to Chicagoland grocers who had done such 
a tremendous job in meeting critical food 
situations through what the ad copy de­
scribed as a "very interesting weekend." 

The advertisement, making papers of 
Wednesday, brought kudos in general to 
everyone who had a hand in it and bows 
in particular from John R. Modisett to Bill 
Lyman, Bob Taylor, Burt Manning and 
John Overtaker. All of the copy was ex­
cellently written, but the final line was 
positively and brilliantly prophetic. 

It said: "And besides, winter isn't over 
yet"—and newspapers carrying the adver­
tisement reached the street just as Old Man 
Winter dumped 6 new inches of the white 
stuff, again sending thousands scurrying 
for home in a situation almost as nervous 
and tense as that caused by the January 
26-27 storm. 

Almost, but not quite. For the weather­
man, hopeful of being helpful, therewith 
predicted it would be 100 years before 
Chicago would again be socked with a 
blow as bad as The Great Snowstorm 
of '67. 

Then, punctuating his remarks, along 
came February 5—and 11 more inches 
of snow. 

N E W YORK—Advertising Age saluted 
the JWT-prepared "Freedom of Choice" 
campaign with an editorial in its January 
31 issue. 

Commenting on the eleven-advertise­
ment campaign created for the Magazine 
Publishers Association, the editorial stated: 
". . . Both the association and JWT de­
serve plaudits for the conception and exe­
cution of this campaign." 

Objectives of the campaign are: 1) To 
clarify the role played by marketing as a 
benefit to the economy, the consumer and 
the producer; 2) To present positive evi­
dence that marketing is a major contribu­
tor to our present high standard of living; 
3) To improve people's attitudes toward 
marketing and alert them to the dangers 
of over-regulation. 

Because the campaign will get exposure 
in space donated by MPA members (whose 
publications comprise virtually all the con­
sumer magazines in the United States), it 
is ipso facto one of the biggest print cam­
paigns ever to reach the public. 

One of the advertisements appears at 
right. For a view of three more, see the 
January 13th issue of JWT N E W S . 

QJJ^ ^ 
"The American standard of living 
is due in no small measure to the 
imaginative genius of advertising, 
which not only creates and sharpens 
demand, but also, by its impact upon 
the competitive process, stimulates 
the never ceasing quest of improve­
ment in qualityof the product" 

NEW ORLEANS-COMMERCIAL MILESTONE-The girl on the packing case is N e w York television actress 
Pamela Murphy (SEARCH FOR TOMORROW, CBS), shown here a t work on the 60th locally-produced Ford 
television commercial for the N e w Orleans District FDAF and Metro N e w Orleans Advertising Sub-
Committee. Miss Murphy is under exclusive contract wi th the N e w Orleans District FDAF and regularly 
commutes to New Orleans to appear in district television advertising as "spokeswoman" for the dealer 
advertising association. The current "Miss FDAF" commercials are being aired on television stations in 
Louisiana, Mississippi and A labama. Backing up the Ford Mustang in the photo are JWT's Blaise C. 
Newman, N e w Orleans manager, and Bemey Jones, N e w York television production group. 

KARACHI - STOPOVER 
— Ford public relations 
manager Gene Koch (sec­
ond from left) dropped 
in a t JWT's Karachi of­
fice recently with Peter 
B. Paddock (far right), 
JWT - Detroit supervisor 
on Ford International. 
Gene was making a trip 
around the world. Peter 
was on his w a y to a 
meeting in Bangkok. The 
photographer stopped 
them in a pose with 
Ford account representa­
tive F. H. Punthakey (far 
left) and JWT-Karachi 
manager Nusrat A. Bok­
hari . 



Ford narrows the gap 
DETROIT—Ford Division continued to 

gain on Chevrolet the first month of 1967. 
Figures for January show that Ford 

Division's sales of 141,000 cars were only 
5,000 behind Chevy's. A year ago—in 
January 1966—Chevy's lead was 27,000. 

Ford Motor Company took 30.3% of 
the market in January, up sharply from 
28.7% of a year ago. 

7-Up goes public 
ST. LOUIS—Seven-Up Company plans 

to make its first public offering of stock 
next month with the sale of 425 thousand 
common shares, representing 17% of the 
company's outstanding common. 

Seven-Up has been a client of JWT-
Chicago since 1942. 

JWT-MOan takes Coricidin 
MILAN—Coricidin (cold tablets) is a 

new product acquisition for JWT-Milan. 
Coricidin in Italy has been one of the best 
sellers in its field in recent years. The ac­
count is Essex (Italia) S.p.A., a subsidiary 
of the Schering Corporation. 
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MILAN—A GIRL'S BEST FRIEND—As part of a new promotion for De Beers Consolidated Mines, Ltd., 
JWT-Milan launched a Diamond Information Center and Diamond Promotion Center at a press confer­
ence on January 19th. Presented at the conference was an outline of JWT's 1967 campaign and an 
exhibit of diamonds in the rough and against various smooth backgrounds. The model at the right is 
wearing a necklace of diamonds in platinum setting. The model at left wears a diamond-studded exemplar 
of the Order of the Garter, complete with the encrusted motto: "Hon! soit qui mal y pense." 

Leacril wins gold medal for campaign reaching 8 countries 
MILAN—The 1966 Leacril synthetic fiber 

campaign—created by JWT in Italy for 
use in 8 European countries—has been 
awarded a Second-Prize gold medal by the 
Italian Advertising Federation. 

Campaigns in this competition are not 
submitted by advertisers. The 10-man jury, 
meeting throughout the year, makes its own 
selection of eligible candidates and then 
votes for 3 finalists. 

Leacril looked like the top winner 
through seven eligibility ballots, but took 
second place on the eighth ballot when the 
three finalists were named. 
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U.S. Lines launches a campaign for the unhurried 
%e Xlnrusfrablos 

%eVnrusf)a6les' d | 
or, hoit) to fox: 10 years 

in 5 dam' 
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N E W YORK—United States Lines is 
launching a print campaign this month 
aimed at wooing transatlantic travelers to 
the sealanes—and specifically to the ss 
United States. 

The full page advertisements, featuring 
a boldly colored art treatment, introduce 
"The Unrushables"—the special kind of 
people who neither want to hurry nor 
have to. 

"There is a time for haste," says copy 
from one advertisement, "A time to beat-
the-clock and make-a-date and grab-a-bite-
along-the-way. Then there's the kind of 
time we keep on ss United States. Time to 
find serenity. Time to have fun. Time to 
relax and savor life. We call people who 
keep our time The Unrushables." 

Subheads offer a variety of appeals: 

Have you met your wife lately? 
How to lose 10 years in 5 days. 
How to take a holiday from hurry. 
Who has more fun—you or the kids? 
How to dance on water. 
What ever happened to Serenity? 
How to thrive on champagne and caviar. 

"Remember when you walked and didn't 
run," the copy reminisces. "When you 
could idle on the way and count the stars. 
When butlers stilll buttled and taxis came 
on signal. Those were the days when you 
could find Serenity. And it's still to be 
found on ss United States . . . transatlantic 
address of the Unrushables." 

The campaign is intended to appeal not 
to those vacationers determined to exploit, 
at any price, every minute of their holiday, 
but to those who see a vacation not only 
as a time for recreation but for re-creation. 

The advertisements will run in Life, 
Time, Newsweek, U.S. News & World 
Report, New Yorker, Holiday, Harper's, 
Atlantic, Saturday Review, Vogue, Harper's 
Bazaar and Town & Country. 

The campaign was created in the Tripp-

Hurd group, wih the collaboration of group 
heads Berta Best and Bob Westerfield. As­
sisting Mrs. Best in the final development 
and writing of the advertisements was Pat 
Kenny. 

Dick Hurd created the strong visual ef­
fect which sets the campaign apart from 
other steamship advertising and, incident­
ally, lends itself to striking travel posters. 

Phase # 2 
In another approach, United States Lines 

is appealing to business travelers with a 
series of 200-line advertisements in the 
Wall Street Journal and the New York 
Times. 

The advertisements offer the business­
man sound reasons why it is profitable 
for him to take the extra time to sail to 
Europe. 

1. A chance to rest and clear his head 
—and avoid time-zone fatigue. 

2. A chance to discuss important trends 
with other businessmen. 

3. A chance to review presentations be­
fore delivery in Europe. 

A typical advertisement is headlined: 
"Executive Investment Program: Yields 
Big Profits in 5 Days." 

"Before you pore over today's market, 
we'd like to suggest an exceptional oppor­
tunity to invest . . . in yourself," the copy 
says. "Take a long weekend and sail to 
Europe—on the ss United States. It takes 
only three business days (most sailings in­
clude a weekend)—but that's time enough 
to relax, unwind, get yourself back in first-
class shape. If it's a working trip, we can 
help you by supplying secretarial help, 
dictating machines, conference rooms. 
Come back with us, too—and double your 
profits." 

The campaign was conceived in the 
Tripp-Hurd group, with Bob Westerfield as 
group head, Jim Block as writer and Jack 
Lardis as art director. 

T.r.lJNITfDJTATEJ.' 

.Executive 
investment 
program: 

Yields 
big profits in 

5 days. 
Before you pore over today's market, * we'd like to suggest an 

exceptional opportunity to invest... in yourself. 
Take a long weekend and sail to Europe on the ss United States. 

It takes only three business days most sailings include a weekend. 
That's just time enough to relax, unwind, get yourself back in first-
class shape. If it's a working trip, we can help you by supplying secre­
tarial help, dictating machines, % & . conference rooms. Come 
back with us, too—and double your ̂ S R j k . profits. 

ss United States 
World's fastest ship 

Dont 
charge 

to Europe. 
Re-charge. 

So you're heading to Europe on business. %*^ Important 
decisions on the line. Have to be at your best. So why charge across? 

Relax...on the ss United States. It takes just W2 days. Only 3 busi­
ness days, actually, since most sailings include a weekend. En route 
you can review your work in leisure. Take in some sun. Catch up on 
your sleep. Eat superbly. Enjoy a%V, real tune-up. This trip, take 
the ship. And bring the boys back Na$* > a big one. 

ss United States 
World's fastest ship 
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'ew York Profile 
A group of word portraits of JWT peo­

ple you've seen and heard about during 

your travels around the Graybar Building. 

Confucius once said that music produces 
i kind of pleasure which human nature 
cannot do without. 

For two Thompsonites in particular, this 
statement has more than a grain of truth 
in it. Both Marie Joslin and John Bier-
horst began their musical training at the 
age of nine, and music has been an in­
tegral part of their lives ever since. 

Though both have full-time careers at 
IWT, they have managed to find enough 
time to nurture and train their talent to 
tbe point where they can share their love 

Marie 
Joslin 

•od feeling for music with others through 
concert 
_ Marie, a spinto soprano, sang in her 
*0«t recent concert last November with 
we Rutland Lyric School of Music. John, 
* concert pianist, is giving a recital this 
ApnL 

V̂ ihort talk with either provides con-
**wng proof that music demands as much 
» « gives, but that avocation combined 
*>W vocation provides a rich and full life. 

Marie's career began under the tutelage 
w wr mother, an organist and choir direc-
jWkn Atlanta, Georgia. Marie is a native 
TV".»oncer and began singing as a young 

,t
m St- George's Episcopal Church. 

•I was there that she received her early 
«jl training and developed her interest in 

k°J?n8 with church choirs, either as a pro-
s^*«>al member or soloist. Since then, 
Yark n? S U n g a t v a r i o u s churches in New 
/ * » y'ty, including Riverside Church, 
p e n s i o n Church and Christ Church in 
^ x v u i e , where she sang in a double 

» m\* y?U n g s t e r< s h e was also engaged in 
»t©lin c t tu8-°f-war between voice and 
**i * s t u d i e d t h e l a t t e r f o r t e n v e a r s 

Coron,?? a t h r ee-year Schirmer Music 
Vrt« M " V 1 0 l i n scholarshiD at the Third 

A?ihlUSIC ^" ' ement . 
*oke wf.k3^,6 t i m e - s h e w a s a b l e t o s t u dY 
•dtnowi^ *?l,h N i c h ° l s , the only teacher 
« S i f 8ed by Lili Lehman, one of the 
e ^ £ » n g singers of the turn of the 

"W ?*hadVentUal ly Won' but Mar ie admits-
h*W»n-.a , -'V1? d o o v e r a8a in, I would 
" a * m, , n i s t-" Why? "Singing depends 
••tilth vo.tr v a n a b ' e s and intangibles; 
* * * the nr S U r r o u n d i n 8 s . your emotions. 
"^•ys achi0 p e r t e c h n i que vou can nearly 
* violin- Tt -Ve e x a c t l y t h e same tone on 
P*°*»ce' an 'S ^ m u c h m o r e difficult to 

e X a c t tone with the voice at a 

given moment." 
To produce a good tone, Marie presently 

studies two nights a week with Russell 
Holliger, a noted tenor in his own right, 
increasing to three nights when she is pre­
paring a concert. She is concentrating on 
theory and sight singing with the hope of 
eventually teaching music herself. "Sight 
reading is a neglected science in an age 
where television requires rapid rehearsals," 
she points out. "I know I wish that I had 
mastered it long ago. For singers with little 
time it is an essential skill." 

She considers the concert she gave last 
Thanksgiving in association with her 
teacher the high mark of her work in 
music. "The program included selections 
from Tschaikowsky, Grieg, Saint-Saens. 
and Verdi, and was well-received by a 
gracious audience of over 250 people." 

Music is also a bond among friends and 
this June Marie will travel to Caracas, 
Venezuela for the premiere of "Dona 
Barbara," an opera in three acts written 
by her best friend, Caroline Lloyd. "Caro­
line went to Venezuela in 1952 when her 
husband was assigned there. After learn­
ing the language, she adapted the novel of 
the same title by Venezuelan author Ro-
mulo Gallegos. wrote the opera and per­
suaded the Venezuelan government to help 
underwrite the production. We both find 
that music gives balance to our lives." 

Marie applies the same discipline and en­
thusiasm that she does to music to her 
work at Thompson. Most of the eleven 
years she's been at JWT have been with 
the research department and for the past 
three years Marie has had what she con-

John 
Bierhorst 

siders a "constantly stimulating" job—sec­
retary to Paul Gerhold, Director of Re­
search Development and Planning. To 
prove it, Marie lives only ten minutes from 
work in an apartment that was a "lucky 
discovery." What little leisure time she has 
is devoted to the theatre and travel. 

John Bierhorst's most recent concert 
lasted twenty-four hours! An all Satie pro­
gram, it began on Saturday and ended on 
Sunday, attended by a continually chang­
ing audience. 

As John explains, "People came when 
they could. Most were interested in Satie. 
a French contemporary of Debussy who 
is only now being recognized as a fore­
runner of modern music." 

"The concert involved violin, piano and 
song and one piece, 'Vexations,' took 18 
hours to perform with a number of pian-

New York News 
February 10, 1967 

Chicago has nothing on us! 

We had some snow too. 

And it kept some of us away from the N Y O , 
especially on Tuesday and Wednesday. 

A check wi th the receptionists revealed two 
interesting facts: the higher the f loor, the fewer 
the number of people out and some floors re­
ported more people out on Wednesday than 
Tuesday, whi le on others the reverse was true. 

The 7th floor had one-third of its staff mem­
bers out on Wednesday, more than on Tuesday. 
The same was true of the 9th floor which had 
44 of 280 people missing on Wednesday. 

The reverse was true on the 10th, where 30 
were out on Tuesday and 19 on Wednesday. At­
tendance also picked up on the 11th wi th 28 
people out on Tuesday and 22 on Wednesday. 

The 12th had 2 5 % of its popula t ion missing 
on Wednesday, again more than on Tuesday, 
whi le the 14th lost 20 people on Tuesday and 
30 on Wednesday. 

In genera l , absenteeism due t o weather was 
lower than might be expected and business went 
on as usual. Snow seems a lot easier for JWTers 
to f ight than subway strikes and blackouts. 

ists playing in relay." 
All this is the result of John's involve­

ment with a cooperating group of young 
performers and composers here in New 
York who get together to perform rarely 
heard twentieth century works. 

John hastens to add that he also belongs 
to the Musicians Club of New York, an 
older group which sponsors young musi­
cians. "In this way 1 have an opportunity 
to keep in touch with all types of music." 

John has been keeping in touch since 
the age of nine when he first played the 
piano. He had his first solo performance 
at the age of 14 and continued his studies 
at the Cincinnati Conservatory of Music 
until he was 18. 

He has studied on and off since then 
with detours to Cornell University where 
he majored in English and edited the 
school humor magazine, The Widow, and 
to JWT where he has been a copywriter 
for eight years. During that time he has 
written on a variety of accounts including 
Blue Cross, Kodak, ILI, Irving Trust and 
now. Reader's Digest. "Not one," he ad­
mits "has required a knowledge of music." 

He still finds time to practice an average 
of three hours a day, "sometimes more, 
sometimes less," with the more emphasized 
as a concert approaches. His next solo 
recital. April 21 at Judson Hall, will in­
clude the work of Satie, Ravel, Schumann 
and Beethoven. 

He also plays the flute and is an ama­
teur botanist. Mostly concerned with the 
identification and classification of native 
flowering plants, John is a member of the 
Torrey Botanical Club of New York and 
has made botanical surveys while traveling 
in Peru and Italy. 

When not concertizing or out on a field 
trip, John lives in Manhattan with his 
wife, Jane, a designer of children's books. 
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Art Galleries New Arrivals 

• Corridor galleries, 10th floor—The Fred 
Otnes illustration above and the Philip 
Perkins photograph below are examples 
of the work of these two artists, on dis­
play through February 17. 
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Around the Rim 
Next game—The Thompson Terrors will 

meet the N.Y. Times, number one team 
in the Cardinal League, this Wednesday, 
February 15, at 5:30 p.m. in the East 
54th St. Gym. 342 East 54 St. 

\*m\ Carlos Delgado 

is a media buyer on 
RCA and Reader's 
Digest. Previously he 
was in media for two 
years at Grey Advertising where his assign­
ments included Bufferin. Fact toothpaste. 
Revlon. Score Hair Cream and Score 
Aerosol Deodorant. Before that. Carlos 
spent two years with Market Facts as a 
project director. A native of Lima, Peru. 
Carlos came to the states in 1953. gradu­
ated from the University of Cincinnati in 
1959, and received his master's in romance 
languages there in 1961. He is married, 
lives in Cranford, N. J., and lists swimming 
and tennis as his favorite hobbies. X2040. 
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Robert McVicker 

joins JWT as a writer 
on Ford Direct Mail 
and RCA Electronic 
D a t a P r o c e s s i n g 
Equipment. Formerly from San Francisco. 
Bob was a free-lance writer there for the 
past four years, specializing in semi-tech­
nical advertising, industrial and collateral 
writing. Before that, he was with McCann-
Erickson in San Francisco as account ex­
ecutive/writer on Ampex. After 2l/2 years 
he transferred to McCann's Tokyo office 
as creative director in the international de­
partment. Before joining McCann-Erick­
son, Bob was assistant advertising manager 
for three years at Eitel-McCullough. Inc., 
manufacturers of Eimac vacuum tubes in 
San Francisco. Bob received his B.A. in 
creative writing from Brown University 
in 1950. After graduation, he lived in 
Vienna for two years, toured much of Eu­
rope, including Austria, Luxembourg. Bel­
gium, France and Czechoslovakia, via bi-

Classified 
Classified ads are published without 
charge as a service to JWT staff mem­
bers. Copy must be filed at the JWT 
N E W S office, 14 NE, before 3 p.m. Mon­
day for publication the next Friday. 
Please include name with ad copy. 

FOR RENT: Spacious duplex in Park Slope Vic­
torian brownstone. 4 bedrooms, 2 tiled baths. 
3 walk-in closets plus others & built-in drawers. 
New architect-designed kitchen with dishwash­
er, great range with griddle & rotisserie. 4 fire­
places. Oak parquet floors thru-out. Indoor 
shutters. Private main entrance. Near Prospect 
Pk. with its tennis, riding, lake, zoo, summer 
concerts, etc. 1VS blks. to IRT. $250/month. 
Lease. Security. Available March 15. Susan 
Heines, X3574. After 6: 638-2467. 

WANTED—Art director with interest in sailine. 
X2544 or 5. 

POODLES—2 adorable black male puppies. 10 
weeks old. 1 miniature, $100. 1 toy, $125. AXC 
registerd. X3447 or 48. 

FOR SALE—Hart metal skis, standard, 67", 
with bindings, 3 years old, $70. X2865. 

FOR SALE—Pentax HcV, f/1.8, cits light meter, 
case, $120. X3079. 

FOR RENT—Need a house but want an apart­
ment? Roomy garden apartment, 3 big bed­
rooms, 2J/i baths, big eat-in kitchen with 
freezer/frig, dishwasher, built-in range oven, 
air conditioned. Faces wooded area in beauti­
ful but convenient Hartsdale. Just 45 minutes 
from Broadway (40 from Lexington Ave.). 
Available May 1, newly decorated to your 
choice of colors. X3461 or 62. 

cycle, and wrote short stories on the side. 
He was in the infantry for two years and 
saw action on the German front for 8 
months. Bob and his wife. Betty, having 
recently completed their drive across coun­
try, hope to settle permanently in mid-
Manhattan. A photography buff and 
mountaineer. Bob also enjoys classical 
music and camping. X2794. 

Donald McCaig 

joins JWT as a writer 
on FDA. A native of 
M o n t a n a . D o n a l d 
graduated with a de­
gree in philosophy from the University of 
Montana in 1963 and did graduate work 
in philosophy at Wayne State in Detroit 
and the University of Waterloo in Ontario. 
After completing a two year hitch as a 
corporal in the Marine Corps. Donald was 
a copywriter at Young & Rubicam in De­
troit. There he was assigned to the Barra­
cuda and Imperial accounts. When time 
permits, he enjoys mountain climbing in 
his native state. Donald presently lives in 
Manhattan with his wife Evelvn and their 
son John. X2942. 

Carol Townsend 

has joined JWT as a 
public relations writer; 
her skills are being 
utilized by Milton 
Moskowitz (JWT N E W S ) , Gene Oliva 
(Kodak travel), and Dean Myers (Kraft 
broadcasting). Carol has a very strong 
newspaper background. Her mother was 
motion picture editor of The New York 
Post for 30 years, her husband is city 
editor of the World Journal Tribune (the 
kids get their JWT's and WJT's mixed up) 
and she comes to Thompson from a re­
porter's position at The Long Island Star-
Journal. Carol, mother of three, was grad­
uated from one of New York City's re­
nowned high schools. Music and Art— 
music major—and then took a degree at 
Antioch—art major. She is a singer and 
guitarist on the side with a repertoire rang­
ing from folk to Baroque. She hastens to 
add parenthetically that the Townsend tots 
have had considerably more experience in 
advertising than she has: Laird. 4, Leaner. 
2,'2. and Blaine, 9 months, have all been 
in ads—a throwback to leaner days during 
the newspaper strikes. 

Also welcome to: 

Anne Burch (Cost Accounting): Robert 
Young (Auditing): Linda Greenhouse 
(Editorial); Robin Wachter (General 
Staff); Charles Kirtz (Legal); Beatrice 
Tomaino .(Reception); Matthew Jackson 
(Traffic); Maxine Foy (Transcription). 


