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First Annual Meeting hears Seymour prophesy progress and prosperity for JWT in 1970s

Members and counsel of the Executive Committee sit on the dais at the meeting in the Hotel Commodore in New York.
The meeting was conducted by Mr. Seymour as President of the Company and Chairman of the Executive Committee.

NEw YorRk—At JWT’s first Annual
Meeting held in New York on May 14th,
Dan Seymour told shareholders that it will
not be far into the 1970’s when JWT will
be the world’s first $1 billion advertising
agency, and that an increasing share of
this growth will come from outside the
U.S. Mr. Seymour said that 1969 billings
reached $739,781,000—the largest for any
advertising company in history—while total
profits from 1964 to 1969 increased by
more than 150 percent.

Commenting on the 1964-69 period, he
said:

“The growth was composed of an al-
most 300 percent increase in profits over-
seas, a doubling of U.S. profit, and the
addition of a profit contribution from our
first move to invest outside of our indus-
try—The Puerto Rican-American Insur-
ance Company.”

Stressing the advantages of a multi-
national operation, Mr. Seymour indicated
that opportunity for increased profit in
1970 lies in expanded business worldwide
and in “constant refinement of our meth-
ods of cost control in order to achieve
greater productivity.”

Citing the Company's record billings
growth of $103 million between 1968 and
1969, Mr. Seymour said:

“About 40 percent of our total billings
come from our overseas offices, and for
the last several years, our international
business has been growing 50 percent faster
than our domestic business.”

JWT billings in Germany advanced 25
percent in 1969, Italy 43 percent, Japan
31 percent, Chile 33 percent, Venezuela

39 percent, Belgium 40 percent and Can-
ada 40 percent.

“In Great Britain, our largest overseas
office, we added 20 accounts during 1969,”
Mr. Seymour said. He stated further that,
through mid-April, the agency in Great
Britain added new accounts at a rate near
one each week, a total of 14.

Referring to the Company's potential
for growth overseas, Mr. Seymour said,
“We rank 23rd in Japan with half of one
percent share of a billion and a half dollar
advertising industry. This is in a country
that is second only to the U.S. in Gross
National Product—and is one of the world’s
most dynamic economies.”

JWT's 1969 growth resulted from a 47
percent increase in budgets from existing
clients, 31 percent from new product as-
signments from those clients, and 22 per-
cent from new clients.

Mr. Seymour reviewed JWT's multi-
faceted operations, such as The Puerto
Rican-American Insurance Company and
Deltakos, which provides advertising, mar-
keting, and communications services in the
fields of science and medicine.

“A completely new kind of client-agen-
cy relationship seems to be developing,”
Mr. Seymour said. “In Great Britain, we
have been retained by the British Govern-
ment to aid in the introduction of the new
decimal monetary system. In India, we are
engaged in a campaign to spread informa-
tion about planned parenthood to the
people.

“And here in the U.S., as well as around
the world, there is a growing emphasis on
corporate communications.

“The parentage of products is becoming

very important today. A new generation is
looking behind the product to the corpo-
ration and examining its attitudes toward
a wide range of things that have nothing
to do with the product itself—anything
from air pollution to ghettos.”

Mr. Seymour told the shareholders
group:

“We invest in the future, because we
have great confidence in the future. Time
and again we have seen that the barriers
to the growth of our business have existed
more in men's minds than in fact.”

Mr. Seymour advised the shareholders
that JWT (NYSE) reported, “billings for
the first quarter, ended March 31, 1970,
were at a new record level of $173 million,
an increase of 8 percent over the first quar-
ter billings of $161 million in 1969.”

Net income applicable to common stock
for the first quarter was $1,095,000, up
14 percent from $964,000 for the first
quarter last year. Earnings per common
share were $0.40, compared with $0.41 for
the first quarter of 1969, reflecting an in-
crease of 17 percent in the average num-
ber of common shares outstanding during
the two comparable quarters.

In recognition of the increased level of
earnings and the Company’s encouraging
worldwide outlook, the JTWT board of di-
rectors declared an increase in the regular
quarterly dividend to 25 cents from 20
cents per share on the common shares of
the Company. This dividend is payable on
August 21, 1970 to shareholders of record
at the close of business on July 24, 1970.
This increases the annual dividend rate to
$1.0C from the $0.80 paid during the pre-
vious 12 months.



Amsterdam prize winners
tour NASA facilities

AMSTERDAM—The overall problem: To
celebrate a 100th anniversary without pre-
senting the client as an antiquated tradi-
tion in the Netherlands. JWT-Amsterdam
met and conquered the situation under the
banner, “Peek and Cloppenburg Launches
Its Second Century.” The promotion for
the Netherland’s second largest fashion
chain was tri-part. It consisted of a fashion
circus, the most modern to have occured
since WW 1II, and two contests: “‘Design
The Suit of the Future,” and ‘“Launch
Yourself to Cape Kennedy.”

The twenty-one winners (one from each
city where P&C has a branch) of the
‘Launch Yourself to Cape Kennedy” con-
test recently received their prizes: a 16-day
tour of Washington, D.C., Philadelphia,
New York, Niagara Falls, Houston and
the NASA Space Center, New Orleans,
Miami and Cape Kennedy.

The competition consisted of completing
a questionnaire about fashion and space
plus creating a rhyme. An employee of
KLM Airlines, P&C and JWT’s Pieter
G. Alferink made up the judging jury.

At the time senior representative for
Peek and Cloppenburg, among other cli-
ents, was assisted in the junket by a
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Pictured at the NASA Space Center in Houston are
I. to r., Dave Provenzano, Master of Protocol,
Pieter G. Alferink, JWT-Amsterdam, and prize-
winners Mr. C. Scheps, high school teacher from
the Hague, Mrs. R. van der Geld, housewife
from Maastricht.

tour director from American Express.
(Pieter has even more recently launched
JWT-Amsterdam’s new public relations
department.)

As chaperon, Pieter was a bit appre-
hensive of how twenty-one strangers would
meld. But his illusions quickly vanished.
The majority of them had met previously
when they had won other contests through
the years

Probably the most challenging experi-
ence Pieter had during the tour occured in
Houston when, upon arrival, he found no
preparations had been made to get the
group into NASA operations. After two
and a half hours of phone contacts and
using the Dutch Queen’s upcoming birth-
day as a wedge, a film crew was hired to
record the visit and passes were granted to
tour five buildings and mission control.

Dave Provenzano, Master of Protocol,
NASA Space Center, Houston, was the
guide. And, despite secret investigations
that were underway regarding the flight of
Apollo 13, the youngest Dutchman, Ar-
mand Rameckers (age 14), ever to visit
Houston posed for UPI photographers
with Apollo astronaut Rusty Schweickart.
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1 Am Curious

(Big Red)

JWT clients sponsor
Philippine broadcast history

MaNILA — JWT-Manila was recently
honored by the Tri-Media Group with a
special award for its participation in the
introduction of microwave transmission,
linking the most important of the 7,100
islands of the archipelago into the first
national commercial radio network. The
Tri-Media Group is composed of the
Philippines Herald, Radio Mindanao Net-
work, Inc., and Inter-Island Broadcasting,
Inc., communications leaders in the Philip-
pines. The award was received for JWT by
Manuel Baradas, media director.

The program used for this project as the
first network presentation was a 15-minute
national news broadcast which was beamed
to 7 cities and was also simulcast on the
Tri-Media television station in Manila.
Sponsors for the National News program
were JWT clients Shell Philippines and
La Perla Industries, franchised manufac-
turer of Chesterfield cigarettes. Encour-
aged by Tri-Media’s initial effort, another
network has initiated a project to provide
effective national network service in tele-
vision.

Kostyra named Canadian
media director

Richard J.
Kostyra

ToroNTO—Richard J. Kostyra has been
appointed national media director for JWT
Canada.

A native of Winnipeg, he began his ad-
vertising career at JWT Toronto in 1959.
Richard was appointed Toronto media
manager in 1966 and Toronto media direc-
tor in [968.

He is a graduate of the I.C.A.'s degree
course and is working on a B.A. in bus-
iness administration at York University.

Defending advertising on the colle;

Editor’s note: Daniel J. Moriarty, account
representative on the Singer PR team, was
recently a guest speaker at Georgetown Uni-
versity for the first time since he delivered
the valedictory address to his college class
several Junes ago. The occasion for Dan’s
lecture was a special symposium on “Adver-
tising and Consumer Protection.” The Dean
of the Business School wrote admirably of
Moriarty’s “keeping of your cool under harass-
ment”; a job-seeking undergraduate wrote to
the personnel department and mentioned that
Moriarty had been “very good.” Dan reports
that all the students called him “sir.” Below,
a light-hearted first-person account of his
adventure.

The invitation from Alma Mater to be
guest lecturer at a program on advertising
and consumer protection seemed safe
enough. I would be on Home Ground, so
to speak, addressing students with whom
I have felt at ease whenzver business or
personal reasons have brought me back to
Washington since graduation. Of course I
knew that the students at Georgetown
would be no more the kind of students
who roamed the halls in the dear dead
days of madras jackets and heavily at-
tended polo matches than their counter-
parts at other universities would resemble
their predecessors of a decade ago. But I
wasn’t frightened. True, I would come to
speak on Life Among the Philistines to
a generation of Love Children, but [ am
not that old and cranky; I'm not a Dow
Chemical Company personnel recruiter;
nor a dues-paying Klansman. In effect, I
would be addressing a family gathering.

Second thoughts

Soon after I accepted the speaking en-
gagement (they invited me weeks in ad-
vance and the prospects of a last-minute
bid from the 4A’s were slim for that date),
I learned that not only would I give the
keynote address, but I would then par-
ticipate in a “panel discussion” about ad-
vertising and consumerism with Robert
Meade, executive director of the National
Commission on Consumer Finance, and
James S. Turner, consultant to the Center
for Responsive Law. Mr. Turner is, you
see, legal counsel to Ralph Nader's or-
ganization.

“Ralph Nader's lawyer!!! You never
mentioned the part about Ralph Nader's
lawyer!”

I had failed to mention that part of the
program to a normally scareproof col-
league until just before I was leaving for
my day of basking in the glory of being a
“distinguished visitor” at a seat of higher
learning.

Preparation for the defense

“Good luck,” he said. “Oh, b-r-other.”

True, I thought on the plane to Wash-
ington. I may have been the classic ex-
ample cf the fool rushing in where angels
fear to tiptoe. But, I knew my subject well,
I had prepared for the session with all
sorts of research and I had a spiffy reel of
JWT commercials in my briefcase to illus-



e campus—a first-hand account

trate the highlights of my prepared speech.
1 would go forward for the sake of Truth,
Alma Mater and JWT. Besides, it was too
late to back out.

I began by advising the students to be-
come mathematics professors. If you're a
math professor and you’ve had a hard day,
you may run into some slightly tipsy lady
at a cocktail party who may ask you what
you do for a living. When you tell her you
teach math, that usually ends rhat subject
for the evening.

Everyone has an opinion

Not so with advertising and public re-
lations. When you say you work for an
advertising agency, everyone tells you that
they have very serious thoughts about your
profession and then they begin to tell you
about them. I have been set up—against
my will—as the Official Spokesman and
Whipping Boy for every rotten advertising
campaign and underhanded technique em-
ployed by any two-bit American business
ever at one time or another. No matter that
I was unfamiliar with the campaign, never
worked a day in the agency, or personally

Dan Moriarty

agreed with the drone who was accusing
me of twisting the minds of innocent chil-
dren. I was still the Bad Guy.

I explained to the audience that I could
only speak about campaigns or clients
with which I was familiar through direct
experience. 1 told them that there might
be questions I simply could not answer
and asked them to accept the fact without
feeling I was copping out.

It all went smoothly, T guess. I received
what might be called a “nice round of ap-
plause” from about 200 paying symposium-
goers who sat through an almost 2-hour
presentation in an auditorium with an
air-conditioning problem on the first great
springtime day. That part was over. And
now there was only the panel discussion
and the question and answer session ahead
of me

Before 1 tell you about what I learned
during the second half of the session, I
must tell you that the other two guys on
the panel were very nice, very sincere and

very bright. You’d be happy if your sister
married one.

I'd be happy if I could tell you that
they tried to attack me and I managed
to parry them into a ridiculous position
with my fancy verbal footwork. But no,
they were gentlemen and allowed me to
answer their charges and accepted my
answers with grace.

Perhaps they were no more typical
“critics of advertising” than I am a typical
“advertising man”, but the thing that I
learned from our hour long discussion was
that many critics are remarkably less in-
formed about the real business of advertis-
ing than one would ever imagine in antici-
pating a confrontation. From the questions
and discussion that afternoon, I would say
that the students in that particular audience
understood the realities of advertising in
American life better than the guest critics.

In long monologues, a fellow panelist
would talk about real problems like shady
financing schemes that bilk vthe poor in
the same breath with an unsupported
hunch that the advertising budgets of soap
flakes companies are somehow connected
with the war in Indochina. The much-
publicized legal problems of a patent medi-
cine advertiser wound up connected with
an absolute assurance that the American
public would much prefer educational pro-
grams to situation comedies and soap
operas. When each point was isolated, I
was able to respond with a fact or an
opinion which seemed to satisfy all con-
cerned. I had maintained throughout the
day that advertising reflects the culture it
serves more than it “creates” it and con-
tinued to propose that idea whenever the
connection between shampoo commercials
and race riots became too fuzzy for me,
let alone the audience.

Respond with fact

As members of the same industry, you
and I understand each other’s terms and
presumably trust each other's motives even
if our social, political and economic views
differ at every bend. But, if the “advertis-
ing critics” I met at Georgetown are at
all typical of the ones we read about in
business publications every week, I can as-
sure you that they are only slightly better-
informed than those tipsy Hartsdale house-
wives at cocktail parties who hold me
responsible for the ads in the backs of
girlie magazines.

I know that the claims made in any
commercial produced by JWT and every
other agency I've ever been associated
with are checked and rechecked and
proven and reproven. [ know that the
biggest frustration most creative people
feel in agency life is that we are often
bound by so many restrictions about
claims that we almost feel as if we are
being asked to write “tombstone™ copy.

But the other panelists didn’t under-
stand that. They didn’t really know what
the agency-client thing is like in all but
the rarest cases.

And whose fault is that? I say it’s theirs.
You and I are concerned about consumer-
ism because we are consumers, after all.
You and I don’t want to be bamboozled
by phony advertising any more than any
other consumer.

When these particular gentlemen in
Washington were talking about specific
cases they had researched thoroughly in
the course of their jobs, I had to respect
what they were saying. I sat up and lis-
tened. But, when they were guessing, they
were guessing with about the same degree
of accuracy I might exhibit on a question
of tax law or French history.

At day’'s end, we all agreed that the
dialogue had been worthwhile, but more
dialogue was needed. And it is. None of
us in this business who are able to go
home at night with a clean feeling left in
our mouths should be afraid to engage
in this dialogue with people who simply
don’t have the same experiences we have.
They're nice people and so are we. Why
should we be afraid of each other?

After effects

I could end my comments on that note,
but I would be copping out just a little
bit if I didn’t tell you what happened two
weeks after my day in Academe.

It was a Monday night and I was crawl-
ing home from my weekly National Guard
ordeal when I picked up an early edition
of The New York Times and hoisted my-
self up to the bar at Daly's for a ham-
burger and a beer as a reward for yet an-
other tedious evening of protecting my
fellow Manhattanites from invasion by
the Red Chinese.

As 1 thumbed through the business
pages I saw it. A headline which said, in
effect: NADER SCORES ADVERTISING
INDUSTRY': Cites Certain Clients,

And then, slowly the words of my col-
league thumped dully through my brain.
Ralph Nader's lawyer!!! You never men-
tioned the part about Ralph Nader's law-
yer!

Like a drowning man, the whole scene
at JWT the next morning went racing past
my eyes. I would just clean out my office
quietly, and never acknowledge old friends
so that they would not be implicated. 1
would apologize, of course, but all would
be fait accompli.

Then, even though I was once a star
pupil at Evelyn Wood's Reading Dynamics
classes, I began to read the article very
slowly and very carefully. About three
belts and forty-seven readings later. I
finally began to realize that I was not in-
volved, our clients were not involved and
perhaps I might even have a job left the
next morning. I had been right in going
to the barricades in the name of Truth.
Alma Mater and JWT. T was an honest
man

And that friends, is why I am able to
tell you that you must not be afraid of a
little honest dialogue with those who would
criticize us because they do not understand
us.

Don’t wait for an invitation.

Why not contact your lecture burcau
today?

—Dan Moriarty
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Evinrude campalgn meets 1ts market with fact and ﬂex1b111ty

Les legcons de ski nautique :
c’est un jeu d’enfant avec le 25 ch Evinrude.

The print ad campaign shows situations in whuch
the man with the Evinrude motor saves the day,
gets the girl, and keeps water skiiers afloat. The
concept adapts easily in French

The market for outboard motors in Eu-
rope is both growing and changing rapidly.
The consumer hasn’t changed: he is still
a man between 21-49 vyears old, living in
a city of more than 10,000 inhabitants.
Rather, the mushrooming competition has
changed.

While the main competitors are still
American brands, several small, cheap
European brands have made considerable
inroads. These small brands seem to offer
the customer a very low price; but he pays
in the long run with less technical quality,
no extensive after-sales service, a short
warranty, and minimum special features.
Compared to the competitors, in each cate-
gory, Evinrude outboard has from one to
several exclusive advantages. Outboard
Marine, the manufacturer of Johnson and
Evinrude outboard motors in Europe, is

ASQCIACIOM

—iInvité @ unos amigos a tomar once!

Santiago—Lever’s international enzyme detergent,
Drive, was launched last month into test market
in Valparaiso, Chile. The JWT campaign featuring
the little ““gobblers of the Hungry detergent”
has caused quite a stir and they were featured
recently in an editorial caricature in the main
newspaper, El Mercurio de Valparaiso. The head-
ing is “"Association,” and the caption translates
“l invite a few friends in for elevenses (morning
snack).”
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in Dutch

the market leader, with an average of 26%
of the European market.

To present Evinrude’s advantages in an
effective, dramatic way, JWT-Paris, which
coordinates advertising in 13 European
countries and South Africa, decided to

In addition to the print ads, Ombesa Films pro-
duced a commercial for Evinrude. Filming was
done Christmas Day at Cannes. If you remember
the “Red Balloon” and the little boy who floated
over the roof tops of Paris, you may be surprised
to recognize him as the long haired Indian-scarved
camerman, Pascal Lamorisse. His father, the Direc-
tor of the Ombesa films, wrote and directed the
“Red Balloon”; he is between Pascal and Mike
Rakmil, JWT-Paris, creative director. The man hid-
den by the camera is Mr. Rocca, one of Jacque
Cousteau’s best undersea photographers.

“Spain is different”’—Thanks

Last week, the Madrid office and Ko-
dak, one of its largest clients, surprised
consumers and the Spanish advertising
world alike with the first full-color Hi-
Fi newspaper advertisement to be pub-
lished in this country.

This attention-attracting ad, featuring
the Instamatic 133, appeared in full color
against the black and white format of the
influential Madrid daily Nuevo Diario.
The headline claims: “There are cameras
to show . . . and cameras to use” — a bit
of a comedown for the wide-angled, light
metered, zoom-lensed monsters.

The creative team involved were Pedro
Lluberes, creative director; Pilar Tejon,
copywriter; and Richard Radford, art di-
rector.

Powered By
MERLCURY

)

V.I.P. — ALWAYS ON AN EVEN KEEL

Head Office: 1. Long Street, Booysens, Johannesburg. Tel. 838-7041
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and in South African Yachting magazine.

show what can happen when someone buys
another outboard. In the ad campaign, the
man with the competitive motor is always
in difficulty while the Evinrude man goes
along with no problems. The headline and
the copy expand on the exclusive advan-
tages, and end with the line “it’s worth
investing in an Evinrude.” This new ‘“hard
sell” campaign follows earlier ones which
stressed “Action” as part of the outboard
motor scene, and one which was a more
specifically product-oriented.

It was Christmas Day and the temperature was
15° above zero at Cannes, the south of France—
but the films were to run in spring and summer
and show the fun of water skiing. So it was work
till you turn blue—(but who can tell on black and
white film!).

to JWT-Madrid
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oing things

a little differently

Connecticut General's slogan is,
“We do things a little differently”
They're innovators in the
insurance business. And in their
use of computers.

For 5 years, they've used RCA
computers for immediate status
inquiries, like getting a policy’s
exact loan value.

They also issue individual life,
health and pension policies by
computer,with new, simple

forms.

And soon, with RCA's Octoputer,
they'll put all the power of a com-
puter right where it can serve the
customer.In the field.

From terminals communicating to
massive files, Connecticut General

and its affiliate, the Aetna Insur-
ance Company, will give cus-
tomers faster, more complete
service than ever. :

Why could RCA develop this
unique approach? We've worked
with Connecticut General more
than 10 years.

RCA sales and systems people know
the Company. And the business.

RCA does a lot of things a little
differently. Our Octoputers make
computing easier —from across
the room or across the country.
Called remote computing, it's
based on communications, RCA's
trump card.

We do things differently in the
computer business. So does
Connecticut General in insurance.
It's the differences that make

the difference.

COMPUTERS

See RCA's exhibit at the IASA Show in Montreal, June 7-10.
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Profile: RCA’s Octoputer Cai

NEw York—To let people know that
RCA is in the computer business, and po-
sition their Computer Systems Division as
the best supplier of product, service, and = =
support in the industry—that was the as- 4| IR
signment given the RCA group in the —
fall of 1968. The result was the award- ol /8 i
winning “Octoputer” campaign introduced :

early last summer. 7 B ‘:‘ @l g_ﬁ] @ )
The campaign strategy, as art director m

Kati Bodor explains it, is to give the Com-
puter Systems Division an identity of its
own by humanizing its product and to
position RCA computers as technically ad-
vanced and, yet, easy to use. The bases of
the approach are simplicity and visibility.

»
-
Doay

The most complicated computer concepts
and terms are translated into language that
anyone can understand. Cobolt-de-bugging,
for instance, became “The Octoputer ver-
sus the Bugs” and, finally, “The Bug
Slayer.”
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Kati and copywriter Dick Pokorny, un-
der the supervision of copy chief Alan
Webb, came up with the attention-getting
Octoputer concept the whimsical and highly These storyboards for a projected Octoputer TV spot show how the
translatable representation of a multi- machine is made human and amusing.
faceted, time-sharing, remote computer.
The cartoon style and the logo-like head-
lines give the Octoputer his unique per-
sonality, and the long, hard-sell copy an-
chors him to good business sense. The
symbol is so memorable that RCA sales-
men are now often referred to as “the
Octoputer guys,” and so accurate that
Advertising Age used it as one of the best
known advertising news makers of the 70’s.
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The campaign has been extremely suc-
cessful. Account rep Bill Klaess points out
that when the campaign broke last July a
corporate research study showed RCA

-~

7o - —

QO e &
& = wwwm

John Renfro, the Octoputer artist, made this car-
toon border especially for the JWT News.
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projected Octoputer TV spot show how the essentially impersonal
and amusing.

RCA’s Octoputer.

He’s there
when you need him.

ranked last in awareness among all com-
puter manufacturers. In a second study
conducted last January, RCA showed a
greater gain in awareness than any other
manufacturer, and it had jumped to second
in advertising awareness in the whole in-
dustry.

People are noticing and remembering
the Octoputer visual. A recent sstudy in-
dicates that it has strong associations with
remote computing, terminals and com-
munications, and a special Starch reader
impression study showed strong favorable
impressions of RCA. Most important,
people who buy computers now think of
RCA as an important supplier, associate
them with up-to-date equipment and over-
all value, and want to talk to them before
purchasing another computer. RCA’s sales
have skyrocketed to second in the industry.

To improve RCA’s position even more
in an increasingly competitive market,
JWT has come up with a new media
strategy for 1970 including the use of
TV for the first time.

Spot TV in conjunction with an already
heavy print schedule, will increase the
number of times the message is seen and
the number of people who see it.

With this increased reach, and the con-
tinuation of a succesful creative effort,
RCA can look forward to becoming num-
ber two in an industry where coming in
second definitely counts.

Ed Renfro, the “Octoputer” illustrator, was born
in California in 1924, and graducted from UCLA
with an art major in 1950. His work has appeared
in  such publications as Graphics, Graphics
Annval, and International Poster Annual. Besides
ads, Ed illustrates children’s books and does edi-
torial work,

The Octoputer people survey their work. Left to
right, Bill Klaess, account representative; Kati
Bodor, art director; Dick Pokorny, copy writer; and
Alan Webb, copy group head.




Octoputer& Co.

When you go Octoputer, a 3 billion dollar
communications company backs you up all the way.

Getting a new computer No other computer maker as some of the best in the
system is no joke. has a plan like it. business. Just ask our cus-
It involves lots of money. We make the switch-over tomers.

And important decisions,  from your old system easier. ~ We've made computing
like the maker and the Our systems men are known  easier, too. The Octoputers

The
Octoputer
comes

to Hawaii

RCA opened a sales and service office
forits computers September|2.

equipment.

And then getting the equip-
ment going and keeping it
going.

RCA's making it all easier.

bring computing to you, in-
stead of vice versa. Use yours
from across the room or
across the country.

It's a concept called remote

ame to visit and decided It can be yards or miles away. And
hundreds of people can shareit ) gl Sk computing.

RCA computers have been here That's what remote computing is all We make your decisions SEAE Sl o

since 1965, working for customers about. Its the coming thing in com easier. Its based on communications,

like Commander in Chief, Pacific puters. We got there first because its S A X,

(CINCPAC), Commanderin Chief,  based on communications, which is Most of our salesmen started I%Lz\slrump(ard,

Pacific Fleet CINCPACFLT). And  what we're famous for.In fact, we've as systems men. Get an Octoputer, and you

United States Army, Pacific been in communications in Hawaii

They've put systems together.

get RCA.

(USARPAQ). since 1920 Bk
Now weand the Octoputer live here, ~ Come by soon and say aloha. They know your problems. T'hat’s a lot of company to
with an office open to government 1600 Kapiolani Blvd., Honolulu 96814. e THLC e oy

and commercial customers alike. Orgive us a call, 955-2666, So they know what you need keep you company.

Its fully staffed by experts in market We like it here. at least as well as you do.

ing and field engineering. See the Octoputer at our ABA exhibit. a

And we offer RCA's complete line Honolulu International Center.
of Spectra 70 Computers September 28-October 1.

For just about everything from
data gathering to graphic arts to
remote computing,

Remote computing is the
specialty of our Octoputer.

It does time sharing and
regular processing together,
and it's a generation ahead of
its major competitor.

It works with you from
wherever you are

to wherever it is.

COMPUTERS

We make getting a computer
easier.

Check our new plan that
buys you a computer at

15% off.

COMPUTERS

Octoputer

RCA's many-tentacled computer
does time sharing plus regular computing It's a
generation ahead of its major competitor.
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COMPUTERS
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