ig:;r’ Vol. 1 No. 16 September 16, 1946
) s
Algiéa ok #u) \fv\a,dxd \QX«A/\;:jt?\
}dg}O Publication of the Newsletter was renewed last
- \\ ' é?” June because this media seemed to be best suited
. \ ;;y for dissemination of current information about

" o o \\ what goes on inside the company. That doesn't
Q/ mean just one office either. The people in
=% 3 New York want and will benefit by behind-the-
W . ]E K-HJY i scene stories of accounts in other JWI' Offices.
; i The news traffic should be even both ways.
NEW§ Let 's have more news and features from the of-

fices outside New York.
~ FOR STAFF MEMBERS ONLY
SRR g L : ACCOUNTS

OXFORD UNIVERSITY PRESS (N.Y.), whose advertising came under the JWI banner last July,
has also appointed us as their public relations counsel effective September 1. This
American Branch of the Oxford has been established here for 50 years. Bibles and prayer
books make up 50 per cent of their business -- the Trade Department, including fiction
and non-fiction, makes up 30 per cent, and college textbooks, medical books and chil-
dren's books mseke up the remainder.

The objective of the public relations campaign’'is threefold: (1) to establish in the
minds of the public the fact that they operate independently of the parent organization
in England in the selection and publication of books bearing its own imprint; (2) to
make them favorably known to the public as well as to educators, clergy, and habitual
readers; (3) and to remind the people of the heritage, tradition, scholarship and
technical scale that adheres to the American branch, through the English parent insgti-
tution.

BALLANTINE ALE & BEER (N.Y.), with the grain situation gradually easing up for brewers,
begins a national magazine campaign in October. 4-color bleed pages will appear in LIFE,
COLLIERS, NEW YORKER, AMERICAN, COSMOPOLITAN, and the three outdoor sports magazines.

In this campaign Ballantine revives its familiar figurines and features accurate scale
models of 1840 settings. The 3-ring trademark and "America's largest selling ale" are
basic in each advertisement.

OWENS-ILLINOIS (N.Y.) routed to us a letter written them by the DuPont Company which

said in part: —- "Owens-Illinois advertising indicates that you have mastered the tech-
nique of photographing transparent objects, and any suggestions or comments you might have
which would help us would be sincerely appreciated." -- LADIES HOME HOURNAL, September
issue, also takes a leaf from our book. Its outstanding cover is an adaptation of the
photographic technique that we originated in recent OIG advertisements, showing a

colored foreground against a black and white background in order to give emphasis to

a particular subject.

J. B. WILLIAMS (N.Y.) new Lectric Shave, a pre-shave lotion for users of electric
razors, is leading all competitors in this new field. Insertions every other week in
LIFE and SEP are the backbone of the promotion. Tie-in promotion with such electric
razor manufacturers as Schick and Remington are producing gratifying sales results.

One Remington service manager reports: "Not only have Lectric Shave samples sold large
quantities of your product but it has also caused an increase in the sale of Remington
Electric Shavers." If you'd like a sample of Lectric Shave for yourself or a friend,
drop a note to Bob Curtis and He'll see that you get one.

FORD (Detroit), in addition to sponsoring the televising of Madison Square Garden sports
events, has just signed a contract to telecast all seven home games of the New York
Yankees in the new All-America Football Conference. Telecasts will be over WABD with

the first scheduled for September 1l4th at 8:30 P.M. . . . FORD will also telecast all
home football games of Columbia University. . . FORD's new Dinah Shore and Peter Link
Fayes program bows in this week on Wednesday at 9:30 over CBS. Just a reminder! . . .
The 500,000th unit (cars and trucks) rodled off the FORD assembly line September 4th . . .
The FORD Sunday Evening Hour will not be renewed this Fall.
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JWT 'S PUBLIC RELATIONS-PUBLICITY DEPARTMENT

The work of our Public Relations-Publicity Department falls into two general phases, —
counseling on public relations strategy and policy, and execution of work in line with
determined policy. These two phases may relate to the client company or to its products
and services. No longer confined to grinding out press releases only, the Department
guides clients in handling of impressions by various media of communication that shape

public thinking.

As a service division of JWT, the Department's primary
objectives are to: —

a. maintain or build a more favorable reputation
for our clients, their products and services
generally, through techniques other than adver-
tising;

b. to strengthen JWI''s relationship with its
clients.

The Department functions through a Plans Board set up along the lines of the adver-
tising Plans Board. Accounts are assigned to Representatives who have had experience
in the special field involved;- corporate and financial, foods, cosmetics, life in-
surance, fashions, recreation, fuel, aluminum and textiles.

JWT's Public Relations-Publicity staff is the largest maintained by any advertising
agency with 100 persons engaged in this work in our New York, Chicago, Hollywood,
San Francisco, Los Angeles and Washington offices, serving 23 clients.

Our work supplements that of the client's own public relations and publicity departe
ment; does not replace it. Many times our work involves specialists and facilities
which the client could not hope to provide from an expense point of view,

Our publicity services provide information to: 854 radio stations and radio net-
works; 1,700 employee publications; general, special interest and trade magazines
as well as newspapers, press associations, photo and feature syndicates.

A monthly magazine digest keeps the Department and its clients informed of what
leading magazines are publishing.

Periodic Information Memorenda provide survey data on subjects of general and public
relations interest.

A service to agricultural leaders and areas is available through the Chicago office.
An educational service through the public schools is designed to reach the large and
important teen-age groups. A women's club service is now being developed.

Getting a product used in post-war housing; showing new and better ways of using a
food product during current shortages; advising the family on how to use its income
to best advantage; introducing completely riew products; popularizing a fashion item;
helping a Company to explain its operations to employees and stockholders all through
media other than paid space - are a few of the tasks which the Department tackles in
the course of the day's work.

PEOPLE

SHIRLEY WOODELL returns to N. Y. after a trip to Janesville, Wisconsin and Rochester, N.Y.
for meetings with Parker and Eastman Kodak . . . BILL HOWARD from JWI', N.Y. joins the staff
of JWI, Detroit, Sept. 16 where he will take over duties as Office Manager . . . WILLIS M.
CARPENTER, formerly Office lianager, will assist JOHN REESER in handling increased activi-
ties of the Ford Dealers. Bill will also act as liaison between the New York and Detroit
offices on all matters pertainining to Market Research and Motion Pictures.
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JWT CAMPAIGN OF THE WEEK

~- LIBBEY DIVISION —-
Owens-Illinois Glass Company

Three years ago when JWI took over the Owens-Illinois Glass Account, the Libbey
Division was regarded as a kind of fashion show-window of the Owens-Illinois Glass
Company. However, no fine table glass was then being produced by Libbey, nor had it
been since Pearl Harbor.

But, with the remnants of pre-war stock of this handblown crystal, JWTI' created a
successful testimonial campaign which ran for two years. Finally, by the end of
1945, even these last bits of fine Libbey crystal were gone and none would be ready
for the market before 1947 at the earliest. It appeared
that quality glass advertising over the Libbey-0IG logo
would have to be suspended. But we were reluctant to
risk the quality-associations with the Libbey name by
advertising nothing for a whole year except their low-
priced, variety store glassware, which was all Libbey
had for sale.

The Bulletin Board in the New York Office this week
shows JWT's solution of this fairly usual, but highly
painful advertising problem.

For the theme of the "quality" campaign, JWI utilized a
priceless advertising property -- the annals of Libbey's
past. No contemporary merchandise is shown in the
advertisements, of course -- only museum pieces exhumed
by our own Lucille Platt from the attics and china clos-
ets of the descendants of the Company's early glass-
artists. Thus Libbey Glass is portrayed as a company
who can claim authorship of a brilliant chapter in the
history of our American culture.

Volume items, meanwhile, were promoted via TIME (Heat-

Treated "Bounce" tumblers — 6¢ to 9¢ each) and with =
news scoops in the women's magazines (decorated hostess

sets, $3.00 for a set of 8).

Sales of the institutional and variety store glassware immediately reflected the
stimulus of the "quality" campaign. The Libbey Merchandise Division feel that
it is of inestimable value in helping them to maintain prices, expand sales of
their low-priced volume items.

This historical campaign was received with enthusiasm by the OIG organization.

For 1947 — with fine table glass again being blown, Libbey plans, nevertheless,
to continue the historical theme as a part of their presentation of contemporary
crystal.

For 1947, also, Libbey contemplates merchandising the historical campaign with a
traveling exhibit of the Company's early masterpieces. The antique glass would be
shown in America's leading museums along with contemporary show-pieces especially
created for this by Libbey artists. Stores will, of course, time their Libbey
merchandise promotions to tie-in with these exhibits.
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its NEW!
fés eoming to NEW YORK ! The test "Eye Witness" teasers we reproduced in the last two
Youll see it This Year ! issues were run by RCA VICTOR. They are forerunners to a great

television campaign, and show the identifying symbol for RCA's

new television set. They were run for legal purposes only (to
help protect the name) and others are planned for insertion during
October. The main announcement of the sets is expected in early

November.

GRADE LABELING

In a survey on grade labeling made for the Grocery Manufacturers of America, 34%
of 2,000 women said they would still buy their favorite brands no matter how they
were graded. 37% said "No" and 22% were undecided (7% did not answer). Complete
findings of the survey are available in a GMA booklet, "Labels in the Spotlight."

NEW YORK CITY

Truck drivers' strike had serious effect on N.Y. City newspaper advertising. All morn-
ing papers but one, beginning Monday, Sept. 9, eliminated all display advertising and
special features, concentrating on news items in 12 to 16 page editioms. The next day,
the evening papers cut their daily advertising to a minimum and on Wednesday eliminated
all advertising. The one exception to the morning papers was the Daily News, which
continued to carry full advertising schedules until Thursday when they ran split runs --
Friday they cut all but amusement advertisements and from then on expected to be cur-
tailed with the exception of Sunday insertions which had already been made up. If the
strike is not called off, it is anticipated that several of the dailies will have to
stop publication entirely next week.

Red Motley, Editor and Publisher of PARADE, addressed the New York Apprentice Group
on last Friday -- subject, "Advertising as I See it Today." The Apprentice Group,
which meets weekly, has previously been addressed by JWTI executives. As a part of
their program, it is also planned to bring in outside speakers prominent in the adver-
tising world of which Mr. Motley is the first.

HOW_WELL DO_YOU KNOW YOUR JWT?
(Answers Next Veek)

1. When did Stanley Resor become President of JWT'?
2. Who originated theater program advertising?
3. How many former agency presidents now work for JWI'?
4. How many Directors does JWI have?
5. How many officers does JWI have? -- Of these, how many are vice-presidents and
can you name them?
6. What is the JWI Panel?
7. What recruiting campaigns did JWI prepare during the war?
8. Which one of our large national accounts was obtained through its purchase of
- a relatively small company which was then being served by JWT?
9. Where is our New York Downtown Office located -- what types of accounts does
it handle — and when was it established?
10. Who is the operating head of the JWI office in San Francisco?

NEXT WEEK

We want some material for the "Campaign of the Week" feature as well as other informa-
tion from offices outside New York.

Next week's issue closes Thursday, September 19. Send all news to Bob Curtis.



