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We're aware that occasional issues of the
Weekly News are top heavy with news on the
larger accounts. We want more news from all
accounts but its up to you to supply some
of 1t. We can dig out a lot but we can use
some help. Just a brief memo to Bob Curtis

| N ]E W§ | in enough.

~ FOR STAFF MEMBERS ONLY
B i G ACCOUNTS

i Once Again... PAN AMERICAN Pioneers
PAN AMERICAN's (N.Y.) campaign to create a :
favorable attitude on the part of the public toward e i
Pan Am's entrance into the domestic field broke last =
week with insertions, as illustrated, in daily newspapers ;
in fifteen cities. Twenty-eight variations of the map
had to be made to show the routes operated to and from
the various cities. The New York version is showheee.o.
The decision of the CAB on whether to allow Pan American
domestic routes is expected in the spring of 1947. Mean-
while the campaign will continue to describe to the
public the new type of high speed service Pan American Seemems ESEEE S -
will offer assuming governnment authorization is obtained
and Rainbow-type planes are delivered in the fall of '47.

LTI N Million. Doier Cippens 15 offer senstop Const-ts- Const
hedvies . Bruokbest m New Yook hmch 0 Los Angeie

In addition to newspaper space, double spreads will appear R i ﬁujyz;;
in TIME, NEWSWEEK, U.S. NEWS and all leading aviation
magazines,

FORD (Detroit) has signed a contract to televise the seven home
football games of Northwestern U. This in addition to the Columbia U, games
and the N.Y. Yankee football games. Variety reports the televising of the
first Yankee game as a "™thoroughly workman-like job."

REYNCLDS METALS (N.Y.) new Reynolds Pak, a wrapper for frozen
foods, is currently undergoing consumer tests. This single unit package
eliminates the old inner and outer wraps and cuts down freezing time 30 to
50%. Pre-cooked foods may be packaged while hot and contents may be re-
heated right in the package. Have your clients check Reynolds for interesting
use of aluminum in post-war packages.

WASHINGTON STATE APPLES (Seattle) begins in November a six month
2-sheet poster campaign in New York and Chicago transit system locations.

FORD DEALER Agency situation is now as follows: -- The majority of
the dealer advertising associastions, formerly serviced by lMaxon, have now
formelly appointed JWT as their agency. It is expected that the few remaining
will be signed up within the next week.

1L.INCOLN-MERCURY Division of Ford has attained full-fledged autonomy
having built up an entirely new organization within the past few months. It
now embraces everything but manufacture of the Mercury, and even this is being
taken care of through establishment of separate Lincoln-Mercury assembly plants
on the East and West Coasts, with the hope that eventually Mercury production
will be moved from the Rouge to a new plant adjacent to the Lincoln set-up at the
Warren and Livernois plants in Detroit. The new division has its own production
staffs, sales, purchasing, industrial relations, comptrollers, and parts and

service departments.
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THE ASSOCIATION OF AMERICAN PLAYING CARD MANUFACTURERS voted last
Wednesday to sponsor a National Intercollege Bridge Tournament in 1947. The
1946 Intercollege Bridge Tournament included the northemstern states only.

NATIONAL, PEANUT COUNCIL (N.Y.) held an advertising meeting in New York
September 16 and 17, James E., Wood, newly elected President of the Council, amd
William Birdsong, new chairman of the Advertising and Publicity Committee, and
five other council members heard a report by Sam Dobbs on the very favorable con-
sumer acceptance of the magazine campaign. Joe Boyle and Helen Ridley reviewed
the public relations-publicity program.

DEPARTMENTS
International -- Visgitors

CHARLES DULLEY, Manager of JWT, Sao Paulo, clippered in from Brazil
the other day., He will visit several domestic offices as well as clients during
a month's stay in the States.

Mr. Dulley reports that there are now over 100 people in JWT's
Brazilian offices and complete production facilities are maintained in both
Rio de Janiero and Sao Paulo. About 36 accounts are serviced from these offices,
of which 20 are American advertisers and 16 Brazilian and European manufacturers
selling in the Brazilian market.

According to Mr. Dulley, Brazil at the present time is faced with
acute shortages of all kinds of consumer and industrial goods. As a result,
the country has been undergoing a terrific period of inflation. However,
business conditions are beginning to settle down and our Brazilian offices are
looking ahead to another very successful year in 1947.

Research

A comparative analysis for the years 1941 and 1946 of circulatiom,
rates, and cost per thousand, for leading magazines, Sunday supplements and
daily newspapers has been made by the Media Research Department. This should
answer most questions you or clients may have on increased space costs.

Art Hurd has copies of this available.

Media

MeCALL'S brings out a new format with their October issue. Purpose is
to invite greater readership of the editorial material through type faces that
lend themselves to easy reading.

~

PEOPLE

Four hundred copies of DON FRANCISCO's study, "Does Distribution
Cost Too Much," were recently requested by the Dean of the University of
California's School of Business Administration for use by Marketing students
and for general library usS€.......RENE WEAVER (S.F.) has returned to the office
after an enforced absence of 25 months due to an operation and ensuing comp-
licationS....ee+TED SMITH (L.A.) authors a piece on West Coast television in
the August issue of Western Advertising.......SHIRLEY WOODELL and CHARLES DULLEY
are spending this week in Chicago, Janesville, (Parker), Detroit, (Ford), Akrom,
(Goodyear), and Rochester, (Eastman) conferring with clients of the Sao Paulo
0ffiCeesesss . JOHN DEAR (Montreal) spent three days last week in New York con-
ferring with various clients of the Montreal office.
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JWI CAMPAIGN OF THE WEEK

== California Wine -- The Wina Advisory Board --

California Advisory Board reteined JWT
(San Francisco Office) upon the Board's inceptiom
in 1938, first consumer advertising appeared that
Fall.

In the vintage year 1937, California
produced 85,000,000 gallons and in the following
year sold 55,000,000 gallons....that was the economics
that led to industry advertising.

First campaign used personalities, sought
to establish a custom in homes of offering wine as a

1o dos rigiht by dinner

socially acceptable evidence of hospitality.: Sales 7 T BT L
of California wines rose steadily, were 88,700,000 ,’177(’ e e s AR
gallons in 1941. As of August 1, 1946, California 7s what you need i

wines were selling at the rate of 120,000,000 gallons
a year.

War converted the market for Sherry, Port and
other "dessert™ wines from oversupyly to acute shortage
and there developed simultaneously a need to emphasize
the moderate nature of wine.

Advertising emphasis thus shifted -~ for four straight years "sold"
table wines with war-time foods. Recipes called for table wine in the cooking
and the same wine variety was shown served at dinner. Typical 1945 advertise-
ment 1is reproduced above.

War shortages enabled the industry to convert itself very largely to
a package goods, trade-marked basis at a much higher price level., Subsequent
research indicates that the effect of continued advertising on this shortage-
ridden market was to spread the use of wines to a broader section of the publie,
but with sharp reductions in amounts consumed per family. Shortages plus ad-
vertising produced a ™sampling® effect.

New advertising just launched in color magazine pages recognizes this
new market pattern and the higher price structure inherent in package selling.
It still further glamorizes the act of dining with wine. It wets wine up as
"What you need™ to make home entertaining easy, happy, and in good taste.

Still lifes are done by Gerald Wright who for twelve years has made
paintings only for JWT. Wright's paintings get still more prominence this year
over last. Copy is simple, somewhat nostalgic, as high as we can get it in
appetite-rousing quality.
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HERE ARE THE ANSWERS TO LAST WEEK'S JWI QUIZ

Stanley Resor became President of J. Walter Thompson Company in 1916.

Mr. J. Walter Thompson was the first to develop the theater program as an adver-
tising medium.

Former presidents of other advertising agencies who now work for JWI include: Don
Francisco, Robert Simpers, Walter Hine, Clement Watson, Theodore Weldon, and John
Kuneau. (Any additions or corrections?)

There are at present 17 Directors of the JWI Company: —- Messrs. Resor, Baillie,
Flower, Francisco, Hine, Kinney, Lochridge, Meek, Palmer, Reber, Ryan, Stantonm,
Stevens, Ward, Wieland, Young and Mrs. Resor.

There are 42 officers of which 36 are vice-presidents; they are Messrs. Kinney
and Stapton (Senior vice-presidents) and Messrs. Baillie, Blomquist, Boulton, Dibert,
Farlow, Flower, Foy, Francisco, Gillham, Greene, Henderson, Hine, Hinks, Jaccaci,
Jackson, Jardine, Lochridge, Lowitz, McClung, McKeehan, Mitchell, Meek, Mogge,
Palmer, Reber, Reeves, Resor, Richey, Ryan, Stevens, Watson, Weldon, Wieland, and
Miss Waldo. R

The JWT Panel is a carefully selected group of more than 2,000 families all over
the country who report to us each month their purchases of certain products,
giving brand, size, reason for selection and price paid. Through this, we are able
to study and analyze buying habits in connection with the products we advertise
and their competitors.

The recruiting campaigns prepared by JWI during the war include: Naval Aviation
Cadet; U. S. Cadet Nurses; U. S. Army Nurses; and Over-All Nurses Recruitment
Campaign (Army, Navy, WAC Hospital Technicians, Veterans' Administration Nurses,
Student Nurses, Red Cross Nurses' Aids).

We obtained the Kraft Foods Company account when that company purchased the Phoenix
Cheese Company which was then being served by JWI.

The New York Downtown Office is located at 1 Wall Street —— handles approximately
fifty major financial, legal and underwriting accounts and 50 minor ones -- and
was established in 1930.

Art Farlow is the operating head of the JWI office in San Francisco, and Don
Thorburn heads the Mexico City office.

PACKAGE EFFECTIVENESS - HOW TO MEASURE IT

WILLIAM FAITZ and ALLEN CENTER of the Chicago office, in the interest
of KRAFT FOODS COMPANY, recently visited the Louisville plant of Joseph Seagram &
Sons to observe the psychometric prodedures in regular use of measuring the
effectiveness of package designs, labels, and magazine advertisements, These
procedures are an outgrowth of product control psychometric tests to insure the
uniform and standard taste, odor, and color characteristics of new runs of some
13 products., In these tests, sensory impressions of a panel of 10 individuals
are used as laboratory apparatus......The Seagram plant is willing, under certain
circumstances, to make visual and gustatory tests for other companies free of
charge......A report describing the tests is in the library of the Chicago office.
A copy has been sent to Clemens Hathaway in New York and Lowell Mainland in
San Francisco.

NEXT WEEK

The issue for September 30th closes next Thursday, September 26.
Please send your news to Bob Curtis, There should be a number of interesting
items now that fall campaigns are breaking.



