AP

AP0

Vol.. 2, No. 48 December 1, 1947

The Library in JWT's New York Office
has on file three copies of the November issue
of Fortune, which may be borrowed by anyone who
may wish to read the article on the J. Walter

Thompson Company. A very small supply of re-
prints of the JWT article is still on hand, and

copies may be obtained from Miss Hurley (N.Y.).

ELGIN NATIONAL WATCH CO.( Chi.) is undertaking a campaign to improve em-
ployee relations at its Lincoln, Nebraska, plant. Primary emphasis will be on
the continuous need for improved quality in workmanship. Materials for the cam-
paign are being prepared by JWT Public Relations-Publicity Dept. (Chicago).

FORD MOTOR COMPANY (Det.) will feature the Crockett Johnson Character
and the headline "Watch Ford in '48" on its December
posters. (Illustration at right). Last week JWT was WATCH FORD IN48
host at a banquet in Detroit
for Ford Dealer Chairmen and
executives of the Ford Motor
+ Co.(Henry Ford II, et al).
This huge, 24-sheet poster 7R
hung behind the head table, and minlatures of the pos-
ter served as place cards, with an individual's name replacing "Ford", such as,
"WATCH FOY IN '48" and "WATCH BREECH IN '48".

INSTITUTE OF LIFE INSURANCE (N.Y.) is distributing to several thousand
womens' clubs, home economists and womens' editors the second in a series of "In-
formal Studies" of life insurance and family money management, prepared by the
N.Y. Public Relations Dept. Entitled "A Discussion of Family Security", the
booklet discusses today's patterns of family savings in the U.S. and reprints ex-
cerpts from government studies. Both the current study and an earlier one on
family budgets are designed to serve as background material for the preparation
of club programs and as teacher guides. The earlier study is now being used by
many State Universities, State extension workers, and home economics teachers in
public schools.

BOWMAN DAIRIES (Chi.) won the first award for newspaper advertising by
dairies in cities of 250,000 population and over in the annual advertising con-
test conducted,by the Milk Industries Foundation. The results were announced
recently at the Foundation's convention in Miami Beach, Florida.

NEW YORK FOOTBALL YANKEES (N.Y.) —— When 70,060 football fans jammed
the Yankee Stadium Nov. 23d to see the N.Y. Yankees play a 28-28 tie with the
Cleveland Browns, a JWT client set a new sales record. At mid- Teweerwsems o
season, the Yankees, members of the two-year-old All American 20
Football Conference, trailed at the box office behind their
older, better-established rivals, the N.Y. Giants. With the
most attractive part of their home schedule coming up, the Yan-
kees launched an intensive campaign through JWT to (1) get the
share of attendance they deserved and (2) help increase season
ticket sales next year...Newspapers and spot radio were used.

written and illustrated by sports cartoonist Willard Mullin.

Radio spot announcements were broadcast over 7 N.Y. stations.
Because of the record-breaking attendance, the client decided
to schedule a fifth advertisement for the home season windup

against Buffalo on the thirtieth.
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DEPARTMENTS
Media

Queried as to the current newspaper space situation, JWI's-N.Y. Media
Dept. reports: "Many papers are still having difficulty securing newsprint
and some paper is being bought in the black market at prices up to $240 a ton. . .
Papers which are turning down space include the Philadelphia Bulletin, Philadelphia
Ledger, Washington Star, Norfolk Virginian-Pilot and Ledger-Dispatch, Bridgeport
Post Telegram, Providence Bulletin, Salt Lake City Tribune Telegram, Newark News,
San Diego Union Tribune Sun, and Ft. Worth Ster Telegram. Space is easier in Los
Angeles and Oskland, but size is still restricted. Some papers are asking for
smaller sizes and many papers ask for a liberal option of days. Requests for al-
ternate or future dates are fairly frequent. In some cases where space has been
tight schedules are reduced or transferred to an alternate peper or market. In
other cases part of the money has been used for spot radio."

Radio

A new radio measurement system to be known as Instantaneous Audience
Measurement Service was announced last week by Frank Stanton, President of CBS.
It was developed by Dr. Peter C. Goldmark, Columbia's director of engineering
research and development. Using wartime radar principles information will be
recorded permanently on a special tape "as fast as it takes a radar signal --
traveling at the speed of 186,000 miles per second -- to go from the transmitter
out to representative radio families and back again." Each family report, he
continued, will contain four different kinds of information: 1. When the set
is in use. 2. What program is being listened to, minute-by-minute. 3. The
income level of the listening family. 4. The location of the listening family
in terms of city, town or farm. This will be demonstrated next spring in con-
nection with the first annual CBS Listener Research Forum.

Media

Organization of a syndicate by 41 Latin-American newspaper publishers
for the publication of a Sunday pictorial supplement was announced last week by
the newly formed ABC Publications, Inc. The publishers, who own the leading news-
papers in 20 Latin-American countries, are joint participants in the capital forma-
tion of the enterprise, its editorial direction and management. Editorial content
will be designed for the special interest of the Latin-American reader and the
consumer psychology of each geographical area in which the supplement will circu-
late. The first issue will be published early next year. The syndicate reported
that "The weekly supplement will underteke primarily to give its neighboring Latin-
American readers an interest in and an appetite for the refinements of living that
have given the United States the highest standurd of living in the world."
Television

A micro-wave radio relay system between N.Y. and Boston capable of
carrying several television programs and hundreds of telephone conversations
simultaneously was officially opened by the AT&T on Nov..13th. The feasibility
of a television network operating between Boston and Washington was also demon-
strated by NBC when a program from Boston was connected to the coaxial cable
between N.Y. and the Capital. Both the radio relay end the over-all network
connection, a 500-mile spread, covered the longest distances to date for tele-

vision transmissions of their types.
* * #* #*

A Television bulletin from Chicago put out by Television Advertising
Productions says that various hotel men predict that hotel rooms all over the
country will have television in 5 years. At present the Hotel Roosevelt in
N.Y.C. has put television sets in & number of rooms, charging $3 extra per room.

OTHER OFFICES

The Reader's Digest has appointed JWI South Africa to handle an exten-
sive promotiom campaign for the new Southern African edition which is to begin
February, 1948. The campaign calls for daily newspaper advertisements in all
major cities, half-pages in major magazines, and a large spot radio campaign on
radio Lorengo Marques.
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JWT CAMPAIGN OF THE WEEK
Washington State Apple Commission
(Wenatchee, Washington)
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Back in the "depressed thirties", when the bottom fell
out of farm prices and the AAA said we were growing too much food,|&
apple growers in the state of Washington were suffering the gen- i
p eral price blight. Extra Fancy Delicious, considered
WE;EEEFEEE% the finest red apples from the northwest, dropped to §

Neaka]ym 75¢ per 4O-pound box. From that, the grower realized
" less than 50¢--not enough to cover production costs.
Accepting the AAA theory, many growers began pulling
out their trees.

L

Farsighted men in the apple industry fig-

| ured that there must be a way out. In 1936 a small
group began spreading the gospel of promotion, soon

oo signed up growers accounting for 80% of Washington

apple tonnage. Thus evolved Washington State Apples, Inc., whose
members assessed themselves 1¢ per box to raise an advertising 15 3
fund and appointed JWT to handle the first campaign. The follow-
ing year, the state legislature passed an act creating the Wash-
ington State Apple Advertising Commission, making it compulsory for every com-
mercial apple grower to contribute 1¢ per box to an advertising fund (raised to
13¢ in 1942). JWT was retained by the new Commission.

In the eleven years that Thompson has handled Washington apple adver-
tising, the industry has made & remarkable comeback. Growers' returns started
climbing the first year and have improved steadily ever since. Right now,
Delicious bring $3.25--$3.50 at shipping point!

This year, the Commission has budgeted for the biggest advertising
campaign in its history. Washington apple advertising is appearing in local me-
dia in well over 100 markets. Newspapers, spot radio, regional network radio,
24-sheet and 2-sheet posters are being used. Fall copy was of the announcement
type -"Washington Apples Are Back in Town" (See illustration, above, left). The
winter campaign features color advertisements in American Home, Better Homes
and Gardens, and Parents!, illustrating famous Washington apple varieties in ac-
tual size and natural color and emphasizing health values (see illustration,
above, right). Spring advertising plans will be mapped when year-end storage
holdings are counted.

Merchandising includes dealer-service work by Commission representatives
in the major cities; point-of-sales display pieces; and advertisements in lead-
ing grocery magazines, both national and sectional.

This year's crop, estimated at nearly 34 million bushels, will provide
an advertising fund of well over $400,000. In addition, the Commission can draw
on a healthy bank account, salted away during the war years when advertising was
trimmed to a seller's market. They're ready to spend whatever it takes to sell
the more than 3 billion apples harvested in Washington orchards this fall. That's
22 Washington apples for every man, woman and child in the U.S.

Apprentice Training Activities

Mait Jones, addressing the Apprentice Lecture Group recently, outlined
steps in the evolution of an individual advertisement and campaign, debunked
"inspiration" and stressed the methodical, analytical approach. Jim Laverty's
Copy Class is currently working on the development of campaign themes. E4d Smith
is conducting a class, Wednesday noons, on "What A Copywriter Should Know About
Layout". Wm. McKamy has taken over Maury Hanson's Account Represeatative class.
Martin Kane spoke to Joe Boyle's Public Relations class Nov. 24th, on writing
of publicity stories. The Junior Apprentice Group (N.Y.) is having a dance on
Sat., Dec. 6th, at Delmonico's.
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HOW WELL DO YOU KNOW YOUR JWT'ERS?
Thumb-Nail Sketch L
ALVIN DREYER

No matter how harassed or tired he might appear,
Alvin Dreyer always looks like "umpteen million dollars™ to
the 1500 space salesmen who pass through his door every year.

However, if his job as JWI space buyer is dealing with
millions, he is also in the not-so-enviable spot of having to ac-
count to JWI' Representatives and clients as to why and how he

spent every last magazine dollar. Though this kind of responsi-
bility would turn your hair white overnight, Al was born and raised

to it. His father was a Connecticut banker, and Al, as early as his
Sophomore year in Columbia, took time off from being coxswain of one of Columbia's
crews to study banking methods in Argentina and Urwguay. And as soon as he gradu-
ated from Columbia, he came to Thompson's as assistant to Treasurer Earl Clarke.

A natural-born money-man, Al nevertheless has a lurking liking for peo-
ple. So much so, that after seven years in the cloistered cash-box quiet and
three years as head of proofreading, he decided to move right out amongst 'em,
into media. (Thousands have "beat a path to his door" ever since.) It's those
extra ergs of human warmth that have built him real and unique loyalty and liking
among New Yorker's hard-boiled space salesmen.

People who know Al Dreyer fairly well opine that it is Al's quick
thoroughness that causes other JWT executives to call on him so often. Espe-
cially since he knows everybody, but everybody, in the business.

Facts and figures extrude from Dreyer at the slightest pressure. It's
a mennerism of his to make these things seem easy. But there isn't any easy way
to keep track of such fluttering statistics as rate changes. Or of fluctuating
editorial trends...and creatively interpreting what they tell about a magazine's
future vitality. "Hardest working guy in the office", said five different people
within two minutes after Al's name was mentioned. Except, it must be added,
during the football season, when Columbia is playing on her home field. But even
fellow-Columbian Bill Palmer's grandmother gets sick those afternoons!

In one of our all-too-few office romances, Al met his wife, Zoa, in our
treasurer's department. She is the daughter of a midwest professor, and de-
scribed by a JWI Representative as "charming, intelligent, vivacious". They live
(with their two daughters) technically in Larchmont. Practically, they live most
of the year in the Larchmont Yacht Club so Al can crew indefatigably for a yacht-
owning friend.

PEOPLE

HENRY STANTON (Chi.) will be in the NY Office Dec. 2-8. MAURY HANSON
(N.Y.) goe¥ To Raleigh, Dec. £-10 on Life Insurance Institute. HENRY FLOWER,
O'NEILL RYAN, and JACK KEESHAN (N.Y.) will be in Atlanta, Dec. 9-11 for Ford-
Lincoln-Mercury. ED WILLIAMS (Buenos Aires) returns to South America Dec. 3rd,
stopping en route in Chicago, L.A., and Mexico. MARTIN KANE, (N.Y.) is in
Toledo today on 0.I.G. JOE BOYLE (N.Y.) goes to Washington Wed. for US Navy.
ETHEL BOOTH (N.Y.) left last night for = week's stay in Cincinnati on Eastmen.
NORMAN STROUSE (Det.) will be in N.Y. Dec. 4-6 on Ford. Art Director UMESH RAO
and Accounts Rep. GHOSAL are the promoters of new JWT Study Circle formed
in Bombay to stimulate knowledge of techniques and methods between depts. and
discover latent talent. WILSON LIOYD (N.Y.) is in Washington today for the Amer.
Playing Card Assoc. The extra-curricular activities of FRANCES SMITH (Chi.) in-
clude the position of Radio Publicity Advisor for the Nat'l Assoc. for Crippled
Children. JWI TERRORS/ (N.Y.) beat R & R last week at basketball, 24-12; next
game this Thurs.

PLEASE SEND JEAN C. HURLEY BY THURSDAY, DEC. 4th, AN ITEM FOR THE JWT NEWS!




