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H.H. HIXON APPOINTS THOMPSON
H.H. Hixon & Company, retail and institutional coffee importers and roasters, has
appointed J. Walter Thompson Company (Chicago) for the introduction of a new blend of

coffee called "20-More."

Plans are being made for test marketing this brand which is

unique in that, while it contains more of the world's more expensive coffees, it saves
the consumer as much as 50¢ a can as compared with leading national brands.

FLAVOR THAT CHILL CAN'T KILL IN NEW FORMAT -- New York

BALLANTINE BEER _@_
—with the Flavor that chill cant kill ! +wi=nss

This winter Ballantine lifts the 1id off a bowling alley,
takes down a barn door, whisks away the walls of a subur-
ban restaurant, slices off the sides of a number of houses
to give LIFE readers an inside view of an evening of bowl-
ing, a barn dance, Sunday dimmer out, a Halloween party
(left), Thanksgiving and Christmas gatherings — and %o re-
mind them that Ballantine Beer is a happy accompaniment to
pleasant evenings with family and friends.

The "cut-out®" illustrations — warm and sentimental, rich
in light and lively incident — are done in gouache espe-
cially for Ballantine by leading illustrators. And each is
accompanied by a jingle extolling the virtues of "Flavor
That Chill Can't Ki11." Prominent in each advertisement is

a still life: a mahogany tub, porcelain bowl, silver urn, in which bottles of Ballan-
tine Beer are buried in ice as further reminder that this is the beer you can ice to
your heart's content...and still it brims with flavori
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GOES ON "THE
Quaker!s Aunt Jemima will go on "The Breakfast Club® — full ABC line-up, Mo

AST CLUB" — Chicago \
n-

day, Wednesday, Friday, 8-8:15, beginning November 2. The product is Aunt Jemima

Pancake Mix.

Beginning this month, Thompson schedules its first advertising on behalf of

Aunt Jemima Cake Mix.

It will consist of local major-market newspaper advertising

apd radio and television spots. The test will be confined to an area north of th
Ohio River and east of the Mississippi. :
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RCA INTRODUCES TAPE RECORDER FOR HOME USE — New York

A new multi-million-dollar business is unfolding in the magnetic tape recorder.
Business Week calls it "the hottest thing in Tin Pan Alley"; predicts it will break
the home market wide open. Tape recorder use has expanded steadily since 1947, but
so far has been confined primarily to professional service. There were few popular
priced recorders on the market. Now RCA introduces its streamlined push-button re-
corder for consumer use (at $189) and puts the biggest advertising and promotion cam-
paign in tape recorder history behind it.

Chief reason for the success of the tape recorder (this year, a $65 million in-
dustry; may hit $200 million by '56) is its simplicity of operation. RCA stresses
this with the theme: "Basy to record, easy to play, easiest to use." Magazine an-
nouncement which broke last month, headlined "Now you can be funnier than Berle; bet-
ter than Pinza," is followed up in Time and educational magazines. The educational
campaign promotes tape recorders for speech, dramatic, language or music classes or
for transcribing lessons in advance. To help launch the RCA Victor instrument "The
Goldbergs," sponsored by RCA during the summer, built one TV program around it.
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WHY DO-IT-YOURSELF?

HOME THOUGHTS WHILE ABROAD

Between client visits across the U.S., 3 Thomp-
son travellers headquartered in the New York
From Frankfurt, Germany -- Tom Sutton
(left); from Bombay, India -- Ayaz Peerbhoy
(center) who recently walked half-way to the
Himalayas to get product endorsements of Rolex
and Braemar from Everest heroes Hunt, Hilla

and Tensingh; from Buenos Aires -- Manuel Mor-
tola (right) who brought with him an optimistic
outlook for foreign investors which he bases on
personal interviews with top American firms there
and on Argentina's new law which guarantees re-
turns on foreign capital investments.

Recent wage rate changes for skilled labor show one reason why the do-it-your-

gelf trend is running away with America.

Bricklayer (St. Louis)
Carpenter (New York)

Electrician (Chicago)
Painter (Los Angeles)

INDUSTRIAL RELATIONS AND THE INDEPENDENT SPIRIT

Examples of how rates have changed:

Hourly Wage Ratgi

19 1952

1.75 $3.45
*1.85 $3000
$1.70 $3.03
$1.25 $2.56

Business Week said it: "Though you may satisfy a men's material needs and
pay him well, he still has emotional senses, a basic need for recognition and se-

curity that must be looked after."

Fortune's article, "What Became of the Independent Spirit," said it another
way: "Factory sociology has become a cult, with the plant employee the dependent
part within the social whole -—- the plant community."

Between these industrial relations extremes 1is Johns-Manville's industrial
relations program. It goes just so far beyond plant borders that the employee,
while cared for, is not limited in personal freedom. Advertising plays a big part.

Believing that the factory worker's family should know of the Company acti-
vities, J-M advertises in plant city newspapers. The series is two-fold. "One-
Minute Views from J-M", new this year, pictures employees being cared for on-the-
job, stresses paid vacations, safety, medical care. "One-Minute News from J-M" is
news of company policy and J-M's community participation. Homespun editorial text
tells of new product developments, profits and other statistics, conditions affect-
ing natignal economy -- even tells how to invest in the stock market. Both appear

weekly in plant city newspapers.

Topics for Conversation

OVER 50% OF PASSENGERS FLYING TRANS-ATLAN-

izg_ride tourist fare. In the week ended
Sept. 5 Pan American World Airways carried
a record total of 4,106 passengers over
the ocean; 2,280 of these rode tourist-
class. 10 TOP FASHION COLORS, says Bus.
Week, are: deep brown, egg shell, jade,
charcoal, old gold, willow green, blue
green, blue, pink and raspberry. NEW 4
A'S CHAIRMAN, succeeding the late Henry
Stevens, is Earle Ludgin, president of
Farle Ludgin & Co., Chicago. BAKING IN-
DUSTRY'S AGE-OLD PROBLEM SOLVED. Continu-
ous dough-masking equipment, designed for

large volume production, is being tes-
ted by Amer. Machine & Foundry. It
produces high quality bread continu-
ously, according to standard formulas.
YEARLY NEEDS OF U,S. FARMERS: 7 mil-
lion tons of finished steel; 50 mil-
lion tons of chemicals; 320 million
1bs. of raw rubber; 15 billion kw.

hours of electric power. PAY-AS-YOU-
SEE TV _SFT FOR FIRST TRIAL. In Novem-
ber, 400 Palm Springs, “alif. homes
wired for closed-circuit telecasts
will see a movie running in the local

theatre, for the same or slightly
higher rate as theatre viewers.



HOW
AMERICA

: Institute Of Life Insurance -~ New York

Since the beginning of the Institute's public relations activities, the ob-
jective of its advertising program has been to give the American people useful in-
formation on life insurance, or on a subject of publié¢ interest having a natural
relationship to the life insurance business. The Institute's new campaign embra-
ces both the informational and public service areas.

The theme "How America Is Changing"™ provides an opportunity to tell dramati-
cally how the revolutionary changes of the last few years have affected people's
lives and how life insurance has kept pace to meet new needs and situations.

The campaign is an outgrowth of a series of group discussions with leading
sociologists, arranged by Thompson to help determine the social and economic con-
tributions of life insurance. Both Institute and Thompson people participated in
these discussions. They lead to the conclusion that the performance of life insur-
ance could best be appraised in relation to socilal and economic changes. And from
that point, Thompson's own economists came up with the facts that make the start-
ling headlines of the new series.

THE NEW CAMPAIGN IS BUILT AROUND 5 ELFMENTS:
1., HOW AMERICA IS CHANGING (new trademark)

2. ONE OF THE BIG CHANGES (left: big fam-
ilies are back in style)

/3. HOW PEOPLE'S NEEDS ARE CHANGING, TOO
(need for home ownership, suburban liv-

ing, better education for children)
4. HOW LIFE INSURANCE HAS KEPT PACE
5. A SUGGESTION TO THE READER (that he make

sure his policy keeps pace with his pres-
ent way of life and his future gozl)

The campaign is full of facts. Future pages
will cover disease control, increasing col-
lege enrollment (55% more students now than
in 1940), the economic emancipation of wo-
men, the cultural revolution and other areas.
And the remarkable aspect of this new cam-
paign is that it's right on top of America's
own awakening to these changes. It breaks
just as Business Week devotes 3 issues in a row to changing America and just prior to
a Fortune issue, worth $100,000 in a year's research, devoted entirely to changing
America.

The Institute's campaign, however, will reach more than the combined circula-
tion of these two books through nearly 500 daily newspapers in over 300 U.S. cities .
and national farm magazines. ....In all, each méssage will reach over 50 million
people, starting this week.
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TED JARVIS — Melbourne

-4 est cles-

Standing off and observing Ted, one may mark him as an
harassed fugitive from a man-of-distinction advertisement.
One would scarcely mark him jackaroo (kind of Australian
cow-hand) , hire-car driver or storeman.

Indeed, Ted was all of these things, and then some.

First, there are 3 most noteworthy events in the existence
of Ewart Leslie Jarvis which must be recorded: (1) he had
been born in Birmingham, England, Boer War time; (2)
straight from matriculating at Edward VII Grammar School
he had served 4 hectic years in the British Imperial
Forces, in France, World War I; (3) he had migrated from
his homeland to Australia, post-war jitters time.

In an effort to add credence to that tag "Land of Opportunity® Ted first thor-
oughly acquainted himself with the real Australia, via those varied pursuits listed
above. He next moved on to salesman, commercial traveler, and assistant to general
sales manager of Gemeral Motors Australia Pty. Ltd. Then, zoom, in that troubled year
1929 he joined J. Walter Thompson's newly opened Melbourne office. Here Ted took up
his pen to write copy, and his briefcase to do contact, on the GM account, administered
at that time by Arthur Hobbs and, subsequently, Michael Stiver. ... .Fnter in hurry,
depression, and exit in struggle, General Motors account.

When the curtain rises again, we find a slightly older Ted Jarvis, reluctantly
resigned from Thompson and managing, in turn, sizeable Melbourne advertising firms
Goldberg and Catts Patterson. Here he served at one time General Motors, at another
Ford, and amongst others, Kraft.

Forward to 1953 we find Ted Jarvis still in charge of Kraft's Australian busi-
ness, but now, of course, back as a director of Thompson and manager of the re-estab-
1ished Melbourne office. Melbourne office billings and personnel have increased 8
times since the year of the grand re-opening, 1936. Some progress, especially whem
you consider that Manager Ted took time out for another 4 years active soldiering —
this time in War II, in the Middle East and New Guinea campaigns, from which he re-
turned in 1944 with the rank of Major. Nowadays, Ted gives out with Thompson service
for not only Kraft, but MacRobertson, Chesebrough, Pond's, Ansell Rubber, Club Rasor
Blades and more. In this he stresses being "aided, abetted and nobly assisted in
every way by 140 people up in the harbour city office" (Sydney).

Charming, friendly, modest, reassuring and exceedingly patient, Ted Jarvis
carries these executive virtues into private life to preside over 2 children, Ann (12)
and Robert (10), two cats, several kittens, canaries and goldfish. The ruling of
this kingdom is made eminently easy by the assistance of wife Pat who, incidentally,
also has a way with a lampshade. She's one of Australia's leading authorities on
the designing and creation of that phenomenon of interior decoration. By the way,
the hard work of Ted Jarvis' "success story" has been eased by interest in his hobbies:
femily, theatre, books, golf and gardening, in order of preference.

People
a director of the London Festival as a member of the jury. First
Company and Member of Parliament, in NY, of its kind, the festival is expected
Washington, Detroit and Chicago this month. to become an annual event, largely as
(Toronto) in NY Oct. 6-7 on added tourist attraction. Horticulture
Carter Products. GORDON EFFER, new member is a vital part of Belgian economy.
of Toronto office, in NY last week. MIRON Exports in 1952 topped $4.5 million.
CERNY (Antwerp) attended the Ghent Flower ESTHER HALL (SF) in Chi. this week for
Food Editors Conference.




