
'ews 
Vol. H I , No. 17 

BURROUGHS APPEALS TO TO MILLION READERS 

WITH THREE DISTINCT CAMPAIGNS 
New York & Detroit. .."Cartoons, Color 

and New Themes..." Burroughs Int'l house pub­
lication uses these words to describe their 
1957 advertising — styled to convey an air 
of alertness, progressiveness and modern bus­
iness efficiency in every market level. 

New cartoons in Dealer-Co-operative package 
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The Dealer-Co-operative advertising 

program uses a fresh approach to local media 
advertising; informative copy and provoca­
tive headlines are allied with cartoons to 
convey a world of expression and meaning by 
the use of simple characterizations. The 
cartoons, that have added a distinctive ap­
peal to the new Thompson-prepared series, 
were created by Tomi Ungerer, famed French 
cartoonist and illustrator. 

This sophisticated newspaper advertis­
ing package embraces almost every product in 
the Burroughs' business machine line in addi­
tion to Burroughs' technical service facili­
ties. In the advertisements, Burroughs' ma­
chines are placed either directly in the 
cartoon or close to body copy. 

International program uses industrial theme 
The international series — tradition­

ally the "umbrella" type of coverage for all 
Burroughs' products and services, world wide 
— continues with the four-color program that 
was inaugurated last year and will center around 
the theme of Industrialization. Dramatic pic­
tures of volume production in various types of 
industries are aimed at the quantity buyers 
of accounting machines and figuring equipment. 

"Burroughs man" series goes regional 
"The Burroughs man" series, featuring 

the part Burroughs sales representatives 
play in servicing customers, continues with 
its interesting format and human interest ap­
peal. This segment of the program is region-
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allzed to effect a close relationship between 
magazine circulation and the actual location 
of the men being featured. 

Approximately 10 million readers will 
be reached through LIFE, READER'S DIGEST, 
TIME, NEWSWEEK, VISION, MANAGEMENT DIGEST, 
and a broad group of magazines circulating to 
the office equipment field, fraternal, govern­
mental, automobile and hospital trade groups. 

LIVE ELEPHANT HELPS INTRODUCE SPECIAL PROMOTION 
FOR TENDER LEAF TEA 

' New York.. .A live elephant helped to 
launch a special promotion for Tender Leaf 
Tea last week. As he pranced out onto the 
stage of Art Linkletter's "House Party," he 
coyly showed off his special shawl which an­
nounced the news "10£ off on Tender Leaf Tea 
— the finest tea this side of India." The 
huge mammal then cautiously helped Art Link-
letter make tea by dunking a tea bag into an 
extra-large papier-mache'cup. The commercial 
is part of a four-week concentrated campaign 
— the first in four years for Tender Leaf 
Tea — which offers 10^ off on a box of .48 
tea bags or eight-ounce box of loose tea. It 
will, be repeated on "House Party" and also will 
be carried "live" on Jack Bailey's "Queen 
for a Day" and Tennessee Ernie's program. 

In addition, a concentrated radio spot 
campaign over 146 stations is scheduled from 
April 22 to May 13. The commercials will be 
heard on Thursday, Friday and Saturday morn­
ings and, in most cases, are in, or adjacent 
to, high rated programs directed to women. 

Backing up the broadcast 
media are two-color maga­
zine advertisements appear­
ing in the April 29 and May 
13 issues of LIFE, and wom­
en's books. These illus­
trate famous TV personali­
ties — Art Linkletter, Ten­
nessee Ernie and Jack Bailey 
— having an "Indian" tea 
party with the famous TV 

elephant pouring. Three 600-line newspaper 
advertisements in 80 cities in the Eastern 
Region round out the promotion. 



So you want to become a copywriter... 
.. .What's the next step? If you work 

in the New York Office, you might take ad­
vantage of the copy seminars, set up to en­
courage and help young people to accomplish 
this goal. Talk to the graduates of last 
year's class — the success score was high. 
Of the 67 who enrolled, 30 were given part-
time writer positions, seven were placed as 
full-time writers. These results must have 
been well publicized, for this year when en­
rollment came around for the second seminar, 
approximately 100 people signed up, which 
meant that two classes had to be organized 
— each meeting every other week. 

Using the Thompson T-Square (which in­
cidentally is an important technique covered 
in this introductory copy course) the copy 
seminar looks like this: 

Who are the participants? Any NYO mem­
ber who aspires to become a copywriter or 
who wants to know about copy as part of the 
total advertising picture. 

What does the course include? A series 
of demonstrations and discussions on subjects 
such as good and poor advertising design, good 
ideas make a good advertisement, headline 
pointers, layout techniques, tested methods 
to stimulate action, photoengraving, poster 
techniques; plus writing assignments given 
on actual accounts in J. Walter Thompson, to 
be done on the individual's own time. These, 
along with occasional tests, are graded and 
given constructive criticism. 

Where does the seminar meet? The 10th 
floor conference room. 

When? Every Thursday during the Company 
lunch period. 

How does it operate? Each week, Hastings 
Foote {NY), le professeurof the seminar, fea­
tures a specific fundamental of good writing 
and invites Thompson "specialists" to speak 
before the group. Burt Harrington (NY), a last-
year seminar graduate and now a full-time 
writer, is helping on ideas for making class­
es interesting, and also helping to correct 
assignments. Audience participation is the 
rule at each session. Encouragement will be 
given to those "pupils" who show promise by 
assigning each one to a Thompson writer on a 
part-time basis. If they continue to prove 
themselves, members may then hope to be as­
signed to a group on a junior-writer basis. 
As the course progresses, samples of outstand­
ing work are sent to group heads to provide a 

cross-reference on a candidate's progress — 
and to present him or her as a real "comer." 

In addition to this copy seminar, ad­
vanced classes with groups of five are held 
each week. The majority of "students" are 
graduates of last year's seminar. The faculty 
are copy group heads who donate their time for 
those who say, "I want to become a copywriter." 

$18,000 donated in N Y O Charity Drive 
The New York Office's Once-A-Year Char­

ity Drive for the Red Cross, the Greater New 
York Fund and the United Hospital Fund made 
a fast start and a fine finish. Member's 
gifts amounted to more than $18,000 — a 20% 
increase over last year's total. 

This year, in order to achieve 100% 
participation and get a fast, lively drive 
underway, a new feature was introduced...a 
competition between groups, based on partici­
pation and speed. The first seven groups to 
complete their contributions were eligible to 
draw for tickets to "My Fair Lady." 43 out 
of 51 groups turned in 100% contributions on 
the first day. 19 groups were in by 10:30 
a.m.1 And hundreds of new contributors helped 
to make the 1957 Charity Drive a huge success. 

Aluminium Ltd., Pan American and Kraft 
receive SATURDAY REVIEW awards 

Aluminium Ltd. (NY) was one of 26 ma­
jor corporations which received awards this 
month from THE SATURDAY REVIEW for "distin­
guished advertising in the public interest." 
More than 300 advertising campaigns in gen­
eral magazines were screened by a committee 
of 38 leading educators, editors, and pub­
lishers, research analysts, scholars, and 
advertising and public relations executives. 

Also, as testimony to the influence of 
TV and radio in the nation's communications 
complex today, eight TV and one radio program 
were cited. Thompson clients winning awards 
were; Aluminium Ltd. for "Omnibus"; Pan Amer­
ican World Airways for "See it Now"; and Kraft 
Foods Company for "Kraft Television Theatre." 

This week's exhibition in the N Y O Art Dept... 
...features the work of Don Alm-
quist, designer and illustrator, 
and Dan Weiner "one of the top 
photo-journalists at work today." 
Picture, at left, of Judge 
Learned Hand, is one of Mr. 
Weiner' s more famous photographs. 

Both exhibits are available for travel. 
Please write Dione Guffey, art editor (NY). 
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Liglrt. a n d Lively flavor 

"HOW CAN A MUSTARD BE MORE THAN A MUSTARD?'' 

Atlantis Sales Corporation — N e w York 

French's Mustard has been a well-
known household staple for over 50 years. 
From the time that French's advertising 
began, the product was put into a leader­
ship position and today remains the largest 
selling mustard in the U.S. When the time 
came to plan R.T. French's 1957 advertising 
campaign, the Thompson group decided to 
adopt the concept of Leadership Selling. 

To establish it, the 1957 campaign 
incorporates seven major objectives; 1. to 
create strong brand impression 2. to build 
a definite quality personality 3» to com­
pete with the presently large volume of 
food advertising U. to present highly mer-
chandisable items to the trade $• to in­
crease consumption by reminding people of 
familiar uses as well as introducing them 
to new uses 6. to present the product with 
competitive textual material and good graph­
ic treatment 7» to produce food advertising 
that is memorable in appearance and has a 
modern, prestigeful look. 

To carry out these aims, the campaign 
includes two major phases ~ the continuing 
On Food-In Food idea and the promotional 
campaign. In the On Food category, condi-
mental uses for mustard — familiar to most 
people — are featured (hot dogs, sand­
wiches and hamburgers). The In Food por­
tion deals with the use of mustard as an 
ingredient...as a major and novel flavor 
contribution to a food. The four subjects 
chosen for the In Food recipe series in­
clude a meat sauce, complete-meal salad, 
French or Italian mustard bread, and a 
cocktail dip. 

The promotional advertisements — one 
which appeared before Easter and the other 
which will run before July Fourth — have one 
additional purpose over and above the need 
to forward the Leadership Selling princi­
ple — they must provide elements that will 
lend themselves to merchandising. For this 
reason they are built, first around a mer-
chandisable idea; second, they include int-
portant related items to improve chances 
for dealer interest in in-store displays. 

The Easter advertisement is a his­
tory-making item in mustard advertising. 
It was decided that the traditional Eas­
ter ham should be treated in a new and 
exciting way — the result was a gatefold 
advertisement of three consecutive full-
color pages in the April 8 issue of LIFE. 
This advertisement offered the thought-
provoking question, "What's most becoming 
to a ham at Easter and after?" The col­
orful answer includes information that ex­
tends the usage of mustard — four recipes 
for a glaze and two recipes for "after-
dishes." Since it is believed that the 
way to secure and retain reader interest 
is the recipe, these recipes are of a 
gourmet type, and in accordance with the 
Leadership Selling concept, they are dis­
tinctive and memorable. The recipes were 
developed for the campaign by Food Con­
sultants James Beard and Andre Surmain. 

A total of 65 four-color advertise­
ments will appear throughout the year in 
LIFEjMcCALL'S, BETTER BDMES& GARDENS, LAD­
IES' HOME JOURNAL, GOOD HOUSEKEEPING, MODERN 
ROMANCE, TRUE STORY, and PROGRESSIVE FARMER. 



Frankfurt's schoolteacher 

HANS HOFFMANN 

— Frankfurt Office 

His name is Hans Hoffmann. He's big 
and moves fast. Hans loves hard work, good 
food, fine wines, and political discussions. 
Often he reminds you of Don Camillo ~ but 
at other times he's more like Peppone. Full 
of humor with an ironic bite to it, he's a 
stickler for orderliness, discipline and 
holding his teams closely together. Yet he 
loves his freedom and enjoys nothing more 
than being in opposition. 

He's one of Frankfurt's oldest staf­
fers, not in years but in service. And as 
one of the "old hands" and best thinkers, 
he first recognized the need for after-hours 
training of other staffers. Out of his 
idea to train and inform, grew Frankfurt's 
famous Hoffmann's Monday School. Dr. Hoff­
mann, himself, expounds on advertising and 
presents interesting speakers who are spec­
ialists in their fields. 

Hans has been the mainspring in the 
operation of the Ford account for nearly 
three years and deserves a good part of the 
credit for the excellent client-agency rela­
tionship on this account in Germany. It was 
he who originated the idea of placing a four-
color catalog-saver in all leading German 
newspapers to introduce Ford's Taunus 15 M 
in January, 1955• That Fall one could read 
in the U.S. trade press that Plymouth was the 
first automobile company which had come up 
with this idea — nine months after Hoffmann! 

Long after the end of the war, Hans 
Hoffmann came back from Russia, sick and em­
aciated, but still displaying his innate 
drive. He fattened himself up, promptly re­
sumed his studies at Heidelberg and saw many 
a sunrise while working for his Doctorate in 
Economics. While studying he met Elisabeth 
Lehmann, whom he won as his wife. He was in­
vited by the State Department, along with a 
number of other newspapermen, to study news­
papers in America, returning nine months la­
ter after what he says was perhaps the most 
interesting experience he had ever known. He 
became Assistant Editor of a newspaper in Ger­
many, and in 1953 moved to J. Walter Thompson. 

It's rumored that Hans often fails to 
sleep nights worrying about his major prob­
lem: "Should baby son, Frank, become a poli­
tician, a newspaperman, or an advertising man?" 

PEOPLE 

DR. VEBflTT. T). PTran (NY) left April 21 for 
a five-week trip to Japan. Dr. Reed goes as 
a consultant to the Office of International 
Trade Fairs of the U.S. Department of Com­
merce. His assignment is: to work out an 
effective method for determining the atti­
tudes, opinions and reactions of visitors 
to the official U.S. exhibits at various 
international trade fairs. The Tokyo Fair — 
May 5 to May 19 — will be used by him as a 
"trial market" in which to test various 
methods. During his visit to Japan, Dr. Reed 
will confer with Thompson clients and pros­

pective clients, after completing his gov­
ernment duties. He also will address sev­
eral groups of marketing and advertising men 
including the Japan Advertising Association. 
HARRY LEE (SF) visited the New York Office 
and attended the 4 A's Convention in White 
Sulphur Springs April 22-29. DICK MEADE and 
WALT BUSSE (SF) in Seattle last week on 
Shell Oil. Engaged; SALLY SCHAEFER (NY) to 
Richard Cathriner. Married; MARTHA SCOTT 
(Det.) to Robert H. Squires. Proud papa; 
TOM WOOD (NY), a son, Thomas J. Wood III, 
born April 11. 



TV-RADIO NEWS 

This series of weekly inserts, which began in the April 15 issue of the 
NEWS, reports on things that are being talked about in broadcast publications, 
We attempt to screen all items reported, but they should be given no more 
weight than the sources from which they are quoted. The collection of news 
items is done by Mr. Gene Stone (NY) and edited by him and members of the TV 
and Radio Department. 

If Thompson members have appropriate items which they wish to submit 
for publication, please send them to Gene Stone (NY). 

BUYERS' OR SELLERS' MARKET? 
Marketers are complaining that tele­

vision is suffering from inflexibility. They 
feel TV was reared to a sellers' market and 
continues to act as if its early environment 
were a permanent thing. The marketers feel 
that TV, as a sales tool, has undesirable 
rigidity in: 1. length of contract 2. time 
periods, and 3« programming. 

...SPONSOR, April 20, 1957 

CHEVROLET TV BUDGET 
Chevrolet is alloting over 50 per cent 

of its advertising budget for 1958 models to 
TV and radio. Chevrolet is committed for 
$17.5 million in air time. 

...SPONSOR, April 20, 1957 

'CHEYENNE' RENEWED BY GE 
" "Cheyenne," the Warner Brothers West­

ern seen on alternate Tuesdays on ABC has 
been renewed by its sponsor, General Elec­
tric, for the third consecutive year. 

...NEW YORK TIMES, April 2U, 1957 

VAN DOREN ON TV 
Charles Van Doren will start his radio-

television career on May 5 as a commentator 
on a documentary television program. Mr. Van 
Doren has a long-term contract with the Na­
tional Broadcasting Company. His first as­
signment will be as host and commentator for 
a repeat presentation of the historical doc­
umentary "Call to Freedom," one of the "Proj­
ect 20" programs. 

...NEW YORK TIMES, April 2U, 1957 

JAYNE MEADOWS AND CONNIE RUSSELL IN 
PROPOSED SHOWS 

A situation comedy series to star 
Jayne Meadows, wife of Steve Allen, is be­
ing developed. The series, as yet without 
a title, is be:iiig written by Shirl Gordon, 
a writer of "The Bob Cummings Show." 

Another new series idea, to star Con­
nie Russell, singer, is also underway. The 
show, called "Candy," is to be built around 
a modern jazz format, Josef Shaftell is 
producer-director of the William Morris 
Agency package. 

...THE NEW YORK TIMES, April 2U, 1957 

CBS PRACTICALLY SOLD OUT FOR NEXT SEASON 
With the start of the fall season stall 

five months away, the Columbia Broadcasting 
System is virtually all locked up on time 
sales, with only three alternate-week half-
hours, one every week half-hour and one ev­
ery week hour remaining to be sold. 

While CBS won't come up with money 
figures on commitments already in the house, 
it is clear that it is all but sold out. Ihe 
only openings left to fill are the Saturday 
night "Perry Mason" hour, the Sunday at 6:00 
p.m. segment, Saturday at 10;30 p.m. and 
7:30 p.m., and alternate-week half-hours 
in "Playhouse 90." 

...VARIETY, April 2lt, 1957 

'HARBOR MASTER' BOUGHT 
"Harbor Master," a film series star­

ring Barry Sullivan, has been purchased for 
television sponsorship next season by the 
R.J. Reynolds Tobacco Company. The show 
will be produced by Ziv Television Programs, 
Inc., and filmed in part along the New 
England Coast. 



"Harbor Master" is expected to be 
televised over CBS on Thursdays from 8;00 
to 8;30 p.m. 

...NEW YORK TIMES, April 22, 1957 

TUESDAY NIGHT, 10 TO 11 ON NBC 
It is now fairly certain that Tuesday 

10;00 to 11:00 p.m. will be programmed in 
half-hour segments, although the network has 
not completely written off the possibility 
of "Robert Montgomery Presents" going into 
the late hour. 

NBC program executives have under con­
sideration such 30-minute entries as "JaneWy-
man Theatre," "Four Star Playhouse," and "Panic" 

...VARIETY, April 2a, 1957 

GENERAL FOODS $15" MILLION TV BUDGET 
A state of confusion exists as to the 

disposition of approximately $15 million in 
General Foods TV billings, with CBS having 
the major stake in the company's ultimate 
decisions. One thing appears certain: GF 
is interested in a greater diversification 
in the daytime programming sweepstakes. 

"I Love Lucy," which General Foods 
co-sponsors with Procter & Gamble, is going 
off the air. P&G is giving up the time per­
iod, but GF is sticking. GF contemplates 
moving its Danny Thomas show over from ABC 
into the Monday at 9:00 p.m. berth, but this 
may meet with CBS resistance on the basis 
that the Thomas show may not be strong enough 
in competitive Monday night at 9:00 slot. 

As for Monday 9:30, GF has whole spon­
sorship of "December Bride," and this is ex­
pected to continue on the same basis. 

"West Point," the Friday night show, 
will probably be cancelled. What goes in, 
or whether GF stays with the time, awaits 
resolution. As for GF's co-sponsorship of 
"Zane Grey" in the 8;30 slot, everybody con­
cerned is happy with the results. GF re­
linquished half of the show in a retrench­
ment policy a few months back, and it's un­
derstood overtures may be initiated to re­
trieve the whole package for its own. 

GF may sponsor two instead of one-quar­
ter-hour on Arthur Godfrey's morning show. 

...VARIETY, April 2k, 1957 

'YOUR HIT PARADE' TIME CHANGE 
The American Tobacco Company, which 

wants to change the starting time of "Your 
Hit Parade" to 10:00 p.m. on Saturdays next 
season, has encountered resistance from the 
National Broadcasting Company. The network 
has told the sponsor it believes the present 
hour of 10:30 p.m. is more advantageous for 
the television program. 

But the tobacco company has not been 
convinced by the network's arguments and is 
still pressing for the new time period. 
Meanwhile, American Tobacco is looking for 
another co-sponsor to succeed Warner-Lam­
bert, Inc., which will end its association 
with "Your Hit Parade" in June. 

...NEW YORK TIMES, April 25, 1957 

PITTSBURGH TV 
KDKA-TV, Westinghouse Broadcasting 

Company's Pittsburgh station, has signed an 
affiliation agreement with CBS. It will 
continue to carry programs of all three net­
works until Pittsburgh's second VHF outlet, 
WHC-TV, goes on the air. Shortly after the 
Westinghouse affiliation announcement, NBC 
signed an affiliation agreement with WHC-
TV, Pittsburgh, new Channel 11 station. 

.. .ADVERTISING AGENCY, April 26, 1957 

DAYLIGHT SAVING TIME 
The three networks are presently under­

way with major operational changes effective 
with the start of Daylight Saving Time, April 
28. The wide use of Ampex Videotape record­
ers will help lick the time difference prob­
lems for West Coast one-hour repeats. 

,..ADVERTISING AGENCY, April 26, 1957 

BUICK BUYS 'WELLS FARGO' 
Buick has expanded its stake in tele­

vision with purchase of alternated weeks of 
NBC's, "Wells Fargo." 

Buick is still looking for a show to 
fill its ABC slot. It had originally in­
tended to purchase "The Californian" for its 
ABC slot, but ruled that possibility cut when 
it signed with NBC for "Fargo," on the basis 
that it didn't want to be identified solely 
with westerns. It is rumored that Buick is 
looking for a musical show for ABC. 

...VARIETY, April 2u, 1957 


