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99 Squeezes 99 Makes de Brillo Soap

De soap keep a workin’
Pads shine, shine, such a long, long time
shine
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and dat’s not all de
Brillo Soap Pads got

De new Rust Resister Dere’s lots more soap And rust resister to Yes 99 Squeezes 99 Makes de Brillo Soap

sure helps a lot to cut thru de crust resist de rust

NEW SOAPIER BRILLO CAMPAIGN OPENS TO CALYPSO BEAT

New York...©'99 Squeezes’ is the key phrase of a new campaign which
introduces the new soapier Brillo, the soap pads with more suds than ever
before. The campaign dramatically emphasizes the improved soapiness of
new Brillo and its greater resistance to rust...a soap pad’s two most im-
portant product benefits.

‘99 Squeezes’’ made its debut this month on nighttime and daytime
television, via 15 coast-to-coast ABC-TV network shows. The first com-
mercial appeared October 3, featuring a pot and kettle which have been
given amusing personalities, and a convincing live cleaning demonstration.
The foot-tapping theme of a calypso beat furnishes a compelling, highly
memorable background. It is being seen five times weekly on seven daytime
shows, and one night a week rotating among eight top hits: Walt Disney
Presents, Maverick, Cheyenne, Roaring 20’s, Adventures in Paradise,
Hong Kong, The Islanders and Naked City.

Echoing the bouncy calypso commercial is the arresting print cam-
paign, which is feminine but forceful. A prominent illustration of a hand
squeezing a soapier new Brillo pad is seen against a dazzling pink back-
ground (right). The print advertisement bows on October 23 in This Week
and from then on in other top Sunday Supplements, and in the following
leading magazines: Ladies’ Home Journal, McCall’s, Good Housekeeping,
Better Homes and Gardens, Woman's Day, Everywoman's Family Circle,
and Progressive Farmer.
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LAUNCHING BY
DOUGLAS THOR
BRINGS ANOTHER
SPAGE FIRST
TOTHEUS.

Most proved intermediate-range ballistic missile in
the world today is the big Douglas-NASA-Air
Force Thor, which scored another major success as
it reached the century mark in firings.

In orbit as a result of this shoot staged at Cape
Canaveral is Courier I-B, a communications satellite
of advanced design. Called the “Workhorse of the
Space Age,” Thor’s launching of 18 successful U. S.
satellites include Pioneer I, Explorer VI, all the
Discoverers, Tiros I, Echo I, Transit IB and ITA.

Thor’s perfect performance in more than 86%, of
its firings adds the key element of dependability to
U. S. space and military projects. Even higher
performance is foreseen as new and more powerful
versions of Thor roll from Douglas production lines.

DOUGLAS

MISSILE AND SPACE SYSTEMS  MILITARY AIRCRAFT e
DC-8 JETLINERS * TRANSPORT AIRCRAFT ¢ AIRCOMB®
ANTI-SUBMARINE SYSTEMS ¢ GROUND SUPPORT SYSTEMS

ADVERTISING RACES THE ROCKETS

New York...Simultaneously with the announcement
of another major success scored by the Douglas Thor,
Thompson began production of an advertisement to
point up the latest achievement and continued de-
pendability of this missile. The 100th launching by
Douglas Thor was made October 4. By October 5,
copy had been written, artwork selected and the
completed layout sent by special wire photo service
(an emergency measure) to the West Coast for client
approval. The go-ahead signal was given that after-
noon and the plate was sent to Newsweek for its
quick-closing on October 7, 72 hours after the launch-
ing.

The timely advertisement in Newsweek was on
the newsstands last Wednesday, eight days following
the actual event. It will also appear in the November
issue of U. S. News & World Report and November
14 issue of Time.

WORTH QUOTING

““Given a good product, the American advertising
industry does an efficient, imaginative and essential
job of information and promotion and makes an im-
portant contribution.”’

Dwight David Eisenhower

Joseph E. Boyle (right) discusses public rela-
tions on first seminar telecast from TV Workshop.
Jim Holland (left) was moderator fof the program.

Robert Colwell to review *‘earth ads’’
from outer space

New York...Robert Colwell, who has played a vital
role in creating many of Thompson’s best-known
advertising campaigns, will be the featured Eyes on
Thompson seminar speaker next Monday, October 24.

Mr. Colwell has been a writer for over 30 years
and helped create some of radio’s most famous pro-
grams, such as Lux Radio Theatre and the Kraft
Music Hall. His well-known flair for the humorous
and dramatic is sure to be in evidence during his
seminar presentation of ‘1992,”’ a Venusian view of
earth people — their habits, customs and culture —
as reflected by their advertisements.

Seminar program Schedule, Oct. 20-25

*Thursday, —  MARKETING/MERCHANDISING
Oct. 20 Seminar. ‘‘What Became of the
Cracker Barrel?’’ presented by
Ray Bailey, Ed Malone and
guest authorities from a leading
food chain.

Friday, —  EYES ON THOMPSON Seminar.
Oct. 21 Peter Dunham speaks on Thomp-

son International.
Monday, — EYES ON THOMPSON Seminar.
Oct. 24 Robert Colwell presents *“1992."
*Tuesday, — PUBLIC RELATIONS Seminar.
Oct. 25 John Rost and guests speak on

““Publicity in the Marketplace.”’

* To be televised.



CRITICAL TIMES GIVE IMPACT
TO NORTHWESTERN MUTUAL AD

Chicago . ..Originally scheduled to appear in news
weeklies just once between the political conven-
tions and the elections, this Karsh-illustrated ad-
vertisement was such a ‘‘natural’’ for the present
national and world situations that it is being re-
peated both in Time (Oct. 10) and Newsweek (Oct.
24).

Headlined ‘‘Now

build immeasurable strength!,”” it ran in Time last

is the time calmness can

> section...which con-

week opposite the ‘‘Letters’
tained much reader comment concerning Mr. Khrush-

chev, the elections, integration and the U. N.

Now 75 the time calmness can
build immeasurable Jlrmgz/z/ P

Zhere is a dijfference!

Northwestern

Mutual
dividends in 1960:
*90 million!

y, the whole purpose of life

ince s 1o replace insccurity with
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“LITTLE OSCAR” TO BE BIG SALES HERO

Chicago...* ‘Little Oscar’ to the rescue’’ is the theme
of an exciting new cartoon series of Oscar Mayer TV
commercials.

Natives chasing shipwrecked sailors...Martians
shouting “‘earthmen go home’’...indians attacking the
brave little fort...these and other perilous situations
are brought to a happy ending through the entertaining
efforts of *‘Little Oscar.”

When things get out of hand,
one of the characters in the
commercial just blows a few
notes on his Oscar Mayer
Weiner Whistle (a plastic
give-away  premium) and
““Little Oscar’’comes swoop-
ing in on his Weiner Mobile.

Naturally, he saves the day
with the fine meat products
made by Oscar Mayer. Com-
mercials are scheduled for
extensive exposure across the country on some of
the better children’s shows.

Zvue Martin exhibits her work in NYO

New York...Zue Martin, who is a designer of fabrics,
wallpapers, book jackets, graphics, as well as an
illustrator and painter, is exhibiting a cross-section
of her work in the First Gallery this week.

Miss Martin attended Pratt Institute and the Art
Students League, and taught fashion delineation, as
a practicing artist, at Pratt for five years.

O’NEILL RYAN BACK FROM EUROPEAN
HOLIDAY AND VISIT TO OVERSEAS OFFICES

New York...O’Neill Ryan, a Vice President and a
Director of the Company, just completed a holiday
trip to Europe during which he visited Thompson
offices in Frankfurt, Milan, Paris and the newest
overseas office, Vienna. He stated that he was
again tremendously impressed with the growth of
Thompson operations in all countries.

For example, he noted that two years ago the
Frankfurt Office occupied space to accommodate ap-
proximately 160 people. Today, the Office occupies
a five-story building for an organization of over

350 people.

In Paris the office at 21 Rue de la Paix which
the Company has occupied for many years has been
enlarged by additional space on several floors plus
space at 7 Rue de la Paix. Over 105 people now
represent Thompson in Paris.

In Vienna the new office is headed up by Gens
von Leutzendorff and is just now being completed.
It occupies space in the Vienna Bourse — the equiv-
alent of the New York Stock Exchange. It will serve
such clients as Ford, Kodak, Lever Brothers and
others.

Mr. Ryan expressed the hope that when members
of Thompson’s U. S. offices take their vacations
abroad they will take the occasion to become ac-
quainted with the Thompson people in Great Britain
and on the Continent. He says that there is a spirit
and character about Thompson people in Europe
which reflects integrity, talent and devotion to pur-
pose of which all Thompson people can be proud.



ARNO H. JOHNSON -- New York
Research Department

“‘Quiet and shy”’ — that is how Arno has been
described. Born in Jacksonville, Florida, January
12, 1901, he attended Staunton Military Academy in
Virginia, got his BS from Michigan State University
1922, MBA Harvard 1924. For two years he was re-
search supervisor at Harvard.

In 1926, he joined the ]J. Walter Thompson
Company as market analyst, became director of
research in 1932, a vice-president in 1942, and in
1957, senior economist. Since 1946-47 his other
distinguished activities and awards have been
listed annually in Who’s Who.

As director of research here in the U.S., in
Montreal, in London, he has since 1926 observed
at firsthand the effect of free-choice consumer

JAYNE SHANNON (NY) will appear today on a dis-
cussion panel at a luncheon of the Radio and Tele-
vision Executive Society in New York. Subject of
the meeting: ‘““Women in Broadcasting’’...RICHARD
JONES (NY) gave a speech before the Quality Radio
Station Group in New York on October 11. His topic:
““A Challenge to Radio’’...Sven Blomquist, a corre-
spondent from Stockholm, Sweden, visited NYO Oct.
11...Percy Campbell of Imperial Chemical Industry,
London, is visiting with the NYO Research Depart-
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purchases on the business of our clients, including
confidential sales and profits, advertising strategy,
and competitive positions. These inside facts he
combined with an analysis of government records
including consumer expenditures, wages, prices. At
an informal meeting of a few Thompson represent-
atives in 1943 he presented his conclusion: consumer
spending is the key factor in supporting the total
economy including government spending to win the
war. But conventional economists talked instead
about scarcity and tight government controls.

Nevertheless, Arno continued to present his
case before influential groups, answering questions,
clarifying key points. As ADVERTISING AGE re-
ported in an editorial December 8, 1947, headed
‘A Prophet with Honor’’:

“In July of 1945 he predicted, before the
annual Governors’ Conference, that a postwar goal
of 57,000,000 jobs and a gross national production
level of $200 billion was both possible and feasible.
The 47 figures bear him out.”’

Ten years later, the May 5, 1958 issue of
ADVERTISING AGE introduced his tenth annual
feature article, saying that his ‘‘postwar predic-
tions of vast economic growth for the U.S. have
turned out to be impressively accurate.”’

Still looking at the immediate future and the
decade ahead, Arno, as Chairman of the Board of
the Advertising Research Foundation, said Oct. 4,
““Today we have a backlog of $35 billion of consumer
demand which could be turned into a 10% increase
in consumer sales — a real opportunity for vigorous
recovery in 1961.”

““‘Quiet and shy’’, yes, as becomes a seeker
of truth. But in making this truth clear his voice
vibrates action. For the last seven years alone he
has averaged one talk each week before important
groups. ‘A Prophet with Honor’’ — that’s what Arno
Johnson really is.

ment...SAMUEL MEEK and ROBERT BERRY (NY)
attended the Red Cross Public Relations Conference
in Charlottesville, Virginia, Oct. 2-4...Engaged:
CATHERINE STACK (NY) to Howard Duffy...
Notice: The NYO Thompson Chorus will begin re-
hearsing for their Christmas program October 26 in
the 10th Floor Conference Room at 12:30. All
Thompson members who like to sing, and are willing
to give up part of their lunch hour are cordially
invited to join the group.



