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Brillo Promotion
Marks 50th Year

The Brillo Manufacturing Company, a
JWT client for twenty years, is celebrating
its fiftieth anniversary this year with an
integrated trade and consumer promotion.
M .B.Loeb, president, founded the company
on April 13, 1912. The double-barreled
birthday promotion was launched by a
Brillo Bonanza to boost sales to the
trade, and is being followed up by a
Brillo Golden Anniversary Sweepstakes
to stimulate consumer buying.

Running from Feb. 11 through March
22, the Brillo Bonanza proved successful
among dealers all over the country. By
stocking up on Brillo products, the dealer
earned points which entitled him to a
wide selection of merchandise, ranging
from store furniture and appliances to
mink coats and sports equipment. The
prizes could be used in many different
ways: as consumer contest prizes or
giveaways to build store traffic; for retail
employee contests to heighten in-store
enthusiasm; to equip store offices; or even
for the buyer’s own personal use.

In order to move the extra volume of
Brillo products quickly through trade
channels to consumers, the Golden Anni-

(Continued on page 2)

BRILLO
ANNIVERSARY SWEEPSTAKES!!!
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BIRTHDAY AD — This Golden Anniversary Sweep-
stakes full-color advertisement promotes three
Brillo Manufacturing Co. products to mark firm’s
fifty years of leadership.

 April 5,1963

Rheingold Broadcasts Mets' Games
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ALWAYS A GREAT HIT WITH THE FAN

Whan your leam needs a key run and your favarite player steps up and poles one
into the blanchers—that's slways ons of the great thrills baseball has to offer

Anathar grest hit with the fans—whether watchiing the game al the park or on
tolavision-(s a nica cool gings of baet or alu And rightfully 0. Like the steadiest
money player in he line-up. you can count on beer to dellver the goods. Flavar
and refrashment. Every time. Yes, beer and baseball belong together.

The United States Brewers Association, Inc.
.. whase membars make foday's linest beer and ale

INDUSTRY SUPPORT — United States Brewers Asso-
ciation greets the upcoming baseball , too,
with this advertisement in next week’s edition of
Sporting News. Two others will run later in the
season.

Next week, the cry ‘‘Play ball!”’ will
be heard throughout the land.

In the New York area, followers of
the fledgling Mets will once again witness
the exploits of their diamond favorites
on television and radio through the cour-
tesy of Liebmann Breweries, makers
of Rheingold beer.

A program of newspaper advertising
during the month of April, featuring Miss
Rheingold 1963 (Loretta Rissell) and the
Ol’ Perfesser of baseball, manager Casey
Stengel, will serve to remind local fans
that watching and listening to the national
game can be made even more enjoyable
with Rheingold. Carcards in commuter
trains and 30-sheet posters in New York,
New Jersey and Connecticut will support
the newspaper efforts.

Throughout the162-game National League
schedule, Rheingold will bring play-by-
play descriptions to Met fans. All games
will be carried on WABC radio, with
25 contests to be broadcast in Spanish.
Every Met home game will be carried
via Channel 9, as well as 52 of the team’s

KNOWING WINK — Joining Miss
Rheingold 1963 in a series of
newspaper ads this month is
Mets’ manager, Mr. Baseball
himself, Casey Stengel.

81 on-the-road contests. —

Between innings, tv fans will visit with
Leon Janney in the Rheingold Rest where,
as host, he will interview prominent
personalities, discuss baseball techniques
and exchange anecdotes with them.

Those who want to improve their know-
ledge of inside baseball will this year
once again have the opportunity of listening
to Casey, as (on tapé) he enlightens one
and all on the squeeze play, the pick-off,
the double steal and other similar fine

points all related, of course, in
pure Stenglish.
Another JWT client—United States

Brewers Association, Inc.—will greet the
baseball season with a full-page advertise-
ment inthe April 13 issue of Sporting News.
Two additional insertions in this same
publication are scheduled by USBA for
later in the year, one on July 13, at
the time of the annual All-Star game, the
other on Oct. 5, as the World Series
gets under way.

Added baseball note: the TV Code Review
Board, Nat’'l Assn. of Broadcasters, has
reminded agencies that the ‘‘on-camera
consumption of beer is strictly verboten.’’



An Old Friend, Cutex, Returns to JWT

Chesebrough-Pond’s has assigned its
Cutex nail care and cosmetic lines to
JWT, effective July 1, and this will mark
the return of a client closely associated
with the early growth of JWT .

Cutex eame to JWT in 1916, the year
Stanley Resor acquired control of the
company from James Walter Thompson.

The Cutexnail care business was started
in 1912 by Northam Warren, a young
pharmacist who had perfected a solution
for the removal of dead cuticles. Mr.
Warren promoted his products mainly
via personal selling. In fact, when he
placed his advertising with JWT the initial
appropriation was secured by firing 18
salesmen.

Advertising prepared by JWT played a
key role in expanding the total market
for nail care products and in establishing
Cutex as the dominant factor in this
market. JWT not only prepared the adver-
tising but designed Cutex packages, helped
to expand distribution and helped to select
new products.

Because this was a new product area,
early JWT advertising was largely educa-
tional, giving information to women on

Nezw and Notable

Proofs of New & Notable ads
are available for travel to other

offices after their New York display.
Contact Dione C“M%

the art of the manicure and how to care
for their nails. How successful this was
may be indicated by this comparison:
In 1912 it was estimated that only one
out of four women used products for the
care of their hands and nails; by 1936,
three out of four used such products.

When the Northam Warren Company
came to JWT in 1916, the company’s total
business was $150,000, of which $60,000
was in the Cutex line. Sales of the company
doubled in the first year after advertising
began. By 1920, they totaled nearly
$2,000,000, the advertising appropriation
exceeded the original sales volume and
the firm had fewer salesmen than in1916.

The full Cutex line expanded to embrace
a full line of nail care products—nail
white, nail polish, cuticle oil, cuticle
remover—as well as a full line of cosmet-
ics—lipstick, rouge, compacts, etc.

In 1928, Northam Warren acquired a
company already a JWT client, the Odorono
company.

Northam Warren also expanded into
foreign markets. Its products are sold
today all over the world and its business
outside the U.S.represents a substantial

Selections from recent advertisements
found to be of special interest by the
Art Advisory Committee of the NYO

Comment:
Whimsical in-
terpretation of
a constant
headline.

Expect the unexpected with PROPH hC\
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portion of its total volume.

Northam Warren remained a JWT client
until 1947. In 1960, when Northam Warren
was acquired by Chesebrough-Pond’s, it

Don't eut the curlele;
Teanes o ruuph (8
W;-Mht

What causes hangnaﬂs
ou can e:

revent s
OLD-TIMER—At about the time Woodrow Wilson
was running for re-election, JWT prepared this
advertisement for Cutex; it ran in the October
1916 Vogue.

had total assets of $9,191,000. And it
netted $1,100,000 after taxes.

With the assignment of the Cutex divi-
sion, JWT now handles all of Chesebrough-
Pond’s cosmetics products.

Bri"o (Continued)

versary Sweepstakes follows close on the
heels of the trade Bonanza. ‘‘Win Pots
of Cash and Lots of Prizes’ is the
theme for the Sweepstakes advertisement,
which hit the stands in the April issues
of McCall’'s and Ladies’ Home Jouwrnal.
The prize structure, which is illustrated
in the ad, offers consumers a first prize
of $15,000 cash, and chances to win
a total of 2193 cash or merchandise
prizes. The full-color full-page advertise-
ment is scheduled to appear next in
Life, First Three Markets and This Weck .
Colorful in-store display material which
is coordinated with national advertising
is available to all retail stores.

The first three-brand Brillo promotion
in history, Bonanza and Sweepstakes ad-
vertising features Brillo Soap Pads, Dobie
Cleaning Pad and Paddy—the firstdispos-
able soap pad and newest Brillo Product,
which went into national distribution in
February. A gold-colored Brillo 50th
Anniversary Seal has been designed for
Brillo and Dobie packages, and for
consumer and trade advertising.

House Advertisement
Features Champion

Distributed with this issue of JWT News
is a reprint of this month’s J. Walter
Thompson house advertisement, currently
running in Adwvertising Age and Printers’
Ink. At the right is an advertisement from

advertisements
selected by the Art Advisory Committee

Other recent print

for special comment included: Scott the Champion Spark Plug series to which
Soft-weve: ‘‘softer than soft is;’’ Pan the JWT copy refers. Champion is the
American: ‘‘the ticket that answers world’s largest exclusive manufacturer of
all their questions .;”’ Granger: spark plugs. The Art Advisory Committee

camper contest; Scott Family Napkins: has characterized this advertisement as, %ﬁ&

“‘pretty pinafore protector;’’ RCA: ‘‘Front ‘“‘Another beautifully photographed and mmmm&? y
row every night;’’ Tender Leaf Instant dramatically cropped automobile in the Wiy it &

Tea: ‘“‘Instant Money;’’ Gelatina Royal: current Champion campaign.’’ fhecoe u__.i"_t"..’f@":":.-__,.‘ §

international; and the Champion Spark EEimmmmn smunmones

Plug ad shown to the right.
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Computer

...how it will affect media buying

(Following are excerpts of remarks deliv-
ered by JWT’s Director of Media at a re-
cent workshop session of the Magazine
Advertising Sales Club.)

A lot of people use ‘‘computer’’ as akind
of generic term for all the changes that are
taking place in media planning, although
actually it is really a symptom and not the
disease.

The disease is something called ‘‘opera-
tions research,’’ whichis a collective term
covering all types of mathematical analy-
ses of business problems: in our case, the
problem of allocating media dollars in such
a way as to maximize the return to the
advertiser.

Linear programming is one of the
quantitative methods evolved by operations
research specialists to help businessmen
make the right decisions, but there are
many other techniques. What we at
Thompson are doing right now is trying
to decide which, if any, of these methods
can be used to helpus make media planning
more effective.

In other words, we are tryingtodevelop
a useful, sensible ‘“model’’ of the decision-
making process which will enable us to
utilize all the data we have in a scientific
manner. The implementation of this
““model’”” or system may or may not

...how it will affect research

Computers have been available for re-
search applications for some years. The
JWT Research Department has made use
of them from time to time and expects to
make much more extensive use when our
own RCA 301 goes into operation.

A computer eliminates much of the sheer
mathematical drudgery that often is a part
of research projects, and, by doing this,
makes the JWT Research Department
more efficient and productive. For one
thing it willdo away withthe logjams caused
by very large research studies; a typical
study can involve hundreds of pages of
numerical tables. At present, eachof these
tables has to be written out, percentages
calculated and checked, and finally, each
must be typed and proofread.

In the future, we hope to be able to have
these studies processed entirely on our
computer. It will do all the necessary
tabulations, calculate the percentages, and
print the results - together with all the
descriptive phrases necessary to under-
stand the data - directly on a multilith
master which canthenbe reproduced. This
procedure can result in vast savings of
both time and money.

Our own computer will also make it
practical and economical for us to make
use of some powerful methods of analyzing
research findings. These methods all have
two things in common: First, they have
outrageous names (like: ‘‘Multivariate
Regression Analysis’ and ‘‘Factor Analy-
sis With Varimax Rotation’’). And second-
ly. they require an outrageous number of
calculations. Even a simple problem may
require as many as fifty thousand arith-
metical operations. Using a desk calcula-
tor, a researcher would require a week or
more to make these calculations, and no
matter how carefully the work was done
it would be inevitable that some errors
would be made.

A computer is, however, much faster—
its speed of calculation is measured in
millionths of a second; and it makes far
fewer errors—at the rate of perhaps
three in every billion calculations. JWT
research will therefore be able, in the
future, to use these methods of analysis
more frequently and more economically
than in the past.

—PHIL THOMPSON
Research Dept.

require the extensive use of a computer; if
it does, the next step will be to develop
the proper computer program.

. we are not satisfied we have yet
developed the best possible media planning
model, The computer is simply a high-
powered tool—and like many electrical
tools it can be very helpful if you know
how to use it properly; but, if not used
properly, it can be a waste of money as
well as very dangerous.

Media planning, of course, is essentially
a process of weighing alternatives. Many
decisions have got to be made betweenthe
time we are told how many advertising
dollars we have to spend inthe courseof a
year and the time we come up with a
recommendation for how to spend them. We
want these decisions to be made carefully,
systematically and efficiently. Where we
do not have any true measurements torely
on, we will use judgment.

. . . the computer is not goingto relieve
us of the problem of exercising informed
judgment at every critical stage of the
planning process. If the quantitative
methods which are adopted make it difficult
for us to do this as we go along, then the
wrong methods are being used. Any media
selection model which attempts to resolve
the problem through a continuous computer
process running from the input of original
data to the final plan is potentially very
dangerous. In such a process, all basic
judgments and decisions must be made
before the process begins or after it is
concluded.

We believe that presently availabledata
is not reliable enough to eliminate the
necessity for constant evaluation at various
stages along the way.

We don’t rule out the ultimate devel-
opment of a workable computer model
covering the total allocation process, but
we think this is some distance in the future.

—RICHARD P.JONES
Director of Media
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—A JWT Profile

Lawrence T. D'Aloise

Patience with fundamentals; impatience with less than the best

‘‘Science against swords—the Red Cross
vs. the Black Cross’ . . . that was the
winning Literary Guild slogan for the book
““The Fire and the Wood.”” Along with
dozens of other contest winning statements
and slogans (‘‘I like new anti-sneeze Rinso
because, etc.’’) it helped the author,
Lawrence T .D’Aloise, age 22, win a total
of $7,000 in prizes in one year, and a job
in the advertising business when jobs were
hard to find.

There is one thing everyone who has
since worked with Larry D’Aloise agrees
to—he’s in the right business.

There are people in the New York Office
who remember him well when he was a
writer here during the late ’40’s. Says one,
““Larry was so intensely absorbed in the
business that when he arrived in the
morning his newspaper was covered with
scribbles—only his secretary could trans-
late them.”’

Returned in 1960

Larry came back to Thompson in Octo-
ber, 1960, . after a 12-year absence.
Following a period with Benton & Bowles as
group head, he joined Dancer-Fitzgerald-
Sample as copy supervisor. Nine months
later, he was made creative director of the

agency—the only man to hold such a
position in that company’s history.

At JWT, he is Vice President in charge
of creative work on L&M cigarettes,
Panagra, JWT House Advertising and all
domestic Lever Brands. His interest in
advertising is as intense as ever.

The D’Aloise approach is a unique
combination of patience and impatience .
it works something like this: he wants
his writers to be patient enough to go
deep. He wants them to start with the

fundamentals. Where does the product
fit in? What does the public really want
from it? What do competitors offer?
What are they saying, and how? What
does all this tell us?

The Key to Success

There is nothing secret about this way
of working. But Larry is convinced the
difference between maximum results and
average results is largely whether the
creative man actually goes through the
process. ‘‘For only then can the creative
mind perceive the unique story these
pieces of information reveal, when viewed
in combination—this, in turn, is the key
to success.’”” The only other way to get
there, he feels, is by accident—‘‘and
accidents happen only occasionally in this
business.”’

While Larry believes in beginning with
the right strategy, he is also convinced
it is just the beginning—because ‘‘you
don’t run strategies, or broadcast them.”’
Smart competitors may have the right

strategy, too. It is the creative idea
that breathes life into a strategy. He
has great faith in what creative minds
can achieve in cutting through.

Impatience is the other characteristic
he expects writers to have. Impatience
with anything less than the best, impa-
tience with work that is imitative, or
not thought out. ‘“Don’t settle too soon
in the creative quest,’’ he advises. ‘‘The
first idea may prove to be the best, but
don’t fail to go all the way around the
problem.”’

He becomes impatient, too, with the
defeatist attitude. He refuses to believe
any product is at such a disadvantage
‘‘even good advertising can’t help.”” He

feels the job is to stick with it, dig
deep enough, and solve it.
It Can be Sold

He refuses to believe ‘‘the client will
not buy it.”” While it has been said
that ‘‘a really new idea affronts current
agreement,’’ Larry believes if it is sound
as well as new, it can be sold.

He also refuses to believe a golf score
cannot be reduced. He has applied a
“‘way of working’’ to that problem, too.
The answer? a tip. Hidden deep
within a magazine was a tip about a new
book, ‘‘The Master Key to Success at
Golf,”’ by Leslie King, a British Swinger.
After shopping every bookstore in Man-
hattan, he finally turned it up. The results?
Only his golf pro knows for sure.

Larry and his wife, Lillian, live in
Greenwich, Conn., with their daughter,
Marcia. They have another daughter,
Kathy, and a son, Larry, both in college.

—R.M.

Clients in the News

For the 12-month period ending Feb. 28,
American Electric Power Co.reports a net
income of $6,386,000, against $5,982,000
for the previous 12-month period . . .
Champion Spark Plug Co. has completed
arrangements to buy the Magnaflux Corp. ,
subsidiary of General Mills, Inc. Magnaflux
Corp., subsidiary of General Mills, Inc.
Magnaflux, headquartering in Chicago,
makes nondestructive material testing
equipment and material inspection sup-
plies . . . Net sales of Purolator Products,
Inc., and subsidiaries reached $55,594,191
last year, compared with $51,903,571
during 1961 . . . Continental Air Lines,
Inc., plans to resume regular common
stock dividends soon . . .
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...and the excitement in it

The big roar splits the air. Men with grease on their hands—and
perfection on their minds — scramble in the pits at Indianapolis.

Across the nation, a hundred million motors go—and go and go.
This is the excitement that starts with a spark—and runs deep in
the blood of men we know well.

For years, we have seen these men who make spark plugs pursue
excellence. We've watched them follow it around a thousand test
track turns. And, in quiet work places, too, we've seen their search
for perfection—in the cold, glass faces of testing machines where
success and failure live half a decimal point apart.

This is the excitement we have witnessed...and become excited
by ...and, in turn, sought to communicate through the advertising

we create for this product. For this is the way we work. We probe
a product’'s hidden excellence. We search for the extra virtue that
creates extra value in the mind of the consumer— and strive to tell
about it with excitement in word and picture. To realize this ideal,
we offer the finest organization of talents, services and facilities in
an advertising agency today. We welcome the company that seeks, in
its advertising, the same excitement it knows is in its product.

J. Walter Thompson Company

420 LEXINGTON AV
Washington, D. C., Mia

NEW YORK 17, N. Y. C

Toronto,

Detroit, San Francisc

Rio de Janeiro, Porto A
Frankfurt, Milan, Vienr
Bombay. Calcutta, New

Belo Horizonte, Santiago (Chile), Li
burg, Cape Town, Durban, Port Eliz

. Salisbury (Southern Rhodesia),
elhi, Madras, Karachi, Colombo (Ceylon), Sy

. Melbourne, Tokyo. Osaka, Manila
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To the company that seeks, in its advertising,
the same excitement it knows is in its product

A spark plug...

Our spark plug client is the Champion Spark Plug Company



