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OBJECTIVE

Buying or building a home is the single most important financial
commitment most people ever make. And it's a scary experience
for most families. That's why they may put it off for years,
even though they know they're not building equity in that rented
house or apartment.

"The Place to Plant Your Family Tree" is a dynamic concept created
to overcome the consumer's doubts and fears about buying or
building a home. It presents your company to the consumer as a
helpful, professional, human entity that is dedicated to solving
problems and making dreams come true.

STRATEGY

What ''breadwinner" doesn't want the best for his family? Well, the
key word in our campaign is "family". "The Place to Plant Your
Family Tree" appeals to the most basic emotions in people every-
where: the desire to own something of their very own, to build for
the future, and to provide a healthy, happy environment for them-
selves and their children.

Our campaign "homes in'" on these positive emotions, and also exposes
some of the disadvantages of renting. It also is a "call to action".
It says "do it now'. Most important, it shows that you are uniquely
qualified to help the homebuyer with every problem he faces:

Finding the "just right" home, helping to arrange financing, home-
owner's insurance, closing, and the hundred-and-one other complex-
ities of homebuying. In short, you are the friendly, helpful,
skilled professional that can ease the path to a happy, rewarding
life in a new home.

EXECUTION

Three sparkling spots key the family tree concept, with humor, wit,
and warmth. An ear-shattering apartment living experience high-
lights our first Extender, with noisy mufflers and family quarrels
pointing up the need for a home of your own. A bright young man
puts poetry to music in Extender number 2, with appropriate
responses from his friends. And a father and son team hold a
rather one-sided dialogue in Extender number 3. All spin off the
Campaign Song in clearly demonstrating the happy experience that
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is in store for the homebuyer, when you help him find that place
of his own.

The happy, clever, ''positive thinking'' Campaign Song leads the

way, followed by generic versions of the song and the Extenders

for customization. Also included are sound effects and '"wild"
lines to be used in completing your dynamic audio campaign. And
the warm, family-oriented graphics package is powerful stuff in
print, outdoor, even as a TV logotype.

Will "The Place to Plant Your Family Tree' win in the highly
competitive real estate/homebuilding marketplace? You bet it willl
It will win because it targets the real needs and desires of the
people it reaches, with a persuasive, compelling story about you,
and your unique ability to fulfill those desires. It will win
because it uses imagination and charm together with our copy ideas

and yours. And it will win for you because it puts you head and
shoulders above the forest of competitors in your market!

SUMMARY
"The Place to Plant Your Family Tree"
0 Presents you to the consumer as a problem solver.

0 Appeals to the consumer's most positive emotions.

o Overcomes consumer's sales resistance through use of
argument defeating answers to consumer questions.

o Has a highly retentive theme line, accompanied by
memorable music.

o Is unique and attention-getting.

o Utilizes warm, family-oriented approaches in audio and
with graphics.
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DISC 13, SIDE 1

"THE PLACE TO PLANT YOUR FAMILY TREE"

(TMA5028 - Invigorating up tempo)

PRIMARY USE: REALTOR/HOME BUILDER

"Finding a home is no laughing matter

when the pitter-patter

of little feet says it's time to beat
a path to a home of your own.

(Yes, yes, yesl)
A house that's yours is somethin' that cures

the passle of hassles and the landlord wrastles,
and sets you free (sets you free).

The place to plant your family tree:

Cushman and Wakefield Realtors,

(Yes, yes, yesl)
We'll help you find the house you had in mind.
Everyone knows your investment grows,

we'll help you close on the home that shows
the kind of livin' you do.

Livin' your way, livin' free,

the place to plant your family tree:

Cushman and Wakefield Realtors,

(Ohhh, yeaah!)"
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CAMPAIGN SONG

Generic version
EXTENDER SPOT 1
Generic version
EXTENDER SPOT 2
Generic version
EXTENDER SPOT 3
Generic version

Customized for demonstration purposes
Full vocal

Customized for demonstration purposes
"THIS IS YOUR LIFE?"

Customized for demonstration purposes
"MY FRIENDS"

Customized for demonstration purposes
"I WAS A KID ONCE MYSELF"

SONG additional versions

:03 - Extender

:29 vocal open/:16
:12 vocal open/:33

:10 bed/:03 vocal/:
:10 bed/:03 vocal/:

TFull Vocal
:13 vocal open/:08

:10 bed/:03 vocal/:

:07 vocal open/:02

Instrumental with
Instrumental
Instrumental with
Instrumental
Instrumental

22. PRODUCTION COMPONENTS
:10 - Noisy muffler effect
:13 - Domestic quarre
:17 - Extender

bed/:15 vocal close
bed/:15 vocal ‘close
08 bed/:08 vocal/:16 bed/:15 vocal close
14 bed/:02 vocal/:16 bed/:15 vocal close

bed/:09 vocal close

08 bed/:09 vocal close
pad

vocal accents ("yes, yes, yes')

vocal accents ('yes, yes, yes')

1

2 "Yes, yes, yes'" vocal parts
:04 - Extender 2 "Right children?" lines
3 generic child's line
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For customized sample, see:
DISC 13, SIDE 1, CUT 3

:60 SCRIPT - Requires: Male or Female

VOICE: "After an exhausting day at work, and the long
hot drive home, you're ready to settle back and
listen to the soothing sounds of your neighbor's
new glass packed mufflers..."

EFFECTS: LOUD MUFFLERS

VOICE: "Or through your paper thin walls you're treated to
the final elimination match of the world championship
domestic quarrel competition live and direct from the
apartment next door..." '

. EFFECTS: DOMESTIC FIGHT
VOICE: "And you think there's a better way to live..."
SUNG: "Yés, Yes, Yes."
You: You're right. has been helping
people find it for years. 18 the

one that can locate the perfect place to plant your
family tree. So whether you're just branching out...

or putting down permanent roots... See

MUSIC: "The place to plant...oh, yeah!"
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"THE PLACE TO PLANT YOUR FAMILY TREE"
EXTENDER 2: "MY FRIENDS"
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DISC 13, SIDE 1, CUT 5
CAMPAIGNS

:60 SCRIPT - Requires: Male or Female child

You: My friends...and you are my friends. I'd like to talk

for a minute or so 'bout . the place

to grow, right, children?

SUNG: "YES, YES, YES."

VOICE: "Look out your window and what do you see? Is where
you are now, where you wanted to be? If the answer is
no, the solution is clear. You'll know where to go if

‘ you lend me an ear.
You: " o X

VOICE: "Right, children?"
SUNG: "YES, YES, YES."
VOICE: ""We're not very far, so bundle up your family, and

hop in your car. We're always tried to take the lead.
so give us your hopes, your plans, your needs. Once
you have, you've planted the seed, we're friendly
people, sure to know, the place for your family tree

to grow."
L OUE " ,
VOICE: "That right, children?"
SUNG: "OH, YEAH!"
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:60 SCRIPT - Requires: Male

SUNG: "FINDING A HOME...YES, YES, YES."

You: Hey, everybody, it's moving day. Come on, let's
get going! I can hardly wait to get settle into

the new home found for us. It's

the right house, at the right price. Oh, those

folks really work wonders.
‘ SUNG: "YES, YES, YES"

You: Just think of it, Jeffrey. New schools. New friends.
There are plenty of parks around so I can teach you
how to piteh like I promised. There are lakes where
we can go fishing together. Plenty of quiet streets
where we can go to walk the dog. It's terrific!

Aren't you excited?

VOICE: "Sure. I was a kid once myself."
You: You were?
SUNG : ""OH, YEAH."

Support Stage 5, Page 256



CAMPAIGN ARTWORK
SUGGESTED USES

“THE PLACE TO PLANT YOUR
FAMILY TREE”

1. As a TV super.

L
2. On a window streamer or easel card. 3. In a newspaper ad.

YOUR NAME

The above suggestions are only a few of The following page provides
‘ the many possible layouts and applications for *“Camera-ready art” for use by a printer in
this campaign logo. reproducing the campaign logo. Any of the

logos provided may be reduced or enlarged
photographically, and reproduced in any color
or colors desired.



© 1977 TM Productions, Inc.

Support Stage 5, Page 258-3



(RSP TN

"-""l

YOUVE GOT

A NEW WAVE VISUAL

Discount Store Campaign

©) 1977 TM Productions, Inc

Support Stage S

I e 259-

i



"BUYING POWER"
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OBJECTIVE

The shrinking dollar just keeps on getting smaller and smaller,
doesn't it? And today's consumer is increasingly aware of how
much less that dollar buys in today's marketplace. The story of
the $25 bag of groceries is no longer just a joke, if you recall
your last trip to the supermarket. Your objective as a discount
store is to clearly show the consumer he's got more "Buying
Power'" when he does his shopping with youl!

"Buying Power' is a potent approach to advertising your store

as the one place where hard-earned dollars earn their keep.

When you prove to your customer that his money buys more at your
store, you've not only got a repeat customer, but a good friend
who will spread the word about you among his friends. And after
all, the primary objective of any advertising campaign is to
start the snowball of word-of-mouth advertising rolling!

STRATEGY

What does any advertsing campaign have to do? It has to offer

a consumer benefit. . That may be a truism, but it's true all the
same. And what greater benefit can you offer than 'Buying Power"
-- more bang for the buck! '"Buying Power'" is designed to do

just that: promise the dollar -conscious consumer that the values
he needs to make his money stretch a lot further are at your
store. To do that, you must be attention-getting, believable,

and memorable. That's exactly our strategy with '"Buying Power".
Let's see how we achieve that goal.

EXECUTION

The powerful "Buying Power" Campaign Song is a pretty good
indicator of the direction we're taking. It makes promises --
that the customer's ''money is worth more'" when he or she shops
with you. That the customer's got an "extra edge on shopping"

at your store. This also implies that you've got an "extra edge"
on your competitors!

Following the Campaign Song are three clever, versatile Extenders,
ready to customize. A wide variety of items and prices can be
plugged into the bed portions of both the Extenders and the bed
versions of the Campaign Song. You can travel just as far and as

Support Stage 5, Page 260



PASTRP TN SALES PLAN
T T F Page 2

CAMPAIGNS

fast as your imagination and ours will take you. Humor is an important
element of "Buying Power'. Extender number 1, for example, features
a phone call from a dizzy dame who wants to know if "you do repairs."
Seconds later, she arrives suddenly through your store window.

What does she need from you? "Brakes™. Extender 2 jams three not-
too-well-known news correspondents, a troubled John Doe, and a

mystic medium's money message together in a crazy romp called
"Whatever Happened to Money?" And Extender number 3 follows a

pair of newlyweds, rollerskating their way to happiness at your
store. All three will be long remembered by your audience -- all
three also utilize the memorable Campaign Song for added impact

and greater recall,

The pad versions of the Campaign Song give you as many opportunities
as there are special events, sales, holidays, you name it.
Extendable, expandable, hard-hitting, powerful. "Buying PowerYful!
And the brightly-lighted, multi-faceted graphics that accompany

this exciting audio package are naturals for all-out newspaper

ads, outdoor boards, wall and window banners. By the time you're
off and running with "Buying Power', your competitors may be
running for cover!!

SUMMARY

"Buying Power"
o Targets everybody's need to shop and save.
© Hits hard, fast and often at the values at your store.
0 Utilizes music and humor for extended recall.

0 1Is versatile, expandable, extendable -- a "long life"
campaign,

0 Offers the strongest of all consumer benefits: saving
money.
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""BUYING POWER"
(TMA5034 - Big spiritual style)
PRIMARY USE: DISCOUNT STORE

"Buying power makes your money worth more,
helPs you get more of what you're shoppin' for.

You've got power, power, real buying power,
at Ferguson's of Toronto.

You've got power, power, real buying power,
to buy the things you need.

DISC 13, SIDE 2

It's nice to know you've got an extra edge on shoppin'’

It's nice to know you've got the very best price.

You've got power, power, real buying power
at Ferguson's of Toronto. :

You've got power, power, real buying power,
to buy the things you need."
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CAMPAIGN SONG

Customized for demonstration purposes

Generic version
EXTENDER SPOT 3 Customize
Generic version "GETTING

SONG additional versions

:28 vocal open/:16 bed/:16
:14 bed/:14 vocal/:16 bed/:
:09 vocal open/:35 bed/:16
:44 bed/:16 vocal close
Full vocal

:05 vocal open/:09 bed/:16
:05 vocal open/:09 bed/:09
:14 bed/:16 vocal close
Full vocal

Instrumental
Instrumental
Instrumental

PRODUCTION COMPONENTS

a) :

b)

c) :

08 - Tin cans rattling
01 - Door slam
43 - Roller skating

Generic version - Full vocal

EXTENDER SPOT 1 - Customized for demonstration purposes
Generic version - "BRAKES"

EXTENDER SPOT 2 - Customized for demonstration purposes

"WHATEVER HAPPENED TO MONEY?"

d for demonstration purposes
OFF ON THE WRONG FOOT"

vocal close
16 vocal close
vocal close

vocal close
vocal/:03 pad
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:60 SCRIPT - Requires: (1) Male (2) Female or Male

EFFECTS:

PHONE SEQUENCE

You 1:

VOICE 1:

You 1:

VOICE 1:

You 1:

VOICE 1:
EFFECTS:

Hello, 's automotive department.

"Do you do repair work?"

We sure do.

"Fine. How about your prices? Are they reasonable?"

Of course! Your money has "Buying Power" at

"Great. I'll be right over."

CAR CRASH

You 1:

VOICE 1:

You 2:

EFFECTS:

That was fast. Now, what would you like to use your

"buying Power" for?

"Brakes."

Your money has "Buying Power" at

"Buying Power" for back-to-schocl clothes, Christmas

presents, vacation needs...All year round "Buying
Power" makes the money you have worth more.

DOOR OPENS

VOICE 2:

You 2:

"I'm gonna need more supplies to go mining."

Remember, your money has "Buying Power" at

(Continued)
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VOICE 2: "Yeah, but I jest can't go off and leave all my
equipment here.'
You 2: has ___ locations in

s all offering "Buying Power". Take

your pick.
VOICE 2: "Good idea. I'll bring my shovel, too!"
SUNG: "REAL BUYING POWER...REAL BUYING POWER."
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EXTENDER 2: "WHATEVER HAPPENED TO MONEY?"

:60 SCRIPT - Requires: Male

VOICE 1: "Whatever happened to..."

EFFECTS: GONG

VOICE:1: '"Money?"

EFFECTS: CROWD

VOICE 2: "This is James Thomas in Hong Kong.'

EFFECTS: CRICKETS

VOICE 3: "This is Harry L. Vandemeer in Bozeman."

EFFECTS : BLITZ & BIG BEN

VOICE 4: "This is Charles Reed in London."

EFFECTS: TRAFFIC

VOICE 5: "This is John Doe, in trouble."

EFFECTS: BOING

VOICE 5: "See, I promised Janie...that's my wife...well, I promised
Janie a new coat, but my money just won't go as far as it
used to."

You: Nongsense. Your money has buying power at

VOICE 5: "My money has buying power?"

YoU: Everyone's money has buying power at
Ligten...the medium has the message.

VOICE 6: "I see money and it's your money...and it has power. You

have power...buying power."

(Continued)
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VOICE 5: ''My money has ''Buying Power'?"

You: Everybody's money has "Buying Power"...at

It's nice to know you've got "Buying

Power" when you need tit.

VOICE 1: '"Yes, but what ever happened to James Thomas, Harry
L. Vandemeer and Charles Reed?"

EFFECTS: GONG
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:60 SCRIPT - Requires: Male

EFFECTS: WEDDING SCENE

VOICE 1: "Goodbye "
VOICE 2: '""Happy honeymoon!"
VOICE 3: "Come on, dear, it's time we were running along."

EFFECTS: RUNNING FOOTSTEPS & RATTLING CANS

VOICE 3: ""On second thought, we could really use some cheap
transportation. Let's run..."

EFFECTS: RUNNING FOOTSTEPS & RATTLING CANS

‘ You: Here's one marrtage that's getting off on the wrong
foot. Let's listen.
VOICE 4: "Get those newlyweds outta here!"
EFFECTS: DOOR SLAM & RATTLING CANS

VOICE 3: "I had no idea roller skates could be so expensive."

VOICE 5 "I didn't marry you for your money."

VOICE 3: "You didn't?"

VOICE 5 '""No, you don't have that much. But what money you do
have has got "Buying Power'.

VOICE 3: "It does?"

VOICE 5: "Yes. Listen."

You: Your money has "Buying. Power" at

Power to purchase the things you need now from

‘ __'s incredible selection for the

entire family.

(Continued)
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VOICE 3: "My money has...'""Buying Power'.

You: At

VOICE 3: "Do you know what tﬁis means?"

VOICE 5: "No, Rodney."

VOICE 3: "Instead of roller skates...We can afford a...
pogo stick:"

. VOICE 5: "A pogo stick?"
You: And they lived...hoppily...ever after, with the

"Buying Power"” their money hae at
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CAMPAIGN ARTWORK
SUGGESTED USES

YOU'VE GOT BUYING
POWER AT ”

YOU VE GOT

YOUR NAME

1. In a newspaper ad. 2. On a billiboard.

AT
YOUR NAME

YOUVE GOT /7~ YOUVE GOT N\

ﬁﬁl

-~ YOUR NAME

3. On window banners.

AT
YOUR NAME j

4. As a TV super.

The above suggestions are only a few of The following page provides
the many possible layouts and applications for “Camera-ready art” for use by a printer in
this campaign logo. reproducing the campaign logo. Any of the
logos provided may be reduced or enlarged
photographically, and reproduced in any color

or colors desired.

© 1977 TM Productions, Inc.
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"A BANK FULL OF FORGET-YOU-NOTS"

SALES PLAN

OBJECTIVE

How many numbers are you known by? If you work, you've got a
social security number.. If you drive, you've got a driver's
license number. Then there are your checking and savings ac-
count numbers. And your library card number. And your charge
account number. The list goes on and on. How many numbers are
you known by? Does it really matter? Wouldn't you really rather
be known by your name? Most people would, and that's where this
campaign derives its basic strength. The price we pay for pro-
gress doesn't have to be the loss of identity. And yet many in-
stitutions have grown to the point where they no longer deal with
people, just an endless stream of numbers. It's not necessary.

With "A Bank Full Of Forget-You-Nots" Masterplan creates a unique
position of personal concern for an effective advertising angle.

SUMMARY AND EXECUTION

ST SR e ¢ =] -,

"We put it into our computer, and your number came up."

The impersonality of numbers has even crept into our language.

We are achieving success, at the risk of losing ourselves in

the process. The time, and the campaign, have come that are

going to change all that. "A Bank Full Of Forget-You-Nots'" sounds
the death knell for numbers. It's a statement of individual con-
cern, in music, the extenders, and artwork, that the listener can't
help but recognize.

"A Bankful Of Forget-You-Nots" seeks to put your organization on
a first name basis with your community, a strong position for
developing a continuing relationship. It does this through a
series of light-hearted comparisons designed to increase listener
awareness for the steady encroachment of numbers on his or her
identity.

Through symbols, statements, and song, the listeners are educated
to a new line of thought. The sacrifice of personal concern is

an unnecessary expense to pay for better service, because there
can be no better service than personal service. This is the issue
at the heart of your campaign. How can an institution serve the
needs of the people if it never gets to know the people it serves?
This is the question your campaign answers.
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There can be no doubt in anyone's mind as to your position on
individual identity after you've incorporated this campaign's
theme into your advertising efforts. By clarifing your views
on the issue in this manner, you align yourself with the per-
sonal interests of your customers. What better image for a
bank to project?

As you will note, we have included two different logo designs
with this campaign. Why? Just as you must be aware of the i-
dentities of your customers, you should also examine the image
your bank presents. Is it consistant? By offering you two logos
from which to choose, you may select the one that best repre-
sents your bank. Use only one logo in all your print advertising.
By doing this, you avoid the confusion that can be created by
multiple impressions, and you combine the strengths of theme
consistancy and repetition, two of the most critical factors
contributing to recognition and retention. :

SUMMARY

"A Bank Full Of Forget-You-Nots" brings bank and customer to-
gether at a level of personal exchange. This accomplishment

can best be.expressed in terms of establishing a personal/pro-
fessional basis for a continuing business relationship. Customers
bring their business back where they are made to feel comfortable.
The tone this campaign sets creates the impression of comfort.

The bank must supply the atmosphere conducive to supporting that
impression.

The following items are important to the development of this cam-
paign.

o Place stress on the 'personal" services your bank offers.
Personal checking and savings accounts, personal credit
lines, personal loan officers. The emphasis on "personal"
services will help reinforce the "Forget-You-Not'" aspect
of the campaign.

o It is possible for you to expand the scope of this cam-
paign by utilizing the "service" songs found in the ex-
tenders to develop and highlight the many dimensions of
"Forget-You-Not" banking.

o A consideration should be given to spotlighting the out-
standing achievements of specific customers, by name, in
a ""We Forget-You-Not" Campaign. This would include civic,
sport, and charity accomplishments.

o A "Your Days Are Numbered, But You Have A Name'" Campaign

could consist of personalized calenders available for
opening or adding to certain accounts.
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"A BANK FULL OF FORGET-YOU-NOTS"

CAMPAIGN SONG

Generic version
EXTENDER SPOT 1
Generic version
EXTENDER SPOT 2
Generic version
EXTENDER SPOT 3
Generic version

(TMA5030 - Light, involving and fun)

PRIMARY USE: BANK

"If your bank calls you '10-6-2',

you're just part of the numbers game,
We'll be proud to number you

among the folks we call by name.

First American Bank, First American Bank.
We're the bank full of forget-you-nots.
Savings, checking, smiles and loans,
we're out to prove we love you lots,
we're thankful for the way we've grown
a bank full of forget-you-nots.

First American Bank.

When that other bank forgets your name,
remember us,

Firgt American Bank."

Full vocal
"EGO TRIP" :
"PEACE, LOVE AND RALPH"

"WHO CAN STOP THE RAIN"

SONG additional versions

:29 vocal open/:19 bed/:12 vocal close
:16 vocal open/:32 bed/:12 vocal close
:17 bed/:05 vocal open/:25 bed/:12 vocal close
:48 bed/:12 vocal

Full vocal

:07 vocal open/:12 bed/:11 vocal close
:19 bed/:11 vocal

Full vocal

Instrumental
Instrumental
Instrumental

PRODUCTION COMPONENTS
:15 - "Ego" jingle
:19 - "Your Name" jingle

cuT
l. :60
2. :60
3. :60
4., :60
5. :60
6. :60
7. :60
8. :60
CAMPAIGN
9. :60
10. :60
11. :60
12. :60
13. :30
14, 30
15. :30
16. :10
17. :60
18. :30
19. :10
- 20.
a)
b)
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"A BANK FULL OF FORGET-YOU-NOTS"
EXTENDER 1: "EGO TRIP"

For customized sample, see:

CAMPAIGNS . DISC 14, SIDE 1, CUT 3

:60 SCRIPT - Requires: Male or Female

VOICE
VOICE
VOICE
VOICE
VOICE
VOICE
VOICE
VOICE

VOICE 1:

VOICE 2:

LYRICS:

You:

LYRICS:

You:

EFFECTS:

N H NN HENHENN

See? These are our new checks.
What's that?

That's the bank's name.

And what's this?

That's my name.

Does that say '"Daddy'?

No, it says '"'Stanley Wesselblot".

How come your name is so big, and the bank's name
is so small?

Well, that's the way it should be. Afterall, they're
my checks. -

Wow, what an ego trip.
"It ain't so...big on names."

At » we think your checks should

look like they're yours, not ours. Your name should
look something like this...

""Stanley Wesselblot...Stanley Wesselblot"

And the bank's name should look like this...

CHORD

(Continued)
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"A BANK FULL OF FORGET-YOU-NOTS"
EXTENDER 1: "EGO TRIP"

Page 2

You: At » we never forget that you've

made us what we are, and we show it in every way we
can. Your checks are just part of the full service

program we offer. At »

you and your name are very important to us.

LYRICS: "Member F.D.I.C."
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MASTERPUN,

CAMPAIGNS

For customized sample, see:
DISC 14, SIDE 1, CUT 5

:60 SCRIPT - Requires: Male or Female

I think checks should be an extension or an expression
of a person's personality. You know what I mean?

And so, for that reason, I've decided my checks
should say,'Miss Gayle Shipley" in large script
letters over a Picture of a lighthouse at dusk

'Peace and Love" in the background.
I can see that you certainly know who you are.

Maybe it should be just "Gayle Shipley" in block
letters with "Love Ralph" in small case letters.

That sounds good to me.
"Your name will...checking with us."
Dectsions. You'll have to make a lot of them at

But the final choice i8 up to

I've got it! I've got it! "Ms. Shipley" is large
letters with ""Peace, Love and Ralph".

Make it,''Peace, Love...and Freedom".

EFFECTS: BANK INTERIOR
VOICE 1:
VOICE 2: I think so.
VOICE 1:

with the words
VOICE 2:
VOICE 1:
VOICE 2:
LYRICS:
You:

you.
VOICE 1:
VOICE 2: Sounds fine.
VOICE 1: How 'bout lunch?
VOICE 2: What about Ralph?
VOICE 1:
LYRICS:

"We're the bank full of forget-you-nots.
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"A BANK FULL OF FORGET-YOU-NOTS"

EXTENDER 3: "WHO CAN STOP THE RAIN?"

CAMPAIGNS

For customized sample, see:
DISC 14, SIDE 1, CUT 7

:60 SCRIPT - Requires: Male or Female

EFFECTS: DISCORDANT NOTES

VOICE 1: Who can stop the rain?

VOICE 2: Hold back the wind?

VOICE B Prevent the waves from reaching the beach?

VOICE 4: Cash a check or make a deposit 24 hours a day?

VOICES 1,2 & 3: I can!

VOICE 4: You can? -

EFFECTS: THEME BEGINS

You: And you can, too, at . When
other banke have closed up shop for the day,

keeps right on working,
- with their automatic teller. Cash a check. Mdke
a deposit. Transfer money from your checking and
savings accounts. Pay a bill. Mail a letter. Any-
time, night or day, seven days a week.

VOICE 4. I can.

You: At the "Bank Full Of Forget-You-Nots” we never for-
get about you. > with 24 hour
gervice at our automatic teller.

VOICE 4: Who needs to stop the rain, hold back the wind or
g;:ze?§k§h§h3§vgioﬁgg? reaching the shore with a

You: .

LYRICS: "When that other...forget-you-not."
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CAMPAIGN ARTWORK
SUGGESTED USES

1. In a newspaper ad.

._YOUR NAME

3.0n a TV slide.

The above suggestions are only a few of The following page provides
the many possible layouts and applications for “Camera-ready art” for use by a printer in
this campaign logo. reproducing the campaign logo. Any of the
. : logos provided may be reduced or enlarged

photographically, and reproduced in any color
or colors desired.
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WE MAKE
CAR BUYING
FUN.

SERIOUSLY.

A NEW WAVE VISUAL

Automotive Campaign

©1978 TM Productions, Inc.



"WE MAKE CAR BUYING FUN, SERIOUSLY."

SALES PLAN

OBJECTIVE

When the 55 mile an hour speed limit came in, the fun went out of
driving for a lot of people. Since that time, there has been an
almost frantic attempt on the part of the public to somehow recap-
ture the lost feeling of exhilaration that came with acceleration.
The Energy Crisis ushered in a new awareness, and new responsi-
bilities, for both car buyers and the auto industry. Purchasing

a car, once a comparatively simple process of make and model
selection based on personal taste, has now become a serious busi-
ness of EPA comparisons of fuel consumption and mileage. The word
"energy'" intimidates, the word "economy" emasculates in the minds
of many. The car buyer is caught in the crunch, with little re-
course. Is it any wonder that fun has fled from the bright lights
of new car lots across the nation? :

STRATEGY AND EXECUTION

By emphasizing the desirable qualities to be found when shopping

for a new car, "We Make Car Buying Fun. Seriously." canveys a bright
outlook for the future of car buyers and dealers alike. That it
accomplishes this in a positive manner makes it acceptable to every
segment of the buying public. Within the framework of an easy rock
musical style this campaign introduces the excitement of ownership
to a whole new generation of prospective new car buyers.

""We Make Car Buying Fun. Seriously." is nothing less than a carefully
calculated revival of an earlier attitude to stimulate the market.
While it's highly unlikely that we'll ever see the return of 25¢

a gallon regular gasoline, this campaign, in its approach, does

much to dispel the gloom that threatens to turn expressways into
depressways. It states emphatically that there is no shortage of
excitement in the cars sold today. It invites the listener to re-

new the car/driver relationship that existed before foreign oil em-
bargoes and soaring prices put the freeze on fun.

It accomplishes its task by evoking a variety of positive images

to which the average car buyer can relate. It establishes the re-
lationship between the excitement and enjoyment of purchasing a

car and your dealership. Beginning with the lyrics of the campaign
song, this connection is reiterated to reinforce it in the customer's
mind. Each of the campaign's three extenders highlights a different
aspect of fun to be found by buying a car from your selection. Posi-
tive repetition of the theme in this manner insures the retention
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"WE MAKE CAR BUYING FUN, SERIOUSLY."

SALES PLAN
CAMPAIGNS et

necessary to influence purchasing patterns. Theme consistancy
also serves to eliminate possible confusion that is often ob-
served in automobile advertising at the dealership level.

The overall result of the artwork, the extenders, and the music
is a strong, consistant statement for your business. Your posi-
tion becomes clear to potential customers. You are the dealer-
ship that brings fun back to car buying. Yours is a responsible
appeal for the return of the pure enjoyment of owning an auto-
mobile, a stand sure to strike a responsive chord in today's
worry-ridden public.

SUMMARY
'""We Make Car Buying Fun. Seriously." is more than a gimmick to
help your operation return to "business as usual". Business will
be better than ever when the word gets around that car buying
can be fun if you know where to go, and this is the campaign
that tells everyone where that is. However, to insure the effec-
tiveness of this campaign, here are some important points to re-
member.

o It'll take more than a slogan to make car buying fun
at any dealership. Preparation is required. Steer
clear of high pressure closes. Keep a pot of coffee
ready for your customers. Have balloons or small toys
on hand for the kids. To be happy, the customer has
to be comfortable. That is the key to this entire
campaign. Making sure the customer is comfortable with
the car, the price, and the service is up to you.

0 Repetition is essential for effectiveness, with this
or any campaign. Say your message often, say it clear-

ly.

o Theme consistancy is necessary for maximum effectiveness.
Use your theme as a focal point for any promotion, re-
gardless of how large or small, in the broadcast or print
media.

0 To achieve a more immediate and higher recognition fac-
tor, customization of the campaign is recommended. Music
is recognized as a significant factor toward increasing
retention. Through customization, you are able to use
the strength of music to its ultimate advantage.
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DISC 14, SIDE 2

CAMPAIGNS

"WE MAKE CAR BUYING FUN. SERIOUSLY."

(TMA5026 - Methodical, easy rock)
PRIMARY USE: CAR DEALER

""Do you take your car buying seriously?
Still you want it to be fun.
If you're serious about a place to deal,
we're the right one.
Where the excitement you feel
as you walk through the door
is the same when you drive your new car
off the display floor.
Cambridge Chevrolet.
We make car buying fun. Seriously.
Do you take your car buying seriously?
Still you want it to be fun.
If you're serious about a place to deal
we're the right one.
We've got the car for you.
And we put some fun in everything we do.
Cambridge Chevrolet.
We make car buying fun. Seriously."”

:60 - CAMPAIGN SONG - Customized for demonstration purposes
:60 - Generic version - Full vocal

:60 - EXTENDER SPOT 1 - Customized for demonstration purposes
:60 - Generic version - "SOMETHING UNFINISHED"

:60 - EXTENDER SPOT 2 - Customized for demonstration purposes
:60 - Generic version - "THE FIRST TIME"

:60 - EXTENDER SPOT 3 - Customized for demonstration purposes
:60 - Generic version - "SELLING CARS IS SERIOUS BUSINESS"

CAMPAIGN SONG additional versions

:60 - :27 vocal open/:20 bed/:1l vocal close

:60 - :09 vocal open/:38 bed/:11 vocal close

.60 - :18 bed/:09 vocal open/:20 bed/:11 vocal close
:60 - :47 bed/:11 vocal

:30 - Full vocal

:30 - :04 vocal open/:14 bed/:09 vocal close

:30 - :18 bed/:09 vocal close

:10 - Full vocal

:60 - Instrumental
:30 - Instrumental
:10 - Instrumental

PRODUCTION COMPONENT
a) :27 - Extender 3, generic dialogue, condensed
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'""WE MAKE CAR BUYING FUN, SERIOUSLY."
EXTENDER 1: "SOMETHING UNFINISHED"

For customized sample, see:

> ra a8 i*
CAMPAIGNS DISC 14, SIDE 2, CUT 3

:60 SCRIPT - Requires: Male or Female

VOICE 1: So I'm sitting in this high-class restaurant, ya
see, and this guy starts shouting,''Hey waiter!
Waiter! There's a fly in my raisin bread!'" So the
waiter says to him...

EFFECTS: PHONE RING

VOICE 1: Awwwww |

You: Something unfinished isn't much fun.

VOICE 2: _ So the first guy says to the second guy, "Do you
take your kids to the zo00?'" And the second guy
says...

VOICE 3: Pardon me, sir, but could you tell me how I could
find this address?

You: No fun at all. It's the same if i1t's a new joke
told by a friend, or car repairs.
knows that.

VOICE 4: Then the first woman says to the second woman, ''How
do you make an egg foo yung?"

EFFECTS: DOORBELL

VOICE 4: Ohhhh! I'll get it

You: That's why <if 's gonna prove that

they're serious that car buying can be fun, they're
going to have to be serious about service, too, by
seeing every job is finished right. And now,

would like to save those three jokes, just

for the fun of it. They should have ended; A. Give me

the fly and I'll give you a raisin. B. If the zoo wants
wantg my kids they can come and get them. And C. Take

a young egg and foo it.
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"WE MAKE CAR BUYING FUN. SERIOUSLY."
EXTENDER 2: "THE FIRST TIME"

ized le, :
CAMPAIGNS A R e a

:60 SCRIPT - Requires: Male or Female

VOICE 1: My first car was really special. It was a convertible,
and every Saturday I'd wash and wax it. My mother,
she'd say to me,"If you rub any harder all the paint
will come off." Aw, that car and me, we really had
some good times together.

You: Your first car, like your first love, brings back
fond memories.
VOICE 2: I can remember I was so excited when I bought my
first car. I asked so many questions. Everything
had to be just right, and it was! You know, I
. really had a lot of fun buying that car.
You: Buying a car can be fun the first time. But then

the thrill wears a little thin. It's the same every-

- where you go, except . That's be-

cause they make car buying fun, Seriously. They do
all the work, so you don't have to. They're ready to
help you compare features, economy, gas mileage, styles.

Tell us about your kids, and then let

do the rest. You'll see. Car buying can be fun. Seriously.
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"WE MAKE CAR BUYING FUN. SERIOUSLY."

EXTENDER 3: "SELLING CARS IS A SERIOUS
BUSINESS"

For customized sample, see:
DISC 14, SIDE 2, CUT 7

:60 SCRIPT - Requires: Male or Female

LYRICS: "Do you take your car buying seriously?"

VOICE 1: Selling cars is a serious business.

You: agrees.

VOICE 2: I think a dealership has, well, certain responsibilities

to their customers. I say they should be serious about
. selling cars.

You: 8.

VOICE 3: Then what's all this business about "We Make Car Buy-
ing Fun'"?

You. Seriously.

VOICE 3: What?

You: makes car buying fun, Seriously.

It all goes together. See, we take our business, sell-
ing cars, seriously. We only deal in quality products.

. Why do we take it all so seriously,

you might ask?

VOICE 3: Okay, I'm asking.

You: It's simple. We think car buying should be fun. By
taking away all the worries, answering all the ques-
tions, explaining all the details, we do it! We make

car buying fun...Seriously!

VOICE 3: I understand! This is fun! Let's do it again sometime.
YOU: Right. At
LYRICS: "Seriously."
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CAMPAIGN ARTWORK
SUGGESTED USES

3. 0naTV slide.

The above suggestions are only a few of The following page provides
the many possible layouts and applications for “Camera-ready art” for use by a printer in
‘ this campaign logo. reproducing the campaign logo. Any of the

logos provided may be reduced or enlarged

photographically, and reproduced in any color
©1978 TM Productions, Inc. or colors desired.
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(MASTERPLAN

THE MORNING WITH

A NEW WAVE VISUAL

Morning Newspaper Campaign



rj’lx() ":PP'WM _ "TAKE A NEW LOOK AT THE MORNING"
- = s SALES PLAN
CAMPAIGNS

OBJECTIVE
"IF YOU CAN'T BEAT'EM, JOIN'EMI!"

History doesn't record who first uttered this impressive
quote, but its origin is of little consequence for our
purposes. What is important is 