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OBJECTIVE:

"The chickens have come home to roast.'" That's not
exactly what Jane Ace meant when she made this mal-
alpropism, but with inflation spiraling ever upwards,
we may take her meaning literally. In order to cope
with this menace of modern times, 46% of us have begun
economizing by cutting down on the amount we spend on
entertainment, and spending more time at home. This
extra time at home can be turned into entertaining and
informative hours with your cable/MDS/pay TV system.
The prime reason consumers give for subscribing is the
wider range of programming for themselves and their
children. Your cable/MDS/pay TV system provides your
subscribers with programs that are unavailable anywhere
else. Your service can make it '"Worth Staying Home For."

STRATEGY :
In some ¢ities around the country, cable penetration has
. reached about 75%. In order to keep revenues up, the

cable/MDS/pay TV system must offer extras: movies, specials,
and sports that can't be seen elsewhere. These incentives
for subscribing can only be taken advantage of if the
consumer knows about them. 'Worth Staying Home For" is
our campaign to help you inform the potential subscriber
about the exciting entertainment opportunities your
service provides. Our jingle, "Worth Staying Home For,"
provides the foundation of your campaign, and the basis
for your image. Music has been proven to be the most
effective memory device an advertiser can use. From

this jingle, your advertising can expand to include all
the aspects of your service, spotlighting each while
retaining the over-all image you wish to cultivate, that
your '""Worth Staying Home For."

EXECUTION:

Jingles are the most common characteristic of the best

rated commericals, the ones that people remember the

most. An image is created by the music: an image that

must be maintained throughout your advertising. First,

begin your campaign by running a schedule of the full

jingle alone, customized or with an announcer, establishing

the music and your service together in the mind of your
‘ : listener. From our experience, and the many examples
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of national advertisers, a customized jingle does this
best. From here, go on to include advertising that
encompasses different aspects of your service you wish
to emphasize. Campaign extenders are included with

your materials to help you do this. Supporting your
broadcast advertising in the print media strengthens

the impact of your advertising, especially if a constant
theme is maintained in both mediums. To achieve this,
graphic artwork is included for your use in print ad-
vertising. This campaign provides both flexibility and
longevity, allowing you to adjust your advertising to your
needs now and later, while always maintaining your image
of "Worth Staying Home For."

SUMMARY :

Your "Worth Staying Home For' campaign includes the
following necessary ingredients for an effective
advertising campaign:

' *It establishes your image by using
music, the most effective tool of
advertising.

*It is flexible and has built-in
longevity through the use of the
extender spots encompassing the
image you have established through
the jingle.

*It provides artwork for your use in
the print media for a comprehensive
multimedia advertising campaign,
utilizing theme consistency.
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""WORTH STAYING HOME FOR"

(A506 - Bright Contemporary)
Demonstrated for: cable TV system
Customized Line: 'Sammons Cable"
LINE:

1. 'No place on Earth can compare with
your favorite chair!

2, Home is where the fun is - home is
where the fun is -
3. So take a load off your feet with a
front row seat.
4, Home is where the fun is- home is
where the fun is -
5. Home is where everyone is.
6. (Entertainment) worth stayin' home for
7. Entertainment tonight- the picture's
“always bright-
. 8. Home's the place to be-
9. So much to see on your own TV!
10. No place on Earth can compare with
your favorite chair!
11. Home is where the fun is- that's where all

the fun is-
12, (Enterainment) worth stayin' home for!"

CUT:

1. :60 - CAMPAIGN SONG - Customized for demonstration purposes

2. :60 - Generic version - Full vocal

3. :60 - EXTENDER SPOT #1 - "Just Married"

4, :60 -~ Generic version

5. :60 -~ EXTENDER SPOT #2 - "Where there's a Will"

6. :60 - Generic version

7. :60 - EXTENDER SPOT #3 - "World's Wichest Man"

8. :60 - Generic version

LINES:

9. :60 - :00 intro/:29 voc./:19 bed/:12 voc. close (1-6) (11-12)
10. :60 - :00 intro/:04 voc./:44 bed/:12 voc. close (1) (11-12)
11. :60 = :00 intro/:04 voc./:20 bed/:05 voc./:24 bed

207 voc. close (1) (6) (12)
12. :60 - :47 bed/:12 voc. close (11-12)
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LINES:
13. :30 - Full vocal (1-6)
14, :30 - :00 intro/:04 voc./:20 bed/:05 voc. close (1) (6)
15. :30 - :24 bec/:05 voc. close (6)
16. :10 - Full vocal (half of 11-12)
17. :60 - instrumental
18. :30 - instrumental
19. :10 - instrumental
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13.
14,
15.
16.

17.
18.
19.

:30
:30
:30
: 10

:60
:30
:10

Full vocal

:00 intro/:04 voc./:20 bed/:05 voc.

224 bec/:05 voc. close
Full vocal

instrumental
instrumental
instrumental

close

LINES:
(1-6)
(1) (6)
(6)
(half of 11-12)
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- ' "WORTH STAYING HOME FOR"

“ ’ ‘,4‘)‘ ' ,( t’ " I A’ EXTENDER 1: "JUST MARRIED"
- -

4 »y = For customized sample, see;

CAMPAIGNS DISC 34, SIDE 1

:60 SCRIPT - Requires - Male

FX: SMALL WEDDING CROWD/SCATTERED 'GOODBYES'"/CAR DOOR SLAMS,
START, DRIVE AWAY (INTERIOR PERSPECTIVE)

You: "We finally did it. Married at last."
GIRL: "I can hardly believe it. I've waited so long

for this day."

You: "Me, too."

GIRL: "Now will you tell me where we're going on our
honeymoon?"'

You: "Well, I guess it wouldn't hurt.”

GIRL: "I hope it's someplace...romantic."

You. "We'pe going...home."

GIRL: ""Someplace just like...home?"

You: "Yeah. I just got on the cable. You know,

It's the one with over thirty -channels!

Everything from.the Moﬁie Channel with current blockbuster

filme and classics to channels with continuous news,

weather, sports, stock market reportes and local events.”
GIRL: "Home? Mom and dad went on a cruise for their honeymoon. "
You: YYou want boats? There's a great movie on tonight

about boats. And a Jacques Cousteau undersea

documentary. brings us a world

of entertainment. i8 really the

one worth staying home for."
GIRL: "I wonder if they carry 'Divorce Court.'"

MUSIC:
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CAMPAIGNS

:60 SCRIPT - Requires - Male

For customized sample, see;
DISC 34, SIDE 1

FX: PEOPLE SHIFTING IN CHAIRS IN SMALL ROOM

MAN 1: "The remainder of my earthly possessions I

leave to my nephew, Arnold."

You: "Excuse me?"

MAN 1: "You have something you wish to ask at this time?"

You: "yell, I'd like to know if...Uh...If Uncle Bob included
hie subscription to ecable

system in that last part. He was paid up through

next year."

MAN 2: "Hold on there, Arnold. I know ole Bob would want
‘ me to have..."
You: "Now way! He knew the hours of pleasure I got from

the Movie Channel. How I enjoyed the news and
information channels."”

WOMAN : "Stop it! Two grown men bickering like children.
Everyone knows as his widow, I get it."

MAN 1: "No, I don't think'so."

You: "yell then who did Uncle Bob leave his paid up
eubscription to the thirty glorious channels of

eable system.”

MAN 1: "Well, it seems that he..."

You, MAN 2, & WOMAN: "Yes?"

MAN 1: "He took it with him. It says something in the
‘ will about...'Worth Staying Home For.' I wonder."

FX: GHOSTLY LAUGHTER
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"WORTH STAYING HOME FOR"

, 4(‘ f? !‘ ' EXTENDER 3: "WORLD'S WICHEST MAN"

il B A e For customized sample, see;

cAMPAIG"s DISC 34, SIDE 1

:60 SCRIPT - Requires - Male

FX.

GENERAL MOVING IN CHAIRS

WOMAN :

You:

WOMAN :

You:

WOMAN :

YoU:

"I' MUSIC:

"We're on? Good. Welcome back. I'm talking

with Lance Vanderfeller, the world's-richest

man. I was just about to ask you, Lance,

a little about your private life. Specualtion

has run rampant about why you've dropped out of

sight. Could you shed some light on that?"

"Well, Barbara, there's not much to tell. One day

I was sitting outside my hotel in Monte Carlo, sipping
my drink and watehing the beautiful girls walk by, when
suddenly I realized I could be home watheing the
thirty channels of entertainment and information of

cable syetem."

"Pardon me?"

"I'm sorry, only the govermor can do that. Like that
line? I heard it in a Marx Brothers' film recently

on the Movie Channel I get. Plus, with the continuous
news, weather, sporte, and stock reports on the

cable system, I can keep up with the

world right from my home."
"How...interesting?"

"Yes, Barbara, for my money, cable

system is definitely worth staying home for... "
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= CAMPAIGN ARTWORK

SUGGESTED USES
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2. On a button

YOUR NAME

3. On a inll:oard.

4. Inan ad.

The above suggestions are only a few of
the many possible layouts and applications for
this campaign logo.

© TM Productions, Inc.

The following page provides
“Camera-ready art” for use by a printer in
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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A NEW WAVE VISUAL

Community Develcpment Campaign

© TM Productions, Inc.
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OBJECTIVE:

"A house is not a home." So goes the Burt Bacharach
song. If a house is not a home, what is? Home is
more than just shelter, a place to sleep, or hang your
hat. It's even more than the place where they have

to take you in,

When you're looking for a new home, you look for safe
comfortable surroundings that provide a total
environment, encouraging the growth of you and your
family. Such place would, naturally, encompass all the
aspects of the good life in one area. Our campaign
will help you build the kind of image you need to let
people know you've created this kind of living enviorn-
ment: that you're where "The Good Life Lives On."

STRATEGY AND EXECUTION:

You're already aware that your community development
contains all the ingredients necessary to make living
' there an enjoyable experience. You've even envisioned
and implemented some of these aspects of the good life
into prior marketing strategies. Now you need to
communicate this effectively to the public in a well
coordinated, concentrated campaign. Music has been
proven to be the most effective memory device advertising
can employ. Employing the jingle, '"The Good Life Lives
On," helps create the image you want to establish. Begin
your advertising by using the jingle alone in a saturated
schedule. This will implant your image in the community,
so that when your listeners hear the music they will
immediately associate it with you. A customized jingle
best facilitates this association. Once your image of
being "The Good Life Lives On'" has been established, you
can expand your advertising to include the many facets
of your community/development that distinguish you from
everyone else. To aid you in this, campaign extenders
are included in your materials. These enable your to
augment your advertising, increasing both effective
advertising life and scope of your campaign, allowing you
to adjust your advertising as your needs expand and change.

¢ Support Stage 5, page 688
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A complete advertising campaign will include both
broadcasting and print media. In order to be effective,
theme consistancy must be maintained throughout your
campaign, regardless of the medium used. Your campaign
materials contain artwork for use in your print advertising
to aid you in sustaining your image of being '"The

Good Life Lives On." This campaign includes all the
elements necessary for a successful advertising campaign.
Proper utilization of all the materials will increase

the results of your advertising.

SUMMARY :

""The Good Life Lives On'" contains the following aspects
for a dynamic advertising campaign:

*The jingle establishes your image of
being where '"The Good Life Lives On."
Having a definite image is essential

to separate you from others competing
for your customers.

*"The Good Life Lives On'" has built-in
longevity and flexibility, through use
of the many musical versions and the
extender spots.

*Artwork is included for use in your
print advertising, to aid you in main-
taining your image throughout all your
advertising, thus insuring its effective-
ness..
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Demonstrated for:

:60
:60
:60
:60
:60
:60
:61
:61

:60
:60
:60

:60

:30
:30
:30
:11

:60
:30
:11

"THE GOOD LIFE LIVES ON"

DISC 34 SIDE 2

(A5067 - Invigorating Uptempo Beat)

community development association

Customized Line: '"Come to Richardson-Plano"

LINE:

"The good life is alive and well.

The good life is here for the taking.
Everybody wants a slice of happiness -
Everybody wants a place to call home

Your dreams are not so far away -

(Come an live with us.)
The good life lives on!

1
2
3
4,
5. Come make your life all it should be -with us!
6.
7
8
9

. Don'cha wonder why everyone's smilin'?
10. Did ya' know that kind a' life's so near?
11. Wouldn't ya like to see your family smilin'?

12. That new life you want is here.

13. Come make your life all it should be - with us!

14. Your dreams are not so far away.

15. (Come and live with us.), (Come and live with us.)

16. The good life lives on!

CAMPAIGN SONG - Customized for éemonstration pruposes

Generic version - Full vocal

EXTENDER SPOT #1 - "Your Turn to Move"
Generic version

EXTENDER SPOT #2 - "It's On the Map"
Generic version

EXTENDER SPOT #3 - "What  He Deserves"
Generic version

:01 intro/:25 voc./:18 bed/:13 voc. close
:01 intro/:11 voc./:32 bed/:13 voc. close
:01 bed/:05 voc./:45 bed/:07 voc. close

:51 bed/:07 voc. close

Full vocal

:01 intro/:05 bed/:15 bed/:07 voc. close
:22 bed/:07 voc. close

Full vocal

instrumental
instrumental

instrumental

LINES:
(1-8) (1l4-16)
(1-4) (14-16)
(1-2) (last half
15-16)
(last half 15-16)

(1-8)
(1-2) (7-8)
(7-8)
(6-8)
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For customized sample, see;
DISC 34, SIDE 2

™

CAMPAIGNS

:60 SCRIPT - Requires - Male

FX: SOLEMN ORGAN MUSIC

MAN 1: "So let us not dwell on Charley's absence,
for he has gone to a better place."
You: "r'il say."
MAN 1: (BEGIN FADE UNDER) '"He has left all his cares and

worries behind, and found peace and contentment."

MAN 2: "Gosh, nobody told me Charley was sick."

You: "He wasn't sick.”

MAN 2: '"Oh...Then he went quick."

You: "Nope.. He's been planning it for months.”
‘ MAN 2: "Planning it? 1Isn't that illegal?"

You: "It ghould be. All I can say is8 that I hope

he's happy."
MAN 2: ""Nice thought."
You: "gyery time I think about it...Lower taxzes and

insurance rates...Good schools...Plenty of shopping.”

MAN 2: "What?"

YOU: "Up in __ .

MAN 2: "ﬁhere?"

You: " . That's where Charley moved. He

figured all the angles. Plenty of big city conviences
without big city prices. You oughta see the house he

bought! I tell you, 18 really where

‘ the good life lives on.”
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"WHERE THE GOOD LIFE LIVES ON"
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For customized sample, see;

CAMAm"s DISC 34, SIDE 2

:60 SCRIPT - Requires - Male or Female

FX: CAR MOVING/INTERIOR/RUSTLING PAPER

WOMAN :
You:
WOMAN :

You:

"I can't find us on this map."
"I'm not surprised.”
"Why's that?"

"Becaugse we're on the other side.”

FX: FLIPPING MAP OVER

WOMAN :
You:
WOMAN :
You:
WOMAN :

YOoUu:

WOMAN :

You:

WOMAN :

You:

WOMAN :

MUSIC:

"Where?"
"Under your thumb.”
"And just where is under my thumb?"

" : . See? We're here.”

"It certainly looks nice enough."

"It's great! 18 one of this area's

fastest growing communities...Look around...See
the businesses, schools, and shopping malls?”
"There is a lot of building going on."

"Yeg, but you'll also find lots of parks,
recreational facilitieg, and nature trails.”
"Think we'll find a gas station?"

"Sure. has everything we're looking

for in a place to bring up the kids...It's where the
good life lives on."
""Well, right now let's look for a gas station with a

restroom, 'cause Cindy has to go."

JINGLE UP
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For customized sample, see;
DISC 34, SIDE 2
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CAMPAIGNS

:60 SCRIPT - Requires - Female

FX: NEIGHBORHOOD TYPE BKG/KIDS, DOGS, LAWN MOWERS, ETC./
LARGE MOVING VAN TYPE TRUCK/VOICES ''GOODBYE.'"/'"BE SURE
TO WRITE US AS SOON AS YOU KNOW YOUR NEW ADDRESS."

MAN: "It's estimated that approximately 207 of our
population move each year...That's 100% every
five years. Maybe so many people are moving
because they haven't found what they're looking

for...yet
MUSIC: JINGLE

WOMAN: "There are a lot of people moving to the

area...Moving in...Not out.

In the past five years population

has increased by almost eighty percent. Best of all,
ecommunity services have kept pace with the rapid

expangion of the . : area, enhancing the

already desirable quality of life level.”
MAN: "Twenty percent of the population will move in

the coming year...'

WOMAN: "If it's your turn...Move to 5

where the good life lives on."

MUSIC: JINGLE OUT
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1. On a button

3. In a newspaper ad.

/

\___ YOUR NAME j

2. As a TV super.

o \\‘lllll.? s
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YOUR NAME
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YOUR
NAME

4. On a window sticker.

The above suggestions are only a few of
the many possible layouts and applications for

this campaign logo.

© TM Productions, Inc.

The following page provides
“Camera-ready art” for use by a printer in
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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A NEW WAVE VISUAL

Clothier Campaign
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"WE BRING OUT THE BEST IN YOU"

(MASTERPUAN

CAMPAIGNS

OBJECTIVE

Nobody likes to feel average. Eveyone likes-indeed needs- to
feel that there's something about him that makes him unique and
special. And a person also likes to believe that this defining
"best" charcteristic is the one that others notice most; the
plainest man can be as insistent as a matinee idol that his
"best" side be highlighted in a photograph.

STRATEGY & EXECUTION

Herein lies the strength of the "We Bring Out The Best In You"
campaign. Your client, being in the clothing business, will no
doubt understand perfectly well that most people, whether they
are aware of it or not, dress not merely to cover their bodies,
but also to make a statement about themselves, to project an
image. Your objective in presenting this campaign to your client
is to show him how he can really put this knowledge to work and
maximize his sales by doing so.

interrelated reasons. It targets both kinds of clothing customer:
the "aware" buyer who knows he is making a statement with dress
and who consciously wishes to make it as effectively as pos-
sible; and the "unaware'" buyer, the one whose ''clothing state-
ment' is equally real but largely unconscious in its expression.
The campaign is able to do this because 'We Bring Out The Best
In You" is really far less concerned with the specifics of
fashion than it is with the above-mentioned general human need
to feel unique and to have others notice that uniqueness. Also,
for the "aware'" buyer, it underlines what is already an area

of conscious concern. And it makes a conscious concern out of
a previously unconsidered one for the 'unaware" buyer. Thus,

it strengthens one market and, in effect, creates another one.

‘ '"We Bring Out The Best In You'" is a strong campaign for several

"We Bring Out The Best In You'" works for your client by making
his merchandise and service the connecting link between the
need to feel special and the way in which people fulfil it in
their outward appearances. The central line, expanded and
reinforced by the music, lyrics, and copy which go with it,
clearly makes the point to the listener that your client's
establishment is one in which he (the customer) will be
accorded his full worth. All the material stresses that

's is not the sort of place where the
salespeople are hustlers who would sell sequined disco
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"WE BRING OUT THE BEST IN YOU"

MASTERPLAN)

CAMPAIGNS

dresses to their own grandmothers--that it is, rather, a place
staffed by people who are concerned with and committed to
serving the best interests of their customers. This material
effectively persuades the listener that at 's
the combination of quality merchandise and a helpful staff will
ensure that the clothes he buys there will truly help him to
make a positive statement about himself--that they really will
"bring out the best'" in him.

Stress to your client that "We Bring Out The Best In You" sells
service at least as much as it sells clothing. After all, there
are probably several other merchants in town who offer the same
lines. Some of them may even undercut his prices. You need

to help your client understand that by playing up his customer's
uniqueness, he spotlights his own, and that this is really his
single biggest selling point.

This emphasis on uniqueness will also offer you an excellent
opportunity to point out to your client the importance of music
and further customization to the maximum effectiveness of his
total broadcast presentation. Talk to him about the obvious
benefits of enhancing listener awareness of his business, and
remind him that music "sticks'" in people's minds. Point out,
too, that since uniqueness is the key to the sales success of
this campaign, a customization which adds to the uniqueness of
his broadcast material can only strengthen that material--and
that he will see the results in stronger sales figures.

SUMMARY

In closing, we can say that "We Bring Out The Best In You" works
in the following ways:

* It appeals to the general human need to feel that one
is special and that this specialness is noticed by others.

* It effectively makes the connnection between that need and
your client's unique ability to satisfy it.

* Enhanced by music and customization, 'We Bring Out The
Best In You" is particularly strong sales campaign which
will work greatly to your client's financial advantage.

Present this campaign well to your client and it's a certainty that
‘ his sales results will really bring out the best in both of you.
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DISC 35, SIDE 1

(MASTERPLAN)

CAMPAIGNS

"WE BRING OUT THE BEST IN YOU"
(A5071 - contemporary upbeat tempo)

Demonstrated For: Clothier

Customized Line: 'For any time of day," "In the office or on a trip
to Calcun."
LINE:
1. "We bring out the best in youl!
2. We bring out the best it's true!
3. Giving you only the finest,
4. 'Cause we know that's what you want.
5. For any time of day, we bring out the best in you!
6. We bring out the best in youl!
7. We bring out the best it's true!
8. Bringing styles for only a man,
9. With your kind of taste and flair.

10. For everything you do,
11. In the office or on a trip to Cancun.

12. We bring out the best in youl!
"II’ CUT

1. :60 - CAMPAIGN SONG - Customized for demonstration purposes

2. :60 - Generic version - Full vocal

3. :60 ~ EXTENDER SPOT 1 - "THE BUTLER DID IT"

4. :60 - Generic version

5. :60 - EXTENDER SPOT 2 - "A WOLF IN TALBOT'S CLOTHING"

6. :60 -~ Generic version

7. :60 - EXTENDER SPOT 3 - "'STORY TIME"

8. :60 - Generic version
CAMPAIGN SONG additional versions LINES:

9. :60 - :04 intro./:23 voc./:18 bed/:15 voc. close (1-5) (10-12)
10. :60 - :04 intro./:09 voc./:32 bed/:15 voc. close (1-2) (10-12)
11. :60 - :45 bed/:15 voc. close (10-12)

12. :30 - Full vocal (6-12)

13. :30 - :00 intro./:04 voc./:15 bed/:11 voc. close (6) (10~12)

14, :30 - :19 bed/:11 voc. close (10-12)

15. :10 - Full vocal (second half of 12)
16. :60 - instrumental

17. :30 - instrumental

18. :10 - instrumental
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"WE BRING OUT THE BEST IN YOU"
EXTENDER #1: "THE BUTLER DID IT"

For a customized sample, see:
DISC 35, SIDE 1, CUT 3

Si'ERP
CAMPAIGNS

:60 SCRIPT - Requires Male

LYRICS: "We bring out...best, it's true."

FADE MUSIC

FX: KNOCK AT DOOR

You: "Doetor Jekyl?"

FX: KNOCK-KNOCK

You: "I say, Doctor Jekyl, are you there?”
FX: MUFFLED GROWL FROM OTHER SIDE OF DOOR

You: "Another late night with the ladies, eh?"

FX: MUFFLED GROWL IN REPLY

‘ You: "I know how it can be, believe me I do, sir

Well, I've laid out your new suit from I

FX: MUFFLED GROWL

You: "I suggest you gargle for that throat, sir.
Sounds like you might be coming down with
something. I must say I do admire your taste
in clothes. I'm not surprised.”

FX: MUFFLED GROWL

You: "Everyone knows handles only the

absolute beet in both formal and casual attire.
And they'll custom tailor whatever they sell. Are
you ready, Doctor Jekyl?"
FX: DOOR OPENS
‘ MALE 2: "Thank you, Haskell."

Support Stage 5, page 701



"WE BRING OUT THE BEST IN YOU"

EXTENDER #1: "THE BUTLER DID IT"

7 Page 2
CAMPAIGNS

You: "If you don't mind me saying, sir..."

MALE 2: "Saying what?"

You: "It's a good thing for you that
brings out the beet in you."

MALE 2: "Why's that Haskell?"

You: "Because the ladies always bring out the beast
in you."

FX: MUFFLES GROWL

LYRICS: "We bring out the best in you."
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CAMPAIGNS

"WE BRING OUT THE BEST IN YOU"
EXTENDER #2: "A WOLF IN TALBOT'S CLOTHING

& For a customized sample, see:
~ DISC 35, SIDE 1, CUT 5

:60 SCRIPT - Requires Male

MUSIC: 1940ish HORROR TRANSITION

FEMALE:
MALE 1:
FEMALE :

MALE 1:

You:

FEMALE:
FX: DOOR CLOSES

MALE 1:

You:

MALE 1:

YOoUu:

MALE 1:

You:

MALE 1:

You:

"Mr. Talbot?"

"Yes?"

"The doctor will see you now. Right this
way."

""Thank you."

"Ah, Mr. Talbot. Have a seat. That will

be all, Miss Kranz."

"Yes, doctor."

"Well, Doctor, did you find out anything
about..."

"About the delusion you have that you turn into
a...wolf...whenever the moon is rising."

"It's real!l Please hurry...the moon is rising."
"Utter nonsense, Mr. Talbot. You just have a
very poor sgelf-image. You need a change."

""Has it started already?!"

"No, and that's the problem. You could start
with the clothes you're wearing. They look
like they came out of a 1940 horror film."
"Acccch....Grrumph."

"No need arguing. I suggest you see
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"WE BRING OUT THE BEST IN YOU"

(EETD

/ EXTENDER #2: '"A WOLF IN TALBOT'S CLOTHING

CAMPAIGNS A

You: (cont.)"They'll help you select clothes that'll

bring out the best in you. They've a full selection
of both formal and casual attire.”

MALE 1: "Aurrrghhh. . .Grruummmpphhh."

You: "No need to thank me, either. I'd do the same for
anyone suffering a similar delusion. Take my advice.
® to You'll be a better man for it."

MALE 1: "Ggrrrrrrrr..."

‘ You: "And another thing, Talbot. You might get a shave.”
FX: HOWL
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"WE BRING OUT THE BEST IN YOU"
EXTENDER #3: ''STORY TIME"

(MASTERPLAN,

‘.'r For a customized sample, see:

" DISC 35, SIDE 1, CUT 7
CAMPAIGNS

:60 SCRIPT - Requires Male or Female

MUSIC: LIGHT, AIRY, FAIRY-TALEISH, STORY-TIME

You: "The following i8 the story of Beauty and the

Beast, brought to you by .

MUSIC: STEP-DOWN INTO STRONG GUITAR LEAD, ALA TRUCKER'S SONG
FROM "EVERYONE'S COMIN' UP A WINNER"

MALE: ""Wal, Beauty had the looks of a home-coming queen,
country mornin' fresh, all pretty and clean,
While Beast was a different as night to day,

‘ in a rough n'tumble, macho kinda way,

How they got together was anybody's guess,
but the reason I'm here is to tell you the
rest...
One day all their differences came to a head,
Beast, you'd better change, was all she said.
Find some clothes to bring out the best in you...
Better do it today, or Beast, we're through.
Beast found the clothes that brought out his best,
and when he saw Beauty he passed her test.
True love reborn, they walked hand in hand,

no longer a Beast, he's a high-fashion man."

. MUSIC: BACK TO FAIRY-TALE ENDING
You: "The story of Beauty and the Beast, has been brought
to you by 2
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MASTERPLAN)
USE OF ARWORK FOR THE

“WE BRING OUT THE BEST IN YOU”
CAMPAIGN

The “slick proofs” (“slicks”) enclosed for “We Bring Qut
The Best In You" represent “camera-ready” art. They
are ready for use in reproducing printed materials.
While various sizes are provided, any one of the
elements may be reduced or enlarged photographically
to the precise size required.
And, though they are provided in black, a printer
may reproduce the element in whatever color is
specified.
Suggested layouts using the “We bring Out The Best In You” graphics follow:

! We Bring Out
The Best

On a Billboard

| we Bring Out h
The Best

\ YOUR NAME / On a Bus Card

On a TV slide.
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"ALL THE COMFORTS OF HOME"

' ’WP\PV\M

B A g
CAMPAIGNS
OBJECTIVE

Home is where the heart is, the proverb tells us. And when we
speak of 'all the comforts of home," we mean a great deal more

than merely its physical comforts. We imply a lot of things a very
strong psychological appeal--warmth, companionship, a sense of
inclusion and belonging.

A client who deals in home furnishings and accessories is, natural-
ly, one who provides literal "home comforts." But then, so do a
lot of other merchants in his field. This is where the strength
of "All The Comforts Of Home' comes to bear. For it is a campaign
designed to help you help vour client to see that if he want to
sell furniture, he must understand that he is selling not just
furniture but a whole wav of life.

STRATEGY & EXECUTION

The "All The Comforts Of Home'" approach will aid you in getting
across the important point that in order to make actual customers
out of potential ones in a highly competitive market, an advertiser
must first respond to the psychological needs of those customers.
For since many merchants handle very similar product lines, the real
difference in their sales effectiveness lies less in their merch-
andise than in how well they are able to assess and appeal to the
emotional requirements of their audience.

Point out first to your client the "loaded" quality of the line,
"All The Comforts Of Home." Be sure that he understands, clearly
and consciously, how many unconscious responses this line evokes.
Explain how it sets up a condition of psychological receptivity
which prepares the listener's mind for the message of the lyrics.
Then go on to detail how the lyrics communicate the message that
the listener's home is an expression of his personality and
therefore an extension of himself. Follow this by showing your
client that this communication establishes the sales-producing
idea that the listener needs vour client's products to make his
house the kind of desirable reflection of himself that he wants
it to be--to make it a truly comfortable home.

Remember that these lyrics do much more than simply elaborate upon
the variety to be found in the merchandise itself. They also
flatter the listener by implying that if his home furnishings

do not presently reflect his personality and superior level of
taste, well, that is only because he has been unable to find the
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"ALL THE COMFORTS OF HOME"

MASTERPLAN

CAMPAIGNS

particular items which will meet his exacting standards.

Further, they promise the listener that Furniture

is not only a place where he can find these items, but also a
place where he will be listened to and taken seriously, a place
where people will care about his needs and no one will try to
hard-sell him. These lyrics make the essential connection between
physical and psychological comfort. They achieve effectiveness

as a selling tool by linking the unique requirements of the
customer with your client's unique ability to meet those needs.

Emphasize, too, the importance of music in commercial communication.
Remind your client of the proven power of music as a highly ef-
fective element of primary message recognition in advertising.
Stress the immense identification value of a tune which listners
will immediately equate with his establishment and products.

Remind him that many radio listeners tend to mentally edit out

the '"plain talk'" that they hear over the air and that a message
either accompanies by or set to music therefore greatly strengthens

‘ product identification.

Also, don't neglect to point out to your client the benefits of
further customization. The arguments in favor of tailoring the
"Comforts Of Home' campaign to a client's distinctive marketing
needs are not far to seek. For instance, an Ethan Allen dealer
could obviously benefit from customization which would not only
emphasis psychological/physical comfort in the ways mentioned
above, but could also introduce a specific appeal to solid
comfort--an appeal based on the value of tradition, continuity,
etc. Conversely, a specialist in contemporary designs might wish
to target a younger, more ''with it" audience. The possibilities
are virtually endless. Be sure not to overlook this opportunity
to help your client maximize the sales potential of "All The
Comforts Of Home." :

SUMMARY

In closing the points to keep in mind whem presenting the
""All The Comforts Of Home'" campaign to your client are as follows:

* Remember that the strength of the campaign lies in the
images of home which it stirs in the listener's mind.
Home. should be a place of comfort, warmth, beauty,
security, etc.--and it can be all those things with the
help of advice and merchandise from Furniture.
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"ALL THE COMFORTS OF HOME"

MASTERPLAN)

CAMPAIGNS

* Remember, too, that the lyrics for "All The Comforts
Of Home' strengthen the campaign's.,appeal by flattering
the listener through their emphasis on his uniqueness
and good taste--and the interaction of these qualities
with the particular attitude, services, and goods offered
by your client.

* Stress the product recognition and identification value
of music.

* Make your client fully aware of the benefits of custom-
ization. Be sure that he fully understands that individual
tailoring of "All The Comforts Of Home" to the specifics
of his market can enhance even further the sales
potential of an already strong campaign.

There's no doubt about it--properly promoted, "All The Comforts

Of Home" is a campaign whose sales results will make you and your
client more than comfortable.
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CAMPAIGNS

CUT
1. :60
2. :60
3. :60
4. :60
5. :60
6. :60
7. :60
8. :60
CAMPAIGN
9. :60
10. :60
11. :60
12. :30
13. :30
14. :30
15. :10
16. :60
17. :30
18. :10

DISC 35, SIDE 2

""ALL THE COMFORTS OF HOME"
(A5070 - flowing contemporary mood)

Demonstrated For: Furniture Store

Customized Line: ''Depend on us"

LINE:
1. "Come to us,
2. Depend on us for all the comforts of home.
3. Furniture with superb design,
4. The colors that vou couldn't find.
5. Come to us,
6. Depend on us for all the comforts of home.
7. You want comfort that reflects your personality
8. We make suggestions aund the advice is free.
9. Chairs and tables, lamps and beds,

10. Rugs and drapes to turn your head.
11. Come to us,
12. Depend on us for all the comforts of home. "

~ CAMPAIGN SONG ~ Customized for demonstration purposes
~ Generic version - Full vocal

- EXTENDER SPOT 1 - "BLABBERMOUTH"

- Generic version

~ EXTENDER SPOT 2 - "BUT YOU JUST GOT HERE"

- Generic version

- EXTENDER SPOT 3 - "MUSICAL CHAIRS"

~ Generic version

SONG additional versions LINES:

- :02 intro./:28 voc./:19 bed/:09 voc. close (1-6) (11-12)
- :02 intro./:09 voc./:38 bed/:09 voc. close (1-2)(11-12)
- :48 bed/:09 voc. close (11-12)

- Full vocal (1-6)

- :02 intro./:08 voc./:10 bed/:09 voc. close (1-2) (5-6)

- :20 bed/:09 voc. close (5-6)

- Full vocal (11-12)

- instrumental

-~ instrumental

- instrumental
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(MASTERPLAN,

CAMPAIGNS

"ALL THE COMFORTS OF HOME"
EXTENDER #1: '"BLABBERMOUTH"

For a customized sample, see:
DISC 35, SIDE 2, CUT 3

:60 SCRIPT - Requires Male

FX: WATER DRIPPING IN DUNGEON/CREAKING DOOR OPENS

MALE 1:

FEMALE:

You:

MALE 1:

FEMALE :
You:

MALE 1:

You:

MALE 1:

FEMALE:

You:

MALE 1:

You:

""Well, Armstrong, are you and your ladyfriend
ready to talk?"

"Never, Count Krolov!"

"Let's not be hasty, Dale.”

"I must admit that I admire Miss Arbunkle's
spunk."

"And I deplore your furnishings, Count!"

"Now, Dale, was that nice?”

"But she's right, Armstrong! You, with your
fancy house and comfortable furniture. Me with
dark caves and dank dungeons...But that will all
change, once you tell me what I want to know."
"Which 182"

"I want to know the name of...where you buy your
furniture."

"Fat chance, Krolov."

"Now, Dale, what's wrong with telling the Count

that I get all my furniture from 2n
""Really?"
"Of ecourse. has a complete

selection of furnishings for the home all

reasonably priced.”
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"ALL THE COMFORTS OF HOME"
EXTENDER #1: "BLABBERMOUTH"

MASTERPLAN,

page 2
CAMPAIGNS

MALE 1: "Ah-ha, at last I know the secret of a
comfortable home."

You: "Oh, it's no secret, Count.

FEMALE : "Thank's to you, Blabbermouth."

You: "Say, Count, could you do something about Mi.ss
Arbunkle?"

MALE 1: "' Ummhm . "

FEMALE: " (GAGGED) Ugh...mmmph. . .hmmmph..."

You: "Thanks...Now maybe you could let me go so I
ean drive you over to L

‘ MALE 1: "Of course."
You: "They 've got a sofa and chair set that would

be perfect voer by the hot coals...(FADE)"
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"ALL THE COMFORTS OF HOME"
EXTENDER #2: '"BUT YOU JUST GOT HERE"

: . f r DISC 35, SIDE 2, CUT 5
CAMPAIGNS

:60 SCRIPT - Requires Male

FX: ROCK CONCERT CONCLUSION

You: "Great concert.”

FEMALE : ""Oh, wow, yeah."

You: "How 'bout coming up to my apartment?"
FEMALE : "Oh, mine's closer."

You: "Okay."

FX: TRANSITION/KEY SEQUENCE/DOOR OPENS/LIGHT SWITCH

FEMALE : "Ta-tal What'd you think."

You: "@reat...It's amazing what you can do with...
‘ What are those?"

FEMALE: "Orange crates.'

You: "I should've guessed."”

FEMALE : "I knew you'd like it. Just make yourself

comfortable. I'll only be a minute."

You: "1Tt'll seem like a year."”
FEMALE : "What?"
You: "Uh...quite all right, dear. (FILTERED)

Thie place looks like it was decorated in early
Transylvanian. Thank goodness I got all my

furniture from . T was able to

find everything in stylee that really compliment

my taste. It's like they say...

‘ really does have all the comforts of home."

Support Stage 5, page 715



"ALL THE COMFORTS OF HOME"
EXTENDER #2: "BUT YOU JUST GOT HERE"

Page 2
CAMPAIGNS
FEMALE: "What did you say?"
You: "oh...Just...uh...Look at the time, I must
be going home."
FEMALE : '""Oh, but you just got here."
You: "Yes...But...uh...You see, I just remembered

that tonight was the night I had to...uh...wazx...

my dog."
FEMALE : ""Wax your dog?"
You: "Wash and waz."
FEMALE: "Your dog?"
‘ You: "Right. Well, maybe some other time...

Later ...Byel!"

FX: DOOR OPENS AND CLOSES

FEMALE: ""Oh wow, wax his dog?"
MUSIC:
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"ALL THE COMFORTS OF HOME"
TTv r =TT EXTENDER #3: "MUSICAL CHAIRS"
M%'h?\\?w For a customized sample, see:
e ‘ - DISC 35, SIDE 2, CUT 7
CAMPAIGNS

:60 SCRIPT - Requires Male or Female

'7 )"‘:‘ 74

You: "Does this happen to you? Whenever guests come
to your home, do you find yourself playing a game
of...mustcal chairs, because of old, worn-out
furniture?”

FX: TWO COUPLES

FEMALE: (WHISPERED)"Don't let him sit in that chair.

It's got the broken spring."

MALE 1: "Stop!"
MALE 2: "What?"
‘ MALE 1: "You can't sit in that chair. It's Skippy's"
MALE 2: "Skippy's?"
MALE 1: "Our dog, and he doesn't like anyone sitting in it."
MALE 2: "Your dog's chair?"
MALE 1: "Yeah...He's uh...uh...Doberman. Mean."
MALE 2: "Okay, okay, I'll sit over here."

FEMALE: (WHISPERED)'"Not that one. The fabric's torn."

MALE 1: "Wait...Uh...We just...uh...painted that chair."
MALE 2: "You painted upholstery?"
MALE 1: "Whole new process. I tell you what...Let's go

sit on the patio."

MALE 2: "It's raining outside."

MALE 1: "We'll take umbrellas. Dear, get the umbrellas."
‘ FX: TRANSITION AWAY

You: "Come to and stop playing musical
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"ALL THE COMFORTS OF HOME"

TV mppeg=)  EXTENDER #3: "MUSICAL CHAIRS"
MASTERPLAN [

CAMPAIGNS

You: (cont.)"chairs. has a

complete gelection of furniture for every room
in your house, and its all reasonable priced

every day."

FX: RAINING

MALE 1: "I wouldn't sit in that porch wing, Howard.

The chain is...'

FX: SOUND OF SOMETHING FALLING INTO WATER

MALE 1: "broken."
FX: FADE
‘ You: "Ccome to , and find all

the comforte of home."

MUSIC:
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USE OF ARTWORK FOR THE
“ALL THE COMFORTS OF HOME”

CAMPAIGN

The “slick proofs” (“slicks”) enclosed for “All The
Comforts Of Home" represent “camera-ready” art. They
are ready for use in reproducing printed materials.

While various sizes are provided, any one of the
elements may be reduced or enlarged photographically

to the precise size required.

And, though they are provided in black, a printer

may reproduce the element in whatever color is
specified.

Suggested layouts using the “All The Comforts Of Home” graphics follow:

Allthe '

b‘ilﬂome

YOUR NAME |

On a counter card.

All the ' YOUR NAME

]

oi Home

—
On a Billboard

of Home

\ YOUR NAME J

~

D

On aTV slide.

|
—

On a Lapel Pin

© TM Productions Inc.
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"THE TRENDSETTERS"

CAMPAIGNS

OBJECTIVE

Are today's consumers as 'trend-conscious' as those of
days gone by? The answer is a resounding ''yes!" For
example, concerning fashions, 54% of the women and 437

of the men believe it's important to keep up with fashion.
Another indication in this area is that 81% of all

women and 72% of all men feel dressing well is impor-
tant.

And such "trend consciousness' is by no means limited

to clothing. Cars, appliances, homes, everything that
touches the lives of your customers is influenced to

some degree by trends. But the days of being ''trendy"

for status sake are gone. Trends today are more compli-
cated, usually arising from a need for personal expression
and growth. In order to be successful, you must fully
understand and acknowledge in your advertising the impli-
cations of this condition.

STRATEGY & EXECUTION

Just as you would no more think about blurting out, "I'm
trendy" at a social gathering, neither can your adverti-
sing in the arena of public opinion. Without proper sup-
port, such a statement would have a tendency to sound like
so much "hype," a definite turn-off.

You must precede such a claim with justification, and

this must be stated in terms that deal with the benefits
of "trend-setting" from the perspective of your customers,
both current and potential. Of what importance is '"trend-
setting' to the shopper? Well, according to the figures
we gave concerning fashions, 'trend-consciousness' has a
great deal of bearing on buying decisions.

Your new image of "THE TRENDSETTERS,' presented here,
makes the case for your claim by stressing the importance
of trend-setting to the listener. This is done by estab-
lishing a correlation between trend-consciousness, upward
mobility (the average consumer, when asked, will generally
place himself or herself in at least one socio-economic
class above their actual standing), and your store.

Listen to how the lyrics energetically weave your message
into a musical profile of your customer. This is life-
style identification at its best, using music, long recog-
nized as one of the most effective advertising elements for
primary message registration, as your main vehicle.
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""THE TRENDSETTERS"

CAMPAIGNS

But, realizing there are "more than one way to skin a
cat,'" your campaign offers a variety of methods for
getting from here to there. Among them are the cam-
paign extenders provided, three sixty second commercials
that further the importance of your 'TRENDSETTERS"
position.

Also included in the campaign package is camera-ready
artwork that enables you to use the theme in all of
your print advertising, from sales tags and point-of-
purchase to direct mail flyers and billboards, to main-
tain theme consistency, a crucial consideration to suc-
cessful marketing.

A campaign song, three extenders, and artwork, all ready
right now to begin solidifying your image in the market-
place as "THE TRENDSETTERS."

SUMMARY

Here, in a form of a recap, are the key points to your
campaign.

* Trend-consciousness, far from diminish-

ing in recent years, is on the increase.

* In order to effectively utilize this con-
dition for your advertising efforts, ycu
must establish the relationship between
yourself, your customers, and trends.

* "THE TRENDSETTERS' helps you promote this
correlation with one of the most powerful
motivators in modern advertising, music.

* In addition to music, you also receive
spoken commercials and artwork to main-
tain theme consistency in all of your
advertising.

* Frequency in advertising can be maintained
at a low cost because of the many ready-to-
use components available in your campaign
package.

"THE TRENDSETTERS" can help establish a winning trend for
you!
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CAMPAIGNS

DISC 36, SIDE 1

"THE TRENDSETTERS"
(A5073 - contemporary rhumba)
DEMONSTRATED FOR: department store
CUSTOMIZED LINE: 'Dillard's Department Store"

LINE:
1. "Hey, trendsetter - you go-getter,
2. You make a statement, you sing a new song!
3. Hey, trendsetter - you go-getter,
4. Makin' things happen, movin' things along,
5. We're right with you - we're trendsetters, too!
6. Together we can be the trendsetters!
7. Hey, trendsetter, nothin' suits you better
8. Than to start a trend, give the rules a bend,
9. Whatever you intend to do -
10. We're setting trends with you -
11. <Together we can be the trendsetters!"
CUT:
1. :60 - CAMPAIGN SONG - Customized for demonstration purposes
2. :60 - CAMPAIGN SONG - Full vocal
3. :62 - EXTENDER SPOT #1 - "TRENDAHOLIC" - Customized version
4., :62 - EXTENDER SPOT #l1 - Generic version
5. :60 - EXTENDER SPOT #2 - "HALF OFF" - Customized version
6. :60 - EXTENDER SPOT #2 - Generic version
7. :60 - EXTENDER SPOT #3 - "COMMERCIAL" - Customized version
8. :60 - EXTENDER SPOT #3 - Generic version
CAMPAIGN SONG - additional versions: LINES:
9. :60 -~ :04 intro/:08 vocal/:25 bed/:23 vocal close (1-2) (7-11)
10. :60 - :04 intro/:08 vocal/:42 bed/:06 vocal close (1-2) (11)
11. :60 - :54 bed/:06 vocal close (11)
12, :30 - Full vocal (1-6)
13. :30 - :04 intro/:08 vocal/:12 bed/:06 vocal close (1-2) (6)
14, :30 - :24 bed/:06 vocal close (6)
15. :11 - Full vocal (10-11)
16, :60 - Instrumental
17. :30 - Instrumental
18. :11 - Instrumental
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"TRENDSETTERS"
EXTENDER 1: "TRENDAHOLIC"

CAMPAIGNS Fornggétglg?zggdzmﬁ186Ts:e3e:

:60 SCRIPT - Requires: Male or Female

FX: CROWD REACTION THROUGHOUT

You: Tust step right up to the microphone.
VOICE: "Uh, do I have to use my, uh, real ... name?"
You: Not if you don't want to.

VOICE "Okay, uhm, hello. My name is, uh, Kelsey King,
and I'm a ... trendaholic. Oh, I'm better now ..."

You: Since you've been visiting

> home of "The Trendsetters?”
VOICE: "That's right. But for years before that I was

the worst kind of ... fashion abuser. I spent all
my time ... and money ... running from one boutique
to another. What can I say? I was hooked."

You: Tell us about what brought you to your senses, and

VOICE: "The end finally came that night at the club ... I
was dancing in my new dress with the ... electric
sequins ... when all of a sudden ... blam ... I blew
a fuse. It was a ... shocking ... experience."

You: I know. Everyone here has had a similar experience.
But what changed our lives ... and style ... was the

we discovered . Thank

(continued)
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CAMPAIGNS

You:

and sing the

song.

"TRENDSETTERS"

EXTEMDER 1: ''"TRENDAHOLIC"
(continued)

Now, shall we all stand

"Trendsetters"
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""TRENDSETTERS"
EXTENDER 2: 'HALF OFF"

SOMESTEn® e e e T e

:60 SCRIPT - Requires: TFemale

FX: PARTY BACKGROUND

VOICE: '"Excuse me?"

You: Yes?

VOICE: '"You're half off."

You: I'm what?

VOICE: '"Half off. It says so on the tag on the back of
your dress."

You: Oh, I'm so embarassed. You see, I got this dress
today at , and I just had
to wear it to this party. I guess I ... overlooked
the tag.

VOICE: '"No harm done. Here, let me get it for you."

You: Thanks.

VOICE: 'Here you go. It is a nice dress."

You: Thank you.

VOICE: ''Half off."

You: What?

VOICE: "I was just wondering if you buy all your dresses on sale."

You: Oh no, I buy all my dresses at

VOICE: ''Come on."

You:

No, no, it's true. The other stores are all so faddish.
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"TRENDSETTERS"
EXTENDER 2, "HALF OFF"

CAMPAIGNS e
You: They 've got one thing this week, and something else
next. sets trends. And
when has a sale, like the

one going on now ... Well ... I just go a little
erazy.
VOICE: 'Oh ... So you really are ... half off? (LAUGH)"

You: (LAUGH) Well, when it comes to fashion, I'm all for

Support Stage 5, Page 728



"TRENDSETTERS"
EXTENDER 3: '"COMMERCIAL'"

CAMPAIGNS TDrsC 36, SIDE 1 Cor T

:60 SCRIPT - Requires: Male

FX: FOOTSTEPS IN STUDIO

VOICE 1: "So this is where you work."
You: Right. This is the microphone, and over there is

FX: PAPER RUSTLING

VOICE 1: 'Uh, what's this?"

You: Oh, that's the seript for

I'll be doing that today.
VOICE 1: '"Can I read it?"
You: Well, I don't see why not.
VOICE 1: 'They're having a sale!l"

You: Yeah, it's one of 's biggest

sales of the year. They're selling their entire stock
of fall and winter fashions for up to 60% off the
regular prices.

VOICE 1: "Uh, you can't read this."

You: What?"

VOICE 1: "I mean ... you've got to promise me you won't tell
anyone about this until after I've gone in there to
see what they've got."

You: I ean't do that. Listen, I'm paid to do the

commereials.

VOICE 1: "Well ... Maybe you could do the commercial, but just

(continued)
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"TRENDSETTERS"

EXTENDER 3: ''COMMERCIAL"
(continued)

CAMPAIGNS

VOICE 1:

You.

VOICE 1:

You:

VOICE 1:

YoUu:

VOICE 2:

"not say where the sale is."
That's impossible! It's right here in the script

"Going on now at all

locations.

"What's this?"

Oh, well, that's our sound effects library. Look
I'd really like to

"No time to talk. Just show me how it works."
(FADING DOWN UNDER TRANSITION) Oh ... Sure ... See,
over ...

""Okay, let's listen to that last part again."

FX: ON TAPE

YoUu:

VOICE 2:

VOICE 1:

Save up to sixty percent on all fall and winter
fashions, now at

"I don't know about you, but I thought the train
effect was just a little loud.

"Sounded fine to me."
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USE OF ARTWORK FOR THE
“WE’RE THE TREND SETTERS”

CAMPAIGN

The “slick proofs” (“slicks”) enclosed for “We're the
Trend Setters” represent “camera-ready” art. They
are ready for use in reproducing printed materials.
While various sizes are provided, any one of the
elements may be reduced or enlarged photographically

to the precise size required.

And, though they are provided in black, a printer

may reproduce the element in whatever color is
specified.

Suggested layouts using the “We're the Trend Setters” graphics follow:

On a counter card.

'I‘Ill M
SETTERSN

'I‘I!l’\‘l'
SETTERS
.
S — On a Billboard
YOUR NAME I

TRE L\“
SETTERN

K YOUR NAME

:E‘E

TREND
SETTERN

YOUR NAME

On aTV slide.

On a header card.

© TM Productions, Inc.
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A NEW WAVE VISUAL

Bank Campaign
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"PERSONALITY PLUS"

MASTERPLAN

CAMPAIGNS

OBJECTIVE

Premiums, free checking, and the percentage of interest
on passbook savings accounts* aside, what is a bank?

Is it simply four walls, a vault, and a collection of
tellers' cages, or, perhaps as bank robber Willie Sutton
might have defined it, '"where the money is'?

A bank is more than this. 1It's a delicate balance of
services, and the people who provide them. In these
times of uncertain economic conditions, where one week
the prime interest rate is up, and the next it's down
(though never quite as low as it was before, or so it
seems), it's risky for a bank to build an advertising
image on such transient elements as new car loans or
higher interest rates.

What then? What kind of image can stand up to the con-
stantly changing financial climate?

"PERSONALITY PLUS."
STRATEGY & EXECUTION

Remember our definition of a bank? A delicate balance
of services, and the people who provide them. In the
end, this is what a bank as to offer, and while the ser-
vices may change to match economic conditions, people
don't. A warm smile, a firm handshake and the ability
to adapt to a particular situation will beat out a cold,
unfeeling cash machine practically every time.

That's what this campaign image is all about. Your people
are your greatest asset, and "PERSONALITY PLUS" makes this
point in a powerfully memorable way...with music, long
recognized as one of the most potent advertising elements
for establishing an image and primary message registration.

And, while emphasizing the importance of your people, the
"PLUS" of "PERSONALITY PLUS' can also be employed to high-
light the special features or services you have to offer at
the moment. ''PERSONALITY PLUS" provides you with a steady
positioning platform that lets you react instantly to chang-
ing market without doing a full 360 degree turn-around on
your advertising. And consistency is crucial to the success
of any advertising program.

*substantial penalties required for early withdrawals.
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"PERSONALITY PLUS"

CAMPAIGNS

In addition to the memorable campaign song, you also
receive three campaign extenders: fully produced
institutional commercials that help further the image
of "PERSONALITY PLUS" once the campaign song has been
established. Plus, your campaign package includes
camera-ready artwork for the theme that can be used in

all of your print material, again for theme consistency.

"PERSONALITY PLUS" is ready now to begin working for

you, in establishing the importance of bot