
35 

Wanted: Responsible Advertising Critics 
By JAMES WEBB YOUNG 
EDITOR'S NOTE: One of the pioneer 
builders of the world's largest adver
tising agency, Mr. Young is now an 
advertising consultant. He has taught 
business history and advertising at 
the University of Chicago, and is 
widely respected as one of the elder 
statesmen of advertising. 

1 LEARNED my trade as a writer 
of advertisements in a religious 
publishing house, selling books by 

mail to Methodist ministers. My first 
big success was with a book called "Per
sonal Evangelism," which had the 
worthy purpose of telling these minis
ters how to increase the membership 
of their church and, as the saying had 
it, to "bring more souls to Christ." 

In such an activity I had no suspi
cion that I was entering upon what— 
much later—President Angell of Yale 
told me was a "declasse profession." 
And I dare say the present writer of 
an effective series of advertisements, 
now being published by the Knights of 
Columbus for the Catholic faith, would 
have been as astonished as I was when 
I heard this. 

My first warning on the status of the 
advertising man came on another cam
pus. Early in the 1920s, in the midst 
of a busy advertising life, I had imder-
taken to get a solid physiological base 
for the study of psychology. And the 
famous Anton J. Carlson at the Uni
versity of Chicago had agreed person
ally to give it to me in his laboratoiy. 

One day Dr. Carlson introduced me 
to the late C. Judson Herrick, notable 
for his researches on the brain and 
nervous system, whose latest book I had 
been given to study. I said: "Dr. Her
rick, it may surprise you to know that 
an advertising man is finding )Our 
new book on the brain of the greatest 
intere.st." Said Dr. Herrick, looking at 
me sourly over his glasses: "I am not 
only surprised; I am chagrined. As far 
as I can see there is vn connection be
tween brains and advertising." 

Since then, through the years, in my 
notes on many kinds of human be
havior, I have recorded other equally 
sweeping generalizations about adver
tising, made by faculty members of 
Harvard, Columbia, Princeton, Cornell, 
Wisconsin, Johns Hopkins, and McGill. 

But sweeping generalizations about 
advertising are not confined to the 
academic groves, nor to recent times. A 

notable piece on the subject came from 
the pen of Dr. Samuel Johnson, in the 
mid-eighteenth century. And current
ly, triggered by the revelation of rigged 
TV quiz shows, any number of people 
have gotten into the act. 

Thus, for example, in a recent col
umn Walter Lippmann seems to trans
fer the responsibility for this rigging 
wholly to the shoulders of "advertis
ers"—not to particular advertisers, and 
not in any degree to those of the ed
ucator-idol whose feet of clay furnished 
all the drama. 

Note, too, the adverbs used by 
Father P. P. Harbrecht, S.J., in a re
cent booklet issued by the Twentieth 
Century Fund on his excellent study. 

"Toward the Paraproprietal Society." 
Speaking of such big corporations as 
General Motors, du Pont, U.S. Steel, 
Alcoa, and General Electric, he says 
(italics mine): "Their research and in
novations transform our lives, quietly 
with home appliances or dramatically 
with atomics and space flight; hrashlij 
with TV advertising or culturally with 
subsidies to education." Is all the TV 
advertising of all these firms done 
"brashly"? 

Now, let me say clearly that adver
tising needs, is entitled to, and can 
profit from criticism of the most public 
kind. It needs it more than ever to
day because advertising has become 
one of the most potent forces in our 

Trouble
maker 

I He is the silent one. He never speaks up 
on issues. He never sounds off in tlie letter column of his local 
newspaper. He never writes his Congressman. He is quiet as a 
dam. And in his wish to offend nobody, he offends Democracy. 
How could Democracy succeed...if all of | 
us, like this one, withheld our opinions, 
our ideas, our criticisms? Voting on elec
tion day is only part of a citizen's duty. 
Active, day-by-day participation in gov
ernment, in society, in business associ
ations, is a responsibility for each and every 
one of us. The silent trouble-maker fails 
to understand this. In his worship of "law and order," he never 
dares to question an oppressive law, never distinguishes "order" 
from stagnation. He is the apostle of social decay, not democracy. 

ρ S. Democracy bc^in r al home, NATIONWIDE, 
in a unique experiment in economic democ* 
racy, seeks tlie counsel of its many policy-
holder-citizens by bringing them together with 
top management each Spring for a round-table 
discussion on personal, financial and insurance 
affairs.For more information on NATIONWIDI;"S 
Advisory Committee of Policyholders, ask 
your neighborhood NATIONWIDE agent. 

Nationwide Mutual insurance Co.,/Nationwide 
Life Insurance Co.,/Nationwide Mutual Fire 
insurance Co., /Home Oflice: Columbus, Ohio 

TOP PUBLIC SERVICE AD: Reproduced above is the advertisement named by the 
awards judges as a leading example of public service advertising. Part of a dis
tinguished new campaign by Nationwide Insurance on the theme "New Ideas for a 
New Era," this particular advertisement emphasizes that in a democracy today 
it is not enough for a citizen to be merely a passive onlooker or freeloader in the 
presence of civic duties. Citizen bystanders are no longer innocent in a crisis world. 
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Look at these wonders 7th graders hove seen in their short lifetime 
STUDENTS AT THE WASHINGTON IRVING SCHOOL, TARRYTOWN, N.Y., HELP SHOW HOW RESEARCH AND DEVELOPMENT ARE RAPIDLY CHANGING THE WAY WE LIVE 
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and holds great promise for • 

Theie young5tc 
an age of accderalion, ulien invention is less a matter Ol 
accidenl and mofe a result of planned research; when scien-
lific breakthroughs do not remain laboratory curiosities 
fur long but are turned into products for people. 

However, this kind of progress is not automatic. There 
are many cosily and difficult steps in spanning the gaps 
irom laboratory discoveries to actual products. 

A company like General Elecltic is uniquely equipped 
for the (ask. It has ihe human and physical resources lo 
carry out a broad program of research on many fronts. It 
brings together the engineers, managers, production 

.experts, and marketing and sales people who work closely 
».ith the scientists to translate new kno»ledge and discov
eries into products people «ant. 

.Only a healthy, profitable company can afford this kind 
of research and development — the sotirce of innovations 
ihfll can mean a brighter future for us all. 
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GENERAL#ELECTRIC 

TOP CORPORATE ADS: For only the second time in eight years two campaigns received an equal number of votes from the judges 
in the special category of Corporate Advertising. Reproduced above is a spread from General Electric's institutional campaign on 
the corporate theme "Progress Is Our Most Important Product," which identifies G.E.'s own research, innovation, and product de
velopment with the broad trend of technological and economic progress in the United States and for a better life for all citizens. 

culture—ranking as an "institution" 
with the church and education, ac
cording to Professor Potter of Yale, in 
his book "People of Plenty." 

But it needs that criticism in the 
form that the dictionary defines as "the 
act of passing judgment on the merits 
of anything"; that is, discriminating 
criticism, which applauds the good and 
damns the bad. 

No one is more concerned about the 
misuses of advertising than the respon
sible people in advertising. And, in fact, 
they have been trying for a very long 
time to do something about these mis

uses. If any of the shoot-from-the-hip 
critics of this activity would take the 
same trouble to understand my special
ty as I was taking to understand that 
of Dr. Herrick, these are some of the 
things they would find; 

First, that the technical literature of 
advertising is currently filled with the 
kind of "good-and-bad" criticism adver
tising needs. 

Second, that advertising people have 
promoted and secured the adoption of 
"Truth in Advertising" laws in over 
half our states, and have supported the 

PUBLIC SERVICE CAMPAIGNS: In the balloting for the over-all Awards for 
Public Interest Advertising, the judges also voted for the various campaigns in 
three special categories to add precision to their votes. This box lists in alphabetical 
order the winners in the Public Service category. In two boxes on the following 
pages winners are also listed in the other two special categories, Pubhc Relations 
and Corporate. 

AGENCY COMPANY 

Caterpillar Tractor Co. 
Container Corporation of America 

Institute of Life Insurance 
Metropolitan Life Insurance Co. 

Nationwide Insurance Co. 
Newsweek, Inc. 

New York Life Insurance Co. 

N. W. Aijer h Son, Inc. 
N. W. Ayer b- Son, Inc. 
N. W. Ayer h- Son, Inc. 
Young ir Rubicam, Inc. 
Ben Sackheim, Inc. 
} . M. Hickerson, Inc 
Compton Advertising, Inc. 

work of Better Business Bureaus in po
licing these laws. 

Third, that they have supported the 
purposes, if not always the methods, of 
the Federal Trade Commission, to pre
vent the use of advertising in ways un
fair to competition. 

Fourth, that in their various trade 
and professional organizations adver
tising men have drafted any number of 
codes of "ethical" practices—and have 
been busy reactivating these lately! 

Fifth, that many important advertis
ing media refuse to accept advertis
ing for certain classifications of prod
ucts; and that the largest advertising 
agency in the world has never under
taken advertising for "hard" liquors—all 
at a considerable cost to their revenues. 

All these things have, in fact, 
brought improvements in the use of 
advertising, as a recent writer noted. 
"In front of us," he says, "is a 1913 
advertisement pointing out the advan
tages of Postum over Brazilian coifee. 
Among the ills attributed to coifee: 
'Sallow Complexions; Stomach Trou
ble; Bad Liver; Heart Palpitations; 
Shattered Nerves; Caffeine, a Drug; 
Weakness from Drugging.' We doubt 
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there are loads of steel toys m totors bold - . . steel colors as gay .is the Christmas tree . • , (and these toys wi'l last—they re steel, you sec ' ) 

IISS) United States Steel 

TIED FOR TOP: The other campaign that enjoyed top favor with the judges in the Corporate class was that sponsored by United 
States Steel. One example is reproduced above. Originally published in four colors, this advertisement stresses the basic theme 
that steel is the essential and unique ingredient in the manufacture of a variety of products that serve us by making life brighter, 
easier, and more interesting, for all the people—men, women, and children—of this country, whether at home, at work, or at play. 

if the present owners of Postum would 
O.K. copy like this today. Even if they 
d idn ' t own Maxwell House ." 

But all this is not enough, and no
body knows it be t ter than those hard
working creators of much of our ad
vertising, inaccurately s tereotyped as 
"Madison Avenue ." 

T h e reason why it is not enough is 
that , as developed in America, the set 
of facilities and techniques called ad
vertising has become the most power
ful single means that the world has 
ever seen for informing, persuading, 
and inspiring a people to action. As 
such, it becomes vital tha t its poten
tialities for good or ill become fully 
recognized; tha t the responsibilities for 
its use b e squarely shouldered; and 
that the magnificent opportunit ies for 
its use in the publ ic service, as now 
amply demonst ra ted hi the work of the 
Advert is ing Council , b e fully exploited. 

I t is therefore my thesis that w h a t 
advert is ing now needs is to be given, 
in publ ic print , the same kind of con
t inuing, knowing, responsible criticism 
as tha t given to the theat re , music, the 
arts, books, and other major aspects of 
our culture. I t needs a "career critic," 
keeping a steady spotl ight on bo th t he 
good and the b a d in the uses of adver

tising, and on its unexploited social 
potentialit ies. 

W h a t would be the qualifications for 
such a publ ic critic of adver t i s ing— 
assuming the judicial t emperamen t of 
the responsible man? 

First, he should know that "adver
tising" is a set of facilities and tech
niques as impersonal as electricity or 
atomic energy, and thus equally usable 
for noble ends or shabby ones. Hence 
he will avoid the "pathet ic fallacy" of 
animat ing the inanimate, into which 
so many critics of advertising fall. It is 
advertisers who need cri t icism—not ad
vertising. 

Second, h e will unders tand clearly 
the economic necessities which b rough t 

advertising into existence, and still con
trol its use. These were well s ta ted in 
1870 by Wal ter Bagehot in his classic 
work "Lombard Street ." Said Bagehot : 

Our current political economy does 
not sufficiently take account of time as 
an element in trade operations. But as 
soon as the division of labour has once 
established itself in a community, two 
principles at once begin to be im
portant, of which time is the very 
essence. These are— 

First, that as goods are produced to 
be exchanged, it is good that they 
should be exchanged as quickly as 
possible. 

Secondly, that as every producer is 
mainly occupied in producing what 

CORPORATE CAMPAIGNS: An alphabetical list of the winners : 

COMPANY 

Douglas Aircraft Co., Inc. 
General Dynamics Corporation 

General Electric Co. 
International Business Machines Corp. 

Minneapolis Star & Tribune 
Bolls Boyce, Inc. 

United States Steel Corporation 
Western Electric Co. 

AGENCY 

/ . Walter Thompson Company 
D'Arcy Advertising Company 
Batten, Barton, Durstine h- Osborn, Inc. 
Benton isr Bowles, Inc. 
Batten, Barton, Durstine <Lr Osborn, Inc. 
Ogilvy, Benson ir Mather, Inc. 
Batten, Barton, Durstine ir Osborn, Inc. 
Cunningham h Walsh, Inc. 
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Pablo Casals dedicates his third 
San Juan Music Festival to 

Puerto Rico's "Operation Serenity' 

ON MAY l.Sail Juan's tVirJ r<.stival Casals 
vill beirin, Pahb Ca^ialsi\illplav. He has 

fllsrt cnawnti'd ro cflnducr, 
.Mayc-lAvcis Mill rcjrtict at this news. But 

Tim Pablrt h.ipes tliat this year's Festival Μ ill 
have a iipnilicancc beyond his ftwn beloved 
vftrld ftf inusic. 1 Xc is dedicating the event xa 
PuCrM Ricft's Olrmm iiermhv. 

The purpose nf Opcrjtinii Serenity has been 
clearly stated by the (lovcrnw of Puertn Rico 

• himself. 
• "Screnitj" is the ultimate aim οΐ our self-help 
program Opentm Bootsirap," siys Covernoj; 
Munoz. ' ^ Ve want every Puerto Rican to knOM* 
that rising prosperjnr is not an end in itself. 
It is the servaat of a sphitual purpose. You caa 

see the signs already. After littli; nmrc than 
ten years as a C-ommimwealth, a nt-n· crtatlve 
upsurge is being felt in PuertuKitu Our peitpk-
are no longer dcspyndent. They arc prouJ." 

Our photograph shows Pablo nasals taliln^ 
his early morning strnll vn a Nan Juan bvach. 
Avhere he goes tn find hi^ own sert-nit}·. Shurtly 
before his eightieth birthday, this man nf ι,'ι,-nrlc 
manner and fierce prlnciplL- ivas aslftj tu jXKit 
tlie world a message. 

".My message is always thu Same." he Said. 
"My ^ '̂ish is for happiues."!. And for people to 
have courage. And for people to inani/tst this 
courage in their love of Uhirlj·." 

In the scrcDe island of Puerto Rico. PalJy 
Casals is mv matching hU wLhcs come irui·. 

FESTIVAL CAJAIJ 1 9 5 9 - 1 Ν SAN JUAN, PUERTO WCO 

The Festival Casaho^ens on May i and will 
continue through .May t ; . 

The Festival Orchestra M-ill bring together 
tixty-iwo diitinguiflhed musicians in addition 
Ift the following principl performers; PaUil 
Casals, Julius Baker, Fli Carmen. Eileen Fai'· 
nil, Micczyslaw Horszowski, Fugene I-to* 
min, Mircliel! Litrie. JCSI'L" Maria SanrMni, 
Alexander SchneiJer, Rudolf Scrkin, Isaac 
Stern, Walter Trampler-ihe Bach Aria, 
< trfiup,thc Uiidapê r .Suing Quarter, and the 

Festival Chorus tundef the dirtCUttfl Kit 
Augusto Rodriguezl. 

Programs will feature worTiS IiV \'IvalJi, 
Bach, Handel, Haydn, Mozart, iectlmven, 
^ t̂l) .̂r, Schubert, .Menilcfeohn, l̂ chumanfl 
and Brahma, 

For information and tickets, writ? V'i;\ti\',il 
Casals Inc., nS6 Fifth Ave., New \urU i ()-
Or iMayfair Travel Service, 119 AVcst 57 Kt,, 
Mew York 19. ΪΛ11 can alsn l)iinl· tlirougli 
your own local travel agent, 

•iflij Commnnweilih οΓPocrto Rico, Ί« FifdiAvenue,New Yoii i j . 

·*'-
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others want, and not what he wants 
himself, it is desirable that he should 
always be able to find, without effort, 
without delay, and without uncertain
ty, others who want what he can 
produce. 

These words are even t ruer today 
than w h e n Bagehot wro te them. To 
unders tand the workhorse job of ad
vertising in a h igh product ion-consump
tion economy such as ours is pr imary 
for any intelligent criticism of its uses. 

Third , h e must under s t and tha t the 
methods by which advert is ing gets the 
workhorse job done in today's economy 

have been greatly developed since 
Bagehot 's day; and why in these meth
ods are to b e found some of the roots 
of the criticisms of advertising. 

T h e original me thod can b e seen, 
still at work, in the classified advertis
ing columns of this magazine. He re is 
the simple process by which the m a n 
wi th something to dispose of finds the 
man who can use it. 

But early in the expansion of the 
use of advert is ing it was discovered 
tha t the mere repeti t ion of a n a m e or 
t rademark could p roduce a preference 
for one produc t over another. Remem-

PUBLIC RELATIONS CAMPAIGNS: An alphabetical list of the winners follows: 

COMPANY AGENCY 

Association of American Railroads 
Caterpillar Tractor Co. 
Chase Manhattan Bank 

Commonwealth of Puerto Rico 
Container Corporation of America 

Copper & Brass Research Association 
Gulf Oil Corporation 

John Hancock Mutual Life Insurance 
New York Stock Exchange 

Sinclair Oil Corporation 
Standard Oil Company (New Jersey) 

Warner and Swasey Co. 
Weyerhaeuser Company 

Benton b- Bowles, Inc. 
N. W. Ayer ir Son, Inc. 
Kenyan & Eckhardt, Inc. 
Ogilvy, Benson h Mather, Inc. 
N. W. Ayer h- Son, Inc. 
]. M. Mathes, Incorporated 
Young ir Rubicam, Inc. 
McCann-Erickson, Incorporated 
Compton Advertising, Inc. 
Geyer, Morey, Madden b- Ballard, Inc. 
Ogilvy, Benson h- Mather, Inc. 
Griswold-Eshleman Co. 
Cole ir Weber, Inc. 

ber "Gold Medal Flour—Eventual ly , 
W h y Not Now?" This sort of advertis
ing worked because mere familiarity is 
a value to the h u m a n being. It satis
fies one of his deepes t needs : for a 
sense of "at-homeness" in this world. 
You can check this, perhaps , by recall
ing when , in a crowd of strangers, you 
have found yourself gravitat ing toward 
one familiar face—possibly even tha t 
of a person not well liked. Familiari ty 
is a value, and no advertising works 
which does not, in some form, deliver a 
value to somebody. 

T h e n it was discovered that there is 
a function for advertising merely as a 
"re-minder" of something w e are al
ready "minded" to do. For example, 
to "Say it wi th flowers!" w h e n you 
have a wedd ing anniversary coming u p . 
A service, surely, in the cause of do
mestic tranquilli ty! 

After this, as railroads m a d e a na
tional market possible, came a devel
opmen t in the news use of advertising. 
Just as the Associated Press came into 
being to ga ther a n d transmit general 
news, so the advert is ing agency came 
into being to gather and t ransmit com
mercial news, thus making possible the 
announcement , say, of a n e w model au
tomobile on the same day everywhere . 

But there is also another kind of 
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TOP PUBLIC RELATIONS ADS: In an exceptionally 
strong field, two campaigns tied for first place in the 
voting of the judges in the special category of Public 
Relations advertising. This was the first time there 
had been a tie in this particular category. Top bal
lots went to the distinguished campaigns of the Com
monwealth of Puerto Rico—reproduced to the left— 
and the John Hancock Mutual Life Insurance Com
pany. Again a winner for the fourth consecutive 
year, the Puerto Rico campaign presents the many-
faceted appeals and advantages of the island's life, 
culture, and economy to persons on the mainland who 
may wish to contemplate the "serenity" of visiting, 
living, or working there in a friendly and secure world. 
Seen at right is an example of the John Hancock 
basic campaign theme: the creative contribution made 
to America by great Americans, a contribution and 
tradition with which John Hancock itself is identi
fied. In this case the "hero" is Alexander Graham 
Bell and his magic wire—the telephone. Both these 
leading campaigns originally appeared in full color. 

He made a magic wire talk your language... 

·. The 
(nily t|HCch of ihe Μ cs 

,liut iifi Iroiii ihc vouilds tit fjiiiilur κ 
J Cejclier of (lie dcjf 

.y—e\pljiiiing bouoil lo those « h o knew only silcii 
ikc hold of soond Jild pry loose her secrcis. 1 le \vi 

vhac she looks like, Wliat she's nude of. And liien lie 
hjt sound s\ rs ssil ling to learn from him. 

tern fanner could be heard, clear 
Xe\c York could find out how ihingi 

;re going in California svithout even raising his s'oiee. Alexander 
rahjin Bell's telephone sias talking their language, 
line inventions change tlie way people live all over the svotld. 
so many of them have happened in America, it's because in 
is country there's always a dream of doing things bcttet. .\nd pari 
tiut dream is that each of us can make it come true. 

„ willing 
le taught sound to change h 
wiggled up ai 

self ittio a ,s forn 
long a and carried w ith it all 

"news," ill the advertising sense. It is 
the kind of news you pay no attention 
to until you need to know it. In our 
long march from the cradle to the 
grave we pass into, and out ot, many 
areas of experience. And as we do, our 
receptivity to all sorts of news changes. 
Thus the young woman who ignores 
the infant-feeding advertisement of to
day may become its most eager reader 
next year. 

Then, along the way, came the dis
covery that advertising could be used 
to overcome human inertia. Hell is in
deed paved with many good intentions, 
toward such things as making a will, 
taking out adequate life insurance, see
ing the dentist regularly, and so on. In 
all such things the reward for action 
taken, or the punishment for action 
postponed, is remote and delayed. Ad
vertising, by making more vivid such 
rewards or punishments, can often over
come the inertia—to the profit of the 
reader or listener as well as the adver
tiser. 

Religions have always had to deal 
with this problem in the training of 
ministers, and here it seems always to 
have been a moot question whether 
portrayal of the rewards of heaven or 
of the punishments of hell converted 
more sinners. 

Then, finally, came the discovery 
that advertising could add a value not 
ill the prodiiet. And because these val
ues were subjective ones (such as 
status symbols; or, say, the luxury of 
bathing with the same soap the movie 
stars use; or what Edith Wharton once 
called "the utility of the useless"), here 
advertising really got into trouble. For 
in this area of subjective values, one 
man's meat is definitely another man's 
poison. 

In this area, too, our critic will come 
face to face with one of his most dif
ficult problems. Advertising, like edit
ing, politics, and even to some ex
tent education, always operates within 
the context of the culture of its day. 
One irony of its present situation is 

that some of the people who are most 
\"ocal in their negative attitudes toward 
advertising, may themselves have con
tributed to some aspects of it which 
they most deplore. By supporting lib
eral policies for the wider distribution 
of wealth in this country, they have 
helped bring into existence a mam
moth class of nouveau riche, whose in
comes have improved faster than their 
tastes and subjective values. 

In addition to such an understand
ing of the ways in which advertising 
works, our critic must grasp some of 
the trends in our economy which have 
major impacts on the creation of ad
vertising. 

The most important of these lie in 
our technology. Innovation has become 

SPECIAL CITATION: To the Special Subcommittee on Legislative Over
sight of the House of Representatives, Washington, D.C., for finally ex
posing the specious programming and advertising practices of television 
and radio, from the fixed-quiz scandals and payola to sponsor misrepre
sentations, which were undermining the integrity of these great com
munications media and endangering their ultimate ability and that of the 
advertisers to serve the American public; for setting in much overdue mo
tion governmental policies and industry measures to remedy a sorry situa
tion that had ill served the public interest; for reaffirming the unique 
power of Congressional investigation to safeguard the general welfare, a 
power too vital to be curtailed despite recurrent abuses of it by Congress. 
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SR's TV AND RADIO CITATIONS: There follow the details of the ten 
television and radio programs cited by Saturday Review's 1960 Awards 
Commit tee for dist inguished achievement in the public interest. 

FORD MOTOR COMPANY CBS-TV LEONARD BERNSTEIN AND THE 
NEW YORK PHILHARMONIC 

"For a masterful display in a mass medium of the art of teaching understanding 
and appreciation of great music; for proving that education, entertainment, and 
impeccable taste are not necessarily incompatible." 

AMERICAN BROADCASTING COMPANY THE KHRUSHCHEV VISIT ABC-TV 
"For distinguished coverage of the historic visit of Soviet Russia's Prime Min
ister to the United States; for adding an extra dimension to this coverage by 
scooping the other networks in the best journalistic tradition by providing the 
network's own interpreter whose unedited transkitions into English of what the 
frank-spoken Soviet official said often provided an illuminating contrast with 
the smooth, diplomatic versions of his official interpreter." 

NATIONAL BROADCASTING COMPANY NBC NEWS NBC-TV 
"For independence of editorial opinion and willingness to comment sharply, 
often courageously, on news of the day. The team of diet Huntley and David 
Brinkley have continued to perform responsibly at a general level much above 
what passes for news coverage elsewhere, being unafraid to ruffle feathers, or 
express viewpoints that by television standards are often provocative. 

OLIN MATHIESON CHEMICAL CORPORATION "SMALL WORLD" CBS-TV 
"For breaking through the parochial harriers of geography, participants and 
subject matter to establish a vital relationship between television and the real 
ti;orld in which the American people live." 

"THE POPULATION EXPLOSION" CBS-TV BELL & HOWELL CO. 
B. F. GOODRICH CO. 
"For a forthright, intelligent, probing, exploration of a provocative, controversial 
problem, the critical race between the world's soaring population and the globe's 
uncertain resources of food and habitable area; for an outstanding achievement 
in television documentary from the able CBS Reports Series that used prime 
evening time for a serious dramatic disctission of a serious problem; for again 
demonstrating that escapism is not the only social function of television." 

COLUMBIA BROADCASTING SYSTEM YOUNG PEOPLE'S CONCERTS WITH CBS-TV 
LEONARD BERNSTEIN 

"For making classical music meaningful and enchanting to children; for prov
ing that children are receptive to the best when pedantry is compelled to step 
aside for imagination, sensitivity, and artistry in a great teacher." 

THE TEXAS COMPANY THE METROPOLITAN OPERA CBS-RADIO 
"For faithful devotion year after year to the music-loving public of the United 
States, and for a willingness to maintain a high standard of musical taste despite 
advice from the marketphce to turn to more 'popular radio fare." 

PRUDENTIAL INSURANCE CO. OF AMERICA "THE TWENTIETH CENTURY" CBS-TV 
"For adult, responsible reporting of the history of our times, illuminating the 
report with historical perspective so that the best gave added meaning to the 
present and some clue to the future." 

NATIONAL BROADCASTING COMPANY NBC OPERA NBC-TV 
"For original and tasteful presentation of opera to a mass audience, a splendid 
achievement in maintaining high standards and meeting the cultural respon
sibilities of a great medium of public communication." 

NATIONAL TELEFILM ASSOCIATES, INC. "THE PLAY OF THE WEEK" WNTA-TV 
"For creating a new television format, breaking through the old programming 
stereotype of the single slot, thus making available to a discriminating audience, 
seven days a week, a distinguished example of serious drama, directed, pro
duced, and acted with a superb blend of taste, talent and dedication." 

T h e following programs were runners-up in the close voting: 

THE BELL TELEPHONE SYSTEM 

AMERICAN GAS ASSOCIATION 
ALLSTATE INSURANCE CO. 
R. J. REYNOLDS TOBACCO CO. 

MONSANTO CHEMICAL CO. 

"THE BELL TELEPHONE HOUR" 

"PLAYHOUSE 90" 

"CONQUEST" 

EQUITABLE LIFE ASSURANCE SOCIETY 
OF THE UNITED STATES "OUR AMERICAN HERITAGE" 

E. I. DU PONT DE NEMOURS CO. "DU PONT SHOW OF THE MONTH" 

REVLON, INC. '70NIGHT WITH BELAFONTE" 

NBC-TV 

CBS-TV 

CBS-TV 

NBC-TV 

CBS-TV 

CBS-TV 

an industry, as Dr. Sumner Slichter 
pointed out. Theoretically, our ac
celerated rate of innovation should pro
duce more and more advertising news 
about distinction in products . But coun
ter forces p roduce in some considerable 
degree an opposite effect. 

One of these counter forces is gov
ernmental pressure for the preservat ion 
of competit ion. This tends to force a 
cross-licensing of patents which rapidly 
spreads any given innovation through
out an industry. Thus , for instance, 
when one manufacturer of television 
sets produces a more compact tube , 
soon many of his major competi tors 
have the benefit of it. 

Then , too, innovation often comes, 
not from the end-producer of the prod
uct or service, bu t from the supplier of 
an ingredient or part , whose interest is 

{Continued on page 56) 

LET'S KEEP POLITICS CLEAN... 

PUBLIC SERVICE ADVERTISING: One of 
the top examples of voluntary public serv
ice advertising selected by the judges is 
reproduced above. Created by Foote, Cone 
& Belding, Inc., it emphasizes the funda
mental importance in a democratic soci
ety of citizens who inform themselves 
about public issues and politics and then 
express their convictions in elections. This 
is only one of many public service themes 
endorsed and sponsored by The Advertising 
Council. Many public service messages 
have beeen carried to the American public 
on behalf of better public schools, more 
financial aid to education, cancer preven
tion, support of the United Nations, etc., 
by national magazines, newspapers, and 
radio and television stations that contrib
uted free space or time for Council-ap
proved projects. Such messages create more 
than 20 billion impressions a year on the 
American public through the cooperation of 
the various agencies and media concerned. 
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(^Burnishedj Emphatic Hands Across The Seaj 

VOL. Il l N? IV 

THE IRISH WHISKEY DISTILLERS' 
GOODWILL MISSION TO AMERICA 

UAiL·-

THE DELEGATION POSED INFORMALLY 
IN THE COURTYARD, DUBLIN CASTLE. 

S, 

/ 

ll Ah, this is a marvellous age we live in; 
L It is now possible to fly Irish Whiskey from 

OuUin to New York in the one day! And us with 
it! Actually, speedy delivery of Old Bur
nished Emphatic is not all that important; 
it hasn't got to be served instanter. It's not 
like hotcakes. / ^ Very true, but since our 
| [The Whiskey Distillers of Ireland's | 
delegation is flying over anyway we have 

© i960, THE WHISKEY ΟΙ3Ήί1ΕΚ3 OF IRELAND 

thought to carry a few provisions. Hence 
the first Irish Whiskey Airlift, although the 
real reasons for our mission are: i) a good
will tour, and 2) to prod the dear sales 
curve; though not necessarily in that order. 
^ For the duration we have agreed to set 
differences aside and be all for the one and 
one for all as they say. Still it will do no 
harm if, as we identify the members of the 
group, we mention the whiskeys each 
makes. Right to Left, then: Capt. C. W . 
Robertson (John Jameson), Desmond Wil
liams (Tullamore Dew and Dunphy's Orig
inal Irish), William Campbell (Gilbey's 
Crock O'Gold), Ronald Murphy (Paddy 
and Murphy's), Austen Boyd (Old Bush
mills), John Ryan (Power's Gold Label), 
Michael O'Reilly, who read and answered 
the 35,000 letters you have written him dur
ing the past year-and-a-half. Many people 
have wondered whether there is really a 
Michael O'Reilly. Oh there is. (^ So, on 
Sunday Morning the 24th April we shall 
arrive at Idlewild on Aerlinte Eireann (Irish 
International Airlines) at 7:30 A . M . , 
though please don't bother as we can get in 
by the airport limousine. If you see any of 
us around town please introduce yourself; 
we shall be most offended if you don't . 
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ear ere 
I DID . . . Growing in popularity daily is the 
business of having wedding ceremonies 
taped. The result is a living memory no 
photograph can match. 

BABY TALK . . . How long do you think 
little Georgia will sound so cute? Sooner or 
later she'll start speaking English; you'll 
forget how she called cigarettes "sugarettes" 
and windshield wipers "windipers;" If you're 
the kind who saves baby pictures—and who 
isn't—why not augment them with tape re
corded baby talk on "SCOTCH" BRAND Mag
netic Tape? 

JUST A NOTE . . . If you're not getting 
all the letters you'd like from someone far 
away, try "SCOTCH" BRAND Magnetic Tape 
"living letters." It's easy and pleasant to tape 
a letter, and the reply rate is high. Taped 
letters have a spontaneous, personal quality 
far superior to most written correspondence. 
FOREIGN SOUNDS . . . Plans for that 
vacation abroad shaping up? But you don't 
speak the native tongue? Language-learning 
is helped vastly by recording tricky words 
and phrases . . . then playing them back 
until they're locked in your mind for good. 

BUY . . . Tartan Series No. 140 for all-
purpose monaural and stereo recording — 
acetate backing, splice-free, silicone lubri
cated, 5-inch 900-ft. reel $2.50, 7-inch 1800-
ft. reel $4.25, at your retail dealer. 

MUSIC TO MY EARS 

TARTAN SERIES STEREO QUALITY TAPES 

M I N N E S O T A M I K I N G AND ^'^''iirACTiiRiHa coMPAMY^^g^^^j^ 
. . . W H E R I RESEARCH IS THE KET TO Τ Ο Μ Ο R R Ο W ^ i ^ U j U ^ S P l s ^ 

^•^^£^<*-^ 

" SCOTCH" is a registered trademarl< of tlie 3IV1 Co., St. Paul 6. Minn. 

FOR THE culminating venture of 
its eleventh season, the NBC 
Opera Theatre mustered all its 

accumulated experience to undertake 
its most exacting musical challenge to 
date, Mozart's "Don Giovanni." It pro
tected its opera-in-English flank by 
commissioning a new translation from 
W. H. Auden and Chester Kallman: it 
departed from previous practice in en
gaging Cesare Siepi, the outstanding 
Don of the da ν (equally, of the night), 
and added a complement of worthy as
sociates, including James Pease 
(Leporello), Leontyne Price (Donna 
Anna), and Judith Raskin (Zerlina). 
Peter Herman Adler was in his custom
ary place as conductor. 

Withal, the success of the presenta
tion was largelv visual. TV is, of course, 
a visual medium and its interests have 
to be respected. But tiresome as it may 
be to iterate the point, any conse
quential opera (and "Don Giovanni" 
leads practically all others in musical 
totality) is primarilv an aural experi
ence. Until the responsible parties 
come to grips with that dilemma and 
work out a sensible solution, TV opera 
of the NBC Opera Theatre sort can be 
admired as a wax flower in the desert 
of ordinary television programming, but 
at best a limited likeness of the authen
tic thing. 

To deal with first things first: why 
the skimpy orchestra? The best cast 
available could not build a suitable 
sound on so slender a foundation. Phys
ical factors, such as studio layout and 
the area pre-empted by sets and cam
eras, intrude; but if "Don Giovanni" is 
not manageable in the existing sur
roundings, whv give it at all? It would 
be humorless pedantry to enumerate 
the omissions and excisions from the 
total score, even though the time allot
ment of two and a half hours was the 
longest yet for a televised opera. But 
there was hardly a moment from be
ginning to end in which the sound that 
was heard did not compromise the 
composer's intentions. 

In the circumstances, the honors 
were relative, the distinctions primari
lv individual. Leading all others was 
the vivacious, adaptable Don of Siepi, 
magically transformed from an Italian-
speaking Spanish grandee into one 
whose English, if shghtly fragmented 
bv accent, was never without purpose. 
Indeed, he led almost all the others in 
intelligibility as well as in justice to 

'D.G." on TV—Colzani as Boccanegra 

the vocal needs. James Pease was not 
much inferior as Leporello, and Charles 
H. K. Davis, of Hawaiian birth, made 
his first prominent effort (as Ottavio) 
an engaging one. The voice is light, but 
well used and with a keen sense of 
verbal values. Electronics were artfully 
employed to enhance the weight of 
John Macurdy's sound as the Com-
mendatore, with striking efî ect in the 
cemetery scene. 

The two extremes of the Don's phi
landering were better served by Judith 
Raskin's lightly skilful Zerlina than by 
Leontyne Price's darkly emphatic Anna. 
Between them was a well-meaning but 
vocally uncertain Elvira by Helen 
George, who was spared "In quali ec-
cessi" as Davis was "Dalla sua pace." 
The Kallman-Auden translation worked 
well in the recitatives and dialogue, less 
so in the arias and ensembles, which 
tended to be high-flown and textually 
unwieldy. Kirk Browning's direction 
was remarkably successful in making a 
continuity of the innumerable separate 
"takes," and, within the limitations of 
the medium, depicting characteriza
tion. A single exception might be his 
treatment of Masetto, which was well 
sung by John Reardon but a little too 
consistently red-necked as directed by 
Browning. 

In place of omitted elements in the 
score (the overture was abbreviated, 
the final fugue forgotten, and several 
other elements by-passed), the audi
ence was provided with commercials on 
the hour and half hour, in which Rise 
Stevens interpolated a verbal "Flower 
Song" on behalf of the Florist's Tele
graphic Delivery. This, curiously, was 
in black and white, though Don 
Shirley, Jr.'s deft use of color in the 
production provided a perfect frame of 
reference for blossoms of the season. It 
was, however, not utilized. 

M. OR its final performances of "Simon 
Boccanegra" the Metropolitan provid
ed its first Italian Doge, Anselmo Col
zani. He did not command the size of 
voice to match such American prede
cessors as Lawrence Tibbett or the 
matchless Warren, but he added some 
worth-while emphasis in the delivery of 
the Italian text, especially in the all-
important scene of the Council Cham
ber. Prior to this, Colzani seemed not 
too sure where to put his vocal em
phasis in this first venture in a strange 
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