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CHAPTER I
THE PROBLEM AND DEFINITIONS OF TERMS USED

Comics, once a newspaper feature purely for entertain-
ment purposes, have become a public relations tool for pro-
moting ideas on everything from economlcs to the use of
specific products. They are now used in industry for em-
ployee relations, community relations, and sales promotion.
Commercial organizations have put comics to work to inform
the public about banking and insurance. Comics have found
a place in public enterprise, serving government, trade and

professional assocliations, and philanthropy and welfare.
I. DEFINITIONS OF TERMS USED

Comicg. The sublect of this study has been referred
to as: "comics, comic books, commercial comics, special

' ete.

purpose comics, picture books, cartoon narrative,'
These terms shall generally not be used here. Comics are
misnamed~ they are no more comic than most of the so-called
newspaper comics. We say something is "comic" if it pro-
motes mirth. The subject of this investigation does more
than promote mirth. Because "conmlcs" have been misnamed
and to have a common frame of reference, the author has

coined a new term--promics--PR (public relations) plus the

last fiye letters of "comics."



Promics. Promics consist of panels utilizing a series
of pictorial representations designed to build good will or
understanding. That is, they attempt to earn public under-
standing and acceptance of the sponsor's policies and prac-
tices. The narrative sequence in pictures is usually accom-
panied by dlalogue enclosed in "balloons." This study is

primarily concerned with promics in booklet form.

Public relations tool in communications. The public
relations man helps management to communicate clearly and
factually with 1its various publics. The public relations
man asks: What message does managenment desire to be deliv-

ered? To whom? How? This study 1s concerned with a part

of the "how"- a format to transmit a message.

IT. THE PROBLEM

Statement of the problem. Although promics are widely

used for purposes other than entertainment, information about
them in literature has been limited to short articles in
periodicals. It was the purpose of this study to categorize
and evaluate the use of promics as a public relations tool

in communications. The research has attempted to uncover
such information as who uses them and in what endeavors, the
number of coples printed and means of circulation, and how

effective they are.



Study procedure. This study is the result of a liter-
ature search, conferences with promic producers, and analysis
of completed questionnaires which were returned by 36 users
of promics. Questionnaires were malled to 102 companies and
organizations who have used promics in the past. Information
from these guestionnaires is channeled throughout this study

and 1s summarized in the Appendix.

Organization of the study. The toplc has been divided
into four chapters in addition to this introduction: (1)
Promics in Industry (e.g. manufacturing), (2) Promics in
Commerce (e.g. banking and insurance), (3) Promics in Public
Enterprise (e.g. government and non-profit organizations),

and (4) Summary and Conclusions.



CHAPIER II
PROMICS IN INDUSTRY

I. ZEMPLOYEE RELATIONS

Promics are studied here as a communication tool to
earn employee understanding and acceptance of industry's
policies and practices. Employees constitute an important
public relations target because little publicity or promo-~
tion will find a favorable public opinion reaction if
good will of the employees 1s nissing.

Managements' problems of an economic educational
booklet that 1s never read, the annual report for employees
that confounds rather than 1illumines, the health and wel-

fare message that is ignored- may be solved through promics.

Economic and Political FKducation

Several companies have found it especlally difficult
in the past to get over to employees the problem of eco-
nomic and nanagement lissues. The pronics are proving an

excellent outlet for such programs.

Justifvine advertisine. Lever Brothers (Mew York)

wag faced with the problem of acgualnting employees with
the economic soundnese of its multi-milllion dollar invest-

nents in advertising- money thelr employees would rather



have had in thelr pay envelopes. To tell the story of why
money was beling spent on advertising and not increased
wages, the public relations department prepared "What About
Lever Advertising?" The promic technique showed their 8,000
employees how advertising increases markets, facilitates
production, and lowers costs, resulting in better pay for
the workers.?t

At various stages the booklet, prepared by Johnstone
and Cushing, was copy tested with plant managers, foreman,
and other employees, including unlion committeemen. A ques-
tionnalire was distributed asking the employees whether they
liked the booklet, wanted to know more, etec. The response
was most encouraging to Lever Brothers. A high percentage
of those returning the questionnaire signed their names and
gave suggestions about the promic and Lever's advertlsing.

It was 80 succegsful that four printings were required
to meet demands within the company and from other sources.
A Lever spokesman stated:

We recelve a continual stream of requests for copies

for schools, colleges, libraries, clubs and other groups,
and from firms considering issulng something of the same

nature. There is no doubt in our minds as to the effect-
iveness of this particular plece.

lgtna M. Kelley, "Look Who's Buying Comics Now!",
Sales Management (New York: March 1, 1951), T7I1.

21pid.
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Ace sald the promic "ig one of the best
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Advert

Jobs which any company has done to explain the function

and importance of 1ts advertising to its eﬂployes.”3

Teaching free enterprise. ZEconomic and political

education are tausht by discussion group, reading rack, and
films. Management's guthority to provide such information
has often been contested. lowever, numerous companies have
hired friendly caftoon characters to do the talking with the
hope that thils makes the message more believable and more
trustworthny. Promics have also been able to stimulate read-
ership and interest where conventional pamphlets have fall-
ed. The key to success of promics in the reading racks is
the voluntary nature of the programn.

The Bemis Brothers Bag Company, manufacturer of bur-
lap, cotton, and paper bags, became concerned about the
dangers of inflation. In 1951 Bemis (St. Louis) and Pic-
torial lMedia (llew York promic publisher) prepared a pronic
on "How Stalin Hopes We Will Destroy America." It drama-
tizes the damage and potential disaster of inflation, es-
tablishes deficit financing by the government as the basic

cause, and suggests the reader write hils Congressman, in-

structing him to vote against further defilclt spending.

“N"pext of Lever Ad Doolk for Em
Advertising Ace (Chicago: August 16,

g
[ }_J




Three full-page advertisements in Time plus ads in

fourty business periodicals recommended that employers
distribute it to employees. The promic was offered at
ten dollars for 100 copies; down to three cents per copy
. . A
in larger quanities.™

The Indlanapolis Chamber of Commerce ordered 3,000

coples to distrivute to teachers at the annual Businesg-
Industry-Education Day. During the first year of publi-
cation 850,000 conies were sold to over 3000 business or-
ganizations Tor distribution to employees and customers.

Semie had Di, Henry C. Link, then with the Psychor

4

Lossical Corporation in FNew York, test the promic's effective-

t

g
ness in the Peoria, Minneavolls, and Xansas City plants.”

O

The following excerpts from the test report shows the booklet
changed attitudes regarding the causes of and remedies for
inflation. Anong several questlons were the three shown
below. Interviewees were shown five possible answers and
were asked to check the two most important ones. The

4

answers below were stresg’as most important in the promic.

L
Harry C. Kenney, "Comics With A Purvose," The Chris-

tian Science ¥onitor (Boston: October &, 1952), 9.

c
Sithere Is Sonmething You Can Do About Inflation!”,
Senis Brothers Bag Company (St. Louis, HMissouril: n.d.);
See also, Edward J. Dever, Jr., "You Can Help Fight In-
flation With This New Conic Book," Printers' Ink (Few
York: June 22, 1951).
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People Who People Who

RHead None Read A1l
1. "What things are most to
blame for high prices?”
Government spending more
than it recelves in taxes 60% 847
Government adding a lot
of new, extra money 28% 4%

2. "what things can YOU do to keep
the dollar from beilng worth less?"

Write to your Congressman 20% 40%
1 o of
Pay higher taxes 5% 28%

3., "What can the GOVERNMENT do?"

Cut dowvn unnecessary

government expenses T3% 82%
Raise taxes to pay-as-we-go  10% 467

According to Dr. Link: "Workers exposed to the book
were fTound to have a significantly higher appreciation of
recommended ways to stop inflation than 4id workers who did

not see 14,10

o~ .
OMThere Is Something You Can Do About Inflation!™,
Bemis Brothers Bag Company (St. Louis, Missouri: n.d.).



Pictorial Medila, who prepared Bemis' picture cont-
inuity, has produced numerous other free enterprise promics.
"fe Hit The Jackpot" was distributed by more than 300 comp-
anies and sold over 1.2 million copies. It was revised by
"You Hit The Jackpot."? 1In "How To Live Better" a recently
arrived lmmigrant learns that the "secret" of America's high
standard of living 1= better production and teamﬁork, based
on free enterprise.

Pictorial Media's president, Harry E. Childs, who was
in public relations with the National Comice Group, offers
a promilc strip which appears in dozens of house organs.8
"Jimmy and Burrhead" (formerly "Jimmy's Jobs") is aimed
toward creating a better understanding about Jjob, company,
and economic attitudes. They have been used by such comp-
anies as Internatlonal Harvester, Unlon Carbide and Carbon,
Renington Rand, and Alcoa.

A good example of how easy-to-grasp promics have
educated workers on economic lissues 1s their use in explain-
ing the Taft-Hartley act. Claude Robinson, of Cpinion
Research Corporation (Princeton), fouﬁd in a national survey

of workers that only 31 per cent favored the law as a whole.

7See page 115.

8vcomics Content Can Do Serious Job, Firm Finds,"
Advertising Agze (Chicago: December 22, 1947).
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Yet, when employees were quizzed on seperate sections of the
law they appeared to be solidly for it. Thus, it was con-
cluded that workers' dislike of the Taft-Hartley act was
due to misunderstanding and lack of information.® |
General Electric gave employees "Ann Gets The Answer,"
a promic cn the Taft-Hartley Law. To test ites effectiveness
G.E. went to Dr. Link (Who also studied the Bemis booklet).
Visits were made 1in Pittsfield, lassachusetts to 100 homes
of G.E. workers and 100 homes of non-G.E. workers, who were
questioned on the Taft-Hartley Law. Residents in G.E.
homes were better informed on the law than others,l0
Yale & Towne Manufacturing Company interviewed its
employees and found that more than half read such promics as
"Free len vs. the Union Closed Shop." However, not all the
promics they distribute are "heavy." Others include "Handy-

!

man,"” "Your Social Security,”" and "How to Pick a Used Car."

Company Earninecs ahd Benefits

Company_earnings. According to Dr. Otto Lerblnger,
Boston University's School of Public Relations and Com-

munications, more and more companies have come to realize

9A1ex Csborn, Your Creative Power (New York: Dell
Publishing Company, 1961), 316
11t

10gtna M. Kelley, "Look Who's Buying Comics Now!",
Sales Management (Mew York: March 1, 1951), 71.




11

the importance of presenting financial data to employees.
Financial information demonstrates the company's faith in
its trusteeship function and also serves to make employees
more cost conscious and competitor conscious.ld "Issuing
a separate annual report to employees can be effective if
the message 1s translated into figures, language, and charts
that are understandable," he added.12 This quotation is
important because few employees are trained accountants.
We should help them to understand what the figures mean.
Some companies glilve employees the same Tinancial statement
as recelved by stockholders; others prepare a revised
report of hold "jobholders" meetings; and a few have used

promics. These reports improve employee understanding of

the company's purpose and, hence, build esprit de corps.1’
The Marquette Cement Manufacturing Company (Chicago),

in an effort to make its financial statements understand-

able, mailed a promic to all its employees. The 16 page

booklet, "Tom, Dick and Harry, The Marquette Team,"

present-
ed and analyzed the company's balance sheet and income

statement.

1lotto Lerbinger, "Employee Communications,”" Handbook
of Public Relations, Howard Stephenson, editor (New York:
lcGraw-Hill Book Company, 1960), 451.

121p14., 452

"Dromiiqute that 2ll the letters that are in "corps" are in



Marquette had Business Research Corporation (Chicago)
conduct & survey to determine how the promic was received,
how it was used by employees, and what 1t accomplished.l4 i
The survey was conducted at two plants- Oglesby, Illinois |
and Nashville, Tennessee. It was understood by the 114
employees Interviewed that their identity would not be
recorded in any manner.

A large majority of employees read or looked through
the booklet. At both locations there were expressions of
Tamily participation and interest in the report. No re-
sponses or comments expressed disapproval. Employees gave
the promic credit for having dbrought them new information
about the company's financial affairs and size. About 81
per cent of the interviewees expressed an interest in
recelving regular information about the company. Jack K.
White, Marquette's director of publib relations, was very
pleased with the results of the survey.

American Type Founders {A.T.FJ) has issued several
promic-styled annual reports to employees. These are sep-
arate from the regular stockholder reports, Thompson
Products, The lurray Corporation of America, and the I1li-

noils Central Railroad also used this type of report.

l4%Enployee Reaction to Harquette's Comic-Bock Styled
Report, 'Tom, Dick and Harry, The Marquette Team', = 3usiness
Research Corporation (Chicago: September 1, 1949).
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Emplovee benefits. General Electric has issued promics
for thelr employees dealing with employee stockholder and
pension plans, and insurance and health benefits. In "Joe
Becomes A Stockholder" the savings and bonus plan that has
been avallable to employees 1s discussed.

"What's In It For Me?" is the 8-page promic of
Republic Aviation (Farmingdale, Long Island), illustrating
that there are good things at Republic in addition to the
pay envelope. It discusses their vacation, insurance, and
nension benefits, and educates employees on why there are

deductions from the gross wages.

Recruiting. Grit 1s a weekly national newspaper with

a 1 million circulation, which serves towns having less than
2,500 population and no newspaper. In 1959 Grit replaced a
letter and conventional pamphlet with a promic to recruit
newsboys in the 11-14 age group. Initially, 250,000 copies
ot "You've Got to Have Grit" were produced by Custom Comics,
Ine. (New York). They found that returns over the former
methoa of recruiting went up 50 per cent. It was reprinted
six times, totalling 4 miltion coples. "Grit Wins Out" was
a second promic, distributea in 1960. It went through two
print runs totalling one mililion coples. Grit has cilr-
culated » million promics in a year and a harf. UThe books

have been so successtul in sollciting newsboys that new



titles are being prepared in 1961.15

General Motors Corporation, in an effort to recruit
personnel for their dealers, had Johnston and Cushing compile
"The Taylor Twins In Double Deal." The Taylor twins join the

autonoblile businesg after learning about its opportunities.

Health, Safetv, and Welfare

Charles D. Bell, of Pepperell lNanufacturing Company's
advertising department, found in a readershiv survey of the
company's house organ, that cartoons ranked first and 95 per
cent of their employees read them. They were accordingly
reprinted in "Play It Safe Comic Book. "1

Dwight Folsom, of Will, Folsom and Smith (Wew York),
used a promic in a fund-raising campalign for the Greater
Cleveland Hospital. Superman was loaned for the task of
reaching employees of Cleveland's industrial plants. The

Cleveland News recognized the part Superman played- "average

contribution from employees was 53311.65."17 The author does

not know how well this compares to other campaigns.

157ea Sanchagrin, "Comic Books," Advertising Reculre-

ments (Chicago: February, 1961), 92.

62}

165tna M. Kelley, "Look Who's Buying Comics Now!",

Sales Management (New York: March 1, 1951), 72.

171 ouie P. Birk, "How Comic Booklets Are Used In
Advertising and Public Relations," Printers' Ink (Few York:
August 13, 1948), 41,



Zmplovee and Dealer Tralning

Archeologists believe that plctorial narrative drawnm
in southern France 17,000 years ago give evidence that pre-
historlc man used drawings as visual alds in teaching young
hunters where to strike their prey. They cite pictures
showing animals' vulnerable spots pilerced by arrows.18 It
seems only natural then, that modern man would devise

promics to indoctrinate personnel.

How to sell. According to Julien J. Proskauer, for-

nmerly president of 'm. C. Popper & Co. (promics printer),
promics were originated by thelr first sale to Seagram's
Distillers Corporation in July, 1936. David M. Davies,

then Seagram's advertlsing manager, ordered 3 million copies

of "Seagram's Merrymaker" for the 1936-37 Christmas season.

n

eagram's has used "Seagram's Selling Secrets" for several
years to train thelr salesmen and dealers. Daniel J.
Mahoney, copy director, said the booklets were studied
during training courses and examinations given to salecmen

indicate the booklets have been effective.l9

180scar Schisgall, "The World's Earliest Paintings,"
The Reader's Digest (Pleasantville, New York: January,

1061), 226.

195ulien J. Proskauer, "The Ides That Led To Millions
In Sales," Wm. C. Popper & Co. (New York: n.d.).



Southern States Cooperative performs a manufacturing,
purchusing, processing, and distributing service on feed,
seed, fertilizer, and other farm supply items for its
farmer-members. To emphasize the importance of farm agents
visiting farmers on thelr farm, Zouthern States published
"Farm Visits," the story of Sam Martin, a make-believe agency
manager, who faces realistlc everyday problems when he visits
farmers. T.K. Wolfe, Southern States' director of distri-
bution, claims the reception to "Farm Visits" was outstand-
ing. He quotes what the agencles have sald about it:

It visualizes and inspires....it's eye-catching....
it's attractive....it's different....it is just what we
need....it's readable....it's right down our alley....
it's clever....it is well prevared....it caught my eye
and I read 1t through and through...eXcellent prese25
tation....creates much interest....we are using it.

Two other "how to sell" promics are "How Jim Got His

Big Break," distributed by North American Philips Company
to teach selling techniques for Norelco shavers, and "How
To Clock Up Extra Sales" for Telechron. The Telechron sales-

man gives a salesgirl the history of the clock, shows her how

it works, and demonstrates how to sell them effectively.gl

2OT.K. Wolfe, "Comic Book Training Farm Agents To Sell
More Supplies," Printers' Ink (New York: October 6, 1950), 46.

2lnpeiechron's Comic Book Teaches Glock Selling," Drug
Trade News (August 7, 1950), 8.
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Product informativn. One of the newest users of
promics is the Atlas Powder dbmpany. Atlas puts a copy
into each carton Sf’iﬁs'activated Darco. The company hopes
the “man-in-the-back-room" &t each dry cleaning plant wili
read the promic and thus learn painlessly how to use the
product most effectively.22 | |

The Great Atlantic and Pacific Tea‘Company (A%P) has
used "Andy Preston Makes the Grade" and "Andy Prestom Geia
Fresh" for indoctrinating new employees. In the first one,
Andy learns that A&P uses fine.insfedienta, carefully pre-
pared, and sold at modest prices. In the second, Andy 1is
informed of the need for cleanliness and stock rotatlione

At the gas statione Clties Service, through "Dealer

Information Visuals," discusses 26 topics from "A Clean
Station" to "Station Management." Over a}year of research
and fleld testing among 300 dealers went into the program
to develop leaflets that were readable and informative.2>
Sections of the booklet were sent by direct mall to
dealers for 26 weeks. Clties Service has received
favorable response from questionnalires sent to its service

dealers by Petroleum Advisers, Inc. and for their efforts

22News item in the Wilmington Journal (June 20, 1960)4

23gales Educatlion and Comedy Scrambled In Comics S8old
to Dealers;" Printers' Ink (New York: June 3, 1949), 27,
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received the D.M.A. (Direct Mail Advertising Association)

"Best of Industry Award." The promic was produced by

Brevity, Inc., whose president, Louis P. Birk, doubled

as a publlic relations counselor and medla consultant.

"How

A DuPont promic is
tomer by Enowing What Makes A
attendant sells a motorist on
prepared "Tank Talk" which is

cedures for entering gasoline

Joe Smith Made a Steady Cus-
Gasoline Good." A gas station
premium gssoline. DuPont also
concerned with the safe pro-

storage tanks, and partic-

ularly with safe methods for removal and disposal of sludge.
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IT. EDUCATION RELATICNS

Industry feels that the good will of the youngsters may
pay off in sales ét the present and in later years. Further,
the good will of the children helps to win the good will of
the parents. There is also some indication that corporations
have come to recognize thelr responsibilities as citizens.

The attraction children find in the "comic" format is

evidenced by the increased circulation of Boys' Life, the

officlal nmagazine of the Boy Scouts of America, since they
inaugurated their "comic" insert in 1952. Circulation has
zoomed from 650,000 when they first called on Johnstone and
Cushing to prepare the insert, to over 2 million in 1961.
The Hempstead, New York Board of Education and Dell Publish-
ing Company recently completed a study of "comic" book read-
~ership of nearly 1,000 grade school children. The results
indicate that 8% per cent were 'comic" readers. Three-

fourths pass the "comicg"

on to their friends when they are
finished. The research indicated 4.2 readers per “"comic"

L . :
s01d.2% That is to say, buyers of "comic" books are not

the only ones who read them before they are discarded.

2%13114an F. Callanan, Jr., "Kide Like Comics!'",
Newsdealer (New York: July, 19605, a.



Teachers have long found promics to have a high poten-
tial value, not only because their form is acceptable to
children, but because people pick up ideas much faster
and retain them a great deal longer when they are illustrated
with pictures. ©Sildonle HMHatsner Gruenberg, director of the
Child Study Association of America, has said:

Comics can serve the educator as well as the propa-
gandist, the missionary as well as the advertiser. They
have taken their place alongside newspapers and photo-
graphy, motion pictures and the radio. And, like these
others, have become an integral part of the progressive
democratization of our culture.<>

Hence, industry has adopted and adapted "comics" to educate

the nation's school children.

Since December, 1952 Scholastic Magazines has had a

speclal department to boost the use of promics in their
nagazine. Scholastic Magazines, with a clrculation of over
2.3 million, has a department to write, draw, and process
the promic inserts. For this work and space Scholastic has
charged its advertisers three cents per copy; two and a half
cents 1if advertisers prepare everything but the plates.26
Suech industrial leaders as General Electric, Eastman Kodak

B.F. Goodrich, the National Asscciation of Manufacturers, and

the American Assoclation of Rallroads have used Scholastic.

25§athan R. Abelson, "Comics Are A Serious Business,"
Advertising & Selling (New York: August, 1946), 92.

26"Scholastic Comic-Type Ads Set Trend In Youth Mag-
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While promics have invaded the class room several
gchools and universities have become interested in exploring
the use of this modern American medium. Harvey W. Zorbaugh,
a leading socilologist of New York University, taught a

"Workshop on the Cartoon Narrative." In

college course,
1949 twentyeix men and women studying for masters' degrees
in the university's School of Education took the course.
They worked under the joint guidance of the university' art,
socliology, and communications departments.27

The School of Visual Arts, a resident art school teach-
ing cartooning, was founded in New York in 1947. At the
September 21, 1960 meeting of the Newspaper Comics Council
in New York, Tom Gill, cartoonist and chalrman of the jJjournal-
istic and television art department, sald teaching how to
make promics ig an important part of the curriculum.28

In October, 1959 a three-year soclo-cultural invest-
igation of "comics" was launched under the auspices of the
Communications Research Center of Boston University's School

of Public Relations and Communications. The sum of £37,500

was allocated for the research project by the Newspaper

azines," Tide (Wew York: May 9, 1953).

27"course In Comics Seeks Social Good," The New York
Tines (November 19, 1949); T.W. Kiehlen, "Big Business Awakes
to Value of Comic Book," Houston Press (April 22, 1948).

28pom Gill, address to the Newspaper Comics Council
Meeting (New York: September 21, 1960‘.



Comics Council of New York City. Dr. Edward J. Roblnson is
chairman of the Communications Research Center. The princi-
pal investigator for the research is Dr. David lanning
White. Robinson and WVhite have been alded by Dr. Frangis E.

Barcus and graduate students.

Teaching Science

General Electric, a trail b%gger in the use of promics
in the class room, is the largest industrial user of promics.
3.E.'s program of the educational promic began in 1945- a
time when parents and teachers were volicing disapproval of
"comic" books. The first printing of 300,000 copies of
"The Generation of Electricity" has led to requests from
teachers for 71.5 milllion promics about sclence over the
past fifteen years. Promic distribution to schools in 1960
was between 5 to 6 million copies.29

Distribution has been primarily through direct mail to
teachers. Offers of promics were first made three tlimes a
year, but as teachers became famillar with the program and
began sending in their own requests for coples without the
gtimalus of direct mail, these mailings were cut to twice,
and then to once a year. At present half of the requests
for books come in unsolicited. All 17 million boys and girls

in grades seven to twelve are G.E.'s promic public. They

50) 29Letter from Dwight Van Avery to author (Fovember 11,
1860).



claim to reach 70 per cent of them each year and about 90 per
cent at sometime during their high school years. The books
are gilven without charge to teachers; other companies and
organizations are charged a nominal fee of three cents per
copy. G.E. says that even thirty "big name" colleges use
"Inside The Atom" (which has a total circulation of 10.2 mil-
lion) for review purposes.Bo

All nine class room promics which have been produced to
date come under the heading of "Adventures In Science Series."
Reproduction rights for some of these titles’l nave been
granted to publishers in forelgn countries by the United
Nations Educational, Scientiflc & Cultural Crganization
(UNESCO). Some of these booklets, which are supplied by
Pictorial Media, have been translated and published in India,
Brazil, Argentina, Uruguay, Pakistan, Norway, Finland, Eng-
land, Australia, and Vietnam.

In 1960 G.E. spent about $60,000 just for the printing

class room promics. Including distribution, they estimate

iy

(o]

each copy costs them abeux three cents. Using this figure as

a base, this venture has cost them over #2 million since 1945.

30ppancis K. Smith, "Comic Books: Why They Can Be A Key
Public Relations Medium," Printers' Ink (New York: February
24, 1956), 97.

lmne titles are: "Our Place In Space," "The Generation
of Electricity," "The Distribution of Electricity," "Jet Pow-
er,"” "Inside the Atom," "The Story of Light," "Electronics,"
"Science In Your Future," and "BEagineering In Your Future."

Y
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How successful has the program been? While Dwight
Van Avery, manager of educational relations materials,

asserts "very effective,”

a number of independent surveys
confirm that General Electric's educatlonal promics have
had a glgnificant influence on the attitudes of young

people toward G.E. and its products. In 1961 Advertising

Recuirements remarked: "GE has proved that comic books,

intelligently prepared and merchandised, can be powerful

teaching aids and public relations tools."32

The school publication, Young Catholic lessenger, has
conducted a survey every three years and asked: "Please
name two large companles dolng natlional business that you

think are outstanding." To this free-association question,

4 per cent mentioned General Electric in 1948, 12 per cent

in 1951, 17 per cent in 1954, and 20 ver cent in 1957. G.

E.'s biggest competitor, Westinghouse, had a score ranging
33

from 3 to 4 per cent over these twelve years. Of course

it is 1mpossible to ascertain what affect promics alone had

in influencing responses to these guestilons.

In the 1954 Young Catholic Messenger survey, the

-y

question was asked: "When you are ready to go tc work, for

3
ments (
3

is data is from "Resume of the G.E.-Plctorial Me- 1
dia Educational Program, (1945-1959)," Pictorial Media
(Wew York: 1059) (mimeographed). ‘



what large company doing a national business would you like
to work?' The response was as follows:

General Electrice.ceee.... 15.5%

General MotorS.eeesesessss 10.1%

"Telephone Companies"..... 7.4%

HestinghoUSE. e e e vevereees 4.99
DuPOnt . ® 0 2 5 9 9 " 0 ¢ " eSS e s " e 2 » 3'/;:“;
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FOrd.eeeeeeneeererenecannes 2,26

In 1954 Scholagtic Magazine asked senlor high school
teachers: "Whichcompany is doing the best job of industry-
education cooperation?" The teachers answered:

General Electric....v.o.o.. 57%

General MOtOrsS............ 22%

Bell Telephon€.eeeseeeeos. 10%

Gilbert Youth Research asked high school students
thelr brand preferences for a varieiy of consumer products
such as radlo and television sets and correlated thelr an-
swers with whether or not the students recalled having
used General Electric's educational booklets in their
schooling. This correlation served to establish that the
"exposed" students had a better impression of General

Electric products then those not exposed to them. The ex-

act results of the survey were as follows:

EXPCSED TO G.E. HOT EXPOSED TO G.E,
ITEM EDUCATIONAL LITERATURE  EDUCATIONAL LITERATURE
A 204 18%
i 36% 29%
C 9% 5%
D 407 335%
E 28% 22%
F 32% 26%
G 7% 12%



The class rooms are not the only place where G.E.'s
science promics appear. G.E.'s dozens of plants are always
hard put to develeop their own booklets for reception roons,
open houses, career days, etc. Dwight Van Avery, manager of
educational relations, says the promics gain a lot of company
zood will and have been a very effective educational device.
He adds that thousands of unsolicited letters from teachers
prove 1t.

Westinghouse Electric Corporation distributed two 16-
page promics entitled "CGeorge Yestinghouse" and "How Does It
Work." Their first venture in promics was a series of four-
teen one=-page advertisements in educational magezines in 1944
and 1945. Reprints were offered to teachers and students,
end in two years more than 750,00 were distributed. In 1946
they produced the "George Westinghouse" (Fun in Science) pam-
nphlet, issued on the 100th anniversary of his birth. Donald
L. Miller of Vestinghouse school service reports:

For four years, it has received more individual re-
guests from teachers than any of our other 80 teaching
2lds. In 1950 we published a new kind of cartoon book,
called "How Does It Work." It gives the history and
operation of atomic energy, Jjet propulsion, electric
lighting, electric power, electric motors, radlio and
television. It is offered in cuantities for classes.
Within two months after it was published, we had re-
quests for more than 420,000... MMany teachers who

are opposed to the ordinary "comics" have accepted

- - . v s . gy
"Jow Does It Work" as a serious visual teaching aid.””

24 e 3 L b1
“"Etna 4. Kelley, "Look "he's Zuying Comics Now!'",

-

Seles Vanagzement (Wew York: larch 1, 1¢51), 70.
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A notable promics for the class roou program has been
carried on for thirteen years by B.F. Goodrich Company. In
1948 "“Jonder Book of Rubber" was unveiled, which contains a
succlinect history of rubber and explains how it is produced
and used. It also gives instructions Tfor making toys that
are ovnerated by rubber.36 Cf the 4 million copies printed,

o
(9

million were distributed to schools and the remainder

[

was utilized by the company's plants for visitors. It was
revised in early 19€1.
In 1954 the company distributed 4 million copies of

"

"Tommy Gets the Keys," a 32 page promic on safe driving.

It covered the problems and temptations encountered by teen-
age Tomnmy Johnson and his parents as he learned to drive.
Woven into the plot was an ideal driver~training course.

The hook was revised in 1960. 3etween 1948 and 1955 Goodrich

distributed nearly 15 million promics as teachlng aids for

junior and senior hish schooleg.

4 .

2Srobert F. Kennedy, "Robert Kennedy Exzanmines the
Tleciric Company Scandals," Life (Jew York: February 24,
1961), 20-3¢6.

-
36 . .
“Madvertising Ame (Chicago: June 14, 1948).




N
(@8]

Goodrich's publication cf educational vpromics and
thelr free distribution to school children was recognized
by the American Public Relations Association (now Public
Relations Soclety of America) as 1954's outstanding public
relations achievement.37

S0ld on their good will efforts, B.F. CGoodrich pub-
lished 2 million covies of "Jonnson Makes the Team," a 32
page promic which was circulated along with a teacher's
manual for use in upper grades of elementary school and
high school. The promic intervrets the results of the
American democratic system. For example, the booklet shows
how workers, investors, and customers share in the benefits
of a competitive system. It calls for a free democratic
system to preserve the nation's economy. In saluting Good-

rich for this endeavor, Nation's Business commented: "The

results demonstrate that an American art form, properly used,
is an excellent medium for telling the American story."BS
In 1960 "Tommy Loocks at Farming" was released with an
initial orint order of 3 million coples to tell the vital
role of agriculture in our health, econony, and security.
It's interesting to note that althouch the Goodrich

books fit perfectly in the author's definition of "comics"

"~

z T - 3 4 r
>Tgournal of Commerce (lew York: May 3, 1955).

Z8 s - . _—-
2%ation's Pusiness (Washington: August, 1952).




and pronics, James McCready, of their public relations de-
partment, says they are "cartoon books- not comics."

The Lecglie Salt Company of Sans Francisco used "The
Story of Salt" to educate children from ten to sixteen on
how salt is produced by solar evaporation. After showing
the necessity of salt the pamphlet ends by explaining how
Leslle Salt is drawn from the Pacific Ccean.

The fasclnating story of the evolution of human habi-
tation--from tree-top houses and cave dwellings of prehis-
toric time to the present--has been dramatically told in
"Shelter Through the Ages." Classics Illustrated, pub-
lishers of educational "comic" books, collaborated with the
Ruberoid Company, manufacturers of asphalt and abestos
cement building products, to produce the promic.

Toward an understanding of nuclear energy, what it
has wrought, and the new scientific, economic, and social
worlds to which it points the way, General Dynamics (New
York) has presented "The Atomig Revolution."”" The 32 page
promic has a forward by Gordon Dean, former chairman of the
United State's Atomic Energy Commission, who is the corpo-
retion's senior vice president. The booklet is a simple but
comprehensive story of the development and promlse of atomic
enterprise.

In 1960 Edmund Scientific Company (Barrington, New Jer-

sey), producers of science project kits, prepared "Astronomy
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and You." It developsan interest in amateur astronomy as
& hobby and indirectly creates more demand for the products
they sell which are used by astrononers.

According to Nigel 0'C. Wolff, director of Edmund's
sclence projects division, 1t met with such enthusiastic
reception from museums, planetariums, and schools that the
first printing of 100,000 coples was exhausted in six weeks.
The second printing of 300,000 was almost gone after another
ten weeks, and they ordered a third printing, this time for
half of a million coples.

Wolff confesses that at first he was hesitant to use
promics, but has not had a single adverse criticism on that
score. "On the other hand," he reports, "we have received
hundreds of exuberant compliments for the booklet."

Another effort to educate children on science began in
October 1960 with national distribution of a weekly "comlc"
strip, "Sclence Today." The column explains the signifi-
cance of various sclentific developments and their present
or potential impact on society. The author, Professor
James A. Coleman, Department of Physics at American Inter-
national College in Springfield, lMassachusetts, was the

39
author of "Relativity for the Layman.'"”~

20 . . n
““M"ew Weekly Column About 'Scienge Today'," Editor &
Publisher (Mew York: Cctober 8, 1960), 65.




Teaching About Autonobhiles

The automobile manufacturers have produced promics to
tell about automobile production, safety, and of course,
boost their own products. General lotors has used "The
Leader Comlcs," which discussed a thrilling race at Akron
and driving safety for Chevrolet. However, Ford and Chry-

sler have had a much more extensive promic program.

Ford. Professor Harvey W. Zorbaugh, the first social

scientist to seriously study "comics"

and prqmics, has
edited promics for the Ford Motor Company. "The Story of
Steel" was devised to help students understand the pro-
cessing of steel as they saw 1t on their tour of the Ford
River Rouge Flant.

Ford has distributed promics to the Detroit Public
Schoolson "The Story of Mass Assembly"” and "The Story of

Mass Production.” They have also printed 2.5 million copies

of "How To Be An Expert Driver."

Chrysler. In 1944 Chrysler unveiled their first
promic, "All American Highway." The unusually long (52
page) booklet, prepared by Johnstone and Cushing, suggests
a tour through the Americas. It tells about the history
and culture of the various countries and offers travel
tripe. Plymouth was mildly advertised.

There seems to be a thirteen year lag in promic pro-
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had a different one every year since then. In 1957 it was a
700,000 order for "Driving the Torture Track" which showed
that their products are well built. The following year they
came out with “A Behind-the-Scene Story at Chrysler Corpor-
ation.” Then 1t was “The 1959 Cars of the Forward Look"

| which had a million copy distribution. In 1960 they asked
Johnstone and Cushing for 2 million copies of "Things That
Even Dads Don't Know About." J.R. Barlow, Chrysler's man-
ager of product advertising, has been so pleased ﬁith the
demand and effectiveness of the booklets that he ordered 2
million coples of a driving safety promic in 1961.40

Teaching Health And Safety

A case study of Inﬁérnational Paper Company's success-
ful use of promics for a southern forest conservation pro-
gram can illustrate how one coﬁpany found promics to be more
valuable than Just a teaching aid. Forest conservation has
great economic importance to small woodlot owners, the
southern community, and of course, the company.

In 1946 International widely distributed a conventional
booklet, "Report to the People of the South," which dealt at
length with the company's forestry operdtions. The pro~ "

40Ted Banchagrin, "Comic Books," Advertising Require-
ments (Chicago: February, 1961), 88. \ ‘ .
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gram enJoyed only a 11mited succésé because many farmers

had little or no interest in treee as a crop and even re-
sented what they consldered interference in their businese.hlp
Realizing that the "NévaQuthﬁ wlll be a product of the

L present children, the cdmﬁﬁnf’decided the story could best
L be told through the schools and with promics.

"How Money Grows On Trees" is about the Davis family's

inheritance of a neglected farme. A conservation forester
tells the famlily about the paper industry's contribution to
.local prosperity. The reader learns how to do sclentific
tree farming, fight fire, and prevent forest fires.42 |
International, who keeps close‘contact with state gov-
I ernments. in their regular conservation work, visited the de-
partments of education in each of ten Southern states to show
outlines of the booklet and multigraphed coples of their
teacher's gulde. They received an enthusiastic response and
lists of county and clty school superintendents and names

and addresses of teachers 1n elementary and secondary schools

were given. The booklet was put on the recommended lists of

41vpublic Relations: International. Paper Fights Fire
With Comics," Tide (New York: January 30, 1954).

42"comic Book Clicks For Paper Firm," Today's Adver- |
ﬁnm(&MMwawMWIOl%m.
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ZSefore the promic reached its final stage, a2 "dunmy"
of it went out to educators for criticism and to eliminate
any taint of commercialism. When the surgestions came in
they were incorporated into the finished work. In this
interval the distribution system was set in motion- labels
typred, endorsement letters printed on state letterheads,
and everything orepared for the books to roll off the

£

presses. Four carlcads of paver (eighty-five tons) were

Tew York for Plctorial Mediaz to produce 1.8
million copies cof the »romics and teacher's gzuldes.

Finally, actual distribution began to schools. Sup-

plemental mailings were also made to Zouthern newsvapers,
bankers, brokers, state officials, radio commentators,
stockholders, employees, vaver manufacturers, dealers, and
others. In 1950 an International Paper sgpckesman anaounc-
ed?

Today, even with the high hopes it had for the book-
let, International Paper finds 1t hard to grasp the size
of the response. The flood of letters has not been the
usual formal thank-you variety. Specific points about
the booklet have been mentlioned agaln and agzain. The
company has been praised for 1ts public spirit and fore-
sight. Stoeckholders have asked for coples to be given
to youngsters in thelr own neighborhood. County agents
want copies for 4~H Clubs. TFuture Farmers of America
and the Boy Scout Groups have also reguested additional
cories. Southern transportation concerns have asked for
copies to distribute.’3

K . ) .
4“"How Comics Booklets Do A &uccessful FPublic Relations
Job," Printers' Ink (¥ew York: February 17, 1950), 30.
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There was response thousands of nmiles from the ori-
sinal distribution area. A superintendent of schools in
Jest Virginia asked for 6,000 copies. Teachers all over
North America, state and national foresters, and conserva-
tion socletles deluged the company with recuests for books.
The teacher's reactions ranged from "I could hardly make my-
self believe what I was seeing, your booklet was so good!
to "My opupils were much more interested in the comics boock-
let than in the old run of material. I hope you distribute
a million copies of the booklet in ny state alone. "4

Out of the many letters received, the company found
one from a rural fifth grader as heart-warming as any:

Dear Eir:

e liked your booklet of "How Money CGrows On Trees." It
learned us how to protect forests. It learned us not to
throw things around that would start fires. We would
like for vou to send us another booklet. We thank yOL.45

International's image was promoted with comments in
many newspapers and their success story was contained in

such periodicals as Printers' Ink, Tide, and Today's Adver-

tising, Paper Industry and Paper World said:
= F-F M B % T .

Since this method of presentation 1s so easily digest-
ed, along with its other obvious advantages, 1t seens
likely that more "comics" will come as time goes on. And
they'll be welcome, for we must say that it pleases us to
see mem?grs of our industry keeping up with modern
trends.?

n 45
zALblg. 5

L6 .
HoMow Money Grows Cn Trees," Paper Industry and
Paper World (Chicago: December, 19497.
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"How Money Grows On Trees" was so successful that
! International has used the promic technique in subsequent
school llterature, retalning the same characters and theme,
but changing the story line. They released “The Little
Trees That Went To School" and "How Money Goes Up In Smoke,"
International set up an honorary society of junior
forest fire wardens, chief of which is Jackle Davis. To
join the club, children write to International who sends
them a membership card and pledge which must be signed by
both pledgee and a parent or teacher. Each junior warden

has become a "pint-sized press agent" for the company,

officials say. They get friendly letters and a fancy silver

badge. The response, according to public'relations direc-
tor John L. Tower, is "almost overwhelming.“47

In conclusion, the promlics have done more than to

educéte children on fbrest conservation. They have in-
creased employege' awaréness of what the company does and
why individual jobs are important to the Southern economy.
They have shown stockholders tha£ the company is concerned h
with itse civic'regponsibilities as well as financial profit,
and 1t has let millions know that International Paper Com-
hpany is working hard to be a good neighbor.

|

4Tepyblic Relations: International Paper Fights Fire
‘With Comice," Tide (New York: Jamuary 30, 1953). In 1956
"How Trees Put The.Railn To Work" was released to explain

watershed control. YThe Trees That Are Marked For Market"
explalned slclentific forest management.

[ ——————
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 Swift & Company (Chicago), seeking to create greater

|
appreciation for the need of a proper diet, sponsored “Eat

Right To Win."“® Bob Turmer, a likeable high school stu- \

dent, misses the key basket in a 5ame because of fatigue. k
|
|
|

S s

A teacher blames poor eating habits for his lack of vitality.
He takes a trip through the "Nutrition Exhibit" where he

et s,

I
learns the components of & wholesome diet. ‘ '

Earlier, Swift traced the progress’of meat “from open

range to kitchen range" in "The March to Market." It was

promoted through direct mail and ade in school publicatlons,

{ﬁand drew requests for 4 million coples.

Swift is not the only one who belleves these promics {

have been an effective public relations tool. Food Market~-
|
ing congratulated BSwift:

In both booklets the “commercial" was wisely played in
a minor key. Thus, Swift not only created good will for

itself, but also 4id a Bublic relations job for the whole
meat packing industry.¥

f The Wildroot Company (Buffalo) put out “Your Hair Can |

Be Lovelier," which was largely distributed through school
home-economics departments. Unlike most other promics for

class room use, this one is commercial.

Mgwift Publishes Comic Book Plcturing Plight of Boy |

Stymied By Malmutrition," Food Field Reporter (New York:
September 8, 1952). '

et

49 pood Companies Use Comics- But Not For Laughs,“
Food Marketing (August 13, 1953), 19.

+
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The Superior Coach Corporation, America's largest pro-
ducerse of school buses, has long been a prominent sponsor of
safer tranaportatiqn fof youngsters. Their recent concern
for greater school bus safety can best be explaihed by the
tremendous increase between 1950 and 1960 of youngsters ri-
ding school buses~ from 5.5 million in 1950 to well over 12
million today. The problem of how best to present their
safety message was solved by promich They chose Casper the
Friendly Ghost to act as their school bus safety spokesman.

Alfred Harvey, Harvey Publications president, states:

The same youngsters who read millions of Casper comic

magazines, see his motlon picture cartoons and follow his
weekly cartoon adventures on the ABC-TV show, Matty's

- Funday Funnles, ride the school bus. It seems natural

- then to have Casper talk to the kids in their own lang-
uage to get across thls lmportant message. If Casper
says i1t's smart to _get into the safety spirit, then the
kids will listen.>0

Two million copies of "Casper the Friendly Ghost Rides
the School Bus" and teacher's guides were distributed to the
company's 100 local frqnchise dealeXs who‘circulated them to
schools. Gopies of the promic,‘which has been accepted by
The National Safety Council, were also distributed to parent
groups for their own safety campaigns. Local newspaper pub-

lity appeared in each cbmmunity as local schools received

50Mg5chool Bus Befety Campaign Btars Harvey Comics'
Casper," Playthings (New York: May, 1960); Ted Sanchagrin,
"Comic Books, dtertising Requirements (Chicago: February,
1961), 92. . B T '
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their booklets.>l

Harvey Publicatlions made a one-minute public service

announcenent available for ABC-TV with Casper as narratcr.

This is said to have produced 55 million worth of free tine.

ABC-TV's public relations department also used the safety

promotion, with mailings to TV editors of newspapers and

52

nacazines.”
In 1949 Harvey produced € million similar promics

entitled "School Bus Safety Tivs" for Superior Coach. Han

Ficher's Joe Palooka took children to school along side-

.

walks, avoiding trucks and autos, showing how to behave on
the bus, and being obedient to the driver and patrol cap-
tain.28 In an allied effort, Standard 0il (Ohio) distri-
buted YPlaying It Safe" for Chlo scheol children,

Eli Lilly and Company, pharmaceutlical house, has prb-
duced a 16 page promic which an eight year old can under-
stand., It's not distributed in schools; it may not sell
nore gmoods~- but public relations-wise it has won Lilly the
respect of the medical profession and those families having
a child with dlabetes. The primary purpvose of the booklet

ig to teach the youngsters how to live with a diseacse-

diabetes.

5 s
/15 anchagrin, Ibid.

Ut
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’“Beverly Bowle, "The Comic Book Industry- We Can Do

Anything. Anything!", The Reporter (Iew York: May 15, 1951),
20




40

0T T

The book also shows them how to administer iheir own
insulin injections. Over 100,000 copies have been distrib-
uted to physicians to si#e to affliéted children.54

Lilly spokesmen saild many children; when only half
informed about the nature of the i1llness, become despondent
and sometimes imagine themselves as semi-in#alids excluded
from normael games and play.55 The promic helps to allay
|the child's fears by telling about famous athletes who have
overcome the handicape of dlabetes to become stars.

’ Entitled "Keith and Ellen Win A New lLook On Life," the

| booklet relates how young diabetic Ellen explains to Keithe-
who has jJust discovered that he too has diabetes--that he
lcan live a fairly normal 1life if he does what his doctors
tell him to.

Ieaching Economicsg -

Children in elementary grades are not too young to en-
Joy and profit from materials which tell the story of basic
economic concepts of free gnterpriee, according to General

Mills. “Freedom of Choice" tells how an American boy,

5% com o Book Tells Disbetic Kids How To lLive, Give
Injections," Drug Topics (May 31, 1954), 42,

"55"Bo¢k To Take 'Comic' Look At Diabetes," Chicago
Iribune (June 21, 1954); Y“Comic Book Tells Diabetic Kids

How To Live With The Disease " Agerican Druggist (New York:
lfune 7, 1954). ’

I




Jim Adams, chooses to buy a yo-yo in a neighborhood store
and sets in motion a chain of economic events that provide
wrorlk and incentive for people all over the world- the store-
keever, the yo-yo manufacturer, his employeesz, and his far-
flung suppliers. Ceneral Jills' products are not even
vasuely involved in the story.

The stories emphasize that the cholces of people,

FIEN

when they are pernitted freedom to chooce, determine pro-
duction end consumption patterns. A teacher's ~uide-book
was furnished and before-and-after tests were made avall-
able go that the teacher could measure the promics' effec-
tiveness. John Burger, director of educational zervices

for Jeneral Mills, says a sampling of test scores showed

there was a significant improvement in understanding basic

C\

econconic concents by those students who read the booklet."

Distribution of the booklets was accomplished partly
by a newsletter to 5,500 school superintendents, publicity
in educatlonal vublications, and a malling of 2,500 promics
wilth a covering letter to members of the Publlc Relations
Society of America. The prounlce were used by 7,000

7
teachers in 47 states,-!

36”Elementary Tconoulcs Twu,nt Through Comics-Book
Units," Hew York Zorld-Telesram & Sun (&pfil 9, 1954).

657 .
“!'Thomas 1. Jones, "low Company-Sponsored Project Helps
Teach Economlics In .cnoolu," Printers' Ink (MNew York: June

i C
19, 1953).
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General Mills sponsored a workshop at which teachers

deslipned new promice in 1953 at the Unlversity of Chlca 20

L (54

and the University of Wisconsin. Jeneral Mills naid the

tuition and gave each workshop teacher a 50 expense allow-

.

znce. The teachers recelved slx and two-thirds hours of
sgraduate credlt. n 1953 twe ntj~“even elementiary school
teachers partlcipated.

Why does General X1lls keep 1ts public relations per-
sonnel dusy in thls program costing thousands of dollars

each vear? Samuel T, fale, GZeneral Mills vice president

znd director of advertlsing, gives thls exvlanstion:

We belleve that an understardin@ of the baslic Tactors
that have made our nation great is vital to a continu-
ance of the growth and eraﬂpiOﬂ of our moral and

physical values. Furthermore, we helieve this under-
uta“dlng can best e achieved 1n terms of the dally
experlences that are a part of the growing child., If
tirle unit helps carry the economic story of America

to tomerrow's ciltizens, we shall feel richly rewarded.oC

Uraie 2
- IDl'«L.
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III. MERCHANDISING AND SALES PROMOTION

The category of merchandising and sales promotion
promics can be thought of as being two types: (1) for pre-
miums, and (2) sales promotion. Premiums consist of promics
which are 5iven as & revward or recompense for purchusing a
product. They are an inducement for a sale and goods are
usually only indirectly advertised. BSales promotion promics
deal with how to use the product, how to afford one, or how
they work. The promic combines & sales talk with entertaln-
ment and actlion. They have recrulted new customers by add-
ing the valuable element of news to static ads, demonstrat-
ing and glorifying the products, and making the customers
less vulnerable to other competitive inducements.

In 1950 the Brevity promic consulting firm had a 1li-
brary of 222 different promice which were issued by 101
corporations and other organizations. Of these, 66 can be
catésorized as for sales promotion and merdhandising.

Nearly all of the remalnder were for purposes more closely
associated with public relations.

Manufacturers of products purchased by or for chil-
dren have learned the wlsdom of offering the youngsters
promics. According to the 1960 census, there are nearly

50 million Americans between the ages of 5-19.59

59Harry Hensen (ed.), The World Almanac and Book of
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"Few premiums can rival the wide acceptance enjoyed
by conlcs among our kids- or the variety available to the

11}

advertiser wheo uses them to promote his products,” Premiunm

. . . o5
Practice and Business Promotion sald?o

Promoting Food

Soft drinks. Tygpical of the use of promics as a

o
Ul
[®;

premiumn was the Canada Dry promotlon in 1953. Thre

vage "Terry and the Pirates" booklets were given free with

cartons of fanada Dry Ginger Ale~ one with each carton

purchased. An advertising drive which included advertise-

1 tt

ments in well~-known periodicals, news-stand "comic' books,

and television commercials were used to launch the promo-

tion. According to Wilbur M. Cecllins, sales manager,

1o

Mothing has wore kid=-appeal than a2 comic book, and 'Terry'

t.nél

one cf the bes In 1960 Canada Dry again used three

62}

i
promic premiums. They distributed 2 million books featur-
inz the Swamp Fox. At that time Canada Dry sponsored a

Walt Disney televielon series of the same name. 62

Tacts, New York World Telegram and the Sun (1961), 463.
&0 . , . . .
Premium Practice and Business Promotion (New York:
December, I§§2i, 1.

Clvgonada Dry Launches Comic Book Premotion," Food
s (Pniladelphia: February 18, 1953%).

ol 'Y 1 -]
6“Ted Sancharrin, "Comic Books," Advertising Re-

o

guirements (Chicago: February, 1961), 92.
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The Coca-Cola Gompanj‘has told the story of "Refresh-
ment Through The Agee."s3 Uncle John tells his nephew, '
Tommy, how mass production has brought soft drinks withinv
the reach of everyone. Among the drinks, of course, 1is
Coke. cbca-Cola also produced "Having A Wonderful Time This
Vacation" which suggesté things for the children to do.
Franklin Garrett, director of office information, calls them
“plcture contimuity books." Two million books have been
circulated to date through schools and plant visits. He
feels the books have been very effective with the children.
Coca-Cola is not alone with this thought. The Orahge-crush
Company (Chicago) claims that sales have risen when its
11'1l Abner promics have been used as a premium.64

Frankfurters. Promoting frankfﬁrters is another task
given to promics; The Wn. G.’POpper Company received the
top award at the Premium Industry Club of Chicago exposition h
in 1955 for its part in 1ncreasing frankfurter sales 91 per
cent for 37 meat packers with packase inserts. In Boston,
the New England Provieion Company, maskers of Nepco frank-
furters,'packed a promié in evéry pound package.65'

Practice and Business Promotion (New York: April, ).
6

63Stanley Kllgfeld, "Superman's Kin," The Wall Street
Journal (New York: May 20, 1952).

6430x Office (Kansas City: April 1951); Premium

5Packagigg Parade (Chicago: March, 1954).
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Visking Corporation wanted tbaincrease salles of skin-
less frankfurters. "The Tender Family," their answer, con-
tained "comic" strips, a sequence on processing of frank-
furters,,and‘four‘pages of recipes. Over a million promics
were ?urchased‘by retailers for consumer distribution.
fwﬁile we have no actual figures to show sales increases,
we are pleaSed with £he‘resulta and consider the use of the
books worthwhile," said W.R. Hemrich, sales promotion head.66

Grain Peructs. Geﬁeral Mills launched one of the big-
gest premium campaigns to date wlth promics. One of four
well known titles~-"Whiz Comics," "Captein Marvel," "Flash
Comics," and "Funny Stuff"--was banded between two packages
of Wheatiés. Théy used 7.2umillion coples in selling over
14 million packages.67 In'l954 General Mills used "3-p"
Walt Disney promics With‘3-D glasses bullt right in the
front panel 6f Cheerios. In 1961 they returned to promics.
General Mills offerred & "Classics Illustrated" comic (that
sells for fifteen cents) free, with box tops from General |
Mills cereals. Post Cereals, not to be outdone, offerred a

series of “Captain Jolly" promics to boost "Corn-Fetti."

‘66“Fbod Companles Use Comics- But Not For Laughs,“
Food Marketing (August, 1953), 19,

67Ju11en J.’Proskauer, "Comics Mean Business," Premium
Practice and Business Promotion (New York: August, 1949), 32.
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In 1952 Internationsl Milling Company, miller of Robin
Hood Flour, offered two Walt Disney promics, teking advant-
age of Disney's movie, "The Story of Robin Hood,"68 Ward
Baking Gémpany used "Tennessee Jed" to introduce its radio
program of the same name. They previously used "Dick Tracy"
to promote Tip Top Bread. Meanwhile, Krug Baking Company
issued "The Adventures of’Peter~Wheat“ for sales promotion.

Milk Products. The Franklin Co-Operative Creamery
Assoclation of Minneapolis produced its étory in “"Teamed
For Progress." Frank, the Friendly Salesman, takes the
youngsters on a tour;of the milk plant and presents infor-
mation about its community relations program.ég

Frozen Foods. The "Birds Eye Kids" series were four

16 page promics released by Timely Illustrated Features (New
York) for General Foods.'C They were distributed to the

‘tune of 2 million copies in‘sﬁﬁermarkete. Birds Eye's prom-

ic campaign won prizes inv1958 from both the Student Mar-
keting Institute and the_Premium industry Club.

Food Btore Openings. Promics have been used to pub-
licize food Btore‘openiﬁgs,\ bominién Stores of Canada pro-

69Amar;can Milk Review (New York: October, 1950) .
70The titles are: “The Birds Eye Kids Glve A Party,"

"The Birds Eye Kids In The Kitchen," "The Birds Eye Kids Go
Flehing," and "The Birds Eye Kids Go Shopping."




duced a black éh@‘white promic, sultable for coloring by
children, depiéfing the manager.showing a customer and her
daughterlihrough the new store. Manufacturers had products
pictured»and shared 1nwthe coet.71‘

n Promotigs'Restaurant‘., The Big‘Boy‘chain of drive-in
restaurants4has 200 franchlse establishments throughout the
country. This is the fifth’yggr on consecutivély monthly
promotional promica for Big Boy. The astounding total of
fifty different promicé, averaging 3@@g@po copies each;b
51?9 a tétai:distfibution of 14.7 million coples., They are
distributed by cashlers and drive-in 3iveawaya. Copies in
Los»AngeIeskéng Pittsbﬁrgh’carry advertisements plugging the
company's television prosrams.72

Howard Johnson's Restaurants initliated promics in 1961.
One million coples of "The Wonderful World of 28 Flavors"
was the start of a long-range piomic production program.
It contains games, stories, and a mem in the center. The
stories are bullt around Simple'simon and the Pleman, the
restaurant chain's symbdl. Cdpies are being distributed in

600 Howard Johnson's restaurants.!-

71Progressive Grocer (New York: November, 1951).

72Ted~3anchasrin, "Comic Books," Advertising Require-
mente (Chicago: February, 1961), 89.

T31p14., 92.
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"Comic* Strips Influence Food Habits. Popeye's spin- ||

ach eating became so influential in meking America spinach
conscious that the citizehs~of Crystal City, Texas, & sp1h~
ach 5row1n5 center,‘erfected a statue of Popeye.74 In 1961
Bultoni (South Hackensack, New Jersey) featured Popeye in
its adveftising and packaging of their spinach macaréhi
product. They advertise it as:

Extra mutrition of spinach, Popeye 8 favorite....
Macaronl that looks like Popeya....Toy comic fisures &
Popeye cutouts with every box....Exclus%ve 'Popeye"
record offer from RGA Camden on box....

When Joe Palooka revealed that he trained on cheese,
the sales of cheese rose so sharply that the National Cheese
Institute crowned creator Ham Fisher "Cheese King of 1937." “
When Polly,calleq one of her pals af“poor prune," the Cali-
fornia Prune Groﬁers'Association; awvare qf the 1hfluence of

"comics" and concerned about its image, protested vigor-

ously agéinst usling “pruneﬁ:with derisive connotations.

Promoting Clothing |

ghoes. One of theflérgést proﬁic dealer give-away
programe was instituted by the Buster Brown Division of the
Brown Shoe Company twelve yéarsEago éndiis still going strong
in 1961. "Buster Brown Comics," 32 page, seven by ten inch

74Houston Chronicle (November 2, 1947).
5 : g -
7 Advertisement in Life (New York: March 17, 1961), 142.




promics, are deslgned chiefly to entertain. Buster Brown
has distributed over two dozen different titles to dealers
at about four cents apiece;- They are offered by radio and
television and through newspaper advertisements. Their
most recent release (1961) is "Buster Brown Easter Fun
Book." fThe covers carry the dealer's imprint and the call
letters of the company's radio or television programs.
| Printing orders have increased from 750,000 copies per
issue to 1.5 million;76 Between 50 and 75 million promics
have thus far been printed.77 C.G. Reichers of Buster
Brown's advertising department is confidént that the promics
bring children and parents into the dealer's store: |
We use adventure storlies, but keep the violence and

particulary the bloodshed to a minimum....The millions

of books we have distributed have brought us less than

ten letters of criticism from parents or Buster Brown

consumers.? '

The Melville Bhoe Company (Thom McAn) has used "A Man

and A Plan" to tell their “quality-at-low~price" story.
Pictorial Media printed 2 million éopiee of this promic.

Melville retained Pulse, Inc., New York research organ-

lzation, to check 1lts effectivenese. Pulse conducted a mail

76Louis P. Birk, "How Comic Booklets Are Used In
Advertising and Public Relations," Printers' Ink (New York:
August 13, 1948), 4l.

TTsanchagrin, op. cit., 90.

78 tna M. Kelley, "look Who's Buying Comics Now,"
8ales Management (New York: March 1, 1951), 68.

- |
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survey of a cross—aection.ovaelville's customers who had
received the promic tolmeasﬁré readershlp and effectiveness
as a public relations ﬁoole The following are the high-
lights of the responses to the questionnaire which were com-
pleted by 28 per cent of those who received it in the mail.
(The total sample 1s not mentioned in the summary report).

| Pulse found tpgt 54 per cent of the respondents read
all of ﬁhe promié;;éé per cent read some or most of it; and
22 per cent rééd nbne.‘ They report that in those homes
where at leaét some of it was read; there were 2.2 readers
per copy. Those who might think of "comics" as "kid stuff
will be surprised tbllearn that 55 per cent of all readers
were 21 years old and over.

There were no significant differences between readers
and non-readers in answers to: "Do you think that Thom McAn
hag succeeded in giving more people better shoe value for
less money?" and "Do you think that Thom McAn shoes cost
less because the company has worked out better methods of
producing large quantitlies of shoes?" The response to both
questions were highly favorable from readers and non-readers.

In answer to the question, "Do you coneider Thom McAn
as satisfactory a shoe as anyone could want" 27 per cent of
the non-readers said "yes" while 44 per cent of the readers
replied "yes." In answer to the question, "If a young man

you knew wanted to get into the shoe business, would you

i

}

I




think that Thon lMcAn would be a good company for him for?"
55 per cent of the non-readers said "yes" but a sizable 84
per cent of the readers replied affirmatively.
J. Brent Wells, Melville vice president, concluded
that readership was higher than anticipated and readers be-
lieved what they read. He added that no other technique of
presentation could make their institutional story so inter®s-
ting, so convincing, and so well read. Consequently, Me%ﬁille
continued their Pictorial Medla promlic promotion with 4.5
million copies of "Are You In This Picture?" and 3 million
copies of "The Inside Story." All booklets were used as
package Inserts and were distributed through retail outlets.
Several other shoe companles have become promic cus-
tomers. Poll Parrot Shoes issued "March of Comics- Cswald
the Rabvit." The Kinnev Shoe Company gave away a 24 page
booklet entitled "Your Presidents" and International Shoe

Company (Red Goose shoes) presented "Half the Fun of Having
i (5 -~ L

Feet,”" a 48 page bock, for thelr customers.

Cther apparel. Blue Bell, Inc. puts a promic on eaeh
ﬁair'@f “rangler Jeans. In the past five years they have
produced 35 titles; 45 milllion copiles. The series features

X
5

well-known rodeo cowboys, all of which wear VWrangler Jeans.

Utica Knitting Co. boosted apparel with "Jolly Jumping 3Beans."

>
7DSanchagrin, Loc. cltb.

.



"Dick Tracy," Chester Gould's "comic" strip character,
was named for specilal recognition for being among the best
natted men in America in 19460 by Harry Rolnick, chairman of
the board of Byer-Rolnick Hat Corporation. Dick: Tracy re-

t

ceived the award for '"consistently appearing on America news-

paper conlics pages wearing a good looking hat for more than

' "Dick Tracy is seen wearinz a hat by millions of

29 vears.'
Anericans every day and that's a lot more tnan many famous

A 3
people can say," declared Rolnick, who added that the famous

3 b b 2 Q
detective has done much for the hat 1ndustry.bo

Promoting Toys

Starting in liew 1960 every Halsam toy retailing for one
dollar and up contained a promic pvacked with it. Halsam be-
lieves promics to be a most effective silent salesman and
will serve to bring in additional business from the dealer's

n8l

"best prospects, the kids. Maco toys also promoted their

products with adventure promics. U.S. Time Corporation told
the "Story of Time" in a promic to prowote childrens' watches.
Numerous other companlies have used pronics to promote

toye and sporting goods. As early as 1936 the Dalsy lManu-

facturing Comvany produced "Daisy Comics," Remington Fire-

a . .
”O”Syndicate Sentences," Editor & Publisher (New York:

October 8, 1960), 67. -

81"Sixteen—Page Comic Book Packed With Every $1-Plus
Halsan Toy," Playthings (lew York: May, 1960).



54

= — =t

Arms Compaeny put out “Héw to Shoot" in 1952« A.G. Spalding
and Brothers 1gsﬁed at least four promics.82 The retailers
have come up with their oﬁn sales pro@otion promics~ WeTe
Grant Company ("Jd-Joy"), Fe We Woolworth Company ("Santa

l Claus Funnies"), anﬁ,Kresgé‘é are but a few.

| Bicycles., The bicycle eompapieslhave used huge quante

1ties_of‘promics to”prbmote-bikéé and accéaﬂdries, teach bike

safety, and show how the children can earn a bike.
The Unlted States Rubber Company, manufacturers of U.S..
Royal Blke Tires, has collabofated ﬁith Pictorial Media to
produce "Blke Comics." The seriles teach safer bicycling, and
proper maintenance, and provide product 1nformation§83
Arnold, Schwinn and Company, the 1arsaét bicycle mamufac-
turer, issued "Schwinn Bicycle Book" and "Schwinn Bike
{| Thrills" which include storles on the history of bikes,
mainmenance,,prcduct information, and bicycle races. In
ten months, 1l.25 million coples were used, They are dis-
tributed by dealers'and in responsé to coupoﬁs appearing in
Dell Comics. Shelby Cycle Company published 250,000 "Bobby
Shelby Comics" to teach bike safety and promote the prbduct.

Distribution was on a shared-cost basis with their dealers.

’ 82The titles: "Inside Football," "Sports Show" (1948),
"Ccircling the Bases," and "“Sports show" (1949).

83In 1960 U.S. Rubber Company had Johmstone and Cushing
produce "How to Flsh Like an Expert."




The most unusual promic to build the bhike market was
published by the Huffman Manufacturing Comvany of Dayton,
Ohio, Their problem was how to interest childrepn: earn-
ing their own bicycles. The solution was "101 Ways You Can
Earn A New Biecycle." At the time of the printing (1952)
"Huffy-Bykes" only accounted for 11 per cent of the United
State's bilcycles. However, the company's strategy was: "If
the booklet sells more bikes for the industry, 1t will sell
our bikes, too."S#

Huffman believes "because kids love comics" the promics
are an ideal medium to build up a strong "I-want-a-bike urge"
and show them how to earn it. In addition, the company hoped
to pullad good will with parents by instilling thrift and
helpfulness. It points out that children owe an obligation
to parents that involves good behavior at home- and not at
a price.

Huffman also expected the promic would persuade
dealers to stock Huffy-Bykes. Huffman sold the promics to
dealers, who also recelived posters and malilling cards for
their prosvect lists. Dealers then sold 200,000 copies of
this unusual dbook to youngsters for ten cents each. This
booklet is a good 1llustration of how public relations and

sales promotion can work hand-in-hand.

“4"Huffy Find 101 Ways To Build The Bike Market,"
Sales Manazement (New York: July 15, 1952), 28.
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Proﬁétigg ﬁomevlmgrovement, Household’Goods

"Ask the Expert".was prepared by Johnstone and Cushing
in 1958 for DuPont's filaménts marketing section. The book
shows how to select the proper paintebrush,'paiﬁt'iike a
professional, ach;eye decofaﬂorweffects, and make brush
cleaning eadief—ﬁwhile it prométea DuPoﬁt'e Tynex brushes.

| D.C. McSorley, advertising'ﬁanagef, reporte that 1t

has gone through threéwprintings (the }atést in December
1960) and 4 million coples have been distributed. McSorley
says the promlc treatment was decided on after consideration
of the most effective method of communication for the market
involved, the need for telling the story visually as well as
in wdrde, and the need for a large quahtity of booklets at
low cost. He adds that the demand for coples, coupled with
the favorable comments received, has convinced him that
promlcs are very éffectivea

National Lead Company utilized the promic technique
for a similar purpose. Thelir first edition of "How To Paint
Right," used to boost Dutch Boy Paint, was distributed to
dealers in late 1950, A new edition came out a year later.
Netional charged its dealers six cents a copy and put the
dealer's imprint on the cover. The cover quotes a price of
twenty-five cents'but T. Howard Sarine, advertising manager,
sald they were msually given free to promote good will. Why

were promics used? "The comlic book technique was employed
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because we felt that the 1nformation could be presented:
l attractively in this way," he said.

Certain-Teed Products Corporation (Ardmore, Pennsyl-
vania) had Plctorial Media produce "Room For One More."
This is a "do it yourself" promiec thét apparently illus-
tratesvbetter'than stralght prqse could, how to bulld a new
room in the house. Also in this line of books, Allled Cheh-
1cal Corporation used "The Case of the Skeptical Home Owner"
to promote Barrett roofing supplies. Sendran advertiéed
| their stainless vinyl fioor‘covérihgvthroqgh promice.

Allis-Chalmers (Milwaukee), manufacturer of heavy
electricai‘génerating équipmént; began their promic program
in 1955 and have been very satisfled with thelr use of the
technique since then. ”The Ghost Town That Came To Life,"
their first promlc, explained how electrical power is made.
It was transiated into French and a totél of 2 million cop-
ies have been distributed. | -

Next 1t was "Pop Go The Fuses" which had a distribu-
tion of 3 million in 1956-5%. It was uséd to tell the im-
portance of electrical power in the home. It pointed out
J that many homes are nbt adéquately wired for the amount of
electricity being consumed by modern appliances. The book
l was revised wlth a new cover ahd title in 1958 as "The Case
of the Blown Out Fuses" and nearly 2 million more copies

} vere circﬁlated, including a French tranélation for Canada.

.
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Allis-éhalmer's bgst example of a public felations-use
of the techniqueiwés‘"Bettep Tomorrows Begin Today at Allis-
Chalmers." fThis 32 page, extremely attractive booklet, tells
the‘story of théir‘company from 1847 to 1959. About 200,000
coples have been distributed to‘employees and the general
public at exhibits and meetings. |

A.Re Tofte, assgistant to the manager of their advertis-
ing department, claims that hils company's promics have been
very effective. 'They constantiy order promics from Johnstone
and cuéhing because they have found the books are well
received by a méss audience and readers attain understanding.

The sales value of using promlcs for promotional 1lit-
erature is pointed up in the Léwyt.Corporatipn's “Home-cleane”
ing Made Easy." 1In the booklet--which traces the history
of home cleaning from the Dark Ages to today—-a’salesman
shows the housewife how to properly use the company's vacuum
cleaner and attaéhmenté; },

It was offered to homemakers who sent in coupons from
the firm's national advertisements, was featured in Lewyt's
television advertising, and 75,000 copies were distributed
to home economics cl‘asses.85 Lewyt’s dealers also used the
book in direct mail campaigns and as "take-along-a-copy"

counter literature. In six months, l.25 million were usede.

85Journal of Commerce (New York: October 20, 1950).
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Lewyt used vpromics before this one, which featured Alan

Ladd, the movie idol.

-

Donald B. Smith, advertising and sales promotion mana-
zer of Lewyt, stated:

We adopted this medlum because we felt it enabled us
to compress a great deal of information colorfully and
economically, into one booklet....It 1s a good sales
training tool for dealer sales staffs. It 1s our belief
that this has been one og6the most effective advertising
tools we have ever used.®

In 1958 the Bissell Carpet Sweeper Company turned out theilr

o
n

' which was very similar

own promic, "Carpets and Upholstery,'
in purpose to Lewyt's booklet. Bissell's director of adver-
tising reports that the Johnstone and Cushing promic served

a worth=-while purpose in thelr promotional campaign.

When Walt Disney's movie, "Peter Pan," had its premicrs
in February 195%, Admiral gave away "Peter Pan" promics via
its dealers. Bendlx used the "Ilew Adventures of Snow White"
to promote its autowsilc washer. Also promoting appliances,

" urged

General Electric's promics, "Greatest Show On Earth,'
neople to buy television sets generally and then proceeded to

show their own models. Tunz-Sol Electric, Inc. used "TV Is

¥y Business" to boost sedss-of thelr tubes and transisters in
1960, In 1955 "The Light That Failled" promoted its headlamps.

The ¥Minnesota Mining and manufacturing Company issued

Ttna M. Xelley, "Look Who's Buying Comles MNow,"

Yanarement (New York: March 1, 1981), T2.
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"Tape It Easy" in 1952 and have also been very successful
with cowboy and Indian promics featuring Scottie lcTape as
the hero. They have even been used abroad. Borden's has
used "Elmer's Glue-All Fix-It Book."

Diamend Chemical, producers of weed killers, issued
three pronice in 1961: "Crop Rider 45," "Fence Rider 45,"
and "Line Riders 45." The promic characters were suggzested
by Fuller, Smith & Ross (Cleveland) to promote weed killer
for crops, brush killer along fences and rights of way, and
weed killer along utility lines, railrocad beds and highﬁays.
The booklets are aimed at 4H clud members and young farmers.
About 250,000 booklets are being circulated by farm area
hardware and feed dealers. Because promlcs are lnexpensive,
they cla thls is a method of congpeting against DuPont,
¥Monsanto, and Dow, who have larger advertising and public

pr—v
relations budgets.>!

In 1950 Procter and Gamble offered promlcs covering
adventures from westerns to Li'l Abner. Customers sent in

box-tops from soap powders for the 32 page premium Heoollolo,

In April 1961 they sponsored a contest which was promoted &7

-

Li'l Abner vromic sirips sent by direct mail. One who

A

studies promics is amazed by the extensive use of Li'l

Abner for advertising and public relations purvoses.

1]

'O" s
”7Te1 Sanchagrin, "Comic Books, Advertlising Regulre-

ments (Chicapo: Februarv, 1961), 92.




Promotings Vitamins

Cemmercial Comics, Inc. (Washington), well known for
their wmolitical promics, produced "The Magic of Vitamins"
for licKesson & Robbins in 195%. Cne million coples were

E R

reprinted in 1960. It educates children on the need to get

essentlal vitamineg by telling the history of vitamins. Drug

"Granpa" shows his grandson how our known rledge of vita-~
mins has reduced disease and ilnproved our health. He points
cut the 1ncidence of scurvy amnong sallors in the eighteenth
century and beri-beri anmong prisoners during the Spanish-
American War. The boy is led to 2o druz store and the
pharmaclst explains in greater detall what the various
vitamins are, what a defilclency in them will produce, and
how to get an adequate supply of them.

McKesson & Robblineg does not encourage evervone to take

their Zexel vitamins. The pharmaclist says

<

Yeg, vitanming are essentisl. You should always try
tc zet them by eating a balanced dlet of wholesome foods.

Your doctor will tell ”ou winat foods are best and if it
gseems necessary Lg will prescribe the additional
vitanins noednd'vd

Promoting Yachineryv, Inductrial Suovplies

C’J

Caterpillar Tractor Company (Peoria, Illinols) ha

joxe]
¥ =
“op. 10,
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supplied its dealers with a 24 page promic called "Vain-

k]

tenance Guide TFor Track-type Tracteors." It devpictis a
tractor owner and a service techniclan comparing job notes.
They discuss metnods of making tractors last longer and do
better werk at lower cost. Operating adjustments are

sinply explained, as is the proper care ol components, such
e
as tracks, seals, fuel systens, and filters.”
Caterpillar a2lso produced a 32 vnage "Coerator's Hand-

book," showing how to operate bulldozers, scrapers, ripvers,

and cable controls, giving data on high sveed hauling, load-

. G T8 an ;
ing, and grade stakes.?90 "A Look To The TFuture With Sanlitory

Landfill" is a third caterovillar oromic. It des Des CueTe
munity health probleme and various methods of refuse and aoi-

» .

‘vasge dleposal. There 1ls a discusslion of how a tyslcol cow-

munity determines the proper method and equipment 1in solwving

3 % 01 Q== * ) 2}

proper garbage and refuse disposal.” In 1953 1t was revicocd
with "The Story of }id-City- and Its Sanitary Landfill.

Tord Xotor Company (Dearborn, Michigan) has publicized

its tractor line in "What One Farm Family Found Cut.'" The

Hvster Co. (Portland, Cregon), maker of tractor tools and

9971 4e (New York: May 16, 1952).
OOHF'(

Comics Promote Heavy lMachinery," Tide (New York
February 23, 1951).

9lyichizan Coniractor & Builder (Detroit: April 10,




earthmeving egulpment, also had oromics tell of their tools'
uses. The Hyster beoklet i1llustrates how tractor-mounted
tocols benefit rallroeding, mining, construction, etc.o2

"The Jonders of Wire Rope' has been distributed to
wire rope users and potential users throughout the country.

It was vproduced by the Performed Wire Rove Information

'Y 1 »

Bureau, which 1s svonsored by Amerlican Chain & Cabvle Com-
pany to promote 1ts patented wire rope and to serve other
companies who malke the rope as patent licensees.%3

The strehgth of the rope 1s dramatized by the story of

how the rope saved a boy's life. The variety of the pro-

]

duct's uses 1g told by means of such stories as how a cable

&
o]

car at a quarry was used to catch a thief.

]

The promic was not aimed at children, but for equip-
ment operators and Tield men- "men on the job who are less
influenced by the extensive periodical advertising yet who
have something to say when thelr companles purchase wire
rope."94k?he bureau's strategy was that the men are in-
and’curiosity gbout its

terested in newsvaper "comics

treatment of an industrial product would get 1t read.

i

92n.s .
“c"Heavy Machinery Company Dons Comic Bool Approach,"
Kodern Industry (New York: August 15, 1952).

0% . ) . .
Z2"can Comic Books Sell Industrial Supplies?" Indus-

triszl Marketing (January, 1949), 40,

9%1p14.



64

"The‘Wondérs of Wire Robeé was initially‘distributed
to 100,000 customers and prospects by the bureau and nine-
teen companies who are licensed to sell the wire rope. Re-
sponse was such that 100,000 additional copies were pro-
dﬁch ﬁormeet the demand,®

LudIOﬁ Papers (Needham Heighte, Massachusetts) issued
100,000 copies of a promic in 1960 to promote a paper which
prevents rust. It was produced by Johnstone and Cushing.
The back cover has a spacé for the dealer's imprint and a
coupon for those desiring more information. Robert C. Hiley,
advertising director, states that its initial reaction is
"excellent" and the book is expected to do the jobs

The National Carbon Company, division of Unilon Car-
blde and Carbon Corporation (New York), offered its dealers
"Under the Hood Cartoons" to promote their "Prestone"
anti-freeze. It was made avallable to dealers for two
dollars per hundred copies. |

Many oll companies have used promics in advertising
and public relations. Standard 011 (New Jersey) published
"Black Gold, The Fascinating Story of O1l," which was
distributed to customers by Esso deélers. Also, they prin-
ted 2 million coples of their atory of synthetic tolvene,
"Blockbusters from 0il." Ohio celebrated its sesquicetennial

95"How One Industrial Advertiser Is Using A Comic Book
To Reach On-the-Job Workers and To Supplement Ite Publication
Advertising," Tide (New York: July 9, 1948).

|

==
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in 1953. Standard 011 (Ohio) Joined the celebration with

ite "Land of the Pioneers," the story of Ohic. A half mil-
lion coples were distributed through an advertisement in a

magazine, Ohlo Schools, with a coupon for ordering.

Sinclair 011 produced "The Miracle In Your Gas Tank."
Rlchfleld recently issued "It's The Work That Counts" and
the Ethyl Corporation produced "Fire Power."

Promic Characters In Advertisigg

The topic of "comic" characters and continuity strips
in advertising deserves a major study in itself. A recent
article in Sales Management exclaimed: "Some of the nation's
biggest advertisers are throwing their consumer sales
volces to animated pen-and-ink people."96

Perhaps the most recent notable capltalization on the
popularity of "comic" characters has been the use of
"Peanmuts" by Ford Motor Company. 8ince 1960 Peanuts has
been used exclusively for Falcon automobiles in newspapers,
magazlnes, television, direct mail, outdoor and various
other sales promotion programs,

GeE. Nezark, car advertising department, says Ford
uses Peanuts as part bf its advertising for Falcon to

increase readership in the advertisements themselves and

961po Cartoon Charactersﬂaeally Sell?", Sales Manage-
ment (New York: February 17, 1961), 35.
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because the Peanute.characters add a warmth and charm that
Ford feels fits the personality of the cars |

Ford has a soﬁnd basis for choosing Peanuts. A 196OV
study by,Dr.’Edward J. Robinson ﬁnd’Dr. David M. White at
Boston University's School of Public Relations and Com-
munications indicaped that “Peanutﬁ“ was most frequently
mentloned in answer to the question: "What strip or strips
do you read?“97 Also, a recent study by the Wéatport
(Connecticut) Town Crier showed that 86 per cent of the
poll's respondents "usually" or "always" read the strip.98

It is not surprising then, that when Ford was asked Dby
this author how successful Peanuts has been, Nazark replied:

Very successful. All readership research which we

have seen indicates that Peanuts has enhanced the
readership of all Falcon advertising in which this
popular comic strip has appeared.

General Electric uses Mister Magoo, the near-sighted
star of movie short subjécts,\as its chief salesman. This
past fall, G.E. spent a million dollars in Magoo television
spotse It lnvested another $100,000 in accompanying promo-
tion among its dealers’d plus an untold amount in Gemeral

Electric magazine advertising.

97Ray Erwin, "Intellectuals Read Comlics Regulery,"
Editor & Publisher (New York: October 1, 1960), 54.

95?'feahuts' Whips 'Phantom' Et. Al. For Comic Title,"
Westport Town Crier (October 2, 1960). '

998ales Management, loc. cite.




Robert V. Corning, marketing manager for G.E.'s
large lamp department commented:

The guestion of whether to select a cartoon character
or a similar humorous treatment, for commercial messages
isn't a problem resolved by a simple look at cartoon
versus conventional treatment. It starts with basic
nmarketing objectives, with what you want to accomplish.
The opportunities of a cartoon character offered us
flexibility. We could implement our PCPS (Point-Cf-
Purchase Selling system) effectively with Mister Magoo
treatments on bulb merchandisers, displays and other
point-of-purchase sales alds that would be easily idS‘—
tifiable and support the broad advertising program.l 0

Leonard Ximball, public relations director of The
Flying Tiger Line, (Zurbank, California), used promic
strip advertising to promote thelr air freight shipping
service in 1952. Sales increased over 40 per cent.

According to Jestern Advertising, the promic-type ads was

2 major factor in the company's growth.l0l

Borg Warner, makers of parts for 1,000 manufacturers,
uses promic-type advertising of the "Believe-It-Or-lot_
Technique” originated by Ripley. Starch readership surveys

indicated that such an ad in The Saturday Evening Post

ranked first of 68 advertisements in one issue, with 28
per cent of the men having read most of the copy, and that

it ranked second out of £4 advertisements in ’I‘ime.lo2

M

Ibid., 36

101pop Parmelee, "Captoon-Tyve Advertising Puts' Flnan-
ial Smiles on the Face of the Tiger," Western Advertising
San Francisco: December, 1952).
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International Harvester has called on Pictorial Media,

promic publishers, for 4 page advertising inserts in period-

icals. A starch report on Harvester's heavy machinery ad-

vertlsing in Engineering News-Record revealed that the

promic ad attracted greater readership than its conventional

advertisements.lo3

The cereal-makers have especlally utilized "comic"
characters in their advertisinge Kellogg has borrowed
Dennis the Menace and Huckleberry Hound; Nabisco called on
The Little King; Cream of Wheat has used Li'l Abner.

Many of these promic-type ads appear in Puck, The
Comic Weekly and other Sunday "comic" sections of news-

b papers. Here, one notes, Kleenix regulary utilizes Little
Lulu and other uses ranée from cartoons for Alr France to
Vaseline Hair Tonic. As one would expect, the Ycomic"

magazines contain a gregt deal of promic-~type advertisements.

102¢haprles 8. Davis, "'Loet Product' Maker Seeks
Name Identity Through Advertisins,“ Sales Management
(New York: August 15, 1948), 100 et seqq.

1034 1ndustrial Adse In Comics," Printers' Ink
? (New York: September 10, 1954). -




CHAPTER III
PROMICS IN COMMERCE

The topic of promics in commerce has been divided into
six areas: (1) Insurance, (2) Banking, (3) Stocks, (4) Util-
tities, (5) Transportation, and (6) Mass Communications.
These groups, selling a service as opposed to a tangible
product, have found promics to bhe as effective for educa-

tlon and persuasion as the manufacturing firms.

I. INSURANCE

Insurance Information

The Institute of Life Insurance, the public relations
arm of the business, has had an extensive program of promic
production with "The Man Who Runs Interference"”" (attempts to
sell the insurance field as a career) and "Frontiers of Free-
dom" (story of American's struggle for freedom to build
better lives and futures for their families). Both arrived
at the schools with a teacher's guide. The first one had
an initial printing of one million and a second printing of
ancther million.

M¥Mr, R, Wilfred Kelsey, who was director of the educa-
tional 4division, reported on two surveys made after the first
bookiet was distributed. One survey was of‘the,teachers and

the other covered life insurance companlies and agents who



distributed the promic to the public. Both groups were
enthusiastic about them and requested more promics on other
phases of life insurance. Kelsey commented:

Young people, and adplts too, are for the most part
regular readers of the comics, and therefore we should
make use of this inherent interest to give these people
worthwh}le information which they might not otherwise
secure.

Philadelphia's Associated Hospital Service won first
prize at the fifth annual Blue Cross public relations awards
contest in 1950. Blue Cross featured a detective, "Sam
Shrewd," who moralizes about hospital plans while sleuthing.2

The Cuna Mutual Insurance Co. of Madison, Wisconsin
has told the story of credit unions through a promic. It is
a 16 page promic produced in 1952 by Wm. C. Popper & Co.

The Great Central Insurance Co. 1issued a sales pro-
motional promic which bolled down 22 insuring agreements to
fit 14 pages. They tested thelr booklet in Peoria before
introducing it to agents at the company's 1952 convention.
Salesmen called on 400 merchants there who were mailed
copies. John A. Gelish, manager of publications, declared

70 per cent of those receiving it had read 1t when the sales-

man called; 25 per cent had laid it aside for future reading;

1Louis P. Birk, "How Comics Are Used In Advertising and
Public Relations,"” Printers' Ink (New York: August 13, 1948),
41.

2npyublic Relations: Selling EHealth Insurance," Tide
(N¥ew York: August 4, 1950).
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only 5 per cent had discarded it. The/mailing resulted
in sales to 4 per cent of those receiving it.3

Yhen the Farm Bureau Insurance Companies of Columbus,
Chio opened a new office they desired a "giveaway" for
adults and children who visited the building. The result
was "Parm Bureau's Carnival of Fun."

In 1953 Pictorial Medla (MNew York) produced 4 page
insurance promice with a2 space for a company's message on
it. They provided a capsule view on benefits from group
life insurance and hospital insurance.‘ 3till other insur-

ance promics have been turned out by the Travelers.

Teaching Safety

Fire safety. "Skioper and His Pal" tells a safety

story for the Northwestern Mutual Fire Assoclation (Seattle).
Fire prevention groups have endorsed this promic. It has
mainly been distributed to school children.

In 1958 Manufacturers Mutual Fire Insurance Company
(Providence) issued "How Flame The Fire Prevention Cat Got
His Name." The National Board of Fire Underwriters used
"1That Do You Know About Fire" as a child's guide to fire

safety. Non-profit groups have sponsored similar promics.4

3John A. Gelish, "This Business Comic Book Gets 7C%
Readership, 4% Sales," Printers' Ink (New York: October 10,

1952), 39. T

I
foee pp. 99, 122.
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Traffic safety. '"The Case of the Accused Driver'" was

issued in 1954 by Liberty Mutual Insurance Company (Boston).
It shows what a truck driver should do to prevent an accident
and tells what to do if an accldent does occur. ''Peter and
the Whiffle-Hound" was also issued in 1954 by Liberty Mutual.
This promic is almed at teaching young children traffic
safety. Liberty has a film by the same name, whose message
is the same as the booklet. After seeing the movie the
children read and discuss the promic. They are used by
classes up to the fifth grade. The company receives 400 to
500 individual requests a month for the promic in addition to
2,000 coples used per month in conjunction with the film.
largarie Steele of Liberty's public relations department is
enthusiastic about the booklet's effectiveness.

Aetna Casualty and Surety Company offered a promic-
strip to newsvapers 1n 1954 to teach highway safety. The

series, entitled "Look Who's Driving,"

consisted of 5 strips
which were furnished free by Aetnz's public education
devartment. Star of the series was Charlie Younghead, an
average Adriver who became puzzled by the childlike antilcs

of other motorists. Previously, Aetna produced "Who's Zoo

on the Highway," which was used by over 800 newspapers

throughout the country.5

Supp Roundup: Aetna Life COffers Dallies Comic Strip,"
Editor & Publisher (New York: Cctober 2, 1954).



II. BANKING

The American Bankers Association created "Peter Penny
and His Magic Dollar" to tell the story of banking, its
functions, and history.6 A.B.A.'s member banks distrib-
uted more than a million copies. C. Edwin Heming of the
A.B.A. commented:

Banks found 1t an excellent means of doing an edu-

cational job in the schools. It was well received by

educa %ors, by the puplls themselves and by parents as
well.

The Bavings Bank Life Insurance Councills of New York,
Massackhusetts, and Connecticut distributed one million
coples of "Mr.Bigs Drops A Hint." It is a 4 vage promic,
aimed at aduvults, which discusses the benefits of saving
bank life insurance. In 1960 the Savings Bank Associlation
of the State of New York prepared "Saving To Win."

In response to reguests from secondary schools for
information on check collection, the Federal Reserve Bank

" It traces the

of New York issued "The Story of Checks.
history of checks, explains the role of the Federal Reserve,
and offers instruction on how to write a check. Carl Mad-

den, manager of the bank's information department, chose

6Ju11en J. Proskauer, "Comics Mean Business," Premium
Practice and Business Promot;gn,(Au«ust 1940) z2

"Louis P. Birk, "How Comics Are Usei In Advertising
and Public Relations," Printers' Ink (New York: August 1),
1948), 41.




the promic technique because of its universal avpeal. "The

conic book is the popular idiom of our times," he said.S

IIT. STOCKS

Bache & Co., the New York investment brocker, took

H t

advantage of a "comic" strip, "Penny." Penny asked her
father guestions about stock which he couldn't answer.
Father sugzested Penny ask her economics teacher. Bache
received permission to reproduce it for a malling piece and

"ny bother your economics teacher, Penny? Why

tacked on:
not read the enclosed study of commodity futures markets?"

Morrie Brickman, a one-time Chicago public relations
man, started a promic strip about the stock market in 1960.

"Blue Chips"

appears on business and financial pages in
newspavers. The cast includes Bartlett, the broker, Rolls
Roycenmore the big operator, and Plgeon the investor.9

e are not the only country using the "comic" format
in comnmerce. E.F. Herbert, cartoon editor of the London

(England) Dally Mirror, reports that his newspaper carries

a strip called "Keeping Up With The Joneses."10

LI
™

8
“"Comic Book Tells Check's Story," lew York Herald-
Tribune (October 1, 1958), 55.

9Newsweek (New York: July 18, 1960).
10

The MNewsgpaper Comlcs Council, Inc. lHeeting minutes
(ew York: September 21, 1960).



Its object 1s to tell young people how to manage their
money. It is a sort of gulde to the stock market. We
have a young couple called Joe and Prudence Hope, who
live in an apartment in a basement. They have a motor
scooter and they have Uncle Forsythe, who is the sort of
Voice of God in this thing, and who gives them the facts.
We have taken Joe and Pru through opening a bank account
and running a stock market investment club in the fiIT...
This strip has caused a lot of interest in the city.

IV. UTILITIES
The American Télephone and Telegraph Company has always
been troubled by youngsters monopolizing party telephones.
"Bobby Gets Hep" tells how Bobby's prolonged chatter im-
periled hils father's 1life by almost preventing a fire call
from getting through. Over 1.3 million coples were dis-
tributed as handouts at school lectures and telephone com-

12 Cther covies were left at honmeg

pany demonstratlons.
when a telephoné repalrman or installer found children.

In April 1961 the company unveiled "Ten Men and the
Telephone," biégraphies of ten ocutstanding men who have
contribﬁted to the development of today's telephone system.
The promic, designed for school children and the general
public, had én initial printing run of 250,000 and 1t is
expected to be a perennial iten.

The company's educational materials have a secondary

purpose of orienting students toward careers in the com-

A.T.&T. Is Hep To A Problem," Business Week (MNew
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munications industry. Donald R. Woodford, A.T.&T.'s cordial
information supervisor, prefers to call the literature "pic-
ture-caption booklets." He comments: "I believe this tech-
nique, well used, has an effective, immediate lmpact, and
with good art work to sustain visual interest, can be an
excellent medium."

Pacific Gas & Electric Co. published "Having Fun With
Kites" to illustrate that kites and kids go well together,
but they don't mix well with electricity. It tells the
history of kite flying, describes varleties of kites and
how to fly them safely, and contalins patterns and instruc-
tions for building kites. They were distributed in 1951
through schools and the California recreatlon departments.

The Edison Electric Institute received requests for
information about the proper operatlon of television sets.
"Jonder What A Television 3et Thinks About" was released
and after television changed and progressed, "Listen to Nr.
Tee Vee" replaced it.

Two nromics about weter were produced in the 1950's
The National Associction of Domestic and Farm Pump Manufac-
turers produced "rater, Giver of Life, Master and Zervant of

Mankind." It is an interesting and instructive history of

York: January 18, 1947).



7

water and its harnessing by man from pre-historic times to
the present. F.E. Myers & Bros. (Ashland, Chioc), the lar-
zest distributor, prepared a teacher's manual and invited
teachers to call on Myers' pump dealers for classroom demon=-
strations. The Assoclation distributed»3.6 million ccoples
in 49 states and Bermuda. It was translated into Spanish.l3
The Amerilcan Waterworks Association, in an effort to
conserve our water supply, distributed "The Story of Water
Supply." C.V. Youngquist, chief of Chio's Division of
Water, commented: "We think the comic book will get the
idea over to people who otherwlse might pay no attention
to how important a dependable water supply is."li‘L
The American,Gas Association (Few York) published 1
million covies of "History of CGas" in 1960. The 1dea to
use promics came from thelr professor-consultants. The
book was advertiised in The Grade Teacher. Jope Deegan of
A.G.A."s educational service bureau states that teacher's
requests for copies indicate that they think well of the
medium as an educational tool. BShe Jjudges the bocklet as
very effective, citing interest of children in the format,

color, and low per-copy cost.

z R
1)Julien J. Proskauver, "The Idea That Led To Millions
In Sales," Wm. C. Popper & Co. (New York: n.d.).
Mlew Comic Hero Is A Drop Of Water," Columbus, Ohio
Citizen (July 20, 1954).



V. TRANSPORTATION

Zeveral railroads and at least three airlines--United,
Anmerican, and T.W.A.--have tapped the promics to get theilr
stories widely read.

The public relations and advertising department of the
Chesapeake & Ohio Lines told their story in "George Wash-
ington's Railroads." It points out that George Washington
hoped for a means of transportation to link Chesapeake 3ay
wilth the Chio River. Millions of coples were circulated at
depots and at the @hicago Railroad Fair,15

William H. Bunce, public relations department'of the
Ascgociation of American Railrbads (Washington), reports
that his organization watched the develqpment of promics
with Interest and when they were assured of thelr accept-
abllity in schools started production of thelr educatlional
material in promics.

.

"Railroads Deliver The Coods" was distributed to

school children.through Senior Scholastic magazine. "All
Avoard, Mr. Lincoln!" was distributed to over 2 million
school children for use during the Lincoln Sesguicentennial.
Like the Association's other promics, a lesson plan for

teachers accompany each order and the story and history of

railroads are told without special pleading or advertising.

15

Proskauver, loc. cit.



In March 1960 "Salute To The Boy Scouts" was re-
leaced on the occassion of scouting's fiftieth anniversary.
Cver o half million copies have been distributed, partly
through the cooperation of the Boy Scouts of America.

In May 1960 "The Iron Horse Goes To War" told the
story of railroads during the Civil War and how they first
became a military asset. IMHember rallroads have circulated
nearly a half million copies.

Six other promics, giving a total circulation of 20
million coples, have already been distributed- 9 promics in
Q years. DBunce states that these public relations tools
have been very effective., He points to unsolicited letters
from educators, youth group leaders, historilians, parents,
and the general public lauding them., "We feel certain that

" he said.

they have bullt good will for the industry,

The French National Railroads used "Pete and Pierre"
end "Peggzy and Mado" for elementary and high school
children to stimulate tourism in France. They point out
tourist attractions and offer French history lessons.

In 1948 the Long Island Railroad built a “ncw look" by
the use of prouics. The L.I.R.R. found itself subject to
criticism for ite late trains, makeshlft stations, poor
lighting, and bad roadbeds. Thelr public relations depart-

nent turned to promic strip advertisements in Hew York news-

vapers, under the title, "Te've Been Working on the Rail-
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road."16

"Why Don't Trains fly?" was the title of a promic pub;
lished by the Southern Pacific to counter airline advertis-
ing which compared alr and rall fares. Ad c¢lubs, airlines,
rallroad clintele, and other railroads received 50,000 cop-
tes.17 The Penneylvania Rallroad had their own promic to
acquaint the public with their activities,.

VI. MASS COMMUNICATIONS
"On The Air" was given by the National Broadcasting

Companyvto students who took thelr guided studio tour and

attended public relations programe in schools. Copiles were

aleo distributed through Scholastic magazines.

According to.Lucy I, Towle of NeB.C.'s public affairs
and education‘department, "It was an effort to put into the
hands ofﬁyoung pedple ah authentic story of radio and the

development of a radio prbgram 1n.the form most popular

‘with them." Edward Stanley, director of public affairs,

reports the book has been very effective and the technique
is useful to simplify abstract and complex matters. Stanley
says that he worked on pamphlets in this medium in O.W.I.

16gamuel Rovner, "L.I.R.Re Disarms Critics By Self-
Kidding P.R.," Editor & Publisher (New York: December 4,
1948), 16.

Y southern Paciflic Issues Comic Book Chiding Airline
Ads," Advertising Age (Chicago: February 13, 1950).

|




during the war. He adds that they were very popular,
especially in semi~-literate countries, and were adapted
to many languages and purposes.

John R, Menning, a former sales representative of
King Features Syndicate, produced "Deadline- The Story 3e-
hind The Headline." This story of the newspaper takes
children through the history of the press from the Renals-
gance to the present. Not only did newspapers buy cuanti-
ties, but the United States Information Agency purchased
1t for distribution to its libraries and bases around the
world.1io The Minneapolis Star and TIribune has gilven its
visitors a similar promic, "A Trip Through Newspaperland."

The motion pilcture industry has even come into the
promic act. Columbia Pictures has called on Johnstone and
Cushing to turn out advertising for their films, "Battle In
Outer Space"” and "The Warrior and the Slave Girl." They
are condensations of 8cenes from motlon pictures which are
aimed at getting the readers to go tec the theatres to see

the rest.

18 . o
"Comic-Style Story of Pres

s For Schools," Editor &
Publisher (New Yc.k: November 16, 1957), 50.



CHAPTER IV
PRCHICS IN PUBLIC ENTERPRISE

Public enterprise has been here divided into three
general areas: (1) Government, (2) Trade and Professional
Associations, and (3) Philanthropy and Welfare. Just as
Industry and commerce have recognized the power and appeal
of the promic technigue, the non=-profit organizations have

concurred in the idea.

I. COVERNMENT

The promic technique has penetrated the governmental
field for use in international relations, to create good
will for the Atomic Energy Commlssion, and for the recruit-
went and indoctrination of military forces. Promics have
been extensively used for governmental health, welfare,
and safety campalgns, and in employee training. Clties
and states have developed thelr own promics for diverse
purposes. The politiclans have delivered thelr message

to the publlic through canpalgn promics.

Internaticnal Relations

The "comic"

format, familiar to nearly all Americans,
has become an important and useful tool in the relentless

struggle to tell the world the truth about the United



States.

The Department of State made an excursion into the
oromic field with "Eight Great Americans." It is the story
of George Washington, Thomas Jefferson, Walt Whitmen, Abra-
ham Lincoln, George Washington Garver,.Andrew‘Carnegie,
Jene Adams, and Thomas Edison. About 1.8 millions of these
ambassadors of good will were printed in nine languages to

emphaslize democratic ldeals, opportunities, and benefits.l

Copies were distributed through Forelgn Service posts and
forelgn private organizations. |

Long lines of people formed in front of a United
Ztates' embassy in Latin America to receive a free promic,
"The Story of the United States." Children cried shrilly:
"Propagands, meester; propaganda, pleese!"? Latin America
requested 2.5 million coples through the Cffice of Inter-
American Affairs.”

' the

The State Department put out "Voyage to Freedom,'
story of three young seafarers and their escapve from tyr-

anny. Some Lithuanian youngsters escape from the iron cur-

lMillicent Taylor, "Hurdling Language Barriers," The
Christian Science lionitor (Boston: December 16, 1950).

2Stanley Klipgfeld, "Supermen's Kin," The Jall Street
Journal (MNew York: May 20, 1952).

“Louis P. Birk, "How Comics Are Used In Advertising
and Public Relations," Printers' Ink (llew York: August 13,
1048), 41.
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tain to fight Communism.

"On to the Goal," a similar book,
tells the story of a Czechoslovakian athlete's fight for
freedom. DBoth were produced by Johnstone and Cushing.

"Visit to America" is an international relations promic
strip which was originated by the United States Information
Agency in April 1958. It now appears in some 3,000 news~-
papers in 48 countries of Europe, the Near East, Far East,
Africa, and Latin America. "Visit to America" is the most
widely circulated cartoon strip in the world. It depilcts
the travels of an Asian student who learns about America
by traveling coast to coast.5

U.S.I.A. has a seven-man staff of cartoonists, i1llus-
trators, and writers who make promic strips availlable to
foreign editors in two and three-column plastic plates and
reproduction offset proofs four columns wide. They are
distributed through the agency's overseas posts where trans-
lation of the text are made for the appropriate languages
of the area. The cost to American taxpayers 1s one penny

to reach 3,000 persons each week.6

‘ 4ueorgge Moses, "Why's And How's Of Comie Book Adver-
tising," Advertloinv Azency (February, 1953), 71.

SLucius Henegan, "Cartoons Explain U.S. Abroad," The
Christian Scilence Monitor (Boston: November 29, 1960),
Telling America's Story Abroad Through Press and Publi-
C%tions," United States Information Aéeng Cffice of
Public Information (Washington: n.d. Fenegan loc. cit.
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The questions most frequently asked of Ramac (the
electronic brain) about American life and culture by vis-
itors to the American National Exhibition held in Moscow in
1959; form the basis for a new promic strip, "It's A Fact."
Presently some 1,200 newspapers in 56 countries have re-
guested 1t to acqualint readers about 1ife in the United
States. "It's A Fact"' covers such topics as the American
econony, education and culture, minority groups, agricul-
tural production, sclence and technoloeogy. Here is the text
of a typical promic strip

QUESTION: How long is the work week of a United
States worker?

ANSWER: The average maximun work week for United
States workers ig 40 hours: elght hours a day, five days
a week. For any time over 40 hours, the average worker
recelilves pay at the rate of 1% times his regular hourly
vay. The mininum wage is legally %1 an hour, altbougn
nost workers recelve nore thlﬁ the minimum.

Cther popular U.S.I.A. promic strips are "Sports-
U.S.A.," which devict American sportsmanship and individual

sports celebrities, and "True Tales,"

containing episodes
.in the lives of early Americans, heroism, and historical
facts. Sports- U.S.A." is distributed to 1,400 publi-
cations in 77 countries; "True Tales" reaches 1,500 publi-
cations in 53 countries. In all, the U.S.I.A. strips appear

in 7,5000 newspapers in 81 countries, with approximately 1

pillion readers.8
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In 1959 the U.S.I.Ae produced two promic booke-"Lin-
coln" and "Man In Outer Space." "Lincolh" is a blography
produced in 12 languages to portray a’prominént American
abroad. "Man In Outer Space," which must have had the
UeS8.I.A. red-faced during the Russlan's successful launching,
told of our space achievements. It wgs issued in Enslish,
Arable, Vietnamese, and Spanish. The first promlic has had
486,000 copies distributed to date; the second, 308,000.

On January 20, 1961 John F. Kennedy was inaugarated
as President. The same ﬁonth, UeSeIsA. feleaSed 235,000
promics in English and Spanish to introduce the new Presi-
dent to other}countries;9 Coples were cireulated by UeSeIeAe
posts in 89 countries of the free world. This booklet is
among the worst in art work among the over 200 promics which
this author has réviewed‘for,the study. The President
appears to be pictured as an ogre in many of‘the drawingse

E.De Fairohild, chilef of the U.S.I.A. cartoon section,
says the booklets have been very effective in accomplishing
our purpdse.>4He bélievespthat'readership is higher with
promics than for any other‘ﬁritten material because it is
easy to follow the story and promics are often passed on- ﬁo

other readers while magazines and papers are tossed oute

9The eame was done for former-President Truman; see
Dpe. 104,
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Fairchild thinks that they are an effective educational
device due to thelr simple language, ability to colorfully
tell complex stories, and simplify public problems.
Although Fairchild doesn't use promics to market products

(only ideas) he thinks that they can be effective here, too.

War use. Promics have been drafted in time fo war to

10 and to win friends

recrult and indoctrinate our forces,
and influence nations. The Army Alr Force even recruited
promics during Vorld War II to tell the story of 1life in-
surance provided our flyers. During the Xorean Var,
American combat planes carried bundles of "Blondie comics'
into enenmy territory to sustaln the morale of American
2.I.s held in prison cemps there.tl

During World War II, Promic strips featuring Popeye
the Sailor, Li'l Abner, and the Little King were employed
to sell war bonds. "MNeustro Futuro- Hombres Libres, O

Esclavov?" ("Cur Future- Free ¥en or Slaves?") traced the

effect of Hitlerism on the freedonm loving people of the

N

"Los Inmortales de America" was printed in Spanish

€

lOSee . 92,
llMarya Yannes, "Comics," The Zncylopedia Americana

(New York: 1258), Vol. VII, 361.

f) . : -
12 athan R. Abelson, "Comics Are A Serious Business,"
Advertising & Selling (Wew York: July, 1946), 20.
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and Portuguese to cement relationships between the United
Stateé and its southern nelghbors. It drew parallels be-
ween famous men of both HemiSpheres. The Office of the
Coordinator of Intes~imerican Affairs produced these books.
The Treasury Department produced 15 million copies of "Fox-
hole On Your Lawn" for 1ts 1951 bond drive.
The Ztate Department used promics to tell our story of

the Korean War in the Near and iddle East. One million
coples of a 4 page promic was distributed to combat Com-

2
munist pPOpaganda.l/

"The Korean Story" was printed in Tag-
alog (for Phillippines), Arable, Persian, Burmese, and Eng-
lish. The promic was donated by Fred Danner, proprietor of

the Danner Press in Akron, Ohio.14

The State Department
also put out "Korea, My Home" which was published by the
Jonnstone and Cushing promic publishing firm.

At about the same time, the State Department éame out
with "v7hen the Communists Came! The True Story of a Chinese
Village." The 24 page booklet was printed in Chinese and
given to schools, labor unions, and farm families 1in Hong

Kong, Formosa, and other countries 1n Southeast Asia that

have a considerable number of Chinese people. The cover

4
13ncomic Books To Give Orient U.S. Story of War in
Lorea," Washington Star (September 28, 1950).

I panner Books Fight Commies," Akron Beacon-Journal
(Cctober 22, 1950).
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(December 5, 1053%).

of the Chinese editlon depicts Chinese Communist soldiers
selzing sacks of grain on a peasgant's farm. Inside, a
school teacher tells of what he saw in a village in
central China.l®

We were not the only ones using promics for psycholog-
ical warfare in Korea- so did the Communists. William J.
Parker, a security analyst at the Strategic Air Command,
sald the promics showed Communist officers as belng skill-
ed and American officers as blundering. The illustrations
depicted more Americans being killed and wounded than North

Koreans.l6

Cver 200 seperate propaganda pronmics Tlooded China,
Hong Kong, lacao, and Southwest Asia. Some of the titles
were: "Blind Yueh Xung's Revenge," "Reformation," "The
Little Despot," "Stories of Discovery,”" and "The Last Drop
of Blood." According to a New York Times dispvatch, the
Conmunists relied on the fact that the Chinese masses are

more receptive to plctures than they are to words. 17

lSDorothy Dunbar Bromley, "U.S. Tells Asia of China
Red %n Comic Book, ' ilew York Herald Tribune (November 28,
1950).

5 .
1o sommumistic Comic Books Provagandalize U.S. Troops,"
Omaha World Herald (September 24, 1953); Chicago Sun Times

17 Henry R. Lieberman, "Communiste Flooding China Main-
land With 'Comics' To Further Propaganda," The New York
Times (Cctober 27, 1950).
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The Italian Communists denounced all "comic'" books as
a debased form of literature, a vulgarization of art, and a
wicked projection of Americanism. They pleaded with chil-
dren to throw them into "peace bonfires." Instead, "comic"
readership climbed. The Communists gave in--with a "if-you-

'en" philosophy--and produced two prom-

an't-beat-'em-join
les of their own. The promic campalgn was launched in 1950
with "Pioniere" ("The Pioneers").
Communists decided that Italy's children not only were
passionately interested in comic books but that practi-

cally no other kind of printed material was finding any
favor with them.l®

Mlitary Promics

Recruitment. The Department of the Navy published Al
Capp's "Li'l Abner Joins The Navy!”lg in 1950 and "Judy
Joins The Waves" the following year. The Coast Guard also
has had a promic to stimulate enlistment and in 1960, "I Am
The CGuard" was used to tell the story of the National Guard
"from muskets to missiles."

Milton Caniff used Steve Canyon for "Strictly for the
Smart Birds," illustrating opportunities in the Air Force.

A young man must declde whether to shed his uniform or re-

o
185, pett MeGurn, "Hi Ho, Silver! Reds Put Comics 1o

Work," New York Herald Tribune (September 3, 1950), 2.

L9npq Capp by Li'l Abner" has been used to aid G.I.
amputees. Capp was cited by the Secretary of the Treasury
for aid. He prepared "Private Li'l Abner" for training.



enlist., He conslders the advantages and disadvantages of
cilvilian living. After pondering the job to be done, the
status of the Air Force, milltary benefits, and finding his
cirl-friend and the public is proud of him, he reenlists.

The Department of the Army, in an effort to promote
its Reserve Officer Training Corps in United States col-
leges, produced "Time of Decision." Harvard and Yale re-
Jected the promics on the grounds that they were below the
dignity of the students. The Dean of Boston College termed
it "an insult to our freshman."2% At the University of
Arizona the 16 page promlc was offered along with a 20
page conventional pamphlet. "The comic book went like hot
cakes~- the conventional information booklet?- the depart-
ment still has boxes of them."21

Army spokesmen found that of those who read the promic
and were interviewed, 80 per cent had a falr idea of its
message.22 Further, shortly after the booklet's release,

they cited a 15 per cent increase in enrollment enlist-

nent. 22

2OBeverly Bowie, "The Comic Book Industry- 'We Can Do
Anything! Anything!'," The Reporter (May 15, 1951), 39

21"Army Changes Tactlcs By Using Comic Book To Plug
Cadet Course,"” Tucson Star (September 17, 1950).

22Bowie, loec. cit.

Z . .
2/"Army Defends Its Comic Books Used to Help in
Recrulting," Yaghingston Ster (Wovember 19, 19%0).
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Lt. Col. Robert D. Burhans, iInformation officer for an
Arny staff which sent out the R.0.T.C. promics, admitted
that fipghting in Korea and radio and television advertising
also had a lot to do with the enrollment climb. He added
that 99 per cent of the reports recelved on the promic

were favorable.

Indoctrination. The Army has enlisted promics to teach
its neophytes "Military Courtesy." The 20 page booklet
takes a recruit and his corporal through situations they
might face on and off duty. It tells them when to salute,
when not to, and how to deal courteously with everyone from
the ladies in the service club to the commanding general.24

In 1952 the Pentagon issued filve promics to teach G.T.
citizenship. They cost #30,000~ $6,000 for each of them.
Each one had a printing of 320,00 coples, enough to have
one for every ten persons in the Army, Navy, Air Force, and
Marines, including officers. The pamphlets include: (1)
"The Man Who Wouldn't Quit," (2) "Kerry Drake- Case of the
Sleeping City," (3) "Joe Palooka=- It's All in the Family,"
(4) "Strong for the People," and (5) "Steve Canyon's Secret
¥ission." The "Strong" (#4) promic, which is typlcal of

this group, points out:

2hgorinaw Tews (July 28, 1950).




Democracy can last only as long as the people's in-
terest 1n it lasts. Your job as a serviceman is to de-
fend democracy. Your Job as a citizen is to practice
it. One way to do that 1s to select your candidates and
vote for them. Voting 1s an important duty.

During World War II speclal Superman promics were uti-
lized by the lavy as supplementary readers in literacy
training classes. The pictures were the same as contained
in the regular edition, however, the grammar was improved.
The reader's retention and understanding were tested by
multiple-cholce questions at the end of each story.25

Harold Downes, English instructor at Lynn, Massachus-
etts Industrial High School, and Dr. Robert Thorndike, edu-
cational psychologist, found that some students, although
slow readers, enjoyed "comics." They prepared "Superman

Work Book" to teach reading skills. Its acceptance among

educators was such that it was used in 2,5000 classrooms.26

Military image via promic strips. There is a new '"sec-

ret weapon" at the Pentagon. The Alr Force has discovered
how to use Milt Caniff's 30 million readers to better their

" Uncle Sam

image. So great is the impact of "Steve Canyon,
assipned Major William J. Lookadco, public relatlions offi-

cer, to provide accurate background information for Caniff.

25rathan R. Abelson, "Comics Are A Serious Business,"
Advertising & Selling (Wew Zork: August, 1946), Part II, 86.

201114,
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By a not-so-strange coincildence, a lMajor Luke Adew,
an Alr Force public relations officer who looks and speaks
like Lookadoo, appeared in 1960 in Caniff's strips.

Thus, when the Elsenhower Administration went against
Alr Force wishes and reduced plans for developing the super-
sonic B~70 bomber, Colonel Steve Canyon spoke out against
the "damage to U.S. security" resulting from this move. )
Canyon's message was carried in 625 newspapers in the
United States and 1n 17 forelgn countries. 2!

Members of the Air Force are among Canyon's most ap-
preclative readers. It has been found that "Steve Canyon"
~ boosts ailrmen's morale, as well as reminding the general
citizenry of the service's important role in national de-
fense. A high-ranking Alr Force officer exclaimed: "VWhy,
Steven Canyon alone 1s the best single thing that ever hap-
pened to the Alr Force,"28

The Alr Force also finds a powerful public relations

H

tool in George Wunder's "Terry and The Pirates" and the
[l
Havy boasts "Buz Sawyer.'" The military hopes these strips

create an image that thelr men live exciting lives aimed at
worthwhile natlional security, hindered only by Comrunists
and Congressional economizers. Uanfortunately, the Army is

stuck with "Beetle Bailey" who pokes fun at G.I. life.

Tlouis Kraar, "Comics Crusagg," The Wall Street Jour-
1;°71 :

nal (Wew York: August 4, 1960), bid.



The public relations officers closely follow these
promic strips to avoid a "comic" strip disaster. For ex-
ample, conslider what happened when Roy Crane, arsist for
"Buz Bawyer," was contemplating withdrawing his character
from the ﬁavy because he ran short on ideas. The crisis
was met by Admiral E.B. Taylor, then Navy chief of infor-
mation, who requested ideas from officers all over the
wofld. Crane was peréuaded to visit the Pacific Fleet and
a barage of letters pleaded for Buz to remain in the Navy.
“The gist of all these letters was that my strip gave the
Navy prestige and made the public appreclate their work,"
reports Crane. "After all that, I had to leave Buz in the
Na.vy."29

In 1959 Crane was requested to write an anti-submarine
warfare story. The public relatibns officers gave Crane the
run of a ship. Crane was fearful of glving away military
secrets so he cleared hls notes and plot with officers of
Task Group Alfa. It was probably not coincidental that the
strip colncided with a Navy campalgn for additional funds
for anti-submarine warfare. Although no cause-and-effect
relatlonshlp can be proved, Congress did vote more money
for the Navy's anti-submarine warfare program. "Buz Sawyer
helps us recruit young people and it impbesses Congress~

men," a Navy officer declaims, 0

291044, 21144
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Creating Cood-wWill For The A.E.C.

The Atomic Energy Commission desired to impart a
clearer understanding of atomic energy. The now retired
Lieutenant General Leglie ER. Groves, former head of the
Manhattan Project which created the Tirst atom bomb, called
on pronmics as the communications tool.

"Dagwood Splite the Atom" was primarily concerned with

reassuring the fearful that atomic energy can be used for
peacetime purposes. Millions of coples have been distrib-
uted by the A.E.C., the Armed Forces, and newspapers. It
has been translated into Spanish, French, and Swedish.

The original twenty-four drawings were blown up to four
feet sguare each and are a permanent part of the Cak Ridge

Atomic Energy luseum. -1

Hegalth, Welfare, And Safety

Promics have been used by the United States Public
Health Service since 1946 to prod syphilis vietims into
taking medical treatment.BE Two of the many promics for
syphilis victims are "Little Willie" and "Doc Carter."
The Health Publications Institute (Raleigh) has published

several such promics tc helov reduce venerlsgl disease.

21 s
““Joseph W. Musial, "Comics As A Communication Form,"

atures Syndicate (New York: Sevptember 2, 1953), 2-3.

U. Campaisn Cn Syphilis To Cover 27 States," New
] rald Tribune (June 10, 1949); "VD May Not Be Funny,

r
(8
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"Trapped" was the title of a promic showing the cata-
strophic effects of narcotic addiction. It was prepared
by the Communlcation lMaterials Center of the Columbia Uni-
versity Press with the cooperation of the Committee on Har-
cotics of the Welfare Council of New York City.33

A "Blondie" promic was produced by Joseph W. Musial,
in collaboration with MNewion Bigelow, M.D., Commissioner of
the New York State Department of lMental Hygiene. lMusial,
who has done for promlcs whatl his name-sake has done for
baseball, comments:

Cartoon comics have earned and proved thelr accept-
ance as circulation bullders. As public relations tools
in the hands of busgﬁess and advertlising, they can prove
just as successful.”

The "Blondie" promic, drawn by Chic Young, consists
of four seperate stories dealing with mental health prin-
ciples. The titles are: SZcavegoat, Love Conquers All, Let's
Face It, and Cn Your Cwn. It was distributed through
schools, state agencles, at the New York State Falr, and

by mai1.35

but It's in the Comics," Advertising Age (Chicago: Cctober
14, 1046), 1.

23kaward J. Mowery, "Uncle Sam Pleads Before U.N. to
Stop Flow of Dove," lew York World Telegram (June 19, 1951).

-z - L]
J4Kus1a1, ov. gcit., 4.

3550seph . Musial, "Comic Books and PR," Public Re-
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Dr. Bigelow explaines why vpronics were chosen?
0 2 e

In utilizing this medium for educatlion, we hope to
reach the same public that is reached by comlcs in
meneral-zutting across all soclal and economic strata
and embraclng every age level. The universal appeal of
the comic book stems from its coclor, action and drama.
The dramatization of pood mental hygiene in ordinary
human relationships is particulary meaningful when the
characters_jnvolved are as familiar as our next door
neighbors.”®

The State Planning Committee for School and Community
Health Education in Chio, consisting of representatives
from the departments of Educatlon, Health, and Welfare,
conducted a pilot study to determine the promic's effect-
iveness.57 Schools were approached through the health co-~

ordinators and participation was entirely voluntary.

l.._ll

Those schocls which indicated an interest were provided

with the promices without charge, together with an expla-

nation of the purposes of the study and teachling guilde.
Fifteen schools tcok part in the study. They were

gmall citj, exenpted village, and rural schools, except

for two schools 1n metropollitan areas. The range of grades

studied was from grade five through grade twelve. The

total number of students participating was 29293, A majority

-~

lations Journal (New Yorks: November, 1951), 16.

ZR - . . “r
““"Bumsteads To Star In 3ook Dealing With Mental
Tealth," Frankfort (Kentucky) State Journal (September

21, 1950).

2T
2i"The Blondie Comic Book: A Teaching Aid in Mental
Health," The State Planing Committee for School and Com-
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Since then, the Clty of YNew York has come out with
"Prevent Brush Fires Protect Your Home" (1958), "Keep Your
Heme Safe From Fire" (1958), and "Los Peligros De...!
Fuegol" (1950). The total circulation for these three most
recent booklets has been nearly a million. Conies were
distributed at schools, places of worship, street corners,
grocery and hardware stores, and subway exits. Benjamin
Aaronson, assgistant chief of the New York Fire Devartment,
has not scientifically tested the booklets, but believes
they are definitely an effective public relations tocl.

The Wisconsin Conservation Department used "Wiscon-
sin's Forests" to gain youngster's and adult's understand-
ing of the forest resources of Wisconsin and the role they
play in making the Badger state important economically and
as a recreation area as well. The promic, chiefly distributed

through schoocls, urged reforestation and cropping on a sus-

o)
H.

tained yelld basis for conservation.4l
+f

The Veterans Administration used promice to tell its

5,000 hospital housekeepers how to keep a hosplital clean.

Four booklets about "Sweepy," "Mopvy," "Waxey," and "Dusty”

were employed. Housewlves who desgired government approved

ct

methods to do a cleaning job were offerred coples by the

4 . . . .
Hlys sconsin's Forests," Milwaukee Journal (May 20,

1951). "Mark Trail" was used for nature education with the
purpose cof creating interest in water resources. It was
produced by the United States Public Health Service.

t
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Government Printing Office.42

The Soclal Cecurity Administration has issued promics
to explalin the o0ld age vpension laws and the other benefits
it administers. In 1961 Johnstone and Cushing was busy
preparing a new one for them, "Three Who Came Back."

"Duck and Cover" wag issued by the Federal Civil De-

fense Administration. In 1950 state directors of Civil

Defense came out with "What To Do When Atom Bombs Fall."

Reports And Publicity

The Stéte of Louislana Department of Revenue have used
premics for its tax report to the citizenry. They were 16
page booklets on good guality paper which were produced by
Johnetone and Cushing. Loulslana has also used promics for
their "Second Annual Report of the Louisiana State Hospital
Board."

Wyoming's commerce and industry commission has intro-

" and "Wyoming Joe" for tourist promotion.

duced "Wyoming'
In "Yyoming Joe", an imaginary television character takes a
typical tourist family on a trip through Wyoming on his
maglc horse, Desert Dust. Inside the back cover 1s a cou-

pon to assist prospective tourists in sending for additional

literatume on Wyoming's attractions. Cn the back cover is

L
ey Hoepitals Use Comics To Teach Cleaning Skills,"
Jolumbus (Ohio) Citirzen (March 28, 1954).
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Wyoming'e state flag, bird, flower, tree, and seal, %3

Quincy, Massachusetts' Chamber of Commerce, newspaper,
and zchools were concerned about how little the citizenry
tnew about the historical tradition of the city. lMost
people seemed unaware that they were living in a city that
is the birthplace of two Presidents (John and John Quincy
Adams), the home of John Hancock, and the site of the United
States' first commercial railroad.

Dr. Paul Gossard, Quincy's Superintendent of Schools,
was & member of the Chamber of Commerce Publicity Committee.
Cbserving the interest of children in "comic" books, he de-
vised the 1dea of Quincy promlc. Following research,
composition of dilalogue, and drawings, the sponsors were
concerned about financing the project. They 4id not want
to sell advertising because they deslired a non-commercial
teaching ald that bould be used 1in Quincy schools.

G. Prescott Low, publisher of the Quincy Patriot Led-

ger, learned about the promic and offered to print it free
and distribute 1t to his 30,000 readers as an 1llth-anni-
vercsary supplement to the paper. He alsc agreed to run off
%,000 extra coples for the schools.

The promic was not only an educational tool, but a

47
"Wew Comic Rook Take Tourists On W

voming Trip,"
Chevenns (Wyoming) Eagle (February 17, 1954).



public relations tool as well. Quincy received favorable

publicity in national magazines and newspapers.44

Political Campai=mns

Malcom W. Ater, the father of poclitical promics, says

that at one time his company had a record of 10 victories

Julien J. Preoskauer, former President of 'm. C. Popper &
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Co., claimed that of the twenty-one candidates using promics

in 1950, only three were defeated.46 Cf course it is im=-
the campailgns. Perhaps candidates believe that if they are
picbured in a2 promic they will be dramatized as a hero com-
parable to Superman or Captain M¥arvel.

In the 1945 New York campaign for mayor, two of the
three candidates took thelr story to the citizens via pron-
ics. Promics were used to elect the then Brigadler General
7illiam O'Dwyer New York's Mayor. However, the use of
political vpromice on a major scale began in 1948 when Mal-

colm W. Ater, who used to work for Pictorial Media (then

4A”.[’heodor-e N. Cook, "Quinecy Schools Adopt Cartoon
Methods to Popularize City's History,"

The Chrigstian Scilence

Vonitor (Boston: March 26, 1948), 9.

45
46Julien J. Proskauer, "The Idea That Led To Millions
1t

In Sajes," Wm. C. Pooper & Co. (New York: n.d.).

Letter from Ater to the author (November 29, 1960).



deneral Conmice), was commissioned by the Democratic Natlon-

al Committee to tell "The Story of Harry 5. Truman. "47

4

"The Story of Harry S. Truman" began with the announce-

ment of President Roosevelt's death, flashed back to Tru-

man's bovhood on a lMissouri farm, brought him through his

senatorial career, and called attention to highlights of his

administration. Three million coples were issued and state
committees asked for more.48 Before the election, The New
Lork Mirror poked fun of it.49 However, after he won,

John Redding, director of publicity for the Democratic Hat-

onzl Committee, commented: "The four-color picture story

}_Jo

booklet produced for us by Commercial Comics, Inc., proved
o most effective promotion piece during our... campaign. "0
The Truman promic was translated into Spanish and ap-
proximately 1.5 million copiles were distributed in Central
and South America.
When Republican Senator Jaceob K. Javitis was seeking
election for YNew York Zongressman in 194£, his represent-

atives called on Brevity, Inc. (New York) for 250,000

i3
“Tiary MeGrory, "The Comic Book Hag
Tashingston Star (October 17, 1950). 40

4o .
“Jeorge Dixon, "Washington Scene," New York Mirror

(October 11, 1048).

50

Entered Politics,"
D

t
Ibigd.

"Comics, No Matter How Critics Rate Them, Apparently

Helped Truman and Javite," Printers' Ink (New York: November

19 £ 19""!‘8‘) .
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copies of "Zlant For A Day,! tracing hils career and accomp-

'Y

lighments. In 1948 Javite again turned to promics with

Lo

"The Giant Returns'" and althoush he was twice successful,

.

the promice'affect is indeterninable. o+

The United Labor Leasue of Chilo vainly attempted to

b

bocet Ztate Auditor Joe Ferpguson to Senator by prcducing 1

million coples of "The Robert Alvhenso Taft Story." The

yromic, which waes produced by Zlliot Caplin, brother of Al

Capp, depicted Taft as a vicious enemy of labor, the pawn

of a bloated, cigar-chomping reactionary called J. Phineas
Yoneybarss. Taft uced his own promice, "Sefore and After,

ur

argely distributed by the N.ALM,, and he von by nearly
=
121f of 2 million votes.-?
ki - - e = = - - o S 3
Zetween 19242 and 1952, Ater's Commercisl Ceomics, dec-

nite ite nare, turned out 20 nolitical pronics, totaling

14 million coplen. Ater believes that thece booklets are

~yn S al n T - » s .. o L3 s x -
noet effective when they explain and affirm- not denounce

and tear down. He thinks that a maejor value for Democratic

{2
o

candidates--who do not always enjoy newspaper support--is

that they give them a chance 1o present thelr story to the

peonle.

AN

Lawel Campalzn Comic Books To Flood
Island City Star Journal (Septenber 25,

- N

ation Soon," Lonp
1552).
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There 1s more than an inkling oi truth in Ater's state-
ment that Am ca's newspavers are pro-Republican. Two pro-
Tessors alt Boston University's School of Public Relations
and Communicatlons discovered that 67 per cent of the na-
tion's daily newspavers, with 30 ver cent of the total cir-

culation, support the Republican candidates.””

Louis P. Birk wrote an article for,Printers' Ink on

Jsed In Adveriising and Public Re-

-

lations.,” He mentioned the use of political promics and

ghortly thereafter a letter to the editor apveared from

.4 Yol

Roy FParmenter, industirial and public relations division of

......... “

- - 54 e .
ack, Sivalls & Bryson (Kansas City).”” Parmenter sald

‘

J primaries in

3. -

that about a weelr before the Auzust 3, 1S4

Kansas City, his firm was consulted about procducing a prom-

- Y

ic to helv elect Dwight II, ZBmith, Jr., Hepublican nominee

for Sherlff of Jackson County. Fifty thousand were thrown

o

thhe election. The

door to door during the few days belore

()

day after the electlion the Zansas ity Btar celled Zmilth's

upset of the primary. He recelved more

votes than all his onponents combined. "Electlon nisht

M 7. Klein and 1. Maccoby, "A Study in Newspaper
Cbhbjectivity in the 1952 Campaipn, h Jouraallum guarterlsy,
Vol. 71, No. 3 (Suwmer, 1954), 2&5—29@.

9430y Parmenter, "More FProof of CZomics' Power," Prin-
ters' Ink (Eew York: August 27, 1960), 20.
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when Bmlth saw that the trend was definitely toward him, he
called us and said that without a doubt he owed his nomi-

nation to the comic we nad designed,’ wrote Parnmenter.>?
However, even the political pronmlc producers sadly

admnit that promics don't work every time. In Los Angeles,

Zele Zekley and Morrls Schrelbman teamea up to produce po-

litical promics. They produced three guarters of a million
coples Tor "Jimmy" Roosevelt and for Helen &. Douglas (can-

paisn for Zenator). Both candidates were defeated.96

250,000 worth of promics

In 1952 they produced over
for politics. Among the candldates were Democrat Clinton
HeKinnon and Republicen William Enowland in Califcrnia's
senatorial anwalgﬂ.ET

1

John D, Hillery used "The Hillery Story" in the mayor-
alty camvalgn in Buffalo in 1849 he 250,000 pamphletls
presented highlights of hls 1life and plans for the city il
elected mayor.5 In Few kngland, the Bulld Boston Committee
told "The Story of James llchael Curley," Mavor of Boston.
The Connecticut State Democratic Commititee publicized Ben=-

ton and Bowles with promics.

g g
““Ibid.
56“(1 ~ s [l . m n in
Can Cartoons Swing he Vo§§¢ Fortnight (Los
Anpgeles: February 1%, 1952), 9. Ibigd.
58Miey Str exy Adopted By iillery Camo," Buf

0
3k

Jourier-Eynress (October =0, 1046)
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Fisenhower and Nixon used promice in the 1952 elec-
tion. The Democratic Haticnal Committee ordered 3 million
nromics for Htevenson. The Republican Natlonal Comnmittee
used 2 million coples of "From Yalta to Korea" and 1 mil-
lion copies of "What A Republican Coungress Will Do For
vou."?? The 19U canaicates who used these promic mag-
azines included: Farris Bryant (1,190,000), governor of
Florida; John Patterson (£00,000), candidate Tor gover-
norship of Alebama; and Paul H. Douglas, senator of Illinois.

When one inspects the number of Democratic candi-

dates who have utilized promics, in comparison to the com=-
paritively few Republicans, the only conclusion is that the
Democrats have made far greater use of the medium. The
Democratde ational Committee neglected to answer this
author's two pleas for completed guestionnalires about their
utilization and success with promics. This is unfortunate
‘since perhaps they could have made a valuable contribution

60

to this study.

a PR .

SSJames Ii. Haswell, "Campalgn Comic Boocks To Flood
faﬁi?n Soon," Long Island City Star Journal (September 25,
1952).

6OAtnghas boosted the following Democrats: Governor
sid MeMath (Arkansas), Governor Robert B. Meyner (New Jer-
sey), Governor J. Millard Tawes (Maryland), Governor Farris
Bryant (Florida), Senator Wayne Morse (Oregon), and Senator
Harrison A. Williams, Jr. (New Jersey). Ater has produced
promics for Republican Senators Everett Dirksen (Illinois)

and Harry Cain (Washington).



Political promics have not been limited to the cont-
lnental United States. Elpldlo Quirino, who was elected
President of the Phillippines in 1949, had promics printed
in EZnglish plus four native languages- Tagalog, Cebuano,

61

Illocono, and Illongo.

In England, the Socialist Party used promics in 19850

Lo

to illustrate thelr platform and present their candi-
dates.ég The Conservatives put out their first political
promic in 1959, "Form." Cver 1.5 million copies were dis-
tributed. It was largely used to extol Prime Minister
millan.63 The 12 papge promlc closely resembles American

cartoon bilogravhies in telling the good they have done.

The Conservatives didn't call it a "comic"- but "illus~-
trated propaganda.” A Conservative spokesman added, "I'm
rather afraid though, that every one will call it a comic.

.
ns
Pity."="

Clngiection Race In Pnillippines U.S.-Tinged," Wash-
incton Post (Cctober 30, 1949).

62The all Street Journal (Ilew York: December 13,
1950).

=
-~

Richard C. Wald, "Tories Issue 'Comic Book' For
Election,” New York Herald Tribute (August 27, 1952).

41p14.
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IT. TRADE AND PROFESSIONAL ASSCCIATIONS
Uses of promics for trade and vrofessional associa-
tions range from The Unlited Ztates Lawn Tennis Association,

4
i

who degs

}.Jo
i}

¢

red to increase varticipation in the sport, ito the

o3

o
i}

o]

National Dunking A ciation, who turned out adventure

. , . . &0
promics with doughnut-using ideas for parties.®?

Product Information

A 1€ page promic entitled "The Story of Grain fronm
™

Farm to You" was distributed in 1954 by the lebraska Crain

Improvement Assoclation and the Omaha Crain Exchange. It

explains how graln i1s marketed, bought, and sold. The HN.G.

I.4, secretary said that it was primarily intended for

children and teen=-agers, but anOmaha newspaper exclaimed:
£6

"He's zoing to be survrised at the adult readership.”
Maine's Sardine Council told the story of Maine'"s 420

1illion sardine industry in 1960. "Ricky and Debbie in

=

Sardineland"” takes the youngsters on a tour of the fishing
crounds and canneries, as well as looking into the pnast and
future of the industry. Ricky and Debble meet football's

"

Alex Vebster, basketball's Dolf Schayes, and baseball's

ﬁﬂ: ) ] b 3 + 3
““For information about promics sponsored by com=-

mercial trade and professional assoclations, see pp. 69=-79.

66ugomic Tells Grain Story," Omaha Yorld-Herald
(July 15, 1954).




Whitey Ford, all sardine 1overs.67 It was distributed by
gechools and supernarkets.

The National Cotton Council (liemphis) had Jounstone
and Cushing produce "The Story of Cotton." It tells of the

higt
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is produced, and cotton's uses.

In 185

WO
'U

lee were distributed throush gramnmar schools
and high schools. Ford L. Boyd, of the Council's sales
promotlion department, believes that promice, with its
word-plcture message, provide a better understanding than
conventional literature. He evaluated the Council's pronic
as being very eifective.

"'w

lan-lade Miracle," produced by the American Viscose

Corvoration (New York), is the story of rayon. About 1.5
million coples were distributed to sewling classes, sewlng
machine retallers, and others interested in the develop-
ment of this man-made fiber.

The Bituminous Coal Institute, trade group for the

industry, circulated 20,000 coples of True Jomics, contain-

ing a € page promic about coal mining. "Black Magic"
covers the origin of coal, mining procedures, and cocal

Ly 2 Q
uses. They were glven to retallers and cus tomers.cv

3 .
Vol'domic Propagands,” Iew York Herald Tribune (July
&. 1049)
3 TV .
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Cne of the mest attractive and informative promics
to date was publiched by Johnstone and Cushing for Hill and
Inowlton, (¥Wew York), famous public relations counselors
who revresent the American Iron & Steel Institute. Steel,
released in 1948, has undergone five revrintings totalli:

1 million coples to keeo 1t up to date.V €9 General lMotors
ordered an additional 325,000 for its infermation rack
gservice for mplo*ees.

"Steel" explains the industry to "Jimmy," who has
been agsigned & school report on the subject. It was edlit-
ed by Professoreg Frank Kolars of Hunter College and Harvey
Zoroough of Mew York University. Coples were circulated to
employees in the plant community and to schools. A.I.Z.

I.'s D.R. James says the booklet has been a very effective

Health, Welfare, And Safety

The Denver Chiropractic Socilety and the Colorado
Chiroonractic Assoclatlon gponsored a correct posture pro-
sram. "Billy 2ilt Vesterner" was used to help children
rerenber the reagons for correct posture practices. Coples

were dlstributed througn doctors,

-
50 . \ e s .
Crred Sanohagrln, "Comic Joo%o,' advertising Degulre-
o)
nents (Chicago: February, 1961), 38.




The lMassachuseits Laundryowners Assoclation (DBoston)
had 200 laundry owners distribute a promic on behalf of the
; ,

Children's Iledical Center Drive. "The Child You Bave lay
Be Your Owa!" has Li'l Abner and Dalsy lMae on the back
cover. In 1949 the laundry owners included the pamphlet
in all customér packages.7o

The country's top newspaper/"comic” strip artists

-

were used by the Natlonel Automobile Dealers Assoclation
and The Chio Automoblle Dealers Assoclation to produce a

vromic devoted to traffic safety. "It's Fun to Stay Alive"

was distributed to 1.6 million teen-agers and adults.rl

Automotive News praised the booklet: "(the promic) will go

far in a public relations vrogram for Chio auto and truck

dealers, and much ¢avoiab10 publiclity 1s expected when the

[h®]

\ o 7
omlc book is made public."!

Economic and Political Education

"Inflation Is Your Fight!" was published by the Nat-
ional Association of Manufacturers (lew York) for workers

and nlg :h schocl children.’? It nsokes a plea Tor a national

TOngq aundrymen Aid In Medicel Center Drive," Boston
Traveler (I rarch 29, 1949).

lortnington (Minnesota) Globe (July 13, 1948).

i 72"zafety Comlc Book Offered By Ohio Dealers
Automotive Hews (Detroit: June 208, 1948).

T2Denny Gr swold, Public Relations News (Iew York:

i
April 2, 1,,1), 1.

-



sales tax on everything but food and rent. Zach order was

: . 74 N r
r's discussion guide.f‘ The N.A.M.'s

3
)

accompanied by a teacl
first promic, "Fight for Freedom," takes the reader through
world history with the theme: "The price of liberty is eter-
nal vigilance." The 800,000 covies promcte free enterprise,
honest work, and self respect as opvosed 1o a welfare state.
In 1950 the MN.A.lM. released "Watch Cut for 3Big Talk"
and three 4 paze promics eatitled: "Startling Facts About

“Dictatorship," "Startling Facts About Production and Prog

':)—-
ress, " and "Startling Facts About Research and Invention."
. . . il
Circulation for the 1950 books was 3 million.'~
"Jateh Out For 3Big Talk" shows how people make big
promises which are worth nothing- "magic formulae" for
prosperlity for the masses. Then 1t depicts how the United
States has become great only through the honest hard work
and.devotion of various veovle 1n many filelds of 1life. At
the end it sume up: "A good American will always watch out

= talk; Keep Informed on lssues of the dayj Reglster

] ¥

F4e

for b
and vote thoughtfully; CGuard his freedoms and the freedoms

of others."

(iiles Melfiillin, "WAII Propaganda To Schools Pleads
Tor National Sales Tax," Madison (Wisconsin) Capital Times
(February 12, 1952); Comics In Fight Against Inflation,"”

Modern Industry (Wew York: August 15, 1951).

5 . Perer s -
"5®tna . Kelley, "Look Who's Buying Comics Now!"
'

Part II, Bales Management (Wew York: March 1, 1951), 72.
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Of the IT.A.l.'s seven "best sellers," five have been
vromlcs. Thomas . Welff, director of N.A.M.'s literature
department, reports:

On the basis of this record, and judging from the
many letters that have been received, INAM 1s convinced
that when comic books maintain dignity and good taste
in art and text, they will be welcomed as educational
alds by teachers and parents w}ike, and moreover will
be read and enjoyed by adults.

Cne of the most ambitious efforts with economic
promlcs has been sponsored by the Institute of Fiscal and
Folitical Education. A longz series of promics was adopted
in which leading legislators discussed issues of the 1950's.

Republicans and Democrats alternated as interviewees Sen=-

to

k3
(@}
o
[uy

@

n discussed the Taft-Hartley Law; Senator Taft

o)
}..JO

scussed the Constitution; Senator Capeheart, "Selling

w
3]

America'; Senator Byrd, economy; Senator lMaybank, infla-

-

tion; Senator Hennlings, flood control; and 3Jenator Kefauver,
the basketball scandal. The pronics were intended for em-
7‘7
ployees of corporations.'!
The Industrial Information Institute (Youngstown) has
over 100 members, representing large and small business,

both industrial and commercial. "You Hit The Jackpot" was

produced by Pictoriel lledla for the I.I.I. for distribution

76 s
Ibid.

‘r"”eacunrw By Comic Technique," Nation's Business
(7rashinctons: August, 1952).
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in schools and for employees of member companies. It says:
Te Americans-working togsether- produce more, earn
more, buy more, have more than all the rest of the
world put together. And we'll keep on "Hitting the
Jackpot" as long as we pr;gerve the basic idea which
has made it 21l v»ossible. '™
lumerous other groups have produced eccnomic edu-
catlion promics. The 3mall Business Economic Foundation
(Chicago) used "The Dollar Dilemma" to illustrate that pro-
duction, not scarcity, 1s the key to vprosperity. Copies
were distributed free throupgh businesses, libraries, and
clube. The National Research Bureau (Chicago) published
"America Under Socialism." It shows how a socialist
merica would affect individual citizens and democratic
nrocesses. A half nillion copies were dilstributed through
industrial plants.
The Public Affairs Comnittee (New York) released "Out
Cf The Past, A Clue To The Future." This promic shows how
the development of our civilization and national prosperity
ig linked with free international trade and friendly inter-
national relations. The York and Unity Group (Trenton)
circulated a half million copies of "The Plot To Steal "Mac
World," which contrasts communism with democracy. Sample

coples Dbrought enthusiastlc response from manufacturers.

O - ——
79%.3. Collins, "PR In Progress: How To Reach Future
es Today," Printers' Ink (Few York: June 1, 1951),

O
(@]




The voice of labor has also been heard through pro-
nic characters., The Congress of Industrial Organizations
(Washington) used "The Bible an The Working Lan" as a jus=-
tification for the organlzed labor movement from religious
doctrine. The C.I.C.'s Hational Labor Zervice published
"Joe Worker and The Story of Labor.h This 48 page booklet
discusses the vposition of the individuval worker in different
perlods of American history. It has been an effective pub-
lic relationeg device according to Stuart Brock of the
A FP.L.-C.I.C. education department.

Cne of the most controversial bits of promic pro-
paganda came from the Catechetical Guild (St. Paul), a

sroup publishing religious teaching aids. "Is This Tomorrow)
published in 1947, was 2 warning of how Communists might
celze control of the United States.

I 1

“Tord about Father Louis A. Gales’ promic war on com-

munlsnm . got to the Daily ¥orker. A lenghly article screamed

that "Is This Tomorrow" incites violence and anti-Cemitism.
They said it was Wall Street financed and that 1t was anti-
communist.’9 Guild headguarters admitted only the last
2llemation. It is unfortunate, but the promic was banned

in Detroit and there was a demand for a ban in Boston be-

T9vgsonsor of Hitlerite Comics Had Long Ant%—Labor
Carecr," Dally Worker (New York: November L, 1947), 3.
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cause "the pilctures are devoted to scenes of violence and
crime." 1In Boston, a mother who believed her 12 year old
son had purchased communistic-inspired literature was
agsured by Captain Louls DiSessa that in reality it was
strongly anti—communistic.ao

By mid-1%948, 2.5 million copies had been sold,
chiefly to parochial Schools.81 Father Paul Bussard,

editor of The Catholic Digest, was a strong supporter of

the promic war on communism. He ran reprints of it in
three isesues of his magazine.

At 1oa t eight other promics were released by the
Catechetical Cuild, largely dealing with religlious
topics.82 Their "Life of Christ" booklet was translated
into French, Spanish, Chinese, Korean, Japanese, Portuguese,
and Ukranian. Father Gales says that more than half of a
million coples of this promic--which he classifies as "very
effective''~--has been distributed.

In 1960 Father Gales again set out on a promic canm-
palsn td expose the Comnunist drive to rule the world. IHis

latest anti-Communist promic 1s entitled "The Red Iceberg."

2

).

o .
“lpauvard A, Herrisan, "Is This Tomorrow," The
Catholic Digest (July, 1948), 94, ==

SCrooston Tost (April 20, 104¢

<
Serpor. Harvey Zorbaugh reports that 2,000 Sunday !
school children have studied "picture Storles of the ZBible.



He currently advertlses 1t along with reprints of the

Daily Worker sluring "Is This America" and also a quote is

ontained by Premier Fiklta Xhruschchev. TFather Gales
maintains that Thruschev's dictum ("If the bourgeolsie
speak badly about you, you are doing good things. That is
a zood barocmeter! ) apnlies equally well to those who

83

cpwvose Communicm.

.

‘nen, for example, the Communist Dailv Worker feels
called upon to viciously react, then we may be pretty
sure that the subject of the Journul'u 1QV@g21ve hag
hit the Communists where it hurts the most.®
It ic this author'sc ovinlon that Father Cales
are far from aan attack upon the serenity of children- they
are not anti-labor nor anti-Senetlc., The promics are an
effective means to cause the casual reader to think about
the menace of Communism. They are effective because of the
powerful messace and because the averare citizen (vwho sel-

dom reads the editorizl vpage) can readily be reached by

O

Ty S AN
this mediun.

IMirdta Since Praise To Cuba Newsmen,'" St., Paul
Sunday Ploneer Press (October 27, 1940).

8
““Letter from Father Zales to the author, January
19, 1961.



III. PHILANTERCPY AND VELFARE

Health And VWelfare

Promice are being used to inform relatives of mentaly
deficient patlents about mental hospitals. The MNational
llental Health Foundation (Philadelphia) put out about 90,000

promice which were so0ld to mental hospitals and state mental

el
[ g

slene departments throughout the country. The promic

DJ
Q_A

o

illustrates the psychiatric "team" in a hospital, including
the psychiatrist, soclal worker, and ward attendent. It
explains why hospitals don't encourage visiting at certain
phases of treatment and discusses hospital therapies used.
Alex Sareyan, director of the special services
section, explained why »promics were used:
e felt that there was no adeguate literature that
the nmental hos 01tals could use to give to rclutives in
cimple form a better understanding of the hospital's
functlonn and how t%gv could help the hoe pital to do a
o more effective job.“~
The Americen Cancer Zociety (New York) wanted liter-
ature to introduce the subject of cancer to adults. In
1945 they released 500,000 covies of "Dr. Iraud Confesses.
v 2 ’ L
The theme is an attack on cancer quacks and quackery. The
4 1t

reader is warned against the so-called "doctors" who not

only take his money but delay a vislt to a reputable doctor,

Qs
Y2Lucy Freeman, 'wental Hospital
Yo

[

s
rk Times (Aucust 24, 1950), 25.

m Y “r
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verhavs untll it 1s too late. The basic facts of cancer

are polnted-up throughout in a series of dramtic illus-

trations. "Go to a real doctor, go early," is the emphatic
25

final nesseage.”

The promic was not intended for children, nor general
malling or handout distribution. The Cancer Society's 61
state and local divisions placed copies where adults could

. 87
take 1t or leave 1t as they pleased."!

Stories about how intoxicating liquor disrupts family
hapoiness and causes crime was brought out in "Unkept Prom-

" a promic almed to apveal to young peovle and oldsiers.

ise,
Thousands of coples were distributed by the Woman's Chris-
tlian Temperance Union, the National Temperance lovement,
the Legion of Truth, and other dry forces grouvs.

The readership anpeal of comice 1s phenomenal, advo-
cates of the booklet point out in explaining why they
resorted to this comic book format. They hold no brief
for comlc books, they state, but point out that accord-
ing to statlistics, 91 out of everyglOO boys and girls be-
tween 6 and 17 read them regulary.©

o]

5 - - .
©Vs gartoon Dook For CJancer Education," American
Sancer Socilety (New York: January, 1949).

I} - . -
STsuch places included VI and MYCA lobbies and read-

ing rooms; labor union recreation and reading rooms; men's
and women's service club lounges; industrial plant and busi-
ness house recreation and rest rooms; hosvital and clinic
walting rocoms; and other organizations that maintain recre-
ational rooms, lounges, readlng rooms or "corners'" where
literature is plcked up by casual readers,

joye] . ~ .
“CCrace Miller, "Comic Book Hits 'Appeal' of Ligquor,"
The Christian Sclence Monitor (Boston: February %, 1950).
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In 3t. Louis, 450,000 promics entitled "The Case of
Cne 'Bad Boy'" were circulated in a Community Chest drive.
The 8 page leaflet was circulated by business firms to
thelr employees; by public, private, and parochial schools;
and by motlion nilcture theatres.S® Red Feather Services
also published a Donald Duck pronic telling how theilr socilal
agencles perform varied services for their communities.
The United JewishAppeal used "Your Telfare Fund Gift" for
gimilar purposes.

The Fational Tuberculosic Agsocliatlion published 3

promlcs which were prevared by Plctorial Iedia. A4 total

of £.9 million coples have been distributed to date, accord-
inz to Edward Slerks, supervisor of educational and public
relations materlals. The booklets, containing facts on

T.B. and urging x-rays were dilstributed through local T.B3.

associations, meetings, and reading racks. The Organiza-

tion for Public Iealth have also issued promics,.

J

Resular customers of Johnstone and Cushing, promic
publishing firm, are the Boy and Girl Scouts of America.
The Bor Scouts have distributed several promics such as

"Soy 3cout Adventure" to solicilt membership. The Girl

Scouts published "Daisy Low" to tell the story of Jullette

Q . -
S9taomic Book To Aid Community Chest," St. Louls
Post-Dicpateh (November 9, 1950).
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Gordon Low, founder of the Girl EScouts.

T

The tional Zafety Cocuncll and Fawcett Publications

-

produced "Captain Marvel and the Liecutenants of Safety."

Centaln Marvel teaches accldent prevention. The MNational

o

Safety Councll has also used Dagwood, the Xatzenjamer Kids,

Jigse and agrle, and the Little Xing to teach zafety.
When J.C. Penny Company issued "Stop and Go, The Safe-

ty Twins," Med H. Dearborn, president of the National Safe-
v Council, remarked: "Certainly children can be reached

Sy 4 ) 4w
with szafety n

fye

gssares betlter throuznh a pleazzant, palatable

medium such as your book than by ponderous, stuffy pro-

o

nouncements oa safety.”

Tire Prevention

-

The INational Fire Protection Assoclation (3oston)
released "Fire" to teach fire prevention. They sell copies
to fire devpartment and schools. Cne larme cornoration

the promic for reader-rack dig=-

e

ordered 125,000 coples o

-

s , . Q
tribution to employees and their famllies./o It wvas a prom-

ic which was thelr first publication to go over the million

mark. N.T.P.A. featured "Smokzey Stover" in two other fire

gsafety »romices, Distribution of the Tirst one exceeded

c Dock Stresses Inportance of Fire Zafety
in Home, Business, ﬁaslv111e Janner (W vember 3, 1950);
United States Review (Philadelvphia: July 17, 1954)
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In addition to releasing at least € promics, H.T7.P.A.
also produced cartoon brochures throush the Chenning L.

4
N4

®

> Company (Greenfield, Massachusetts). Bete has pub-

Be
lished over Tourty "scrivtogravhic" booklets. "Scripto-
sraphy" is a word they invented to describe thelr usge of

ey words and 1llustrations (cartoons) int temrated into

"t

vigual unite. The "seriptogravihy" people usually leave the

ears off thelr cartoon characteres with a philesophy of not

. o]
distracting the readers oL

;,.!-

The American Forectry Association (Vashington) used
Smokey, the Forest Fire Preventing Bear, in "Forest Fire"
It telle the story of our forests, thelr importance, and
how to =ztop thelr destructlion. "Smoke

promics were

rade gcheol children in 94 Virginia counties

The Fetional Roard of Fire Underwriters (Ilew York)

.

neecded o coumunication tool to help teach fire prevention.
They declied on o promic, “hat Do You Inow About Tire."
F.Wwe Vestervelt, assistant secretary, says tnal ls organ-

ization has Tound 1t to be effective in teachinz fire pre-

ventlon to chilldren.

3 .
’lLetter from Alfred Dray to author, Decewmber 1, 194C.

92 - . ™4 ,
"Important Job for 'Emokey'," Richmond Times Dispatch

(IZaren 31, 1951).




Drotherhood

e Fational Conference of Christian and Jews (Mew
vork) distributed The Fublic Affairs promic, "The Races of
vonlzind. " It had a distributlion of 18 million coples. The
Tnited Jations Councll of Philadelphia, in another effort
+o chow that we are 211 created equal, circulated "There
Ave o Master Racesl!' It was wased on o pamphlet, "The

Roces of Haxkind" by leading anthropolocists Ruth Benedlct

'y

reju

2

and Cene ellfish. Another attempt to reduce ice was

L
o]

&

1

N

"spout People,” published by the Anti-Defamation League of

+he 3B'nal Brith.

ke T L H SRR B | Yoy 1y g RN £
The Eant-lWest Ascoclation crepared 'Jonnay Iveryman,

who strives to promote snter-racial understanding and tol-
erance. The Luthera orld Council has promoted peace and
nelpfulness to other nations through promics.

tood advice on brothernood 1s found in '"comic" bocks-

1
a page or it a nontn in 10 nillilon copies.gﬁ netional

omlics Publicatlions approached the Tational Soclal Velfare

Asseubly, o coordinating and planning body for €9 natlonal

social welfare apencles, with an offer of a page a month in

i |

ste 20 "comic" books. Starting in 1058, "comic" readers

necame barraged with notlons abhout cafety, international

amity, and brotherhood. Reader

4]

attitudes and oonlnions

v ey T e s 2 ey 1 O o P N
ama Sarrizon, Comlce Cn Srusade,

Times Mazazine (ovember 1, 1050), G65-71.

The 1ew .Ork
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nave been tested on gquiz pages called "Z.3.'s" (Brother-

] o}

hood Tuotiente).

Qeadershin surveys iIndicate that 51 ner cent remember
L PN PR e SR < . " oy 2 {5 ST RS N s .
thege vnages, and furiner, the 'conics’ with a consclence

are effective 1n persuasion. Teen-agers at a Yorkville
youth center were ouizzed on "'Binky Says: Velcome Amigol"-
& strin in whilch 2 teen-age “conic he“o moralizes about a
Yexican immigrant.

Then new nelshbors come tc town meke them welcome

and yvou'll find wou can learn from each other and all be
3 - . 5 S oL L, .

amizos together,'" concludes Binky.” Forty younssters

wvere glven four cquestlions and turned u» with largely symp-

athetic ansvers:

=r

You should nake friends- Inow matiter what color or

cread."

1

"It doesn't matter what lingo you

;._\r

xeak, so long you
no how to make friends and keep them."

Reprints of the pages, from 20,000 to 200,000 copie

2 month, are distributed widely by soclal agencles and

&

that they stinmulate cla dis-




SUMIMARY AWD CCECLUSICLS

Promice--narrative sequence in cartoons to build good

7111 or understanding--will be filrst analyzed on the basis
of three criteria for desirable written communications. In
evaluating the effectiveness of a written communications

it is advisable to ask: (1) Is it

(3)

tocl, the author feels

read? (2) Is it understood and remembered? Does it
influence peoples' opinions and attitudes?

Secondly, the author will briefly examine the teclni-
cal production of promics, including the cost factors.
Finally, the ouestlon of further research in this area will

be discussed.

I.
This towic
matlion contained
which

tionnaires

the author's own

Are Promics Read?

HCYW EFFECTIVEZ ARE PRCMICS?

willl be discussed on the basis of infor-
in preceeding chapters, analysis of ques-
were completed by 36 users of prcmics, and

oninions.

Companies and orgenizations who lhave used promics were

asked: "Do you believe that readership is higher with comics

than for any other written material?"

Cf the 36 question-
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naires returned to the author, 20 respondents said yes or
zgave & quallfied yes;l only 1 said no.°

There can be no doubt that the "comic" format gets
nigh readershiv. Nearly everyvody reads and enjoys the
"comics." Sex, education, and economic and marital status
apvear to exert very llittle influence on readership.3 Most
readership studies 1ndicate that 90 per cent of our children
are regular readers of "comic” books; 80 per cent of adults
read "comic" z—:’oruips.""r The University of California's Bureau
of Public Administration has evidence indicating that 1 bil-
lion "comic" books are annualy published in the United States.
Readers spend over 100 million for "comic" books a year-:
four times the total spent for books by all United States

public libraries.>

lpyelve said "with certain groups," "with children,"”

"if prepared well," etc.
25ee Table III (Apvendix B).

BMarya Vannes, "Comics," The Encylopedia Americana
(New Yorks: 1958), VII, 361; Edward J. Robinson and David IN.
“Thite, "An Exploratory Study of the Attitudes of More Highly
Educated People Toward the Comic Strips," CRC Report #1,
Communications Research Center, Boston University, School
of Public Relations and Communications (1960).

4Joseph W. Musial, "Comic Art: An Occupation, Infor-
metion and Career Guide," National Cartoonists Soclety (Wew
York: n.d.), 1.

SFrancis K. Smith, "Comic Books: Why They Can Be A Key
Public Relations Medium," Printers' Ink (New York: February

24, 1956), 97.
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Callup and Roper have not studied promic readership
(as they have "comies") but industrial and research organ-
lzations have provided some evidence pointing to high promic
readership, too. General Electric, Marquette Cement Manu-
facturing Company, and Benls Bag Company surveys of their
employee relations promics indicate that employees enjoyed
them and read them.6 The Melville Shoe Company has turned
up similar evidence in a survey of thelr customers.’

It should be borne in mind that booklets compete for
the reader's time and attention with many publications, in-
cluding newspapers and magazines. Few people pick up a
booklet they don't have tc read and read it. Promics have
a connotation of belng entertaining and simple, hence, they
are popular. Professor Albert J. Sullivan, Boston Univer-
sitf's School of Public Relations and Communications, says:

There 1s one type of boocklet, especially, where cartoon
treatment is almost a must:iin employees' booklets, man-
uals, handbocke. The reason? Such booklets, handled
straight, seldom get the reading they deserve. But clever
cartoons, backing up easy-to-understand copy, can invite

readership; employees absorb the material almost before
they realize they've read 1t.“

6See section in Chapter II dealing with "Employee

Relations," pp. 6-12.

Tsee pp. 50-52

8a1vert J. Sullivan, "Company Literature," Handbook of
Public Relations, Howard Stephenson, editor (New York:
YeGraw=-Hill Book Company, 1960), 255.




Do Readers Understand And Remember?

David Dressler, a social worker, penologist,land edu-
cator, had a series of five articles published in the lew
York Post on the evils of "Comic Books" in 1952. This was
before the Comics Magazine Association of America adopted a
self-regulatory program to clean its house of literature
which were objectionable for youth. In the last of the
articles Dressler concludes: "Comic books would't be so
bad if they weren't so good. They are a powerful medium
of communication because everybody understands them."9

The public relations man should remember that it is
his responsibility to be understood~ not the reader's to
understand. Promilcs are the easiest of all forms of liter-
ature to understand. "It is the first type of reading en-
countered by most children and remains popular with the
average person throughout life," wrote Philip Lesly.lo

The respondents to the questionnaire mailed to users
of promics, overwhelmingly stated that the promic format
has the potentiality of an effective educational device.tl

“hile 8€ per cent of the total sample expressed this opin-

%pavid Dressler, "Comic Books," New York Post (December
19, 1952).

10Philip Lesly, Public Relations Handbook (New York: : ;
Prentice~Hall, Incorporated, 1950), 538. :

11566 Table W (Appendix B). 1




ion, scientific studies of pilctorial illustrations inulcate
that while illusc.rations are an effective interest getting
device, they help the reader interpret and remember the
accompanying text material. Further, colored illustrations
are more effective than black and white.12 Text material
and pictures can be coordinated, the main elements high-
lighted, and supporting details emphasized by illustration.
Rudolph Flesch, perhaps the best known proponent of
clear wrltten communications, says that anything beyond the
level of the eighth grader is likely to lose more than half

15 Further, according to

of the potential mass audlence.
the 1961 World Almanac, 2.2 per cent of the United States'
population 14 years old and over is illiterate. That's over
2.67 millions of us.>? Although most public relations
people are not ordinarily very concerned with this audience,
in certain communications efforts (e.g. attracting syphilis
vietims and dope addicts) these are the very people who

should be reached.

Flesch has found that longer sentences are usually

12setn Spaulding, "Research on Pictorial Illust-
rations,"”" Audio Visual Communication Review, Vol. 5 (lyb6)
35=45.

i m———— —— i ——————

Prentice-Hall, Incorporated, 1950), 538.

14Harry Hensen, The World Almanac and Book of Facts,
Yew York World-Telegram and The Sun (1961), 4564,

i
mn



more difficult to comprehend than short ones. Words of
several syllables, including prefixes and suffixes, are
usually harder to understand than are words of oo two
sylables without affixes.15

Promics can be as complete as prose in getting the
message across to the reader. Robert Emans compared the
vocabulary, readability, composition, and style of the
Classic "comic" version of Treasure Island with the orig-

X 16
inal. Here are his conclusions:

Vocabulary. There is little difference between the

grade level of vocabulary in the original version of Ireas-

ure Island and the grade level of vocabulary in the Classic

"comic" edition.

Readability. Due to the shorter sentences in the
"comic," the "comic" version was at a fifth and sixth
grade level, while the original was at a seventh and
eighth grade level.

Composgition. No crucial concepts in the original se-

lection were ommitted in the "comic" version. About 80 per
cent of the augmentive concepts--sub-plots to the major

theme~--were contained in the Classic "comic."

15

16Robert Emans, "Treasure Island: The Classic and the
Classic Comic," The Elementary School Journal (February,
1955), 253-257.

Flesch, logc. c¢cit.



Style. A third of the words in the "comic" version
were quoted directly from the original selection. Nearly
all of the remaining two-thirds were paraphrased. Only
three per cent of the words in the "comic" were neither
quoted directly nor paraphrased.l7

A University of Minnesota soclology progessor analyzed

D."18 The

reactions to the "comic" strip, "Rex Morgan, M.
syndicated "comic" strip highlights the daily experiences
of a general physician. A 1955 episode dealt with the on-
set and cure of a mild case of paranold psychosis., The
episode provided an opportunity to study the attitudes of
youngsters toward mental health and mental disease and to
ascertain the effect of the literature on themn.

The entire sophomore class of three Minneapolls high
schools made up the inltial sample. Questlonnaires were
filled out a week after the psychotic episode of "Rex Mor-
zan, M.D." began. Four weeks after the episode ended
another questionnaire was administered. It was found that
the "comic" strip helped sharpen and clarify perceptions
and definitions of mental problems. The readers learned
that mental disease can have a sudden onset and be com-
pletely cured; mental disease can affect physically healthy

persons; and shock therapy is neither painful nor dangerous.

7Arnold Rose, "Mental Health Attitudes of Youth As In-

%}uenced By A Comic btrip," Journalism Quarterly (1958), Vol.

s 3233 . - .



what Is The Effect On QOpinions And Attitudes?

Promic users were asked: "Do you believe that comics
are effective in changing readers' attitudes?" Two-thirds
of the replies were affirmative, one reply was negative,
and the rest gave other (neutral) answers.lS

The author is inclined to agree with the strong affirm-
ative. It 1is an elementary principle of education and ver-
suasion that before a message can be digested the literature
must first be read, understood, and remembered. ¥We have
seen that almost everybody reads some form of "comics."
Further, people pick up ideag much faster and retain them a
great deal longer when they are illustrated with pictures.
In brief, the reader gets the message quickly.

There is an additional possible advantage of promics.
Promics make the subject matter more believable than
straizht prose. Promic readers "take roles” as they read
and identify with the make-believe characters.lg This
principle has been utilized by management in teaching free
enterprise. If management distributes conventional books
about job, company, and economic attitudes, it 1s manage-

ment talking and the credibility and motives of the per-

18See Table VI (AppendixB).

190har1es Stafford, "Readers Identify With Comic
Strip," Boston Globe (April 9, 1961), 56.




suader may be questloned. Promics may be persuasive because
"somebody else"--friendly cartoon characters--are doing the
talking. In other words, by doing the talking through a
promic character who 1is similar and identifiable to the

reader, a different light is thrown on the communicator. 20

Conclusion

Promics, unlike some of their old "comic" book cousins,
rarely have violence, crime, or bosomy females depicted in
their contents. Other criticism hurled at "comics"--poor
writing and artwork, bad grammar--are not inherent in the
medium. Promics are what the artist, writer, and public
make of them. Although promics may ﬁot be a panacea 1o
managements' communications problems, pilctorial narrative,
with its action, story, color, and concilseness can still
be retained.

Promics naturally lend themselves to five measures of
effective communications advanced by Professor Albert J.
Sullivan- readability, flow, crispness, clarity, and color.
They are simple to understand because of the Pictorial nar-

rative. Because the promic writer must condense his message

2OG.I. Hovland, I.L. Janis, and H.H. Kelley, Communi-
cation and Persuasion (Mew Haven: Yale University Press,
1953), 39; Herbert I. Abelson, Persuasion: How Opinions angd
Attitudes are Chanzed (New York: Springér Publishing Con-
pany, 19%9), 72, 75.
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into "balloons" containing few words, there is a greater
likelihood for crisv copy. The writer must keep hls sen-
tences short, and the words shorter. Meanwhile, the prom-
ics' panels guide the reader through the message smoothly
and definitely, causing better flow than can be achieved
by conventional booklets.

The apparent effectiveness of the "comic" format is
evidenced by the fact that the legislators who have restric-
ted the use of "comics" have adopted the format in inter-
national relations, training, and even to get themselves
elected.?l

Perhaps people like promics for the same reasons that

" They are easy to read and there is

they enjoy "comics.
the deslire for humor, enjoyment, excitement, vicarious
experiences- escape from humdrum routine. The reader of
this study might be struck by the absence of negative state-
ments toward the medium.. The simple reasons are that al-
though the literature is replete with discussion of their
use and acceptance, comment adverse to promics 1s almost
nil. BSecondly, having searched the literature and noting
comments from promic users, the author has come to the in-

escapable conclusion that promics are effective. Results

tabulated from the gquestionnaires have also been convincing.

21

See "Political Campaigns,' po. 103-109.
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The questlonnaire sent to promic users asked the
respondents: "In accomplishing your purposes, in general,

' and they were requested to check either:

comics have been:'
"Very effective," "Effective," or "Not effective." Fifteen
respondents said "very effective," fifteen said "effective,"
and the reméining slx gave neutral statements. 22

Later in the questlonnaire, respondents were asked:
"Do you belleve that comics can be a uséful public rela-

tions tool?" The answers were an overwhelming yes. wenty-

nine respondents said yes, four gave neutral replies (e.g.

"for certain groups only"), and three gave no answer. Not ...

one of the users exprecssed disapproval towards the use of
the medium for public relations purposes.

A case for promics was eloquently stated ten years ago

z
by Beverly Bowiles: <~

When professors and other outsiders shudder publicly
at the thought of a generation nursed on such pap, they
are sternly reminded that this 1s no time for belles-
lettres—- this is the moment for mass communication. If
most Americans can handle only a sixth-grade vocabulary
(as studies by Professor Robert Thorndike indicate), it
is futile, say the industry's apologlists, to address them
in the language of Ballicl. If most of them can follow a
line of thought only if it is acted out in pictorial cha-
rades, then by all means glve them cartoons and balloons.

2256e Table I (Appendix B).

23Beverly Bowie, "The Comic-Book-Industry- ¥We Can Do

Anything! Anything!"™, The Reporter (May 15, 1951), 39.
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A skevotic could argue, and with some justification,:
"I am convinced that people can digest a message easler
when plctures accompany the text. However, why not simply
use conventicnal drawings or photographs- why promic books
or promic strips?" The question is not easy to answer--
mainly due to the lack of research--but there is some evi-
dence pointing to the advisabllity of promics.

It is submitted that conventional illustrations ordi-
narily lack the continulity which the promics attazin. Prom-
ics arc ideally crisp- each panel develops the one that
wvent before, sets up the one that follows. Secondly, the
masses (especially middle and lowef classes) seem to pre-
fer the format; promics can zaln attention and readership.

Another point to consider is that promics are differ-
ent. This has two important implications for the public
relations man. Promics offer a visual change-of-pace, a
relief from the multiplication of words. Secondly, due to
this uniqueness, publicity in the mass media is easler to
come by. Although the "comic" format has been used as a
public relations tool for about a guarter of a century,

heir use in telling this type of story for companies and
organizations is still uncommon. Look through the foot-
notes of this study. How many stories about these publi-
cations would have been printed 1f the messages were con-

tained in a conventional format?
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II. DPROMIC PRODUCTION
A word remains to be sald regarding the actual produc-
tion and cost of pronics. There are a number of factors to
be considered before settling on the advisabllity of any
communication tool. First, consider the purpdse of the
project. What does the sponsor hope to accomplish? How
will the booklet be put to use? Who will read it? How.

will it be distributed? How much will it cost?

Expert Help Needed

The first "rule" in vroducing a promic is don't do it
yourself- get an expert. Promic know-how, especilally draw-
ing and fitting big thoughts in 1ittle "balloons," can gen-
rally only be found with the experts.

Although promics have mass abpeal; it is a mistake to
think that just because a campalgn is presented in promic
form it will be religiously accepted, regardless of the
fact that the story strip may be uninteresting and totally
lécking in appeal. ©Several companies speclalize in doing
the writing, artwork and layouts, and printing. The lar-

gest producers have been mentioned within this study.

How Promics Are Developed

After the decision has been made to produce a promic,
1te production can be thought of a divided into six dif-

ferent steps:



Ihe story line. The editor writes a synopsis of the

plot based upon what the client wants to say.
Panel breakdown. The editor thinks In terms of a
well-balanced page layout as well as the plot.

Final scrint. Descriptions of pictures to gulde the

artist appear at the leftj actual copy for captions and
speech "balloons" at the right. This appears similar to a
televicsion script, where the visual description of what the
actors are dolng is on the left; dlalogue of what they are

saying appears at the right.

First art stage. The artist and letterer lay out the
pases and organize the panel frames.

Final bleock and white art. Thils step revpresents the
final plate for the black printing run.

Final page. The pagé i1s printed in four colors. 1In
some casesg, of course, less than four colors are used. The
author believes that there is no comparison between the at-
tractiveness of a black-and-white book and a colored one.

There has been a recent development and use of a heav-
ier, whiter stock for finer printing. It is the use of a
40 pound bleached groundwood instead of newsprint. Adver-
tising Reguirements predicts that this stock will increase

the market for promics.24

2%eg Sanchagrin, "Comic Books," Advertising Reguire-
ments (Chicago: February, 1961), 87-94 et seqag.
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Cost Factors

Costs vary with page length and quality of printing.
A yardstick, which is not infallible, is three cents per
copy for a 16 page prbmic in a half-million printing.

This price includes preparation of script, art, engravings,
rotary letter press printing, and paper. In a printing of
a million the price drops to about two cents. A quarter-
million order raises the cost to about three-and-a-half
cents. Promic publishers discourage a press run of under
200,00C. Translating the costs into total dollar-and-cent
figures, a million-copy run of a 16 page promic costs
$20,000. The cost is about the same as for three-fourths
of a page in Life or Look.

The type of cover used can affect the price of the
booklets. In Smith's article on promics, better quality
covers are suggested. "Only rarely can you pick up a p.r.
comic that has a cover of better quality paper than the
5

cheap newsprint used inside," Smith complains.® The prom-

ic printers explalin the abscence of much heavy-coated cover
~ stock by simple cost factors. They say that glossy cover
promics can ralse the cost per copy by an extra penny and

sometimes more.

25Francis K. Smith, "Comic Books: Why They Can Be A
Key Public Relations Medium," Printers' Ink (New York:
February 24, 1956), 98.



. III. THE NEED FOR RESEARCH
Although promics have been used extensively for a wide
variety of communications efforts, little research exists
on the communicative powers of the "comic" format. Spon-
sors are still gauging results by quantities ordered, types

26 Howr =

of letters received, and comments and criticisms.
ever, newspapers and magazlnes have a considerable amount
of proof of the effectiveness of "comic" advertisements,
such as the Starch reports.27
Dr. Edward J. Robinson, chairman of Boston University's

Communications Research Center, recently told the Public

Relations Journal audience:

In recent years we have seen a tremendous scurry to
the use of the "comic" format for all kinds of commun-
ications objectlives in public relations...In spite of
the extensive use of this particular type of comnmuni-
cation technique, we know next to nothing about its
effectiveness, in a sclentifically measured way. In
addition, if it 1s more effective as a communication
tool (as is energetically claimed by its ugers) we have
no experimentation that will tell us why;gd

Research on promics' effectiveness seems to indicate
that the masses prefer the "comic" format and they absorb

the message. But to what degree is learning and persuasion

26See Table II (Appendix B).

27Daniel Starch, "How To Use Comic Strip Ads Success-
fully," Advertising Agency (New York: 1956), Vol, 49, 66-
69; "How well-read Are Comic Strip Ads?", 72-T74

2Omaward J. Robinson, "Research in Public Relations,"
Public Relations Journal (HNew York: Januvary, 1961), 21.

e
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furthered by use of promics vis-a-vis conventional litera-
ture? For example, research by Dr. Henry C.’Link appears
to have & '"built-in" weakness and incompleteness. Link's
studies for the Zemis Bag Company29 and General ElectricBO
test learning the promics' content with no ccmpérison to
other media. That 1s, they compared learning by readers to
non-readers. The same can be said for the Melville Shoe

-

3tudy conducted by Pulse, Inc.jl where the communicative
rowers were tested by exposure to a messagé via the promic
in comparison to non-exposure. Conseguently, future re-
search needs to be conducted where-by exposure to a mes-

sage through the promic format 1s compared to exposure to

. prose,

iy

the same message by other communications tools, e.
filme, lectures. If sclentific research can confirm the
degree of promice' effectiveness, as indicated in this
report, the extent of its past use as a communications tool
might be minute compared to its potentialities.

The question of the desirabllity of dialogue in speech
"palloons" as opposed to cartoons with the dialogue at the

bottom of each panel, ls an example of an un-resolved

research question. Many promic users say '"balloons" are

Dsee pp. 6-9
0

AN

See p. 10.

1
Zee pp. 50-52.

i
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necesgsary because readers are accustomed to them, they

impose concise

O
ja

ess, and they make for easy reading. DHut
others, such as Donald L. IMiller, of Westinghouse school
service department, are proponents of the "Believe-it-or-
not" technigue of dependent cartooneg. MNiller said:
e bpelieve that the "balloon" dominates the picture
frame and detracts from the art; and that scientific

facts are interesting in themselves gnd do not need a
story to hold the reader's interest.”

The power and appeal of conveying a nmessage throush

visual means 1in a2 series of related pictures has long been

recognized. The popularity of "comics" being what 1t was,

"

lead to the conclusion that the "comic" format nust satisfy
1

the reading needs of the masses. Therefore, somet
the early fourties, an enterprising communicator concelved

the idea of putting inte "promic" form the well known

"ecomic" strip. Since then promics have mushroomed into

8]

oiant industry. Promice have become the public relatlions

mantd colorful salesman.

"Btna M. Keller, "Look Who's Buying Comics ow!'",
Sales Managenment (New York: February 15, 1951), Part I,
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CHARLES RIVER CAMPUS « 640 COMMONWEALTH AVENUE « BOSTON 15, MASSACHUSETTS

School of Public Relations and Communications
Communications Research Center

February 27, 1961

Dear Sir:

The Communications Research Center of this School is
assisting in the execution of & survey being done by a graduate
student, Marvin Migdol, in connection with his thesis, His
thesis title is, "Comics as a Public Relations Tool in
Communications"

The objective of Marvin's thesis can be divided into four
principle areas of inquiry: (1) why are comics used? (2) how
are comics used? (3) who uses them and for what purposes? and
(L) how effective is the comic format in attaining these
purposes? This study is one of many that we are doing here at
the Center concerning the utilization and the effectiveness of
the comic format as a communications tool,

The questionnaire should not take very much of your time to
complete, and we have enclosed a stamped, addressed return
envelope for your convenience,

I hope that you will maske every effort to complete and
return this questionnaire to us, We will be most willing to
share our findings with you. You will see a place to check
in the questlionnaire if you are interested in recelving an
abstract of this study. We belleve the results of this study
will be beneficial to you and other users of comics.

Thank you for your kind attention to this request.

Sincerely urs,

Edward J, Robinson, Ph.D.
EIJR:mfe Chairman
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COIIMUL'ICATIONS RESZARCH CLINTER

BOSTON UNIVERSITY SCHOOL OF FUBLIC RELATIONS AND COMMUNICATICNS

4.

640 Commonwealth Avenue
Boston 15, lassachusetts

COlIICS QUESTIONNAIRE

How did you come to use the comic book format?
(eeg. Were you approzched by comic publishing co.,
borrow the idea from another company, etce.)

For what purposes have you used comic books?

y -

(Kindly check as many blanks as applicable)

PUBLIC RELATIONS
Employee Relations
___Economic and Political Education
____Reporting on Company Farnings or Benefits
__fHealth, Welfare, and Safety Campaigns
___Employee and Dealer Training
___Other (please specify)
Community Relations
Economic and Political Education
Company Functions and History
Grammar School Education
High Scheool Education
College Zaucation
Other (please specify)

——————
———
——n

. UERCHAMNDISING AND SALES PROMOTION

OTHER USES (please specify)

In accomplishing your purposes, in seneral, comics
have been: (check one)

Very effective
Effective
Lot effective

Would you please state your reasons for the category
you have checked in Question #3?
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10.

11.
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Have you tested the effectiveness of the comic format?
That is, have you measured in any way whether 1t
accomplished what you hoped 1t would?

Yes No Don't Know ___

—

If yes, would you kindly explein by vhat means?

What conclusions were reached at the result of
testing the effectiveness of the comic format?

Do you belileve that reoadership is higher with comics
than for any other written material? (Would you
kindly elaborate on your views?)

Do you believe that comics are an effective
educational device? (Would you kindly elaborate?

Do you believe that comics are effective in
nerketing products? (JJould you kindly elaborate?)

Do you believe that comics are effective in
chonging readers' attitudes? (Would you kindly
glaborate on your views?)

Do you believe thot comics con be o useful public
relations tool? (Would you kindly claborate?)

For what communicotion purposes do you feel the
comic format ic best sulted? (Would you kindly
eloborate on your views?)
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PART II

Please complete the following informoation for the most

recent comic books which your firm has produced.

1.

2

Title of comic book

Subject or topic of comic book

Purpose of comic Dbook

Date of publication Quertity distributed

How were the comic books distributed?

Did you test the effectivencss of the above comic in
accomplishing the purpose(s) you stated cbove?
If yes, how?

What is your eveluation of the cbove comic book's

effectiveness?
Very effective Partially effective
Not able to Judge effectivencss Incffective

Title of conlic book

Subject or tonliec of comic book

Purpose of comic book

Date of publication Quoantity distributed

How were the comic books distributed?

Did you test the cffectlveness of the cbove comin in
accomplishing the purpose(s) you stated above?
If yes, how?

What is your evaluation of the above comic book's
cffectliveness?

Very cffective Portially effective
Not able to judge -effectlivencss Ineffcctive
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PART II (continued)

3. Title of comic book

Subject or towic of comic book

Purnosc of comic book

Dote of publication Quantity distributed

How were the comic books distributed?

Did you test the effectiveness of the above comic in
accomplishing the purposc(s) you stoted cbove?
If yes, how?

Whot is your cvolucotion of the obove comic book's
cffectivenees?

Very cffectlive Portially cifective
Not able to Judne efifcctivencss Ineffective

We would oppreclate any additional comments that you core

to maoke regording the use or effcetivencss of "specicl
purposec" comics.

Your Nane Title

I'eme of company

Address

City

Pleose checl here if you desire
an abstroact of our findings. ‘
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RESPONSE TO: "IN ACCOMPLISHING YOUR PURPOSES,
I GENERAL, COMICS HAVE BEEN:"1

N AME . VERY EFFECTIVE

Amer. Iron & Steel Inst.
Liberty Mutual
National Broadcasting Co.
Edmund Scientific Co.
ueneral Electric Co.
Marquette Cement Mfg. Co.
“ﬂtiona TB Association
American Gas Association
S2wift & Company
Hational Cotton Council
Atlas Powder Company
Arnold, Schwinn & Co.
New York Filre Department
Nat'l. Board Fire Under.
The Coca=Cola Company
A.F.L.-C.I.C.
U.S. Public Health Service
U.3. Information Agency
Institute of Life Insurance
U.8. Air Force (ConAG)

Assoc. of American Rallroads

Catechetical Guild

Bozell & Jacobs, Inc.
American Forestry Assoc.
General Dynamlcs

General Mills

E.I. Du Pont De Nemours
Allis~Chalmers lifg. Co.
Industrial Information Inst.
Republic Aviation Corp.
Standard Cil Company (Ohio)
Assoc. Hosp. Serv. of Phila
Metropolitan Life Insur. Co.
Chrysler Corporation
Wyoming Travel Commission
Amer., Tel. and Telegraph Co.

TOTALS
PERCENTAGES

1ReSpondents were given cholce of:
"effective," "not effective."

®oFefernal evabuakien But dudeed peguler,”

PR

v

byt

X

15
41.6%

EFFECTIVE CTHER?

N

b e b4

e

e
PeN

htd
<

X

v

oL

15 6
41.6%  16.9%

"very effective,"

"slightly



160

TABLE II

REASONS GIVEN FOR ANSWERS
Il TABLE I

SELLING LETTER
QUA‘ITImv POINTS OF AND
INAME DISTRIBUTED PROMICZ COMMENTS
Amer. Iron & Steel Inst. b
Liverty Mutual X
MNational Broadcasting Co.
Edmund Scientific Co. X
General Electric Co. X X X
Yarquette Cement Mfg. Co.
National TB Association
Amerlcan Gas Assoclation X bl
Swift & Company X
National Cotton Council X
tlas Powder Company L
Arnold, Schwinn & Co. X
New York Fire Department X X
Yat'l. Board Fire Under. X
The Coca-Cola Company b
AF¥.L.~-C.I.0. X X
U.S. Public Health Service
U.3. Information Agency X X
Institute of Life Insurance
U.S. Alr Force (ConAC)
Assoc. of American Railroads X X
Catechetical Guild X
Bozell & Jacobs, Inc.
American Forestry Assoc. X
General Dynamlcs X b4
General lills X
E.I. Du Pont De Hemours b
Allis=Chalmers Mfm. Co. b X
Industrial Information Inst.
Republic Aviation Corp. Z
Standard 01l Company (Ohio) X
Assoc. Hosp. Serv. of Phila.
Ketropolitan Life Insura Co. b
Chrysler Corporation X X
Wyoning Travel Commission X
Amer. Tel. and Telegraph Co.
TOTALS 18 10 5
PERCENTAGES 36.7% 20. 4“ 16.3%%
Tt "oy, R T T "
5588y to read, ol aders lihe,ﬂ low cos gte.
HELG if%%eﬁ?(§1e§“l?g%gg?ﬁgﬁefgg g%v eregfeln‘gw 11

) ation, ete.)

CTHER

"

r
]

1
2
Ai% ’:, .

lf\) ()R]
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TABLE III

RESPONSE TO: "DO YOU BELIEVE THAT READERSHIP IS
THAN FOR ANY OTHER
WRITTEN MATERIAL?"

HICHER WITH CCMICS

NAKE

Amer. Iron & Steel Inst.
Liberty Mutual

FNational Broadcasting Co.
Edmund Scilentific Co.
General Electric Co.
Marquette Cement lMfg. Co.
Mational TB Assoclation
American Gag Assoclation
Swift & Company

National Cotton Council
Atlas Powder Company
Arnold, Schwinn & Co.
New York Fire Department
Nat'l. Board Fire Under.
Tiie Coca=-Cola Company

J.L.-C.I.0.

.S. Public Health Service
U.S. Information Agency
Institute of Life Insurance
U.8. Air Force (ConAl)
Assoc. of American Rallroads
Catechetical Guild
Bozell & Jacobs, Inc.
American Forestry Assoc.
General Dynamic
General Mills
E.I. Du Pont De Nemours
Allie-Chalmers Mfg. Co.
Industrial Information Inst.
Republic Aviation Corp.
Standard Oil Company (Chio)
Assoc. Hosp. Serv. of Phila.
Chrysler Corporation
Metropolitan Life Insur. Co.
Wyoning Travel Commission
Amer. Tel. and Telegraph Co.

TCTALS
PERCENTACGES
1 1! g8+ "
hycertaln groups
X"I‘gi.‘f F] " 07 pu ’

2Don™t know.

YES
X
X
X
X
X
X
X
X
X
X
X
X
X
X
X
X
X
X
r
8 1z
7 - o
20.2%  33.3%

QUALIF}ED DOR"T KNOW OR
Y

"with children,

o asnswer given

1"

NC NO ANSWER

o]
bl

«r
49

1 15
2.8%  41.7%
"1if prevared
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TABLE IV

RESPONSE TO: "DO YOU BELIEVE THAT COMICS
ARE AN EFFLECTIVE EDUCATIONAL DEVICE?"

DON"T KNOW

NAYE YES QUALIFIED YEST OR OTHER

Amer. Iron & Steel Inst. X

Liberty Mutual X

National Broadcasting Co. ‘ X

Edmund Scientific Co. X

General Electrlic Co. X

Yarquette Cement Mfg. Co. X

National T3 Asgociation X

American Gas Association X

Swift & Company X

National Cotton Council X

Atlas Powder Company X

Arnold, Schwinn & Co. X

New York IFire Department X

Nat'l. Board Fire Under. X

The Coca-Cola Company X

A F.L.~-C.I1.0. X

U.S. Public Health Service X

U.S. Information Agency X

Institute of Life Insurance xe

U.S. Air Force (ConAC) "X

Assoc. of American Railroads X

Catechetical Guilld X

Bozell & Jacobs, Inc. X

American Forestry Assoc. X ?

General Dynamlcs X

General Mills e

B.I. Du Pont De Nemours X

Allis-Chalners Mfg., Co. X

Industrial Information Inst. X

Republic Aviation Corp. X

Standard Cil Company (Ohio) X

Assoc. Hosp. Serv. of Philla. X

¥etropolitan Life Insur. Co. X

Chrysler Corporation b

Wyoming Travel Commission X

Amer. Tel. and Telegraph Co. X
TOTALS ‘ 24 7 5
PERCENTAGES 66.7% 19.4% 1%.9%

1"¥%tg %grﬁa%% subjects or groups," "could be," "if properly
naxr .
oRESRARET use 'Th the classroom.'
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TABLE V

RESPONSE TO: "DO YOU

BELIEVE THAT COMICS

ARE EFFECTIVE IN MARKETING PRODUCTS?"

=T T
N AME

Amer. Iron & Steel Inst,
Liberty Mutual

Hational Broadcasting Co.
Edmund Scientific Co.
General Electric Co.
arqguette Cement Mfgz, Co.
National TB Association
American Gas Assoclatlion
Swift & Company

National Cotton Council
Atlas Powder Company
Arnold, Schwimm & Co.

Mew York Fire Department
Kat'l Board Fire Under,

The Coca-Cola Company

AP, L.-C.I.0.

U.3. Public Health Service
U.S. Information Agency
Instlitute of Life Insurance
U.5. Air Porce (ConAC)
Assoc. of American Railroads
Jatechetical Gulld

Bozell & Jacobs, Inc.
American Forestry Assoc.
Genergl Dynamics

General Hills

E.I. Du Pont De Nemours

- Allis~Chalmers Mfg. Co.
Industrial Information Inst.
Republic Aviation Corp.
Standard 0il Company (Chio)
Assoc. Hosp. Serv. of Phila.
Chrysler Corporation
Wyoming Travel Commission
Amer. Tel. and Telgraph Co.

TOTALS
PERCENTAGES

QUALIFIED poN"T KWOoW

YES vesl i)

ha
L

b
<

-
X

X
X
X
X
X
X
X
X
9 3 2

o o
25.0% 8.3%  5.6%

CR NO ANBSWER

22
61.1%

1"pepending on product,” "depending on audience," "probably," .

2etc.
No Answer glven.
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TARLE VI
RES
EF

¥ AME YES

Amer., Iron & Steel Inst.

Liberty Mutual X
National Broadcasting Co. X
Edmund Scilentific Co.

General Electric Co. X
Marquette Cement !Mfg. Co. e
National TB Association

American Gas Assoclation

Swift & Company

Mational Cotton Council

Atlas Powder Company

Arnold, Schwinn & Co.

New York Fire Department K4
Nat'l. Board Fire Under.

The Coca-Cola Company
A.F.L.~-C.I.C.,

U.S. Public Health Service

U.3. Information Agency L X
Institute of Life Insurance

U.S. Air Force (ConAC)

Assoc. of American Railroads X
Catechetical Guilld .
Bozell & Jacobs, Inc. i
American Forestry Assoc.

General Dynamics

General Mills

E.I. Du Pont De Hemours
Allis-Chalmers lMfg. Co. X
Industrial Information Inst. X
Republic Aviation Corp.

Standard 0il Company (Ohio)

Assoc. Hosp. Serv. of Phila.
Metropolitan Life Insur. Co. X
Chrysler Corvoration

Wyoning Travel Commission X
Amer. Tel. and Telegraph Co.

TOTALS 13

PERCENTACES 36.1%

2Don't know.
"o."

PONSE TO: "DC YOU BELIEVE THAT COMICS ARE
FECTIVE IN CHANGING READERS" ATTITUDES?"

DON'T KNOW

QUALIFIED YESL OR OTHER

X

h'd
FiN

VN
Lt

X

.
"

11

LItpropably,” "depends on reader," "on some subjects,’

30.5%

&

*.;'2

Fée

X
X

»
™

,
X

12
33%.3%

' ete.
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TABLE VII

RESPONSE TO: "DC YCU BELIEVE THAT COMICS CAN

BE A USEFUL PUBLIC RELATIOCNS TCOL?"

) T
NAMNE

Amer. Iron & 3Bteel Inst.
Liberty Mutual

National Broadcastine Go.
Edmund Scilentific Co.
General Electric Co.
Yarquette Cement Mfg. Co.
National TE Association
American Gas Association
Swift & Company

National Cotton Council
Atlas Powder Company
Arnold, Schwinn & Co.

New York Fire Department
Nat'l Board Fire Under.

The Coca-Cola Company
AF.L.-C.I.0.

U.5. Public Health Service
U.3. Information Agency
Institute of Life Insurance
U.3. Air Force (ConAC)
Assoc. of American Rallroads
Catechetical Guild

Bozell & Jacobs, Inc.
American Forestry Assoc.
General Dynamics

General Mlills

E.I. Du Pont De Nemours
Allis~Chalmers Mfg. Co.
Industrial Information Inst.
Republic Aviation Coro.
Standard 0il Company (Ohio)
Assoc. Hosp. Serv. of Philla.
Metropolitan Life Insur. Co.
Chrysler Corporation
Wyoming Travel Commission
Amer. Tel. and Telegraprh Co.

TCTALS
PERCENTAGES

1Mpor certain groups only,"

VES  NEUTRALY

MR MM MM MMM MNMNK

L

MoK

g

e

o

29 4
80.6% 11.1%

"limited in scope,’

NO ANSVWER
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4 GENERAL KILLS PROMIC



ON A LONELY ISLAND...IN A FAMILY...IN AMERICA TODAY...
AND WHY ITS IMPORTANT T0 YOU

PREPARED IN COOPERATION WITH ELEMENTAR‘/
TEACHERS FOR GRADES 4,5 AND 6.
GENERAL MILLS, MINNEAPOLIS




Bt isthe year 1651. Robinson Crusoe as a lad, dreams of
sailing the seven seas...of adventure and

No, lad, I cannot consentto your ’0___.- - “ Yes, son.

going fo sea. A sailor’s life holds ¢ Listen to your

nothing but danger and hardship!

You shall be a lawyer. Then you will_A
have security and (g

h comfort | qumm

But the boy is determined, and afew | | So, you'd be a sailor, would
da?/s later runs away from home to you 2 We're in need of a
follow his dream of going fo sea... cabin boy. Come, T'll take §

- T b youTothe captain! gy

Y

L

Robinson Crusoes dreams of seeing the
world came fo a swift end, however, After
i fewb‘dayfo at seaé his vesseL:in info a
errible storm and was wrecked. :
He and a handful of other crew ~ &
members managed to reach _f' =
shore safely... =

excitement. His father has other plans for him... J ‘




You should not goto 7 Since that I shall yet make nrgy own way !
s

seaagain, lad. Return |8 tferrible wreck, With the few #]ou I managed
to your father's house! ¥ Ifeel less like fo save fromthe

become atrader. They make
days!

wreck, I §
\
N

_\ becoming a sailor;
. but I cannot
5 return home o be

laughed at! \ MO
P
{;

7 Eud o i o MR N S %

As a trader in trinkets, the lad worked But again misfortune strikes! Between the Canary Islands

hard and efficiently. He liked his work. and the African Coast:..

and soon doubled his money. Not ma:g/ _ - )=

months later; his fear of the sea faded,

and he set out again totrade with the
Canary Islands.

Its afair wind | Aye! We should soon see
we have, +he coast of Africa.
Master Crusoe! 7 ,

il \i u' |'

Here's a likely
prize! He should

bring a good price
p> _ in the slave




Ave, lad, T would &
have landed you in
England butwe were
bound here. However;
Iwould |Iwill helpyou geta
land g little land. You can
become a planter:

The pirates quickly overcame the ship’s crew.
Those who were not killed were taken ashore
1o be slaves, Robinson Crusoe among them.

r many years Robinson
Crusoe was forced o labor
as a-sa’r?eiavﬁ for his Moogsh
master. He was very un
and did poor work. He wggy
not fairl paid and had no
choice of jobs fo work at:

i He was always on the look-
outfor a chance to escape.
Ore day, he and another slave
saw a small boat tied o
a dock. They quickly got
aboard, hoisted the sail
and putout fo sea. After
20 days'sailing they were
picked up by a ship bound
for Brazil.

So Robinson Crusoe sets sail fo trade
with the African natives. All goes well
until his ship runs info a hurricane !

——

We planters have great faith in your

courage and honesty, Master Crusoce.
We have pooled our money fo buy trade
goods arid slaves for us also when
a great need for more you return. Would you be gxmgpr B

labor here. We need head of our verture ? RIS

more slaves. T should = V.
go after some in Africa. =5

I have prospered well on
my plantation these past
four years justas you
have. But now there is

\ \m '

\

=1




Alone on a desert island! Exc His need for food and shelter soon overcame his sadness, however:
for the ship's dog, Robinson Cr:sp:e day was clear and calm. He swam1othe ship 1vlssee v:l'fa-l'g he couldrm-{:ggngi-
was ihg only survivar'of'fhe Once 'H’ler €, he me a l'a'H' ﬂﬂd |oaded H' WE'H’I goods.

shipwreck. First Lwill {ake quns, powder; tooks...and what food
= Y and clothing Ican%{nd.fmlé coins are of no use o
Y menow. I mustfirst save things that will make
\ living easierand more comfortable in the future,
Rl & evenif I must give:
R § u.ﬂjsavmg some of
e

2 things I could use
: nfhf' now for comfort;
must have tools

survive! .~

Bl N A, v (o

' knownég the ship would break up if another storm should ISR
=~ obinson spent the next few days qoing back and
— % forthfothe wreck brmgm%{away e.feryﬁ'ung he-thought ~<8&
st might beof use fohim onthe isand, He soon hadagreat 4
supply of things, knives, guns, powder; shot; teols, swords, =p
= nails, ropes, sail canvas, hatchets, a grindstone, some
= comand wheat and many other goods. ~ =#~~

- e b ﬁL
A S W
= = wNDL AWy,

-

His freedom of choice fora home-site was unlimited. He found
the ideal spot: A big wall of rock with a small cave and a grasey
space that sloped down fothe sea. He found it justintime, oo.
sooner had he moved his goods than a storm arose. When
the storm had passed, ro sign of the ship could be seen. Tt
had been broken completely in pieces. Then followed nearlya
whole year of work in building a home.

build a shePH'er. It
> must besafein 3
. casemcaH'ad_idby A
savages or Wi
beasts and must <
rotect me




I wonder if all this hard workona
house is worth while.. I could build Y
a simpler-place more quickly and have NS

more free timeforelax or doother ik
things. But I need secur
tather used otalkof it:
stockade will
and goods while T hu
game and food. ~

The wheat and corn 1 planted are growing nicely.
I shall have plenty for bread. Gardening will
be easier and more productive than hurtting for
wild plantsto eat. T mustsoon
£, something to make

soon search for

info clothes.

— ‘=

He discovered a herd of wild goats. Robinson killed one for
food and captured another for taming and for s milk.

day, he killed a wild cat: The pelt
made a fine, wa

rm rfvr his

bed...and later...

T will have lesstrouble and more
goats if I trap and put them infoa pen.

\, > Now Isee why menin
, raised animals for meat-instead of relyi

on hunting wild animals . i/

ngland famed and

During a rainy

== -
NS Iy ssmmeng i tinech s sfriceen with

all alone, he nearly di

| ed. Tt took him many
weeks o recover and get his ck.

= If they discoverme,
;) Lam lost! ot

s - [
4 5 X
. : 4"
o '(
| X -
, A A
PR\
\

i




P%Lb%ﬂ?ﬁd Eb;';dgmgd‘gg%‘ﬁ% e}jdc .noHner year passed. Then one morning...
b 1 g n posTon PRt Tself: /\ i Five canoes and thirty savages!
; e : They have two captives...

i e g THEY ARE CANNIBALS | They sre

g’rockade, Igcar:}v preparing fo eat those poor wretch

hold off any 7

Ve

Running swiftly along paths only he knew, 'mson
Crusoe waited for the savages. His firstshot
killed the leader...the others turned and ran in fear:..

Iyl One of the captives is
7 N\{‘i escaping! He is headed

MM RUANNNRE,  foward my stockade....
I T'l| take a short cut and
ALY trytosave him,

o i<

- e S S

= {T"bs escaped captive,a 1¢c_qh F_rig htened -
?“::‘;:‘- A

Get up, man. -

= the noise of the shof; fell down before .~ .
772 Robinson, making signs of thankfulness = We can't understand
S for his rescue. < each other; but Im N
e - E i T glad to have saved [/

you. Come, before (i
those cannibals [F




| Quickly, Robinson Crusoe led his companion
to the safety of the stockade, where th
prepared foran attack. I n

7
EVEr came.

They are paddlin
away as fastas

¥ can. Wearesafe
for now !

cratt whenever they could.

RN i, Friday. Doyou JSN
; N think we'll be ableto [
F PN reach the mainland ?

A s the days passed T+ | how+o nd i
: 4 my people knew how to grow and store
hﬁ:ﬁ;ﬁg‘;g&;ﬁgﬂ: grain as you have faught me, they would
speak English. He named rot be savages.. \ W
M him"“Friday, for the day always movingin ) Ml
he found him. search of food. g4/} 1 poceth
He taugit him 1o use tools, S\ Anmy ry
1o bake, o wear goatskin ~¢ men learned that

Robinson Crusoe, howevey; never gave up his g
hope of some day getting back to his native gIBS
land. He and Friday worked on asuitable o 4@V

clothes. This gave Crusoe
time 1o improve their tools
and produce other goods
for better living.
The logs on which Robinson
Crusoe kept careful track
of the days showed he had
now been on the ieland

A

But before they could attempttheir

dangerous journey, an event happened

which changed the whole course of-
their lives.

Look, Macter! | No, Friday...that looks U

too? [ESE

White men land [ like 2 mutiny fo me. Come,

on beach with )= perhaps we can free us!
captives. Dothey [ 44 | helpthevichims!
eat men g £ S —

[ STor, STOPI | Saved by fhose o =avages Lema TN
We give up... |..Where did they come from

Don't kil onthis desert sland ?

[
e 2 No matter, as
. Iong aS'FheY




English
speaking
hatives!
Itis hard
{ o believe!

I am+the captain of that-
ship. My crew mutinied.
They planned fo leave
the mate and me here
to die. Who are you and
how can T repay you ? g

For more than 25
years I have lived
on this lonely island.
Take me back fo
Englandand T ({8
will feel repaid
for saving
your life!

iz

E B nd so Robinson Crusoe and his

- faithful companion, Friday, leave
= theisland and sail for England ———
= with the grateful captain. — fnll'{ i

I go where you go,
gy V= ' Mgasfer: M;y al
e _~=| someday we return.
S-=2_|  Friday happy when

————— 7| Ttis hard o believe, Friday, _ V) /=
that Iamat lastonmyway —— vzl oy —

| home..to England. Iam 1 T

i a |itHe sad on leaving my

island! Are you sure

want to come, foo

~3] Youare happy!

———

= S

e S -

= —7

L

England.
i A A

?/../?Iﬂ\_ e (L& Aye, Sir; we no longer '"‘_._.,___ 1
m — L I They have done desireforetumn to K4S
any years later; well, Friday! | = England. Spanish SIS
Robinson Crusceand [ [| 'Tis a reqular << ships call here Al
Friday did return. / town they [=" reqularly. e
They foundathriving| || | have built! | We are content ! -
community made up || | S—— AN
of the mutinous E ﬁ; ‘ g
crew the captain /| S Y P
had left thereas [( =
punishmentt when \
he sailed for |




PLAY GAMES {
%ramble sentences of fen words orless tratell |} o MAKE OBJECTS OR MODELS
ings you learned from Robinson Crusoe. Have ke some of the things Rebinson Crusoe
your classmates unscramble them. For example; k used. Tt will be easier to make a model and
person much & has makes who he have you will have prepared materials. But, if you
doesn't every#hing becomes A person who work by hand alone, you will find it long, hard

makes eversthig e hasdoesot havemuch. { | Sliier) S caoetrat et st amods
FIND CHOICES

{ | of Crusoe's home; a woven matfo sleep on;
l bowls and dishes made from gourds. Try some
iind all the choices in the Robinson Crusoe { of these things at home.
story. Tell which were good and which were bad |
and explain why. When and where and why
did Crusoe have the %:’66"’&5‘[‘ variety of
possible choices ?

e
|
o
|
|

Freedom to make choices is a right of all men.
Each man must use his freedom if he is to do his
best.

Freedom allows each person to choose the way
he will earn a living, spend his money and adjust
to problems he may meet.

Wise choices bring happiness and success. Your
life will be largely the result of your free choices.

= P e = P —
S e

MAKE ASCRAPBOOK || MAKE A MOVIE
llect stories and poems about-choice-making. :

Include riddles and limericks. Make drawings 1
to show choice-making situations.

) § ras{*en pictures and titles you have made fo
wrapping papet-tolled on broom sticks and

1 nrlowrﬂ'e:éI ina cardboard box stage. Tel(the

MAKE A MAP story of Robinson Crusoe’s choices before

- , and after Friday came, pointing up differences
ake a map or a relief- map of Robinson Crusoe’s | L
ﬁm 7 i el v:riontfsphomesigﬁo ’rhéusies and showing his greater freedom.
places where he had exciting experiences. WRITE STORIES
DRAW CARTOONS Taelil aberul’rl geod and bad choiciiyr')[u hzge .
. 3 maae., IellocTaTime were not allows
e g e e e (o ol

different from Robinson Crusoe's choices ? the decision.

&




” Adagted from the story by Johann Wyss
)

N

®he ship carrying the Swiss Family Robinson fo a new After a night of ferror; dawn finds the wrecked
land has been driven far off its course by howling ship held fast on the rocks.

gales and mountainous seas...suddenly... — _ '

2 = The storm has passed. B

SN The crew have 5 Have courage...we will =

\| Takenthe only
boat! They hav

the shore. [ ¥

—= W,._ Q'..

Perhaps we ..,_
canbuilda §
raft.




On board the ship also were oows, p:ge, .

ducks,chnckenea onkey and so B
pcgeonﬂ besides the two dogs. Allwere
brought fo shore safely the next day.

The animals and ducks = The chickens in
are sw:mmmg Fi +this tub are doing
shore! They're dgomg fine! \

Although We are cast upon a
strange and per aﬁs hoshle land
and know lies ahead, let
| us kneel and glve thanks ‘Forour |
N safe delivery from ‘Hﬁe‘I‘emble )

— storm and wreck

all right; foo!

As the eldes+ son, Ithink Ishould
the heavy work, seng upa
chelter; while Father and Ern
searchor 4 placei'o live.

7 I'Fweareivsurvwe,wemusfalfdoourshana /
A Ea chrnayc hoose 1o dothat forwhich he is ;
besH ed and which will contribute 7

_ 'b'Hwe benefit o-faH ’

///’/(// & // f/\.

I"IHaIce care.
of the animals.

™ Thank goodness they are safe. See how

Mo+h - I | We are indeed fortunate! This is

surprised they are atthe fine camp we have a most remarkable land. We saw
_ Fatherand b bulH- mihe four days 'H1ey have been gone 8 nosign of human habitation, but-
Ernestare S =4 +the courrtry abounds in game,
Phi baCk' 1 wﬂd rice, frurt and fresh water: I

We even found some

|
sugar cane R '

‘»‘-ﬂ (/

0 w,(////«




[ They soon tound Fheir camp on the shore was not suitable What aterrible storm! ( Perfectly safe! And
for a permanent home. do you think they chose fo Are we sate here, grso are oJr animals in
build fut inthe branches of a farge free ? NN Father 2, g=aN the lean-to we buitt

R A ."" - befow- e
- v ¥ \' A

_— -

itis the
rainy season.

"
TR
\._‘. \\ \
1N\ A
\-.
\.‘
\
'

A few weeks later..the rainy season is over
and Father with Jack and Emez‘,;ga expl

for a good spotto plant s

Theres a good
clear field for

ZZal s charging us...
L7 y DON'T MISS |

Therels a lot otaood meat

here, Father...and the hide will
give us leather; foo! 7

spoons and
other handy
things.




You have found | | T'm going fo start
a rg-‘lree, | a berry patch near
Fritz...and Franz,

| our wheat field.
you have found
wild berries 7
Thats fine!

] o S 74 ﬁ.”f

e Passed

quickly inthis new,

strange land for-

the Swiss Family

Robinson. The:
happy an!

were
|ife was interesting

and exciting.

How do you Think
ﬁeysw in

Their

There 7

They felt they were safe until one day...

4

Get something to bandage
his cuts ! He's bleeding
badly !

o
e

= I'mluc were
all here ‘l'oﬁyuyrg: me

back to health, Father:

Alone, T would




After their terrifying experience with the As the weeks passed, they aqain fett secure and +ook
fierce bear; the family stayed close fotheir _____uptheir regulartasks once more.

free-house. Soor however:.. PURCHN This will be afine c;z.:"_n’_cﬁ, butient it &
Our food supply is very @ There are no signs il T ents off shore ) PR arge, Father?
low. Is it sapi["ey'iv gory of danger, but ?Me, ar: 5:;';; ﬁeacheraé I+ will +rg ke at least
fo our farm now ? had bestall go and sudden squalls two 1o paddle it!

, together: mighrt easitl( capsize
) e ) e

asmallerone. |

ke

-

That will make Look at all those sea birds! Theres
atasty meal| something lying on the beach...

I_.e‘Hs go'see whatitis...

Yes...its oil will burn

It5 a WHALE! [

Got into shal low areigh’ &
what a huge — watesT s nicely in lamps. We'll
beastl 1’ Howdid it et | | znd the ide lett gecdsks and

way upon the itstranded. : &

beach?




Ten years inthis land they mw
d%algd "‘Nﬁr .Sv‘fozerlandd igma land
. Their farm produced ma I
'l'he’?r Ir:;llyesi'ock increasirc?. Wild ar?xye,ﬂﬁs
Fish and fowl were abundant. g'I'hey did not
warttfor food or clothing. They were content;
all except Fritz, now 25 years of age, who
was restless and adventuresome...

r I'll take the kayak I buil;
Now that the paddle down the coast
harvest is in and walk inland. Do not
I would like fo worry.I'll be careful and

make a long journey | return before the
info theinteriorfo = | rainy season.
Icanfind _

See w

hat

God keepveu i | f 123

safe, Fritz 7

=

{ o build atree

Id like fogo @

along, but I want

The water's so
clear I can see

e ;
Look aH'h?se

rs!
I must gle+

SN
wvast; Fritz discovers
a hidden bay.

®




Why, these are pearl oysters!
There's afortune here?fwfcf-
no use in this deserted land.
How I wish I had these back
in Switzerland !

I saw your fire
on +hlwbeach. =
thank Heaven
you are not
a savage!

= — T

I am Jenny Montrose. Onthe wa
o Calcutta our ship was wrecked.
was the only one to reach shore.
haye been living on roots and
ird's eggs for alongtime .

-
o HH

Come.. Iwill take | @n-the way back o *New Switzerland” Fritz and
youtomy parents... | Jenny exchanged stories of their shipwrecks and|

you need some (T adventures ashore. it
foee e B TS FRITZ... b"‘iﬁiﬁf- ' =%
Sh-th T+ must be

| He has someone (%] , |
B4 WI'H’I him I : -Fne.ndly na+|ve_ SO
v > a = , =

2 * b

- : : g T W _\/

This is quite a surprise, Miss Montrose| 357208 1 am so grateful o Fritz for rescuing [y
A toast to your courage, living all alone ! — 2| me..and this food! I have not ta

We welcome you fo our family !

a good meal for so long !




The introduce Jenny toall the wonders Y, One day Franz came running from the beach_
mewaHzeHa%‘f.. LG / 7 T WYY
What fun! And A SHIP! A SHIPY [l
This is our stable ...we have you have an 17-just-dropped anchor N
caught and tamed many wild |3 ostrich, too! inthe bay! g
beasts and trained them for Of all hings ! A [

. our use. We can ride

|l "N h .\
//"f . ..\ﬂk‘ W\

I am Captain Morris.
We saw your flag
o] and came ashore

Lo toinvestigate.

_ > Welcome to "
£ “New Switzerland”

That evening a serious discussion feok place
among the Swiss Family Robinson and Jenny...

We have all made our choices.

Fritz and Jenny will goto England
on the ship, *hz res?of us h%ve

voted to stay in*New Switzerlan

Rfhree passengers fromthe ship decided fostay in
*New Switzerland? Fritz and Jenny promised o retumn
some day. The captain assured those staying that
reqular trading calle would be made.
What would you have chosen 7o do ?

R, 1)




DRAW A CARTOON MAKE A FRIEZE

ppose your family has %25.00 o spend ®rawa 3-part picture on a long rol| of wrapping
verybody has ideas for spending it: Sﬁeow how paper. In thefirst part show all the kinds
you would decide what-fo do. %Fhfmﬁ, Robmsl;)n %msoe mrghfr{_h ha;?—h bui H;:I
enter the one he chose anong the others he
COLLECT THINGS did not choose. Dothe same j‘?hing for Swiss

‘ - | Family Robinson homes onthe second part of
eolled' the ktndesd ?Fm'ﬁ;: Zﬁigngk’faggw the ﬁ!pen On the third part draw pici'lares of

Robinson salvag

pictures or make models of the things you can't the

find. Exhibit these tems inyour school. On reater variety and the improvement shown in
each item or picture place a ngard explaining mfﬁgﬂtﬁ%é gdbaok:f acmizgs a++olfgge m@
hesiia Ihm]miirﬁﬁ iy 1 e Get variety by lﬁlasﬁng pictures on the frieze
' with your drawings.

MAKE MODELS isplay the best stories onthe bulletin board.
M:zke some of the same models suggested {{  Write aboutchoices you would make
on page 9. This time get others fo hép YOU. on island if you were there with your family for
See how much giff‘erence : a long time.
cooperation makes. ‘ PLAY GAMES
DO MAP WORK ] cramble sentences often words or less that

Trace ona I‘Vfﬁﬁ

%

Robinson fam

omes of your class members. Note the

- e —~ — e —

WITH FREEDOM EVERYONE CHOOSES

The things @ man produces and consumes are
daily choices.

If a person fails to make his own choices, some-
one else must make them for him. If someone else
makes our choices we must obey his orders, whether
we like them or not. People who make their own
choices are happier and better satisfied.

Freedom of choice has permitted people to vote
for the products giving greatest value and service.
As a result, the American living standard is the
envy of the world.

— — pamm—— . e

the route Swiss Family | tell things you learned from Swiss Family
o l'!'ocgkh-me +_l,1_;:ir or}-jginﬂ' iy B e
me eir islan e. Then show m. For example: / -

route Fritz and Jentiefook on fheir return | eare whoha @rzgfby becomes Peaz_e
to England. | { who cog, in work and pley are happrer:

11 WRITE STORIES

EXPIain the uses and value of an allowance.

Robinson. Have your classmates unscramble




one of those
flashlights.

I'm go’mc_ﬁo buy :

a new comic

- Look at these \
1 need to ,
stamps I just got...
There's A PWY 2 nofe; : +hf;$?-ezja nevg

A Issue.

s oo

| of those Yo-Yos.

\ That red one
over there. ¥

And later {
a school- )

g
E

% SN

7%

lets think a minute about \
the effects of Jim's choice...
whom he helped and how he I

did hie part to 7
2 make jobs... )z

W

STe ]

= il

Y
.. =

"
ol




[ The storekeeper; expecting boys like Jim
' to come in, tf;xpys/yo-pgfrgm ayzholes.aier;

who, inturn...

%AYS yo-yos -From'th%msénul‘acl:furer: Atthe
many specia
erichy of Leaducts from Moy Blaces .

roducts from many pl

ll

Linen sh-'n‘_rlg from flax fields and mills,
...resins, oils, pigments or synthetics

; ifl other sources for yo-yo's
brightly colored paint and varnish.

=

o~
)/,,

All these materials must be shipped, processed, collected, So you see, the purchase of a 25 cent yo-yo
and delivered tothe yo-yo factory. Tﬁe finished product-is affects many people and many industries.
|ater shipped tothe wholesaler or directly fothe sforekeeper \ What people choose o buy helps decide what
. who sells it kinds of jobs and businesses there will be.
I | 2 - When there's no demand, g%
[ 3 : Z workers are discouraged from S
oing info or staying inthose -
inds of businesses. The
consurner is king in
— Americal




( Grand ,did you ever \Yes, Jim, I have.

7 -
I never realized

how many people | You can hear about “freedom / And I have
earned part cg see how of choice”and “the some pictures
the 25¢ that important | | consumerisking”? ) thatshow how
@ paid for we consumers | | We talked about they work right
this yo-yo! Lh +herc? in school here intown.

. n %l,r
gl o the
. Compa +h
S a + shO\NG "
Seross he pege. Tt Today.

<

" You see, the needs and wants I
of people change through the
years. They're still changing,
and, of course, those who
make and sell things must
keep up with the changes or
go outof business.

W

"l‘:"‘ -
o’

J' Study both these pictures . [ 1 see the blacksmith shop is gone

and see if you can spot-the od i
industries and stores that have and_m-l‘.hdgfp?ar;eev'v il e
grown with the years and the / < Oh, look...there’s adry
#2) ones that have W good's store. Why, that’s
oyt S+‘"Y3d the same or i now Smith's department
i, became smaller —

X

or completely
disappeared.

There used to be a mill
with a biE water wheel on
the creek. Now those
huge grain elevators (=W

stand there.




Yes, the changing needs and wants
of the people hére have forced
| many changes during <

B the past 50 years.

In America everyone,including boys and girls has
a lotof “Freedomry‘lv choose wh%m he wanﬁgJ 1o work,
and what he wants fodo. Because everyone
has a partin planning what goes on,
America has done a better job in
meeting more of the needsof the

people than any other country
in the world.

There are a lot of young fellows
like you who planto be pilots.

When you grow up, some of you
may havegro do other things

instead. You will have o work
at the things you and other people
with free choice are willing

Well...Iguess it's time
we all hop 1o bed.

They changed their work to meet
the changing demands justas

Justone more Y | Robinson Crusoe changed his
uestion, Grandpa..| | work fofit his needs. How we
whathappened to as consumers say what-we want
the people whose when we spend our money tells
businesses have | | us as producers how we

should work.
In America
we want to
keep it that
1 way!

disappeared ?




STUDY PICTURES 1
Gt old and recent pictures of your home

town or the place your father works. Notice

changes. Find out older folks when and

whﬁhings happened that way. How does
freedom of choice fitin?

MAKE A SCRAPBOOK
it pictures from old magazines, catalogs

and newspapers info a class scrapbook.

T oce sirrLtEIe objects back fo other natural

MAKE CHARTS

sources. Use the yo-yo story as a model.
You can do your work. either in chartform
oras a series of pictures.

M:ke 2 chart comparing the time ittook
Crusoe and the Swiss Family Robinson

to secure their food, clothing and shelter:
Compare that with the time T takes foday.

Have one or more pages for as many different

Chart+the differences between the hours

History shows that when people take freedom
for granted, they often lose it. It may be taken
from them by an individual or a group. It may be
taken by force or by deceit. People may carelessly
vote away their freedom.

This booklet shows how important the right of

free choice is to you. Our national life, as well as
your personal life, depends upon the choices you

will freely make in the years to come.

years as {:: can. Keep addingtoit. Leave required for the average U.S. worker and
it for the and qirle who'll be there next rag g
year: They will add to-the collection. Write | | 7 12 verage verker nginer countries
down what you have observed and your P gs-

o efo“u",?fa",';de- FREEDOM DEPENDS ON YOU

'''''''

MAKE A MURAL

"ake a mural showing changes in U.S.
industry over the past 50 years. Try

milling, automobile, oil, transportation, or
other local jndusifries. Businessmen in 1
your area wil| be glad 1o help. They have
pictures, models, and information-o give
or loanto you. If not, write leading '
companies everywhere for help.

FIRST EDITION, 1952 « SECOND PRINTING 1 l

FOR INFORMATION WRITE TO:

EDUCATION SECTION
DEPARTMENT OF PUBLIC SERVICES

GENERAL MILLS

MINNEAPOLIS, MINNESOTA
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Before and After, 105

Better Tomorrows Begin To-
day At Allis=Chalmers, 58

Beware the Winter Killer,
¢

Big Boy, 48

Bike Comics, 54

Billy 3ilt Westerner, 112

Binky Says: VWelcome Amigo.
126

Black Gold, the Fascinating
Story of 0il, 16€4

Black lMagle, 111
31lind Yueh EKung's Revenge,
o

o9

Blockbusters from 0il, 164
Blondie, 87, 97

Blue Chips, 74

Bobby Gets Hep, 75

Bobby Shelby Comics, 54
Boy Scout Adventure, 122

CF
CITED

Buster Brown Comics, 49
Buz Sawyer, 94

Captain Jolly, 46

Captain Marvel, 46

Captain Marvel and the Lieu-
tenants of Bafety, 123
Carpets and Upholstery, 59
Casper the Friendly Ghost
Rides the School 3us, 38
Classics Illustrated, 46
Crop Rider 45, 60

Dagwood Splits the Atom, 96
Daisy Comics, B3

Daisy Low, 122

Deadline- the Story Behind
the Headline, 81

Dealer Information Visuals,
17

Dick Tracy, 47, 53

Doc Carter, 96

Dr. Fraud Confesses, 120

Driving the Torture Track,
22

Duck and Cover, 101

Dusty, 100

Eat Right to Win, 37

Eight CGreat Americans, 83

Electronics, 23

Elmer's Glue-All Fix-It
Book, 60

Engineering In Your Fulure,
23

Farm Bureau's Carnival of
Fun, 71

Farm Visits, 16

'ence Rider 45, 60

Fight for Freedom, 114

Fire, 123

T"ire Power, 65

"lagh Comics,

Forest Fire,

46
124
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Form, 109

Toxhole Cn Your Lawn, &8

Tree Men vs. the Union
Jlosed Shop, 10

Freedom of Choice, 40

From Yalta to Xorea, 108

Frontiers of Freedom, 69

Funny 3tuff, 46

f

o

George Washington's Rail-
road, 78
George Westinghouse, 26

Giant For A Day, 105

Great loments in Rodeo, 52
Greategst Show On Earth, 59
Grit Wins Cut, 13

Half the Fun of Having
Feet, 52

Handyman, 10

Having A Wonderful Time
This Vacation, 45

Having Fun With Kites, 76

History of Gas, 77

Home Cleaning lade Easy, 58

How Does It Work, 26

How Flame The Fire Preven-
tion Cat Got His lame, T1

How Jim Got His Big Break,
16

How Joe Emith Made a Steady
Customer by Knowing hat
Mafles a Gasoline Good, 18

How lMoney Goes Up In Smoke,
36

How
33

How Stalin Hopes Ve
Destroy America, 6

How To Be An Expert Driver,
31

How To Clock Up Extra
Sales, 16

How To Live Better, ©

Eow To Paint Right, 56

How to Pick a Used Car, 10

How to Shoot, 54

Money Grows On Trees,

Will

I Am The Guard, 90

Inflation Is vour Fightl,
113

Inside the Atom, 23

Is This Tomorrow, 117

It's A Fact, 85

It's A Great Life, 122

It's Fun to Stay Alive, 113

IE'S The Work That Counts,
65

Jet Power, 23

Jimmy and Burrhead, 9

Joe Becomes A Stockholder,
13

Joe Palooka- It's All In
The Family, 92

Joe Worker and the Story of
Labor, 117

John F. Kennedy, 86

Johnny Everyman, 125

Johnson Makes the Team, 28

Jo~Joy, B4

Jolly Jumping Beans, 52

Judy Joins the Waves, 90

Keith and Ellen Win A New
Look On Life, 40

Keep Your Home Safe From
Filre, 100

Xeeping Up With The Joneses,
T4

Kerry Drake- Case of the
Sleepins City, 92
{orea, My Home, 88

Land of the Pioneers, 65
Life of Christ, 118

Li'l Abner, 6C, 63, 87

Li'l Abner Joins The Navy,
90

Lincoln, 86

Line Riders 45, 60

Listen To Mr. Tee Vee, 76

Little Willie, 96

Look Who's Driving, 72

Los Peligros De...! Fuego!
100



Louisiana Department of
Revenue Reports, 101

Maintenace CGuide for
Track=-type Tractors, 62

¥Man In Outer Space, S8€

Man=M"ade lMiracle, 111

Marcl »>f Comliecs~ Oswald
the habbit, 52

Mark Trail, 100

Militerr Courtesy, 92

¥Mr. Bigg Drops A Hint, 13

Mopry, 100

New Adventures of Snow
White, 59

On The Air, 80

On to the Goal, &4

101 Ways You Can Earn A
Mew Bicycle, 55

Operator's Handbook, 42
ur Future- Free Men or
Slaves?, 87

Our Place In Svace, 23

Cut Of The Past, A Clue
To The Future, 116

Peanute, 65

Pegoy and Mado, 79

Penny, T4

Pete and Plerre, 79

Peter and the Whiffle-
Hound, 72

Peter Pan, 59

Peter Penny and His IMagic
Dollar, 73

Picture Storles of the
Bible, 118

Play It Safe Comic Book, 39

Pleying It Safe, 39

Pop Go The Fuses, 57

Prevent Brush Flres Protect
Your Home, 100

Private Li'l Abner, 90

Quincy, 102

194

Raélroads Deliver The Goods,

7

|

Reformation, &89

Refreshment Through The
Ages, 45

Ricky and Debble in Sardine-
land, 110

Room For Cne lore, 57

Salute To The Boy Scouts,
79

Sam Shrewd, TO

Santa Claus Funnies, 54
Saving to Win, 73

School Bus BSafety Tips, 39
Schwinn Bicycle Book, 54
Schwinn Bike Thrills, 54
declence In Your Future, 23
Science Today, 30
Seagram's Merrymaker, 15
Seagram's Selling Secrets,
15

Second Annual Report of the
Louisiana State Hospital
Board, 101

Selling America, 115

Shelter Through the Ages, 29

Skipper and His Pal, 71

Smokey Bear, 124

Smokey Stover, 123

Sports- U.S.A., 85
Startling Facts About
Dictatorship, 114

Startling Facts About Pro-
duction and Progress, 114

Startling Facts About Re=-
search and Iavention, 114

Steel, 112

Steve Canyon, 93-94

Steve Canyon's Secret Mis-
sion, 92

Zton and %o, The Safety
Twins, 123

Stories of Discovery, 89

Story of Time, 53

Strictly for the Smart
Birds, 90

Strong for the People, 92



Supernan York
Seeepy, 100

Book, 93

Tank Talk, 18

Tape It Easy, 60

Teamed For Progress, 47
T.V. Is My Business, 59
Ten Men and the Tele~-
phone, 75

Tennessee Jed, 47

Terry and the Pirates,
G, ok

The Adventures of Peter
Theat, 47

The Atomic Revolution, 29
The Bible and the Working
Kan, 117

The Birds Eye Kids Give A
Party, 47
The Birds FEye
Fishing, 47
The Birds Eye Kids Go
Shooping, 47

The Blrds Eye Kids
Kitchen, 47

The Casge of One'Bag Boy',
122

The Case of
Driver, 72

The Case of the Blown COut
Fuses, 57

The Case of the
Home QOwner, 57

The Child You Save May Be
Your Cwn, 113

The Diotribation of Wlec~
tricity, 23

The Dollar Dilemma, 116

The CGeneration of Elec-
tricity, 22

The Ghost Town That Canme
To Life, 57

The Gilant Returns, 105

The Hillery Story, 107

The Inside Story, 52

The Iron Horse Goeg To
War, 79

The Korea Story, 83

The Last Drop of Blood,
89 -

Kids Go

In The

the Accused

Skeptical

The Leader Comics, 31

The Light That Failed, 59

The Little Despot, 89

The Little Trees That Went
To School, 36

The Magic of Vitamins, 61

The Man Who Runs Interfer-

ence, 69
The Man Who Wouldn't Quit,
g2
The March to Market, 37

The Miracle In Your Gas
Tank, 65

The 1959 Cars of the For-
ward Look, 32

The Pioneers, 90

The Plot To Steal The
World, 116 §

The Races of Mankind, 125

The Red Icebersm, 118

The Robert Alphonso Taft
Story, 105

The Story of Checks, 73

The Story of Cotton, 111

The Story of Grain from
Farm to You, 110

The 3tory of Harry S. Tru-
nan, 104

The Story of
Curley, 107

The Story of Light, 23

The Story of Mass Assenmbly,
31

The Story of
tion, 31

The Story of Mid City- and
Its Sanitary Landfill, 62

The Story of Robin QOod 47

The Story of oalt, 29

The Story of Steel, 31

The Story of the United
States, 83

The 3tory of Water Supply,
7T

The Taylor Twdéns
Deal, 14

The mender Famlly 46

The Warrior and the Slave
Girl, 81

Janes Michael

Mass Produc-

In Double

195



The Wonderful World of 28

Flavors, 48

Tge Wonders of Wire Rope,
5

There Are No lMaster Races,

125

Things That Even Dads

Don't Know About, 32

Three Who Came Back, 101

Time of Decision, 91

Tom, Dick and Harry, the

Marquette Team, 11

Tomnmy Gets the Xeys, 27

Trapped, 97

True Tales, 85

Under the Eood Cartoons,
4
Unkept Promise, 121

Visit to America, 84
Voyage to Freedom, 83

Watch Cut for Blg Talk,
114

Water, Giver of Life,
Master and Servant of
Mankind, 76

Waxey, 100

We Hit The Jackpot, ©

We've Been Working on the
Railroad, 79

What A Republican Congress
Will Do For You, 108

What About Lever Adver-
tisging?, 5

What Do You Know About
Fire?, 71, 124

What Cne Farm Family

* Found Out, 62-

What To Do When Atom
Bombs Fall, 101

What's In It For Me?, 13

When the Communists Came!,
88

Who's Zoo on the Highway,
T2

hy Don't Trains Fly?, 80

Wisconsin's Forests, 100

Without Warning, 122

Wonder Book of Rubber, 27

Wonder What A Television
Set Thinks About, 76

Wyoming, 101

Wyoming Joe, 101

You Hit The Jackpot, 115
Your Halr Can Be Lovelier,
27
Your Presidents, 52
Your Social Security, 10
Your Welfare Fuad Gift,
122 :
You've Got to Have Grit, 13

196



Advertising
Justifying, 4-6
merchandising and sales
promotion, 43-68

Allis-Chalmers, 57-58

American Cancer 3Socilety,
120-21

American Telephone and
Telegraph Co., 75-76

Apparel, 49-53

Association of American
Railroads, 78-79

Atomic Energy Commission,
29, 96

Automobiles, s1-32, 113

Banking, 73-74

Bemis Brothers Bag
Company, 6-8, 129, 143

B.F. Goodrich, 27-29

Bicyecle, 54-55

Boston University, 21,
66, 106, 142

Boy Scouts and Girl
Secouts, 79, 122-23

Brotherhood, 125-26€

Buginess Research
Corporation, 12

Capp, Al, 45, 60, 68, 87,
90, 113
Catechetical Guild, 117-
19
Caterpillar Tractor
Comvany, 61-062
Chrysler, 31=-32
Cities Service, 17-18
Clothing, 49-53
Commerce, ©69-T72
Banking, 73=T4
insurance, 69-72
mass communications,
80-81
stocks, T4-75
transportation, 78-80
utilities, 75=77

Community relations (see
achool use

Ave.
e
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A

Communism, 89-90

against, 4-10, 40-42, 113-
119

Conservation (see fire
safety)

Cost factors, 141

Du Pont, 18, 56

Economic and political edu=-
cation, 4-10, 40-42, 113-19
Education Relations, 19-42
Effectiveness, 127-3%8
Employee Relatlions, 4-18
company earnings and
benefits, 10-13
company earnings, 10-12
employee benefits, 13
economic and political
education, 4~10, 113-19
juétifying advertising,
4=
teaching free enterprise,
6-10
employee and dealer
training, 15-18
product information, 17-18
salesmanship, 15-16
recrulting, 13

Food, 4%4-4C

Ford Hotor, 31, 62

Free enterprise, 6-10, 40-42,
113-119

General Electric,
advertising, 66

employee relations, 13, 129,

143

school use, 22-26
General Mills, 40-42, 46
Government, 32-109

Atomic Energy Commission, 96
health, welfare, and
safety, 96-101

international relations, go=-

90~
1%%%5 campaigns, 103~-09



reports and publicity,
101-03%
Grit, 13-14

Health, welfare and safety
(see also philanthropy
and welfare),
employee, 14
fire, 32-36, 71, 99-100
123-34

mental health, 97-99
120, 125-26

syphilis, 96

traffic, 32, 38-39, T2,
113, 123 '

Home improvement and
household goods, 56~60

Huffman Manufacturing
Company, 55

Industrial uses, 4-68
gfﬁ@atiun:relations, 19~
2
employee relations, 4-18
merchandising and sales
promotion, 43-68
Institute of Life Insur-
ance, 69-70
Insurance, 69-72
insurance information,
69-71
teaching safety, 71-72
fire, 71
traffic, 72
International Paper
Company, 32-36
International relations
§2-00
State Department, 82-84,
&8
United States Information
Agency, 84-87
war use, 87-89

Lever Brothers, 4-6

Li'l Abner (see Al Capp)

Link, Henry C., 7-8, 10
143
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Machinery and industrial
supplies, 61-65
Marguette Cement Manufactur-
ing Company, 1ll-12, 129
Mass communications, 80-81
broadcasting, 80
motion pictures, 81
newspapers, 81
McKesson and Robbins, 61
Melville Shce Company, 50-52
Merchandising and sales
promotion, 43-68
advertising, 65-68
clothing, 49-53
shoes, 49-52
food promotion, 44-49
food stores, 47
frankfurters, 45-46
frozen foods, 47
grain products, 46-47
milk products, 47
restaurants, 48
soft drinks, 44-45
home improvement and
household goods, 56-=60
machinery and industrial
supplies, 61-65
toys, 52-55
bicycles, 54-55
Military, 90-95
indoctrination, 92-99
recrultment, 90-02

National Association of
Manufacturers, 113-15
National Fire Protection

Association, 123-24

Philanthropy and welfare
(see also health, welfare
and safety), 120-126
brotherhood, 125-26
fire prevention, 123-24
health and welfare, 120-23

Political campaigns, 103-09

Premiume (gee merchandising
and sales promotion)

Production of promics, 139~
41



I Professional assoclations
(see trade and profes-
sional associations)
Promics,
commercial uses, 69-81
defined, 2
* effectiveness, 127-38
k industrial uses, 4-68
production, 139-41
public enterprise used,
82-126
research in, 142-44
Public Relations Society
of America, 28, 41
Public enterprise, 82-126
Pulse, Inc., 50-52, 143

Quincy, Massachusetts,
102-03

Railroads, 78-80
Reports,
employee, 10-13
Research, need for, 1l42-44
Robinson, Edward J., 22,
66, 142

Safety (see health, wel-
fare, and safety)

Sales promotion (see mer-
chandising and sales
promotion

School of Public Relations
and Communications, 21,
66, 142

School use, 19-42
teaching about:
automobiles, 31-32
banking, 73-74
economics, 28, 40-42
health and safety, 32-40,

71-72, 97-100, 123-26
insurance, 69-72
mass communications,
80-81
science, 22-30, 75=77, 96
transportation, 78-80
Stocks, T4-75

Superior Coach Corporation
38=39

Swift and Comvpany, 37

Syphillis, 96

Taft-Hartley Law (see eco-
nomic and political edu-
cation)
Temperance, 121
Thom ¥cAn, 50-52
Toys, 53-55
Trade and professional
assoclations, 110-1190
coumercial, 69-80
economic and politicel
education, 113-119

health, welfare, and
safety, 112

product information, 110-
12

Transportation, 78-80
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United States (see government)

Utilities, 75-77
Van Avery, Dwight, 24, 26

Welfare (see philanthropy
and welfare)

Westinghouse Electric, 26

White, David M., 22, 66

Young Catholic Messenger,
24-25

Zorbaugh, Harvey W., 21,
21, 112



