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Two years ago you embarked on a cm;q:rehensi.ve, coordinsted
investor communications program, whioh included the resump-
tion of aqorporate advertising, :

The prime objective of the corporate advertising, as you
detailed 3t ‘to us then, was to lay a foundation under your

various. mator commlmtion antivities and to help
establish Olidden ascoo

A stable, diversifled company
A growth company ASXYiDE

A company w2ilizing chemistry in all of its aotivities

A company with hesvy spuhasla.on rsssarch
against exisbing ‘end new produsts

We were also told thatcoo v
(lidden was not well known exoept for paint

Previous premsture sonounsements of new products

and activities had done the company herm with the
investment trade

Glidden edvertising should "promise” nothing and
that Glidden hed to let parformanas spesk for itself

Instead of "news" of developments, the advertising must
be conservative and directed toward acguainting investors
and the investment trade wi.th Glidden and its gurrant
activities,

In Septanbor, 1955, agnrins’s these targets which we have Jjust
outlined, we reoormended that your advertising feature
avidance, faots, naus and information «= directed toward
grouth and mm.m

We said that we believed the advertising should establish
Glidden in your resders' minds as a diversified and stable
industrigl, teamj one with growth opportunities -~ besause

of your many sssociations with products for industries whieh
are in growth fields.

 GLD011586



Now, it should bo sald here that such assonlations, slone,
do not. automatically meke & computy & growth cowpany.
But. at the time, ¥o covld not cite othor evidence of
your right to the growth lshel, Todey, howaver, we have
roal. faois to irpartg the evidem»e of growth charactar
vhigh i3 needed. Thoss, ve will discuss a Jittle later,

Ho i\uther recommersled for your first year's t‘imncial
peps advortising & serdet prodizated on the belief thatt

{3.) - -Theyve was meoh that these men did not
know about. (idden, Ats divisions. and
its prowth through chamistryo

{2) That theiy hue:nnss 4s to kesp inCormed;
end that, fhs;y vouid reed sdvertizemants
thet point e\i)v esld, "Here is infomsticn
about Gildden®,

At dhis polnd wa weald Jile to say that when it 19 the husinosa
of paople to yerd myi keejp Infornsd, ropy oan bs diraot, there
ia 1o nesd to be cuy or to try to intrigus readers uith "bait"
herdldnes, Fikewina, copw san be lengthy, if nesecsary, so
long s 1t rewards ¢he revder with infermstion of the type he
s Booking.

It is ths DHumstlon o{ asrortising to peve thu wy for personal
calls, whather seliing 3Jwluvstrisl finielos, bulk 0iiscooor
Bike Tharefore, if tha sdvertising iz inkuvesting amd
[omanelng. 1f it presents needed fynis, the door of any
pro3pect s opened.

And the doors of scowrdly analyets am pmen to Qiiddan,
Witaese cur orn experiencss over the yoirs as we hnvs ealled
on sadysls %o kesp ovr Lingers on the pulss of finanolal
thinicdug - 31 usml"‘y fakes only a telsprons eall fo gain
gu gpuointuant even with fop men sueh ra Faul Cabot end
Eedbth Funaton,

So, it wes onu the praniss that informailon about Giidden, its
divislions and growth was peadedoco

On tho premiss that analyste punk resd to keep irformedeeo

fhst our initis) sdvertisamants wers dssigned to teil, division
by division, erxactiy what each diwialon Sa, what 1t makes,

eud what its growih possibilities areo
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We also said that subsequant acdvertisements could tell
how Olidden serves specific Industriess dimouss naw or
grcms.ng productsg keep the finanoial trade gbmaut of
Olidden progress.

In the caleniar year 1956, ssprrate advertisements sppeared
¢h these subjeots:

How Glidden grows with tha rorieons of chemistxy

Why the outlook is grovth «. for the Glidden
Chemicals~I'igmante-tetsls Division

How spacigllzed research is speading the growth
of (liddon-Durkes Foods

Vhat is the Chenlga), future of the Glidden Paint
Divialon?

How the(licddsn "Navel Stores Division" has beooms
a now ghenjosl industyy

Vhat 42 the Glidden CHEMIRGL Divisiont?

Thls year, advertising ir continuing to appear which points
up how the varlovs (idden Divimions combine to serve :
numercus "growth” industries and how Glidden is growing with
the growth industirles it serves.

In a macting on Novenmber 1, 1955, Mr. Maxey stated that he
recormended continuing this copy epproach for the balance of
the year, but asked that we devise a series with more "growtt

- punch" for succceding years, Soparste advertisements have

sppesred thim yoar, or will sppsar, covering Glidden servioce
to thess growth industriess

How Giidder is growing with the 8-1/2-billion-dollar
paper indvatry

How Glidden is grouing with the spectacnlar rise in
food sales

Hov: Clidden iz growing with the big demand for
rubbse procucts

How G13dden is growing with the rire in building
neterials rales - andoco
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Ylow Glidden is growing with the B8,8-billion-dollar
salos of applisnces.

Our madia romnemtions two ysars ago were the direct
result of a study of investor advertising which we had
conducted over a pertod of 4 yesrs.

This study has hoen seen by Mre Maxey and Mro Augsburger,
mambera of the corporste asvertising ocommities, and hy
Mrs Lighter.

The study is constantly being brovght up to date as new facts
emerge, but ve are prowd to knos that not only sre we the

enly agerqy. fu (‘lwelmd to have made such a study but
probebly one of tre few in the Ynited States, We were told
recontly by srooutives of the Nww York Stock Fxohange that
1t was the only oro of its kind they hed ever sesn,

Propsved: prﬁmaﬂ.‘ly to serve ocur clients better, this study
has ¢ 6 miah corment thet we have had reguests and have
shomn & 0 invenlment counselors and to corpanies such as
churapmkew and Ohio Railroad, The Dlsminsting Corpany,

E on, Clovite Corporation, The Hoover Cowpany in
: 5 Halne and M30lend Steel. Inoidentally, we are
ouvrenm;yr preparing corporete snd investor advertising for
apd Steal (vhich camo to us for just such advertiising) as
well 3 Gl3dden, Repub]d.c Steel, and others.

Pmlmb?,v, in eddition to the completaneaa of the stwy, its
£ i :

Pdvortlsing'

Ve have alimye believod that er advertising agency should
perve 1ts olients in the mrrksting of a&ll of ites products,
eorvicen md feeilitles. I8 At becsme apparvent scme U years
.Y ] that otr clients would need more and more help in
mvlmti.ng theiv spourities, we set out, on our own, to equip

om'selveu to give them es complete and up-to-date advice as
possible,

We might interpolete ibat, epparently, our intsrest in and
fardliarity with investor comvunioations is at varianoe with
that of the aversgs advertising agenoy.

Row, an T 2314 o voment ago, our study gvided vs in recommend-

t;\g this list of {inanoinl trads papers to reach the fuvestmont
o5es

GLDO11589
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Trusts and Estates
Forbos Magazine
Barron's

Analysats Jouwrnal
Woll Strest Journal
Journgl of Cormerce
Financlal World

I% una obvious that 0] 1dden noeded to tell its story
contimongly to the th ‘Anvestwent trade market end that
these publications wers osrefully selested as the vehicies,

In addit.ion, we reecmmnie{l that Glidden toll its story
regularly tot

A REY SEGMFET OF
TBE XRVESTING FUBLIC

We did not recommsnd publicationz of broad, general olrawnla~
tion to vesch rmall 3Investors but, rather, pvblicatiens that
wounld be rosd by Ainvesntors with subatsntial fonds aidd which
weul glso be rerd by the ssme professionals we were reaching
in the finencial trade press, and thus Glidden would benefit
from deuble expooure,

The publications in vhich your advertising is appemﬂ.ng ares

- Fortune
Nowsweck
Us 8o Rews & World Report

Your advertising An those magezines, in pddition to reaching
key individus)l investors, also Impresses the lnvestnenttrade
and those responaible for large funds with the fact that
Glidden is making itself batiter knoun to the investing public
and, therefore, meking its securities moro marketable.

Now, from our Investor Study, we hsd lsarned that 2 kinds of
advertising ere requiredcos

1o Advertising, as factual as possible, in the
Tinanalel trade preas

20 Trattment of tho same subjeot in a different
menmer in wore general publiecations -
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Owr study, whiah several of you have seen, I believe, has

‘lod ua to ecnolude thet proper investor communicstions re

quires two advert!iing campaigns.

Ons campaign is written to appenl. to the professional buyers
of common stook. These men We have referred to es our
"innar target”.

The socond osmpaign must b» written to appesl to non-professional
biyers of oommon stosk. These are the members of the 8+1/2.
million psople whe own commons. Thism campaign also applies

to, mdmis direoted at, the profesaional ssllers of common

stool

For the last two yesrs youv advortising has been divided into
tuo osmpeigrs to most these qualifications, The oampaign
which we can roughly refer to as "the hlack and white campaign"
ia oharectorired principslly by the assumption that the reader
is :lnterested in your corporats nans. The primary readers

sra Security, Analysts, Trust Officers, and officers of pension
and-dnstitutional. porifolios, Your message directed to those
people hes bsan es detalled and s newsy as we have baen able

) 1o nake tto

By oontyast, the wessage directed at the bwoader public -
ard, “incidentally, at ths brokerage resders -- has been
dramatized, prineipally becsuse it 4s written with the con-
viation thst the roador is not intsrested in the corporate

nEMAs He bee io te luredo

The detaliled di. ffevenoes dotwcen these two carpalgne has besn
diotated by vhnt. #6 know of the detalled differences in

 resder interest hatweon thesse two groupse The two ocarpalgns

aro inter-related throvgh the eonsiderstion of WIDER MARKET
1!tmar-"§m he mein purpose of the campalgn to the non~
profaasiom} bu.ym is the croation of this WIDSR MARKET
JIXTEREST. At this point, I think we ought to face the time
dilemon whigh confrents sl professional investment people.
Every analyst or trust officar hopss to piok up @ “ronderful
etock with a Jot of growth potential, but not known. Then
he hopss =~ ipmadiately after hs bas bought his sheres -

that At benorpa wildely kmovme This 3s importent to him because
he plmaa‘ a great desl. of value upon WILER MARKET INTFREST.
He wants t0 be able to ssll, 4f he hne 1o, le hopes that the
pries wALL go- vpo He wvants the legel protection, vhich the
vider reﬂnvmon ‘gives hin, in cats he is sued by a clients

GLDOY1159)
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and he wants the prestigs of & well-known name in his
portfolio in ease his selections are subjest to serutiny
by the finsncial committes or board of trustses.

Creating WIDER MARKET INI‘EREST is @ very slow process.
Thersfors, it is our recommandation that sdvertisers who are
interestad in the financiel oommmnity avd!.ence should under-
take it as soon as they csns But, they must undertake
commnioations to. the irmer oircle simultanecusly. This, we

" beldeve, iz the best solution to the time dilemms which is
‘3atent in the matter or WIDER MARKET INTEREST,

So this is what you hayve been doing now for two years, You
have been ‘yreaentin@ the. st:rippadwdwh news of your 0ovpANyY,
with as much detail as wss svailsble last yesr and the year
before, to the irmer-cirels men. At the same time, you have
:baen,kaep ing the corparata nams in front of the highor income

to crack clnstitutiom.’l porttolioég

b 2 migh,t‘be mterasti‘ng‘to c:mp;re yom- cmunioatlons to the

g, You will tp that thesa ‘ads vaxy from the
quite gor About, the only thing they a)l have
s TOBt O them han o= in common,; is long

'y comoa from the fact that when you
swyou mugt tell a worth-vhile message
ns. th m‘sahgoroquh-ostoconploh

5 Know t long oopy ~- provided

a-hslighten readership.- :
tmicativns ¥ith these, you will
k up very well.

the qvalitications of an in-
"mnagmnt training!, This
£ the characteristics being
th of manggement, They
e, intelligent but ocautious

o ages of sscond-level management.

GLD011592
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J1. is reocognired that no yardstiok can bs placed upon the
performance of inventor or corporate edvertising. Too
meny feotors sre involved and, certainly, one-and-a-half
vears of Glidden experienca with the current program should
not be expacted to produoe very demonstra,ble resulis.

Yet, let's sce 1f wo oan deterrine somsthing abouteeo
THE TRACK RECORD

Prior to the start of the progrem in NFWSWEEK, this publication
arkod some queations of a aross-section of its readers.

One yeear later it esked the sare guestions of snother oross-
saotion,

Purpoze.of tha Nevseek Stadrs
Ehago.dssTanusry 19563 To ertablish compony recog-

nition and product identificstion before Glidden
sdvertising owrpalgn in Newrareeks

Bhass. 2 loruary 19378 To neasure recognition
ohrrpes rasulting from advertising.

Kronmivras

Questionnairs walled to 3,000 Newsireek subscribers
for ezch phese.

.,44 of 1956 mail-out returned.
335 of 1057 mailwout: returned,
(Tabvlatinnz besad on 2,36 corpleted questiomaires.)

Quesin §13 "o you recogaire this company nams - Gliddeni”

thase I - JThase JI.
R S | I 1
YES 777 62,6 922 82,2
e 208 1607 195 1704
N ANSHER - 292 B0l —— -—-—D-'*
TOTALR . 1,247 100.0 1,222 100.0
GLD011593
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Question ¥2 3

"Pleass ohask the products you are CERTAIN are manu-
factwred by The Glidden Compeny.”

Fhase. L Fhase 3L

I 1 4 £
titanium dioxidae 108 807 100 809
polyester resing 80 6ok 73 65
paint R5 4.5 a6 7504
soybean oil and mead 95 7.6 88 7.8
¢adriiun 115 952 128 )
white lead 337 27.2 310 27068
varnish 588 47.4 508 45,3
pine oils 102 8.2 &t 7.5
coconut. produsts 30 265 27 24
Jithopons 33 207 31 2.8
rolal povdere 60 .8 By 3.9 .
bakera® sherteaing h8 3.8 7 o2
terpeno chemiosts 82 4.6 70 6.2
Tnrkes nergarine - 93 7.5 102 9.1
enwmeln T 513 8.3 72 h2.)
frying olls 63 5.1 b 4N
soya flours 5 4.3 LS S |
solvents 23 1806 180 16,0
paver costings ™ 6.0 66 5.9
produst finishas 128 10,3 2y 11
203\". knowr 298 2’490 54 !b.B

( Rased on all respondents )

A few ninutss apo ve sald that we have beon calling on financisl
profesasonals over the years, Hero is a list of soms of the
men with whom we have talked,

(names of msn inte:viewad )

Recontly, four of these ren dropped remerks that psrtein
sovowhat, 10 your track record. They awe idle strows in the
vird, but they mey sndioate thal your over-zll investor communie
oations prograss, of which advertising is only a part, is
beginning to pay offe
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SHERMAN BADGIR

Vice President in Chg. of Investments, New England Mutual
(Inoreasing interest in commons in last 10 years)

nGlidden hag come to our attention more recently
than in the pasth,
Question: "How recent is "recent" - would you say 2-years
' or 10-=years?" '

Answer:  "Oh, I would say it is more mearly 2-years."

‘Question: "Why do you think it has come toyour attention?”

Answert 1Y would say that the brokers have been pushing it.
I just have an impression that it has come to
my attention,"

R, T. DAVIUSON

Vice Presidant in Chg, of Invesimenis, Boston Insurance Company '

Said he knew The Glidden Company. Has the "impression
that Glidden is better than it used to be M

Said he didn't know where he got the impression but that
he %just had it", Says he reads everything ."he can get
his hands on" ... .

FORTUNE, NEW YORKER, U. S. NOWS, NEWSWEFK, LIFE, POST,
BUSINESS WETK, NEW YORK TIMES - all three Boston papers

ROBERT FISHER

Securities Specialist, Pearl Assurance Co., New York

%oso more aware of CGlidden in recent pasty for a
year or two, Have the impression they have been
progressing -- but this is vague, they are a difficult
company to compara,"

GLDO11595



PAUL CABOT

Treasurer, Harvard University $250 million in commons
President, State Street Investment Trust $170 million in commons

Membor of Board and Investment Committee, J. P. Morgsn & Co.
"Not impressed by Glidden"
Then added +s.

"Probsbly thinking of 0lidden more as they had been
than as they ere recently',

eoe S0 much for the last 2-years .e.

I‘IHAT ABOUT THE IE‘AR AHEAD s 00
A3 those to follow?

¥hile you did not indicate much interest in the small, average
individual investor two years ago, we were Just told quite
recently that your interest now is ONIY in large investment
funds -~ universities, fire insurante companies, common

stock funds, employse pension trusta,

And we wore asked to explore ths advisabllity of putting all of
your advertising dollars into publications directed to the
mon oontrolling these large funds == in other words, the
financial trade press as opposed to doing corporate advertining
in publications of more general circulation,

While, as I sald earlier, we have constantly maintained our
study of the changing investor market, we decided to talk
with somo of the men especially about institutional portfolios.

Ve wanted to explore in particular . . .

What a corporation should say in advertising, to
Interest those concermed with institutional POPthliOB.

Yhich medin, and which type of advertising would moat
influence them.

GLDO11596
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Granted, this was a large order but as with most studies,
a pattern soon became established.

-Actually, both questions apply to any company, And a8 we

Yook at some of the things the men said, we have to bear in
mind that not a1l of what they want to know can be answered
in advertising —- much has to be handled personally,

But, much of their cmment is backgrmmd against which an
advertising program can be tuild,

JOSEPH BICKFORD

Bankers Trust Company, New York City.

Looks for able management and depth in managements
examines products, acceptance and future markets,

Interdsted in basic research == not just product research,

Public knowledge of campany, 1mportant == t0o dafend
stocks being in portfolio -~ also for sale of stock in
the future,

CHARLES CALEY

Aetna Fire Insurance Co,, Hartford, Comecticut,

Intereated in manapgements Top officers, directors -
their connections, background and other business
‘cormections,

Seeks news of new products,

Some very good companies are not well known,

The future marketability of a stock would be less for
a company not well known and well liked,

"o might not buy on a broad basis, but we might
want to sell that way."

Growth is number one, Return is important. Looks

for increases in earnings and dividends over the long
pull,

Said that the price of growth is high -« it is costly for

& company to continually build in every way necessary
for growth,

GLDO11597
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GORDON W, SHAND

Hartford Fire Insurance Co., Hartford, Connscticut

Iooks for growth =~ "Better than average growth and
stability".

Thinks companies. should advertise the ways they serve
various industries such as paper, construction -
particularly read building, etec, ‘

Earnings record is important, but this is a Yhistorical
minox",

Wants to kmow vhat companies forecast for themselves
and their reasoning.

Has purchased stock as the result of interest stimulated

by direct mail,

CGEORGE A, BOYD

Anerica Fore Insurance Group, New York City.

Paotentisl ‘growth, profit performance, dividend record
- are all considered, Also, a conservative balance sheet,

Sound and factual indication of potential growth is the
key decision-making factor,

America Fore weolcomes personal interviews with management

== preceded by a mailing of complete, up~-to-the-mimte
reports,

Feels that advertising indicates established leadership
in a field,

Public recopnition and acceptance are a definite factor
in his considerations,

Regularly resds FORTUNE, TIME, BUSINESS WEfK and
WALL STREET JOURNAL.

GLDOD11598
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WILLIAM MOHRIS MATER

Troasurer, Haverfoxd Collegs, Philadelphia, Pa,.

Portfolio handled entirely by Finanee Committee withoub
profossional advite, "We huve dons quite wellt,

"The industry is Importsnt as well as the position of

the company within the iudustry; we tend Yo ssek those
which produce goods or services whu,h we belleve wiilbe
in increasing demand and. where the profit margin

is as Yittle vulnerable as pom:.ble to surprise reduction®,
nT think the {ewdency of any large. fund such as ours is to
favor investments in ths large amd betler«kmown corpora-

tions, wWith the feeling that there is somewhat more
security, historically and act.u311v s in’ such investmente!,

ROBERT H, BUSS

Oberlin College, Uberlin, Oldo.
Past growth anl expéctauncy of growth, mest important,

- Size of company wlthin en industry and quality of
managoment vital to deeluion,

Some companies are xo widely d.ivex;si.fied, it ia hard
- 1o determine from where growth may come,.

Wants candid factsy complained about companios sending
representatives not prepared to answer all questions,

H, GAROON GRIFFITH
Inveatment Officer - University of Michigan
All iywestmentz ave long—term,
Never buys anything but "blue chips”,
Inoks for alert, modern management growth: I dont't
want old stable, usual incame conpanies, We are

looking for a corporation in an industry that is
going to go somewhere™,

6LN011599
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PAUL CABOT
Hanag_emani with honesty end Antegrity, is first,
Record of stability and grewth,

Per cont of gross golng into labor will more and more affect
possibilities for profit,

"I ook for a stock 1 osn sell - because everybody
makes a mistoke sometime "
ROBERT FISHER
Securities Specinlist, Pearl Assurance Co., New York City
nCompanies must £ind ways to messure their own standing
with comparable companiss and stocks, Moat companies
fall to do this and say there is no comparable company
== 4t may take hard work to find a good comparison, but
it can be done,"
SHERMAN BADGER
New England Mutuval 1ife, Boston, Massachusetts

Orowth - aggressive management .. intelligently directed
renearch,

Dapth of mansgement - sipe of company «- type of indus- .

try and ..o 38 it a growth industry?

Labor ~- "o tend to go toward those with a low labor
factor."

Ounership of natwral resowrces,

e favor companies that have a great deal of care for
their stockholders,®

Our portfolio needs to look well, We are influenced by
reputatlon, "It is 2 damn sigif easier to buy DuPont
than soms vnknown company.®

6LD01160g
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Now, you might be interasted in some other comments that
are pomething of directional signals, ’

Wery stable, low risk. Very safe amd very dull to
the investor who is after fidck® as well as yield.*

"The fact that their stock has stayed up as well as
it has indicates that an excellent job has been dons
by (lidden financial people”,

"That's vwhat I eall a non-classifiable company, It
ien't paint, or foodl, or cliomicals = it's all of
thonat,

"Thay should ehow exactly how each divirion tiee into
one another!,

As wo sald eax)ier, these interviews, arl others we made,
fell into essentially the same pattern,

Security analysts are interssted in:

GROWTH COMPANY IN CROVTH INUSTRY

ABIR, ALERT, AGGRGSSIVE MANAGEMEIT IN DLPTY
COMPARISON WITH OTHER COMPANIES IN SAME FIEID
BASIC RESEARCH

LW LABOR COST FACTOR

SIZE OF COMPANY

OJNERSHIP OF WATURAL RESOURCES

HOW COUPANY SFRVES INUDUSTRY

CQUPANIES THAT ARE STOCKUOLDIR CONSCIOUS
PLANNED DIVERSIFICATION

PUBLIC AND IWVESTOR RUCOGMITION AND ACCREPTANCE
FOR FUTURE MARKFTABILITY OF SHCURITIES

FACTS

GLDO11601
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"Complicated company;.confusings doesn't fit any one
Andustry, Hard to tie together.®

"Feel betlor about. Glidden but still don't think much of it,
Favor n widsr reputation, Would not tuy Glidden becauas it
in ne;ther & "blus chip® nor a “"pale blue chip," Must be-
coms. & "blue chip™ or have & reasonahly good promiss of fast
protit, or compote with others producing very good income.®

This thinking is roflected in our recormendations for next year,
which Bob Lachner will now tske up with you,

On the basis of these latest interviews, we submit that our ad-
vemnng 1ast yenr and this year has been right on the target.

We haves
*INTRODUCED" OLIDDEN AS A COMPANY
FEATURED EACH DIVISION SEPARATELY
TIED THE DIVISIONS TOGETHER

ASSOCTATED OLIDDEN, AS A WHOLE, WITH QROWTH
. INDUSTRIES

EMPHASIZED BASIC RESEARCH
FEATURED PLANNED DIVERSIFICATION

FORTRAYED ALERT, AGGRESSIVE MANAGEMENT THROUGH
EXPOSITION OF THE COMPANY®S ACTIVITIES

AINFRTTSED WITH CORPORATE MESSAGES IN OENERAL
PUBLICATIONS, IN ADDITION TO FINANCIAL COMMUNICATION
AMNERTISING IN THE TRADE FRESS, TO BUILD BROAD ACCEPT--
ANGE AND MARKETABILITY FOR GLIDDEN SECURITIES,

Fully aware that the best advertising is the advertising that
is most specific - whsther it bs a product or a secuwrity {(amd

securities are products) - we ars pleased that we can now be-
conts more specific,

And we feel that the timing is exactly right,

6LDO1160>
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We needed to introduce and explain (lidden: we needed to
assoctato Olidden with growth industriess we needed to build

a "foundation," if you will, on top of which you conld announce
specific steps you were taking for growth and Ancressed yield.

This we have doms,

During the period. that. this advertising has basen appsaring, you
have made investments against futurs earnmings and growth and
have taken othsr steps that lend themselves wsll to more
gm;ﬁ.g advertiaing contadning the facts that the professionals
want .., advertising with the "punch” or 1_mpaet we both doairee

You recognized this in your disclosures to the Analgnts uhon
they met with you in c].evelamo

These same facts merit broader circulation to the entire invest-
mant trade and to key Anvestors throughout the country,

Some of the subjects that we believe are ideal for wide investor
communications ares:

Capital expenditures for (]) new Titanium Dloxide plant;
(2) new grain elevators; (3) new branch paoint stores;
(4) new terpens chemical and tall oil refineries;
(5) Durkee dispositions, concentrations and relocations
0os 8nd others..
With careful presentation: without promises; but giving the
- PURPOSE

behind esach setion, we believe your investor advertising can
do much to answer soms of the questions in the minds of men
such as those to whom we talked.
You might tern it ...

CORRECTIVE

advertising,

GLDO021603
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9.

There is nothing new about corrective adveftising, Many
companies have the nead for it...including some of owr
clients who are doing exactly that !an

It is easy for false Ampressions to be budlt up - and these
ars usually becavse of the lack of information,

If you know vhat thess false imprassions are - and we think
we do - then the correction of those impressions is relatively
simplec..3f you ean present the corrective facts...and,
fortunately, you have the facts to present,

On this premise, for next year, we are recorrending adver-
tisoments. to the firangial trade of this type.

( Advertisements)

These advertisemsnte are packed with naws and facte; they
have news-type head)ines; they employ ths proved attention-
getting deviee of generous vse of photographes and charts;

- they look informatives we are confident they will have high

readership.

And bscavne Glidden nesds marimum iwmpact now - and has the
facts that warramt it - we ave recommending that 2-page spreads
be used instead of the former pages - with a slmilar doubling
of the space wiit in the Wall Street Journal.,

Now we said earlier that we felt we bad been right in recomend-. k
ing corporate advertising, in more gereral publications, in
addition to investor advertising in the financial trade press.

We still believe so ~ and that you should continuwe.

Every man to whom we talked stressed the Amportance of
marketability of the securities in his portfollc... the
inportance of wide investor knowledge of a company, coupled
wlth acceptence and liking for a company,

This sort of acceptance camnot ba created by yowr consumer
produvet advertising alone. This advertising is offering yowr
products for rale -.- it does not and cannot tsll tha story
of the complote Glidden Company: its philosophy of operationsg
its plans for the future; its growth potentisl; ths invest-.
ment opportunities in its securitien,

GLDO11604



Further, corporate advertising, as differentiated from in-
‘vestor advertising in finaneisl papers, is used by many
companiss, including some of our clients, for a combined
varisty of purposes. These objectives, vwe believe,
parallel those of (liddsen,
1,  For wider market interest in common shares
2, To help establish possible loan valus
3. To create prestige
a, for Divisions?® benefit
b. for customer renpect
¢, for possible international business effect
d, for faster acesptance of new products
L. To help sales to industry
‘5. To help discover mew markets
s Now, this ‘requiren 2 different sort of advertising from that in

ths trade press. As our study has shown, and we pointed out

earlier, 8 different technitue is needed to create maxtmm
readership., T

We think we have had that mort of technique the last two years, .

with our unusual color photographs, headlinss and interesting
subjects,

‘We are recommending that the some physlecal technique be
continued -- tmit uweing a differont typs of subject matter,

As wag pointod out,; during the Jast two years we have taken
tha same svbjecis featured in financial papers and prepared
4..color corporate advertisements around them,

Now, just as you have mpscific rews of prowth investments to
communicate to the investment trade in financial publications

~- you have nows of maw produwsts to feature in your broader
corporate advertising.

~/ GLDO11605
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These new products have great reader interest value; they are
proof of Glidden planned research; they demonstrate, just as
much as your investments, how Glidden is charting its future
growths and they permit advertising keyed to the several .
objectives we have jJust discussed.

{Corporate advertisemants)

Finally, in October, 1955, we recomuended a complete nerchan-
dising progran for your corporate advertising,

This included merchandising to the Financial Trade Audience;
Glidden customer audience; Glidden employee audience,

We wge that this merchandising be accelerated. As we sald
in 1955, merchandising i= often a mis-used word, Broadly, it

means the use of the advertising, over and above the appearance
of the advertising,

Our contacts with investment professionals confirm that the mail-

ing of reprints and othsr materials is effective; that ths mate-

rial is read; and that, on ocecasion, ggg__g_gggg_n has resulted
from some madling pieces,

The cost is low; the potential benefits are great,

DIRECT MAIL MERCHANDISING

Iten Ho, of Mallinge
Fortune covers with letter 6 "
Black and white ad reprints with letter 5
Quarterly and annual reports 4
Special mailing 5
Total 21

We are ready to help you formulate and implement a merchandising
program... juat as we do for our other clients,

GLD011606
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In summary, we are recommending:

Continuation of both investor advertising and
corporate advertising.

Two interlocked programss

{1) To the investmend trade snd professional
investors

(2) To a keyv segront of the investing publie
as wsll as management in businsse and
industry.

Fentwring:

(1) News of growth investments in the
financial press

(2) News of new yroducts in the corporate
publications,

Supportsd by

() Intensiva axtz'amuoeK oo MBrchandioing
soo Of the advertising,

(Discussion of media recommendations é._nd

budget )

6LD011607
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THE OLIDDEN COMPANY

CORPORATE AND FINANCIAL COMMUNICATIONS
ADVERTISING

1957 « 1958

CLDO11608
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T GLIDUEN COMPANY

Corporate Advertlsing

1957 - 58
Fublication Space | Rate Cost
FORTUNE 6 = 1 Poge, L Colors $ 5,555.00 & 33,330.00
287,186 ,
NESWREK 6 - 1 Page, L Colors 8,625,00  51,750,00
1,100,000
U.S. NEIS & WORLD 6 ~ 1 Pags, L Colors - 3 @ 6,625.,00 42,675.00
REPORT 3 & 7,600,00
900,000 :
Cost of Space $ 127,755.00
Estimated Art & Mochanieal
Preparation 19,600,00
TOTAL COST $ 147,355.00
6/10/57 db
cLD011609
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Publication

ANALYSTS JOURNAL
7,365

BARRON'S
13,706

FORBES
225,000

TRUSTS & FSTATFES
1,712

JOURNAL OF CO!TEROR
38,854

WALL STREET JOURNAL
- 188,156

6/10/57 db

THE GLIDDEN COMPANY

Financlel Gom;;ﬁ.caﬁonq

335

1957 = 58
Space - Rate Cost
52 Pages, BN $ 600,00 $ 3,000,00
§ -~ 2 Pages, BV 1,?011.00 13,632.00
8 - 2 Pages, B.¥ 26 '780.00 32308.00
Fegess 6 & 1,158.00 '
6«2 Pages, B h20.00 2,520.00
B-8 Colx 150 Iines 6811.00 5.&72099
(1200 Iines)
15 - 6 Col,x1L8 Iines - 3,7”0“8 56,077.20
" ( 888 Lines)
Cost of Space $ 113,210,19
Estimated Art & Mechanioal
. Praparaté.on 7,000.00
TOTAL COST $ 120,210,19
CLDO011610
b
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Publication

" THE GLIDDEN COMPANY

Financial Ststemgnt Advertisemsnt

- INVESTMENT DEALFRS* DIGFST

5,16k

PAGAZINE OF WALL STRFET

20,135

TRUSTS & FSTATES
1,772

V.S, INVESTOR
16,560

BARRON! S
73,706

FINANCIAL WORLD
- 115,820

FORBES

225,000

JOURNAL OF CO'SERCE
38,894

WALL STRFET JOURNAL
LB8,156

6/10/57 db

2957 = 58 =

Space Rate Cost

1 - 2 Pages, B $ L4000  $ UL0.0O

(t4pped-in) |

1 ~ 1 Page, B4 500,00 500,00
1«3 Page, BN 210,00 210,00
1 - 1 Page, B 285,00 285.00
lel Pﬁgﬁ’ B&R 852.00 852.&
1«1 Page, BAH 620,00 620,00
l1e1 Page, B&Y 1,!"100& 1.“400(!) .
1 = 592 Lines, B 337.4k 337.Lh

1 « Uhli Lines, BMY 1;869.211 1,869.24

Coet, of Space $ 6,553.68
Estimated Art & Mecharmical '
Preparation 1,200,00

TOTAL COST $ 7,753.68

GLDO11611
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CORFORATE AIVERTISING
FINANCIAL CO.MUNICATIONS
FINANCIAL STATEIENT

ADVERTISEMENT
TOTALS

6/10/57 db

THF. OLIDDEN COMPANY

1957 - 58

SUMMARY

Cost of Space
$ 127,755.00

113,210419
65553468

$ 247,518,871

Preparation
$ 19,600.00

75000.00

1,200,00

8 27,800,00

337

Total Cost
$ 1!47)355000

120,210.19

7'753.&

$ 275,318.87 #

% Tncluded in this figure are rate

6LDO011612

inereases in the amount of $25,160,03
(See noxt page).



. UeSe WENS & WORLD

JHE GLIDDEN QUMPANY

Fublication Rate Insreases

Pub],icat.ion

Space - 1956-57 Cost

338

Corporats Adyerti alng'

FORTUNE
NEVSHWEEK

6 -~ 1 Pape,h Color $33,020.00
6 = 1. Page,h Color Ub7,L30.00

G - 1. Page,l; Color 36,825.00
- RFPORT

Financia)l, Gomrmnicatiéns

ANALYSTS JOURNAL 5 . 2 Pages, Bl 2,500.00
FORBES 8 < 2 Pages,B&VW 28,124.20

JOURNAL OF COMMERCE
WALL STREFT JOURNAL

8 -8 00101150 lines 5,088!-00
15 = 6 Col.xVs8 Iinesh?,286.00

Financial Sbatonkmt Advertisement

INVESTMENT DEALERS? 1 - 2 Pages,BW 360,00
DIGFST :

U.S. INVFSTOR 1 « 1 Tage, Bl - 258.00

FINANCIAL WORLD 1 ~ 1 Page, D&Y 590,00

FORBES 1 - 1 Page, P&W 1,263.60

JOURNAL OF COMMERCE ) ~ 592 Jines, BV 313.76

WALL STRIET JOURNAL, 1 - blh Janes, B 2,576.20

1957-58 Cost Rats Incress

¢ 33,330.00
51 750,00
th 675,00

3,000,00
32,%08.00
5,172,399
564077020

Lho.00

285,00
620,00
1, 4li0,00
3374k
1,869.24

TOTAL RATE INCRFASE

6/10/57 db

GLDO11613

¢ 310.00
k, 320,00
5,850,00

B T

$ 10,h80,00

500,00
b,383.72
384.99
8, 79120

§ Ih,059,92

6000

27,00
30,00
176,40 -
?23.68
2930l

$ 620012

$ 25,160.03

o p—



1956 ~ 57 Advoriising Schedules end Costs

ere showm on the Lollorwing pagass

CLDO11614

Ty

339



»

- e

Publication

THE _GLIDDEN COMPANY

FORTONF
285,000

NFSYEEK
1,050,000

UsSo NEWS & WORLD
REPORT
825,000

N~

6/10/57 db

Corporate Advqm sing

1956 - 57
Space Rate Cost
"6 -1 FPagay i Colors 1265, hs.oo $ 33,020,00
se 5
6 - 1 Page, L Colors 3 @ 7,565.00 1s7,1430,00
358 21:5 00
6 -] Page, h Colors 3 5 650-00 36,650.00
3 © 6,625.00
Cost of Space $ 117,275.00
Estimated Art & Mochanical
Preparation 17,600,00
TOTAL COST $ 134,875.00
GLDO11615




Publication

THF. GLLDDEH COAPANY

Financial Qomxd.oatipna

ANALYSTS JOURNAL
7,385

NARRON'S
13,706

FINANCIAL WORLD
145,820

FORBFS
173,196

TRUSTS & FSTATFS
7,642

JOURNAL OF CO“ZERCE

33,124

WALL STRFET JOURNAL

405,000

6/10/57 db

341

1956 = 57
Space Rate ‘Coat
S = 1 Page, B § 250,00 $ 1,250,00
12 - 1 Page, BAN 852,00 10,2211.00
7 = 1 Page, B&M 590,00 1413130.00
1) « 1 Page, BAW 3¢ 1,537.38 19,734.14
8 @ 1,890.00
8 - 1 Page, B 240,00 1,920.,00
10 « 592 Linas, Bas 34928 3,492,28
15 - bk mnea,Baa'l 13 3 1,652.82 25,254.72
Cost of Space  § 66,003.66
Estimated Art & Mechamical
Preparation 8,000,00
TOTAL COST $ 71,003,656
CL0011616
J



o, ' THF, QLIDDEN COMPANY
" Financial | Statement Advertisement

1956 « 57
INVFSTMENT DFALFRS' DIGEST 1 ~ 2 Pages, B4 $ 380,00  § 380,00
5184 ~ (tipped-in)
MAGAZINE OF Wall S8TREET 1 - 1 Page, BN 500,00 500,00
20,135
TRUSTS & ESTATES 1 = 1 Page, BN 240,00 240,00
7s642 .
U.S, INVFSTOR 1 « 1 Page, B 253400 258,00
16,568
BARRON'S 1 - 1 Pags, BXY 852,00 852,00
72,437
‘ FINANCIAL WORLD a 1 =1 Pags, B4 £90.00 590400
: S hS,BZO
: FORBES 1 = 1 Page, BN 1,263,60  1,263.60
) 176,196 .
| .
JOURNAL OF COLIFROE 1 - 592 lines,BeN 349,28 3lg.28
: 38.12& : :
WALL STREFT JOURNAL 1 « Ll IAnes, BSW 1,642,680  1,6842.80
405,000 _
Cost of Space $6,075.68
o ’ * Bstimated Art & Mschanical -
: - Preparation 1,540,00
TOTAL COST $ 7,05,6
6/20/57 ab
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THIE_GLIDUEN COMPANY
1956 = 57

SUMNMARY

Cest of Spaco Lxeparation Totad Cost
CORPORATE ADVFRTISING $ 117,275,00 $ 17,600,00 $ 134,875.00
FINANCIAL CO.ZIUNICATIONS 66,003.65 8,000.00 74,003.66
FINANCIAL STATEMENY 6,075.63 : 1, 540,00 75615.68
ADVERTISEIFNT e _
TOTATS & 189,35h, 34 8 27,240,00 $ 2169430
6/10/57 db
GLDO11618
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1958
PAINT DIVISION
ADVERTISING BUDGET

6LDO11619




Trade Sales National
Other National
Local Budget

Canadian National

TOTALS

1957

ESTIMATED
1957 BUDGET EXPENSE 1958 BUDGET
$1,102,000 81,056,604,  $1,387,818
250,000 223,040 230,340
1,745,000 1,611,600 1,721,000
———— 120,000 140,000
$3,007,000  $3,001,24  $3,479,158
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