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MEMO TO:

FROM:

Campaign™/6

Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 15, 1976

SKIP WATTS
DODIE KAZANJIAN Quw
"HEADQUARTERS KITS"

I spoke to Bruce about "headquarters kits'" and he re-
inforced my statement that they do not exist to date.
However, we can put together special kits to fulfill

your request.

They will contain:
2 large color posters
1 blue wall banner
1 red window poster

Do these numbers meet with your approval?.

cc: Bruce Wagner
Peter Dailey

Peter H. Duiley, Chairman & Chief Executive Officer; Bruce S. Wagner, Exerutive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary



Campaign™6

Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 15, 1976

MEMO TO : SKIP WATTS
FROM: DODIE KAZANJIAW
RE : ISSUE BULLETINS

We cannot order another 50,000 issue bulletins for
the reduced price of $2,000 because it would hold up
the Illinois order for one week. (See attached.) 1If
we want to obtain the benefit of the 50,000 bulletins
for $2,000, we will have to put in an additional
order of 100,000 bulletins.

Pirst 50,000 (for I1linois)....ccous $3,945

T T s L N S R AN SRR $3,945 (because
order will hold up
Illinois)

Additional Y00, 000. .. . ccinuisvixvimn $5,945

Do you want to go with the 100,000 order? If the order
is placed immediately, we can have it in 5 days. If
not, the paper (colored off-set) will not be available
for 2 weeks...... it would take 3 weeks to get it.

cc: Bruce Wagner
Peter Dailey
Barry Lafer

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Exerutive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary



Campaign’/6

Media Commumcatlom Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 11, 1976

MEMO TO: SKIP WATTS )/
FROM: : DODIE KAZANJIAN jj/ e
RE: ISSUE BULLETINS
{ (\.g
e
We have ordered 50,000 of each issue bulletin from Wold Press totalling )} -{;
$3,945. If the order is increased to 100,000, the gross price will
be $2,000 more. 5pz

Do you want an additional 50,000 ordered?

cc: Stu Spencer
Bruce Wagner
P. Dailey

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary



Campaign’ Yo

Media Communications, inc.

1823 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 15, 1976

MEMORANDUM FOR: BRUCE WAGNER
FROM: ' DAWN SIBLEY
SUBJECT: - SPOT TV/RADIO MEDIA PROCEDURES

The following recommends a local media authorization and payment
procedure we would like to adopt for all purchases made on behalf
of Campaign '76 Media Communications, Inc. by SFM.

Friday 1. Written authorization from Washington for each
(1T days) weeks advertising due on Friday eleven days
prior to air date.
Monda ‘2. Buying spec's issued to SFM following Monday A.M.
(8 days) -
Tuesday 3. Tuesday -(Noon) SFM returns completed buy sheets,
(7 days) budgets recap (by station/rep./week) to media
department for review. :
Thursda 4. Thursday - (10:00am) SFM submits finalized budgets
[€) Haysg and approved buy sheets to Media Department. {(noon)

Media department releases budgets to finance for
preparation of checks and station list to traffic

for scheduling of commercials. Thursday -(PM) Traffic
department issues instructions to stations.

B
‘Zldz e 5. Friday - (PM) Media department releases checks and
ys) authorizations to media at NYC office.

Do you forsee any problems with this timetable?

c.c. Peter Dailey : ‘ .
Barry Lafer
Ceorge Karalekas TS) eﬁﬁr—h_ﬂ

Absadiimerni=-%l)

_/)N

\\4sw"

S oy

Peter H. Dailey, Chairman & Chief Executive Officer: Bruce §. Wagner, Executive Vice President; Rober: C. Mooz, Treasurer; Kobert P. Visser, Secretary



Campaign’/6

Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 17, 1976

"
MEMO TO: SKIP WATTS ] :
FROM: DODIE KAZANJIAN QUduﬂ*
RE: | BLUE WALL BANNERS

As per .your request, I have re-ordered 500 blue wall
banners. They should be ready by the end of this week.

cen Bruce Wagner
Peter Dailey

/ .;5" . .
Y
(\\j3g1~

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P, Visser, Secretary

Ak



Campaign™6

Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 17, 1976

MEMO TO: BRUCE WAGNER I.
FROM: ’ DODIE KAZANJIAN 0
RE: EXTRA SPECIAL BUTTONS

Here are the prices for the extra special buttons
you requested for Washington:

10¢ a piece per 1,000
9¢ a piece per 2,000
8¢ a piece per 5,000

There is no cost break after 5,000. Jerry Sears
is the printer....he did them before.

How many do you want?

cc: PETER DAILEY

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Exe~utive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary



Campaign’/6

Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

MEMORANDUM FOR:
FROM:

SUBJECT :

ADI

Miami

Tampa/St.Peters-
burg

Orlando
Gainesville
Jacksonville
West Palm Beach/
Boca Raton
Tallahassee
Pensacola
Panama City

Fort Myers

February 17, 1976

BRUCE WAGNER
s,},‘;
HARRY KETTMER ?ﬂ““

FLORIDA ADVOCATE RADIO
SCHEDULE BY ADI/ADVOCATE

(1) tbd - To Be Determined; R - Recommended

FREY BAFALIS YOUNG BURKE GALLAGHER
2/19 2/18 tbd tbd tbd
R R R

R R

R

R

R

R R ’ R
R

R X

R X

R X

(2) Young and Burke have not made commitments as of 2/18

(3) production schedule:

2/18 10am Frey

A)

S—

Peter H. Dail}y, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary

Ayy



Florida Advocate Radio
Schedule by ADI/Advocate
Page Two :

2/18 7pm Gallagher
(4) Where two or more R's appear one must be

c.c. Peter Dailey
Dawn Sibley
John Vinson
Bruce Wagner

selected



Campaign’/6

Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 18, 1976

MEMORANDUM FOR: BRUCE WAGNER

187
FROM: BARRY LAFER’ 7
RE: NANCY CAMPBELL

I spoke to Nancy today and confirmed the following:

Daily Rate: $150,00

worked to date:
February 7,8,10,11,14 (% day), 17

Total Charges: $825.00

She will bill us directly.

cc: Peter Dailey

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary



Campaign™

]
Media Communications, Inc. X ‘

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-895

MEMORANDUM TO : _BRUCE WAG
FROM: CLAY WILHITE
SUBJECT : CONVERSA

GOVERNOR
VOTER RE

N WITH GENE ANDERSON OF
LSHOUSER' OFFICE REGARDING
TRATION DATA

Below is a summary of the conversakijon with Gene Anderson about
Republican registration data and otller miscellanous facts
relating to the North Carolina primary.

1. Primary Format: This is a closed primary, the results
of which will bind national convention delegates through
the first ballot at Kansas City. As an example, if
Ford polls 60% of the vote in the primary he will have
607% of the delegates votes on the lst ballot.

2. Republican Registration Data: We seem to be in pretty
o o good shape in this area. The North Carolina PFC has
Jﬁ:hy}“,aﬁr&\ used results for the 1972 Republican gubenatorial
’”,"*b " primary. These are broken down into 3 county groups:
b’*‘ those comprising the top 50%, next 257 and remaining
25% of the total Revpublican vote. This information
will be sent to your attention today.

3. Media Plan Sources: The media plan that Anderson and
Brad Hays (PFC Regional Director) prepared was based
on the above data and a Market Opinion Research poll
compiled during the week of January 6th.

4. Comments on Recommended Media Plan:
a. The Greenville/New Bern/Washington ADI was
ignored(even though it represents 15% of total
Ao »* _~? voter population) because it is a Reagan
“ﬁgbb stronghold and Hays believes any advertising
on our part will encourage complacent Reagan
supporters to vote for their man.

b. Heavy newspaper schedule is recommended for
4 Asheville/Greenville/Spartenberg because of
; significant television spillover into adjacent
States which in Hays' estimation is a waste of
our money.

< c. Local PFC's major concern from an advertising
t /s “3 standpoint is a placement of ads in rural
S . newspapers. Based on a strawpoll of Republican

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary

G



page 2 VOTER REGISTRATION

and Democratic opinion leaders in the state
following the State of the Union address, a
great majority emphasized the strength of
the estate tax plan the President proposed.
They would like to see some newspaper copy
promoting this policy.

5. Ford vs. Reagan strength: For what it's
worth, a confidential poll indicates Ford
to have a 53/31 edge among Republican
voters for the upcoming primary.

I think the above information if nothing else, indicates the
existance of a well organized savy PFC organization in North
Carolina. Once we obtain the registration data we should be

able to finalize a media plan for immediate review with necessary
parties.

If you have any questions please let me know.



Campaign’6

Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 18, 1976

MEMORANDUM FOR:
FORM:

SUBJECT: FREE (/2 HOUR TIME FOR PRESIDENT FORD

As discussed we are accepting a free 1/2 hour of television
time for President Ford wherever it was available in Florida.

So far three stations have made this offer. (see attachment)
Please let me know immediately if we will be able to make

use of this offer so that I can return the time without in-
conveniencing the stations involved. v

i b
Thank you. 'VU\"‘ ’v\‘;vsw- , ’ q”

c.c. Peter Dailey N
® o
Attachment (1) >°

m‘ksc 3\1——“) ou sLo‘A
e s
"’ ooe«’ " *\goo

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary 'V; ,q
e



Bruce Wagner
Free 1/2 hour time for President Ford
Attachment

#* 1/2 Hour Television

Availability of Free Time

MIAMI-WPLG: Saturday, March 6th
8-8:30pm

7-8 rating Value $500.
JACKSONVILLE-WJXT: Thursday or Friday, March 4th or 5th
between 7-1llpm
Value $425.

W.PALM BEACH-WPTV Sunday 12 noon
4-9 rating

Value approximately $300.

*Actual 27 minutes



Campaign™6

Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 18, 1976

MEMORANDUM FOR:  BRUCE WAGNER
FROM : DAWN SIBLEY >g

SUBJECT : ILLINOIS MEDIA PLAN

We are currently in the process of integrating Mr. Art Falls' comments
into the Illinois media plan. Mr. Falls is the Campaign Manager for
President Ford in Illinois.

The following is a status report based upon the observations Mr.
Falls has made. (see attachment)

1. Primary voter patterns/Geographical distribution of Media weight

Mr. John Vinson has discussed this subject with Mr. Falls. As you are
aware, the selection of areas/ADI'S to receive media activity in Illinois
was determined by an analysis of the 1968 and 1972 Republican vote in
that state. We are currently analyzing recently available data on the
primary vote. This should be ready by Monday and will be used to
fine-tune the geographical distribution of our media in Illinois.

It is our observation, based upon Mr. Falls comments #5,6, and 7, that
our current proposed plan is on target. As he has suggested, we have
already allocated weight to the Chicago, Champaign/Decatur/Springfield,
Peoria and Rockford markets.

Quincy/Hannibal (pt.#11.) was not included because it only accounted

for 1.8% of the '68 vote and 2.1% of the '72 vote. As you know,

because of budget considerations, we have not provided for media
activity in those ADI'S that account for 37 or less of the state vote.
However, our analysis of the primary pattern in Illinois might alter
this allocation. (pt. #10) Although St. Louis and Metro East accounted
for 6.3% of the '68 vote and 7.5% of the '72 vote they were not allocated
media because the spill-out (or waste) of the major vehicles that cover
this area (the St. Louis Mo. Globe Democrate and the St. Louis
television stations) is almost 707%. Additionally we were concerned

with the voter demography in the East St. Louis region. However,

we were aware of this problem and are further investigating the
possibility of utilizing more localized, less expensive radio or print
vehicles to provide support in this area.

’\J{SHL‘:I"‘"'

. /

¢ .
Peter 1. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary



Illinois Media Plan
Page Two

2. Newspaper Coverage

The recommended newspaper list was selected to provide a minimum

70% coverage of each ADI. However, based upon John Vinson's conver-
sation with Mr. Falls regarding the importance of suburban Chicago to
the Republican vote (pt. # B.I.) we will be allocating additional
newspaper weight into this area. The revised list will be provided o
Monday. As you are aware our newspaper effort in this state is three
weeks away.

3. Demographic Skew (pt. # 4a.)
We are already pitching our media campaign to 35+. A copy of our demo
graphic buying guidelines is attached.

4. Rural areas/use of Radio (pt. #8)

Mr. Falls is concerned about reaching older persons (35-49 and 50+)

in rural Illinois. We will be doing this with our current radio effor
which can be zeroed in on outlying areas and older people. We are
instructing our buying group to place close attention to fully coverin;
the perimeter of the ADI'S in which we are placing media weight.

We do not believe it would be advisable to reduce our television effor!
to increase radio weight because:

a) The television campaign is being utilized for a
separate creative strategy - to emphasize the
incumbency of the President.

b) The television medium is considered the most
effective medium because of its inherent charact-
eristics of sight sound and motion.

c) The cost of reaching a viewer with a 30 second
television commercial is not much greater than
reaching a radio listener with a 60 second radio
commercial.

5. District campaigns (pts # 3 & 4)

Per John Vinsons conversation with Mr. Falls, he explained that our
effort is a national effort behind President Ford and that we would
not be handling local district campaigns.

We will forward revised plans to you next week.

c.c. Peter Dailey
George Karalekas
John Vinson
Clayton Wilhite

,

-
‘a\’ »
\\.,4 yye®

S
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s e fYour observetions are bnsed upon general voting public and general
election cowparisons, de “do not necessarily vreflect primary :
_voter patterns.
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) /<JF2. If the object ia lﬂyh pref@ential voter turnout, it may succeed, |
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An identifier loge ehovld bz provided to PPC-I11linois for all m=dia vl WL
to tie in local delngate advertising ro Ford campaign.

Conzideration wust be given to the facr that wé are runniop 25
distinct campaigns (24 District Delegate races end the preferential
) ~ primary. :
)Qp /L The media camprign shounld be pitched ar the 35-49 and SO+ age
Qy\yﬁd'\ groups becavsn they represent 62.1% of the poteantial 11licois
‘)”9/ voter. They will vote if motfvated. We'll .let Youth for Ford
X S # set aod hope the the family image nouveﬁ them to support President Ford.
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\ covers the mass public through both mml chanrnels gnd cable v/

throughout the state.
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chamnel 3,44 & 31 and is second choice.
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i Illinois

Spot Radio Buying Guidelines

Client: President Ford Committee

Strategy: a. Maximum reach of all adult voters 18+, emphasize 35+
otratepy p

b. Schedule in all dayparts (spectrum approach)

c. Provide coverage of entire ADI (55%-707% Share)

Annct Length: 60 second ET'S

Frequency/Stations: Approximately 24-60's/week per station purchased
dispersed throughout each daypart including weekends

Buying Week: Purchase spots on a Tuesday-Monday week making certain
to schedule weight in all dayparts on the Monday before
the election, If budgets permit run extra spots on the
Saturday, Sunday and Monday prior to election day

Budgets: Authorized dollars are net. Budgets are flexible by ADI. Total
radio dollars allocated for the state must not be exceeded

Programming: Utilize adult orientedﬁ;z;;;££;> Avoid hard-contemporary-
rock stations. Select adjacencies that are in keeping with
the office of the Presidency

Rating Source: Use latest available ARB or Pulse in the individual

markets

Makegoods: Makegoods are acceptable within the period of the flight. After
the - date of the primary accept only credits

Competitive Separation: Other Politicals: 15 minute separation required
Other Products: Avoid commercial positions adjacent
to products of a health or personal
nature

Other Media: A heavy TV schedule will be running concurrently with the
radio buy in all markets

Approval of Buys: Prior approval of each buy is required by CMC Media
Director

Payment/Billing: Although purchases are to be made for the period of the

flight, payment will be made weekly. Where feasible,
checks will be drawn by Rep covering the stations he re-
presents. He in turn is to be requested to dispense pay-
ment to his individual stations. Ilave stations bill c/o
SFM. Certified checks will be available for each rep by
Monday at 2 PM



State: Illinois Pp 2 of 2

Spot TV Buying Guidelines

Client: President Ford Committee

1. Budget: GRP's are H.H. points, budgeted at
30% Prime 30's
30% Late Fringe 1/2-30's; 1/2-60's
40% Early Fringe 1/2-30's; 1/2-60's
Authorized dollars are net. Budgets are flexible by ADI. Total tele-
vision dollars allocated for the state must not be exceceded

2, Target Audience:

Prim : Adult voters 18+
econdary: Skewed 35+

3. Strategy:

Primary: Maximize reach of Republican voters within each ADI

4, Scheduling:
Purchase spots on a Tuesday-Monday week making certain the
Monday before election has weight scheduled in all dayparts. If
budgets permit run extra spots on the Saturday, Sunday and Monday

prior to election day

5. Programming:

Preferences: (a) Adult oriented programming including news and/or
news adjacencies
(b) Avoid programs of a political nature
(c) Select programs that are in keeping with the
office of the Presidency

6. Rating Source:
ARB (Latest available adjusted for period of the buy)

7. Makegoods:
Makegoods are acceptable within the period of the flight. After

the date of the primary accept only credits

8. Competitive Separation:
Other Politicals: 15 minute separation required
Other Products: Avoid commercial positions adjacent to products
of a health or personal nature

9. Other Media:
A heavy radio schedule will be running concurrently with the
TV buy in all markets

10. Approval of Buys:
Prior approval of each buy is required by CMC Media Director

11. Payment/Billing:
. Although purchases are to be made for the period of the flight,
payment will be made weekly. Where feasible, checks will be
drawn by Rep covering the stations he represents. He in turn is to
be requested to dispense payment to his individual stations. Have
stations bill c¢/o SFM. Certified checks will be available for
each rep by Monday at 2 PM.




Campaign’/6

Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 18, 1976

MEMORANDUM FOR: BRUCE WAGNER )
/479K “

FROM: BARRY LAFER"\"7

RE: GEORGE STRINGER

I met with George Stringer in order to resolve his long outstanding bill

of $3,106.15.

His response to your 12/17 letter indicates:

L. Financial mailing package -assigned noon -required 9 a.m. following
“day.

2s He does not work on a "speculative' basis.

3. Comprehensive Services- 38 hours charged at $30.00/hour.

&, Additional work- still unsupported- $185.00 charge.

Bruce, George Stringer feels work was done in good faith, with no mention

of speculative nature by Harry Bandouveris.

Let's discuss further at your convenience.

el ehs Peter H. Dailey

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary



Campaign™6

Media Communications, Inc

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

FEBRUARY 19, 1976

20 BRUCE WAGNER
FROM: JOHN VINSON
SUBJECT : EMPLOYMENT DATA

Responding to your query about employment data, the two facts
we are permitted to use are as follows:

1. Nearly 800,000 more people were at work in the month
of January than in December, 1975.

This statement has not been refined any further. i.e.:
"back to work', '"'more jobs', '"regained previous jobs."

2. Nearly 2,000,000 more Americans are now at work than
in the Spring of '75(May).

This statement is also purposely generic and has not
been refined any further.

cc: P. Dailey

]

——

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce §. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary

A yyns/



Campaign’/6

Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

FEBRUARY 19, 1976

TO: BRUCE WAGNER
FROM: MARCY TAYLOR PATTINSON
SUBJECT : FREE TV TIME OFFER

Bill Russell, in North Carolina, has received a free TV time offer:

5
A. The North Carolina Association of Broadcasters has
put together a show on all candidates running in
the primary on March 23. It will be aired on
March 21, prime-time. They have offered us four
minutes on the show, free.
B. If we want to participate, they need a two inch
videotape in hand by March 12.
C. 1If available, send to Mr. Jim Butts
WBTV
One Julien Price Place
Charlotte, NC 28208
D. If we do not want to participate, the North Carolina
Association of Broadcasters wants a letter, from the
PFC, waiving equal. time rights.
E. Bill Russell needs to know our decision regarding this
free TV offer by 2/24/76.
155 S

A. WRAL-TV in Raleigh, North Carolina, is offering all
candidates in the primary 50, 30-second spots, free, to
be aired in eastern North Carolina.

B. SFM Media (Anne Carver) has our spots in hand and
will start running them on February 24.

cc: D. Sibley
P. Dailey

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary



Campaign’/6

Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 19, 1976

MEMORANDUM FOR:  BRUCE WAGNER
YA
FROM: JOHN vmsowiy'/

SUBJECT : NH RADIO CdMMERCIAL ROTATION SCHEDULE

Set out below is the New Hampshire radio commercial rotation
schedule beginning February 20, 1976.

COMMERCTIAL WEIGHT
Disclosure 30%
Petersen 10%
Older Americans 20%
Recovery 20%
Richardson 20%

c.c. Peter Dailey

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wuagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary



Campaign™/6

Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-895C

FEBRUARY 19, 1976

A5 BRUCE WAGNER
FROM: MARCY TAYLOR PATTINSON
SUBJECT : VIDEO CASSETTES

As you requested, on Wednesday, February 18, I asked Nancy
Fishelson at Winkler to make 12 video cassettes. One was to
be sent to each Advisory Board Member, arriving no later than
Thursday afternoon. Each tape was to contain:

Accomplishment #1
XXPF 0566 :60
XXPF 0636 :30

New Hampshire Candids #1
XXPF 0166 :60
XXPF 0236 :30

FL Candids #1 Rev.
XXPF 0966 :60
XXPE 1036 :30

FL Candids #1 Rev/Alt.
XXPF 1136 :30

I then called each Board Member and talked to either him or his
secretary, explaining that the tape would be arriving February 19,
and that it contained spots being aired right now in Florida and
New Hampshire. Each member was asked on behalf of Len Matthews,
to critique the tape, giving positive and critical evaluations of
the two different approaches (''Candids'" and '"Voice Over'), and

to add their comments on the effectiveness of the actual content
and presentation of the spots.

All members, except Mr. Schultz(out of town until Tuesday), will be
able to view the tape so as to return my call on time, and appreciated
the opportunity to contribute their comments.

I will have an update by Friday afternoon, after the first calls
come in.

cc: L. Matthews
P. Dailey

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary B
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Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8250

February 20, 1976

MEMORANDUM TO: BRUCE WAGNER
FROM: LEN MATTHEWS
SUBJECT: BRUCE BENDINGER

This is to record Burt Manning's comments on Bruce Bendinger.
His comments were all positive and highly complimentary, i.e.
"Brillant, outstanding, first class talent."

Burt worked with Bruce at Leo Burnett before they both left
to seek greener grass of other pastures.

c.c.: Peter Dailey

&

¢
Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary
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1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 20, 1976

MEMORANDUM TO: BRUCE WAGNER
FROM: LEN ‘MATTHEWS
SUBJECT: JOHN OVERAKER

This will record Burt Manning's comments about John and his
judgement as to his capability of doing a job for Campaign '76.

Burt says that on the positive side that John is very self
competent; a take charge guy and a self starter. He is also
a vigorous energetic guy willing to work night and day to get
work out.

His primary talent in Burt's opinion is in TV and broadcasting
although as Burt said '""He's done some great print work for me
too."

In response to my question on negatives he said that John

can be a little abrasive at times in terms of his interpersonal
relationships inside the agency. He felt that John was not this
way in dealing with clients. But there were times when there
were some problems internally when John became inpatient with
people who he regarded as not as bright as himself or too

slow moving.

As I told you, I described the job as being heavy on execution
and light on strategic situations compared to typical agency
creative director assignments. Burt felt that John would

word well under these circumstances but we want to be sure John
understands this before we bring him on.

c.c.: Peter Dailey

¢
Peter H. Duailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary
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Media Communications. Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

FEBRUARY 22, 1976

618 BRUCE WAGNER
FROM: GEORGE S. KARALEKAS
SUBJECT: EXTRA SUPPORT FOR 2/24

NEW HAMPSHIRE PRIMARY

This will serve to recap where we stand relative to the
expenditure of the incremental $10,000 approved by Stu Spencer

on 2/21 for the '"last minute' heavy up of the New Hampshire
Primary media effort.

Total Est.
Element/ Description/ Status Net Cost

($)
I. MEDIA

A. Broadcast Media

Scheduling of First Lady Commercials

Additional time for the '"First Lady-60" has or is being
confirmed in the following key New Hampshire markets for
Sunday and Monday (2/22,2/23).

Manchester Portsmouth
Concord Poland Springs, ME
Nashua
Total Net Cost: $389.08

New Buys on Boston Radio to Heavy-Up Southern New Hampshire

Time is being scheduled on five Boston stations (Monday only),
plus two Lowell stations (Sunday and Monday) on which we will =
schedule an even rotation of "First Lady" and "Disclosure"
commercials. We will be running approximately twelve
commercials per station.

Total Net Cost: 3,098.90

Sub Total Est. Broadcast Cost: 3,487.98

¢ -
Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary
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PAGE TWO

B. Print (Newspaper) Media

Repeat of Full Page Newspaper Ad

Our intent is to schedule a repeat of the newspaper ad
on Monday (2/23) in the New Hampshire papers that had

already carried the ad on either Friday or Sunday. To
date all but two small papers have formally confirmed

their acceptance. We anticipate a 100% repeat.

Total Est. Newspaper Net Cost: $4,500.60

Grand Total Media Cost: $7,988.58

IT. Production Expenses

Estimated Production Cost

Our best ''guess-estimate' of production costs at this point is
approximately $1,200, the bulk of which is attributable to the

last minute over time production and distribution costs incurred
for the "First Lady' Commercial as detailed below:

Estimate of Sun AM studio charges for First Lady Commercial $800-

Duplication charges for First Lady Commercial 100-

Duplication charges for other material for Boston stations 50-

Sunday messenger service/shipping costs to stations 250-
Total Net Production Cost: $1,200-
GRAND TOTAL ESTIMATED COST: $9,188.58

Bruce, as you know all of the above was implemented between 5 p.m.

Saturday and 5
resource ''from
clubs to using
to deliver the

The final link
representative
arranging this

p.m. Sunday and required our using every available
calling station general managers at their country
family members and New England Committee people
new commercials to the stations."

will be to make the payments to the media
in New York on Monday morning. Barry Lafer is
through a New York PFC bank.



EXTRA SUPPORT FOR NH PRIMARY 2/22/76
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As noted, the cost to do all of the above was well within
the incremental $10,000 approved by Stu.

If you have any further questions, please advise.

cc: Stu Spencer
Bo Callaway
Bob Moot
Bob Marik
Dawn Sibley
Barry Lafer
Clayton Wilhite
Peter Dailey
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Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 23, 1976

MEMORANDUM FOR: BRUCE WAGNER
FROM: DAWN SIBLEY
SUBJECT: COMPETITIVE INFORMATION

Reagan, Wallace and Carter are negotiating for half hour
programs in Illinois for the weekends of March 6th and 13th.

c.c. Peter Dailey
George Karalekas
John Vinson
Clayton Wilhite

> o

¢
Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary
8
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Media Comniunications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 23, 1976

MEMORANDUM FOR: BO CALLAWAY
FROM: BRUCE WAGNER
SUBJECT : COPY CLEARANCE

Bo, you've asked for our thoughts regarding leadtime for copy
clearance.

Needless to say, the pressure and lack of appropriate leadtime
in getting copy developed, refined and approved by the White House
has been particularly difficult over the past month or so.

Frankly, I'm not sure that we'll ever really find ourselves not
"under the gun'" in terms of copy development in a Presidential
Campaign. My impressions to date are that the need for most copy
will be acute and often times needed "overnight''--the specific
need or opportunity for a radio commercial or indeed, television
spot will not become apparent until something happens out in the
field. And then, it's the Agency's job to get it done well...and
quickly.

This sometimes results in some folks not getting full imput into the
copy...or feeling that we are blowing it by them in a tremendous hurry...
both of these impressions are probably true...unfortunately.

Ideally, we should use five working days from the time copy is completed
at the Agency until the White House gives final approval through Rog
Morton's office. Assuming we give the White House two working days

to '"turn around'" on copy, this would leave us the three previous

days within the PFC to solicit specific comments/input from Ed DeBolt,
Fred Slight and Peter Kaye prior to submission to yourself and/or Stu
Spencer to ''go ahead" to the White House.

In summary Bo, we will be approaching the ideal as we attempt to
develop copy with some alacrity, disucss it with your middle management
group and then, push it over to the White House. Nevertheless, I'm

sure we will be faced with difficult leadtimes throughout the Campaign.

I hope this responds in sufficient detail to your concerns; We all
share them.

c.c. Peter Dailey

¢ ’n
Peter H. Dailey, Chairman & Chief Executive Officer; Bruce §. Wagner, Executive Vice President; Rebert C. Moot, Treasurer; Robert P. Visser, Secretary,
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Media Communications, Inc.

1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

FEBRUARY 23, 1976

BRUCE WAGNER
HARRY KETTMER HE

FLORIDA RADIO - ADVOCATE SCHEDULE

A meeting was held today with Skip Watts and John Vinson to
determine how to schedule Florida radio.

The following decisions were agreed upon:

R
2

Tom Gallagher should be aired only in the Miami ADI.

Lou Frey should be aired only in his district which
includes the Orlando and Gainesville ADIs as you had
previously agreed with Bill Roberts.

Skip Bafalis should be aired in West Palm Beach/
Boca Raton in addition to his current schedule in
Pensacola, Panama City and Fort Myers.

Bill Young, who has still not agreed to record a spot,
would be aired only in his district, i.e. the Tampa/

St. Petersburg ADI; Tim Austin should contact Young to
recruit him (Skip offerred further assistance if necessary).

The spots about the President's record should continue
to air in those ADIs where there is no individual with
such significant influence to warrant his serving as
an advocate, i.e. Jacksonville and Tallahassee.

cc: Pete Dailey
Dawn Sibley
John Vinson
Skip Watts

¢
Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary
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TO: /BRUCE W GNER

FROM: HARRY KETTMER \*\
SUBJECT : FOLLOW \UP TO NORTH CAROLINA DATA/_%VL

Clayton Wilhite's memo of February 18 Wegarding North Carolina
vote registration data stimulates the need for a further exam-
ination of these data before implementing the final media plan.

Our data indicate that Greenville/Washington/New Bern represents
only 6% of the total voting population; the data relayed to
Clayton indicated 15%. The difference should be reconciled
before we decide to spend the estimated 11.57% of our media
dollars.

In addition, our data indicate that while Greenville/Spartanburg/
Asheville comprise 11.0% of the total voting population, their
contribution to the Nixon vote declined from 4.27% in 1968 to

3.4% in 1972. Although our media plan would allocate only 5%

to this ADI, there is no newspaper schedule - a situation in
direct contradiction with Hays' recommendation for a heavy
newspaper schedule. This should be resolved.

Finally, the analysis of media and population data in Table I
indicates the need for the following:

1. Transfer approximately $2400 (equivalent to two percent
of the budget) from Charlotte to Raleigh-Durham in
order to attempt to capture a greater percentage of
those citizens who voted in '72 for Nixon.

2. Consider allocating less to the Greenville/Spartanburg/
Asheville ADI with its traditionally low Republican
Presidential vote (Recall here too that these media
dollars may be more efficiently spent through newspaper
activity - any savings could be allocated to one of the
three key ADIs Greensboro, Raleigh/Durham, or Greensboro/
Winston-Salem/High Point.)

Let's discuss for follow up before implementation of the media plan.

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary

Vs



Dawn Sibley

TABLE I
NORTH CAROLINA PRIMARY

MEDIA/POPULATION
PROPOSED ALLOCATED VOTING
ADI MEDIA MEDIA POPULATION
($000s) L) (%)
Charlotte h7.? (40.0) (30.9)
Raleigh/Durham 0.7 £17.5) (16.3)
Greensboro/
Winston Salem/
High Point 30.9 (26.0) (25.1)
Greenville/
Washington/
New Bern 2.7 (11.5) - (6.0)
Greenville/
Spartanburg/
Asheville 6.1 (5.0) (11.0)
TOTAL 119.1 (100.0) (89.3)
Ye.c.: Peter H. Dailey John Vinson

Clayton Wilhite

INDEX
MEDIA/VOTING POPULATION

129

107

104

191

45

112

*72
NIXON
VOTE (%)

-

26.9

21.9

21.1

10.9

84.2
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1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) §33-8950 h % <

MEMORANDUM FOR:
FROM:

SUBJECT :

The following papers and theLr[Publishers or Advertising Managers
were extremely co-operative in rearranging the make-up of their
papers to accomodate the Monday insertion of the President Ford
Committee page. Most of these men were contacted at home and had
to return to their offices on Sunday to accomplish this last

minute request, however they did this very willingly for President

Ford.

PAPER CONTACT TITLE

Nashua Telegraph Walter McLaughlin Advertising Manager
Dover Fosters Democrat Robert Foster Publisher

Keene Sentinel William Momeyer Advertising Manager
Claremont Eagle Times Archie Mountain Editor |
Lebanon/Hanover/White = Marvin Midgette Assistant Publisher

River Valley News
Portsmouth Herald Kenneth Burke Publisher

Additionally, as you know, Bob Visser was able to convince the
Manchestex- Unlov”téadéf‘tc“accept this page

//631;’tw0 papers, the Concord Monitor and the Laconla Cltlzen.
will not be carrying this ad. Both of these papers tried to
make space available, however it was not possible within
the time available.

P. Dailey

e
lekas e s EE——

P. Kaye
Bob Visser
Stu Spencer

e

Peter H. Dailey, Chairman & Chief Executive Officer; Bruce S. Wagner, Executive Vice President; Robert C. Moot, Treasurer; Robert P. Visser, Secretary
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1828 L STREET, N.W., WASHINGTON, D.C. 20036 (202) 833-8950

February 24, 1976

MEMORANDUM FOR: BRUCE WAGNER
FROM: CLAYTON WILHITE
SUBJECT : THE PRESIDENTIAL STANCE BEYOND

NEW HAMPSHIRE

Attached are some thoughts you requested on the President's
image/communication strategy that could be used as a format
for discussion on the subject following the New Hampshire

Primary. They focus both on the general election campaign
and the more immediate nomination fight with Ronald Reagan.

This is a very rough draft and undoubtedly too verbose but it
should provide the germ for some salient ideas that can be
refined in later document.

I. BACKGROUND

During the initial<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>