
ADVERTISERS & AGENCIES 

NORTHEAST SETS RADIO -TV PLANS 
Rapidly- expanding Northeast Airlines 

Inc., Boston, which has been increasing the 
spread of its wings over the U. S. East 
Coast, can be expected to become an im- 
portant user of the broadcast media. 

The airline now estimates an investment 
of about $500,000 in radio and television 
out of its approximate $1.5 million annual 
advertising expenditure. 

Future advertising plans: review of all of 
its current usage of newspapers, radio, tv 
and other media, and expansion (or addi- 
tional concentration) where needed. There 
is a report NEA may double its total ad- 
vertising expenditure. 

The first move occurred when Northeast 
appointed J. Walter Thompson Co. in New 
York to handle its advertising effective Oct. 
10. In taking its ad activity to New York, 
NEA is parting with its Boston agency, 
Chambers & Wiswell, with which the airline 
has been associated continuously since 1954, 
although NEA has been in and out of the 
agency over the past 25 years. 

Airline industry sources note that North- 
east is following the pattern of other air 
carriers, which when routes expand and 
service changes from local to regional hops, 
reflect this growth by dropping local agen- 
cies and appointing agencies of national 
stature. 

At present, Northeast Airlines uses radio 
extensively, its investment in the medium 
totaling about the same as it spends in news- 
papers. The airline runs spots in Boston, 
New York, Philadelphia, Washington and 
Miami, sponsoring on WINZ Miami a 
through- the -night program. Its tv sponsor- 
ship has been limited: a five- minute news- 
cast on one Boston station, a similar news 
show on a Miami tv station and tv spots in 
Washington. 

About the future, Edwin W. Breed, NEA 
sales director, says: "We definitely will ex- 
pand radio and tv." 

At this writing, Northeast Airlines and 
JWT have been pinning the advertising ex- 
pansion on the date of the agency change- 
over in October, and last Thursday and 
Friday both client and agency were huddled 
over NEA's advertising program. 

In brief, this is a summary of other high- 
lights in the NEA advertising story: 

JWT executives on the account have 
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been appointed. They are Charles A. Rhein - 
strom, a vice president and a key to the NEA 
change of agencies, who will be account 
supervisor; Paul Lund, who has been as- 
signed as account representative; Robert 
Lilien, who will be associate media director; 
S. S. Scott Jr., assigned as head broadcast 
buyer, and B. L. Nutting Jr., as head space 
buyer. 

Northeast hopes to increase its gross 
volume to such a point that in time it can 
reduce the percentage it now allocates to 
advertising. Thus, NEA currently is invest- 
ing more in advertising proportionately to 
its gross than if its revenues were greater. 
The reason NEA is spending more than the 
3.5% of its current gross for advertising is 
because of its expansion program. The 
3.5% of gross to advertising is considered 
in some airline quarters to be the general 
formula to use for a major airline's ad 
budgeting. Right now, NEA's revenues are 
only starting to climb. 

Northeast Airlines President George E. 
Gardner claims the change in agencies was 
triggered by the feeling that "we have out- 
grown their (Chambers & Wiswell's) opera- 
tion." Mr. Gardner also says that NEA 
wanted an agency with operations extending 
outside Boston and outside New York City 
as well. 

Mr. Rheinstrom, who will supervise the 
Northeast Airlines account at JWT, is an 
expert on transportation company advertis- 
ing. He was with American Airlines Inc., 
New York, for 18 years, nine as a director 
and vice president in charge of traffic and 
sales. He formed his own aviation consult- 
ing firm in 1946, two years later joined 
Erwin, Wasey & Co. as a senior vice presi- 
dent and in 1950 moved to the Thompson 
agency. He is said to have figured in Thomp- 
son's acquisition of the New York Central 
Railroad and the Douglas Aircraft Co. ac- 
counts. 

Northeast Airlines' current growth 
bloomed when the Civil Aeronautics Board 
in August 1956 granted the airline permis- 
sion to extend its routes to Florida and 
become the third carrier on the East Coast 
route. With this coup, Northeast was 
able to add Philadelphia, Baltimore and 
Washington as well as Miami, Tampa, St. 
Petersburg -Clearwater and Jacksonville to 

the system. Service to Washington started 
Nov. 27, 1956; Miami was opened Jan. 9 
of this year and Philadelphia only last June 
27. 

But the airline has been linked with ex- 
pansion ever since its founding 24 years ago 
by a group of aviation enthusiasts including 
Amelia Earhart and backed by New 
England railroads at the outset. In 1945 the 
railroads divested all interests in the airline 
after Northeast extended its operations into 
New York. During World War II Northeast 
operated flights only between Boston and 
Presque Isle, via Portland, Augusta, Ban- 
gor and Houlton, and also between Boston 
and Moncton, N. B. 

With return of flight equipment from the 
government for use during the war, North- 
east in 1944 resumed service to Montreal, 
via Concord, Barre- Montpelier and Burling- 
ton and early in 1945 was awarded a route 
extension to New York City. In postwar 
years, NEA expanded its New England serv- 
ice and opened a former airline route serv- 
ing Cape Cod. 

Northeast is investing heavily in the 
future. Its current fleet includes 12 Douglas 
DC -3s; 6 Convairs and 10 Douglas DC- 
6Bs (Skylarks) and it has on order 5 
Bristol Britannias which will be delivered 
starting this November. These planes, dubbed 
"Whispering Giants," are turbo -prop air- 
craft. According to Mr. Gardner, NEA in 
about 18 months will have grown from a 
$5 million to a $50 million investment upon 
delivery of all aircraft on order plus the 
needed additional personnel and installation 
of facilities for servicing. 

NEA claims an unprecedented increase of 
more than 34% in the number of revenue 
passengers carried in July of this year com- 
pared with that period last year, and notes 
the final figures for that month broke all 
previous revenue passenger records in the 
firm's history. Totals for July: 93,383 as op- 
posed to 69,330 for that month in 1956. 

Although in the throes of expansion- 
its Florida runs have yet to show up sub- 
stantially in figures compiled thus far but 
should do so this fall (again the timing for 
the agency shift) -Northeast Airlines rated 
12th in the standing of the 12 major national 
airlines in the U. S., according to the num- 
ber of revenue passengers. But Northeast 
has only begun its climb. In all of 1956 it 
had 593,449 revenue passengers. In the first 
six months of this year, it had a total of 
295,166 with its new routes only starting 
to operate. In ' 1956 it flew 119,454,000 
revenue passenger miles but in the first six 
months in 1957 it had totaled 78,688,000. 

For the most part, all 12 of the top U. S. 
domestic airlines use the broadcast media. 
Some are heavy spot users and as a rule 
placement of schedules is concentrated on 
the markets served by the individual line. 

But in its future broadcast plans, North- 
east expects to concentrate with increased 
emphasis in the markets that its routes now 
serve; any advertising revisions now in the 
making will be upward and its heavier - 
than -3.5% of gross budgeting will continue 
for perhaps another 11 years. Markets 
which will come up for an advertising re- 
view initially: New York and Boston. 

BROADCASTING TELECASTING 


