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INTRODUCTION 

The United States Congress issued a petition on May 1, 1985, hon

oring "one of the great satiric and comedic minds of our time, Stan 

Freberg." The proclamation established Freberg as the individual 

having the greatest impact on the advertising industry in the last 20 

years. "His humorous and satiric commercials pioneered the way for 

those advertisers who are not able to sell a product and amuse the pub-
2 

lie at the same time." 

Stan Freberg has been called everything from "iconoclast" to "gen-

3 

ius." Time magazine wrote, "He is one of the most disturbing influ

ences in America today . . . particularly along Madison Avenue, where 

4 he is more often copied than praised." 

The advertising style and methods of Stan Freberg garner honors in 

the halls of Congress, mention in major periodicals, but are ignored by 

an industry touting the form and function of other advertising practi

tioners, like Bill Bernbach and David Ogilvy. 

Stan Freberg continued to march to the beat of a different drummer 

while most textbook advertising heroes stayed in formation. It is the 

purpose of this thesis to review his contributions to advertising, 

which until now has not been done. It is important to advertising 

history, currently in its infancy, to note the successes of men like 

Freberg. By so doing, we can increase the body of advertising knowl

edge and broaden its classifications. 



CHAPTER 1 

WHO IS STAN FREBERG? 

"I'm a Leo with Lever Brothers as the rising sun." 

Stan Freberg 

Stan Freberg was born in California on August 7, 1926. His family 

included many people with the ability to capture the attention of an 

audience, and young Stan picked up this talent at an early age. His 

father, a Baptist minister, often called on Stan to recite a passage to 

the congregaton. His uncle, known as Conroy the Magician, employed 

Stan as "coat stuffer." The job included lining up all the props, get

ting everything laid out correctly, and stuffing the magician's cloth

ing with the "endless scarf" trick or the long string up the arm 

responsible for the disappearing card and other elements of illusion. 

Freberg watched the show nightly, and the magic of performing and the 

appreciation of applause cast a spell on the young man. 

Freberg finished high school in Alhambra, California, and did an 

obligatory stint in the U. S. Army medical corps. All the while he was 

developing voice characterizations, volunteering for skits and base 

shows, and working at the base radio station in Arkansas. 

In 1949, at the age of 23, Freberg began using his different 

voices for cartoon characters and Wait Disney films. He did everything 

from assorted animals (all the whinnies for "Black Beauty") to a host 

of oddball parts on the Jack Benny Show, Life with Luigi, the CBS Radio 

Workshop, and the Phil Harris, Alice Faye Show. He was called upon 

2 



to perform such diverse things as the voice of the President, FDR, for 

a CBS documentary, "Destination Tomorrow," and humming a classical 

rendition of Rimsky-Korsakov's "Flight of the Bumblebee." From experi

ences like these, Freberg was able to develop and sell his own TV pup

pet series, "Time for Beany." With Freberg as producer, writer and 

talent, "Time for Beany" became a popular show on local Los Angeles, 

California, station KTLA-TV. Viewers increased in number; word spread; 

other stations became interested; and "Time for Beany" became an 

immensely popular nationwide cartoon series, "Beanie and Cecil." 

Through his contacts with "Beanie and Cecil," Freberg was able to 

get air time for his comedic talents and by 1955 was well established 

as a minor comic on television. 

Freberg also found other avenues for his talents. "Thoughout the 

English-speaking world, Stan Freberg is best known as the recording 
5 

artist who first dared to satirize the pop music business." On his 

many Capitol/EMI records and albums, he ran rampant through the blaring 

excesses of Rock and Roll (Sh-Boom, The Great Pretender, and Elvis' 

Heartbreak Hotel). He spoofed sobbing vocalists like Johnny Ray in his 

rendering of "Cry," he had fun with a remake of the too-loud snare-

drumming of Mitch Miller in "The Yellow Rose of Texas," and the self-

conscious musicology of folk singers giving more historical background 

on a folk song than anyone cared to know, as in Lonnie Donnigan's "Rock 

Island Line." He took on everything from Senator Joseph McCarthy 

("Point of Order") to the steady invasion of Madison Avenue into 

Christmas. His now classic recording, "Green Christmas," remains 

a definitive commentary on the subject and was the focal point of 



a Time magazine essay on the mounting overcommercialization of 

Christmas. 

One of Freberg's devastating satires was his treatment of the 

Lawrence Welk TV show, on "Wunnerful, Wunnerful." At the end of the 

record, Freberg casts Welk out to sea, as the old Aragon Ballroom 

breaks loose from the Santa Monica Pier in a tidal wave of champagne 

bubbles. With the band bravely playing in the background, the floating 

ballroom is nearly saved by a passing ship but finallly disappears as 

an apparent mirage. At fade-out a plaintive Dutch-accented cry is 

heard, "HELP-UHl" Punctuated by a flock of uninterested seagulls, the 

Welk ensemble drifts into the sunset. It was this recording that made 

"Turn Off the bubble-machine!" part of the American language. 

His biggest selling record was a parody of the Jack Webb TV show, 

"Dragnet." Freberg's "St. George and the Dragonet" became the fastest 

rising hit in the history of the record business, 900,000 in the first 
Q 

three weeks, and eventually sold over two million copies. 

Beginning in 1956, Freberg turned his iconoclastic talents to the 

world of advertising with his campaign for Contadina Tomato Paste and 

the song, "Who Put Eight Great Tomatoes in That Little Bitty Can?" The 
9 

campaign was an immediate success, and the sales of the product 

tripled. Thus began a scenario that was to be repeated again and 

again, for Chun King Chow Mein, Jeno's Pizza, Sunsweet Prunes ("Today 

the pits . . . tomorrow the wrinkles!") and many other products. Fre

berg the satirist seemed an unlikely secret weapon for advertisers. He 

punctured the pomposity of "Big Business" and Madison Avenue's 

deadly seriousness. Hardest of all for traditional ad men to believe 
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. . . It worked. He was the forerunner of the newer, more laid-

back approach to broadcast advertising, always giving the viewer or 

listener credit for more IQ than other ads of the time.^^ 

In̂ >̂ ay 1985, Freberg was on ABC-TV's "Good Morning America," and 

was cited as the one man who had done more than anyone else to "legiti

mize the use of humor in advertising." Freberg has won twenty-

one Clios (the advertising equivalent of the motion picture industry's 

Oscar), eighteen I.B.A.'s (International Broadcast Association Award), 

several Silver Lions at Cannes, the Venice Film Festival Grand Prize, 

and the New York Art Directors Gold Medal. 

Freberg operates a consulting firm from the West Coast. His brand 

of advertising is still being employed (with several national TV and 

radio campaigns in progress in 1986). 

In 1980, PBS stations aired Freberg's salute to fiscal excess, 

"The Stan Freberg Federal Budget Revue." 

He is at work on a new comedy album for Elektra-Asylum (Warners) 

on the music of the late 70's and 80's which is due for release in late 

1986. 

1 He has written for many diverse publications, including New York 

magazine. New West (California magazine), TV Guide, Colliers, Esquire, 

Mad Magazine, and the Harvard Business School Magazine, Harbus. 

He is a writer, publisher, and member of ASCAP, and in 1975 was 

15 honored by being voted into the Songwriter's Hall of hame. 

Freberg lives in Beverly Hills, California with his wife Donna. 

They have two children. Donna, Jr. and Donavon, who both work in the 

entertainment industry. 
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CHAPTER 2 

THE FREBERG ADVERTISING APPROACH 

"I remember some guy for Pepto Bismol a couple of 
years ago that was traveling in Mexico and he 
started telling a group of total strangers about 
his diarrhea. If the world were to blow up next 
week, I certainly hope that somebody would put that 
commercial into a time capsule so people in the 
future could see what we really stood for." 

Stan Freberg 

"The least you can do," said Freberg, "in telling people about a 

product, is entertain them at the same time and make it as painless as 

possible." 

Freberg's use of humor and his soft-sell approach to broadcast 

advertising was something untested in the late 1950's and early 60's. 

The public was quick to approve (measured by sales increase) while 

practioners in the field were just as quick to disapprove. 

"People don't buy from clowns" said David Ogilvy, partner and 
2 

founder of OgiIvy-Mather. Rosser Reeves, Ted Bates and Co., said, 
3 

"The consumer need not be entertained into giving his attention." 

"The art of advertising is getting noticed without screaming or without 
4 

tricks," said Leo Burnett. 

David A. Schwartz of Lee Slurzberg Research Inc., following one of 

his surveys on commercials concluded, "Many of the cute, witty, or 

tricky slogans do not work well in the real world. Theoretically, they 

are great. In actuality the majority of them just don't make it. 
5 

Advertisers are frequently wasting their money." 
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Criticisms from Madison Avenue aside, Freberg's success was more 

than phenomenal--it was a revolution which began a more wide spread use 

of humor and fun in advertising. By utilizing his own style of humor 

and soft-sell, previously boring commercial breaks suddenly seemed more 

entertaining than the programs they interrupted. 

Freberg counter-attacked his rivals and turned his talents to 

advertising because he was an "outraged consumer." "I sat in front 

of my TV set like everybody else, maddened and insulted by most adver-
o 

tising. I figured there must be a better way to reach me." 

"My theory has always been," said Freberg, "that the American 

public isn't a bunch of morons, and yet Madison Avenue has always 

treated us as though we were. From the wery first, I've tried to 

create commercials the way I wish other people would create them for 
9 

me."^ 

Feeling the public had "O.D.ed" on advertising, Freberg wanted his 

first campaign to be more than "audio-visual wallpaper." The first 

commercial that he did in 1956 for Contadina, a small San Jose, 

California, tomato paste packer, enabled the Contadina company to fight 

back against the giant Hunt's Company with the now familiar line, "Who 

puts eight great tomatoes in that little bitty can?" It was an imme

diate marketing success. 

"People were so delighted that an advertiser was entertaining them 

into buying something for a change, instead of beating them over the 

head," Freberg recalled, "that they just rushed out to look for the 
12 product and buy it." Companies who might have been skittish about 

his use of humor in the beginning soon learned to trust him. "You'd be 



surprised how everybody gets off your back when sales go up," Freberg 

•̂  13 said. 

Freberg's use of humor and lavish productions provided consumers 

with some of the most memorable moments in broadcast advertising and 

a growing client list (see Appendix 1). 

\r As Freberg said, "If a company does a funny spot, it's obviously 

not taking itself too seriously, right? It must have a good product or 

else it couldn't afford to kid around. That's the theory." 

A 1958 front page feature on Freberg in The Wall Street Journal 

summed it up this way: "Clients agree that Freberg's work meets the 

acid test, when his ads begin to run . . . the sales shoot up." 

Freberg's style, his humor, and the resultant upward sales charts 

for his clients make him an effective ad man, yet he does not run an 

agency and will not handle general advertising for his clients. The 

accounts come to him for help, hoping for revitalizated images and 

redirected sales curves for their products. Generally, his is a one-

stop consulting job in which he gets his clients noticed and once that 

is accomplished, the clients then use an advertising agency to maintain 

their position. 

It was Freberg more than anyone who pioneered the use of "care

fully controlled humor" in the solving of difficult marketing problems. 

His success grew, mostly because his humor was always carefully related 

to the specific problems of the advertiser and therefore was effective 

18 at the point of purchase. Freberg has insisted he never makes fun 

19 
of the product. He has fun with the product. Armed with this "care
ful ly controlled humor" and fun, three-fourths of his campaigns to hit 
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the air waves have resulted in positive, often spectacular results. 

(Results discussed in Chapter 3.) 

In the hundreds of radio and television commercials he has created 

and produced for advertisers and agencies all over America, he has sold 

everything from teabags (Salada) to frozen pizza (Jeno's) to movies 

(It's a Mad Mad Mad Mad World) to bank credit cards (BANKAMERICARD and 

Mellon Bank), Automotive Sound Systems (Delco/GM), and record albums 

(Herb Alpert's, Fandango, A & M records). 

He has helped increase awareness for paint companies (Pittsburgh 

Paints) and of God (sponsored by the Presbyterians). He has been hired 

as a consultant by nearly every major advertising agency in America--

from J. Walter Thompson to Young and Rubiccam, BBDO and Wells Rich 

Green. 

His approach, often controversial by Madison Avenue standards, has 

resulted in feature stories for his advertising clients dozens of times 

in such publications as Time, Business Week, Playboy, People, Life, 

Advertising Age, and Newsweek. 

Freberg's approach to advertising has made him a "maverick on Mad-

20 
ison Avenue." 

In a time when the possibilities of using humor in advertising 

were untested, when so called formula advertising controlled by agen

cies was the norm, Freberg side-stepped the tradition and struck out on 

his own determined to "improve the look and feel of broadcast advertis-

• H21 ing." 

How he went about attempting this, and how he was received is 

examined in the next chapter. 
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CHAPTER 3 

EXAMPLES OF FREBERG'S WORK 

"Show me a guy who writes his stuff a year in advance, 
and I'll show you an accountant." 

Stan Freberg 

Stan Freberg creates 60-second comedies to sell products, and mar

keters take his humor seriously because it moves their products off the 

shelves. 

Freberg writes the commercials, casts them, directs them, and more 

often than not, acts and does voiceovers. He said, "I have to work in 

my own way. I was never much of a team player." Freberg knew the 

flavor he wanted his ads to have. "If a man writes something, he also 

has a clear-cut idea of how it should be directed and cast. He knows 

2 
the exact type of person he wants to use. 

The common thread in Freberg's advertisements is humor, or at 

least intended humor. There is a clause in the contract of any adver

tiser signing on with Freberg which reads, "Freberg shall make changes 

in the copy for legal requirements or for accuracy of the products 

description. The decision as to what's funny and what is not funny 

3 shall rest with Mr. hreberg." 

Radio Advertising 

Contadina Tomato Paste 

Radio Commercial 

Script: Appendix 2 

13 
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"In 1956 Howard Grossage of Cunningham and Walsh in San Francisco 

called and said he liked my records and wondered whether I had ever 

thought of doing commercials," said Freberg. 

"We had lunch and he told me he had this product called 
Contadina Tomato Paste that was having a terrible time 
getting back into the market after this giant company. 
Hunt's, had invaded its private little tomato paste category. 
Contadina didn't have the money Hunt's did, and it didn't 
know what to do. Howard suggested they use radio, and he 
thought of me. I gave them a jingle; "Who puts eight great 
tomatoes in that little bitty can?" 

Freberg continued, "In three months. Hunt's was cutting its 

prices. That little company fought back with creativity and humor and 

gained the ground it had lost and more." 

Broadcasting magazine's selections for the two most effective 

campaigns of 1956 from a marketing standpoint were Pepsodent's "You'll 

wonder where the yellow went when you brush your teeth with Pepsodent" 

and Contadina's "Who puts eight great tomatoes in that little bitty 

can."^ 

Radio Advertising Bureau 

Radio Commercial 

Script: Appendix 3 

In a campaign designed to promote the use of radio by advertisers, 

Freberg claimed this was his most "powerful" commercial. In the ad 

Freberg built the world's largest hot fudge sundae--in Lake Michigan. 

A helicopter is brought in to drop a 500-pound maraschino cherry into 

the lake of whipped cream. 

Freberg presented an image too dramatic to be put in a print ad 

and impossible to run on TV. "Radio is my favorite medium because it's 
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the theater of the mind," said Freberg.^ Freberg has knocked TV, 
o 

saying it stretches people's imaginations "as much as 21 inches." 

His ad for the RAB is used as an educational tool in many agencies 

and schools, and 1986 advertising for the RAB is in the same vein as 

Freberg's early 1960s commercial. James Tinker, RAB reprsentative, has 

claimed no one has made "a more effective or more popular ad than Fre-
Q 

berg's Lake Michigan sundae." 

CHUN-KING 

Radio Commercial Campaign 

Script: Appendix 4, 5, 6, 7 

"If there is no problem, advertising is difficult to do," said 

Freberg. "Let the humor and the advertising spring out of the problem 

itself." Freberg has limited himself to clients with problems. 

CHUN-KING'S was a "Who's-ever-heard-of-it" problem.^^ 

A jingle begins "95% of the people in the USA eat CHUN-KING ..." 

Freberg breaks in and tells the singers 95% of the people in the USA do 

not eat CHUN-KING and changes the jingle appropriately, saying, "Let's 

12 have a little truth in advertising." 

CHUN-KING was sold to R. J. Reynolds for $65 million once those 

13 95% of the people decided to try the product. 

Metropolitan Sunday Newspapers 

Radio and TV Commercials 

Script: Appendix 8 

Freberg's campaign is designed to get a "generation of children, 

kidnapped by television and video games, back in the business of 
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reading comic strips." The "21st Century Comics" campaign, for which 

he was retained by a committee of cartoonists, syndicators, distribu

tors, printers and more than 300 daily newspapers, began in the winter 

of 1985. 

The committee launched their campaign after surveys indicated 

that, while adult readership of the funny papers remains fairly stable, 

children are uninterested. Freberg called the campaign a blow for 

literacy. 

"The comics are how I learned to read," Freberg said. "My mother 

used to read Prince Valiant and Popeye to me, and I associated reading 

with the Sunday comics. The main enemy in the literacy crisis we have 

15 today has been television and the inroads made by video games." 

"I hope the commercials I do for the Sunday papers will direct 

people back to the newpaper. If readership is not established for the 

Sunday papers, newspapers can't continue to charge the line rates that 

they do."^^ 

Television Advertising 

SUNSWEET PITTED PRUNES 

Television Commercial (60 seconds) 

Script: Appendix 9, 10 

A lone English actor remarks to Freberg--off camera--how prunes do 

indeed seem pitless, but "are still pretty badly wrinkled." Today the 

pits ..." intoned Freberg, "tomorrow the wrinkles. Sunsweet marches 

,..17 on!" 

The idea of this campaign, like so many of Freberg's other 
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campaigns, was to take the product a "little less seriously."^^ 

"The Sunsweet people were running around pretending that prunes 

were a popular snack with people. I said, look you guys, you've got to 

work backwards from reality. Prunes are not exactly America's most 

IQ 
popular fruit." 

Working backwards from reality, Freberg had a client meeting with 

Sunsweet's management and listened to what they thought of their prod

uct. James Barrarra, a retired vice president of marketing for Sun

sweet, recalled, "We had been teaching housewives how to remove the pit 

and stick in a blanched almond, and Freberg said, "Look, we're a long 

20 way from prune hors d'oeuvres." 

Freberg added, "advertisers act as if they are dealing with the 

21 Holy Grail rather than just a prune, or a pizza." 

Barrarra reported that Freberg was the first to suggest the light-

hearted and lively approach to advertising that has become a Sunsweet 

22 
trademark. "We run ads now," said Barrarra, "for our prune juice 

that in the headline say, "You bought Sunsweet Prune Juice for one rea-

23 son, now we'll give you four more!" This is a direct link to the 

kinds of ads Freberg did for us 20 years ago. The success of his idea 

was phenomenal and Sunsweet acknowledges Freberg's contribution to our 

24 
corporate identity." 

The Sunsweet campaign proved Freberg's point that advertising 

could combine humor and sales and get results. The prune had a new 

image and sales of Sunsweet Pitted Prunes increased by 400% during the 

25 
first year of the campaign. 
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Great American Soup 

TV commercial (60 seconds) 

Script: Appendix 11 

"What's for dinner, honey?" A simple question that marked the 

beginning of a choreographed extravaganza that copied the early Fred 

Astaire/Ginger Roger movies. 

The Heinz Company, competing with Campbells, wanted something with 

"socko" to introduce its competitive brand of soup. Freberg delivered 

with a production that took over three weeks to shoot, cost $750,000, 

and employed a cast of twenty dancers, six costume designers and the 

talents of tap dancing star Ann Miller. 

Sherry Walker, public relations spokesperson for Heinz, said peo

ple in the company still laugh when they hear about the meeting Freberg 

held to get his idea approved. 

Mr. Freberg brought in 10 chorus girls to do high kicks 
and pass out kisses, generate some enthusiasm for big 
production numbers. How could someone say no to long legs, 
kisses, and Mr. Freberg's inventiveness? No one did, even 
though the ad cost 2-1/2 times what had been budgeted. 

Freberg cast Ann Miller as the tap dancing housewife on top of a 

40 ft. Great American Soup can. Twenty dancers, choreographed by Fred 

Astaire's favorite choreographer, Hermes Pan, danced and sang the 

praises of Great American Soup. Freberg hired Oscar-winning cinema-

tographer Fred Koenehamp to do the photography, and Freberg directed. 

The cost over run resulted from Freberg's intention to consis

tently hire the best. 

And why not get the best in Hollywood? The guy who shot 
this commercial had shot the movie 'Patton. ' He had never 
done a commercial in his life. I've used Alfred HiJ^hcock's 
cameraman because I wanted to get a Hitchcock look. 
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"I think," Freberg continued, 

"the difference showed up in the commercials. It doesn't 
impress me that a guy's been shooting Alpo commercials for 
the past five years. I once told a cinematographer that I 
thought he should use a filter on his lens to hide the 
wrinkles on a hand puppet's neck. He turned to me and said, 
'I never had any complaints from Joan Crawford.' Now you 
can't tell me the guy at XYZ Productions could say that. 
That cinematographer was Daniel Tapp, who had shot 'West 
Side Story.' Why not hire people like Tapp? They're 
available. When Freberg Limited shoots a commercial we 
try to get the best we can in this town. I try to make 
commercials look like one minute or 30 second movies.pr>I'm 
trying to raise the qualitative look of advertising." 

Sherry Walker reported from past records at Heinz that the market 

share for Great American Soups rose with the initial introduction of 

the Freberg advertisement. "Sales indicated a 100% increase after Mr. 
29 

Freberg's advertising hit the media, but tapered off within 3 months." 

Pittsburgh Paints 

Television commercial Appendix 12, 13, 14 

Pittsburgh Paints corporate officials debated for a year before 

giving approval for the spot which opens with a black man saying: 

"Black is beautiful." The camera switches to a white customer. "For 

a colonial house?" 

"Better go for white," said the black salesman. 

"They (the company) thought blacks were going to burn down cor

porate headquarters," Freberg said. "But they never even got a post

card. "^° 

When questioned about Freberg's advertising, people at Pittsburgh 

Paints were unfamiliar with the advertising and thus declined comment 

on the opinions of the company towards his work. It is important to 

note that Pittsburgh Paints kept Freberg on retainer until he decided 
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to step aside, nearly a decade later. 

Butternut Coffee Campaign 

Thursday, July 1, 1958 . . . 

A commercial is run on every Los Angelos television station 

featuring an interview at L.A. International Airport with Homer L. 

Butternut, president of Butter-Nut Coffee Company. The commercial 

informed the viewers that Mr. Butternut had just arrived from Omaha 

with his family to watch history's first attempt at nightime sky

writing. 

Mr. Butternut had engaged Ace Jenkins, a famous pilot, to make the 

skywriting attempt, which would be sponsored by Butter-Nut. Jenkins 

was preparing to write across the night sky these words: "New Instant 

Butter-Nut Coffee is the first instant coffee that tastes like coffee 

ought to taste." 

During a live 60-second spot on all six television channels in 

Southern California, an airport scene showed Butternut and his family 

with a throng of well wishers waiting for Jenkins to begin his sky

writing feat. 

Suddenly from off camera, smoke obscured everybody. Butternut 

finally beat his way out of the smoke to cry, "Too low, Jenkins, too 

low!" 

Although Jenkins tried his best every night that week, he never 

made it, perhaps because as one of the Butter-Nut print ads said, "Sky

writing on television is a feat which might best be compared to canoe

ing on radio." 

The Butter-Nut Coffee Company came out with an instant coffee 
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almost four years after the competition. It was Freberg's assignment 

to create a name in the marketplace for a little, late-coming company 

with headquarters in Omaha. The week-long adventures of Jenkins, the 

pilot, created a market in Los Angeles for Butter-Nut. 

From his success in Los Angeles, Freberg continued with Butter-Nut 

to create a market nationwide. Among other things, Freberg wrote a 

symphony entitled "Omaha!" which "liltingly celebrated the joys of 

Omaha and only incidently those of Butter-Nut Coffee, which was packed 

31 there." The mayor of Omaha recommended adopting Freberg's "Whatta 

They Got in Omaha" as the civic anthem, and Capitol records put out a 

recording with "I look in your face and see Omaha" on the flip side of 

the "Omaha" symphony. More important, from Freberg's point of view, 

32 "Omaha!" sold a "tremendous lot of Butter-Nut Coffee." Sales 

increased by 250% during the "Omaha!" campaign, which aired on tele-

33 vision and radio nationwide. Retired president of Butter-Nut 

Inc. David J. McKnone said, 

"Mr. Freberg established our identity in the marketplace. 
He, more than anyone, was responsible for our coporate image. 
We weren't happy with it at first. We had reservations that 
people in Omaha may not appreciate his tongue-in-cheek 
approach to our city, but he convinced us to give it a try, 
and we learned we were in the hands of a master. To my 
knowledge, he did not do market surveys or research of any 
kind. He just left our meeting, went home, and wrote the 
material. It was brilliant and moved Buttej-Nut off the 
grocery shelves and put Omaha on the map!" 

Bank of America 

30 second television promo 

Freberg was approached by Bank of America to do something to 

increase personal loan activity. Harold Wilson, formerly with Bank of 
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America, said, "We had the usual bank image—cold, impersonal, institu-

tional--and we wanted a quick little something to give people the oppo

site idea--warm, caring, approachable. Mr. Freberg came to mind imme

diately as the man who could do this for Bank of America."^^ 

The commercial, run for only one month, brought two spacemen to a 

bank with the line, "We'd like to see something in earth money." Bank 

of America reported that personal loans were up 33% during the time the 

commercial was on the air. 

Pacific Airlines 

No script available 

60 second television commercial 

Freberg overstepped his bounds in 1967 when he dreamed up ads for 

Pacific Airlines calling attention to the fears most people have of 

flying. Because of the failure of this campaign, Freberg declined to 

provide the scripts for these ads. From research gathered elsewhere it 

was found that the ads contained things like pilots saying, "Do your 

hands sweat when you fly? Don't worry, so do mine." 

Pacific Airlines ticket sales plummeted. The airline industry 

begged Pacific to remove the ads because the advertising was hurting 

37 
the whole nature of the industry, not just one airline. Pacific Air
lines disappeared in a merger less than a year later. 

Perhaps because of this experience Freberg decided not to work for 

some advertisers. 

"I've turned down a few people--cigarette companies. I don't 
smoke. I've turned down Forest Lawn (a cemetery and funeral 
company) a few times. They were determined to do humorous 
spots, but there's nothingogunny about death. Especially to 
the person who just died." 
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Jeno's Frozen Pizza 

Jeno's Pizza Rolls 

Scripts Appendix 15, 16 

Television Commercial 

Jeno Palucci, founder of Jeno's Pizza Company, said the reason we 

had Watergate is because "Stan Freberg had more respect for prunes than 

Hubert Humphrey, that's why.""^^ 

Freberg turned down an opportunity in 1968 to convince America 

that Humphrey was not, well, "the pits." 

"I didn't like the way he handled the riots in the streets of 

Chicago," said Freberg. Palucci asked Freberg, "How come you'll help 

my pizza but not a good man like Humphrey?" 

Freberg said, "Because your pizza does exactly what you say it 

will. Put in on the center rack at 400°F and 10 minutes later you got 
42 

pizza. It doesn't suddenly turn into a waffle." 

Jeno Palucci and Stan Freberg worked together for 23 years and 

43 Freberg termed him the "best client" he ever had. 

"It was his enterpreneurial spirit. We had a lot of bloody argu

ments, but he had a God-given instinct about what was right. And 

44 that's how he built his empire." 

Because of their close, personal relationship, Freberg was able to 

vent more than his usual outrage at advertising in his ads for Jeno's. 

Freberg's anger at Lark cigarettes for stealing the Lone Ranger's 

theme, the "Willam Tell Overture," is used as the inspiration for a 

pizza roll commercial. "I spoofed the Lark's commercial and had the 

45 Lone Ranger and Tonto come in to nail the Lark man for his theft." 
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Freberg has no problem about using his talents to satirize adver

tising. Palucci again agreed to allow parody for a pizza ad. In a 

Hitchcock-like setting, a man broke into a woman's apartment. After a 

long terrorizing scream, she said, "Oh, it's you, Harry." He then pro

ceeded to tell her the advantages of Jeno's pizza, while firmly hitting 

her with the box. 

Both of the ads are indicative of the creative freedom Freberg was 

allowed by Palucci. Jeno's Pizza, Inc. was the number one frozen pizza 

and snack company in America during the time Freberg worked on the 

4- 46 
account. 

Prince Spaghetti 

60 second television commercial 

Script: Appendix 17 

Freberg's effort, on behalf of Prince Spaghetti, is designed to 

wean people away from other brands by creating interest and controversy 

in the marketplace. It is Freberg's most recent ad, (1986), and he is 

lampooning another public idol to get the job done. 

"It occurred to me when this rock star. Prince, came 
along: 'Hey, that's interesting; he has the same name 
as my spaghetti company,' Freberg said. So I came out 
with a long shot of this rock concert, just starting. 
The lights are coming up and smoke is coming on the stage, 
and I say, 'Ladies and gentlemen, in concert: PRINCE!,' 
and the word Prince comes slamming on the screen. I cut 
to an audience of about 100,000 kids just going crazy, and 
I cut back to the stage where there's nothing but a box 
of Prince spaghetti, and a kid^s voice says, in disap
pointment, "Oh, that Prince."^^ 

While viewing the ad, Freberg chuckled, obviously pleased with his 

own work. 



25 

"I can't tell you how the guy will react," he said of the 
rocker. "I don't necessarily want to run into his body
guards right now. I keep hoping I'll raise as much furor 
over this as I did when I claimed the Salada Tea Company 
was being picketed in Wolburn, Mass. (the firm's head-
quartersLby the American Federation of Gypsies back in 
the 60s."^^ 

In the Salada Tea campaign, Freberg advised his client to print 

fortunes on their tea bags, then put out the word that the gypsies were 

"rioting" because Salada was taking away their tea leaf-reading liveli

hood. He then took strike ads in a half-dozen major newspapers saying, 

"Who threw the gypsies out of work?" 

"The "New York Times" newspaper sent a woman all the 
way to Wolburn to cover the story," Freberg said. "She 
went there with a photographer, and she was mad as hell 
when she found out it was a joke. I keep hoping thatqthe 
Prince thing will mushroom into that sort of thing." 

Freberg's association with Prince goes back to the late 1960s and 

early 70s when he was hired by company founder Joseph Pellegrino, Sr. 

50 to promote the company's spaghetti sauce. The Lowell, Massachusetts 

Company is now run by son Joe Pellegrino, Jr., whom Freberg met when 

Pellegrino was president of the Harvard Lampoon. Pellegrino liked the 

Freberg spot, while the real Prince protested. 

"Pellegrino is a kindred soul," Freberg said. "What this man has 

come up with all on his own--with his roots in Harvard Lampoon and his 

association with Freberg--is Prince Purple Grain," (in reference to 

51 
rock singer Prince's movie Purple Rain) hreberg said. "The man's 

going to put out a purple-colored pasta. I said, "Gee Prince will 

52 
real ly sue now!" 
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CHAPTER 4 

AN INTERVIEW WITH STAN FREBERG 

"Most advertisers don't realize that the only thing that saves 
them from a good stoning is the apathy of the American public." 

Stan Freberg 

Four houses from the Beverly Hills Hotel, and a long way from Mad

ison Avenue, Stan Freberg created funny commercials. Don't call him a 

uniquely talented advertising man, as so many have. "I'm a communica

tor," insisted Freberg. 

In Los Angeles, Freberg has a two-and-a-half room hideaway in his 

house that is a creative haven. It is strewn with papers, record 

albums, magazines, client products, and memorabilia. It was here that 

I interviewed the creative "communicator." 

Question: Do you think that because you are a successful comic some 

advertisers have never approached you, fearing that you would belittle 

their product? 

Answer: Most of them understand that the bottom line is to move the 

product off the shelf. By the way, I have never made fun of the prod

uct. I have fun with the product. You'd be surprised how fast every

body gets off your back when the product moves off the shelf or you 

force new distribution that never dreamed possible. 

Question: Will you give an example? 

29 



30 

Ai^swer: The most dramatic example was Kaiser Aluminum Foil. In 1960 

Reynolds Wrap had cornered the foil market, so I built an award winning 

campaign around the fact that Henry Kaiser couldn't get any distribu

tion. I did a series of radio ads called, "Clark Smathers: A Kaiser 

Aluminum Foil Salesman Faces Life," in which this man couldn't even 

clothe or feed his family. His wife couldn't afford an operation that 

she badly needed, and the kid had only one pair of shoes because the 

mean old grocer wouldn't stock Kaiser foil. 

Question: Did you mention Reynolds Wrap? 

Answer: No. It was always "the other foil." The little girl would 

ask her father, "Have the grocers come through yet?" He would say, 

"No, not to any appreciable extent." She would respond, "So this means 

I won't be able to get a new pair of shoes?" And he would reply, "Not 

yet, and Mommy won't be able to have her operation." She would say, 

"But my feet are so cold." He would reply, "Watch this." 

Now this was radio, so you would hear him tearing off a piece of 

aluminum foil and wrapping it around her feet. Then the little girl 

would say, "Whoever heard of making shoosies out of Kaiser Aluminum 

Foil?" An organ underscored the announcer's message: "There are many 

uses for Kaiser Alumnimum Foil." 

The guys at Y & R (Young & Rubicam) who hired me told me that Har

vard Business School has an adage that advertising cannot force distri

bution. When Kaiser hit 11,000 new distribution outlets, Newsweek did 

a story about the campaign. The last I heard, the number of outlets 

had reached 43,000. The campaign used humor to address an embarrassing 
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problem--Kaiser really didn't have much distribution. Henry Kaiser 

really hated the campaign because it embarrassed him in front of David 

Reynold, with whom he played golf. 

Question: You had a very successful career in show business. Why 

did you get into advertising in the first place? 

Answer: All my life I sat there maddened at the ineptness of the 

advertisers who were trying to reach me. I thought that most advertis

ing was absurd. Its claims were preposterous and advertisers were tak

ing themselves far too seriously. I really didn't know much about Mad

ison Avenue except that there was an advertising fraternity. I thought 

there must be millions of people out there who thought of advertising 

as I did, and if I ever had a chance to do it, I would do it better. 

Then in 1956, I was approached by Howard Gossage of Cunningham and 

Walsh in San Francisco to do something for Contadina. 

(see page 10) 

Question: Before you were approached by Cunningham and Walsh, had 

you ever thought seriously of doing advertising? 

Answer: The thought had crossed my mind that if I ever had the 

chance to do a television show, I'd probably try to do the commercials 

in a more interesting and humorous way. Then CBS-TV asked me to do a 

TV version of a CBS-Radio show that I had done in 1957 (I had the 

dubious distinction of being the last network-radio (?) comedian). I 

brought in the pilot script, and the CBS people were quite surprised 

and appalled that I had written the commercials too. They told me that 
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the advertising agency would do that. But I told them I saw no reason 

why people should go to the bathroom or the kitchen while the commer

cials were on. Why not make the sponsor's message as interesting as 

the show itself? One man, I think he was the vice president of pro

gramming, said that I was already uncommercial enough from the program

ming end, that I was a borderline satirist, and that God forbid I 

should get involved in the advertising portion of the show. I told him 

that I had sold six million records to somebody out there and that I 

was an established, worldwide recording artist. Another vice president 

said, "Well, those were record buyers. They weren't necessarily con

sumers." Transfixed by the clarity and power of the rationale, I 

started Freberg Limited. 

Question: So that's how Freberg got into advertising? 

Answer: It accelerated the idea. I was also out to prove a point--

that humor in advertising was a good idea. By the way, nine years 

after the CBS-TV executives told me I couldn't be trusted to do adver

tising, they put part of the fate of their fall schedule in my hands. 

They asked me to do sixteen radio commercials to promote the new sea

son. One spot said, "If you liked World War II, you'll love 'Hogan's 

Heroes.'" 

Question: Do you ever talk to a prospect only to discover that you 

can't do business because he doesn't understand what you're really 

about? 

Answer: Not really, because I don't solicit business. 
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Question: And none of your three staff people solicit, either? 

Answer: No. We're like psychiatrists waiting for people to come to 

us. It wouldn't do any good for psychiatrists to pass out cards on the 

street--"If you're interested in shrinking, I'm two flights up." 

Question: The so-called creative revolution, often dated to the late 

sixties, came after you had done a lot of your work. Do you feel you 

had a hand in ushering it in? 

Answer: Yes. Hundreds of creative guys over the years have told me 

how much I've influenced it. 

Question: Who are some of your clients today? 

Answer: Jeno's, A & M Records, Bell Labs, Delco, Sheraton Hotels, 

Wienerschitzel, and Metropolitan Sunday Newspapers. 

Question: When you worked for the Radio Advertising Bureau, you 

knocked TV, saying that it stretched people's imagination as much as 21 

inches. What is your favorite medium? 

Answer: Radio is my favorite medium because it's the theater of the 

mind. 

Question: You got into advertising because people were not reaching 

you. Do you feel satisfied that your work reaches people? 

Answer: Most of it, but not all of it. Someone once asked me if I 

only liked what I had done personally. I replied, "That's about the 

size of it--and not all of that." 
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Question: Which writers helped shape your sensibility? 

Answer: S. J. Perelman more than any other humorist. Jack Benny and 

Fred Allen, Robert Benchley, E. B. White, and Max Schulman. People 

like Charles Addams as well. 

Question: You've characterized yourself as a recording artist, a 

satirist. Would you characterize yourself as an advertising man? 

Answer: Absolutely not! 

Question: You have been creating advertising for a quarter of a 

century. That's an awfully long time for someone who isn't an adver

tising man to create advertising. 

Answer: I'm a communicator, a guy who knows how to communicate 

something from one person to another person or from a product or com

pany to one person. When I think of advertising men, I think of guys 

in dark suits. I think of myself, on the other hand, as a consultant 

who is called in from way outside the forest. If you're not in the 

middle of the forest, you can see the trees more clearly. I've always 

approached the problems of a product the way I think I'd like someone 

to do it for me. As fate would have it, millions of other people have 

felt the same way, because they responded by trying the product. 

There's no other way for consumers to show their love for a company 

than to buy its products. 

Question: Which advertising men do you admire most? 

Answer: I think Bill Bernbach had a wonderful distance on 
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advertising problems. I adored the stuff his agency did for Volks

wagen. And David Ogilvy knew exactly what he was doing, most of the 

time. 

Question: Which TV and radio campaigns today do you think communi

cate in a funny way? 

Answer: Not a hell of a lot. I'll tell you that. There's the 

Federal Express stuff. Joe Sedelmaier directed the early commercials, 

which someone else wrote, and Patrick Kelly does the current ones. I 

like those commercials very much. That's Carl Ally's account and he's 

responsible more than anybody for helping build that company. Sedel

maier has done a couple of other things, like commercials for Del Taco, 

but I don't think the Del Taco ads spring out of any unique quality the 

product has. I could take a Del Taco commercial and switch it to 

McDonald's. 

Polaroid's ads with Garner and Hartley have a light banter that's 

exactly the right attitude. And I like Lou Jacobs in the Midas commer

cial where, dejected, he says, "I should have gone to Midas." His wife 

says, "So how come you didn't?" There's a closeup and he shrugs. Fade 

out. That's the hardest sell I can imagine. 

Question: You've said you'd like to see a one-day national morator

ium on advertising; why? 

Answer: Why not? It would give everyone's eyes and ears a rest from 

advertising. I think I said a day, but it should be a week, since you 

really can't tell anything in a day. If Proctor and Gamble stopped 
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advertising soap for a week, do you think anyone would be any dirtier? 

Question: That reminds me of a line from an early song of yours, 

"Green Christmas," that goes, "Deck the halls with advertising/"Tis the 

season for merchandising." That, Mr. Freberg, is biting the hand that 

feeds you, is it not? 

Answer: Yes, but I felt so strongly about the overcommercialization 

of Christmas, I gave my arts royalties on that to the Hemophilia Foun

dation. What I wanted to say as a satirist that it transcended any 

thoughts about any business I might lose. 

Question: You see yourself as a kind of middle man between the 

advertiser and the consumer, don't you? A sort of conscience for truth 

and credibility? 

Answer: I do. I feel very schizophrenic sometimes. If I put on the 

hat of a client, then I think I'm doing a piece of advertising that's 

not quite as good as what I would like to hear as a consumer. The 

/^trick for me is to do both things--to make something that the consumer 

does not immediately label as bullshit, and to find an interesting way 

for the advertiser to approach me--the consumer. On the other hand, a 

commercial doesn't become an art form to me unless it succeeds at the 

point of sale or has solved some marketing problem. It's a fine line I 

walk. 

i/i 
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CHAPTER 5 

DIFFERENCES OF OPINION ON FREBERG'S 
DIFFERENCE IN APPROACH 

"What I hate about advertising is its wide-eyed, 
ham-handed, trumpet-tongued banality." 

Stan Freberg 

"Most advertising men are more interested in keeping their jobs 

and covering their asses than creating effective, tasteful, good adver

tising." said Freberg. Freberg said more people would have experi

mented with the humor/soft sell approach earlier if they hadn't been 

afraid of unemployment. It is his contention that "the nature of 

advertising agencies and the people who work there" squelch creativity, 

2 
even in today's market. 

"Agency guys are always trying to second guess what the client 

will go for, and that's really a bad move. Agencies do more damage 

than clients." 

"If I have an idea that makes the agency guys green, I know I'm on 
4 

to something. If the client's face drains, it's a hit!" At one 

client presentation Freberg appeared to make his pitch to the agency 

and client, and "people at the agency looked at me like they thought I 
5 

just climbed out of a tree." Today, and in past years, people in 

advertising still have mixed emotions about Freberg. 

Rosser Reeves, who ran Ted Bates and Co., called Freberg part of 

the "artsy-craft" crowd. 

37 
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"He provided pure entertainment at a high price. The 
agency, as such, is a business. Mr. Freberg knows nothing 
about the business. It's a cliche of the business that if 
it's a good campaign sales go up, and if its a bad campaign 
sales go down. Well, that simply isn't true. We know you 
can run a lousy campaign and sales will go up. You can run 
a very brilliant campaign and sales can go down--due to other 
factors in the market," said Reeves. 

"When people, like Freberg, write charming, witty and warm copy, 

I'm not saying it won't work," Reeves continued. 

"I'm just saying that I've seen thousands of charming, 
witty campaigns that didn't sell. It is my opinion that 
the art of advertising is getting a message into the heads 
of most people at the lowest possible cost. Now that may 
entail the use of techniques that the copywriter might 
describe as terribly dull. But, it's almost a problem in 
engineering--does Freberg work that way for his clients? 
I don't think so. Money is no object, you should get the 
best talent in the entertainment business, use elaborate 
sets and compose snappy jingles. I don't think that's the 
point."° 

George Gribbin, Young and Rubicam executive, confirmed the agency 

oriented complaint against a Freberg style approach to advertising. 

"Some (Freberg included) believe their advertising has to 
be different" said Gribbin. "These writers have a pseudo 
rationale for just striving after mere differences and 
they plead it with passionate earnestness. The illogical
ity of their argument is not obvious to them and it's even 
less obvious, to the public and to many business men." 

"In fact, it sounds very convincing and it goes like this: 
One, the advertising, not the product, must compete with a 
tremendous number of other advertising messages. Two, 
therefore, the advertisement, not the product, must get 
attention. Sounds reasonable, doesn't it? Well, therefore, 
a given advertisement, and not the product, must be different. 
Such reasoning bypasses the product, and when it does, it 
bypasses the advertising function." 

"It is my opinion," Gribbin continued, that the consumer 
need not be shocked or entertained into giving his attention. 
This is where Mr. Freberg is at fault. I cannot recall one 
campaign where Mr. Freberg made the product interesting 
rather than the ad arresting." 

Barry Laughlin is president of Doyle, Dane, Bernbach. In most 
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advertising texts Bill Bernbach is credited with effective use of humor 

in advertising (Volkswagen). 

Laughlin said, 

"I see today advertisements that are a direct link to what 
Freberg was doing in the late 50s. Without his earlier and 
successful experiments with comic and soft sell advertising 
the people at Volkswagen might never have agreed to call their 
product a lemon. For many years the blue-suited people had 
the creative people under their thumb. Then in the 1960's 
people like Freberg proved that a new creative approach could 
put money into the advertiser's pockets." 

James Neil Harvey, president of Edwin Bird Wilson, Inc., said 

"That to merely entertain at the cost of losing product identity is 

fatal."^ 

"But look at the numbers," said Harvey. This is where effective

ness is measured. If what Freberg does never resulted in an upward 

sales chart, we wouldn't be discussing him now." 

Jack Ehrig, owner of Ehrig Advertising, said, 

"Mr. Freberg has a reputation for being swift and straight 
and piercing; he goes to the heart of the problem. His 
techniques are controversial to others because they can't 
duplicate them, and those techniques work tremendously. 
His is a natural instinct, a feel for humor. It would be 
wrong to make Mr. Freberg do straight, formula advertising. 
It would be equally disastrous if I tried a Freberg approach 
for one of my clients." 

Ron Levin, of Horlick, Levin, Hodges, said Freberg is never ser

iously considered in advertising academe because 

"everyone's looking for a formula. What constitutes a 
good commercial? It's a danger. It's this attitude of 
form and function that makes for poor commercials. It 
makes foff^commercials that shouldn't even be on the air 
at all."'"^ 

Joe Sedelmeir, independent writer and director of commercials, 

said. 
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"Advertising doesn't have to be dull, insipid, boring, 
and irritating to communicate with people and sell the 
product. Many of the ads done today have a heritage in 
Stan Freberg's fling with being funny for a purpose. The 
ads I've done (Wendy's Hamburgers and Federal Express) 
are funny, memorable, and have won Clios. But more impor
tantly, they were a success for the business of the client. 
This is what it's all about. And the fact that you can 
combine art and money successfully in advertising is in 
large part due to men like Stan Freberg. He's made my job 
more fun, and in reality, possible." 
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CHAPTER 6 

SUMMARY 

An interest in the history of advertising will benefit the reader 

of this thesis. It is a compilation of the advertising contributions 

of Stan Freberg. 

Freberg's contributions to the world of advertising are many and 

varied. He was the man who first asked how Contadina managed to get 

eight great tomatoes in its little bitty can. He challenged our modern 

marketing men to continue their quest to develop an unwrinkled prune. 

He had the courage to compare a lawnmower to a sheep so that consumers 

could decide for themselves how to cut their lawns. (The lawnmower was 

faster, but, as Freberg pointed out, you can't knit a sweater from a 

lawnmower.) (Appendix 18) 

His advertising approach has won him 21 Clio awards and 18 Inter

national Broadcasting Awards. Some of the award-winning scripts are 

included in the thesis. Freberg has been cited as the one man who has 

done more than anyone else to legitimize the use of humor in advertising. 

Because of his absolute insistence on truth in advertising, he has been 
2 

called the conscience for the industry's credibility. 

Freberg attempted to increase the quality of advertising by pro

ducing commercials that recognized the consumer's dignity and intelli

gence and humorously appealed to the public's most positive instincts. 

A multitalented entertainer, he produces, directs, writes, com

poses, and performs his commercials. 
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However, evaluation and appreciation of his work in the advertis

ing community is lacking. If one measurement of success is the 

estimate of his peers, Freberg's place in advertising will remain 

obscured. 

Summary of Freberg's Contributions to Advertising 

1. Freberg popularized the concept of soft-sell and humor in broadcast 

advertising. The popular ABC news-talk show Good-Morning America 

used Freberg's commercials as examples of early 1960's experiments in 

humorous advertising and honored him as one of the individuals who 
3 

helped shape our culture in the sixties. 

2. Freberg pioneered the use of advertising as a method of increasing 

distribution pf a product, rather than just selling it to the consumer. 

In the early 1950's Kaiser Aluminum foil was having problems getting 

stores to carry its product; Reynolds Aluminum had saturated the mar

ket. Freberg created a campaign that humorously played on sympathetic 

emotions and motivated consumers to ask for Kaiser foil. Experts, 

including the Harvard Business School, had previously claimed distribu-
4 

tion could not be increased by advertising promotion. Freberg's cam-
5 

paign increased distribution by 125% in the first year. 

3. Freberg has proved the use of humor can be an effective sales tool. 

Freberg's approach to advertising used soft-sell, humor, satire, and 

parody and, contrary to popular opinion of the late 1950's, consis

tently increased market share for his clients. Before Freberg's adver

tising successes the feeling of the advertising elite was, "people 

don't buy from clowns." Because of his clients' product sales 
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increases (such as the Sunsweet Prunes Campaign which increased sales 

by 400%), Freberg convinced the advertising world that consumers could 

appreciate humor and still be serious enough to buy the product. 

4- Freberg influenced advertising people who later became purveyors of 

his soft-sell approach. Freberg's approach to advertising was in use 

prior to Bill Bernbach's humorous, tongue-in-cheek approach to the now 

famous early Volkwagen campaign. There are many who credit Freberg for 

the freedom Bernbach had to use humor with the Volkswagen campaign. 

Joe Sedelmier, who won Cleos for Federal Express and Wendy's Hamburgers 

campaigns, praises Freberg as the man responsible for the light-hearted 
o 

fun producers can have with ads and still be able to sell the product. 

Freberg teaches seminars at the University of Southern California and 

continues to influence new advertising people in the use of humor and 

soft-sell advertising techniques. 

5. Freberg has been honored by the advertising community for his work. 

Although not included in the Advertising Hall of Fame, Freberg has been 

awarded 21 Clios and 18 International Broadcaster's Awards. 

Today, Freberg still feels Madison Avenue treats the consumer like 
Q 

a moron. His attitude is much the same as when he remarked in an 

interview, "I look at advertising today and think, 'My God, haven't 

those donkeys learned anything in the last 25 years?'" 

In summary, Stan Freberg was not an agency affiliated advertiser, 

would only work for clients that had marketing problems, would only 

work alone, used no research or advertising formulas, and more often 

than not produced effective, entertaining advertising. 
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CHAPTER 7 

CONCLUSION 

Stan Freberg's advertising approach was a combination of preco-

ciousness, non-conformity and innovation. His experimentation and 

exploration of new creative forms was an intrinsic addition to the 

evolution of the advertising business. Although in today's market this 

advertising may seem tame, it should be noted that the ads examined 

were aired in the late 1950's and early sixties. Most advertisers and 

their advertising agencies, conservative by the very nature of their 

size and special interests, had not yet begun to be responsive to con

sumer attitudes and preferences, which were changing dramatically. In 

the 1960's as a population, America was younger than any time in his

tory, better educated, growing more mobile and most important, we were 

optimistic. 

America exploded into the 1960's. The youngest president, was 

elected, Britain's Beatles were adopted, and everywhere things were 

changing. It was all happening so fast that many did not grasp the 

extent to which the nation was being transformed. Advertising 

"experts" were among the soon-to-be obsolete. In a September, 1961 

Advertising Age, an ideal copywriter was defined as someone in their 

fifties or sixties. There was just no substitute, the article said, 

for experience. 

Enter Stan Freberg, armed with humor, skilled at parody and with a 

bad taste in his mouth for Madison Avenue. 
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For one client after another, Freberg created advertising that 

worked but followed no formula and obeyed no rules. For Freberg it 

wasn't enough to do the right thing, you must do the "inspired" thing. 

Freberg ads got attention, they made noise, but it was not a 

senseless noise. His ads got noticed, conveyed the message, and enter

tained the consumer. He favored the use of wit and humor and proved 

these tactics to be relaxing, disarming and effective sales tools. 

What can be concluded about a man's work? Freberg's work proved 

an advertiser can sell a product and amuse the public simultaneously. 

The consistent upward sales charts drawn for his clients demonstrate 

the validity of that claim. Following his first campaign for the 

Contadina Tomato Paste Company, named best of the year in 1956 by 

Advertising Age, other clients began to ask for Freberg or at least 

to have something done like what Freberg would do. He was a pioneer in 

the use of humor despite the negative reactions of his peers to that 

type of approach. 

A review of his work showed Freberg understood the audience's 

basic resistance to being sold anything. In what had become the condi

tional consumer response of non-attention to the stimuli of a commer

cial, Freberg added a warmth and humor which resulted in an entertain

ing approach to broadcast advertising. He sold the company, not just 

the product. Because of Freberg's skillful hand, it was the company 

that had warmth and humor. The viewing public embraced a new approach 

to what had been a bevy of broadcast commercials full of tired house

wives, pompous voice-overs, and boring graphics depicting everything 

from the number of bad-breath germs in a mouth or little hammers in a 
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brain causing headaches. 

In addition, examination of his work showed Freberg was most 

concerned with corporate image making as opposed to advertising cam

paign building. As Freberg stated his only advertising theory, "If a 

company can afford to make fun of itself, it must have a good product. 

Right?" 

"Right!" answered the American public by providing increased sales 

of his client's products. "Well, . . . maybe" answered Freberg's crit

ics. 

Although a winner of many Clios and other advertising awards, Stan 

Freberg has never been included in the Advertising Hall of Fame. Con

sidered a maverick by most agency advertisers, Freberg has been appar

ently assigned to the section of advertising archives reserved for the 

nervingly unconventional. Perhaps his accomplishments are critized by 

the advertising fraternity because they did not approve of his 

approach. There is no love lost here, however, as Freberg demonstrated 

an equal amount of disdain for the Madison Avenue approach to advertis

ing. His was an advertising of no restrictions, no research, no art 

directors or account executives. 

It is apparent that some advertising historians view his efforts 

as insignificant. His mention in advertising texts is minimal to non

existent. Yet, a careful examination of Freberg's advertising and 

approach demonstrates a valid advertising principle. 

Freberg claimed that advertising can be wild and free, although 

still disciplined to the functions of advertising. Advertising should 

entertain, not bore, the consumer. Freberg's approach resulted in 
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awareness of the product, not just from the entertainment factor of the 

ad, but from the notoriety that would develop from people talking about 

the ad. Brand preference would follow because the sales points would 

be subtly communicated through the ad theme and copy. The preference 

also would follow because of the association of enjoyment, humor and 

fun with other consumers. This principle could explain Freberg's suc

cess at Sunsweet, the 400% sales increase of prunes . . . as a snack! 

and his many other similar successes in advertising. 

For whatever reason, advertising historians have decided Freberg 

was not worthy of including in a serious history of advertising. The 

popular agency man. Bill Bernbach, began his advertising career shortly 

after Freberg's, and Freberg has been overshadowed by the agency man in 

historical retrospect. After becoming familiar with Freberg's opinions 

and work, students in advertising may see many of today's ads are sim

ply clever adaptations of Freberg's principles and techniques. 

The seat-of-the-pants instinct Freberg brought to his work made a 

positive contribution to advertising thought and practice. His 

approach to advertising, making fun of it, alienated his peers but pro

moted sales. If increasing the sales of a client's product is the bot

tom line to advertising, Freberg should certainly be included in the 

advertising Hall of Fame. Although Madison Avenue differs with Freberg 

on approach and style, if judged by his marketing and advertising 

accomplishments, Freberg should be recognized for his contributions to 

the field of advertising. 

In the Introduction an excerpt was included from a U. S. Congres

sional petition honoring Stan Freberg as a unique talent in America. 
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Freberg's advertising approach flourished in a commercial world full of 

agencies, account executives, research directors, and head copywriters, 

even though Freberg was a loner. Possessing talent and his own pecul

iar slant on the world, he was free to create advertising as he thought 

it should be done. And he was very successful. The hows and whys of 

this success may never be fully comprehended. Research studies can 

never be applied to his techniques. Still, Freberg's creative contri

butions were simply a brilliant one man show. His success may never be 

repeated. It is apparently not appreciated, but it is now at least 

noted. 

As the Congressional petition honoring him concluded, "There has 

never been anything like Stan Freberg." (Appendix 19) 
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APPENDIX 1 

FREBERG LTD. CLIENT ROSTER 

(Partial List) 

Following is a partial list of clients for whom Stan Freberg has 

created and produced television and radio campaigns. 

A & M Records 

A T & T 

Accent (Division of 3-M) 

Beatrice Foods 

Bank of America 

Banquet Frozen Foods 

Butternut Coffee 

CBS-TV Network 

Chun King Chow Mein 

Chupa-Chups Candy, Barcelona, Spain 

Clark Candy Co. 

Coca Cola Bottling Co. of Los Angeles 

Columbia Pictures Corp. 

Compoz 

Committee of Stainless Steel Producers/U.S. Steel 

Contadina Tomato Paste 

Cruise Lines International Association (CLIA) 

Delco Electronics (Division of General Motors) (Delco/GM Sound Systems) 
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FREBERG LTD. CLIENT ROSTER (Partial List) 

Dupont 

Embassy Pictures 

Esskay Meats 

Ford Motor Co. 

Francis Ford Coppola 

General Mills (Cheerios) 

General Motors (Guardian Maintenance) 

Mrs. Grass Soups 

H. J. Heinz Co. 

Jeno's Inc. (Frozen Pizza and other pasta products) 

Kaiser Aluminum Foi1 

Kemper Insurance Group 

Mars Candy products 

Mellon Bank (Introduction of credit card) 

Metropolitan Sunday Newspapers 

Orange Julius 

Pacific Airlines (Air-West) 

PPG Industries (Pittsburgh Paints) 

Philadelphia National Bank 

Prince Macaroni Products 

Quantas Airlines 

Radio Advertising Bureau 

Ralston Cereals 

Rose Marie Reid Bathing Suits 



fc^ 

54 

FREBERG LTD. CLIENT ROSTER (Partial List) 

Southern Baptist Convention 

Salada Tea 

Sunsweet Pitted Prunes 

Terminix Termite Control 

TV Guide Magazine 

United Presbyterian Church (National Council of Churches) 

United Artists Picture Corp. 

United States Army (Recruitment campaign) 

United States Senate (Senators Mark Hatfield and George McGovern, 

sponsors: Legislative Bill) 

Westinghouse Electric Corp. 

WGBH, Boston 

Zerox Corp. 

Zee Paper Products (Crown-Zellerbach Corp.) 

Zoetrope Studios 
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APPENDIX 2 

8 GREAT TOMATOES 

# 1: Now look, you got it straight, what we want? 

# 2: Yeah, I think so, you want me to take off the tower from the 
Empire State Building and put up a 300 ft. can of Contadina 
Tomato Sauce up there. 

# 1: In full color. 

# 2: Now look Mr., are ya sure this is all right, did you check with 
the Empire State Building people? 

# 1 : Oh, they won't know the difference, somebody's always working on 
the building--. 

# 2: Yeah, but that tower was put there to moor zeppelins to . . . 

# 1: Look, look, let's be realistic, uh, how many zeppelins have 

moored there in the last month? 

# 2: Well, not many, but uh, I don't wanna get involved here. 

# 1: You want us to get another contractor or something? 

# 2: No, no, I'd like the job, but we could be arrested . . . 

# 1: Look, suppose you let me worry about that . . . huh? 

# 2: O.K., we'll start first thing in the morning. 
# 1: Good, now don't forget to have the can blink in international 

Morse Code the words "There are many delicious uses for Conta
dina Tomato Paste ..." 

# 2: Hey, now wait a minute, I thought you wanted it to blink "eight 
great tomatoes in that little bitty can ..." Which do you 
want? 

# 1: Let me sleep on it, O.K.? 

# 2: O.K. 

Jingle: Who puts 8 great tomatoes in that little bitty can. 
Who puts 8 great tomatoes in that little bitty can. 
Who puts 8 great tomatoes in that little bitty can. 
You know who, you know who, ..." 

Announcer: In case you don't, it's Contadina Tomato Paste 
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APPENDIX 3 

RADIO ADVERTISING 

# 1: Radio, why should I advertise on radio, there's nothing to look 

at, no pictures. 

# 2: You can do things on radio you couldn't begin to do on T.V. 

# 1: That'll be the day. 

# 2: All right, watch this— 

Hm-- OK people, now when I give you the cue I want the 700 ft. 
mountain of whipped cream to roll into Lake Michigan, which has 
been drained and filled with hot chocolate, then the Royal Can
adian Air Force will fly overhead towing a 10-ton marachino 
cherry, which will be dropped into the whipped cream, to the 
cheering of 25,000 extras--All right--Cue the mountain SFX 
cue the Air Force SFX 
cue the marachino cherry SFX 
OK, 25,000 cheering extras SFX 
now, you wanna try that on television? 

# 1: Well . . . 

# 2 You see, radio is a very special medium, because it stretches the 
imagination. 

# 1: Doesn't television stretch the imagination? 

# 2: Up to 21 inches, yeah. 
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APPENDIX 4 

CHUN KING 

Jingle: 95% of the people in the U.S.A. are buying Chun King Chow 
Mein. 

Ann. #1; 

# 2: 

# 1: 

# 2: 

Jingle: 

Ann. #1 

Jingle: 

# 1 

# 2 

# 1 

# 2 

# 1 

(Whistle blows) 

Hold it please, that's not exactly true--only 5% of the 
people are buying it. 95% have never bought a single can--

Uh, you want us to say that? 

Why not, lay it on the line. Let's have a little truth in 
advertising for a change. 

All right . . . 

Correction, 95% of the people in the U.S.A. are not buying 
Chun King Chow Mein. 

That's better. 

It could be that they don't like the label, or simply think 
it isn't going to be very good. But should that 95% of the 
people ever try Chun King--they're going to eat Chun King 
Chow Mein for the rest of their life. 

Wouldn't that get a little monotonous? 

O.K, for the rest of the week. 

How about occasionally. 

You wanna add anything else? 

Well, just a little soy sauce maybe--
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APPENDIX 5 

HOT DOG 

Ann. #1: Exotic Chun King Chow Mein, so crisp, so succulent, you'll 
want it every night of the week. 

Ann. #2: Just a minute there, you can't expect people to eat Chun King 
Chow Mein every night of the week. 

Ann. #1: Why not? 

Ann. #2: Well, I mean, wouldn't that get a little tiresome? You 
wouldn't expect Chinese people to eat American food every 
night, would ya? Like hot dogs? 

Ann. #1: Well, here comes an ancient Chinese gentleman. Now, we'll 
ask him. (Knock SFX) 

Ann. #1: Hello. 

# 3: Hello. 

# 1: What did you have to eat last Monday? 

# 3: Hot dog. 

# 1: Tuesday? 

# 3: Hot dog. 

# 1: Wednesday? 

# 3: Hot dog. 

# 1: Thursday. 

# 3: Hot dog. 

# 1: Friday, Saturday, Sunday? 

# 3: Hot dog, hot dog, hot dog. 
(Door shuts) 

# 1: Well, I guess that takes care of . . . (Knocking SFX) Yes? 

# 3: You pay me two dollar please. 
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# 1: Later . . . (door shuts) 
Well, I guess we better sing, heh? 

# 2 : I dare say. 

Jingle: 95% of the people in the U.S.A. are gonna love Chun King Chow 
Mein once they give it a try. 
(Knock SFX) 

# 3: Hot . . . 

# 1: Will you forget it? 
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APPENDIX 6 

HANDLES ON THE CAN 

All western music jingle . . . 

Who put the handles, handles, handles, who put the handles on the can. 
Who put the handles on the can of Chow Main so all the women could 
pretend they were carrying home take-out food from the Chinese 
restaurant 

Take-out food--
Who put the handles on the can--of Chow Mein 
"O.K. when I say restaurant you guys go hmmmm" O.K. 
That is actually better than the average Chinese restaurant--

hmmm 
Perfect--
Sing the song of handles right in the middle, who put the handles. 
What progressive chow mein company would do such a wonderful thing--
what was the name of the company again? 

Chun-King 
Oh yeah. 
Chun-King Chow Mein put the handles on the can 

Restaurant 
Hmmm, too late. 
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APPENDIX 7 

1966 CHUN KING 

Announcing the 1966 Chun King 
Sleek, arrogant, a different breed of chow mein 
You see it instantly with its bold new bean sprouts. 
Its crisp, aggressive water chestnuts 
Talk about extras, you want bucket bamboo shoots? 
Power onions? You've got it Mr., in the 1966 Chun King Chow Mein. 
Outside too, you notice the revolutionary styling of its round can 
right away, wrap around label, more pick-up in the two cans taped 
together. 
That's standard equipment on this baby. 
Look at the way she handles, in the bottom can, independent 
vegetable suspension. 
In the top can, where the action is, over 27 cubic inches of 
succulent Chung King sauce loaded with high performance chicken. 
Step up to the tuned chow mein, the 1966 Chun King--noodles optional 
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APPENDIX 8 

THE SUNDAY COMICS 

Narrator: The Sunday comics--not read them? Unthinkable. To over 90 
million Americans who can't wait to get their hands on 
Peanuts, Blonde, Bettle Bailey, Dick Tracy, Hagar, and Annie 
. . . (Knock on door) Yes? 

Woman: You left me out! 

Narrator: And you are? 

Woman: 

Man: 

Narrator: 

B. Starr: 

Spiderman: 

Narrator: 

Spiderman: 

Narrator: 

D. Tracy: 

B. Starr: 

D. Tracy: 

Spiderman: 

B. Starr: 

Annie: 

B. Starr: 

Song: 

Brenda Starr! Just because Annie had a Broadway show and a 
movie deal . . . 

We can't get everybody in! (Bank on door) What about me? 

Spiderman! 

Watch it! You're getting web all over my Norm Kamali dress! 

Sorry. 

Anybody else out there? 

Just some guy talking into his wrist. 

Warfield to Marmaduke. If you've seen them talking on T.V. 
they were probably in the comics first. Believe it or not! 

Never mind Ripley. What about Tracy? 

Hi, Dick. Tell me something, do you sleep in that hat? 

You'11 never know. 

My beeper. Here I go, up the side of the comic strip! 

Watch it! Keep your suction cups to yourself. 

Leapin' Lizzards! 

I thought I told you to wait in the limosine! 

If you're not reading the Sunday comics, why not? 
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APPENDIX 9 

SUNSWEET PRUNES 

Portly 
Englishman: 

Narrator: 

Englishman: 

Narrator: 

Englishman: 

Narrator: 

I'll warn you in advance, I'm not going to like your 
prunes. 

I see, and why do you say that? 

I say that for a very simple reason. I don't like prunes. 

Hm, and why . . . 

For one thing, prunes are wrinkled, and I don't like 
wrinkled fruit. 

You don't? 

Englishman: No, I don't like wrinkled fruit at all. And then there's 
the matter of the pits. Disgusting. 

Narrator: 

Englishman: 

Narrator: 

Englishman: 

Narrator: 

Englishman: 

Narrator: 

Englishman: 

Narrator: 

Englishman: 

Narrator: 

Englishman: 

Narrator: 

Yes. 

Well, what do you do with a prune pit once it's in your 
mouth? There's no way of getting rid of a prune pit 
gracefully. 

I agree. That's why Sunsweet has developed this brand-new 
pitted prune. Ya see? No pits. 

What do you mean, no pits? 

I mean no pits. Go ahead, try one. 

Oh, well. Yes, I may as well get it over. (Tries one) 
No pits. 

No pits. 

How do they do that? 

They do it. 

Well, they're very sweet and moist. 

Yes. Has Sunsweet managed to change your mind with their 
brand-new pitted prunes? 

Possibly. They're still rather badly wrinkled, you know. 

Today the pits, tomorrow the wrinkles. Sunsweet marches 
on. 
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APPENDIX 10 

TomnriiiE pns 

Man •(•mining prune. 

Well what do you do with a prune pit once it's in your mouth? 
Disgusting. There's no way you can get rid of a prune pit, grace
fully. That's why ^unsweet has developed The Pitted Prune. 
How do we do that? We do it*. Let's lay our prunes on the table; 
until now, most people didn't like prunes very much. As a matter 
of fact there were those who wouldn't touch one with a twenty 
foot spoon. Apparently they didn't find anything all that appealing 
about a piece of wrinlded fruit that could Icnock out a $75.00 
inlay. But that's all behind us now. Shake hands with the Pitted 
Prune; sweet, moist, although still rather badly wrinkled. One 
thing at a time please. Today the pits... tomorrow the wrinkles. 
SUNSWEET MARCHES ON!!! • DM.MMMMMOIH.».U«MSUMo-rrt 
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GREAT AMERICAN SOUP 

Husband: Boy, am I hungry! What kind of soup is that? 

Wife: Make way for the Great American Soup! 

Husband: Can you give me that again? 

Wife: (Sings) Up at the Ritz they pass the word to 42nd Street. 
Make way for the Great American Soup. 
Hey, Mister, have you tried the soup that's good enough to 
eat? 
Shake hands with the Great American Soup. 
Feel that rhythm, got your feet on the soupy road to romance 
Let's face the chicken gumbo 
And dance. 
You've got it, noodles up in lights from 
Broadway to the loop. You've got it. 
It's the great 
I said the great 
It's the great, great. Great American Soup 

Husband: Emily, why do you always have to make such a big production 
out of everything? 
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APPENDIX 12 

PITTSBURGH PAINTS 

Black P.P. Man: Black is beautiful. 

White Customer: For a colonial house? 

Black P.P. Man: On second thought, maybe you better go with the white. 

Narrator: Just one of the multitude of colors at your Pittsburgh 
Paint dealer. Ah-hem. 

P.P. Turkey: A product of PPG Industries. 
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APPENDIX 13 

Announcer 

V. G.: 

Announcer 

V. G.: 

Announcer 

M.: 

Announcer: 

M.: 

FAMOUS PAINTER SCHOOL 

Here's what the Famous Painter School has to say about 
Pittsburgh Paints . . . 

Hi, there. I'm Vincent Van Gogh, the thing I like about 
Pittsburgh Paints is all those lusty colors: blues, 
yellows . . . 

Thank you. 

You interrupted me . . . 

Now hear what another famous painter says about . . . 

Hi, friends. Michelangelo here for Pittsburgh, you can 
paint a nice ceiling with Pittsburgh Paints, covers very 
nicely. 

Then would you say ceilings are easier to paint with 
Pittsburgh Paints? 

Yes, I find 84% less dropping in my beard . . . 

Announcer: Would you agree with that, Mr. Van Gogh? 

V. G.: Well, I think neatness is up to the individual painter . 

M.: 

Announcer: 

M.: 

V. G.: 

M.: 

Announcer: 

M. & V. G. 

V. G.: 

Oh yeah, let's see you paint upside down on a scaffolding 
sometime, fella . . . let's see what kind of multi-beard 
you end up with. 

That was Michelangelo and Vincent Van Gogh for Pittsburgh 
Paints, just two of the famous painters who . . . 

What happened to your ear, Vincent? 

I cut myself shaving. 

No kidding. 

Go into your Pittsburgh Paint store and find fantastic 
savings right now during this special sale . . . right 
gentlemen? 

Right, whatever you say. 

You wouldn't have a stiptic pencil on you, would you? 
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APPENDIX 14 

MOBY DICK 

Pittsburgh Paint's Theater of the Air presents—Moby Dick 

Ahab: Keep a sharp eye lad, for somewhere lies the great white whale 
we chase, and I shall not rest until the sweet taste of ven
geance is mine. 

Sailor: Thar she blows! 

Ahab: Moby Dick, Aye it's the great white whale all right. 

Ann.: Ah, wait a minute, sir. 

Ahab: Reach a last to the sun, Moby Dick, thine hour and my harpoon 
are at hand. 

Ann.: Captain Ahab, sir, can you hold it a minute? 

Ahab: What? 

Ann.: How do you know that's really Moby Dick? 

Ahab: Can you not see the white monster spouting to starboard? 

Ann.: Really, would you call that white? 

Ahab: Lower the boats. 

Ann.: Hold the boats, that's where alot of people make their mis
take, do you realize how many shades of white there are? 

Ahab: Stand aside, I say. 

Ann.: Look at these paint chips from Pittsburgh Paints, 720 colors 
. . . see all these different whites. 

Ahab: What? 

Ann: Hold them up to the whale, hold 'em up to the whale, see, 
there's Snowberry, Dover White, Colonial White . . . 

Ahab: You show me paint chips at this moment of destiny? 

Ann.: Well, after 40 years you wanna be sure you have the right 
whale . . . look, he's not ever Oyster . . . 
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Sailor: We've lost him. Captain Ahab, the white whale is gone. 

Ann.: Gee, that's a pity, wasn't really white tho, he was more of a 
Mushroom . . . see here . . . 

Ahab: HE WAS WHITE . . . 

Ann.: No . . . your face is white, except for those little veins 
standing out . . . but he was . . . 

Ahab: Aye, let's see how you like the color of the brig. 

Ann.: I hate it, it could really stand a little Pittsburgh Paint. 

Ahab: I'll see you in irons . . . 

Ann.: You see it in iron, I see it more in aquamarine . . . 
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APPENDIX 15 

JENO'S PIZZA 

Woman: (Scream) Oh, it's you, Harry. For a minute there, you 
startled me. 

Man: I got some pizza. 

Woman: Pizza. Harry, I don't have time to make pizza. 

Man: Did I say anything about making pizza? (Hits her with pizza) 
It's frozen. See, Jeno's. 

Woman: Jeno's? I didn't know they made a frozen pizza. 

Man: That's right. They're in the freezer section. Did you think 
Jeno's didn't make a frozen pizza that cooks in ten minutes for 
people in a hurry? (Hits her with pizza again) 

Woman: Oh, Harry, be tender! 

Man: Of course it'll be tender. I'm going to put it in the oven 
right now. 

Woman: (They embrace) I hope you do, Harry. It's getting pretty cold 
against my back. (Shot of pizza against her back) 
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APPENDIX 16 

JENO'S PIZZA ROLLS 

Narrator: Now, Jeno's Pizza Rolls is joined by two hot snacks—egg 
rolls and Mexican snack rolls. 

Freberg: (Runs on set) Hey, hold it, hold it. 

Mr. Jeno: What's the problem? 

Freberg: You're trying to cram in too many products here. Look, who 
can remember? Just show them your pizza rolls, and thanks 
very much . . . 

Mr. Jeno: Wait, keep dancing! If I only have 30 seconds, I've got to 
cram in as much as I can! And don't forget my snack treats. 

Freberg: Well, at least you took your name off your coat. That was 
getting a little pushy. 

Mr. Jeno: Yea, a little pushy. (Jeno turns around, revealing the 
"Jeno's" emblem on the back of his jacket outlined in flash
ing lights.) 
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APPENDIX 17 

PRINCE SPAGHETTI 

Announcer: Ladies and gentleman, in concert--Prince! (Lights, etc. to 
shot of spaghetti) 

Young Boy: Oh, that prince, what do you mean in concert? 

Announcer: In concert with your Prince spaghetti sauce, world class 
pasta and all natural sauce from Prince. 

Prince - the original 



73 

APPENDIX 18 

JACOBSEN POWER MOWER 

Announcer: 

Man: 

Announcer: 

Man: 

Announcer: 

Man: 

We asked Mr. Lowell Fienster of Dairington, Conn, to make 
the Jacobsen sheep test--one half of his lawn has been 
eaten by a sheep, the other half cut with a Jacobsen power 
mower--is that correct? 

That is correct. 

What model did you choose to mow your lawn? 

They sent over the Jacobsen tractor but it's really for a 
larger lawn, besides it scared the sheep . . . 

Well, then . . . which . . . 

I just used the 4 blade rotary job with the electric start 
. . . terrific. 

Announcer: How long did it take the sheep to eat that half of your 
lawn? 

Man: Well, he's still eating. I'd say he's been working on it 
for about 6 weeks, he's neat but he's not too fast. 

Announcer: And how long for the Jacobson mower to cut this half? 

Man: 12 minutes. 

Announcer: 

Man: 

Announcer: 

Man: 

Proof positive that the Jacobsen mower is faster than 
sheep. 

On the other hand, you can't knit a pullover sweater from a 
lawnmower, my wife . . . 

Yes, what are your plans for the sheep now that . . . have 
you thought about a bar-b-que? 

Well, we thought of that, but it would be sort of like 
eating your gardener. 

Announcer: Jacobsen . . . Faster than sheep! 
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APPENDIX 19 

Uftind Scuci 
^Amchca 

Congressional Hecord 
tb 

PROCEEDINGS AND DEBATES OF THE ^^ CONGRESS. FIRST SESSION 

Vol. 131 WASHINGTON, WEDNESDAY, MAY 1, 1985 No. 54 

House of Representatives 
STAN FREBERG 

HON. MEL LEVINE 
orcAurouiu 

in Tin ROUS! or KznuxsirrATrvu 
Wcdnaday. JTcy 1.198S 

Mr. LEVINE of Ckllfomla. Mr. 
Speaker, the CallfomU 8t«te Seiuite 
recently honored one of the great sa
tiric and comic minds of our t i m e -
Stan Preberi. 

It was an honor richly deserved, and 
lone overdue. I can think of no single 
individual who has had a greater 
Impact on the advertising Industry In 
the last 20 yean. His humorous and 
satiric commercials pioneered the way 
for those advertisers who are not able 
to sell a product and amuse the public 
at the same time. 

Mr. Freberg's contributions to the 
world of advertising are legion. He wss 
the man who first asked now Conta
dina managed to get eight great toma
toes in their lltUe bitty can. He 
changed America's view of the prune 
and challenged our great scientists to 
continue their quest to develop an 
unwrinkled prune. He had the courage 
to compare a lawnmowner to a sheep 
w that consumers could decide for 
themselves how to cut their lawns (the 
lawnmower was faster, but as Mr. Fre
berg pointed out, you can't knit a 
sweater from a lawnmower). And it 
was Stan Freberg whose commercials 
generated such a overwhelming re
sponse that Western Union's commu
nications system was swamped by con
cerned Americans responding to his 
commercials in support of the McOov-
em-Hatfleld amendment to end VS. 
Involvement In the Vietnam war. 

His advertising genius has won him 
the highest recognition of his peers. 
He has won 21 Cleo awards and 18 
International broadcasting awards. 

His parody of the popular television 
series "Dragnet" te the fastest rising 
record In history. His satires of the 
"Yellow Roae of Texas," television 
soap operas, and the history of the 
United States make his records collec
tors' items which can sell for hundreds 
of dollars. 

s u n Freberg is also the father of 
two young people likely to make their 
mark in th entertainment industry. 
His daughter. Donna, and her hus
band. Todd, host a religious program 
on cable television, and his son, Dono
van, can be heard every Saturday 
morning on the popular cartoon show. 
"The UtUea." 

I thank California State Senator 
Alfred Alquist for his wisdom In hon
oring Stan Freberg, and I ask my col
leagues to Join with me In recognizing 
one of the leading entertainers of our 
time. 

CaUfomlk bom and niaed. Stan fteberi 
has ooDtrtbuted hit unique art (o all phases 
of our society, bidudlnc entertainment, sdu-
caUon. and eonsumerlcm. 

Stan Freberi exploded into public aware-
oen with Is hilarious and satiric eomedy 
records, brtnslns laughter to mflltons 

Over the years, he spoofed aspects of the 
recordlns and television tndustrtaa. He also 
crlUdied the oommerclallaB of Christinas. 
Bis outran couched In bittnt satire. Fl*-
bert's Tccording of "Green Christmas" 
became an Instant elaaslc. Be donated hit 
proceeds from this record to the Hemophilia 
Foundation. 

His records sold millions. One release, a 
parody of the "Dracnet" TV show, sold ever 
•00.000 copies In I weeks, sstabUshlni Fre-
bert ai having the fastest rising tingle In 
recording history, unsurpassed by Dvts 
Presley and the Beatlea. 

Stan Frebert Is considered one of the re-
eordlnt Industry't most tuccestful eomedy 
artists. 

He was one of the founding memben of 
the National AAodatlon of Recording Artt 
sad Sdencca Board of Oovcmors. the 

Ormmmy Academy, and wrote Its credo. 
He U a member of A8CAP and the Song-

writen Hall of Fame. 
Stan Fteberg hat eeotrtbuted to the atfu-

eatloa of our youth through hit humanising 
tt our Natlon't hittory ID hit -VaitM Statss 
o< America" record album. Hit material Is 
widely presented tai our irammar, high 
adiool. and ooUege datanMnt to rmlte stu
dent Interest and Introduce phases of the 
dUflcult-to-teach early days of our country. 
Bis work has Inspired students to attempt 
similar types of humorous treatments, 
heightening their own historical awarenesL 

Stan Freberg hat been dted at the one 
man who has done more than anyone else to 
Icgltlmlae the use of humor la advertlatng. 
Because of his absolute tnslitwvie In truth 
In advertlilnc, he hat been called the eon-
science for the Industry't credibility. 

Atlempting to Increase the quality of ad-
vertladns. Freberg produced commerlcals 
reeognizine the eooiumer't dignity and In-
teUigence. huraorouily appealing to the 
put>llc'( most positive bitUnets. Be has been 
taMtrumental bi raising the level of eonsum-
erlim and product awareneit In thit coun-
tiy. 

A multitalented perfecUonlst, he pro
duces, directs, writes, composes, and per
forms his commerdalt. Imitated dally, he Is 
advertlslnc's standard of truth and excel
lence. 

TV and radio stations have considered his 
SO- and ao-aecond humorous commercials 
entertainment running collections of them 
free of charge In half-hour segments. 

An Inspiration to the world's artlttic and 
butlneas community, he has been honored 
by hit peers for hit many eontrlbutlont, re
ceiving 31 Cleo Awardt (the "Oscar" of the 
advertltini Industry) and 1$ intemaUonal 
broadcaillns awardt. He has been honored 
at the Cannes and Venice Film Fettivalt and 
by the New York Art Directors, among 
others. 

There hat never been anything like Stan 
Freberg. 

At tueh. the California Stau Senate ex
tends its appreciation to this consummate 
artist, recognising his great talent, dedica
tion, and Inspiration to others, for the 
laughter and enjoyment he hat brought to 
mlllloni. 
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