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BALTIMORE--""CHARM CITY, U,S.A." CONCEPT RATIONALE

The "Charm City" theme recognizes the one element that best embodies the appeal
of the Baltimore region: its charm which is manifested in a wealth of historic
attractions and landmarks, many of which are off the beaten path, tucked away in old
corners of the city. And, there is the unique charm of Baltimore's diverse, linger-
ing traditions such as ethnic customs, neighborhood integrity, jousting, fox hunting
and seafaring. ‘

The theme was developed jointly by two Baltimore advertising agencies, W. B.
Doner & Company and VanSant, Dugdale & Company, Inc.

The key to merchandising tourism in any area is to motivate visitors to make
their first stop a designated tourist center - a facility where they can be given
all the necessary brochures and information to guide them during their stay. By
means of this assistance, they would see the places and participate in the activities
which are paramount, instead of aimlessly wandering around bewildered and missing
the important sights and scenes.

In Baltimore's case, because many outstanding attractions are out of the way,
requiring the visitor to do some traveling, it is vital that initial communications
be established between the visitor and the area through the Baltimore Promotion

Council,
This desired liaison is accomplished by the advertisements which present a

general impression of Baltimore's charm and tradition and encourage would-be visitors
to write or phone for more comprehensive information about the metropolitan area.

A desirable extension of the "Charm City" program would be a higher frequency
of advertising messages beamed to the travel-oriented public and linked with the
highly-maxketable Charm Promotion utilizing the charm bracelet and charms.




Ads dub Baltimore ‘Charm City’

By JAMES D. DILTS

Baltimore was designated
“Charm City, U.S.A.,” yester-
day by the Baltimore Promo-
tion Council, which announced
a $40,000 advertising campaign
' to lure tourists and conven-
itions here.

The campaign consists of
hali-page ads that will be run
B in New York, Philadelphia, De-

troit and Chicago newspapers
“when we are ready to receive
visitors,” Daniel J. Loden, exe-
cutive vice president of Van-
Sant, Dugdale & Co., Inc,

*“Thel Udnarkn 1ci9 78,5 4.

promotion, prepared as a com-
munity service by the Van-
Sant, Dugdale firm and W.B.

Doner & Co., another local

advertising agency, was pre-
sented yesterday at the quart-
“erly meeting of the Baltimore
Promotion Council, the city’s
official booster agencs;ﬁu%
The ad is made up primatily
of a photo-montage of Balti-
more ‘scenes: Blaze Starr on
The Block, the U.S.F. Constel-
lation, the Washington Monu-
ment, new downtown buildings

and white marhle steps,
under the headline: “Balti-;
more has more history and
unspoiled charm tucked away
in quiet corners than most;
American cities put in th
spotlight.” ..

“While the wrecking balls of
other cities have been bus

leveling tradition in the namej
of progress, Baltimore has}
been meticulously rerouting

according to the ad, whic
points out that 16 registered

national historic landmarks
exist within a few miles of the}
city’s modern downtown.
Coupled with the ad cam-
paign is a free “Charm City,
U.S.A.” charm bracelet that
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CHARM,
; Wﬂl be available to tourists t! about
{ the promotion council’s wsxtors “Charm City
enter in Hopkins place. Tour -
ts who pick up the bracelet,
will be able to add individua and garbage strike.
g _;ﬁcﬁi’ﬁfyf"t}feaietﬁ&ygigﬁr ﬁgﬁ Hopkins Plaza, the first'thing I
ket and Baltimore’s other at-
tractions.
“The cynical may laugh,” : ‘
acknowledged Mr. Loden as he Xth; o a}bli;.lodln(ﬁfgi ?ﬁ; Ithzav;mggi
descrlb‘e;gu:he bracelet promo- Harbor project], and the Con-

lieve th
Some of lﬂne lnspllgzg for| ing a“? mfhg szfé’é::;"‘;m“i“ i
were planne eeks] ;.
the campaign came from before the strike, a spokesman; -

aped interviews with new em-
ployees at the advertising said. Mr. Loden added that thei. -
firms who came to Baltimore |first ad had been scheduled for - .
from other cities, Mr. Loden . o AR
| said. Some of the tapes were| York Times, but that, “We will .
played yesterday for the audi- | Probably wait until the cify is -
ence of about 50 promotion cleaned up. We don’t want any,
icouncil members and assorted

civic boosters assembled in the0Ur ad is being run.’
Roman Holiday Room of the
1 Holiday Inn Downtown.

. The new Baltimoreans, in a
ariety of accents, described
] their enthusiasm for the city’s

1 sports, seafodd, symphony or- o

chestta’ fnendly people and bage Clty tO them eijther. ;
sense of history. They were more impressed|

“I think it's just great,” saic : :
Mayor Schaefjer ogfr ethe ,fev‘vi tractions than with the mount-1+:
promotion campaign. He also
praised the “Trashhall” cam-

paign thought up by the Van-
Sant Dugdale agency.
“It was just beginning to
catch on before we had this|ica
strike ‘on our hands,”.
Mayor said.

“Some of the streets are
cleaner now than they have
ever been because people are (Ci
getting out and cleaning it up ity to the downtown hotels.
> themselves,” the Mayor said. isi
“It’s @ good lesson, and Trash- | historic sites,” said John E
ball. was the start of it,”

Som‘ of 1

= cil spokesmien a peare 0
what self-conscious yesterday'
the timing of th
U.S.A” an-
nouncement amid a heat wave:

“When I walked through

saw was the trash ” said Mr. " |
Loden. “Then it occurred to,_, 7
me that 1 was looking down.

it's a city of

nd we have to be- stellation.

The prom@igR council meet-:

later in the month in the New.

national news being run while -

Scattered interviews yester-}
day with tourists and conyven- |- »
tion-goers indicated that while |-
Baltimore might not yet have |\
achieved ‘“‘Charm City” status
in their minds, it is not “Gar-

with Baltimore’s historic at-

ing trash.

“It hasn't inconvenienced
me,” said E. Robert Norris, of
the strike. A representative of
the Lutheran Church in Amer- "
attending the nationali -
the{ Lutheran convention, which;-
ended yesterday, Mr. Norris, |
f Westtield, N.J., praised the
éonvention facﬂltxes at the
Civic Center and their proxim-

“I'd come back to visit the ©

Hugus, of Naples Fla., an-
e promotlon coun- other conventmngoer




a - partial .- po
i Charm:. City, -
Loborn,. Feny 3, .
. . Even _promotion officials i
laughed' ruefully. at the-tim-
ing-and now, a month-later,

en
touted as free may never
exist—the campaign is doing
fine. according to the Balti-
more Promotion Council,

A new pamphlet - .

Council executives point {o
the success of an August 4!
advertisement in the New:
York Times, offering a fre
“Charm City” kit extolling
Baltimore as an undiscov-
ered tourist’s paradise.

So far, there have beén 3213
requests-for -the kit, .frol
individuals and groups as far
away as Puerto Rico.

ell, mayb 1Cle v
E. Alexander Dietrich, the
promotion council; spokes-
man, confided. “But in the |
absence of anything better
... I think ‘Charm City* has
a promotable valu ery
merchandisable that’s
an important consideration.”

The lack of a “Charm
City” charm bracelet . does

| Although the advertisin

| what. they cost.”
i

| lished,

Fn

Inc.—féatures a very realis-
tic "drawing of 'a charm
bracelet, Mr. Dietrich says
the. city now realizes it can-
not . afford: to give them

would give them |
away,’!: e gaid, “but that
w,ag::ireﬁor‘e -we investigated

Sine e July 10 an.
nouncement, the council has

) met  with several jewelry |
| dealers to get a cost esti- ;

i -mate,
3 l‘It
item,’

- ;:»;!'e'
bined’ $250.000
from the city and state,

along with corporate mem.

about
. cents apiece for 50,000
copies. - :
‘It is the first costly, com-
Prehensive Baltimore promo-
tion pamphlet ever . pub-

“Before, “we tised. to- send
out a bunch of one-color fold-
ers” said Mr. Dietrich, “Tt
Just-wasn’t foo im ive.”

The. new pamphlet, which

wgs_,designed' by Robert Tho-
mas.and Associates for an un-
Sclosed amount. It features
full;pgge photographs of the
Washington Monument dis.
trict, hay sailing, belly dan-
5, Fort Mchl
esCente;- Then there
are smalL_-.,isqhave pictyres
Interspersed ‘in. the volymi.
nous amountof copy, written
primarily by Mr. " Dietrich.
-“It_makes B sound
like. a tomb,” said one- gen-
tleman, after-skimmin it

“It sounds like Disney-
land,” added another. . ¥
. (The annual City Fair, the .
booklet . says, Has . “pop
+ Tnusic, performances of song
and dance from the.old coun-
, try, aquatic’ shows and a
" multitude of rides and other i
amusements ., .””) L
'be; philosophy behind the
campaign is that Baltimore
.is an_ underestimated city;
~full of interesting nooks and
crannies, fabulous night life
and “living - American his-
tory.,” .

*It’s a program to attract

out-of-towners,” Mr. Dietrich

explained, “yet at the same

time, - Baltimoreans must
think . of their own city as

‘Charm’- City’ or the na-

fiiornal program simply won't
y.’7 "

While . he conceded that
Baltimoreans often denigrate
their ‘own city—what Mayor
Schaefer calls their inferior-
ity complex—Mr. Dietrich-
maintaing the 2 million area

t residents secretly adore M
hometown,. : r

“My experience is ihat

Baltimoreans are resolute—
you cannet get them to fiyve
to another area,” he gid,

“and wheh they are  igmhs-
ferred out-of-town, they lemve

kicking 'and. ‘screaming, be- B

.~ “We have been hiding gur
- light under a barrel,” g'l.r
Diefrich concluded. “Up-to
now, no one has fried to get
the word out. ,

- “Naturally, the police.and
garbage : sirikés didn’t~do
anything' .to enhance -our
image”, he said, *“yet ac-
tually, there was very little
agvérse. effect. The Mayor

took a strong stand and kept |
u-

the dumps opéen-
nately, Time magazine .dnd
Newsweek didn’t do a “Yol-
low-up story on how the @ity
weathered the strike.” =
But with the new brochiire
w_determination, Mr.

JRAE AL

‘Charm City, US.A

jetrich predicts a cha&ge.
Last week, a Detroit spgrts
writer wrote a column-on
Don McCafferty, the late De-
troit Lions  coach who dnce
worked for the Baltmgbre

Colts. .

sortswriter began
ar’{ilf:?esgvim a description of
Baltimore as a dirty, gr}rpy
place, lacking any hveab_d ty,
not to mention charm, .” "..
" Mr. Dietrich wrotea?the
sportswriter a'long letter.
He enclosed a brochqre.

ey Ty
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By JAMES ‘A. ROUSMANIERE, JR.

The Baltimore Promotion
Council announced yesterday a

$200,000 song, film and ad
campaign to boost the city as |
a mecca for tourists, conventi-|
oneers and Baltimoreans alike.['

timore’s - self-designation. as
"1 “Charm City,” celebrates
' (multitude of  local treasures
.|such as steamed crabs, row
houses, the USF Con: j
;|]and Edgar Allen Poe.
The campaign, which dwar
the current year’s $40,000 ef-
fort, is planned to outshine
similar promotional drives in
other East Coast cities—all of
them aimed at t4e bicentennial
ear.
y The Eaggawllﬁ vggzs an-
nounced at a-characteristically
enthusiastic = annual council
mee%img glg Lord Baltimore
Hotel. 19 ;
b Bioaa

The coungjl.

than half of its $400,000 aperat-i

< ing budget through grants from

i

the city and state governments,
’I“he rest comes from contribu-
stions between $100 ¢o $10,000
M‘from\‘ 150 private firms.

: “The time is right. Balti.
more s blessed with many
contrasts and hidden treasures.
{1t’s like community faith heal-
ing—we’ve got to believe in |
1t,” said Daniel J. Loden, an |
executive with VanSant Dug.
daie, the advertising firm, - |
_Last summer his company }
and W. B. Doner & 'Co.pa:g-
other ad firm, joined witl; the

¢ council fo develop the “Charm 3

i

City” slogan, fgﬁa b«ln.},,’&{,

That campal
heat of"a sanitation strike and
a work slowdown by police, got
off to a shaky start

Still, the council could report
yesterday it attracted 102 con-
veptzpns to the city last year,
bringing in $7.2 million in out-1
side’ money. Projectj his
year exceed $11 milliof.

VanSant Dugdale and Dop-

1

T are combining forceg

gets thé ]
, Col. 4

e council
See CITY, 2

rm Cit

The booster drive, which in-
cluded a bouncy jingle on Bal-/

al

|poration that gets a little more}

money—in the pollyanna at-
mosphere of the booster cam-
paign no one even raises the’;
question—-they will go first to
East Coast newspapers.gIudy
An 8-minute film is due to be
completed next month. The 60-
second jingle, which comesj
from the music-making New
York firm behind Coca Cola,
Aetna Insurance, Tang, the|

i Marine Corps "and others, is

almost completed.

T-shirts printed with “Balti
more You Got Charm” are due
soon, along with bumper stick-
ers carrying that same mes-

sage. p%%&c&n&g got

a timely and indirect” boost

earlier this month from a

jwell-circulated issue of “Na-

tional Geographic, which for 27

‘doughty spirit” of Baltimore.

“doughty spirit’ of Baltifore.
e y

A new city promotion poster.

y’ gets 5-fold boost




Promotion o

By WILLIAM WARD
Staff Reporter

“Baltimore, 'you got
charm. :

That'’s the

AMERTC
Spiel highlight-
“ing the first

nationwide ad.
vertising effort to promote
the Monumenta] City as a
convention center apd tourist
haven. '

Beginning in June — hope.
Cfully — Baltimore’s charm’
| will emblazoned acrosg

full page ads in nationally

circulated magazines,

crooned across radio waves

depicted in -television -

| advertisements both locally
and out of town,

The promotion is the com-
bined work of two local ad.
vertising magnates, Van
Sant & Dugdale and W.B.
Doner. The Plan was yp.
' esday during the

ting of the Baltj.
~ more Promotion Council,

Raw bars, Fi. McHenry.
Row houses. Babe Ruth’s

mpaign, which '
11as two motjves behind its
Fonception,

- members of

"timore has been running
hind Philadelphia ang New

" promotion of

City’

One is to ““promote Ba]ti.
more to Baltimoreans," said
Dan Loden, executive vice
president of Van Sant & Dug-
dale,” and the second is to
bring out-of-towners into the
city for vacations and cop.
ventions, .

Loden presented the mas.
sive Baltimore push to the
the promotion
council. Both his firm and

-B. Doner have donated
their staffs and time to the
council to
paign.

“If you've missed Balti.
more,’ says the voice behind
one of the radio ads, “you’ve
missed a part of Amerijca

r»”

' You shouldn’t have

. Loden pointed out that B;:

York ating funds for
the city as g
tourist and convention cep.
ter.. -

““And pound for pound,

'charm for charm and Teature

for feature,” he said, “‘we

have it aj] over those mar.
‘kets.”

Loden explained that a

major part of the advertising

evelop the cam. -

Plans Major

Lure Tourists

Got Charm”

drive will be
more’s charm t

for the city if they buy it as a
convention center,

“But we also have to get
people to believe in this
city,” he said stressing that

.the cam?a:"gn will also be

aimed a
moreans’ ¢
om

eveloping Balti.
ride” in their

The campaign is muitifa.

,éeted. T-shirts reading “]

to sell Baiti. -

And there's also g jingle,
While the lyrics Summarize a
"number of Baltimore’s
' ““charming” attributes, a
voice gives the hard sell to
the listerier, '

“Baltimore, you son of a
i BUn, you got charm,’ the
s n es

Mayor Schaefer, who at.
tended the meeting, gave hig :
tull approval to the new ;

' prometion.

“It’s great, catchy angd
moving,'* the mayor said,

““You Have to Iive tnjs city
anq breathe thig city, and

hére, who
come here, *r

du L
AS the silver-tongued m
$ings in the sop y
about Seeing Baltimore,
Charm City, US.A.»




