cess it 18 today. Actually, it flopped. Soundly, mmﬁibmm dig
suc . 1y

¢ of production, the studio wag il
noamr&mm_.wmnnoﬁ MNNMMMW OM pra, was criticized and rcna:mﬂma agm.
mnw. Mmmﬁos.m seemed destined to fade into ovmoE.:um By .ﬁmlr_
HM&ME.S&? Trust SBW into play. : By _

In 1974, the film’s copyright protection ended. It becgy o
Jomain. Now television stations could air N:. a E\e&&mﬁ VT
free. And air it they did. Every year, the movie played Euo.cwr
the Christmas season. Families gathered to Sm.ﬂor. Childsil
up with Jimmy Stewart and the angels. Americans say the o
images year after year. Jimmy Stewart mzm. the angels becamd

blazoned on our collective concept of holidays, hope, and A
ican optimism. From a marketing perspective, the m v
become an ingrained part of the Christmas “brand mwo?ﬂ
along with gift-wrapped toys, caroling, and the color
green. It’s a tradition.

Yet like many traditions, one might argue, this one
not because it’s the highest-quality option, but becan
most familiar. Familiarity and repetition have Qh.b,o,
into a fascinating holiday tradition. We love It’s 2 Won
because, unlike the audiences in 1946, we’re ».mB_.r.uH_,\\.

Television stations took advantage of the freeb
vertently created a family tradition. Over time, viewe
expect to see the move each year around Christma

through the televisiop guide to see when it was ai 1

gt the family gathered "round to watch it. This lc ._
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e could you do to create a feelin
S customers? When you speak
W»HMQ ¢ Trust as an Advantage, you cre
u
an
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g of comfort and famj|.
the language of stability
ate m»BEm&Q with ~o<&,

ret

tIs “Trust”? o

wha . Twinings, the British tea maker, which hag
Trust ! same logo since 1706. It’s the real estate age
use the fAowers or chocolates for their birthdays, Trs Raymongd
n:o:av&bm the only major investment-services firm o be Named
u»ﬁow . B»mﬁ:&w list of America’s most trusted companies for
M mm solute consistency. It’s Walmart matching prices from com-
i  foore withott Ho@cwlbm o.cmaogﬁm to present the competing ad,
mmm Nordstrom, where .,.005683 Q.Hmﬁoamn eXperience is so essen-
dal to the brand that ﬁrn.m_nmm. S.E AN

Rr»mam&mmﬁ&mﬂm._ , .‘_
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