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From the Desk of.. Wally O'Brien 
A little over twenty years ago, when 

I first joined J. Walter Thompson as a 
trainee, another new employee, a lot 
older and a lot better known than I 
was, had something to say about why 
he joined JWT. It expressed my feel
ings as well as it did his. Although 
he'd had a long and distinguished 
career as a copywriter and was respon
sible for a number of famous cam
paigns, he said there was something 
special about coming to Thompson; it 
was, in his words, "like playing for 
the New York Yankees." 

Now that may sound corny, or, 
considering the current state of the 
Yankees, no great tribute, but you've 
got to go back some twenty years to 
understand fully what he was saying. 
The Yankees were the greatest team in 
the history of baseball; stars came and 
stars went, but the team was irresist
ible to the point where there was a cry 
to break 'em up so somebody else 
would have a chance to win. They 
were simply the best at everything 
they did, and there was no greater 
pride for a ballplayer than wearing a 
Yankee uniform. 

J. Walter Thompson Company is 
the inheritor of those same proud tra
ditions. I started in New York, moved 
to London, Frankfurt, Chicago, and 
finally back to New York. In a lot of 
those places people couldn't care less 
about either the Yankees or baseball, 
but the feeling was the same whatever 
the words they put to it: we were 
simply the best there was. 

Many of us still feel that way. 
A few do not. Our overall 
goal for the U.S.A. com
pany, quite simply stated, is 
to restore that conviction 
and that pride to everyone. 
If you want to feel like 
the best, you'd better be 
the best. Rah-rah won't 
do it. Hard work, dedi
cation, and a restless dis
satisfaction with medi
ocrity will. 

It is our intention to identify the 
best people, give them the best train
ing, create an environment that 
accepts only the best and rewards it 
in kind. 

Above all, my own experience in 
four offices around the world con
vinces me that we are at our best 
when we work as a team. Our busi
ness is too big for us to leave its objec
tives to individual stars or to surrender 
it to partisan rivalries and private 
ambition. Our greatest potential is as 
a company, or, if you will, a team of 
highly talented, dedicated professionals. 

Burt Manning and I have taken to 
signing our individual names in duo 
in memos and announcements about 
U.S.A. achievements. In and of itself 
this is of little importance, but it rep
resents our conviction that in team 
play lies our greatest strength, and it 
should start at the top. 

Well, that's the philosophy. How's 
it working? 

When you consider the nature of 
the economy, rather well. And, better 
than most of our competitors. So 
far—and keep your fingers crossed— 
we've had no client defections and ten 
new accounts, including Toys "R" Us, 
Timex, Loctite, Grand Union, Nestea, 
and American Postal Workers Union. 
At the same time, we've had twenty-
five new account assignments from 
long-established clients like Ford, 
Sears, Lever, Health and Tennis Club, 
Oscar Mayer, and Sun Banks of Flor
ida. Our work has won 100 creative 
awards in addition to a variety of 
media and marketing awards. 

Together with Adams-Russell we 
have launched a major new media 
experiment called The CABLESHOP 
in Peabody, Massachusetts. 

Our commitment to development 
in the West has been confirmed by 
the appointment of Jim Agnew to run 
the region for us. Many of you will 
remember Jim from his early days at 
JWT, or his spectacular rise to the 
presidency of McCann. He is, at any 
rate, a living, breathing example of 
our philosophy: if you want to do the 
best, you get the best to do it. 

In light of what the economy's 
doing to everybody, it would be fool
ish to claim 1982 as a good year, but 
we've done a lot of building for the 
good years ahead, and we look for
ward with a great deal of confidence 
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Wally O'Brien 
President and 
Chief Operating Officer 
J. Walter Thompson U.S.A. 
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., At the close of a difficult year, it is heartwarming for us to know that 
^C^.' you are keeping the Thompson spirit burning brightly. This Christmas- ^ ^ ' 

time we thank each of you for what you've done for our company, for 
the extra effort and the care you've shared with all of us. The happiest of 
holidays to all. 
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The Fine Art of Print 
Advertising 
This month's cover features artwork 
from a Thompson-produced 1917 print 
ad for Unilever's Lux Flakes 

Burt Manning addresses international 
Unilever meeting on the history of 
print advertising in America. 

News Briefs It's About Timex 

New Washington Campaign Really Makes 
News 

Columbia, The Gem of Milan 
And More-

Signatures: Ron Kovas on Advertising Careers 
'Advertising is a superb profession. It's the 
absolute backbone of the free enterprise 
system." 
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The London Summer Ain't 
Been Half Bad 

The Renaissance Campaign 

JWT/Cincinnati: Training 
Ground for Managers 

J. Walter Thompson/London has been 
celebrating success. 

The metamorphosis of a company finds an 
analogy between high technological 
evolution and the Renaissance. 

Thompson's new management development 
program is the first to emphasize executive 
skills. 
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Burt Manning on The Fine Art of Print 
Unilever, the world's largest mar

keter of packaged goods, has been a 
client of J. Walter Thompson Company 
for over eighty years, longer, in fact, 
than anybody else. In mid-September, 
at Unilever's Detergents Coordinating 
Committee seminar in Monte Carlo, 
Burt Manning, chairman and chief 
executive officer of the U.S. company, 
was invited to join a discussion of print 
advertising. Unilever spends about 
$100 million a year in magazine and 
newspaper advertising. 

He responded with a three-hour pre
sentation on the history of print adver
tising in the United States. It is now 
being taped for distribution around the 
Unilever world. 

This is an attempt to present an 
overview of that session, but bear in 
mind the limitations. The original 
address ran to 7,000 words, and 
included 240 slides and 25 minutes of 
taped interviews with magazine and 
newspaper luminaries, ranging from 
Richard McLoughlin, publisher of 
Reader's Digest, to Helen Gurley 
Brown, editor of Cosmopolitan, to 
Arthur Ochs Sulzberger, publisher of 
The New York Times. 

Summary and Reprise: 
Some Guidelines for 
Evaluation of Print 

I've been conducting this some
what erratic tour of American print 
advertising covering the past eighty 
years to see if there were some gen
eral principles to be derived that 
we could still use today in the crea
tion and evaluation of print. 

Here they are—and I won't pre
tend for a moment they are origi
nal with me. Many are derived 
from JWT's "Things We Have 
Learned," some from other sources, 
both theory and practice. I have 
tried to test them all against the 
current practice of a variety of 
agencies and advertisers in different 
product categories in order to 
determine what is transient and 
what is permanent, and this is 
what I have come up with: 

JT\Lest JL> Jsssgi 

This Lifebuoy ad frame (1904) was one of the 
first ads Thompson ever did for Unilever. 

is always an individual reader. That 
is why the greatest copywriters 
have so frequently reported that 
when they sit down to write they 
try to think of the person to whom 
they are writing. 

3. For that reason, the language 
of advertising should be the lan
guage of a human voice. That 
applies whether you're selling Rolls-
Royces or you're selling Volkswagens. 
Two different human voices, but 
both quite human. 

Sometimes we seem to forget 
that, and substitute something 
that can only be described as adver-
tisingese, a language otherwise 
never heard on heaven or earth. A 
good test for advertising copy is to 
read it aloud. If your ear rejects the 
words, the consumer probably will 
too. In that sense, every ad should 
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THE KODAK CAMERA. 

' You press the bit I ton, - - -
we do tbe rest. 

i: \vi n \-\ iii.ni'i.w. 

One of the earliest Kodak ads. Hundreds of words 
written by George Eastman himself, boiled down 
over and over again, resulted in a great advertis
ing idea comprised of a headline, a picture, and a 
few words of copy. 

1. Print is, above all, the volun
tary medium. People read, or they 
don't read, as they choose. That 
choice is based on a variety of 
appeals, revolving around some 
form of self-interest. Will I in 
some way benefit from reading this 
ad? Will it lead me to a better 
mousetrap, or a lower-priced mouse
trap, or possibly even a better or 
more amusing way of life? 

2. At the end of the trail there 

Another Kodak ad from 1917 was even more 
succinct. Four words said it all to the family 
members of boys on the Front. EASTMAN KODAK C O . , RosAcMtf, N. V„ Tie. KeSsk City 
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Advertising 

Within the Curve of a Woman's Arm 
cA frank, discuss ion of a subject 

too often avoided 

James Webb Young broke controversial ground 
when he wrote this ad at Thompson in 1919. It 
was so startling that 200 Ladies' Home Journal 
readers canceled their subscriptions. But the de
odorant's sales increased 112 percent that year. 

be thought of as a personal letter. 
4. And remember, the consumer 

is not a moron. She's your wife. 
One of the great inherent advan
tages of print advertising is that 

•^Bpdbuty's Facial Soap 

Another Thompson campaign for Unilever broke 
new ground when it appeared in the September 
1915 issue of the Ladies' Home Journal. The 
introduction of sex to advertising—"A skin you 
love to touch!' 

consumers find it both more credi
ble and more informative than 
broadcast. Never dissipate that ad
vantage by advertising down. 

4 R I S pre t i t s 111 ( t i l l 

A Unilever ad from the "Golden Age of Advertis
ing Illustration" reflects the larger graphic trends 
in society. 

Are there any secrets or tech
niques that can insure success in 
print—or guarantee against fail
ure? I don't think so. 

But again, there are some gen
eral guidelines that have proved 
useful. For example: 

5. The headline normally per
forms the function of a traffic sign; 
it is designed to make the reader 
stop, look and listen. If it doesn't, 
something else had better—namely 
the illustration. The headline may 
be long and informative—although 
if it gets too long it will defeat its 
basic purpose, which is to flag the 
reader's attention. It may, on 
the other hand, be as short as a 
single word working in close union 
with an illustration for a poster 
effect. In this whole presentation I 
have shown you only one ad with
out any headline at all. While I am 
not quite as adamant about head
lines as Mr. Ogilvy, this is proba
bly about the right proportion. 



mitx-mres subtle comeait'tiHc 
floisjnrmi intryei 

In 1926, Edward Steichen signed an exclusive 
contract with Thompson, as illustration yielded to 
the camera. 

6. The issue of long versus short 
copy has only one resolution: copy 
must be long enough to get the 
job done—and that may be very 
long indeed. Today, although there 
is increasing pressure on the side 
of short copy, there are so many 
highly successful examples of long 
copy—some of which I have shown 
you. The best position is what it 
has always been: copy must be 
long enough to get the job done. 

7. Words, pictures, typography 
—all should work together towatd 
a single end. They should function 
as interactive parts of a single har
monious unit. Mr. Resor's injunc

tion against trying to pursue two 
rabbits simultaneously applies not 
only to the subject matter and 
goals of an ad, it applies to all the 
ingredients of the ad. 

8. On the other hand, to a large 
degree, graphics set the tone of the 
advertising. While most com
monly it takes a judicious combi
nation of words and graphics to 
accomplish the advertiser's pur
pose, one of the qualities of con
temporary print advertising is that 
it depends to a far greater degree 
than the previous generation on the 
sheer look of an ad, a look that 
can vary from prettiness to elegance 
to humor to importance to emo
tional force. 

9. This matter of advertising 
tone is a major element in advertis
ing personality. And.. .well-chosen 
and well-executed advertising can 
build brand personality in ad after 
ad. It is a matter not simply of pic
tures, or words, or typography. All 
contribute to the personality of an 
ad just as the personality of a man 
is defined by a composite of what 
he wears, how he talks, what he 
says, how he moves. Now every ad 

has a personality, if only by default. 
An accidental or ill-chosen person
ality is damaging to the personality 
of the brand it represents. But a 
strong positive advertising person
ality will help build a strong brand 
personality—ad after ad. 

10. The greater the news, the 
less the need for technique. If you 
had to announce a cure for cancer, 
you would do your damnedest not 
to get in the way of the news; 
the presentation would be as stark 
and simple as possible. Since most 
news is of a lesser category, there 
are substantially greater demands 
on verbal and visual language. 
The less the news, the more the 
demands. 

11. The making of print adver
tising is a craft that requires both 
skill and ardor. All crafts tend to 
flourish when people pay attention 
to them, admire them, demand a 
lot from them, and reward the 
craftsmen. This is a dual responsi
bility of agency and client, and 
it requires a real partnership or 
effort. The very best advertising is 
invariably the result of such a 
partnership. 

In this contemporary ad, the picture tells an elaborate story, which the copy picks up on, 
almost midstream..."You snore... And you steal all the covers. What time did you leave? 
(The hero of the story is Paco Rabanne men's cologne.) 

As Leo Burnett, creator of the Marlboro Man, once said: 
"Make it simple. Make it memorable. Make it 
inviting to look at. Make it fun to read." 



THE LONGEST LEFT TURN IN HISTORY 
•57 Ford hurtlei ov«> !he Soil F 
I OB 16 mph for SO.000 Sot m 

A» «</ we did for Ford in 1957 is one of the 
longest copy ads on record: three solid pages in Life_ 
magazine. Yet it turned out to be one of the most 
widely read and talked about ads of its time, 
because writer Sid Olson created an epic of fantas
tic adventure. 

Mutual frustration is the princi
pal product when such a relationship 
doesn't exist. 

One of the problems of print 
over the past twenty years has been 
the diversion of both energy and 
talent to television. Premature 
reports of the impending death of 
the printed word have not helped. 
After all, you don't find too many 
people today rushing into the man
ufacture of buggy whips. But the 
facts hardly justify the obituaries. 

Magazines and newspapers are 
thriving—and magazines are the 

only medium to increase their 
share of market during the past five 
years in the U.S. There are signs 
all around us that many advertisers 
are placing more dependence on 
print, either in conjunction with 
TV ot without it. I believe this 
tendency will continue as both 
television and the marketplace 
change. 

There are two phrases we hear 
more and more these days: "market 
segmentation" and "new media." 
One of the great virtues of the new 
media presumably is that they will 
enable us to target our advertising 
against market segments. At least 
someday they will enable us to do 
that. Print can do that right now 
with great efficiency. 

We don't have to wait. But 
those of us who value print have to 
create a new environment for it. 
We have to pay more attention to 
it, demand more of it, praise it 
when it is good, be critical when it 
is less than good. In short, we 
need a true partnership of both 
standards and effort between client 
and agency. 

There's not even a brand name in this headline, 
but with this ad Bill Bernbach fired the first 
salvo in the war between the small foreign cars 
and the big American cars. 

Gicml Eagle presents: 

Apples 

Many contemporary ads are essentially posters, such as this one for Bass Sandals. 
As Stanley Resor advised: "More illustration when illustration does the job best." 

p you h.: 

Newspaper advertising tends to be less seductive, 
more hard sell, than magazine ads: sales, new 
product introductions, special offers, and coupons 
...but behind this flood, there are other, subtler 

forces at work. 



The London Summer Aint Been Half Bad 
When Sam Meek came over to 

London in 1925, he knew that 
JWT/London could never be the 
same as JWT/New York. The lan
guage is different. "It ain't half 
bad" is British for exceptional, 
dynamic, super, wow, amazingly 
excellent, really-on-the-whole-
rather-splendid. That's the soft of 
summer we've had in London. 

We've topped the magic £100 
million billings barrier, the first 

T single agency operation in the 
U.K. to do so. Existing clients 
continue to give us new 
assignments (Sam Meek 

always said that was important) 
and we out-presentationed 

other major agencies 
in winning new clients. 

Our six new clients (all won 
during the summer during the 
"sluggish" holiday season) are: 

Golden Wonder, for whom we 
were already advertising several 
products, finally threw in the 
towel and gave us their Pot Snacks 
line. We are now their one and 
only agency! 

> I 
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Jeremy Bullmore, chairman (left) and Michael 
Cooper-Evans, managing director, J. Walter 
Thompson Company/London. 

The Royal Air Force have tradi
tionally recruited officers and 
gentlemen via JWT/London ads. 
We've now won their Ground Staff 
Recruitment as well. 

Accord and Brentfords are both 
from Lonhro Textiles. We decided 
to go for both accounts, and won 
both. In the late '50s, we had ser
viced Whiteheads, a precursor 
company. So you could say we won 
the business back from an entirely 
new management. 

Thomson Holidays, Britain's 
largest package-tour company, had 
been with Leo Burnett. It was a 
long, hard battle shifting them, 
but in the end, our creative and 
marketing proposals were irresist-
ble. 

Cockburn's Port from John 
Harvey & Sons becomes our second 
brand from Allied Lyons, Britain's 
largest beer-wine-spirits group. 
Here again, there is a language 
barrier; because the English are so 
refined, we pronounce it like the 
eponymous actor in "Our Man 
Flint." James Whatshisname. 
("Co-burn") 

Medals... 

Another quaint British custom 
is the "Worthless Cardboard 

Medal" which arrives the morning 
after we've won a new account. 
Every member of staff gets one, 
together with a voucher for a glass 
of wine in our in-house pub, "The 
Commodore." Jeremy Bullmore 
and Michael Cooper-Evans also 
hoist the JWT/London flags so that 
everybody in Berkeley Square 
knows we've done it again! 

You remember Guinness. We've 
more than made up for the loss 
already. Our new business gains so 
far this year account for over £ 15 
million additional annualised bill
ings. A new record. 

...and awards... 

We won back Bacardi, and 
promptly took the Cinema Grand 
Prix in Ireland. We won seven 
awards in the British Television 
Advertising awards, including 
Kellogg's Coco Pops, Persil Auto
matic, and Burger King. Rown
tree's Polo won in both Design & 
Art Direction and in the Campaign 
Poster awards. 

Meanwhile... 
We've launched some new cam

paigns during the summer. 

Peps] challenged Coke and won. 
We used Joe Brown, cockney pop 
star. 

Pre-mixed Campari Soda in 
small bottles was launched in a 
commercial featuring a man who is 
discovered with it in a bedroom 
closet in another man's home. 

Golden Wonder Wotsits used 
street-wise soccer players to explain 
wot Wotsits wos. 

Crown Off-White paints 
explained that perhaps white paint 
mixed with pink was vice versa. 

All Clear proved a winner with 
people who liked their hair, but 
not their dandruff. 

Harmony Hair Spray showed 
the seventeen-thousandth commer
cial on the "Is She or Isn't She?" 
platform. 

Windmill Bakery launched yet 
another successful loaf. 



London's new TV campaigns, clockwise from upper left: Bacardi, Kellogg's, Sunsilk Shampoo, Harmony Hair Spray, Golden Wonder Wotsits, and Windmill Bakery. 
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cholmond (chumm) vb. 
To remove an After 
Eight mint from the 
box without also re
moving the envel
ope. Much frowned 
upon in polite society. 
[E.g. If he insists 
on cholmonding, he 
won't be invited 
again.] 
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CHOLMONDING 
One of a series of print ads for 
After Eight mints. 

Kellogg's offered free rail tickets 
for kids with parents, with boxtops. 

Sunsilk Shampoo played a 
sounds-of-the-dirty-city track 
against idyllic country shots. 

Findus invented still more fla
vours for frozen French Bread 
Pizza. 

Bacardi has Telly Savalas toast
ing: "To the guy who invented 
Bacardi, I like your style." 

Kellogg's Coco Pops used a kids' 
storybook style. 

Persil Automatic broke all the 
rules for soap advertising. 

Burger King used a British rock 
track to push the 100 percent 
American position. 

Listerine went underground 
with subway posters and a battling 
bottle. 

After Eight mints launched a 
witty new five-pack by defining 
the witty word "new." 

Philips LaserVision launched its 
videodisc player with print ads 
introduced by the line "Pictures 

PHILIPS 

PICK UP THE PHONE, 
OPEN YOUR EYES, AND WATCH. 

Philips LasraVisfcsnian now t>etsxp<.riimii.*l u.u 

Thcv will;SIKIWJ'OU the player and a wide range 
of siivflTiliM stli.it :!i'i ii: iii.'sii-.iic just what I .aseiVision 

Faralistofiwl[:!ii'wi:s.siin|]lvpii":kijpyourfJioiie, 
and ring; 

TELEDATAOJ-200020Q 

London's famous "Worthless 
Cardboard Medal.'' 

PHILIPS LASERVISION. 
PICTURESFROMASILVERDISC.^ 

An ad from London's print campaign for Philips LaserVision. 

from a Silver Disc," and with a 
"Close Encounters"-style TV com
mercial, "Flying Disc." 

Polo promised a free mint with 
every hole you buy. 

New Directors and a Harvard 
President 

Andrew Brown and Linda Perry 
were named directors this summer. 
Both are home-grown talent. They 
started out as reps. Allen Thomas, 
who is now executive creative 
director, and Max Henry, the new 
head of art, have both rejoined 
JWT/London to stay. 

John Paine, director-in-charge 
on Kellogg's and Rolex, is the first 
person from the advertising indus
try to become president of the 
Harvard Business School Club of 
London. 

More Brand Leader News 
J W T (in the U.K.) will natu

rally be brand leader for the year 

1982 as the latest measured media 
figures show that J W T has 
increased its lead over the Number 
Two agency to 25 percent. We 
completed office renovations. Our 
new life-style will also be on dis
play to visitors, with thicker carpet 
making it easier to step between 
our two adjoining buildings. 
We've also made room for the Ford 
of Europe operations under Monty 
Greene. 

And we've produced a Visitors 
Book. Not to explain to our world
wide J W T friends who sits where 
in London, but to help explain to 
ourselves and our clients how visi
tors are welcomed, wined and 
dined (or not) in ordinary British 
homes. Great changes have taken 
place in hospitality over the years, 
and JWT/London once again has 
consolidated its brand leader repu
tation with important innovative 
research. Ask for a copy. "It ain't 
half bad." 

Allen Thomas, executive creative director and 
Max Henry, head of art. 

New directors; Linda Perry and Andrew Brown. 
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Northern Telecom's Renaissance Campaign 
Advertising professionals usu

ally aren't big on 17th-century 
philosophers, 14th-century 
stained-glass windows, and 13th-
century Arabic scrolls. Neither 
are high-tech companies. But 
somehow these disparate elements 
come together beautifully in 
Northern Telecom's new advertis
ing campaign, also known as 
"The Renaissance Campaign." 
And it works. 

"People read our ads. Both 

awareness and sales are growing," 
according to Don Petersen, senior 
account supervisor of the corpo
rate campaign at J. Walter 
Thompson's Chicago Office. 

Northern Telecom is a large 
company, headquarteted in 
Canada with a substantial U.S. 
subsidiary. Over the past seven 
years that it has been a client of 
J . Walter Thompson's Toronto 
Office, it has made the transition 
from a supplier of products 

strictly to the Canadian telephone 
company to a broad portfolio of 
products and systems for both the 
telephone industry and the pri
vate business sector. 

In November 1980, Roy 
Cottier, Northern Telecom's vice 
president-public affairs, was 
named head of a steering commit
tee to see how the company could 
get more out of its advertising 
with a centralized corporate 
advertising program. Don Peter
sen, Tom DeMint, senior vice 
president/group creative director, 
and a complete creative, account, 
and media support team from the 
Chicago Office were brought in 
to help design a corporate cam
paign that would also address the 
special needs of the growing U.S. 
market. 

A disciplined approach to the 
problem started with Thompson's 
famous T-Planning exercise. The 
goal of the advertising campaign 
emerged: "To create awareness of 
Northern Telecom as a manufac
turer and marketer of new and 
practical technologies for telecom
munications and data processing." 

A big idea was needed to bring 
everything together in a clear and 
meaningful way for its diverse 
markets and give the company a 
distinctive and favorable image in 
a crowded and confusing field— 
"a technological street bazaar," as 
Tom DeMint put it. 

"Aside from competing against 
the world's largest corporations 
and two or three of the most 
innovative companies in history 

These are two examples from Thompson's 
Toronto Office advertising Northern Telecom's 
digital switches and remote-line features 
for telephone networks. 

Centerfold: In this, JWT News' first four-color 
centerfold, we feature a spread from Northern 
Telecom's corporate campaign that won the 
National Addy award for the best business publi
cation campaign. It draws analogies between the 
advancement of civilization made possible by the 
European Renaissance and the breakthroughs in 
high-technology telecommunications of the late 
20th century. 



The Bayeux tapestry wove the Normans together. 
Its message united the people. 

MANUFACTURING PLANTS: ANN ARBOR, Ml • ATLANTA, GA • CONCORD, NH • CREEDMOOR, NC • MINNETONKA, MN • MONTEVIDEO, MN • MOORESTOWN, NJ 



This fiber optics network from Northern Telecom will do the 
same for a rural population scattered over 100,000 square miles. 
The Bayeux tapestry is a pictorial history of the Norman conquest of England in 1066. Woven by 
the ladies of William the Conqueror's court as the events occurred, it was made for public display, 

to give the people of Normandy a common feeling of pride and purpose. 
—___—:—-_ Today, Northern Telecom is bringing communities together with another 

~-^. kind of tapestry—an interlaced digital network of fiber optic cables. We're 
.7— .„. ^ X . the leader in the application of digital technology in telecommunications. 

\ The fiber optics communications network Northern Telecom 
\ is building for the province of Saskatchewan will be the longest 

on earth—over two thousand miles. When it's completed it 
will link hundreds of isolated, prairie farm communities with 

V two-way voice, data, facsimile, and video transmission 
^ \ facilities. Every telephone will also be a potential 

i ^ \ \ computer terminal. 
= T v O \ North America has two dominant technologies 
;W^Ns>-. to export to the rest of the world: computers >and 

SsN telecommunications. 
\ \ \ W , ~s^. We're weaving them together. 

I 2 ' 1, 

northern 
telecom 

For a color brochure of all eight ads 
in this series, or for more information write: 
Northern Telecom Inc., Public Relations Dept, 
15.9 Cumberland Bend. .\ashciUe, TN'87228. 
hcrall (615) 256 5900, Ext. 4264-
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(i.e., Xerox), we had no competi
tors to speak of,' commented Don 
Petersen. 

"Interestingly enough, prelimi
nary research revealed that com
munications managers and senior 
management alike really don't 
like to read all the high-tech jar
gon most competitors feel com
pelled to thrust before them. 
They get as bored as the rest of us 
with wordy and complicated ads. 

"So we recommended a bold 
'leap frog' approach to advertis
ing, and Northern Telecom 
responded to the philosophy of 
the campaign." 

The corporate campaign, 
which is represented here by J. 
Walter Thompson News' first 
color centerfold, is supported by 
product campaigns for major 
product groups, and there is a 
family look throughout. 

Ed Fitzgerald, Northern Tele
com's new CEO, reacted to the 
campaign with resounding 
approval: "Gentlemen, congratu
lations! This campaign presents 
our company the way we think of 
ourselves, and the way we must 
be viewed by our marketplace 
now and in the future." 

Information takes many forms. 
information has life and Northern Telecom keeps it alive. 

Providing Telidon systems to create, convey and retrieve your 
information. No matter what form it takes. 

Northern Telecom's digital telecommunication technology 
is changing the shape of business communications around 

the world. If videotex Is part of your strategic plan 
to give your information form and keep it alive, contact 

Northern Telecom. 

northern 
telecom 

P.O. Box 3000. Brampton. Ontar 

This ad, produced in Toronto, focuses on Northern Telecom's videotex 
capability—text and graphics with computer access—by symbolizing 
its basic elements visually. 

Here are two more spreads from the Northern Telecom Renaissance Campaign 

The Pythagorean theorem illustrates an ancient belief that shapes, 
sounds, ideas-every thing-could he expressed with numbers. 

.i$0i 

Northern Tefe, 
systems prove 
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nes .ingcU cuts potcutts 
Pitch. Duration. Sequence. Tfae Benedictine monks invented 
a musical code to preserve the melodic* of Ocgorian chants. 

BiESSTHE Lu.RD,fll l VQU HIS ANGELS 

QBEVrHSKIQRu. 
Pitch. Duration. Sequence. Merging the analog and 
digital cotfes is changing the way the world communicates. 
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J. Walter Thompson/ 
Cincinnati: Training 
Ground for Managers 

The mythical office of J . Walter 
Thompson/Cincinnati may be the 
office to watch, because those who 
take a special interest in it, manage 
and advise it, are a growing number 
of executives in Thompson offices 
around the world. 

They are participants in the new
est Thompson development program, 
The Management Development 

ness program for our executives 
through a formal and continuing 
development program," he contin
ued. "This program has been 
designed to fill this desire. We 
expect to put one hundred JWTers 
through the program in 1983, and 
we hope to add to this list in the 
years ahead." 

The program draws on the exper-

The pilot pro
gram of the 
management 
development 
series last July 
was attended by 
a dozen general 
managers of 
Thompson 
offices around 
the world. 

f' 1 w-
Center, in which the mythical 
J. Walter Thompson/Cincinnati 
serves as a case study. 

"We offer a lot of excellent 
training programs for up-and-com
ing achievers—for example, the 
James Webb Young Seminar, now 
in its 15th year. But most of these 
programs focus on professional 
training, such as advertising craft 
skills," said Don Johnston, J W T 
chairman. 

"We've long wanted to develop 
a management skills and effective-

tise of outside specialist Sterling 
Livingston, former professor of 
the Harvard Business School, who 
is an experienced consultant to 
many other businesses and service 
industries (including some J W T 
clients). He is the founder and 
director of the Sterling Institute in 
Washington, D.C. 

It is a tri-level, three-year, week-
in-residence program conducted at 
the Troutbeck Conference Center 
in Amenia, N.Y., two hours north 
of New York City. 

The pilot program, for general 
managers, was conducted in July of 
this year. A group of corporate, 
regional and senior office managers 
participated in the same program 
in August 1982. Six more pro
grams will be scheduled in 1983. 

The program has been designed 
with a threefold orientation on how 
to improve our effectiveness in: 

1. managing people; 
^7 2. making business grow; 

3. managing profit. 

Commenting on the program, 
Denis Lanigan, vice chairman of 
JWT, said, "While initially we 
have placed emphasis on current 
managers, other senior profession
als will increasingly participate in 
this and, hopefully, other pro-

Sterling Livingston 

grams. Our Troutbeck program 
gives us an excellent opportunity 
to further develop the managerial 
skills our management, managers, 
senior department heads and client 
services professionals will need in 
the years ahead." 

The program recognizes that 
managers and senior department 
heads have substantial responsibili
ties to the people who work for 
them, the clients they serve, and 
to the company's overall growth 
goals. It gives managers feedback, 
not only from fellow participants, 
but through a six-dimensional 
reading of their management skills 
collected anonymously from the 

people who report to them. These 
are reviewed and discussed at the 
meeting. 

Bert Cruickshank, a participant 
this summer, calls the program 
"terrific. You develop an action 
plan that's so practical you take it 
from the classroom right back to 
the office," he said. "It also was 
helpful to compare notes with peo
ple from around the world who 
have different problems and 
approaches." 

"We've gone ahead with this 
program, even though we've had 
to pull back on many other pro
grams and expenditures because 
the economy has been soft," said 
Don Johnston. "That's how 
strongly we believe it's going to 
contribute to our organization now 
and in the future." 



A New Washington 
Campaign Really Makes News 

A new advertising campaign 
developed by JWT/Washington for 
the American Postal Workers Union/ 
AFL-CIO (APWU) is really mak
ing news: it was not only given the 
front page of Advertising Age, but 
primary news coverage by Associ
ated Press. The New York Times, 
Good Morning America, the NBC 
Nightly News, and scores of local 
newspapers, TV and radio stations 
across the country. 

It started when the staff at 
JWT/Washington was invited to 
meet with union officials to discuss 
a possible advertising program for 
the union. Pete Hanley, group 
account director, hit a nerve when 
he mentioned a new Federal 
Express TV spot depicting postal 
workers in a derogatory light. Pete 
also suggested that there was a 
good chance of getting the com
mercial off the air, because it might 
violate network broadcast stan
dards. He volunteered JWT's help. 

Andrea Bernard and Sandi Gray
son of the New York Office's legal 
department were recruited to draft 
the challenges. Formal complaints 
were filed, and the conflict became 
major news. Two networks devoted 
a major portion of their early eve
ning news programs to the battle. 
As a result of this effort, NBC 
rescinded its commercial clearance 
and Federal Express decided to 
withdraw the spot from the air. 

Moe Biller, president of the APWU, 
at the podium. Behind him, left to right: 
Pete Hanley, group account director; 
Douglas Holbrook, secretary-treasurer 
APWU; and Kate Lynch, account rep. 
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Thompson's responsiveness 
and involvement led the APWU 
to decide there was no longer any 
need to interview other agencies, 
and JWT/Washington was hired. 

Copywriter Murray Goodwin 
and art director Carol Cowie went 
to work and developed an exciting 
campaign that depicts postal work
ers on the job moving some of the 
110 billion pieces of mail that go 
through the system each year. The 
commercial ends with the apt tag 
line: "The American Postal Work
ers. We try to be letter perfect 
for you." 

When the campaign was pre
sented to the union's executive staff 
there was an immediate positive 
response. But there was a problem: 
they had only about $250,000 
to spend. After production costs, 
there would be very few dollars left 
for media buys. 

JWT and APWU decided that 
the only way to generate sufficient 
funds would be to take their case 
directly to the rank and file when 
they assembled for their biennial 
convention. Murray and Carol 
created a 22-minute audiovisual 
presentation designed to persuade 
the 3,000 convention delegates to 
fully support the proposed adver
tising campaign. 

The lights went down in the 
convention hall and the Federal Ex
press story was retold, filling the hall 
with hisses. Then the hiring of JWT 
was announced, and the need for an 
advertising campaign was explained. 

The issue was then put to a for
mal vote and a $2.6 million media 
campaign was enthusiastically 
approved. In a matter of only three 
months, the JWT/Washington 
team had helped the APWU lead
ership put together and present the 
first advertising program in the 
history of any federal union. 

Kate Lynch, recently promoted 
to account rep, coordinated the 
creative, media, research, and mer
chandising elements of the pro

gram. Other key members of the 
team are Drew Babb, creative 
director; Judy Peters, research 
supervisor; and Debra Fisher, 
media director. 

Hats off to all concerned for this 
creative response to the very real needs 
of a prospect and the construction 
of another J. Walter Thompson 
new business success story. 

It's About Timex!, 
Taking its cue from the remark

able success of the Ford Model T, 
the first car affordable to the aver
age-income person, Timex, in a 
joint venture with U.K.'s Sinclair 
Ltd., has redesigned the personal 
computer for the popular market. 

The new Timex Sinclair 1000 
breaks into the U.S. market at a 
remarkable $99-95. An additional 
$49.95 can expand its memory 
from 2K RAM to 16K RAM, 
comparable to the Apple II, but 
at a fraction of the cost. 

What a story to tell, and 
J. Walter Thompson's New York 
Office, with an account team 
headed by Peter Schweitzer, was 
selected to do the job. 

The introductory campaign, 
launched September 1, announces 
boldly, "The Power Is Within Your 
Reach." The theme marries the 
power and technology of the com
puter, its unusual price advantage, 
and the human reward and satisfac
tion of owning a computer. It also 
supports another major Timex 
goal: to build computer literacy 
by helping people feel comfortable 
with the idea of having a computer 
in their homes. 

TV spots produced for the 30 
top U.S. spot markets used state-
of-the-art animatic techniques. The 
campaign is supported by print ads 
in a broad selection of mass con
sumer publications. Later, it will 
be expanded to prime time net
works, according to Frank Nicolo, 
executive vice president, creative 
director. 

The new Timex Sinclair 1000 is 
already a big hit. Although manu
facturing at full capacity, Timex 
could distribute three times as 
much product if it were available, 
according to Mark Earle, manage
ment supervisor. "We're seeing 
90 percent sell-through," he said. 

The Timex Sinclair 1000 plugs into any television set and audio cassette player and is easily 
adapted to home, school, or travel use. A good selettion of software is available. 



David 
Campbell-
Harris, 
president. 
J. Walter 
Thompson 
Italia S.p.A 

Columbia, the Gem of 
Milan Columbia, born February 1, 
1982, is a spin-off, full-service agency 
of J. Walter Thompson in Milan. It 
was designed to service a growing 
market for high-class goods. In Italy, 
fine goods aimed at upscale markets 
had, until recently, been the sole pre
rogative of small boutique agencies. 

Advertising and promotional 
material created for Gori & Zuccht 
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But the market is growing, especially 
in export, and Columbia, which will 
operate as a "class" rather than a 
"mass" marketing support agency, can 
offer clients a unique combination: the 
marketing research of an international 
network, the experience of a great 
agency (JWT) and the flair, care, and 
excellence of a creative boutique. The 
client list is already substantial. It is 
headed by Gori & Zucchi, manufac
turers of six percent of all the world's 
jewelry (no other company makes even 
one percent), using 60 tons of gold a 
year. It also includes Turkana (a real 
estate company that turns old palaces 
into outrageously priced apartments); 
Ferragamo (fine leather goods and 
fashion); Europrogramme (invest
ments); and Hagerty (silver and jew
elry polish). Bravo! 

Silver Prize This JWT/Japan ad 
for DeBeers' Eternity Ring won the 
Japan Magazine Adverrising Associa
tion's Silver Prize, color-ad category. 
Hiroaki Hiraiwa was copywriter; 
Teruyki Yokoyama was art director. 

South of the Border Walter 
Thompson de Mexico welcomes 
Gerardo Gomez Macias, widely rec
ognized as one of the outstanding 
crearive talents in the advertising 
community, as a new creative director, 
responsible for one of its four Totally 
integrated creative groups. The agency 
also announced assignments from 
three new clients: Alimento Findus, 
S.A., a frozen foods subsidiary of 
Nestle; American Phoro, S.A., a retail 
photographic equipment chain; and 
Bertini, S.A., Mexican distributors of 
Faberge beaury products. 



- M a d r i d 
Metro a Metro. 

Getting Around Madrid 
To remind Madrilenos that the Metro 
is quick, cheap, and easy to use, 
JWT/Madrid designed a new map and 
launched a campaign headlined "Con-
ozca Madrid. (Get to Know Madrid.) 
Metro a Metro," merro also being the 
Spanish word for merer. The cam
paign was created by Jose de Santiago, 
Jose Luis Herreros, Carlos Montero, 
Alan Docherty, and Juan Malumbres. 

Argentina Soars on Wings 
of Gold and Silver JWT/ 
Argentina won Gold and Silver awards 
at the Festival Del Cine Publicitario 
Artistico Argentino. A spot for Dole 
Bananas—"Dole, the most banana. It 
comes in a non-returnable pack"— 
received the Alas de Oro. Daniel 
Panaro was copywriter; Eduardo 
Berrerta, art director. 

The Alas de Plata was awarded to 
a commercial for Chiclets Adams— 
"Carry the flavor of Chiclets with 
you..." Marcelo Cosin was copywriter; 
Roberto Vigna, art director. 

The Argentina Office also won a 

CLIO for its TV spot for Ford Motor 
Argentina S.A. in which the Ford 
Pickup is compared to the Argentine 
horse—"Design, strength and effi
ciency. A strong breed." Susy Palacios 
was copywriter; Cesar Martinez, art 
director. 

And there's more good news from 
Buenos Aires. Since January, JWT/ 
Argentina has won the following 
clients: Black and Decker (household/ 
hobby tools), Ceramicas San Lorenzo 
(household tiles), Portland Cement 
(retail/wholesale cement products), 
Samsonite (travel luggage), and Kal-
pakian (household/industrial carpers). 
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"Yes, you can!" sums up the 
campaign that won JWT/Frankfurt 
the $5 million OKAL account in a 
competitive battle against Ogilvy, 
Bates, and Grey. This is one of the 
biggest account moves in Germany in 
1982, according to Burkhard Schwarz, 
managing director. OKAL is the 
country's largest manufacturer of pre
fabricated houses. The campaign, with 
the slogan "OKAL. JA." (OKAL. 
YES.), is aimed at overcoming a pres
ent marker reluctance to buy houses. 

Wagga Wagga South? This 
poster for National Bank of Australasia, 
Ltd., won an Award of Excellence 
for JWT/Melbourne in CA 82—the 
23rd Annual Exhibition sponsored by 
Communications Arts Magazine. The 
postmarks show locations of the bank's 
branches. Terrence Hammond was cre
ative director; John Childerhouse, art 
director; and Brian Pollard, writer. 

Any branch of ours 
is a branch of yours 
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Access to your money anywhere in Australia. Ask for details. 

•f National Bank 

THEY'LL 
CUT THE HEART 

OUT OF SAN FRANCISCO. 
UNLESS YOU HELR 

SAVE THE CABLE CARS. 

Cable News Cars Saved! raise money to renovate its world-
JWT/San Francisco created rhis public famous, but aging cable cars. Steve 
service billboard to help the "Save the Rustad was art director; Jim Sanderson, 
San Francisco Cable Cars Committee" copywriter. 

KODAK TRI-X Film 

KODAK H RC Paper, 

G o l d Prize The Japan Magazine 
Advertising Association, in its 25th 
Annual Advertising Awards Cam
paign awarded JWT/Japan the Gold 
Prize in the black-and-white category 
for Kodak TRI-X Film. This ad also 
won the Ministry of International 
Trade and Industry award. Hirohisa 
Nishibori was copywriter; Kazuo 
Watanabe, art director. 

Left to right: F. Ledford, 
USMC Contracting Officer 
Lt. Col. J.A. Cirie; 
T. Arnold, Asst. Counsel, 
USMC; and John Wood. 



The JWTIJohannesburg team (from 
left to right): Ashley Beyer, Peter de 
Klerk and Romney Birkenshaw. 

A tradition lives on: The 
Marine Corps has been a Thompson 
client for 37 years, going back to 
1946. Every three years since then, by 
government regulation, we've been 
required to compete for the account. 
While we've won it every time, 
including this last one, there's been 
nothing automatic about the winning. 

Piece of Cake. A 20-pound birthday cake is pre
sented to the Marine Corps on its 207th anniver
sary by Wally O'Brien, president of J. Walter 
Thompson U.S.A. (left); and Francis Johnson, 
account representative. Major John Shotwell offers 
to carve a slice with his sword. 

It's taken enormous dedication, drive, 
and the kind of superb advertising 
that's helped keep the Marines' 

recruiting records far and away the 
best of all the Armed Services. In 
presenting the award to John 
Wood, management supervisor, 

JWT/Washington, Lt. Col. J . A. 
Cirie, head of Marine Corps 

Marketing, commented, 
"They maintain excellence 
and pride in their work 

for us, and rise to meet 
every challenge with 

fresh ideas. Thompson," 
he continued, "has 
earned a place in 
Marine Corps tradi
tion." 

The Marine Corps, 
incidentally, recent
ly celebrated its 
207th birthday. 
Wally O'Brien 

participated in 
a cake-cut
ting cere
mony. 

Creative Teamwork Peter 
de Klerk, managing director, 
JWT/Johannesburg, announced 
the appointment of Romney 
Birkenshaw and Ashley Beyer as 
joint creative directors. 

At the recent "Loerie" event (the 
South Africa Advertising Awards 
Gala), JWT/South Africa was, for the 
second year running, awarded the 
Grand Prix for best magazine adver
tisement. It was for a pre-Christ
mas promotion for Seiko. Grahame 
Hall was the writer; Linda-Jane 
Lee-Duncan, art director. 

Awards were also received in the 
TV, print and outdoor advertising cat
egories for Mainstay (a spirit similar to 
vodka, but made from sugar cane) and 
for a magazine ad for Booth's Gin. 
Terry Hammond was writer and John 
Childerhouse art director for Mainstay. 
John Bush was writer and Mike Cook 
art director for Booth's. 

CHANGING 

BOOTH'S 
Change to it. Booth's High& Dry An unusually goodgin. 
Prize winning ads from J ohannesburg for Seiko, 
Mainstay and Booth's gin. 



Ron Kovas on Advertising Careers 
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When one first meets Ron Kovas, 
president, Canadian Operations, 
J. Walter Thompson Company, Ltd., 
adjectives like confident, capable, intel
ligent, articulate and disciplined all 
come to mind. His very successful career 
with JWT supports all of these descrip
tions. Ron Kovas joined Thompson's 
Chicago Office in 1966, right out of 
school. In 1975 he was asked to run 
the San Francisco Office. Then, in 
1980, he moved to Toronto. Recently, 
he was elected second vice chairman of 
the Institute of Canadian Advertising 
(ICA), the Canadian counterpart to 
the A. A. A. A. This puts him in line 
for succession to the chairmanship. 

Ron, how did you get into 
advertising? 

"It was a fluke. I always wanted 
to be a lawyer, but while I was 
enrolled in the pre-law program at 
Stanford University, I took a few 
economics and marketing courses 
on the side. I found them fascinat
ing—more so than law. So I 
decided to go on and obtain my 
MBA at Northwestern, rather than 
pursue law. 

"Then, between my first and 
second year of business school, I 
was fortunate to be accepted into 
Sears' summer management train
ing program in my native Chicago. 
That's when I discovered I particu
larly liked consumer marketing. I 
was fascinated by the face-to-face 
challenges in the customer-service 
department, and I enjoyed being 
out on the floor learning how a sale 
was made, figuring out what did 
and did not work. 

"Following this summer experi
ence, I decided to earn my MBA 
in marketing, and subsequently, to 
try to land a job either with an 
advertising agency or on the client 
side. I was fortunate to receive a 
number of offers from both out
standing agencies and very fine 
advertiser companies. After a lot of 
thought and consideration (and 
flying blind, I must add), I deter

mined two companies I'd really 
like to work for: J. Walter Thomp
son and General Foods. One I con
sidered to be the best on the 
agency side, the other on the client 
side of the business." 

What made you select those 
two companies, and 
ultimately, Thompson? 

"There are three things you 
want to look for in a first job: 

1. A blue chip company, because 
they offer the best training and 
experience; 

2. A company that promotes from 
within; 

3. A company that is compatible 
with your own style and person
ality. When your values and 
principles are harmonious, you 
have a better chance to succeed. 
"Ultimately I chose to go with 

Thompson, mainly because I fig
ured an agency would offer me the 
greatest diversity, and it's impor
tant to maximize your experience 
early in your career. But it was my 
original game plan that, whichever 
side I chose, agency or corporate, I 
would stay for five years, and then 
see what it was like on the other 
side of the fence. 

"So why, you might ask, have I 
stayed on the agency side these 
sixteen and a half years? Simply 
because I found that I never 
stopped being highly interested in, 
and excited by, the agency busi
ness. I've been involved with sports 
all my life, and I love the thrill of 
competition, especially when you 
have to take everything you've got 
and bring it all down to one surge 
of competition in one brief encoun
ter, like a new business pitch or the 
presentation of a new campaign. 
For me, the advertising business is 
very much like sports." 

What are your sports? 
"Now, I very much enjoy tennis 

and skiing. I like to run. I do a lot 
of 10Ks—ten kilometer races. I'd 
say I run about twenty-five to 

thirty miles per week. I even run 
when I travel on business. It's a 
great way to see a city, better than 
from a taxicab." 

What do you think of 
advertising as a profession? 

"Advertising is a superb profes
sion. It's the absolute backbone of 
the free enterprise system. Of 
course, if you like to settle into a 
routine, don't like surprises, and 
don't thrill to competition, it's not 
the career for you. Advertising 
is strictly for those who like the 
unusual and the constantly 
challenging." 

What part of your job do 
you find most challenging? 

"The biggest challenge we have 
is hiring, training, and managing 
people. If you have good people, 
properly trained and highly moti
vated, you can get all the new 
clients you need, and professionally 
handle the business you have. 
That's all we've got in this busi
ness: people.. .plus a few desks and 
chairs." 

You attended the 
management training 
seminar at Troutbeck (see 
page 15). What did you 
come away with? 

"A most interesting perspective 
on the way I manage people. One 
part of the seminar program is an 
evaluation by your subordinates. I 
found that both fascinating and 
helpful. Then, too, it was wonder
ful just to be able to sit down and 
interchange ideas at length with 
other senior managers. We rarely 
get a chance to talk issues and 
exchange philosophies. At business 
meetings we usually talk about 
clients, new business, and financial 
results." 

What do you look for in the 
people you hire and 
promote? 

"We're not in a technological 
business, and it's a lot harder to 
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measure capability and potential 
talent. We're looking for idea-gen
erators. So recognizing potential 
talent is intuitive. But some of the 
characteristics we look for are emo
tional maturity, poise, curiosity, 
and if the person can be a lateral 
rather than simply a linear thinker. 
Also, is he or she an interesting 
person? We like people who have 
eclectic interests." 

aAre there differences 
between Canadian and U.S. 
advertising? 

"The level of professionalism is 
absolutely on a par with the U.S. 
But obviously when you have dis
cernible regional variations, i.e., 
two languages and cultures, your 
approach has to be more seg
mented. For example, in our 
Selsun Blue advertising for Abbott 
Laboratories, the English-speaking 
campaign emphasizes dandruff effi
cacy, while the French campaign 
emphasizes hair beautification. 
French Canadians are very inter
ested in personal appearance, 
according to our research. Again, 
our advertising for cheese products 
directed to the French audience 
tends to be more tradition-oriented 
than that directed to our English-
speaking audience. The French 
part of Canada is more familial, 
and tradition is very important. 
Canada is a very large and diverse 
country, and a terribly exciting one 
to do business in. Often people in 
other countries view Canada as just 
an offshoot of the U.S. Indeed it 
is not. It is very different, both 
socially and economically." 

What are your goals for 
Thompson in Canada? 

"We've had tremendous success 
under Don Robertson and Jack 
Cronin. We've taken a viable and 
proper role in the industry, and 
we've established ourselves as Cana
dians. I think my election to the 
ICA office demonstrates our citi
zenship in Canada. All of our man

agers are Canadian, and I'm the 
first American to run the company 
in a long time. People recognize 
the mobility within our company, 
and the contributions our people 
have made to Thompson world
wide are hard to match. I want 
to keep the forward momen
tum going." 

Ron Kovas, president, Canadian operations 
J. Walter Thompson Company, Ltd. 
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