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THE YELLIN GATES

When ]. Walter Thompson moved into the
Graybar Building in New York City in 1927, the Resors
commissioned Samuel Yellin, “the Cellini of wrought
iron,” to design and make for the new offices 26 glass and
wrought iron grilles and gates.

Samuel Yellin’s work is found in cathedrals and
universities, in the Morgan Library, the Cloisters, the
Federal Reserve Bank; the Yellin gates, grilles and great
door were among the first possessions of museum quality
acquired by JWT and they have become as closely iden-
tified with the agency as the ubiquitous portrait of the
Commodore.

Strong and graceful, bold and lighthearted, the
grilles and gates reflect the philosophy of the man who
made them. Yellin said: “I love iron; it is the stuff of which
the frame of the earth is made. And you can make it say
anything you will. It eloquently responds to the hand, at
the bidding of the imagination.”

Today there are Yellin gates and grilles in a
number of JWT offices across the country.
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The

™ Resor
" Years

WISDOM AND
MAGIC

In the forty-four years that
Stanley and Helen Resor led
J. Walter Thompson Company,
they built it from a three-million-
dollar agency with 117 people to a
$368.7 million agency with 6,587
people doing business on six
continents.

In the course of those years,
from 1916 when Stanley Resor
bought the company until he
retired in 1961, they did more to
influence the form and methods
and practices of the modern ad-
vertising agency than any other
individuals in the history of the
business.

Undoubtedly, one of the rea-
sons they were able to do this was
a relationship between the two
that was almost mystical. They
enlarged each other. It was a case
of the whole being far greater than
the simple sum of the parts.

Resor’s mind, as with many
great men, was both childlike and
far-reaching. He was endlessly
curious about little things and
could put disparate facts and in-
tuitions together in ways that cre-
ated visions of a universe.

Helen Resor had a mind that
was tough and resilient, fertile
and antically creative.




He was a formulator of plans
and strategies.

She was an inventive pro-
ducer of ideas.

He was an editor of genius.

She was a writer of genius.

He, in his efforts to make
advertising predictable and sci-
entific, represented wisdom and
rationality.

She represented the magic...
the emotion ... that brings adver-
tising to life.

What they shared was a
distaste for the status quo. They
were original thinkers. And this
was the reason the Thompson
company shaped so much of the
history of advertising ... of agen-
cies and their techniques and
practices.

“Within the world of advertising
there is startling agreement that
Stanley Resor is probably the
greatest executive that ever
existed in the advertising

business.”
Fortune Magazine, 1947

“...he not only built the largest
agency in the world, he also
personally set the pattern for
the whole agency business.”

Advertising Age, 1962
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THE MANKNOWN AS
“RAZOR”

Stanley Burnet Resor was
born on April 30, 1879, in Cincin-
nati, Ohio. His family’s business,
for generations, was manufactur-
ing stoves, but the business had
ceased to prosper when Stanley
followed his brother Walter to
Yale in 1898, and he had to help
pay his way by tutoring fellow
students in Latin. During sum-
mer vacations, he sold histories of
the Bible door-to-door in south-
ern Ohio and distributed Pearl
Soap at factory entrances.

He graduated from Yale with

the Class of 1901. His yearbook
describes him as six-feet one-inch
tall, weighing 175 pounds, and
nicknamed “Razor.” He won that
year’s James Gordon Bennett
Award for a paper devoted to
international economics, and
headed off to Europe in the crew
of a cattleboat before settling
down to a career.

That

sputtered
through a number of false starts
until 1904 when Walter Resor,
who by now was secretary of
Procter & Collier, house agency
for Procter & Gamble, made room
for his younger brother.

career

THE COMMODORE
RECRUITS TWO
RESORS—AND ONE
RESOR-TO-BE

In 1908, Stanley Resor’s

work for Procter & Collier clients
came to the attention of Charles
E. Raymond, founder/manager of
Thompson’s Chicago office. Ray-
mond invited Resor to become
manager of the Chicago office
but he declined. Next J. Walter
Thompson himself asked Stanley
and Walter to open a Thompson
office in Cincinnati. After some
sharp negotiations (the Resors
demanded a free hand in running
the business), both Stanley and
Walter agreed and in November,
1908, opened JW'T/Cincinnati.
With them came Helen Lans-
downe, who later married Stanley
Resor.

“THE GREATEST
COPYWRITER OF HER
GENERATION”

Helen Lansdowne was a
classic beauty of whom London’s
Punch magazine once remarked:
“ ... she seemed lately to have
stepped out of a Rossetti.” Her
eyes were a pale, translucent blue.
Her jaw was square, a fugitive
smile hovered on her mouth.

David Ogilvy, perhaps the
most celebrated of Thompson-
watchers, described her as the
greatest copywriter of her
generation.

Helen Lansdowne was born
in Covington, Kentucky. In 1903,
newly graduated from high
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school, she crossed the river to
Cincinnati to work for the World
Manufacturing Company which
sold toilet preparations by mail.
From there, she went to Procter &
Collier as an auditor of bills. At
twenty, she joined the Commer-
cial Tribune, writing advertise-
ments for the newspaper’s retail
advertisers. A bit later, she be-
came a copywriter for Street
Railways Advertising Company,
which controlled most of the
streetcar advertising in America.
In 1907, she accepted an offer by
Stanley Resor to return to Proc-
ter & Collier as a copywriter.
Then, in 1908, when the Resors
opened JWT’s new Cincinnati
office, she went with them to do all
the copywriting for the Cincin-
nati office.

She was the first woman to
be successful in planning and
writing national, as opposed to
retail, advertising.

She was the first woman
Procter & Gamble ever invited to
a board meeting.

She wrote the original ad-
vertisements on Woodbury’s Fa-
cial Soap, Crisco, Yuban Coffee,
Lux and Cutex—all startling at
the time in their freshness and
difference, so startling in fact that
the author was invited to explain
them to the sales conventions of
the clients involved.
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BIRTH OF
THE MODERN
THOMPSON
COMPANY

The Resor brothers, aided
and abetted by Helen
Lansdowne, were an instant suc-
cess at JWT/Cincinnati. Some
key accounts had followed them
from Procter & Collier. Even
Procter & Gamble, which had
never advertised except through
their own agency, violated a rule
of 20 years’ standing and paid the
Resors a fee to introduce Crisco—
a revolutionary new kind of cook-
ing fat.

In 1912, Stanley Resor, who

had been dividing his time be-
tween the Cincinnati office and
New York, made the move to New
York as general manager of the
J. Walter Thompson Company.

The old Commodore was be-
ginning to slow down, and in 1916
Stanley Resor and Charles Ray-
mond decided to buy the Thomp-
son Company, between them
raising a war chest of $500,000 for
that purpose. The Commodore,
whose son had long ago declined
to enter the business, reluctantly
agreed to sell—and the Resor
years had begun.

The J. Walter Thompson
Company then had a list of about
300 clients—most of them only
marginally profitable.

Resor performed radical sur-
gery, reducing the list to about 80
accounts which held out the
promise of profitability.

In 1917, both billings and
profits rose. The success Resor
had in selling Crisco, Woodbury’s
Facial Soap, Pond’s Vanishing
Cream, O’Sullivan’s Rubber
Heels and Gruen Watches, among
others, had built him a national
reputation. New accounts came
knocking at his door.

When Stanley Resor en-
tered advertising it was a busi-
ness that was considered “not
quite respectable. ” He said he
could remember when there were

signs on office buildings down-
town that said, “Beggars, Ped-
dlers and Advertising Men Keep
Out” This he would not accept; he
became a leader among a small
group of advertising agency heads
who labored to professionalize the
business.

He was a supporter of the
Outdoor Advertising Bureau
which forced owners of billboards
to render a more careful and hon-
est service to advertisers.

In 1917, he was one of the
group who started the Associa-
tion of American Advertising
Agencies. (He was president in
1924.) Resor wrote the associa-
tion’s official definition of what
agency service is. His personal
standards were written into the
charter and adopted by the
profession at large.



GIVEME
THE FACTS

Stanley Resor, as a young
man, had been profoundly influ-
enced by Henry Thomas Buckle’s
History of Civilization in Eng-
land. Buckle, a social historian,
believed that human behavior was
governed by certain immutable
laws and that people anywhere at
any time react to the same cir-
cumstances and events in the
same fashion. From Buckle,
Resor derived the compelling be-
lief that human nature in the
mass is predictable. Assemble
enough facts about people, the
right facts, and you will know how
they will react.

Resor spent his life trying to
apply this philosophy to market-
ing and advertising. It was the
basis of some of his more alarm-
ing disagreements with James
Webb Young, William Esty
and William Day, all propo-
nents of the emotional school of
advertising.

It would be a mistake, how-
ever, to think that Resor did not
understand the power of emotion
as a selling force. He was the
guiding hand behind the cele-
pbrated campaigns for Wood-
bury’s, Cutex, Odorono, Pond’s
and Lux. But, these emotional
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campaigns were solutions, as he
saw them, to marketing prob-
lems, which had first been scien-
tifically defined.

THE “THOMPSON
T-SQUARE”

At an early date, he had writ-
ten: “In planning work on any
product, the agency is confronted
by a number of questions:

What are we selling?

To whom are we selling it?

Where are we selling it?

When are we selling it?

How are we selling it?”

This was the formula that
became known as the “Thomp-
son T-Square.” It guided all JWT
planning until the 1970s and it
was then enlarged upon by the
London office’s exploration into
the “T-Plan.”

“To answer these questions,”
Resor said of the T-Plan, “the
agency must first be able to grasp
the business problem of selling the
commodity just as clearly as the
organization of the manufacturer
who makes it.” He also said,
“Everyone who participated in
the planning, production or plac-
ing of the advertisements must
always have in mind the final ef-
fect upon the person whom the
advertisement is intended to
influence.”







