
N W 

THE RDLEXCXSTERTHIRTY NINE 
OFACVERflSI NG HISTORY E SSE 11 5 G( ES 
TOTHE CAMEL) RCESTHROUGh I THE VEAR. 
WITH H 0 W W KOHLWIFTEEN SECOND 
COMMERCIAL COHSIDEREDTHESKI'.'J.T 
OF SiWCOMMERCIALS DOWN UNDER AN 
HISTORIC PERSPECTIVE NOTES FROM ALL 
OVER ETC. 



Vol IV No. 3 September 1985 



c o N T N T 

PAGE 4 PAGE 12 

The 
ROLEX 
OYSTER 

The Rolex Oyster: 39years 
of advertising history 

Brussels 
goes to the (camel) races 

PAGE 14 

Through the years 
with Howard Kohl 

PAGE 20 

Profiles JWT/New York 
Edith Gilson 

PAGE 21 

The :15 commercial 
considered 

PAGE 24 

The splendors 
of Spain 

PAGE 28 

Commercials Down Under: 
An historic perspective 

PAGE 30 

Notes from all over 

The J. Walter Thompson News is 
published by J. Walter Thompson 
Company, 466 Lexington Avenue, 
New York, N.Y. 10017. 
Arnold E. Grisman, executive editor; 
Ellen Currie, editor; Van Stith, art di
rector; Tony Catalano, traffic director. 

Send information to Ellen Currie, 
JWT News, 466 Lexington Avenue, 
New York, N.Y. 10017, U.S.A. 
Telephone (212) 210-7863. 



want a nice present from Paris. Perfume, 
perhaps..." Well, perfume perhaps. But we 
had another suggestion to make, again 
beautifully illustrated in line. All the ads in 
this series of fables featured birds of some 
kind and one refers to the United Birds 
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General Assembly. Perhaps the whole idea 
was suggested by Chaucer's Parlement of 
Foules. It's a theory, anyway. 

This whimsical work was punc
tuated in the same year by ads carrying 
more hard-nosed information. One exam-

Telegramfrom Geneva Announces 

New highest-ever 
accuracy for 30 m m / size 

wrist-watch 
at Kew Observatory, England 

pie (5) announces that Kew Observatory 
had awarded the Rolex Oyster the highest-
ever accuracy for a 30mm size wrist-watch. 

The 1950s 
We entered the 1950s with a long copy 

campaign. Each ad carried a single line il
lustration and probably wouldn't repro
duce well here. The ads individually 
isolated an aspect of the Rolex Oyster as a 
way into describing all of its qualities. We 
homed in on the fact that the Oyster case is 
waterproof, dustproof, climate proof; we 
spoke of the Perpetual movement (a Rolex 

invention), of the Kew Certificate for Ac
curacy, the Rolex Red Seal, the cyclops 
window that magnifies the date. As yet 
there was no day display. 

By 1952 we were announcing the re
turn of the gold Rolex Oyster—the first 
imports since 1939. 

Nineteen fifty-two also saw the launch 
of a superb campaign (6-11, 14,15). It re
produces quite brilliantly on newsprint, 
though doubtless it will have lost some of 
its sparkle by the time you see it reduced 
on these pages. A contemporary trade ad 
described the campaign like this: 

"For many many years letters telling 
fantastic stories of the strength and accu
racy of Rolex watches have been pouring 
into Geneva—letters from men and 
women all over the world. 

"And at last Rolex have decided to use 
these well-nigh incredible stories as the 
basis of their press campaigns. All these 
stories are true, all are exciting, all are sto
ries that customers will read—and dis
cuss—and they'll ask for more. 

"With superb illustrations by Eric 
Fraser, this new campaign is destined to be 
the biggest thing ever in the history of 
watch advertising." 

l inder Greek Witters 

S M a a l ,:* a.lal. i - . .a. 

The forger; that 
saved lives* 

Four years buried* 

The Arduous Voyage of the Cutter " B u n a " 

I . 



The 
ROLEX 
OYSTER: 

39 
years of 

advertising 
history 

Rolex has long been supreme among 
watches. We asked Mike Cronin to re
view the contribution of advertising to 
that preeminence. 

BY MIKE CRONIN 
SENIOR ASSOCIATE DIRECTOR 
JWT/LONDON 

What is now the Rolex Watch Com
pany started in London in 1905 as Wilsdorf 
and Davis. Hans Wilsdorf, its founder, 
moved the new firm's headquarters to 
Geneva in 1919 and gave it the name we 
know today. Wilsdorf, a great innovator in 
his field, died in 1960. Rolex is still, how
ever, a privately owned company. And 
that's all the company history you're get
ting because the story we want to tell is 
about 39 years of JWT's advertising for the 
Rolex Oyster. 

That story begins, again in London, in 
1946. To start with, the London office cre
ated advertising both for its home market 
and for European countries, either in the 
English language for international publi
cations or in translation for local media. 

Today, although one campaign ap
pears worldwide, advertising is derived 
from two sources. London still offers a cor
pus of work to the world, which can be 
adapted and translated for local use at the 
discretion of individual JWT offices. At the 
same time, those offices are initiating work 
within the campaign that is of interest, 
perhaps, to the people of only one country. 
Not all celebrities have international fame. 
Even so, such advertising goes into a com
mon pool and can be picked up in any other 
country, if it is appropriate to do so. 

Thus there is a degree of local auton
omy operating against a background of in
ternational co-ordination, which emanates 
from our London office. The same is true 
of film for TV and cinema. This is mainly 
a matter of editing footage shot in places— 

the Himalayas, the Antarctic—where ac
count groups would only get in the way. 

This article restricts itself to press 
work for the Rolex Oyster, the bulk of our 
activity. But it might be remembered that 
Rolex advertising also covers the Oyster's 
dress watch equivalent, the Rolex Cellini, 
as well as the Tudor and its dress watch 
range, the Tudor Le Royer. 

Twenty-four JWT offices currently 
handle four Rolex brands in cinema, press, 
TV, PR and point of sale. A list of the of
fices is appended. It is not always under
stood just how big the account is, each 
country tending to see mainly those ads 
which appear in its own media. Although 
this article is (inevitably) written from 
London's point of view, we hope it does 
something to redress that parochial stand
point. We also hope it's interesting. Old ads 
usually are. 

The 1940s 
The very first ad that appears in 

London's Rolex guard books is addressed to 
the jewelry trade. It is immediately post 
war (1946) and announces the arrival of 
limited supplies of Rolex watches and the 
resumption of press advertising. 
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announce the first imports 
of fine wrist-watches since 1940 
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Ro lrx Oys ter , the first waterproof watch in 
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m e t e r . And, finest of ali , ihe Ro lex 
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i Green Street, Mayfair, Ijiaslon, V 

Our first consumer ad (1) an
nounces the first imports of fine wrist-
watches since 1940. The ad is dated Janu
ary 1947. It was a start, at least. More con
ventional consumer advertising began later 
in the same year with very fine line draw
ings of Swiss scenes and of the watches (2, 
3). Each ad in this quite long series deals 
with a particular attribute of the Rolex 
Oyster—Perpetual Motion, the Superla
tive Chronometer Certificate, the date 
change on the stroke of midnight and so on. 
We also made a point of including a cata
logue of Rolex "firsts", such as first water-
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proof watch. It was an impressive list even 
then. And it has grown since. 

Nineteen forty-eight saw a strange 
series collectively called Genevan Fables 
for UN Delegates. The example here 
(4) ran in the European edition of the New 
York Herald Tribune. One wonders what 
UN delegates made of copy that begins, 
"Don't forget," chirruped Mrs. Tom Tit, 
waving goodbye at the door of the nest, "I 

http://His.l-.ni
file:///srntefar


Forced Landing* 
TS.' 

10 
15 

A letter f 

f 
R O L E X 

Why a self-winding watch was necessary on Everest 

13 

Presumably it is the job of trade ads to 
be enthusiastic. The enthusiasm in this 
case is perfectly justified by the very strong 
series of nine ads that followed. 

Nineteen fifty-three saw the first 
hint—not to be fully exploited for many 
years yet—that someone had thought of 
Rolex wearers themselves as a way of ad
vertising the watch."... the natural choice 
of successful men" (12) is a generalised 
statement, it's true. But it can be seen as the 
germ of today's long-running, testimonial 
campaign. 

Nineteen fifty-three was also the year 
in which Colonel Hunt (later Sir John 
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A gold Rolex "Datejust" 
is the natural choice 

of successful men 
Wimw by many of the roost famous men 
of our time, the Rolen Datejust has come 
to t e regarded M synonymous with tiro-
c m aod distinction. In this timepiece 
are instilled nil the skill and craftsman
ship, all tho artistry and ingenuity, of 
the great Swiss watch-making industry. 

The owner of a Rolex Datejust soon 
gains pride and confidence in his watch. 
Fot he knows that the chronometer 
movement is securely guarded from all 
outside enemies, such as dust, grit, 
water and perspiration, by Hie famous 
hand-finished Oyster waterproof case; 
that it is automatically wound to 

greater convenience and added aocura... 
by the paten let! Perpetual self-winding 
"rotor" mechanism, that ii will not only 
tell him Lhe correct time, at I glance. 
but also the date, shown clearly and 
automatically in a neat window or) the 
•dial. 

Most of ail, the owner of a Rolen 
Datejust knows, infallibly, that his watch 
ii the finest in its field—a leader among 
lire world's timepieces. 

You. too. will feel the unique pride of 
ownership that only Rolex can give yoi 
when you buy n gold, hand-finished 
Rolex Datejust. 

16 

Los escaladores del Himalaya 
rinden tribute a Rolex 

Hunt) led the first successful expedition to 
the top of Mount Everest. The ad shown 
here (13) appeared in The Times. It also 
listed thirteen other Himalayan expedi
tions on which Rolex Oysters had been 
worn by the climbers. We also include "Hi
malayan climbers pay tribute to Rolex" 
(16) as it ran in the Spanish edition of Life, 
just to remind you that all of the foregoing 
work was appearing internationally. 
Again—with Everest—we get a hint of 
things to come, of the Reinhold Messner 
and Sir Ranulph Fiennes ads of today. 

In 1955 we picked up the idea sug
gested in"... the natural choice of success
ful men" from two years earlier and 
exploited it for the next ten years. This was 
the prolific campaign with the common 
headline, "Men who guide the destinies of 
the world wear Rolex watches." Examples 
are legion, so perhaps two will suffice (18, 
19). 

This campaign did not, however, run 
to the exclusion of all else. It was inter
spersed with special announcements: the 
30th anniversary of the Oyster case in 1956; 
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"My watch is my constant 

companion"*.,, t PAT SMYTHE 

R O L E X 

the Turn-O-Graph stop watch with the ro
tating bezel (long-distance phone calls and 
boiling eggs are examples given of its use
fulness); the Submariner, also with a time-
recording rim and waterproof to 660 feet; 
the Officially Certified Chronometer for 
Women; the production of the 250,000th 
Rolex Chronometer in 1955; the GMT-Mas-
ter; the Twinlock winding crown and so on. 
Imagery and hard fact ran parallel. 

Another step closer to the testimonial 
campaign of today seems to have been 
taken in 1957. As far as the Rolex guard 
books reveal, this was a one-off (20)." 'My 
watch is my constant companion,' says Pat 
Smythe, the world's leading woman 
showjumper." Twenty-eight years later 
Lucinda Green, and others equally 
famous, will be telling the same story. But 
not yet. 

22 

Well sailed! 

ROLEX 

21 

she didn't ^ J B 
choose ^ H 

to toil the time MM 

— — -

^ ^ ^ K ,I.S..«1 a^i.k 

^ ^ ^ B 
^ ^ H ilsryji.,.! irt..!!it>™ 

^ ^ H -.- , h . .!,«.. h 

^ ^ H lUSstSWI r . . IS.., . . I s 

TM BOIR »M M sbMBtHM 

^ ^ ^ k .1 -*. —s.i.l.r'ss. *llh 

^^m !™a ...sisss- natm. 

Iv S_W Ho lex J» 

^ ^ l i f ^ j B H . 

, , . — „ „ „ _ , . , „ „ , _ . . , 

Also running with "Men who guide the 
destinies..." was the Cat Campaign. Our 
earliest example is dated 1959. This ad (21) 
is one of a series of eight and is part of the 
very first actual campaign addressed to 
women. Our example is from Queen and 
Harper's Bazaar, but it also ran interna
tionally. An extraordinary campaign in 
many ways, it showed no product at all and 
the copy reads rather like blank verse. 

The 1960s 
Another apparently one-off testimo

nial ad crops up in 1962. Bob Hope, looking 
quite serious and twenty-three years 
younger, is described as "another distin
guished Rolex owner" in a publication 
called the Army, Navy and Air Force Reg

ister. Our files have no more ads in this se
ries, if it was a series. 

A further aspect of our current Rolex 
Oyster campaign—the association with 
prestigious sporting events—makes a sin
gle appearance in 1965 in the form of the 
Australian Admiral's Cup (22). The helms
men, it reads, "navigated with the aid of the 
Rolex Submariner". Once again the idea 
does not seem to have been followed up at 
the time. 

The campaign to dominate the 1960s, 
however, was the "If you were" campaign. 
"If you were climbing here tomorrow you'd 
wear a Rolex" (23) was accompanied by 
"If you were negotiating here..." (Gene
va's Palais de Nations); "If you were sailing 
alone around Cape Horn..." (Sir Francis 
Chichester); "If you were speaking 
here..." (The UN building in New York); 
"If you were diving here", "piloting a jet 
here", "skiing here", "exploring here" and 

If you were 
climbing here 
tomorrow 

you'd wear 
a Rolex 

23 



many more. The idea was highly cam-
paignable and we certainly proved it. It also 
contained all the elements of the current 
campaign: famous names, dangerous en
terprises, prestigious events. We're getting 
there. 

Knickers 
arein. I 

t^MuMitbe 
sf~an awful 
bloomer to wear 

aT^olexf 

Before we arrive, however, pause to 
consider this 1968 oddity (24). "Knickers 
are in", reads the headline. The first line of 
body copy says, "It would perhaps be fool
ish to wear anything else". Whatever that 
meant, there is no more trace of such fri
volity in the files. 

The 1970s 
This decade opened with two cam

paigns. In 1970 we were running some very 
strong ads. All were illustrated with colour 
photography. Each carried a challenging 
statement about Rolex. "He'll let in water 
before his Rolex does" (picture a frogman 
wearing a Submariner). "For another $135 
you could buy a Porsche 911E Targa" (pic
ture of a platinum Day-Date decorated with 
diamonds). 

The 1971 campaign showed full-page 
colour portraits of people in hazardous oc
cupations (explosives experts and aqua
lung divers, for example), saying that they 
wore Rolex—and why. The people were 
named but were not in themselves well-
known. Their occupation was the impor
tant thing. 

Then, in November 1971, we meet a 
name we do know: Jackie Stewart. We are 
in modern times. 

From that time until today we have 
continued to do work with a positive Who's 
Who of international celebrities (31-40). It 
is perhaps surprising how few people are 
truly known internationally. Actors and 

actresses don't travel well because of lan
guage barriers. Film stars are scarcely 
more flexible, although Charlton Heston 
was an early testimonee. Sportsmen and 
women are a different story, especially to
day. Musicians "translate" very well in
deed, music being the nearest thing to an 
international language that we know; 
hence our many singers, instrumentalists 
and conductors. Authors are literally 
translatable and Frederick Forsyth is a 
classic example. 

London's job with regard to such em
inent people is (having found them) to keep 
in constant touch with them and with their 
activities so that the ads don't get badly out 
of date. In this respect we have recently 
met Kiri Te Kanawa, Placido Domingo and 
Julian Nott again, to be up-dated on their 
careers and activities. 
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No other voice could describe a Rolex 
so beautifully. 
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Flacido lJominga,the complete musician, 
discusses his favourite instrument. 
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.ir!. afti TBpftis b) • • KTBiiuflkate. rfGtwva K s S 
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•BBMH 
Practice really does make perfect. 

W i t i w . doubt. O i l 
Ll«vd iiiis sx-ufwi !KT filiisv in 

1 iei- linronninniuiii and srtli: 
s-'imale her ekaily irom life 
mt ftilv <'»:•.'!iiini piitt'i'rs, 

Despiit- ihrw VViinbicdo!-!. 
si.N US iind iivi' I'Vench Omli i -

I'W,-h..n,i ami <Wl>U'-iU!:''i 
liackltarx! lims. "he bail iiani 
iiitti siittfj in within •n.htrsi.jf tin-

An incurasiiiifwitiinffiws.* 
t ffrmt -.iii M ihe niii ;md then 
:>l!i'l- with tl«> risino iinhlcs* 

i.-i'tn.ii.-in.-v- Lis ivisw.'ii her jsairw n> 

near pemcikin. 

Onwort .aH&Evci t - IJoyd 
is ,i S\l\ IllUjlli H8il}M.-lil<'f 
ind™d.Ofl;voort, Kowwer. she 
T W J ! , a v>'iiiis,vhiirriiiiii,-.iid 
c.rb.wi! jwiw-tnaSii^. 

"I'tifthcfirei k-wyciii'ii.1 think 
lheoro«-<fswi;rejiist waiving 
in nee the Icr Queen nwll. sh<-
s i n . "Ami, i>) t ou i ^ . event iia Nv 
I lost siiine [rutt-ht*, Bui whet. 
thr,- issuv 1 I W 1 M talur ii. t !«i I 
wa» human, il.i-n ihov fifted ine 
lor li. NIHV ii 'oMik are usiiallyi 

on mv adr.Ani l thalsnife!" 

'Hiese Iwoeoi-tca.'iCiDp lii-x'ti, 
sil iJ'si'K. liysn i-Uo\cl - inachini--
likt cificictxy and (onfilini-s- in 
".hal elic does: (cniiaine e'tlHriu 
,iivl styie in ',vin:«i!t-»-aii'iils<i 

'U-i.. 

pcrietdy i:nii-odii-if u| tiw-wiich 

ARnlexfji4y>I.hMJiJM."Itt 

me henv ituTicdiiiii; ih.tt !i:»>ks.-.i; 
h«.-a1aih.i«lfit««>t«ud>. 

"Sdil f know RsOfcx havT.-
IRVU iitiiking- w;it.rher*(ora vtfrv 

itHiii; time ami 'pr.n'ike nuA.su 
(leclctt'insiinieihing Iveakvsvs 
agreed with." 

Chris Kvert- f iwd unit hei 
Rotex lafc^rVt jui . 'Thej ' i iut) ' 
tie verv, i-riy lotiagh, .^i;;. 
BtliilOth Di'lSurf!! .ill.' W 
•veryiwihslMfy. R O L E X 
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Every Franco Zeffirelli film is scheduled by Rolex. 
II o.K wrvr nx-rety t« liffl "..Iesu~ LI Nffiamll," % % . (fen. eivi| is.iti«.:' 1«; says. '». 1$ :iil 

,• Ashis-si-,,,^,:. ;.,j i-.-.ssss.'s. i-iU- :,(,yfiUs.s:s, ri,.,. Ski..... .ii-.urt.Jvss,,. ] ,.v d o l i n g my 

•irrivlli / i tfiryji. I ie -I 1 -fl - [K-J!i .' !>lit,S llss..-, ..is, * . - ! ! :1r l i „ tirllui.ii u( s- „ j, ,,;-!i;y |„ r,,s. ; :l,i,.. " 

matt hits an orfraordwniy pnxiuctkm* fo 

ly.vandiaienl. trtie.-i insi« |«| 
p it unpossilife tn ssjcMiribe taking die finals 
lalnid to my vAty the 

in ir.,i k^end. hyii 

tisMV«.,in»!.iii.i;d)o«'iWf.ii 
i:is.thfvihi'ain;yst:iJdeft!i<.>i' l l is du-standard, in «!y » n 

.tZvihix-ii;,.!-. 

• " • - -<••••> 

.virisb 
fi«m his wot i iiuu « 

i'. His iat.i-sl ii.si-r-.vlHyiniili.sainli(>i-is-e. 
iJ Hie ofsetrn "la* Tr.-ivis'ita." /j-fliiviii niiy K.,r:; .-.,s,i 

iMiMKe, Only ihrai cwi (*ne biuit^uupin Plnrenc«n1m«hi 
r.-iiamf -.vliy. whin it WISH K.da,rf;cs.<k:af(!<iu(:iiti(KS,"lii 

:• on teleiison. US JVP' e-.-m KioivEiee. vou iwn'i hiivi- «> so to tkwie wateli hv 
liaiisiit ies-,y- su., hi:; iihn seh»x.i to ie.-.j.i a!«.il an ,inii Rolrsoi'Ceiiovi 

•r-.Ao.i'ih.-Mfii 
lx- uiid ior ihe war 

i !wwi! hiwiwr." 

l'i)e!-.si.-i«1ZeinJ-el!i.thei!e-

'• i 
ROLEX 
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The Frederick Forsyth style is unique. 
.alstK-eia 
kifiiv raihw il™ 
h««' iJwavs W . 

rrcdcrfrl, 1-nrsvrl 
hwv«ij-c.Hda 
imwhoMlixW 
•.iiiie in vimialle I'IVF-I. I'-xsiih- j.iiman- .-uneem. Jt 

.-wneptieiovisit. a kerd.ni „ | („..!,> i.< hnryfis 
: um «=,!,. .,.-. sy.ii. hill, |>:-oli[i,-..li,p,11,|„„ road.-.nS' 

it, proving 
t l i . - t s . , , " i i , , Po-

I' u„c«m,il 
ijierh simv-ieHi,-, 

( .UH - trJalss 

<)U«,fiv Tlie Odess., i-Me, -Cl,,, (,>,,a|i 
[>cigsoi'V^ir,'"l'h,:lk-vii,s ix-iumi 1 
AlwrnslKw'.-.nd'Thd Fourth wirteiS. .• 
Prot ixd' have each proved to ttWeQn 

"'!'.>!• rH.-.ilii.-rs -a: , ; .k 11 JC ls-.t 

id™ ^OlIsS . „ , , „ . . „ , t : i ,K ' 

Aiid.;:srWiTk-kK..-*vih 

http://ipa.ru
http://KiriTeKariassaaiitila-rlhjk.sLa.ly
http://laa.nl
http://ir.au
http://wair.li
http://nuA.su
http://sy.ii
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Allen Hudson remembers what took him to the top. 
!1 ,- ;:v;i, ' '" ! i 

i»d 

rfjW 
Thai's; liu- t r e t ; . . <•! Ali: ;: 

Pau lson . ;naii),-J!v rjivjief a I 
s^ieiatsir of (lie largest e<>=jx>= 
ate jieivr-'Lit iviamii'.ti-uiiinp <v..-ii 
panv in t h e w o r l d . 

H i s spec t acu la r r i t e m t h e 
art-cttpai.? imsine:*; r a n lie 
injuehcd toiy U d ie exquis i te 

•111: (llsiket .111.1 sells. 

d w n i e 

;d ;!,•;,),• hif-Ji. "Behind 
«li !-oh,^il'!,!ifi(iii.vli It the 

.1, . a c •>'.-; t s t i l ; t<- t.visi' a.. A f i . . i t h a . i e .«:JUi, , , l t ,,..-,-
line, ihe i i n x e s i is lung, d ie 
mid-; j>ri-:-ii», ,ir,J ;he (esitii --a 

iKrivifiLiin'ahi- :n,:lii.:.. 

Starting at 18 .w. a 
lor T W A , lies .vorC.-t! 

%ht iw.#ncc(. a ten f 
enranwrrial pifot arid. 
l()d..y.h,'s:1:lln!vinS. 
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Three days in the lite of Lucinda Green. 

the (Ji-;ii=iii!« ibnks ;» ! beautifully 

g n u x n e d h . i r ses , t l ie ro t t i b ina 

lion ufiiuttUHi tOntl!it a n d .uilmai 

s t r eng th a t e a l ine sight , it's l i ne . 

Yet all d r o formality -

p a g u a i i t ™ e v e n - d e s c e n d * 

. i i r tv t ly t w i n t h e .lays- o f the 

k n o w ' t h a t h o r s e a n d r ide r e..xsU! 

i t ^e t l i e i - l i imi ; tn i ' f l ee l iv i : i i n ! i 

Ait effective unit t h e y still 

rous t be . A n d (hi- e q u e s t r i a n 

world agree* that few ridera 
t o d a y h e t t e - d e m o r - s t r a t e thin 

u n i t y l h a n the W o r l d Chft in-

[i!s,ii, U i e i n i b f i r r t r f l . 

At I S L u e i n d a h a d WOO B a d 

m i n t o n , i h e w o r l d s m u s t p res t i -

w i t h the h o r s e " s a y s I a t cmda> 

" h a s a g r e w deal to d o w i l h i t " 

Mm- fellow rider* d e s c r i b e 

}.,ui.-iniins sfi tvi;J Mfijxin ,e:lh 

hope on ly a n o t h e r rk lc r c o u l d , 
lha t hi:' h o r s e s a h v a y s ioe.k «> 
k e e n u ; Uis.kie t h e ne tl !eiiee. 

W k i ! k e e p s a t ionw e a g e r a n d 
i-oflfidwi! d i r o u g h , mi t h r e e de-
m . u i d i o g d a y s ' ' 

l i (noW r M p o n d wil l ingly to 
stihiU. m o v r i n e n i s ol it* r i d e r s 
l iody in d i e first day 's d r e s s a g e . 
It IHLSI s h o w I m v m a n d intuit

ing abi l i ty d u r i n g t h e seeor id 

•f- ins.! t'lieili.-.li (•:!<•! lllC.-iEiUlH-llS 

ta lent . I .ue inda h a s ii. A m i h e r 

!•«««•;. itjve h e r So" ' ; . 

l ,u . inda G r e e n s w i t c h is «• 

s e i f a UKn;ij;s,iiloll (>l r.r-v tjii.ili-
ries, not u n l i k e h e r i-m-n. H e r 
R o l e * L a d y - D a t e QvateK w i t h 
it* s tyle , pntrcision a n d h i d d e n 
s t a m i n a , is s l i t t ing -.vaieti .<>:• .i 
UtrwO^iSwnt - 0 

R O L E X 
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B a r m a n k i n d , t h e s e a sti l l h a s i t s 

f r o n t i e r s . B u i t h e s e f r o n t l e t * l ie v e r t k j i j l v . 

C o m e x , w h o le . id d i e w o r l d in t>(I-

s h o r e o f w r . i t i o n s , . i r e a l w a y s p u s h i n g t h a t 

l i -onr ier i i e o j t e r ; m d deej ief- I lie i .ort; |) j i in-

i i i iT. i i iy h o l d ? t ! i i . - i - ee , : . e :h i»<l i - . l i . t : in , i ;x -n 

w a t e r l o a d e p t h o f 5G\ mettvts. 

H o n - i s it, t h e n , t ha t a m o n : r e r a m t l i v e 

o i '.ii m e t r e s c s t a h l i d i e d ei'i a m i d i e r r e c o r d 

fOTConwx? 
T h e e x p l a n a t i o n lies io t h e g a s t h i a 

t h e i l i v e r s w e r e b r e a t h i s i j ; . T h e s e d i t i s it is 

l i s u s d l v a i n l x l t i i v e j i l i i x i h e i i o x . 

Ilothdi O n e day soon, the 
Comex divers will be able to go 

"iws-Lviisoii.in,, „;IL a s deep as Rolex. 
i i e p t k s j i p p r o s i c W g 1^)00 n M n t n k n o w n e l l e e t s tih.ti h i f h p r e s m n s h a v e 

t i t m r i G , [ X - l a u ^ e . C o m e x clit t i t 

e a t r v c . s a j - s , " B e f o r e l o n g - » « " ! "•' ill h ;« -e 

•c r o b o t s gi>." A n i l , l o l i o w i n g 

h i s h i s t o r i c d i v e o n i h e 

l i t J d j y l 9 8 3 . b e n o w 

knows :h;« tin-goal Is 
| attainable. 

A \ . l > e l . l n « - ' s ! i e i t - i , 

j '>l-t i- ieii-edi-. , .ux! 'k jil.nx-

' o t V ' h e K i o i l I s h m d s . 

A n d d i e (iiis t h a t h e w a s 

bE- ,Mih i i i j ; - ; b r i h i s ? i f -

n i f x t 

was hydros - .̂  mixture ol hydrogtoi 
j n d o s y g e rs, h i t h e r t o e o t i s t t i e r e t i , 

( i f i h e tiiosijHKv.-i-ti.il e x p l o s i v e - : 

. !iy{n: i j i ) ! : , i ,SLheph-

of dive ' 
.v w e l l e r t a h l c t h e m 

• 1.01X1- m e t re d e p t h s th i l t 

• :-,e.\ is s l tmi l lg for . 

I J t t> in i i i s ex f f e i J e t i< -e , t oo , 

; i «- - ! \ . v u l K h e ' o i l ' . K . l v w e ! ! - ' 

h -ss io i . id d iv . 

C.Delauw 
th i . i se . s i . B u t l ie ' s . i l«o j 

s e r i o i j s - i i i i n d e d . Alt h i s 

e i ] u i p i i i e n t i s c a n i f u i l y 

c h o s e n ii-nd t e s t e d . 

Thai is why. !or i 
the hvdroj; operation, '"'•':'r^:!,'ir.\'""' 
l ie reiii-sl iui t h e sv.tt . h . i lwa-es W D I I I lis1 i h e 

C o m e t x d i v e r s : t h e R o l e x S e n -

! > \ v c i i c r C h n > n o : i i ( - i e r 

T b e S e a - D w e S e r U t s p e t a -

l i . a l U d e s i g n e d t o w u h ' t i t n d 

pre.sSiiii-iitsfn-.-ii y i i . p t l i s . i m l . b y 

l e a n s o l , ! R o l e s -desiR-sissdvalve. 

dee :o inp t i ' j - s io i i e l l e e t s o f 

.Uti.i ing. 
' i h i i s J i S e a - l K v e l l e r e a r i 

kvuraitteedwatcrprooTtoa 
Pdq,thon,220 metres. 

RjrCotnextKvera. 1,220 
metres below the sea isyet 
another Eronner. ibr Rolex 
ha»long i-x-ii iiossible. 

Reinhold Messner and his Rolex continue 
to survive where survival seems impos.sible. 

sit .my e i i i n lwr hit. 
n [ui- lilt- itcei.K :•.; iii in,; h i eh . - s . i -

s^.-M-.iilil .a'iil A n d . ii.-ei,ivtja.i:i,.sl l:.\ Mi t i i . i e l I,, in.. Ko lcs Ovs.ier.:j=ja 

ISaehe t * alsiKialii ieeiti i l . lvl 's- .Mi!. 

"Rt-iii l i i i id.ViessnCT." 

Rfii i l iol i ; MesMier eliiiii):. 

"Irv la i r m e a n t " t e i l h o u t o x y 

g e n i i | u i ( i ' n . : m ; w i l h i i u l ( l i tons 

w i t hi ml j toiler!. . 

"The-^- d a y « tetduvrAjgy hai 

i iver tak i " t h e .•ll(nbiiig."sviv.- ...dvers.- i r i . i i t i e ! ' emu i i t u 

Mes - sne r "1 Wistrt In e i i m l . wiir- (he niiiniiixi.) s e . i a in , ;\
1 .ess; 

n iv L-ireiiElh. 'villi m y l'V':--: . l i m b e d iin ( lavs al ,iili;s;d, 

w i t h tRynenais t ." k n w n w BMwnia i rmws aa 

Mesisiii'C w a s t h e f«-*i to d e a t h »>ne . \ \ i ( i .o<n o.iys; 

ei i i i ib M o n i i i S-lveresi. .vliliii i i! ^.iiiljif=ieitt; ivivKon: ,, ;xii1 

o.vi i 'e i i . Cortisilvtc-ly . i i ;me he '.' nil. ">: r„i!e,i: |n; i lei 's i '.ve; 

ei .ii syjue • v d N;i::ii» J'iii-Uii. i h s i p i s s i h i l i i v o l i-esi-sie. 

ill e x p e d i t i o n . " T « l ie u p t fwre v 

ins ^ . . . - . . ivhievidi t t :v, .oii; i.Miw. [ x v t i s e a n d iii.i:,o!ija-h 

In 1980 Rciniiol-I M e s s i i e r w a t e h v, o u i d b t ! n u d i 

-ssliiil " in.- . :hless ' , . . -M!:I!f i . . l f ( \ f .'• tcusiie;-. " M i Rr.i.'x 

l . ;h; .y ,M- t-v, ;or t l ,e i - , - i | - i i i :a ; , : a,:.,., (-.m.e. Wlie i i lo rn ; 

i.i'hA-ei'.:,! f rom l"ll)e-t. my rest jwr iod ai th . : 

Giiii|:*.'telyali.;ii.', '.iF.iiiiij;!s;e du: iiiiilii-
h t i ee in b e t i i m i l jwx-ei 

» « V At 8.8-18 una 
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sSeveriano Ballestems. A .strong mind is his secret 
A strong watch his choice. 

•he ii-.,>-;i !>!-(.,,ihi,-,ii;IK slii.lsf , i , K ; siijieeiiSrity.A Holes; D a y 
|i:,ie,-i-- In iii,, i.-iiiiie. h i s f'-t'niu:. I j.-tisy-.Svir-wiriHinsi w-Eih d a v 
.-isid!kirl,.:ii.j!i,ii |)f>iii-iedfiiyini- a n d d a t e d i sp lay . 

' f h e i t » v w k i o l ' d l 
eotutK. Thtit s u m m e d u p 
Sever•,&•.<> Ballet; t e r ra w h e n h<-
lii-i,i .-,|,(n:.-in:-il o n d ie l e a d e r 

It H i t ) d o c * . B u i n o w a n e w 
( i ia inr i -v invests his g a m e T h e 
ii i i ingest-ever w i n n e r til t h e 
B r i t i t h O p e n t h i i o c n f u r v 
twice u i lnner . J t h e A n i . ii-le.Di 
M. i s ie i s , t h e w i n n e r of eount • 
IGKI i n t e r n a t i o n a l iciurrmnKritK, 

he litis iw-.v s,vi))i h i , f,:,:.M-.i, 
British Open. 

A n d tie d i d it b e c a u s e of 

S i m x S c v e w;, 
o ld , pra.Hi t i n e e U i 
s t u . k e s a f te r hi»ir> 

tmint; s,.ij,j.s>i-;e:l'}, im- a m i d a t e display. 

' l i I Irs.; " | t 5 , r, v ^ y w r o n g wor th ," 
h. hule . |1 ; . ^eyt, T i , „ . a y, . r ( i r j , ^ c a n 

ine ^ e a w gel in m it it a l i . A n d TOO k n t n v 
•fiiif i l l ! ! s.-hal.' lleei-, list,,.- j lak-ftsitviiig 
his h o m e I'm w i n d i n g ll up," 

l - V d n = . M S o l r « . U i w . h i s : , h 1 , : r [ [ is .iriii,s;ju:.*-<• d i s p i a e o l 

inrnt.-,! sc.is-i,™ h a s de iven t n u m p h a l t e r the IKih ho le .,. 
him on I n d e e d , w h e n m i , ™ , , . S . . A „ d , ™ - s , , , \ m w . « a h w e h 

;L«ked l ien l e e r r . d y ivhnl he o l t h e r i W M h h u e k l i n g S w i - i . i . n , . 
i i,)ii,<iil iv.ist.'i,-,-,,,-,:.! ;,.:}H.riar,i | t . , l l . ,yie(r^ h . i i . t - 1 , . ^ K . (he 

• - . - . s i - - : ; .,: .. wou ld i.e : , r : l - [ , , , e. Sn,:-„ f i th. s t a m i n a a n d 
. iijin(i:;iii. B, t l l . , s (e : ih :»iiii piveisisiii hiid lurpt , • -
promptly-. "A mrotift rm., . ; : ' L , , .f.et t ! f, ,fps! 1 § 

( f i*watchmi i t i -he«hi** ingfe- Kite h i s R o l e * . R O L E X 

A « A nnrii 

•mmi^^rm^lt • ••••• 
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"To blend tlie separate parts into perfect hai-mony" 
Ant al Dorati and his Rolex have much in common. 

•W.- .11 ' l .v .n , . C,.,i.hi,-i.i:- D B U M W his e n e r « - t i e o r o - l A t .ill Ro le* Q j « W eh i r ino-

• n e i e i s , A n - „ i l D f . r a t i s l ) a y - l \ i i c 
iuis a e ; « e w h k J i Is e a r v e d 
InxFi . ; s i t i d e p i n x ' o f m e t a l . T h i s 
t a k e s Ki2se|: i i ir ,Ueo|ienil: io!is. 

T h t i u i n k x k w i n d i n g e i t i w i t 
ncrewit dotMt o n tn t h e case 
p r o v i d i n g a to-,,,lie rfusiprotif. 

wa te r |>roofs<ul . 

IrifieJe. t h e prev is ion t ^ - s t . i r 
n t o v e t n r n i hincUOtM s-.-m.ithle 
a n d refiahtv, All p a n s b l e n d e d 

in loper fes ' l l i aneamy . 

W h i c h is wiis ' Ani.tf i lorttti 

(•••iiUiiil-, ,;j~.i>i'oi:l- s\U' 

i i t e s h i . H i . l i - x i n . x i , W 
thanxnot i i . R O L E X 

I 'i !•:•;.•,•!;...! 

t)verth 
bleu ne n t i t l iona! 
inj: i -onduefed 

oi she j;ri!.-n !iii-|,!:M.,iis: ill., K*tl of the (great orwvet 
.BC Symphrm)'. the I 
,s.i;i:ihfw. Hietlone.ei 

m e n t s , I . W a t i r e g a i d s his \vt>; k 

a* ci tnip*«M' its iiiijv.i-i.ioi. a s 

" T h e Jin (if t h e cioinposer, -is 

tha i o f d i e c o n d u i S o r . is first of 

all. ;neninti!>n:iJpi<*:ess,"sav-:; 

l.X>,-;iri. '" l l ief i c r a n e s , in each 

o f l i tem, t h e b l e n d i n g o f i h e 

«-parat!: ' pa r t* into a n i n s e p a r 

a b l e •svti.jie a n d m a k i n g tkeif i 

func t ion t o g e t h e r in p c r f e d 

h a r m o n v -

W h i c h is e.vatl ly the k i n d o i ' 

piliWer.i R i f e e.'atl.Min-i-i l i dde i -
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Mention of Julian Nott brings us to an
other aspect of the testimonial campaign. 
And this is about people whose exploits 
create an impressive test for a wrist-watch: 
deep sea divers, desert explorers, the men 
who work in the frozen wastes of the world. 
Intense heat, unimaginable cold, horren
dous dust storms, mountainous seas, the 
heights and the depths of this planet— 
Rolex wearers experience these condi
tions and we tell their stories. The jargon is 
"product performance stories" and you see 
examples of them here (25-30). 
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The 1980s 
One last aspect of our current work 

(dating from August 1980) is the associa
tion of Rolex with prestigious sporting 
events around the world. The earliest ex
ample we have is the America's Cup, with 
which Rolex was strongly associated. 

In the last five years this branch of the 
campaign has extended to three-day 
eventing, golf, polo, yachting and tennis. 
Many of these ads are complex produc
tions of five pages, which appear interna
tionally in Vogue. They combine the sport 
with fashion and, of course, with the Rolex 
Oyster in long "advertorials". These five-
pagers will also be adapted to three pages, 
double-page spreads and single pages. The 
examples here (41-46) are either single or 
double page. 

And that is the story of Rolex and JWT 
to date. From the mid-forties to the mid-
eighties Rolex has always provided us with 
something to say—more than enough to 
say. Never have we had to scratch around 

42 

looking for brand values. It shows in the 
advertising, which has always been sub
stantial and confident. One of the great 
strengths of Rolex is its refusal to follow the 
whims of fashion. A Rolex watch remains 
uncompromisingly itself and is respected 

How times have changed 
at Wimbledon. 

la 'aa . r . la . a i . . a a,...... , .1.1. . 
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and desired for that very reason. It is also 
superbly well-made. 

This review of our advertising shows 
the agency reflecting these qualities in 
long-running campaigns that don't feel 
obliged to shift their position every five 

minutes. And—if we are allowed to say so 
ourselves—in well-designed and well-
written ads that represent, in our indus
try's terms, what Rolex stands for in its own 
field: the very best products of the watch
maker's craft. 

APPENDIX I 
THE GROWTH OF WORLDWIDE ROLEX 
ADVERTISING THROUGH JWT OFFICES 
1946 
1947 
1948 
1950 
1951 
1954 
1959 
1960 
1961 
1962 
1964 
1967 

1972 
1979 

1981 
1982 
1984 

1985 

Great Britain (London) 
Belgium (Brussels) 
Mexico (Mexico City) 
Argentina (Buenos Aires) 
France (Paris) 
Germany (Frankfurt) 
Japan (Tokyo) 
Brazil (Sao Paulo) 
Austria (Vienna) 
Italy (Milan) 
Venezuela (Caracas) 
Spain (Madrid) and 
USA (New York) 
Holland (Amsterdam) 
Australia (Melbourne), 
Denmark (Copenhagen), 
Hong Kong (Hong Kong) and 
Sweden (Stockholm) 
Philippines (Manila) 
Portugal (Lisbon) 
Canada (Toronto) and 
New Zealand (Auckland) 
Finland (Helsinki) and 
Norway (Oslo) 

APPENDIX II 
CURRENT ROLEX INTERNATIONAL 

ADVERTISING 
Testimonees: 
Severiano Ballesteros 
Placido Domingo 
Antal Dorati 
Chris Evert-Lloyd 
Frederick Forsyth 
Lucinda Green 
Reinhold Messner 
Allen Paulson 
Kiri Te Kanawa 
Franco Zeffirelli 
Product performance: 
Comex 

Dr. Sylvia Earle 
Dr. Farouk El-Baz 
Sir Ranulph Fiennes 
Dr. Joe .Mclnnis 
Julian Nott 
Tim Severin (Brendan voyage) 
Tim Severin (Sohar voyage) 
Tom Sheppard 
The Sirius Patrol 
Rolex World of Sport: 
All-England Tennis Championships. 

Wimbledon 
French, German and British Open 

Championships 
ICAYAMaxi Yacht World 

Championship 
Polo 
Rolex Cup Regatta. Virgin Islands 
Rolex International Three-Day Event, 

Kentucky 
Rolex Swan World Cup, Sardinia 
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The ultimate in original office 
parties may have been the one en
joyed by JWT/Brussels in February. 
After lots of hard work all year and a 
record of new business successes, 
some celebration seemed in order. "It 
was decided," says Michel Frappier, 
managing director, "to increase our 
year-end party budget slightly and 
take nearly everyone (51 people) to 
the sun for a weekend. Early Febru
ary being Out of season in Tunisia, we 
were able to negotiate an incredibly 
low price with a tour operator." 

The weekend began mid-after
noon on Friday with a two and one-
half hour champagne flight to Tunis. 

Met there by the Tunisian Tourist Of
fice representative, the JWT party was 
transported by coach to Hammamet. 

"On Friday evening," Michel re
ports, "we had a typical Tunisian din
ner with couscous, dancing girls, 
water pipes and the annual award 
ceremony for people celebrating 5, 
10,15 or more years with JWT. 

"We woke up the next morning to 
glorious sunshine and 25°C. Follow
ing breakfast we had games on the 
beach which ended with the major 
event—a camel race. 

"After a barbecue lunch we had 

the choice of visiting the souks (ba
zaar) of Hammamet, playing tennis or 
lying in the sun. 

"Saturday ended with 'The Din
ner of the Stars'—tuxedo, long 
dresses—a la Hollywood. 

"Sunday morning we left the ho
tel to visitand have lunch in the typi
cal Tunisian village of Sidi-Bou-Said. 
After that we were bussed back to the 
airport and then to not-so-sunny 
Brussels. 

"A year-end party to remember..." 

Brussels 
goes to the 

(camel) races 

0 
• & 
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"Saturday morning on the beach . 
Brussels rain:' 

"Is it Lawrence of Arabia or Eric DeBehr, JWT/ 
Brussels' creative director?" 

Michel Frappier, managing director, awarding Ron 
Jarman (Thompson Dialog) his 10-year cup. 

Michel Frappier announcing the winner of the camel 
race; Antoinette DeBrier, secretary; our guide and the 
representative of the Tunisian Tourist Office, who gave 
prizes for the different events. 

Tunisian dinner, in local costumes: Ingrid Mattiis-
sen, secretary; John Seely, general manager Dialog; 
Ann Whent, secretary; and Michel Frappier. 
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Through 
the years 

with 

by Colin Dawkins 
Howard Kohl joined J. 

Walter Thompson as a 15-year-
old office boy in 1906. He re
tired 58 years later as executive 
vice president, secretary and a 
director of the company. For 
nearly 40 ofthoseyears, he was 
Stanley Resor's good righ thand 
in running the company. 

When Howard Kohl joined 
Thompson, the company was on the 
verge of great change. Two years 
later, in 1908, the legendary Stan
ley Burnet Resor would come 
aboard and begin to transform not 
only JWT but the whole practice of 
advertising. Howard Kohl was a wit
ness to all these changes and 
permutations. 

Howard joined the company a 
year after Mr. Thompson had moved 
his office from the "new" Times 
Building at 39-41 Park Row, in lower 
Manhattan, uptown to the Mercan
tile Building at 44-60 East 23rd 
Street; a building that still stands at 
the corner of Fourth Avenue. 

Kohl vividly recalls the appear
ance of the offices in those days. Mr. 
Thompson had installed the biggest 
sign in New York City, running 
around two sides of the building on 
the fifth floor, where his offices 
were. It read, or shouted: Advertis
ing—J. Walter Thompson Company. 

"As you stepped off the eleva
tor," says Kohl, "the first thing you 
saw were the rolltop desks, piled 
high with papers and junk, that were 
'home' to the fifteen solicitors who 
worked out of the office—out of a 
total staff of sixty-four. 

"In those days, the solicitor was 
everything. He solicited the busi-

HOWARD 
ness, did all the contact, wrote all the 
plans; he even wrote much of the ad
vertising, and then carted every
thing back and forth to the client's 
office. And he worked on 
commission." 

Kohl points out that when the 
Resor group took over the company 
in 1916, the new management made 
some quick changes to let the world 
know who was now in charge. First 
to go, in a mass operation conducted 
over one weekend, were the moun
tainous rolltops and the polished 
brass spittoons that stood beside 
every one of them. 

The Way It Was 
In addition to the solicitors, 

Thompson's sixty-four-member 
staff in the New York office in 1906 
consisted mostly of clerks and ac
countants. They kept the lists of 
publications up to date, placed the 
orders, sent out the ads, checked to 
see the ads had run, attended to the 
billing of clients and the paying of 
media. 

When Howard Kohl started 
work, his immediate boss was a man 
named O.G. Formhals, who was 
head of the creative department, 
such as it was in those days. Called 
the "copy-art department," it num
bered one copywriter, one art direc
tor who happened to be both deaf 
and mute and Howard Kohl. Kohl 
was the jack-of-all-trades. It was he 
who re-sized advertisements when 
they had to be scaled up or down 
from a basic ad. Often these re-
scales wouldn't go precisely from 
one size to another and they there
fore had to be re-laid out. Howard did 
that, too. 
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KOHL 
' He also had the tough and dirty 

job of making sure all the mechani
cal requirements necessary for in
serting clients' ads were taken care 
of. This meant that he carried a lot 
of heavy plates around the city, "as 
in those days the service people, like 
engravers, electrotypers and print
ers, did not have errand boys to de
liver to agencies." 

He had to be careful to keep 
records of all these transactions, and 
he had to make sure that there were 
proofs available for inspection. Be
fore he'd been at Thompson very 
long, he persuaded the company to 
put in a printing press, so he could 
personally pull proofs. This had the 
effect of saving the company money. 
J. Walter Thompson himself didn't 
know very much about this part of 
the operation, but he was curious 
about the big instrument that sud
denly invaded the office. At one point 
he came to Howard, bringing along 
one of his favorite clients, Mr. Men
nen, and asked Howard to explain to 
them what he was doing. But 
Thompson gave up the struggle 
shortly because he couldn't follow 
Howard's careful explanation 
through his ear trumpet. 

Howard's memories of Mr. 
Thompson are not full, but they're 
revealing. 

"By the time I arrived, Mr. 
Thompson's deafness was bad 
enough so that he always carried his 
ear trumpet with him and he would 
parade up and down the main corri
dor leading from his huge office to 
the elevators, lifting his trumpet 
from time to time as he engaged a 
solicitor or clerk in conversation. 

"In his office, which was at least 
twice the size of Stanley Resor's in 
the Graybar Building, he had a big 
old horsehair couch and right after 
lunch, he would take a nap.When he 
was taking his nap, he wore a skull
cap. Sometimes, he would come out 
of his office after his nap to walk 
around the office to talk to people or 
to inspect the business, and he'd for
get he had the skullcap on. 

"This made an old-fashioned 
impression that would frequently 
embarrass Mr. Resor when he was 
escorting clients through the of
fices, trying to convince them that 
JWT was an up-to-date organiza
tion, and they'd run into Thompson." 

Payroll records from 1906 
show that Howard Kohl was being 
paid four dollars a week. The same 
records show that Mr. Thompson 
was being paid thirty-five dollars a 
week. Two years later, in 1908, the 
records show Howard making eight 
dollars a week and Mr. Thompson 
making only twenty-five dollars. Of 
course, Thompson owned most of 
the stock in the company and his 
considerable income stemmed from 
that. 

Howard's next serious encoun
ter with the Commodore stemmed 
from that four-dollar salary. As a 
child, Howard had lived on a farm in 
central New York State. But he lost 
his parents when he was eight years 
old and came to live with a grand
mother in New York City. They lived 
at 185th Street and Audubon Ave
nue. To get to work, Howard had to 
walk to the subway at 157th Street 
and ride down to 23rd Street where 
the Thompson offices were. 
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Since half of his four-dollar 
wages went to his grandmother for 
room and board, Howard had only 
two dollars a week left for his other 
expenses, including spending and 
commuting money. As a result, he 
hadn't much left over for lunches. He 
solved this for years by not eating 
lunch. Seventy-five years later, he 
recalls that when he had been work
ing hard and was especially hungry, 
he'd buy a few cents' worth of his fa
vorite sweet—nonpareils, penny-
sized wafers of chocolate with hard 
sugar speckles—and walk around 
eating those at lunchtime. 

After about a year at Thomp
son and at a time when he'd just done 
a special job of work that brought 
him great praise from others, he ran 
into J. Walter Thompson at the ele
vator one day. At age 16, not know
ing much about protocol, but 
forthright and spunky, he broached 
the subject of a raise. This struck J. 
Walter Thompson as a piece of ef
frontery and Kohl heard about it 
later, at some length, from Mr. Lin
coln, who was secretary of the com
pany and had hired him. But 
effrontery or otherwise, it didn't get 
him fired. 

HOWARD 
As a matter of fact, some five 

years later he was among the com
pany movers and shakers invited to 
the J. Walter Thompson annual ban
quet at the New York Athletic Club. 

Upward As Well As Onward 
Howard was only twenty-one 

years old at the time and he was by 
a long shot the youngest man at the 
table. But there he was with all the 
major figures at Thompson in that 
day. 

According to the seating plan 
on the back of the menu, he was 
seated almost directly across from 
Stanley Resor, who at that period 
was making the change from man
ager of the Cincinnati office to gen
eral manager of the whole company 
in New York. Resor's brother, Wal
ter, was there, down from the Bos
ton office, which he managed. The 
Remington brothers were there: 
E.B. Remington who handled the 
Mennen account, one of the largest 
accounts at Thompson at that time, 
and Mortimer, who originated the 
famous slogan and symbol for the 
Prudential Life Insurance Company 
("The Prudential has the Strength of 
Gibraltar."). Mr. Thompson pre
sided halfway down the table, across 
from C. A. Brownell, manager of the 
Detroit office and close friend of 
Henry Ford. 

Howard Kohl was by this time 
managing the Engraving and Print
ing Department. 

The Company Is Ours 
Howard Kohl recalls the Sat

urday morning in 1916 when Stan
ley Resor took him and six or seven 
other men from the office on 23rd 

Street to lunch at a nearby hotel. 
When they were seated, Resor 
turned to them and said, "I want to 
tell you that ... now, J. Walter 
Thompson Company is ours." 

Resor didn't, as Howard points 
out, say "mine," although he could 
have done; because in point of fact, 
the company was Resor's. "But Mr. 
Resor always thought of the com
pany in terms of a partnership of en
deavor. It was never T. It was always 
'we'." 

Ten years later, in 1926, by 
which time Howard was in charge of 
the copy, art, traffic and mechanical 

J. W. T. 
' • ( " l « t,o 13 

production departments, Stanley 
Resor poked his head into Kohl's of
fice one day and said, "Let's go to 
lunch." 
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KOHL 
JWT was then located at 38th 

Street and Madison Avenue. Resor, 
as Howard recalls, didn't seem to 
have much business on his mind. He 
strolled them around to 420 Lex
ington Avenue where a building was 
going up next to Grand Central Sta
tion. The new structure was called 
the Eastern Offices Building, but 
that would shortly change to the 
Graybar Building. Resor pointed to 
the work in progress. Through the 
noise of jackhammers he said, and it 
was an announcement, "That's 
where our offices are going to be." 
Until that moment, Resor had kept 
the news secret, or "graveyard," as 
he put it. 

Kohl had the considerable task 
of organizing the move. One of his 
special concerns became the New 
England Dining Room which had 
first been installed in the Madison 
Avenue offices. There, Kohl says, 
the room was the talk of the town. 
Nothing like it had been done be
fore, he says, and people considered 
it a great honor and privilege to be 
invited to lunch there. The New 
England Room was also the Resors' 
pride and joy. So the new Graybar 
offices had to be designed to accom
modate it. In the end, the room was 
moved very nearly intact. Over the 
fireplace a single added board had to 
be matched and installed. Only 
Howard Kohl and Stanley Resor 
knew which board it was after the 
work had been done, as Howard is 
fond of pointing out. 

JWT's move to the Graybar 
Building took place in April 1927. 
Shortly afterwards, Howard Kohl 
was made secretary of the company. 

Kohl thinks of himself, quite 
accurately, as Stanley Resor's right 
hand man, handling myriad admin
istrative details that Resor couldn't 
or wouldn't get interested in. Run
ning the physical plant, planning the 
office space, hiring and firing, salary 
disputes and allocations, these and 
other issues were laid at Howard's 
door—a door that was separated 
from Stanley Resor's by only a cou
ple of feet. What didn't go in one 
door was sure to go in the other. 

If you spent much time around 
Resor's office in those days, you 
heard him call out, over and over 
again, "Ask Kohl!" "See Kohl!" "Let 
Kohl do it!" And Kohl did it. 

The Young Stallions 
Kohl's most convoluted prob

lems were with people. Particularly 
with creative people. 

Kohl recalls that the flamboy
ant William Day, who later left JWT 
to found Day, Duke & Tarleton, was 
among the prickliest of his particu
lar thorns. Day, whose creative phi
losophy differed from Stanley 
Resor's in many important ways, had 
a habit of prowling the halls with his 
never-muted grievances, unsettling 
the inhabitants and ruining the tone 
of the place. Since, most of the time, 
Kohl was as close as Day could get 
to Resor, he spent a lot of time sit
ting on Howard's radiator cover, his 
voice raised in anger and anguish. 

"Finally," says Howard, "I went 
to Mr. Resor and said, 'Look, I can't 
take much more of this.' And he said, 
'Look, Howard. I'm going to ask you 
to be the place where Day can go to 
unload his complaints.' 

"So, after that, I never men
tioned it to Mr. Resor again. I just let 
this fellow talk and tried to look 
sympathetic when he told me things 
such as what the ideal account man 
would be like." 

"From a creative person's point 
of view," Day told Howard, "the ideal 
account executive would be a go
rilla. He'd have big feet for deliver
ing ads to the client. Long arms for 
carrying big layouts. And best of all, 
no brains. This last qualification will 
keep him from thinking, which, in a 
contact man, is disastrous." 

"And Day wasn't the only one I 
listened to either," Howard recalls 
with some wryness. 

In Loco Parentis 
When Stanley Resor was away 

from the office at 420 Lexington 
Avenue, Howard Kohl was left to run 
things. "Howard, you mind the 
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The menu from the Annual 
Dinner given at the New York 
Athletic Club in 1912. 
The seating plan at the An
nual Dinner shows young 
Howard Kohl to have been in 
attendance at the dinner— 
by far the youngest man at 
the table. 

store," Resor would tell him, on his 
way out the door. 

As Ed Wilson points out, How
ard had Stanley Resor's confidence 
and regard. Among other things, 
Resor depended on Howard for his 
judgment of people. Kohl, says Wil
son, was just and highly perceptive 
in that area. 

"Honesty and integrity were 
two aspects of character that Resor 
prized above all else," says Wilson, 
"and Mr. Resor found that character 
in Howard Kohl." 

Phil Mygatt says, "While Mr. 
Kohl often appeared austere and 
rigid, that was not the real Kohl. As 
Mr. Resor's buffer, it was a facade 
that he had to put up. He was softer 
inside than he appeared and capable 
of exercising great kindness and 
consideration for people." 

A few years ago, a story circu
lated about the late Hank Flower, 
who was supposed to have said, at a 
retired directors' dinner, "If I'd 
known I was going to live this long, 
I'd have taken better care of my
self." One listener said, "That wasn't 
Flower. Howard Kohl said that." 

A few weeks later, Howard, 
then approaching 90, was asked at 
his home in New Canaan if the re
mark was his. Erect, slim, carefully 
groomed, his movements athletic, 
Howard Kohl was mildly indignant. 
"Why," he said, "f'd never say a thing 
like that. I took good care of myself." 

Today, at 94 years of age, he is 
still taking good care of himself, as 
he took good care of the fortunes of 
the Thompson Company for lo those 
many years. 
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his boss wrote a letter, "to 
whom it may concern" prais
ing Howard's qualities and 
performance. Howard never 
had occasion to use it. 
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JWT/NEW YORK 

EDITH 

GILSON 

Last year, Steve Bowen, gen
eral manager of JWT/NY, asked 
Edith Gilson to head a task force 
investigating the significance of 15-
second commercials—a new and 
controversial unit of commercial 
time in the United States, though 
it is widely used elsewhere. 

The questions answered by 
that study (called "Fifteen-Second 
Commercials: The Simple Truth"), 
and the new questions aroused by 
it, whetted appetites for more in
formation on the subject—and a 
great deal more information was 
soon forthcoming. 

While the first study was still 
in draft, JWT was invited to join 
with the American Broadcasting 
Companies, Inc., to conduct com
mercial tests with 5,600 consum
ers. Edith and partner Marvin S. 
Mord of ABC used five 30-second 
and eight 15-second commercials 
in several pod configurations. The 
pods were embedded in two 
unaired ABC sitcoms. 

The results of the study, pub
lished here, were presented by the 
two as the keynote speech of the 
31st annual conference of the 
Advertising Research Foundation. 
The findings have drawn industry 
and press attention. 

Asked for her views on the ef
fect the emergence of the : 15 will 
have on U.S. creative executions, 
Edith suggests that to use the :15 
well, we must "look upon it as an 
opportunity to refresh our think
ing about how advertising works 
and explore other than traditional 
ways of getting attention and per-
suading viewers — especially 
younger viewers." She thinks ad
vertising may be on the brink of a 
new style—more theatrical and 
symbolic and more visual, and es
pecially attuned to short commer
cial lengths. 

Edith, who has been at 
Thompson for twelve years, was 

born and educated in Germany, 
where her father was an innkeeper 
and her brother a driver of 
Mercedes racing cars. She made 
her first visit to the United States 
as a young girl, fell in love with the 
place and looked around for a job 
as a good excuse to stay a little 
longer. She became an au pair and 
stayed for a year—which stretched 
into two. Her English, she says, was 
"lousy." 

Then she went home—os
tensibly for good. But she was 
seized by an insupportable longing 
for a bowl of Campbell's tomato 
soup and a hamburger, neither 
then attainable in her native land. 
Putting up only the feeblest resis
tance to these gustatory lures, she 
was back in New York in six weeks. 
A job as a stylist for a fashion pho
tographer led to meetings with 
agency people and a resolve to 
make a career in advertising. Her 
English? "Still lousy" 

But she had a logical mind and 
mathematical skills and persuaded 
(she had also persuasion and im
pact) an agency to hire her as a re
searcher. In due course she joined 
Grey Advertising, where she was 
an associate research director. At 
Thompson, she is senior vice pres
ident in charge of the NYO Con
sumer Behavior Group, and a 
member of the New York Office 
Management Committee and the 
Strategy Review Board. 

Edith is an active member of 
the American Marketing Associa
tion, the Advertising Research 
Foundation's Copy Research 
Council and the AAAA's Re
search Director Council. She 
speaks often to professional and 
women's groups and has lectured 
at a number of universities. Her ar
ticles appear in industry journals 
and trade publications. Her Eng
lish is nifty. 
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COMMERCIAL 
CONSIDERED 

The fifteen-second commer
cial (:15), although it is in use in a 
number of countries in the U.K., 
Latin America and Europe and is 
the major commercial unit in Ja
pan, is a relatively new unit of com
mercial time in the United States. 
Perhaps because of its newness, it is 
a controversial unit. Questions have 
been raised about its ultimate econ
omy and advertising effectiveness 
and concern has been voiced about 
both its creative potential and the 
increase in clutter—the sheer num
ber and variety of advertising mes
sages to which the viewer is 
exposed—that must result from the 
use of the shorter unit. 

The following report has been 
condensed from a paper presented 
by Marvin S. Mord, vice president, 
marketing and research services, 
American Broadcasting Compa
nies, Inc.; and Edith Gilson, senior 

vice president in charge of the NYO 
Consumer Behavior Group, J. 
Walter Thompson, at the 31st an
nual conference of the Advertising 
Research Foundation in New York, 
March 12,1985. 

We are faced with another di
lemma in the growing complexity 
of the new video environment— 
the enigma of shorter length 
commercials. 

We have seen an abundance 
of evidence—both from published 
sources and our own clients— 
confirming our belief that: 15s can 
be an effective commercial length. 

We have a responsibility to 
advise our clients on the viability of 
:15s. To do this, however, we need 
to learn how to use them effectively. 

Coupled with our desire to 
help our clients increase their ad
vertising effectiveness are fears 
about the inevitable increase in 
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clutter that: 15s will bring. Will in
creased clutter reduce the effec
tiveness of all advertising? Will it 
evoke negative consumer reac
tions? Will it increase avoidance of 
advertising? 

Our specific objectives in con
ducting this research were three
fold. We wished to assess viewer 
response to both programming and 
advertising with respect to: 

—additional clutter; 
—commercial length; 
—and commercial mix. 
In addition, we wanted to de

termine the extent to which re
sponses varied by type of viewer. 
Specifically, we looked at those 
viewing segments most vulnerable 
to clutter: 

—the light TV viewer (anyone 
who watches three hours or 
less of television per day); 

—the younger viewer (those 18 
to 34); 

—cable TV subscribers; 
-—VCR owners. 
The test design was com

plex—using five 30-second com
mercials and eight 15-second 
commercials from different prod
uct categories as stimuli. In total, 
sixty-six different commercial tests 
were conducted using fifty-six 
hundred adult respondents. 

A l though this project was 
custom-designed, some aspects of 
the research utilized the standard 
McCollum-Spielman method. Re
spondents were recruited by tele
phone. Commercial exposure was 
in-program, in clutter and forced. 
Interviewing was conducted im
mediately following the program 
and was self-administered. 

We collected the four mea
sures standard to most copy tests: 

—attention; 
—playback; 
—persuasion—which in this 

case consisted of a battery of 
attribute ratings; 

—and reaction. 

We added several more, spe
cifically for this research: 

—reaction to program ma
terial; 

—perceptions and ratings of 
the commercial pods (the 
clusters of commercials that 

precede, follow, or interrupt 
programming); 

—perceptions of commercial 
length; 

—and overall response to 
advertising. 

Obviously, there are limita
tions to this research. Problems 
generic to all copy testing of this 
kind—such as forced exposure and 
unrealistic viewing situation— 
were also evident in this study. 

Additionally, there were other 
limitations: 

—all of the :15s were lifts from 
their :30 counterparts; 
—all were for established 

brands; 
—all commercials, both the 

:15s and the :30s, were 
above-average quality; 

—all of the :30s had previously 
appeared on-air. 

The amount of information 
collected from this research was 
immense. The fifty-six hundred 
consumers gave us hundreds of 
thousands of responses. The fol
lowing are some of the key find
ings gleaned from a stack of 
computer printouts over seven feet 
high. 

First, we found that despite 
additional commercial messages, 
viewer interest in the program did 
not change. 

• Viewer ratings of both sitcom 
X and sitcom Y did not vary as 
the number of commercials in 
the test pod increased from 
three to eight. Both programs 
were consistently rated as 
"better than most" and "very 
interesting." 

This, however, does not mean 
that viewers are oblivious to addi
tional clutter. If the increased use of 
shorter length commercials results in 
more commercials per break—the 
viewers will definitely notice. 

• As the number of commer
cials in the test pod in
creased—from three commer
cials to eight commercials— 
viewers accurately reported 
that the break contained "more 
commercials than usual." 

• This finding was even more 
striking among lighter TV 
viewers. In fact, the lighter the 
viewers, the more likely they 
are to notice "more commer

cials than usual." 
• Viewers who both own VCRs 

and subscribe to cable TV are 
even more likely to notice— 
"more commercials than 
usual." 

• The strongest pattern emerged 
among younger viewers— 
those between 18 and 34. 

Although all viewers notice 
the greater number of commer
cials, most viewers cannot tell the 
difference in length between a 30-
second commercial and a 15-
second commercial. 

• Two-thirds of the respondents 
judged the :30s and over one-
half judged the :15s to be the 
"same length as usual." Only 
about one-third could accu
rately tell the difference. This 
pattern held true among each 
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of the vulnerable viewer seg
ments identified earlier and did 
not vary as the number of 15-
second commercials increased 
in a pod. 

Consumers' correct percep
tions of increased clutter, coupled 
with their inability to differentiate 
between commercial lengths, lead 
to a fourth conclusion: as the num
ber of commercials per break in
creases, viewers think that more 
time is taken away from pro
gramming. 

• When we decreased the num
ber of 30-second commercials 
in the test break and increased 
the number of :15s, viewers 
perceived the length of the 
break to be longer than usual. 
The commercial break seemed 
to respondents to get longer as 
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the number of commercials 
increased. The lighter viewer 
magnifies this pattern. And so 
does the dual VCR and cable 
user and the younger viewer. 

These consumer perceptions 
of commercial length, pod length 
and pod size lead to another simple 
conclusion—as viewers believe they 
see more advertising, they become 
more negative toward it. 

• This relationship is most 
clearly exemplified by the re
actions of younger viewers. As 
they perceive the length of the 
commercial break to increase, 
their rating of the advertising 
as "not at all interesting" in
creases as well. 

The foregoing has focused on 
consumer percept ions of the 
whole commercial break. We were 
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also interested in the impact of 
shorter length commercials on the 
effectiveness of the advertising 
within the break. How is the effec
tiveness of individual commercials 
influenced by: 

—commercial length; 
—the number of commercials 

in a pod; 
—and the length of adjacent 

commercials; specifically: 
—is it better to come before 

or after a :15. 
—will :15s be lost when sur

rounded by :30s? 
As an initial step, we com

pared the average effectiveness of 
the : 15s to the effectiveness of their 
longer counterparts. Our findings 
in this regard are consistent with 
most existing research. 

Namely, in all aspects of com
mercial effectiveness, :15s are less 
effective than :30s—about 20 per
cent less effective in our study. 

• Recall, persuasion and overall 
likability are all lower for :15s. 
And consumers describe :15s 
less positively—as less inter
esting, less believable, less 
warm and less informative, but 
more irritating and more con
fusing. We should be careful, 
however, in applying these re
sults to untested «15s—every 
commercial performs differ
ently. Our research included 
only previously aired, high-
quality advertising. Our study 
did not examine the perfor
mance of new or average 
commercials. 

Extreme clutter has potential 
negative impact on :15s. We found 
that increasing the number of com
mercials in a pod actually decreases 
the effectiveness of :15s on a num
ber of measures. 

We found, surprisingly, that 
even though extreme clutter neg
atively affects :15s, a :15 is not dif
ferentially affected by the length 
of the commercial that precedes or 
follows it. 

Next, we looked at the impact 
of the commercial environment on 
the effectiveness of :30s. Ob
viously, :30s are, overall, more 
effective than : 15s. 

We must add to this advan
tage another benefit. For we deter
mined that increasing the number 
of 15-second commercials in a pod 
enhances the effectiveness of the :30s 
in that pod. 

• When: 15s were added to a 90-
second pod, both recall and 
likability of the remaining :30s 
increased. The :30s were 
thought to be more interest
ing, more warm, more infor
mative, less irritating and less 
confusing. 

• This does not mean that any 
type of clutter will benefit 30-
second commercials. It sug
gests, however, that varying 
commercial lengths within a 
pod can benefit the longer 
commercials. 

We also found that the ef
fectiveness of a :30 is greatly 
influenced by the length of the 
commercial that precedes it and is 

greatly influenced by the length of 
the commercial that follows it. 

• When a: 15 follows a :30, recall 
of the :30 is sizably increased 
and the commercial is rated 
as far more involving and 
appealing. 

Briefly summarized, here are 
the key implications for the adver
tising community. 

Of primary importance are 
the two major risks that this re
search i l luminated—risks that 
clearly escalate as use of shorter 
units increases. 

First is the risk of further 
alienating prime prospects. 
Throughout this study, it was the 
younger viewer who was most sen
sitive to clutter and became, as 
clutter increased, most negatively 
disposed toward advertising. No 
such negative at t i tude was di
rected, however, at the program in 
which the additional clutter oc
curred. Younger viewers clearly 
blame the advertisers and not the 
media for long program inter
ruptions. 

Second is the risk of reducing 
the effectiveness of advertising— 
and by effectiveness more is meant 
than recall and communication. 
Remember that viewers did no t 
like : 15s as much as :30s and found 
them to be more irritating. Creat
ing shorter length commercials, 
without considering these poten
tially negative reactions, puts the 
effectiveness of advertising at fur
ther risk. 

O u r responsibility in the 
arena of advertising research 
resides in the development and 
cont inued use of copy-testing 
procedures that can sensitively 
evaluate the effectiveness of 
shorter length commercials in re
lation to their longer counterparts. 

We saw, as others have seen, 
that :15s can achieve well over 50 
percent of the recall and playback of 
:30s. We also saw their evident lim
itations. The shorter length com
mercial can be a very effective and 
value-added message uni t , pro
vided it is executed with high re
gard for its quality and viewer 
appeal and provided responsible 
restraint is exercised in its pro
liferation. 

23 



ft 

to 
<% 

m 

x 

« v 

d 

This sampling of graphics from our Madrid 
and Barcelona offices shows great verve and 
style: 
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ron Bacardi... en compafua. 

1,2,3 Ford Espana (Madrid) Since 1984, 
Ford has commanded a strong presence in the 
streets of Spain, thanks to a successful out
door strategy that maintains the spirit of Fiesta 
and helps the launch of new models. 

4 Quorum (Barcelona) This magazine cam
paign captured the attention of a sophisti
cated audience for an exclusive fragrance in 
a striking, seductive way. 

5,6,7 Bacardi (Madrid) An exotic island, a 
distant yacht and an overheard voice—this 
Bacardi campaign appeared in magazines 
and on billboards. 

8 Maizena (Barcelona) Useful—in super
lative! Maizena, a fine corn flour, is a tradi
tional product of CPC. These magazine ads 
focused on preparing local specialties. 

9,10 Beefeater (Madrid) "How rare are 
good things" and "A Beefeater martini is sin
fully good" proclaim these headlines from 
magazines and posters. 

Beefeater LQue raro es lo bueno! 
IfM* -

^ 

The Gin di England 
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11 Cia Metropolitano de Madrid (Madrid) Sunday 
supplements and posters carry the message for Ma
drid's Metro. 

12 DeBeers (Madrid) A bold idea announces new col
lections of diamond jewelry for men through posters, dis
plays and invitations. 

13 Scottex (Madrid) A lipstick kiss for a soft, absorbent 
paper napkin. The campaign appeared in magazines. 

14 Kodak (Madrid) A point-of-purchase message for 
Kodacolor VR films. 

15 Margaret Astor (Barcelona) A bright, young 
Beecham cosmetic brand. "Carmen"—Spanish and 
International — is the beauty program created for 
Autumn '84. 

15 
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Australian films have been 
much in the news over the past few 
years. A number of Australian di
rectors have recently completed 
American features—Peter Weir's 
"Witness" with Harrison Ford; 
Gillian Armstrong's "Mrs. Soffel" 
with Diane Keaton; Bruce Beres-
ford's follow-up to "Tender Mer
cies'' "David" with Richard Gere. 

But what of the Australian 
film industry? And, since it affects 
the business we're in, what of 
the commercials industry in 
particular? 

The impact of TV. 
To understand the commer

cials scene in Australia today, we 
need to go back to 1956, and the 
advent of television. Prior to '56, 
Australian features had been 
strongly influenced by Hollywood 
productions. Over the years, film 
stock and equipment had been 
sourced from the U.S. Special ef
fects and technical crews used the 
American movies they saw as their 
textbooks and copied them, 
achieving results by trial and error. 

When television arrived, it 
followed that American TV, rather 
than the British model, was cop
ied. This emulation was complete 
right down to a heavy scheduling of 
imported American programmes 
along with local remakes of U.S. 
quiz shows. 

Reaction to what was consid
ered the "Coca Colanisation" of 
Australian culture was inevitable. 

Australian commercials; 
Australian crews. 

The Australian Broadcasting 
Tribunal laid down guidelines to 
regulate the types of programming 
that were acceptable. With the in
troduction of its recommenda
tions came the quotas for local 
content in drama programming 
and a heavily lobbied-for regula-
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tion which stated that all the com
mercials shown on Australian TV 
had to be shot by Australian crews. 
This regulation didn't stop the 
Americanisation process, as a large 
number of commercials were 
frame-for-frame copies of their 
American counterparts. (Global 
marketing is nothing new!) What 
these copies did provide, however, 
was an excellent training ground 
for Australian directors, technical 
crews and laboratories. In fact, it's 
been said that this insistence on 
commercials being shot or reshot 
by Australian crews went a long 
way toward establishing a founda
tion for a viable film industry in 
Australia. 

Rebirth 
or something like it. 

With the introduction of col
our TV in 1975 came the wide use 
of videotape for distribution of 
commercials. Some laboratories 
were forced to close. But the mo
mentum was there. Companies 
had started full-service studios 
with production and editing staff. 
They'd invested in a comprehen
sive range of technical equipment. 

With all this equipment and 
experience, the question was in-
evi table : "Why not make 
features?" 

But now the inspiration came 
from sources other than America. 
Melbourne and Sydney had well-
developed film-appreciation soci
eties and international film festi
vals. It was these films that 
consciously and subtlely influ
enced the rebirth. But it still wasn't 
easy. Television had taken its toll on 
cinema-going. The audiences were 
staying home no matter what 
country the films came from. 

So the film industry turned to 
television again and TV provided 
steady if undemanding work. The 
industry fragmented into docu

mentary film makers, TV drama 
crews and commercial makers. 
Only a few could concentrate on 
features exclusively. And yet it was 
commercial production that pro
vided the continuity for the features 
crews. Directors of photography 
might do one or two films a year, 
working for low rates of pay, be
cause they were dedicated to the 
work, and because they were mak
ing their living from commercials. 
This also applied to the equip
ment-hire companies, special ef
fects, set design and construction 
crews. 

Training and taxation. 
But there were two other fac

tors that contributed to the growth 
and development of the film in
dustry to what it is today. The first 
dates back to 1968 and the short 
term of Liberal Prime Minister 
John Gorton. At this time, the 
Australian Film and Television 
School was started, and graduat
ing students were to become the 
first industry people trained for 
feature-film production. 

Later, the Labour Govern
ment of Gough Whitlam (1972-
1975) introduced a series of taxa
tion concessions to the industry to 
attract investment. This encour
aged a wave of production that has 
continued until the present day. 

With this momentum built by 
tax concessions, the doorway to 
feature film making was opened 
for many commercials directors 
and cameramen. Fred Schepsi, a 
successful commercials director, 
was among the first to make the 
transition successfully, in Aus
tralia, and then in the U.S. ( his 
"Iceman" was released last year in 
America). Bruce Beresford, Tony 
Williams, Igor Auzins, John 
Clarke and a number of others all 
produced features during this pe
riod, some going back to commer

cials work and others continuing 
on feature production. And the 
best commercials cameramen be
came directors of photography. 
Peter James, Russell Boyd, Geoff 
Burton, Vince Monton, David 
Gribble and Ian Baker have all had 
notable success in Australia and 
now overseas. 

The styles of these camera
men translated well to the longer 
format of features, giving Austra
lian movies a contemporary glossi
ness that contributed to their 
success. 

What does it mean to me? 
The feelings of advertising 

agencies are somewhat mixed on 
the feature-film successes they have 
been indirectly responsible for. 
When there are a number of fea
tures or mini-series in production, 
there is not only a shortage of light
ing cameramen but the best crews 
are also not available. In turn, this 
has meant that a lot of younger 
technicians have been given a 
chance to develop their skills—a 
situation that can sometimes af
fect the final product! 

At times like this, forward 
planning in pre-production is 
more than essential. Crews have to 
be booked well in advance. Pro
ductions can be delayed until a de-
sired lighting cameraman is 
available. A preferred director may 
be involved in a feature-film 
project. 

Yet there is a vitality and flex
ibility in the industry that rubs 
both ways. Features and commer
cials stand to benefit when the 
combinations are right. Australian 
representation in the world fea
tures markets and in commercials 
awards is proof positive of this. 

by Terence Hammond, 
creative director, 
JWT/Melbourne 
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MOVING ON: 
John Florida, formerly 

president and general man
ager JWT/Mexico, has been 
named general manager of 
JWT/San Francisco. 

Bill Peniche, formerly 
general manager JWT/Ven
ezuela, will replace John as 
president of JWT/Mexico and 
regional director for Central 
America. 

Horacio Diez, formerly 
general manager JWT/ 
Argentina, has been named 
general manager JWT/Vene
zuela. Horacio will assist Lee 
Preschel, regional director of 
Latin America, with the su
pervision of JWT offices in 
Argentina, Bolivia, Paraguay 
and Uruguay. 

Marcos Golfari, formerly 
client service director JWT/ 
Argentina, replaces Horacio 
as president of JWT/Argen
tina and regional director for 
Bolivia, Paraguay and Uruguay, 
reporting to Lee Preschel. 

NEW YORK: 
Mayor Koch dropped 

in to schmooze—that's 
gossip—with about 300 
JWT/New York employees, 
kicking off a program of 
"J. Walter People" designed 
to bring interesting folk to 
the agency for the stimulat-
ng exchange of informa

tion. The Mayor said, among 
other things, that he thought 
the New York apartment 
crunch would ease if more 
people got married. But he 
showed no signs of doing 
so himself. JWT/New York 
designed and produced a 
special commercial for hiz-
zonerandhelovedit. 

• 

SINGAPORE: 
JWT/Singapore held a weekend media seminar, the first of its kind in 

the Asia/Pacific/South Africa Region, on June 22 and 23, at the Changi 
Meridien Hotel. The two-day seminar included presentations by George 
Clements, director of development, on JWT resources; and Cheong Shin 
Keong, media director JWT/Hong Kong, on media principles in practice. 
Work sessions in which the account services and media departments 
reversed roles and prepared media briefs and plans were conducted, as 
well as a workshop focusing on key industry issues. A guest speaker, 
Larry Dell, of the Asian Wall Street Journal, gave a presentation on cor
porate advertising. 

This is the first in a series of out-of-office seminars planned by JWT/ 
Singapore for the purpose of upgrading professionalism and promoting 
increased understanding of the functions of the various departments within 
the agency. The response from participants was enthusiastic. 
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LAS VEGAS: 
Pictured at the Midas Muffler dealers' convention in Las 

Vegas. Ron Kovas with JWT Direct/Canada personnel and two of 
the stars of the latest Midas mini-epic commercial: Bob Tessier 
("The Longest Yard"), and Richard Kiel (James Bond's adversary, 
Jaws, in "Moonraker"). 

Left to right: Norman Rigg, Richard Truman, Bob Tessier, Tony 
MacDonald, Walt Kroboth (Hill and Knowlton/Canada), 
Michael Dale, Gerald Bramm, Ron Kovas. 

Seated: Terri Carson, Richard Kiel. 
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HONG KONG: 
JWT/Hong Kong copywriter Margaret Tsui received a Gold Award 

for the best packaged-goods television commercial at the annual 
4A's Creative Awards evening. The commercial was for Nestle Nespray. 
(The award is being presented by television authority Commissioner 
Harold Kwok.) 

NEW YORK: 
The speeches were graceful, witty and warm at Arnold Gris-

man's thirtieth anniversary party, in keeping with the character of 
the guest of honor. June 6th was the big day and New York was 
the place. Many of Arnold's friends gathered in the executive din
ing room to regard with pleasure the long and illustrious career he 
has enjoyed at Thompson, from his earliest days as a copywriter 
through what Denis Lanigan called "fighting in the trenches on 
those incredible days on Ford," a stint as JWT/New York creative 
director—the very first such, and on to his present eminence as 
assistant to the chairman for creative resources. (Without him, Roy 
Glah said, we'd be speechless.) 

Don Johnston concluded his affectionate remarks with the 
presentation of a personal gift—a box of Arnold's favorite cigars. 
Harry Clark handed over—no, not the proverbial gold watch—but 
a splendid Tiffany clock. The most delightful surprise for biblio
phile Arnold was a rare photograph of Mark Twain that has never 
been reproduced. 

NEW YORK: 
JWT/USA had a slam bang success with J. Walter Mania, a wrestling ex

hibition and thank-you party for several hundred suppliers. The atrium lobby 
became an arena where Ricky Steamboat pinned Brutus Beefcake—to the de
light of guests and staffers who consumed Miller Beer, Pepsi and Nestle candy 
bars and danced into the evening. The trade press loved it and unleashed their 
punsters ("JWT's Welcome Mat," etc.). 

Denis Lanigan, Tom Sutton, Don Robertson, Michael Gill, 
Richard Kostyra and many other absent friends and fans sent fe
licitations from across the continent and around the globe. 

Don Johnston summed up the feelings of Arnold's friends and 
colleagues this way: "In the U.S. Marine Corps, only the very best 
may aspire to thirty years of service. The Corps is Darwinian with 
regard to the process of selection and survival. As a disciple of 
Sam Meek, I would like to think that our own veterans are survivors 
of a similar and rigorous process and that Arnold Grisman is in
deed one of the fittest." 

LONDON: 
For his services to ad

vertising, Jeremy Bullmore, 
chairman, JWT/London, 
was named C.B.E. (Com
mander of the British Empire) 
on the Queen's birthday 
list. Formal investiture of 
this very distinguished honor 
takes place later in the 
summer. 

CHICAGO: 
JWT/Chicago raises a 

stein to celebrate the acqui
sition of the Miller Brewing 
Company's superpremium 
brand Lbwenbrau. "Some of 
the best and most experi
enced people in beer adver
tising work in our Chicago 
office," said Burt Manning in 
his congratulatory memo. 
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