
N W 

ST& I 

oS> 
^ .& 

a 
£ 
o 

^ 

-B1 

'*>> 

D 
* i 

^r^T „ 

U . 1 ^ .a\^> -xNT 
Sfc0 '̂ ' *ti$*"rJP <#* ^ 

. M A N I ^ ^ . ^ - ^ ^ ^ 

-NEW 

•SANTIAGO 

y0R^" 

•TORO^O Mt* 
•^GTO " SWH?Y«TAIWAN-

Happy Holidays 



Vol. IV No. 4 December 1985 



c o N T N T 

PAGE 4 PAGE 14 PAGE 20 

Thomas Francis Sutton 
30years that shook 
the Thompson world 

Public Service Advertising 
u 

i r ""l 

JWT/Paris 

PAGE 26 PAGE 30 

, mm/ 
/J 

Brouillard Communications 
They do the most 
unheard-of things 

Cannes-Return on Investment Re: Mexico Earthquake 

PAGE 34 PAGE 38 

Notes from all over Subhas Ghosal, Superstar 

The J. Walter Thompson News is 
published by]. 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. 



THOMAS FRA 
30 

\ 7 j ^ O " p C Few people in the second half of the twentieth 
7jjt A century have had greater impact on the shap~ 
^T \_\ and fortunes of the J. Walter Thompson 

C r \ / ^ V ^ S L ^ Company than Tom Sutton. Of our 
:OJL l v A J l A . three largest operations, he started one 

f | \ f ^ from scratch and presided over the rebirth 
r I j U . 1V^ of another. When he was 

1 rlOITIDSQrielected Executive Vice Presi 

i t j dent for International, the 
"\rVClfHC London Times saw this as "a sign of rev­

olution" and proclaimed him the first 
in a "new wave of international advertising man." Durin 
the next few years he put his imprint on JWT Interna­
tional as it embarked on a period of exponential growth. 
A man of demonic energy, probing intelligence, and 
unshakeable loyalty to both people and principles, he 
was a formative influence on several generations of 
Thompson managers. He was on a clear road to personal 
leadership of the company when illness intervened, and 
even then he recouped sufficiently to run a major office 
for the next nine years. A man who attracts myths the 
way Everest attracts clouds, Tom Sutton is the source of 
more good stories than can—or should be—told here. 
We shall, therefore, confine ourselves to the facts which 
are startling enough. 

file:///rVClfHC


NCIS SUTTON 



THOaM^FRA 
Wt hen you talk to the people 
who know Sutton best, they often 
try to sum him up with a rapid fire 
of adjectives, mostly contradic­
tory: wise, impulsive, prudent , 
reckless, serious, hilarious, pa­
tient, impatient, sensitive, ruth­
less, loving, imperial, modest , 
efficient, whimsical, indomitable, 
irrepressible, irresistible, intensely 
competitive, unfailingly loyal, on 
and on, a kind of prince of para­
dox. Possessed of a phenomenal 
memory, insatiable curiosity, 
boundless energy, and a constitu­
tional inability to resist any form of 
challenge, Sutton in repose has the 
air of a man who can't put up with 
repose a second longer. He is more 
than a little eccentric and yet, in a 
business that traditionally prefers 
to closet its eccentrics in the cre­
ative department, he has flour­
ished all his professional life at the 
highest managerial level. 

Larger than life even in his 
beginnings, Tom Sutton is an Eng­
lishman, born in Berlin, of Aus­
trian descent; he was educated in 
Berlin and Vienna before his fam­
ily fled the Nazis, and then his 
schooling came in Switzerland and 
England. The family name was 
Schulhof, but the family changed 
its name because Tom's uncle, 
fighting for the Allies "in the front 
line, espionage and that sort of 
thing" was ordered by the military 
to change his. 

After King's School, Worces­
ter, while waiting for the RAF to 
accept his application, he tried 
teaching at the Hoe Place Prep 
School in Woking and then at 
Bedford School. A man who never 
could stand doing anything badly, 
he turned out to be a wonderful 

teacher, equally fond of the chil­
dren and his temporary profession. 

At Oxford, where he read phi­
losophy, politics, and economics, 
he ran the 100 and 220 for the uni­
versity and he played rugby, rowed, 
and swam for his college, St. Pe­
ter's. Ever since he has periodically 
lapsed into a kind of personal 
Olympics. His automobile driving 
would shock a Valkyrie. O n skis he 
knows no gravity. O n horseback 
his elan places him somewhere be­
tween Jeb Stuart and Genghis 
Khan. During the vogue of Ken­
nedy walks, accompanied by the 
landlord of the Half Moon Inn, he 
did the 53 miles from Westminster 
Bridge in London to the Pier in 
Brighton in under 14 hours, and 
today his walking shoes are still en­
shrined on the walls of the Half 
Moon. Long after he had given up 
racing for Oxford he interrupted 
the first world manager's meeting 
in Detroit to challenge John Shar­
man to a footrace which was staged 

in a parking lot and won by Sutton 
(Sharman fell and tore his suit). 

Sutton left Oxford with no 
intention of entering advertising. 
Instead, armed with some college 
work in statistics, he found a posi­
tion with BMRB, at the time the 
largest non-specialized research 
organization in Europe; Tom dis­
covered only later that it was a 
wholly owned subsidiary of J W T / 
London. 

As a research officer, he was re­
sponsible, among other things, for 
initiating and supervising one of 
the major postwar surveys and 
market studies in France. Two 
years later, in search of greater 
scope, he went to Pasolds, makers 
of Ladybird children's wear, as 
advertising manager and assistant 
export manager. 

His report to the London 
Times on that venture: "There 
wasn't enough delegation of au­
thority. Job satisfaction was lack-
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ing. I was offered a job with W.R. 
Grace in New York. I'd never been 
to America, and I went to a very 
good friend in Thompson's, Mar­
tin O'Grady to seek his counsel. 
He said: 'Why don't you come back 
here?' so I did with the prospect of 
going to Germany!' 

What ensued, Sutton's build­
up of the Frankfurt office in eight 
years, was described by the Times 
as "one of the epics of advertising!' 

ONE MAN 
AND A TYPEWRITER 
According to George Black, 

"Sutton came to Germany with 
two advantages: he spoke fluent 
German—and the German adver­
tising industry was still an open 
page, waiting to be written. He 
took full advantage of both facts." 

He was not given a great deal 
more to take advantage of. Those 
were the days when Sam Meek ran 

International and set the rules. 
According to Denis Lanigan, the 
Meek rule for managers starting 
offices ran something like this: 
"You were not being sent there as 
a representative of the Worldwide 
J. Walter T h o m p s o n Company 
with all the Worldwide resources. 
You were sent there alone with 
nothing and were told to get on 
with it!' 

Tom borrowed a typewriter 
from the London office and got 
on with it. As Heumann had been 
acting as JWT's correspondent 
agency in Germany prior to his ar­
rival, Sutton started his German 
professional life there. In a short 
time, however, he had hired an art 
director and a secretary-assistant 
and moved into his own quarters 
on Eysseneckstrasse. The first ex­
ecutive office of the man who 
would build JWT/Germany and 
go on to be the head of JWT's 
worldwide operations was the re­
modeled bathroom of a Westend 
Altbauwohnung. 

The first clients were Ponds 
and Pan American Airways. Ford 
followed soon after. Then Kraft. As 
JWT began to grow, the offices 
were moved to more spacious 
quarters on Mainzer Landstrasse. 

Since it was a point of honor to 
make money in the first year, Tom 
would drive through the night and 
through the day to save an airline 
fare and sleep on the floor of the 
office to avoid a hotel bill. 

He built an agency of 250 peo­
ple, every one of whom he hired 
himself, and somehow or other he 
managed to maintain a personal 
relationship with all of them. He 
remembered and celebrated every­
body's birthday, their children's 

birthdays, and their dogs' birth­
days. In return they called him 
Vaterchen (Little Father). One lady 
announced rather tearfully to 
Denis Lanigan: "Tom Sutton even 
knew my canary's name!' W h e n he 
finally left Frankfurt, it is reported 
that strong men wept. 

While Sutton was creating a 
major advertising agency out of 
sheer willpower, intelligence, and 
profound personal concern for 
people, he had enough energy left 
over to make his mark on the busi­
ness as a whole. Among other 
things he brought the commission 
system. His stubborn refusal to 
consider any other kind of remu­
neration was one of the key factors 
in establishing the commission 
system as the agency standard in 
Germany. 

Creative talent was a problem. 
Copywriters tended to be disillu­
sioned journalists or failed au­
thors . Professional skills were 
scarce. Sutton did two things. First, 
he brought a retired Copy Group-
head from London. Margaret 
MacKendrick's job was not to write 
copy in Germany, rather to teach 
other people how to do it. Because 
she was retired, he reasoned, she 
would not be seen as "competi­
tion" by less experienced German 
writers. Because she had been one 
of London's top copywriters, she 
could certainly teach them some­
thing about the business they were 
getting into. Then Sutton ran a 
full-page recrui tment advertise­
ment that indicated his priorities in 
the headline: "Can you sell—and 
are you interested in writing?" 

J W T pioneered new media 
formats. Germany's first double-
page, 4-color bleed appeared for 
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Kraft. The first 4-color newspaper 
Beilage (supplement) was pre­
pared, printed, and distributed to 
the newspapers by JWT, for Ford. 

Recognizing the opportunity 
for integrated Public Relations, 
Sut ton opened Germany's first 
agency PR department in 1954. 

He anticipated commercial 
television by bringing a T V pro­
ducer-director from the Los An­
geles office. 

But all the traffic was not one 
way. As early as 1953, Sutton had 
started sending Frankfurt staff to 
the United States on prolonged 
training programs. His goal was to 
find and train the best available 
German talent so that when it 
came time for him to leave, he 
would be able to turn the JWT 

German operation over to Ger­
man professionals. In training 
these people, he also trained fu­
ture management for several other 
leading agencies. 

One of the things Sutton is 
proudest of is the hiring of his suc­

cessor, Peter Gilow. "At the time I 
arrived," he said recently, "the Brit­
ish agencies were recruiting their 
best people from the universities. 
In Germany there was a gap of al­
most 20 years. So I sat down and 
asked myself where I could best 
find people who had been trained 
to think. The answer was obvious: 
the army, especially general staff 
officers. That's what led me to 
Peter." 

From the beginning, Tom Sut­
ton believed that JWT's role in 
German advertising should be 
twofold. Obviously, he had to build 
and maintain a successful busi­
ness. O n the o ther hand, he 
wanted to create a kind of "univer­
sity of advertising" that could help 
the young German advertising in­
dustry in its development. 

He succeeded on both counts. 

REBUILDING 
40 BERKELEY SQUARE 

At 5:30 on the evening of June 
16, 1959, the telephone rang in 
Sutton's Frankfurt office. His sec­
retary answered it and told him, 
"Mr. Meek is on the line" 

Although Tom didn't know it 
yet, the long arm of Meek was 
reaching out to present him with 
the most difficult job in advertis­
ing. The job was spelled out for 
him several days later at a meeting 
in London with Sam Meek, Colo­
nel Douglas Saunders (Thompson 
chairman in London), and Bill 
Hinks, managing director. 

Saunders was retiring, Bill 
Hinks was becoming chairman, 
and Sutton would replace him as 
managing director. 

O n the surface this was a mag­
nificent promotion; he was suc­
ceeding to the largest advertising 
empire in London—handl ing 
£13 Vi million worth of business in 
1959. 

The reality was a lot more 
intimidating. 

Sutton recently described his 
brief as he understood it: "To take 
an agency that had been magnifi­
cent in the fifties, was still enor­
mously successful in the sixties, 
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and get it ready for the seventies, 
for which it was not at all ready!' 

Outs ide observers have no t 
been as kind in their description of 
the situation. Pearson and Turner, 
in a book titled The Persuasion In­
dustry, assert, "... it was an empire 
whose absolute supremacy over its 
competition was declining . . .The 
truth was that, in the lush advertis­
ing years after the war, the agency 
had run to fat and earned a repu­
tation for hiring Etonians with 
carnations rather than people with 
brains!' 

Again according to Pearson 
and Turner: "Sutton was the man 
chosen to wield the axe." 

Be that as it may, Sutton was 
confronted with some of the most 
elegant cold shoulders available in 
London at the time. 

Nobody ever won any popular­
ity awards rebuilding agencies with 
a history of public failure, but it's a 
lot nastier rebuilding one that's still 
basking in the sunlight of its own 
success. Su t ton persisted wi th 
commendable grace and an unde-
viating sense of direction. 

If there had ever been any 
doubt about the need for change, 
there was no longer. The advertis­
ing boom brought about by com­
mercial television and the freeing 
of the economy was levelling off, 
and the T V advertising tax didn't 
help. Sutton's blueprint called for 
major changes in both the struc­
ture and services of the agency. 
He set up a youthful manage­
ment team that included Jeremy 
Bullmore as creative director 
and Stephen King as head of 
the marketing department—both 
of them plucked from relatively 
junior positions. 

The three separate depart­
ments of copywriting, art and tele­
vision were integrated into a single 
creative workshop. The J W T 
T-Plan was developed. Computers 
were brought in to do media anal­
yses. Merchandising and sales pro­
motion activities were stepped up 
sharply. Over a six-year period bill­
ings nearly doubled, while staff 
went up only seven percent. 

But the best measure of Sut­
ton's accomplishments during his 
six-year tenure as managing direc­
tor was not so much what had hap­
pened as what was about to 
happen—one of the most spectac­
ular periods of growth in the his­
tory of any advertising agency. 

John Treasure as chairman and 
Denis Lanigan as managing direc­
tor presided over much of this 
growth. "But" in the words of 
Denis Lanigan, "if it worked it was 
Tom who built the car and put the 
key in the ignition and all John and 
I had to do was turn it on!' 

OS FINDS ROOM AT 
THE TOP FOR A 
RESTLESS BRITON 

\*~P" W 

So proclaimed the headline in 
the London Times that an­
nounced Sutton's election as JWT 
executive vice president Interna­
tional, headquartered in New York. 
To the Times this was a turning 
point in the relationship between 
U.S. agencies and their overseas af­
filiates. "The big opportunities for 
growth in the business now lie in 
the virgin jungle outside the 

United States ... Increasingly the 
crucial decisions and the top exec­
utives are going to come from Lon­
don, and Milan, and Rio as well as 
from New York. Mr. Sutton is the 
pioneer of this new wave of inter­
national advertising man!' 

Sutton was about to carry that 
pioneering to dimensions not an­
ticipated even by the unusually 
ebullient Times. 

In the course of his acceptance 
speech in Milan on November 19, 
1965, he announced that within a 
year all offices would be linked by 
telex. T h e assembled managers 
cheered, but it turned out that they 
were cheering the loss of their own 
independence; telex spelled the 
end of the managerial pocket veto, 
the letter from headquarters in 
New York that arrived either just 
too late or not at all. A new era had 
started and Sutton, as usual, was 
firmly in control. 

He was responsible for 37 JWT 
offices in two-dozen countries, and 
4700 people out of a worldwide 
staff of 7100. He divided his share 
of the Thompson world, like Gaul, 
into three parts (Europe, Asia/ 
Pacific, Latin America) and pro­
ceeded to stir it up. 

He said to an interviewer at the 
time, "We will only grow if we give 
excellent service throughout the 
world. That requires, in all offices, 
an environment which allows the 
kind of freedom creative people 
need in order to thrive. If that can 
be secured, we're home and dry. 
But to achieve it isn't all that easy. 
Every agency is struggling to 
achieve the same thing!' 

He placed great emphasis on 
the interchange of people, ideas, 
and information. 
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The people were moved, both 

short-term for training and 
long-term for three-to-four-year 
assignments. 

The ideas included Chese­
brough-Ponds Seven-Day Beauty 
Plan campaign, created in the 
1960's in London and successful in 
markets as different as the U.S., 
Australia, and continental Europe. 

On accounts which offices had 
in common, the most pertinent 
advertising and marketing infor­
mation from each country was 
disseminated to all the others. 

Creative task forces, largely 
subsidized by New York, began to 
go out to various markets. 

The pace of regional meetings 
was intensified. 

And everywhere there was 
Sutton, travelling relentlessly, stir­
ring the pot, creating the struc­
ture, and nurturing the people 
who would lead the company 
through its period of greatest 
growth in the seventies and 
eighties. 

While Sutton ran Interna­
tional, billings outside the United 

States doubled and increased their 
share of total billings from 36 per­
cent to over 50 percent. But any 
true evaluation of his performance 
has to take into account what hap­
pened after he left as well as what 
happened during his tenure. For as 
in Germany and later in London, 
Sutton was above all a builder. He 
was the principal architect of a 
great deal of what we are as a com­
pany today. 

In 1970 he was nominated 
International Advertising Man of 
the Year. He was a member of the 
Advisory Board of the Interna­
tional Business program of Rut­
gers University and lectured at 
Rutgers and Columbia. 

He seemed to have a clear path 
to the top of the company. Says 
Don Johnston, "Those of us of my 
age group, just a little younger than 
Tom, had no question in our minds 
that he was Dan's successor. And I 
honestly believe that Dan felt that 
way, too. He was never that ex­
plicit, but you just sensed that he 
was tremendously taken by Tom. 
Tom had to drive straight through. 
We were all absolutely shocked 
when he was rushed to the hospi­
tal for critical surgery!' 

SUTTON SORTS 
IT ALL OUT 

The post-operation Sutton was 
still the man who figured things 
out and had the wisdom to make 
the right decisions. One decision 
was to bring Don Johnston back 
from Europe to run International. 
Another decision was to step down 
from a job he felt he could no 
longer handle properly to one 
which he felt was still within his 
powers, the management of an in­
dividual office, albeit a major one, 
Tokyo. 

Don's comment. "What he did 
takes an incredibly big man. How 
many people could have been in a 
position like Tom Sutton, who had 
the whole world in front of him, 
who was the head of International 
for what was then, beyond ques­
tion, the world's biggest advertis­
ing agency; who looked like he was 
going all the way and then all of a 
sudden this thing happened. How 
many other people could have 
made that judgment, step down 
voluntarily from that kind of posi­
tion and take a lesser job he figured 
he could handle?" 

SUTTON SAN ~ 
In September 1972, Tom Sut­

ton arrived in Tokyo, accompanied 
by Roy Glah, who was to act as his 
deputy. 

Historically the office had been 
a problem in terms of growth and 
profit. When Sutton arrived total 
commissions and fees were a little 
under one billion yen, but when he 
left nine years later they were 
somewhat under 3 billion. Even 
more important the organizational 
base had been established for what 
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