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[On March 4th, a new generation suc-
ceeded to the management of the |.
Walter Thompson Company. We thought
you would be intevested in listening in on
some of the comments made by the prin-
cipals in the course of a meeting that will
influence the shape and divection of vour
company for the vest of this century. |

DON JOHNSTON:

Today, with a sense of pride,
with a great deal of enthusiasm,
witha tremendous amount of relief,
[ recommend to you as my successor to
lead the J. Walter Thompson Company,
Joe O’Donnell.

In the resolutions that will follow
what Joe, Denis Lanigan and I have to say,
I would ask that you elect Joe O'Donnell
as Chairman-Elect and Chief Executive
Officer; Jack Cronin as Vice Chairman;
and Jack Peters as President of the ]J.
Walter Thompson Company. Together
with Burt Manning they will assume the



leadership of the worldwide agency. (Jack
Peters will also retain his responsibility
as President and Chief Operating Officer
of J. Walter USA.)

In a meeting scheduled for four o’
clock, the Hill and Knowlton Board will
elect Bob Dilenschneider President and
Chief Executive Officer of that company.
Loet Velmans will remain Chairman of
Hill and Knowlton until December 31,
1986, when he will retire.

Today, Ron Kovas was elected Ex-
ecutive Vice President of JWT Group,
Inc. He will be on assignment to Hill and
Knowlton where he will work as an equal
partner with Bob Dilenschneider, re-
sponsible for all the internal operations.
Both men will report directly to me.

The announcement of the new J.
Walter Thompson Company manage-
ment team is the culmination of a long
process of succession planning. This pro-
cess began with the Company’s response
to the challenge of the JWT Group Mis-
sion: To become the brand leader within
the advertising industry.

At the EPCOT management meet-
ing in the spring of 1984, there was con-
siderable consensus on many issues.
Primary was the enthusiastic endorse-
ment of placing renewed emphasis on our
creative product. Denis’s words in the
summing up earned spontaneous ap-
plause: “Each manager will be judged on
the quality of advertising he’s producing...”

Without question, the Company has
responded to this call. The improvement
in our creative product has been demon-
strated over and over again in the past few
years. Our new business record, the
growth of our long-term clients’ business
and every peer recognition within our
own industry all attest to our creative
capabilities.

What gives us that creative edge is
our accumulated knowledge and exper-
tise about advertising, and how it works.
This is our unique strength, our “added
value” as an agency brand.,

After our management meeting at
EPCOT, the Operations Committee and
subsequently a special task force ana-
lyzed the Thompson Company’s
strengths and weaknesses and identified
what organizational changes would be
necessary to meet our professional and
financial goals.

This task force, of which Joe was a
part, looked at all aspects of the Com-
pany and didn’t find much that was “bro-
ken” or needed “fixing” They did
encourage us to focus on advertising and
make certain that corporate manage-
ment reflected this focus. They encour-
aged us to make certain that we lived up
to Denis’s EPCOT commitment: To re-
ward managers not only on the basis of
sustained growth but also on the basis of
outstanding performance and improve-
ment of our fundamental advertising
standards and skills.

The Thompson Board approved
these recommendations in September,
last year. The issue of succession then
became one of making the best use of the
impressive talent and expertise we have
within this company to fulfill our mission.

Joe has had a strong role in defining
the direction of the Company. So the suc-
cession 1s not so abrupt as it might seem.
Joe and I have been working closely to-
gether since last summer. We have dis-
cussed every major agency and client
decision together. He will be able to hit the
ground running.

He has determined his own key play-
ers and they are seasoned, talented ad-
vertising professionals whose ap-
pointments I enthusiastically endorse.
The additional appointments and an-
nouncements to be made today are Joe’s
to make.

During the next ten months, Joe, the
two Jacks and Burt will work closely with
Denis Lanigan and me. On December 31,
this year, Denis will retire from the Com-
pany. We intend to make maximum use of
his wisdom, experience and valued coun-
sel without pause until that time.

[ am Chairman and CEO of JWT
Group, with, all spoken and published ru-
mors to the contrary, no plans to retire
from that job at the end of this year. The
Group Board has asked me to continue in
that role, which I am very pleased to do.

Some of you will remember Joe’s re-
marks at EPCOT two years ago. His
theme: “How can we deliver on the ex-
pectations of our people in a special way?”

His answer: “Philosophically, we can
become special by uncompromisingly
holding to some of the very basic values
that are at the heart of the good things in
our respective societies. They revolve

around simple words: honesty, respect,
sharing and trust.”

In talking to many of our own people
over the years, I have often referred to
this quotation: “There is no limit to what
a man can do, or, where he can go, if he
does not mind who gets the credit”

Joe quoted another old philosopher,
Bear Bryant, at EPCOT.

“When things are going bad, it's me.
When things are going good, it's us.
When things are going great, it's them”

[ think that is the essence of this man.
[ commend him to you. I know that he will
bring energy, imagination and leadership
to you. [ know that he will have your en-
thusiastic support.

Joe...

[Joe began his acceptance by reading the
imternal velease which sums up the var-
lous new appointments and organiza-
tional changes he has made. Since you
have all seen this by now, we’re omitting
1t in favor of his concluding extempora-
neous remarks. |

JOE O’'DONNELL:

[ was trying to think of what I would
want to hear if [ were on your side, what
questions I would have that I would want
to ask me if I were in your shoes. So I took
the liberty of trying to anticipate some of
your questions. I hope I've covered the
most topical ... if not, we will have plenty
of time to cover the missed ones in the
future. Here goes.

First, how do you think Barbara and
the children will like New York?
Thank you for asking that. It's very
thoughtful. As you may know, Barbara
and [ are from the East. After eight years
away we are looking forward to getting
back. We have already bought a house in
Darien, Connecticut, and plan to be
moved in by the end of this month.
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Have you bought any new clothes in

. case I have to introduce you to my

clients?

Yes, I recently bought several new
suits, and I understand that there are
some good rental stores nearby ... so you
don’t have to worry about me showing up
in a green jacket and multicolored pants.
[ will, however, continue to wear my duck
and whale belts, but I promise to button
my coat.

Secondly, are you concerned that our
people will wonder how you can pos-
sibly expect to run an international
agency when you are not widely trav-
elled and have only worked in New
York, Detroit and Chicago in the past?

I see the questions are getting
harder. But yes, I am sensitive to this is-
sue, although there are several reasons [
am not concerned about it. First, it is true
I am not widely travelled, but I think that
we have all seen enough to know the sim-
ilarities between offices and countries
outweigh the dissimilarities...and that the
basic talents and structures required to
develop effective advertising in Chicago or
Detroit are similar to those required in
Amsterdam or Tokyo.

Secondly, I am not overly concerned
because [ am surrounded by people with
immense international experience. As in-
dicated earlier, I plan to take advantage of
that experience, and I know the advice of
Don, Jack Cronin, Michael Cooper-Ev-
ans, Lee Preschel, Don Thompson and all
the others here in this room will prove in-
valuable to me.

Third, my own experience in New
York, Chicago and Detroit has been with
accounts which last year were responsi-
ble for 22 percent of the revenue in Eu-
rope, 30 percent of the revenue in Latin
America, 16 percent of the revenue in the
Asia/ Pacific, and 33 percent of the reve-
nue in Canada, so at least, in this respect,
your people and I will have these com-
mon relationships to talk about, when we
first get together.

Lastly, and perhaps most impor-
tantly, I do not believe that your people
should be too concerned with my lack of
international experience, since [ have no
intention of either managing or directing
their specific efforts in their home
markets.

Yes, we will reserve the right to set
the overall professional attitude for all of
our individual operations ... more specifi-
cally, that they are expected to do the
most effective advertising in their home
market; yes, we will reserve the right to
insist on common philosophies, so that
our clients and our people will know they
are dealing with the same agency as they
travel from one country to another.

But, the authority, responsibility and
prerogatives of local managements must
be safeguarded. That is what made this
company strong to begin with, and I be-
lieve that the Company’s future strength
continues to lie in the intellectual inde-
pendence of competitive local operations
rather than in some arrogant overregu-
lation from the center.

Consequently, it is our objective to
only provide to our local operations
either a) what they cannot afford on their
own, and/or b) those necessities that can
be done better or more efficiently in one
place rather than in many.

So what should we be concentrating
on in the near term...and beyond?

Above all else, the immediate adver-
tising needs of our clients, so that we can
achieve the aggressive 1986 goals we
have set for ourselves. Consequently, let’s
make sure we are directing our profes-
sional talents to effectively compete in the
marketplace in the long term.

There was a time when [ half be-
lieved that there was some magic
J. Walter Thompson Company potion that
would cure all of our ills ... make us grow
into the best agency there is. There was
a time when I believed that the sheer
mass of our physical resources would
overcome the competitive obstacles that
we would face. Finally however, [ realized
that if a magic potion existed, or physi-
cal resources were the answer, then a
Wells, Rich, Greene, a Saatchi & Saatchi,
an Ogilvy & Mather never would have
gotten off the ground because the Y&Rs,
the JWTs...the agencies with physical re-
sources...would have squashed them be-
fore they ever had a chance.

The simple reality of our business is
that the agency with the brightest, most
aggressive and hardest working people is
the agency that wins. And I urge all of you,
as we enter 1987, and enact the recom-
mendations put forth by the OMG and

AMBG, that we have the people in place to
make them work.

How else can we help?

You can help by giving me your sup-
port. I do not have all the answers, but,
quite frankly, [ never figured that you had
to be brilliant to run an agency. I only fig-
ured that you had to be smart enough to
know where you are stupid, so that you
could then find someone who has the
right answer.

So you can help me by speaking out,
by generating ideas, by arguing for what
you believe in. And you can help, once the
direction is set, by moving forward with-
out ever looking back; because many
times in our business it is conviction and
execution, rather than introspection,
which spells the difference between suc-
cess and failure.

Finally, you can help me by helping
this company make sure that a very spe-
cific wish I have comes true. The wish is
that each of the 8,100 people that we
work with truly understands and knows
... not philosophically believes in ... but
truly knows that we are only as good as
our last advertisement.

[ would like the people in our re-
search department to truly understand
that; [ would like our media people to truly
understand that; [ would like our account
people to truly understand that; I would
like our creative people, our financial
people, and, above all, our management
people to truly understand that. Because
that’s the way our business works, and
that conviction, that knowledge, that be-
lief must emanate from the people in this
room first, if we are to have our 8,100
people understand this fact. I promise you
one thing: If we become evangelists in this
regard, we will never need to have any
concerns about the future ... because the
future will hold only success for our peo-
ple, our clients and ourselves.

So those are the questions that I
would have wanted answers to. [ am sure
that you may have some more. But in
closing, I am very proud and very hon-
ored to be standing here before you. And
[ can only hope that, with your support,
we will continue to perpetuate the val-
ues, attitudes and accomplishments of
what the thousands of talented men and
women who have preceded us so pains-
takingly have built over the last 122 years.



Left to right: Commodore J. Walter Thompson, first CEO of the Company that bears his name; Don Johnston
the fifth; and Joe O'Donnell the sixth CEO in the Company’s 122-year history.



“We at JWT consider
ourselves exceptionally for-
tunate,” Lenny Hontiveros
said last week. “We partici-
pated in a miracle”

Lenny—-Leon P. Hontiv-
eros, Group Chairman
JWT Philippines—spoke of

——— co}grse‘of the revolution in the

Group Chairman JWT /Philippines Phhppmes that drove Ferdi-
nand Marcos from power after 20 years and installed
Corazon Aquino and a new, democratic regime. As Len-
ny's words indicate, it was an extraordinary revolution, a
revolution in which the Filipino people, armed “with rosa-
ries and flowers, sometimes with bread” formed human
barricades, massing in front of tanks and other military ve-
hicles and stopping them. Lenny speaks of the infensely
moving spirit of the people—among them the employ-
ees of WT—who gathered in the sfreets 1o face down
the army of Marcos and support the breckaway military
officers. Among the milions in the sfreets stopping the loy-
alist froops, Lenny says with pride and emotion, was his
three-year-old grandson.

“Without anyone in command; he says, “people
acted on individual decisions, according to their own in-
terpretation of reports on Radio Veritas, the only station in
operation that they trusted. Barricades would be set up
with their bodies to stop the oncoming tanks and froops.
Throughout four days not a single shot was fired at civil-
ians. Never in history has there been a revolution where
civilians protected the (dissident) military—people faced
and stopped the tanks. ... There were millions of individual
heroes in this revolution. It was a victory of the people”




On the morning after Marcos fled the country—
“bright and early"—Lenny was reached by Colonel
Ruben Ciron who had been assigned the responsibllity of
foking over Channel 4, the government channel that had
been secured by rebel roops. Colonel Ciron asked Lenny
to help him in two important areas. The first was fund-
ing—the new government wanted to keep the sfation
going 24 hours a day during the crisis—and the second
was the projection of “a refurn fo normaley.”

Only Channel 4 was on the air; all other stations were
dark. A newspaper boycott, together with the events of
the four days of turmoill, had resulted in a 75 percent re-
duction in advertising messages nationwide. Lenny told
Colonel Ciron that he had one recommendation that
would cover both areas of concern. He urged him to al-
low commercials fo refurn fo the air as soon as possible.
As chairman of the Four As, Lenny would put himself in
touch at once with other agency heads to ask them to
elicit client cooperation—immediate airing of commer-
cials with immediate payment was his goal—so as to
generate funding for the operation of the needed tv
channel. Lenny got busy, with Colonel Ciron's enthusiasfic
approval.

To determine what monies the channel had avail-
able, Lenny and Ciron pressed info service Cris Rivera,
JWT finance officer. Ciron created a task force of military
officers and Cris to look into the books for a quick deter-
mination of the cash position. They soon established that
the station had only 5,300 pesos—$250.

Lenny, meanwhile, called Jay Jay Calero who mo-
biized account managers to tak fo clients about the plight
of Channel 4. Since he had to act with dispatch he him-
self, without prior clearance from the client, authorized the
airing of the first commercial seen in days—a Pepsi com-
mercial, locally produced by JWT, using the popular
young singing group Menudo. The theme line, appropri-
ately, was “The New Generation.”

Later, Lenny called PaulRoberts, Pepsi head in Manila
("what | had done was risky, but | was confident of client
approval’), and found Roberts very pleased and urging
that as many Pepsi commercials as possible be aired. The
Pepsi commercial was soon folowed by Richardson-Vick
and other IWT commercials. Although Lenny, Jay Jay and
media director Minda Lansand fried to reach as many
agencies as possible on that first day, not all responded
with JWT's alacrity, and, as it turned out, only JWT com-
mercials were broadcast in the country for the first two
days—and JWT had the unique experience of 100 per-
cent viewership.

A communicationreceived on March 7 from Colonel
Ruben Ciron, Senior Aide de Camp, Philippine Ministry of
National Defense, to Lenny, reads in part: ‘It took the other
advertising agencies a little ime 1o folow your lead even
after you had called the agency heads one by one. Your
personal phone calls finally prodded them to act. We
now have enough advertising revenue to sustain normal
programming.

‘| am now helping to normalize the other channels;
i.e., TWP, 9 and 13. Again, JWT has helped start the
advertising ball rolling.

"Once again, Lenny, thank you for your help, your
advice gnd your cooperation. You were there first with
the most.

Your friend,
Ruben’

Poetry and prose from Manila

Roy Hunter, creative director, IWT/Manila, and the only
expatriot in the office (Roy is Canadian), was so moved
by what he saw——during the revolution he participated
wholeheartedly, ferrying food and water to the rebel
troops—that he composed a poem of praise to the
Flicino people. Here are the findl lines:

The exorcism is complete, and back
on the streets, people pray and sing
and smile and shrug and welcome
the dawn of a new day.

With the strength of a Flipino.

Another JIWT/Manila writer, so far anonymous, com-
posed a fine tribute fo the occasion, pressed into Lenny's
hand as he boarded his plane for WT/New York. Here
is part of if:

“You were invited ...

It was probably the biggest fiesta since post-World
War Il beration. Of course you were therel VWe all were.
Some of us saw each other. Some didn't, but we all were
there. It was exhilarating, nerve-wracking, heart-tugging
and unlike any other event we've ever experienced. And
we hope that the occasion for such a get-together wil
never arise again.

Never, ever again. Amen

o)
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AR CANADA: A composite of photog-
raphy, bottom-lit graphics, and live ac-
tion, with computer motion-control
shooting techniques. (Liberty Studios,
N.Y.C)

The Mirage Effect, allowing a program-
mer o r‘wom;‘)u\ore flat artwork to any
point on the screen. (Broadway Video,
N.Y.C))

o g y 1 . W) 7 oy 1

ABC THEATRE VORTEX: Live-action wa-
ter photography composited with com-
puter motion-control slit-scan technique

to achieve streaking effect. (Liberty Stu-
dios, N.Y.C |

Flat art logo transferred on to video-
tape. (Broadway Video, N.Y.C.)

Bernie Owett
on U.S. trends
in television
production

N that we re more than halfway
into the '80s, we see a lot of rade press
comparing the commercials of the '60s
fo those of the '80s. The press heralds the
return of “The Creative Revolution’

Once more reporters point out that
beautiful fim is the rule, not the exception.
Quick cuts again are very quick. Long
lenses again are very long. Style and en-
fertainment is a prerequisite, and music is
essential. Feature directors and cinema-
tographers clamor to do commercidls as
commercial directors. Cameramen, as
always, clamor to do features.

The differences, not the similarities,
are what is fascinating to me. And those
differences are technological. Technol-
ogy, | must admit, has always been bor-
ing to me. Technology was something
technicians, engineers and soundmen did
to get the wonderful fim | had shot info @
finished form to be shipped to stations. |
did my thing and they did theirs. Not

anymore.






