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POND’S LARGEST SWEEPSTAKES OFFERS CONSUMERS

AND DEALERS "PASSPORTS TO PARADISE”

New York. ..This week Chesebrough-Pond's
announces the largest consumer-dealer promo-
tion ever staged in the cosmetic industry --
its "Passport to Paradise" Sweepstakes.

The integrated promotion is composed
of two parts -- a consumer sweepstakes and
separate trade sweepstakes. Its purpose
is to focus consumer attention on the new
Pond's packaging, to increase distribution
of all Pond's products, and to increase
trade promotional activity for extra sales.

To enter, the consumer merely
obtains an entry blank from
the special "Passport to Para-
dise" displays and sends it in,
checking off the Pond's prod-
uct she bought last.

The displays (left) are Thomp-
son-designed Kiosks, the well-
known symbols of Paris, Draw-
ings for the 690 prizes will
take place after November 30.
First prize is a trip for two
to London, Paris and Rome via
Sabena Jet, plus $1000 expense
money. Second "Passport to
Paradise" is a trip for two to
Brussels and Paris, plus $500.

In addition there are six separate con-
tests for the trade -- drug, food, variety
and department stores. The prize for each is
a jet flight to Paris for two.

The consumer contest is being promoted
via radio, TV and magazine advertising, A
special CBS radio spectacular, "Holiday with
Chevalier," will be beamed across the nation
Sunday, September 27 at 5:05 p.m. EST. The
show is built around "Passport to Paradise"
and features Maurice Chevalier on a tour
of Paris, plus Juliette Greco, Les Compagnons
de la Chanson, and the music of Michel le
Grand,
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Four-color advertisement scheduled for the September
28 issue of LIFE announces Pond's "Passport to Para-
dise" Sweepstakes.,

CHICAGO ARTISTS’ EXHIBIT MOVES TO NYO

The works of nine art directors and
one account representative from the Chicago
Office are currently being displayed on the
10th and 11th floor stairwells and in the
Art Department galleries of NYO. The paint-
ings are the result of classes conducted
during the past year by Claude Bentley,
nationally known avant-garde painter. (NEWS
7/15/59.) This show can travel, For infor-
mation, contact Dione Guffey, NYO,
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a Director
for Velvet soap with the Lever group:

ck Noakes (left) discusses the 1959-60 plsns‘
Bill Wiggins (Media),
Fred Vohralik (Research), Barry Quigley (Representative) ;

Graham Pratt (Melbourne Office), Tom Carruthers (Director-In-
Charge), Alan Weekes (Copy Director), Julie Mountain (Copy-
writer), Reg Walker (Art Director), Ken Webb (Artist),

JWT SYDNEY

An Augtralian delegate
to the U.N, was recently invit-
ed to attend a New York party
in his "native dress." These
pictures show why he is unlike-
ly to have been much of a hit.
Nowhere outside his own contin-
ent would the average American
feel more at home than in mod-
ern Australia,

Paul Jacklin (second on right) heads
up the Radio-TV department based in Em-
itron ("His Master's Voice") House, a

few blocks away from 65 York Street,

Today six out of ten fame
ilies own the home they live
in. One out of four people
own an automobile., Television,
introduced only three years
ago, has already found its way
into six out of every ten homes
in Sydney and Melbourne.

Since the war, $1,L400
million from overseas has been
invested in Australian induse
try and has earned $1,200 mil-
lion in profits. Over a mil-
lion new migrants have been
absorbed, The same Government
has been returned since 1949.

Al]l this is a far cry from
the Australia of 1929 when
Thompson opened its office in
a country the size of the Uni-
ted States, with 110 million
sheep but only six million people.

A stuttering beginning

It was a stuttering be=-
ginning. A stafi of six peo-
ple, with fewer accounts, rode
out the early Depression years.
The business from newly acquired
clients -- Kraft, Wrigley's
Jantzen -- helped them through
the doldrums. Throughout the

mide=thirties, new business was
added steadily: American Home
Productsg Lux Toilet Soap, Hor-
licks, Chesebrough, Eveready,

The Australian Women's Weekly,
Kelloggs, Bonnington's (cough
mixture), Taubmans (pairts).

New services introduced

During these years, Thomp-
son introduced to Australia
newspaper circulation checks
(1933), radio audience checks
(1933), Starch-type readership
checks (1938), two-minute films
(1939), while adding constant-
ly to its own facilities and
services to clients,

Today, Australia's popu-
lation, now more than ten mil-
lion, no longer "rides on the
sheep's back." The proportion
engaged in industry equals that
of the U.S, Already, 13% of na-
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tional income goes in advertis-
ing time and space in 769 news-
papers, L4120 consumer magazines,
1,650 theatres, 108 radio sta=
tions and 10 TV channels that
have sprung into existence,

Billings increased 50-fold

Sydney Office mail still
goes to the same address: 65
York Street. But the staff of
six has grown to more thean two
hundred, Their working space
has mushroomed to seven floors
of three buildings. Original
billings (see graph) have mul-
tiplied more than fifty times,

Product titles for "Gunsmoke," sponsored by client S.C, Johnson
(waxes) are filmed in the TV workshop which also produces finished
comnercials for "The Australian Women's Weekly" every week.
Thompson's workshop was the first in Australia. Equipment, spe-
cially imported from the U,S. three years ago, has been in con-
stant use ever since,

Every Thompson office de-
rives its particular character
from its setting. Sydney, baske-
ing in a Southern California
climate, is best described as a
shirt-sleeve office. (These pic-
tures were teken duing Sydney's
four-month, 50-degree winter.)
Ir structure, it is Thompsone
New York in microcosm., Media,
research, public reletions, home
economics, the TV Workshop,
statistics - 211 these compacte
ed departments offer their fa-
cilities to the Group System
they serve, These same facili=-
ties are shared with Thompson-
Melbourne, six hundred miles
away, wnde the joint management
of Tom Carruthers (chairmen),
John Sharman (general manager),
and six fellow directors from
both offices,

Margaret Fulton (right), resident home economist, is consultant
on all food accounts including Kellogg's, Kraft, Anderson's (sau-
sages), N.B. Love (bread), C.S.R. (sugar), Her original recipes
are featured in many advertisements. With copy director Ted Mo-
loney, she co-authored a very successful cookery book, recently
published in Australia,

Similerly, most Thompson
recommendations to Australian
clients will include a section
on the U,S, and U.K. markets,
highlighted with informetion
gathered from the network of
Thompson offices in those and

other countries., Further infor-
metion is gathered firsthand
on the world trip undertaken
every year by at least one
staff member,

Every director has seen
18 or more years service with
Thompson Australia, During that
time, Thompson Australia has
grown along with its 60 clients,
to become oneof the four larg-
est offices in Thompson Inter-
national and the largest agency
in billings, in Australia,

John Sharman (left) discusses
newest client "Lucky Strike"
with two staff members recent-
ly returned from overseas:
representative Ken Jarvie, who
served as the Australian Gov-
ernment Trade Publicity Officer
in U.K.: copywriter Phil Ru-
benstein, who spent three years
in New York and London offices,.
gvery year, Sydney Office sends
at least one staff member to
visit Thompson offices overseas.
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HARRY R. HENRY -- New York

Marketing-Merchandising Associate

"As the twig is bent, so the tree's
inclined."

That's a nutshell explanation of how
Harry Henry got his start in merchandising.

His father, a Vermonter, had a life-
long career in selling and management for
a nationwide drug chain. His uncle opened
up what was to become the largest general
store in and around Rochester, Vermont,
And, a Vermont general store, selling ev-
erything from "beetles to grand pianos" is
Just about the most fertile soil in which
a budding merchandising man can grow, So
it was no surprise that Harry should be-
come fascinated with the business of find-
ing why some products moved faster than
others,

So, with the help of banjo playing
in an orchestra and summer jobs clerking

in drug and grocery stores, Harry worked
his way through the four-year course in

business administration at Syracuse Uni-
versity. What was his major at college?
Advertising and Selling.

Next stope...2 sales Job with a manu-
facturer of package goods., Well, almost a
sales Job. His boss felt that college men
should start at the bottom. So the "sales"
job consisted of sweeping the ground from
which he was to work his way up.

After proving his ability to rise from
stockroom sweeper -- he joined one of the
largest package goods companies in the coun-
try (and elso a Thompson client). There, he
spent 16 years and was involved in all pha-
ses of selling and merchandising of package
goods, Not only did he have to sell dealers
-= Harry also displayed merchandise in
stores, worked out merchandising plans and
co-operative advertisements, devised carload
sales, priced merchandise -- and, well, you
name it, Harry did it,

After that kind of experience it was
only a step away to the job of Merchandis-
ing Manager of one of the top agencies...
and then to Thompson as just gbout the
first of his breed to set foot in the hal-
lowed halls.

Since that time things have been pop-
ping. The merchandising department has been
growing like Jack's beanstalk. Harry has
worked on just about every product that could
be put in a package...and many that can't,
Almost any day, when he's not in the field,
he can be found in his office at 8:30 devis-
ing ways for Thompson clients to own super-
market shelves.,..ways to introduce nsw prod-
ucts that are so appetizing that store man-
agers and their customers won't be able to
resist them,

PEOPLE

ROBERT BASHE (Chi.) was a visitor to NYO
Monday, September 21..,NORMAN BASSETT
(London) arrived in NYO September 19 for
a visit through October 2...L0OUIS F, CLAY
(Melbourne) will visit NYO today through
October 1l...Engaged: JANET GUZZETTA (NY)

to Cadet David Wilkie...Married: PEGGY
SLOAN (Hollywood) to Rudolph Papalini.e.
EOBBIE JEAN CRANFORD (NY) to Walter Hood
Simmons, « ROBERTA YOCUM (Detroit) to

Odis Pitts...Proud papa: GEORGE FURPHY
(NY), a son, George Jr., born September 10.




What kind of a market is

MEXI

JUST PUBLISHED! “The Mexican THFR
Markets” tells you where people live,
what they produce, what they buy,
and many other facts essential to
the most effective marketing

in that country

e If your company sells in these
lively and growing markets of
Megxico —or is considering doing so
in the future—you will find THE
MEXICAN MARKETS indispensable.

So comprehensive and reliable
is this book that government
institutions, the leading banks
and businesses of Mexico use it
as the standard reference vol-
ume for their executives.

THE MEXICAN MARKETS contains
a wealth of down-to-earth, practical
facts, figures and official estimates
organized in easy-to-use form.

Written and published on the spot

Published in Mexico by J. Walter
Thompson Company, this book de-
scribes one of the healthiest econo-
mies in Latin America . . . an econ-
omy that has tripled its real Gross
National Product since 1949, to over
8.5 billion dollars in 1958.

THE MEXICAN MARKETS contains
105 pages of the most up-to-date
information available, in most cases
including 1958 figures. Published in
both Spanish and English editions,
it is the result of exhaustive studies
made on the spot by members of the
J. Walter Thompson Company’s
Mexico City office—analyzed and
compiled by economists and experts
in international trade.

This new book is the latest ad-
dition to J. Walter Thompson Com-
pany’s famous world markets series.
This series is proving invaluable to
businessmen alert to the opportuni-

The Mexican Markets (1959),

published in Mexico by J. Walter Thompson

Company, is the newest book in our continuing world

markets series. Other books in this series, published in the U. S.
by McGraw-Hill, include The Canadian Markets (1958), The
Western European Markets (1957), and The Latin American
Markets (1957). They are each $18 at leading booksellers, or

write J. Walter Thompson Company.

ties of growing international markets.

We shall be happy to send you
your copy of THE MEXICAN M ARKETS
for examination. If you do not agree
that it will be worth many times its

purchase price to your business, you
may return the book to us within ten
days and we will gladly refund your
money in full. Fill out the coupon, be-
low, and mail it to us today.

MAIL THIS COUPON

_____ e

J. WALTER THOMPSON COMPANY

Dept. R-10, 420 Lexington Avenue, New York 17, N.Y.

Please send me THE MEXICAN MARKETS
on approval. I may return the book in
10 days without obligation. Or I will

Name

Orders for delivery outside the continen-

mittance in full—$10.75. Please check
edition wanted [] Spanish [ English.

Company

Address.
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This advertisement appears in Fortune, October; Advertising Age, October 5;
Western Advertising, October; Wall Street Journal (Pacific), October, 1959



