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The Spotlight 
Noxell Corp.: 
New Profits From 
An Old Fonnula 

I n the fast-paced business of toilet
ries and cosmetics, Cockeysville, 

Maryland's Noxell Corp. has long stood 
out as a model of conservatism. 
Founded in 1917 by Baltimore pharma
cist George A. Bunting to market a sun
burn. preparation called Noxzema, the 
company so conscientiously avoided the 
industry's faddish ways that it did not 
introduce a significant new product line 
until 1961. Thus, some stockholders 
were understandably nervous when 
George L. Bunting Jr., the aggressive 
grandson of the founder, succeeded his 
father as oresident of Noxell in 1973.· 

But any such skittishness has long 
since disappeared. Under the younger 
Bunting, Noxell has enjoyed its most 
prosperous era yet by strengthening its 
existing products and greatly broaden
ing its base with a steady stream of new 
ones. 

Printronix Inc.: 
Reaping the Rewards 
Of Innovation 

The newest name on the list of fast
growing California high-technol

ogy companies is Printronix Inc., a 
maker of computer printers that was 
recently ranked as the second fastest 
growing firm in the state and the elev
enth fastest in the U.S. Like many other 
companies of its type, Printronix started 
out in a garage and zoomed to success 
with an innovative new product. 

Printronix was founded in 1974 by a 
group of engineers who had the idea of 
developing a neW kind of printer geared 
to the special needs of the fast-growing 
minicomputer iirid small-business com
puter markets. The result was the P300 
printer, a true advance 'in the state of the 
art. U ntiI then, most printers were of the 
serial type, producing hard copies of 
computer output one character or num
ber at a time, like a typewriter. Their 
greatest limitation was their inability to 
produce multi-part printouts, $uch as 
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BunUI1fI: "W. know our con.....,. ..... MId u.., know ua" 
In the five years to 1979, Noxell's sales counting cost earnings 20 cents a share). 

and profits doubled to $179.7 million "Product for product, Noxell lias done 
and $13.3 million, respectively-an av- an excellent job," says analyst William 
erage growth rate of 12% a year. Last Patternote of Baltimore brokerage firm 
year, in the midst of recession. sales rose Alex. Brown & Sons. 
13.6% to $204.2 million, while earnings Bunting's success has been due in . 0 

increased 10.5% to $14.7 million. or small part to his adherence to the tradi
$3.01 a share (a switch to LIFO ac- tional Noxell formula: mass-market 

invoices, purchase orders and pay
checks. They also were unable to print 
graphics of any kind and required spe
cial, expensive paper. 

The P300, the first "dot matrix" line 
printer developed, overcame those 
drawbacks and more. Througb the uSe 
of a "hammer bank"-on which small 
dots are arranged in any combination 
desired to form characters, numbers or 
lines-it allowed users to print complete 
lines at one time, obtain as many as five 
clean copies of every printout, plot and 
print a wide variety of images, including 
graphs and charts, and print on virtually 
any kind of paper. "It was tile closest 
thing to a universal printer for 1he mini
computer industry," says Printronix 
President Robert A. Kleist, aD experi
enced entrepreneur who had helped 
found computer maker Pertec Corp. 
back in the 1960s and was a key figure in 
setting up Printronix. 

Nevertheless, Printronix was in a state 
of financial crisis for most of. its first two 
years. No venture capitalist O£ banker 
was willing to gamble on a new, one
product company in the depths of reces
sion. "It was a cliff-hanger all the way," 
Kleist recalls. 

But with $1 million of their own 
money and funds received from selling 
two foreign licenses, the founders pulled 
through, and Printronix began making 
money in 1976. Profits have since sky
rocketed, reaching $3.1 million. or 95 
cents a share, in fiscal 1980 (eEJc:J 
March 31) on sales of $36.9 million 

From necessity, Printronix also d~ 
oped an unusual marketing strate!;.,. 
Unable to afford its own in-house sales 
force, it turned to outside distribu
tors-a move that went against the con
ventional wisdom of the business be
cause it supposedly took control of 
customers out of the company's hands. 
But at the time, Kleist says, it was the 
right way t<> go. "It put more salesmen 
in the field talking to customers than we 
could have done ourselves, and it m)\ 

only helped preserve vital capital ; :It 

gained us the acceptance our produd 
deserved." 

Since it began, Printronix has come 
up against some heavy competition in 
advanced printers, mainly from Data
products Corp. and Control Data. 
Moreover, it will soon face a new chal
lenge from giant International Businc:'>' 
Machjne~, which has announced pkn~ 
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pricing. heavy advertising and savvy use 
of brand loyalty. The founder had real
ized that his popular sunburn rem
edy-a 'mixture of dove oil, eucalyptus 
l i !~ lime water, menthol and cam

nhor-was inherently 'a seasonal item. 
:io to broaden the sales base, he reposi
tioned it as an all~purpose moisturizer 
and cleanser and also began marketing a 
shaving cream, suntan . lotion and cold 
cream-heavily promoting the Noxzema 
name with each product and using the 
same ingredients in all the products to 
preserve the distinctive, slightly medici-
nal aroma of the original. . 

This strategy proved remarkably suc
,',,"sful , as Noxzema became one of the 
,' tlntry's best-recognized brand names. 
lkewise, with the introduction of Cover 

.. rir! Cosmetics in 1961 , the company 
us.::d Noxzema ingredients, featured the 
"ioxzema name and used its therapeutic 
c'onnotation to create the image that 
Cover Girl was good for the skin. Priced 
for mass consumption, sold in drug
. tores and advertised heavily, Cover 
Girl is one of the top-selling makeup 
brands in the U.S. and a leader in Eu
rope, where sales have expanded fast in 
Ihe past few years. 

The younger Bunting has used these 
,.ame tactics to go after new markets. 
r or instance, when it became apparent 
in the mid-I97Os that the growth of 
Cover Girl's mll!ket base-primarily 
consumers between the ages, of 12 and 
34-would slow , do~~in ·the years 

ahead, Noxell introduced a new line of 
Noxzema MoistureWear makeup to 
appeal to older women and a separate 
line of RainTree lotions and creams to 
establish a bigger presence in the boom
ing moisturizer market. 

Both lines, like Cover Girl, have since 
gained strong positions in their markets. 
And by sticking to the same price range 
for all its cosmetic lines, Bunting be
lieves, the company is now positioned so 
that consumers are likely to move from 
one Noxell product to another as they 
grow older. "I think we know our con
sumers well, and they know us," he says. 

But Bunting is aware that, given the 
country's aging popu1ation, Noxell's 
historic growth rate cannot be main
tained without extending its product line 
$till further or increasing market 
share-both of whi('h have limited pos- . 
sibilities in thc already overcrowded 
cosmetics industry. Thus, he has been 
looking intensively for new business 
opportunities . 

Noxell first diversified outside its tra
ditional field in 1969 by purchasing 
Lestoil , a grease-cutting household 
cleaner sold mainly in the East. It has 
since established Lestoil as a national 
brand and begun marketing a rug 
cleaner under the same label. The two 
products now account for 10% of the 
company's sales, and Bunting believes 
the Lestoil name can be used as a base 
from which to launch a broad line of 
home cleaning products in the same way 

Kleist: Looking for contlnufKI strong growth and a bigger market share 

to market a similar printer. Kleist, the reliability of the P300. To cut down 
though, is not fazed by the prospect. As on user need to interrupt operations for 
he sees it, IBM's entry validates the maintenance and repairs, it was de
concept originated by Printronix and signed with only half the moving parts 
wIl l help expand the market. "It will be of most printers. The company is so sure 
"'od for us because it's reallv an en- of the m;!~hinf"~ rf'li"hilitv th"t it ('\ fI'prc 

that the original Noxzema spawned a 
line of toiletries. 

Likewise, when Noxell bought an 
option to purchase Caliente Chili Co., a 
small Texas firm that produces Wick 
Fowler's Two Alarm Chili seasonings, in 
1978, Bunting figured that Noxell's dis
tribution and marketing expertise could 
make Wick Fowler's a national brand 
and a base for branching out into other 
specialty food items. But he acknowl
edges that results have been disappoint
ing so far , although the venture has been 
a valuable experience. "What we have 
learned," he says, "is that you can't take 
a product from one part of the country 
and simply dump it into a new market. 
You have to pave the way by educating 
consumers." Lately, Noxell representa
tives have taken to spooning out chili 
samples in grocery stores, and analysts 
expect Noxell to buy Caliente when the 
option comes due next year. 

In' still another disappointing attempt 
at diversification. last year Noxell test
marketed an aspirin for heavy lIsers. but 
had to withdraw it because of poor sales. 
However, other proprietary medicines 
are in the works, and Noxell has al1o
cated $11 million to expand its research 
facilities in Cockeysville. Upon comple
tion, R&D activity should step up con
siderably, and Bunting seems sure that 
Noxell can carve out a place in the in
dustry. "It is a natural expansion for us," 
he says. "Mter aU, Noxzema was origi
nally a proprietary medicine of sorts." 

This emphasis on quality has helped 
Printronix grab a 15% share of the mar
ket for medium-speed printers-signifi
cant penetration for a young com
pany-even though its prices are higher 
than those of competitors. And it has 
modified its marketing operation to snap 
up such big customers as Digital Equip
ment and Prime Computer, to which it 
now sells directly while continuing to 
use distributors for smaller customers. 
Roughly 55% of revenues now come 
from direct selling. The company has 
also introduced two new printer models 
in the past couple of years. 

According to Kleist's timetable, 
Printronix' share of the market should 
increase to 25% within the next three 
ye-ars. In the fiscal year ending this 
month, he expects the company to earn 
around $ 1.20 a share on sales of about 
$52 million. And he is confident that 
sales will continue growing by at least 
309'0 a year. and earnings by 25% or 
better. for the foreseeable future . 
"Within the next few years," he says, 
"we will become a strong. stable CllIll-
,,, :-In\.; llJ ith th~ ".71--"0 , 1"'\ I"I;\I~ n .' th.:. ~" .... ...... '" 
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Business 
Week 

". SUBSCRIBER.:': 
SERVICE 

MOVING? 
RENEWING? ,,', 
NEW 
SUBSCRIPTION? 

o I'm moving, please change 
my address as indicated 
below . . 

o Please extend my Sl,!Q.:.._ 
scription to Business ._._ .- -
Week for one year at - -
$34.95. (In Canada, CON 
$49.95) 

o I'd like to become a sub
scriber for one year (51 
issues) at $34.95. 

o My check is enclosed 
o Bill me later 

Name (please PMt) 

Address 

City 

State Zip 

r-----------1 For convenience. 
I call TOll-FREE 

! (800)257-5112 
Moving? I 

Renewing? : 
Affix your : 
present I 

Business : 
~,Week ,J 

: mailing : 
-' . label here. " 

Mail entire 
ad to 
address 
listed. or 
call .us 
toll -free 

l ___________ _ 

In New Jersey. call 
(800) 792-8378. 

Mailto : 
Business Week 
PO Box430 
Hightstown. N.J. 
08520 

MARKETING 

Noxell glows in the mass market 
-------------- . Noxell reaches its customers through 

"cosmetic maker spiim.'" ... , outlets that usually display cosmetics on ' 
chic specialty stores and economical self-service racks, with retail-

ers depending on low margins and quick 
sticks with Iow-prlce retailers turnover for success. Its product line is 

Noxell Corp.-marketer of the popular 
·Noxzema and Cover Girl brands of 
makeup and skin cream-has found suc
cess in a segment of the $11 billion 
cosmetic industry that its haughtier 
rivals disdain: the mass market. Its 
products are aimed primarily at teen
agers and evoke the image of fresh
faced, natural beauty. Widely distribut
ed and heavily advertised, Noxell's 
brands are easily recognizable by either 
their low price or, in the case of Cover 
Girl, model Cheryl Tiegs, whose vis
age has graced the line's ads and 

deliberately limited: Cover Girl sella only 
sev.en s~ades of .liquid face makeup, 
while chief competitor Maybelline offers 
20. "We don't want to burden the stX,l'e'-
keeper with too many shades," explains 
Robert W. Lindsay, NoxelY. viee-presi
dent and secretary. 
TNdIng clown. lHw price has always been 
a company tenet. And this past year, as 
the economy worsened, Noxell's prod
ucts thrived as eoet-eonscious consumers 
traded down from more expensive lines, 
As a result, Noxell's centerpi~ Cover 
Girl line-priced from $1.25 to $3.75-
enjoyed a ~ sales gain and a 10% 

A new Noxzema .. aims the 69-year-old product-and an acne medlclne-at teens. 

packages for an astonishing 10 years. 
Content to sell its products in chains 

such as K mart Corp. and F. W. Wool
worth Co., the family-controlled compa
ny has let others vie for the more presti
gious, but cutthroat, department -and 
specialty store business. That approach, 
derided by some as stodgy, has nonethe
less given Noxell's balance sheet an in
the-pink glow. While most of its flashier 
rivals would rather forget 1982, Noxell 
plumped up its earnings 9.7% over the 
previous year, netting $20 million on a 
12.3% sales gain to $261.9 million. 

The determination to sell exclusively 
through mass merchandisers is based on 
Noxell's belief that chic department 
store displays, which gloss a brand's im
age and hold out the promise of fat prof
it margins, do not always help the bot
tom line. The reality is that when selling 
through department stores, cosmetic 
companies are usually obliged to lease 
counter space for their lines, keep large 
inventories on hand, and pay commis
sions to sales people. 

growth in units through last September. 
Maybelline Co. posted unit sales in
creases of 6% to 7% during that time, ' 
says David C. Brittain, president of 
Schering-Plough Corp.'s U. S. cosmetic 
division, the marketer of Maybelline. 
Competitors Revlon Inc. and Avon Prod
ucts Inc. saw their profits drop 33% and 
19%, respectively, during the first nine 
months of 1982. 

Still, some . industry observers detect 
corporate crow's feet. Noxell, they say, 
has not been able to capture the increas
ingly "large over-30 market. Sales of the 
company's ' 69-year-old Noxzema were 
flat last year, and to revive the product 
N oxell has started a ne.w ad campaign 
called "Dry is a lie." But the campaign
spotlighting both Noxzema and 12-Hour 
Acne Medication-is aimed at teens, us
ing magazines such as Seventeen and TV 
shows such as Happy Days and La
verne and Shirley. 

While Lindsay insists that "we al
ready have the older customer," doubts 
run strong. Critics note that the skin-
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care market is growing about 6% annu. 
ally and that Noxell should have expand. 
ed N oxzema into night or eye creams 
They cite the success of low-price Oil of 
Olay, aimed at the woman in her thirties 
which has grown fifteen-fold to almost 
$1,50 million 'in sales since Richardson. 
Vicks ... lnc. 'aequir'e'd' it in 1970. 
Other entnnta. Noxell has made attempta 
to woo the "older" woman. Its moisturiz. 
ing lotion, RainTree, introduced during 
1980, "never got off the ground," says 
industry consultant Alan G. Mottus. The 

was that Noxell did not antici. 
o,thers-including Soft Sense 

S. C. Joluison & Sons Inc. and Vase
r;jrp--~"I '" ·1i .... . Def!D&tology Formula, marketed by 

Chesebrough-Pond's Ine.-would enter 
the hand- and body-looon market after it 

,-=-".=..,-=~-~-.-------.. -------------==~ 

""7HE LIMP PAD VI. 7111 Alliin 
Does your yellow pad let you down 
just when you need support? Look 
at The Ampad. It's stiff, like a 
clipboard. 

But youl1 probably discover 
even better reasons for demanding 
The Ampad. Like our 16 lb. water
marked paper, that won't bleed. 
Like The Am--.PCld'S perlorated 
pages. Like The Arilpad's leather
like bin9ing, which is stapled and 
glued. So it doesn't fall apart like 

., other yellow pads. 
Other companies think we're 

crazy to make a yellow pad this 
good. But the US. Senate doesn't 
think we're crazy. They use The 

Ampad. So do most people who 
make decisions for a living. 

It seems that the more you use 
yellow pads, the more you appre
ciate The Ampad. After all, why 
use a limp pad when you can get 
the stiff one? Give this ad to who
ever orders your stationery. . 
Say you want 

THEAMPAD 

~ 
AM_AD American Pad & Paper Company. Holyoke, Massachusetts. 

had tested RainTree. 
, The company mounted another at· 
tempt to· capture the over-OO crowd in 
1976, by introducing Moisture Wear 
makeup as part of its Cover Girl line. 
But after , six years, the product has 
eked out only $14 million in sales. 
G;eo~e, ,L. Bunting Jr., 42, president and 
_chi.ef 'ex~utiye" , says Moisture Wear is 

, "still in ,its Jnfancy." One problem may 
have been a blurry image. Once a part 
of the Cover Girl line, it was aimed at 
older users. To sharpen the brand's fo
cus, Noxell is using older models. 

Noxell has spread Cover Girl brand's 
popularity across a wider age group by 
keeping model Tiegs, now 35, as its 
spokeswoman for more than a decade, 
"The active, attractive girl-next-door im· 
age is how the working woman likes to 
view herself," says Diana K. Temple, 
cosmetic industry analyst with Salomon 
Bros. And to boost Tiegs's image, Noxell 
consistently spends about 22% of annual 
sales on advertising, well above the in
dustry average of 7% to 9% of sales, 
No chMge. The growth figures indicate 
that this strategy is a winner. Cover Girl 
accounted for more than 50% of Noxell's 
sales in 1982, up from 47% in 1981. In 
addition Cover Girl, with about 18.5% of 
the lower-price cosmetic market, is 
growing faster in both dollar and unit 
sales than Maybelline, which holds near
ly an 18% share. Both are well ahead of 
Revlon's low-price Natural Wonder line, 
with about 5% of the market. 

While company executives say they I 
are making every attempt to go after 
new markets in the makeup and skin 
care business, Bunting acknowledges 
that he is looking for an acquisition, per
haps in another field. Some think Noxell 
may look for household cleanser prod
ucts, since it already distributes Lestoil 
and is test-marketing another, called 
Kind. But Bunting says the unabashedly 
conservative company, which carries nO 

long-term debt on its books, will not 
change its ways. He states: "We don't 
have to change to continue to grow." • 
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Noxell has occupied its profitable little 
niche for over 50 years. But now things 
may start to get crowded. 

Time to make 
a,move -

.K' 

B OW DOES A UTILE cosmetics 
company like Noxell Corp. 
($260 million Sales) from 

Cockeysville, Md. sail thrQ.ugh a 
bruising recession while the-; nmus
try's giants fall down? By sticking to '" 
what it does best-aggressive market
ing at the lower end of the price scale. 

Noxell's 8% unit growth over the 
past five years dropped to 7% last 
year, but that certainly beats the rest 
of the industry, which has been flat 
for years. Earnings grew about 16%, 
compared with 12% for the industry 
over the five years. 

Demand for cheaper cosmetics like 
Noxell's is no surprise in a recession, 
but analysts see other, more funda
mental shifts at work. As women 
moved into the labor force in huge 
numbers during the 1970s, many 
found cosmetics no longer a luxury, 
but a daily necessity. In a subtle way, 
that changed marketing. As Jack Salz
man, consumer products analyst at 
Smith Bamey, puts it: liThe 1970s 
took a lot of hype out of cosmetics 
marketing. Women decided they 
wanted good value and convenient 
purchasing, which lies at the mass 
end, not at Bergdorf Goodman's." 

Noxell, founded in 1917 by Balti
more druggist George A. Bunting, was 
already there. Noxzema skin cream 
was Noxell's main product for over 40 
years. In 1961 came Cover Girl cos
metics, a line of facial foundations. 
Since Noxzema was already in drug
stores and mass merchandiser outlets, 
Cover Girl could be piggybacked on 
the existing distribution system. 
From the start, then, Cover Girl was 
run more like a toiletries business 
than a fashion-oriented cosmetics 
business. 

After so many years of catering tfl 

90 

President George Bunting Jr. of Noxell 
......, 1IIO ..... l/f"GR4Ia.tIaer do? 

mass retailers, Noxell has learned its 
market well. Drug and food stores de
pend on fast turnover rather than high 
margins, so Noxell keeps the number 
of ·different shades of each product 
line to a minimum, offering at low 
prices only the colors most women 
use. Result: Cover Girl averages six to 
seven turns on the shelf a year, com
pared with Revlon's three or four. 

When Revlon tried to move into the 
mass-market end two years ago, it 
botched the job by telling retailers 
they had to take a huge package of 
about 100 stock-keeping units. Many 
balked, and Revlon had to back down. 
Reminded of how this interloping 
competitor came to grief, George L. 
Bunting Jr., Noxell's 42-year-old 
president and grandson of the 
founder, puts 0Jl a broad smile. "We 
try to build a long-term relationship 
with the trada& and show them we 
look after their needs and not just our 
own," he says. Noxell operates on the 
principle that it must sell the retailer 
as well as the end customer. 

As an example of its solicitous re
gard for the retailer, Noxell intro-

duced the modular display. The black 
plastic display with chrome trim 'and 
mirrors catches the eye and lets the 
customer see all the products at once. 
The packages are on pegboards, easily 
accessible and simple to restock. The 
angular design saves up to 15 % floor 
space. Says Bunting, /'We sell the dis, __ . 
play to the store, use part of it for 
Cover Girl,. and they recoup their 
money by renting the rest out to our 
competitors. And," he adds, "we get 
the center spot." 

Noxell also pioneered cosmetics 
sales In food stores starting in the 
early Sixties. 

The other ingredient in Noxell's 
success is heavy advertising. It bas to 
outspend the gigantic likes of Revlon 
and Schering-Plough's Maybelline. Its 
ads use such nationally known mod
els as Cheryl Tiegs and have put Nox
ell in the top 100 advertisers for 13 
straight years. Advertising consistent
ly runs over 20% of sales-well above ~. 
the industry norm. 

The trouble with any business for
mula is that it can be copied. Noxell's_ 
Bunting knows he must be prepared'..
for that day of stepped-up competi
tion, but Noxell doesn't seem able to 
make up its mind which way it wants 
to go. In 1980 it bought 13% of Neu
trogena, a specialty soapmaker, with 
an eye for a merger, but sold the stock 
back last year. There's a small Texas 
chili manufacturer called Caliente 
Chili i Bunting has to decide whether 
or not to exercise an option to buy by 
midyear. Lestoil, a household cleaner 
that accounts for about 7% of Nox
ell's sales, has languished as a regional 
brand in the East ever since Bunting 
bought it in 1969. 

Bunting now says the focus will be 
on internal product development. So 
far not all has been smooth sailing. 
Raintree Hand &. Body Lotion, intro
duced in 1981 as Noxell's entrance 
into moisturizers, has never really 
gotten off the ground, partly due to 
bad timing. Three new products from 
competitors unexpectedly hit the 
market when Raintree did. And then 
Natalie Wood, around whom the ad 
campaign was built, died suddenly. 

Bunting has been doing a little bet
ter with Moisture-Wear, a foundhtion 
and cream line launched in 1976 to 
appeal to older women. But it hasn't 
caught on in a big way. 

Until now, Noxell has done an im
pressive job, but Allan Mottus of Mot-

. tus &. Associates puts the problem 
bluntly: "They have to expand, and 
the time of making decisions about 
how is now upon them." Good luck, 
George Bunting. Your grandfather is a 
tough act to follow .• 

FORBES, FEBRUARY 14, 1983 
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CREATING CUSTOMERS 

A Pretty Face Is Not Enough 
By Malcolm D. MacDougall 

Advertising has lots of poker 
games, but if you're going to sit down 
at the cosmetics table, you'd better be 
prepared to lose your Jaguar, your Re
noir and your country house in Switz
erland. Some pretty heavy plungers, 
such as Revlon, Helena Rubinstein, 
Love Cosmetics, Avon and Mary Kay 
have all played some questionable 

m~~~~ hands, and the foundations of great 
cosmetics empires have trembled. 

To get some idea of the stakes the cosmetics people are 
playing for today, simply open the last two issues of Glam
our magazine. You will count 90 cosmetics ads. Most are 
full-color spreads, so it adds up to 135 pages. A two-month 
investment of over $5 million in just one magazine. (We 
are not counting hair products, fragrances or ' toiletries, 
which are three vastly different marketing categories,) 

The cosmetics companies are fighting it out in a flat 
marketplace-with a unit growth of only 2 percent last 
year-and in 1984 every player has upped the advertising 
ante, some as much as 50 percent. There has always been 
strong creative competition in cosmetics, and this year is 
no exception. Some of the more glamorous players, espe
cially L'Oreal and Clinique, are producing dramatic, gor
geous breakthrough advertising, setting a new cosmetics 
style. And Estee Lauder is putting new selling strength 
into an old campaign with Night Repair, a new product 
that it claims turns skin care into "Skin Repair." 

But as it is in all high-stakes games, there is one player 
at the table who always seems to know where' the aces are 
and always seems to wind up raking in most of the chips. 

In cosmetics it's Noxell. The fact is, Noxell has been 
dominating the action for years, but it plays its cards so 
close to the vest and wears such a perfect poker face that 
no one has really noticed. Last year, in a flat market, Cov
er Girl sales increased another 25 percent. 

Noxell follows the basic rule for creating customers: 
Give people what they want. Noxell understands what 
women want to buy, why they buy it, and where they want 
to buy it. And they realize that pure imagery will not do 
for cosmetics what it seems to do for fragrances. 

Noxell's Cover Girl keeps on winning in the tough cos
metics business because it is the only product in the mar
ket that has a strong marketing concept backed by a 
strong advertising concept. The rest of the field seems to 
think they are in the glamour business, and all they need 
to succeed are pretty faces, titillating copy and glamorous
looking ads. 

Noxell discovered the key to cosmetics success almost 
25 years ago when it recognized a seemingly obvious fact: 
that women would rather pick up their make-up at the 
drugstore or supermarket for $4 than make a trip to a de
partment store and spend $20. Most cosmetics makers still 

Malcolm D. MacDougall is president/creative directm' of HHCCINew 
York. 

haven't figured out this startling phenomenon. Armed 
with this discovery, Noxell decided to give women what 
they wanted-the first mass-marketed line of cosmetics. 

A smart marketing concept deserves a brilliant advertis
ing concept, and my former agency, SSC&B, hit on the all
time cosmetics classic right from the start. It named the 
product Cover Girl, it signed up top models, it created a 
unique selling proposition-"Clean Make-up From Nox
ema." To top it off, the agency developed a four-word ad
vertising strategy: "Look pretty, talk tough." Probably the 
smartest four words ever used in the cosmetics business. 

Cover Girl was an instant success, quietly caught up 
with the big girls, and now is just as quietly pulling away 
from everyone. Cover Girl is now the No.1 make-up, and 
at the top or near the top in nails, lipstick, eye-shadow and 
make-up paraphernalia. With the authority and identity of 
Cover Girl, Noxell can now launch new product after new 
product, and it surely will. 

There is another lesson to be learned as we watch Cover 
Girl widen its lead. The same basic concept that built the 

Noxell's "Look pretty, talk tough" 
are probably the smartest four words 

used in the cosmetics business. 

brand is building its future today. Noxell has never diddled 
around with the Cover Girl concept, the Cover Girl posi
tioning, the Cover Girl selling premise or the Cover Girl 
brand personality. How many companies-in every mar
keting category-forget that simple principle! Most cos
metics companies seem to think they are in the fashion 
business, and have to change campaigns every season. 
Cover Girl hasn't changed a thing for 20 years or more
yet the advertising, while certainly not the most glamor
ous or "creative" in the industry, always looks young and 
fresh and alive. And it keeps working, harder and harder. 

As the advertising stakes get higher and the competi
tion grows fiercer and well-heeled players enter the game, 
cosmetics advertisers are going to have to stop trying to 
out-glamorize each other and start developing new mar
keting concepts, new product concepts, new advertising 
concepts, that speak from the pack. 

To this day, most cosmetics makers seem unwilling to 
acknowledge the existence of either men or women over 
30. They seem content to cede those markets to Estee 
Lauder and Clinique. 

And where are the product breakthroughs? In all 69 
pages of cosmetics advertising in the September Glamour, 
I could spot only one interesting product innovation, the 
previously mentioned Night Repair from Estee Lauder. It 
seems to me that if there ever was a business that should 
spend as much on research and development as on adver
tising, it's the cosmetics business today. . 

The ultimate winners in this high-stakes game will be 
those companies that understand that people (including 
men and old crones over 30) don't buy cosmetics for fun, 
sex and games: They buy and wear cosmetics to feel good 
about themselves. It's not a frivolous purchase made by 
value-conscious and quality-conscious people. If you want 
to create customers for a cosmetics product, play the game 
like Noxell. Look pretty-but talk tough. For more information contact the Archives Center at archivescenter@si.edu or 202-633-3270
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apolis, also paid off for May tag last year. Jenn-Air elec-
, tric-grill ranges and ovens are sold by some 70 indepen

dent distributors in retail outlets and, even more signifi
cantly, directly to home builders. May tag thus reaped the 
benefits of a dramatically improved home construction 

. market (1.7 million new starts vs. 1982's 1 million) . The 
. company will not reveal lenn-Air's actual dollar contribu

tion but hints that it played its part in May tag's nine
month record sales and earnings. Meanwhile, to cash in 
on Jenn-Air's distribution network, May tag began manu
facturing dishwashers and food waste disposers to carry 
the Jenn-Air name. 

~ "Savvy" also aptly describes May tag's decision , made 
in 1982, to move outside its normal distribution channels 
and sell its laundry products through Montgomery Ward's 

, retail and catalogue empire . Once again, Nunn's research
ers had done their homework: sales through Ward, they 

( correctly predicted, would not cannibalize those of May
tag 's dealers because most of Ward 's customers had been 
buying private-label washers and dryers . Indeed, one of 
May tag's most significant achievements in 1983 was de
veloping Ward as its single biggest dealer. 

~ , Noxell keeps a smile 
on its lace 

I Conservative, methodical marketing produces re
sults that are the envy of many of the flashier 
companies selling mass-market cosmetics. 

Cosmetics may be a glamour industry for some compa-
. hit \ nies, but marketers at Noxell take an approach that is , in 

the words of Smith Barney analyst Jack Salzman, strictly 
,an- I "nuts and bolts. " The result , on the other hand, is one of 

I the most attractive records in the business. Sales for the 
, first nine months of 1983 were $235.7 million , up from 
; $202.2 million the preceding year, and profits for the pe

JUr- 1 , 
ytag . 

r 
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CoverGlrr 
. Clean Make-Up 

ByNo>=ma 

Clean Makeup by Noxzema. 
The makeup for That Face. 

Noxel! spends nearly 85% of its ad budget on TV. Here model 
Christie Brinkley promotes the COlier Girl brand. 

riod rose to $18 million from $16 million. Industry ana
lysts predicted year-end sales of $300 million with profits 
of $22 million. 

The star of the show for the Cockeysville , MD, com
pany was Cover Girl makeup , which accounts for about 
60% of sales. Cover Girl's sales were up 24% through 
the first nine months of last year. (N oxell ' s other brands 
are Noxzema, Raintree, Lestoil , and Wick Fowler' s 
chili.) Cover Girl's success was attributable to (l) a lean 
product line, (2) increased display space, and (3) a strong 
advertising program, says a company spokesman (no one 
in Noxell's marketing department would consent to be in
terviewed for thi's article). 

As all consumer products marketers must do , Noxell 
regularly introduces new products to maintain consumer 
interest. The difference is that it restricts the number of 
items in its line (known as stockkeeping units , or 
SKUs) , thereby improving both its own profits and those 
of retailers. 

For example, in early 1982, Noxell introduced Lumin
esse, only the second lipstick brand in the 22-year-old 
Cover Girl line . In mid-1982, Makeup Mates makeup ap
plicators and accessories had been introduced , and the 
sales impetus of that line carried over strongly into 1983. 
But when four items were added to Makeup Mates early 
last year, three or four of -the slower-moving items were 
dropped. Deepak Raj , a vice president with Merrill 
Lynch, points out that Noxell , with about 280 cosmetics 
SKUs, achieves much higher sales per SKU than its two 
major competitors-approximately $600,000, vs . 
$420 ,000 for Schering-Plough 's Maybelline and $169,000 
for Revlon . 

Retailers usually respond by granting the brand more 
space. Thus Noxell's 250-plus salespeople have sold 
about 35,000 of the in-line modular merchandisers that 
were introduced in 1981 . 

Noxell's advertising budget runs about 22% of sales. 
Last year that worked out to about $66 million, keeping 
the company as the top spender in mass-market cosmetics 
advertising. Whereas other cosmetics companies rely on 
"historical unit growth rate" to improve their positions, 
says Smith Barney's Salzman, "Noxell relies on market
ing"- and that's what's working. 

Shaw Industries earns 
red-carpet treatment 
Adding more sales managers and salespeople, 
and knowing just when to do it, helped Shaw jump 
from fifth to first place in the carpet business. 

Astute restructuring of its sales and marketing organiza
tion positioned Shaw Industries for a highly successful 
year in 1983. Not only did the Dalton , GA, carpet manu
facturer increase its sales 30% to $30 1,8 million in fiscal 
19R3 (ended Jul y 2) but it enl arged it~ market share from 

, i 
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I' 
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How a whisper shook ad business 
In the right waiting room at the right time, Gunilla Knutson stepped 

into commercial history by urging men to 'take it all off with l'! oxze 

Shaving C'Team, sexy? It ha>'dly seemed 
possible until the mid-60s, when N ox
zerna Chemical Co. (now Noxell Corp.) 
aired a commercial that stopped America 
in its tracks and made the country take 
notice that it was indeed possible to make 
shaving a sensuo'us experience. Swept 'u.p 
in the pheno1fl,enon was the cornpuny't; 
VP-ad director, Hollis Will-iaw.son "Hill" 
Grathwohl, a veteran marketing execu
tive on both the agenc1J and client sides. 
Mr. Grathwohl died in 1972. This selec
tion is taken from his memoirs, edited by 
his daughter, Susan Grathwohl. 

By H_W. "Bill" Grathwohl 

I have made a thousand television 
commercials. All but one was care
fully planned, written and rewrit

ten, cast, costumed, set and shot like a 
miniature movie. The exception became 
the most famous of all . 

It was a 60-second commercial for 
Noxzema instant shaving cream in 
which a wide-eyed young Swedish 
woman murmured, ''Take it olT. Take it 
all olT." 

After the first airing in November, 
1965, the mail startedcomingin.in
creasing as the commercial was re
peated. A few took us to task for "sug
gestive advertising," but most were 
complimentary, and many were ec
static. 

All over the country, store managers 
talked to salesmen about the commer
cial, and the orders grew substantially . 
In restaurants, at bars, at cocktail par
ties, wherever I went, as Noxell Corp.'s 
VP-ad director, men would approach me 
and comment on the commercial, al
ways with emphasis on the model, Gun
ilia Knutson. The irony is that up to 
then, 1 had never met her. But 1 saw no 
reason to mention this and 1 tried to 
remain modest about any part 1 might 
have played in this commercial's suc
cess. 

Nevertheless, everyone was happy, 
including Gunilla. We signed her to a 
yearly contract-I had met her by that 
t ime-and guaranteed her a good in
come in return for exclusive TV rights. 

Whel\ lJo!!1~g N.Ql(~!I in le5§, NQrp@!1 
Witt was president lind Bill Hunt was 
marketing director. Noxzema shave 
cream was an unknown brand strug
gling to stay alive, with very little ad
vertising. We reshuffied the budget and 
found we had enough money to adver
tise competitively only in two cities, 
New York and Boston. Within months, 
the brand moved up to No. 1 in both. 
Knowing the product responded to ad
vertising, we added more cities and 
eventually went national, where it re
mained either as the No.1 or No.2 
brand. 

But 1 was never wholly satisfied with 
the advertising. When the brand was 
introduced, Noxell's agency, Sullivan, 
Stauffer, Colwell & Bayles, couldn't 
handle it because it had Rise, a rival 
brand. At Ray Sullivan's suggestion, we 
turned it over to David Mahoney, who 
had left Ruthrauff & Ryan to set up his 
own shop. With our shaving cream, he 
promptly joined MacManus, John & 
Adams, and that's where it was when 1 
left Cunningham & Walsh to join Nox
ell. 

From the start, 1 wanted William 
Esty Co. to handle the brand. They had 
contributed a great deal to the success 
of Colgate's Rapid Shave. Esty was to 
resign that business in July, 1956, and 
it went to Ted Bates. After a year with 
Noxell, 1 went to Jim Houlahan, then 
Esty chairman-president, and olTered 
the business to him. 

At the time, he couldn't take Nox
zema because of a product conflict. 1 
then chose Doherty, ClifTord Steers & 
Shenfield, and we started a new strat
egy, including the now-familiar line, 
"The closer you shave, the more you 
need Noxzema," a copy improvement 
that helped the brand rise to the top. 

Then, some personnel problems forced 
another switch . Aga in, 1 talked to Jim 
Houlahan at Esty and again he refused. 
I switched to Dancer-Fitzgerald-Sample, 
where we stayed for several years, using 
the same copy. 

In February 1965, Esty lost the Pac
quin business, a bitter blow to Jim's 
pride . When 1 went to him the third 
time, he accepted our account. 

We agreed to keep the jingle and try 
to improve the copy by building a more 
natural bridge to the jingle. 

The head writer said he could see no 
way to improve the basic copy story in 
the line, "The closer you shave, the 
more you need Noxzema." But he said 
he thought he could improve the deli
very. "Do you remember the famous old 
burlesque song, David Rose's 'The Strip
per'? Let me play it for you." 

"The Stripper" was based on the 
music played as strippers performed and 
the men in the audience shouted "Take 
it ofT." The line was almost part of the 
song. After the music stopped, the head 
writer said, "When we sell a shaving 
cream, we have to show a man shaving. 
He has to register joy and satisfaction at 
having found a shaving cream that 

makes this unpleasant shaving ritual as 
pleasant as possible. The trouble is, 
every other shave cream shows a man 
doing the same thing, shaving, and all 
men look alike with lather on their 
faces. We're looking for a way to make it 
difTerent and memorable-and we think 
we've found it." 

He went on, "We're going to have a 
man shave to music. We've tried out 
'The Stripper' and it's entirely possible 
to have a man time his strokes with the 
razor to music. We h-ave a singer lined 
up who has a perfect 'vaudeville voice
gravelly, throaty and sexy-and she 
will put new life into the jingle." 

The music started again, the singer 
ending with, "The closer you shave, the 
more you need Noxzema." The effect 
was startling. 

1 congratulated the writer and said , 
"Let's get it on a storyboard and into 
product ion right away." Two weeks 
later, we saw the rough cut, without 
opticals; 1 was told a dozen men tested 
for the job and one <Robert Hoverk) 
knew what we wanted, timing every 
stroke to the beat ofthe music. 

I usked J im I-Iouluhan what he 
thought of it. "I like it, but there's some
thing missing. We haven't yet taken full 
advantage of the situation." 

The room was si lent. It is almost un
heard of for an agency man to raise an 
objection after client approval. 

Jim continued: ''The idea of tying a 
shave cream to burlesque mus ic is 
great. 'Take it all off has a nice double 
meaning. And making a man shave to 
music is something we never thought of 
in all the years we worked on Rapid 
Shave. But there's something missing." 

He paused. "I miss a girl in there. 
We're using music associated with 
women, a phrase assoc iated with a 
woman-she's a stripper, but she's still 

(Continued on Page 64) 

The smile of lady luck 
By Alisonl"!lhey 

Looking back on that celebrated 
"Take it ofr' campaign, model-turned
spokeswoman GuniIla Knutson today 
says she feels lucky to have been a part 
of those Noxzema shaving cream com
mercials. 

"They accomplished what a commer
cial is supposed to do--sell a product
and I'm certainly glad I was involved," 
she says. Although the Swedish blonde 
admits she may have been stereotyped 
as a result of the ''Take it ofr' spots, the 
commercials "gave me a name" and 
brought other endorsements her way . 

Since "Take it ofT," Ms. Knutson has 
continued her modeling work and also 
served as spokeswoman for Rose Milk 
skincare products and Gold Seal Wine 
Co. For a time in the late '70s, she also 
owned and operated "Nature's Chil
dren," a Manhattan health-food store. 
Next for her, she said, is a Great West
ern Wines' campaign. 

Ms. Knutson, 44, resides on Manhat
tan's East Side with her Swedish hus
band, Per, an athletic director at a pri
vate school, and their 15-year-old son, 

Gunilla: still a spokesperson. 

Andreas. With parental encouragement, 
the boy has been modeling for the past 
five years. B'l 

r 
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How whisper shook ad biz 
(Continued from Page 50) 

an attractive woman. We ought to 
have a woman in there." 

I said, "Go ahead, see what a girl 
can add. But meantime, let's get this 
through opticals and have it ready." 

I returned in two weeks and called 
Esty (rom the airport, asking, "Have 
you got anything I should see?" 

The account exec answered, 
"Hell, yes. We got in a rough cut this 
morning and we are holding it for 
you. I'll tell you, you're in for one 
hell of a surprise." 

I said, "I'll be there in an hour." 
After I arrived, the head writer 

said, "Now, before we show the new 
version, let's have a look at the one 
we started with." They dimmed the 
lights and the "Stripper" came on, 
now finished and ready for air. I 

Canada 
(Continued from Page 58) 

to gross more than conventional 
media advertising. 

Non-media promotion is the only 
real area of growth, Mr. Foss said. 
He added his members are looking 
for shops tha t can provide all their 
marketing needs under one roof and 
one set of overheads. 

An intriguing development on the 
media scene has been the willing
ness of U.K. media moguls to take 
minority positions in new Canadian 
publishing ventures. 

Pearson PLC, the London-based 
owner of the Financial Times, has 
taken a 25% interest in the new 
daily Financial Post. Robert Max
well's British Mirror Group has 
taken a similar stake in Pierre Pela
deau's Quebecor Inc. progeny, the 
Montreal Daily News, to be 
launched in March. 

Canada's tax laws make it diffi
cult tor media properties to survive 
if they are more than 25% owned by 
non-Canadians. 

However, with fewer good media 
properties for sale worldwide, even 
Canada's restrictive environment 
could become attractive to more 
media companies. 

Such companies will find some 
quirky regulations about what can 
be advertised where and how. 

Apart from tobacco, the Supreme 
Court of Canada is considering the 
constitutionality of Quebec's ban on 
advertising to children. 

10,10, Ihm iN A PQwurllll Igblly 
bYllilns IOK!role IlcpuolyplnllR Ih~ 
media. ~thnic groups also are start
ing to make noises about stereotyp
ing. 

But the most likely new pressure 
group to emerge will be the aged. 
With the graying of Canada, the eld
erly are a target market for more 
and more products. II 

was delighted; it was even better 
than I had remembered. The head 
writer spoke again, "You remem
ber Jim's comment on that commer
cial. He thought a girl could im
prove it. So we got a girl and gave 
her some of the lines the announcer 
had, and we cut a few feet from the 
shaving sequence to bring her in, 
and now we'll show you the result." 

Then the new commercial came on, 
rough cut but still with the sure sign 
of genius. A young, innocent-looking 
blonde appeared and whispered, 
"Men, take it off. Take it all off." The 
music came up and there was a man 
shaving-in time to the "Stripper" 
music. At the end, after the jingle, the 
girl came on again. "Noxzema," she 
whispered, and held up a can of our 
shave cream. The music came up and 

the screen went blank. 
"You added a whole new dimen

sion," I told Jim. "It's a brand new 
commercial. You can't even com
pare it to the original. Jim, you're a 
damn genius." 

Jim said, "Well, it just didn't seem 
right to leave so much to the imagina
tion. The girl's great, isn't sheT' 

Then I was told her name, thut she 
had been trying to break into the 
business for a while. She came to 
Esty about a year earlier after being 
named Miss Sweden in 1961, in the 
first Miss Universe contest. 

When we were making two fol
low-up commercials with Gunilla-I 
had by now met her and found her 
to be a charming and efficient young 
businesswoman-I asked the produc
tion manager how he found her. 

"I'll tell you exactly what hap
pened," he laughed. "When we fin
ished the original version of 'The 
Stripper,' Jim suggested we put a 
girl in. The casting director asked 
me what she should do. I told her to 
get a girl-anyone, use her own judg
mcnt-and we'd bring her in the next 
day and make a few shots of her. 

"The casting director knew I 
wasn't particulurly interested in re
shooting. On her way back to her 
office, she went through the casting 
reception area; it was almost 5 
o'clock. There, sitting alone, was 
Gunilla, waiting to show her book. 
She was told to be at the studio at 
9 the next morning. Nobody even 
thought of her accent. She might as 
well have been (rom France, or 
Sioux City, as Sweden. 

"The next day, there was this girl, 
introduced to me as Gunilla Knut
son. As soon as I heard her do her 
lines, and saw her through the cam
era, I knew we had stumbled on 
something big." 

"I'll be damned," J said . "Here 
you stumble on a girl nobody pays 
any aUention to until she's in front 
of a camera and we come up with a 
commercial that seLs the whole in
dustry back on its heels. Other 
times, we look at 50 girls, screen~ 
test a half-dozen, do a dozen takes 
for one sequence and when we get 
all done, we'll have something that 
nobody but us has any interest in. 
We're in a strange business. How do 
you figure it out?" 

"I don't try to," he said. "Maybe 
we better bring Jim in more often."" .. 

For more information contact the Archives Center at archivescenter@si.edu or 202-633-3270



How a whisper shook ad business / 
In the right waiting room at the right time, Gunilla Knutson stepped 

into commercial history by urging men to 'take it all off with ~oxze 

Slul1,;ng cream, sexy? /I hardly s"''1,wel 
possible u"ti/ the mid-GOs, wh.n N ox
zerna Chemical Co. (now Noxell Corp.) 
aired a commercial titat stopped America 
in its trocks and "uule tit" ccrtmtry take 
,wtic. UUll it was i"deed possible to make 
shavi,'D a se".'",,,,,, experie"ce. SW''Pt up 
in the pl1.e1W1"etL01t waH the C01IL7HJ.",ytx 
VP-aa directur, /lollis Willia"'"011 "Bill" 
Grathwohl, a veteran marketi,'D exeCl'
live on both the agency and client sides. 
Mr. Grathwohl died in 197ft. This selec
lion is taken/rom his me1lwirs, edit£d by 
hia daught£r, Susan Grathwohl. 

By H. W. "Bill" Grathwohl 

I have made a thousand television 
commercials. All but one was care
fully planned, written and rewrit

ten, cast, costumed, set and shot like a 
miniature movie. The exception became 
the most famous of all. 

It was a 60-second commercial for 
Noxzema instant shaving cream in 
which a wide-eyed young Swedish 
woman murmured, "Take it oIT. Take it 
all oIT." 

After the first airing in November, 
1965, the mail started coming in, in
creasing as the commercial was re
peated. A few look us to task for "sug
gestive advertising," but most were 
complimentary, and many were ec
static. 

All over the country, store managers 
talked to salesmen about the commer
cial, and the orders grew substantially. 
In restaurants, at bars, at cocktsil par
ties, wherever I went, as Noxell Corp.'s 
YP-ad director, men would approach me 
and comment on the commercial; al
ways with emphasis on the model, Gun
illa Knutson. The irony ia that up to 
then, I had never met her. But I saw no 
reason to mention this and I tried to 
remain modest about any part I might 
have played in this commercial's suc
cess. 

Nevertheleaa, everyone was happy, 
including Gunilla. We signed her to a 
yearly contrBct--I had met her by that 
time-and guaranteed her a good in
come in return for exclusive TV rights. 

When l jollied NQlIeUl1I 1956, Norb9rt 
Witt WU pl'8lldent and 81\1 Hunt wu 
marketing director. N oxzema aha ve 
cream waa an unknown brand atrug
gling to atay alive, with very little ad
vertiaing. We reahuffied the budget and 
found we had enough money to adver
tise competitively only in two cities, 
New York and Boaton. Within months, 
the brand moved up to No. 1 in both. 
Knowing the product responded to ad
vertising, we added more cities and 
eventually went national, where it re
mained either as the No. 1 or No. 2 
brand. 

But I was never wholly satisfied with 
the adverti.ing. When the brand was 
introduced, Noxell'. agency, Sullivan, 
Stauffer, Colwell " Bayle., couldn't 
handle It because It had Riae, a rival 
brancI. At Ray Sullivan' •• uggeatlon, we 
turned It over to David Mahoney, who 
had left RuthrauIT " Ryan to aet up hla 
own .hop. With our shaving cieam, he 
promptly joined MacManus, John & 
Adams, and that'a where It was when I 
left Cunningham" Walsh to join Nox
ell. 

From the sta r t, I wuntod William 
Esty Co. to handle the brond. They had 
contributed a great deal to the success 
of Colgate's Rapid Shave. Esty was to 
resign that busineas in July, 1956, and 
it went to Ted Bates. After a yeor with 
Noxell, I went to Jim Houlahun, thon 
Esty chairman-president, and oITered 
the business to him. 

At the time, he couldn't tuke Nox
zema because of a product connict. I 
then chose Doherty, ClilTord Steers & 
Shenfield, and we started a new strat
egy, including the now-familiar line, 
"The closer you shave, the more you 
need Noxzema," a copy improvement 
that helped the brand rise to the top. 

Then, some personnel problema forced 
another switch. Again, I talked to Jim 
Houlahan at Esty and agoin he refused. 
I switched to Dancer-Fitzgerald-Sample, 
where we stayed for several years, using 
the same copy. 

In February 1965, Esty lost the Pac
Quin business, a bitter blow to Jim's 
pride. When I went to him the third 
time, he accepted our account. 

We agrcc<l to keep the jinglo and try 
to improve the copy by building u more 
natural bridge to the jingle. 

The head writer said he could see no 
way to improve the basic copy story in 
the line , "The closer you shave, the 
more you need Noxzema." But he said 
he thought he could improve the deli
very. "00 you remember the famous old 
burlesque song, David Rose's 'The Strip
per'? Let me play it for you." 

"The Stripper" was based on the 
music played as strippers perfonned and 
the men in the audience shouted "Take 
it oIT." The line was almost pert of the 
song. After the music stopped, the head 
writer said, "When we sell a shaving 
cream, we have to show a man shaving. 
He has to register joy and satisfaction at 
having found a shaving cream that 

mnkCH thi~ unpl eusnnt lihuving rituu l as 
plousont as possible . Tlw trouble is . 
every other shave cream shows a man 
doing the same thing, shaving, and all 
men look alike with luther on their 
faces. We're looking fo r 0 woy to make it 
diITerent ond memorobk'-ond we think 
we've found il." 

He went on, "Wo're going to have u 
man shave to music. We've tried out 
'The Stripper' and it's entirely possible 
to have a man time hi. strokes with the 
razor to music. We have a singer lined 
up who has a perfect 'vaudeville voice
gravelly, throaty and sexy-and she 
will put new life into the jingle." 

The music started again, the singer 
ending with, ''The closer you shave, the 
more you need Noxzema." The effect 
was startling. 

I congratulated the writer and said. 
"Let's get it on a storyboard and into 
production right away." Two weeks 
later, we saw the rough cut, without 
opticals; I was told a dozen men tested 
for the job and one (Robert Hoverk) 
knew what we wanted, timing every 
stroke LA) the beot of the mUKic. 

I aKked Jim 1I0uiahan what he 
thought of it. "I like it, but there's some· 
thing missing. We haven't yet taken full 
advantage of the situation." 

The room was silent. It is almost un
heard of for an agency man to raise an 
objection after client approval. 

Jim continued: "The idea of tying a 
shave cream to burlesque music is 
great. 'Take it all olr has a nice double 
meaning. And making a mon shove to 
music is something we never thought of 
in all the years we work,..! on Rapid 
Shave. But there's something mi88ing." 

He paused. "I miaa a glrl in there. 
We're using music associated with 
women, a phrase associated with a 
woman-ehe's a stripper, but she's still 

(Conlin IUd 0" /'ag. 6H 

The smile of lady luck 
By Allaon Fahey 

Looking blck on that celebrated 
-rake It oil" campaign, model-turned
apokeawoman Gunilla Knutaon today 
.. ya ahe feels lucky to have been a part 
of thoae Noxzema shaving cream com
merciala. 

"They accomplished what a commer
cial is supposed to do-eell a product-
and rm certainly glad I waa involved,· 
abe .. ys. Although the Swediah blonde 
admits she may have been atereotyped 
aa a result of the "Take it oil" apots, the 
commercials "gave me a name" and 
brought other endorsements her way. 

Since "Take it off," Ms. Knutaon has 
conUnued her modeling work and .Iso 
aerved as apokeswoman for RoM Milk 
akincare producta and Gold Seal Wine 
Co. For a Ume in the late '70.. sh. also 
owned and operated UN atlll'l" Chil. 
dren,· a Manhattan health-food atore. 
Next for her, she said, ia a Great Weat
em Winea' campaign. 

Ma. Knutson, 44, reaidea on Manhat
tan'a East Side with her Swodish hus
band, Per, an athletic director .t a prl
vata achool, and their 15-year-old son, 

GIlDllI81 atlll • lpok .. penon. 

Andreas. With perental encouragoment, 
the boy h .. been modeling for the past 
five yeara. .:m 

For more information contact the Archives Center at archivescenter@si.edu or 202-633-3270
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j;lW whisper shook ad biz 

(Conunued from Page 50) 
an attractive woman. We ought to 
have a woman in there." 

I said, "Go ahead, see what a girl 
can add. But meantime, let's get this 
through opticals and have it ready." 

I returned in two weeks and called 
Esty from the airport, asking, "Have 
you got anything I should see?" 

The ac count exec answered, 
" Hell, yes. We got in ~ rough cut this 
morning and we are holding it for 
you. I'U teU you, you're in for one 
hell 01 a surprise." 

I said, ''I'll be there in an hour." 
Aller I arrived, the head writer 

said. "Now, before we show the new 
version, let's have a look at the one 
we started with." They dimmed the 
lights and the "Stripper" came on, 
now finished and ready for air. I 

Canada 
(Continued from Page 58) 

to gross more than conventional 
media advertising. 

Non-media promotion is the only 
real area of growth, Mr. Foss said. 
H. added his memben are looking 
for shops that can provide all their 
marketing needs under one roof and 
one set of overheads. 

An intriguing development on the 
media scene has been the willing
n ... 01 U.K. media moguls to take 
minority positions in new Canadian 
publishing ventures. 

Pearson PLC, the London-based 
owner of the Finonci4l Tim .. , has 
taken a 25% Interest In the new 
daUy Financial Posl. Robert Max
well', British Mirror Group has 
taken a aimUar stake in Pierre Pela
deau'. Quobecor lnc. progeny, the 
Monlroal Dailll NCID., to be 
launched in March. 

Canada'. lax laWi make II diUl
cult lor media properties to survive 
if they are mon! than 25~ owned by 
non-Canadians. . 

However, with fewer good'media 
properties for sale worldwide, even 
Canada". restrictive environment 
could become atlractlve to more 
media companies. 

Such companies will find lOme 
quirky regulations about what can 
be advertised where and how. 

Apart from tobacco, the Supreme 
Court of Canada io considering the 
constitutionality 01 Quebec', ban on 
advertioing to children. 

AlIO, Ih.re I. I pow,rflll IQbb~ 

~~~~~!!!!PIQ~~ ~t'!! 
Ini to make noises about stereotyp
ing. 

But the mOlt likely new pressure 
group to <mUlle will be the aged. 
With the graying of Canada, the eld
erly an! a target market for mOn! 
and mOn! products.# 

was delighted; it was even beller 
than I had remembered. The head 
writer spoke again, "You remem
ber Jim's comment on that commer .. 
clal. He thought a girl could Im
prove it So we got a girl and gave 
her some of the lines the announ~r 
had, and we cut a few feet (rom the 
shaving sequence to bring her in , 
and now we'l) show you the result." 

Then the new commercial came on. 
rough cut but still with the lure sign 
01 genius. A young, innocent-looking 
blonde appeared and whispered, 
"Men, take it olt. Take it aU oU." The 
music came up and there was a man 
• having--in time to the "Stripper" 
music. At the end, alter the jingle, the 
girl came on again. "Noxzema," she 
whispered, and held up a can 01 our 
shave cream. The music came up and 

lhe screen wen t blank. 
"You addc.'<i a whole new dimen

sion," I told Jim. "It's a brand new 
commercial. You can't even com
pare it to the original. Jim, you're a 
damn genius." 

Jim said, "WeU, It just didn't seem 
right to leave so much to the imaginu
tion. The .;rl's J.,rrcat, b.n'l she?''' 

Then I was told her nllme, thut Shl' 

had oc-en trying to break into the 
business for a while. She came to 
Esty about a year earlier after being 
named Miss Sweden in 1961, in the 
first Miss Universe contest. 

When we were making two tol
low-up commercials with Gunilla-I 
had by now met her and lound her 
to be a charming and e!!leient young 
buslnesswoman-I asked the produc
tion manager how he found her. 

''1'11 tell you exactly what hap
pened," he laughed. "When we fin , 
ished the original version of 'The 
Stripper,' Jim suggested we put a 
girl in. The casting director asked 
me what she should do. I told her to 
get a girl--<Ulyone, use her own judg
mcnt.--and we'd bring h~r in the nt.'xt 
day and make 8 lew shots 01 her. 

"The caslinu director knc.'w I 
wosn't pnrlicul.lirly In tcrcsh .. '<.1 in rt.'

shooting. On her way back to ht.>r 
office. she went through the casting 
reception area; It was almost 5 
o'clock. There, silting alone. was 
Gunilla. waiting to show her book. 
She was told to be at the studio at 
9 the next morning. Nobody even 
thought or her accent. She might •• 
well have been from France. or 
Sioux City, as Sweden. 

"The nc.'xl day, lhl'rt' w~u ttus ":Irl. 
in troduced to nw as Gunlllu Knut 
son. As soon as 1 h('ard )ll'r do hl'r 
lines, and saw her through th ... cam
era, I knew we hod Itumblf'd on 
something big." 

" I'U be damned," I laid . " 11t.'n" 
you stumble on a Jr(lrl n()lxxiy PIlYS 

Hny attention to unlil "hI'" In front 
of u cumeru and W~ rom(' up Wllh a 
comrnl'rcla l thal leU tht' whult· In
dustry back on It, h~('ls . Olhrr 
limes. we look at ~o Kirls, 5CI"1:"t!n

lest a half-dozen, do • dozen lakes 
for one sequen~ and wht'n We'! ttel 
all done, we'll hav~ somcthtnK lhat 
nobody but u.s hal any inlf'rt."It In . 

We're in a strange bu.sinna. How do 
you figure it outr' 

·'1 don't try la," h ... id. "Maybe 
we betler bring Jim in more ollen.'" 

\ 
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Tavern on the Green. Si~ contestants, narrowed from a field of 5,000, made the 

~ne best Miss America tradition, she cr'ed. There was ano~ner reason tor 

a publication not yet one year old. 

r::; Lt b 1 :i .:~:. h (.:.:.; i'" 

contest.; Picture 2, 
Lintas.; Picture ~, 

~ .. :.L c: -r:. Lt V" t·:·:·:, .t!. 
t ~ 

c:: :::: ~::: .;::: \ ' ~.:.:,! d .i t·. C) J .... ~, .. ; ( .. E:\ t:. t Henderson and her 
No~ell's ~e~er Troop; Picture 5. I~ancy Korda of Lintas:New York; Picture 

6, Myrtle Washington and daughter Margo, a Sass! :ontestant; °ictw-e 
:; ~::~ ,:'~\ ~:::. :::: . .i. E':~ ::::. t:. C·:; :i. r~ J 3 .. n (:'; in E~ i'" j. c: ,'::{ i: :;. {::J f ; t: (':':' .::::. t:. ~.:;;. ri "1::. ':;~. f3 (.:.:.:, r"i C) C: h E~ r"~ ;~:.:j ~ ,3 C:~ ~:~ . . i {-'::: i· .. 1 Cr d :::.! ~::. c:; n ~ F;~ .i n n E:'\ r"i 

.... . ..... 
;;;;; ,':':\ r"~ c! t· .. · ;;'::'~ Lj U .:::'~ '; 
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r Level 1 printe~ 1n rULL format. 

{ r·· 
\ " .. 

September 2, l~dd 

,-,+ 

LENGTH: 448 words 

is fililng 1n ~n1S week 

This new teen-mag, we 
Majoritans outraged 

by its co~eraqe of ~OP1CS like masturbatnion and homosexuality. 
result of ~nese protests, several advertisers have pulled out 01 ~ne book Une 
of t0ese, somewhat ironically 

-: • L 

J. :.L ~ : {.:.:.:, t:.CJ c j'''~f::':':' ~:::. Lt c: c:: F::' F· d ;: .. 
products, Charles Busta. 

: u. ~:::. t. C) Hi (.:.:~ ~,. ::::. 

Will Noxell be back~ 

1n a tWO-·P~0~ s~. ead. 
e: C) r'j t:. {_:.:.:J r") t:. " :! 

fall are now upon us 

-""." F: ./ ,!. 'r" ~.: {.:.:.! or: . . 1 r"j U 

E:~ u. t:. ~:\~ (.::.: cl.:1.. d n ,,+- .~:; .1,. i 'j d 

Busta wouldn't say, b~t publ1sher Helen 

li 
·::~.1. CJ ".:".:l 

an~ Do~n are rlfe with spcnsorship 
The first broke Monja, 1n Flushing Meaduw. ~~ the Airship Fuji 
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(While Edberg'~ next stop 1S Seoul, FUj1'S 15 not 
I sponsor ~nlS year.) 

it didn't become an Olynpi~ 

Walting in the wlnqs is next weeks Miss America Pageant. 
sponsors is Fruit of the Loom. This 1S a logical tie-1n, says G~ey's vp M1ke 

contestants prefer this brand? 

I";: .1\.' 
'::.! 1 .. 1 t 

senior vp. group crea~lve director at Grey Adverti3ing. 
.' .... ; '" 'I,," .. 

;:::: -r.: .1 c: ~< .! {.:.:.:I ::::. .. r:., .1 r"~ (J C! T 

In previous years 

lt was good prepara~lon for heading up the Mitsubish1 account 

Mercedes at McCaffrey and McCall, Volkswagen at 
Wells, R1Ch, Greene. 
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~c~!riqht (c) 198B A/S/M Communicatluls, Inc 

SECTION: CORRIDOR TAL.K 

.ENGTH: 1E9 wcrds 

* Thinqsouldn't have looked cozier becween the staff uf ~assv magazire and 

the Green last week. 

the magazine has teen barri.geo 
~~ topi=s, ~Jch as masturbation and homosexual ltv 

T " 

oulled out OT the magazlne because OT eOltor 31 conten~. The real surprise was 

dE·:, c .. L de·::' c! to go ahead with co-sponsorlng .; -i .. 
.. \. I .... 

A two-page spread 
America" Rinnan Henderson will appear In the January issue of Sassy but 

GRAPHIC: ~dver tisement 
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NOXELL CORP.'S 
NOXZEMA SHAVE CREAM 

AGENCY: William Esty Co. 
GROUP CREATIVE DIRECTOR: 
Ahm Saperstein 
ART DIRECTOR: Tom Con~ 
AGENCY PRODUCER: Jerry Mason 
DIRECTOR: Melvin Sokolsky/ 
Svttligllt Pictures 

The Noxzema spot shows young couples spending quality time in front of the bathroom mirror. 

Sign of the Times: Noxzema Puts Man and Wife Into Lather ; 
Forget Dr. Ruth. To understand the male chorus that sang: "They call her The latest Noxzema spot is sun-filled I 
prevailing sexual standards in our culture, Creamy. Woo! Woo! Woo!" and energetic, and features a '50s-style I 
we ne('o only to look at Noxzema commer- Such subtlety was preceded in 1972 by a song about "Mr. Irresistible" and a pano- I 
cials. It's odd, but it does appear that for spot featuring yet another blonde bomb- ply of aforementioned cuppies. This is the 
more than 20 years, William Esty's adver- shell type who announced: "Men! Watch new frontier of commitment, where men 
tising for Noxzema shave cream has de- Joe Namath get creamed." Namath, at the are tender, women are aggressive, and all 
fined the sort of jokey, mass-culture sexu- time sporting a fabulous moptop, looked are so grateful not to be single that they 
ality of the time. heavenward and said, "Hooo!" work like crazy on each moment. 

We still remember the bur- At least when it~i)'l1es to shavmg 
lesque of Scandinavian fantasy cream, these cuppies are a bit 
woman Gunilla Knutson in 1970, This is the new frontier of kinky. The women, in particular, 
wlwn she told men to "Take it are so well groomed, yet sexually 
off. take it all off." The newest commitment-where men and women playful, that it's as if June Cieaver 
Noxzema spot features some ter- are grateful not to be single. got a talking-to from Helen Gurley 
ribly energetic young professional Brown. One woman, in power suit 
couples (cuppies) finding time to and power 'do, appears to be vacuo I 

nuzzle and still have a quality shave. After the aggressive, swingin' singles of uming the lips of her bare-chested Mr. lrre" 
Y('t over the years, the advertising has also the '70s, things got much quieter in the sistible and comes away with a face fJlI o! 

conwyt'<i a ridiculous amount of sexual innu- '80s. It was a "sharing" kind of time. shaving cream. Another, in an apparent ges
endo while staying wrapped in a respectable Scarcely 10 years after Gunilla the Killa, a ture of solidarity, just rubs some of the crean 
cloak of paekat,red-goods ir':1Ocence. 1980 s pot titled Newlyweds tenderly on her face, while still another drags her man. 

Tak:'. for example, the mid-'70s period showed a wife in a bathrobe telling her who has shaving cream on his face, out of thf 
spot:; fl'aturing Farrah Fawcett-Majors, (then husband that she missed his face. It ended bathroom. 
still in l he land of the thl'Cf'-name people), with the line, "Share the softness." Still, there's a veneer of earnestnes:" Ir ' 
Straddling- ;. chair ill a white jumpsuit, she in- Perhaps the best remembered commercial these sexually confused times, the road t,r. 

tnxhll't'~ hCl'lic lf: "Hi. guys, I'm Creamy." A of recent tunes is called Small Bathroom. safe cuppie-dom may be paved with ~hav 
chorus of offstage men ther. respond with He's shaving at the min'Or, while she's in the ing cream. But safe cuppie-dom might nol I 

1

' _S_ll(,'_h,,_t'I(_'g<_l_nt ripoS_leS as "H_e_y," am_' ___ "Y __ eah_!',', __ s_hower, shaving her legs. The spot suggests last long; word is that casting h:;, begun J 
_ In all _t'arlicr spot, she was intnxiured by <I t~at the eouple will be late for work. for a new Charlie 's Angels. Woo! 
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November 21. ~~dd 

SECTION: PHCTO REVIEW; Pg. 50 

DATELINE: NEW YORK 

from Elliot Marion. 
publlcation honors individLlals and companies ~na~ have made outstandinq 
contrLbutions to the b~idal industry. 
c: C) ;:::. rH f::·:·:: t: .. i c: ~:::. J..i r'~ E·:' " The awards ceremony was held at the Waldorf-Astoria 

For more information contact the Archives Center at archivescenter@si.edu or 202-633-3270



1988 Crain Communicatlons. {r" -'I 
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SECTION: FOR THE RECORD Pg. 99 

HEADLINE: WORTH NOTING 

Palmer BroNn Cos., Bethesda, Md., handles. 

j""I"c;, r" r":!" c! 'I::, L, 

:::::":;1'''), c'! 
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66TH STORY OT Levell crinted in FULL format. 

{ r" '. ~, .. 1988 ~rain Communications. 

LENGTH: 679 words 

Soldier' loses ad suit 

DATEl.INE: HOUSTON 

A U.S. District Court jury's verdict against Soldle'- ot Fortune over a 
ad could result in a chliling 

Last week the jury ordered the maga~jne ~o pav $9.4 million to a 1=~3s ~amlly 

f C) f'" J .... tt r': n :i. r'i q ':E1. c:: J ,':'~ ;;~~ .::::. :i. f .i. (':'::' d ,;;'!, d of r~ c, fH .;':';'!, n .:':'£~.!. 1 E:' {.:J c·~~ d ,"n !,). it~ d (':':'! ,"- •..... {.: C) jr ·····l···i :i. i .... \'7::" 11 j"';.i t: rn ,:::~ r,; :! ~:::. c~ .I. J c: i t: :.1.. r"i '} 

OUSlness (AA. Feb. 291. 

The jury found the mag3zice s~ould have known the ao was offering the 
services of a hired killer and was negligent for not ; , , 

"t .. i'l!-:-~" ~:;~ D " 

li'TI"'f(':':':' 'f;::'{11c)tJt 'fl"'C)ffl -t.t"fF::; \/{.:.:.:t\'''d.ict:. rnE:'{\/ [)E:" ·t.!·"li:';i't, F:L~L!l.i~:::.!···i{·::.·!r !~:. ~·'.Jc:)~.tld f:::.~.:.:: (~\r'il-'\J:i 11 ir"'<;J t:.C) 
,'::\ C c:: (:~:' p t E:'t r": ~y' c:: Cr r'i t· r- C) ... ./ f::~ r- ':::~ .i. ~';':. 1 <'::{ d ~:;:. L..! i .:':'~ d ;;::. t.·.I'"·i .::';i. t. (f"{ i {J h t:. 1. r": .:~:. C) ["11 !:::':' l .. \l ~'::'{ 'J:' .::::. ~.,- : ... :.:' ~:::. J :I. t I. n .L : 'j j !.J;" :~' , 

said Slade Metcalf, ch~irman of the legal affajrs cnmmittee of the Magazlne 
F' I ~l t·, ], i ::: .. 1"', (,:,:~, j'" ~:~. C) f {::f en f?! !'" :i c ,';':'" u 

.. r'! {:':'~ ::1 ,':';'\ :? i r'l (.:.:.:, ~:::. !::: 1"', Cj Lt :I. dr') .. ·t. I:) {':'::' t:. ~"'I [,:1 C) r'~ ], ":l c' r"j ~.:.:.:, ~:::. c () r'~ c:: (::,~: r' r"i (,:.:.:' j :r i I h (,:,:~, V.,! (:":'i. r' r"j { :. d II 

~::'~ j'"'! 'y' i'ii ('.:::' d :.i. .:':':\ t:. h .;:':~. t:. t ,3. k ~.:,,::: .;':'~ d ~:::. r! 

'r i"'j {.:.:.:, \/ {.:.:.:, 11'" cJ .i c t:. c.: C) U. } d f.) c·:·:' 1; rn C) ~::;, t: t:. ~., .. t : tJ Ll ]. (,:.:.~ '::::. c! in L:! j I -f C) lr' r'~ E':':' {:'J '::;: j:::.: .:':';'~ r) {.:.:.:, r' ::::. ,':';~ r'"l d 'i:' h c~ :::: c·! rn ,':';"; (.:,:! .:::':., :.:~: i r": t·o:. !;::. 

-1.:: h .:::t t ,'::1. c: c: F::'~ F! -1::. C]. E:{ ~:~. ~:::. 'f ·i .. E':~ d ,::\ d '1~· .:'::~ n Cl {."J t···; i:'~ -1::. E~ ...... F·::: c ,'J.], J. t::':7 Cl : I !J (.:::1 I'" ~:::. C:~ n ,'~\ 1 ;! {;';\ cl ::~'!l ~:::. ~':?. .i. d }) C) r": 

Kummerfeld, MPA president. 
I:;:: 1 ~ i. n n (.:.:.~ cl .;:':'~ P F! (·X·} i:;\ 1 It 

t I" •. i i'''j {J ~:. , l! i':'i i··M

" ) .... ; (.::.~ t:. c' i':;{ ]"f .:!: .. :':':'!. i d " 
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The question of product law~uits also rema1ns. 
Pinto and cigarettes, product lawsuits have been involved 
:; :D C) (.:."::: ~:::. t:. j'''i :i ::::. fn \':.:.:: E:'\ r'; t:. !"'~ {.:.:.:: rn i;':'~ (J E:'; :;.:: .i r'j E·:: 't::. h i:":'{ t:. c:: i:), f'o, {' :.t {.:.:.:, .::::. '~' .. ~.,.~ {:::' ;:';'~. d .~::. t:) \':':: c: C) rr ~. ; ~::: l.i E:~ L~ ]. C" ~ . L.l ~ . ..! : 
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Relations betweEnord, Geller. Federico, Einstein, New York, and parerlt WPP 
~roup in London are worsening. LGFE removed itself from =ons~oeration for 

pressure from WPP Chairman Marz~n Sorrell 
might ieooardize sister agenc 
F'c)i'""d r/iC:it.Cj(" L·Cj" I'" ,~.: ! 'It.~r- ~ .. :." 

.:', / 

{ r" 
~. \". 

third-class ma1!ers. The comm1ssion recommended an average ~~~ hike 1n 
third-class rates and an average 18% increase for publishers 
than the U.o. Postal Service's proposed increases. 
considej- the commission's recommendations this weeK with final adcption expected 

.... . .~ 

:.t .. !""; i-::F11···· J .. .i. " 

.'1' :i. j'. ~::' .:::. LJ It ::::~ 

It: " i::: 

ouch agreements govern ~ne Li 

and sales-promotion companies for about $46.8 million (AA, Jan. 11). 
and U.S. have annual revenues ot t~uu million. ·,,"1 Ine Tour compan1es 

are: Focus Marketing; Hermann Group; 

Sears, Roetuck & :0. nas un a yearlong test of a tj·equen~-sn~pper program, 
Lalled the Sears Bonus Club, in its seven Atlantic-area stores. 

could roll nationwide with it 1n 1989 Separately, Sears said 
, ,- ... 

res~ruc~ur1ng aT layoffs as earlier 
speculated (AA, ~eo. ~0) but that staff will be trimmed ~h~ough attrition and 

i 'r", l r ' !"', 
'.d· .... ·, ! .... " c: c)n T !..). :::- 3.. c=n 

T.1 J. c·:· c ..... !:::,·f·· :r \ ... \" may chanoe when Clarioe enters skincare 
since Clarins 1S a noted skincare marketer. 

and radio commerC1alS 

At issue is compensation (AA, uec. 21, et seq.). 

For more information contact the Archives Center at archivescenter@si.edu or 202-633-3270
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50TH SlORY of Level 1 orinted 10 FULL format. 

1988 A/S/M Communicstions, 
(::1 J) l}\i F: E: i< 

May ~, 1988, Midwest Edition 

HEADLINE: Analysts Predict Slow Ad Grcwth 

'..... ... .. , I , ..... ,:, .:. 

~y ~~epne~ ~a~~agl1o 

! r"l :.t ::::. \" c':: E{ \"". even the usual optimistic ad-spending slgns sren't all thst 
CJ ~:) t, ,i in :.i.. ~:::, t . :.t. C " 

American :ompsnies, reaping the benefits sf corporate tax rate c~ts 
oegun to increase cap1~al spendinq, according ~o the U.S. Commerce uep3rtmen~ 
;:-::i 1 t:.l·": c::' L\ C I"·: C) r) t .. i rn i ~:::, t .. i C i:':'\ ~.:J r-:.:r r": c: '~./ (.:.:.:, >~ f·:·:' c: L\ t· .. i \/ !-:.:.:, ~:::. T <-:-:.:t !;:.:.:: 3. d .i 'f 'f ~.:.:.: .. ~,.. E·:' r": T:. 1 -y" '! E:'{ r·l ;':.:'~ ], \/ ~:::. t. ::::. d ( ) n .. t:. L! (-:.:.:, J .i {.:.:.:: \..- E~· 

"·1".1 .... , . .t 

that much of ths~ windfsll ~rpora~e proTl~5 or ln incrc3sed 
bus1ness investment 1S being plowed back 1nto sdvertis1ng and marketing. 

introGuctions sre , : - I 

DC,?! n .J.. ri C3 

expect sdvertis1nq growth to outpace the gross nationsl oroduc~ 

Companies are sinking more OT the cssh saved on the reduction of 
(from 48% to ~0kJ 

products snd sd budgets. 

first-qusrter proflts mirrored the 30% reduction in the rste 
T J_.l'''~:::. T:. 

Gorman ' s New Product News. Same time last yesr, the rste of In(:rease was Lb~. 

Hi.i::~~t~u:tn !'~·:::>~p::·:·:,;r·:::::-.I.C}n u:: ::.::.~,':'?-.:;, ::!:.r!"i,·:?n i:?,ddF::-:ci t·.hEt'i::. C::C;:T:p;;·:;~l'''i.i.(~·:::~:~. v-Ji:.} nE:'(':':':'c:i -l::.h~::·z' de)} J,-:-:'{~'''~:~. t:hE':~~/ -::::.,:~"'/E; 

ln tsxe c ~c keep earnings up while pSy1nq for recent cost incresses rcr rsw 
rn .:::.!, t. (.:-? ~r' J .. :::'!. 1 ~ :::_ ., 
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SECTION: TOPIC OF THE W~~~ 

BYLINE: Sue Fulton 

The Food and Drug Administratlon, now monltorinq wrinl:le treatment products 

" . ... " . compllance OTTlcer 

i! C: 1 :;·~i. :.c in "::::. ~.:.~! (.::.:, r'" t::':7 q {.:.:-~ t:. t: :i. r~ q !."'J C3 r' ::::. (.:::; .::~\ r"! d 1/\! C; ~., .. ~:~. t~·:: b E-2 c: ,'::l Lt ::::. !.:.:~ :. . ..!; .i n t. !.:.~: n ::::. {.:::., c C~ in F:: (.:.? ·C. :.t T: J .. C) n " ·rh(·:·:~\' 

even implied [the support ofJNASA research [by using] monels wearlng tronaut 
.J Lt {Ii F! ~~:. u . .i. t:. ~:::. ~I ! ; C) b ~:::. f:'~ r' \/ F::'~ ~::. (:j in fE' 1 .i .. ::.~ r:{ ,'::;. '::::- ::::- .i. n!i ,;;'{ P )" .. in c: :L F) ~:':\ J ,'::'\ t:. E~ .:'::{ ~; : : :::: . .1. r'; C) \/ ~':'~,~: {::i. j\ I (.:.::; 1;\! -/ Ct 1" k 
cosmetics industry conSUltancy. 

hi \./ 
... " I " ~ marketlng consultants. 

still be able to do buslness. This action won't change cemographics 
HnD American wom0n still have a way to go to reach Eurcpean'c usage 

: . • , i1 SKln care prODUC~S 

multibillion-dollar industry~ 
j ... ! u t. ·f:. CTi • 

': ,. 1 : 

.t ~,:,~, ::::. ~::. D J .. C) ..... ·c {.:::' c n ~ 

More than the FDA, cosmetics ~omr2nies are worrled about Rotin-A gOlng ove~ 
t h (.:.::.. c:: c! t 1. n t. E':~ j .... n 

market competitors such as 
For more information contact the Archives Center at archivescenter@si.edu or 202-633-3270
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JVhal 
Insider.\ 

Now Playing On Cable: 
Captain Courageous And The Albatross 

Page 6 

\\ JIl Slrcct ,~, tJr seem ... rciu(iJnl h.) cmh'<lu: (he 
trend m\'~tl~_ It Yodllid .Jrrear. (1Ult)1 .1 fdthcf hltH.h 
mg ,h\ nc~ ... lIn the- part llr hn.l~cr''' ,\( 1ea ... t thai ... vtH 

I. 'n",'u"J .. ln. Illf ",h\ cI,c \I,(luld the.., Ilel' ""hl'n .tp 
pro.. J.\.hcd h\ J l.u ... ttlmc(l i\~ tllf arh\ JnJ In'I.c,:'llIll'lIl 

h,j "'!~er"'. l"l.\I,lng ((l the unreien[(ng In\C,tlg.IU1rlnll 

I~' Jer tr"dJng. Ihelr lip, are ,ealcd 
\1ud~ d' \\C l..'ekhrJ.le the n:~onatmg prc'c.:n\.c , 

... m.:td. dnd ~m00ch In C4..Hporate 11k. \H! iTU" It \\1l11 I 

leJdl' ,'her. Ie" 'JIUIOr~ behaVIOr We mean. "hal 
I..\.. ~e jtlcr 1.0rpnrate kl,",sing'? Dlrl~ J.InLlng) \\ t: 
ler.enl' 'rU'1 no!. Frankl; m,1\1 CEO, d,1O' hJH 
Ihe Ie," I, r n . 

" \\.lU re d ",oqx:>rJlInn. e\en If "'U re nlll H"ll) 
~J.'" I!"IS '0\ U h.ne rknt~ h.l ft:d glltlJ Jh,lUl (hl'~c 
13. '." ndq~Jner earning' rcp,"!>. n<)" t>cgln 
om.:; h .. 'll: \JIT Ihe prc"c In t!drne~t. Jrc: llnc 'Hong 
,nJII,:aUL'ln 01 (he bUll\Jnl..'\ IJf the el"ont)JTI\ And 
afulher ,! "U' e I; Ihe cheer. .ledlne' In .the 
... nemrl .. , men! Tlle Ti,c ",dane hoi", "h,' Inhahn 
Ihe bond j,.1r.el .. R4nd, Fl'r'~lh n,'le' In Ihl' 

<. ~rrenl ~ .eld oi"mn. 'elzed l>n Ihe J"hlc" 
dal_ "" mpi\.1" Iw ~e'" n,,, e\en Ihcnldh~enec 

I rep', 'eJ p. ,pe I 'or anolher big eanh'luake In 
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Noxell Corp. 
Cosmetics hold the key to the company's growth. 

A T THE turn of the century. 
George Bunung wanted 

somethUlg d~pu'e for the 
new salve he'd brewed In a rof
fccpot al hls Baltimore phar
macy. The name came "'hen a 
ebenl tried the ~tuff. and pro
n{)unced It marvelous: "It reall\' 
knocked out Ill' eczem.a." ThUs 
was born No:uema. the flagshIp 
brand of the compan!, 00"" 

knOWll a.s :-;o~eU Corp 

This iear. So~eU's sales will 
exceed a half-btllion doU.ars_ 
and n~ profits [oor. l SUIe bet to 
show a go...-.:i ga.tn on the 544 
rrullion (S I 08 a ,lure) rejXlned 
for 198" Still headed by a 
Gec~e Bunung I the founder', 
graod;o::O). Lte compJ..OJ bc:..sts 

NoxeH eo.". 

a record of 15 straight years of 
sales gains. Profits fell negligi
bly in one of those years, but 
earrungs per share have risen all 
14.5"'. rompounded over that 
long stretch. 

Noxell's success has broUght 
a solJd balance sheet, with S88 
million In cash items, weU in 
e~cess of total liabilities. Over 
the years. the company has 
spenl a bit to buy in ,tock. but 
adJusung for splits, including a 
2-for-1 last year, it has taken 
LD sufficient shares only to hold 
the number outstanding steady 
after option grants. Roben 
F'terce. cbJef financial officer. 
,aJ' there's no hUTT) to get rid 
of the cash: "We'd really rather 

3MI::134 
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think of how to grow Ihe busI
ness," and keep cash on hand 
for a good acquisItion opportu
nity to which a quick response 
might be useful. Despite Ihe 
lack of leverage, Ihe company 
last year earned over 2()<:;- on its 
$213 million of equity ($5.22 a 
share). 

Not much of its rec~nt 
growth is due to sales of the 
familiar blue-glass Jars of Nox
z.ema. though the product re
mains the leading facial cleans-
109 cream in the U.S Thirty 
~ears ago. the company decided 
to use the name on a new line of 
shaving creams, and these were 
well received. Purchase of the 
Lestoil liquid detergent brand 
has not been a great success. 

though the product ac~ounb lor 
perhaps 5"{ of worldWIde 'ale, 

More recently. Nouema ha, 
moved Into co,mellcs. It, Cover 
Girl Itne. begun In the ,:arl' 
'S,xlIes as a mass-market Itne. " 
now tops to the natIOn. and 
newly introduced Cianon. f",
mulated partIcularly for '>Cn,1 

tive skrn. IS domg well and 
should ,hortly be profllahle In
troducing new line, IS co,tl). or 
course, and PIerce relalt< lhat 
most of la,t year', ,ncrea,cd 
proponion of marketing and 

... adminlstrauve CO:>l5 wa\ In~ 

curred 10 the startup of Cianon. 
and to boost Cove, GIrl Had 
the expenses only matched the 
Increased sales. earnIng' could 
have been 10 cent, a share bel' 

I(,r in 

P.i1 ... t t\lll. 

f1l1 II H\J) 

en,'u/(h 

~ M~r~ill Lynch 

''We believe the 
municipal market offers 
exceptional values." 

-Merrill Lynch Global Securities Research and Economics Group 
~urocipal bonds can offer investors tax-exempt interest tncome, stable cash fI" ... , dfld 

assurance 01 principal-three very important benefits in today', market f>nvironrTl('nt 
But what does the future hold for munis? Get the details in "Municipal Rond~ A pt'<·I.,1 

Report For Individual Investors" free from Merrill Lynch. We'll tell you: 
• 'Why interest rate projections for the second half of 1988 indicate that no ... IS a !I'~)d III'" I" 

begin increasing purchases 01 munis; 
• 'Why the supply/demand outlook is favorable for ffiuru-bond buyers; and 
• How you can develop buying strategies that will allow you to take advantage of IIpc:"rrl1n~ 

inlerest rate movements. 
Don't be left on the sidelines-mail in the coupon today lor your free copy of "Murnnpal 
Bonds: A Special Report For Individual Investors." For even faster service, call the loll· ft .... 
number below, weekdays from 8:30 am. to midnight Eastern Time. 

1-800-637-7455, Ext. 3943 
r;;",7;;; ;;rn~;;;. ;;;:;C;;~;;:-S;'; ;;; - - - - - - - - I 
I Response Center. po. 80. 550. Somerset NJ 08?75-055O I 
I C Please send me a copy of your "MunICipal Bonds: A Spec.al Report For I I IndMduaJ Investors. . I 

I~ I 
I City State ___ Zip I 
I Busmess PtlOne Home Phone I 
I Meml1 Lyncn Clients, please 9lVe name and office attjress of yoor I 
I F~naf\ClaJ Consultant 3943 I L _________________ ~~ 

CC~I~\oIomo.!jlynch,Pw!ortt 
Ferw!!I'A~lnc \IoemberSPC. 
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WITH 3 
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STANDON. 

BUY? 
SELL? 
HOLD? 
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C n t7"m Preceding Page 

" "e Co J '· ... ns a reputatIon 
10: tvllE-f ... ~'mpetlt10n 'Vie're 
.,e" :lg ~".. In 1988, a slov.mg 

-J ~:: 0th.l~ rlle (\f gra\\th .. · 
'.i~ Plc:r,e The ke:. " t" keep 
'-"1jmg r;.eill product!> and find
l:-'i: ~e'" .!re:a ('ther than Co\er 
G~I" and Cl.ul"n There'.;: m0ft! 

e:J.:::'"" :' - ~ '1 "'0'01. !O pr,]Juc[ 
d,,\.1! ~ .... .,..c~ trXl r'~e .cen 1:1 

,\ej-;. h CI.I.:~[ile$., ne9r rroJ~ 
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slmultaneou;iy tn Canada and 
theU S, 

The Clanon line posed a 
particular problem because it 
rehe, on a self-ser.lce computer 
10 help the buyer choose her 
m,';t flauenog colors, For Can
ada, relates Troup. "we had 
tv m3ke t e computer bl-Im, 
eual 
- \l, hat happens m Canada 
,'unts If ~oxell WIns funher 
",Ies gaJns Ihere. and operating 
~r 'lh come clvler !O 1985 per
(e~:Fd.2t'S. ..t~ ad\enbtDg ~l' ... h 
'.;1,,:ken that natIon alon-e could 
",\.:..:,-Il~t for .1 g00d ;'lece of the 
: -.i iD1L..Jn .:am 1:1 net In..:cme 

j., J r.e Street eX~d.j the com· 
~J"' t, del 'er thl> ,car And 
T~ ~p S3~"" ( ... gL lr'1g't'\tremd~ 

~:; there' 
L.;Li..:.u:L.... ~L~b }-..i\e 

l1.l.'!Io.c:d .;:) ~ me e\tent :'\ ... 
c: .. ......;:, .... .,. .., ther i re:gn f!a 
t.. .. i ... 1..;;:-= w~r.1l;.g prof' 

$2,7 million. in part from a 
near-doubling of European 
sales. Though the good showing 
is due partially to favorable ex
change rates, it nonetheless 
seems clear that the company 
can expect a boost lfl earnings 
Just from reco'ering its margins 
vn non-U.S, activities, 

As for expansIOn of the pres
ent products. Troup points OUI 
that the company's long histor. 
prOVIdes "3 platform for addi
tional sfin-care products," The 
blemISh busines, "for young 
people. is growIng In double 
diglts .. 

That asIde. the outlook IS 
promIsing ~oxelr, lif't quarter 
I> usu31h its best In re'enue and 
pronts: ih!> year, sales rose 8"( 
(0 S 145 million in the penod 
.:nJed "'larch. and net Income 
-h.: .. ed tWice that rale of gam, 
"lmmg In at S15" mtlhon (3'1 
"ents i share. Last 'ear. earn
mg- of S 1.0~ per ,'hare .... ere 
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reported. The general eslimale 
on the Street is for earnmgs of 
$ 1.28 this year. vs, $1.08 In 

1987, and perhaps $145 in 
1989. Considering the turn In 

profits likely in Canada. the end 
of Clarion's losses in its startup 
phase. and the reasonable hope 
that any adverse currency de
velopments in foreign markets 
can be overcome by improving 
unit ~ales. these e,ttmates could 
tum out to be on the low side. 

There are two classes of 
Noxell shares. Buming family 
trusts hold 75"'r of the 7.7 mil
lion shares of voting stock; the 
32.7 million Class B shares, 
which are regularly traded, have 
no vote. "The way the trust doc
ument is written." says CFO 
PIerce. "it in effect" gives trust
ees the right to resIst even an 
offer above market. And, he 
,tates. the Buntings have no in

terest in seiling, 
-Thomas Ai. Coclrrwr 

• u\Co H aDd Tools 
(TOOI.-OTCj 
b~ juhn~lon Lemon 

-In excel/enlopportunityfor 
!on~·rerm irn·t!HOrJ to 
purcha..,t: .. hares of lhJ.~ 
,ugh-Qua/ill companr be{orl' 
fH dranu1IIc earmngs 
turnaround and Qiperior 
~rnM rh OQ(enltul are full) 
reco£lll:ed In (hI! flock's price. 
We raIl' the shares a bu.1.'. 

• GeDeral SigDal 
(GSX·!'II\,SE) 
b, Dillon Read 

A/ler ,'ears 0/ disappoiltlme/ll, 
u appears poised to record 
5e~·eral ... ,ears of 
afto,;e·average eQrftl7fgs 
gro .. 'rh . 

• Hamiltoa Oil (HAML-OTC) 
b, Oppenheuner & Co. 

The Slrong possW'lilJ Ihal 
Broken Hlil Propn"ary, 
.. luch o .. ru 51"kiflhe 
co""",,", ,.111 coruo/iti8le rhe 
r-mo.aiJung oUlnan4iJrg shares 
<ifl., No,emhn 1988 
"".htrnc" lhe Slock's appeal 
siwnv lerm. HO'IfreYe" t4-11h 
casIt flo .. polnuulll) lripling 
b,' Ihe mJd,/99OJ ( .. ,lh only 
mc<kst oil aNi gas price 
mtpro,nnnrJI. Ike Slock 
r'PrtS<!nlS a compdling '·011« 
/Ottger rtnrL 

• I-C 1Dftstries (IC· ~y SE) 
II) Beat Steams 

BM}-. P'PSJCo OJIJIowu:e.1 
piaAs 10 pIVCJ.~ Ihe Pepsi 
IX)/I/1J!gJr~~ o"1Ied b., 
Grand ".ferropo/uan. The 
pnce of 5 "05 ""/ho,, tqWlltd 
10 some 5 J .. p~r CaM, a Itt_ 

"dJ<S/r;. Iug/t. 1/ OM wert 10 

t.tlfc;>o/au 1M .. m.:mbers 
and "Ppl. lhem ro 1M PepSI 
NIlIr"~fr<Vtcluses 0,.."...1 b,' 
IC 1n4Jtsi~s l/om 1M ,~ 

.- lius "'Jel 10 I C ,,<ndd rue 
som~ l6i..1 rruJlWI'l n.~ 

:J.id;r",,, of 'ius Uta~ 10 

W tJ.LSllJ'tg hJi~S tt.'Cu!J 
r-_~(Sl '" net re::ll;abr~ ~c ~ 
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Upscale tactics honed for mass market 
By Faye Brookman 

[!] 0 put a jolt In lack
lustor sales, mass
market cosmetics 
companies continue 

to uae coupons and aweepetakes 
promotions. But they alao are 
emulating stratogies more com
mon to tony department stores. 

That doesn't mean elegantly 
dre88e<l women will be spritz. 
ing K mart .hoppen with the 
lateat ICtnt, but It dOlI .ull"t 
a new aophiatication haa come 
to marketing cosmetics and 
fragrances In food, drug and 
diecount stores. 

The industry can use the 
added excl tement, obeerves Mi
chael Wahl, chalrman-eeo of 
Howard Marlboro Group, a 
New York-baaed sales-promo
tion company_ 

"What has happened In maaa 
outlets is the fun has been 
taken out of shopping," he says. 
"It's fun to shop Bloomies and 
get all those samples ... but 
[today] women are caught in a 
time crunch and have to shop 
for coemetica on food store or 
drugstore visits. The trick ia to 
bring the department store to 
the masa outlet." 

During the past 10 years 
women have been shopping 
more and more In convenient 
food, drug and dlecount stores. 
Department stores IItlll control 
43% of the estimated $7.1i 
billion spent on all coemetica 
and fragrances in 1987, but 

that share has dwindled; drug
stores now snsre 37%; food 
stores, 7%; and discounters, 
13%, according to Industry 
aoun:es. 

Breaking out the maaa aalea 
volume alone, A.C. Nielsen Co. 
figures reveal food stores are 
growing the fasteet. Food 
stores' ahare jumped from 13% 
In 1986 to 18.7% lut year; 
drugstores climbed .lightly to 
60.1%; dhcounteu' .hlre 
dipped from 24.4% to 21.2%, 

As shoppers have betome ae
eustomed to buying blush with 
bagela, they alao have become 
more dlacernlng, says Carol 
Brennan, director of market
Ing/women'. fragrancea at 
Jovan, a division of Beecham 
Coametica, Chicago. 

Fort Lee, N.J.-baaed Point of 
Purchase Institute research re
veals more than 80% of shop
ping decisions are made In the 
store. Thus,' In-store promo
tions are becoming a bigger 
factor in coametica purchasing. 

Steven F. Coeta, VP-market.. 
Ing for Revlon Beauty Group, 
New York, says Revlon Is be
coming more aggreaaive with 
its promotions. "We are spend
ing more because we feel It ia 
Important and It keepe Revlon 
exciting." Revlon Group's up
coming promotional tie-In with 
the Academy Awards includes 
a chance to win a trip to Holly
wood and selection 81 one of 
Revlon's unforgettable faees. 

The Academy Awards pro
motion alao Involves gift.with
purchase deals. The advent of 
the G-W-P In the maaa market 
Is Important because maaa re
tailers long haft tried to find a 

He's got a 55,000 square foot 
warehouse, a staff of dedicated 
professionals, state 01 the art 
computerized equipment, and 
experience In handling fulfillment 
programs for some 01 the largest 
marketers In the business. 

He's sent millions of Cabbage Patch 
Kids doll adoption papers to little boys and girls 
across America as well as fulfilled millions of dollars 
in refunds for companies such as Nabisco. He ex
cels at direct response solicitations and multi-brand 
refund offers, and treats the premiums he fulfills Rke 
family members. ~, 

And he does It d at some of the !flOSt competitive 
rates In the business. .'_ .. 

And out how pro~11y and lnexpensIveIy Jim 
and his crew can handle your fulfillment needs. 

Can Don Jagoda Assoctates today. 

• Drug, other 
stores put fun into 
cosmetics shopping 
via in-pack 
samples, gifts 

method to give ehoppen free 
gifts without adding sales help. 
They lleO perceive shrink
wrapplni u having a poor 
Ima,., Revlon' •• olutlon 
was to dell£ft I clip that 
attached the gift to the 
product. 

L'Oreal, the maaa-market 
division of Cosmair Inc., 
New York, alao has plana 
for G-W-P promotions. 
L'Oreal's Lash Out Mas
cara features a free in-pack 
sample of Adieu Refreeh
ing Eye Makeup Remover. 
Jovan ia Including free soap 
and bubble bath with its 
new F10rals scents in a gift 
set presentation. Jovan 
alao ia planning a back
to-achool calendar con- -
eumers can receive free 
by mailing in a proof-of
purchase. 

Ironically, G-W-Ps are 
catching on In drug, food 
and diaeount stores just as 
the atratogy Is fading in 
department stores. MIt Is 
old hat In the department 
stor&-peOpte can only use 
ao many unbrellaa," says 
conaultant Allan 
Mottua. "Offering prod
uct Is a smart way to go 
alnce it promotes future 
sales." 

Saya Mr_ Costa, "Consumers 
want value and lG-W-P. are] a 
good deal for them. We also 
hope It will encourage them to 
buy the product the next time." 

Another tactic borrowed from 
department stores is the use of 
scent and color samplers. Rev-

RESEARCH 
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IN THE 
FEMALE 
MARKETPLACEI 

ON." 
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• Communications 
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• ·Teenagera 
• Children '. 

(313) 855·7810 
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IPLAYILAB 
o.n. Blackwell. Exec. V.P. 
Donna Taglione. DIr. RICh. 
Jenny VlIn Outen. RICh. Mg,. 
Sherrey Sc;hatmeyer. Ftd. 01,. 

Ion ia Including color 8trIpe In 
its Celebrity Weekend booklet 
available In · storee durin« the 
Academy Awards promotion. 
The stripe-bulk coametlcs 
preMed onto paper for sampling 
colora-will be uaed to promote 
Revlon lipsticks, blush and ey. 
ahadow. 

Jovan Is taking the ublqul
toUi /'taerance Itrip to a new 
level with Ita Dew cou-pak', 

P.O.P. IIUItertala tie la Itnloe 
Gro.p co.metlca wit. a lilt 
month'. 60Ih ACIIdem, Awards. 

two-pleee promotioDl for Flo
rale featuring a _nted ~ 
lette on one side and a $I-off 
coupon on the other. 

Another Important tool In 
the maaa market ia f\xturin«, 
an early succe .. belnl the 
Beauty Boutique created by 
Marlboro Group for Noxell 
Corp. In the early 198Oa. It hu 
become an important tool In 
the maaa market. 

"The Noxell fixture got mOn! 
atoekkeeplng units out In front 
of the cuatomer, It al1evlated 
the cluttered look In the stores 
and It allocated apace properly 
to sales," explains Mr. Wahl. 
Noxel1 and Marlboro Group 
toamed up again last year to 
fill the service void In the maaa 
market. The result was a com
puter that helped .hoppen In 
their product .. lectloDS. The 

computer was a key In the 
US million launch or Clu
loft, 1l'rIIl'lllCiotree, Mnll· 

. tlvlty-toated line quickly 
dubbed the mall-market 
ClInique, which alao uaea a 
computer at ita department 
store counters. 

The Clarion computor 
marks the f11'Bt, but not 
Iaat appearance of com-

putera In chain stores. 
Retailers say Clalrol Is 
testing a computer for hair 
colors and that it wll1 be 
logIc:a1 for a skincare mar
keter to educate consumers 
about Its producta via a 
computor. "Sklneare will 
work In drugstores once 
the manufacturers educate 
the consumers," ,ays In
dustry consultant Jeanetta 
Solomon, a former buyer 
for K&B Druga In New Or
leans. 

Maaa retailers also are 
adding glOll to their lmags 
by upgrading coemetlca de
partmenta with carpeting, 
service arid better qual
Ity merchandlee, plus 
aeeepting credit carda. 

The efTorts are paying ofT. 
In Houeton, for example, a 
color coemetlca market leader 
ia not a department store, but 
Randan's supermarket chain. 
Coemetica wes are up at New 
Orleans-baaed Schwegman's 
supermarket chain, now that 
credit carda are aeeepted. 

"The retailing sectors con
tinue to blur," concludes Peter 
Scott, corporate VP-marketingl 
men', /'tagrance, Beecham eo. 
metic:a. "The maaa channels are 
looking more like department 
stores. It ia all changing." ..." 

Clarion gets makeover 
(COIllifl1ledj'ro", PfJIII S-l.) 
says, "We even have retailers 
calling who want to buy the 
computer them,elve •• Com
puters can create multiple pur
chuea far arid above what the 
normal purchaM might be. " 

Noxen no doubt I. In the 
market with Clarion to maxi· 
mba corporate aal .. u much .. 
poeeible, whether that be with 
a computer or othll' lU"on 
ncb .. adYertIalnr, 8aJa MI.. 
Landry, "CoYW Girl _1118 to 
be \oeinc _tum." 

At the .. me tim., oo".r 
Girl', archrIval MaybeWne baa 
been steadily pinlna pound 
with 26% or ita .. I .. ,.a ... tact 
by products introcluoad In the 
Iaat two yeen, .-.-dtna to Sa· 
lomon Brothers analya DIana 
Temple. 

With Co"r Girl lCOOWItinr 
for well more than halt at Noa-

ell', CMmetiea aales, It I, Im
portant that Noxell build other 
strong brand· franchh •• to 
1_ Ita dependence on a sin
ele brand. 

ClarIon Is one option; Indeed, 
when it wu launched It wa. 
hailed by Wall Street .. a loci
cal ~ for Noxell to make up 
for 8JI)' ,lowdown In Cover Girl 
aal .... that brand matured. 
. But Noxallls expacted to U· 

, amine other optiona, incIudinc 
a rra,ranca launch under the 
Cooler name, ·,ltlncare under 
the Cover Girl and Nox .. ma 
__ arid a m$r acquisition 
In toiletries or other paraonal 
care pnlducts. . 

Even a 2O'JI, wes pin thl. 
year won't put Clarion much 
over $lili million In w ... And 
201' ia what 'moat of thcae re
cently cha.tened Wall Street
era are predicting now. -.m 
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As 'Sassy' Becomes Less Sexy, Wary Advertisers Re-enlist 
By Iris Cohen Selinger Yates, who is Australian. "It made us try jumped ship as a response to the negativE 

harder to be more balanced," she added. But letters, but did indicate that there was somE 
NEW YORK-When five advertisers pulled Yates added that the comments from the con- discomfort regarding the magazine's editori· 
out of Sassy magazine last October only sev- servative groups, which objected most to an al content. "We did what we do with an) 
en months after the magazine's launch, the article on two homosexual teenage couples, a new magazine. We review the content to en· 
publishers were faced with a rude .awakening . sex survey and a story on boys' bodies, were sure it is consistent with the nature of oUI 

/ about the power of advertising on editorial. not representative of its readership. Indeed, product," said Carroll Bodie, vp/genera. 
V The loss of ~ Maybelline, Tam- the magazine's audi- counsel for Noxell . 

brands, Gillette and Revlon was a big blow ence grew to 400,000 in Sassy struck back by 
to the fledgling magazine, which had to face September and will moving a December 
the loss of its largest category, cosmetics. jump another 50,000 on cover story, "Five Vir-
Matilda Publications' president Sandra its one-year birthday gins Tell You Why It's 
Yates had her back to the wall and decided this March. Cool," to November, 
to tone down the magazine's sex stories. Six But regardless of the and backed off from 
months later, her compromise seems to have healthy readership controversial sex sto-

. / paid off. Both ~ll ~d Gillette will return growth, Yates realized ries. Leo Scullin, senior 
IV to the publicatIon tIils April and May. Sassy had to stem the vp/director of print me-

Sassy was not afraid to court controversy complaints from the dia at Young & Rubi-
at first. It prided itself on its candid coverage conservative organiza- cam, believes Sassy has 
of sex, abortion and homosexuality, and its tions to pacify advertis- made a good business 
colloquial, teenage voice. Major cosmetics and ers. Ad pages had decision. "Advertisers 
fashion advertisers were also anxious to run dropped from an aver- don't invest in a maga-
in the fledgling magazine that began with a age of 30 pages to less zine to share in contro-
circulation of 250,000 and charged only a than 20 in the six- versy," he said. "Sassy 
fraction of the cost for a 4/C ad compared to month boycott. Adver- is trying to rebuild the 
the teenage magazine leader, Seventeen. tisers were largely mum relationship with 

But what Sassy did not account for was a on the reasons for their them." 
highly organized letter-writing campaign pullback, but Yates indi- Sexy stories got Sassy in trouble. Yates hopes other 
from conservative groups to advertisers com- cated that some said it advertisers will take 
plaining about the magazine's inappropriate was in direct response to the letters. the lead from Noxell and Gillette. Said one 
stories on sex. "The letter-writing campaign One agency executive who works on Tam- agency executive, "I think they were feeling 
made us more thoughtful that there are some brands said the letters were the primary rea- their way around to see what they could get 

Ifu~bl:~~M;1p;~;~hi;;;J;~~;'i; O;e~~iO~h~;'A;;~~i~s 
By Steve Ellwanger and Omnicom are pairing up on a country- and affiliated stations, there are limits on 

by-country basis partly out of fear that their commercial availability. 
NEW YORK-The president of the $3.5-bil
lion European media-buying unit, formed by 
Ogilvy & Mather Worldwide and the Omni
com Group, said it was still possible for 
agencies to join The Media Partnership cre
ated two weeks ago [ADWEEK, Feb. 6]. 

"In the end, we would be able to envision 
an opening," said Albert Knobler, vp of Eu
ropean operations for DDB Needham in Par
is, in a published interview in France. "Since 
we have spoken of this agreement, a lot of 
people are calling us." 

In a separate development, sources said 
D' Arcy Masius Benton & Bowles and Grey 
Advertising have agreed to pool media dol
lars in Italy. The DMB&B/Grey linkup is 
noteworthy because the Italian market
where the supply of television spots is 
shrinking and the number of commercial 
breaks is being limited-illustrates why 
agencies need buying clout. _ .. 

Both O&M and Omnicom refused to elabo
rate on their new venture. But Knobler told 
Strategies, a French ad trade publication, 
that TMP will operate in five countries this 
year and 10 countries by 1990. Michel Ri
chardot, vice chairman/O&M Europe, will be 
the new chairman, he added. 

In the interview, Knobler said t~~t O&M 

clients won't get access to broadcast time in The state-owned network's supply is fixed 
nations where there is limited supply. by Parliament, and the private network re-

"The stock of media is not unlimited," he cently agreed to reduce the number of com
said. "Our clients have to have access to the mercial breaks. 
space. That is the motive of our alliance." As a result, "The market will be more dif- . 

Knobler said that O&M and Omnicom first ficult," said Serena Gana Cavallo, press offi-
started talking last March. cer for Sipra, the agency for the state-owned 

While he acknowledged similarities of network. "That's one reason the agencies 
"culture and philosophy" among O&M, DDB are getting together." 
Needham Worldwide and BBDO Worldwide, The DMB&B/Grey partnership in Italy 
Knobler said the talks took so long partly be- differs from the O&M/Omnicom undertak
cause "it was necessary to create [team- ing in that it is a local-rather than corpo
work] among the competing agencies." rate-initiative implemented by managers 

O&M and Omnicom are primarily con- in that country, according to sources at both , 
cerned with servicing their own clients agencies in New York. 
through TMP. Previously, DMB&B and Grey were in- :; 

Knobler did, however, say that TMP volved in an eight-agency buying group that 
wants to be among the top three media buy- is now defunct. . ~ 
ers in each market it enters. One source said TBWA was involved in ';; 

"Will that lead us to seek international the talks with DMB&B and Grey, but that it '~ 
partners or local independents? All the cases opted not to participate. . 
. . . are possible," he said. Young & Rubicam recently purchased a , 

Every agency and media-buying firm in media-buying firm, Ainio Media, in Italy, 
Italy is jockeying to get their clients a share and sources expect the local Lintas and 
of the shrinking supply of TV spots. McCann-Erickson agencies to pool their 

. Although there are plenty of TV sets- buying. 
served by two major networks (one state- Saatchi & Saatchi and the local Bates 
owned,' the other owned by media magnate agency also are expected to join forces for 
Silvio Berlusconi)-and 941 independent media-buying in Italy. -Debbie Seaman 
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BOCA RATON, FLA. 

Dr Leo Burnett USA, Lhlcago 

The I1ne miaht be marketed under CO~Er Girl bland, t 
say other names are oelng conslaered. 

E'~ j"" :i ::::. t. ~:::t ::. S.D. s Clair~l divi_lon has more than half toe esrimated $4]0 
ml111an halr-calaring market 

F:~I I ~::: +- :::, ..... ~ .. , ... ,' '., " .• :! 

·HU~ we are leaking at new places to take the La~er Girl name ~nrauJh our 
.:L ::::. 

a reqls~ered name Tar a fragran=e, wnlcn we could do unaer ~na~ name 
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~hesebrough-Pon~·s. 

toiletries qroup is wov~lnq o~ Expandinq ~he Noxema ~~Jn cream 

5 Nox~ema s02vinq cream, 
recen~ly moved to Burnett Tros Campbell-'Mlthun-Esty, New YOrK, where it wasn'~ 

cosmetics l~ne for 1990, v~a Foote, Lone & Gelding, Chlcaq~. 

~::f'l F 
(0) 1989 Advertlsing Aqe, March 1~ 

Christlan Dior wlll introduce Fa~renhelt ~en s fr3qrance thIS 1 ~ll 

F- !'" c; d \ .I. c:. t: !:::" F' ~:':'t :'" f L\ rn :~: ::~; t (-;.:.l i'" n .i ~::. <;::. ~::~, i d "1::. C) 1:::; f:·:' t:\; C) 1'- ~ 'l. r~ cJ C) "1 

* Revlon Inc. has l":.I·-, E:' q t..'. F,' ~:::. t :i. c:, n 
r 'j , ',. come Trom CeleDr]~le0. i-'i ,;;\ n c:l 1 L'd 5. 1"', -_. i-', ( :' u. ~:::. c;":, t: j-', c:' 

commercial is expected to run on th~ Academy Awards te100ast. 
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ConsUlDer research, by depth inter
viewing of actual N oxzema Skin Lotion 
purchasers, showed that: 

1. 9 out of 10 reported a willingness 
to repeat 

2. 5 out of 10 had already made a 
repeat purchase 

Special Sales Audits, taken in a 
major food chain, showed that 54% 
of N oxzema Skin Lotion in floor dis
plays was sold out in 2 weeks. 

In the Test Marketing progralll, 
sales of . Noxzema Skin Cream-com
peting with Noxzema Skin Lotion
actually showed a substantial increase 
for a like period in 1957. 

Coordinated Advertising Planned 
for 1959-Noxzema Skin Lotion will 
be launched, and backed through 1959, 
by a powerful advertising campaign in 
the following media: 

TV Commercials on the top-rated 
Perry Como Show 

Advertisements in Sunday Supple
ments 

Advertisements in the country's 
most popular teen-age magazines 

Noxzema Skin Lotion is a tribute to 
the specialized abilities of many people 
in many Noxzema departments. 

Dr. Bauer's research was responsible 
for the formula. l\1r. Hunt has been in 
charge of our New Product Develop
ment-Mr. Witt, in charge of all sales, 
and Mr. Grathwohl, Director of all 
Noxzema advertising. 
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The Story of the 

NEW l"OXZEMA 
SKI::\T LOTION 

By C. Lloyd Bunting, President 

OUR NEW NOXZEMA Skin Lotion 
was launched nationally on the 

top-rated Perry Como TV Show on 
February 14th. Perry Como personally 
introduced this new Noxzema brand 
to 45,400,000 yiewers of his show. 

In his typical relaxed and humorous 
way, Perry told his huge television 
audience that they could buy the regu
lar size, or the giant economy size. (See 
photo on front coyer.) 

I am sure that the tremendous 
amount of preliminary thought and 
work that led up to this national in
troduction will be of interest to all of 
our Noxzema Stockholders. 

H'hy a .Yo:r :ema Sk in Lotion? 
Our recent, more aggressive plans call 
for the development of new products 
of exceptional merit , which can be sold 
under the Noxzema banner and which 
can be handled smoothly by our 
present organization. 

'Ve are interested primarily in "re
lated products" for skin comfort and 
skin beauty- products that have large 
volume and profit potentiaL 

1 f OIL' S o.r :emo S kill Lotinll 
('omp lements .\'0:;::1'1))(( 

Sk in (:ream 

In many areas of the skin care field, 
liquids are preferred to creams. For 

example, hand lotions are preferred to 
hand creams by almost four out of fh-e 
women users of hand care products. In 
the facial cleansing market, lotions are 
making faster progress than creams. 
Our New N oxzema Skin Lotion will 
haw a far greater potential in these 
areas than Noxzema Skin Cream. 

Scores of new lotion products are 
marketed each year in the blemish, 
remedy and sunburn fields-and here, 
too, New N oxzema Skin Lotion will 
make available a Noxzema brand 
product to those people who prefer 
liquids to creams. 

I mportani A dvantages 01W 

.· l l'ai lable ('osmetic Lotions 

N oxzema Skin Lotion is greaseless. It 
contains famous Noxzema medication, 
plus an antiseptic (hexachlorophene) 
and humectants for moisture retention . 

For example, it helps solye three 
major beauty problems-in many ways 
better than any other product: Red, 
Rough Hands, Surface Blemishes, and 
Dry Skin. Moreover, it leayes the skin 
cleaner than any soap, cream or liquid 
cleanser yet tested. 

."";c;cntrflc P/'f'- Tpstinq 1 nr/i(ate.,· 
iJJrgc ' ·olumr (U )(/ I)rojlt 

Pntrlltial 

Clinical research by four nationally 
known dermatologists in a series of 
rigidly controlled tests proYed that 
Kew Noxzema Lotion is more effectiYe 
for all around beauty ('are than any of 
the leading lotions t ested, 
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