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Noxell Corp.:
New Profits From
An Old Formula

In 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 president 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.

Bunting: “We know our consumers well, and they know us”

In the five years to 1979, Noxell’s sales
and profits doubled to $179.7 million
and $13.3 million, respectively—an av-
erage growth rate of 12% a year. Last
year, in the midst of recession, sales rose
13.6% to $204.2 million, while earnings
increased 10.5% to $14.7 million, or
$3.01 a share (a switch to LIFO ac-

counting cost earnings 20 cents a share).
“Product for product, Noxell has done
an excellent job,” says analyst William
Patternote of Baltimore brokerage firm
Alex. Brown & Sons.

Bunting’s success has been due in .0
small part to his adherence to the tra:i-
tional Noxell formula: mass-market

Printronix Inc.:
Reaping the Rewards
Of innovation

he 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 and small-business com-
puter markets. The result was the P300
printer, a true advance in the state of the
art. Until 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, such as

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. Through 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 the closest
thing to a universal printer for the mini-
computer industry,” says Printronix
President Robert A. Kleist, an 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 or 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 (ended
March 31) on sales of $36.9 million

From necessity, Printronix also dz
oped an unusual marketing stratcg:.
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 to go. “It put more salesmen
in the field talking to customers than we
could have done ourselves, and it not
only helped preserve vital capital 't
gained us the acceptance our product
deserved.”

Since it began, Printronix has come
up against some heavy competition 1o
advanced printers, mainly from Data-
products Corp. and Control Data.
Moreover, it will soon face a new chal-
lenge from giant International Business
Machines, which has announced plen®




pricing, heavy advertising and savvy use
of brand loyalty. The founder had real-
ized that his popular sunburn rem-
edv—a mixture of clove oil, eucalyptus
oil. lime water, menthol and cam-
whor—was inherently a seasonal item.
50 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-
‘essful, as Noxzema became one of the

‘untry’s best-recognized brand names.

ikewise, with the introduction of Cover
<iirl Cosmetics in 1961, the company
used Noxzema ingredients, featured the
Noxzema name and used its therapeutic
connotation to create the image that
Cover Girl was good for the skin. Priced
for mass consumption, sold in drug-
stores 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
the past few years.

The younger Bunting has used these
same tactics to go after new markets.
For instance, when it became apparent
in the mid-1970s that the growth of
Cover Girl’s market base—primarily
consumers between the ages of 12 and
34—would slow :down 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 population, Noxell’s
historic growth rate cannot be main-
tained without extending its product line
still further or increasing market
share—both of which have limited pos-
sibilities in the 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

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 users, but
had to withdraw it because of poor sales.
However, other proprietary medicines
are in the works, and Noxell has allo-
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. “After all, Noxzema was origi-
nally a proprietary medicine of sorts.”
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10 market a similar printer. Kleist,
though, is not fazed by the prospect. As

toncept originated by Printronix and
will help expand the market. “It will be
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Kleist: Looking for continued strong gro

and a bigger market share

the reliability of the P300. To cut down
on user need to interrupt operations for
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signed with only half the moving parts
of most printers. The company is so sure
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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
years. 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
30% a year, and earnings by 25% or

“Within the next few years,” he says,
“we will become a strong, stable com-
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MOVING?
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NEW
SUBSCRIPTION?

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

O Please extend my sub-
scription to Business
Week for one year at
$34.95. (In Canada, CDN
$49.95)

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

O My check is enclosed
Bill me later

Name (please print)

Address

City

State Zip

G e e 1 For convenience,
: ' call TOLL-FREE
; 1(800)257-5112
1 Moving? 1

| Renewing? |

1 Affixyour I InNew Jersey. call
I present 1 (800) 792-8378.
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L. Week .4

+ mailing .
=’ label here. *

; . ! 1
1 Mailentire 1
| adto |
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: listed, or : Mail to:
1 callus | Business Week
| toll-free 1 PO.Box430
! : Hightstown, N.J.
, 1 08520
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Noxell glows in the mass market

chic specialty stores and
sticks with low-price retailers

Noxell Corp.—marketer of the popular
Noxzema and Cover Girl brands of
makeup and skin cream—has found sue-
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

Noxell reaches its customers through
outlets that usually display cosmetics on
economical self-service racks, with retail-
ers depending on low margins and quick
turnover for success. Its product line is
deliberately limited: Cover Girl sells only
seven shades of liquid face makeup,
while chief competitor Maybelline offers
20. “We don’t want to burden the store-
keeper with too many shades,” explains
Robert W. Lindsay, Noxell's vice-presi-
dent and secretary.

Trading down. Low price has always been
a company tenet. And this past year, as
the economy worsened, Noxell's prod-
ucts thrived as cost-conscious consumers
traded down from more expensive lines.
As a result, Noxell's centerpiece Cover
Girl line—priced from $1.25 to $3.75—
enjoyed a 20% sales gain and a 10%

A new Noxzema ad aims the 69-year-old product—and an acne medicine—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 gut 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 38% 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
Noxell has started a new 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-

act the Archives Center at archivescenter@si.edu or 202-633-327Q4ARKETING
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'THE LIMP PAD VS.THE AMPAD

Does your yellow pad let you down
just when you need stglgpon? Look
at The Ampad. It’s stiff, like a
clipboard.

But you'll probably discover
even better reasons for demanding
The Ampad. Like our 16 Ib. water-

marked pam that won't bleed.
Like The d’s perforated
es. Like The Ampad’s leather-

ike binding, which is stapled and
glued. So it doesn't fall apart like

. other &%How pads.

er companies think we're
to make a yellow pad this
m But the U.S. 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

" AMPAD

& THE STIFF ONE

..M..u American Pad & Paper Company, Holyoke, Massachusetts.

Take
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care market is growing about 6% any,,.
ally and that Noxell should have expang.
ed Noxzema into night or eye creamg
They cite the success of low-price Oil of
Olay, aimed at the woman in her thirtieg
which has grown fifteen-fold to almos;
$150 million in sales since Richardson.
Vicks Inc. acquiréd it in 1970.

Other entrants. Noxell has made attempts |
to woo the “older” woman. Its moisturi,.
ing lotion, RainTree, introduced during
1980, “never got off the ground,” sayy |
industry consultant Alan G. Mottus. The
trouble was that Noxell did not antici.
pate that others—including Soft Sense

by S. C. Johnson & Sons Inc. and Vase. |
{‘line. Dermatology

! Formula, marketed by
Chesebrough-Pond’'s Inc.—would enter
the hand- and body-lotion market after it
had tested RainTree.

The company mounted another at |

| tempt to: capture the over-30 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, |
George L. Bunting Jr., 42, president and |
chief ‘executive, says Moisture Wear is §
“still in its infancy.” 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. F#
“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 change. 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
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 g
long-term debt on its books, will not
change its ways. He states: “We don't
have to change to continue to grow.” *

upatipngeantact the Archives Center at archivescerfter@si.edu or 202-633-32 7@uaARKETING
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Noxell bas occupied its profitable little
niche for over 50 years. But now things
may start to get crowded.

Time to make
a move

By Aaron Bernstein

OW DOES A LITTLE cosmietics
company like Noxell Corp.
($260 million sales) from
Cockeysville, Md. sail through a
bruising recession while the fftdus-
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 Barney, puts it: “The 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 ta

President George Bunting Jr. of Noxell
What would grandfather 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 on a broad smile. “We
try to build a long-term relationship
with the trades 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 éye 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 has 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 prepaxed e

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; 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 foundation
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. B

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

. hands, and the foundations of great
cosmetlcs 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 director of HHCC/New
York. For more information contact the Archives Center

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
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apolis, also paid off for Maytag 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. Maytag thus reaped the

* benefits of a dramatically improved home construction

AT

market (1.7 million new starts vs. 1982’s 1 million). The

- company will not reveal Jenn-Air’s actual dollar contribu-

“ tion but hints that it played its part in Maytag’s nine-

b

)

1
hit
an- !

month record sales and earnings. Meanwhile, to cash in

: . on Jenn-Air’s distribution network, Maytag began manu-
* facturing dishwashers and food waste disposers to carry

the Jenn-Air name.
“Savvy’’ also aptly describes Maytag’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
Maytag’s most significant achievements in 1983 was de-

| veloping Ward as its single biggest dealer.

Noxell keeps a smile

on its face

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-
nies, but marketers at Noxell take an approach that is, in
the words of Smith Barney analyst Jack Salzman, strictly
“nuts and bolts.”’ The result, on the other hand, is one of

¢ the most attractive records in the business. Sales for the

¢
ur- ‘-‘
ytag

b,

L

first nine months of 1983 were $235.7 million, up from
$202.2 million the preceding year, and profits for the pe-

SINGER: That Face. . .

Clean Makeup by Noxzema.
The makeup for That Face.

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. (Noxell’s other brands
are Noxzema, Raintree, Lestoil, and Wick Fowler’s
chili.) Cover Girl’s success was attributable to (1) 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 this 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-

Noxell spends neiey dnarérinfaumation contacithaerduchives Centercat wichivessenier@Siledn 5K 203-633.32 79 fiscal

hristie Brinkley promotes the Cover Girl brand.

1983 (ended July 2) but it enlarged its market share from
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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 Noxze

Shaving cream, sexy? It hardly seemed
possible until the mid-60s, when Nox-
zema Chemical Co. (now Noxell Corp.)
aired a commercial that stopped America
n its tracks and made the country take
notice that it was indeed possible to make
shaving a sensuous experience. Swept up
in the phenomenon was the company’s
VP-ad director, Hollis Williamson “Bill”
Grathwohl, a veteran marketing execu-
tive on both the agency and client sides.
Mvr. Grathwohl died in 1972. This selec-
tion is taken from his memoirs, edited by
his daughter, Susan Grathwohl.

By H.W. “Bill” Grathwohl

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 off. Take it
all off.”

After the first airing in November,
1965, the mail started coming in, 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-
illa Knutson. The irony is 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.

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

When I joined Noxell in 1956, Norbert
Witt was president and Bill Hunt was
marketing director. Noxzema shave
cream was an unknown brand strug-
gling to stay alive, with very little ad-
vertising. We reshuffled 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 I 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 I
left Cunningham & Walsh to join Nox-
ell.

I have made a thousand television

From the start, I 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, I went to Jim Houlahan, then
Esty chairman-president, and offered
the business to him.

At the time, he couldn’t take Nox-
zema because of a product conflict. I
then chose Doherty, Clifford 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. Again, I 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 I 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 off.” 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
different 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 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 to the beat of the music.

I asked Jim Houlahan 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 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 associated with a
woman-—she’s a stripper, but she’s still

(Continued on Page 64)

The smile of lady luc

By Alison Fahey

Looking back on that celebrated
“Take it off” campaign, model-turned-
spokeswoman Gunilla 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 off” spots, the
commercials “gave me a name” and
brought other endorsements her way.

Since “Take it off,” 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,
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Gunilla: still a spokesperson.
Andreas. With parental encouragement,

the boy has been modeling for the past
five years.
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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 from 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 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-
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 for 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.

Also, there i a pawerful lnhby
BatHing sex=role stereotyping in the

media. Ethnic 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.#
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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 she?”

Then I was told her na that 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-
ment—and we'd bring her in the next
day and make a few shots of her.

““The casting director knew I
wasn't particularly 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 from 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," 1 said. “‘Here
you stumble on a girl nobody pays
any attention to until she's in front
of a camera and we come up with a
commercial that sets 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 t?ﬁng Jim in more often.” #
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How a whisper shook ad husiness;

In the right waiting room at the right time, Gunilla Knutson stepped
into commercial history by urging men to ‘take it all off with N_O,xieﬂﬁ/

Shaving cream, sexy? It hardly seemed
possible until the mid-60s, when Nozx-
zema Chemical Co. (now Nozell Corp.)
aired a commercial that stopped America
in ils tracks and made the country take
notice that it was indeed possible lo make
shaving a sensuous experience. Swepl up
in the phenomenon was the company's
VP-ad director, Hollis Williamson “Bill”
Grathwohl, a veteran markeling execu-
tive on both the agency 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

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 off. Take it
all of .

After the first airing in November,
1965, the mail started coming in, 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-
illa Knutson. The irony is 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.
Nevertheless, everyone was happy,
including Gunilla. We signed her to a
yearly contract—I had met her by that
time—and guaranteed her a good in-
come in return for exclusive TV rights.

When I joined Noxell in 1856, Norbert
Witt was president and Bill Hunt was
marketing director. Noxzema shave
cream was an unknown brand strug-
gling to stay alive, with very little ad-
vertising. We reshuffled 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
e lly went national, where it re-
mained either as the No. 1 or No. 2
brand.

But I 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.

I have made a thousand television

From the start, | 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, I went to Jim Houlahan, then
Esty chairman-president, and olfered
the business to him.

At the time, he couldn't take Nox-
zema because of a product conflict. I
then chose Doherty, Clifford 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. Again, I talked to Jim
Houlahan at Esty and again he refused.
I switched to Dancer-Fitzgerald-Sample,
where we stayed for several ycars, 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 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 ofl.” 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
different 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 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 to the beat of the music,

I asked Jim Houlahan 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 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 associated with a
woman-—she's a stripper, but she’s still

(Continued on Page 64)

The smile of lady Iuk

By Alison Fahey

Looking back on that celebrated
“Take it off” campaign, model-turned-
spokeswoman Gunilla 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 off” spots, the
commercials “gave me a name” and
brought other endorsements her way.

Since “Take it off,” Ms. Knutson has

tinued 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 Weat-
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,

s

ot

W TS
still a spokesperson.

Gunilla:
Andreas. With parental encouragement,

the boy has been modeling for the past
five years.




(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 from the airport, asking, “Have
you got anything I should see?

The a unt 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.”

1 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 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-
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 for 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.

soy there is a pawerful lobhy
batt In%mnrolo ttersatyping in th

thnic groups also are start-
ing to make noises about stereotyp-

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. #
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was delighted; it was even better
than [ 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 secem

right to leave so much lo the imaginu-
tion. The girl's great, isn't she?"

Then I was told her name, that 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.

NowThe

BASES Group
Gives You

~ Three Times

The Decision-

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

e casting director knew |
wasn't particularly 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 from France, or
Sioux City, as Sweden.

SW whisper shook ad biz

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

“I'll be damned," | said. “Here
you stumble on a girl nobody pays
any attention to until she's in front
of a camera and we come up with a
commercial that sets 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." #

\
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ADWEEK

NOXELL CORP.’S
NOXZEMA SHAVE CREAM

AGENCY: William Esty Co.
GROUP CREATIVE DIRECTOR:
Alan Saperstein B

ART DIRECTOR: Tom Con
AGENCY PRODUCER: Jerry Mason
DIRECTOR: Melvin Sokolsky/
Sunlight Pictures

The Noxzema spot shows young ci

D

ouples spending quality time in front of the bathroom mirror.

BT ST T Ag—

we
A
-

Sign of the Times: Noxzema Puts Man and Wife Into Lather

Forget Dr. Ruth. To understand the
prevailing sexual standards in our culture,
we need only to look at Noxzema commer-
cials. It’s odd, but it does appear that for
more than 20 years, William Esty’s adver-
tising for Noxzema shave cream has de-
fined the sort of jokey, mass-culture sexu-
ality of the time.
We still remember the bur-

male chorus that sang: ‘“They call her
Creamy. Woo! Woo! Woo!”

Such subtlety was preceded in 1972 by a
spot featuring yet another blonde bomb-
shell type who announced: ‘“Men! Watch
Joe Namath get creamed.” Namath, at the
time sporting a fabulous moptop, looked
heavenward and said, “Hooo!”’

The latest Noxzema spot is sun-filled
and energetic, and features a ’50s-style
song about “Mr. Irresistible” and a panc-
ply of aforementioned cuppies. This is the
new frontier of commitment, where men
are tender, women are aggressive, and all
are so grateful not to be single that they
work like crazy on each moment.

At least when it 2omes to shaving

lesque of Scandinavian fantasy
woman Gunilla Knutson in 1970,
when she told men to ‘““Take it
off, take it all off.” The newest
Noxzema spot features some ter-
ribly energetic young professional

This is the new frontier of

commitment—where men and women
are grateful not to be single.

cream, these cuppies are a bit
kinky. The women, in particular,
are so well groomed, yet sexually
playful, that it’s as if June Cleaver
got a talking-to from Helen Gurley
Brown. One woman, in power suit

couples (cuppies) finding time to
nuzzle and still have a quality shave.

Yet over the years, the advertising has also
conveyed a ridiculous amount of sexual innu-
endo while staying wrapped in a respectable
cloak of packaged-goods innoeence,

Take, for example, the mid-"70s period
spots featuring Farrah Fawcett-Majors, (then
still in the land of the three-name people)
Straddling « chair in a white jurnpsuit, she in-
troduces herself: “Hi, guys. I'm Creamy.” A
chorus of offstage men then respond with
such elegant ripostes as “Hey!” ana “Yeah!”
In an earlier spot, she was introduced by a

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

After the aggressive, swingin’ singles of
the "70s, things got much quieter in the
'80s. It was a “‘sharing” kind of time.
Scarcely 10 years after Gunilla the Killa, a
1980 spot titled Newlyweds tenderly
showed a wife in a bathrobe telling her
husband that she missed his face. It ended
with the line, “Share the softness.”

Perhaps the best remembered commercial
of recent times is called Small Bathroom.
He's shaving at the mirror, while she’s in the
shower, shaving her legs. The spot suggests
that the couple will be late for work.

and power 'do, appears to be vacu-
uming the lips of her bare-chested Mr. Irre-
sistible and comes away with a face full of
shaving cream. Another, in an apparent ges-
ture of solidarity, just rubs some of the crean
on her face, while still another drags her man,
who has shaving cream on his face, out of the
bathroom.

Still, there’s a veneer of earnestness. i
these sexually confused times, the road £
safe cuppie-dom may be paved with shav
ing cream. But safe cuppie-dom might net
last long; word is that casting hse begun
for a new Charlie’s Angels. Woo!
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Wall Street so far seems reluctant to embrace the
trend. mostly. it would appear. out of & rather touch-
ing shyness on the part of brokers. At least that's our
conclusion. for why else would they flee when ap-
proached by a customer? As for arbs and investment
bankers. owing (o the unrelenting investigation nto
insider trading. their lips are sealed

Much as we celebrate the resonating presence of
smack and smooch in corporate life. we trust it won't
lead 1o other. less salutory behavior. We mean, what
comes after corporate kissing? Dirty dancing” We
fervently trust not. Frankly. most CEOs don’t have
the legs for 1t

If vou're a corporation. even if you're not into
kissing. vou have plenty to feel good about these
days Second-quarter earmings reports. ngw begin-
mng to roll off the presses 1n earnest. are one strang
indication of the buovancy of the economy And
another. of course. 15 the cheery decline in .the
unemplovment rate. The melancholics who mhabit
ps i this
c Jobless
data as simply awful news: not even the intelhgence
of improved prospects for another big earthquake in
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" Investment News & Views

Featuring Barron's staff reports and other information of special interest to invesiors

Noxell Corp.

Cosmetics hold the key to the company’s growth.

Edited by Tumes PP Mesgher
Associstes: Thomes N Cochran Paslioe Y werey

T THE turn of the century.
George Bunung wanted
something descriptive for the
new salve he'd brewed in a cof-
feepot at his Baltimore phar-
macy. The name came when a
client tried the stuff. and pro-
nounced it marvelous: “It really
knocked out my eczema.” Thus
was born Noxzema, the flagship
brand of the company now
known as Noxell Corp

This year. Noxell's sales will
exceed a half-billion dollars,
and net profits look a sure bet to
show a good ain on the $44
millicn ($1.08 a share) reported
for 1987. Sull headed by a
George Bunting (the founder's
grandson), the company beasts

Noxell Corp.

a record of 15 straight years of
sales gains. Profits fell negligi-
bly in one of those years, but
earnings per share have risen al§
14.5% compounded over that
long stretch.

Noxell’s success has brought
a solid balance sheet, with $88
million in cash items, well in
excess of total liabilities. Over
the years, the company has
spent a bit to buy in stock, but
adjusting for splits, including a
2-for-1 last year, it has taken
in sufficient shares only to hold
the number outstanding steady
after option grants. Robert
Pierce, chief financial officer,
says there’s no hurry to get rid
of the cash: “We'd really rather

think of how to grow the busi-
ness,” and keep cash on hand
for a good acquisition opportu-
nity to which a quick response
might be useful. Despite the
lack of leverage. the company
last year earned over 20% on its
$213 million of equity ($5.22 a
share).

Not much of its recent
growth is due to sales of the
familiar blue-glass jars of Nox-
zema. though the product re-
mains the leading facial cleans-
ing cream in the U.S. Thirty
years 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,

-administrative

though the product accounts for
perhaps 5% of worldwide sales
More recently, Noxzema has
moved into cosmetics. Its Cover
Girl line, begun in the ecarly
'Sixties as a mass-market line. 18
now tops in the nation. and
newly introduced Clanon, for-
mulated particularly for sensi-
tive skin, 1s domg well and
should shortly be profitable. In-
troducing new lines is costly, of
course, and Pierce relates that
most of last year's increased
proportion of marketing and
costs  was in-
curred in the startup of Clarion,
and to boost Cover Girl. Had
the expenses only matched the
increased sales, earnings could
have been 10 cents a share bet-

i ( reeacas E
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ter In fact coamets are the
source of nearly all the $ix

‘mithon of sales growth over the

past two vears. and at over $308
milhan, thev've growsn fau
enough —about 0% i jus 1he
past two years — (o gow account
for over two-thards of compan
revenues

Because cosmelns are the
engine of recent growth at Noe
ell. it figures that (f thest sabes
keep chmbing at thew curren:
chip. the product line wiil be
come an even larger share of the
Noxell total. and thus sccelerate
corporate progress. Bul g mas
become harder 10 enlarge mar
ket share, now 21'%. from here

Continued on Nevi Fage

ﬁ .
o

“We believe the |
municipal market offers
exceptional values.”

—Merrill Lynch Global Securities Research and Economics Group

Municipal bonds can offer investors tax-exempt interest income, stable cash flows and
—three very important benefits in today’s market environment
But what does the future hold for munis? Get the details in “Municipal Bonds: A Special

Report For Individual Investors” free from Merrill Lynch. We'll tell you:
e Why interest rate projections for the second half of 1988 indicate that now is a good time 10

begin increasing purchases of munis;
o Why the suppgg\?:mnd outlook is favorable for muni-bond buyers; and
e How you can lop buying strategies that will allow you to take advantage of upcoming

assurance of principal

interest rate movements.

Individual Investors.”

Don't be left on the sidelines—mail in the coupon today for your free copy of “Municipal
Bonds: A Special Report For Individual Investors.” For even faster service, call the toll-free
number below, weekdays from 8:30 am. to midnight Eastern Time. ‘

1-800-637-7455, Ext. 3943

I_Manl 10 Mernil Lynch, Pierce, Fenner & Smith Inc.
Response Center, P.O. Box 550, Somerset, NJ 08875-0550

' C Piease send me a copy of your “Municipal Bonds: A Special Report For

I
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I
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Name
I Address
Cty State Zip
| Business Phone HomePhone ———— . _

Mernll Lynch clients, please give name and office address of your

I Financial Consultant
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>n: the field owns a reputation
or-tou g‘- competition. “We're
seerng oow. 1n 1988, a slowing
4

~down of that rate of growth.”

says Prerce. “The key is to keep
ew products and find-

on now 1n product

than I've seen m
todletries. new prod-
on tap for the end of
r |9%9

mullion
'un.d\_;
ienh of

simultaneously in Canada and
the US.

The Clarion line posed a
particular problem because it
relies on a self-service computer
to help the buyer choose her
most flattering colors. For Can-
ada. relates. Troup, "“we had
to make the computer bi-lin-
gual "

What happens in Canada
counts: [f Noxell wins further
sales pains there. and operating
profits come closer to 1985 per-

entages as advertising Costs
~|4~xen that nation alone could
a good piece 01 mc

hat the S!rctt expecb‘ thc com-
pany to delver this year. And

Troap says “it's going extremely
well upthere™
Canada’s costs have

masked. (0 some extent. Nox
other foreign na-
profits
years o

eil’s SuCCess 1

$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 in earnings
just from recovering its margins
on non-U.S. activities.

As for expansion of the pres-
ent products, Troup points out
that the company’s long history
provides “a platform for addi-
tional skin-care products.” The

blemish business “for young
people. 15 growing in double
digits.”

That aside. the outlook is

promising. Noxell's first quarter
1s usually its best in revenue and
profits; this year, sales rose 8%
to $145 mlhion in the period
ended March, and net income
showed twice that rate of gain.
coming 1n at $157 million (39
cents a share). Last year. earn-
ings of $1.08 per share were
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5.': Near-term appeal is

reported. The general estimate
on the Street is for earnings of
$1.28 this year, vs. $1.08 in
1987. and perhaps $14S 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 sales, these estimates could
turn out to be on the low side.
There are two classes of
Noxell shares. Bunting family
trusts hold 75% 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
states, the Buntings have no in-
terest in selling.
—Thomas N. Cochran

® Easco Hand Tools
(TOOL-OTC)
by Johnston Lemon

An excellent opportunity for
long-term investors to
purchase shares of this
high-quality company before
its dramatic earnings
turnaround and superior
growth potential are fully
recognized n the stock’s price.
We rate the shares a buy.

® General Signal
(GSX-NYSE)
by Dillon Read

After years of disappoiniment,
it appears poised to record
several years of
above-average earnings
growth.

@ Hamilton Oil (HAML-OTC)
by Oppenheimer & Co.

The strong possibility that
Broken Hill Proprietary,
which owns 51% of the
common, will consolidate the
remaining outstanding shares
after November 1958
enhances the stock’s appeal
shorter term. However, with
cash flow potentially tripling
by the mid-1990s (with only
modest oil and gas price
impravement), the stock
represents a compelling value
longer term.

@ IC Industries (IC-NYSE)
by Bear Steamns

Buy. PepsiCo announced
plans o purchase the Pepsi
botthng franchises owned by
Grand Metropolizan. The
price of $705 million equated
to some $17 per case, a new
industry high. If one were to
extrapolate these mumbers
and apply them 10 the Pepsi
baitlmg franchises owned by
IC Indusiries. then the value

or mare;njbrmatzon contact theaatrchwes— Center at archwéseér;te;@st. edu onwxﬂ%ﬂ 0

addition of this increment 1o
our existing values would
- suggest a net reclizable volue
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Upscale tactics honed for mass market

o put a jolt in lack-

By Faye Brookman
luster sales, mass-
market cosmetics

companies continue

to use coupons and sweepstakes
promotions, But they also are
emulating strategies more com-
mon to tony department stores.

That doesn’t mean elegantly
dressed women will be spritz-
ing K mart shoppers with the
latest scent, but it does suggest
a new sophistication has come
to marketing tics and

that share has dwindled; drug-
stores now snare 37%; food
stores, 7%; and discounters,
13%, according to industry
sources.

Breaking out the mass sales
volume alone, A.C. Nielsen Co.
figures reveal food stores are
growing the fastest. Food
stores’ share jumped from 13%
in 1986 to 18.7% last year;
drugstores climbed slightly to
60.1%; discounters’ share
dipped from 24.4% to 21.2%.

As shoppers have become ac-

tomed to buying blush with

fragrances in food, drug and
discount stores.

The industry can use the
added excitement, observes Mi-
chael Wahl, chairman-ceo of
Howard Marlboro Group, a
New York-based sales-promo-
tion company.

“What has happened in mass
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 cosmetics on food store or

bagels, they also have become
more discerning, says Carol
Brennan, director of market-
ing/women's fragrances at
Jovan, a division of Beecham
Cosmetics, Chicago.

Fort Lee, N.J.-based 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 cosmetics purchasing.

Steven F. Costa, VP-market-
ing for Revlion Beauty Group,
New York, says Revlon is be-

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

method to give shoppers free
gifts without adding salea help.
They also perceive shrink-
wrapping as having a poor
image, Revlon's solution
was to design a clip that
attached the gift to the
product.

L'Oreal, the mass-market
division of Cosmair Inc.,
New York, also has plans
for G-W-P promotions.
L'Oreal’s Lash Qut Mas-
cara features a free in-pack
sample of Adieu Refresh- -
ing Eye Makeup Remover.
Jovan is including free soap
and bubble bath with its
new Florals scents in a gift
set presentation. Jovan
also is planning a back-
to-achool calendar con- -~
sumers can receive free

lon is including color stripe in
its Celebrity Weekend booklet
available in' stores during the
Academy Awards promotion.
The strips—bulk cosmetics
pressed onto paper for sampling
colors—will be used to promote
Revlon lipsticks, blush and eye
shadow.

Jovan is taking the ubiqui-
tous fragrance strip to a new
level with its new cou-paks,

“The Noxell fixture got more
stockkeeping units out in front
of the customer, it alleviated
the cluttered look in the stores
and it allocated space properly
to sales,” explains Mr. Wahl.
Noxell and Marlboro Group
teamed up again last year to
fill the service void in the mass
market. The result was a com-
puter that helped shoppers in
their product selections. The

computer was a key in the
$15 million launch of Clar-
{on, a fragrance-fres, sensi-
tivity-tested line quickly
dubbed the mass-market
Clinique, which also uses a
computer at its department
store counters.
The Clarion computer
marks the first, but not
last appearance of com-
puters in chain stores.
Retailers say Clairol is
testing a computer for hair
colors and that it will be
logical for a skincare mar-
keter to educate consumers
about its products via a
computer. “Skincare will
work in drugstores once

drugstore visits. The trick is to | coming more aggressive with | by mailing in a proof-of- the manufacturers educate
bring the department store to | its promotions. “We are spend- | purchase. : the consumers,” says in-
the mass outlet.” ing more because we feel it is Ironically, G-W-Ps are X dustry consultant Jeanette
During the past 10 years | important and it keeps Revlon | catching on in drug, food » :',-,:.j Solomon, a former buyer
women have been shopping | exciting.” Revlon Group's up- | and discount stores just as e for K&B Drugs in New Or-
more and more in convenient | coming promotional tie-in with | the strategy is fading in ; [l leans.
food, drug and discount stores. | the Academy Awards includes | department stores. “It is Mass retailers also are
Department stores still control | a chance to win a trip to Holly- | old hat in the department adding gloss to their image
43% of the estimated $7.5 | wood and selection as one of | store—people can only use by upgrading cosmetics de-
billion spent on all cosmetics | Revlon's unforgettable faces. 80 many unbrellas,” says partments with carpeting,
and fragrances in 1987, but The Academy Awards pro- | consultant Allan service and better qual-
tion also involves gift-with- | Mottus. “Offering prod- ity merchandise, plus
Faye Brookman, a New York- | purchase deals. The advent of | uct is a smart way to go accepting credit cards.
bawd. m Wnd , special- | the G-W-P in bt:l; mass market ::lllce it promotes future g e I e ; H'ﬂxeteﬂ'orf;mpnyinlg off.
1zes in Loiletri beauty aids | is i rtant » .0.P. mate n Revion n Houston, for example, a
topics. 5 i hil:lpolong have t:::dm:l‘; S:‘yu Mr. Costa, “Consumers | Group cosmetics with mext ;olor eocmd etics market leagar
t value and [G-W-Ps are] a month’s 60th Academy Awards. not a department store, but
::nod :lea“lefor t'i\em. We ai'so Randall’s supermarket chain.
hope it will encourage them to | two-piece promotions for Flo- | Cosmetics sales are up at New
-1 buy the product the next time.” | rals featuring a scented towe- | Orleans-based Schwegman'’s
Jlm Mehern Another tactic borrowed from | lette on one side and a $1-off | supermarket chain, now that
- department stores is the use of | coupon on the other. credit cards are accepted.
w t If scent and color samplers. Rev- Another important tool in “The retailing sectors con-
an s u I men the mass market is fixturing, | tinue to blur,” concludes Peter
; s N [ an early success being the | Scott, corporate VP-marketing/
R 4 RESEARCH Beauty Boutique created by | men's fragrance, Beecham Coe-
‘ Marlboro Group for Noxell | metics. “The mass channels are
SPECIALISTS Corp. in the early 1980s. ltlhu Jooking more like depu:tment
: He's got a 55,000 square foot IN THE - :;heecomo an im‘]:.omnt tool in | stores. It is all changing.
S warehouse, a staff of dedicated FEMALE » mass mark
¢ professionals, state of the art MARKETPLACE!
3 computerized equipment, and °
RO b ey e Clarion gets makeover
\ rams for some of the largest .
; "\\\\\ meters in the business. ON... (Continued from Page S-18) ell's cosmetics sales, it is im-
i * Products says, “We even have retailers | portant that Noxell build other
a He's sent millions of Cabbage Patch ¢ Services calling who want to buy the | strong brand franchises to
Kids doll adoption papers to little boys and girls o Communications coa:)'uter the:ulvl:‘l. .C;:; mt:‘ dependence on a sin-
across America illi I puters can create mu
in refunds for w;’b::g?ﬂ'g’,g:mgn; o'_f'ed:ixa‘rs AMONG... chases far and above what the Clarion is one option; indeed,
5 gl * o Professionals normal purchase might be.” when it was launched it was
GEA B S0 P coe MoNiAhDs andl il o Noxell no doubt is In the | hailed by Wall Street as a logi-
refund offers, and reets the premiums he fulfits ke e market with Clarion to maxi- | cal way for Noxell to make up
family members. 2 ?enlom mize corporate sales as much as | for any slowdown in Cover Girl
does some most ¢ -leenagers possible, whether that be with | sales as that brand matured.
atnd hI: e ofthe competitive ¢ Children 1] a eomp:lm or other support But Noxell is expected to ex-
es in the business.. e i) ““ 1| such as advertising, Says Ms.' am!noot!ntlopﬁo:i:.ln;ludl‘:(
Find out how professionally and inexpensively Jim (313) 855-7810 mfi""c"mggl,mm to m:;::im“; i
s b o © U0 ANIIRR TRens: TRENDIFACTS At the same time, Co;:: the Ca:;:l Girl and Nmml
goda Assoc today. Girl's archrival M names a major acq on
e e g (31 3) 855-7812 :::;:‘lg}l‘y 'dlnlng mu:: in H;::i:.or other personal
% of ita sales genera care ucts, .
o . o PLAYLAB by products introduced in the Even a 20% sales gain this
don JagOda associates,inc. Dana Blackwell, Exec. V.P. last two years, according to Sa- | year won't put Ci:::i:ln mx::
One Underhill Blvd.. Syosset. NY 11791 « (516) 496-7300 Donna Taglione, Dir. Rsch. R e N | e e
: NMEVI YOQK = BSTON K ANSAS CITY <425 ANCE S S 'vmww%wiv CONBOTASE 3 toned Wall Street.
Fulfiliment « Sweepstakes « Games e Incentives » Premiums AR j for well more than half of Nox- | ers are predicting now.
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As ‘Sassy’ Becomes Less Sexy, Wary Advertisers Re-enlist

By Iris Cohen Selinger

NEW YORK—When five advertisers pulled
out of Sassy magazine last October only sev-
en months after the magazine’s launch, the
publishers were faced with a rude awakening
_~about the power of advertising on editorial.

"~ The loss of Noxell, Maybelline, Tam-
brands, Gillette ‘and Revlon was a big blow
to the fledgling magazine, which had to face
the loss of its largest category, cosmetics.
Matilda Publications’ president Sandra
Yates had her back to the wall and decided
to tone down the magazine’s sex stories. Six
months later, her compromise seems to have
paid off. Both Noxell and Gillette will return
to the publication this April and May.

Sassy was not afraid to court controversy
at first. It prided itself on its candid coverage
of sex, abortion and homosexuality, and its
colloquial, teenage voice. Major cosmetics and
fashion advertisers were also anxious to run
in the fledgling magazine that began with a
circulation of 250,000 and charged only a
fraction of the cost for a 4/C ad compared to
the teenage magazine leader, Seventeen.

But what Sassy did not account for was a
highly organized letter-writing campaign
from conservative groups to advertisers com-
plaining about the magazine’s inappropriate
stories on sex. “The letter-writing campaign
made us more thoughtful that there are some

Yates, who is Australian. “It made us try
harder to be more balanced,” she added. But
Yates added that the comments from the con-
servative groups, which objected most to an
article on two homosexual teenage couples, a
sex survey and a story on boys’ bodies, were
not representative of its readership. Indeed,
the magazine’s audi-
ence grew to 400,000 in
September and will
jump another 50,000 on
its one-year birthday
this March.

But regardless of the
healthy readership
growth, Yates realized
Sassy had to stem the
complaints from the
conservativé organiza-
tions to pacify advertis-
ers. Ad pages had
dropped from an aver-
age of 30 pages to less
than 20 in the six-
month boycott. Adver-
tisers were largely mum
on the reasons for their
pullback, but Yates indi-
cated that some said it
was in direct response to the letters.

One agency executive who works on Tam-
brands said the letters were the primary rea-
son for the boycott. Noxell denied that it

Sexy stories got Sassy in trouble.

jumped ship as a response to the negative
letters, but did indicate that there was some¢
discomfort regarding the magazine’s editori:
al content. “We did what we do with anj
new magazine. We review the content to en:
sure it is consistent with the nature of our
product,” said Carroll Bodie, vp/genera,
counsel for Noxell.

Sassy struck back by
#| moving a December
cover story, “Five Vir-
gins Tell You Why It’s
Cool,” to November,
and backed off from
controversial sex sto-
ries. Leo Scullin, senior
vp/director of print me-
dia at Young & Rubi-
cam, believes Sassy has
made a good business
| decision. ‘“‘Advertisers

{ don’t invest in a maga-
zine to share in contro-
versy,” he said. “Sassy
is trying to rebuild the
relationship  with
them.”

Yates hopes other
advertisers will take
the lead from Noxell and Gillette. Said one
agency executive, “I think they were feeling
their way around to see what they could get
away with and now they’re pulling back.”

conservative teenagers in this coupitry,” said
Knobler: Medff Partnership’s Door is Open to Other Agencies

By Steve Ellwanger

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 newFbnimaorne iefakindtion contact the drchiyeseGenteranai dlyi

In the interview, Knobler said that O&M

and Omnicom are pairing up on a country-
by-country basis partly out of fear that their
clients won’t get access to broadcast time in
nations where there is limited supply.

“The stock of media is not unlimited,” he
said. “Our clients have to have access to the
space. That is the motive of our alliance.”

Knobler said that O&M and Omnicom first
started talking last March.

While he acknowledged similarities of
““culture and philosophy”” among O&M, DDB
Needham Worldwide and BBDO Worldwide,
Knobler said the talks took so long partly be-
cause ‘it was necessary to create [team-
work] among the competing agencies.”

O&M and Omnicom are primarily con-
cerned with servicing their own clients
through TMP.

Knobler did, however, say that TMP
wants to be among the top three media buy-
ers in each market it enters.

“Will that lead us to seek international
partners or local independents? All the cases
... are possible,” he said.

Every agency and media-buying firm in
Italy is jockeying to get their clients a share
of the shrinking supply of TV spots.

Although there are plenty of TV sets—
served by two major networks (one state-

Silvio Berlusconi)—and 941 independent

and affiliated stations, there are limits on
commercial availability.

The state-owned network’s supply is fixed
by Parliament, and the private network re-
cently agreed to reduce the number of com-
mercial breaks.

As a result, “The market will be more dif-
ficult,” said Serena Gana Cavallo, press offi-
cer for Sipra, the agency for the state-owned
network. “That’s one reason the agencies
are getting together.”

The DMB&B/Grey partnership in Italy
differs from the O&M/Omnicom undertak-
ing in that it is a local—rather than corpo-
rate—initiative implemented by managers
in that country, according to sources at both
agencies in New York.

Previously, DMB&B and Grey were in-
volved in an eight-agency buying group that
is now defunct.

One source said TBWA was involved in
the talks with DMB&B and Grey, but that it
opted not to participate.

Young & Rubicam recently purchased a
media-buying firm, Ainio Media, in Italy,
and sources expect the local Lintas and
McCann-Erickson agencies to pool their
buying.

Saatchi & Saatchi and the local Bates

jeediagmdyf) 2463 33 2% flected to join forces for

media-buying in Italy. = —Debbie Seaman
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Consumer research, by depth inter-
viewing of actual Noxzema 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 549
of Noxzema Skin Lotion in floor dis-
plays was sold out in 2 weeks.

In the Test Marketing program,
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. Mr. 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.




The Story of the
NEW NOXZEMA
SKIN LOTION
By G. Lloyd Bunting, President

urR 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 viewers 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 cover.)

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.

Why a Nox:zema Skin 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.

We are interested primarily in ‘‘re-
lated products’ for skin comfort and
skin beauty—products that have large
volume and profit potential.

Ilow Norzema Skin Lotion
CComplements Norzema
Skin Cream

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 five
women users of hand care products. In
the facial cleansing market, lotions are
making faster progress than creams.
Our New Noxzema Skin Lotion will
have 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 Noxzema Skin Lotion will
make available a Noxzema brand
product to those people who prefer
liquids to creams.

Important Advantages Over
Arvatlable Cosmetic Lotions

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

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

Serentific  Pre-Testing Indicates

Large Volume and Profit
Potential

Clinical research by four nationally
known dermatologists in a series of
rigidly controlled tests proved that
New Noxzema Lotion is more effective
for all around beauty care than any of
the leading lotions tested.

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