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BIOGRAPHICAL SKETCH 

Bob Lindsay is a native of Maryland. He grew up in the Hampden 
section of Baltimore, and began to work at Noxzema Chemical Company in 
1941, while he was attending high school. He served in the Air Force in 
Italy during World War II, and rejoined Noxzema Chemical Company in 
1946. He worked his way up to the position of Secretary-Treasurer at 
Noxell. He retired in 1988, and currently serves on the boards of 
Franklin Square Hospital and the Helix Health System. He is the 
president of Serve, a group of retired executives who work for non-profit 
organizations. 

SCOPE AND CONTENT NOTE 

Bob Lindsay recalls his early years at Noxzema Chemical Company in 
the 1940s and 1950s, as well as the changes in the company in the 1960s. 
He also discusses his impressions of the Buntings--George A. Bunting, G. 
Lloyd Bunting, and George L. Bunting, and offers his opinions about the 
recent merger with Procter & Gamble. 
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LINDSAY INTERVIEW - PAGE 2 

Abstract of interview with Bob Lindsay, May 14, 1990 
Towson, Maryland 
Interviewer: Scott Ellsworth 
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BIOGRAPHICAL BACKGROUND 

Bob Lindsay was born in Maryland, attended Baltimore 
City College, and joined the Air Force in 1943. He 
joined Noxzema Chemical Company in 1941 while still a 
high school student. 

It was difficult to make Noxzema skin cream during 
World War II. Noxzema Chemical Company was 
responsible for distributing Noxzema skin cream, while 
Bunting Chemical Company actually made the cream. The 
two companies merged after Norbert Witt joined the 
company. 

Bunting Chemical Company made a product called Noxivy, 
a natural antidote for poison ivy, as well as shave 
cream and suntan oil. 

Bunting Chemical Company did not want to make products 
for anyone else. 

Lindsay began at Noxzema Chemical Company by packaging 
the pieces for window displays. 

Lindsay later took care of the correspondance. 

Women worked on an assembly line filling Noxzema skin 
cream bottles by hand. 

Noxzema was a major employer in Hampden. 

Lindsay returned to Noxzema after serving in the Air 
Force. He worked in the credit department. 

Dr. George Avery Bunting procrastinated, and so had a 
messy desk. His employees earned $16 a week, while he 
earned $3600 a month. The office was terribly 
crowded. 

Employees ate lunch in neighborhood restaurants, or 
brought their lunches and bought a coke to drink with 
it. 

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



13:20 

14:30 

16:10 

17:30 

19:10 

20:00 

20:40 

21:50 

23:00 

24:20 

24:40 

25:20 

27:40 

LINDSAY INTERVIEW - PAGE 3 

When the company was small, the white collar employees 
mixed with the blue collar employees. There was no 
strict hierarchy. 

DR. GEORGE AVERY BUNTING 

Dr. Bunting was handsome and intelligent. He was a 
go-getter. 

Bunting was very demanding of his son Lloyd. He was 
well-liked by his employees, but kept a sharp eye on 
them. 

LLOYD BUNTING 

Lloyd was intimidated by his father. He had no ego, 
and was able to get help running the company. He made 
the decisions necessary to make the company grow. 

Lloyd decided to make aerosol shaving cream, which was 
a risky move. 

Lloyd hired people who could make the company grow. 
He hired Norbert Witt, who helped select other 
people. 

Lloyd realized the company needed more space. He 
moved it to Cockeysville, which was very far away at 
the time. 

Now, the only land there which is not built up is 
owned by Noxell. The company purchased it cheaply, 
and now it is very valuable. 

The employees at Noxzema Chemical Company were like a 
family. Several distinguished themselves in World War 
II. 

Lindsay served in Italy. 

Hampden was comprised of Greeks, Poles, Scots, and 
Italians. 

Lindsay took the job at Noxell and went to school at 
night. He spent eleven years finishing college. He 
also taught at Johns Hopkins for ten years. 

Lindsay moved up at Noxell, becoming Assistant 
Secretary and then Secretary, and eventually 
Secretary-treasurer. 
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LINDSAY INTERVIEW - PAGE 4 

As the company grew, he became vice 
president-secretary, handling insurance and pensions. 

Lindsay left Noxell in 1988. 

NEW MANAGEMENT AT NOXELL 

When Witt joined the company, the operations changed a 
great deal, but for the most part, Witt and the other 
new managers were doing work that had not been done 
before. 

Bill Grathwohl came in to do advertising, which no one 
had done before at the company. 

One of the first things the new managers did was to 
create Cover Girl. 

Much of the Cover Girl development and manufacturing 
was done outside Noxell. It was not until Witt merged 
Noxzema Chemical Company with Bunting Chemical Company 
that the company actually produced Cover Girl. 

Charles Busta is the director of Cover Girl. 

Bob Duke worked in corporate development, trying to 
create new products. 

COVER GIRL 

Cover Girl was introduced with a great deal of 
advertising, but only a few products. It was 
originally pitched as a skin medication; only later 
was it sold as a beauty product. 

Cover Girl lipstick was never very successful. 

Cover Girl's success was unexpected. Noxell made more 
money the first year than they knew what to do with 
it . 

Cover Girl sales eventually surpassed sales of the 
skin cream. 

Noxell was unique because all its people worked at one 
site. 

In 1974, when the economy was ailing, Noxell cut its 
dividends. 
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LINDSAY INTERVIEW - PAGE 5 

The crisis was short-lived. 

When Noxell was doing well, its employees were 
well-paid. 

Noxell became a very different place as the company 
grew. The newer employees were more educated than the 
original employees, who began to get more education. 

THE PROCTER & GAMBLE MERGER 

The merger with Procter & Gamble will bring in young 
hot-shots . 

The merger was a surprise to Lindsay. 

George L. Bunting sold the company because he lacked 
the immense capital that would be necessary for Noxell 
to grow. The merger will provide money for research 
and development and marketing. 

George Bunting's sons are in their twenties, and have 
not expressed great interest in the company. 

The Luden Cough Drop Company was similar to Noxell, 
because Dr. Luden's sons had no interest in the 
company. 

George Bunting was very close to his father, Lloyd. 
Lloyd was also surprised by the sale of the company. 

Lloyd Bunting was the pivotal person in Noxell's 
success. 

Witt decided to change the name of the company from 
Noxzema to Noxell. 

There were many names considered when the company 
changed names. 

Noxzema connoted medication, which was falling from 
favor. 

Cover Girl was sold as a medicated make-up. 

Lindsay currently serves as Chairman of the Board of 
Franklin Square Hospital; and serves on the board of 
Helix Health System. He is president of the 
Independent College Fund of Maryland. He is also 
president of Serve, a group of retired executives who 
work for non-profit organizations. 
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The original jar was not blue, but amber. Colored 
glass helped preserve the skin cream. 
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BOB LINDSAY 
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Introduction 

The conventional wisdom in the United States is that, as an in­
dustrial nation , we have fallen behind other countries, especially 
Japan , in terms of efficiency, productivity, and quality. 

This indictment of American productivity and initiative is di­
rected at corporations of various sizes-large, well-established 
companies suffer from the malaise, as do smaller, newer ones. 
In essence, many students of American business conclude that 
the spirit of excellence, which was commonplace in past genera­
tions, has disappeared. 

The in-depth, firsthand profiles of five family-run businesses 
that follow, however, show that insistence on quality and serving 
the customer still thrive in major segments of American business . 
Each of these companies has been, and continues to be , instanta­
neously recognized: H & R Block, Inc., Hallmark Cards, S. C. 
Johnson & Son , Inc. (Johnson Wax) , Marriott Corporation, and 
Noxell Corporation (Cover Girl, Noxzema, and Lestoil). 

All of these major corporations are run on a daily basis by the 
founder or members of his family . And , whether the firm is cur­
rently headed by its founder-Henry Bloch of H & R Block, for 
example--{)r the fourth-generation scion of a lOO-year-old com­
pany--S. C. Johnson II , great-grandson of the Johnson Wax 
founder-it is imbued with the same spirit of hard work, inge­
nuity, and enthusiasm that characterized it from the beginning. 

How have these companies, after many years and generations 
of success , been able to retain their formulae for success? Cur­
rent chairmen, like their forebears, insist that their companies 
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2 introduc ti on 

delive r top-quality products and se rvice at reasonable prices . At 
the same time, they rea li ze that people-employees and custOIl1-
ers--count mos t. 

Corporate legacies play a crucial role. Succinctl y, current 
chairmen of these we ll -known corpor\ltions are aided app reciab ly 
by whal th eir fi:lInilies have done previously. The), adh ere to the 
adage: " If it ain 't broke, don 't hx il. " This in no way impli es th et t 
heads of th ese mll itimi llion etnd -billion dollar compani es have 
not kept up with th e times. Indeed, all have bee n inllmet tors. But 
the four who have followed in the footsteps of family elders began 
working at their respec ti ve businesses as teenagers. All lea rned 
that happy employees turned out good products, which made CO Il­

ten l and happy customers. Na turally, as they grew older and 
joined the com panies full-tim e, that tenet continued to be an int e­
gral , even sacred , part of their corporate philosophy. 

Of course , paying close attention to satisfying people is tlot pe­
culiar to fam il y- run corporations, but it is something thai virtu­
ally all famil>' businesses emphasize . Without it , the founder 
would neve r have slIrvived. much less transformed hi s 1\10m­

and -Pop business into a major corporation. As the companies 
grew, this insistence on caring about people became a trade­
mark. And not one of the current chairmen considered deviating 
from it. 

Family-run corpora tions leave a special legacy. Heads of Ihese 
companies full y rea lize that they have inherited a business 
judged by a criterion that does not apply to companies lacking 
the continued leadership of blood relatives. The fi:lmil y name 
and reputation are at stake. 

Anlong my hve compan ies , only Noxell does not li se th e 
founding family's name in its corporate title. When Baltimore 
druggist George A. Bunting opened the Noxzema Chemical 
Company in 1917, he opted to emphasize his product's name. 
When the company began dive rsifying under succeeding genera­
tions, the name was changed. Today, while sti ll rea lizing signifi­
cant sales from its original product, Noxell's principal lines are 
Cove r Girl products. The grandson of the founder, who serves 

introducti oll :3 

as pres ident and chief executive ofhce r, ca rries on the famil> Ira­
dition with a sense of pride and obliga tion that are not Slll'­

passed by others who have the actual name in the company titl e. 
j. Willard Marriott, Jr. , chairman, president, and chief execu­

tive offi cer of th e multibillion-dollar Marriott Corporation, suc­
ceeded his father, who began th e busin ess as a nin e-s tool 1'001 

bee r stand in th e nation's capi tal aim os l sixty yea rs ago. "Ever> 
time I visit one of om hotels, I am st. ruck by one ove rwhelming 
thought. It has our family name on it , and if people go awa> not 
liking it , that 's not only a reOec tion on me but on our entire fam­
ily.:: With that sense of family pride, coupled with the fea r that 
every customer may not be fuJI" sa tisfied , it is not surprising to 

find Marriott and his feJl ow corporate heads, whose stori es are 
told in detail here, working illdefati gably to guarantee that lloth ­
ing refl ec ts badly on .their speciallegac). 

Heirs to large Llfn il v- run co rporations inherit obliga ti ons th dt 
often do not exist in sma ll finn s, in particular the obliga tion to 
ca rry 0,!1 the family trad ition. T here are miJlions of incorporated 
Imsin esses in the Un it ed Stales, and 80 percen l of them are fam­
ily owned. However, on l>' a handful are large, household-word 
organ iza ti ons v\jth sales exceeding $250 mi llion a vea r. Once 
this rarefi ed status has been reached, companies make sure that 
th e>' never fall back to a lower plateau. Children, grandchildren, 
and heirs furth er removed from the founding generation kn ow 
from an ea rl y age that th e>' are expec ted 10 ca rryon the tradi­
tion. As we wi ll see , expectati ons are not always verbalized . But 
from dinner-table conversa ti on 10 on-the-job training al an ea rl> 
age, sc ions of these famili es, and others like them. understand 
what th ey are to do. The sense of' nob lesse oblige that follows 
generations of Roc kefellers , Kenned)'s. and Lodges. prope lling 
them into lifetime public sen 'ice, in extricab l> exists in Ame rica 's 
best-known family corporati ons, guiding famil>' members to suc­
cessfully perpetuate th e businesses. 

The task is not easy. Compared with the seemingl> insupera­
ble obstac les conf'ronting th e founders, future generations seem 
to have on I) ' minor problems in picking lip the mantle. Aft er 
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4 Introducti on 

all , th e business not only has a Grm and widely acknowledged 
reputation, but perhaps more important it has an enviable finan­
cial position. If picking up where oth ers left off is so simple, 
why do more than 70 percent of th ese companies neve r survive 
the second generation) 

Family rivalries often play a m~jor role. Imagine how diffi­
cult , if not impossible, it would be for a son or daughter to live up 
to the standards of a business founder who li terally built his busi­
ness from scratch to fame and fortune in a single generation. The 
passing of the reins from founder to son reached its nadir in the 
Ford Motor Company under founder Henry Ford and his son, 
Edse l. Edsel. who could do nothing correc tly from his father's 
perspec ti ve , initia ll ~1 headed the firm 's purchasing department. 
Insanely jealous of any apparently wise move by his son, Henrv 
Ford constantly excoriated him direc tly and to Edsel's colleagues . 
As time went on, the founder became invo lved in li terally every 
decision, no matter how mundane, that his son made. Following 
a debil itating stroke. Henry Ford , inst ead of bowing out of com­
pany affairs, increased his involvement. Finally, at forty-nine 
years old, Edsel died, neve r recovering from the wra th of his fa­
ther. A kind and compass ionate man, with co nsiderable business 
acumen, he has been identified unfortunately with the Ford aut o­
mobile model that bore his name. The Edsel, perhaps th e 
industry's all -time lemon. was not even on the drawing boa rd 
when Edsel Ford died. 

Other instantly recogni zed family corporations also have had 
conflicts between generations, but none has been as cruel and 
flagrant as Ford 's. Of the fi ve major corporations in this book, 
only one was characteri zed by acrimony as the son gradually 
took over the running of the business from his father. In the 
found er's eyes, his son simply could not live up to predeter­
mined standards. Nevertheless , the corporation prospered and 
continlles to do so under a succeeding generation. 

Four of my fi ve companies have used extensive lv the manage­
ria l expertise of non family , outside experts who have joined the 
finns . The other, while br inging in one principal corporate offi -
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cial , has concentrated on its own , company-trained personnel 
who have acquired their skills through intensive on-the-job train­
mg. 

In choos ing the companies I wanted to include, I insisted on 
only one common charac teristic: on a daily basis, each corpora­
tion is run by th e founder or members of his family. All are 
controlled, th rough stock ownership , by the families. Two , 
Hall mark and Johnson Wax, are privately held. Stock in the 
others trades publicly. However, I assiduously avoided any 
firm in which I or anybody closely related to me had a finan­
cial or other interes t. 

Other equall y well-known corporations could have been se­
lected. Anheuser-Busch, Cont rol Data, Federal Express , Levi 
Strauss, The Limited, Nike, T oys 'R' Us, and Wendy's readily 
corne to mind . . Readers, I am confident , wil l think of others. 

Recentl y, a spate of books have described success fu l Ameri­
can corporations primarily by listing charac teristics that, for the 
mqs t part , have been common to them. Wh ile I also do this in 
part , my primary vehicle is to describe, through extensive on-site 
interviews with top company offi cials, including chairmen of the 
board and chief executive officers, as well as with plan t workers 
and other hourly wage earners , exactly why these family-run cor­
porations continue thriving from generation to generation. 

Through these profiles , I have attempted to show how suc­
cessful family-run corporations pass along their techniques for 
pleasing customers to succeeding generations. Each complete 
corporate story can serve as a prototype for businessmen and 
-women in operating their newer, smaller, and less well known 
compallles. 
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44 FAMILY PRIDE 

his pres tIgious post as managing editor of C0I7[!;rrss/ol/a/ QI/ar­
te1'6' in Washington. D.C., to return home as director of corpo­
rat e communica tions at Hallmark. Sixteen months later. the 
able, hardworking newcomer was elevated to division vice presi­
dent for public affairs and com muniC6.tions. Don Hall rewa rded 
skill. He did not hire a headhunter to find someone who had 
toiled elsewhere at the corporate vice-pres idency level. 

David Hughes emphatica lly states, "We do not intend to go 
down our lilli e path bli nd ly. Every dav we make decisions con­
cerning how to improve our product line in order for people to 
keep buying even more of them. " DOllald Hall discusses th e ad­
ve rtising thrust. "I'm sure that we' ll always emphas ize special oc­
casions , but we wi ll also remind people why they should send 
cards for social expression irrespec tive of a birthday or oth er spe­
cial day. People should send cards to express their warm feel­
ings for someone else . We' ll let them know how easy the trip is 
to a Hallmark store, too. " Hall , other than referring to the acqui­
sitions his compan~' has recently made , will not speculate about 
new fie lds that his giant company n1a)' enter. 

For the mos t part , Bill Johnson is sanguine about Hallmark's 
continued growth. btlt he is concern ed abo tlt America's procliv­
ity for read ily accepting ersa tz products. 'This has always been 
a company based on quality. We offer more color choices, six 
for every card , than anybody else. Other firms don't offer that as­
sortment in 5 percent of th eirs. But maybe we put more into it 
than America rea lly wants. This fas t-food society isn't good for a 
quality company like Hall mark. Will Hallmark have the stufr to 
change downward if need be')" 

Irv Hockaday puts Hall mark's challenge this way. "We must 
always preserve our heritage, reputation, and traditions. But at 
the same time , we must be willing to grow and spread our 
wings , bearing in mind always that the possibili ty exists that 
what happened in the past won 't work the same way today and 
in the future ." 

2. Noxell 

From Noxzema to Cover Girls 

Jenniler O'NeilL Chervl Tiegs, amI Christie Brinkley rarel), visit 
the suburban Baltimore headquarters of Noxell Corporation. 
makers of Cove r Girl cosmetics, btlt they are the most crucial in ­
gredient in selling th e firm 's extensive line of lipstick, makeup. 
and nail polish. "1 always want to convey the clean , wholesome 
look women try to copy," observes Jennifer O'Nei ll o\'er lunch 
at Twentieth Century Fox's executive dining room. "Above all ," 
continues the screen and television beaut )" " I don't want to 

threatell them. " 
O'Neill , thirty-eight , began modeling Cover Girl products at 

sixteen, and with interruptions , which included a contract dis­
pute following her starri ng in the movie Summer o.f '42, has been 
a company spokeswoman for thirteen years. "As I've go tten 
older, I've started doing more ads for their Opulence nail pol­
ish, but I still have to look the same. The custom er has to iden­
tify with me. My relationship with Noxe ll and their ad agency 
has been like a good marriage, and I plan to continue with 
them." Extending her hands to show off her fresh ly applied nail 
po lish, Miss O'Neill volunteers , " I believe in their products and 
llse them. If I didn 't, I wouldn't advertise them." 

Jen nifer O'Neill and her lovely colleagues helped increase 
Cover Girl 's net sa les fur 1985 by 9 percent over 1984. to $2.'3.'3. 1 
mil lion, or 61 percent of Noxelh consolidated net sa les of 
$.382.1 million. Other well-known 'Noxell products include 
Noxzema shave and skin creams and Lestoil household cleaners. 

"Our models are the key to our sales sLlccess," begins 
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Noxell's forty-six-yea r-old president and chief executive offi cer, 
George L. Bunting, Jr ., whose grancllather, George A. Bunting, 
opened the Noxe ll Chemica l Company in 1917. "A lot of women 
ca n identifv vvith them: thev have that clean. wholesome kind of 

/ . I , 

beauty rath er than a thea trical look. Yes, they' re unuslially beau­
tiful , but in a girl-nex t-door sort of way." 

Accord ing to Frallcis j. Harri son. Noxe ll 's se nior vice pres i­
dent f() r marketing, "Om models. Jennifer O'Nei ll , Cheryl 
Tiegs, and Kelly Emberg. for example. are examples of th e t)1)e 
of women who use our prodllcts; as :'ou'li notice. th e~ ' are not 
portrayed as strong pitch users. Cheryl and Jennifer have been 
with us many yea rs, with Christi e Brinkley an d Kelly Emberg 
representing Cover Girl for less tim e. It 's a tribute to their 
bea ut y, durabilit y, and credibility that thev've been with us so 
long. Usuall y, a topflight model's ca reer starts to IVane. or e,'ell 
end , by the tim e she's twenty-eight yea rs old , and two of our 
mos t famous ones are still go ing strong a decade pas t that. Obvi­
ously, their looks and demeanor continue to have a strong ap­
pea l. " 

F. Stone Roberts, executive vice presiden t of sse & B Inc. , 
th e New York advertising agency that makes Cm'er Gi rl's ael s, 
emphas izes thaL although beau tiful , these models are not threa t­
ening. "That is true in two contexts. First, they are not threa ten­
ing in terms of being overwhelmingly beautiful , especially in an 
elega nt se nse: and second, let's face it, our models could come 
home to dinner with you or me, and our wiYes wOlddll't feel ill 
at ease. " 

Robe rts elaborates. "Our models have a common wholesome­
ness , and th ey project a nat llralness that even less beautiful 
women can relate to. But having beautifu l women model for lIS 
is complica ted . Cover Gi rl cosmetics are mass-marketed, as com­
pared with buying them at high-priced depa rtm en t stores. The 
image conveyed is different , even thollgh we and people like 
Es tee Lallder. with a different marketing emphasi s, both li se 
love lv women." 

Roberts explains the differences between what he and the 
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higher priced competitors emphasize in their models. " In our 
ads, we cannot overemphasize the need for· informality. There is 
a lot of cheerleader in all our models; they're the type women 
who you wished lived next door to YOll. In contras t, Karen Gra­
ham, the bes t-known Lauder model , is always dressed elega ntly, 
as if she's on her way to a fancy dinner party. And you probably 
don't Ilotice, but there's even a difference in her lac ial structure. 
Her cheekbon es will be hi~h e r and more pronounced than our 
women 's. It 's all part of appealing to a more up-scale image ill a 
suhtle way. Noxell doesn't rea lly cOll1pete direc tl y with Lauder, 
so we help Cover Girl appea l to the wide range of customers 

that Noxell prefers." 
The SSC & B vice presiden t explains the process by wh ich 

his agency chooses topflight mode ls for specific products. "As 
she's go tten older, JenniJer O'Ne ill has begun appearing on com­
mercials for nail polish and replenishing cream , while Carol Alt , 
who's younge r, appea rs on our mascara adds . When teenage rs 
are allowttd by their parents to begin using cosmetics , the:' oft en 
start with mascara. Naturallv, we wouldn 't use someone in her 
thirties to appeal to that mar'kel. " 

Jennifer O'Neill will not say how many days a year she works 
for Noxell or how much she is paid , but she volunteers that the 
work is grueling. "On the days that I model ('or them, I'm under 
the lights for hours, and that's very tiring. Of course, I always 
have to look my besl." F. Stone Roberts concurs. " Everyone is so 
envious of these women, because th ey're so glamorous, and mod­
eling seems like such a great life. Bu t imagine spending twelve to 
fift een hours a day under lights and close-up camera shots. We're 
choosing from the loveliest women in the world. but they must 
constantly work at keeping themselves virtua ll : perfec t. No late­
night carousi ng, and their diets mus t remain ba lanced and 
healthy. A blemish when they' re selling cosmetics , of course , 
wou ld be unthinkable." 

Roberts confirms that Cheryl Tiegs's most recent contrac t 
called for $1 million over Eve years, and she works an average of 
twenty days yearly at $10 ,000 a da),. "Obviousl:', that 's exce llent 
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pay, " he concedes , "but compared with the $5 million a yea r 
contrac t she has with Kayser-Roth for Sears:s sportswea r line, 
it 's not outrageous." 

No maller how much Noxell pay~ Christie Brinkle) , Jenni fer 
O'Neill , Cheryl Tiegs, and the other lvell-known beaut ies: in ­
cluding Stefanie Powers , Cybil l Shepherd : Mariel Heming·way . 
and Farrah Fawce tt , who have so ld Cover Girl and Noxzema 
products, it has been well worth it for the large cosmeti cs and 
toiletries company. "Television advertising i ~ how Noxel l 
reaches th e consumer," observes Diana K. T emple. vice presi­
dent and cosmetics industry analys t at New York:s Salomon 
Bro th ers. "They spend abo ut a quarter of e"ery sal es dollar on 
these ads, which is about two and a half times the indus try ave r­
age. But it obviouslv has pa id off. Women are ver:' familiar with 
Noxe ll :s products before th ey gu to the drugstore or mass­
merchandise center where th ey buy their makeup or skill cream. 
Noxe ll , through their well- know n mod els and sa turation ad"er­
tising, have already done th eir se lli ng." 

While six of everv ten of Noxell's net sa les doll ars are der ived 
from Cover Girl ~osme ti cs: its toiletries: incl uding Noxzema 
Skin Crea m, which launched the company seventy years ago , ac­
counted I() r only 19 perce nt of consolidated net ~a l es in 19H5. 
However. even though this area of" the busin ess has been sup­
planted b: Cover Girl in terms of its contributi on to company 
sales and earnings , Noxzema Ski n Cream remains th e lead ing fa­
cial cleansing cream throughout the nation, with sign iEca nt dol­
lar and unit sa les increases over 1984. 

The stOI), of" a Ba lt imo re pharmacist's experiments eventually 
becoming a product that is a household word is a fascinating 
one. 

In the mid-1890s , George Ave,), Bunting, whose father ran a 
general store in Bishopville, Maryland , on the eastern shore of 
the Chesa pea ke Bay: received a scholarship to nearby Washing­
ton College . Following graduation , he pursued an elemen tary 
school teaching caree r. but af"t er six vears, he became discour­
aged by its lack of" adequate pay. Finall y, he agreed to take the 
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adv ice of a physician f"ri end to pursue a career in the fl edgli ng 
pharmacy Eeld. 

T here was a problem. Money. With on Iv a dollar and f1ft y 
cents in his pocket and too much pride to ask for money: Bunt­
ing could not afford the train trip to Philadelphia or Balti ­
more, where schools of pharmacy were located . He noticed, 
however, that a round-trip fen), excurs ion to th e Baltimore Ori­
oles baseball game was offered for only a dollar Eft)'. His 
choice for pharlllac~ ' school was made . Upon arr iving in 13alti­
more . the enterprising young man sold the return port ion 01" 
his ti cket for two dollars and Eft)' cen ts to a man trayeling to 
the Eas tern Shore. 

T hen, using th e $250 which his physician friend insisted on 
loa llillg him . Bunting enrolled at th e Uni\ersit y of Maryland's 
school of pharmacy. Accord ing to G. Lloyd Bunting, the late 
George A. Bunting's sori , his father se riously considered med i­
cal school. but exa minillg his first cadaver put an end to th ai 
idea. 

Bunting- toiled as a soda fountain attendant and errand boy 
fo r four dollars a week at a Baltimore drugstore. In 1899, at 
twen ty-nine years old, he graduated from pharmacy school fi rst 
in his class and became mallager of the store at 6 West Nonh 
Ave nue. Bus iness was good, and a few years later Bunting 
bought the store. In addition to fi lli ng prescriptions: Bunting 
strived to come up with new creams and medic ines. He had a 
small success with a dentifrice paste he inven ted, but sales even­
tually gave way to commercially prepared toothpas te. 

Bunting continued experimenting by combining a medicated 
cream with his new-formula vanishing cream . After reEning his 
f"ormula for Eve years, he blended clove and eucalyptus oils. 
lime water, menthol, and camphor to form Dr. Bunting's Sun­
burn Remedy. 

The crea m immediately caught on. In his store's back room , 
"Doc" Bun ting bega n mixing large amounts of hi s suntan 
cream , pouring sample quantit ies in to small blue jars. 

I I" it had not been for one customer, George Avery Bunting:s 
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inventive and entrepreneurial acumen might have been limited 
to a suntan cream . While purchasing some herbs from Bunting 
to help alleviate his suffering from eczema, this customer, whose 
name is unknown today, received a free sample of the new 
cream. The next day, the elated cl!l stomer returned exclaiming: 
"That cream knocked my eczema," showing the pharmacist his 
hea ling hands. 

Rea lizing that the medicinal qualities of his cream had poten­
tial in excess of its limited use to combat sunburn and enhance 
tanning, Bunting, in 1914, at forty-four years old , decid ed to de­
vo te more of his time at the pharmaO' to the cream. 

Sales began growing soon aft er George Bunting introduced 
his new crea m. During the ea rly 19005, medicating creams were 
greasy and tallow-based, and the new cream was the fi rst real al­
ternative to them. At first, th e cream was available only in little 
hexagonal blue jars at Bunting's drugs tore, which then was in 
the far northern portion of Baltimore. 

Bunting oversaw the entire process-mixing, hea ting, and 
pouring the medica ted cream. using the same large coffee pot in 
which he mixed the original batch. Other drllggists began stock­
ing the cream beca use customers as ked for it , and Bunting was 
promoting it vigorously. As more and more customers extolled 
the virtues of this new product, citing its cooling and soothing 
properties in addition to its reli eving eczema, Bunting's enthusi­
asm became more pronounced. Though remaining a somewhat 
ca utious man and never forgelling the nominal amount of 
money with which he set out , Bunting rea li zed that he was on to 
something with great potential. 

He decided that his new cream required all his attention, as 
well as resources . So, in 1917, Bunting founded the Noxzema 
Chemical Company and ended his career as an operator of a 
conventional drugs tore. He hired only one salesman and secre­
tary and paid himself fifty dollars a week. Sales that year totaled 
$5,214. 

"My father kinda plagiarized the Z in the name," admits G. 
Lloyd Bunting, who eventually would become the head of 
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Noxell. "Around the corner from his place was the Lozak Milk 
Company, which had a red 2 . Dad bOt:rowed it and of course 
combined it with 'nox' and 'ema,' as in ' knocks eczema.' " 

Bunting se t up his first factol)1 in a small rowhouse at 102 La­
faye tte Avenue in 1920. His offi ce was the living room, with the 
manufacturing plant in the kitchen. The rent was twenty-seven 
dollars a month . 

The company would not turn a profit until 1923. In order to 
remain solvent. Bunting pa id his bills with ten-dollar stock cer­
tifica tes. Many friends and pharmacists bought the Noxzema 
Chemical Company stock in blocks of $100. Soon, sales bega n 
climbing rapidly. By 1925, the company was well received, not 
only in the Baltimore area but , at leas t by reputation, elsewhere. 
Sales reached $100,000 on a volume of 900,000 jars. 

Bunting and his colleagues decided to tes t Noxzema Skin 
Cream nationally witli initial expansion to New York. Accompa­
nying this bold move into the nation's larges t city were heavy 
promotional efforts. Advertisements stressed the multiple uses of 
Noxzenh . In addition to serving as a sunburn remedy and a 
cure for eczema, it could be applied to burning and tired fee t. 
In fac t, it was adve rti sed as a fragrant , soothing cream with myr­
iad purposes. Quickly, it became a yea r- round , regularly used 
product. 

The uniqueness of this cream caught on along the Eas t Coas t. 
Word of mouth tes timonials augmented the intense adve rtising 
campaign, and Noxzema began realizing a great deal of repeat 
customers. This emphas is on advertising, with special attention 
directed at allrac ting and perhaps most importantly guarantee­
ing repea t customers, remains a cardinal rule at Noxell. 

Demand became so great that the firm was forced to build its 
first factory in Baltimore. Expansion moved it to Chicago and 
the Midwest in 1928, and it was ava ilable on the West Coast two 
years later. In 1932, the Noxzema Chemical Company of Can­
ada was set up , even before the entire United States was cov­
ered. With the opening of the Prairie and Rocky Mountain 
states in 1938, Noxzema was available nationwide . 
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For a long period of time, Noxzema print advertisements fea­
tured testimonials from American housewives. Long before the 
influx of large numbers of women into the work force, these cus­
tomers emphasized how smooth the cream made hands after 
washing dishes. 

A nurse tagged the "Ange l of Mercy" stressed Noxzema's me­
dicinal functions, and later No\:ze rna int rod uced th e " ten-da:v 
bea uty pl an, " exhorti ng customers to use the med icated crea m 
every day. 

During the early years, Noxzema salesmen would often dip 
into a jar and tas te the medica ted cream in order to demonstrate 
its purity. And to demonstrate its greaseless quality, they vl/ould 
rub the cream into their su its as customers wa tched. Much atten­
tion was paid to the fac t that, during his famous exped itioll to 
the South Pole in 1929, Admiral Richard B:vrd agreed to take a 
case or Noxzema to tes t under severe conditions. 

When Noxzema reached the national markets ill 1938. its 
product line included a shave cream, suntan 10tiOJls, and cold 
cream. The shave cream 'vvas inspired by a barber in the Atlan­
tic Coast community of Ocean City, Maryland , who discovered 
that by using the origi nal cream he could shave a customer's 
sunburned face. 

Bunting's first adve rtisemen t on a national radio show was on 
the "Professor Quiz" programs for adults . In one season, sales 
jumped 40 percent , demonstrating not only the immense power 
of adve rtising, out No\:zerna's ab ilit ), to command brand loyalty. 

Noxzema went on to sponsor the "Quiz of Two Cities," fol­
lowed by Lionel Barrymore's popular "Mayor of the T own ." 
This wide exposure contributed to sales reaching $3 mil lion in 
1944. 

During World War II , Noxzema supplied Noxzema Skin 
Cream to GIs, while the firm ba ttled with its outmoded produc­
tion facilities. By the end of the war, the company was ope rating 
a $4 million business with a fac torv and offi ce fac ilitv gea red to 
handle only one- third that volume. 

In 1949, construction began on a 44 ,OOO-square-foot addition 
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that allowed the installation of a high-speed , gravity-flow produc­
tion to fill the seemingly unending fl ow ollittle blue jars. 

Ironically, expansion coincided with a leveli ng off of sa les. 
Aerosol shave crea ms threa tened Noxzema's shaving product. 
And even the skin crea m, which had dominated the market for 
thirty years, had se rious competitors. 

Cunseq uentl y, No\:zemCl began to refine its advertising, mar­
keting, and packagillg techniques. It also began inves ti ga ting 
new products, as we ll as possible expa nsion beyond Ca nada. 
About 1950 one of the firm 's employees casually ment ioned to 
an executive that she routinely used Noxzema to wash her face, 
because the product did not irritate her skin as soap did. Ad\'er­
ti sing strategies soon incorporated this added use as a successful 
cold cream. 

In 1955, th e comran) decid ed to co ncentrate much of its ad­
ve rtising on television. It cosponsored the wel l-received Edward 
R. Murrow "Person to Person" program. and the following yea r 
it underwro'te a full minute of alternate Perry Como shows . 
With th~ extreme popularity of television as a medium , coupled 
with the large audiences of these two shows, Noxzema began 
aga in to se t sales records. Each week, 45 million Ame rican 
homes were tuned in to television, and half of them saw 
Noxzema commercials. 

C. Lloyd Bunting, who assumed the presidency in 1949 
when hi s fath er, th e company founder, became chairman of'th e 
board, decided tu elller the cosmeti cs fie ld . His hrst ellt f)'. in 
January 1961, was a makeup ca lled Cover Girl. 

While nobody realized how prescient the founder's son was in 
branching out into Cover Girl , other top companv offi cials wel­
comed the departure . "Of course, 1 was not with the company 
in 1955," begins the curren t chairman , George L. Bunting, Jr ., 
"but things were ge tting stagnan t around here, and my father de­
cided to do two m(~or things; first , he would bring in nnnfam ily 
members, people with professional expertise in cosmetics, skin 
creams, and the packaged goods business; and second, he 
would not put all his eggs in one basket. When I say stagnant , I 
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don't mean to imply that Noxze ma was doing poorly--qu ite the 
opposite. But Dad knew that soo ll er or later. com petition in the 
Noxzema lines would become fie rce and that any prod uct, no 
malleI' how well-rece ived or useful. begins to mature." 

Even though G. Lloyd Bunting was exercising his own busi­
ness acumen at the time, he was not completely on his own. His 
father, in his eighties, was still looking ove r his shoulder. The 
founder's ).; randsoll explains. " Remember, my grandfath er was 
the class ic f() ullder-entreprell eur- a workaholic whuse whole 
life was devoted to his business . As you might expect, he was 
doc trinaire and not easy to work for or with ." 

G. Lloyd Bunting e~1pha ti ca ll ) ' confi rms his son's assessmenl. 
"Dad se rved as pres ident through 1948 when I took over. But he 
remained as chairman. Believe me, nw years with him were ve ry 
tough, and it was impossible for me to fill his shoes. III had had 
a choice , I would have done almos t anything else. Dad was a grea t 
businessman. and he foun d fault with almost everything I did . 
Professionally. at leas t, he trea ted his son badl y. It was n't the way 
for me to gain a great dea l of confi dence." 

Browbeaten by his father. Lloyd Bunting admi ts that he 
learned a grea t dea l about ru nning a company by paving close at­
tention to him. "You must remember that I go t married in the 
fa ll of 193:3, and my f ~lth e r gave me a chance to lea rn the busi­
ness. So I had sixteen years of on-the-j ob training before I be­
came pres ident. And Dad must have had some confidence in 
rne, because it was rea lly I who started hiring th e professional 
managers, and that wasn't until 1955, wh en Dad was already 
eighty-five. However, he and I started thinking se riously about 
going outside the family for experi enced. success ful managers a 
long time before that. ,. 

Lloyd Bunting, now re ti red at seventy-seven years old and 
spending winters in Florida, refl ec ts on life with father at 
Noxell. Hi s story se rves as th e classic example of how the pass­
ing of power from a pioneer of industry to his son can be 
uncomfortable, even painfu l, for both , but especially for the off­
sp ring. Unfortunately, this rocky transition is common in 

j 

J 
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American industry. And in the case of Lloyd Bunting. the 
pleasant prospect of a legacy. albeit fin ancially rewarding, he-
came a virtual night mare. . 

"Perhaps I should have known that I could never li ve up to 
my father's expectations," observes Lloyd Bunting. "Maybe no 
child of his could have, especially me. I always hated discipline 
and regulation. That's why I was so unhappy at Staunton Mili­
tary Academy in Virginia, where I was sent. I did manage to 
graduate and move O il to Washillgton Co llege. But I never 
graduated from there or the Baltimore Business College where I 
transferred . I showed up for the classes I liked and ski pped the 
others. We weren't required to take exa ms. btlt I still didn't 

bother ge tting my degree." 
Young Bunting met a fellow sLUdent at the Balti more Busi-

ness College who did receive her degree . Thev were marri ed 
one month before his twenty-fourth birthday, and he went to 
work for hi s father at an impress ive sa larv of $21,000 a vea r 
"He gave me $6,000. and he inves ted the remaining $15,000. 
There's no way I could have matched that anywhere else. I was 
hired with the title of vice pres ident of the compa ny, which had 
sales of about $700,000. I was n't rea lly doing a vice pres ident 's 
job. and Dad looked over my shoulder const.antlv, and that 

never changed. " 
From the beginning, Lloyd Bunting rea li zed that he co uld 

never satisfy his falher. "No matter how much I tried, he was 
never pleased with what I did . He kept a very tight rein . and I 
was always afraid to buck him . It was very unpleasant , and I'm 
sure that, if I had not gOllen married, I would have quil. I could 

be pretty stubborn myself. " 
Bunting admils that, at leas t during the first three or four 

years, he was fairly ignorant about business; even the terminol­
ogy was foreign to him. "Not only was I ignorant , I was also 
blunt , which of course telegraphed to everybody how lillie I 
knew. For example, someone asked me about taki ng a product 
on consignm ent, and instead of" stalling until I go t some advice, 
I blurted out that I didn 't know what he was talking about. 
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Come to think of it. " continues the seve ntv-se\'en-\,ea r-old re-J , 

tired chairman with a chuckle, "with a son like that. no won der 
Dad wa tched O\'e r me all th e time. ,. 

Lloyd Bunting did admire his father's business acumen, espe­
ciall;; his sh rewd methods of avo iding cosmetic taxes. " I n the 
Thirties , if your prod uct was ca ll ed a cosmeti c, )'ou had to pav a 
lot of taxes . Dad alwa),s maintained that it was a medicinal prod­
uct. and th e direc tions said that it should be used as a night 
cream. Years later , th e government wanted $500.000 retroac­
tivel), in taxes: we se llied for $100.000. which wasn't so bad . 
Half a million \\ ould have rtlined lls." 

Not unlike most founders of co mpanies making innovative 
products, George Bunting ran th e Bunting Chemica l Company 
au toc rati ca ll;;. On th e oth er hand , he rea li zed during the firm 's 
first decade that eve n he, the indefatigable entrepreneur, needed 
assistance in some areas . According to L1o;;d Bunting. his fath er 
visit ed a large New York advertising agenc;; in 1924, where he 
was first informed that the Baltimore firm would be too small 
an account. On second thought , however, the agenc)' head de­
cided that one of his young emplo)rees could ga in valuab le expe­
rience by sel';i ng the Noxzema account. 

Consequentl)·. nery Thmsday Rav Sull i\'an took th e train 
from New York to Baltimore, where he spent the night. The 
young account executive performed so well that George Bunting 
bega n delega ting more responsibility direc tly to him. Mter serv­
ing in th e top echelon of th e Noxzema hierarchy for more than 
three yea rs , Sullivan opened his own advertising agency. He had 
two accou nts. Noxzema and Smith Brothers, makers of the fa­
mous cough drops. 

George Bunting subsequentl ) hired two ad ditional key aides 
who not only relieved him of much of the burden of running 
the company on a daily basis, but who also wa tched closely over 
Lloyd Bunting. Mrs. Cooper Buck became the general manager, 
and former University of Maryland chemistry professor, Dr. 
John C. Baller, helped ove rsee th e technical side of the busi ­
ness. "Both these people kinda LOo k me under their wings and 
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tried to teach me about the business world ," poil1ls out L10vd 
Bunting. " But 1 didn 't like selling, and for a long time my dad. 
and even I, thought that 1 was a los t ca Lise ." 

Officiall y, George Bunting was not paying close allention on a 
regular basis to his son, for in addition to regular contac t with 
Buck and Bauer, Lloyd Bunting reported directly to th e boa rd 
of direc tors. "But Dad had control over the board. and he knew 
everything that 1 was doing. 1 tried going behind his back, but 

that never worked very we ll ." 
With all the obstacles , Lloyd Bunting finally bega n lea rning 

the business. And he began having serious disagreements wi th 
his father. Foremost v\'as his des ire to spend even more money 
on adyertising, to expand the firm 's products and markets. and 
to bring in more experti se from other major corporations in the 

soap and packaged goods fi elds. 
" I knew that Dad wou ldn't be here forever, and 1 also real-

ized that I didn ' t have th e one-dimensional int eres t in everv 
phase of th e bllsiness that he had . I didn 't want to work as hard 
as he did either. We had started a famil y: and I definitel\' was 
not going to spend twen ty-four hours thinking on l>' of this com­
pany and spending hour after hour here." 

There was only one sensible alternative, and Lloyd Bunting 
convinced his father [ 0 follow his advice . Lure top people from 
major competitors who had already received their training and 

had made th eir mistakes. 
In 1955, Bunting hired Norbert A. Will away from Le\ er 

Brothers. He not only was to lend his expertise to the skin 
cream lines , which he knew well , but was also to come up with 
viable ideas for diversifica tion and expansion to build upon the 

$7,500,000 Noxzema company. 
Norbert Witt , seven ty-eight years old, li\ es in Nor th Palm 

Beach, Florida, but as the retired vice chairman of the board he 
makes regular trips to Noxell's Hunt Valley, Maryland , headquar­
ters. Like Lloyd Bunting, he keeps abreast of corporate develop­
ments and has what seems like total recall of importan t corporate 

history. 
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"Bear in mind th at Geo rge BUllting had always continued to 
run his business like a one-person family business. But as things 
progressed, he oegd n to see that it was gelling too big for him to 
control e,·erything. Like ma ny f'ou nders of companies that be­
ca me I'er~ ' success ful. he didn't lI'il nt to let go of much. bllt he 
rea li zed that he must dil·ide some of th e duties. Bv the time I 
joined the firm . L1 0vd Blllllill)!; was alread: pres ident . L1 01 d's fa­
ther nel er had Illuch collfi cle nce in him , so holl' wO lil d ; '()[ I e:\­
pect L1 0ycl to have much confide nce in hi msel f'J I was Inought 
in to give L1m d a hand. ,. 

When No rbert \Vittjoined th e co mpa lw, No:\zema account ed 
for 8.5 percent of its rel'e nues . but as Witt obse rves. "It was obvi­
ous to most of' us that we had be tter start di ltrs ifving, and cos met­
ics was a logical area . We had expe rti se in the bas ic chemistry. 
and our cii st ri bution and marketillg tec hn iqll es we re eas ily trans­
ferab le to cos me tics. In faC L when we came out wit h COler Girl , 
we pla:'ed up th e medica ted q u a l i t ~ , : not only were cosmet ics 
good for your skin , the~r also illhibitedthe growth of bac teria and 
cove red up blemishes." 

Witt emphas izes thaI. from its ea rlies t d a~'s, Cover Girl uti­
li zed cOI'e r girl s fro m leading magazin es as its spokeswomell. 
" In all th e so-ca lled women's magazines, MrCa // \ Good H Ollse­

kn'/J llIg. and Ladles' H Ulll t j O/l/'l/a /, we used their models in our 
ads. Charley Revson, the head of Rev/on. had a fi t. and we el'en­
tu a ll ~ ' SLOpped do ing that. ,. 

Norbert Witt was the qui ntesse ntial profess ional manage r on 
whom Noxe ll was to depend so heavily, begin ning especially in 
the mid-1 960s. His expe ri ence first at Procter & Gam ble, the na­
tion's leading developer of ma nagers in the packaged-p roduct in­
du st ~l , and then at Lever Brothers was to prove invaluable at 
Noxell. Unlike the expert managers who would join him a de­
cade later, Witt did no t hold a mas ter's degree Crom one of the 
nati on's lead ing business schoo ls: he did not even have a co llege 
degree. 

Follo" ing high sc hool graduation at i\ \uskegon. i\1ichiga n, in 
1927. the eighteen-yea r-old Witt .ioin ed Proc ter &. Ga mble as a 
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salesman based in Port Huron, Michigan. He worked with some 
of their bes t-known products, including Crisco, Lava, and 
Oxydol. After fi ve yea rs, Witt decided to leave. " I go t tired of' 
traveling, and I thought that th ere would be less of that at Leier 
Brothers. Also . although P & G has a replltation as a good place 
to work . in terms of the \ova)' they trea ted their em plo)ees. I 
didn 't find it that IVaI'. 

"Morale was low at P & G, ancl I thillk a lot 0 (' that was clli t 
to the way they trea ted their employees," he ela borates . "VVhen 
they dec ided YO ll were gelling too old , th ey cut you loose . I re­
member they fi red one old guy right before Christmas because 
he had outlived his usefuln ess. Thev coul d be ruthless." He 
compares that sitllat ion with Noxe ll . "This was a family-run 
business, which mea nt , when I came, a co mpa n)' run bl' old 
Doc Bilfiting. Even th ollgh he could be tough and dema nding, 
especially on his ' so n, he in ma n:' lI'a:'5 was an eas:'going 
Ma rylande r. " 

W,ill 'S hope of avoiding traveli ng at Lever Brot hers was par­
tially"fulfill ed. But , as sales supervisor for Mi chigan, he did hal e 
to tfavel from his base at Grand Rapids. Later, he supervised a 
hve-state district out of Chicago. He also was transferred to De­
troit and returned to Chicago as a divisiollal ma nager, Finall )'. 
in 19.50. Witt was moved to the headquarters in Nell' York , 
where he remained fa r five yea rs. "Leve r Bro thers was a good 
place to receive training that supplemented what I had lea rn ed 
at Proc ter & Camhl e. They hoth , of course. we re giants in the 
packaged-goods fi eld , and I couldn't help picking up lots of' in­
formation and skills wo rking fo r them. " 

In 195.5 , Norbe rt Witt came to work at Noxell as the l ice 
pres iden t fa r sales. " It was obvious to me that there had to be 
some changes at the Noxzema Chemical Company, as it was 
called then. Doc Bun ting wasn't taking a lot out 0(' the business 
himself' at the tim e. and he was n't fas t ill gi"ing raises to sa les­
men, which of course did not help morale." 

T here was ano ther problem, too---B unting's trea tment of his 
son. "Bas ically, Lloyd was a very fi ne and fair person and 
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learned things quickly, but Doc Bunting had hovered over him 
so much, pointing out every mistake, no matter how small , that 
frankly Lloyd had a bit of all inferior ity complex. Bea r in 
mind ," continues Witt , "Lloyd had become pres ident of the 
firm in 1949, when Doc Bunting mQved up to chairman. But in 
reality, Doc still called many of the shots, and Lloyd was a bit 
fri ghtened of him. " 

Although Lloyd Bunting's role as president was not limited to 
figurehead status, it did not carry with it the authoritv usually as­
sociated with th e pres idency . There was th e distinct poss ibility 
at the time when Witt was hired that the second generation of a 
family-run business would slide into the pitfall of percei\'ed in­
competency. Lloyd Bunting, at leas t in part , began believing 
that he might not be able to follow in his father's footsteps, even 
though, th ro tlgh accident of birth and his father's determinati on 
to keep what he founded and nurtured in the f ~l1 n il y, he sa t in 
the president 's chair. He welcomed the expert ass istance that ar­
rived with Norbert Witt. 

With Witt 's aid , Lloyd Bunting led the Noxzema Chemical 
Company to additional growth . Other key staff pos iti ons were 
fill ed. William Hunt was hired from Mennen, where he had re­
ce ived high marks in product development , to direct the market­
ing operations. The advertising department was bolstered with 
the addition of William Grathwol from Colga te-Palmoli ve Com­
pany. By 1966, when Noxzema celebrated its fifti eth anniversary, 
Lloyd Bunting, Norbert Witt , and colleagues had increased sales 
to $38,024,842. In looking back, Witt attributes the success , in 
general, to lessons that were lea rn ed ea rl y: the value of an all -out 
effort in public promotion, through adve rtising, of the company's 
products, and the willingness, coupled with administrative self­
control, to channel large amounts of money into new prod uct ar­
eas that were not guaranteed successes. 

Difficulties in dealing with his father and living up to his of­
ten unrea listic expectations made Lloyd Bunting determined to 
succeed, not only in terms of sales and profit fi gures, but also ill 
his fath er's subjec ti ve assessment. While profess ing not to be a 
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workaholic, the younger Bunting spent many hours at the fi rm. 
Even during the years of World War II when, admittedly: 
"Someone was pulling stri ngs for me, and I stayed around Balti­
more," he put in virtually a full day at the Noxzema fac tory be­
fore fulfilling his military obligation, working in the shipya rds, 
from 3:00 to 8:00 P.M . 

By then, Lloyd Bunting was the father of three children. In 
addition to the current head of the company, George Bunting, 
there were two daughters. Mary Catherine, a former nun , is 
now a nurse working at a Baltimore hospital. Dorothy Ellen 
"Debbie" Duffy: who graduated from Washington, D.C.'s, Trin­
ity College , now lives in suburban Virginia. " I'm not Ca tholic, 
but my wife is," Bunting says, "and that's wh), the kids were 
raised in that faith . My mother was not pleased when MellY be­
came a nun , but I didn 't mind. I've never been too devout in 
terms of chmch attendance. I don't believe that George is too re­
ligious now either. " With unabashed pride, he adds, "If I must 
say so , my wife and I are quite proud of the way the kids turned 
out." ,. 

One realizes that Lloyd Bunting also is pleased with his ac­
complishments at Noxzema, where he served as pres ident from 
1949 to 196:3 , when he assumed the duties of chairman of the 
board. Norbert Will was elevated to the pres idency, knowing 
that upon his retirement at sixty-five, another Bunting would as­
sume the mantle. 

In summing up his years under the aegis of his fath er, Lloyd 
Bunting, perhaps mellowed through age and being away from 
the daily operations of the business, volunteers, "Perhaps I 
should not have argued or disagreed with Dad; after alL I knew: 
and so did everyone else , that I had time on my side. On the 
other hand , maybe I should have done exac tly as I wanted all 
the time without telling hi m. Sure, he would have found out la­
ter and screamed bloody murder. By then, it would have bee n a 

fail armll7.jJh . " 
The seminal accomplishment of Lloyd BUllting duriJlg his 

reign as pres ident of the Noxzema Chemical Company, which 
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did not become the Noxell Corporation until 1966, three yea rs 
after he relinquished th e presidency, was th e introduction of 
Cover C irl cosmeti cs in 1961. "Di\ ersifying into cosmeti cs \Vas a 
logica l. but not necessa rily simple, decision," he exp lains. "Re­
member. we were a rather ca utious cpmpany, and we certain ly 
had no guarantee that we'd do we ll \V ith ano ther line of prod­
uct. And I must add , a bit immodes tl)l, that Cover Girl did not 
become the success that it is by acc ident. We have worked ex­
tremely hard at it. We never take things for granted. Right now. 
George and the ot her leaders around here are making sure that 
things continue to go well. The competition out there is keen, 
and res ting on our laurels could be a real disast er. " 

Before launching Cover Girl , Noxell decided to continue its 
emphas is on mass marketing and mass adverti sing. The cus­
tomer was expected to be verY LlIn iliar with Noxzema toiletri es 
before he or she entered the drugs tore to buy them. Noxzema 
did n()t int end to compete vv ith companies selling products that 
were ill a much higher price range than theirs. Consequently, 
the firm did not expect customers to depend on th e experti se of 
a point -of-p urchase salesperson-whose salary wou ld haye to be 
at leas t partiallv provided by it higher selling price-to explain 
and ex tol the qualities of Noxzerna that were not ev ident in com ­
petitors ' products. 

In essence. Noxe ll sold Noxzema in advance, primaril )' 
through sa turated advertising in magazin es, newspapers , and 
eventuall y on television. Consequen tl y, the company dispensed 
wi th any ideas of rnarketing specialty products that wou ld not 
gene rate high-yolurne sales in the mass-cons uming market. 
Noxell also has neve r deviated frorn its basic principle of offe r­
ing its entire line of prod ucts to the wides t poss ible range of con­
sumer outiets--drugstores, supermarkets , variety stores, and 
mass-merchandising cen ters , for example, K-Mart . Through its 
ex tens ive advertising, Noxell preeduca tes the custome r. But , of 
course. th ese efforts would be wasted if one cou ld not readilv 

, I 

buy the product at a competitive, moderate price. Noxe ll re-
mains a leader in offering rnyriad distribution points and ensur-
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ing that stocks are regularly maintained. "Wouldn 't it be self­
defea ting," begins Noxell 's senior vice president for marketi ng, 
Francis J. Harrison, rhetorically. " to presell our products heav­
ily, offer them in the widest range of stores, and then no t have 
them in stock when the customer asks for themJ

" 

Noxell 's sales strategies, which se rvecl them so we ll for so 
many years with Noxzema, have been co ntinued ass iduollslv 
wi th Cover Girl. The wa tchword remains "Achertise." and 
wh ile Cover Girl prod ucts account for nea r! : two-th irds of e\ el\' 
net sales dollar , its advertising budget commands even more of 
the lion's sha re. The companv's lates t advertising expenditures 
through fi scal year 1984. 85 percent of which are devoted to na­
tional television, rank it towa rd the end of th e 100 larges t adver­
tisers in th e nati on . This is especially impress ive for a compan>' 
whose net sales for 1985 were just above $382 mi lli on. "Of 
course. YOll can't compare Noxell 's total ad budge t \\'ith 
Rev lon's total. beca use Noxell competes \V ith the Na tural VVO/l ­
der portion of Red on," poin ts Ollt Sa lomon Bro thers' Diana K. 
Temple. "But when you compare app les with apples, Noxell 
comes out ahead. Remember, all Cover Girl products are mod­
erately priced and presold . On the other hand . since Revlon's 
mid-priced products also are often sold at depa rtment stores, 
Revlon must allot a certain percentage of its promotion [advertis­
ing] to in -s tore activities. A salesperson, presumably with some 
knowledge of cosmetics, is being pa id. Consequently, a Ii ttle 
less, percentage-wise , is spent on television." With Pantry 
Pride's takeover of Revlon in November 1985, certain key 
changes were implemented in the company's operations, but na­
tional television advertising was maintained at a sign ificant leve l. 

Let's loo k closer at the advertising figures . For fiscal yea r 
1984, Noxell spen t $78 ,045 ,000 , and according to Richard Van 
Den Bosch, sen ior vice president of New York's William Esty 
Company, which handles the Noxzema and Lestoil accounts: 
only $2 million was spent on Noxzema instan t shave cream. 
Company offi cials will not confirm advertising expenditures on 
specific product lines, but nobody disagrees that Cover Girl is 
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allotted the overwh elming majorIty of fund s. "We have only 
one bas ic commeri cal a vear for the shave cream. and our bud-, ' 

ge t is okay," observes Van Den Bosch. "Of course, one could 
alwavs use more money, but we have done well with Noxzema. 
Whell we fi rst go t the account in 1965 . it had a 6-percent mar­
ket share; now that's more than doubled, to 1:3 percent. " 
Les toil. with an even more modest blldge t. is a rece nt accollnt 
for th e Estv firm. which also ove rsees a nell' No'.:e1 1 acqlli si ­
tion . Wick Fowler 2-Alan n Chili , a T exas firm wi th strong re­
gional appeal. 

Absolute advertising dollars don't tell the entire story. Bea r in 
mind that Noxell has always relied heavilv on television ad\'e r­
tising. In ]980 , the compa nv spent $49.094.000 to advertise 
nationall ), but o nl~ ' four yea rs later the outlay s k~Toc ke ted 
nea rly 60 percent to the $78 million fi gure. Figures fen fl scal 
yea rs 1981 through 1983 were: $53,042,000; $58,408,000; and 
$71.490,000. Cover Girl receives at least 95 percent of these 
funds, with 97 pe rcen t of Ame rican women seeing at leas t one 
CO\'e r Girl message an average of once a week. 

Before scrutinizing the Cove r Girl strategy, we shall describe 
Noxell's and William Esty's advertising methods for Noxzema, 
which saw sa les climb significa ntly in 1985 over th e previous 
vea r. 

" I've wo rked with th e Noxzema account for fi ft ee ll yea rs, and 
one ve ry welcome aspect of it is that Noxe ll does n't interfere 
with us. Don't ge l me wrong, th eir chieC marketing people dowlI 
in Baltimore contri bute their I·iews . but in the fin al analvs is. 
thev leave the commercials to us. It 's nice to know thev res'l)ect 

/ I 

our experti se." Van Den Bosch also points out that a thirty-sec-
ond , prime-time television ad costs $100,000 and that Noxell is 
very effi cient in its medi a buying. " In no way are they cheap 
about it , bu t they weigh things ca refull y and are selec tive. Dur­
ing the pro football season, lh ey' ll do a spot during a Redskin 
ga me, for exa mple, but it will not he repea ted like a beer ad. " 

Richard Vall Den Bosch admits that persuading men to buy 
Noxzema is no t easv . "We know that half' the men don't ca re 
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which brand of' shaving cream they use . They don't even pay at­
tention to what th ey' re using. In addition, resa le takes place o nl ~ ' 

every two or three months. It 's not being sexist. just realist ic. to 
say that Cover Girl , which we don't do. has a much be tter ap­
pea l ill terms of' hrand and frequ ency of resa le. Of cou rse. 
there's a lot of competiti on out there for th em.:: 

Noxe ll and the William Esty agenc\ do not attempt to alter 
these men's habits through adve rtising, hO·vVever. Hi storica ll y, 
the spots have been somewhat ava nt-ga rde, if' not sllgges ti l't , but 
Noxell executives acceded to the agency's wishes and allowed 
them to rUIl . 

Beginning in 1965 , Noxzema, utilizing Gisella Knudsen, a 
Swedish bea ut y queen. admonished men to " take it off, take it 
all off" with Noxzema. Also . to the classic Dav id Rose stri p­
tease music, fo r whi <; h Noxell purchased th e rights, the tag line 
was, "The closer you shave, the more you n eed Noxzema. " Sur­
prisingly, according to Van Den Bosch, "Gise lla didn 't attract 
particu}arly large audiences or sales. Yes. it was a bit sugges ti ve. 
but we obviously didn 't think that it vvas inapprop riate Cor the 
audielice, or the times. Well , maybe slightly ahead of its time." 

In the early 19705 Esty and Noxell turned to an American 
sports hero, Joe Namath. As the New York Jets quarterback was 
using Noxzema shave cream, a vo ice di rec ted the viewer to 
"Watch Joe Na math gel creamed. Let Noxzema cream your face 
so the razor don'l. " Co rrect grammar as ide, the ad was used suc­
cessfully f(,)[ more than three yea rs. Na math , long identifi ed as a 
man abou t town with charm and a boyish, mischievous grin , 
was a likable foil , and the advertising agency had no doubt that 
the ad was in good tas te. "We hardly ever got a letter of' com­
plaint, and Noxell didn 't either. " 

T oward the end of the decade, Noxzema decided to use attrac­
tive ac tress-models aga in . T hey turned to Farrah Fawcett , who 
was already well known to American television viewers. And 
they did not play down her sex appea l. In one frequently used 
ad , Fawcell notices a man who emerges from behind a tree. She 
announces that he is manly, and she adds that he has not seen a 
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woman Il1 nine vea l's. The wild fores t scen t of course enhances 
his manliness and his appeal to the seducti ve nymphet. 

Noxzellla 's ads moved wi th the mores of the times. From 1981 
to 1983 situations using phys ically at tractive male and female 
models gave no hint whether th e c04Ple was married. For exam­
pl e, one spot, featuring shaving cream, has the man receiving a 
good-morning kiss from a well-known actress on daytime tele\'i­
sion. "We purposely left it am higuous, and, of course, neither 
th e woman nor the man wore a wedding band . Th ey were 
Young, perhaps what lI'oldcl be consid ered ~ ' uppies todal· ... e:\­
plain s V~\I1 Den Hosch. 

Toda>', NoxzemCl prefers not using sugges ti" e acilertistlllents. 
"EYerything is so open and expli cit on mo\'ies and on te!elision 
toda>' that we'd ge t laughed at if we were mere11' sugges ti,·e. 
Teenagers today begin being exposed to dll'ectness ea rli er than 
ever. and they feel that they are ve ry savvv and sophisti cat ed. If 
we showed the old ads, we'd insult them. Our ads do what the 
customers want-get th em res ults vlithout embarrassing th em." 

Elaborating on his agency's strategy, Van Dell Bosc h poin ts 
out that "We mLlst go beyond ca lling for sorneone to bu>' O llJ' 

products primar il>' heca llse he ' ll ge t a close shave. Our 'morning 
kiss' ad emphasizes tenderness and sharing. And we knoll' that 
people co nsider this sharing to il1l 'olve tactile senses . Someone 
who loves you wants to, and does, touch you. " In its ad for shav­
ing cream for women 's use on their legs, Noxell shows a woman 
emerging from a shower. She and her partner chat about her 
close shave. Then, after an ol)lious hint at making love. the 
woman replies that they must go to work. The man concludes 
that he hates IVlondays. 

Van Den Bosch, not unlike his counterparts ill other m<0or ad­
"ertising agencies. fee ls that his profess ion is at th e cutting edge 
0(' communication skills. "People are sophistica ted today, and 
they don 't want to be hit ove r th e head. They're more skeptica l 
now than they used to be, so we don't expect them to accept 
sports' stars so readily. Hero worship is ou t. '· 

Anticipating a reporter's questi on, Van Den Bosch points out 
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that his adverti sements' primary targets are middle-aged men. 
"Remember, 50 percent 0 (' all male users' don't rea lly ca re about 
brand. That 's especially true of men in their twenties, who don't 
see our television ads much anvvvav. Surveys show that thel'. 

I; / ' 

don 't watch much sports on television ; they prefer participating. 
So we try to build brand loyalty in the thirty-to-forties age 
group. Bear in mind that "ve have strong competition . Gi ll ette. 
of course, is a giant. Johnson Wax , which makes the gel edge . is 
tough, and Barbasol Imade by a Pf-i ze r dil'ision] practi ca lly gives 
the sturf awav price-wise. But we're ev id entll' doing somet hillg 
right. All our recent surveys showillg rnolil 'atioll ill these age 
brackets tell us that more consurners are willing to bu>' our prod­
uct thall ever before." 

While toiletries (No:\zema and RainTree) accounted for 19 
percent , or $72 ,604,000, of Noxe ll 's net sales for 1985, its house­
hold cleasner line (Les toil) sold $15,288,050: or 4 percent of the 
total. A look at Noxe ll 's acquisition of'Lestoil in 1969, the prod­
uct's wide recognition , history, and performance viciss itudes . 
tells a grea t deal about Noxe ll 's corporate strategy. 

When Noxell bought the rights to Lestoil , the well-known 
household cleaner , 011 the surface it did not look like a wise busi­
ness decision. During th e preceding decade, due primarily to 

unwise marketing rnethods, Les toil steadily los t market share. 
Many grocers who had carried it for yea rs did not rush to replen­
ish their shelves when Lestoil finally sold ou t. George Bunting, 
the third generational family member to head the firm , defends 
the move. " I didn't head the company then, but it really was a 
logical acqui sition. It was an extremely well known product to 
the American consum er, and our expertise was marketing such 
a product, Noxzema. It wasn't th e quality that fell down. onh 
the wav it was marketed to the consumer. And nobody was bet-

I ' 

tel' at that than we were." 
Lestoil was the res ldt of th e entrepreneurial sp irils of Jacoh 

Barowsky, a Holyoke, Massachuse tts , dry cleaner, and a fri end 
of his who taught chemistry. Barowsky decided that it was ab­
surd to run his clothes through the cleaning system twice, once 

Ir 
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far wa ter-soluble dirt and again for oily stains. Les toil soh-ed 
that prob lem. The prod uct ca ught on modes tl y, and in 1954 a 
television time salesman sugges ted spe ndi ng $1,000 promoting 
the new product as a household cleaner. 

" It 's so easy wh en vou li se Les tq.i l" became widel)' recog­
nized. Expansion th roughout tlte Northeas L Florida, and mid ­
wes tern cities ensued. By 1959, as his cleaning prod uct's sa les 
ju mped to $25 million, th e sixt:'-eight -vear-old blllder decided 
to reti re. He sold Ollt to a med ium-sized household cleaning 
compan), which decided that it was not necessary to bols ter 
sales \-" ith ex tensive advertising. As larger compa nies began push­
ing liquid household clea ners. not un expectedly, sa les became 
stagnant and began declini ng rap idh- . 

The re remained a sizab le number or Cll stome rs. however. 
who insisted on using Les toil. Whv was Les toil so speciaP Being 
oil -based. it was unique and was noticeablv effec tive in culting 
grease. Even today, it has appreciab lv more ac tive grease-cutting 
ingredients than competing products. But in 1969, how was 
Noxell going to persuade new customers to try Les toiP Noxe ll 
was convinced that , like Noxzema Skin Cream. Les toil exce ll ed in 
performance and people would recogn ize that qualit:,. Its twofold 
advantages were stressed. It was the bes t gene ral-p urpose clea ner 
on the ma rkeL as we ll as th e best at ridding the auto mec han ic's 
pa nts and shins or embedded grease stains. 

Les toil rebounded well and has continued its good sa les per­
f(mnance. Noxell has begun to market it ex tensive ly in the na­
tion's Sun BelL in add ition to the East and Midd le Wes t. "We 
haven' t been dissa ti sfied with Les toil 's performance." Noxell 's 
second in command execu ti ve \·ice pres ident and chief operating 
offi ce r for domestic prod ucts, Marvin L. Hathawa)·. obse r'\'ts. 
" It compares successfully and is a good profit contributor to our 
company. It does guit e well internationally, too. Actua lly: it 
looks be tter to us interna lly than it does to the outside world." 
He describes the firm 's rrustrati on in its attempts to develop 
oth er house hold cleaning prod ucts. "\"'e're constant\v trying to 
corne up with products to go along with Noxell. But it 's hard to 
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come up with really new prod ucts and then CO rl\·ince the con­
sumer that she needs something new wht;n there are alreadv so 
many good products out there. We're concentrating our re­

search on specialty items. " 
New specialty products must fill a marketing niche that com-

petitors have either not noticed or have deemed to be not worth 
much effort . For exa mp le Noxe ll discovered that dog own ers 
did . not wa nt to discuss odors ca used b: th eir ()\\'!l pets' acc i­
dents on living room rugs. Bu t they read ily mentioned, and com­
plained, about unpleasa nt smells ill fri ends' houses. They could 
buy effective room deodorizers or rug shampoos, but not both 
in a si ngle aerosol can. Lesto il Deodorizing Rug Shampoo , ac­
companied by the usua l well-direc ted Noxell advert ising, caught 
0 11 quickly, causing oth er com panies to .join the bandwagon. 

Noxell has also added li nes that haye nothing to do wit h clean­
ing a fl oor, moisturizir'lg a face, or applying cosmetics. In April 
198:3, it completed it s acquisiti OIl or the Austin . Texas. Ca liellte 
Chili Company, makers or Wick Fowler's regionally popula r 2-
Alarm Chili ingredi ents, which const itute a special dr)' mix of sea­
so nings: While compri sing on ly J percent. or $3,820,000, of net 
sa les in 1985, th e chili purchase promises to be a hot acquisition. 
"That acquis ition was more synergistic for us than a departure 
into a high-priced cosmetic line," emphas izes George Bunting. 
" It fits nea tl y into our channels of distribution-mass-marketed 
packaging, which of course we' ll do in food stores . In compari­
son, if we bought a high-priced cosmeti c firm , we'd ha\e to cbi­
ate significa ntly from what we ha\'e alwavs done so well . And 
selling the cosmetics in fancy stores wou ld require a sa les fa rce, 
wh ich would also drive us way up the pricing scale: 2-AJarm 
Chili se lls for a dollar and twenty-nine cents a package, wh ich is 
more expensive than other inferior brands, but we're still talk­
ing about an inexpensive item-that is widely distributed." 

Richard Van Den Bosch describes the strateg;y. "We are try­
ing hard to expand the line to ove rcome the regiona lism and 
seasonality of the product. T exa ns have always considered th em­
selves gourmets whell it comes to chili , and Wick Fo\v1er's has 
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alvvays been ve r; ' popular th ere. The fo under's son is doing our 
adve rtising spots. But we 'd like to change some ea ting habits of 
non-Texans. It would be nice to convince New Englanders that 
ea ting canned chili just doesn't measure up. " 

Van Den Bosch then addresses th'e seasonal issue. "Packaged 
chili is an Oc tober to Ap ril product in most pans of th e coun­
try. That is, a f()od store will let you stock its shelves with the 
prodllct in October. but if it doesn't se ll well or out rw April , 
YOU may not ge t a chance to try aga in the following fall . So 
we 've go t some rea l selling to do ou rselves tryi ng to convince the 
retailer and the customer that. like in T exas . chili can be ea ten 
all yea r. So far, it looks like our message is penetrating quite 
well. " 

The depa rture into chili has showll the Noxell Illanage rn ent 
that the company can diversify quite satisfactorily. Marvin L. 
Hathaway stresses that specialty foods represent onlv one of four 
areas Noxell is considering. "We also have looked se ri ously at en­
vironmental surface cleaners , grooming products , and over- the­
count er. or proprietar;-, drugs." 

In 1983. Noxe ll created a separa te department devoted en ­
tirely to developi ng new business opportunities. Picked to head 
the new endeavor was Robert G. Duke, who had bee n \vith the 
company for nea rly twenty yea rs. The fift y-one-yea r-old gradu­
ate of Baltimore's Lovola Coll ege and the Uni ve rs it~ , of 
Pennsylva nia's Wharton School describes his duties. "We've 
been pleased with the chili business and will put our expertise 
in adve rtising and mass-marketing to work elsewhere." He 
agrees that the four areas already mentioned by Hathaway are 
high un his li st but does not preclude en tering other fields. ''I'd 
be foolish if I didn 't look into many avenues with an open 
mind. You can be sure of one thing. We have a great deal of 
se lf~confid e nce and kn ow exac tl y what we do well. But we are 
ve ry carefld . We are going to look at something for a long time, 
and very , very closely before we decide to jump in and spend 
lots of money ." 

As we've sa id , Cover Girl accounts for over 60 percent of 
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Noxell's sa les. The monumental success of that product line is 
linked inextricably to the marketing techniques of the profes­
sional managers who were brought to Noxe ll beginning in the 
mid-1960s. 

Since the beginning, January 1961, Noxell has utili zed the 
beautiful faces of its models to sell Cover Girl. The fresh, whole­
some, and nonthrea ten ing appea rance of these lovely women 
has worn so vve ll that Noxe ll con tinues one of the longest-run­
ning advertisillg campaigns in the cou ntry. 

When Cover Girl was introduced, the beautiful women were 
viewed by prospective customers as en thusiastic new users of lo­
tions and powders sold at moderate prices. They still are. 
Noxe ll made sure that its products were shown as enhancers of 
every woman 's beaut\'. Obviously, iden tifi ca tion and projection 
were what the makers l,lad in mind . As th e saying goes, their ef'­
lorts worked bevond their fondes t dreams. By the end of that 

/ ' 
first yea r, sales were 74 percellt above company predictions. 

Sales climbed steadily year after year. In 1964, Noxell intro­
dllced C~ve r Girl lipst icks. Cover Girl's line jumped to fort y­
olle items by ] 970, and the following yea r a woman could select 
from six varieti es of Cover Girl Eyes. SuperSheer Make-Up \\'as 
also ava ilab le. Soon afterward, MoistureWear Make-Up and 
Cover Girl NaiiSlicks were on the market. RainTree , a success­
ful skin moisturizer, also made its debut nationally in 1976 , fol­
lowing a two-yea r regional trial. 

Today, a woman or teenage girl can selec t from literally hun ­
dreds of Cove r Girl prod ucts in a seemingly limitless va riety of 
colors and shades . T o bring out the natural beaut)' of her eyes , 
she has options of va rious forms of mascara, eye shadow, and 
eyebrow and liner pencils. There are twentv-five shades of lip­
stick from Really Red to Passion Pink. Luminesse lipst icks come 
in a range of more than fifteen shades . Pass ion here is primrose , 
with radiance coming in roseberry. The bea uty-bent woman can 
also choose from ten colors of lipblush. Nails, too. come in virtu­
ally any color to suit any taste, from Raspberry Sherbert to 
Beige Pecan and Chocolate Soda . 
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"Yes . we offer many. many se lec tions for the cunsumer ," says 
Noxell's sen ior vice pres ident for market ing, Francis J. Han'i­
so n, "but we have to. Remember, there are millions of women 
out there with man v different fZlIorites in terms of colors. Other 
colll lMnl es like Revlull uffer mure thaV we do. Redull franchi ses 
in departmelll stores . Our fran chi se is the Am eri ca n and foreign 
consumer. We stay close to her and trv to rind out exact!1 what . , . 
she wants. If we don't, she Ilon 't be pleased and olwiously will 
go elsewhere. ,. 

The fif'tl-ro lll'-;ear-o lcl.Jdlll es t()II'11. Nell York. II ~llll e . who re­
ce ived hi s degree from johlls Hupkills University f()lIO\ling a 
stillt at the Uni,ersit ;, of Alahama. defines hi s targe t consumers 
as between th e ages of twe lve and fortl-fil ·e. "Si\:ty-eight percent 
of the women in our targeted area work. Thel.'re busy and hale 
lots or demands on th eir time. Tha t mea ns we bell er have 
reached th em before th ey go illto that store to bu:' cosmeti cs . 
Th ey have to be inclined to seek out our products at our dis­
plays bef(') rehand . We've alread;; so ld the product or we\e 
probab ly los t her. I have to give her specific reasons like qualil;' 
alld price in adva nce. Yes. we 've made mistakes. and I think 
we've learned from them. The res t of the management team has 
been here twenty-plus years, just like I have. We work hard and 
know each other and th e busi ness we ll. That's wh y our prod­
ucts have done so well. " 

Harrison, whose reddish complexion and easy smile make 
him look ;'ounger than he IS, spea ks cauti ously, ca refully guard ­
ing information that co uld aid a competitor. " I can 't emphasize 
too much that our hardes t task is to ge t women to buy our prod­
ucts in the first place . And our worst sin is los ing her once 
we've gotten her to buy. Nothillg is automatic. She's very intelli ­
gent , knows what she wants , and there are plenty of oth er guys 
out there willi ng to sel l cosmetics to hel. We kno" thal. if' we 
maintaill our qua li ty and listen to th e COllsumer, we won't lose 
her. We rully rea li ze that our customers mal also buv other 
firms' produ~ t s , too , even higher priced ones like Estee Lauder. 
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but we want her to keep coming back to bu;' more and more of 
ours." 

Harrison , who toiled for [11'0 New York advertising agencies 
and did market research for Nes tl e's befclJejoining Noxe ll's m~lr­
ket research department in 1964. assesses hi s firm' s tremendous 
success with it s Cove r Girl lin es. "\Ve hal 'e very aggressive peo­
ple who pay constant attention to getting and keeping custom­
ers. We do man \' spec ifi c sun eys and do th em ort en so that we 
have littl e or no chalice of not being plugged in to II'hat prospec­
tive C1lstOll1 ers \V~IIll. And iI lot of' that is p()ssibl e beC<lllse or the 
atm osphere around here and th e att itudes of Ceorge Bunting 
and those of his bther before him. " 

Harrison, like hi s co lleagues in Nuxe ll 's top management posi­
tions, has a lot or f'reedolll to try new ideas that ma:' lead to nell' 
products. They often brainstorm about newer and better sys­
tems for ge tting their sa les messages across to the customer. 
"George Buntmg knows this business verv well but he would 
ne er make unil atera l decisions. He brought good people in 
here, alld he reli es 0 11 our ideas and opin ions. He alw3) s asks us 
what shou ld be done. That's not only very importan t for allow­
ing us to know that we can really use ou r experti se, but it is also 
great for the ego and team morale." 

The marketing vice president gives much credit to the pre­
science of Lloyd Bunting, who recognized the need ini tia llv to 

bring management e\:perts aboard . "He recognized in the mid­
Sixties that this was no longer a relativelv small , but successfuL 
one-product family-run business. Things were growing, and if 
the;' we re to continue expanding at a good pace, he wou ld need 
expert help. " 

Although th e Bunting family still con trols 83 percent of' th e 
vo ting stock, which is traded over the counter, as Harrison points 
oul , "George is the on ly Llmily member here no\\' and II·bo knows 
what his children will do . There rea ll ), iSII 't am' nepoti sm here. 
It 's run like any other public company that isn't run bv a descen­
dant of' the fOLlllder. Performa llce is wha t CO UlltS. George readily 
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takes input from all or us. and there's no atmosphere at all like a 
boss-owner companv where he is all-knowing. " 

Harrison defines the management style as a renec tion of the 
chief" of"ficers' personaliti es. "Yoll 'lI never hear anyolle ye ll and 
scream around here. George and the res t or us wou ldn 't stand 
for il. That just isn't pari of" our style, not part of" any of" our 
persona lities . Of" course we have disagreements, bUI th ey're 
worked out in a carerul , gentlemanly wa\". Nothing is ever 
conrrontational around here.:: 

All key orfi ce rs are situated in lines or orfi ces running along 
two opposite walls. In addilion to th e telephone, anyone ca n con­
tac t ,lllother kev pla:'er ill li ve minutes hy a short II·a lk. Reac tion 
time is virtually immediate. " I don't believe in management b:' 
memo, " prouJh announces Ceorge Bunting. "VVh:' do I hal e 
to'J I ca n ta lk l'v'ith anyone I wallt immediatel y. When a memo is 
sent , I don 't even keep a copy or il. That may sound silly, but I 
know my people we ll and what area they co\'er. If" I h,tl e a qlles­
tion, I'II.iust call them or go see th em. The\"11 remember eve r:'­
thing. so why should I hal'e to ask m:' secretary to dig out a 
memo. which might be out of" date an:wav'J" The ramil \' aspect 
of" the business is di scussed rurther bl' Francis Harrison , "YO ll 
kil OII'. the re's a 10 \0\ profile here, EI'en in Baltimore man:' people 
hal e 11 0 idea that it's still a f~lIni(Y bllsin ess. I know this sou nds 
corn y. but we see ourselves like a big, happv f"amil y that handles 
its arrairs very we ll. :: 

A yo ung woman who someti mes £lets as recep tionist in the 
lobby or the expansive , modern Noxe ll headquarters in subur­
ban Baltimore 's lush Hunt Va ll ey tells another story. "This 
place is rea lly someth ing, My sister was here not too long ago 
around five, and this elderly looking man 'comes up and starts 
talking to her. He was waiting around ror someone to leave with 
him , and she was reli ev ing me for a couple or minutes , He 
couldn 't have been nicer, she sa id , How long had she been 
here) Where had she gone to schoo l') Things like that. When I 
came back, we all three sta rted to chat. After a rew minutes, he 
left. I turn ed to my sis ter and sa id , 'Do you have any idea who 
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that wasJ ' She sa id , 'No, ' It was Mr. [Lloyd] Bunting, She 
couldn 't believe il. He was as nice as ao)body's grandfather. 
That 's what I like about this place, Everyone's nice to ever:'one 
else. no matter Ilhat job YOU do, ,. 

Robert G, Duke, senior vice pres ident for corporate cb elop­
ment , who has since lef"t the company, also characterizes the 
management style and atmosphere as calm. with decisions made 
foll owing agreemen t by the principal executi\'es housed at the 
Hunt Valley headquarters. "We don't yell and scream around 
here," he says, echoing Francis Harrington, "Of course, that 's a 
renection in large part of George Bunting's personality, He's 
low-key and se lf~erfac ing and about as egalitarian as amone 
worth probabl) $40 million could be, We have no private execu­
tive dining room. and George stands in the ca f"eteria line like 
ever)'one else , Sure, I hear that his grandfather was very demand­
ing and dirficult , but I guess th e rounder of a business has to be 
a bit of" a bad guy," Following an extended pause , the affable. 
straight-talking executive said , " If" I had to succinctly tell you 
what this company is like, I'd sa: that it is gentleman" and peo­
pl e trea t one ano ther with a grea t dea l of" respec t. " 

Duke ga ined invaluable experience in studying the distribll­
tion or packaged goods at Bentun and Bowles, one of th e na­
tion's premi er advert ising agencies, For three vea rs. he was an 
account executive for Procter &: Camble, concentrating 0 11 

their liqu id Prell shampoo, Ano th er three vea rs was spent on 
Chesebrough-Ponds Vaseline prodllcts, "1 guess I was one of 
what you'd ca ll a professional managemellt type that was 
brollght in here in 1965, I was th e second product manage r 
Cover Girl eve r had. We all paid a lot or attent ion to mass mer­
chandising and plenty of effect ive advert ising," 

Duke refl ec ts about the reasons for Cover Girl's successes, 
"We have been good at predicting trends, I'd sa)' we 're smart 
people but not brilliant. We' re very , very steady and don't pan ic 
eas ily. If a certain market gets so ft ror a wh il e, we don't rush out 
and cut the ad budgel. We always keep in mind that this is a 
publicly run business , and the public, who or course are our 
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customers, can have temporar;' changes in tas tes. We always 
ha ve ri sen to the occas ion and intend to keep doing so. You 
kno\\'. I think we're nice peupl e. <l nd it 's nice to hale good 
things happen to us. Keep in mind that around here reaction 
time can be very . ler;! qui ck. We'r~ all here, and there's no big 
bureaucrac;' to cut through. But a number of people are 111-

volved in every key decision. We are not committed to a ti ered 
method for making decisions." 

Marvin L. Hathaway was another of the experienced manag­
ers who joined Bunting's team in 196.5. " It 's a matler 01 peop le 
around here who ha ve been responsibl e for om com pal1\''s con­
tinuous gruw th ove r twent; veal's. Without being ilnll1odest , I 
feel that, beginning 'vvith choices made by Lloyd Bunting, lI'e'\ 'e 
pu t together a good group of' key people. Th<::;\e all bee n here 
around twen t;1 yea rs, and you ca n't substitute for this con tinuity 
of management. We know each other \ery we ll. Know hoI\' our 
co lleagues will react to certa in sitllations. And we 're all right 
here, with the excep tion of th e international operation in New 
York. That's only a phone ca ll or an hour 's plane ride awa;I." 
Hathaway's offi ce is no more than ten yards up the hall from 
George Bunting's , an d "We ge t lots of exercise popping up and 
ta lking with each other." 

The sixty-yea r-old Akron, Ohio, native, who rece i\ 'ed a de­
gree in economics from Michigan State Unive rsit y in 19.50, fo l­
lowed by work at Harvard 's School of Advanced l'vlanauement , b 

thirty yea rs later, also is an alumnus of Procter & Gamble, in ad-
diti on to Helene Curti s. "As vou ca n see. I had a lot of expe ri­
ence with selling packaged goods at a reasonable price to the 
co nsumer. I've lea rned three main poin ts, which I\e never [or­
go tten . First. know what th e customer wants and make Ljualit\, 
prod ucts to sat isfy his needs. SeulIId , let him kilO'" mer and 
over that ;Iou've go t that product for him . T hat meallS ad\e rti s­
ing-guod , ei'feClive advenisillg. We do that. We'\<:: got (Jne () r 
the highest ad-to-sales ratios in th e nation. Third , kno\\' ;'our ap­
propriate channels 0(' distriblltion , and get yom prodllct to th e 
conslImer. " -
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In essence, the tall, stately looking executive who plays ten nis 
reglliarly adds a fourth key element. "Be fl exible. Not onl;' 
shollid your key people be that way in order to re(lc t last , but 
also don 't be so wedded to certain ways of doing things or to cer­
tain products that you ca n't change things if some thing goes 
sour. " He elabora tes. "Even Cover Girl prod ucts could become 
mature in terms of demand an d sales someda;' . If the), did , we'd 
look carefllll y into what steps to take. We've alt-ead;, been look­
ing into other areas to add to and complemen t our product 
lines. Environmental surface clea nsers, specialty foods, groom­
ing produCls , and ove r-the-count er hea lth produCls are possible 
cand idates. " 

Whi le Noxell's fl exibility does allow fas t reaction time, the 
linn combines this ab ilitv. when needed. with ca ution before 

/ . . 

making major decisions, especially ones pertaining to departures 
into new products. Marvin Hathaway explains. "We can assem­
ble all our important people with nve minutes' notice because 
we're albhere. But remember, that does n't invoh-e too many peo­
ple. We believe in a lean top-management starf, and \""e have 
only five division heads. But most decisions invo lve a long time 
to inves tigate , and we don't pour in a lot of monel'. Let's take 
Wick Fowler chili as an example . We spent five yea rs deciding 
on what to do with it. We did lots of research, inves tigating. We 
had to ge t on the lea rning curve, and you don't want to bet the 
Cum learning." 

Hathaway agrees with George Bunting that branching out 
into a speciali zed food with regional appeal was not a bold depar­
llIre for thi s Baltimore-area firm. "Our channels of distribution 
are the same, so we already had the experti se in ge tting our mes­
sage and product to large numbers of custorriers. We started with 
a sma ll base, but the chili subsidiary registered a 54-percen t in­
crease in sales for 1984 over the vea r before. Yes, we 're happy 
with that , and we expect it to continue improvlllg at a very so lid 
rate." 

As Marvin Hathaway points out , hi s firm "neve r acts for on ly 
the short term and we never ac t on whim!" Has Noxe ll been Url-
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ab le to Clclillire a (irm thaI. "ft er ca reful slTlllim', it dec id ed to 
plIrslle') "Yes, ill deed. :\ c( Hlpl e of ;'ears "go lIe hO llght 1:3 per­
cen t of Ne llt ragel ld's stoc k II'ith th e id ed that we'd all jllire more 
Idt er. II makes skill creaJl1S too and was a logica l acqllisition ( )r 
liS, HOVl'el 'er, arter a peri()(J of tillle, II 'e sold hack our 1.'3 perce nt 
and go t Ollt 01 th e nllll1illg. I Ilolllcht call Ihdl a rIagranth 
missed opportllnitl, hIlt I wish that it Ilollldll 'l hale happened 
10 us." Indepelldent ohseners beli el e thai Neutragena was or­
!tred a Jl1l1dl higher price ( )r their stock thall what Noxe ll was 
II 'illilig or ahle t() ol"kr ,1I1c1 took il. Hatil ,lw,II ' c10es lIot disagree 
\l'ith this 'lsseSS ln ellt . 

The Nme ll lice I)residellt refl eus aho llt his (inll 's decisioll­
mak illg process <1I1c1 c'llldiclh ()hseIYes. "No JJ1all er hOII' del'oted 
:ou are here or with all()th er Jl1djor c<lrpor'lIi oli. m'er th e course 
of th e \ear, Ilill probdhh Inake no rllore th ,111 Ildlr d doze rl dec i­
SIO Il S th at 11 ,1\'e a great elrcc i un Ihe compall;·. Bllt I'OU lee I d 
grea t dea l or S<lIi S ( ~lcli()Jr not ollh al)(Hlt those hllt ahOlrt the 
mall: seemillgl;' sma ll er (lI leS that allml' th e comjldm' to rUIi and 
gl"Oll Oil a c1ail:, IIlOIJlhh , and :ea rh bds is. All ill all. th e r e'~ 

pressure , respollsibilit l, alld a lot or peopl e's palc hecKs depen­
de ll t O il a lell' mdjor pe()p le's dec ision s. :\ml ii's nice to be pari 
or the grollp makillg them." 

-\.It hough tile bulk of N()xel l" s sd les dollars dre aCC()l lllt ed lur 
b\ COle r Cirl prod ucts, which are so lei I' I() r female customers, 
N()xe ll 's hierarchl is Il ot top-hea" Il ith women. or co urse, th e 
finn's chi ef" oHi cers JJ1ailJlaili that disnimilldti()1l has neve r had 
aillthilig to do with Ih e ahsence or Ilomen ill top dec isioll-mak­
ing p()s itions, So me do admit that perhaps the;' did not attempt 
assiduo llsh enough to rec nlit top-llotch II'OJJ)ell as rar back as 
tl\'elltl' I'ea rs ago, bLJI th ey do su IHl I\". WOllle ll at the companl 
CO II CUr. i\iarie C. BOII'ers, marketillg directo r for cos met ics, the 
third-rallking perso ll ill the (irm's IIl drketillg dil 'isiolL is 1I0t 
(Jnl: justif iablv proud (J i her ca ree r but is sa nguill e about II'OJJ1-
ell' s ro les th ere. "The) prollloted Ill e to thi s p(Js itiolL I beliel'e, 
beca llse or ahilit\". The\" didn't do it beca ll se I I\"as a woman, 
jllSt as th e\" 1I'0uId not 'dell\" it to me IClI" th e saill e reason, Be-
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sides me, there are three women in the marketing depanmenl. 
all product managers. Those are defin itel;' very important spots, 
and there is no doubt that we women are gelling there," Two 
women sit on their board or direc tors, 

Bowers, fort y-two , joined Noxe ll eleven ;'ea rs ago. The Nell 
York City native joined a well-known adver ti sing agenC) as a sec­
retary rollowing high school graduation . She later moved 10 an 
eq ually prestigious agency, Both agencies told her that she could 
never break into the higher b ·els or their businesses. She at­
tend ed Broo klyn Cullege at lIight but never received a degree. 
She spen t two yea rs at a Los Ange les-based sllbsidiary of Gen­
eral Foods and then joined Noxe ll , "The people hale ak a:'s 
bee ll grea t here, That 's one or the major reasons tile CUlllpall; 
keeps doing so well. II 's definite! : a people-oriellted place. Peo­
ple are efficient. alld we all kn oll' that if we keep th e emplOl ees 
happv that will be refl ec ted in th eir work, That , of co urse, \l'ill 
be passed on to the products. When people perfc)J"Jll lI ell hert, 
.they are rewarded," A nonunion company, emplo;'ees at la rious 
levels within the firm succinctl y explained why unions were un­
necessa r)', Benefi ts were at leas t as good as any union firm. and 
they did not want to be bothered with shop stewa rds and other 
union orfi cials, 

Marie Bowers points 10 th e fa ct lhat Noxell has i ~llllili es \\'o rk­
ing there for three generations, alld she plans to sti ck arOllnd (or 
a long time. She's ve ry proud of Cover Girl. "The name, the im­
age slands for something good. It 's clean , brisk, and wholesome , 
As you know, that 's co nveyed not by accident. I go to New York 
weekly to keep in touch with the ad agency. We're \ "t'r)' ca reful 
about choosing the right models and using them for the most ap­
propriate products , age-wise, Women think or our models as 
women they'd like LO have as fri ends," 

The cosmetics' marketing directo r reels that, " It 's I"e rl" im pur­
tant to have a woman's inpuL at m) b ·e l. \"'e' re Llmiliar II'ith 
the producLs. We're th e users and in sLinctivei )' hal'e a fee l (c) r 
them," But intuitive and visce ral reac tions to Cover Girl are 
complemented by hard work and scientific survevs , "We're al-
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ways ahead of' the ga me spotting and ne ll contribut ing t() lI ew 
trends. YOli must always be a pa rt of that. " Surrounded b:' sam­
ple bottl es of new prod llcts and shades being tes ted. Bowers re­
emphas izes that sta:'ing ahead of' the trends is crucial. "Yoll 
never wa llt somet hi ng to become less popu lar. with sa les drop­
ping, an d then be fa rced to reaClto the market situati on." 

After living in Nell ' Yo rk alld Los Ange les. BOIl ers was appre­
hellsil e about joillillg Noxell. lJ ot beca use of th e cumpalJl but 
because it was ill Baltimore. She 11011' mailltaills that she likes lil­
ing there and 10l es being associated wi th the company. "My hus­
band and I and our fa ur-yedJ'-old son are we ll sitllated here. 
But, you know, I also think of m )' products as m:' children. " 

If proximit:· of top managemen t plays an in tegral role ill 
Noxell 's success in suburban Baltimore, holl' 'does it aflec t the 
one key pla)'e r who's loca ted ill New York. 200 miles lIorth ':! 
Sea rs W. Ingraham ove rsees the comj.1ClI1:"'s internati onal opera­
lio ll s as execliti le lice pres idellt. He pres ides frolll a Jllodes t 
suit e Oil th e fll l'll- f()l lrt h fl oor of the Pall Am Building. The 
dehonair. nft\-nine-:'ear-old Rhode Island natil'e I\ith a degree 
in English from Brown Uni\ ersity shares the space wi th a profes­
siona l ass istant and secretal}. He has been known to cl imb a lad­
der to change a light bul b. T hat' s the Noxe ll spirit. III J98-'1 . hi s 
tota l cash compensat ion \\'as $] 9:3,000 . 

When Ingraham joined Noxe ll in 1962 to int rod uce an inter­
national division, there was not enough space for him in Balti ­
more. The New Englan der who had se rved Colga te-Pa lmoli ve 
as export manage r did not lJlIarrel wh en he was ass igned to Nell' 
Yurk . "This is the heart of' th e illteJ"JJ Jt iollal tradillg wu rl d as I ~lr 
as this country is conce rned. and it was logical fa r me to sta:' 
here. I already knew the ropes. too." 

International business now accounts far 14 percent or Noxe ll 's 
busin ess, bu t when Ingraham se t up house the situation did not 
appea r allspi cious. " I was given free rein, but it took me a good 
two and a half' yea rs j ust to ge t things in orde r. Noxzema has 
nel er rea ll y don e we ll abroad. Nothing is be tter as a cleanser, 
hIlt I cOlddll 't se ll it ill ElIIopc. There's sO lll ethillg alJO l1l the 
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odo r that Europea ns don't like.:: Towa rd the end of th e 1960s 
Ingraham decid ed to emphasi ze Cover Girl abroad. "Our suc­
cess has been te rri nc. I knoll' a lot abollt corporations. and I 
can't nnd ano ther United States cOlllpan: with sales under $500 
million an nually that made a success in Europe ." Except in 
West Gerrnanv and the United Kingdom , Noxe ll has fa und that 
it can prontabl ) li se loca l models to push COler Girl. In addi­
tio n to its European operations. Noxell sells its prod ucts in 
Suuth America, Mex ico. and SOllth Alrica. Its Canad iJn subsid ­
iary is especially strong, and its ope rations ex tend to Tha iland. 
l3a rbados , the Domillica n Republic, Pa nama. and Puerto Ricu 
also have facili ti es . 

" I sure fee l vindica ted," Ingraham obsell'es. "After the nrst 
:'ear, I wasn't sure we 'd make it. We were piss ing up a rope. 
But the people in Baltimore had confidence in me. The:,',e al­
wavs hired people to whom the\ ca n delegate responsibilitv. 
The c()Jnp~;. II ) · has wel l-trained executil es whu dO ll 't fcc:! pres­
sure from above. In m>' case . no one sa id unl ess )'OU opened lip 
l30livia by a ce rtai n date. )'ou'd be fired. Of course, an:' idiot 
who would say something li ke that would ge t someone who 
would open up on time even if the)' weren't reack " 

Looking out his offi ce window at the panoramic view of the 
cit)', Sears Ingraham is pl eased. "As a cumpam', we've come a 
long wa), internationall: , and I'm proud of e\'e ryone involved. 
Two guys in Canada served as mv right arlll there. Conndence 
and the ability to delegate responsibilit: to capabl e people hal e 
paid ofr. I like to think that things wOl tld hale been no different 
if I had started in Ba ltimore. We' re all pari of' a first-class Ollt ­
fi t. " 

George Bun ting and other top executiles at Noxell will nut 
discuss market share, but Bunting admit s tha t in overall sa les of' 
kindred products, his firm ra nks second to Maybell ine. which 
sells its cosmet ics at lower prices than Noxe ll and other man ufac­
turers. In lerms of unit sales, Noxzema Skin Crea m is the larg­
est se ller, but Oil of Olay tops Noxze ma in terms of total reve­
IIl1 e. Ci lkll e'" sll al' illg crea lll s, JOI1II S()1I "V,IX's gel prodl lcL 

f. 

Il. 
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edge. and Barbaso l. the lowes t priced product. rank ahead of 
No"zema's sha\'ing creams in dollar sa les, 

Les lie C. Schek. Noxell \ se nior \i ce pres ident for ad millistra­
tioll and finan ce , allribllt es Nuxe ll 's continued success to two 
main facto rs: "First. no one in this busin ess co uld know every­
thing th ere is about it. and we've put together top-quality peopl e 
with a lot of' differellt skill s, Int ernal rivalrv and ,jealous;' don't 
see m to e" ls!. CO ll seqllenth-. the en e! res ult IS success, Second . we 
neve r lose Sight of' the f ~l ct that th e cll stomer is ollr busill ess and 
the retail er is the channel of' d ist ribllti on, We mllst sa ti sh bo th or 
th em. and we do," 

Indll stn anak sts agree, Accordillg to Jack L. Sal zmall . fi rst 
\'ice pres id ent of' Smith Barn e\'. Harris Upham &:. Cu mpan; . 
"No"e1l's philosoph v has always been. let's sell our rt tail er as 
well as the customer. They we re more inno\'a ti\'e ea rlier than 
an; ' of' their cOlllpetitors, They al so seem to ha\ e beller control 
of th eir chann els of di striblltion than the oth ers, I ca n't overem­
phas ize how we ll the;' senice their acco unts, O ur fragrance and 
cosmetic buyer sur\'e;' or chain and independent drugs tores re­
leased in March 198.5 showed that Noxell was onl ; one of two 
mass merchandise rs wh o ranked exceptionall;, high," 

Jack Sal zlIlall p ~ILl se~ . spcllds a tlllJlllellt refl ecting, (l nd adds . 
"You know. Noxe ll has alwavs maintained strong fin ancial con­
trol. They like to be th e low-cos t produce r and al wa;'s h(lve­
even at a time when others were pretty confident and were will­
ing to produce at higher cos ts, Put it this wa y. Overall. Noxe ll 
knows what they' re doing, They' re shoemakers wh o sti ck to 
th eir laces," 

Diana K, Temple of Sa lomon Brothers also gi\es high marks 
to Noxe ll 's distribution sys tem, "Cover Girl's distribution to 
more than 120.000 outlets. including 110.000 rood stores and 
7,000 mass merchandise rs sllch as K-Mart and T arge t. is th e 
most ex tensive in the industry, This should help Cove r Girl to 
reach working women, who have limited time to shop and in ­
creasingl), prefer the self-selec tion of cosmeti cs f'rom mass mer­
chandisers to department store shopping. Even such pres ti ge 

No);c ll <..> ,' 
0,) 

brands ciS Ultima and [ stee Lauder are being kHceci to e"paml 
their di stribution frolll the core of' 2. ()()() departm ent stores to se­
lect ed dJ'll gs t()re,,-e\'cll di sc()l lll t ci J'll gs tlJl'cs-t() I'cac it tlt c (, II ~­

t() ll1er, 
Emll1a W, Hill. \\I](J J'oll (l \\ 's th e cos llH:: ti cs illcilistn f(l r 

Wertheim &:. Compall\. sees No"e ll as Iwing strong e<lJ'llillgs 
gro\\'th. whicll site dttrilllit es primarih to (me r Cirl. " Louk at 
thu ll in 19S.s, Cme r Girl ciccollill ed I() r 61 perce nt of sa les . and I 
pred ict tit al it \\i11 continue doing at leas t ciS \\e ll. lnllke m<l m of 
its Ill ~~ jtl r co mpetit ors. Noxe ll is llot a small pMt of d co llgloill er­
atc, Noxe ll is Cl l\ er Girl. ,Ind the hl'lll pa\'s close att enti on to tlt e 
]jll e, The\' rc ll ot saddled \\ ith I()ts oj' people at the t()P \\ith red 
tape, l\ 1ctkillg ke\' ci ec isioll s docs lI :t t,lke f(lre\'U, Th c\ are Glpable 
(l J' ~ l l till g \'er\ CJlIi ckh <llId cio \IItCII it' s lI ecessan ," 

George Bunting concedes that his Illclildgemellt st\le is inftll­
nd. ami as he puts it . " E"pert s crillge (II' 111\ beillg.'ill ilJ! rll'III<11 
~llId seemingh laid hack, l\1cl\IJe I alll, At meetillgs rill uSU<l lh 
,jllst ,1I1 olliooker, Ami l'\ 'e bec n ill Ellrope O il \(jcati oJl Illl' t\\ 'O 
\\'ee ks and h,I\'en 't nen had to c<l11 th e offi ce, Sure: it 's eas ier fll r 
Ille than it \\ as Ill r 111\ gra nd l ~lth e r. who pllt his I\h ole lil t illt o 
th e business. He hael to he the rea l entrepreneur , But Dad andl 
"'1\"(' c lrri ed O il prett I' \\TII. " 

Hlilltillg. I(l rt\'-si" \e~lrs old . e" pect s to he at NIl"e ll I()J' clll ­
other t\\'ellt \ \ ears, Hi s tltrce children- Jeffre\ , llill elee ll. ;\brk. 
Se\'elltee ll . alld Christoplter. liJ't t'l: II-~lre t(l(1 \ Ollllg tt) III<1K C GI­
ree l' decisioll s, Their dad does ll 't encollrage th elll tt) \Iork It lr 
him ill th e Sllllliller. rese nillg those pos itiOlls 1m clllplo; ees' 
chilclrell alld ll eech ilill t r-c it\ kid s, 

Bitt Iloh(lch bets ,lg,liIlSt Cemge .-h en Blilltill g ' ~ g r e~lt-g ralld­

SOilS st) ln eda\ GIIT\ illg (I ll the f ~ l Jl1 ih traditiol!. Tht e"ptll<t li oll 
is ulld ers tood , 
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6. Strategies for Success 

Eighty percent , or 6.4 million , of the nation's 8 million busi­
nesses, are family-run. Seventy percent of them do not survive 
to the second generation. This staggering mortality rate further 
emphasizes how remarkably well the five principal companies 
profiled here have performed. It is clear that H & R Block, 
which is still run by its founder , has begun making the smooth 
transition into the second generation , while at Johnson Wax, the 
fifth generation of the founding family has made its way success­
fully into !he company. 

These are not the only major American corporations to have 
operated peacefully and profitably through succeeding genera­
tions. Dunkin ' Donuts, Florence Eiseman's children's clothes, 
Stop and Shop, T ootsie Roll Industries, and Wang Laboratories 
are also prima ry examples . 

Others , like London Fog, continued to operate under the lead­
ership of the family even after being bought by a conglomerate. 
In 1976, Londontown Corpora tion, which is still located in 
Eldersburg, Maryland , was sold to Interco, a divers ified St. 
Louis-based company. Israel Myers, found er and chairman­
emeritus of the firm that has become synonymous with rain­
coats, continues to visit his office regularly. And Interco officials 
consult the eighty-year-old industry pioneer about new ideas. 

Myers 's son, Jonathan , who at twenty-nine years old became 
the youngest person in the nation to head a New York Stock Ex­
change company, ran the firm with autonomy through 1981, five 
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years after it was so ld to Illterco . He left the firm where his f~l­
th er had beel l sillce 192:3 to plll"SUe other interes ts. 

Relinqu ishing fami lv owne rsh ip sometimes does not remain 
sa ti sfaClorv for members ()r th e fJm ih. III 1928. butcher Isadore 
Pi llckowitz. a Rumanian illl mig'ran L bough t a small New Yo rk 
shop in banklll ptC\ For ((Irl' leal's. as sa les rose into th e mil­
li ons: Hebrew Natio nal Kosher Foods remai ll ed In the f ~llllih . 

In 1968. the compan; : wh ich lIas then led bv til e im migrallt 
butcher:s son . Leonard Pines. was sold to a Houstull-based food 
firm. Leonard Pines remained ill th e business. Eight ,ears later, 
Co lga te-Palmoli ve acqu ired the parent hrIn , Ril iana Foods. in 
19S0, Pines and his son Isadore (Skip) Pines bought back the 
compan)!. Today, Skip Pines runs the private ly held fam ily busi­
Il ess . wh ich has $120 Illi II lOl I ill allllual sa les. He mI llS 75 per­
ce nt of it, and hi s father OI I"l1 S th e rest . 

A fee li ng of pa ternalism dUlllinates the best-run and most suc­
cess l"ttI fami ly corpuratiom. For t':all1ple. Wal-I\\a rt Stores . a 
chain of di scount stores based in Bentomille, Arkansas. had its 
beginnings as a fil e-and-ten-cellt store in 1945. Bv 1962. the 
owner. Sam Wal toll , pres ided ol'er fifteen stores . Todav there 
are SOO stores ill twenty-two states throughou t the South. South­
wes t, and Midd le West. Sa les have Sk:'l"(lCketed to more than $8 
billion. and in 1985. Walton was named the riches t American bv 
Fn,.brs magazine. Walton's so n, Robson . si ts 0 11 the board of di­
reCLO rs and visits companv headq uarters regularl\'. but it is th e 
sixty-e ight-vear-old Sam Wa lton who spends four days a week 
fl ying from SLOre to sto re. OIersee ing his empire and maki n~ 
sure that his emp lovees co ntinue to offer the one-on-one cus­
tomer se rvi ce for which his co mpany has been known. 

Longtime Wa l-IVlart employees, especially those who pur­
chased stock in the ea rly vea rs .. have done very we ll hnanciallv . 

• I ' , I 

In Bentonvi lle, an estimated thirty-five fam ilies are millionaires. 
But income from equitv is llot the primary reason for the Im1ailv 
of Wal-Mart emplo;'ees . or those in other fam ily-operated busi­
nesses. T hey rea li ze that compa ni es operated by th e fam ilies 
Ivho found ed th em kll 'e a stake in perpet uating the image, as 
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wel l as the profitability, of th e f-irms . Sam Walton, as he visits 
his stores, ca ll s employees by their first names, asks them what 
items are doing we ll and what company practices should be 
changed or improved. He waits in line wit h customers asking 
them what they think of the service . They have no idea that thel 
are talki ng with the store's founding fath er. who is worth at least 
$3 billion. 

Ha lf a cen tury ago, Ellen Gordon 's fath er ga ined con trol of 
Tootsie Roll Industri es. wh ich is noll' ninety lea rs old. Today . , , ; ' 

Ellen Cordoll is pres ident of the fam ily- run opera tion, and her 
husband Melvin serves as chairman and chief executi ve office r. 
Each week, they commute from their Boston horne to company 
headquarters in Chicago. They oversee virtually eve ry detai l of 
the opera tion and maintain a loya l following of emplovees who 
know that the Cordons have long resisted attracti ve offers to be 
taken over. Perhaps the impetus of a new influx of cash pro­
vid er! b;' ,I large r corpora te en tity wOltId send alre,lciv sliccessfltI 
sa les and profits to even higher levels , but Toots ie Ro ll emplov­
ees prefer that the Cordons con tinue owning more than 47 per­
cellt 0(" the pllb liclv traded company. 

Newer fall1ilv-owned an d -run businesses also rea li ze a strong 
sense 0(" loya lty from their employees. For examp le, f(mner Ma­
rille TOll1 MOllaghan borrowed $500 twent y-five years ago to 

open a pizza shop in Ypsilan ti , Michigan . Todav, the chain of 
Dom ino Pizza stores has made its ("ounder a Tllultimillionaire 
who also owns the Detroit Tigers . 

A cadre of company employees called Dominoids regularly 
sing cOTllpa ny songs and serve as " running am bassadors." The 
compa ny's national sales director believes, "Every Dominoid 
fee ls that he or she will work their whole career at Domi no's. Ac­
tually, they don't fee l that what they're doing is work. They' re 
ge tting paid for having fun ." T his intangible feeling of loyalty to 
a company pays many dividends, not on ly to the employee bu t 
perhaps most important to man agemen t and th e ultimate con­
su mer. As Bill Marriott observed, "Happy employees make good 
employees. And good employees give good service." 
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Most of all. emplovees of th ese and other fam ily-owned com­
panies know that management ca res. And given todav:s thrust to­
ward corporate takeovers. fri endl :' and othelwise. this sell se of 
LlIllil \' pride. fami l:' carin~. is forell1 os t in emplo)'ees' minds. 
Such charact eri sti cs as paterllalism ar(J no longer comm on to 
most American compan ies, espec iall y those impersonal ones that 
are only small cogs in multidimensiona l. nonfami ly conglomer­
ates. As Hanard Un i\ 'e rsity indllstrial ps:'chologist and manage­
melll consultant Harry Levill son obse rves, "The womb-to- toillb 
concept is dea d. Peop le used to be ab le to count on the organiza­
tion and its stabil it\'. Bllt th e myth that institutions will lake ca re 
of us has been sha;tered. :· Nod Tichy, a professor at the gradu­
ale business schoo l of the Uni\'ersiIY of Michiga n: concludes, 
"Companies are IlO\I' s<l )'ing 10 their employees: 'We'lI take ca re 
of yo u as long as we:re winning. ' That 's a tremendous shift from 
Ih e old paterna listic system. ,. 

It is no acc iden t thal the top executives of the five major cor­
porations whose stories have been told here strongly emphasized 
th e fee ling of closeness: the sense of family, that permeates their 
companies. Employees repeatedly stressed that their added 
sense of pride. culminating in a des ire to perform well : in order 
to cas l a f ~l\ora ble light about the finn to ou tsiders. would lIot 
kl\'e been so intense in a Ilonfaillily corporation. 

T hev see the chairmen and chi ef executive offi cers around the 
offi ce ;egularly. Many employees are addressed on a First-name 
basis. Their mothers, fath ers, grandparents, and siblings often­
times have worked and continue to work for the same company. 
This spec ial legacy is not res tricted 10 the top executives who 
are related 10 the fou nder. In a rea l sense, it is shared 
companywide. Employees, too . through generous profit-sharing 
plans, benefit more hnancially as the company prospers. 

Of course. this sense of family that is felt b~' all employees is 
jusl one of the similarilies of (~l mi l y-run companies that are espe­
cially identifiable in th e Five companies that have been chosen as 
protot:'pes . 

Regardless of whether they are publicly or privately held, 
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each of the Five is characteri zed b), an insatiable des ire to exist: 
and prosper, over the long run . Con tinuity' is paramoullt. No 
f~I Il1i1: ' mernber, th e found er or his successors. has as his pri­
mary goal Illaki" g a grea t dea l of III OlI l:' . then I,nload ing his 
company. 

One cannot overemphasize the importance 01 f~l m il v in con­
tributing to continued success. All the current heads of these ex­
emplary corporations are immensely wea lth \,. All except Hemy 
Bloch ca rne to th eir pos itions never knowing a 11\ thing but ex­
treme wea lth . None or Ihe four heirs had 10 join his LllnilY com­
pallv ill order to make a li \·ing. In lac t: none had to wo rk al all. 
However. each knew from an ea rl )' age that he would eventuallv 
takc over til e f ~l miIY bllsiness. Georp;e Bunling at Noxell towd 
with the id ea 0 (' pursuing a ca ree r ill advertising. but his hea rt 
was nol ill it. Running Noxell and carrving on th e familY Iradi­
liOIl were. 

In the best-run f~lInil y bllsinesses: peopl e collnt ill()St. Top 
managemenL must never lose sight of what their customers 
want. and employees must know that they are appreciated and 
that people at the top ca re about them. In a family-run busi­
ness, especially where a generation or more of company con­
cern. atten tion. allli c0 Il1I11u nica tioll have been well-es tab lished. 
succeeding leaders have the advantage 01 the years or goodwill 
that have preceded them. 

However, companies cannot afford to become complacent. 
Their we ll -deserved reputations are perpetuated only by continu­
ing their concern for people. They guarantee that their employees 
continue complying with the adage. "The Cllstomer is always 
right. :: Employees listen to their customers, and lOp management 
listens 10 its employees . Heads of successful family companies al ­
low their employees and customers to register their dislikes, as 
well as what appeals to them. They do not surround themselves 
on Iv with co lleagues who au tomatically agree with management 
decisions. Dissent is encouraged. 

Oftentimes , founders of companies never bother se tting down 
a list of guiding princip les to which employees should ad here. 
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In the absence of such tenets. others must infer what the com­
pany is all about. Those compani es that prosper the most with a 
minimum of mislln derstallding in futme generations are the 
ones that have spec ifl c guidelines to follow. j oyce Hall and J. 
Willard Marriott , Sr .. for example. delinea ted specific rules gov­
erning the running uf' Iheir businesses and their sons and lower 
level compan)' emplovees have continued to adhere to them. 
Conseqllently, even though Hallmark an d Marrioll have evo lved 
into multifaceted, giant co rporations they have continued to be 
run as fam ily businesses , neve r dev iating from the idea ls of their 
founders. And , in the eyes of their customers, this cOlllinuity of 
purpose, coupled with service and prod ucts. has perpetuated 
the image of a ca ring f~lmil v concerll. 

The hest execulives of the most exemplary famil)' co rpora­
tions do not take their fami ly's or cOll1pan~:s good name lor 
grant ed. They do not insulate themselves in a f~trlCY suil e re­
moved from Ihe ac tual deli ve rv of se n'ices and products. T he), 
ge t out and see flrsthand wha t is happelling. And if there are 
prob lems. the right people hea r about them promptl y. 

There are certain pitfal ls that heads of sllccess ful , well -known 
fa mily-run corporati ons musl avo id. Allhough not peculiar to this 
type of company, these pitfa lls are often harder to res ist than they 
are at firms with 11 0 fam ily tradition. Most entrepreneurs who 
transform a small business into a lIationally and internationally 
know II corporatic)II are hard acts 10 f(lllmv. Many contillue to run 
their ellterpri ses as one-person shows long after il is advi sa hle. or 
even possible. tu do so. 

li is not difficult to understan d why. Litera ll y huilding their 
conce rns from nothing. th ey not on l)' are hes itant to hand over 
any puwer or decision-making authority to anyone else, includ­
ing their progenv. but also are scared to do so, After al l. only 
they kn ow how to nurture th eir bus in esses. T he company has 
been an integral part of their li ves fo r many years, riva ling, and 
sometim es surpass ing, th ei r fam ilies in importance. So wh~' take 
a chance on re linquishing the authority to make any meaningful 
decisions to al lybody else') 
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Founders-en trepreneurs often feel that they will guide their 
businesses forever. Obviously, they know ' better btll will not ad­
mit it to anybody, espec iall y to Ihemselves . Consequenilv. they 
avoid the essential ingredient for future success-training some­
body to take their place. In most cases, they assume that leader­
shijJ wil l remain in the f~un il~/ , which historically has meant a 
son, but they reluse to pass the ba ton gracefully to the person 
comillg behind them, Evell if an attemp t is made to groom a 
successor, he is co nsidered at bes t an ersa tz leader and ad minis­
trator. 

Other founders are more rea li stic but eve n Ih e~' have some 
doubts about th e abil ities of those who foll o\\ them. j ovce Hall 
all d Bill Marriott . Sr .. were not exceptions, How co ~r1d DOll 
Hall continue the Iradition of caring enough to send th e ven 
bes t') Whal wou ld happen if voung Bil l Marriott had di\ ers ifi ed 
intu hotels and people didn' t stay in them'} 

T here is an inh erenl conserva ti sm. in lenns of expansion and 
adventurous business practices, thai characteri zes these en trepre­
neurs, especially those who grew up in poverty or hard ti mes, 
The elder Marriol t's ave rsion to entering new flelds and grea il ~ ' 
expallding old ones was couched bas ically in his fear of another 
Depress ion. 

j oyce Hall and Bill MarriotL however, knew thai iltheir com­
panies were to grow and thrive in the future. there must be 
three primary elements, First, a competenL well-Irained son 
must take over, wi th the idea of training his own children. II 
seems likely thai j ohnson Wax wi ll be the flrst of th e companies 
described in detail here to elevate a woma n to the top spo!. 
where she may be a co-equal with her brothers. Sam Johnson 
has nOI ull equimcall v dec ided how to divide the CO lll pa nY , bill 
he has made it clea r thai although Ihree of his offspring will run 
a sepa rate fiefd om within the flrm. on'" one will conlrol its cof­
lers . And that could be his daughter. 

Second , even though expansion should come slowly. and di­
\'e rsifl ca tion muSI entail utilizing skills and experti se tha t have 
already been c1 eIl10IlSlrated. ~ac h is ill ev itah le. Th ird. as cO Il1pa-
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nies grow, regardless of the abiliti es of future leaders and oth er 
fam ily members. they cannot run gian t endeavors alone. Out­
side experti se muSl be brought in to complement them. 

Founders of famil y-rull corporations that continue to succeed 
accept and encourage the ulili za tion of. these precepts. They rec­
ognize and ad mit lhat change and adapting to new situations are 
necessa ry. They give their offsp ring adequale lime and distance 
to grow in the business and lO lea rn iL teaching lhrough exam­
ple and words of encouragemenl. Above all , as in nonbusiness, 
fami ly situations, se lf-es teem and th e feeling of accomplishmenl 
are nurtured by praise, no t by read ily pointing out eve ry mislake 
lhat the child makes. Too much captious behavior can lead to 
disaster as it did with Edsel Ford: or to a lesser degree. as L10vd 
Bunting so candid ly described at Noxe ll , it ca n make life mise ra­
ble for a son following in his father's foots teps. Bunling admits 
thaI he felt lrapped in his ea rl), da ys with the firm , and he be­
lieved that he could not escape. Fort unately, for him and the 
company, he persevered, but he does nOl look back al the ea rly 
period wilh nostalgia. 

Internall y, se rious combal must be avoided. T hat does not 
mean thai healthy competition between father and son or 
brother and sister cannot ex ist. However, in the exemplary cor­
porations described here. such co mpetition in no way has led to 
the internecine warfare that has litera lly torn apa rt other lamily 
businesses. For example, after nea rly sevent>' yea rs of family 
ownership and opera tion, Ban), Bingham , Sr. , the pa triarch of 
The COl/ner-Jou mal and The LOll [smUt' Times, announced ea rl y 
in Januarv 1986 Ihat these properti es were up for sale. After con­
certed efforts to se ttle fierce disagreements among Bingham, his 
wife , their son, and daughters, intransigence persisted , exacer­
bating fam ily and business relalionships. 

Sibling rivalry has not caused seriolls problems wilh the busi­
nesses portrayed here. Onl :' Marriott has bro lhers working side 
by side. and the procession to the throne was decid ed long ago. 
Il wou ld be primogenllure. Given that: Dick Maniotl , accord­
ing to those closes t to the situation , has neve r considered him-
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self to be a direc t riva l of his older brother. Running the huge 
res tauran t portion of the company, a sizable task, sa ti sfies him., 
and he and his brother see no Imuor reassignment in the near fu-

ture. 
It is clea r, from close scrutiny of lhese fi ve co mpanies , lhat 

smoolh transitions do not occur aULOl1lati ca llv. Thev musl be . I 

planned. At Johnson Wax, as each member of the succeedin g 
generation advanced to the presidency or chairmanship , he be­
gan laying the groundwork for hi s ch il dren to follow him , And 
at Hall mark the current chairman of the board had the inva lu­
able experi ence of wo rking side by side with his foundin g fa­
ther. Bill Marriott had the same opportunity. Such well-paved 
aven ues for smooth transitions have also occurred in other suc­
cessful well-known America ll ('am ily businesses: among them 
are Kell y Services. Schwinn Bicycle Company, and Safeway 

Slores. 
Lay ing th e groun dwork and provid ing f'o r an orderl v transi-

tion within a familv business sometimes does not succeed even 
/ 

with good int entions. 1 ron ica ll ~' , Howa rd John son is an exam-
ple. 1n many ways it is the an tithes is of ils new pa ren t company, 
Marriott. 1n addit ion LO the customary generational disagree­
ments concerning company expansion and diversifica tion, How­
ard Johnson suffered from another serious. sometim es fatal, 
problem. T he founder's son had neither the experti se nor incli­
nation to take over the business and lead it into new areas. 

All of' us, as members of families. know firsthand the emo­
tional com mitment we make to one another. There is something 
specia l about being part of the famil y. Within a business, how­
ever, this specia l feel ing and relationship ca n impede progress. 
When key business judgments are made, one must be able lO 
step as ide , so to speak, and evaluate them ob.i ec tive l~' . Even 
more difficult is having to adm it that a familv member made a 
mistake and shou ld be criticized, reassigned, or transferred to 

another position. 
Bill rvlarrioll , J r. , ollee he assumed the pres i denc~' of his ('a -

lher's hll siness. had the unellviable dlJt ~· of telling members of 
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his father's family, who had been with him for a long time, 
some from the beginning, that it was time to step down. The de­
cision was not easy for him, and his father did not like what was 
happening. But the latter did admit , wit)1 remorse, that his son 
was making the right moves. 

Long bef'ore Sam j ohnson was old enough to take over at 
j ohnso n Wax , his father had rea li zed that, in th e ever-increasing 
complexity of American and international business, nobody 
could mas ter all the key elements. And even if such mas tery 
were possible, no human being had the time and energy to over­
see adequately all areas of the business. 

Consequently, outside expert s were brought aboard . At va ri­
ous points in their development. expansion, and diversifica tion, 
all these companies formed slIccesfuJ. symbiotic relationships be­
tween family members and outsid e experts. 

Bringing in the olltside expe rti se has been crucial. In addi­
tion to utili zing the skills of' executives who have received on-the­
job training at other we ll-known and successful firms, family- run 
corporations benefit direc tl y from utilizing nonfamily executives . 
They can observe and state objec ti vely and forthrightly that the 
emperor wore no clothes . 

On the other hand , outsiders, or management experts not re­
lated to the founding fathers, have certain disadvantages. Primar­
ily, even though during certain periods they may be elevated to 
the company pres idency, these people know that no matter how 
gifted they are, thev serve for a limited time, usually to fill a hia­
tus before a son or daughter becomes of age and gains the requi­
site experience and skill. 

Historically, if family members have not been encouraged or 
were discouraged from seeking high office in their family busi­
ness only beca use they were women, that is no longer true. Com­
panies have come to reali ze that daughters, as well as sons, not 
only are capable of filling their fathers' shoes but also should be 
encouraged to do so. Inevitably, Sam j ohnson's daughter will 
join her two brothers as part of the ruling triumvirate at j ohn­
so n Wa.x. 
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Of course, women already head m~or corporations. In addi­
tion to such well-known and successful family businesses as 
Es tee Lauder, Mary Kay Cosmetics, and T ootsie Roll , other 
newer, albeit innova tive and successful companies, come to 
mind . For example, judi Sheppard Misse tl , a transplanted 
SOlltherll Californian who holds a degree from Northwes tern 
Uni\'ersit \·. is founder, pres ident. and full-lime overseer of' 
j azze rcize Incorporated. Someda\' . pe rhaps, one or both of her 
d311£·!Jce'r.; II ill cake' (II'e' r che' reins of thi., n3[i(l/lal/l fianchic,ed (Jr-

Z3.111Z2l! I,n. 

- \\ lJilC' nl 'lching 15 ccr[Jin Cll chIS Jgc 1>/ .ICll[e' change' ill corp"I­
rate America . \I"e hal'e seen [hal the road to succession of' upcom­
ing genera tions has been ca refully paved. What advice will the 
newcome rs rece ive from their predecessors concerning how to 
perpetuate a proud and successful family tradition) Each com­
pany has answered that ques tion for it self', but there are princi­
ples CO l11mon to [hem that should be upheld at any corporatioll 
that intends to remain successful. Old-line corporations, as well 
as those that have only recently been es tabli shed, would benefit 
from following these crucial tenets. Would-be entrepreneurs 
who soon will turn the keys of their businesses for the first time 
also should pay close attention to, and adopt , these cardinal 
philosophical ideas and operating doctrines. 

Throughout this book we have cited exemplary practices to 
be followed. T here are others that are equally important: 

Companies should decide what they do bes t and should 
not deviate significantly f'rom those endeavo rs. That does 
not mean that a firm cannot or should not expand and diver­
sify into different areas, but any such move should not in­
volve a radical departure. Johnson Wax, for example, 
branched out from houseclea ning products into shampoos 
then into fiber supplements, all consumer products. They 
did not embark on heavy manu fac turing activities. Noxell 
entered the closely related beauty fi eld , only a stone's throw 
away from its initial revolutiollary product, Noxzema Skill 
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Cream. AJ I of Marriott's endeavors in volve direc t, one-on­
one contac t with people , provid ing services and delivering 
products . Life-ca re fac ilities fur the eld erly ('oc us these ser­
vices on a specific, growing segment of American society. 
Crayola, a widely used, inexpensive oonsumer product fit 
into Hallmark's lifelong area of expertise . H & R Block, 
which revolutioni zed income tax services for middle and 
low-income Americans , decided to do the same for legal 
ser\'lces . 

Every new product line or customer service wi ll not be 
an ove rllight success . Compani es should delinea te specific 
goals and methods of' accomp lishing them. Time sched­
ules should be spell ed OUL and hrrns should know where 
they want to be at the end of a specific time period IrI 

terms of dollar vo lume, market share, and number of 
units. The\' must be realistic. 

I 

Corporations must be able to ad mit mistakes, cut their 
losses, and ge t out of bad projec ts. Johnson Wax shelved 
ce rtain personal care products when people were not buy­
ing them. Shoe polish, for exam ple, go t the boot in the 
Un ited States beca use Ameri ca ns stopped shining their 
ow n shoes. Marriot t di vo rced itsell from theme parks. 

Companies must be wil ling to mod ify a service or ac tiv­
itv if it does not perf'o rm as wel l as expected. Federal Ex­
press , the leader in its held , incurred large start-up cos ts for 
its zap mail innovation. It did poorly, draining earnings. 
The company modified the procedure , changed its market­
ing techniques, and improved zap mail's performance. 

Withou t deviating from its area of expertise, a firm must 
come up with innovative sa les and advertising techiques 
when a product or group of products stop performing well 
fa r n() appa rent reason. Given the unprecedented rise in 
running activities. Nike beca me one of the nation's fastes t­
moving compani es. However, during 1984 and into 1985 . 
the glu t of competing compall ies alld products cut signifI ­
ca ntl y into Nike's swif't ri se to the LOp. Not giving up , Nike 
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continued concentrating on what it knew and did best-pro­
ducing and distributing running shoes. However, it 
adopted a new sales and 'advertisi ng thrust. Nike signed the 
newest professional basketball sensa tion, Michael Jordan, 
and named a shoe after him. It then sa turated the airways 
with television advertising and raised its sales and earning 
figures to new heights. Admitting mistakes is never easy, es­
pecially for top executives, whose egos are not accustomed 
to being bruised or deflated. After all , when they took over 
ongoing, thriving businesses, defeat was not part of their an­
cestrallexicon or corporate culture. 

Corporations must remain ve rsa til e. Today, and in the 
future , given the whirlwind climate of American and inter­
national indusLt)" nothing remains stati c. While maintain­
ing the goals, ideals, ethos, and overall corporate culture 
that have been so successful , company leaders can not be 
afraid to take chances . Innovation allowed Noxell to be 
named the best-managed company in the cosmetics indus­
try by Investment DeCZsiom magazine in the spring of 1985. 
A few months ea rlier, Dun 's BlIS i ness Month ranked 
Marriott one of the five best-run companies in any fi eld . 

Firms must be judicious, but they have to continue 
experimen ting with new ideas and products . Nothing is 
perfect, even in successful companies whose products or 
se rvices are instantly recognized by everyone. Competition 
is keen. Competitors are always out to improve their busi­
nesses at the expense of key companies who make the 
same type of products or deliver similar services. Stagna­
tion is anathema to a thriving company, and lack of initia­

tive often is fatal. 
While firms should hire colleagues who readily fit into 

their corporate culture, individual initiative and entrepre­
neurial ideas, even those that initially appear too " f~lr out ," 
must be encouraged . 

Logica l, sensible, and rea listic lines of succession must 
be planned yea rs hef() re they arc sched uled to OCC UI'. CO ll-
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comltant , long-term training shou ld be offered to the ap­
parent heirs. Fluid transition , free of never-healing 
wounds among famil y members, must be encouraged. 

Once chosen, heirs to famil y-run companies that are 
leaders in their fi elds should n(l)t pay close attention to 
comparisons with previous company leaders. To begin 
with, when children take over, the odds are stacked against 
them. If' company performance lags, they are unfavorably 
compared with those who ran things before them. On the 
other hand , if their firms continue to thri ve , especia lly at a 
faster and more impress ive pace , they are not given com­
mensurate credit. After all , didn 't they receive the opportu­
nity on a silve r platter') 

Conscious of expecta tions and chock-full of' family pride , the 
heads of the five major finns described here, as we ll as many 
like them across the nation . are determined to ca rrv on and en­
hance their spec ial legacy. And when they step do;vn , they wi ll 
insist on passing the baton to the next genera tion, ensuring that 
the companies' fortunes wi ll endure. 

While continuing and improving company sales , ea rnings , 
and dividend figures is imperative. success cannot be meas ured 
solely by such tangible means. Most importantly, these famili es 
must never lose their good names. Not only wou ld it be bad 
business , it would lower the es teem of' entire famili es . 
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209, 212 Management , corporate: May, James P. , 193, 194 Novelty pos tcards, 14-15 
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Klear, 164 105-8 Models for ,r'i0xell Corp. , 45-48, Packard , Howard , M., 175-77 
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Success , 1-2,203-16 
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ISBN 0-396-08587-3 FPT >$16.95 

Thomas Gold wasser 

Th e best run famil y bu sinesses have 
always upheld th e princip les of quality, 
se rving the customer, and treating em­
ployees with respect. Business criti cs of 
American industri es are today looking 
at these companies with renewed inter­
est and regard . Five such exe mplary 
corporations, all run on a daily basis by 
th e founder or members of his fami ly, 
are Hallmark, Noxell Corporation (Cov­
er Girl, Noxzema), Marriott Corporation, 
H & R Block, and S.C. Johnso n & Son 
(J ohnson Wax). Profil ed in depth in 
Family Pride, thei r corporate stor ies 
serve as model s for businessmen and 
women in the management of their Own 
companies and for entrepreneurs. 

Extensive on-site interviews with Com­
pany official s includ i ng chai rm en of the 
board , chief executive offi cers, depart­
ment managers , and offi ce and plant 
workers revealed many factors common 
to all fi ve that have contributed to their 
success. The book examines each com­
pany's beginnings, growth and di versi­
fi cation, cardinal princip les and strate­
g ies, as wel l as the specia l legacies of 
family-owned businesses, and it tell s 
exactly why each has thri ved from 
ge neration to gen eration. These corpo­
rate histories are class ic American 
success stories, and they provide va lu ­
a ble lessons for those who want th eir 
Own com pan ies to succeed. 

, 

TH OMAS GOLDWA SSE R, a Washington 
writer, was born in St. Lou is and grew 
up in Benton, Illinois. He graduated 
from Washington Uni versity and re­
ce ived a master's degree in comparative 
governm ent from th e Un iversity of 
Illinoi s. His corporate profiles, opin ion 
pieces , book reviews , and articles on 
pol itical and social issues have appeared 
in The New York Times, The Washington 
Post , Los A ngeLes Times , Baltimore S1A,n, 
and other publications. Mr. Goldwasser 
is married and has two daughters. 

Jacket des ign by Ben Sant.ora 
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H ERBERT M. BA UM 

Campbell North America 
Camden, N.J. 

HOWARD H. BELL 

America n Advert ising Fed eriltion 
Wil shing ton,D.C. 

EARLE PALM ER BROWN 

Eilrle Pillmer Brown Companies 
Bethesda, Maryland 

CAROL YN CA RTER 

Grey Advert is ing, New York 

S. WATSO N DUNN 

Che,'y Chilse, Milry land 
formerlv of the Uni"ersit" of \lissouri - -

DEWITT F. HELM, JR. 

Associa tion of Nationa l Ad" ertisers, Inc. 
1\e\\' York 

A~lIL GARGANO 

Ally & Gargano Inc., :\e\\' York 

ROY GRACE 

MUSEUM of AMERICAN 

SCIENCE, TECH NOLOGY, A:\D CU L T URF.: 

May 16, 1990 

Robert W. Lindsay 
 

  

Dear Bob: 

HISTORY 

Thanks so much for the great interview earlier this 
week. You shared some important memories and helped 
clarify some important issues for me. 

Thank you, as well, for the use of Family Pride. 
It's a source I had missed, and I'm happy to have found 
it. 

Hope you have a great summer! 

Grace and Rothschild , Ne\\" Ynrk 

CA ROLI NE R. JONES 

Caroline Jones Ad\'('rtis ing 
:\e\\' York 

----' B~/r w~hes, 

11?(j~\j 
Scott Ellsworth 

ALEXANDER KROLL 

You ng & Rubicam , Inc., '\l'\\ ' Y"rk 

JOSEP H LA NDY 

DDB \leedha m, McLe,ln, \ ' irgin i,' 

HILARY LIPSITZ 

Sunda v Prod uctions, 1\e\\- Y,'rk 

L. ROSS LOVE 

Proctor & Ga mbit, 
Cincinnati ,Ohi" 

NORMAN MUSE 

formerl" of Leo Burnett Co., Inc. 
C hicago 

WILLIAM O'BARR 

Duke Un ivers ity, Department ofCultur,ll 
Anthropology, Durham, North Ca J'<l lil1<1 

JOHN O'TOOLE 

American Association of 
Ad"ertising Agencies, Ne\\' York 

Historian 
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