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CLEMENTS OF GOOD TAILORING - " 35

Expers angwee often-asked questions. on details that Count,
from sleave lenpth te trouser cufl, .

Double-breasted woo! suic THE EXECVUTIVE STYLE 69
by Alan Flusser, $750. Ac By Diane Sustenda)
The Alsn Phusser Salon, 38 Menwho ltlt‘el serious uwrouh w ar-_samg should find an
East 524 Streer. Sea Island otapprop ! § fall.
€atton shirs by IXe Behar,
$91.50. AL Be,
Gostman Teaerl i THRALE PURVEYORS OF EXECUTIVE STVLE
Beach. Tie trom Gam .\len's-\tur dengy ref and 33 s
Tailored Ctowning, Pocket areths d A b Here
Square from Ashear are three wno wield influence over tha way men Jook today.
::‘m;: an's ";::J' rd Ralph Lauren by Willham E. Gesst
aceessories (rom Chiomet Clitiord Bredd by David W. Dunisp
Styltst: Susan Sidor. Hasr *' Rishard P, Humiliva by N. R, Kieintieid
and grooming: Nick Parge,
Makeup: Marion Blake, Lo
. Tailorug; WEBKENDDRESSING. 5177
= Medels: Tendstwille said (laanels Af¢ Tabrrcs tias
ysiiepis and e
& de

ST Gentec e
Tatharulling hills and conraiflages 0f Seotiand's Barders—+. 7. .
€gion, these woolen fabrics have been made {or centuriey, —==-o > s

* Froni ygable origing, thay havé beceine the snstocrats of
men's waar.” o e .

CASUAL WEEKEND WEAR 88
Part of many businesy lves is the weekend conference st s hotel
Orresart that mixes Mmeeiings with oiher, more relaxed,

acrivities. Clothes for (hese oxcasions should be casusiyer
nonetheless proper,

THELMPACY OF ITTNLSS ONTHRCUT OF CLOTHES 98
By Michae) Gross

Thaexescise boom, wich its typical regime that broadens the

chest and whitcles the waist, hashad 8 major influence on

men’s wear. grodesigners and 1 ., then

whowork out arechanging the way they dress.
EDITOR
Carvie . HANDSOME ACCESSORITS 106
;‘:m{z“? G00d.100king walches. sleek new LNATErS ARVE ST pattermert
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“INTRODUCTION -

For marketers, 1984 was the big year that never happened. The hangover
from the recession and consumers’ new priorities caused many compagies, .

sriothold back hintil-they had'a clearer-pitite of e fURI eI TR GO panRe .
1o Sl :bei .rkrezf.!ﬁ'ﬁs ‘ ST =) 3
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' FOOD PRODUCTS ' -
New products help the Doughboy rise to the top N

Pillsbury was hungry for new products last year, snapping up small,
“ specialty companies while creating seven new products of its own.

3 Their dessert: a 22% earnings gain in a year when the food industey’s
dverage was 8%,

WINE - 33 -

California Cooler creates a new class of sippers

Two high school chums followed the California rule and did their
own thl_ng. The result, California Cooler, sent the wine world
scrambling 10 flatter them with imitation. '

$

—

DIRECT MARKETING , -39
C.0.M.B. can sell you anything

And they often do. From snowmobiles 1o grand planos, this aggressive

mall:order marketer finds a fortune in other companies’ overstocked
or discontinued wares.




FAST FOOD
McDonald’s strikes gold with its Chicken McNuggets

It was a long-time in coming, but once McDonald’s decided to give-: -
- .. . T R T TR TRt AT I | CEATE L e gt = e,

el

" Sun, sports and sex are still part of the fantasy, but the U.5.
division of Club Mediterranec has also found ways to accommodate
older people, corporate staffs, and even kids.

MEDIA
Everybody wants their MTV!

The rock video cable channei proved to the world that cable can
work to target special demographic groups. Now they’re looking
to expand the formula. The music business will never be the same.

AUTOMOBILES
GM gets an A for its j-car

From its introduction in 1981, the J-car gave the giant automaker
nothing but trouble—until last year. General Motors demonstrated
that when faced with a chailenge, they can come through a winner.

Marketing & Medis Detisions—Spring 1985 Soeciel




- APPLIANCES -~

. Whirlpool’s new marketing spin

TOYS _ :
Barbie isn’t getting older, she’s getting richer

The 25-year-old fashion doli and her friends brought parent Mattel ,
- 5260 mdhon, in-sales in. 1984 from the doll hne a|one She has her;own Tigalthy
Soa s o :

The home appliance manufacturer is everywhere at once in a bullish
eftort to expand its operations. Whirlpool dealers, however, say they still
retain the secret of their success. They know how to communicate.

COSMETICS 93
American women say ‘“Yes’’ to Giorgio |

The $150-an-ounce perfume captures all of the allure of its Beverly
Hills home. An innovative use of magazine inserts spread the
scent nationwide while starting a trend of its own.

OFFICE PRODUCTS 97
Can Canon’s personal copier success be duplicated?

Canon U.S.A. could just sit back and enjoy its position on top
of a market it set out to create. But the division won't

rest easy until the personal copler is as common a home office
fixture as the calculator.

[ Marksting & Modit Decisions—Sorng 19!
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SOFT DRINKS
The NutraSweet/diet soda marriage

With patent intact, parent G.D. Searle set out to make its NutraSweet
_____,sugar subsmute mto a household word 1t worked and dlet 56 ydas-

'HOUSEHOLD PRODUCTS - ..
Rubbermaid stretches its pr'oduct mix

Servin’ Savers lead a list of new products that appeal to consumers
and analysts alike. Consumers like their availability and their
prices. Analysts like thelr aggressive bid for new growth.

RETAIL 115
K mart’s market basket gamble

Eighty percent of America visited a K mart store last year, and

they found redesigned departments, 2 much wider selection -

of products, and a new accent on quality. Price, however, was still the
selling point,

i jEWELRY - 121

An idea whose time has come

The Swiss surprised everybody by coming up with a hip new way to
sell their watches. Now, one is not enough, particularly when you
can get a Swatch that’s strawberry-scented.

s : Marketing & Medis Dacisions—Sprng 1985 Special
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INTRODUCTION. =

1 984 did not turn out to be the banner

year marketers expected. Although it was a year that

saw pink-cheeked economic activity that should

* have produced ripe results—gains in GNP and'cor- ...

_ porate profits, lessening interest rates and infla-
tion—marketers turned in an oddly- quiét, disap-
pointing performance. . -

There are many reasans for the overall desultory
record. For one, companies that had lain low during
the recession and had cut back on R&D and new
product testing found they had little 1o excite the
consumer, who was ready 10 buy again by mid-
1983.

And it was not quite the same consumer who
emerged from the eco-

duced a major new product that had a beneficial
impact on the company, bested the competition, of

" kept rivals at bay; or. satisfactorily accomplished
- some othe imarketing objectlve, such as consisteritly = -*
remainingat the-top of an an industry regardiess of

business conditions, -~ -

We had plenty of help in ferreting out our
winners. We polled readers, industry analysts and
specialists for their recommendations on outstand-.
ing marketing performances in categories that ad-
vertise heavily. Our editorial staff then collected the
responses and argued the merits of one candidate
against another.

interestingly, many of our companies made it on

- nomic miasma of the early- Nl

~ . keep.on lpoking until he

» -1980%.. This - -shopper,

- jaundiced by variety-and
“diéposable” - products,
was looking for quality
and value; and he would

found it. Meanwhile, con-.
stant promotional actlvity
by retailers and manufac-
turers to spur sales during
bleaker times had condi-
tioned shoppers to wait
until a better deal came by
before plunking down
their money. Finally, the
explosive demand for
consumer durables and
housing had strained con-
sumers’ ability to buy both
big-ticket and little-ticket
fvems,

This muddied business

product ... introductions

- From. Canon's“Tiew_ pe:
«'sonal’ coplér, toZSwatch-
watches,
McNuggets, to California

. Cooler,; to Giorgio pet-
fume, These fledgling en-
tries took their industries
by-surprise and inspired a
stampede of competitors.
Another thread linking
our winners was that
nearly all are. innovators
who place a premium on
consistency, leadership
and clear-cut marketing
strategies. For some of
them, it even meant, “If at
fiest you don't succeed,
gtry, try again.” General

r:-m—_sltfanv
: T

RRE BIEE

Motors, Pillsbury and
" |2 Rubbermald each had suf-
g fered setbacks when they

environment, on top of
massive societal shifts, made for a less-than-stellar

marketing year. Many companies chose to sit on the
sidelines until the game became clearer.

thus became both an easier and more complicated
task. It was easier because the qualifying fleld in
many categories was sparse. it was more complicated
because we really had to define what constituted a
hit, and then search for appropriate examples.

Qur criteria for inclusion in this special issue are
clear: We consider only companies or brands that
Increased their market share in a meaningful man-
ner; turned around ‘a fading position through use
and execution of a canny marketing strategy; intro-
2

Choosing the top 15 marketing successes of 1984 .

had- first introduced  or
flirted with bringing out a new product. But sure of
the market’s inclination and their own research,
these companies altered products and positionings
and achieved the most difficult task of all. They
turned near-disasters into winners.

The role of management cannot be underesti-
mated. All of our winners are steered by leaders who
have a clear view of how lifestyles are changing,
where market niches exist for thelr companies, and
who can communicate—and inspire—that vision to
their organizations.

We want to thank everybody who helped to pro-
duce this issue. We hope you enjoy—and learn—
from it.

Marketing & Madia Decisions—Spring 1988 Special
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The watch to wear
when you’re wearin
more than one

g

Who would have thought the
Swiss, makers of the B
world’s finest méchanical
watches, would produce Swatch,
a plastic fashion accessory—

that also happens to double

as a stylish timepiece?

~

lﬁht the Swaiches counter in Bloomingdales, a
young woman submerged in an outsized dayglo sweat-
er asks for a raspberry-scented watch. The saleswoman
tells her they are sold out {“We sell those as s00n as we °
getthem in," she confides.) The young woman picks a
conservative beige model instead. As she hands over
her credit card, she blithely informs the saleswoman,
“I'll be back next week for the other one.” . .
This scene, replayed constantly in stores across the:
country, brings a wide smile to Max Imgruth’s face. .
“From the- beginning,” says the affable president of
Swatch Waich USA, “we viewed the Swatch as a fash-
fon accessory-—and only secondarily as a watch.” This
simple statement lays the foundation for 2 marketing
stralegy that leaves other branded watchmakers as-
tounded and envious, It ist't even the one million
Swatches sold in 1984, though that qualifies as a Jegi-
timate phenomenon, Nor is it the selective distriby.
tion systers created, sesmingly overnight, Rather, .
what Imgruth's rivals covel is the shesr volume of .
demand, ‘the coast-to-coast awareness of the Swatch .3
brand. In a single year, the Swatch name has become-

14
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Imgruth enjoys his success,
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synonymous with trendiness—an -

unusual positioning for any watch
manufacturer,

The success couldn’t have come
at a better time for the Swiss,
though on the face of it, the intro-
duction of yet another brand was
fraught with disaster. The Swiss
have always been considered the
finest makers of expensive me-
chanical waiches. But while they
were producing timepieces that
cost between $1,000 and $10,000,
the industry was being inundated

Americans bought four million .

ver waiches, down to 62 million
models, in 1984. That the other
timepieces are used for incentives
such as bank give.aways only
makes it harder for branded manu-
facturers 1o compete in this
swamped market.

Japanese manufacturer Hattori,
number one with annual produc-
tion of 46 million units, is trying to
solve this marketing problem by
distributing  three, differently
priced brands: Seiko, Pulsar, and

the '--gest ‘markét - for Swiss
watel —with a mass market
watch, and having trouble. Within
a year of assumming the presidency,
Imgruth’s orders were running in
excess of production capacity.
What makes Swatch -tick? It
helps that the watch uses a quanz
analog movement, which is in.
creasingly being favored over digi-
tal mechanisms. Sales of quartz
anaiog watches grew 56% last year
1o 35 million units. But Imgruth
really credits a marketing strategy

school and thei graes are et toall:
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with cheap digital models from the
Far East.

Of the 147 million waiches im-
ported to the U.S, last year, esti-
mates Emilio Collado, executive
director of the American Waich
Association, 70% came from Hong
Kong, and another 12% from Ja-
pan.  Mechanical movements,
which held a 45% share just five
years ago, represent only about
17% of the world output now,
Meanwhile, digital watches have
steadily increased their share, from
about 40% to nearly 60% of all
units sold. And most of these are
inexpensive, Collado adds that
three-fourths of the digital imports
cost less than five dollars whole-
sale, .

To make maters worse for the
Swiss, demand for watches in the
U.S. seems to be 1apering off. Even
though imports rose 5% last year,

122
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WORK EVEN WHEN YOU DON’

o000 (0240 24w mave,

The advertising strategy calls for a new “family scenario® in every

Interview issue,

Lorus. Citizen Watch Co., close be-
hind with 45 million annual watch
sale units, is diversifying into other
industries that use liquid crysial
displays (LCD), besides digial
watch preduction.

This glut pitched the Swiss to the
brink of bankruptcy. In 1983, Swiss
bankers 100k over the indusiry,
forcing the two largest entities to
merge into a single consortium, As-
uag-SSIH. The bankers sold off un-
profitable lines, and concentrated
their efiorts on reviving pricey
brands such as Longine, Omega
and Tissot. The cash infusion of
$500 million was welcame, but the
conservalive approach was not.
Five of the younger, more aggres-
sive executives, including Imgruth,
then the president of Omega, lefi,
“It was known as ‘the big walk-
out,’ ™ he tells, not a bit displeased
by the recollection.

Soon afier, ETA, & member of
the consortium, called him back as
consultant. The movement maker
was trying to break into the U.S.—

that embraces design, distribution,
and production. When he joined
ETA, he presented the company
with. *a clear product concept
based on four directions.” At all
times, Swatch would have four
available lines, which he describes
as “young and trendy; active and
sporty; cool and clean high style;
and classic.” There would be 12
small-faced models, and 12 larger
ones. “Every face,” explains Im-
gruth, “is only out a restricted
amount of time, sometimes only
three months, sometimes 12
months, depending on the design
concept of the waich.” The designs
match seasonal fashion,

For example, at the beginning of
1985, Swatch put three scented
models on the counter—~banana,
raspberry, and mint. Aimed at 10-
to 18-year-old girls, these three
models represent 80% of sales for
the first two months of 1985. But

* by June, they will be gone. And

once they're out, says Imgruth, “we
won't repeat them.” Other models,

Marketng & Medis Decisions—Spnng 1985 Specist




such as a conservative black e
with golden hands, don't change as
fast as the trendier elemems in the
mix. “This is done on purpose, to
create collecting and spur multiple
ownership,” he says,

The advertising strategy fits right

imo the “product concept.” Im.
gruth always has four campaigns

running

simultaneously, -each

geared for a specific medium, A
general fashion campaign runs on
spot television, Then, there’s the
campaign he designed for Interview

| IXTROCUCIE SWRTCH SRANTA B YT~}
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magazine, with a new theme each
month, showing the “Swatch fami-

|

y" ina 1950 style setting. A third,

‘celebrity’ campaign runs only in
such books as GQ and Glamour.
The fourth campaign is usually de-
voted 10 a very trendy, short-lived
element in the product mix,

In the early months of 1985, this

type of campaign promoted the fla-
vored watches with 25 million

scented inserts in

fashion maga.

zines. In New York the only media
used is MTV., “We're almost over-
saturated on brand awareness
" there. It would be'a wagte to use
anything more,” states Imgruth,

The company invested $4 mil.

lion in 1984 1o reach its customer
and plans to spend more than twice
that much this year. The prime tar-
get is between ages 12 to 24, So far,
60% of all buyers are female. By
now, Imgruth believes, his ‘collect.

ing’ strategy of rotating faces out of
circulation has started to pay off,
He estimates most Swatch owners
have more than one mode, and as
many as three,

Such flexibility has worked well
in other ways. For one, it's relieved
the company of seasonal pressures;
Most watch manufacturers see the
bulk of their sales around Christ-
mas time. Swatch, on the other
hand, sells about 40% of its product
in the spring, and the rest during
the second half of the year.

Hand in hand with this fashion-
oriented approach is a very selec-
tive distribution. Most watchmak-
ers aim for the fine jewelry stores,
where one-third of sales are made,
Those with products priced under
$100 uy to complement that with
drugstores and mass merchandis-
ers, such as Sears and JC Penney.
Never, says Imgruth. Swatch limits
distribution to department stores
—which have never figured big in
the watch business. Less than 10%
ofall watches sold are purchased in
those outlets. But Swatch guards its
stores jealously, Right now, the
product is sold in 5,000 ‘doors’, or
stores, and Imgruth is staving off
demand for 5,000 more. “I don't
want to expand any more. I don't
want to over-distribute,” he states.
Besides, even if he wanted to, he
would be hard pressed 10 fill the
additional orders. Already, in-
orders for the year exceed 5 mit-
lion—L.5 million more units than
Imgruth could secure for the U.S,
market from the consortium.

What makes this entire strategy
possible is a revolutionary, fully.
automated factory in Switzerland.
A Swatch has only 51 components,
instead of the average 91, and most
are plastic, Robots assemble the
parts off a single assembly line,
compared with the three-step pro-
cess the Japanese use, The result is
a lightweight (3/4 oz.), virtually ia-
destructable watch, shock proof
and water resistant to 100 feet, This
capital intensive technology is a
radical departure for the Swiss,
whose manyal . assembly made
them famous for centuries. But it is
one they hope to use for more
expensive models soon.

For Imgruth, the 1echnology has
been both a boon and a curse. It's
allowed him 10 modify the watch
faces as frequently and instanta.
neously as he wants. Low produc-
tion costs will also eventually en-
sure him and parent ETA a hand.
some profit. The watches retail
here for between $30 and $35—a
hefly mark-up from Swatch's $15
wholesale price. In Europe, the
watches cost even less, between
$15 and $20. With a production
target of 7.5 million units by the

¢ =
Every day, someone asks
me who the competition
is. 1 say, if you set the
standard, you don’t look
back. You look forward.

MAX IMCRUTH
president, Swatch Watch USA

'

end of 1985, Swatch could be con-
tributing as much as $75 million (o
the bankers in a year. Bui with the
plant currently operating at capac-
ity, Imguth is impatient to boost
production. The robots take 10
months to order and install, and he
is chomping at the bit, He has
already pressured the consortium
for 48% of the output—a half mil-
lion units more than they had
intended to allot him. But he be-
lieves he could sell twice that in the
U.S. with ease.

Swatch’s production flexibility is
something of & novelty. Most

. watchmakers' plants are equipped

to produce set styles indefinitely,
and any design change requires a
capital investment. When Timex,
for example, retooled two years
ago, the company invested more
than $100 million in the effort.
Also, most corpanies’ marketing
strategy is not as complex ag Im-
gruth’s four-tiered plan. A watch-
maker such as Timex or Hattori
designs the line to appeal 10 the
broadest audience, tries for the
broadest distribution, and sched-
ules media accordingly. Waich
advertising tends to look like fi-
quor ads: the product is placed
against a background that hopeful-
ly exudes the right atmosphere.

1




Citizen, .for example, has 30"
styles in the $50 to $300 pric.
range. Last year, the Japanese
made an aggressive effort to break
into the U.S. market, with a $15
million marketing budget. Three
commercials on spot television
stressed the watch's accuracy, and
boasted of the brand's popularity
in such precision-oriented coun-
tries as Germany.

Timex, an the other hand, is try-
ing 10 shed its hardy image for a
more fashionable one—in large
part as a rcaction 10 Swaich’s suc-
cess. Explains Dave Rahilly, direc-
lor of marketing, “The owners of
Timex own a sister company that
distributes Swatch in France. So we
know about the brand’s acceptance
there.” Swaich's popularity, he
adds, has had “‘good side-effects for
Timex,” which is starting to posi-
tion some of its styles as fashion
accessories, “We're taking advan-
tage of what we know about
Swatch,” he confesses,

Swatch didn't always look that
good. When Imgruth first visited

‘ETA’s American distributor in San

Antonio, in 1982, the disiributor
was having one tough time selling
burgundy and olive green models
10 jewelers. “Their enthusiasm was
non-existent,” grimaces Imgruth.
But Imgruth, then 40 years old,
stuck to his guns. Because of his

44

The owners of Timex own
a sister company that
distributes Swatch in

France. So we know about
its acceptance there.

DAVE RAHILLY

director of marketing; Timex
re

family background in retaiting, and
a brief stint at 1. Magnin, Imgruth
felt he knew what the stores
wanted. And few knew the watch

market better than the former pres-

ident of Omepa. The challenge:
combine the two in a marketing
plan.

First, he decided the watch

should be marketed only through

f- “ion outlets, as an accessory. It -
. .< 2 year o redesign the case,
plastic straps and faces, and 1o
come up with an advertising strate-
gy that talked more about fashion
than watches. By the end of 1983,
Swatch was in 1wo test markets,
Dallas and New York. Retail reac-
tion was slow at first. Some mer-
chandisers remembered the earlier
efforts, and wondered what he was
up 0. But new buyers seized the
brightly colored models. By Sep-
tember 1984, everyone wanted the
Swatch for Christmas. “Swatch has
been doing very well since we got it
last year,” says Paul Leblang, se-
nior vice president and director of
marketing at Saks Fifth Avenue,
Not surprisingly, Imgruth enjoys
talking about his achievement. A
Nordic blond of medium height, he
speaks with a8 soft Swiss accent,
punctuating his satisfaction with a
heavy draw of his cigar. Two
Swatches adorn his left wrist, He
says he’s gotten used to the fashion
lifestyle in New York and Europe,
and swears he will never go back to

The market and
toringupfood

themedia
storesales

The St. Petersburg-Tampa-
Clearwater metro area is the
sll:feg market of Florida, Not
only is it the most populous
and fastest growin major
metro in the state, it is also

the largest in food store sales
... tinging up $2.2-biflion in
register receipts in 1983,

. Pinellas County, home of
the St. Petersburg Times and

- Evening Independent, has

the largest piece of the pie.
Residents here outspend
neighboring Hillsbor-
(mgh Countl\; (Tampa)
y more than $131-
illion,
On an aver-

and Independent reach seven
of ten adults in Pinellas
County. And four of five
Times’ readers in Pinellas
regularly check out the food
section, It's the dominant -
medium in the dominating
market.

St Petersturg Ttmes
Indgvp?ngdent

PO. Box {121
St. Petersburg, F1. 33731
General Advertlsing (813) 893-8249

Representcd nationally by Story & Kelly-Smith, Ine,

Marketing & Medis Decisions—Spring 1988 Special
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tac siaid atmosphere of Swise
waichmaking,

Indced, Swaich has given him
the latitude to do what he likes
best: designing and retailing. He
comes up with the designs for new
lines, and works them outl with a
designer. And until recently, he was
runsing the U.S. market single-
handedly. "A year ago, it was just
me and my secretary,” he says
proudly. Now the office contains
12 people, including a newly added
vice president of sales, an adventis.
ing manager, and a promotional
manager. Another reason for keep-
ing distribution limited, he says: *1
want t0 keep the organization
small, to adjust to changes,”

As head of U.S. operations, Im-
gruth has a seat on the Swiss board,
where, he says, he helps with
world-wide product development
and advertising. The U.S. was not
only the test market for Swaich,
but for the marketing stralegy as a
whole. Because the U.S. is more
developed than many other coun-
tries, says Imgruth, he takes the
fashionable haif of production for
his market, and leaves the more
classic models for the rest of the
world. A successful line in the
States will reach a Europcan coun-
ter three or six months later. And
s0 will the American-born advertis-
ing, developed in-house, and
placed by the Swiss office of
McCann-Erickson,

But distribution in Europe is a
litdle trickier—there are few com-
parable department store chains.
Slowly, Swatch has been gaining
speed in smaller stores, jewelers,
fashion and accessory boutiques.
Not all countries have been equally
accepting. Germany, for example,

where Citizen is number one,

found little appeal in the Swatch,
Other countries have been off-lim-
its because of the strain on produc-
tion: The company doesnt dare
venture into Italy, where there is a
strong tradition of collecting
watches, for fear of being unable 10
fulfill demand, )

As soon as production expands,
Imgruth says, Swaich will not only
80 into Italy, but into Latin Ameri-
ca and the Far East, The Far Easy?
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New products carrying the Swatch
name include patented sunglasses
and retainers, ’
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Absolutely, he states. There’s al-
ready a ‘grey’ market of illegally
imported Swatches in Japan, where
Swatch s an established status
symbol, “They're bringing them in
by the kilo,” he grumbles. Besides,
“the Japanese are very into fash-
ion, very trendy, and Swatch is the
trendy watch,” - He adds that
Swatches have penetrated “a cer-
tain circle of people” in South
America, an area he plans to open
by 1986. But, he cautions, “We
don’t have a global strategy of sell-
ing 100 million Swatches, We have
a clear concept of how many units

I~ sell. We want to optimize the

ket, not maximize it."”

fnstead, he has already started
diverting his energy to other proj-
ects, “We're getting into video pro-
duction,” he says, explaining that
200 stores are building Swatch
shops—strategically apart from the
watch counter—and need a version
of the fast-paced video display the
company uses to.piich its product.
*Every six weeks, we've got a new
video,” he ¢xclaims, He has also
broadened the line to include non-
watch products sold under the
Swatch brand: a “guard” 1o protect
the watch glass, and a {lexible, sin-
gle-size line of sunglasses called
“Swaich Shields.” Imgruth is par-

ticularly pleased with the design of

this product, The frame isn't
screwed together, but can rotate to
accommodate adjustments, 1t can
move downward, for example, for
the minimum air resistance a skier
wants, and up, for sun sports.
“We were three or four months
late with the product,” he says. *'By
the time we presented the product
1o the January market, the stores
had already bought their sunglasses
for the summer.” But buyers were
taken with the unique look, and
bought Imgruth's Shields anyway.
And then, there are Chums, a
pair of strings that hold the glasses
in place during sporty activity, Im-
gruth says he got the idea from an
American he saw on the ski slopes,
and quickly developed a colorful,
trendier-looking line-up of his own,
By the end of April, Swatch will be
the sole U.S. distributor of a snap-
py ltalian line of pens, notebooks
&nd razors. Imgruth recolored and
redesigned the products, already
popular in Europe, for the U.S.
market, Mother’s Day saw the in-
troduction of a gift set, complete
with Swatch (naturally), key holder

. and Swiss-made pen knife,

As if that weren't enough, Im-
gruth is taking Swatch more heavi-
ly into retailing. He already has a
set of T-shins, originally intended
to be a purchase-with-purchase
item, in the best tradition of de-
partment store cosmetics markets
ing. But the items, which Swatch
contracts out for manufacture,
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- have been so popular that som

. retailers are selling them separate-
ly. Now Imgruth is working on
Sporiswear scparates, which he
hopes to have fully in-store by the
beginning of 1986, The first item, a

sweatshirt, will be ready by fall,.

1985—and will be coordinated
with Swatch colors.

Are Imgruth’s critics in the
watch industry right, when they say

he is going off the track with novel- -

ty items? Not at all, he insists, He is
capitalizing on the brand 1o bring
out “items,” not “lines,” He says
this approach is in tupe with to-
day’s youngsters, whe “put them.
selves together,” Take the pro-
- jected sportswear, which, says Im.
gruth, “is in the post-conception
stage, but not 100% in the oven,”
There are enough people out there
with “lines,” he says, pointing to
successful Italian chain Benetton.
His products wil) be items; sepa-
Tates and accessories. But T-shirts?
“T-shirts,” he shrugs, “are some-

The scented watches were only on
the market for a.few months,

Envy aside, Imgruth’s tompeti-
tors have beer quick to see the
effectiveness of his approach.
“We've changed our product line

¢ .narketing Dave Rahilly. And
Imgruth’s fashion strategy has even
been tried in reverse, Trendy ap-
parel maker Guess brought out a
watch of its own, by licensing its
name to Callanen Waiches, Presi-
dent Micky Callanen says he's
pleased with the resultss He
shipped his first watches to 20
stores last November; now the
watch is in 2,500 department
stores, Like Swatch, he buys his
movements from ETA, but, he in.
sists, that's where the similarities
end, The Guess watch, in a brass or
aluminum case, comes in over 100
styles. Pointing to other watchmak-
ers who have rushed Swatch-like
watches to market, he says coni-
dently, “the customer will get tired
of the plastic look.”

Imgruth takes such competition
in stride, “Every day,” he groans,
*“someone asks me who the compe-
tition is. I say, if you set the stap-
dard, you don't look back. You
look forward,”
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thing you can get in and out of » 2s a result,” admits Timex director Laura Konrad Jereski
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By James R. Chiles

On land, at sea and 1n the air,
those polymer invaders are here

Once asynonym for the cheap and shoddy,
plastic has captured a new high-tech image—
and has captured the marketplace to beot

For years now the stuff has been insidiously creeping
into the nooks and crannies of our lives, irmly but un-
obtrusively shouldering aside the traditional materials
of which our world is made. Cars are constructed of it,
and boats and even airplanes, to say nothing of com.
puter housings and camera bodies and fishing rods
and watch cases and suiteases and cookware and roller
skates and toothpaste tubes. It has replaced the glass
in our spectacles, the paper in our grocery bags, the
wood in our tennis rackets,’the cotton in our clothing
and, in an especially pernicious peanutshaped form
used for packing material, it has exploded from a mil.
lion cardboard appliance cartons to Jodge under our
couches and drive us to intemperate language,

It can be briule or brutishly strong, dirt cheap or
astonishingly expensive, fragile ov virtually indestruct.
ible. 1t can go anyplace from outer space to the depths
of the sea, and once there it will do just about any job

Freestyle rider Scott Freeman sits amid a plastic -
world, The wheel of his bike is glass-reinforced

nylon. The airplane fuselage, satellite receiving

dish and automobile body panels are all plastic
composites, as are the tennis racket and fishing rod.
The suitcase and the cases for the telephone, computer,
radio/recorder and Scoty’s cassette player are pure
plastic; so are the sandals, The kayak is a composite of
plastic and Kevlar laminated with fiberglass. The
Army and construccion helmets are fabricated from a
Levlarreinforced comnosite: the work gloves

pman e —

it is called upon to do. For decades, as a society we
have denigrated it even as we have consumed more .
and more of it. If in our fanciful moments many of us
imagine ourselves in 2 world Iree of it, in fact most of
us would sorely miss its extraordinary versatility and
usefulness. By now the stuff has—literally—found its
way into our hearts,

The stufl is, of course, plastic.

Plastic has long been with us, Indeed, the amber
that once trapped prehistoric flies is 2 nataral form of
plastic. Celluloid, a nearly natural plastic, was devel-
oped by John Wesley Hyact in 1868 as a substitute for
ivory in billiard balls, Unfortunately, their high lam-
mability added a little oo much excitement to the
game, One player in a Colorado saloon set off a ball
when he approached it with his cigar, causing every
man in the room to draw his gun, After the turn of
the century, synthetic plastics overcame this and other
problems and became well known in the 19305 and
particularly in the 19405 as 2 conspicuously heralded
substitute for other materials. Since then—with far less
fanfare—it has steadily increased its influence over our
lives, In 1976, plastic outstripped steel 10 become the
nation’s most widely used material, Today we make
and use more plastic than we do steel, aluminum and
copper combined. Last year the U S, plastics industry,
the world's largest, produced more than 21 million
metric tons of the stuff worth more than $18 billion.

"This decade has seen the advent of what might be
called superplastics—sophisticated materials custom-
tailored to possess an almost infinite variety of prop-
erties, from strength to lightness to conductivity to
slipperiness to inertness. Indeed, a plastic can be en-
gineered to have almost any property you can name.
More than 10,000 varieties of synthetic plastics are
already on our shelves and—like it or not—many more
lie in our future.

In a locked room on the fifth floor of the Smithson.
izn's National Museum of American History, among
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In this still, about five feet high, Leo Baekeland

s P eden Bere panertiauts at e iot e famen 10A% e TORA

lection, is a man-high iron contraption that looks like

"a cross between a baker’s dough mixer and a diving

bell (lefr). It is Leo Baekeland's first production “still™
and inside it, in 1907, synthetic plastic was born,

" Baekeland was a businessman-chemist. Born in Bel-
gium in 1863, by age 21 he had his doctorate {rom the
University of Ghent and soon alter that a professor-
ship. But after a trip to America, he resigned his post
and immigrated heve to uy his skills in the market
place. He invented a quick-developing photographic
paper, manufactured it briefly as Velox, thea sold the
rights o Eastman Kodak in 1399, Avage 36 he was rich
enough (o retire. He hought an estate on the Hudson
Riverand installed a laboratory in a barnlike building
near his house. There he started looking for something
1o replace shellac. Shellac was then needed {or varnish
and high.voliage elecirical insulation, but the 1iny lac
insects of Asia which produced it could not keep up
with the demand.

He jumped off from the knowledge that chemists of
the previous century had often been annoyed by tough,
insoluble resins left in cheir beakers after experiments.
In his still, Backeland biended phenol, formaldehyde
and various catalysts under heat and pressure, The
chemical reaction produced not shellac but something
that would prove to have infiniwely greater potential—
an amber-colored maierial that was siwrong, fire re

sistant and chemically incrt, He named the material -

Bakelite and got it into full-scale preduction in 1910,
justincimeto use it indistributor caps for the fiedgling
auto industry. :

Baekeland did not understand precisely whae he
had wrought, Today we know that a plastic is a “poly-
met,” meaning made of many parts. A polymer is com-
posed of giant molecules, themselves made up of
hundreds or thousands of once independent molecules
linked in structures that are similar 10, but also pro-
foundly different {rom, what went into them. Chemists
string smaller molecules together to form the giant
polymers with heat, pressure and the addition of other
chemicals. The elments making up these molecules are
relatively few—usually carbon, hydrogen, oxygen, sili-
can, nitrogen, fluorine and chlorine—but they can be
combined in an almost infinite variety of ways to pro-
duce such plastics as polyethylene, polystyrene, poly-
propylene, polyurethane, polyester and 2 host of other
polysyllabic substances as well as such familiar mate.
rials as Teflon, nylon, vinyl and epoxy.

The basic raw marerials for the manufacwure of
plastic are petroleurn and natural gas, but plastic can
‘also be made from coal or—if need be—even from

Reporting this story inspired the author to invent
two godgets made of plastic: a switch plate with
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wood. These hydrocarbon inaerials are processed inte
@ waxy, moldable—hence “plastic™—stuff catled resin.
We associute stee] with libor-intensive mills in Penn-
sylvania and Ohio; resin uriginates in computer-con-
trotled plants that cluster along the central Atantic
seabourd and the Golf Coast. Resin plants look less
like steet witds than Jike uil refinerics, because~like the
Euter—they mamage continuous chemical 1eactions.
The most commion resin is polyethylene, of which
the United Surtes producet shout seven million tons
last year. Do Pony’s pulyethylene plant on the coastal
plain near the Texas-Lou istana horder s representa-
tive: it uses uncarthly pressures rather than the white
heat of a blast furnace, Up top, it has a spiky, Gothic
look lent by a profusion of vent pipes and flare owers,
But down below, huge green-printed compressors
thunder in busso profunda, raising pressure a step at a
time until “initiztor” chewicals can start a reaction

that transforms ethylene gss into the white plastic

cailed lowdensity polyethylene,
Ethylene—flammable, colorless and odoriess—is the
most important single ingredieat in making modern
plastic. The Gulf Coast is webbed with pipelines irans.
porting it from production plants, which make it from
natural-gas liguids, o buyers, Besides polyethyiene,
the gas goes into vinyl (for pipes, records and car up-
holstery), synthetic fibers for clothes, and polystyrene.

From utopia to the discard pile

Polysiyrene was an early synthetic used in many con.
sumer preducts. Introduced in the 1930s, it came ata
time when plastics seemed the key to a new utopian
er2. Popular magazines forecast a world remade: plas.
tic housas, plastic planes and plastic cars, The perfec-
tion of injection-molding machinery brought the in.
dustry to a new high of mass production, Then plastics
went o warand seemed more indispensable than ever,
“When the Minuteman returns o his Plow—" one
advertisement boasted, “it will have Plastic handles,”
But as the economy changed gears after the war, plas-
tic's popularity plunged. “Plastics,” wrote a Chicago
Teporter in 1946, "the wartime material for clocks,
compacts, and junk jewelry, has virtually gone into
the discard.” :

“The reason was that everybody was manufacturing
items of low quality, like junk toys,” said Albert Spaak,
president of the Plasties Ploncers of America, “We had
just a few materials 10 work with, and polystyrene was
really brittle,” .

Poorly-made vinyl goods also caused a public-rela.
tions crisis after the way, John Keville of the Nationat
Plasties Museum, under construction in Leominster,
Massachusetts, remembers women's handbags thac

stuck 10 waintad A- vasnichad cieincue faces wined

shower curtains were “not even it to hang in a saable,”
said a manufzcrer aca M7 tiude show. “They smell,
they sweat, thie print comes off and they get briwde.”
Theproblem. expliined Keville, wus a shortage of the
proper vaw materials. Plastics also took "abuse {or
breading sierile, anonymous design, often because of
the economics of 2 molding process that demanded
miany thousads of identical items designed tw offend
the (::m-sl praple. And besides, afier putting up with
tong war years of synthetie substitutes for materials
like metat and Yeather, people wanted the real thing
back ag:iin,

The weputation of plastic as an inferior substitute
“has never really disappeared,” says the National Plas.
ties Muscum’s Keville, .
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Onceouy, Plasticis dcﬁni(cl)v in Quite so. Considler polyesier. A genuine miracle fab. g

ricmade of plastic fibers, it is durable, easily washable,
wrinkle resistant and, in some current formulations,
almost indistinguishable from wool or silk. It is used
in expensive dresses st designer gowns, and yet it has
never owlived its reputation us bargain-basement
garh for the proletriat. ’ <

Back in 1967, when Dustin Hotfman played the role
of young Ben in the filie The Graduarte, a friend of his
parentsoffered some avancularadviceat a party: “Ben,
I want 10 siy one word 1o you, just one word . ., Ben,
are you listening?" “Yessir,” mambles Ben, “Plastics{”
the man declares, _

Even if the scene wias inwended as irony—fresh out of
college, Ben was hardly drexming of a career in, say,
ticky tacky—he might have been well advised 10 pay
atention. For as John Keville points out—and the
most casual look sround the American marketplace
would tend to confin him—the public image of plas-
tic is changing. Part of that change has to do with
materials known collectively as “engineering resins’—
defined as those capable of replacing merals,

AL

The high-tech aura of ABS

Take a heavy-duty electric drill, raise it head-high, and
drop it onto concrete so that the plastic part of the
case strikes first. Or shove & poriable computer off a
table. The reason that their housings don’t dent or
break is an engincering resin,

One such engincering plastic common in housings
for electric tools, portable typewriters and video cam.
eras is an alloy called ABS, which abbreviates “acrylo-
nitrile-butadiene-styrene.” If you weara plastic-hodicd
watch, it's probably made of ABS (p. 79). The body
parts are injection-molded, which means that gran.
ulated ABS is meled and forced by 2 ram under high
pressure into 2 cooled steel mold. The most common
case color is black, but Armond Vallieres, an engineer
for Timex Corporation, explained that raw ABS is
amber in color and takes other colors easily. “People
want black hecause it goes with a lot of clothing.” he
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said. Matte black ABS also has an aura of High-tech 3
g chic—these days some ABS watches Jook s if they be. 3
H long in the dashboard of a sports car or the cockpit of B
&g a jet fighter, r
%‘g? Many plastics are not especially strong by them
%ﬁ 4% selves, but combined with reinforcing fibers made of
¥ ; “graphite,” they become incredibly muscular. The fine k‘
) RN black fibers “are really not graphite,” corrected Craig i
- Sl ooRG, i&"f‘}f‘:‘}: Robinson, research and development manager for ]
o] !‘?%‘i““‘-‘fﬁ- R X Prince Manufacturing, a maker of tennis rackets. i

“They're earbon.” Ounce for ounce, carbon fibers are

. . . see s
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V.

Iy R it

Pe,ési teils

Pater Xendall. Pepsi-Cola’s tagional vp for narthern
Europe, qisplays reformuiated Coca-Cola 2t a press
<canterance in London, one of 18 Peps! held around
the woild last weak 10 hail Pepsi as “the new gola

fhe world abo

F A PR
ut new Cokse
standard” In coins. At right he hoids up a $14.000
Papsi can made of goid. Coca-Cola has yst to intro-

duce new Coue in most toreign markets. {See story
onPages)

s

arc mex

guor makers
i’ it up

2R 3t

with cocktails

By GAY JERVEY

Playiog catch-up wih the $333
million -cooter business, man-
ufaciurers and distributors of dis.
tilled splrits are in the inftial stages
of ehristening a new beeed of pre-
pated cockuails shas blend pres
mium beand nemes with popular

3.
‘Thelr target: Consumers who
crave differ ferabl;

plunge are Baefeater gin, Bacardi
rum. Seagram's 7 Crown whisky
and Fimm’s liqueur. .
*We are monitoring the situation
with great viger, with very stong
intent” said W Walker, pres-
ident of Miami-based Bacacdi Ime

ns.
Po"l‘hls Is becomm a varty Rey
grovth area,” added John Cum-
mock, Bacardi's mnuns direce
t “Disdiile its

detnles o ing he ot 30
ein ng the panache of an
nubmm name==and that
are conveniently packaged.
Among big hames curcanady
moving new products to test or
considared likely to take the

spiti
companles are looking at this {n
much the same way wine com-
panles nave trested wing cvolers,”
Discilled spirlts marketers are
following the lead of James B.
{Consinued on Pege 59)

By STEVEN W. COLFORD
w A vol

New Rx for drug ads

low during planned mave-media ad 1,
 The agenty fequites drug makers 1o make exvensive

24 on p
tion-drug advertising to consumers soon will be lified
under pressute from the White House, according
scutces at the Food & Drug Adminisisasion,
he 30-month moratorium, backed by the pharma.
ceurical indurry, Congress and the FDA. {3 T -

side effects and cther technical informa.
ion in their convenuonal ads to doetars, Without tellsl
{rom these requirements, industry officials said, effecs
tive mass-media ad X} ol

Dyson brings ‘vision’
to AA’s Workshop

By NANDY GIGES
ttudp Is the well

New Yone=-A wh

¥ W ¥

would be difticult and costly.

0 t5d in 2 couple of weeks In resp o

Dn‘l_l by an overwhelming margin, later
told 3

{rom the White gouu Office of Management and Bud-
FeL sourcey satd,

“A lot of pecole here are kind of bent out of shape
ovar this.” sald one FDA official. “They think this ks
being shoved down our throats by OMB.”

The inlormai moratorium began In ht«m::{. 190,
when former FOA commisstoner Azthur Hi Hayes
asked industry ieaders w0 sefrain from consumer ide
vertsing undl the sgency andlyzed the benetits and
sisits of such ads,

As the Ume. the IDA intended 1o develop simplitied
ground tules for preseription.grug advenisers to fol-

8z Loun—Raison Puting Co. Is reviewin
Csnunentel Baxing Co. accoun. sources say.
million Hestess and Twinldes brands s well a3 the 88 miltion Wonder
bresd assignment. Ted Bates Advertising:New York now hag the sasign.

ment Two other Ralston
Tatham-Laird & Kudnes,
bresd butiness, Another Ralsion

Yora—wit baisle Bates for cne Hostess: Twinkios account. Ralsson Puring

<ecitned commant,
Continued on Page 3)

I esimated $20 milllon
¢ account Includes the 312

agencivs=—Grey Adverttsing, New York, and
icago—will vie with Baues for the Wonder
Aveent. Feeo & Glasbe

they appose advenising preseripyion
drugs direedy 10 consumers (AA. Au, ;; ‘84). The
strength of that sentiment cooled the FDA’s ardor fer
purssing the matter, and the planned mass-med!a tevts
Rever took place. FDA offieials sy they sill wen't
punsue the test Iden or rule changes 1o make consumer
advertising easier, even if the moratorium ends.

The OMB declined 10 conflrm or duny that it wanted
the 8d marsiotium to end. But the FDA 1 expecied to
publish in the Fedezal Ragister s notice that the volun.
u? moratorium is no longer in place.

spekosman {or the Pharmaceutical Manviactueers
{Continued on Page 34)

*This winning actitude begins
sion of your company,” 3z,
a ested Anat his

u [
Co, have Jed U.

an  to treats 3 dynamie company, Coca-Cols
USA president Brian Dyson tald some 900 attendees Aug. 23
vansmo Aox's 28th snnual Crestive Worishop.

with 2 vision of yourself and a vi-
asgarud at
company and key i
indusiry in staying In touch with the consymer,
Together, he 3aid, thess companies have discovered needs and inno.
Vative wiys to address changing consumar desives and trends,
m.\nueinunx and m«u‘r’n& these needs and

that fostery the
at As

opening 14510
o s'lllf :’epil-?:oln

trends often requires

with ad ags
Cola exetutive sa

3 ¢ ¥ fnrang P
o 0ies xd 3 demand for strong creative people, the Coca-

CIt's nat encugh 1o be the teader in the sali-drink indusiry, but you
¢ e [Continued an Pcge 3} &

for a T4

Clothing, pricey watches join line

By LISA PHILLIPS

Naw Yoax—Young people witl
ﬂ a big dese of Swirch this fall,
nks 1 Swateh Watch USA's S14
millon multimedia ad campaign
and the 400 Swatch Shaps sat to

rg. New

EH

sl 3 - .
i e avromy fa i *0 2

opan In m department stores
o Decumber, "
Also soon to be diss

whosa lace is decorated with faces
lass figures designed by Keith Hare
::m. Naw York subway-graffiv ar-

s,

With Swatch's sales rocketing
{rom 33 miliion in 1933 0 & gro-
gcud 8123 miilton this vear.

wateh watehes, {ashion scces-
sories and life-style \tams such as

line of Cosmic Cowbay clothing,

{eali: de razors and Derman.
made sunglasses, have foined the

Swaich cuts wide swath

pl;inm. nu: e:z:;ngl: uldlld
EN and ¢ .
E"‘“:;,pc."”"“’ sheriifs I‘W?oj_o‘

change purses decovated with a
huge metal siae matching the
elﬁ%ﬂn’. and a plastic pusse in the
form of saddiedags. Wi can b

revarsed from patterned -u--—-._l
solid white vi
The Limelight watch s n
































































