
A Global Business 
with American Roots

The Wrigley Company’s heritage is filled with stories of leadership, 

innovation, and integrity. Today, Wrigley is a global operation that distributes products to more 

than 180 countries and has operations in more than 40 countries. Its acquisition by Mars, Incorporated in 

2008 has further enabled Wrigley to create simple pleasures that brighten everyone’s day. But the story 

behind this successful company began over a century ago with one Chicago salesman’s simple idea.

An early Wrigley o�ice and warehouse shows the 
company’s first products—soap and baking powder—
in addition to chewing gum.
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In 1891, salesman William Wrigley Jr. realized that the gum he gave away as an incentive to sell 

soap and baking powder was becoming more popular than the merchandise. Wrigley decided to 

produce his own gum, introducing his flagship products, Wrigley’s Spearmint® and Juicy Fruit®, 

two years later. These brands gained the Wrigley Company its initial success, but the business 

soon reached a turning point. Spurred by an American financial panic in 1907, William Wrigley Jr. 

mortgaged everything he owned to purchase advertising at rates that had dropped drastically 

with the crisis. Fortunately, his venture was highly successful—it propelled Wrigley’s business to a 

national level and created a strong precedent for the company’s future advertising strategies.

A Bold Entrepreneur 

Wrigley has been an industry leader in brand marketing. William Wrigley Jr. 

executed the first-ever nationwide direct marketing campaign in 1915, 

mailing sticks of gum to every address listed in U.S. phone books. The 

company’s distinctive print ads also set it apart from competitors. From 

1932 to 1962, Wrigley harnessed the talents of graphic artist Otis Shepard. 

His clean, air-brushed style gave rise to the iconic Doublemint Twins in 1939 

and the “Remember This Wrapper” ads during World War II. These 

campaigns not only increased Wrigley’s sales, they had a significant 

influence on future generations of graphic artists.

Getting Their Attention, Catching Their Eye

Wrigley launched a major e�ort to take its operations global after 

World War II. Between 1960 and 2000, the company opened production 

facilities in nine new countries. When China loosened its economic 

restrictions in the 1980s, Wrigley quickly established itself in the new 

market. Today, China ranks second only to the United States in product 

sales. Wrigley was also among the first companies to begin marketing 

its products in the former Eastern Bloc when the Berlin Wall fell in 1989. 

This bold approach was a success: By 1994, international sales eclipsed 

domestic sales for the first time in Wrigley’s history.

Seeking New Opportunities

In 2008, two companies that share a commitment 

to producing high-quality goods joined forces 

when Mars, Incorporated acquired Wrigley. Today, 

their approach to business is guided by the Mars 

Five Principles of Quality, Responsibility, Mutuality, 

E�iciency, and Freedom. By putting these 

principles into action every day, Wrigley is able 

to make a di�erence for people and the planet 

through its performance.

Principles in Action

William Wrigley Jr. 
came to Chicago 
with $32 in his 
pocket and a 
check from his 
uncle for $5,000 
to start a new 
business.

Sugar-free brands like Extra® 
and Orbit® boosted sales in 
China and the former Eastern 
Bloc during the 1980s.

The Wrigley Oral Healthcare Program 
operates in forty-seven countries to 
help oral care professionals and 
patients better understand the role 
of sugar-free gum in a regular oral 
care routine.

Through the Mars Volunteer Program, 
Wrigley associates across the globe 
donate thousands of hours 
volunteering in their communities 
every year.

Wrigley’s decision to advertise its choice 
not to sell to American consumers during 
World War II remains one of the riskiest 
moves in American advertising history.

With a legacy that stretches back over 
seventy years, the Doublemint Twins are 
one of the longest-running campaigns in 
the history of advertising.

Tell ’em quick and tell ’em often.
—William Wrigley Jr.


