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as owner of Bristol Mills was capped by the construction of the Dorrance 
Mansion, completed in 1863, its "elegant style representing] the lavish life 
of the early Victorian industrialists making Bristol their home."9 His son 
Arthur continued the family's tradition of investing in new businesses with 
high growth potentials when he became a partner in the Joseph Campbell 
Company. Arthur's brother John, however, hoped for a more genteel life for 
his offspring. He sent his son—John T. Dorrance—to Rugby Academy and 
the Massachusetts Institute of Technology, and was pleased when Cornell 
University and Bryn Mawr College attempted to recruit him on his return 
from Gottingen. Though the father was disappointed when his son went to 
work in Camden, John T. Dorrance quickly demonstrated brilliant business 
acumen.10 Cornell may have lost a potential chemistry professor, but the 
university did ironically provide a key ingredient for the construction of the 
future consumer icon: the famous red-and-white colors for the~ soup-can 
labels. While company executives were mulling over label designs for their 
new product, company treasurer Heberton "Williams attended a University 
of Pennsylvania—Cornell football game. Impressed by Cornell's smart red-
and-white uniforms, he suggested that Campbell adopt the same colors. In 
January 1898 the first of the legendary red-and-white soup cans began roll­
ing out of the Camden factory.11 

Though the idea of condensing soups was essential to the future success 
of the firm, the fledgling soup company needed next to do something even 
more challenging: create a market. Combined sales of canned soups for all 
companies totaled a mere one million cans per year at the end of the nineteenth 
century. Part of the problem was that soup was not an important part of the 
American diet, and most of the soup that was eaten was generally prepared 
by women in their own kitchens, not bought in stores. Campbell under­
took a pioneering advertising campaign, first on cards in streetcars, then in 
magazines and newspapers. In some of the early advertisements, the company 
attempted to create and encourage insecurities in women about their roles as 
mothers and homemakers in a changing environment of modernity, a pre­
dicament that could be at least partially ameliorated by the purchase and use 
of Campbell's soups. In 1904 the company introduced the "Campbell Kids," 
who quickly became the firm's ubiquitous mascots. Historian Susan Strasser 
has demonstrated how the new mass-production, mass-distribution compa­
nies of the late nineteenth and early twentieth centuries began to convert "a 
population used to homemade products and unbranded merchandise... into 
a national market for standardized, advertised brand-name goods," often by 
making people want things that they did not previously realize they needed. 
Campbell was an early master at this enterprise. The firm quickly became the 
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archetypal example of a brand-name consumer-products company Unhke 

its competitor, H. J. Heinz, which maintained a large sales force, Campbell 

relied almost entirely on appealing directly to the consumer through exten­

sive advertising and, in effect, virtually ignoring middlemen and retailers. 

Campbells soup, in fact, became "the most highly advertised single food 

product" in the United States. Through its early marketing campaigns, the 

Campbell's Soup brand became so well-known and trusted that no gro­

cers could afford not to carry the renowned red-and-white cans. By 1904, 

Campbell alone was selling sixteen million cans of soup.12 

The company fell more and more under the control of Dr. Dorrance in 

the ensuing years. He became general manager in 1910, and in 1914 suc­

ceeded his retiring uncle as president. He then quickly moved to sharpen 

the focus of the company to condensed soups, closing down production of 

preserves and other distractions. In 1915, while contemplating the ambitious 

move of the entire operation to his "industrial Utopia" of Campbeiltown, 

he bought up all the outstanding shares of company stock he could. Two 

weeks after the North American article on Campbeiltown appeared, his uncle 

sold him all his remaining stock and John T Dorrance became sole owner 

of the Joseph Campbell Company. Now able to control every aspect of 

the company's production, marketing, and future direction, he quietly aban­

doned his plans for Campbeiltown (though he never revealed his reasons) but 

did not relinquish the objective of turning his company into a scientifically 

run enterprise, with every element running smoothly under his expert guid­

ance. 13 Over the next several decades, Campbell Soup Company (the name 

adopted in 1922) financed its way to the top echelons of America's corpora­

tions solely through its own earnings (as did Henry Ford's motor company), 

rarely becoming indebted to anyone or anything outside the control of the 

Dorrance family 

Though Dorrance led Campbell's rise to its position as one of Camden's 

"Big Three" industries—along with RCA and New York Shipbuilding—he 

and the company remained curiously aloof from the civic activity that the 

city's other business leaders enthusiastically took up. RCA's Eldridge John­

son joined retail, real estate, and banking executives in forming the Greater 

Camden Movement (GCM), Camden's experiment in business-friendly 

Progressive Era reform. In another installment in the city's quest to escape 

from the shadow of Philadelphia, they promoted good government, led 

patriotic organizations during World War I, and campaigned to build the 

world-class Walt Whitman Hotel (in 1925) to provide a proper home for 

business meetings and visiting executives. The GCM's greatest achievement 

was the construction of the Delaware River Bridge in 1926 (later renamed 
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the Benjamin Franklin Bridge) linking Camden and Philadelphia. Promoters 

claimed the bridge would lead to further growth for Camden and pave the 

way for the city's ascendance into the first rank of American cities. For a few 

years the predictions seemed to be coming true. The million-dollar Stanley 

Theater opened the same year as the bridge, followed by several major depart­

ment stores and some new manufacturing enterprises. Other consequences, 

such as the severing of North Camden from the rest of the city and the 

newfound ability of South Jersey suburbanites to speed past Camden on 

their way to Philadelphia would only later begin to raise questions about the 

impact of the bridge for Camden's future. Yet throughout this swirl of activ­

ity, Dorrance avoided the boosterism of his fellow industrialists and kept his 

focus single-mindedly on making soup and building his company. 

* Making Soup 
The rapid growth of the market for canned soup demanded massive expan­

sion of soup production in Camden. Dorrance tackled this task in his accus­

tomed systematic manner, but the nature of soup production and the way the 

business grew resulted initially in a curious mix of mass-production prac­

tices, creative processing techniques, and the most rudimentary manual labor. 

Dorrance's management methods were similarly an eclectic combination of 

classic nineteenth-century hard-driving factory management practices, the 

latest "scientific management" fads, and even some innovations in production 

that were remarkably similar to "lean production"—the Holy Grail of global 

manufacturing philosophy launched by Japanese automobile makers much 

later in the century. 

The Campbell factory spread out from its original location on Front Street 

near Market Street in Camden to a hodgepodge of interconnected buildings 

covering three large city blocks by the first decades of the twentieth cen­

tury. "Plant No. 1"—the term applied to the three-block agglomeration— 

remained the largest production site for Campbell Soup through the 1980s. 

An observer walking through the plant in 1990 (just before the implosion of 

the plant) reported that the nineteen buildings still standing were so intercon­

nected that, due to the removal of many interior walls, "it is hard to discern 

where one building ends and the other begins."14 

Despite these changes over the years, the manufacturing model for Plant 

No. 1 (and for all early Campbell plants) remained that of a simple gristmill. 

First, raw ingredients were transported to the top floors of the plant. As each 

step in the manufacturing process was completed, gravity transports carried 
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FIGURE 2. Conveyor belt carrying tomatoes into Campbell Soup plant. 
Temple University Libraries, Urban Archives, Philadelphia, Pennsylvania. 

the partially processed product down to the next level until, on the ground 

floor, the canned and labeled soup was packaged for shipment. Campbell 

workers turned raw ingredients into finished products in three main stages: 

ingredient preparation and inspection, blending, and, finally, can fdling and 

processing. This manufacturing design remained virtually unchanged from 

the time of the invention of condensed soup in 1897. What did change was 
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