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Addendum

THIS BOOK WAS PLANNED as a study of the
origin, the growth and the management
of an owner-managed business of mod-
erate size and to explore its development
from inception to the present.

Covering the period from the found-
ing of SRDS in 1919 to 1965, the manu-
script has been subjected to extensive
editing and revision. The final form of
the book was completed in 1968, when
the decision was made to set the publica-
tion date to coincide with the celebration
of the fiftieth anniversary of the estab-
lishment of SRDS during 1969.

During the period from 1965, when
the narrative ended, to 1969, several im-
portant changes have been made to
strengthen and broaden the operations
of the corporation. During 1965 it be-
came apparent that SRDS-Data, Inc. had
been pursuing an objective for which the
industry was not yet wholly ready and
the project was abandoned in June, 1966.

In February 1967 SRDS installed an
IBM 360 Computer, essentially to handle
its internal needs. However, sensing a
trend toward agency use of computers
for statistical media information, CARDS
Division was announced early in 1968
with the offering of computer-sensible
basic information on media. The first of-
fering was Newspaper rates and circula-
tion and this will be followed by data on
other media when justified by demand.
SRDS is ideally equipped to gather such
data and to keep them up to date.

(Continued on back flap)

(Continued from front flap)

In January 1968 SRDS inaugurated
a new semi-annual catalog—Direct Mail
List Rates and Data—providing users of
the medium with the first comprehensive
catalog of available lists.

This was followed in December 1968
with Print Media Production Data con-
taining in a single reference volume me-
chanical and production information for-
merly only available in the three print
media buyers’ catalogs. This will be pub-
lished twice a vear.

In January 1969 Media-Scope
adopted a new saddle-stitched format in
an 11% x 15 page size and added four-
color lithography for much of the edi-
torial content.

National Register Publishing Com-
pany, in 1967, published the first of the
Directory of Corporate Affiliations, to
meet the needs of executives for current
information on who owns whom and who
is owned by whom in a business commu-
nity in which there are five thousand
mergers every vear.

In December 1968 this subsidiary
published the first edition of an annual
overseas media/market guide, News-
paper International. This directory is for
U. S. advertising agencies and advertisers
which market overseas and contains basic
information on newspapers and news
weeklies in 79 countries.



The front cover illustration of this dust-jacket is a one color reproduction of
three panels in a full color print, 2134" x 27", containing in seven panels and
accompanying text the *‘Story of the Communication Arts’* from 1400 through
1969. The three which are reproduced cover the period from 1910 to the
present, bracketing the period covered in this book.
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Foreword

IN THESE DAYS when it is impossible even with the aid of computers to organize and use all
the data about advertising media that are available, it is hard for anyone of the present gen-
eration to appreciate the paucity of information that existed half a century ago.

It is remarkable, in that context, that a media-information service as basic as anything in
advertising today has succeeded over 50 years in maintaining a high level of usefulness and
acceptance among those concerned with the buying of space and time; this is without doubt
the result of the firm direction that Mr. Walter Botthof has applied to his enterprise. Stand-
ard Rate & Data Service has always grown with the industry, both in scope and in concepts.
As such new media as radio and television have been developed, SRDS has produced vol-
umes that carried their vital statistics. As advertising has developed overseas, SRDS has
been alert to publish volumes that give media data for the most active centers. Each new
volume has been compiled with meticulous care, for the correctness of the data therein is
essential to fruitful expenditures by advertisers and sales by media.

Although Walter Botthof has now and has had many able associates, Standard Rate &
Data Service is his own image. Someone once remarked that “Walter picked up a good idea
and ran with it.” This is literally true, for he once said that when selling space in his early
years he would run from appointment to appointment so that he could crowd more calls
into a single day.
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To develop such a service requires great energy and dedication, and he has both. He is
a big, strong man, a forceful and eloquent speaker before business associates and public
meetings, and a prodigious writer of memoranda. He possesses illuminating insights as well
as infinite patience for detail.

In effect, Walter Botthof is one of the great originals in advertising. For half a century he
has provided an indispensable service for advertising men, one that has grown with the ad-
vertising business and in diverse ways has led it into new effectiveness. Others succeed in
many ways, but Walter Botthof has succeeded because he has rendered superb service to
the business community of which he is a part.

RoGER BARTON
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To those whose skills have raised the practice of
media buying and selling to its present high level,
this history is respectfully dedicated.
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SOME FORTY-FIVE YEARs after its founding,
Standard Rate and Data Service, Incorpo-
rated, is the publisher of more than a dozen
“books,” mainly of monthly issue, which are
as well known in the advertising world as
the Wall Street Journal, Business Week, or
Fortune are to the business public. Ten of
these publications report media-market in-
formation necessary to the media-buying
function; an eleventh, Media/scope, is a
journal devoted to the advancement of the
art (and science) of media selection as part
of the total marketing process. The McKit-
trick Directory of Advertisers, along with
National Register Publishing Company,
both 1963-64 SRDS acquisitions, now
merged, provide complete directories of ad-
vertising agencies, their personnel and ac-
counts, and also directories of more than

19,000 advertiser companies, classified in
one directory according to product or indus-
try and in another by geographic area.

The media-market information carried in
the company’s 10 media guides consists of
more or less standardized, noncontroversial,
and quantitative information that each of
the media, print or broadcast, regularly
makes available to parties interested in ap-
praising its potential as an advertising
vehicle, or in estimating the cost thereof,
or in placing orders to buy. For example,
the SRDS monthly publication Newspaper
Rates and Data contains listings of some
2,400 newspapers published daily through-
out the United States. Each listing contains
about 16 categories of information, includ-
ing advertising rates, mechanical require-
ments, closing time, and circulation.



These listings are grouped alphabetically
by states, by towns or cities within states,
and by titles of publications within towns
and cities. The information is supplied to
SRDS by the newspapers themselves and
is organized by the Service into standard
format so as to facilitate analysis, estimat-
ing, and inter-media comparison both by
planners of promotional and marketing pro-
grams and by buyers of advertising space.
When the newspapers alter any portion of
this basic listing information, such as their
advertising rates or their mechanical re-
quirements, they report these changes to
SRDS. The Service promptly makes the
necessary alterations in its monthly SRDS
Newspaper Rates and Data. In the intervals
between monthly issues, subscribers are
kept advised of changes in rates or other
important data by means of bulletins
mailed several times a week. The fact that
some 1300 changes in Newspaper Rates and
Data listings are processed by SRDS each
month indicates the usefulness of the Serv-
ice in providing up-to-date media informa-
tion. To insure its own impartiality and ob-
jectivity, SRDS does not charge for printing
a publication’s listing or for changing that
listing from time to time.

In addition to this quantitative informa-
tion about individual newspapers, News-
paper Rates and Data provides a substantial
body of quantitative market information in
each issue. This includes state maps show-
ing the location of major newspaper, radio,
and television facilities. Also provided are
more than 20 categories of data on popula-
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tion, income, and expenditure, classified by
state, county, city, and metropolitan area.
This information is presented in close prox-
imity to the media rates and other data,
thus facilitating promotional planning and
media selection. As noted earlier, the com-
bination of the two is aptly called media-
market information.

Still another feature of Newspaper Rates
and Data is the qualitative information pro-
vided for the subscriber in what SRDS
terms “Service-Ads.” These advertisements
usually carry information designed to show
why a particular newspaper’s circulation
area is important or why a publication is a
“best choice” as an advertising vehicle
within the area it serves. Since this informa-
tion is generally competitive in nature, it is
not admissible in the free listings, and pub-
lications wishing to convey such qualitative
media-market information may do so by
purchasing advertising space on the covers
or in the pages of Newspaper Rates and
Data.

Termed variously a “guide,” a “directory,”
a “reference book,” and “the media buyer’s
bible,” Newspaper Rates and Data is all
these things and more. For the nearly 5,000
men and women who use SRDS and are
engaged in the selection of national news-
paper media it is a necessity. Published 12
times a year, averaging 750 pages and
2,400 listings an issue, printed by the d-i
Offset process in an 11 by 11 inch, mul-
ticolored format, and nearly one and
one-half inches thick, Newspaper Rates and
Data has the appearance and heft of a jubi-



lee edition of the Manhattan telephone di-
rectory. Approximately 4,750 copies are
subscribed to at $32.50 a year. Of these
about 69 per cent go to agencies, 10 per
cent to national advertisers, and 18 per cent
to publishers. Some 250 to 300 advertisers,
mostly publishers, place nearly 100 pages of
advertising in the average issue, for which
they pay $390 or more a page. Space is also
sold on the four covers and the back spine
as well as on section dividers. Finally,
charges are made for cross references, spe-
cial listing heads, and the like.

Considering the volume of printed mate-
rial thus prepared, it is not surprising that
the costs of physical production—that is, the
costs of producing and distributing the
book, exclusive of editorial, selling, and ad-
ministrative costs—are substantially greater
than the subscription revenues. The addi-
tional costs, plus a profit, are provided by
advertising revenues.

Of the remaining SRDS media guides,
three are typically larger in volume than
Newspaper Rates and Data. They are Spot
Radio Rates and Data, Spot Television
Rates and Data, and Business Publication
Rates and Data. The others (see Figure
I-1) are smaller in bulk and also in circula-
tion. Regardless of the size of the book, the
class of media reported on, the number of
subscribers, or the advertising revenue, the
general scope of the SRDS service in these
many areas, both broadcast and print, par-
allels that of Newspaper Rates and Data.

In addition to the publications already
mentioned, SRDS activity includes two

SRDS at Forty-fi

other areas of service. One is the field of
foreign media-market information, in which
SRDS has a wholly-owned venture operat-
ing in Mexico and jointly owned publica-
tions in France, Italy, and the Federal
Republic of Germany. The second is SRDS-
Data, Incorporated, a wholly-owned sub-
sidiary engaged in three aspects of the
media-buying process to which electronic
data-processing techniques are being ap-
plied. These are (1) the selection of partic-
ular media for an advertising program in
accordance with a programed procedure for
achieving optimum results; (2) commercial
research designed to develop media-market
information useful in these programs; and
(8) automation of certain accounting-type
agency routines, such as estimating costs of
advertising programs, order placement, and
bill-pay procedures. Main offices for both
Media/scope and SRDS-Data, Inc., are in
New York City.

Thus SRDS publishes some 14 domestic
and overseas media guides, plus Media/
scope and the Standard Directories of Ad-
vertising Agencies and Advertisers. The
domestic publications are produced in the
SRDS plant at Skokie, Illinois, where facili-
ties include typesetting and plate-making
equipment, several printing presses, among
them a high-speed four-color, rotary web-
fed offset machine; and folding, collating,
and Dbinding machinery. Moreover, the
plating process employed was developed
and patented by the company and has been
licensed to others under the trade-mark of
d-i Offset. Co-inventor of the d-i Offset proc-
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Ficure I-1

ess is C. Laury Botthof, SRDS president,
whose search for a better way of dealing
with the company’s unusual printing re-
quirements culminated in d-i Offset. Finally,
with SRDS-Data, Inc., the company has be-
come one of the pioneers in the field of ap-
plying EDP (electronic data processing)
and the new decision-making techniques

4

for developing and interpreting media-mar-
ket information.

From the number and variety of activi-
ties just described, one might imagine that
SRDS is a very large firm—the General
Motors of media-market information. On
the contrary, its 300 or so employees and
$5,000,000 to $6,000,000 in annual sales



place it, by most standards, in the category
of a small corporation. Consequently, some
of the semiautonomous segments within its
corporate framework are very small indeed.
In fact, one might think of SRDS as a col-
lection of many enterprises, most of them
extremely modest in scope. At the center of
these activities is the corporate administra-
tive body headed by four officers: Walter E.
Botthof, chairman of the Board of Direc-
tors; C. Laury Botthof, president and pub-
lisher; Albert W. Moss, executive vice-presi-
dent (New York), and Frank J. Ceithaml,
senior vice-president and treasurer. Owner-
ship also rests with Walter E. Botthof,
C. Laury Botthof, Albert W. Moss and their
immediate families.

Walter E. Botthof, who turned 76 during
1964, founded SRDS with a partner, Alvin
E. Beimes, in 1919. Albert H. Moss, father
of the present Albert W. Moss, joined Bott-
hof and Beirnes in 1920. Beirnes withdrew
from the firm in 1937, and the second gen-
eration, represented by C. L. Botthof and
A. W. Moss, joined the firm shortly there-
after.

Walter E. Botthof and SRDS are to this
day alter egos. From the beginning, the
challenges of SRDS have been Walter Bott-
hof’s challenges; its people, his people; its
growth, his growth; its mistakes, his mis-
takes; its successes, his successes. As presi-
dent and chairman of the Board from 1919
to 1943, and as chairman since that date,
Walter Botthof has been the key policy-
making officer throughout the company’s
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existence and until quite recently the chief
executive officer as well.

Thirty-one years old at the time of the
founding of SRDS in 1919, Walter Botthof
had already been selling advertising space,
in one capacity or another, for nearly a dec-
ade. A successful salesman, he could be gra-
cious or blustering, tactful or blunt, factual
or emotional, as the occasion might require.
Tipping the scales at around 190, and
standing five feet nine in his stocking feet,
he was powerful, big boned, and squarely
built, with a thatch of sandy hair set off, in
the fashion of the day, by black horn-
rimmed pince-nez glasses.

During the late 1920s Walter Botthof
often vacationed with his family in north-
ern Wisconsin. When he was not fishing
he might be found spading up his shore-
side property at Lac du Flambeau, or high
in an oak or pine tree, pruning saw in hand,
or vigorously pursuing his sworn enemies
—dandelions and chickweed—or perhaps
projecting himself from a springboard in a
very creditable jackknife. When not thus oc-
cupied, he generally would be closeted in
his “vacation office.” Even in the North
Woods he received copies of all correspond-
ence issued by the company’s officers and
frequently dictated enough work to keep at
least one secretary fully occupied. At times
two secretaries were needed to keep up
with the flow of the vacationing president’s
correspondence. For urgent matters—and
these seemed to occur daily—the telephone
was indispensable.
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Somewhat later, when Walter Botthof
decided to take up the game that is played
with a stick and an erratic little white ball,
he attacked the new pastime, golf, with the
same vigor he applied to business. For years
he played one or two afternoons a week
plus all day Saturdays, got professional ad-
vice and counsel, and even beat the “pro” on
one occasion. In fact, with the pro as a part-
ner, Walter often carded scores in the 80’s.
But when he took on his cronies for a round
of golf, his urge to win skyrocketed, and the
result was usually disastrous. The careful
coaching of the morning round was forgot-
ten, and the score mounted as his muscles
tightened under competitive pressure.

In his chosen element, business, Walter
Botthof was and is much the same man as
the ardent North Woods vacationer. He has
the ability to become thoroughly engrossed
in a problem, to explore all the information
available, to reach a decision, and to put
that decision into effect—now! This done,
Walter feels free to turn to another prob-
lem and to treat it in the same direct
manner. When a discussion arouses his en-
thusiasm, as many discussions do, the result
can be explosive. As the conversation pro-
gresses and he becomes increasingly en-
grossed, Walter’s voice rises in both pitch
and volume. Indeed in earlier days, office
partitions seemed to be made of papier-
maché as that voice mounted higher, pene-
trating the length and breadth of the build-
ing. Occasionally table thumpings were
heard also, recalling the rhythm of a bass
drum as it accompanies a stirring wood-
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wind passage. And naturally enough, ex-
pressions of disapproval were accorded
equal time and treatment, somewhat to the
dismay of those unfortunate enough to be
involved.

But there are still other facets to Walter
Botthof’s nature. As sensitive to scenes of
natural beauty as to human personalities,
Walter early began to write descriptions of
vistas and events that particularly stirred
him. Most of these writings were intended
solely for his family, but four of his works,
including a collection of poetry, have been
privately published. A lifelong interest in
new ideas is another strong trait, and he ex-
plores ideas with which he does not agree
as vigorously as those that appeal to him.
For example, he recently read John Ken-
neth Galbraith’s book, The Affluent Society,
because he had been so disturbed by ex-
tracts from the book and diatribes against
the author that he wished to judge for him-
self whether the disturbance was justified.
Not surprisingly, he found unpalatable the
author’s recommendations that a greater
portion of national income be invested in
“social capital” (education, health, public
works), though not as “radical” as he had
been led to believe.

Another significant characteristic of
Walter Botthof is his unfailing interest in
assisting others, particularly with their ed-
ucation. Like many self-made men, Walter
secured his advanced education mainly
through night school and correspondence
courses. Probably because his own educa-
tion had been earned at such a heavy ex-



pense in time and energy, he has always
stood ready to help others to advantages he
did not himself enjoy. His gradual involve-
ment with the Joseph Medill School of Jour-
nalism at Northwestern University indicates
this interest in higher education. For some
time prior to 1948, he had felt that too few
college graduates were aware of opportuni-
ties in the business press. This impression
was strengthened when, as a new member
of the Committee on Education of Associ-
ated Business Publications, Incorporated,
he found no academic work being offered
in the Chicago area that was specifically di-
rected toward the publication of business
journals. When Walter discussed this find-
ing with William K. Beard, president of the
ABP, Beard suggested that he call on Ken-
neth E. Olson, dean of Northwestern’s
Medill School of Journalism. Walter did so,
and from this discussion evolved a non-
credit course, sponsored by ABP, devoted
to business-paper publishing. As Walter re-
calls:

Although Dean Olson and I became very
good friends later on, this was something that
grew out of our frequent association in regard
to the ABP course. In the beginning, the ABP
and I had to provide the funds to put on the
course, the subject matter of the course, the
lecturers for the course, and even some of the
students. Stan Moses, director of promotion at
SRDS, was one of the instructors, and quite a
number of other business-paper executives in
Chicago and elsewhere also responded to my
appeal and came to Northwestern University
to lecture.

This beginning whetted Walter Botthof’s
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interest in higher education in the fields of
advertising, publishing, and journalism. He
became better acquainted with the faculty,
the curriculum, and the student body at the
Medill School and began to support the
school’s efforts through scholarships, advice
and counsel in fund drives, and other
means. So active was he that in 1955 the
university made him an honorary life mem-
ber of its alumni association. Seven years
later, in 1962, Walter Botthof received the
Joseph Medill Award for “Contributions to
the Field of Journalism.”

During the intervening years and there-
after Walter threw himself into the cause of
higher education with notable (and char-
acteristic) vigor and enthusiasm. He was
chairman of the Education Committee
of the Associated Business Publications
(1956-59), a member of the Education
Committee of the National Business Pub-
lications (1958-59), and chairman of the
Education Committee of the Magazine
Publishers Association (1960-64). In each
of these capacities his interests were sub-
stantially the same—to improve understand-
ing between faculty and students on the
one hand and magazine publishers on the
other and to render financial support both
to worthy students and to significant edu-
cational programs. Nor were these interests
narrowly confined. In his role as chairman
or member of the committees on education
of various associations he worked to extend
association support to many schools of jour-
nalism. In so doing he became well ac-
quainted with their programs, deans, and

7
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taculties and sought to encourage interest
in preparation for careers in the field of
publishing, particularly the business press.

Walter Botthof’s interest in helping
others to better their own prospects in life
developed early. Its scope has been broad,
even to the extent of assisting several young
men and women who started work at SRDS
but later decided to leave the company be-
cause they felt that their life objectives
would be furthered by changing firms or
shifting fields of business activity.

A final example: Late in 1963 a Chicago
educational television station invited Wal-
ter Botthof to a luncheon at which the
station director outlined to a number of
Chicago business executives the service be-
ing performed by the station for the Chi-
cago community. He then asked his guests
to support a drive for funds with which to
continue and expand the station’s educa-
tional program. Walter not only gave his
own support but offered to bring the sta-
tion’s needs to the attention of other busi-
nessmen. The station gladly accepted and
sent him 10 names. Walter promptly dis-
patched personal letters to each of the 10
and asked the station for more names, even-
tually reaching more than 100 local business
executives. Not only did he write each of
them a personal letter, but if no reply was
forthcoming he followed up with two, three,
or even four letters and wiih telephone calls
as well. When the station’s fund-raising di-
rector saw some of those letters, he re-
quested permission to reproduce them for
use in the general campaign; for Walter
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Botthof is a master of effective persuasion,
in writing as well as in person. Whatever
leaves his office over his signature is
couched in a style so direct, so personal,
and so alive that it is as though he himself
were present to deliver the message.

In matters of correspondence, then, Wal-
ter Botthof is an expert and, to a degree, a
perfectionist. To him correspondence has
been not only a means of direct communi-
cation with others but also of keeping in
touch with the business generally. Even
while on vacation during the late 1920’s, he
received copies of the daily correspondence
of his key lieutenants in the firm. This prac-
tice of maintaining contact through ex-
change of correspondence has continued
to the present day. The four senior officers
—Walter and Laury Botthof, Albert W.
Moss, and Frank J. Ceithaml—still direct
copies of all business correspondence to one
another. In part, this is a reflection of one
of Walter Botthof’s firm convictions: “De-
tails are important. It is easy to remember
the big things but hard to keep track of the
small ones.”

Perhaps Walter Botthof’s philosophy of
business is best illustrated by some of the
talks, the “inspirationals” that he has given
over the years at SRDS sales conferences.
When speaking of tact in customer rela-
tions, for example, he urges SRDS salesmen
never to respond to an inquiry about SRDS
practice or procedure by saying, “That is
our policy; it can’t be changed,” or words to
that effect. Instead, they should be able to
explain the company’s position fully, tact-



fully, and to the satisfaction of the cus-
tomer. Suppose, for instance, that a pub-
lisher desires some special treatment for his
listing or advertisement. The salesman
should explain the two criteria that govern
SRDS decisions: (1) what is best for the
buyer of media and (2) any change in pol-
icy or procedure will be made promptly
available to all parties on an equal basis.
If for some reason this explanation does not
suffice, the problem should be taken to the
sales manager, who will endeavor to resolve
the matter satisfactorily. If that effort fails,
higher management will pursue the ques-
tion further.

In regard to the approach used by SRDS
salesmen, Walter Botthof offers an invari-
able rule: “Expect respect as a salesman,
and deserve it!” To this end, a salesman
should never call on a customer unless he
has something new and specific to offer,
something that will be to the customer’s
advantage to consider. This approach re-
quires a thorough knowledge not only of
the SRDS product but also of the customer’s
business and the use it can profitably make
of that product. Such knowledge is the key
to faith in oneself, one’s product, and one’s
company. It is also the key to enthusiasm
—and without enthusiasm no one can really
expect to succeed. Honesty and integrity of
product, company, and salesman are abso-
lutely essential. Finally hard work, self-dis-
cipline, and willingness “to walk the extra
mile” are vital ingredients in successful sell-
ing. Walter concludes with the reminder
that the SRDS sales approach requires that
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the company support its salesmen in the
field in many ways—“and this is how we
plan to improve our support of your efforts
this coming year. . . .”

These ideas, which Walter Botthof illus-
trates with lively anecdotes drawn from
many decades of personal salesmanship, are
delivered with the warmth, fervor, and
flavor of a topnotch evangelist. As a result,
his addresses are generally looked forward
to with pleasure, received with rapt atten-
tion, and savored long after the event. As
one sales trainee told the author, “I'm look-
ing forward to next year, when I hope to
attend the annual sales meeting. I've heard
so much about Walter Botthof’'s wonderful
speeches that I want to hear some of them
before he retires.”

Three other aspects of Walter Botthof’s
many-sided personality are perhaps espe-
cially pertinent to this history of SRDS.
First, like any businessman whose success
has stood the test of time, he has the ability
to be coldly objective and grimly deter-
mined when the occasion demands. In a
competitive environment all is not sweet-
ness and light, and at times his basic objec-
tives for the company—be they profit,
growth, control, or sheer survival—have re-
quired firm, calculated action. Such action,
when called for, has generally, though per-
haps not always, been forthcoming. And of
course the same observation may be applied
to Walter’s dealings with individuals within
the firm. Second, Walter Botthof has de-
voted nearly a lifetime to his chosen field of
endeavor. For some 50 years he has been
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concerned with the problems of selecting or
promoting advertising media—first as a
newspaper representative, later with SRDS.
During this long period he has not become
active in other types of business enterprise
in either a managerial or an ownership
capacity. The field of advertising he knows
and loves, and one of his fondest hopes is
that SRDS will continue to contribute to
advertising’s role as a positive force in fur-
thering the welfare of the nation.

Finally—with his expansive tempera-
ment, zest for life, vigor, and generous or
even violent enthusiasms, plus his basic
conservatism, consideration for others, and
self-restraint at the key moments—Walter
Botthof is the man who above all others has
left his mark upon SRDS and, through it,
upon the advertising world.

Many other personalities loom large in
the SRDS story, prominent among them
being the second generation of owner-man-
agers: C. Laury Botthof, president since
1947, and Albert W. Moss, executive vice-
president (New York) since 1943. Al Moss
began his career with SRDS in 1937 and
Laury shortly thereafter. In 1963 both had
been with SRDS a quarter century or so,
nearly all this time at the executive level.
Their contributions have been significant
indeed.

As an administrator, Laury has followed
the general pattern established by his
father, with two important exceptions.
First, Laury is more inclined to work
through an organizational framework, as
opposed to involving himself directly in the
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affairs of the various administrative units.
Second, one of Laury’s prime interests has
been to expand the scope of SRDS opera-
tions. Like his father, Laury is “action ori-
ented” rather than contemplative. He is
eager to push the investigative and analyti-
cal stages of a business venture as fast as
possible so as to’get into the operational
phases. Almost completely absorbed in the
business, as his father was in earlier years,
Laury finds time for relatively few outside
activities. When he does relax, it is likely
to be at home with his family or with a
“production-oriented” hobby such as pho-
tography or woodworking or assembling a
miniature racing car, complete with work-
ing engine. With respect to business phi-
losophy, Laury’s views are much like his
father’s, though he is perhaps even more
keenly aware of the public responsibilities
of advertising and of the related responsi-
bility that SRDS owes to those whom it
serves.

About the same height and physical con-
figuration as his father, though presently
somewhat more slim and athletic in appear-
ance, Laury is considerably more reserved
in manner. He has been remarkably suc-
cessful in preserving his own identity and
special point of view while working in har-
ness with his father for nearly a quarter of
a century. In view of the pitfalls that so
often beset such father-and-son relation-
ships, this is a feat in which both parties
take justifiable pride.

Al Moss, the third member of the owner-
manager triangle, has, like his father before



him, operated exclusively from the New
York office. Having been active in sales for
almost 30 years, Moss is vitally interested
in the relationships between SRDS and its
subscribers and advertisers. Whether pro-
moting SRDS to a client or an idea to the
other executives, Moss can generate much
the same volatile enthusiasm as the elder
Botthof. Deeply concerned with the role of
the salesman and the process of selling, his
focus is largely on relationships between
SRDS and its user-buyer publics.

As with Laury, hard work and constant
attention to business are ingrained habits
with Al Moss. Walter Botthof and the elder
Moss set this example for their sons, and
they expected them to follow it. In one re-
spect, however, Al Moss has acquired inter-
ests foreign to this almost puritanical back-
ground. While attending Washington and
Lee University, he developed a liking for
horses, the hunt, and the social life he en-
countered there. He particularly enjoyed
riding, as does Mrs. Moss. His vacations,
therefore, are generally taken in the spring
and involve several weeks with the “riding
set.”

Though the foregoing deals mainly with
what SRDS “is,” the major subject of this
book is the process of its becoming. An
understanding of that process requires an-

SRDS at Forty-five

swers to many questions. How did an idea
that, at the outset, many thought impracti-
cal and visionary take concrete form and
grow into the successful business of today?
What personalities and policies guided the
company’s growth, and what circumstances
of environment—social, economic, techno-
logical—made this growth possible? How
has the character of the management func-
tion changed with growth and time? To
what extent has the management been alert
to the changing opportunities presented by
our dynamic society? Have objectives, tac-
tics, and procedures been successfully mod-
ified in the light of shifting situations? Are
there any useful generalizations that might
be drawn from the experience of this enter-
prise? These are some of the questions that
will be raised and discussed as the SRDS
story unfolds.

One generalization can be made at the
outset. The story of SRDS is to a great ex-
tent the business biography of one man—
Walter E. Botthof, co-founder and chief
operating executive of SRDS for more than
four decades. Walter Botthof’s vision, drive,
and dynamic personality are so closely in-
terwoven with SRDS that the history of the
man and that of the company are virtually
inseparable.
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The Opporturnaty

In SeprEMBER 1918, two young men be-
came imbued with the idea that became
Standard Rate and Data Service. Walter E.
Botthof, age 29, was the Detroit repre-
sentative of G. Logan Payne Company, a
firm that solicited advertising for some 75
newspapers and had offices in New York
and Chicago, as well as Detroit. Alvin E.
Beirnes, somewhat younger, was space
buyer for the Stalker Advertising Company
of Toledo, Ohio.

Walter E. Botthof, born November 16,
1888, in Chicago (son of William and Alma,
nee Stockmar), was orphaned at the age of
two when his parents died of consumption
within nine months of one another, leaving
Walter and his four-year-old sister, Elsa. In
keeping with a promise made to his mother,
Walter went to live with his mother’s family
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under the guardianship of a devoted aunt,
Laura Stockmar. His sister was taken into
the home of his paternal grandparents,
Constantine and Minna Botthof. Both
families, including the parents of Walter
Botthof, migrated to the U.S. from Ger-
many during the 1870’s and came directly
to the thriving German settlement on Chi-
cago’s near north side. The men in both
families were skilled craftsmen, the Bott-
hofs being lithographers and the Stockmars
bookbinders, the latter specializing in fine
hand-tooled leather work for bibliophiles
and reference libraries such as the New-
berry Library in Chicago. Thus pride in
workmanship and in a skilled calling were
key traits shared by the two families.

A modest legacy of $8,000 left by
Walter’s parents for the education of their



two children was invested by the estate’s
executor and was lost during the depression
of the 1890’s. Thus it was that when Walter,
at 15, moved to join his sister at the home
of his paternal grandparents, he was already
earning his own living. By then, however,
several important influences had begun to
mold his actions and ambitions. One was
his own zest for language. At 12 or 13 he
was writting letters for a business, and he
frequently spent his evenings at home read-
ing Webster’s Dictionary as avidly as if it
were a novel. This was the more significant
because German was the language of the
home, and Walter had learned English only
upon entering public school. Another influ-
ence on the young Botthof was the prime
goal of the elders in both families—eco-
nomic independence, especially through a
business of their own, and the boy was early
imbued with the same ambition. Finally,
the virtues of honesty, integrity, and hard
work were stressed almost daily both by
word and by deed.

It should be noted, however, that the
Stockmar family tradition did not stress
formal education. Both of Walter’s young
cousins joined their father in the family
business at an early age, and neither pur-
sued his studies beyond the required public
schooling. In contrast, Walter’s paternal
grandparents were firmly convinced of the
value of higher education—as had been,
apparently, his own father and mother.
Thus when Walter joined his sister at the
home of the elder Botthofs, he began to
think of continuing his schooling. But by
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this time, at age 15, he had already found
employment with Wilson and Company, a
wholesale men’s furnishing house in Chi-
cago. He had started as an errand boy and
stockroom clerk at five dollars a week, and
the prospect of returning to public school
was not appealing.

A year later, however, he became restless
and decided to improve both his earnings
and his opportunities in life. He took a posi-
tion as stockroom clerk with Keith Brothers,
a wholesale hat concern, at better pay—
nine dollars weekly. But, again, the dull,
unchallenging routine tried his patience
(and he in turn tried that of his employer).
As a result, and perhaps as a blessing in dis-
guise, he was discharged. At that time the
young man’s attention seemed to be focused
on the wholesale apparel business, and he
next found employment as a stock clerk
with the Selz and Schwab Shoe Company.
There he had a chance to see the trunks
full of shoe samples brought in and taken
out by traveling salesmen. This put ideas
into his head. A whole new world seemed
to beckon him. He envied the men who
were charged with what he thought was a
heavy responsibility—selling to retailers.
He admired the fine clothes these men wore
(they looked like real gentlemen), and he
decided that some day he too would travel
across the country as a salesman,

Unhappy now with his lot as a stock boy,
Botthof looked around for an opportunity
to sell. He applied at several retail stores
but failed to get a job because he was too
young. He was not yet 17 and in the eyes
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of his prospective employers probably did
not have either the appearance or the pres-
ence to qualify as a salesman.

A classified ad in one of the local papers,
seeking door-to-door salesmen to sell vio-
lins with accompanying sets of 12 free les-
sons, brought him his first chance to satisfy
an urge that would not be denied. Young
Botthof had sold one violin when his grand-
father interceded on his behalf and helped
him secure a “fine clerical position with the
Chicago and North Western Railway.”

Here it was that the young man was
forcefully reminded of his educational
shortcomings since, for the first time in his
budding but already checkered career, his
occupation called for more work with his
head than with his hands. With the warm
approval of his grandparents, he enrolled in
a night course at the Bryant and Stratton
business school. Meanwhile his stipend
climbed to the sum of 45 dollars a month,
plus a free lunch of cold corned beef and
creamed potatoes five days a week.

Several years of rhetoric, composition,
and business-letter writing whetted his
hunger for further study as a step toward a
higher vocation. The patient influence of
his grandparents had by now been deeply
impressed upon him, and Botthof continued
to work during the day and attend school
at night. But his efforts at self-improvement
through education in the arts of business
communication, though conscientious and
even aggressive, were not directed toward
any specific target or goal. During these
years young Botthof was, in his own words,
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“floundering”; searching on every hand for
living models on which to pattern himself;
forming and re-forming opinions as to the
type of business career that would satisfy
his as yet undefined ambitions.

It is perhaps in the history of every man
determined to improve his lot in life that
somewhere, somehow he attracts the atten-
tion of older men who become his bene-
factors. Walter’s experience supports this
philosophy. Even today Walter Botthof
never fails to point out to younger men a
fact that has been repeatedly true in his
long uphill climb: “The young man does
not exist who, if he applies himself con-
scientiously and energetically, will fail to
attract the attention of those ready to give
him a helping hand.”

Young Botthof’s first experience in this
respect came while he was still with the
North Western railroad. One of the depart-
ment heads took a “shine” to him, im-
pressed with his business-and-school re-
gime. This first benefactor guided and
encouraged him, urged him to continue his
studies, and was finally responsible for en-
rolling him at the Walton, James, and Ford
Court Reporting School. “Good old Bill
Haight,” said Mr. Botthof in telling the
story. “I don’t know how differently my life
might have turned out had it not been for
the influence of this friend, a man at least
10 or 15 years my senior.”

In 1908, after two years with the railroad,
Botthof made his first contact with an ad-
vertising business:



I was about to graduate from this fine school
[Walton, James, and Ford] in rapid shorthand,
when Bill Haight (I see his kindly face even
now—fifty years later—in my mind’s eye, as
clearly as if he were standing before me)
played a most important part in my destiny.
He had learned of an opening for a stenogra-
pher in the offices of O'Mara and Ormsbee,
newspaper representatives. I applied and was
hired. But it was only temporary, a vacation
fill-in. Making the most of the situation, I was
offered a permanent position at the end of two
weeks, and that marked my entrance into the
advertising and publishing business. Two years
of stenographic work and secretarial duties
served as indoctrination in the practice of
newspaper representation. Then followed my
first opportunity to sell advertising. One of the
newspapers represented by O’Mara and Orms-
bee was the St. Paul, Minnesota, Farmer's
Weekly Dispatch.

Both Mr. O’Mara, benefactor number two,
and Mr. A. E. Chamberlain, his western man-
ager, gave me moral support and encourage-
ment. When the opportunity came, Mr.
O’Mara recommended me for the position as
traveling representative of this weekly farm
newspaper. Little though I realized it at the
time, most of the farm weeklies published by
the publishers of daily newspapers had seen
better days and were now rapidly declining as
attractive advertising media. But I subse-
quently proved that I could sell advertising
space even under these adverse conditions.

When I moved to St. Paul about 1912, give
or take a year, I had left behind a sweet little
miss whom I could not get out of my mind.
So I was happy to return to Chicago, where I
secured a position as western advertising
salesman of the Moving Picture World.
Within the year a long illness terminated this
connection. My next position was with the
John Lee Mahin Advertising Agency, where
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I was to observe and learn much about the
ethics of business management, my position
being secretary to two account executives, Mr.
Frank H. Moss and Mr. D. Minard Shaw. An
economic recession brought about some
changes in the agency, which resulted in Mr.
Shaw’s transfer to Williams and Cunningham
(now Roche, Rickerd, and Cleary, Inc.), and
Mr. Shaw insisted that I move over with him
at an increase in salary.

During the following year (1913) Messrs.
D. Minard Shaw, Kenyon Mix, a copywriter at
the agency, and Harry Newman, an automo-
bile distributor, organized the American Effi-
ciency Survey of Motor Car Units. When their
offices were opened in the Michigan Boulevard
Building T was ensconced as correspondence
and office manager. But it soon became appar-
ent that the AESMCU was not destined to sur-
vive its first year in business, and I was obliged
to look for yet another position.

Meantime, I had married Elsa Laury on
April 2, 1914, the girl of my St. Paul dreams.
The responsibility of a wife weighed heavily
on my mind. It was also the force that goaded
me not merely to find another position but to
improve my financial circumstances in the
process.

Seeking out anyone and everyone who
might promise the slightest glimmer of hope,
I chanced one day to call on my old friend,
Elmer Bullis, then of the Lord and Thomas
Advertising Agency. Bullis sent me over to the
G. Logan Payne Company, where I was inter-
viewed by Mr. Payne. Returning several days
later to Payne’s office by appointment, I was
introduced to Mr. Stannard, business manager
of the Peoria, Illinois, Transcript. The follow-
ing day Mrs. Botthof and I were on our way to
Peoria, where I took up my position as adver-
tising manager. At first all went well. Mr.
Stannard was an excellent man to work for,
and I got off to a good start. But permanency
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Standard Rate & Data Service

apparently was not to be expected. Mr. Stan-
nard left for another position, and his replace-
ment, a Mr. Stevens, was not favorably dis-
posed toward either Mr. Payne or, as it turned
out, me. After transferring the Transcript’s
account to another newspaper representative,
Mr. Stevens turned his attention to me, and I
felt that my days on the Transcript were num-
bered. Mr. Payne counseled me to hold on as
long as possible, saying that he would have
another opportunity for me shortly. When the
position at the Transcript finally became un-
tenable, I left to enter the life insurance busi-
ness with a Peoria firm. Somewhat to my own
astonishment, within a few months I found
myself doing quite well in this new line of
business. Early in 1915 Mr. Payne asked me
to return to take the position he had had in
mind for me. He was opening an office of the
G. Logan Payne Company in Detroit and of-
fered me the post of Detroit manager.

This was it. I wanted that post in Detroit.
Even though my new employer in the insur-
ance business told me that I already was sell-
ing at a better rate than any salesman on his
staff and that a fine future in life insurance lay
ahead, Mrs. Botthof and I packed our belong-
ings and left for Detroit. This was to be my
opportunity to make good as a newspaper rep-
resentative, and to contribute to the success of
the company. Years later I was still Detroit
manager for the G. Logan Payne Company—
but not altogether happy with my lot.

At that time, G. Logan Payne had offices
in New York and Boston in addition to the
home office in Chicago and the office Bott-
hof headed in Detroit. The firm represented
about 75 newspapers in as many large and
middle-sized cities throughout the country.
This was before the advent of radio and
television, and even the smallest city on the
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Payne list had at least two competing news-
papers, Payne’s and one other. A large city
like Chicago might have six or seven daily
papers. The primary function of a news-
paper representative, such as Payne, was to
obtain advertising from manufacturers and
other firms that distributed products on a
regional or national scale. The competition
for this advertising was extremely aggres-
sive, though on a rather non-objective basis.
It was this last circumstance, the absence of
sufficient information to make sales on the
basis of the intrinsic worth of Payne’s list,
that underlay Botthof’s growing dissatisfac-
tion. He himself has described the situation
in early 1916:

The fight for the national advertising dollar
(national, as distinguished from local, adver-
tising) resolved itself largely into a matter of
sheer leg work, personalities, and, to some ex-
tent, elbow bending. Never one to succeed
very well at the competitive sport of cocktail-
ing, I recognized from the outset that I would
have to depend upon my willingness to work
hard and to impress people with my desire to
be of service in such small ways as were avail-
able to a representative. Though I was rela-
tively successful in getting certain schedules
for my newspapers, 1 did often fail in those
areas where the human equation and the abil-
ity to be a good sport, either as a lavish enter-
tainer or a good drinking pal, were essential.

Each of the 75 newspapers on the Payne
list expected a share of every schedule that
came out of Botthof’s Detroit territory; yet
like other newspaper “reps” of the day, Bott-
hof had little information with which to
assist the media buyer in making an objec-



tive choice of an advertising schedule. The
G. Logan Payne Company and the news-
papers it represented seemed equally oblivi-
ous of the information needs of media buy-
ers. As Botthof gradually perceived the need
for more and better information, he began to
collect it himself and to organize it for the
benefit of his prospective clients in the De-
troit region:

My little black book contained the names of
the newspapers that I represented, the names
of the competitive papers in each town, in
most instances their advertising rates (not al-
ways up to date), and in a few instances the
circulation statistics.

This was far short of the information neces-
sary to do a respectable selling job, and I
finally resolved to do something about it.

Botthof’s solution was to write to all the
papers he represented for Payne, asking
them to provide him with selected informa-
tion on their local markets (for example, the
number and type of retail outlets), their
latest circulation figures and those of their
competitors, the current advertising rates of
the other local papers, and so forth. This
effort did not work out well, possibly be-
cause it had been undertaken without the
authority of the company’s home office.
Botthof was in despair.

I packed my bag, went to Chicago, walked
into Mr. Payne’s office unannounced, and laid
the facts before him. His immediate response
was that we had always gotten along without
going into all this rigamarole and detail and
that the best thing I could do would be to go
back to my office in Detroit and really go to
work.

The Opportunaty

Botthof keenly resented the implication
that he was shirking his job. If there was
any one thing upon which he prided him-
self, it was the vigor and enthusiasm with
which he had pursued his work at G. Logan
Payne. A rebuff for having attempted to
inaugurate a practice that would benefit not
only himself but the entire firm had the
same effect on him as gasoline applied to a
bonfire. The blaze must have impressed Mr.
Payne:

When I made it clear that he would have to
back me in getting the information I wanted
or find someone else to take care of his Detroit

office, he agreed to give the plan his blessing
if I would execute the work. This I agreed to

do.

All the publishers on the Payne list did
not immediately supply the information re-
quested, but a great many did. Those who
did not were told that the sale of advertising
in their publication would suffer until the
firm was given enough information to do a
constructive and intelligent selling job. In
time most of them fell into line and profited
thereby.

As the facts came in, the data were
arranged alphabetically by cities and by
newspapers within cities, in vertical col-
umns. Thus opposite the name of each news-
paper were arrayed its rates, circulation, and
important market information. The actual
tabulator of this information was Botthof’s
secretary in Detroit, Alvin E. Beirnes.

Al Beirnes, subsequently co-founder of
SRDS, was a young Canadian of Scotch
descent who had been employed by Botthof
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in late 1917. Previously a clerk or stenogra-
pher in a Detroit railroad office, Beirnes
proved to be an alert young man who
learned quickly and was eager to please.

Fortified with this newly completed data
on rates, circulation, and markets, Botthof
sallied forth with renewed confidence and
vigor. Almost immediately he noticed a
change in the attitude of people upon whom

he had been calling:

I was received more cordially and was given
additional time to talk about my papers and
my markets. I began to receive telephone calls
from advertisers and members of advertising
agencies, who asked questions about my pa-
pers and my markets.

Meanwhile, Beirnes had been of such
valuable assistance in the Detroit office of
G. Logan Payne that Botthof had recom-
mended him for a raise. When Payne re-
fused, Botthof assisted the younger man,
for whom he had developed a strong liking,
to find a position with the advertising
agency of Herbert H. Stalker of Toledo.
Beirnes became a space buyer for that firm.

Like Botthof, Beirnes’s new employer had
also been impelled by the lack of media-
buying information to develop an informa-
tion service for his clients. It consisted of
a tabular listing of advertising rates, me-
chanical requirements, and circulation
figures for several hundred consumer and
farm magazines and daily newspapers—
all printed in booklet form. The publica-
tion was revised occasionally and distrib-
uted free to the agency’s clients, present
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and prospective. It was also distributed at
a nominal fee to a number of advertising
agencies in other cities, to other advertisers,
and to publishers. Stalker had inaugurated
the service as a means of attracting favor-
able attention to his firm, and the income
from it was rarely enough to cover out-of-
pocket expenses. In short, he thought of his
Universal Rate Sheet primarily as a promo-
tional device rather than an income-pro-
ducing aspect of his business."

Beimes, in his new position as space
buyer for Stalker, was struck by the large
number of grateful letters received in re-
sponse to Stalker’s gesture. Some letters
went beyond mere thanks and suggested
that the rate-service idea be extended to
provide more complete coverage of maga-
zines and newspapers. In that case the
writers said they would be quite willing
to pay more for the service. When Botthof
next came through Toledo, Beirnes showed
his friend and former employer a sheaf of
these appreciative letters. Botthof, who was
already familiar with Stalker’s Universal
Rate Sheet, was struck by the enthusiasm of
these correspondents. e had called upon
Stalker regularly for a number of years,
and a friendship had developed between
the two men. Hence Botthof soon made it
a point to discuss the Rate Sheet with
Stalker.

The ensuing conversation marked one of
the turning points in Botthof’s career, and
he recalls the exchange vividly:

1. Letters to the author from Herbert H. Stalker,
Flint, Michigan, September 1938.



I told Stalker that he had a bull by the tail,
that the Universal Rate Sheet idea was really
worthwhile. He replied to the effect that this
was just a little side issue to attract attention
to his agency business, that he was interested
in the advertising business, and that he didn’t
propose to develop a comprehensive rate-card
system for anyone.

Stalker’s comments seemed to crystallize
Botthof’s thoughts in regard to the kind of
information service that each had begun
to perform.

My mind drifted all the way back to my
earliest experiences with the Mahin Advertis-
ing Agency in Chicago, and later with Wil-
liams and Cunningham, both of which agen-
cies have now lost their identity either through
passage into oblivion or through a change in
name. And I recalled how often orders were
sent out to publishers with incorrect informa-
tion in them and had to be returned for revi-
sion. It was estimated at one time by Lord and
Thomas, another agency whose identity was
lost through a series of changes and which
later emerged as Foote, Cone, and Belding,
that every change or revision cost them $1.00.
While $1.00 for each correction in rates may
not seem significant, I can assure you that it
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was a serious matter to an agency such as Lord
and Thomas, which probably processed thou-
sands of newspaper billings weekly.

I recalled how many, many times in my calls
on advertising agency media buyers, they ex-
pressed irritability over the incompleteness
and inaccuracy of their rate-card files. Then
I remembered how agency after agency main-
tained its own elaborate rate-card files, consist-
ing of anywhere from six to 36 four-drawer
filing cabinets. The number of employees
needed paralleled the size of the department,
which in turn depended upon how large and
important the agency was. It occurred to
Beirnes and me that each and every one of
these agencies was independently duplicating
what every other agency did. And in essence
this thought struck us: “How much more eco-
nomical it would be if one central source did
this job of information collection once and
then sold the results as a service to all agencies
and advertisers at a low price!”

Stimulated by this thought, and left
free to act by Stalker’s disclaimer of in-
terest, Botthof and Beirnes began actively
to consider how, together, they might es-
tablish a rate and data service. It was
October 1918.



The Tumang

Given ToE BENEFIT of hindsight, it seems
clear that the opportunity to fill a need,
which Botthof and Beirnes saw in October
1918, was real. True, that need was already
partially served by Barbour's Advertising
Rate Sheets. This service, begun in 1916
or 1917, supplied loose-leaf rate cards on
a limited list of newspapers to about 60
advertising agencies at a charge of about
$100 a year. But Barbour’s did not include
circulation information, a vital factor in
any media-buying decision. Therefore it
seems reasonable to conclude that in early
1918 there simply was no central service
that provided advertisers and advertising
agencies with comprehensive, convenient,
and accurate media-buying information at
a modest cost, although the operation of
such a service could be readily envisioned.

20

Though the foregoing explanation be fac-
tually correct, it is not sufficient. Unan-
swered are several pertinent questions.
For how long had the opportunity existed?
Why had Barbour been the only one yet
to seize it? Were individuals or firms other
than Botthof and Beirnes in the process of
reacting to what appears to have been an
obvious need?

The pursuit of these queries soon re-
vealed that a comprehensive national media
directory had been published as early as
1856, over three score years prior to Bar-
bour’s effort. Moreover, between that be-
ginning and 1917, in excess of twenty
additional separate and distinct media
directories were launched in the United
States, but, by 1919, all but a few of them
had failed. These discoveries raised addi-



tional questions. What had been the char-
acter of these other directories? Why had
they failed? Was the opportunity which
seemed to Botthof and Beirnes so obvious
and so promising a mirage, or had some
vitally important change occurred in the
advertising environment, a change which
might allow Botthof and Beirnes a better
opportunity for success? This last series of
questions proved particularly fruitful. As
the story of mass-media advertising in the
United States was unfolded, and the rec-
ords of previous media directories were
studied, it became clear that dramatic
changes in the advertising environment had
indeed occurred, prominent among them
being the regularization of relationships
between three key groups: advertising
agencies, publishers, and industrial or com-
mercial users of advertising space. In ad-
dition, a campaign for greater “truth in
advertising” was being waged, as was one
for more complete and more accurate media
and market data, data of a type useful to
those engaged in selecting mass media for
advertising purposes. Both of these cam-
paigns proved to be relevant to the ques-
tions with which this chapter is concerned.
The task of this chapter, then, is to
examine the revolutionary changes that
occurred in the advertising environment be-
tween the middle of the nineteenth century
and 1919, to relate these changes to the rise
and fall of prior forms of media directories,
and to reappraise the outlook in 1919 for
" the venture contemplated by Botthof and
Beirnes in light of these investigations.

The Tinun g

The Evolution of Twentieth-Century Ad-
vertising Relationships.—The types of busi-
ness with which Botthof and Beirnes were
connected in 1919—G. Logan Payne and
Company and Stalker’s Advertising Agency,
respectively—represented the culmination
of nearly 80 years of evolution. Payne, as
earlier noted, was the exclusive advertising
representative of a list of newspapers orig-
inating in certain geographic areas. Typ-
ical contracts between Payne and his pub-
lisher clients were effective for periods of
one year and stipulated that the representa-
tive would receive a salary and/or com-
mission on advertising business that was
national in character and that did not carry
local signatures except when they were
merely “tie-ins” or designations of local
distribution outlets. A similar arrangement
dated at least from 1841, when the nation’s
first advertising agency of historical signifi-
cance was begun by Volney B. Palmer in
Philadelphia.’

Stalker’s type of business, which repre-
sented the purchaser of advertising space,
i.e., the “advertiser,” rather than the seller
of space, or “publisher,” began much later
and was still in the process of development.
Since SRDS started as an independent mid-
dleman carrying rate information and sales
literature on advertising media from pub-
lishers to advertisers and advertising agen-
cies, some perspective on the development
of relationships among publishers, adver-

1. Ralph W. Hower, [listory of an Advertising
Agency, revised edition (Cambridge: Harvard Uni-
versity Press, 1949), pp. 11-12.
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tisers, and advertising agencies up to 1919
is germane to this study.

The business of the advertising agency
passed through four stages or modes of
operation before reaching the open-con-
tract, or fixed-fee, pattern that has persisted
from about 1900 to the present: (1) news-
paper agency, (2) space jobbing, (3) space
wholesaling, and (4) advertising-conces-
sion agency.?

The first, or newspaper-agency, stage was
the type of business inaugurated by Palmer,
in 1841. It is still carried on by special
representatives of various advertising
media—newspapers, magazines, business
papers, radio stations, and television sta-
tions. In this phase the newspaper repre-
sentative, or agency, clearly represented
the media, not the advertiser, and took no
proprietary risk in the space on whose sale
it, the agency, received a commission.

In the second, or space-jobbing, stage
the newspaper representative sold space to
advertisers and then bought space from
newspapers to fill his orders. His superior
knowledge of available media and media
rates allowed him to assist the advertiser
by developing effective advertising sched-
ules at less cost than if the advertiser dealt
directly with the media. Then, too, the me-
dia profited in that they were spared the
expense of direct sales effort. Since the
newspaper representative bought and sold
on his own account, however, he really rep-

2. 1bid., p. 13. This statement and the following
description of each stage are adapted from the same
source, pp. 13-14.
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resented no interest save his own. Agency
practice in this stage was to buy cheap and
sell dear—an objective that often caused
the representative, the space jobber, to rec-
ommend lists composed of the newspapers
which offered him the largest discounts
rather than lists compiled on the basis of
their compatibility with the advertiser’s in-
terests.

It was but a short step from the second
stage to the third, or space-wholesaling,
era. In this mode of operation, which de-
veloped around 1865, the independent
“agent” bought large quantities of space in
both newspapers and magazines in antici-
pation of the needs of advertisers and resold
it, as needed, in smaller lots. He thus as-
sumed the role of a wholesaler or capital-
istic middleman. He no longer sought quick
profit in nearly simultaneous buying and
selling but assumed some of the ownership
risk previously borne wholly by publishers.
Each advertising agent owned space in a
group of papers and/or magazines, and his
efforts were directed toward inducing ad-
vertisers to buy space from this list of me-
dia. When a prospective advertiser objected
that a ready-made advertising schedule did
not meet the precise needs of his market,
the agent would revert to his capacity as
space jobber, or broker, buying space in
other media to round out the advertiser’s
program as desired.

Another aspect of this phase was com-
petitive bidding. Advertisers would make
up lists of newspapers (and schedules of
insertions therein), and interested agencies



would submit bids on the entire program,
the business going to the lowest bidder. At
this stage the advertising agency was prob-
ably as far removed from today’s service-
type, fixed-fee arrangement as can be im-
agined.

Around 1867 the idea of wholesaling
space in magazines was carried one step
further with stage four, the advertising-con-
cession agency. Carlton and Smith (subse-
quently the J. Walter Thompson Company )
and other advertising agents began to con-
tract annually with periodical publications
to take the latter’s entire advertising space
in return for a lump sum. Agents thus ac-
quired the concession for advertising in par-
ticular media and thereby became even
more deeply involved as capitalistic entre-
preneurs.

In the three latter stages—space jobbing,
space wholesaling, and advertising conces-
sion—the advertising agent found his mid-
dleman position becoming increasingly
complex. Although he encouraged both ad-
vertisers and publishers to look to him for
advice and assistance, his judgment was
biased by his proprietary interest except
where he acted merely as a broker. Even
there the prospect of special discounts or
secret rebate arrangements was a corrupt-
ing influence. As a result of these conflicting
interests, and the haggling and the sub rosa
agreements that the system engendered, ad-
vertising came to be regarded with distrust
by publishers and advertisers alike.? In spite
of his title, it was clear that the advertising

3. Ibid., pp. 52-53.

agent represented no interest save his own.

Adversely affected by this chaotic condi-
tion in advertising were the publishers, the
advertisers, and the agencies themselves. By
the middle 1870’s some advertising agents
were sufficiently disturbed by their ambigu-
ous position, and by the disrepute into
which their young profession had fallen, to
seek a clarification of their relationship with
publishers and advertisers. First G. P. Row-
ell and then N. W. Ayer and Son experi-
mented with arrangements whereby they
guaranteed to place an advertiser’s schedule
at cost, plus a fixed percentage of the billing
(Rowell)* or for a fixed annual retainer
(Ayer).?

The efforts of Ayer, Rowell, and others to
stabilize agency compensation received
considerable support from the ANPA
(American Newspaper Publishers’™ Associa-
tion) as early as 1889, when the ANPA
compiled a list of the agencies of which it
officially “approved”™—i.e., to which com-
missions (or discounts) would be granted.’
The efforts of this association to regularize
agency commissions and thus “put an end to
the demoralization of their own rates” 7 was
further advanced in 1894, when it passed
resolutions against allowing agency com-
missions to advertisers or their employees.
The ultimate step along this path was taken
in 1901 by the Curtis Publishing Company.

4. Frank Presbrey, The History and Development of
Adpvertising (New York: Doubleday, Doran and Com-
pany, 1929), pp. 268-71.

5. Hower, pp. 233-34.

6. Ibid., p. 404.

7. Ibid.



Curtis, by a unilateral action without prece-
dent in its boldness and its implications for
advertising, put into effect a contract by
which it bound agents not to cut rates, un-
der penalty of losing the commission, and
bound itself not to allow the agent’s com-
mission to be paid to any advertiser, di-
rectly or indirectly.

Two reasons are commonly advanced for
the action taken by Curtis and other pub-
lishers to stabilize agency commissions:
First, agencies would presumably be se-
lected on the basis of the quality of their
performance, and advertisers would benefit
from the superior advertising programs that
presumably would result. Second, publish-
ers would also benefit, it was said, because
advertisers would find their programs more
successful and would consequently be in-
clined to allocate larger budgets to that
form of sales promotion. While this is
largely true, it also seems reasonable to
suppose that, to the extent that agencies
were relieved of the necessity of haggling
with clients over commission charges or
discounts, publishers were thereby relieved
of the necessity of arguing with either
agencies or their clients over space rates.
In other words, publishers had found it dif-
ficult to adhere to published, or “list,” rates
as long as agencies were obliged to bargain
with clients over the amount of the com-
mission to be charged. Likewise, to the
extent that agencies could free themselves
of price pressure from clients, publishers
could expect to be relieved of agency pres-
sure for similar concessions. A basic con-

sideration in the movement by publishers
to channel the sale of advertising space
through advertising agencies using open-
contract or fixed-fee arrangements was,
therefore, the publishers’ desire to stabilize
their own rates.

For all these reasons, the action of the
Curtis Publishing Company was a milestone
in the popularization of the rather strange
arrangement under which the agency serves
the advertiser, but the publisher (or media
owner) fixes the amount of the agency com-
mission. The same policy with respect to
agency compensation has since been
adopted by the owners of both outdoor and
broadcast advertising media. The ANPA,
the Periodical Publishers’ Association, the
National Association of Broadcasters, and
similar organizations of media owners have
established general standards that agencies
are expected to meet in order to obtain the
recognition which entitles them to receive
commissions. The usual stipulations are that
the agency should have a satisfactory finan-
cial condition, should be independent and
impartial with regard to both media and cli-
ents, should not give rebates or otherwise
discount the rates established by media
owners, and should be technically compe-
tent to provide the various services adver-
tisers need.

While publishers were thus working to
bring about a more satisfactory pattern of
business conduct in relation to agencies and
advertisers, both of the latter groups were
also at work. With a nucleus of a dozen na-
tional advertisers, the American Advertising



Association was organized in 1899 and was
active as “the watchman of the advertiser’s
rights and privileges,” * particularly in urg-
ing greater accuracy in publishers’ circula-
tion statements. “Make every dollar spent in
advertising bring back greater returns”®
was the slogan of yet another group, the As-
sociation of National Advertisers, organized
in 1910.

A third interested group, the general ad-
vertising agencies, became organized on a
national scale in 1916 with the Affiliated
Associations of Advertising Agencies, a
composite of regional advertising agency
clubs. In 1917 this organization became the
American Association of Advertising Agen-
cies (or “4-A’s”)." The announced aims of
this organization were three:

1. To foster, strengthen, and improve the
advertising agency business.

2. To advance the cause of advertising as
a whole.

3. To give service to members—to do
things for them that they cannot do for
themselves or that can be done better or less
expensively through the association.

In pursuit of these goals, the 4-A’s organ-
ization developed agency service standards
(1918); standard forms for publisher rate
cards (1919); qualifications for member-
ship (1920). These steps were designed to
insure that constituent agencies maintained

8. Presbrey. p. 544.

9. Ibid., p. 545.

10. Newcomb Cleveland, “Agency Association
Progress in the United States,” The Advertising Year-
book for 1924, ed. John Clyde Oswald (New York:
Doubleday, Page and Company, 1925), pp. 92-93.

high standards of technical competence,
financial reliability, and ethical conduct.
Standards of practice were next adopted
(1924), and were designed to eliminate
“unfair” modes of competition.

The 4-A’s was a rather exclusive organiza-
tion in that its initial membership of 111
firms comprised only about 10 per cent of
the agencies existing in 1917."" This ratio
of the 4-A’s member agencies to the number
of existing agencies continued as is indi-
cated by the 1956 membership of 323, as
compared with the national total of 3,268
advertising agencies having regular pay-
rolls.’* Although size is not a formal pre-
requisite to membership, it is significant
that in 1957 the association estimated that
well over two thirds of the national adver-
tising volume was being placed by its mem-
ber agencies.

The national merger of publishers, adver-
tisers, and general agents culminated in the
AAC of A (Associated Advertising Clubs
of America, now known as the Advertising
Federation of America), in 1905.”® It soon
became apparent to the officers of this new
organization that the principal threat to ad-
vertising as a social force was the preva-
lence of hypocrisy and deceit, extending
from deliberate misrepresentation of cir-
culation on the one hand to immoral adver-

11. Crain’s Market Data Book and Directory, 1923
(Chicago: G. D. Crain, Jr., Company), p. 5.

12. Printers Ink Supplement, Advertisers Guide
to Marketing for 1957 (New York: Romer Publishing
Company), August 1956, p. 114.

13. The Advertising Yearbook for 1924, ed., John
Clyde Oswald (New York: Doubleday, Page and
Company, 1925), p. 470.



tising appeals and fraudulent representa-
tions of products on the other. In the pub-
lic mind all the participants—advertiser,
agency, and publisher—were tarred with
the same brush. Though many individual
advertisers, agents, and publishers had
taken a firm stand against these unsavory
practices, no concerted action had yet been
taken when the AAC of A was formed in
1905. At each succeeding annual meeting
of the association, the same problems of un-
ethical conduct arose with increasing ur-
gency—largely because numerous exposé-
type articles were rapidly making dishon-
esty in advertising a public issue.

In 1904, Mark Sullivan exposed medical
fakes and frauds in an article published by the
Ladies Home Journal which, with its com-
panion publication, the Saturday Evening
Post, had taken an early stand for clean adver-
tising columns. In 1909 and 1910 the public
and the business world were stirred by a series
of articles entitled “The Great American
Fraud,” published in Collier's Weekly, in
which Samuel Hopkins Adams stripped the
cloak of pretense from medical nostrums and
various forms of healing quackery then being
advertised in the newspapers and other peri-
odicals of the country. The Dry Goods Econ-
omist campaigned against frauds in retailing.
Success Magazine then published a series of
articles on “Get Rich Quick Practices,” b
Frank Fayant; World’s Work published “Ex-
posures of Fake Stock Exploitations,” by C. M.
Keys; and Louis Guenther started to flay finan-
cial frauds in the Financial World under the
caption “Fairyland of Finance.”

In the newspaper world, the Chicago Trib-
une turned its editorial guns on the medical
frauds of that city; the Philadelphia North

American declared war on similar practices;
the New Orleans Item belabored quack doc-
tors and the patent medicine swindles; the
St. Louis Star crusaded against quack doctors;
the Cleveland News and Leader drove out of
business many clairvoyants and fortune tellers;
and in Detroit the Times carried on a stout,
continuous fight against advertising and sellin
chicaneries in a number of fields, as did the
Seattle Post-Intelligencer."*

As the crusade for truth in advertising
gained momentum, action-minded men
sought means of giving the campaign the
support of law. Such a man was John Irving
Romer of the advertising journal Printers’
Ink. Covering the AAC of A’s 1911 conven-
tion, Romer was caught up by the spirit
of the meeting. When he returmed to New
York, he retained Harry D. Nims, of the
New York bar, to investigate existing legis-
lation against fraudulent representations
and to draft a model law that would effec-
tively deter false and misleading advertis-
ing. At that time only two states of the
Union, New York and Massachusetts, had
laws designed for this specific purpose and,
as there was only one successful prosecu-
tion on record, even they seemed inade-
quate.” In November 1911 Printers’ Ink
published Romer’s proposed model statute
and recommended that the AAC of A sup-
port its enactment by the states. Romer also
proposed that each of the associated clubs
organize vigilance committees to investigate
alleged misrepresentations in advertising

14. H. ]. Kenner, The Fight for Truth in Adver-
tising (New York: Round Table Press, 1936), pp.

13-14.
15. Ibid., p. 27.



originating in their cities. Where the
charges proved to be correct, the clubs were
to cooperate with local law-enforcement
agencies in correcting the false advertising
practices. The Printers’ Ink Model Statute,
subsequently widely adopted in the United
States, reads:

Any person, firm, corporation, or association
who, with intent to sell or in any wise dispose
of merchandise, securities, service, or anything
offered by such person, firm, corporation, or
association, directly or indirectly, to the public
for sale or distribution, or with intent to in-
crease the consumption thereof, or to induce
the public in any manner to enter into any
obligation relating thereto, or to acquire title
thereto, or an interest therein, makes, pub-
lishes, disseminates, circulates, or places before
the public, or causes, directly or indirectly, to
be made, published, disseminated, circulated,
or placed before the public, in this state, in a
newspaper or other publication, or in the form
of a book, notice, handbill, poster, bill, cir-
cular, pamphlet, or letter, or in any other way,
an advertisement of any sort regarding mer-
chandise, securities, service, or anything so
offered to the public, which advertisement
contains any assertion, representation, or state-
ment of fact which is untrue, deceptive or
misleading, shall be guilty of a misdemeanor.*®

The first vigilance committee was formed
by the Advertising Club of New York City
in December 1911, and within six months
a considerable number of prosecutions had
been initiated.'” Advertising clubs in other
cities quickly followed suit, and at the an-
nual convention of the AAC of A in Decem-
ber 1912 many examples of successful ac-

16. Ibid., pp. 27-28.
17. Ibid., p. 31.

tion were reported. These reports show
that, once begun, the efforts of the vigilance
committees went forward at a rapid pace
and were conducted with true missionary
zeal, as is illustrated by this report from the
St. Louis club:

Mr. Simpson of St. Louis: In line with what
Mr. Houston has suggested, I want to say that
St. Louis has a Vigilance Committee. We call
it a Censor Committee. It has been in opera-
tion about nine months. Let me tell you what
we have done in St. Louis. We have cut out
one of the biggest grafts in the city—the
police benefit—that has been holding up the
merchauts of that city for about fifty thousand
dollars every year, and we have absolutely
rubbed them out and it didn’t take us a month
to do it. We have rubbed them out and you
can do it in any place, and in another six
months no advertising scheme in St. Louis can
do any advertising unless it shows credentials
to the Secretary of the League.'®

A variety of titles, among them “Vigi-
lance Bureau” and “Censor Committee,”
were used until 1916, when the name “Bet-
ter Business Bureau” is reputed to have
been coined by Arthur M. Sheldon.”” More
truly reflective of the broad nature of the
program to combat dishonest advertising
than the earlier variations, the new name as
well as the work initiated by the National
Vigilance Committee of the AAC of A
quickly spread. Within a few years most
major cities had better business bureaus es-
tablished on a paid-manager basis.

18. Eighth Annual Convention of the Associated
Advertising Clubs of America (Dallas: Associated
Advertising Clubs of America, 1912), p. 134.

19. Kenner, p. 61.
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No. |
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No. 4
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No. 5

UNINTERRUPTED GROWTH!
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No. 2 APRIL 2,1313 ~ITEM NET PAID 48,25
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APRIL 2, 1914 —ITEM NET PAID 51,329

OCTOBER 3, 1914, ITEM NET PAID 56,465

The New Orleans Item

““Nothing Succeeds Like Circulation and SERVICE”’

Ficure III-1

But “Truth in Advertising,” by now the
motto of the AAC of A, meant more than
the policing of advertisements. Rates, cir-
culation figures, and other information es-
sential to objective evaluation of alternative
advertising media were still subject to much
the same kind of distortion that had stimu-
lated the creation of the Printers’ Ink Model
Statute and the vigilance committees (see
Figure III-1). At the next meeting of the
AAC of A, in December 1913, a resounding
declaration of principles endorsing truth in
all business dealings was passed. The key-
stone pledge of the new statement was this:

We believe in truth, not only in the printed
word but in every phase of business connected
with the creation, publication and dissemina-
tion of advertising.*

The statement then proceeded to apply
the principle of truth in business to the criti-
cal problem of establishing accurate and

readily comparable statements of circula-
tion:

We believe that the present chaotic mul-
tiplicity of methods of arriving at verification
of circulation statements is not only confusing
but inadequate and that the time for radical

20. Ibid., p. 274.



revision of these methods and for standardiza-
tion of statements is the present.

We believe in cooperation with other agen-
cies now at work on this problem, especially
in the plan of the central bureau of verifica-
tion which has already been initiated by some
of the organizations represented in this com-
mission; and request the executive committee
to proceed therewith.*

The foregoing reference to the central
bureau of verification was in anticipation of
the merger of the Bureau of Verified Audits
(New York) and the Advertising Audit As-
sociation (Chicago). Both auditing organ-
izations had been formed in the spring of
1913, the New York group under the leader-
ship of O. C. Harn, then advertising man-
ager for the National Lead Company, and
the Chicago group led by Stanley F.
Clague, then president of the Western Ad-
vertising Agents Association.?” The resulting
organization became the Audit Bureau of
Circulations (ABC), created at Chicago in
May 1914 by a convention representing 74
national advertisers, 49 advertising agen-
cies, 338 newspapers, 27 magazines, 52 farm
publications, and 55 business papers.*® A
board of directors of 21 members was au-
thorized, made up of 11 advertisers, two
advertising agents, two newspaper publish-
ers, two magazine publishers, two farm
publication publishers, and two business
paper publishers. Standard circulation state-

21. Ibid.

22, For details of this merger and of the under-
lying organizations see William H. Boyenton, History
of the A.B.C. (Chicago: Audit Bureau of Circulations,
1948); Presbrey, op. cit.; Hower, op. cit.

23. Boyenton, op. cit., pp. 8 ff.

ments and audit forms were soon agreed
upon, and information blanks were sent to
publisher members on July 29, 1914, Audit-
ing commenced September 21, 1914, and
the first annual report of the ABC (June 15,
1915) declared that 321 audits had been
completed and 63 were in progress. The
subsequent expansion of membership and
the composition of the membership in 1957
are shown in the following table:**

ABC MEMBERSHIP:
UNITED STATES AND CANADA

1914 (CHARTER MEMBERSHIP LIST) 499

1919 1,221
1924 1,780
1929 1,981
1934 1,722
1939 2,006
1944 2,326
1948 3,232
1957 3,859

COMPOSITION OF ABC MEMBERSHIP:
UNITED STATES AND CANADA: 1957

DIVISION PER CENT
NATIONAL ADVERTISERS 20
LOCAL ADVERTISERS 1
ADVERTISING AGENCIES 7
ASSOCIATE MEMBERS 1
PUBLISHERS 71

TOTAL 100

The leaders of the merged organizations,
O. C. Harn and Stanley Clague, continued
as the outstanding personalities of ABC—
Harn as president (1920-30) and managing

24. 1bid., pp. 11-12.



director, Clague as managing director
(1920-27). Both of these men enter the
SRDS story directly at a later date.

It would be difficult to overestimate the
significance of the ABC to advertising as a
profession and as a social influence. Frank
Presbrey, writing in 1929, said:

From ascertaining merely the net paid cir-
culation of the newspaper or periodical, the
audit of the ABC has developed into a detailed
analysis which gives the geographical distri-
bution, the character of the circulation as in-
dicated by various methods used in obtaining
it, the number in arrears, and, in the case of
business papers, the occupation of subscribers.
Constant enlargement of scope is furnishing
additional information on the character of cir-
culation and providing further means for judg-
ing its quality.

Organization of the Audit Bureau of Circu-
lations was an epoch-making event. The ABC
has been a chief contributory factor in stabiliz-
ing advertising. Membership is almost obliga-
tory on a publication because advertising
agents and advertisers have learned by experi-
ence that a publication which will not submit
an audited statement of its circulation seldom
is worthy of consideration.?

With the ABC launched, with the “Truth
in Advertising” campaign being promoted
by vigilance committees in major cities
throughout the United States and Canada,
and with the Printers’ Ink Model Statute
becoming a reality in many states, the 1914
convention of the AAC of A turned its at-
tention to formulating standards of practice
for advertisers and publishers. Among the

25. Presbrey, p. 550.

resolutions adopted were several bearing on
advertising rates and rate information.

The magazine publishers, for example,
committed themselves “to maintain an ab-
solute uniformity of advertising rates”
charged to advertisers and advertising
agents, while the newspaper publishers
promised “to maintain uniform rates, ac-
cording to classifications, and to present
those rates, as far as possible, in a uniform
card.” ** As already noted, achievement of
the latter objective, standardized rate cards,
received further impetus in 1919 when the
4-A’s adopted model rate cards (Figure
[11-2) and aggressively urged their use by
publishers.

Thus with actual newspaper advertising
rates fairly well in keeping with rate-card
listings,”” magazine rates quite consistent,
a source of accurate circulation data in ex-
istence, and some uniformity of rate cards
in effect, the time was ripe for a service
such as the present SRDS. In retrospect, it
appears that three existing types of organ-
izations were most likely to have recognized
the need and to have instituted a compre-
hensive rate and data service. The first of
these was Barbour’s, about which more will
be said later. The second was the ABC it-
self. Since this cooperative organization was
in the process of collecting circulation fig-
ures and related information from member
publishers, it might logically have extended
its scope of operations. If the ABC (or a

26. Kenner, p. 277.
27. Interview with E. Ross Gamble, treasurer, Leo
Burnett Advertising Agency, April 29, 1958.
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similar joint effort of advertisers, agencies,
and publishers) did not exploit the oppor-
tunity, however, then one of the several cur-
rent publishers of newspaper directories
might have been expected to do so by ex-
panding its editorial coverage.

A review of the convention literature of
the AAC of A for the critical vears 1914-19
reveals no interest in having the ABC or

another jointly sponsored body perform this
service. This inaction may have resulted
from failure to perceive the need for coop-
erative effort in the area of media rates and
data. A more likely explanation, however,
is that the conflicting interests of some 12
to 15 existing media directories, most of
them “annuals” and all of them connected
with advertising agencies, posed a formi-



dable obstacle to any plan which would al-
most certainly eliminate their raison d’étre.

The Rise and Fall of Media Directories,
1856-1919.—A score or more of these me-
dia directories, forerunners of both the ABC
and SRDS, were published in the United
States between 1856 and 1919. Typically
they were annual publications. Many of
them were published for a decade or more,
but none obtained a substantial degree of
media cooperation with respect to accurate
and consistent circulation data. Intimately
connected with advertising agencies, they
had a reputation with media publishers for
soliciting advertising with the threat, ex-
press or implied, that an agency’s advertis-
ing would be placed elsewhere if the pub-
lisher did not purchase space in the direc-
tory.

Probably the first national media direc-
tory was The Newspaper Record, compiled
and published by Lay and Brother, Manu-
facturers of Printers’ Inks, Philadelphia,
1856. The publication purported to contain
a complete list of newspapers and periodi-
cals in the United States, Canada, and
Great Britain, “together with a sketch of the
origin and progress of printing with some
facts about newspapers in Europe and
America, by W. T. Coggeshall, State Li-
brarian of Ohio.” The publisher noted:

Nearly four years since, we commenced, in
this city, the publication of The Ink Fountain,
a quarterly newspaper, devoted to the interests
of printers, and intended to be a medium of
communication between the manufacturer of
printers’ materials and the consumer. Our ef-

fort was appreciated, particularly by the news-
paper press, and our exchange list became
large and valuable. We then began to issue in
its columns, in succeeding numbers, a list of
newspapers, such as came within our ken, and
as this grew and became known, it was much
sought after, because it was the only list in
this country that approached correctness.
Urged by the demand, we determined to put
this list into book form, and for some months,
have been taking measures to arrange a com-
plete list of newspapers in the United States
and Canada. By many representatives of the
press, we have met with encouragement and
assistance, and to such, we render our earnest
thanks, but, in many more instances, a con-
temptuous silence was our only reply to in-
quiries.?®

The “contemptuous silence” came as a
bitter disappointment and forced an altera-
tion in the publisher’s program:

The original plan was to give the name of
every newspaper, its editor and proprietor,
politics, period of issue, circulation, age, and
any interesting information that might reach
us, but after a stubborn trial of all the means
in our power we were at length compelled to

alter the original idea and give simply the
name of periodicals and place of issue.?®

The “Index to Advertisements” (Figure
II1-3) suggests that The Newspaper Rec-
ord, as finally published, was intended pri-
marily as a means of promoting the sale of
printers’ supplies and that its distribution
was mainly among newspaper publishers.
Two pioneer advertising agencies, George
A. Crofut and S. M. Pettengill and Com-

28. Lay and Brother, The Newspaper Record

(Philadelphia: Lay and Brother, 1856), p. ix.
29. Ibid., p. x.
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pany, ran advertisements appealing to
newspapers to appoint them as agents in
New York and Boston (see Pettengill’'s ad-
vertisement, Figure 111-4). There is no indi-
cation that Lay and Brother intended the
Record as a continuing publication, any
such notion probably having been dispelled
by the lack of cooperation just noted.
Another early effort at collecting media
information was The American Newspaper
Directory, compiled by Daniel J. Kenny.*
It too suffered from a paucity of informa-

30. Daniel ]. Kenny, The American Newspaper
Directory (New York: Watson and Company, 1861).

tion, giving only the locations, frequencies,
subscription prices, and publication offices
of the media. Interestingly enough, its me-
dia advertisements stressed editorial con-
tent and subscription price. Nowhere in the
book was there any information intended
specifically for those interested in placing

NEWSPAPER
ADVERTISING ACENCY.

S. M. PETTENCILL & co.,

Dffices; Me, U0 Masmsanw Sirect, Nowr Tork, amd
10 Stave Bircet, Bestom.

Are the Agents for the Best and Most Widely Circulated Newspapers
throughout the United States and British Provinces, and they cre
REGUIARLY RECEIVED & FILED AT THEIR OFFICES,
where Subscriptions and Advertisements are taken for them. Mer-
chants and other Advertisers are respectfully invited to
call and examine Papers and Prices.

G5 The follawing Nutiees from first class papers, are selected from hundreds of
simwiur Notices from the voluntary testimoniale of the Prers:

ADVERTISING AGENTS.
The felluw

iz netices of the fiem of £ Prerexaint & Co, Adlvertising Agents
vk and Bostme We have been ool ing hasimess for this Birm for o e
ceate. il eni condially emdorse all that is said of them,  They are prompt
bl sretitlerien, and are wiorthy of the anteatinlel o fidener of the Press,

wnts. il nlwaxs settle prompt 'll-r o
n l!w county = Naroistocg Tihgovph

v The large aneunt --| ml-.m-h-g done
) eos BN, in the \\--t an-l South, remlers it neees=ary for the
Tatter 1o have zod amd veliable agents in that vity.  We anticipated at soe time,
owine o the Tanses el wntis Fandes esperienced, ta dispense with the servier of
agents altogetlor: but we! foand the diticultios arising from having oo agent
greater than tise seensioned by the Tarter, T this vmergeney it is -nn-fnﬂ»n-
1 e alile b tiral -,.m-vl wind relinhle agents, peo It anel avenrs e dnoall tansac-
thons, e rovgh gning !n-inu- wen. We have found sueh
For severnl years we huve tramsactel biciness with
om did they Tuil 1o meet oty all thelr engnpes
The satisfaction we huive experieneel oneselves io e business traneace
with these gentlomen, idnees us 1o acevnd 1o them this soluntary testim.
w tiat merit may be rewandel, med vor feivinds of the press may kave un
riuniEs ol ax alling themeselves of the same wlyantapes that we enjuy nml
I exprerienee hns vendersd ws ully eapatle of apprecinting.—omes
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toany of the |lh‘n whe are yeeking reliable ndvertisnng agents in New York—
Fitwluney G;
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Keveral yonrs' bsiness selutions with thew enaldes us o say, that they sre alike
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THE TRIBUNE FOR 1861.

PROSPECTUS.

TIE WEEKLY TRIBUNE is now in its XXth Vol-
ame.  During the past year, THE TRIBUNE bas Leen
oblizd v dovote quite a large proportivu of its space to
Politic=, but we shall heneefurth be able to limit our space
devoted to Politieal discussion, and devote most of our
columns to subjects of less intense. but more abiding in-
terest.  Awmong these, we moan to pay especial attention to

I. EDUCATIOIN.

The whele subject of Edueation, both Popular and
Generalwill be discisscd in our columns throughout the year
1851, and we hope o enlist in that dicuesion some of the
profiundest thinkers and the aldest iustruetors in our
country. It is atonee our bope and our resolve that the
cause of Education <hall reveive an impetus from the ex-
erticus of THE TRIBUNE in its bebalf during the year

1861.
II. AGRICULTURE.

We have heen compellod to restrict our elucidations of
thic great interest throngomt 1950, and ~hall endeavor to
atone therefore in 1861 Whatever diseovery, deduction,
demonstration i~ ealoalated v render the reward of labor
devoted to ealtivation more ample or wore certain, shall
reccive prompt and full artention.

III. MANUFACTURES, &C.

W hail every iuvention v cntorprise wherehy Ameri-
ean Capind wred Lader are artencted tooand advantazoonsly
cmpiensdinany b partcentof Maoteriring or Mechanical
Dudstey as o vl contribation o the Pullic Wil in-uring
ampler. stoelive more consoniont mere Femtnerating
miarkot= to the Farmer, with fuller canploment and better
wages to the Laberer. The Progeress of Mining, Iron-
making,  Steclauking, Clathoweaving, &, &, in our
conntry, atd the worll, shall be watched und reported by
us with an carnest and active sympathy.

IV. FOREIGN AFFAIRS.

We etuploy the best eorrespondonts in Londun, Paris,

Turin, Berlin, aud other European capitals, to travsmit us

m

early and accurate adrices of the great changes there silently
but certainly preparing.  In spite of the pressure of Do-
mestic Politics. our news from the Old World ix now varicd
and ample; but we shall have to render it more perfect
during the eventful year just before us.
V. HOME INEWS. - )

We employ regular paid corresp ndents in California,
at the Isthmus of Darien, in the Rocky Mountain Gold
Region, and wherever else they seem roisite.  From the
more accessible portions of vur vwn country, we derive our
information mainly from the maultifarious c.-rn-sj-uml-nu
of the Associated Press, from eur exclanges, and the ve-
casional letters of intellizent fricnds.  We aim toprint the
cheapest general newspaper, with the fullest and most
authentic summary of u<erul intellizence, that i< anywhere
afforded.  Hoping to * make cach day a eritic on the last,”
and priot a better and better paper from year to ydar, as
our means are steadily enlarsd through the gencrous co.
operatior of vur many well-wishers, we solicit and shall
labor to deserve a continuance of publie favor.

TERMS.

DATILY TRIBUNE (B8R issucs per aonum) . .,... . N6
SEMIWEEKLY (10} .. .. .. ).......=n3

WEEKLY (1 R Ty
TO CLUBS—Sen:t Nl s twe copies for =3, live
for 811 BF, ten copies oo address for S20, and any

larzer number at the latter rate. Fora cluboof twenty. an
oxtra copy will he <ent. For a clubiot forry, we send THE
DAILY TRIBUNE gratis wne year. -

Weekly: Three copivs tor 8eJ, five copivs fur 88, ten
for 81, and any larzer numlber at the rae of S0 20
each per annum, the paper o be addressed 1o vach aub-
seribier.  To elubs of twenry, we semd an extra vy,

Twenty copivs fowne vod Zvas for S20, with one extra
to him whe sctils ns the elub, For clubs of forty we ~end
one copy of The Seni-Weokly Tribnne.  For each elub of
one hundred, THE DALLY TRIBUNE will be scut gratis
one year.

faymont always in advance.  Addross

TUE TRIBUNE, No. 154 Nussau st., New York.

!
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advertising. (See the “Prospectus” of the
New York Tribune, Figure I11-5.) Like the
preceding directory, this publication does
not appear to have been repeated on a regu-
lar basis. No other efforts at directory pub-
lication seem to have occurred until 1869,
when there appeared Rowell's American
Newspaper Directory, the title page of
which is shown in Figure III-6.

Rowell’s publication was apparently the
first directory to be designed as a service to
advertisers and the first to be published on
a regular basis. It continued as an annual or
a quarterly (as a quarterly from January
1878 to October 1879 and from June 1897
to December 1901, otherwise as an annual)
under the same name until 1908, when it
merged with another directory, The Amer-
ican Newspaper Annual, which had been
published by N. W. Ayer and Son since
1883. The consolidated directory was con-
tinued after 1908 with the title American
Newspaper and Directory (now N. W. Ayer
and Son’s Directory of Newspapers and
Periodicals).

Rowell’s account of his difficulty in ob-
taining accurate media information and his
motives for compiling and publishing his
directory is contained in the preface to the
first edition (1869), reproduced in Figure
III-7. It indicates that he, like the publish-
ers of the two previous efforts, was largely
unsuccessful in obtaining the cooperation
of newspaper publishers. In addition, the
preface provides a valuable commentary
on advertising conditions and practices of
the day, on the “service” character of the

GEO. P. ROWELL & CO'S

AMERICAN

- NEWSPAPER DIRECTORY,

CUNTAINING

ACCURATE LISTS OF ALL THE NEWSPAPMERS AND PERIODICALS
PUMISHED IN THE USITED STATES AND TERRITORIES,
AND THE  DOMINtON  OF CANADA, AND HBRITISH

COLUNIES 0F NORTH AMERICA;

A DESCRIPTION OF THE TOWNS AND CITIES IN WIICH THEY

1 TOOLTHER WITH
1 ARE PUBLISHED.

Fow York:
GEO. P. ROWELL & CO., Publishers & Newspaper Advertising Agents,
B0 FPARK DOW.

1569,
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Rowell agency, and on the missionary zeal
of its founder. These were all aspects of a
special quality of the founder—a quality
that, more than any other, helped Rowell’s
agency grow to prominence in only four
years, i.e., his concept of agency responsi-
bility to advertisers.

As indicated in its preface, the Rowell
Directory was intended as an annual sup-
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plement to another Rowell publication, The
Advertisers’ Gazette. Initiated by Rowell
in November 1866 as a monthly publica-
tion, the Gazette carried in each issue a list
of newspapers for a different geographic
section of the United States, “until every
state had appeared, together with new
newspapers, consolidations, suspensions,
changes, removals, etc.” * These lists, after-
ward printed in pamphlet form, “secured
a large sale among advertisers, and ob-

31. George P. Rowell, American Newspaper Direc-

tory (New York: George P. Rowell and Company,
1869), Preface.

tained no little notoriety.” ** The latter
arose from the fact that until this time
newspaper agents had considered their lists
part of their stock in trade, something to be
guarded carefully and not to be shared with
advertisers.*

The lists in Rowell’s Gazette gave only
the media name and the place of publica-
tion, however, and there proved to be a
strong demand for further information. En-
couraged by the response, Rowell distrib-
uted more than 5,000 information blanks to

32. Ibid.
33. Presbrey, p. 275.



publishers “with a particular request that
they be filled out and returned, in order
that their papers might be properly pre-
sented in the forthcoming directory,” ** but
fewer than 500 replies were received. (See

EXPLANATIONS.
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Figure I1I-8 for the questionnaire used by
Rowell when compiling the 1873 Direc-
tory.) He next placed the task in the hands
of a full-time editor, the eventual result of
whose labors was the 1869 Directory.

34. Ibid.

As indicated by its “Contents” (Figure
I11-9), the 1869 Directory consists of a list-
ing of publications, classified by place of
origin, together with “a description of the
towns and cities in which they are pub-
lished.” ® Media information included fre-
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quency of publication, page size, subscrip-
tion price, date of establishment, editor,
publisher, office address, and, perhaps most
important of all, “claimed” circulation. The
distress of the agents at having Rowell pub-
lish a complete newspaper directory was,

35. Ibid.



for reasons that have been noted, rather
great. This was as nothing, however, com-

pared to the anguish of publishers:

But criticism from agents was a wee small
sound compared with the thunder of denun-
ciation that came from newspapers that found
their circulation ratings in the directory were
much below their own claims. With each an-
nual republication of the directory through the
years there was a new storm of violent dissent
from newspaper publishers.?®

Beginning with the 1870 quarterly issues,
publishers were encouraged to supplement
the brief standard listings, at a fee, and
such material was italicized to distinguish
it from the editorial matter. In addition,
publishers’ advertisements were solicited
and, judging from the fact that even the first
volume (1869) carried 130 pages of adver-
tising, as opposed to 222 pages of editorial
matter, Rowell’s Directory was an imme-
diate financial success. The 1870 Directory
was supplemented by the American News-
paper Rate-Book, “containing advertising
rates of leading newspapers arranged with
an index for the convenience of advertis-
ers.” *" Actually this was not a rate book in
the present sense, for the rate information
was entirely contained in advertisements
similar to the one shown in Figure III-10.
The Rate-Book was subsequently combined
with the Directory, and by 1873 the volume
of media advertising had grown to 332
pages as compared with 264 pages of edi-
torial matter. It is of interest that during

36. Presbrey, p. 275.
37. Rowell, 1870, frontispiece.
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most of its existence the Directory adhered
to this scheme of providing rate informa-
tion only through paid advertisements.
Other service features added as the Di-
rectory developed were state market maps,
census data, the placement of publishers’
advertisements adjacent to specific listings,
and an indication of the “quality” of the cir-
culation. The latter feature was introduced



in 1889 and purported to designate papers
“which circulate among a prosperous class,
possess a high proportion of paid-up sub-
scribers [and have] a long-established hold
upon the community.” ** It was said that the
combination of these attributes would in
all probability cause advertisers to “value
this paper more for the class and quality of
its circulation than for the mere number of
copies printed.” ** Papers that met the Di-
rectory’s quality criteria were designated by
a “bull’s eye” (©). This and similar efforts
to obtain and appraise circulation data con-
tinued during the entire 40 years of the
Directory’s publication. From the begin-
ning they incurred the hostility of many
publishers, making it difficult to solicit their
advertising. Illustrative of the problems
confronting the Directory’s editors is this
correspondence with Rowell’s advertising
manager for the 1898 issue:

The manager of the Telegraph (Daily Tele-
graph, Nashua, N.H.) wrote again to the ad-
vertising manager of The American Newspaper
Directory thus:

I would like to know what rating you are
going to give us in the December edition of
the American Newspaper Directory. We in-
formed you that our circulation was 3,200
daily and 1,800 weekly, and I see you have
given us an “I” rating (exceeding 1,000 cir-
culation). I can see no reason why you should
not give us the “H” rating (exceeding 2,250
circulation). Now, if we cannot have a just
rating in the Directory, it will not be of any
advantage to us to place an ad in the same. I
want to know what you propose to do about

38. Rowell, 1898, p. 9.
39. Ibid.

it, and I want it in black and white. If we are
not to have a just rating, I will cancel all con-
sideration that 1 have made with you in this
matter.*

At the same time that the Directory’s edi-
tors were endeavoring to improve the qual-
ity of the information that it carried, the
Directory’s advertising volume was steadily
declining. By 1898 the major metropolitan
newspapers, formerly the principal adver-
tisers, had withdrawn en masse in what ap-
pears to have been a virtual boycott. It
seems probable that this abandonment of
the Directory was the result of Rowell’s mis-
sionary zeal in seeking to report accurate
circulation data and to rate publications ac-
cording to quality standards. Withdrawal of
advertisements was a serious matter for the
Directory, not only because of the loss of
advertising revenue but because subscribers
missed the supplementary media and mar-
ket information carried in the advertise-
ments, especially advertising rates. In spite
of these difficulties the Directory survived
until 1908, and there is little doubt that
Rowell’s pioneer efforts to provide adver-
tisers with media-market information, cir-
culation data, and quality ratings consti-
tuted a tremendous contribution to the ad-
vertising profession and, though somewhat
less directly, to publishers of advertising
media.

Moreover, the Directory was not Rowell’s
only pioneer contribution to advertising
publication. It will be recalled that the

40. Rowell, 1898, p. 1,342.



agency had begun to publish The Advertis-
ers’ Gazette prior to 1869,

an advertising sheet . . . devoted to informa-
tion of interest to advertisers; containing the
experience of successful advertisers, together
with hints and instructions which will enable
inexperienced persons to avoid expenditures
which will not prove remunerative; also, a
catalogue of newspapers which are especially
recommended to advertisers as giving the
greatest circulation, value and influence in
proportion to the prices charged.*!

Rowell also published The American
Newspaper Reporter and Printers’ Gazette
(1871-88), a weekly house organ distrib-
uted to more than 7,000 publishers and
printers,*” and The Reporter, which in 1888
was succeeded by Printers’ Ink,* a journal
devoted to the “art of advertising” and ad-
dressed to “advertisers, and not newspaper-
men.” * The new journal quickly became
the outstanding trade publication in the ad-
vertising field and did much to raise the
status of advertising.

[Printers” Ink] constitutes the largest single in-
fluence for betterment of methods and the
spread of information on every phase of adver-

tising . . . Printers’ Ink is George P. Rowell’s
monument,*®

If imitation is the surest proof of success,
then Rowell’s 1869 Directory must indeed
be judged to have scored a “bull’s eye.” The
first such recognition came within a year
with the Advertiser’s Hand-Book, a publica-

41. Rowell, 1873, p. 159.

42. Rowell, 1873, p. 148.

43. Presbrey, pp. 276, 278.

44. Rowell, December 1898, p. 687.
45. Presbrey, p. 278.

tion of Rowell’s principal rival, S. M. Pet-
tengill and Company. Other agencies to
follow suit included C. A. Cook and Com-
pany, Chicago (United States Newspaper
Directory, 1876-1895); N. W. Ayer and
Son, Philadelphia (American Newspaper
Annual, 1880-1908, American Newspaper
Annual and Directory, 1909— ); Lord
and Thomas, New York (Pocket Directory
of the American Press, 1886-c1920);
Charles H. Fuller Company, Chicago (Ad-
vertisers Directory of Leading Publica-
tions, 1890-¢1920); H. W. Kastor and Sons,
St. Louis and Chicago (Kastor’s Newspaper
and Magazine Directory, 1895-1930); and
the Mahin Advertising Agency, Chicago
(Mahin’s Advertising Data Book, 1900-17).
(See Figure III-11.)

Early directories in other English-speak-
ing countries were The Newspaper Press
Directory and Advertisers Guide, 1846
(Benn Brothers, Limited, London, Eng-
land) and Lydiatt’s Book, 1914-30 (W. A.
Lydiatt, Toronto, Canada). Lydiatt’s Book
was outstanding in several respects and
was in many ways quite similar in form
to the early SRDS publications. It was
independent, i.e., not associated with any
advertising agency and, by comparison
with its contemporaries, exceptionally com-
plete.

All these directories had a common pur-
pose—to provide information useful in the
performance of the media-buying function.
They also had a similar format. Rates, me-
chanical data, and market information were
organized by states and by population cen-
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Ficure III-11

ters within states. The data were usually pre-
sented in a form resembling the conven-
tional newspaper column (Figure III-11).
A few publications, notably Lydiatt’s, used
a tabular form. The latter facilitated com-
parison of data for various publications but
was more expensive to set and was less flex-
ible because of the difficulty of varying the
amount and type of information supplied.

It is evident that each publisher was con-
tinually searching for additional services
which would make his book more popular.
Supplementary market data, maps, studies
of rate trends, and advice regarding the
preparation of copy for the printer were
among the types of editorial matter in-

cluded.

As already noted, an important or even
critical aspect of these directories was the
advertising they carried. As early as 1878,
it will be recalled, Rowell’s Directory con-
tained 332 full pages of publisher advertis-
ing in its total of 596 pages. Much of this
advertising had been “purchased” from
Rowell’s agency by granting that agency
rights to advertising space in the purchas-
er's publication. This exchanging of news-
paper space for directory space was a com-
mon practice from 1869 to 1917, since all
the publications were either directly or in-
directly owned and operated by advertising
agencies. The typical attitude of publishers
toward such directories is suggested by a
comment which Jason Rogers, publisher of
the New York Globe, made in 1919:

The so-called newspaper directory, the first
of which to become an important factor being
Rowell’s (N. W. Ayer’s American Newspaper
Directory), was a source of annoyance to pub-
lishers and a means of graft for the advertising
agents. Every year the publishers were urged
to take a page in the directories at high rates,
to be deducted from business given them.

The agents in many cases went so far as
openly to state that they would give prefer-
ence to the papers giving business to their di-
rectories. This, of course, caused resentment
among the newspapers, which refused to be
blackmailed, and advertisers, whose money
was spent to feather the agents’ nests and not
where it would do the advertiser the most
good.*

Nor does Rogers’ experience as a pub-
lisher seem to have caused him to overstate
the case against agency directories. Frank

46. Rogers, p. 46.



Presbrey, himself in the agency business,
speaking of earlier advertising practices be-
fore the seventh annual convention of the
Associated Advertising Clubs of America
in 1911, said:

When the time [for advertising agencies]

to settle with the publishers came around, the
majority of publishers were lucky if they got
much except type, ink, or pages in some news-
paper directory.*’
Presbrey’s reference to agencies’ paying
publishers in type or ink reflects another
agency practice that was nearly universal
prior to 1900—the sale of printers’ supplies.
Some large agencies, such as Rowell and
Ayer, even owned manufacturing facilities
for type, ink, or other printers’ items. Fre-
quently agencies exerted pressure on pub-
lishers to purchase these items or to accept
them in lieu of cash payment.*®

The strength of publishers’ antagonism
toward newspaper directories is also indi-
cated by the fact that the eminently re-
spectable agency of N. W. Ayer and Son
entirely eliminated advertising from its di-
rectory in 1914 in an effort to avoid criti-
cism.” While such drastic action may have
been successful in removing the stigma at-
tached to a directory published by an
agency (or the subsidiary of an agency),
it was taken at the expense of a consider-

47. Proceedings of the Seventh Annual Convention

of the Associated Advertising Clubs of America, 1911,
p- 188.

48. Hower, p. 84; Rowell’s Directory, 1873, pp.
584, 594,

49. Hower, p. 86.

able loss in revenue and could not fail to
affect the variety and quality of services
rendered by the publication.

The foregoing account suggests that
agency-sponsored directories of newspapers
and periodicals were a prominent aspect of
the advertising scene in the United States
for nearly a half century following 1869.
Also clear is the fact that these sources of
media information labored under distinct
disadvantages. One was the ubiquitous
agency sponsorship, which was viewed with
a jaundiced eye by publishers. A second dis-
advantage was that publishers gave consid-
erably less than full cooperation with re-
spect to requests for circulation statements,
advertising rates, and other data essential
to the media-buying function. With the ad-
vent of the ABC (1914) and with some
progress toward stabilized advertising rates
and standardized rate cards, the stage was
set for a new type of service—a service that
would not be the pawn of some advertising
agency or other special-interest group and
that could have as its primary objective the
provision of complete, timely, and accurate
media information to purchasers of adver-
tising space.

The Beginning of Independent Media
Services.—Less than three years after the
inauguration of the ABC, a new type of
media service, Barbour’s Advertising Rate
Sheets, came into being. Its founder, Justin
F. Barbour, had seen the need for the serv-
ice while employed as a space buyer by the
agency of Husband and Thomas, Chicago.
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Ficure III-12

Part of my work involved the use of rate subscriptions. As we received new rate cards,
cards. It was here that I first realized the need we added to the scope of our service.*
for complete, up-to-date files. At this time the
cards had no uniform arrangement for the in- In addition to the information supplied

formation essential to the space buyer. I con-
ceived the idea of a uniform arrangement of
information on letter-sized paper that could

by the publisher’s rate card, Barbour added
population data, retail sales, and other

[ (AT Y o 8 o e vy P quantitative material likely to be of use to
this, all that was necessary was to gather the the media buyer (Figu.r(? I11-12). More-
rate cards and rearrange the information so over, Barbour’s Advertising Rate Sheets
that it was standardized. were always current. Each month publish-

The service started sometime in the latter

part qf 1916. By 1917 we had Organized suffi- 50. Interview with Justin F. Barbour, Barbour’s
cient information to commence filling the early Investment Service, April 8, 1958.



ers were asked to review a copy of the rate
sheet for accuracy, and new copies were
sent to each subscriber, to be placed in his
loose-leaf binder, as often as changes in
rates or other vital data occurred. As a
check on the publishers (who sometimes
were not at all cooperative), Barbour also
arranged to receive notices of rate changes
from space buyers in several large advertis-
ing agencies.

Beginning with the newspaper section,
Barbour’s service expanded, so that by the
end of 1918 it included a magazine, a farm
paper, and a trade paper section. To pre-
serve its independence, and to avoid the
stigma attached to the newspaper direc-
tories, no advertising was accepted, sub-
scription revenue being the sole source of
income. The cost to subscribers was there-
fore quite high, being initially set at $50
semiannually. As shown in the table below,

BARBOUR'S ADVERTISING RATE SHEETS NEW SUBSCRIPTIONS®
(Primarily ot Six Months' Duration)

Month, No, ot Month, No. of Month, No. of

1918 Subncriptions 1918 Subscriptians 1919 Subscriptions
JANUARY o JuLy 19 JANUARY 41
FEBRUARY 10 AUGUST 13 FEBRUARY 32
MARCH 5 SEPTEMBER 11 MARCH 53
APRIL 5 OCTOBER 12 APRIL 40
MAY 2 NOVEMBER 33 MAY 45
JUNE v DECEMBER 23 JUNEY 31

TOTALS 60 l 11 I 242

*Hource: Cash Joutnul fae 1917-19, Barbour's Advertising Rete Sheeta: from the
fiies af Standard Hate and Data Servioe

ncsudes & dvance paymant from Fractar and Calller Advertising Agency.
Cincinnat), Ohlo.

Ficure III-13

Barbour’s subscribers as of June 1919, the
date when SRDS entered the field, num-
bered approximately 250, most of them
large advertising agencies.

Although the service conceived by Bott-
hof and Beirnes was not identical with that
of Barbour, the two were sufficiently similar
to create a rivalry, and it was to be expected
that struggle for supremacy would ensue. In
this struggle Barbour had the advantage of
priority and an entrenched position with in-
fluential agencies. Furthermore, Barbour’s
subscription list in June 1919, though not
large in relation to the potential market (ap-
proximately 1,000 advertising agencies plus
newspaper representatives, national adver-
tisers, and large publishers), had a record
of steady growth and had been subscribed
to by virtually all the members of the 4-A’s.
While Barbour’s company did have certain
pressing financial difficulties—as of early
1919 it had not yet reached the break-even
point in its operations—this fact was not
known to Botthof and Beirnes at the time
that they launched SRDS.

All things considered, then, it was natural
for the managements of SRDS and Bar-
bour’s Advertising Rate Sheets to regard
one another with a keen sense of competi-
tion. Almost from the outset, it had the
character of a struggle from which only one
would survive.



IN OctoBer 1918, Walter Botthof and Al
Beirnes began an enthusiastic canvass of
possibilities for starting their own business.
It was to be more complete—in both num-
ber of media listings and the information
provided for each publication—than Stalk-
er’s Universal Rate Sheet and was to include
business magazines in addition to the news-
papers, farm papers, and consumer maga-
zines listed by Stalker. An early step was
the preparation of a rough layout, or
“dummy,” to see how the data for the vari-
ous media might be organized. Convinced
that the information could be presented
satisfactorily, they turned their attention to
the knotty problem of getting the new busi-
ness under way.

During October, November, and Decem-
ber these efforts were conducted on a part-

time basis, since each of the men was con-
tinuing in his current position—Beirnes
with Stalker and Botthof with Payne. Then,
in January 1919, G. Logan Payne went to
California to recover from an illness and
asked Botthof to come to Chicago to run
that office in addition to the Detroit opera-
tion. Although this event complicated their
affairs, Botthof and Beirnes were able to
complete a rough outline of a proposed
quarterly publication. The planned cover-
age—daily newspapers, agricultural papers,
general magazines, and business journals—
would probably require some 3,000 tabu-
lated listings, each of which would run the
width of two pages. At approximately 100
listings per double-page spread, the publi-
cation would contain 60 pages. With type-
setting costs estimated at $40 a page and



printing costs at $2,500 for an issue of 1,000
copies, the expense of publishing the first
issue, exclusive of editorial and other costs,
would be nearly $5,000. To this would be
added the cost of organizing the business,
gathering the data, the editorial work in-
volved in getting out the first issue, postage,
and sales expenses. Editorial work and
printing charges for the three succeeding
quarters were estimated at $2,500 per issue,
or $12,500 for the first year ($5,000 for the
first issue plus $7,500 for the remainder).
General selling and administrative expenses
were estimated at an amount equal to pub-
lication costs, making $25,000 the estimated
cost of the first year’s publication. This
would be met, the partners thought, by
some 600 subscriptions at $15 each ($9,-
000), plus advertising revenue averaging
$4,000 per issue. Any revenue from sub-
scriptions or advertising in excess of these
amounts would represent profit. A rough
cash budget suggested that about $10,000
in capital would see the company through
its first year.

These plans were impressive to their cre-
ators, but by December they had not yet
raised any outside funds for the new busi-
ness. Neither Botthof nor Beirnes had a
clear idea of how to go about obtaining
$10,000 in capital. Personal assets that
might be used as collateral were negligible.
Their families were of modest means, and
their close acquaintances, other than men
met in the ordinary conduct of business, did
not include persons of more than moderate
wealth. Yet, as is usually the case, the two

young men did turn first to their close ac-
quaintances and friends. The results were
not auspicious. Botthof recalls:

In spite of my great faith in the success of
the venture upon which we were to embark
and in spite of my confident belief that I could
convince others of the need for such a service
and its profit potentialities, instead of financial
support I received a lot of free advice: “It’ll
never work.” “You have a good job. Why take
a chance?” “You're foolish. I wouldn’t put any
money into it.” These and similar remarks by
some of my old friends of that day have since
been recalled by some of the persons who
made them. Later they sang a song of regret:
“What a fool I was!”

When Botthof discussed his trials and
tribulations with his family, his sister and
his father-in-law offered to invest small
amounts, the former $300 and the latter
$500. But these offers Botthof did not wish
to accept because they would represent an
investment not in the idea of the new serv-
ice but rather in Botthof himself. Funds
received under such circumstances, he rea-
soned, would be a worry. He knew his fam-
ily could ill afford to lose the money. Per-
haps their investments could be accepted
later if outsiders came in, but not now. It
was decided, therefore, that Beirnes would
join Botthof in Chicago in January 1919
and that the two would call on various busi-
nessmen of Botthof’s acquaintance in an
attempt to obtain financial support. The re-
sults of two days of interviewing, however,
were uniformly disappointing.

With their Chicago contacts fairly well
exhausted, the partners decided to place a



classified ad in the Chicago Tribune. Bott-
hof describes the results:

We got a few replies, and everybody who
responded (they were all strangers to us) did
have money to invest. But they wanted either
to control the business or to own it outright.
So our second brilliant idea for financing the
venture fizzled out, and we were back where
we started, although perhaps a little wiser.

It was at this low ebb in their fortunes
that Max Hammel, promotion manager of
the Terre Haute, Indiana, Tribune, called at
the G. Logan Payne office. Botthof received
him, thinking that he was there on a regu-
lar business visit in the interest of the Trib-
une. But it developed during the conversa-
tion that Hammel was about to retire, and
the meeting proved to be most fortuitous:

Although I had never met Mr. Hammel be-
fore, there had developed between us a feeling
of mutual respect based upon the kind of rep-
resentation I had given the Terre Haute Trib-
une through my Detroit office and on the kind
of local service he had rendered as an aid to
my getting quite a number of contracts for
the paper. We got into a broad discussion of
personal ambitions. I revealed to him that I
too planned to resign from my present posi-
tion, but, of course, instead of retiring I was
going to embark on a business venture of my
own.

G. Logan Payne’s office, with a lot of other
people around, was not the place to discuss
this kind of a subject, so he invited me over
to his room in the Grant Hotel, where we
could talk freely. He inquired about my finan-
cial status and my family life in general. This
brought out the fact that my bank balance was
nothing to boast about and that I had a wife
and two children to support.

Right or wrong, he made this statement to
me: “Do you realize, Walter, that 93 per cent
of all the people who go into business fail?”
The thought of failure was the thing farthest
removed from my mind. Like most young peo-
ple with ambition and great faith in an idea,
I could think only of success. And fortunately,
though lacking broad experience in the busi-
ness world, I did possess a tremendous amount
of energy, enthusiasm and faith. Hard work
would be no barrier to ultimate success in my
make-up.

In the course of this intimate discussion, Mr.
Hammel suddenly stood up, took off his coat
and vest, put them on a chair, loosened his
belt, dropped his trousers to the floor, and
stood before me in his long underwear. Then
to my continued amazement, he raised his
shirt and exposed a wide belt around his waist.
This belt, I noticed immediately, had numer-
ous pockets in it. He unsnapped one of these
and drew out a roll of $1,000 bills. He removed
one bill and replaced the rest.

Then Mr. Hammel restored his trousers, sat
down, and began to tell me a little story. As
best I can recall, it ran something like this:

“Walter, you have a wife and two children
who must be maintained from week to week,
and you have no money in the bank. Have you
any idea, after you resign your position with
the G. Logan Payne Company, how long it will
be before you have a steady source of income
in this new business? Do you realize that no
matter how hard you are willing to work or
how good your idea may be, your very down-
fall—your failure—could result from the fact
that you have no means of keeping the wolf
from the door in the interim?”

I was not sure that I had given that too much
thought.

He then said to me: “You are going to need
a little bank account, and I want you to take
this thousand dollars and remember the part



that Max Hammel played in your success. I
believe in your idea. I believe in you, and I
believe you will succeed, but you will need
some money to carry you over.”

I was almost speechless. I could not believe
that anyone so far removed from my life could
have such faith in me.

I refused the money on the grounds that it
would bother my conscience and could actu-
ally hamper my success because I would be
constantly aware of the fact that I owed Mr.
Hammel $1,000. He actually pleaded with me
to take it, but when he realized that I meant
what I said, he reopened his belt pocket,
tucked the $1,000 bill away, opened another
one, and pulled out a $500 bill. After some fur-
ther but less determined objections, I finally
took the $500. This was a personal loan, but
nevertheless I subsequently sent him a stock
certificate for five shares of stock at $100 par
value as evidence of this indebtedness.

Mr. Hammel also told me, in the course of
our conversation, that he was going to set up
a small advertising agency in Los Angeles to
get his son started in business, and I assured
him he would always receive Standard Rate
and Data Service without charge. Incidentally,
he was the only subscriber in the history of
our business who has ever received the service
without paying the full price for it.

The sequel to this event was that after a
number of years, when we were ready to buy
out the minority stockholders—I believe it was
at the rate of four for one—I notified Mr.
Hammel and he immediately returned his
stock in exchange for a check for $2,000. He
explained then that he would not have ac-
cepted a check for an amount larger than the
amount he had given to me except for the fact
that he had had some financial reverses in the
interim.

In late February 1919 G. Logan Payne
returned to Chicago, and a somewhat en-
couraged Botthof went back to his post at
Payne’s Detroit office. A period of soul
searching and reappraisal followed, as the
result of which Botthof decided to burn his
bridges behind him. He notified Payne that
he intended to go into business for himself
and that a replacement at Detroit would be
needed within two months. Beirnes did the
same with Stalker. Now that the decisive
step was taken, the atmosphere around
them seemed to change. Perhaps the key
factor in their brightening prospects was
the response from Elmer E. Gallogly, presi-
dent of the Morse Advertising Company in
Detroit and proprietor of the Herpicide
Company, manufacturer of a widely adver-
tised “hair restorative.” Botthof reports that
through his work as G. Logan Payne’s news-
paper representative,

I not only cultivated their (the advertising
company’s) media buyer but also Mr. Gallogly
himself, and I had the feeling that he felt
kindly toward me—that he had “taken a shine
to me.” After my unsatisfactory experiences
with strangers, I finally decided I would turn
to men like Mr. Gallogly, men who I knew
were rather wealthy. I told him my story, and
I told him that I wanted to sell a 50 per cent
interest in the business. As a matter of fact, it
could be that as a naive youngster I may fool-
ishly even have said 51 per cent. I don’t know
how much money I would have expected for
a 50 per cent interest because there was still
no company as such, but there was a lot of
value in the money I wanted from him.

Fortunately Mr. Gallogly was an honest



man. When I was through, he said to me,
“Now, young man, you don’t want to sell me
a 30 per cent interest in your business for any
amount of money I might give you. Perhaps
I couldn’t buy it, perhaps I wouldn’t want to
buy it, but you've been a hard-working chap.
I've admired you, and you ought to get your-
self set up in your own business.”

Without much further ado he touched a but-
ton. His secretary came in, and he said to her,
“Make out a check to Walter Botthof for
$2,000.” Of course I was flabbergasted. That
sum looked big to me, and I figured it would
carry us for quite some time. So I took the
$2,000, expressed my thanks overflowingly,
and said to him, “Now, Mr. Gallogly, you will
want some evidence of your loan, so as soon
as we have incorporated I'm going to send you
a stock certificate, evidencing this loan, in the
amount of 20 shares at $100 par value.” He
said to me, “Young man, I didn’t ask you for
any evidence of your indebtedness to me. You
came to me with a story. You wanted some
help. I've given it to you. When you can pay
it back, you pay it back. That’s all I ask.”

Gallogly was equally magnanimous a few
years later when the interest of the minority
stockholders was bought out. He had re-
fused to accept either the stock set aside for
him or the dividends declared thereon.
When the other stock was being retired,
therefore, Walter Botthof proudly called
on Gallogly in Detroit with two checks, one
for $2,000 and one for interest at 6 per cent.

Mr. Gallogly thanked me for my honesty,
and then asked, “What is the other check?”
When 1 told him that this was the interest his
money had earned, he tore the check into bits
and put them into my hand, saying, in effect,
“Perhaps the greatest glory we get out of life

is that which comes from helping others, with
no thought of reward.”

But even Gallogly’s grand contribution
was overshadowed by the next event—the
enlistment of support from several men con-
nected with Detroit Saturday Night, a
weekly publication. Since G. Logan Payne
represented Detroit Saturday Night, Bott-
hof had met its business manager, Fred C.
Veon, soon after coming to that city. Veon
had been most helpful in giving him point-
ers on selling space, and they had become
good friends. It was largely through Veon’s
good offices that two other men on the pa-
per—H. L. Nimmo, publisher and editor,
and E. C. Cox, secretary and treasurer, be-
came interested in helping Botthof and
Beirnes. Besides subscribing for a combined
total of $2,250 in stock, these men provided
office space in the Saturday Night Building
in Detroit and an introduction to J. J. Coul-
ter, manager of the Saturday Night Press,
a typesetting and printing establishment in
which Nimmo had a substantial financial
interest. The Saturday Night group thus
provided assurance of funds, office space,
publishing know-how, and a printer.
Clearly, their support was of great impor-
tance to the two struggling entrepreneurs.

Close friends and relatives of Botthof also
pledged modest sums, and the total cash
advanced or pledged grew to some $5,000
by March 1919. (See Figure IV-1 for a list
of the company’s stock acquisitions.) On
the advice of John Shields, the new com-
pany’s attorney, and Frank J. Heydon, a



STOCK ACQUISITIONS OF THE B. & B. SERVICE CORPORATION
February 1919 July 1919*

STOCK
SUBSCRIPTION
NAME IDENTIFICATION
AMOUNT  DATE
CHARLES K, BARTOW AUDITOR, MERCHANTS NATIONAL
BANK OF DETROIT $ 10000 4/3
CHARLES K, BARTOW 5000 6/17
CHARLES K. BARTOW 50.00 7/12
ALVIN E BEIRNES B AND 8 SERVICE CORPORATION 500,00 2/12
WALTER E BOTTHOF 8 AND B SERVICE CORPORATION 50000 2/12
EDGAR C. COX SECRETARY-TREASURER, DETROIT
SATURDAY NIGHT 50000 3/18
EDGAR C. COX S0000 7726
JANE DEMPSEY B AND B SERVICE CORPORATION 50000 6/3
ELMER E. GALLOGLY PRESIDENT, MORSE
ADVERTISING, DETROIT 25000 3/2%
MAX J. HAMMEL PROMOTION MANAGER, TERRE
HAUTE TRIBUNE 25000 2724
FRANK ). HEYDON LAWYER, DETROIT 9610 314
M. LAURY MOTHER IN.LAW OF
WALTER BOTTHOF 20308 2124
M. LAURY 20000 &9
ELSA MOSS SISTER OF WALTER BOTTHOF 15000 2724
HARRY M. NIMMO PRESIDENT AND EDITOR,
DETROIT SATURDAY NIGHT 1,00000 6/3
GLORGE W. RIDENOUR, M.D ACQUAINTANCE OF
WALTER BOTTHOF 19180 313
GEORGE W. RIDENOUR, M.D 4906 314
GEORGE W. RIDENOUR, M.D, 25914 69
JOMN C. SHIELDS LAWYER, GENERAL ATTORNEY FOR
PERE MARQUETTE HAILWAY 25000 a/11
FRED C. VEON GENERAL MANAGER, DETROIY
SATURDAY NIGHT 25000 3724
TOTAL $5.940.15
*Sources: Cash Journal sng Minute Book. 1019, Standard Nate and Date Service Filng
Detroit City Directory, 1919,

member of a Detroit law firm, application
was now made to the state of Michigan for
a corporate charter. Capital stock was set at
$20,000, and 200 shares of stock, par value
$100, were authorized. Botthof and Beirnes
each subscribed to 100 shares, thus gaining
absolute control of the enterprise. The two
entrepreneurs then sold portions of their
holdings to the subscribers. These sales al-
lowed Botthof and Beirnes to make addi-
tional payments on their own subscriptions
and brought nearly $6,000 into the corpora-
tion by June 1919. The purpose of the cor-
poration was described as:

. . . the publication, circulation, sale, and
distribution of the Standard Rate and Data
Quarterly, a systematized compilation of ad-
vertising rates, circulation data, and general
advertising information, together with the sale
of advertising space therein.

The corporate charter was granted to the
B. and B. Service Corporation on February
14, 1919, and the first formal meeting was
held 10 days later. Botthof and Beirnes,
their wives, and F. ]J. Heydon were elected
temporary directors to fill the five positions
authorized by the charter. The first officers
and their annual salaries were Walter E.
Botthof, president, $5,200; Alvin E. Beirnes,
secretary-treasurer, $5,200; and J. J. Coul-
ter, assistant treasurer, $1. Coulter, “watch-
dog” for the interests of the Detroit Satur-
day Night group, had to countersign all dis-
bursements of the new company’s funds.

The initial phase of the business, that of
collecting and collating the basic statistical
information for the new service, could now
begin. This required that newspapers and
magazines throughout the nation submit to
the new service their rates, circulation state-
ments, mechanical requirements, and other
basic facts necessary to prepare an advertis-
ing schedule. Because of possible antici-
pation and duplication of their proposed
service by others, Botthof and Beirnes
thought it best to request the information
without divulging the true nature of their
interest. As a disguise they requested the
information on the letterhead of the then
unknown B. and B. Service Corporation
over the signature of a fictitious person, one



F. C. Long, and gave a Detroit post office
box as the return address.

The response to their more than 3,000 in-
quiries was greater than either Botthof or
Beirnes had anticipated. Not only were the
rate cards returned by the basketful, but
word of the wholesale request for rates by
the B. and B. Service Corporation and the
equally mysterious F. C. Long spread like
wildfire among newspaper and magazine
representatives. Thinking that a major ad-
vertiser must be collecting information for
a nation-wide promotional effort and desir-
ous of having their publications included in
the program, special representatives de-
scended on Detroit like a horde of hungry
wolves, only to find no trace of the quarry.
Forty years later Botthof recalled their re-
action vividly and with mixed feelings:

I had been a newspaper representative my-
self, and I knew what it meant to have a gen-
eral request of this kind reach the offices of
every newspaper publisher in the country. We
had anticipated that publishers would be burn-
ing up the wires to their representatives, spur-
ring them on to Detroit to obtain a full report
on this new advertiser. Nor were we unmind-
ful of the likely consequence when these repre-
sentatives reached Detroit only to find that
the B. and B. Service Corporation had used
a blind address and Mr. Long was not to be
found anywhere.

It was a calculated risk that we had to take,
for to have revealed our plans in advance
would have tipped our hand to Barbour and
Stalker. Moreover, premature disclosure of our
plans would have militated against us, since
it would be months before we would be ready
to make a formal announcement.

Once the official announcement was made
some months later, I became the unenviable
target of a lot of my friends and associates in
the representative business whose day of sat-
isfaction had finally arrived. Some of the epi-
thets fired in my direction were anything but
complimentary. Since this was to be expected
and since there was cause for their wrath,
the only basis for self-defense was a plea of
“guilty” supported by a logical statement of
the competitive situation as just set forth.

This proved to be a master stroke of strat-
egy, with all the psychological effects in our
favor. We did not think of it in terms of strat-
egy at the time. To pretend that we did
would be tantamount to a claim that we had
planned more scientifically than was actually
the case. In simple honesty I feel compelled
to say that we viewed the mailing of letters
asking for rates and other information as a ne-
cessity, the first step toward our ultimate ob-
jective, and in the absence of any strategy we
went about the task in the only way we knew
how.

For an office in which to process the in-
formation contained on these 3,000 rate
cards, Botthof’s close friend Fred Veon pre-
vailed upon H. M. Nimmo to donate space
in the warehousing section of the Saturday
Night Building (which also housed the De-
troit Saturday Night and the Saturday
Night Press). There, screened from view by
a temporary wall, in late April 1919, the
company’s first full-time employees, Miss
Jane Dempsey, Mrs. M. Beirnes, and later
Miss R. Fenton, began arranging the data in
tabular form.

In this same month—with a regular pay-
roll to meet, expenses of materials accumu-
lating, and their own employment with



Payne and Stalker, respectively, soon to
terminate—Botthof and Beirnes found their
financial outlook rather bleak. True, they
had a mass of rate cards, the contents of
which were being summarized and pre-
pared in tabular form ready for typesetting,
but the company’s bank account was down
to $748.40, and there remained several ma-
jor problems: soliciting subscriptions from
some 1,000 agencies throughout the coun-
try, selling advertising space, and, finally,
printing and distributing the first issue. The
first two of these tasks would require sub-
stantial time and travel expense if personal
selling effort was to be used as planned, and
the last would certainly involve several
thousands of dollars for typesetting alone.

During April and May, Botthof and
Beirnes continued in their respective jobs
with Payne and Stalker, devoting only eve-
nings and weekends to their new business.
It proved to be quite a struggle to do justice
to both the demands of their employers and
the joint venture. If anything, work on the
Service went forward more slowly than was
desirable, for neither wished to shirk his
primary responsibility. On June 1, this dual
role would be ended, but so would the only
assured income of either partner. Mid-May
found the end of the statistical work of the
B. and B. Service Corporation in sight. Be-
cause many changes in rates and other data
were occurring almost daily in so large a
list, it was imperative that the material be
put into print and distributed in the near
future. If publication were long delayed,
the accumulated changes would be so nu-

merous that they would tend to discredit
the new publication before it was fairly
begun.

As mentioned earlier, H. M. Nimmo, pub-
lisher of the Detroit Saturday Night, also
had a substantial interest in a typesetting
and printing service, the Saturday Night
Press, located in the Saturday Night Build-
ing. J. J. Coulter, general manager of the
Saturday Night Press, agreed to set type,
using the monotype process, on credit.

The setting of type for a statistical service
such as that planned by Botthof and Beirnes
was (and is) a very costly procedure. The
labor cost for setting numerical materials is
much greater than for an equivalent amount
of text material. Even in 1919 the materials,
labor, and overhead costs of the Saturday
Night Press amounted to some $300 for
each Standard Rate and Data Quarterly
“form,” i.e., the number of pages of type
contained in a rectangular steel or iron
frame (chase) into which the type and the
brass rules (horizontal dividers) for eight
pages were set, later to be locked and
placed on a press for printing. Much of this
expense was in the nature of a capital invest-
ment, however, because it was planned to
maintain the SRDQ pages in galley form,
making changes in rates and other data as
they occurred and re-using the unchanged
type matter in successive issues of the pub-
lication. The initial expense was therefore
quite high compared with the cost of sub-
sequent runs.

Coulter grew quite worried as the pieces
of type for the Service accumulated in his



print shop during early May 1919, especially
since new material continued to be sent
down daily from the small office behind the
partition on the third floor of the building.
Finally Coulter cornered Botthof and de-
manded to know what financial assurance
he and Beirnes would give. Botthof had
hoped this question would not arise, since
he and Beirnes had about exhausted their
meager financial resources and, if Coulter
should refuse to extend credit, they would
be at an impasse. Coulter could no longer
be put off, however, so Botthof proposed
that Coulter make up a dummy and pick
out six Detroit advertising agencies, saying,
“If I come back with six subscribers, will
you continue until we can publish the first
issue?” Coulter agreed to run the dummy,
selected six agencies, and Botthof was soon
on his way.

As Botthof recalls his first sales calls for
SRDQ, he was so confident of the value
of the publication in relation to its very
nominal subscription price ($15 a year, is-
sued quarterly) that he had no qualms or
misgivings whatever. His experience as ad-
vertising manager for the Peoria Transcript
—and especially as space salesman with
G. Logan Payne—had provided so much
evidence of the need for the proposed
SRDQ volume that he simply knew that
agency personnel not only could be con-
vinced of its merit but would actually wel-
come it. This is not an unusual state of mind
for an entrepreneur, of course. What is un-
usual is the fact that Botthof’s initial sales
experience confirmed his highly optimistic

feelings. Every sales call he made resulted
in a subscription, and within 24 hours he
presented Coulter with the evidence.
Since their last conversation, however,
Coulter had added another prerequisite—
evidence that advertisers would support the
new publication in sufficient volume to
make it pay. This was a very reasonable re-
quest. It was quite apparent that even if
half of the nation’s estimated 1,000 adver-
tising agencies subscribed at $15 a year, the
resulting income of $7,500 would not sup-
port the publication. Moreover, Botthof had
explained earlier that the major portion of
SRDQ revenue would have to come from
the sale of advertising space. Botthof was
just as confident of the advertising appeal of
the publication as of its appeal to subscrib-
ers, but he had thus far sold space to only
one publisher—none other than the Detroit
Saturday Night, which had taken the in-
side back cover at $100 for the first issue.
Coulter, thinking of the interest of Nimmo
and others of the Saturday Night Press in
the new venture, told Botthof that this was
not very convincing evidence. He did say,
however, that if a major metropolitan news-
paper, such as the Chicago Tribune, could
be sold, he would be quite favorably im-
pressed and would see the publication
through on a credit basis. Botthof was well
aware that, although the Chicago Tribune
had a large advertising budget and a policy
of purchasing back covers on business and
other publications, its advertising depart-
ment was also known for astute space buy-
ing. He could see, therefore, the logic of



Coulter’s request, and he could also see that
it would be a great advantage if, when call-
ing on other publishers, he could report that
SRDQ had in hand a substantial advertising
contract from the Chicago Tribune.

Arriving in Chicago, Botthof stopped in
to see his recent employer, G. Logan Payne,
at the latter’s request. After inquiring about
Botthof’s progress, Payne forecast failure
and urged him to rejoin the company. This
plea being of no avail, Payne asked about
Botthof’s immediate mission in Chicago
and, learning that he was about to call upon
the Chicago Tribune, offered to wager $10
that no sale of advertising would result.
Botthof accepted.

With this challenge to spur him on, Bott-
hof made his way to the Tribune Building
and into its advertising department. There
he discovered that he had a major sales
problem in simply identifying the proper
person to whom to present his story:

I didn’t know who the man was that I had to
see about advertising in the Standard Rate and
Data Quarterly. I merely took a shot in the dark
and called on someone in the advertising de-
partment who might get me off to a good start.
After hearing a part of my story he stopped me
and referred me to a second man. The same
thing happened with him. He referred me to a
third man. Same thing happened again. He re-
ferred me to a fourth man. I asked whether this
was a run-around, or words to that effect. I re-
call very distinctly that I was a little disturbed
over the fact that I was being sent from one to
another. This last gentleman said, “No, what
youTe trying to sell to us is something we
wouldn’t have the authority to buy. It’s some-
thing brand new, and you will have to talk to

Mr. James Cleary, the manager of our business
survey department.”

Botthof and Beirnes had previously
agreed that the asking price for the back
cover should be $250 for each of the quar-
terly issues. James Cleary listened to Bott-
hof’s entire presentation and then asked
what circulation SRDQ had to justify a
price of $250 for the back cover. Botthof
recalls:

I held up my hand, and he said, “What does
that mean—>500 or 5,000?” I said, “That means
just five.” I actually had six, but I used that
one-hand gesture to make my point. Then he
said I had a lot of nerve to ask such a price
when I could guarantee only five subscribers.
I then said it was actually six. “But,” I said,
“Mr. Cleary, you are buying a value for the
future, not for today. I have just started on
this idea. I really haven’t had time to get any
subscriptions, but I'm in Chicago today for the
first time to call on a lot of advertising agen-
cies, and before I leave here I will report my
success in getting subscriptions from these ad-
vertising agencies.”

He was very much interested in that, of
course, and in the report that I would be able
to make before I left town. It was really not
until I was about to leave that I appreciated
how fortunate I was in finding Mr. Cleary in
that position. As we parted, he said, “I have
often realized the value of a service such as
you propose, and have wondered when some-
one would come up with it.” Some days later,
when I was ready to leave town, I called
him on the phone and told him that I had sold
nine out of 10 advertising agencies I had called
on.

With that, Cleary agreed to take the back
cover for the remainder of the year at the



price asked, and Botthof reports feeling a
degree of elation seldom equaled in his
lifetime. Not only had a major advertiser
accepted the new publication virtually on
faith, but the Tribune had given SRDQ the
vote of confidence that would enable Bott-
hof confidently to solicit further advertise-
ments. As a major competitor, Justin Bar-
bour of Barbour’s Advertising Rate Sheets,
commented in an interview some 40 years
later (March 15, 1958), “There was a great
psychological advantage in having the ad-
vertising from the Tribune.” (See Figure
IV-2.)

The Thicago Tribnue
Dominates In Five Great States As
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It is interesting to note that when SRDQ
became a monthly publication in October
1919, a new contract for the back cover
was negotiated with the Chicago Tribune
for $2,400 a year, effective from January
1920. In what proved to be a farsighted
gesture, SRDQ published a Tribune adver-
tisement on the back covers of the Novem-
ber and December 1919 issues without
charge. This accommodation, which must
have seemed magnanimous at the time,
helped to build a long-term relationship,
one evidence of which is that the Chicago
Tribune has advertised on every back
cover of the SRDS newspaper book since
its first issue.

The high price, in relation to circulation,
that publishers were willing to pay for
space in the new SRDQ was based upon
Botthof’s explanation of the very selective
use expected of the publication. “It will
be referred to by exactly the right men, that
is, media buyers and other agency men in-
volved in the buying decision, at exactly
the right time, that is, when advertising
programs are being constructed.”

Following the successful sale of the back
cover in June 1919, very little time re-
mained to solicit subscriptions and adver-
tising for the first issue if it was to appear
as planned on July 1. Moreover, the part-
ners knew that the soliciting of subscrip-
tions would have to be given top priority
if SRDQ were to develop the broad base of
agency circulation that would cause ad-
ditional publishers to support the Service
with advertising. An extensive, nationwide,



personal sales campaign to obtain subscrip-
tions was impractical in view of the limited
time remaining and also the cost involved.
Direct-mail advertising was, therefore, de-
cided upon as the principal means of ob-
taining initial subscriptions to SRDQ. In
addition, Botthof went to New York, then
as now the center of the advertising world,
and called on advertising agencies up one

side of a street and down the other, selling
subscriptions and sandwiching in an oc-
casional call on publishers to sell advertis-
ing. Meanwhile Beirnes was striving to
keep abreast of the 1,000 and one factors
that attend the launching of any new pub-
lication—proofreading, subscription lists,
mailing arrangements, and so forth.

When Volume 1, Number 1 of Standard
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Rate and Data Quarterly went into the
mails on June 30, 1919, only 163 paid sub-
scriptions had actually been received. (See
Figure IV-3.) After publication, occasional
copies were also sent out to prospective
subscribers as samples, but the principal
means of selling advertising space and sub-
scriptions continued to be direct mail so-
licitations and Botthof’s personal calls.
The First Milestone.—With the mailing
of the first issue of SRDQ a notable mile-
stone in the history of the Service was
achieved. Two young men, virtually with-
out financial resources and with limited
managerial experience, had formed a com-
pany to publish a new and different service.
They had raised nearly $8,000 in capital,
collected and edited sufficient statistical
data to fill almost 70 pages of a portfolio-
sized magazine, sold some $2,800 worth
of subscriptions and advertising space prior
to publication, and printed and distributed
nearly 1,000 copies of their book. This was
a tremendous accomplishment; yet many
problems remained to be solved, problems

of a more serious nature, perhaps, than
those yet encountered.

As of June 30, 1919, the company’s ac-
counts payable amounted to $10,978.10;
its cash and receivables, only $2,445.70.
The bill of the Saturday Night Press for
setting and printing the first issue was
$5,428.78; the prorated revenue from the
first issue amounted to only $961 (163 sub-
scriptions at $15 each, divided by four
issues, and $1,400 in annual advertising
contracts, divided by four issues). It was
not difficult to perceive that the publication
depended for survival upon increasing both
sources of revenue, substantially and soon.
Moreover, the vote of the market place—
in the form of agency and publisher reac-
tion—was not in, and the reaction of com-
petitive publications or services was still
unknown. Small wonder, then, that as Bott-
hof and Beirnes celebrated the birth of
SRDQ on the night of June 30, 1919, their
thoughts lay with the future more than the
present.
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AvrTHOUGH the first issue of Standard Rate
and Data Quarterly was en route to its
subscribers in early July 1919, its creators,
Botthof and Beirnes, had no opportunity
to relax. Since the publication had fewer
than 200 subscribers and only two adver-
tisers, the earned revenue of the first issue
was extremely limited—only about $1,000,
or less than two fifths of the mechanical
costs of publication on a regular quarterly
basis (see Figure V-1). It was evident that
between July 1 and the closing date for the
October issue ways must be found to in-
crease radically both advertising and sub-
scription revenue. Because the value of the
publication as an advertising medium de-
pended on its subscriptions from media
buyers, it was particularly important that
the subscription list be greatly expanded

as soon as possible. The urgency of the
situation was made almost painfully clear
to Botthof and Beirnes by the company’s

current position—current liabilities of
PROJECTED STATEMENT OF INCOME AND EXPENSE
FOR ONE YEAR'S OPERATION FROM AUGUST, 1919
Basis: Quarterly versus Monthly
QUARTERLY PUBLICATION MONTHLY PUBLICATION
EXPEINSE
PER ISSUE TOTAL PER ISSUE TOTAL
PRINTING $2.000 £ 8,000 $2.000 4,000
EDITORIAL 2,500 10,000 1.000 *fz.ono
GENERAL ADMINISTRATION 1.25%0 5,000 500 6,000
SELLING 3,000 12,000 1.000 12,000
TOTAL EXPENSE $8,750 $35,000 $4,500 $54,000
INCOME
SUBSCRIPTIONS
1,000 AT $15 PER YEAR $3,750 $15.000
1,000 AT $30 PER YEAR $2.500 $30,000
ADVERTISING
4 PAGE, 25 INSERTIONS 1,500 6,000 1,500 i
($60 EACH) o
COVERS, & INSERTIONS 1.000 4,000 1,000 12,000
(5250 EACH)
TOTAL INCOME 6,250 $25,000 5,000 $60,000
NET GAIN OR LOSS $2.500 $10,000 5 S00 $ 6000
Ficure V-1



BOARD OF DIRECTORS
April 12, 1919—April 12, 1920

NAME

WALTER E. BOTTHOF

ALVIN E. BEIRNES

GEORGE W. RIDENOUR, M.D.
JOHN C. SHIELDS

F. C. VEON

PHYSICIAN
ATTORNEY

BUSINESS AFFILIATION

STANDARD RATE AND DATA SERVICE
STANDARD RATE AND DATA SERVICE

BUSINESS MANAGER, DETROIT
SATURDAY NIGHT

POSITION IN SRDS

PRESIDENT
SECRETARY-TREASURER
BOARD MEMBER
BOARD MEMBER
VICE-PRESIDENT

Ficure V-2

nearly $11,000 as opposed to current assets
of some $2,000.

The accounting records of the company
at this time and for the next several months
indicate that the financial risk in the success
of the new firm was being shared almost
equally between its principal creditor, the
Saturday Night Press, and the stockholders.
In light of this interest, it is not surprising
that Fred C. Veon, business manager of
Detroit Saturday Night, and J. J. Coulter,
manager of the Saturday Night Press, oc-
cupied key positions in the B. and B. Serv-
ice Corporation—Veon as vice-president
and director, Coulter as assistant treasurer.
(See Figure V-2.) Veon acted mainly in an
advisory capacity, a role in which his ex-
tensive publishing experience was of signifi-
cant assistance to Botthof and Beirnes.
Coulter’s position as assistant treasurer was
designed to give him control over the dis-
bursement of company funds. His signature
was required on all withdrawals from the
company’s bank accounts, thus assuring that

the interests of the Saturday Night group
would receive continuing consideration.

Even at this early date Botthof and
Beirnes had worked out a division of re-
sponsibility that reflected their respective
interests and talents. Botthof was respon-
sible for the sales function as well as the
presidency, Beirnes for the production and
financial operations. The two men consulted
on all policy questions. Since Botthof trav-
eled most of the time, Beirnes supervised
the routine sales correspondence and office
work, with suggestions from Botthof by
mail accompanying his reports of sales ef-
fort.

During the months of July and August
subscriptions were obtained at the rate of
about 40 per week, partly as a result of a
direct-mail campaign but more often be-
cause of Botthof’s personal sales efforts.
As a result, the subscription list rose to
nearly 850 by August 31 (see Figure V-3).
The pattern of subscriptions was quite en-
couraging in that a good response was



SUBSCRIPTION REVENUE 1919

MONTH ENDING SUBSCRIPTION REVENUE

JULY 31 $ 2,440.70
AUGUST 31 2,861.70
SEPTEMBER 30 1,540.25
OCTOBER 31 3,271.75
NOVEMBER 30 3,096.00
DECEMBER 31 2,773.25

TOTAL $15,983.65

Ficure V-3

received from national advertisers as well
as from agencies, but the volume was not
all that had been hoped for. This pattern
directly affected Botthof's effort to sell
additional advertising space. In calling
on potential advertisers, he found it ex-
tremely difficult to sell space at $60 per
issue for the “standard” SRDQ insertion
(the lower one third of a page) in a pub-
lication that still had a circulation of only
around 350, even though its list was com-
posed almost entirely of advertisers and
advertising agencies. When September
arrived it appeared that the October issue
would carry only six paid advertisements—
the original two (Chicago Tribune and
Detroit Saturday Night), plus three met-
ropolitan newspapers (Boston Herald,
Milwaukee Journal, and Philadelphia Bul-
letin) and one newspaper representative
(John Budd Company, New York City).

Indicated earned revenue for October
was $875 (Figure V-4) from display ad-
vertising and $1,200 from subscriptions—
compared with anticipated expenses of some
$8,000.

Two months after the publication of the

first issue, therefore, a review of the com-
pany’s prospects was not encouraging. Es-
timated eamed revenue stood at only one
fourth of prorated expenses, and a fourfold
expansion of both subscription and adver-
tising revenue would merely allow the strug-
gling firm to break even. Profits sufficient
to reduce the company’s obligations to a
reasonable level would probably not occur
until a 300 per cent increase in earned reve-
nue was achieved, and such an expansion
did not seem likely because of the limited
market for the new publication.

By this time, Botthof and Beirnes felt
their business was in need of expert assist-
ance in planning direct-mail solicitation
and other sales work, but neither was of
the opinion that they could afford such a
luxury. Then Botthof learned about Louis
A. Hebert of Chicago, a specialist in this
kind of work who served many successful
clients. Hebert was contacted immediately
and shortly thereafter was engaged to pre-
pare most of the company’s direct-mail
material.

In one of their early meetings with He-
bert, Botthof and Beirnes discussed increas-
ing the frequency of SRDQ’s publication.
Botthof had encountered many people who
felt that, in order to be of greatest service
to them, SRDQ should appear every month
instead of every three months, and similar
suggestions had been made in letters. He-
bert reacted enthusiastically to the idea,
saying that he felt it would be as easy to
sell 12 issues a year at $30 annually as four
at $15, and perhaps easier. Botthof and



ANALYSIS OF ADVERTISING REVENUE FOR 1919*

FRONT BACK INSIDE INSIDE HALF  FULL
ACCOUNTS COVER COVER FRONT BACK PAGE PAGE TOTAL

JuLy
CHICAGO DAILY TRIBUNE $250
DETROIT SATURDAY NIGHT $100

$350

OCTOBER
BOSTON HERALD $150
JOHN BUDD COMPANY, NEW YORK CITY $100
CHICAGO DAILY TRIBUNE $250
DETROIT SATURDAY NIGHT $100
MILWAUKEE JOURNAL $ 75
PHILADELPHIA BULLETIN $200

$875

NOVEMBER
JOHN BUDD COMPANY, NEW YORK CITY $ 90
CHICAGO DAILY TRIBUNE N.C.
DETROIT SATURDAY NIGHT $100
MILWAUKEE JOURNAL $ 75
NEW YORK AMERICAN $125
PHILADELPHIA BULLETIN $135
PRAIRIE FARMER $ 75
ST. LOUIS POST DISPATCH $150

$700

DECEMBER
AMERICAN FOOTWEAR MAGAZINE $100
JOHN BUDD COMPANY, NEW YORK CITY $ 90
CHICAGO DAILY TRIBUNE N.C.

CLEVELAND NEWS $100
DETROIT SATURDAY NIGHT $100

MILWAUKEE JOURNAL $ 75

NEW YORK GLOBE $100
PEOPLE'S HOME JOURNAL $100
PHILADELPHIA BULLETIN $135
PHOTOPLAY $100

RPAIRIE FARMER $100

ST. LOUIS POST DISPATCH $135
SUCCESSFUL FARMING $100

$1,235

TOTAL $3,160

*Source: Cash Journal, 1919. The initials *‘N.C."" in the table mean ‘‘No Charge.""

Ficure V-4



Beirnes then began to consider what the
financial results might be if they main-
tained the same advertising space rate per
issue and at the same time increased the
number of subscribers and advertisers by
some 200 per cent, as previously planned.

Extending these assumptions—that the
present subscription price of $15 for four
issues annually would be increased to $30
for 12 issues annually, that the space rate
would remain the same on a per-issue basis,
and that a 200 per cent increase in both ad-
vertising and subscription revenue could be
achieved—Botthof estimated that the same
number of annual subscriptions and the
same number of advertising insertions per
issue as would yield an annual loss of $10,-
000 with quarterly publication would yield
an annual profit of $6,000 with monthly
publication (see Figure V-1).

Supplementing the financial arguments
was the prospect of more timely service to
subscribers at relatively little extra cost to
either publisher or subscriber. It was al-
ready apparent that the October issue
would contain a large number of changes—
so many, in fact, that before it appeared
some 600 of the 3,500 listings in the July
issue might be out of date. This fact was al-
ready being capitalized upon by representa-
tives of Barbour’s Advertising Rate Sheets
who, Botthof recalls, were “going around
with a copy of our first issue all messed up
showing how many errors there were in our
service.”

The name of the publication was to be
changed from Standard Rate and Data

Quarterly to Standard Rate and Data Serv-
ice concurrently with the shift to a monthly
basis, which would be effective with the
November 1919 issue.

The final decision was made in early Sep-
tember, thereby creating an even more
pressing need for aggressive sales effort.
Not only would the drive for new subscrip-
tions and advertising have to be continued,
but present subscribers and advertisers
would have to be notified of the change
and, if possible, persuaded to accept it. To
accomplish the much-needed expansion of
the direct selling effort, Botthof sought out
Albert H. Moss and E. C. McConnell, Moss
to operate out of Chicago and McConnell
to cover the eastern seaboard from an office
in New York City.

Albert H. Moss, Botthof’s brother-in-law
and a friend of long standing, had been
sales representative for Wilson and Com-
pany, meat packers, for a number of years
and was not entirely happy either with his
progress or with the nature of the business
and some of its demands. These facts were
well known to Botthof, as was the more im-
portant fact that Moss, a man of impressive
dignity who commanded respect from all
who came in contact with him, was ex-
tremely industrious and was possessed of a
great determination to succeed in life. Both
Botthof and Beirnes considered Moss a
person of high integrity and one who would
persevere in the face of discouragement and
uncertainty. As the history of Standard Rate
and Data Service develops it will be seen
that the two founders did not misjudge



Moss’s qualifications and that Moss made a
substantial contribution to the company’s
sales efforts.

In addition to the foregoing expansion of
the personal sales staff, a new direct-mail
campaign was launched with two-color an-
nouncements, page proofs, and other vari-
eties of promotional material. In spite of
these increased efforts and the appeal of
monthly rather than quarterly service, addi-
tional sales did not come easily. The num-
ber of subscribers increased from 350 on
August 31, 1919, to 620 on December 31,
1919, while the number of advertisers per
issue increased to 12. Prorated revenue
from these two sources for the December is-
sue amounted to $1,550 and $1,235 respec-
tively, or a total income of $2,785 as
opposed to some $4,500 in expenses for the
month (see Figure V-1). At the end of the
first six months of publication, then, the
Service was still a considerable distance
from a break-even level of current opera-
tion and some $17,000 in the red on its total
activities up to December 31, 1919. Even an
immediate increase in subscriptions from
620 to the ultimate circulation goal of 1,000
would yield only about $950 in additional
monthly revenue. This would raise prorated
subscription income to about $2,500 per is-
sue and total revenue to $3,700, compared
with current expenses of some $4,500 per
issue.

These considerations suggested the de-
sirability of further increasing the subscrip-
tion cost. A rate of $50 per year, for exam-
ple, would have produced an estimated an-

nual profit of $5,000, assuming 1,000 paid
subscriptions and the current rate of adver-
tising revenue. Such a move, however, fol-
lowing so closely upon the October increase
from $15 to $30 might tend to destroy con-
fidence in the new publication, though a
$50 rate might have been accepted almost
as readily ~s the $30 rate had it been de-
cided upon earlier. Another alternative was
an increase in advertising rates, but this
seemed impractical in view of the resistance
already being enconntered. A significant re-
duction in expenscs appeared equally un-
likely. Botthof and Beirnes concluded,
therefore, that a substantial increase in ad-
vertising revenue was the sole practical
means of putting the company on a paying
basis.

A Goal for 1920.—Realizing that the sur-
vival of the company rested squarely on his
ability to triple, at least, the current level
of advertising revenue, Botthof set this
achievement as a primary goal for 1920.

While the necessary increase in advertis-
ing revenue would largely depend on Bott-
hof, measures to enhance the value of the
Service from the subscribers” point of view
were also necessary, and the implementa-
tion of these was largely assigned to
Beirnes. In particular, sales promises re-
garding the quality and quantity of infor-
mation must be fulfilled quickly and to the
subscribers’ satisfaction. Beirnes’s earnest
and conscientious approach to the task of
constantly improving the quality of the ad-
vertising vehicle was reflected in an edi-
torial in the December 1919 issue entitled



“Compiler’s Chat.” (See Figure V-5 for full
text.)

Circulation goals for 1920 were also set.
The company’s subscription list as of the
end of 1919, classified according to the busi-
ness of the subscriber, was compared with
estimated potentials in each classification,
and priorities for the 1920 sales effort were
decided upon. Primary attention was to be
given to agencies and large national adver-
tisers because of their importance to the
development of the SRDS as an attractive
medium for publishers’ advertising. This as-
pect of the program for 1920 was also Bott-
hof’s responsibility.

The extent to which these goals for 1920
were achieved or exceeded was remarkable.

The 1920 Drive for Sales Volume.—The
key figure in the 1920 campaign was, of
course, Botthof. But within a very short
time, it became evident that Moss was go-
ing to be a tremendous aid in accomplishing
the goals. Quietly aggressive and very thor-
ough, he quickly established an excellent
record in subscription sales and began to as-
sist Botthof in space sales as well. When
McConnell left SRDS in early 1920, Moss
was the logical choice to succeed him at the
New York office, from which he would
cover the eastern seaboard. This was a criti-
cal area for SRDS because of its large con-
centration of advertising agencies, metro-
politan newspapers, and publishers of mag-
azines. Meanwhile Botthof undertook to
cover the entire remainder of the United
States from Detroit. This necessitated al-
most continuous travel as he carried the

SRDS story to potential advertisers in the
Middle West, the South, and the Far West,
returning frequently to New York City to
work with Moss on important accounts and
to discuss changes in sales strategy and pol-
icies.

In this age of jet air transport it is not
easy to visualize the life of a traveling man
in 1920. Now a salesman can fly from De-
troit to the West Coast on Monday morn-
ing, make calls in major cities from San
Diego to Seattle during the week, and re-
turn to Detroit for a weekend with his fam-
ily. Moreover, he will have spent less than
20 hours in intercity travel and will have re-
laxed each evening in a comfortable hotel.
The same 5,000-mile itinerary in 1920 or
thereabouts would have taken at least two
weeks including approximately 100 hours of
intercity travel and eight to ten nights on
a railroad sleeping car. As any experienced
traveler of the railroad age can verify, more
than a few consecutive nights on a sleeper
of that era were not conducive to either
mental or physical well-being. In addition,
the nervous energy demanded by “cold sell-
ing,” i.e., making new contacts and selling
a new product, is always considerably
greater than in selling either an established
product to new customers or a new product
to sales prospects with whom one has had
previous contact.

Also, when one is the president of a new
business as well as its sales manager and
key salesman, the return from a period “on
the road” brings additional burdens rather
than rest and relaxation. That the business



COMPILER’S CHAT

tistics.  There are here contained. approximately., 250,000
separate items of rate and data information comprising
almost 6,000 publications.
It is my jols to keep these statistios right up to the minute.
Back of the cold type in there pages. there's & human heing -
a regular fellow just like yoursell= s ko does the work.
That fellow is myself. My assoviates call me AU for short
I want vou to call e ALt Lecause you, as a user of the
SKRDS, are just as close and important o me as anyone che

as YOU look over there pages. vou sce w mullitude of sia-

Nodoubr about it Lo with my corps of assistants, am working
for yvou- helping vou 10 make vour work easier and more ef-
ficient.

I'want to know you better. And [ want vou to know me better,

I want you to have the same confidence in the reliability of
these rate and data statistios as if vou cvdlected and classified
them yoursell,

My whale undivided time is devored to this work,

There's nothing el on my mind. | can concentrate.

Doing the same thing, month after month, develops perfec-

Practically every publisher has us on his rate card list,

The co-operation | am receiving from a multiplicity of sources
insurex accuracy of the highest order in the maintenance of cor-
rect data.

Let me illustrate how this works out.

The same day our hiy d come off the
Press, & COpy s sent to every puNulm for check-up and return.

This, as you can see, is a dowble check-up. for practically every
publisher sends us hin rate cards the very i any chang

Each one has a search-warrant mind- trying (o spot an in-

1f they find one. vou can et we hear alout it pretey quick.

Our national advertiser sulseribers are in the same position.

Naturally. the first month (last July) llm our mml»mued
there were quite a ber of § ding that
we receives] hundreds of the most jovous nunp!hnmls from our
sulmeribers that it was possible for them 1o pay.

But— the second month, after our rate and data statistics had
xene through the myriad hurdles of criticism of a multiplicity of
minds :mnng hrewd T hlishers, publishers” rep-
resentatives, national adu-mucn we were uhk- 1o knieck the
very tar out of the maccuracies.

The second month's statistics were fairly perfect.

FEach month our service became more accurate.

The very character of it automatically operates 1o make it
accurate.

All of our subscribers, plus G000 publishers. are lending me
their eyes.

This service helongs as much to vou as it does 1o me.

As a subscriber. | am your rate and data expert assistant. |
am vour partner. And 1 want you to be my partner. In
maintenance of accuracy of SEAtISHICS—Our iNterests are in com-
mon.

Snliuuwumli\rme Just as if |
were working for you only: just as if 1 were sitting on the other
side of the desk from ynu-nlnuud in vour welfare and
boosting for you.

1f. maybe, vou spot an error, don't mentally mmpcnmmd
m to beat me up, lm just write me a little note and sav. "Al,

a1 3

are made.
Every day we receive from one to a dozen telegrams from pub-
lishers throughout America notifying us of d\anan in nlﬂ

the problem of making 6.000
Mmmemmhdu-i&mxﬁulmdlm
changes in rates, | want to compliment you over the fact that |
have up to this time found but this one error, and | have today

Fully two-thirds of the publishers’
mhlmwmdhwulhumdm&wb

jons correctly rep d in our service, notify us by tele-
phone. telegraph and letters whenever changes in rates are made
by any of the publications they represent.

R ber: these publishers and publishen’ representatives
dh-:tupm'oub lhenmohhmmppul but those of
their competitors as well, and if, by chance, there is any inaccur-
u'ymtklbduo‘ﬂnntamddauolmpcﬁmvw&u
tions, it is immediately brought 1o our notice. Thus there's a
regular comvention of monthly check-ups

Then—98; of the advertising agent are subscribers.

to the publisher asking him to be more on the job in
notifying you of changes in rates and data. ™
One big advertising agent said to me a couple of days ago:
“Al you're all right. Where vou slip up once, we used to
slip up twenty times "
The SRDS organization is a bunch of intelligent hustlers.
The hearts and minds of all of us are in this great work.
Your i are our i And our i are your
interests.

Yours very truly,
A E. Beeses

Ficure V-5




was new and its organization untried made
this a particularly difficult period for all
members of SRDS management.

For a time Botthof bore up well under
the severe strain of this combination of cir-
cumstances, but as the year wore on, his
store of energy, hitherto seemingly inex-
haustible, became visibly depleted. Loss of
weight and appetite, insomnia, irritability,
and finally a nervous tremor marked the
progress of his physical and nervous ex-
haustion.

Mrs. Botthof was keenly aware of her
husband’s declining health, but neither she
nor his business associates could persuade
him to be away from the business for more
than a few days at a time or to slow his pace
appreciably. By the time Botthof himself
was willing to recognize the seriousness of
his physical condition it was too late for
halfway measures. Nothing short of com-
plete separation from the business and ab-
solute rest, said the doctors, would do. The
reluctant patient had no choice but to ac-
cept the verdict. So nervous that he could
not hold a pen firmly enough to sign a let-
ter, Botthof was in no condition even to as-
sist at the office, still less to call upon
customers. The diagnosis was nervous ex-
haustion, and the remedy prescribed was
absolute rest and quiet for a period of sev-
eral months.

Fortunately when this crisis occurred, in
the late summer of 1920, the company’s cir-
culation and more particularly its advertis-
ing revenue had increased to the point
where a net profit for the year seemed cer-

tain, provided that the rate of increase
could be maintained. This required that
someone take Botthof’s place on the road
while Beirnes carried on as chief executive
in addition to his other duties. For a time
Botthof held to the hope that he would be
able to return to the business sooner than
the doctors had forecast and that it would
be unnecessary to replace himself. When
two months found him still far from able to
resume his duties, he finally conceded that
Al Moss should take over his schedule.

This was quite a challenge. Moss had
made his first space sale only six or seven
months earlier, and he had had no experi-
ence with any phase of the publishing or
advertising business prior to the preceding
September. Nevertheless he performed like
a veteran. Botthof recalls:

I finally concluded that I couldn’t let Mr.
Moss remain in the New York office looking
after a part of our territory when we were
dealing with the whole country. We had to sell
advertising and subscriptions all over the
United States. I then outlined a trip for Mr.
Moss to take, a trip I normally would have
taken. I recall that he duplicated my own per-
formance. He would go into a town, and I
could almost count on it that by 11 o’clock the
next morning I'd have a telegram from him
reading something like this:

“Closed with the Owensborough Inquirer,
leaving for Paducah.” Then—

“Closed with the Los Angeles Herald, leav-
ing for San Diego.”

Then the next day I'd get a tele%ram,
“Closed with the San Diego Union Tribune,
leaving for Phoenix, Arizona.”

Of course that was quite a tonic for me, to



find that I had located someone who could do
what I had been able to do. There was no
question about it. He told the SRDS story as
convincingly and as enthusiastically as I had,
and these people were impelled to buy. The
contracts kept rolling in.

During this crisis Beirnes as well as Bott-
hof was highly impressed by Moss’s sales
abilities and came to think of him more in
the sense of an associate in the enterprise
than as an employee. As a result, Moss was
made a vice-president in October 1920 and
shortly thereafter was given the opportunity
to buy a 5 per cent interest (10 shares of
stock) in the company.

Meanwhile rest and the knowledge that
the business was continuing to prosper were
restoring Botthof to health, and his long ab-
sence made him realize more than ever the
company’s good fortune in having the dedi-
cated services of Beirnes. By the end of the
year Botthof felt ready to resume an active
role in the business.

It was planned that I resume my duties
gradually, beginning with a leisurely trip to
the West Coast—pausing as the mood dictated
and taking care not to be fatigued. 1 started
at Des Moines, Iowa, then went on to Omaha,
Nebraska, and finally to Lincoln. There I spent
the entire morning with the publisher of the
Journal and at his invitation returned after
lunch. I was sure that I had him coming my
way. In fact I had the feeling that he was fight-
ing or resisting the temptation to sign our con-
tract. Unfortunately I did not get the business,
but I did learn that if I kept on at this pace 1
would soon be back in the hospital.

The remainder of the trip to the West
was accomplished at a more leisurely pace

ANALYSIS OF SRDS DISPLAY ADVERTISING
DECEMBER 1920

TYPE OF PUBLICATION NUMBER OF ADVERTISEMENTS REVENUE
NEWSPAPER 3a $2.493
CONSUMER MAGAZINES 8 1,553
BUSINESS PAPERS kb 2,000
FARM PAPERS 14 1.040
MISCELLANEOUS 1 100

TOTAL 88 $7,186
Ficure V-6

and without adverse consequences. Even
with care, full recovery was slow in coming,
and it would be mid-1921 before Walter
Botthof felt “back to normal.”

During 1920 Botthof and Moss suc-
ceeded in increasing monthly display ad-
vertising billings from $1,235 for December
1919 to $7,186 for December 1920, and the
number of insertions increased from seven
to 88 during the same period. (See Figure
V-6 for a full listing.) Moreover, all major
types of media were represented (see Fig-
ure V-7) and some 21 states were included.
Nearly every one of these insertions was the
result of a personal sales call by Botthof or
Moss. Perhaps the most interesting sale of

ELFANSION OF MEDIA LISTINGS, 19151921

NUNBER OF PAGER

MADIA BUTING S RVICE DATE (INTRODUCED HINC fuie AN LMY Lers
NEWBHAEN SECTION JUNE 191w o ¥
AGIEUTTUNAL SEGTION UNE 1018 . "
AUNINESS FAPCN SECTION JUNE 1918 % "
MAGAZINE SECTION! Jumk 1sis s "
ROTOGHAVINE PETORON L1915 )
CANADIAN NEWIFAPERS AND

YA, FAPENS. SLITEMBER 1520
CANADIAM GONEAML MAGAZINES | OCTOBEN 1930 )
CANATIAN WITMINESS PAPLIG DECEMBEN Lo [}
TOTAL PAGES 0 ()
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the year, and certainly the most rewarding,
was that made early in 1920 to the Crowell
Publishing Company, whose four maga-
zines (American Magazine, Woman’s Home
Companion, Farm and Fireside, Collier’s)
had a total circulation of more than 4,000,-
000.

It will be recalled that the Chicago Trib-
une had taken the back cover of SRDS, be-
ginning with the first issue, for the sum of
$1,000 a year ($250 an issue on a quarterly
basis, subsequently converted to $2,400 a
year on a monthly basis beginning with the
January 1920 issue). This sale had been a
notable achievement in that it had set a
high standard in view of both the prestige
of the advertiser and the price paid for the
advertising space. Encouraged by this suc-
cess, Botthof and Beirnes had resolved to
offer the front cover to an outstanding pub-
lisher at a substantial rate. In September
1919 a sale was actually made to the St.
Louis Post Dispatch at $500 an issue, or
$6,000 annually. Before publication, how-
ever, the positi