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No business, industry or profession can stand alone. The problems they face are not only
immense, they are also incredibly complex. To make an impact, have a voice or just
simply cope, a trade association has become a modern imperative.
Robert A. Chadbourne
Associated Industry of Massachusetts
If you don’t know history, you don’t know anything. You’re a leaf that doesn’t know it’s
part of a tree.
Michael Crichton
Author
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Foreword
To the Members of Promotional Products Association International:
I am honored and excited to serve as chairman of PPAI as we celebrate this momentous occasion
of its 100th anniversary. What a milestone! Over the past century, our Association has witnessed an
incredible century of change and growth its founders surely would be proud of today.
Since 1903, PPAI has been a source of collective strength over individualism, and a foundation for
education and the exchange of ideas. What began as a meeting of 12 company principals on
November 20, 1903, has expanded to nearly 6,500 companies in North America and around the
world—and word of PPAI continues to spread.
This book is the most complete reference guide to date chronicling the growth and dynamic
history of the Association, which got its start as National Association of Advertising Novelty
Manufacturers. Looking back to the early days will no doubt evoke rich memories among those
whose parents or grandparents were instrumental in some of the first trade shows, education
programs and publications. Those newer to the industry will more likely benefit by understanding
just how far the industry and Association have come.
This progress would never have happened without volunteers. PPAI salutes all our dedicated
member volunteers who shared their time, effort and collective wisdom in helping to shape the
organization to which we remain dedicated today. On behalf of PPAI, I offer my sincere appreciation
to all former and current board, committee and task force members—particularly the PPAI Centennial
Committee whose assistance was vital in producing this keepsake book.
I also offer my gratitude to all PPAI team members who have contributed their talents to PPAI
during the past 100 years. What began as a one-person office in Chicago, Illinois, has now evolved to
a team of 60-plus professionals at PPAI headquarters in Irving, Texas.
Remembering the past is just as important as inventing the future, because it is only in looking
back that we are able to forge ahead. Here’s wishing PPAI all the best for its next 100 years.
Paul Lage, MAS
PPAI Chairman of the Board
BIC Graphic USA

P.S. My special thanks to the Centennial Committee:
Mark Gilman, CAS, co-chair, Gill Studios, Inc.
Jo-an Lantz, MAS, co-chair, Geiger
David Bywater, CAS, TruArt Advertising Calendars
Barbara Dail, CAS, The Creative Solution
Continued on page 8
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Laura Forbes, CAS, Zebra Marketing Corporation
Carl Gerlach, CAS, Gill Studios, Inc.
Bennie Giles, MAS, Geiger
John Hiles, Jr., Booker Promotions
Mary Ellen Hudicka, MAS, Bodek and Rhodes
Ed Johnson, MAS, Geiger Cribbins
Bob Lederer, CAS, Prime Resources
Janelle Nevins, Summit Marketing
Ted Olson, MAS
Tony Pinto, 3M Promotional Markets Department
Margie Price, MAS, Premiums Plus Inc.
Wayne Roberts, MAS, Pioneer Balloon Co.
Max Scharf, CAS, Scharf & Associates
Vi Smith Schulmeier, MAS, S&S Time Corp.
Joe Stratton, MAS
Dan Townes, MAS, Shelbyville Pencil Co., Inc.
Chris Vernon, CAS, The Vernon Company
Pam Wolle, CAS, Wild n’ Wooly Marketing, Inc.
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Acknowledgements
Despite a dearth of records from the early days (destruction by fire and indifference took its toll),
there have been some laudable attempts to capture the history of the industry, among them The
Counselor’s 1979 publication entitled Those Grand Pioneers of Promotion and a comprehensive
account of the Association’s history written in 1986 by then-president Bob Rollings.
The backward look in time you are about to read focuses on Promotional Products Association
International and its predecessor organizations. By 2003, PPAI was in an exclusive club in the
association world. At that time, there were so few 100-year-old trade associations and professional
societies in the U.S. you could count all of them faster than you could sing “Ninety-nine Bottles of Beer
on the Wall.”
As the following pages will reveal, the Association has had its ups and downs. It has experienced the
impact of external pressures and, internally, occasional miscalculations. The fact that it has survived
and guided an industry to prosperity is a tribute to the dedication and, more often than not, the
wisdom of its elected officers—and also to those who elected them. Without the members who
volunteered their time and talent, the story being told, if told at all, would be entirely different.
Although membership in the Association is in the name of companies, it is people who made the
Association work. Their service on committees, task forces and the board is their testament to an
industry having a future. Some members were so devoted to their industry and Association that board
service for them was a beginning rather than a terminus for their leadership and good works. Profiles
of some of these individuals appear on the following pages.
A special acknowledgment is owed to those 86 men and women who said yes when asked by their
peers to chair the board. By no stretch of the imagination was it a ceremonial responsibility. Still, they
found a way to do justice to the membership and to their companies. “I think in the year I was
chairman, I spent 40 percent of my time on Association stuff,” remembers Wayne Roberts. “Well, life
went on here at Pioneer Balloon because I had capable people around me. We didn’t miss a lick.”
These pages also show how the promotional products industry f lourished because the
Association—true to the aspirations of its founders–worked hard to develop markets for those
products. In order to do so, many industry practitioners acquired Association-sponsored education
that enhanced their competence and competitiveness.
Incidentally, you will note that individuals mentioned in this history are not identified
by their MAS and CAS designations. Unlike a periodical, a book is a more permanent record
and, therefore, incapable of moving along with members as they advance in continuing
their education to CAS and from CAS to MAS.
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In order to depict 100 years of the Association accurately and in a meaningful way, we had to have
help, and we got it. We are grateful to those who responded in writing and in interviews for
information to set the record straight:
Jamie Beach, “Bo” Carroll, Gene Cesario, Alan Christopher, Don Edwards, Margaret Custer Ford,
Russ French, Peter Geiger, Martha Sanders Gennett, Bennie Giles, Mark Gilman, George Herpel, Glen
Holt, Wing Hughes, Paul Lage, Steve Linham and Dean Mathews.
Also, Ted Olson, Cliff Quicksell, Wayne Roberts, Ann Morrissey Roelfs, Bill Schwartz, Max Scharf,
Steve Sellers, Dave Shaw, Sid Shore, Steve Slack, Bill Vernon, Jr., Russ Woodlief, Michael Woody and
Bob Yaw.
Lastly, once researched and written, a published history is only as good as its editor. We had a good
one in Tina Berres Filipski.
— Rick Ebel
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C H A P T E R

1

Something To Keep The Presses Busy
A

twentieth century wag
once declared, All the
really good ideas I ever
had came to me while I
was milking a cow.
Probably the best idea
newspaper publisher Jasper
F. Meek ever had came to
him in 1886 when he
witnessed schoolbooks fall
Jasper Freemont Meek
from a boy’s grip into the
roadway. The kid could use a book bag, observed
Meek. And after further musing, it occurred to him
that maybe some merchant in town could profit from
a particular form of permanent advertising.
With a burlap bag in hand, Meek called on shoe
store owner and friend, L.L. Cantwell. Although the
precise conversation was never recorded, Meek surely
held up the bag and suggested what ultimately would
become an industry shibboleth, “Your Name Here.”
The sale and subsequent distribution of book bags
imprinted with “Buy Cantwell Shoes” convinced
Meek, publisher of the Coshocton (Ohio) Age, he had
found what he was after—a way to keep his printing
presses running between editions. Never mind that
printing on burlap rather than on newsprint was not
ideally suited to a flatbed press—Meek would work it
out. And later, when he spied a farmer toss a piece of
light canvas on a horse to protect it from flies, Meek
marveled at the large advertising space that a muslin
horse blanket might provide. Soon, it too, became a
job for his presses.

This new business, which would later be called
specialty advertising, quickly outgrew his newspaper
facility so Meek set up a separate enterprise, calling it
Tuscarora Advertising Co., named after an Indian
tribe that once lived where he had spent his
childhood.
Contrary to industry mythology, Meek was not the
first person to produce advertising specialties. Like
many industries, the origin of the business that would
become known as promotional products has many
claimants and is likely to remain a mystery. In 1807,
the American Manufacturing Concern was underway
in New York State. A predecessor of today’s supplier
Falcon, the firm produced imprinted rulers, yardsticks
and cribbage boards. Ketterlinus Lithograph Co. was
formed in 1842, and, a few years later, it began
producing advertising calendars. Other calendar
manufacturers soon followed: Jos. Hoover & Sons in
1856 and a contemporary industry giant founded in
1878 by Andrew and Jacob Geiger.
What Meek did, however, aside from providing
an interesting historical anecdote, was to put
Coshocton, Ohio, a small town about 50 miles east
of Columbus, at the center of the advertising
merchandise universe. Meek’s flourishing business
did not go unnoticed by rival weekly newspaper
publisher, Henry D. Beach, whose presses also had
plenty of downtime. He rued not being first out of
the gate. After all, his son-in-law and former business
partner, Cantwell, had been Meek’s first customer.
Beach formed his own specialty advertising firm,
The Standard Advertising Co., which led to a keen
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Something To Keep The Presses Busy

More Entrepreneurs Jump On The
Industry Bandwagon

rivalry with Meek and stimulated the growth of both
firms. According to Robert C. Rollings in his 1986
book, Specialty Advertising: A History, “Each
scrambled to be the first to print advertisements on
anything that would take ink: cloth caps and aprons,
hats for horses, bags for marbles, buggy whips, card
cases, calendars and fans.”
Both Meek and Beach were as much innovators of
processes as they were of products. Beach was the
first in the U.S. to print in commercial volume on
metal using steam-powered presses. Meek is credited
with being the first to use offset lithography on metal
in commercial volume. By the turn of the century,
there were thousands of metal trays advertising CocaCola, mineral water and beer, and most of them were
produced in Coshocton.
The two rivals later
merged to form the Meek &
Beach Co. with Beach as
president, but the marriage
was short-lived. Meek went
on to form a new company
bearing his name, and,
when he retired in 1908,
the firm under new
management became
American Art Works.
Henry D. Beach
Meanwhile, Beach founded the H.D. Beach Co., a
firm presently operated in Coshocton by the fifth
generation of his progeny.

Just as Meek was figuring out what to add to his
book bag and horse blanket line, two young men in
Iowa were preparing to
make their mark in the
industry. Edmund Burke
Osborne and Thomas D.
Murphy were college
buddies. Osborne inherited
a down-at-the-heels newspaper, The Independent, in
Red Oak, Iowa, and invited
Murphy to join him in
Edmund Burke Osborne managing it.
In 1888, a large picture of a proposed new county
courthouse appeared on the front page of The
Independent, and Osborne was fascinated. Why not
reproduce the picture on cardboard and attach it to a
calendar pad with advertising on it? he thought.
The plan produced sales in Red Oak, encouraging
Osborne and Murphy to print calendars portraying
courthouses in a number of midwest communities.
Demand for courthouse calendars was lukewarm and
they realized most of their sales were for art
calendars, not for pictures of courthouses and state
capitol buildings. With this experience behind them,
they were ready to launch the art calendar industry.
Early artwork of The Osborne & Murphy Co. was
in black-and-white halftones. Later, they adapted the

What Was New?
• Celluloid, the first plastic used for

appears on metal trays supplied by the
American Art Works, H. D. Beach Co. and
Standard Advertising Co.

advertising specialties, is introduced in 1868.
Inventor John Wesley Hyatt sees it as a
substitute for ivory used in billiard balls.

• Matchbooks are introduced in 1892.

• Button hooks facilitate the fastening of

Salesman Henry D. Traute thinks he can sell
them as goodwill builders. He does.

high-topped shoes and boots. In 1879,
advertisers imprint button hooks and shoe
horns.

• Whitehead & Hoag introduces celluloid
buttons circa 1890 and patents them in
1896. Used first in political campaigns, they
soon catch the fancy of advertisers.

• In 1892, Asa Candler founds the Coca Cola
Co., one of the biggest advertisers of the
period. By 1896, Coca Cola advertising

- 16 -
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three-color process to art calendars. This process,
called colortype, prompted the company to buy
original paintings and control the patents. The artists,
they figured, were bound to sell only to them for
reproductions.
By 1894, the Osborne & Murphy firm was selling
between three and four million calendars and had a
sales force of 14 people on the road. It was one of
the largest art calendar companies in the U.S.
And since they were on such a roll, the next
decision these college friends made might seem
strange. With differing visions for the company, they
dissolved the partnership.
Murphy stayed in Red Oak and formed the Thos.
D. Murphy Co., which specialized in art calendars,
and recruited a stable of artists from around the
world to execute the paintings. According to former
Association president, Bob Rollings, “An art critic
would classify most of the paintings as middle-brow
or even hack work; yet the
charm of the art was in its
unpretentiousness. It did
not seek to challenge the
aesthetics of the viewer, but
rather to satisfy relatively
unsophisticated needs.”
Just as Murphy’s
company flourished and
expanded, so did the
Osborne Co. Before moving
Thomas D. Murphy
to Newark, New Jersey, in 1899, it established a
pricing policy that was a radical departure from
customary practices of that day. Rollings explains:
“The general custom had been for each salesman to
establish his own prices and if a customer would not
pay those prices, the salesman would take what he
could get. Thus, some salesmen were always cutting
their prices while others obtained good returns and,
of course, some customers paid more than others for
the same goods. Then Osborne put a one-price rule
into effect. Dissension in the company ensued, and
more than a few angry salesmen left. Fears that other
houses would cut prices and undersell them proved
ungrounded, and Osborne found that customers
seemed to prefer to deal with a house that had such a
rule.”
The Osborne and Murphy companies survived for
nearly a century. With a circuit-board genealogy of

mergers and acquisitions, they, like Meek’s company,
entered the twenty-first century as part of the JII
Graphics organization.

Specialties Flourished At The
Turn Of The Century
Before the nineteenth century ended, however,
other calendar and specialty advertising manufacturers were formed, some of which are still around
today. Among them is Brown & Bigelow, founded in
1896 by a former Osborne & Murphy salesman,
Herbert H. Bigelow. For many years it was the
largest in the industry, and it still maintains a
formidable presence.
In Iowa City, newspaper owner S.W. Mercer, like
Meek and Beach, was looking for some way to keep
his presses busy. Once he found it was more
profitable to print yardsticks, carpenter aprons and
calendars, Mercer formed Economy Advertising Co.
in 1896.
Another centenarian still active today is Goes
Lithographic Co. in Chicago. The company was
formed as a commercial printer, and in 1898 Charles
Goes began producing pads for advertising calendars.
By the end of the nineteenth century, many
companies, particularly in the midwest, had found
mating merchandise and signage to advertising could
be a profitable enterprise. At the same time, another
concept for using merchandise to build business was
also being employed. It was developed into an
industry whose path would parallel and eventually
intersect specialty advertising. In 1851, Benjamin
Babbitt came up with an idea for selling soap. He
converted soap wrappers into coupons. Collect 25
and you could redeem them for an attractive color
lithograph—thus giving birth to the premium
incentive industry.

An Industry Grows Up In The
Twentieth Century
As the twentieth century began, there were
enough companies engaged in manufacturing and
selling advertising products to constitute an industry.
Like all companies, they had problems and
challenges, many common to all the firms. Certainly
market development was one of them. Management
may have had some ideas for addressing mutual
- 17 -
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problems, but it was hard to do this in isolation. Or,
as author Thomas Mann would later declare, ideas
can’t reach the marketplace “if no forum for their
presentation is provided or available.”
It seemed 1903 was a propitious year to assemble
and discuss what benefits could be attained through
unity. The previous year had seen the launch of the
American Automobile Association, propelled by the
public’s gravitation to the internal combustion
engine. And labor was certainly organizing. Drivers—
like those who hauled for the calendar makers—had
banded together in 1903 to form the International
Brotherhood of Teamsters. And the American and the

National League had affiliated to form “organized
baseball,” resulting in a World Series that fall. (If
Meek had bet on the Boston Red Sox, he would have
had another winner.)
On November 30, Meek and 10 others involved
in specialty advertising gathered at the Gibson Hotel
in Cincinnati. There is no record of who called the
meeting nor exactly what transpired, except for the
unanimous agreement to meet the following spring
in Chicago “to consider the advisability of forming
an association of advertising manufacturers for
mutual benefit.”
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The Seat-Of-The-Pants Years: 1904 - 20
W

hen the architects reported to Chicago on May
20, 1904, to draw up plans for an association, by
some accounts the group seemed about as congenial
as the negotiators who would meet on the East Coast
a year later to end the Russo-Japanese War. The men
represented 12 manufacturers and—being the
competitors they were—tended to be wary of each
other’s motives. As an observer noted, “Every man
was afraid of the other, and the meeting was
conducted along the lines of pistols and coffee for
all.” (Some early writers had a penchant for
melodrama.)
Little was accomplished in the morning session at

the Great Northern Hotel other than to appoint Ben
Strope, an associate of Jasper Meek, secretary. The
group reconvened in the afternoon, and Strope’s
minutes report: “It was evident that the sacred hour
was fast approaching in which a premature death of
a much-needed association would take place, or else
this little band would witness the birth of the first
permanent association of manufacturers of
advertising goods.”
Exactly what did the meeting participants expect
to accomplish if they formed a trade association?
Each was asked to express his opinion:
H.A. East: “overcome entanglement of lines that
are jobbed”
W.E. Heath: “gain collective strength over
individualism”
W.E. Hills: “protection from proven bad
salesmen and closer watch on costs”
T.L. Hopkins: “overcome business losses
traceable to personal animosity”
H.E. Roesch: “strength gained by the
interchange of ideas; improvement in
collection and grade of salesmen”
George Seelman: “confidence gained by
personal meeting”
Ben Strope: “protection on all subjects by
interchange of ideas; keeping up to date by
meetings held regularly and often”
C.S. Sultzer: “enlightenment and broadening
of ideas”
Benjamin S. White: “maintain prices”
Apparently they liked what they had heard. The

THE PRESIDENTS
Benjamin S. Whitehead

1904 - 06

W.W. Durbin

1906 - 07

Orva G. Williams

1907 - 08

H.B. Hardenburg

1908 - 11

Charles Q. Peterson

1911 - 13

George C. Greenburg

1913 - 14

C. L. Cruver

1914 - 15

Theodore R. Gerlach

1915 - 17

C. S. Sultzer

1917 - 19

Charles R. Frederickson

1919 - 20
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The Seat-Of-The-Pants Years: 1904 - 20
as his first in his new official capacity,” reported
Strope, the newly elected secretary-treasurer. Members were assessed dues—$2 per company to cover
the cost of the cigars and the expenses of the meeting.

motion to organize an association was adopted
unanimously.
Benjamin S. Whitehead, so influential at the
meeting the previous fall in kick-starting the move to
organize, was elected president. His credentials? “He
was the only gentleman present,” observed one
participant, “…for he was the only man who had the
nerve to pull off his coat and hat and hang them up
without watching them.”
Names for the new organization were discussed,
and National Association of Advertising Novelty
Manufacturers was chosen. The NA ANM would have
12 charter members:
August Gast Bank Note & Lithograph Co.
H.D. Beach Co.
Brown & Bigelow
Kemper-Thomas Co.
Meek Co.
Merchants Publishing Co.
Milwaukee Blank Book Co.
Premium Manufacturing Co.
Western Advertising Co.
Whitehead & Hoag Co.
Woodward & Tiernan Printing Co.
U.O. Colson Co.

NA ANM Gets Organized
The new Association began meeting in Chicago
twice a year—late winter and early fall—and adopted
its bylaws. As amended in 1908, the bylaws stated
NA ANM’s mission “should be the advancement and
elevation of the general advertising novelty business.”
Membership was open to “Firms, Persons or Corporations legitimately engaged in the manufacture or
sale of advertising novelties, who (sic) have a regularly
organized sales department, selling to the consumer,
employing no less (sic) than 15 regular salesmen on
the road, and 20 employees in the factory, and are
required to pay an entrance fee of $25.”
Since funds were limited, the early Association
operated on the cheap. In 1906, Treasurer Strope
reported total assets of $165.49.
But the organization was resourceful, and it had
benefactors. Perhaps the most helpful was Henry S.
Bunting. An honorary member, Bunting was
publisher of The Novelty News—the oldest
publication in the promotional products industry—
operating today under the Incentive nameplate. The
board in 1906 accepted Bunting’s offer to make The

After adjourning, “everyone took a smoke from
the box on the table and the bill for the cigars was,
therefore, duly handed over to the treasurer to settle

What Was New?
• Watch fobs are popular in the early 1900s.

Bigelow, is turning out the first “pretty girl”
calendars.

According to antique collector Martin
Meyers, those who wore wristwatches
before World War I were considered
“sissies.”

• A.C. Stewart in 1908 develops a press that
can imprint round pencils and founds
Souvenir Lead Pencil Co.

• John Shedd patents the desk calendar in the

• The Redi-Point, a metal-cased pencil, is

early 1900s. Three decades later, Horace
Atkins improves upon it by using photo
mounts.

brought to market by Brown & Bigelow in
1917.

• Motorists of the World War I era and early

• Railroad maps are published in 1900 by

’20s have Sanders Manufacturing to thank for
not running out of gas. Before dashboard gas
gauges, they used the supplier’s calibrated
wooden dip sticks to measure their fuel
supply.

C.S. Hammond Co.

• Calendars with full-color pictures are
introduced in 1903 by Herbert Huse Bigelow.
The following year, his company, Brown &
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The Seat-Of-The-Pants Years: 1904 - 20
associations become a major element on the business
landscape, thanks to encouragement by financier/
statesman Bernard Baruch, head of the War Industries
Board, who found it easier for the government to deal
with organized industries.

Novelty News the Association’s official publication
and authorized him to attend its meetings.
Bunting also offered secretarial help. If members
wanted to correspond with the Association board,
they wrote in care of John C. Redington, an
employee of Bunting’s at The Novelty News.
Sometimes communication was lacking, or at least
done without any sense of urgency. At the 1908 fall
meeting, President Orva G. Williams informed the
board that the treasurer had died. His demise,
however, had been three months earlier! Williams
apologized, saying he had meant to notify everyone,
but had been taken ill himself and some things just
fell through the cracks.
To survive, NA ANM had to improvise for there
were few models available to guide the group. By
1910—six years after the organization’s founding—
there were still only 250 trade and professional
associations in the U.S. Not until World War I would

First Things First:
Hiring Reliable Salesmen
The early NA ANM conventions typically began
with reports of the various committees followed by
discussion of topics that were often assigned to
specific individuals for research and presentation. By
1910, verbatim minutes of the meetings were
published, and they indicate three primary areas the
Association focused on then and for years to come:
• Building a marketplace for the members’ products
• Securing dependable distribution for members’
products
• Fixing prices

Benjamin S. Whitehead: Pioneer And First Chief
The idea of a celluloid pinback button was
conceived by Benjamin
Whitehead and
patented in 1896 by his
company, Whitehead &
Hoag, in Newark, New
Jersey. The button was
employed in the
presidential campaign
that year, which saw
Benjamin S. Whitehead
the election of William McKinley. National
advertisers became convinced buttons could
display something more commercial than just the
presidential puss, and Whitehead & Hoag
monopolized that business for the early part of
the twentieth century.
Whitehead had another idea, probably shared
by a few other people. There were several
advertising specialty and calendar manufacturers
now, and one way to avoid ineffectual disarray
was to do what other industries were doing—
uniting and organizing trade associations.
Not surprisingly then, he would be in the

small coterie of manufacturers who met in
Cincinnati in November 1903 to consider the
merits of creating an association. He was present
when the group reconvened the following spring.
An agreement at that meeting was by no means
assured, and it took Whitehead’s mediation and
persuasiveness to get everyone on board. Once
the motion to organize passed—unanimously—the
other 11 charter members chose Whitehead as
the president.
Whitehead served the National Association
of Advertising Novelty Manufacturers in that
position for two years. This was a time when
the Association, with no office or staff, relied
entirely on the volunteers to do what had to
be done.
In 1940, the year Whitehead died at age 82,
an article in Business Promotion magazine
pronounced him the “Father of the Advertising
Specialty Business.” It recounted how, as a young
man, he began to make “imprinted and button
novelties of silk for souvenir and advertising
purposes.” That was in 1870, well before Jasper
Meek and Henry Beach entered the picture.
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Obviously, the last one would not pass muster
today with the Federal Trade Commission. But back
then, price maintenance was important to the
manufacturers. As E.J. Barklow told the group in
1910, “I see no reason why that which is good for us
should not be good for every member of this
Association. If it pays the Gerlach-Barklow Co. to
maintain prices, I can see no reason why it should
not pay everyone else in the advertising business.”
Finding good salesmen (saleswomen were almost
unheard of then) was a major quest, especially since

the business owners of that era generally didn’t trust
salesmen. Member firms required salesmen to post a
security bond or a deposit on their samples.
Apparently, many hit the road with their sample cases
and were never heard from again. As a result, an early
NA ANM project was to draw up a model sales
agreement with salesmen.
Another early project was to compile and publish
an Ex-Salesman List, not to be confused with the
Association’s Dropped Salesman List and Dead Beat
List. The object of the former list was “not to do an

U. Could Count On The Colsons
a string of terms that stretched to 1946. In 192324, he was president of the Advertising Specialty
Association.
The third generation of leadership was
provided by U. Gordon Colson. Better known as
Bud, U. Rae’s son was a
soft-spoken, philanthropic pillar of the
Paris community. His
allegiance in the
industry was to the
Advertising Specialty
Guild, and he served as
Guild president in 195960. Even then he began
U. Gordon Colson
to see the necessity of a

“The Association
will have to do
something for us or I
will not be here again,”
groused a member at
the 1910 spring
convention of the
National Association of
Advertising Novelty
Manufacturers.
Usher Orlando Colson
“The Association
has done something for you,” Usher Orlando
Colson retorted. Colson and his progeny would
go on to do a few things for the Association.
Initially printing grain tickets used by farmers
to tag bags of grain, the U.O. Colson Co. was
founded by Colson and his wife, Amy, in 1892.
That started the Paris, Illinois, firm’s ascension to
becoming a major calendar house. As head of a
charter member of the NA ANM, U.O. served on
the Association’s Membership Committee,
which, in those days, constituted, with the
elected officers, the organization’s Board of
Directors. He was active in the Association until
after World War I.
Amy and U.O. had a nephew, U. Rae, whom
they raised as if he were a son. While U. Rae was
preparing to take over the company, he was
settling into what was essentially a dual career:
the company and the Association. In terms of
longevity, his board service was extraordinary.
Beginning just after World War I, he put together

single organization to represent the industry, and
he took an active part in the merger movement.
Russ Woodlief, who served on the ASNA
Board in the early 1960s, remembered U. Gordon
as the ringleader of a successful effort to block
legislation detrimental to the industry. Congress
was considering a bill to repeal tax deductions on
business gifts. U. Gordon rallied the direct
houses and convinced them he could persuade
his Senator, who happened to be the Senate
minority leader, to support the effort. He primed
the campaign pump with several thousands of
dollars of his personal wealth. Other direct
houses followed his example. “If it hadn’t been
for Bud Colson, it never would have happened,”
Woodlief claimed.
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To distribute their products, the manufacturers
had three options: their own in-house salesmen,
jobbers or brokers—in order of preference. Whereas
manufacturers liked exclusivity, brokers handled
more than one line. The value of jobbers versus
brokers was frequently debated. At the 1910 fall
meeting, Louis L. Joseph predicted:
“Take 10 years from today, and I warrant you
that 90 percent of the advertising novelty
business will be placed through brokers… I
think that is because this business will not
allow a profit such as is necessary for the
jobber, and it must be done on a straight,
legitimate basis. You take a bright advertising
man, if he is a good advertising man, it is only a
question of time until he becomes a broker.”
That didn’t sit well with Whitehead. His retort:
“I do not believe one man can handle two lines
and do justice to them. That is, if you are seeking to develop a line on a large scale… I don’t
believe the idea of having a broker handle your
goods will ever amount to anything as a rule.”

injustice to anyone, but rather to help good concerns
get the most satisfactory men…” To emphasize that
point, the document included the biblical injunction:
“Judge not that ye be not judged.”
If members were sparing in their trust of salesmen, they were almost as wary of the keeper of the
List—the Association secretary. This officer, they
feared, could get first crack at it and possibly recruit
the best people before the other members had a shot.
But the problem was eventually resolved with Frank
A. Geiger. The members believed he was a selfless
man of integrity who could be entrusted with this
Holy Grail, and, after some arm-twisting, he agreed to
become secretary.
Members were so serious about employing the
right salesmen they even considered profiling. At the
1911 fall meeting, George Greenburg recommended
a rating code. An “A” salesman, for example, was
characterized as a “sample gatherer.”
To be labeled an “I” meant the man “makes a
habit of the saloon trade.” Nobody would want an
“N” salesman who “tells us how to run our business.”
And health problems might be expected of a “T”—a
“cigarette fiend.”
The List and discussions of how it could be used
to weed out undesirables were hot topics at the
conventions. “I believe this alone is worth any man’s
time coming and remaining three or four days twice
a year,” opined then-President Orva G. Williams.

The First Logo Is Adopted
From the very beginning, members believed the
industry’s prosperity depended on acceptance of
specialty advertising as a legitimate—and effective—
form of advertising. The Association had to convince
small businesses, corporate advertising departments

Theodore R. Gerlach: President No. 8—And No. 22
Beginning in 1915, Gerlach served two
terms as president—at that time the chief
elected officer—of the National Association of
Advertising Specialty Manufacturers. A year
earlier, he had collaborated with three other
persons in developing a Standards of Practice
for the specialty advertising industry.
With the nation in the throes of the
Depression, Gerlach was called upon again in
1932 to head the organization, which by that
time had become ASNA. He was one of only
two persons to hold the top elected office
twice.

With fellow exOsborne & Murphy
salesman Edward
Barklow, Theodore
Gerlach founded
Gerlach-Barklow in
1907. The house
specialized in deluxe
calendars, including a
line of handpainted
watercolors and old
Theodore R. Gerlach
masters’ reproductions. It operated a huge
printing plant, said to have covered 27 acres of
Joliet, Illinois.
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and the few advertising agencies then in existence of
this fact.
The NA ANM board asked Bunting to represent
the Association at the Kansas City convention of

Associated Advertising Clubs of America, forerunner
of the American Advertising Federation. At the 1908
spring meeting, Bunting reported on his speech to
this group:

The Geiger Dynasty
Generation after
generation, the family
that owned the
venerable Geiger Bros.
direct house has lent
leadership to the
Association—three of
the Association’s chief
elected officers carried
the Geiger name.
Frank A. Geiger
Frank A. Geiger and
his brother, Charles, purchased the firm in 1907
from their father and an uncle. When the
National Association of Advertising Novelty
Manufacturers needed a secretary who could be
entrusted with the precious Ex-Salesman’s List, it
drafted Frank. There was quibbling over the
stipend paid to defray the secretary’s clerical
expenses. Frank wanted less, the board insisted
on paying more. The board prevailed.
Frank became the Advertising Specialty
Association’s chief elected officer (the title was
then president) for the 1924-25 term. In 1935,
he assumed the post of treasurer and the
responsibility of overseeing the Association’s
Depression-era finances. He held that position
for 10 years.
His son, Francis O., entered the family
business in 1930. When the Advertising Specialty
Guild was formed, he became active in the
organization and was its president in 1955-56.
Another son, Raymond, joined Geiger Bros. a
couple years after his brother. Soon Raymond
became identified with the Farmers’ Almanac, a
nostalgic piece of Americana published since
1818. The owner was retiring and was looking
specifically for a young, qualified philosopher to
take over. It just so happened that Raymond had
graduated from Notre Dame with a degree in

philosophy.
Raymond purchased the Farmers’ Almanac
and took the title editor
and Philom. (an abbreviation of philomathy—
“lover of learning”). By
the time Geiger Bros.
celebrated its centennial
in 1978, the Farmers’
Almanac boasted a
circulation of six-andone-half million.
Raymond A. Geiger
With that kind of
popularity, Raymond became a media personality,
traveled extensively promoting the Farmers’
Almanac and, by association, calendar
advertising. His impressions were reported by the
Wall Street Journal, Reader’s Digest and The
New York Times. He also made radio and TV
appearances, and humorist Art Linkletter called
him the “most interviewed man in America.”
During Raymond’s term as president of
ASNA (1959-60), the organization was on the
threshold of significant innovation, particularly
in education leading to the introduction of the
CAS seminar.
Raymond’s sons, Eugene and Peter, represented a new generation of family commitment
to the Association. Both later served as board vice
chairs. Gene Geiger also chaired the PPAI’s
Technology, Terminology & Standards
Committee. In that position, he helped shepherd
the development of the ePromoStandards
Alliance intended to facilitate the industry’s
business transaction technology.
Peter succeeded his father as the Farmers’
Almanac Philom., which carries with it the travel
and media appearances associated with one of the
most recognized publications in the U.S.
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products, he said, but instead found women’s
lingerie. Despite that and some similar objections,
the organization became National Association of
Advertising Specialty Manufacturers. Over the years,
there would be other debates and name changes.

“The argument I presented was, in a nutshell, to
the effect that no campaign of general publicity
was ever complete, which did not include the
use of advertising specialties in some form. . . I
believe that this is the platform for us all to
stand on, and that if every house in the
Association will continue to educate the public
along that line of thought, that the consumption
of the products of the members of this
Association will very largely increase.”
Gaining visibility of and acceptance by the
advertising community was a priority then and would
remain so for most of the Association’s history. And
when the Association adopted its first logo in 1910, it
made sure the symbol clearly expressed what the
medium was all about. The slogan, “The Direct
Method of Advertising,” appeared in reverse on an
arrow pointing to a target labeled “Results.”

The Debut Of Trade Shows
Until 1914, there had been no exhibits at the
Association’s conventions. But at the year’s fall
meeting, there would be 32 exhibitors in various
rooms and parlors of the Hotel Sherman in Chicago.
Of these firms, only Economy Advertising Co. and
Goes Lithographic Co. are still seen at today’s PPAI
shows. Since this association of manufacturers and
associate members supplying them had no distributor
(or jobber) members at the time, the audience for
these exhibitors is uncertain, but it is likely salespeople of some sort attended. In any event, the
Association finally had a show.
Business sessions, however, remained the focus of
the conventions, and this would be the case for many
more years. Attendees at the 1914 fall convention
were treated to such topics as “Who Sells Calendars
To Small Printers” and “Should We Avoid Products
That Are Sold To Price Cutters?” “Can Anything Be
Done To Regulate Manufacturers Who Sell
Indiscriminately To Pirating ‘Jobbers’?” “Best Mode
Of Hiring Salesmen—On Salary, Drawing Account Or
Commission?” and “Is The Increasing Premium
Business Harmful To The Advertising Special (sic)
Trade And To What Extent?”
NA ASM proceeded to incorporate member subgroups or departments, and these groups met at the
conventions. The departments included the Exclusive
Calendar Manufacturers, Advertising Specialty and
Calendar Jobbers, Cloth Specialty Manufacturers,
Twelve Sheet Calendar Manufacturers, Celluloid
Specialty Manufacturers and several others.
In 1917, the nation entered World War I. This
necessitated some adjustment in the industry. Steel
shortages caused some firms like The Vernon Co. to
temporarily discontinue manufacturing and concentrate instead on the distribution side. Other manufacturers added a new “line”—goods for the military.
Also in 1917, business publisher Forbes first
compiled a list of the 100 largest companies in the
U.S. This benchmark would ultimately provide a
lesson on the tenuous nature of American business.

With Growth Came The
First Name Change
By 1910, the Association had grown to about 60
active members. Throughout its history, which for
the most part would be characterized by steady
growth in numbers, the Association leadership would
encounter some resistance to expansion. There
would be members who preferred a closed organization of the elite. The Association is good for me as it
is; we don’t need my competitor down the street.
But this was not the sentiment of the founding
fathers. Consider this dialogue between George
Blanchard and Whitehead:
Blanchard: There isn’t a competitor in my line
whom I regard as a competitor now, but if I
had one I would want him in this
organization.
Whitehead: That is the whole thing—whether or
not we are getting in here the kind of men
who are competitors.
Blanchard: Let us look over our rules and revise
them so we will.
By 1913, the Association had a new name. The
appropriateness of “novelty” versus “specialty” as a
descriptor of the industry’s products and their
functions had been debated many times. One
member illustrated his objection to “specialty” by
recounting his visit to a place in Houston called “The
Specialty Store.” He had expected to find advertising
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found worthwhile, developed an identity for the
industry and given some clarity as to the marketplace
role of the products the members’ companies
produced and sold.
On the latter item, the organization got some
help from Bunting. In his 1914 book, Specialty
Advertising—The New Way To Build Business,
Bunting explained:
“Specialty Advertising is a generic term used to
cover a method or system of advertising ...
Specialty Advertising is complemental (sic) to
‘space’ publicity and in its broadest aspect
includes all novel and special methods of
advertising supplementary to newspaper and
periodical publicity… ‘Advertising specialties’
on the other hand is a limited term applied to
things—to the numerous specialty media
themselves—and in no sense is this term ever
synonymous with ‘specialty advertising’ the
method.”

Seventy years later, only 18 of those firms would
remain on the list; 61 of them would no longer be
in business.
The October 1918 meeting of NA ASM was billed
as “A War-Time Convention.” The banquet speaker,
Henry R. Rathbone, entitled his talk, “Patriotism As It
Should Be In Business—Not Just As It Frequently Is.” A
speaker from the Chicago Chamber of Commerce
tried to answer the question, “How Can Your
Industry Protect Itself In The Event Of A ‘Labor
Draft’?” General session topics included “How Can
We Make Our Business More Essential To Winning Of
The War?” and “Manufacturing And Price Problems
Under War Conditions.” Fortunately, these problems
would soon dissolve or never actually materialize.
Within two months’ time, the war would be over.
By the time the Association neared the end of two
decades of existence, it had developed a fairly solid
foundation, gained a viable membership in terms of
numbers, implemented several programs members
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Carroll H. Sudler

1920 - 21

E. J. Barklow

1921 - 22

Louis L. Joseph
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U. Rae Colson
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Frank A. Geiger

1924 - 25

E. N. Ferndon

1925 - 26

Charles B. Goes, Jr.
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J. B. Carroll

1927 - 28

William Cochrane

1928 - 29
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1929 - 30

Charles R. Frederickson

1930 - 32

Theodore R. Gerlach

1932 - 33

William H. Seely

1933 - 34

Herman C. Page

1934 - 35

J. C. MacKeever

1935 - 36

Carlyle N. Montanye, Sr.

1936 - 37

George E. Wood

1937 - 39

H. M. Messenger

1939 - 41

J. R. Talcott

1941 - 43

Clare Wilson

1943 - 45

n 1921, eight million women in the U.S. were
working out of their homes, and one of them was
Bernice Blackwood. She was the Association’s first
executive secretary—and also one of the first women
in the country to manage a trade association.
Now that the Association had its first full-time
paid manager, it set up its first office located at 20
East Jackson Boulevard in Chicago. The identification
on the door read Advertising Specialty Association,
the less cumbersome name having been adopted the
previous year.
By the middle of the decade, the national
economy had bounced back from a post-war malaise.
There would be, briefly, a period of optimism and
energy. Dance marathons were the rage. In Baltimore,
police had pulled the plug on eight fatigued couples
whose dancing had endured 53 hours.
And consumers, as well as businesses, were well
off. U.S. Steel in 1925 hit $128 a share. Advertisingimprinted road maps and auto accessories were
doing well, thanks to streets and highways traversed
by 20 million automobiles—one for every six
Americans. Secretary of Commerce Herbert Hoover
announced that unemployment, except in the center
of the coal and textile industries, was virtually
unknown. Never, he said, had the nation enjoyed so
much prosperity.
By mid-decade, ASA had published a Standards
of Practice for the industry. Members pledged to
“render advertising service rather than to be sellers
of merchandise,” reject all copy for advertising
specialties that “offends truth, decency and
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propriety,” and “maintain proper factory conditions
and to consider and conserve the physical and moral
welfare of our employees.” They also pledged to
adopt a system ending the “capriciousness and
senseless variations and changes in price…in the
interests of fair trade practice and the protection of
the advertiser.”
In 1928, ASA reached a milestone—25 years—and
was hoping for a gala birthday celebration. A problem was finding information on the Association’s
early years. In a letter to Past President Frank A.
Geiger, Blackwood explained: “This being our Silver
Anniversary year, we are trying to dig up some past
history and believe you can help. Records in the
Association office earlier than 1919-20 seem to be
rather meager.”
The anniversary was celebrated at the fall
convention, but nobody was popping corks. The
Volstead Act and Prohibition had dried out—officially,
anyway—everything for the past eight years. The
banquet speaker was the editor of Nation’s Business.
Past presidents were recognized and so were the
Association’s accomplishments including establishing
uniformity in trade practices, gaining recognition by
the American Advertising Federation for specialty
advertising as an advertising medium, excluding
specialty advertising from federal anti-bribery
legislation and, in 1918, thwarting a 15-percent tax
on advertising other than newspapers and magazines.

At the September-October meeting in 1929,
speakers included a Chicago ad agency executive
describing how agencies regarded advertising
specialties and the people who sold them. A Jewel
Tea Co. executive explained why his company used
the industry’s products, and a Brown & Bigelow sales
manager told the audience what he liked and disliked
about his company’s line and service. (Nothing was
written about whatever negatives he may have
disclosed.)
At that 1929 meeting, there were only 24
exhibitors. If someone had interpreted this as a bad
omen, he or she would have been right. Before the
month was over, investors would see the wheels fall
off. Black Thursday—October 24—was aptly described
by the headline in the entertainment weekly, Variety:
“Wall Street Lays an Egg.”
For those who lived through the Great
Depression, it was an awful time. James T. Albert,
who survived it to midwife the birth of Association
member education, later recalled that period as a
salesman for the Osborne Co. The firm had
transferred him from Kansas City to Cleveland in
hopes of better prospecting.
“And then for a period of time, like everybody
else, I floundered, because no matter where you
went, you had bank closings in 1933. Nobody
really had any money to spend, and it was
extremely difficult to make a living. Plus the

What Was New?
• First road map appears in the 1920s.

easy-to-use cigarette lighter. He calls it a
Zippo.

Published by C.S. Hammond Co., it advertises
the Jenney Oil Co.

• In the mid-1930s, Murray Sholkin learns the

• In 1922, the “Coca Cola Opens the Door”

injected molding process in Europe. Back
home, he has his company turn out plastic
drink stirrers, coasters, iced tea spoons
and tumblers.

catalog of dealer promotional items includes
leather wallets, bottle openers, ice picks,
ink blotters, trays, pencils and calendars.

• Drivers license key tags are popular in the

• During World War II, Forest Gill works with

1920s and early ’30s. Printed on paper during
that era, the licenses are curled and inserted
into capsules on the chain.

self-sticking paper and Day Glo ink to make
signs on canvas. He adapts them to bumper
stickers, replacing the cardboard signs
attached by string or wire to bumpers.

• In 1932 machinist George Blaisdell invents an
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fact, remember, in those days we were selling
absolutely nothing but paper. There was
nothing else besides such things as imprinted
horse blankets, which were one of the first
advertising specialties ever made.”
Not everybody suffered. James M. (Jamie) Beach,
fifth generation to head the company founded by
great-great grandfather Henry Beach, recalled
running against the tide:
“Before he passed away, my dad told me that
even during the Depression they had five or six
salesmen who called on major accounts—all the
breweries and that type. I know during the ’30s
each one of those salesmen knocked down

between $100,000 and $180,000 every year
during the Depression.”
How on earth did they accomplish this? No doubt
lots of wining and dining of key buyers, explained
Beach, “at the most famous resorts.”
In 1931, the ASA name was discarded in favor of
Advertising Specialty National Association.
Blackwood left the Association that year, and Marion
Stout became the executive secretary, an office that
would later be held by J. W. Brennan. Their
responsibilities were magnified by the fact that ASNA
was now restructured, incorporating two
subdivisions: Association of Advertising Specialty
Manufacturers and Association of Advertising

Russell M. Searle: A Man For All Seasons
However, while other trade associations were
folding, ASNA, under Searle’s leadership,
managed to stay alive. In subsequent years,
Searle moved the ASNA Show to the Palmer
House (1942) and guided the Association
through the deprivations of World War II and
the postwar economic rebuilding. By the time
the Association celebrated its 50th anniversary
in 1953, membership had rebounded to
321 firms.
Searle’s retirement in 1956 ended the longest
management tenure in the Association’s history.
At the time, the independent Specialty News
effusively praised him for his knowledge of the
Washington legislative community, competent
handling of the Federal Trade Commission
complaint against the Association and
management of the ASNA shows. The editor
wrote: “Under his capable guidance, it (ASNA)
grew into a position of strength and financial
soundness to the point that it has become a
widely known and highly honored member
of the great family of American Trade
Associations.”
In dealing with the Depression, war,
prosperity and intra-industry conf lict, he could
rightly be described as a Man For All Seasons.

Some called him a
Washington bureaucrat, and perhaps he
was. But when Russell
M. Searle came on
board to manage ASNA,
the Association needed
someone who knew his
way around the corridors of government.
Searle joined the
Russell M. Searle
Association’s management in 1933 as deputy
administrator of the ASNA Code Authority, the
device established by the National Recovery
Administration to help nurse industries through
the Depression. The pessimistic prospects for
his subsequent stewardship were epitomized by
the titles of the hit tunes of that day, “Boulevard
of Broken Dreams” and “Stormy Weather.”
He became executive secretary of ASNA in
1937, the year the Association had its first jobber
president. That year’s annual convention
program announced the Association was
dedicated to the “progress, protection and
development of the industry.” That seemed like
unconvincing bravado, since the ravages of the
Depression had reduced ASNA membership to
fewer than 80 companies.
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Specialty Manufacturers – Importers – Jobbers. Both
met concurrently at ASNA conventions.
New York was the location of the 1932 fall
convention, only the second meeting outside of
Chicago. One of the meeting topics was titled, “What
Effect Has The Slump In Business Had On Our
Industry?” The answer to that question was reflected
in a membership decline—to fewer than 80
companies. By the exhibitor count, only 21 firms
were displaying their products at that show, and the
following year, there would be no convention at all.
With 13 million Americans out of work and
businesses—including trade associations—folding,

Congress moved to implement President Roosevelt’s
New Deal program to revive the economy. The
National Recovery Administration was established.
Manage-ment and labor were pushed to accept NRA
codes that would regulate wages, working hours and
production. First to feel the sting of NRA was a
Brooklyn gas station indicted for saddling employees
with a 66-hour work week.
Many ASNA members displayed the NRA blue
eagle emblem, signifying their participation. The
Association itself was tied to the NRA Code Authority.
George Hirst, of the Osborne Co., was the executive
secretary of ASNA’s Code Authority. At the 1934 fall

Charles R. Frederickson: A Board Room Progressive
up deficits, mainly because its account list was
bloated with slow-pays and no-pays. Frederickson
set about collecting debts in his own nonintimidating way and soon the firm was making
a profit.
He first became president of the Advertising
Specialty Association right after World War I. At
the time, the Association had no staff or office
but was working on acquiring them. As soon as
the economy revived, so did the Association’s
membership and resources.
When the economy really went into a
tailspin that produced the Great Depression, the
Association called on Frederickson once again,
and he headed the organization from 1930-32.
Among the most frequent topics discussed at
the ASA conventions at that time was one in
which Frederickson was well versed—
collections.
During the last years of his career,
Frederickson witnessed the labor unrest that
brought turmoil throughout the manufacturing
sector. The experience was especially painful to
a man who knew most of his employees by their
first names. In an address to the industry, he
proclaimed, “When workers and employers can
meet on the common ground of understanding,
with the same mutual interests, and have
confidence in each other, we shall amicably
settle all differences that may exist.”

Shortly after being elected president of the
Association, Charles Frederickson got a nice
plug from his hometown paper in a local-boymakes-good article. The writer called him “one
of the most far-seeing, capable and progressive
men in the advertising specialty business—a
business controlling about one-tenth of the vast
amount of money spent for advertising in the
North American continent.”
Bombastic as it was, that assessment was
pretty much on the mark.
Frederickson was accustomed to praise.
After hearing him speak on the economic
problems following World War I, a Chicago
newspaper reporter gushed, “I am curious to
know what college or university should be given
the credit for having such a master student of
fact-presentation via the public forum.”
Actually, Frederickson had never gone to
college.
His connection with the industry began as a
broker selling on commission the advertising
specialties Jasper Meek and others were
producing. In 1911, he became president of the
American Art Works in Coschocton, Ohio, the
lineal descendant of Meek’s company. Thirtyfive years old at the time, he was dubbed the
“boy president.”
One of the biggest direct houses of the day,
American Art Works, nevertheless, was running
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weight champion of the world. As a boxer, he could
feint, jab, take and deliver a punch with the best of
them. What better preparation for his next career as
sales manager for a San Francisco specialty
advertising jobber?
For its fall convention in 1941, ASNA chose as
its keynote speaker Clifton Utley, chairman of the
Chicago Council of Foreign Relations and a radio
news commentator. His topic: “The World Today—For
You And Me.” Very shortly that world would become
a nightmare.
When World War II did come, the specialty
advertising industry made the necessary adjustments
just as it had a generation earlier. Stebco Products, a
Chicago manufacturer of briefcases, started turning
out boxes for infantry field telephones, instrument
cases for Air Corps bombardiers and flyers’ clothing
bags. To its line of cloth products, the KemperThomas Co. added civilian gas masks and Marine
Corps fatigue caps. Brown & Bigelow offered a nice
line of proximity fuses for artillery shells, and The
Vernon Co. was manufacturing ammunition boxes.
There was plenty of business to go around. It was
just that the purchasing agent for so much of it was
Uncle Sam.
Despite rationing of food, fuel, materials and a
shortage of manpower, ASNA and its members
attempted to maintain normal routines. Conventions
were held throughout the war, although the scenery
was different. In 1942, the conventions were moved
to the Palmer House in Chicago with the banquets in
the Red Lacquer Room becoming a fixture for years
to come.
By the time V-J Day in 1945 marked the end of the
war, ASNA had 154 members. That membership now
included jobbers, making the organization something
of a rarity. Few trade associations comprise both the
manufacturing and distribution channels for an
industry—all the more reason for the often-heard
claim that the promotional products industry was
unlike any other.

convention, once again held in Chicago, Hirst
addressed the group on “Advertising Specialties And
The New Deal.” Jobber members were told they
would have to organize or the government would do it
for them. Consequently, Carlyle N. Montanye, Sr.
chaired a meeting to organize the Advertising
Specialty Jobbers Association under the aegis of ASNA.
Because federal legislation and regulation were
influencing—some would say dictating—so much of
how the industry operated, ASNA found it prudent to
gain proximity to the seat of government and moved
its headquarters to Washington, D.C.
The nation became acquainted with sit-down
strikes in late 1936 as workers shut down seven
General Motors plants. Labor unrest was pervasive
during the period, and even manufacturers of
calendars and other advertising specialties took
notice. For the unrestrained optimist, there may have
been an upside. The labor movement, like other
causes, had an appetite and some funding for
imprinted promotional items.
In 1936, ASNA elected jobber Montanye as
president. The following year, the Association hired a
new executive secretary, Russell M. Searle, who had
been deputy administrator of ASNA’s Code Authority.
He was the longest-serving chief staff officer in the
Association’s history. An independent industry
monthly, Specialty News, years later would state: “His
appointment…was a little in the nature of a call to the
doctor, as he had wide experience in the field of
management consulting, and he was given the duty
of revitalizing a rather sick patient.”
As more people found work, attention began to
focus overseas. In 1938, Carl Rosenfeld, banned as a
Jew from practicing law in Nazi Germany, and his
wife, Ruth, boarded a ship for the U.S. On the ship’s
public address system, a voice in German announced,
“Our glorious troops have entered Czechoslovakia.”
The future ASNA leader was convinced he was
making a smart move.
Also in 1938, Fred Apostoli was making a living
beating up people. That year he became middle-
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ASNA PRESIDENTS
Howard R. LeRoy

1945 - 46

R. J. Bernard

1946 - 47

Frank P. Spikins

1947 - 48

J. L. Turner

1948 - 49

C. A. Peck

1949 - 50

Horace K. Atkins

1950 - 51

Harry S. Hawkins

1951 - 52

William E. Coffman

1952 - 53

David W. Welday

1953 - 54

Robert E. Yaw

1954 - 55

Leslie T. Chelstrom

1955 - 56

Richard H. McCleery

1956 - 57

Harry J. Friedman

1957 - 58

James Y. Canfield

1958 - 59

Raymond A. Geiger

1959 - 60

Rightly R. Perry

1960 - 61

J. Howard Pecher

1961 - 61*

Edward B. Halperin

1961 - 62

Martin D. Meyers

1962 - 63

Stanley V. Linham

1963 - 64

* Did not serve a full term

ollowing wartime rationing that made countless
consumer goods scarce and limited the selection of
what remained, postwar America was certainly a
time of dazzling choices. If you disliked driving with
a stick shift—as many did—you could buy a Buick with
a Hydramatic transmission. You could beat department store prices and still get choices if your town
had that earliest of discounters, an E. J. Korvette
outlet. The sated new marketplace was embodied in
the motto of General Motors CEO Ed Cole: “Kick the
hell out of the status quo.”
Advertisers had many new options, too, the chief
of which was television. TV, they found, delivered
huge audiences at an appealingly low cost per
impression. No wonder that medium threatened to
eat the lunch of virtually all of its competitors. If
specialty advertising was to survive in this marketing
milieu, it needed to offer some options, too.
Fortunately, they were available.
Before the war, specialty advertising salespeople
were pretty much limited to products made of paper,
metal, wood and leather. With the advent of plastic,
the status quo would change in a way that Ed Cole
could appreciate.
The first plastic used in advertising specialties was
celluloid, which originated in 1868. In the mid1930s, Murray Sholkin, working in Europe, was
introduced to the injection molding process in
Germany. Back home in the U.S., he and his father
formed Beacon Plastics and turned out plastic drink
stirrers, iced tea spoons and tumblers.
Of all the products to which plastic was applicable,
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Garland Industries, and they weren’t producing
calendars.
The vast array of products now available had
repercussions in production and distribution. Until
then, the industry was dominated by firms that were
technically direct-selling houses—they produced
their own products, which were then sold by the
house sales force to end users, or they were
manufacturers whose goods went to market through
sales agents or jobbers.
The industry—particularly the jobber side—
appealed to many among the legions of war veterans
looking for opportunities to go into business for
themselves.
“Initially, many of these men began careers with
Brown & Bigelow or one of the other direct houses,”
Dean C. Mathews, an Association board chair, wrote
years later in The Specialty Advertiser. “Others
served their apprenticeship with existing distributors, while still others watched, listened and started
from scratch. As these new distributorships grew and
prospered, they in turn served as recruiters and
trainers of new entries in the business.”
Innovation in products, manufacturing processes
and selling had an enormous impact on direct
houses, forcing many of the industry’s great
nameplates to disappear. Mathews recalled:
“The direct house’s day of exclusivity had

GUI LD PRESIDENTS
Frank A. Cavanau

1953 - 54

Douglas W. Kennedy

1954 - 55

Frank O. Geiger

1955 - 56

Dan Danziger

1956 - 57

Robert Seltzer

1957 - 58

Charles L. Andes

1958 - 59

U. Gordon Colson

1959 - 60

Carl E. Rosenfeld

1960 - 61

Bill Schwartz

1961 - 62

none added more to the industry SKUs following the
war than the ballpoint pen. Chicago industrialist
Milton Reynolds redesigned a pen patented in 1943
by Hungarian inventor Laslo Biro. The fact that it
wrote under water seemed to justify the original
price of $15. Fortunately, improved models and a
greatly reduced price made it a practical and
attractive ad specialty. The ranks of industry
manufacturers were joined by companies like Scripto,
Parker Pen, Sheaffer Pen, BIC Corp., PaperMate and

What Was New?
• John Finn in the mid-1940s designs first

in 1954 and introduces litter bags. He coins
the slogan “Don’t be a litter bug” for the Keep
America Beautiful organization.

adhesive-back, 12-month calendar.

• In 1950, vinyl is introduced to the industry

• In 1955, building inspector Fred Morrison,

and used in wallets, litter bags and key
tags. Charles Wright develops the turnededge-and-sewn method in 1953. Until then,
nobody had sewn on vinyl, only on leather.

sells his f lying disk to Wham-O. Two years
later the “Pluto Platter” is modified, renamed
and marketed as the Frisbee™.

• Grocer Maurice Cohn in the early 1950s

• Chemical engineer William Diener in 1958

conceives idea of using food as gifts and goes
on to form the Waterloo Ideas Co. Some credit
him with developing the industry’s first fullcolor catalog.

convinces Walt Disney to put eraser figures
of his cartoon characters on souvenir pencils.
Soon this becomes a hot seller in Magic
Kingdom gift shops.

• Tom Constantino forms The Noteworthy Co.

• The porous-point pen is introduced in 1963.
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Doing The Honors
In an industry generating sales of plaques,
trophies, gift certificates and other mementos of
recognition, it’s not surprising that honoring
member achievement is such an important
activity. During its history, the Association has
applauded member “bests” in everything from
Web sites to attractive show exhibits.
However, some of the Association’s awards
have a purpose that goes beyond praising great
work. Whether planned or not, a unique aspect
of some awards programs is they have
educational and motivational components.
An example is the first of the major recognition programs, the Supplier of the Year award,
inaugurated by the Advertising Specialty Guild in
1956. It was a competitive award with the
winner being selected by vote of the distributor
membership. Obviously a popularity contest, the
competition, nevertheless, was a vehicle for
distributors to illustrate the performance
excellence they wanted from the suppliers with
whom they dealt. Recognition was an
endorsement for the winner, and distributors
hoped other suppliers would be motivated to
earn the acclaim.
When the Guild and ASNA merged in 1964,
the Supplier of the Year was retained as a
Specialty Advertising Association program.
Smaller suppliers, however, were at a disadvantage. Since they dealt with fewer distributors,
there was no hope of any of them amassing
enough votes to claim the award. Consequently,
the competition was restructured in 1982. The
new Supplier Star awards allowed for one
winner plus up to two awards of merit from
each supplier category. Now size of the supplier
company no longer mattered. The first to be
called Supplier Stars were Aakron Rule Corp.,
Abilene Candy, Ebert Sportswear, World Wide®
Art Studios and Gill Studios, Inc.
Supplier excellence in production quality and
product innovation is recognized in the
Suppliers Golden Achievement Awards,
originating at the same time as Supplier of the

Year. Suppliers submit their best work in production processes ranging from offset printing
to embroidery to “Two Or More Distinct
Processes That Produce A Specific Visual Effect.”
So important are new, original products to
distributors that the competition also offers such
categories as “Most Creative New Entry
Designed For Promotional Products’ Use.”
Golden Achievement has become more than
a platform for suppliers to strut their stuff. It is
also a showcase from which distributors can
learn and gain a better appreciation of some
extraordinary craftsmanship.
While the Guild was introducing awards to
recognize suppliers, ASNA was doing the same
to acknowledge the creative attributes of
distributors. There were distributors every bit as
creative as the ad agencies that were winning
Addys and CLIOs—the Oscars of mass media
advertising. Promotions submitted by these
distributors were critically judged, and the
highest scores earned Golden Pyramids.
The distributors’ awards contest was
launched in 1958 as the Outstanding Use Of
Advertising Specialties In Business Awards
Competition. A name like that was not a keeper.
In a contest for something better, the board
picked a suggestion by award winner and future
Board Chair Joe Stratton. Golden Pyramid
sounded right to the board, reported the SAAI
Newsletter, because “like those enduring,
centuries-old edifices created at El Giza for the
pharaohs, the concept suggested the long-lasting
characteristics of the specialty medium.”
The Golden Pyramid competition honors
distributors’ promotional programs classified by
function, e.g., goodwill; or targeted audience,
e.g., business-to-business or consumers. Again,
the educational component emerges. The
Golden Pyramids not only salute winners but
have also enabled the Association to catalog well
over a thousand promotional ideas to the benefit
of other distributors. The award-winning
Continued on next page
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ended. No longer could any single company
bear the cost of designing, tooling and
manufacturing limited quantities of anything
but proprietary items for sale through its own
sales force. Calendar and graphic products, yes;
but molded and fabricated products with high
start-up costs, no. The efficiencies of volume

manufacturing made distribution of molded and
fabricated products through a broad spectrum
of distributors essential, and the numbers of
distributors and their salespeople had grown to
be the dominant factor in the specialty
advertising market.”
As one might expect, postwar growth had a
measurable effect on ASNA. When the Association
commemorated its 50th anniversary in 1953,
membership had soared to 321 firms. To be eligible
for membership, manufacturers and jobbers had to
be in business two years and have a minimum of
$51,000 annually in advertising specialty and gift
sales. Jobbers had to maintain a place of business—
principally in specialty advertising—have at least two
salespeople in addition to the owner and have a
“satisfactory credit rating.”
For many entrepreneurial salespeople aspiring to
be jobbers, these requirements were too stiff. As a
matter of fact, just gaining entry into the industry
was, for many, a formidable obstacle; but Joe Segel
would fix that.
Working his way through college, Joseph M. Segel
had sold advertising specialties to help pay for tuition
and books. In doing so, he had encountered the same
issues challenging other industry newcomers. What
products are available? Since manufacturers were
disguised by line names, how does one find out who
makes these products?
In 1950, Segel formed the Advertising Specialty
Institute, a for-profit trade information service. By
subscribing to ASI services, such as the Advertising
Specialty Register and the Consolidated Catalog,
jobbers could identify products and sources. Another
widely read ASI publication was a monthly magazine,
The Counselor.

Doing The Honors
Continued from previous page

campaigns also fuel public relations efforts by
furnishing examples of how effectively
promotional products work.
In the Association’s seventh decade, some
members were contemplating the industry’s
progress and the people who had contributed
to it. It was time, they believed, that the men
and women who made extraordinary
contributions be recognized. That certainly
was Russ French’s thinking.
As a member of the board, French
proposed that the Association establish a Hall
of Fame. Also a member of the Direct Selling
Association, he had been impressed with that
organization’s pantheon to recognize industry
immortals. “It was an attempt to do two
things,” French said of his plan. First, was to
give recognition to past leaders, and the
second was to generate excitement for the
present leadership and generate an incentive
for leaders in the years to come. “We always
hoped that in doing the Hall of Fame thing,
there would be people in the audience
saying, ‘I’m going to work my tail off for this
Association because some day I’d like to be
considered for the Hall of Fame.’”
Acting on nominations from the
membership, the board chose seven industry
luminaries as the first inductees to the
Specialty Advertising Hall of Fame in 1977.
They were Horace K. Atkins, Harold F.
Luf kin, Richard H. McCleery, Carl E.
Rosenfeld, Joseph M. Segel, William F.
Vernon, Sr. and Charles A. Ward. And in
1994, French, too, was selected to join the
illustrious club.

Creation Of The Advertising
Specialty Guild
Being able to set up shop still didn’t guarantee
admission to ASNA and the benefits derived from
association membership. Segel would fix that, too.
He gave jobbers an option to ASNA in 1953 by
forming the Advertising Specialty Guild. The
organization was first headquartered in Philadelphia
and later moved to Chicago. Frank A. Cavanau was
the first president, and Segel served as secretary
during the organization’s infancy.
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Who were its members? Contrary to some
misconceptions, membership included manufacturers
and direct houses, and several Guild presidents would
be drawn from their ranks. But the main idea was to
form a home for jobbers who felt disenfranchised by
ASNA and its requirements. Bill Schwartz, who
became president of the Guild, recalls as a new
jobber, his first exposure to the organization. “At a
show in Chicago, Bob Seltzer (Guild president) took
me under his wing and got me interested in the Guild,
because obviously I couldn’t join ASNA.”

Peacetime prosperity continued throughout most
of the 1950s even if peace didn’t. By June 1950, the
nation was at war again—this time in Korea. Korea?
Many Americans had never heard of the place. One
member company, C.S. Hammond, offered to locate
the country for them. It published a folder, “Military
Maps of All Fields of Operations,” which included
detailed maps of Korea and other hot spots.
ASNA would find itself in a couple of wars of its
own. The first opponent was the Federal Trade
Commission. Responding to complaints in 1952, the

Carl E. Rosenfeld, Iconoclast At Large
something that could be seen not only in sales
but in a trophy case stocked with Golden
Pyramid awards.
As president of the Advertising Specialty
Guild, Rosenfeld saw the futility of an industry
with two competing trade associations and took
steps to effect a merger. As a participant in the
“secret” meeting in St. Louis, he brought back to
his board the negotiated plan for merger. Once
the two groups were united, he followed Stan
Linham into the presidency of the Specialty
Advertising Association in 1965.
Rosenfeld’s European heritage undoubtedly
inspired his international outlook. He was an
early member and an active participant in the
World Advertising Gift Exchange (WAGE). As
such, he was inf luential in the Association’s
subsequent global outreach.
Never coy, Rosenfeld had lots of opinions
and shared them freely. The Association’s
presidents and board chairs were accustomed to
getting his “missives.” Disagree or not, they
always respected the source. He was giving
them the kind of empirical wisdom they could
never obtain from high-priced consultants.
The many tributes paid in his memory were
sincere. Former board member, Glen Holt,
accurately assessed the weight of Rosenfeld’s
inf luence: “He was the last of a group of great
industry people who made it easier and more
professional for all of us.”

In the year he died
at age 90, Carl
Rosenfeld was still
bringing in business. It
had always been pretty
much assumed that
nothing short of death
could ever stop him.
Rosenfeld seemed
to remind some of
Albert Einstein. Besides
Carl E. Rosenfield
their f lowing white manes, there were other
similarities. Both had f led Germany in the 1930s
because their continued survival depended on
it. Both were brainy, innovative and iconoclastic
tradition breakers who compiled a lengthy skein
of “firsts.”
First to hire a woman salesperson, he would
claim after purchasing the Walter W. Cribbins
distributorship in 1948. As the owner, he was
among the first to hire full-time salespeople and
let them communicate directly with suppliers.
In a 1973 AdWeek article, the writer cited that
as the reason California distributors were able to
recruit salespeople with more college degrees
and marketing education, and experience lower
turnover than elsewhere in the country.
It is true his sales team got the best training
available. If that meant bringing in the doyen of
industry creativity, Sid Shore, Rosenfeld would—
and did—do it. That was proof they learned
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ASNA and the industry also took on the United
Nations. The U.N. had crossed the calendar manufacturers by proposing a world calendar that was to
be adopted by 1961. All months would have an equal
number of days, and whatever was left over would be
appended to the end of the year. Some businesspeople liked the idea as a matter of business
efficiency, but religious groups opposed it.
Oliver Stevning of Shaw-Barton, a big calendar
house, opined, “The proposed change could possibly
stimulate the calendar business for a few years rather
than the reverse. My objection is based on a sincere
belief that a calendar with one or two undated days
each year would prove to be a hopeless anachronism
in actual use, particularly when those days are not
part of any week or month.”
By their actions, the ASNA boards of the mid1950s, presided over by Bob Yaw, Leslie Chelstrom
and Dick McCleery, resembled the motorists in
search of the high-speed interstate highways that the
nation was now building. Puttering along in the old

FTC charged ASNA with, among other things, trying
to establish uniform trade practices, unlawfully
restricting jobber membership and prohibiting
manufacturers from selling to jobbers who weren’t
members of the Association.
George Lamb, ASNA’s general counsel, defended
the Association and was successful in getting most of
the 18 allegations dismissed. The FTC did issue a
“cease and desist” order on alleged charges of
conspiring to fix prices. It was probably the FTC
press release announcing the order that annoyed the
ASNA Board more than the order itself. President Bob
Yaw protested, “It made capital of a limited ruling,
which prohibits any joint action to regulate sales
according to manufacturers’ published price lists.”
The board subsequently appealed the ruling but
to no avail and the cease-and-desist order stood. As a
consequence, Association meetings today are still
prefaced with a warning against any mention of
prices, boycotts or anything that could be interpreted
as an attempt to restrain trade.

Horace K. Atkins: Service As A Marathon
Few, if any, board
members accumulated
more service stripes
than Horace Atkins.
For 15 years, beginning
in 1955, the board got
its budget picture from
Atkins, the treasurer.
A founder of
calendar supplier
Winthrop-Atkins Co.,
Horace K. Atkins
he served as ASNA’s president—or chief elected
officer—in 1950-51, a comparatively quiet and
prosperous time for the organization.
Membership, bolstered by new businesses
launched after World War II, was close to 300
firms. The specter of the Federal Trade
Commission investigation was still a ways off.
The Advertising Specialty Institute had just been
organized, and its foster child, the Advertising
Specialty Guild, was not yet in the works.

After the Guild was formed, Atkins was an
early convert to the cause for consolidation. As
ASNA treasurer, he could see the benefit of
combining resources to address industry issues.
Consequently, he became part of the merger
faction that met in St. Louis to push for
negotiations.
Aside from his desire for industry peace, he
saw advertising specialties as being useful in
promoting international goodwill. After his
company had received an award for that cause
in 1954, he dashed off a letter to President
Eisenhower’s special assistant for disarmament.
Advertising specialties, he said, are tangible
expressions of goodwill, regardless of
educational levels or language barriers.
Atkins was unselfish with his time and
talent, and a colleague once described him as “a
person whose vocabulary does not include the
word ‘selfish.’”
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two lanes wasn’t going to cut it any more.
Before this, members had been drawn to the
conventions principally for the meetings and general
sessions. The exhibits were more of a side attraction,
but with all the new product options, the show tail
was beginning to wag the dog. At the 1956 ASNA
Spring Show, there were 130 exhibitors whose
displays were viewed by representatives of 1,013
jobber firms, only 134 of which were members.
In a major undertaking, the board engaged Booz
Allen & Hamilton, a large Chicago management
consultancy, to survey members and nonmembers to

secure feedback on what services ASNA should be
offering and how best to enlarge the industry’s
stature among advertising media.
One of the byproducts of the survey was adoption
of a BA&H recommendation to balance the board
with equal representation of manufacturers and
jobbers. Plans were also drawn up for a new dues
structure, basing it on sales brackets. Assessments for
jobbers would be about half of what manufacturers
would pay.
The BA&H analysts found the existence of two
competing trade associations to be detrimental to the

Bob Yaw: Advertising To Relieve Headaches
presiding over ASNA in 1954-55. Collaborating
with regional groups, ASNA was developing its
Advertising Specialty Day meeting programs for
local ad clubs. The featured speakers were
usually the ASNA presidents, who would also
leave their audience with a potpourri of
advertising specialties donated by member
manufacturers. “It was easy for me,” he
admitted, “I had attended those meetings for
years because I was in the agency business.”
After completing his term as ASNA’s chief
elected officer, Yaw represented the Association
for many years on the board of the AFA, since
renamed American Advertising Federation.
A supplier, Yaw was CEO of what was then
known as Souvenir Lead Pencil Co. One of his
creations was the headache pencil, which had a
capsule containing a pill resembling an aspirin
tablet. A great item, he said, because everyone
had business headaches.
Yaw had a few, too, during his board service.
ASNA at the time was contesting the Federal
Trade Commission antitrust charges and
competing with the Advertising Specialty Guild
for the hearts and minds of the industry.
As a supplier, he saw the need to educate
distributors and helped develop a sales training
program for them. As an ex-ad man, he
contributed an advertising perspective as an
instructor at the first CAS seminar in 1961.

As one of the few
members with an
advertising agency
background, Robert E.
Yaw was approached
by the president and
the executive director
of ASNA and asked
what he thought of an
Association meeting he
had just attended. He
Robert E. Yaw
proceeded to give them an earful.
“I said I didn’t learn anything about
marketing,” he recalled. “I said that’s the
weakness I observed at this point. It (the
Association) needs to dress itself up and become
part of the Advertising Federation of America.”
Yaw’s opinion was a restatement of the
founding members’ original quest: to have the
Association and the industry identified with and
accepted by the general advertising community.
Obviously, there was still a lot of work to be
done. “Years ago, when I came into the
Association, we were known as an association of
peddlers, gimmicks and gadgets. There was a lot
of truth to that,” he declared. For the industry to
gain respect and to prosper, its practitioners
needed to “associate with people and speak the
language of that (advertising) world.”
Yaw’s convictions were ref lected in his
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industry. The boards of both organizations agreed
and consequently, Chelstrom and his Guild counterpart, Douglas Kennedy, initiated talks to explore the
possibility of a merger. In January 1956, they brought
their respective boards together in Palm Beach to see
if something could be worked out.
It couldn’t—not then anyway. The Specialty News
reported “strong hopes in many quarters that such a
merger might be effected, but basic differences
concerning the pattern of the new organization
prevented final adoption of the plan.”
But the merger sentiment persisted. In a letter to
the new Guild president, Francis O. Geiger,
Chelstrom advised “our doors remain wide open” for
Guild members to qualify for ASNA membership. “As
an individual or a group, you are most welcome.”
For its contribution to a rapprochement, the Guild

held its first awards banquet and named as “Man of
the Year” ASNA Past President Yaw.
At Palm Beach, the ASNA board adopted the
BA&H recommendation to change the organization’s
name back to Advertising Specialty Association. In
doing so, the board got a lesson in democracy as
practiced by a member-driven organization. ASA—
again? No, protested the members. By March the
board had reversed itself.
Also on the ASNA board’s agenda in 1956 was
finding an executive secretary to replace Searle,
who had retired. They picked a former advertising
agency executive with association management
experience, Ralph B. Thomas. In two years’ time,
ASNA would also hire a public relations director,
Robert C. Rollings.
During the mid-1950s, manufacturers and jobbers

Ralph B. Thomas: ASNA’s Last Proprietor, SA A’s First
spokesperson, Thomas was the eminently
qualified speaker at many of these events.
Much of his attention was focused on ASNA’s
plans to bring education to the industry.
Together with Education Committee chair James
Albert, he toured several university campuses in
search of the best location for the Executive
Development Seminar launched in 1961.
The communication traffic channeled
through his office intensified as ASNA and the
Guild rekindled their desire to explore merger
possibilities. When that merger took place in
1964, the boards of the two organizations
agreed that Thomas should be the president of
the new Specialty Advertising Association. He
closed ASNA operations in Washington, D.C.,
opened the new SA A headquarters in Chicago
and assembled a staff. Unfortunately, ill health
forced him to retire within the year.
A contemporary, Bob Yaw, who had been a
chief elected officer of ASNA, praised Thomas
as one who understood the Washington
legislative process and who recognized the need
for the industry to change its image to ref lect its
identity with advertising.

Ralph B. Thomas hit
the ground running.
Reporting to ASNA
headquarters as the
organization’s new
executive director in
1956, it was ”hi” and
“goodbye.” He was off
to Boston for the Court
of Appeals hearing on
the Federal Trade
Ralph B. Thomas
Commission case against the Association.
Fortunately, that issue was about to conclude
because there were so many other things that
had to be dealt with.
The industry was continuing its quest for
identity as an effective advertising medium and
Thomas’ background would prove helpful. He
had started his career with Lord & Thomas, a
pioneer ad agency that later became Foote,
Cone & Belding.
ASNA had embarked upon its Advertising
Specialty Day program of making presentations
to local ad clubs affiliated with the Advertising
Federation of America. As the Association’s
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needs. As a former ad agency executive, Yaw was
impressed with some of the West Coast jobbers like
R. R. Perry and the Walter Cribbins Co. “Their
salesmen went out and really sold their products as a
way of achieving goals for their clients,” he said.
“They sold programs. They were like other media—
they could show you what you could reach for so
many dollars.”
The ASNA Board was enthusiastic and assigned a
committee to develop member education. The
centerpiece was unveiled in early 1961 at the
Executive Development Seminar at Case Western
Reserve University in Cleveland where attendees
were awarded the Certified Advertising Specialist
(CAS) designation. The program expanded as time
went on, offering those who were interested an
opportunity to apply a cachet of professionalism to
their work.
If member education was important to ASNA, it
had top priority for the Guild, an organization
composed predominately of jobbers. Several ideas for
upgrading jobber skills were explored; one of the
most significant was proposed by John Stockman:
Devote the day prior to the organization’s
convention/show to member education. Hence, it
was the beginning of the Guild’s Management
Practices Conference.
The jobbers who craved member education were
often family businesses—mom-and-pops or parentoffspring enterprises. A college education was not a
requirement, and if you had one, it might not be in
the business disciplines. MBAs were a rarity. Of those
persons migrating to specialty advertising from other
fields, a majority came from selling positions in other
industries, but there were also schoolteachers,
engineers and the occasional career switcher from
the advertising agency and media world. One thing
many brought with them was an unbridled
imagination, which made them ideally suited to
specialty advertising. They could see unusual ways to
assemble a promotion. Such creativity needed to be
recognized, the ASNA board decided. It could help
demonstrate to buyers the potential of the medium.
Therefore, in 1958, ASNA inaugurated the Outstanding Use of Advertising Specialties in Business
Promotions Awards competition. With a tongue
twister of a name like that, a rechristening to the
Golden Pyramid competition was just a matter of time.

often learned of industry happenings from The
Specialty News. Originally a house publication for a
manufacturer whose calendar line included art that
feminists would later deplore, the monthly tabloid
broadened its coverage and circulation, and accepted
advertising. Like Henry Bunting before him,
publisher F. B. Page was a strong supporter of the
Association and sympathetic to its aspirations.
However, his was an independent publication, and
neither he nor his editor was in the pocket of the
ASNA board. In one editorial, SN commented:
“We are conscious of the fact that during part of
its history, it (the Association) was controlled by a
group that did not, perhaps, have the best interests
of the industry as a whole at heart.”
But, declared the writer, that was no longer true.
All proposals now were being “considered and either
approved or rejected in the best traditions of
democratic processes...”
Although ASNA and the Guild would continue on
their separate ways for several more years, the boards
of each group were reaching the same conclusions
on the direction the wind was blowing. The
requirements of the marketplace were changing,
and the industry had to get in step. More and more,
advertising agencies were basing clients’ campaigns
on what was learned from market research, and
there was a new player in the field—the sales
promotion agency.
In their 1977 book, Incentives in Marketing,
authors George Meredith and Robert Fried traced the
development of the premium industry. They
described the period beginning about 1950 as the
“Age of Balance.” This period, they said, was
“identified by a maturity of approach to incentives
and a more selective use of the many ways they can
relate to sales and profits when applied to specific
marketing needs.”
Unless some changes were made, the specialty
advertising jobber was going to be left behind.
One of the jobbers’ problems was sales training—
or the lack of it. The direct houses provided training
for their salespeople; elsewhere in the industry it was
scarce. Typically, what the jobber’s new salesperson
could expect in training was a tagalong with the boss
on a couple of calls.
At ASNA, Yaw and others saw the need to train—
not just to sell products but to sell to the client’s
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Atkins had an exact financial forecast that later
proved correct almost to the penny.”
Although the Guild and ASNA were fairly equal in
membership size, Rosenfeld said ASNA was the
wealthier group and feared its financial strength
would be diluted by merging with the less
prosperous Guild. But Atkins pointed out that a
larger, consolidated organization would be capable of
putting on two good shows. It could also husband
combined resources to fight anti-gift legislation
Congress was considering.
After agreeing in principle on a merger, the
“conspirators” adjourned to dine at a restaurant.
Wouldn’t you know, they were spotted by a member
of one of the organizations. “Before we knew it,
there would be a big hue and cry. . . about the ‘secret’
meeting, the purpose of which was obvious when
you looked at the people participating,” Rosenfeld
later recalled.
When the negotiators presented the proposal to
their respective boards, SANA accepted it, but the
Guild board said no. Rosenfeld confessed to not
handling his board “politically well.” He said, “I had
not realized the fact the Guild consisted of ASNA
rejects—people who wanted to join ASNA at one time
and were not readily accepted, and the resentment
was still boiling.”
No was not the answer those with a vision were
looking for. The SANA board headed by Halperin,
Martin Meyers and Stan Linham would have another
crack at it. So would their Guild counterparts—Bill
Schwartz and William Copeland.
“Halperin,” recalled Schwartz, “invited me over to
his suite at the hotel, and I can tell you that really set
the stage. We didn’t sign anything at the time, but we
had a meeting of the minds as to the value of the two
associations merging.”
The tortuous and frustrating path embarked upon
years earlier affirmed that nothing worthwhile comes
easy. But the industry was ready to move on.
Differences were worked out. When the merger
agreement was presented for ratification, both
memberships voted overwhelmingly in favor.
The “How to Consolidate Agreement” called for
establishing a new organization, Specialty Advertising
Association, with operations to begin April 1, 1964.
The office was located in Chicago, and the board
initially consisted of nine members each from the

Jobbers were also putting their imaginations to
work finding a better name for their occupation.
Many agreed with Les Horton, an ASNA Board
member, who stated “the word ‘jobber’ does not tell
the story correctly as to the operation of the
established organizations selling advertising specialty
items.” He suggested replacing the term with
“advertising specialty counselor.” Thinking in
proprietary terms like a Realtor, Russ Searle was
pushing for “advertising specialtor.” Neither one
would have his way. In 1963, the ASNA board opted
for “distributor” in place of jobber. And while it was
into name changing, the board decided the
organization would now be called the Specialty
Advertising National Association.
In Chicago, the Guild was doing the same thing.
No more jobbers—just distributors. And it got a name
change, too—to Specialty Advertising Guild
International.
With so much focus on terminology, it just
figured that “manufacturer” had to be looked at, too.
Many of these companies actually didn’t manufacture
anything. A better catch-all descriptor, both boards
agreed, would be “supplier.”
The Guild meetings were held in conjunction
with a show sponsored by ASI. Unlike ASNA, which
held its show in the fall to accommodate the calendar
manufacturers’ schedule, the ASI show took place in
the spring.
Ultimately, the Guild bought ASI’s show and
before long, both organizations were holding two
shows a year, sometimes in the same city and at the
same time. Exhibitors found themselves shuttling
between hotels from one show to another.
Show business for the suppliers had degenerated
into a costly and superfluous activity. “We saw that
there wasn’t any sense in holding two meetings in
the same city at the same time . . . people that ought to
be partners were rivals,” Yaw declared.
Time was ripe to revive the Chelstrom-Kennedy
overture and hold a “secret” meeting. Held in a St.
Louis motel, the meeting was attended by principals
in both camps—Carl Rosenfeld, Gordon Colson and
Louis Bull for the Guild, and Ed Halperin, Horace
Atkins and Howard Pecher representing ASNA.
Years later, Rosenfeld would recall the meeting for
readers of Specialty Advertising Business. “For two
days we discussed the possibility of merger. Horace
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Association and the Guild. Linham, the SANA
president, would assume that title with SA A, and the
vice president would be John Doak of the Guild.
Russ Woodlief, who served on the first SA A
board, recalled the bonding experience. “The Guild,
they had their own ideas, and ASNA, we had our
own. And when we got together down in New
Orleans where we had our first board meeting of the
combined group, we elected Stan Linham. You
couldn’t have elected someone to facilitate that

transition better than he did.”
When Linham issued his first President’s Memo to
the membership, he promised the SA A board would
concentrate on “membership services and increased
recognition of the specialty advertising industry.”
Promoting that recognition by advertisers may have
had some bearing on the choice of 740 North Rush
Street as the headquarters location. It was the
Advertising Age building.
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lmer Wheeler was a popular motivational
speaker at the time of the SANA and Guild merger,
and had been keynoter at one of the Guild’s
conventions. His mantra—don’t sell the steak, sell the
sizzle—appealed to salespeople everywhere. It was
perfect advice for an Association needing to revisit
one of its original objectives of securing the future
for members by building the marketplace.
But first the newly grafted Association had to get
organized. In many respects, it was more difficult
than starting from scratch. “I think everyone was
walking on eggshells for some time, trying to make
that transition as smooth as they could,” remembered
Ann Morrissey, who served on that first board.
The SA A board hired Chicago management
consultancy Gavin Pitt & Associates to guide it in
developing an infrastructure. Pitt’s plan was to
enlarge the responsibility of a professional staff and
thus reduce the workload of the board. The plan also
called for a board headed by a chairperson, who
would preside over an Executive Committee
including three vice-chairs. The chief staff officer,
formerly the executive secretary, would take the title
of president.
SA A had four classes of membership—
distributors, direct houses, suppliers and associate
(firms that offered services to other companies in
the industry) members. Dues were based on
brackets of sales volume. Distributors paid either
$100 or $200, depending on whether their sales
exceeded $250,000. The scale for suppliers at the
same dividing level was $250,000 or $450,000 and if
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Vietnam. The U.S. Information Agency had come to
SA A asking for “civil action gifts” to distribute in
remote agricultural areas of Vietnam. The Agency
believed gifts such as pencils, sewing kits and
vegetable slicers could bolster morale in villages
under attack by the Vietcong.
General Counsel George Lamb warned members
of the likelihood of tax increases, and wage and price
controls because of the war. “Although the tide of the
war is turning our way, no top official in Washington
believes that any quick victory is in sight,” Lamb
wrote in 1966. “The optimists in government are
hopeful that the worst in heavy fighting will be over
by late next summer.”
The Association was now serving 1,200 members
from its offices at 740 North Rush Street in Chicago
and was also assembling a staff. Delores Smith, who
had handled the Association’s shows as an employee
of the Chicago Convention Bureau, was named
director of expositions. Bill Gregg, an adman,
became vice president to handle education,
membership and research.
The industry had made significant strides over the
years and was prospering. Still, specialty advertising
was a small fish in a very big advertising media pond.
On the eve of the 1965 Summer Show, Board Chair
Rosenfeld made one of his characteristically
unvarnished observations:
“We’ll be greeting old friends, telling each other
how good we are. But are we really that good?
. . . As an industry, I think, we are not
particularly great. Within the advertising field,

revenues surpassed a half million, the assessment
was $500.
Before anyone could get accustomed to this
formula, the board eliminated sales brackets for
distributors, assessing them a f lat $125, regardless
of size.
The merger agreement specified that the chief
staff officer, now called president, would be Ralph
Thomas, the SANA executive secretary since 1956.
His assistant would be Robert C. Rollings, who had
left SANA to manage the Guild.
For an advertising organization, Thomas seemed
like an excellent choice. In addition to association
management experience, he had been employed by a
forerunner of Foote Cone & Belding, one of the
nation’s great ad agencies. But managing a trade
association is a taxing business. Within a year,
Thomas succumbed to health problems and resigned.
By the end of 1965, the board chose a successor.
Borrowing a leaf from the Vatican College of
Cardinals, Board Chair Carl Rosenfeld announced,
“Habemus Papam” (We have a Pope).
In terms of apostolic succession, the new
president, Bob Rollings, was not exactly Pope-like. A
former newspaperman who could identify with the
Ben Hecht-Front Page era of journalism, his strength
was as a communicator. His role called for extensive
missionary work on behalf of the Association and
the industry, and a communicator was just what the
times required.
By the late 1960s, the Association was once again
operating against the backdrop of war, this time in

What Was New?
• Hazel introduces snap-open portfolios in

• Hewlett-Packard in 1972 unveils a handheld

1964. Wins SA A’s award for most interesting
new business gift.

calculator. It ushers in a wave of electronic
products that can be imprinted.

• Wristwatch wearers, c. 1968, have calendars.

• “Rollerball” is the name given in 1977 to a

Not on the watch but on metal clip-ons that
attach to the bands.

new type of ballpoint that uses low-viscosity
ink.

• The T-shirt comes to specialty advertising in

• Richard Waldinger in 1979 shows a ballpoint

1970. Max Scharf introduces it at the show
that year.

that, with a twist, can write in two colors.
He names it the “Chromatic.”
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we are not making an especially deep
impression. But, as we attend these meetings,
step by step we are achieving a better
understanding of the position of specialty
advertising, its ability to motivate customers and
to move merchandise.”
If the industry was short of greatness and not yet
reaching its potential, what was the problem?
Some would blame it on price cutters. Out of the
business realm, they might have been lovable people.
But if you thought you needed to sell an item at

catalog prices to make a fair profit and they were
offering it to your customer for a lot less, they were
ruining you as well as the industry’s reputation. Too
bad the government had not left well enough alone
back when price setting was a favorite table topic of
the Association’s pioneers.
The low-margin distributors might have annoyed
distributor Jack Nadel, but he wasn’t going to sweat
it. At the 1971 annual meeting, which marked the
end of his term as board chair, he remarked:
“We all serve a purpose in the industry—even

Almand “Bo” Carroll: An Industry Original
“Judges, because they were hearing a lot of suits
against Coca-Cola.”
Certainly an idea man should chair the
Association’s Awards Committee, which he did
during board service that began in 1968. One of
the pressing issues then was member education.
Members, he said, needed to be educated and
convinced that theirs was not a peddler
industry.
Long after board service, Carroll retained his
passion for education. The business he chose
had been good to him, and he had prospered.
Since he and his wife had no children, he
thought, “Why not leave my money to help
educate the children of others—such as the
children of those who worked at PPAI member
companies?” He became the largest benefactor
to the Association’s Promotional Products
College Education Foundation.
Earlier in his storied career, and long before
AIDS became a worldwide scourge, Carroll
sought to educate young people about STD—
sexually transmitted diseases. He worked with
10 universities on an awareness campaign. At
the time, it was a delicate subject that
publications preferred to ignore—except for
Playboy magazine and its publisher, Hugh
Hefner. “When he heard about the STD
campaign,” said Carroll, “he called me to come
to Chicago to talk about it.”

“Coca-Cola wouldn’t
give me a job because I
didn’t have a college
education,” Bo Carroll
confessed. He would
later remedy that little
deficiency in his
resume by attending
night school at Georgia
State University.
Underscored by that
Almand “Bo” Carroll
experience, education would become a major
focus in his life. Not for himself so much, but
making education available for others.
Carroll entered the industry in the 1930s,
and wound up working for Atlanta distributor
Roy Booker. His boss wanted to sell the CocaCola Co. on a window decoration for retailers.
These valances were printed on both sides and
applied with a squeegee. Performing the
demonstration on a store window, Carroll had
several Coca-Cola ad executives looking over his
shoulder. From then on, Carroll and the
beverage company’s advertising would be
inseparable.
Carroll had an uncanny eye for matching
product to opportunity. He got the idea to
produce bronze bookends shaped like the
halves of the distinctive Coke bottles. “Why?
Because I wanted something that would go in
lawyers’ and judges’ offices,” he explained.
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Elsewhere in the country, there were distributor
owners who were building their organizations and
their presentations on this client-oriented approach,
with their own particular variations. But no one had a
better feel for what made the client tick than Almand
“Bo” Carroll. “If I want your (the client’s) money, I’m
going to have to do one of four things,” he declared.
“I’ve either got to make you think I’m going to make
you money, save you money, enhance your standard
of living or cater to your ego.” Bo could sell the sizzle.
It was clear to many that the enemy was not the
distributor down the street, regardless of how the
firm priced its proposals. There were marketing
dollars out there, and too many were going to other
media. Even though distributor and direct house sales
in 1968 had reached $700 million, Board Chair Jay F.
Shaw warned, “We must recognize that our real
competition is not with each other; it is with other

the guy who is supposed to be a price cutter.
He serves a function. And you know what his
function is? He keeps you on your toes. You
must give a reason, when you go out and see
that customer, that you have something to sell
that far exceeds the momentary price
difference.”
Nadel had built a different kind of distributorship.
Like Rosenfeld’s Walter Cribbins Co. and a few
others, it illustrated what some termed the
“California Model.” Nadel believed salespeople
weren’t to be shielded from such things as education
and exposure to suppliers for fear they’d become too
knowledgeable and start in business for themselves.
Enlightened salespeople could make you money. They
especially embraced Elmer Wheeler’s “sizzle”—
emphasis not on the product but on what it could do
for the client.

Stanley V. Linham: Welsh Harmonizer
Finally, after several
years of talking, the
Advertising Specialty
National Association
and the Advertising
Specialty Guild had
reached an agreement
to consolidate. But who
had the ability to bring
cohesion to the two
groups and serve as the Stanley V. Linham
first president of the new Specialty Advertising
Association? For most directors on the combined
boards, it was a no-brainer—Stanley V. Linham.
Bill Schwartz, a former Guild president,
remembered the occasion. “He (Linham) was a
calendar guy and an ASNA man, but the Guild
members of the board voted for him as president
because he was a great guy and had the interests
of the industry at heart.”
Russ Woodlief, who served on the first SA A
board, agreed. “You couldn’t have elected
anyone who could have facilitated that transition
better than he did,” Woodlief declared.

Linham had been the last president of ASNA
(or SANA as it was known during that organization’s last year). In that office, he served on the
committee that conducted merger negotiations.
He regarded his service not as a contribution but
as “an opportunity to participate. . . in bringing a
divided industry together,” he stated.
Born in Wales, he emigrated to the U.S. and
held sales and management positions in all
principal business categories of the industry—
supplier, direct house and distributor. The
completion of his presidency was by no means
the end of his service to the Association. He
became SA A’s first ambassador to its north-of-theborder counterpart, Specialty Advertising
Counselors of Canada. As liaison between the
two groups, he attended the Canadian
association’s annual meetings and facilitated an
agreement for reciprocal memberships between
SA A and SACC firms.
Elected once again to the board in 1971,
Linham passed his service ethos along to his
son, Stephen, who would later take a seat on the
board.
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to appropriate $50,000 to cover first-year costs of a
public relations program.
Daniel J. Edelman & Associates was awarded the
assignment to improve the “image and acceptance of
specialty advertising and building industry sales.” The
Chicago-based agency was not the first PR firm in the
Association’s history, but it was the most prestigious.
After World War II, Dan Edelman had made a name
for himself in public relations circles by pioneering
the press tour as a tactic. To publicize a brand of
women’s hair color, he sent two engaging young
women billed as the Toni Twins on the road to
captivate newspaper and broadcast reporters and
soon everybody was doing tours. Many years later,
the Association, too, regularly put together an
information-packed press tour for business editors.
There were lower-profile programs, too. Some of
them didn’t work, such as the Unsatisfactory
Salesman Report. It was described in a SAA
Newsletter article as a “membership service, which is
little used but can be a great help to distributors.”
Members could report names, last-known addresses
and an explanation of unsatisfactory performance;
SA A would make the list available to members on
request. It was the 1908 Dropped Salesman List all
over again. The reporting service lasted until 1971
when it was terminated to comply with the recently
enacted federal Fair Credit Reporting Act.
The Association could afford to take a few
mulligans because it was making so much progress in
other areas. One modest victory was the awarding of
a five-digit SIC number to the industry. SA A had
pushed for it, and the Census Bureau had complied.
Previously, the industry had been lumped with art
goods, making it impossible to draw statistical
distinctions.
Statistics were becoming important to the
Association and its members. In 1970, the economy
was in recession, and many businesses were hurting;
but not so in the specialty advertising industry, it
seemed. SA A instituted a quarterly survey of
members to “determine whether industry sales are
going up, down or sideways.” Called “How’s
Business?,” the postcard survey compared 1969
annual sales against the previous year and the 1970
first quarter against the same period a year earlier.
The SAA Newsletter explained, “At a time when an
uncertain economy no longer permits glib assump-

media. We are doing well and should do better,
especially in justifying a larger share of the
advertising and sales promotion dollar.”
The way to do that, Association board directors
believed, was to ratchet up the education program
and enhance industry visibility and image. The first
image appeal had to be directed to the members
themselves. Carroll, an SA A board director in the late
1960s, recalled:
“The first thing we wanted to do was to hire a
public relations firm. The first thing we felt we
had to do was educate our members that we
are not peddlers or jobbers, and get rid of that
(notion) of selling gimmicks, gadgets and
giveaways, (and instead convince them) we are
businesspeople and are selling advertising
specialties and promotional material. That was
the (the public relations agency’s) first job, to
put out ads internally to educate us that we
were not peddlers.”
At the time, member education had two venues:
shows and college campuses. At shows, the Guild’s
Management Practices Conference had been adopted
by SA A and reduced to a half-day event in the State
Ballroom of the Palmer House the afternoon before
exhibits opened. At the 1969 Winter Show, called the
“Idearama,” the MPC topic was titled “How Other
Media Create A Market For You.” At the August
Idearama, the MPC audience heard “How Financial
Institutions Use Specialty Advertising.”
On college campuses, the week-long Executive
Development Seminar was popular. It originated in
1961 at Case Western Reserve University, was moved
to the University of Missouri-Kansas City and later
relocated to the University of Wisconsin. Word of
mouth helped sell out enrollments, sometimes a year
in advance. Consequently, the Advanced Seminar was
added in 1970 to run concurrent with EDS. Three
years later it split into Marketing and Creativity
sections.
Success with the seminars prompted SA A to take
a stripped-down version—focusing only on selling—to
the neighborhoods. The two-and-one-half-day Sales
Institute made its debut in Chicago in 1973, and by
year-end had traveled to Philadelphia and Dallas.
External education shared top billing with
internal. The industry had to “get the message out” to
buyers. One of the first acts of the board in 1964 was
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proposed establishing within the SA A structure an
organization of young adults. “The purpose of such
an organization,” he told the board, “is to create a
nucleus of young people who some day may become
leaders in the national association.”
A year later—1967—the industry’s 40-and-under set
did have an organization under the Association’s
auspices. When Young Executives of SA A was
formed, Board Chair Collins T. Dawson gave the
group a challenge by declaring, “I am delighted that
so many young people are interested in taking an
active part in SA A activities. But if you are to be a
force for good in the industry, you need a purpose.”
There was the sticking point—purpose. The early
YESA A meetings were little more than cocktail
mixers during show week. That’s the best you can
do?, Board Treasurer Monroe Newell rebuked the
group at one meeting.
The YESA A leadership took the hint. Projects
were undertaken, and meeting programs were
planned so they offered much more than the bun
with little meat. In the early 1980s, “Creative Games”
became a feature of YESA A meetings; participants
worked on solving hypothetical marketing problems.
As new generations of leadership chaired Association
committees and served on the board, most of them at
one time or another had been card-carrying YESA A
members. The organization continues today as Promotional Products Networkers Association (PPNA).
Like YESA A, the Association’s committees have
always met at the Association’s two shows. There was
no limit to committee size—most had 20 to 30
members—and apparently no limit to the number of
committees. There were, in fact, so many committees
and subcommittees that they had to meet in tiers
throughout Show week—one group at 7 am, the next
at 8. With only an hour allotted for meeting time, no
wonder so little was getting done.
Board Chair Bill Vernon, Jr. understood the
importance of committees as igniters and filters for
ideas, which—upon gaining board acceptance—
resulted in policies and programs. At the top of
Vernon’s to-do list was to get the committee structure
under control. He induced the board to make
dramatic revisions. There would be only 14
committees, each would have smaller memberships
and, to give the groups some continuity, members
would serve for two-year terms.

tions of spectacular growth, these results will provide
a more accurate and timely estimate of the industry’s
market conditions.”
Most members were oblivious to overseas
markets. That’s why a meeting of World Advertising
Gift Exchange (WAGE) at the 1966 Winter Show,
hosted by Rosenfeld, the U.S. member of WAGE, had
drawn so little attention.
The truth of the matter was that even then SA A
had scores of Canadian and overseas members and
their numbers were growing. Therefore, it seemed
only right in mid-1970 to append “International” to
the Association’s name. The board wanted to
“distinguish more clearly the many local organizations
that had been organized and the one specialty
advertising organization composed of members
throughout the world.”
For a time, it was looking like American specialty
advertising companies should forget the rest of the
world—they might not even be able to handle suppliers’ products in the domestic market. A 1971 SA AI
survey reported six out of 10 industry salespeople
were more than 50 years of age and the SAAI
Newsletter warned, “Given normal attrition, specialty
advertising distributorships will—sooner or later—find
themselves unable to cover markets adequately or
even survive as entities unless a sufficient supply of
younger persons can be added to the sales force.”
However, the problem never materialized. It was
headed off at the pass by another gender being added
to the sales force. Women were entering the industry
in droves. For years women had demonstrated their
creative and sales prowess in other industries such as
advertising, public relations and hospitality. Selling
seemed to come natural to them. For that matter,
they didn’t find management to be an arcane art,
either. Many owned their own businesses.
In addition, the idea of a sales career never did
scare off all the good young people as some feared.
As specialty advertising was transformed from doorto-door cold calling to networking, the idea of a career
in merchandise media appealed to many young adults.
No question that young people—the industry’s
future—needed to be nurtured. They came to shows,
didn’t know anybody and worked at a disadvantage
alongside people who had been around the block a
few times.
A young distributor, Peter Ban, had a solution. He
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Unfortunately, work-by-committee methodology
had a bureaucratic tendency to take on a life of its
own. Five years after the Vernon downsizing,
proliferation had brought the number of committees
back up to 26. As one of the last acts of Chair John
Hiles’ board, the set-up was revised once more—this
time, if not for eternity, perhaps at least for a long

while. Beginning in 1977, there were nine
committees, divided into three groups, each
supervised by a board vice chair. Members would
serve three-year terms, and they would meet as long
as it took the day before Education Day at the show.
One committee having staying power in various
incarnations was the Regional Association

Robert C. Rollings: Convincing At Last
Specialty Days speaking appearances, Rollings
was given a new tool to work with—publicity.
The board had provided funds to retain a public
relations agency.
Under Rollings’ administration, the
Association expanded its programs of education
and member insurance, developed a modest
research capability and introduced a member
magazine, Specialty Advertising Business. A
former newspaper reporter, Rollings very much
became a hands-on editor.
The Association’s shows f lourished and
outgrew the Chicago hotel exposition facilities,
necessitating an out-of-town move to the giant
Dallas Convention Center. On one occasion,
Rollings wired all members of the U.S. House
Interstate Commerce Committee and urged them
to help end an airline strike. He had a show
scheduled the end of the month, and a strike
could hurt attendance. At the same time, he
reminded the entire Chicago Congressional
delegation about the impact of a poorly attended
major trade show on the local economy.
By the time Rollings retired at the end of
1978, membership had doubled. Although his
management style was somewhat more relaxed
than what the Association would later require,
his direction had successfully fused two
organizations into a seamless operation; it had
installed a welter of new programs and had
positioned the Association on the threshold of
greatness. Few staff executives enjoyed the
interaction with members as much as he did, a
fact undoubtedly noticed by one board member
who referred to him as a “members’ president.”

An Association
Board Chair, Carl
Rosenfeld remembered
Bob Rollings interviewing for the position
of SA A president.
Rollings’ presentation,
recounted Rosenfeld,
“was unconvincing in
spite of the fact that he
Robert C. Rollings
was the only one who
actually knew what was going on.”
No question that Rollings knew the ins and
outs of the Association. Beginning in 1959, he
had been executive director Ralph Thomas’
deputy and public relations director at ASNA.
Prior to the ASNA-Guild merger, he was the
executive director of the Guild. And when the
two organizations consolidated to form SA A, he
once again became Thomas’ understudy.
With the merger, Rollings inherited an
organization whose membership was twice the
sum of its amalgamated parts. If the combined
organization was bigger, so were the challenges.
Rollings’ first task was to help integrate two
different organization cultures.
Although members of both organizations
were generally enthusiastic about the nuptials,
marriage always carries the potential for
catastrophe. Had there been any, they probably
would not have fazed Rollings. It was only the
little things that vexed him, he often remarked.
Another task was to continue the mandate of
previous boards: to gain recognition for specialty
advertising as a bona fide and effective advertising medium. In addition to the Advertising

- 51 -

PPAI At 100

Selling The Sizzle In Search Of Stature: 1964 - 79
200th Birthday and SA AI took note. The theme for
the 1975 Winter Show was “The Bicentennial—It’s
Here.” Program emphasis was placed on “all the
marketing opportunities that will occur while the
nation is celebrating its 200th birthday.”
Congress established the American Revolution
Bicentennial Administration that would, among other
things, establish an official emblem to promote the
event. But ARBA was picky about who could obtain a
license. SA AI legal counsel Malcolm MacArthur asked
ARBA to allow anyone to use the seal instead of
restricting it to the “chosen few.”
Although ARBA eventually relented and
authorized licenses for commercial purposes, the
Association wasn’t taking any chances—it had its
own Bicentennial logo designed. A Bicentennial
Information Resource Kit, containing the
reproducible logo, directory of services and
information sources, was created and mailed to all
members. By early 1976, nearly 5,000 proofs of the
alternative emblem had been distributed.
Another boon to the industry, courtesy of
Congress, was the Metric Conversion Act of 1975.
The U.S. was going to get in step with the rest of the
industrialized world. No more inches or ounces;
measurements would soon be in meters and grams.
Or so Congress thought.
An article in the SAAI Newsletter noted, “Metric
converters could become a boom industry. Sakowitz
in Houston has a leather-covered $7.50 version.”
Member firms producing products suitable for
metric conversion tables did get a spike in sales. But
the public really wasn’t ready to give up the way it
had always calculated weights and measures.
If Congress was sending some business to the
industry, so was President Ford. Following the
Vietnam War, the president was trying to get prices
and wages under control. In announcing his antiinflation campaign, Ford badged his lapel with a WIN
button, an acronym for “Whip Inflation Now.” As he
had hoped, everyone seemed to jump on the
bandwagon—at least insofar as the buttons went.
Within a month, Adcraft Manufacturing alone had
sold five million WIN buttons.
A more significant impact on market building
could be attributed to a landmark court decision. At
the time, medical societies and bar associations
prohibited their members from advertising—it just

Committee. Formed in 1973, it signified SA AI’s
recognition of the proliferation of local specialty
advertising groups throughout the nation and the
need for closer cooperation among them, and
between them and International. The Committee was
comprised of the presidents of the regional
associations, and Elliott Reingold, of the Rocky
Mountain SA A, was the first to chair the group.
Another introduction that year was the Calendar
of Events for Specialty Admen. With almost two
dozen regional associations now operating in the
U.S., SA AI could provide a valuable service by
providing a calendar to help them schedule their
events. That way, they could avoid conflicts with
others or, failing that, at least exhibiting suppliers
could schedule accordingly. As a concept, it sounded
like a simple undertaking but for the SA AI staff who
assembled the date log, it was a much more difficult
project. The production chaos illustrated the regional
associations’ stage of development at the time. Some,
like Specialty Advertising Association of Greater New
York (SA AGNY), which had been around a few years,
were organized and efficient, certainly when it came
to supplying event dates. Other organizations
struggled with financial and communications
problems. In that respect, they were at the same
stage as the old NA ANM in the early 1900s.
A significant milestone for the industry was
reached in 1972, when distributor and direct house
sales passed the $1 billion mark. Twenty-five percent
of that business was accounted for by writing instruments, and the calendar category was next with 16
percent. At one billion dollars, the total was double
what the industry had sold only six years earlier!
“How did we come so far so fast?” asked Board
Chair Warren Tynes in his valedictory remarks at the
1973 annual meeting. “The answer to that question,
to a large extent, must be your trade association and
its programs to provide you with receptive markets.”
Things would get even better. Many businesses
had taken a liking to event marketing. By sponsoring
a sports event, such as the Olympics, they could gain
exposure to huge audiences. To drive the exposure,
corporate sponsors needed media. TV bought them
instant public awareness, but for residual value,
nothing beat specialty advertising.
In the mid-1970s, marketers were getting ready
for the Mother of All Celebratory Events—America’s
- 52 -

PPAI At 100

Selling The Sizzle In Search Of Stature: 1964 - 79
large enough to accommodate the Association’s
winter exposition.
Dallas was one city that did have space. Midway
between coasts, the city was an airline hub, and the
weather in January and February was almost always
better than Chicago. Some show-goers, uncomfortable with change, were unhappy with the move.
One member even wrote President Rollings in a huff
and said, “I quit.”
By and large, however, the relocation was viewed
as a very positive move and attendance at the first
Dallas Show in February 1976 reflected that upbeat
tempo. For the next 26 years, the show continued to
grow and the Dallas Convention Center kept pace
with the show’s expansion.
By 1977, earlier concerns about the industry’s
aging sales force were allayed by new research. The
average age of men in the industry, reported to be 52
years six years earlier, had declined to 47, according
to an SA AI survey. Saleswomen were also younger—
40 vs. 47.5. There were also more women in the
industry’s sales force. One out of five salespeople was
a Ms., a figure more than double that shown in the
1971 study.
Another study published in 1977 shed even more
light on the distributor and the supplier sales force.
Designed by YESA A member James R. Moore, the
research was a joint effort by that organization and
SA AI. Findings confirmed the conventional understanding of the origin of the industry’s salespeople.
Most came from sales positions in other industries,
and the next largest cohort had backgrounds in
advertising and advertising art. There were also many
former teachers. The study also confirmed that the
training of salespeople tended to be informal and
limited to catalogs and samples. Suppliers, it was
learned, were giving their salespeople no better
instruction than distributors were doing. Another
finding: the most prevalent compensation method
distributors used was commissions.
Respondents to the YESA A-SA AI survey were also
asked their opinion of the Association’s performance.
Ninety-four percent of distributors and suppliers said
SA AI, “functions as an effective trade association” for
their benefit.
To operate even more effectively, SA AI expanded
its internal communication range by purchasing a
trade newspaper, the Specialty Advertising News.

wasn’t “professional.” But the U.S. Supreme Court
was looking into a case known as Bates v. Arizona
and considering restraint-of-trade implications the
ad ban might pose.
Anticipating the possibility the Court might rule
against the professions’ accrediting organizations,
Rollings wrote a letter to every state bar association.
He asked them to include specialty advertising with
other media if they were ordered to relax the ban.
In 1977, the Supreme Court did rule that
advertising prohibitions violated attorneys’ First
Amendment rights. Similar rulings affected other
professions. Soon there were T-shirts, ballpoints,
notepads and other items advertising medical, dental,
accounting and legal practices.
One source of new business distributors tended
to ignore was premiums. Just as advertisers had
successfully used advertising specialties to build
goodwill for their companies and reinforce
awareness of their products and services, they had
successfully used premiums as incentives to
purchase. As promotional merchandise, specialty
advertising suppliers produced many of the
premium products.
The Association’s Premium Education
Subcommittee was charged with showing distributors
how they might profit from selling premiums. But
many distributors had reservations. They didn’t like
the pricing structure nor were they comfortable with
the longer lead times so often required in putting
together premium programs.
An even bigger objection, according to Max
Scharf, who chaired the Subcommittee in 1973, was
distributors’ concern “about suppliers having direct
contact with the end user. They didn’t like the idea of
suppliers doing the billing.” Many years would pass
before the premium movement gained traction.
SA AI, on the other hand, was on the move in the
mid-1970s—literally. The Association had relocated its
headquarters to Rolling Meadows, a suburb west of
Chicago. It was, however, a steppingstone to a move
much further west.
A more significant relocation at the time was the
Winter Show. Having outgrown the Palmer House,
the show was moved briefly to the Conrad Hilton.
But the show had expanded to the point that it could
no longer be shoehorned into a hotel venue. Actually,
there were very few cities with convention centers
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So, SA AI had good reason to cheer when the
membership commemorated the Association’s 75th
anniversary in 1978. The occasion was celebrated at
the gala Summer Show, then called the ConExpo, at
the Conrad Hilton in Chicago. Members gathered for
the anniversary dinner, “A Time to Remember,” and
danced to music by Frankie Masters’ Orchestra. One
lucky attendee won the door prize—a genuine
diamond.
Later, over at the Palmer House, the “Old Timers”
had their dinner and traded memories. To be eligible
for the group, one had to be in the industry a
minimum of 25 years.
One feature of the anniversary celebration was
the assembling of a showcase of antique advertising
specialties. The extensive collection included a
corkscrew—patented in 1897—that folded into a brass
bullet, ink blotters, button hooks and other onceuseful imprinted items that had lapsed into oblivion.
As a public relations effort to create awareness of the
industry’s heritage, the collection became a traveling
display, exhibited first at the Chicago Public Library
and subsequently in many other cities in the East and
Southeast. Now housed as a museum at the Association’s headquarters, it is one of the largest collections
of specialty advertising artifacts in the U.S.
While commemorating the past, SA AI leaders
were also setting their sights on the next 25 years. In
the boards that were chaired by John Hiles and Russ
French, the thinking was that, as the industry
enlarged, the Association’s mandate for service would
also expand. To house the staff needed, the
Association required more office space. The choice
came down to continuing to pay escalating Chicago
rents or, as many associations were doing, owning
their buildings. As the American Heart Association
and other nonprofits had found, the latter could be
done much more economically in the Dallas-Fort
Worth area.
The Association had moved before, but this time
it was different. The board needed to secure
financing, find the appropriate land and erect a
building on it. A Building Committee was appointed
headed by Joe Geneser of The Vernon Co., whose
experience as a CPA would come in handy.
In Irving, Texas, property was acquired on a
range land parcel of the Hackberry Creek Ranch. As
the newly constructed building was being finished

Renamed Specialty Advertising Business, the monthly
tabloid provided a more comprehensive report of
industry happenings and Association services than
was possible in the limited format of the old
newsletter, explained Board Chair Harry Rosenberg.
One regular contributor to SAB was Joe Zollman,
who wrote a column about the industry in Europe, a
subject of interest to an organization claiming
worldwide membership. Zollman translated articles
from PSI Nachtricten, a magazine published by the
German specialty advertising organization, Praesent
Service Institut. In one article, he reminded readers
that in Europe prices of advertising specialties varied
from country to country. That might be confusing to
American marketers and investors accustomed to
one catalog price, exclusive of local taxes, good in
all 50 states.
As the Association neared its diamond jubilee,
considerable thought was given to the people who
had made extraordinary contributions to building
the industry. Board Chair Rosenberg announced it
was time to recognize the “pioneers and builders
whose labors in the service to specialty advertising
went beyond their own personal motives…” The Hall
of Fame of Specialty Advertising was inaugurated
and the first group of pioneers and builders selected
by the board were inducted in 1977.
During the first 75 years, and especially during
the two most recent decades, the industry and the
Association made enormous strides. Deserved or not,
the peddler image, in which product was paramount,
was receding. Dean Mathews extolled the makeover
in a 1979 article in The Specialty Advertiser:
“Gradually over the past 20 years, the pendulum
has swung from a product-oriented, salesoriented, advertising-medium concept to a far
broader medium. Today, we are an ideaoriented, client-oriented sales promotion vehicle
with almost limitless opportunity. We have the
means to promote much more than advertising
signs...we have the capability to solve our
clients’ marketing problems, management
problems and people problems. We have large
numbers of salespeople in our industry with the
ability to analyze their clients’ objectives and
problems and to provide solutions. And that
broadening of our mission is what now makes
us a profession, not an industry.”
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year also marked the end of what, in hindsight, might
have been called the “Age of Assumptions.” The
things you used to be able to count on, why, you just
couldn’t do that anymore.
In the U.S., it was the end of cheap gas and, for a
while anyway, the big cars that sucked up so much of
it. The nation’s economic invincibility was being
questioned. Factories were closing, moving to
sources of cheaper labor, or laying off employees in
wholesale lots. And quality? Too often it just wasn’t
there, prompting a rash of product recalls.
With so many things out of kilter, many
Americans looked in wonder at the amazing
industrial resurgence of Japan and even began
studying the man responsible for so much of it—a
heretofore largely ignored American statistician
named W. Edwards Deming.
However, the end of one chapter heralds the
beginning of another. For business and the workplace, there was about to be an unimaginable
transformation. Everyone knew about computers. But
almost no one actually had ever seen one, except in
the largest companies. That was about to change.
The challenges looming for specialty advertising
companies made former Chair Fred Coble seem
ahead of his time. Even more prophetic now were
the farewell remarks he expressed as outgoing board
chair 10 years earlier:
“We are faced with problems unique to our
times. Business and industry are caught up in
broad, pervasive trends—the trend to bigness,
the trend to increased technology, and the trend
to more complex relationships between free
enterprise and government. I believe we can
make these trends work for us—or we can use
them as an excuse for mediocrity.”

out, the staff completed the move in September 1979.
For the dedicated leaders who had been involved, it
had been an exhausting process. French later
recalled, “I’m not saying we didn’t do anything else,
but during the key part of that year, getting ready for
the move, and the actual move in the fall, took a great
deal of energy of the board and everyone else.”
The relocation vied with another issue demanding
attention. For Board Chair Don Edwards and his
successor, Dean Mathews, there was a time bomb
that had to be defused. Rollings was due to retire,
and years earlier his replacement as president had
been chosen. The heir apparent was being groomed
for the position by managing the everyday operations
of the organization. At the eleventh hour, however, it
became apparent to Edwards, Mathews and others on
a divided board that the heir and the succession plan
were not going to work.
Few issues confronting an Association board had
drawn more controversy or absorbed more energy,
but Edwards counted his blessings. Referring to his
board, he declared, “I was surrounded by giants in
the industry, and we worked very closely together.”
Rollings was asked to delay his retirement while
the Executive Committee narrowed a regiment of
applicants down to a handful for closer scrutiny.
The board’s choice was H. Ted Olson who had
corporate experience in public affairs with Union
Carbide and had managed an association of nursing
homes. His credentials also convinced the board he
could manage money wisely. Said Mathews:
“One of the orders I gave myself when I took over as
chairman was that we were going to run in the black
this year, one way or another, and I gave Ted that
instruction. And he followed through on it.”
The termination of the Association’s Chicago area
residency in 1979 was analogous to the times. That
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isitors from the past wouldn’t recognize much
about the fifth generation of specialty advertising. To
remain competitive, industries, like hotels, every so
often have to change the carpeting, the furniture and
the wallpaper. For this industry, it was more a matter
of changing the paradigm than the décor, of course,
and the adopt-and-adapt cycles became more radical
and recurred at much closer intervals.
Lodged in a new, state-of-the-art headquarters in
Texas, SA AI made the transition easier than might
reasonably have been expected—thanks in part to the
participatory nature of the membership. In Ted

Olson, the Association had a new president, and he
had a green crew since only a handful of staffers
from the old home base had made the move. Most of
the headquarters staff, therefore, found themselves
trying to service an industry about which they knew
little. Olson compensated by bringing in members to
teach and arranging factory visits to local suppliers.
Another valuable asset was the Builders Club,
which, as Board Chair Dean Mathews pointed out,
was not only a fundraising device “but an opportunity for members who wanted to get involved.”
And nearly 300 member firms and individuals did
just that by pledging more than $180,000 to the
new building.
Olson concentrated on keeping the Association in
the black. At no time would staff size proportionately
exceed membership growth. The board helped, too,
by shifting dues from quarterly to annual billing, thus
reducing staff clerical time and the cost of repeated
billings. Because of these and other similar measures,
at the 1985 Summer Show the Association was able
to hold a mortgage-burning ceremony. By paying the
building off 23 years ahead of schedule, SA AI was
able to free up interest money to use on member
services.
When Russ Woodlief took office as board chair in
1980, he brought with him a blueprint for his year
titled “Personal Growth Through Association
Participation.” Thus began a practice in which board
chairs would introduce, in their years, a specific
initiative for serving the membership.
Woodlief’s program had two goals. The first was

BOA RD CH A IRS
Russell H. Woodlief

1980 – 81

Joseph G. Geneser

1981 – 82

William S. Epstein

1982 – 83

Larry Wright

1983 – 84

Emmett Ross

1984 – 85

Joseph C. Ketterer

1985 – 86

Martha Sanders

1986 – 87

Mark S. Gilman

1987 – 88

H. D. “Joe” Stratton

1988 – 89

Norm Stern

1989 – 90

H. Wayne Roberts

1990 – 91
- 57 -

PPAI At 100

Guiding An Industry In Transition: 1980 – 1991
direct house brought its field sales personnel to the
home office, informed them of the company’s plans
and asked for their input. Woodlief told them, “‘Here’s
what I’m doing—tear it apart.’ I learned from them,
and we changed many sales and marketing policies at
Brown & Bigelow at the time.”
As a former B & B president, Dean Mathews
(board chair before Woodlief) was familiar with the
plan and agreed that the principle could be applied
to a national association and satellite regional
associations. The board voted to set up an organization in which regional association leaders would
meet at SA AI headquarters, learn what the
Association was doing and present the regional point
of view. The first meeting was held in 1980.
Meanwhile, American society and the business
portion of it had become captivated by the
prognostications of those seers called futurists. Those
well-publicized oracles were virtually unanimous in
their predictions of change at an accelerated pace
never experienced before. Some of them were also
predicting greater leisure time since everybody

to foster a culture of professionalism through
education, which meant advancing distributors
beyond the limited boundaries of item selling. “My
feeling at the time,” he said, “was to educate people
to become involved in sales promotion and conceptual selling, as I called it, which was to create the
kind of program or strategy that could achieve a
company’s sales objective—at an equitable ROI.”
Woodlief’s second goal was to recognize select
members with the Pride in Achievement program.
The sales achievers could be readily identified when
these firms moved up to the next dues category.
Then there were the super achievers—companies
advancing two or more dues categories. To recognize
these distinctions, the Association issued achievers
pressure-sensitive labels for their stationery as well as
publicity opportunities.
Another board initiative to draw outside opinion
and participation was the establishment of the
Regional Association Advisory Council. Woodlief had
installed the concept at Brown & Bigelow when he
was vice president and sales director of the firm. The

What Was New?
• Bipo introduces (c. 1982) the Weepul, a

• Decorating innovations provide impact to

furry, Muppet-like character with ribbon
attached for imprinting.

logoed glassware and ceramic mugs in the
1980s. Pewter logos add elegance.
Thermochromic mugs change image
when filled with hot or cold beverages.

• Art Fry, a 3M chemist, finds that paper slips,
backed with low-tack adhesive, make
dependable bookmarks. In 1983, the
company introduces Post-it® Notes to the
promotional products industry.

• Computers open up a new product class for
the industry in the late 1980s. The initial
items include mouse pads, CDs, screen
frames, wrist pads and even a necktie
made from recycled imprinted circuit board.

• A popular party game is adapted to promotional products in the mid-’80s by an
industry accustomed to imprinting playing
cards. It is called Trivial Pursuit.

• Imprinted sun shades appear (c. 1986) on
automobile windshields.

• Pilgrim Plastic Products introduces stress

• Tim Clegg adds a new dimension in sight

control biofeedback cards in 1984 and
advertises them as “the most inexpensive and
accurate way to help identify and control
stress.” Soon, the industry’s product
inventory designed to relax a tense society
includes pliable stress ball hand exercisers.

and sound. In 1987-88, he launches an
attention getter—the LED-lighted button. In
1990, he’s back with the first single-note
melody soundchip that revolutionizes items
such as greeting cards.
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would only be working a 32-hour week. That little
miscalculation contradicted the rapid pulse of
American business.
If you had not paid close attention, change in the
specialty advertising industry seemed to move at the
velocity of a speeding bullet. In a Specialty
Advertising Business article, supplier Dave Lage,
later a board vice chair, noted the shift in the
marketplace. End users like the automotive industry,

oil companies, gas stations, real estate agencies and
savings-and-loans weren’t the big customers any
more, he observed. But the decline was being offset
by a pick up in other industries. He explained:
“There has been a significant increase in usage
from end users such as service businesses,
hotels, food and beverage manufacturers, etc.
The difference between these new user types
and the former ones is that they buy bigger

Sidney X. Shore: “What’s Good About It?”
with them. That was part of my philosophy, too.”
Shore accepted an assignment by the
Association’s Education Committee to teach
creativity at the MAS/CAS Seminars. So popular
were the courses he taught that in 1984 the
committee asked him to enlarge the curriculum
and teach a three-day seminar titled, “Power of
Creativity.”
His own power of attracting an audience had
been demonstrated at a three-morning education
event at the 1973 Summer Show in Houston. “I
thought we would lose out the first day—we had
a little more than 200 people. On the second day
we had 300. And on the third day, we had about
400,” he recalled. “I had some weird titles, like
Selling From An Empty Kit Bag, and that kind
of stuff.”
If there was one thing students would learn
from his “Creative Fitness Exercises,”it was never
to respond to an idea with the “automatic no.”
Better, he said, to ask, “What’s good about it?”
For many years, he published a newsletter,
Creativity in Action, which was ultimately
circulated in 22 countries. As the Association
concluded its first century, he was still engaged
in mind-expanding teaching at the University of
Wisconsin and at Hofstra University.
One of Shore’s favorite quotes, from Nobel
laureate Albert Szent-Gyorgi, illustrates what he
wanted his promotional products students to
see: Discovery consists of seeing what everyone
else has seen and thinking what no one else
has thought.

An engineering
student out of the
University of Texas, he
went on to be numbered among the most
inventive minds in the
industry. From what Sid
Shore showed them, an
incalculable but vast
number of industry
practitioners would
Sidney X. Shore
learn to see things in a different light.
Shore started in the industry as a supplier.
Co-founding the LeShore Co., he put his genius
to work. Patents? He registered a slew of them.
“I’ve forgotten the exact number, but it’s more
than 30,” he said. They included his patented
electronic speed detector, telephone index and
magnetic timing device.
But it was in teaching where he made his
mark. He was an instructor for the Creative
Problem Solving Institute, then at the University
of Buffalo. “We developed a thing that was
useful for triggering the imagination, and we
called it the Creative Action Catalyst. And it
used the word CREATIVITY. The C was
Combine, the R was Revise, and the E was
Enlarge or Maximize, and so on,” he explained.
He saw the usefulness of synectics as a
teaching approach. “In synectics, what you try
to do is stimulate people to dream a little bit,” he
said. “And in particular, if they had some ideas
they didn’t like, to focus on them and keep going
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days, that list would multiply.
As fascinating as they were in terms of innovation,
speed and magnitude, the changes did not take place
without exacting a toll. Among businesses inside and
outside of specialty advertising, there seemed to be a
collective shortness of breath. At the 1982 Summer
Show in St. Louis, an Education Day workshop titled
“Stress Management” exemplified a recurring theme.
The education topics not only reflected concerns
but also opportunities that specialty advertising firms
were interested in exploring such as premiums.
Distributor Norm Stern explained at a 1981 workshop that every business is a potential market for
premiums. Too often, however, clients think only of
calendars, pens and other advertising specialties
when there is the potential for so much more, he said.
A couple years later, speaker Glen Holt explained
to a YESA A audience that half the premium business
was done by manufacturers, and since premium reps
were few in number, many end users were counting
on specialty advertising firms to handle the other
half. “Premiums,” he said, “perform a function. You
perform a service. Your vast resources make you
important to the premium user.”
There was substantial agreement with Harry
Rosenberg’s observation: “Many distributors are
presently involved in selling advertising specialties
for premium use, whether they know it or not.”
And that was true. More and more distributors
seemed willing to embrace premiums. Erstwhile
resistance was fading in the face of what was going
on in marketing. Corporate budgets were now
redirected to sales promotion because of growing
doubts as to the ability of advertising to actually sell
anything. Such skepticism helped more than it hurt
specialty advertising. When distributors sold items
used in an incentive offer, they were in a promotion
mode. When they sold employee incentives to
improve safety or productivity, they were also in a
promotion, albeit non-marketing, mode. And the
great thing about promotion was that results could
be easily measured.
A market opportunity for U.S. suppliers lay
overseas. By the early 1980s, the Winter Show had
become a regular venue for discourse on that subject.
At the show’s International Symposium in 1983,
Walter Jung, head of the Germany-based Praesent
Service Institut, told American suppliers there were

quantities, but they are not typically repeat
buyers of any one product.”
In 1980, other specialty advertising leaders with
remarkable prescience were giving the industry a
heads-up on what was right around the corner. In a
SAB article, Past Board Chair Bill Vernon, Jr. stated: “I
am convinced that the trend to mergers and
acquisitions among distributors will accelerate in the
future...primarily because the administrative
elements of our business are becoming more and
more complicated every day.”
This was also true for suppliers. Another past
board chair, Harry Rosenberg, predicted “greater
concentration of larger suppliers as the little ones
become more unprofitable or discouraged by
inefficient operations and are taken over by others.”
Also the oracles of technology were soon to be
validated:
Distributor Tom Forrester: “Within the next four
years, you are going to see 50 percent of the distributors on computers. In 10 years, every D-2 and
up is going to be on computers.”
Supplier Jack Tabbush: “In 10 years’ time or less,
a distributor will be able to tie in directly to a
supplier information center and get information on
price and availability, as well as production time on
many products.”
Specialty advertising, like other industries in the
1980s, was in a period of transition. In the office, the
end was in sight for creating documents by electric
typewriter. On the street, networking and referrals
were making cold calls a rarity.
Before computers became commonplace, however, specialty advertising firms had found another
way to communicate instantly. Facsimile machines
had been around since the end of World War II, but
their adoption by businesses had been slow. Only
Japan had invested money to develop the digital
technology necessary to send material over telephone
lines in less than a minute. Consequently, most of the
early fax machines were manufactured in that
country. When fax machines did show up in the
offices of specialty advertising firms, they still lacked
the precise resolution to permit the transfer of
camera-ready art. By the mid-1980s, SA AI’s Facsimile
Users Directory listed only 66 members. Nevertheless, now that business had a way of transmitting
printed material in a matter of minutes instead of
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dominated by writing instruments and plastic goods.
Back in 1969, St. Louis distributor Max Scharf had
bought a T-shirt company called K Studios. The firm
was doing only $40,000 in sales at the time, but
Scharf had impressed client Anheuser-Busch by
imprinting a T-shirt with a macho caricature called
“Budman” and was hard pressed to keep up with the
ensuing demand. “We felt the concept was viable for
the promotional products field,” recalled Scharf, who

only two ways to gain successful penetration of
European markets—either open their own factories in
Europe or enter into a joint venture with an
established European partner. “Everything else,” he
warned, “is child’s play or an excuse for traveling on
companies’ or tax expenses.”
In addition to technology and expanded market
opportunities, there was another change agent at
play: consumer preference, which was no longer

Russell H. Woodlief: The Concept Is King
Woodlief’s term as board chair of SA AI in
1980 was notable in many ways. The board
implemented his Pride in Achievement program,
designed to recognize member companies that
demonstrated sales growth by advancing in sales
volume categories. His plan for the Regional
Association Advisory Council was adopted so the
Association could better understand how its
policies and programs gelled with the regionals’
perspectives. He also encouraged future board
chairs to focus on a single issue they felt strongly
about and address it.
During and after his board service, he was a
familiar figure at the Association’s seminars and
workshops, where he took the podium to
demonstrate a brand of solution-oriented selling
not practiced nearly enough at that time.
When it came to finding and nurturing new
salespeople, Woodlief had few peers. Corporations and other media had long recognized the
merit of recruiting college advertising and
marketing majors, but few, if any, promotional
products firms were doing it. As vice president
in charge of marketing at Jack Nadel, Inc., he
would prospect the campuses and bring
promising underclassmen into the Nadel
Internship Program he had installed. There they
would learn to sell concepts—the rudiments of
sales promotion—not how to sell products. Like
the ether that carries radio commercials and the
paper that displays print ads, the products were
the media, he insisted. Use this promotionagency-type strategy and you could win the
business without competitive bidding.

As a Brown &
Bigelow salesman and
later vice president and
director of marketing,
Russ Woodlief had the
benefit of a strong company training program,
something to which
many industry salespeople were not privy.
What he had learned on
Russell H. Woodlief
the way to becoming a top producer himself and
a molder of dynamic sales teams, he would share
with anyone who was willing to listen.
Woodlief served on the ASNA board and,
after the merger, on the board of the Specialty
Advertising Association. It was a time when
industry education was in its infancy. His
inf luence on helping salespeople sell and
prompting buyers to buy was most notable in
the late 1970s when, as a member of the
Education Committee, he championed the
Coordinated Marketing Plan. Part of that was
his famous “list”—the 17 Marketing Objectives—
that described buyer needs and salespersons’
creative opportunities.
“I’m not against selling products,” he would
say and then explain: “I wanted the product to
become the medium—same as newspaper, TV
or radio. But in order to sell the concept, you
had to first understand the sales objectives of a
company and then come up with a strategy
that could achieve those objectives at an
equitable ROI.”
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introduced it to the industry in 1970. “The thing we
tried to get across to the industry was that an imprinted T-shirt is a ‘costume of the mind.’ Why do I
say that? Because the person who’s wearing the shirt
wants to associate with whatever is on that shirt.”
The imprinted T-shirt was to Scharf what the
schoolbook bag had been to Jasper Meek. The idea
caught on, and not just for T-shirts. Soon industry
suppliers were screenprinting and embroidering

sweat suits, windbreakers, polos, caps, head and
wrist bands and even shoelaces. By 1986, when
distributor and direct house sales reached $3 billion,
about 18 percent of that was in wearables. Writing
instruments had been dislodged as the dominant
product category.
In the mid-1980s, life of the Association leadership
was complicated by a couple of annoying distractions.
The first was another run-in with the Federal Trade

Mark S. Gilman: Quiet Man In The Second Row
shows. “Every year, when the shows rolled
around, a firm got a lot of officers,” he laughed.
That changed during his second go-round, and
salespeople were finally welcome.
As board chair, he observed ad agencies and
the media ignoring the industry “because we
couldn’t provide them with reliable information
about the relative success [of promotional
products usage].” Gilman encouraged the board
to raise the budget to revive the Association’s
anemic research effort. Recounting his position
at the time, he said:
“We weren’t doing anything as an industry
to demonstrate the effectiveness of our
products and services. To be honest, I
didn’t know what I thought we could do. I
just thought we needed some competent
researchers to help us start learning about
our own industry—what worked, what
didn’t, why it worked, how long it worked
and if it was cost effective.”
That seed blossomed into the Association’s
extensive data-gathering capability to aid
member companies in their decision-making
and to inf luence buyers.
After board service, there would be
committees, task forces and other work for the
man who had trouble saying no. Gilman
remained, as a Promotional Products Business
writer described him, “not one to toot his own
horn. He’s the quiet man in the second row
who volunteers when less glamorous chores
come up.”

Always a theater
buff, Mark Gilman
earned his best curtain
calls from the promotional products
industry.
Gilman joined
supplier Gill Studios in
1962 and eventually
became president of
the company. He
Mark S. Gilman
attained that position the old-fashioned way—by
marrying the boss’ daughter. Under his tutelage,
the company earned the supreme accolade of
industry distributors when it received the
Association’s Supplier Star award for its
category—winning it 25 times by 2003! In an
industry with many fine suppliers, incredible is
the only way to describe such a feat.
He once explained his company’s customer
satisfaction culture: “We realized we were going
to have to be more than a maker of things. We
would not only have to get into the boat with
the distributor, but we were going to have to
help row the thing.”
Gilman decided to put an oar in the water
for the Association. He was elected to the board
at the time when SA AI was moving its show to
Dallas and laying plans for the relocation of the
headquarters. After a short respite, he returned
to the board, and in 1989 became board chair.
He took note of how quickly things had
changed. During his first board term, distributor
salespeople were still not admitted to the
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Commission. Investigating the practices of certain
trade associations, the agency ordered SA AI to furnish
a carload of documents, which was needed to help
the FTC determine if requirements for membership or
exhibiting at shows violated prohibitions against
unfair competition. Fortunately, this was not to be
1952 all over again and the FTC dropped the inquiry
as it pertained to SA AI.
Then there was the reporter for the Dallas TimesHerald. Through deception, he had gained admission
to the 1985 Winter Show. Under the headline “All the
Right Junk,” the story that was published told readers
that show exhibits had “more crap per square foot
than you’ve ever seen in your life.”
Incensed, Board Chair Joe Ketterer wrote the
Times-Herald editor: “We welcome scrutiny by the
press if the purpose is to promote serious information to its readers. However, to characterize an
industry as offering the public ‘trash’ is as misleading
as it is defaming.”
Ketterer’s was not the only protest. Within a
month after the show, Association headquarters had
accumulated copies of 109 letters sent to the editor
by irate members, not to mention an infuriated Dallas
Convention Bureau.
Nevertheless, the Association and the industry
continued to thrive, which is more than could be said
for the Times-Herald. Within a couple of years, that
once-major newspaper lost a circulation war and
went out of business.
The incident coincided with SA AI’s interest in
assessing public opinion on specialty advertising. The
Association contracted with a research team from
Baylor University to survey the attitudes of suppliers,
distributors, end users, advertising agencies, business
editors and college professors who taught advertising.
The report, “The Image of the Specialty Advertising
Industry: Findings and Implications,” was a landmark
study that drew considerable attention from specialty
advertising professionals. The researchers, Charles S.
Madden and Marjorie Cooper, concluded:
• A class structure exists among distributors and is
based on the level of clients’ budgets and
marketing sophistication. This structure ranges
from “order takers” to “marketing strategists.”
• The image of the industry as communicated by
the name “specialty advertising” is ambiguous and
a problem to most distributors.

• Users and advertising agencies rarely differentiate advertising specialties from premiums,
giving the impression that they regard such
distinctions as trivial.
• Ad agencies advocated that the “better”
distributors become more full-service promotion
agencies. They also recommended that the
industry devote more attention to marketing
research and strategy development.
• Academics recommended that the industry court
textbook writers and provide quality case studies,
examples and research. They also urged the
industry to encourage and support quality,
publishable research on specialty advertising.
Drs. Madden and Cooper also concluded: “There
is a bit of an ‘inferiority complex’ present in the
industry and should be confronted for the external
image to be changed. This self-image is a selffulfilling prophecy.”
They analyzed a number of names suggested as
being better descriptors of the industry than
“specialty advertising,” and finally recommended
“promotional products.”
Other reports the SA AI board read were from
the special task forces studying the Association
shows and a subsequent discussion led to a decision
that would be debated for years to come. By a
17-to-1 vote, the board adopted a resolution to hold
three shows.
In announcing the decision in 1984, Board Chair
Emmett Ross declared, “Our paramount responsibility
is to provide a marketplace for all our member
companies.” Staging a third show, he explained,
would allow more suppliers to expose their products
to a larger audience of distributors. At the same time,
it would enable many distributors to attend a show
closer to home.
Even before the announcement was published,
Specialty Advertising Association of Chicago provided
an inkling of what was to come. It bought ad space in
Specialty Advertising Business to protest the action.
The addition of another Summer Show was driven
not so much by the prospect of increasing show
revenues for the Association as it was the desire of
many suppliers to reduce their exhibition expenses.
With the proliferation of regional shows, many
suppliers, particularly the smaller ones trying to stay
competitive, were overextended. A third national
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and providing financial independence, a
territorial imperative developed, and incursions
on the part of National were perceived as a
threat to their independence and existence. Any
insistence on the part of National to service the
needs of its membership within their territorial
limits had to be challenged and, in fact,
indirectly and in some cases openly resented.”
Mee recommended that SA AI help the regionals
improve the quality of their shows rather than stage
competing expositions. In return for SA AI’s show
management expertise and administrative support,
the regionals would share show revenues with the
Association. He also declared:
“There is a need for everyone identified with
the specialty advertising industry to recognize
that they are part of a major advertising
medium, and any individual part will only be as
strong as the perception of the whole. It is
incumbent on the regionals to recognize that
National cannot attain the industry’s objectives
without meaningful membership as well as
financial support.”
The Three-Show Plan was dead. SA AI’s acceptance of the Mee recommendations ended the most
acrimonious period of Association history since the
ASNA-Guild feud. However, the problem of show
proliferation and its related drain on supplier exhibit
resources would linger. But there was a silver lining.
Both SA AI and the regionals gained a better
understanding of each other’s needs and of their
interdependency.
There were areas for mutual cooperation and
benefit. In 1993, the Association and the Specialty
Advertising Association of Greater New York agreed
to co-sponsor a show. SA AGNY would run the show,
and SA AI would conduct an expanded education
program. And during her term as board chair, Martha
Sanders had a pet project—publication of a “Guide for
Effective Regional Associations” notebook. It was a
how-to manual to assist the 30 existing regionals in
meeting the needs of their members. When
demolition of the Berlin Wall marked the end of the
Cold War, Board Chair Wayne Roberts saw it as
analogous to “a new era of cooperation dawning
between SA AI and regional trade associations.”
As consuming as the three-show debate was, the
Association still had other fish to fry. If specialty

show would presumably make it less imperative for
budget-restricted suppliers to exhibit at some of the
regional shows.
But like SA AI, regional associations relied on their
shows to provide a non-dues source of revenue. A
third SA AI show, many feared, would cut into that
revenue source. Clearly, the three-show proposition
was going to be a hard sell.
After taking a second look in hopes of appeasing
the regionals, the board modified the plan to
incorporate a “1-1-2” formula. For the first two years
of a cycle, there would be a single Summer Show in
the midwest. In the third year, there would be two
spring-summer shows—one on the East Coast, the
other on the West Coast.
The first of the East and West Shows was held
in Los Angeles in May 1987. The fact that both
distributor and supplier participation was
significantly lower than the single Summer Show the
previous year wasn’t particularly alarming. Certainly
the upcoming East Coast exposition would
cumulatively more than make up the difference.
In the spring of 1989, the show returned to
Atlanta, a location that had always drawn well.
Afterwards, Board Chair Norm Stern offered his
postmortem: “Frankly, the show received mixed
reviews—high marks from attending distributors
while some exhibitors expressed disappointment in
the turnout of distributor personnel.”
Convinced that a re-evaluation of the Three-Show
Plan was in order, the SA AI board assigned Bill Mee
to do it. A former chief staff officer for the Center for
Exhibition Industry Research, Mee knew something
about trade shows. He conducted an extensive series
of interviews with members of both SA AI and the
regional associations.
When Mee made his report, the findings were
an eye-opener to some and a confirmation to others.
He stated:
“…the regional associations developed to meet
the needs of their business communities. The
family/fraternity relationship that developed
with a uniquely strong sense of volunteerism
created a network of financially strong,
independent associations well able to meet the
needs of their business communities as they
perceived it. Once established, with a trade
show meeting the needs of their constituency
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didn’t make sense if the right people weren’t reached
and motivated. Roberts’ program, “Media for the 21st
Century,” would demonstrate this.
The board directed the entire advertising budget
to the campaign. Direct mail would be the delivery
system, and the message, said Roberts, would be
conveyed by “the advertising vehicle we are trying to
promote—specialty advertising.”
A target audience, culled from distributors’
prospect lists, was selected for a series of mailings
accompanied by appropriate advertising specialties.
Each item featured an attribute that made the
accompanying ballpoints, calendars, coffee mugs and
other merchandise the “Media for the 21st Century.”
Roberts’ successor, Ron Schwisow, continued the
direct mail-specialty advertising campaign as part of
his “Pursuit of Excellence” program. That initiative
also included a repositioning of Associationsponsored member education.
Earlier in the decade, the board had added a
Master Advertising Specialist designation as a step up,
in terms of accumulated CEUs, from the Certified
Advertising Specialist level. A principal venue for
obtaining MAS/CAS training was the seminars
originally held on college campuses and later at
locations near the Association’s headquarters. Now
some of these valuable courses were taken on the
road and presented at the members’ doorstep in
collaboration with participating regional organizations.
At the end of the decade, membership had
doubled from 1,800 to 4,000 firms. Only seven of
them were direct houses, which at one time was the
largest constituency of the Association. Still the
biggest firms in the industry, they were in number
disproportionate to the two seats they occupied on
the board. The direct house category, therefore, was
eliminated in 1989, and these companies were
classified as distributors.
If there was a constant during the period since
the Association headquarters was moved from
Chicago, it was industry growth. Annual sales
increases had been in the four-to-eight percent range.
Maybe not impressive by the performances coming
up, but that statistic was good enough for investors at
the time. They came, some from overseas, and began
acquiring suppliers and distributors. For some, it
would be only the first round of consolidation. In the
following decade, scarcely before they had time to

advertising had been enjoying sales prosperity, so
had direct marketing. Unfortunately, there was an
odious form of it that was both illegal and, by
undiscerning public perception, harmful to specialty
advertising. The culprit was the “boiler room” scam.
Working out of phone banks and mailrooms, most
likely in California, Florida and Nevada, solicitors
offered incredible “bargains” in merchandise. A
typical pitch: Your company’s name somehow got
printed by mistake on 1,000 ballpoint pens. Rather
than dispose of them, how about we let you have
them dirt cheap? Dirt cheap? An outfit called
National Printing was charging $1.56 for key tags
that distributors were selling for 40 cents. There
were also appealing merchandise prizes—paid for
but never delivered.
You couldn’t blame the boiler room operators for
wanting payment in advance. They had to skip town
before the postal inspectors and the state attorneys
general caught up with them. It was a lucrative
business; there was no shortage of gullible bargain
hunters. Once the victims realized they had been
swindled, their wrath could spill over to the
legitimate specialty advertising firms.
At a press conference in 1988, Board Chair Joe
Stratton announced a public service campaign
through which the Association hoped to expose the
scam artists. To alert the public, a brochure, “The
Boiler Room Blues,” was published and circulated
with the help of the regional associations. The
program also entailed news releases, trade magazine
articles and a radio actuality that was broadcast by
1,600 radio stations having potential audiences of 19
million listeners. The print portion of the campaign
reached 1.4 million readers. In Public Relations
News, editor Denny Griswold described the campaign
and stated, “while not directly attributable to the
program, indictments of boiler room operators have
increased substantially.”
By targeting limited funds wisely, the Association
could have a long and influential reach.
Targeted influence was also the goal of Wayne
Roberts when he became board chair. He proposed a
signature program that would exploit the inefficiency
of mass media in reaching selected audiences. The
traditional marketing theory was undergoing a
revision. No one said that pursuing mass audiences at
cheap costs-per-impression was bad strategy, but it
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digest the properties they had acquired, they
themselves were bought out. As a result, there were
now many large, publicly held suppliers and
distributors in the industry, some of which were
listed on the Big Board.
Sales growth was accompanied by an increase in
the number of firms, many coming from outside of
the industry, such as office products and trophy
businesses. The 1980 distributor population of 4,500
or so firms had burgeoned almost threefold,
providing a vast pool for recruiting. Consequently,
the Association enjoyed a parallel growth in
membership.
For SA AI, this meant offering more services and
serving more firms, and, as a result, additional room
was needed at Association headquarters. The decision
to sell the office and build a new, larger one was also

prompted by a—literally—earth-shaking necessity.
State-of-the-art construction in 1979 had been no
match for the shifting soil of the Irving, Texas, Las
Colinas area; and SA AI, like its neighbors, faced
enormous repair expenses. Taking advantage of
lower interest rates and advances in construction
engineering, in 1990 the Association built a new
26,000-square-foot headquarters, its current home.
SA AI’s comparatively short stay at the original
headquarters at 1404 Walnut Hill Lane was typical
of the obsolescence spawned in the 1980s.
Developments in economics, technology and
products came with the frequency of engine
cylinders being fired, giving just about everything a
short shelf life. That was certainly true in specialty
advertising. Specialty advertising. Even that name
had outlived its usefulness.
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hen one had time to reminisce, it was hard to
reflect without mourning the way it used to be.
Supplier Chuck Pecher captured the feeling in
“Wal-Mart And The Last Stand” which appeared in
Specialty Advertising Business. “The five-and-dime
store that used to buy 300 calendars is no longer in
business. That’s the business our industry was
founded on,” he declared. “But when the Wal-Marts
move in, all of a sudden the men’s clothing store,

the dress shop or the five-and-dime store go out
of business.”
That observation applied to the industry’s
customer base and, to some extent, the make-up of
the industry as well. Yes, the Wal-Marts did arrive as
consolidators, but the little guys didn’t disappear.
Specialty advertising would remain a highly
fragmented industry.
One of the Wal-Mart characteristics was product
diversity, and that was now evident on the supplier
side. Suppliers were diversifying their lines, and
many had catalogs looking less like a Land’s End
array of single-material products and more like a
hypermarket display of stock keeping units (SKUs).
Then there were the conglomerates. Some had so
many subsidiary companies in their stable, it was
possible for distributors, if they desired to, to place
most of their business at one address.
And how were all these products to be used?
Certainly not just for advertising. That onedimensional business didn’t exist any more.
Recognizing this, the SA AI board recalled one of
the findings of the Madden-Cooper research: “The
image of the industry as communicated by the name
‘specialty advertising’ is ambiguous and a problem...”
In his report as outgoing board chair at the 1992
Winter Show, Ron Schwisow announced the board
had voted to change the Association’s name because
“the words ‘specialty advertising’ no longer properly
represented the breadth and scope of what the
Association and its members do.”
The new name, Promotional Products Association
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International, had a familiar ring to those who
recalled the Madden-Cooper report. Promotional
products, explained Schwisow’s successor, Chuck
Chelstrom, encompassed the things that suppliers
and distributors sell—advertising specialties,
premiums, business gifts and awards.
As with any change, not everyone was pleased,
and there were protests. However, the board had
taken pains to avoid the Advertising Specialty
Association fiasco of 1956. It had engaged an independent researcher to survey the entire membership,
a sample of end users and marketing educators.
Three out of four end users thought the new name
was more consistent with their perception of the
medium and a majority of members agreed.
If renaming the Association was in keeping with
the existing realities, so was the restructuring taking
place in the early 1990s. In the previous decade,
many business owners had concluded they had better
operate like airline pilots, who never went aloft
without filing a flight plan. If an owner’s destination
was to be profitable, the only way to get there was
through a detailed business plan. That was no less
true for the Association, Chelstrom believed.
Unlike his predecessors, Chelstrom claimed not to
have a specific program for his “year” as board chair.
He hoped to have PPAI focus on what it did best and
what it should be doing. By the time his non-program
year was up, the board had adopted his vision to give
the Association a streamlined course-setting
proficiency akin to an OnStar Navigation System.
But first there had to be a change in how the
board and the committees functioned. Too often

there had been a tendency of member leadership to
micromanage the Association rather than provide a
menu of dishes for staff to cook. If staff couldn’t make
the decisions on how programs were to be
implemented, how could it be held accountable?
A task force was assigned to explore Chelstrom’s
restructuring plan to transform PPAI to a staffmanaged—but member-driven—organization. The plan
subsequently adopted by the board called for:
• Reducing the membership of standing
committees from 15 to 9 persons, each serving a
three-year term, and extending the term of
committee chairs to two years
• Assigning an Advisory Council of interested
members to each committee for their opinions as
issues arose, thus providing more member input
• Replacing the Long Range Planning Committee
with a Strategic Planning Committee, charged
with developing and overseeing a strategic plan
for the Association
• Establishing a Leadership Committee to assume
the Distributors and Suppliers Committees’
functions of reviewing and proposing board
candidates to the Nominating Committee.
The adopted Strategic Plan made it clear the
Association’s name change was not just window
dressing. It signified the Association’s intent to span
the universe of promotional merchandise. This
ecumenical outreach was proclaimed in Strategy No.
2, which was to broaden “the scope of the Association by encompassing the evolving promotional
products industry.” This meant everything a supplier
produced and a distributor sold that had anything to

What Was New?
• Popular in Europe for many years, pre-paid

• The era of disposables includes, in 1995, a

phone cards are introduced by Teraco at
the 1994 Winter Show.

single-use camera featuring pre-printed
custom messages on the film.

• Chocolate, molded into custom shapes and

• Advent of cell phones inspires a market for

logos, draws attention as unique business
gifts. In 1994, Hearts & Flowers is offering
edible chocolate decorated with old masters’
paintings.

accessories. Among them, Dard Products’
auto windshield message board for
jotting down cell phone notes (1995).
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do with promotion, motivation, recognition or
identification. The task force that developed the Plan
recommended initially focusing on the premium and
incentive portion of the industry. Disciples of
Benjamin Babbitt’s marketing method, which offered
prizes in Cracker Jack™ boxes and “free” camcorders
in return for opening a checking or savings account,
were no longer “them” but “us.”
The Plan did not ignore the international scope
of the Association. Good thing, too, because
businesspeople in the U.S.—and in much of the

hemisphere—were now reading newspaper headlines
with a new set of initials: NAFTA. The North
American Free Trade Agreement had been enacted.
And Schwisow had some thoughts on this. His
company did business south of the border, and as
board chair, he had supported the establishment of
PPAI’s counterpart in Mexico—Asociacion Mexicana
de Profesionales de la Promocion. “Any supplier
wanting to do business (in Mexico) has to move
slowly,” he cautioned. “People do business with those
they trust. A knowledge of the language is also very

H. Ted Olson: Surprises Unwelcome
Of course, surprises were not always
avoidable. He would run into some
controversies. One was the conf lict with the
regional associations over the Three-Show Plan.
A less explosive one came about when the
board voted to admit distributor salespeople to
the shows. He recalled addressing a regional
meeting and inviting the audience to the
upcoming show. “Several distributors singled me
out after the meeting to express their anger that
I had even mentioned the Dallas Show because
they didn’t want their salespeople to know there
was such a thing as the Dallas Show,” he said.
Olson superintended the renaming of SA AI
to Promotional Products Association International in 1991 and the broadening of its
membership universe and responsibilities. He
executed board directives implementing
strategic planning and a member-driven/
staff-managed operation.
Olson took pride in his budget management,
having never run a deficit, and that feat was
accomplished without sacrificing services.
During his 17-year tenure, “Every Association
program more than doubled in offerings and
participation,” he declared. “Of course, the
membership grew substantially.”
And that it had. When he retired in 1996, the
5,400 members were twice the number that had
greeted his arrival.

When Ted Olson
and the SA AI Executive
Committee came to a
meeting of the minds
that put him in the
president’s chair, it
must have been an
interesting communication. In essence, he
was told: “Don’t bother
buying a home in
Ted Olson
Chicago, we’re moving the headquarters to
Texas in a few months. You go help find the
property, the builder, the mortgage lender and
whatever staff is needed. And by the way, no
more deficits—you need to put this operation
back in the black.”
Experienced in corporate public affairs
(Union Carbide) and nonprofit management
(two nursing home associations), he proceeded
to get the job done.
The SA AI he inherited was on a growth
curve that would continue, he insisted. He
emphasized staff training, staff responsiveness to
member needs and sound organization.
“I have always worked under the management philosophy that there are to be no
surprises,” he once remarked. “We need to know
immediately where we have failed as well as
where we have been successful in providing
member services.”
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Matteson pushed hard to involve company leaders
in PPAI committees, task forces and the board.
Prosperity for the industry and the rest of the
country aside, there were also some dark days. An
employee of Walker Printed Specialties described
one such day in a 1995 issue of PPB:
“We knew something was going on, but we
weren’t sure what. Some people thought it was
a tornado, and others thought a plane had
crashed into a building. I just remembered all
kinds of stuff falling down on me. I remember
the ceiling falling in and the lights down.
Everything blended together in one sound.”
The Oklahoma City member was in close
proximity to the blown-up Murrah Federal Building.
In February 1996, Olson retired. Hired 17 years
earlier with a mandate to stabilize the Association
financially, he finished with an admirable record: not
a single year operated with a deficit.
The board chose G. Stephen Slagle, CAE, as the
new president. He had been executive director of the
National Association of Campus Activities and had
experience in advertising agency management and
direct marketing.
As Slagle became president, Wing Hughes
ascended to the position of board chair. His first
public announcement was a warning of increased
competition from other forms of advertising and
promotion. He emphasized the need for cooperation
between PPAI, the regionals and other segments of
the industry. “PPAI,” he said, “can only do so much
with its own resources to increase the use of
promotional products through distributors.” A similar
observation had been made in Bill Mee’s report a few
years earlier.
Actually, many of the regional organizations had
done more than pay lip service to the idea of project
partnership with PPAI. Some regional associations
had underwritten a number of PPAI-conducted
research projects and supported the VIP (Very
Important Professor) seminars by providing travel
grants for educators.
PPAI created a full-time staff position to foster
positive relationships with the regionals. Much of
the communication was channeled through the
Regional Association Advisory Council, which had
been formed in 1980. But R A AC had changed
through the years. Originally a sounding board for

important—Mexico is rich with culture. You must
have an understanding of the culture.”
When PPAI held its 1995 Summer Show in
Chicago, it would have partners—the Mexican
association and Promotional Products Association of
Canada. Billed as the North American Summer Show,
the event featured Canadian and Mexican suppliers
displaying their products in an “International Aisle.”
The 6,000 registrants set a record.
As impressive as it seemed at the time, the
industry’s sales growth in the previous decade paled
in comparison with the dollars the industry was now
generating. By 1997, promotional products sales
passed $10 billion. The following year, that figure
was eclipsed by 25 percent!
The trouble with prosperity is that everyone
wants a piece of it. The previous decade had seen the
onset of companies from other industries migrating
to promotional products and the trickle was
becoming a river of new competitors. Worse, groused
some industry veterans, they were becoming
members of PPAI. One member, whose opinion was
undoubtedly shared by many others, wrote Board
Chair Barry Chase: “Enough is enough. Change the
criteria (for membership) and make entry to this
damn business more difficult.” That sentiment had
been heard before—since about 1904.
“Honestly, I wish the Association’s distributor
membership was larger,” Chase replied in the
Association’s membership magazine, now known as
Promotional Products Business. “The Association is
uniquely qualified to help them be more creative and
better businesspeople, which raises the image of all
promotional products practitioners. Their member
dues can also help us do more for all members.”
He was restating a long-standing Association
policy. In an industry concerned about image, it’s
better to help newcomers raise their level of
professionalism before they ruin it for everybody.
Enlarged by sales growth or consolidation,
industry companies required additional layers of
management, and CEOs of member firms were finding it necessary to delegate to subordinates the job of
interfacing with the Association. That was depriving
the Association of a valuable asset, described by
President Ted Olson as the experience of CEOs who
had “faced the trauma of making payroll every
month.” During his term, Board Chair George
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The Promotional Products
College Education Foundation
Association activity. Great idea, they
agreed. In 1989 the organization
became the Promotional Products
College Education Foundation, and
Cesario was appointed to chair its
Board of Trustees.
Although the establishment of
PPCEF was motivated by corporate
altruism, there was a secondary agenda. The
Association was pursuing a place for
promotional products in college curricula and
textbooks. As a scholarship source listed in the
PSAT, SAT and other college admission test
programs, PPCEF could gain recognition for the
Association and the industry among students and
educators.
In 2000, PPCEF launched the “Tomorrow
Fund,” a campaign to raise $2 million. It was the
largest fundraiser ever undertaken by the PPCEF
and involved individuals, regional associations
and member companies who committed a
pledge paid out over 12 years. By 2002, PPCEF
had awarded $240,000 in scholarships.
A somewhat unusual aspect of the education
charity was that eligibility for these scholarships
was extended to the children of employees in
member firms. As Cesario explained, “The
children of the production people and shipping
clerks may not understand the business or what
their parents do for a living. But they will
understand it’s PPAI that is helping make their
education possible.”
The awarding of scholarships was not
conditioned on the recipient ultimately working
in the industry. If they don’t, the reasoning goes,
they will still be aware of the Association and the
industry, and they will appreciate and perhaps
purchase its products. “That,” said Cesario, “was
the long-reaching goal we had at the time.
Members could say to their people, here’s a
member benefit we have...”

Founded in 1976, the CAS/MAS
Alumni Association began to wane,
mainly because it hadn’t discovered
a significant purpose for existing.
Gene Cesario and a few others
thought of one.
Cesario had been treasurer of the
Alumni group for many years and
saw the potential of an organization to raise
funds to help educate the children of industry
practitioners.
PPAI and its predecessors had experience
with funding education. As far back as 1951, the
Association was offering a fellowship, worth
$1,700 annually, to study at Columbia University.
In 1980, the Association was once again
involved in a charitable education operation.
SA AI had assumed responsibility for the Carl E.
Rosenfeld Education Foundation, formed in 1978
by employees of the Walter W. Cribbins Co. as a
birthday gift to their boss. But new management
of the Rosenfeld Foundation had little positive
impact and it continued to languish.
With the support of his MAS/CAS colleagues,
Cesario approached the Rosenfeld Foundation
trustees. What’s the point of duplicating efforts?,
he argued. The trustees agreed; they dissolved
the organization and transferred its resources to
the CAS/MAS Education Foundation, as it was
then known.
At the shows, the Foundation held
fundraising dances, hosted for a time by a
mascot known as “Big Al.” “Chairs,” or various
levels of giving, were established; a $10,000
donation constituted a full chair.
Soon the Foundation had raised a quarter of a
million dollars and there was potential for a lot
more, but the CAS/MAS Alumni Association
couldn’t manage it alone. In 1988, Cesario, then
a director on the SA AI board, convinced his
fellow directors that the Foundation should be an
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securing regionals’ reaction to PPAI plans, the group
was now focused on regional issues. The problem
was that each regional association saw itself as being
separate and independent—little thought was being
given to advancing the industry as a whole.
Recognition of this deficiency prompted the mission
statement introduced in 1995: “Working together in
our members’ best interests.”
The interdependence of the industry’s nonprofit
membership organizations was underscored in 1998
when representatives of the regionals and PPAI
convened to cement an alliance. The outcome was
described by Board Chair Jo-an Lantz: “The regional
associations and PPAI are committed to working
more closely together for the betterment of our
collective members and the industry. From this new
alliance, significant competitive efforts can develop
in areas of industry education, trade-show
cooperation and new member services.”
The meeting resulted in the restructuring of
RA AC, which was renamed Regional Association
Council. It was divided into five geographic districts,
each comprised of several regionals. The RAC board
became a PPAI standing committee, meeting at each
show with the rest of the Association’s committees.
RAC and PPAI also held a seat on each other’s board
with full privileges of voice and vote.
The alliance was well timed, for the nonprofits,
which relied on trade-show revenues for much of
their program support, now faced some serious
competition. That spring, the Advertising Specialty
Institute (ASI) announced it was getting back into the
trade-show business.
An associate member of PPAI, ASI had for many
years supported the Association, and individuals from
its management team had been active in PPAI
committee work. ASI was a for-profit, privately held
corporation that sold many valuable products and
services to industry subscribers. As a rule, there had
been little overlap in the service offerings of the two
organizations.
Now ASI was a competitor in an area vital to the
Association. Slagle advised the membership of the
board’s reaction to ASI’s announcement:
“We view ASI’s decision as a tremendous
opportunity for PPAI, as ASI has more clearly
defined its company objectives as a competitor
to PPAI. Good, honest and fair competition is

great for the marketplace, and we look forward
to advancing new benefits for PPAI members
and positioning ourselves as a key provider of
valuable information services for the industry.”
The initial repercussion of ASI’s new-product
launch and PPAI’s reaction was a spate of baseless
speculation. This necessitated PPAI’s e-mail
campaign, “Rumors & Trumors,” to dispel
misinformation concerning the Association. And
Board Chair David Woods, lamented: “The dynamics
of competition and change have forced us all to
adopt new ways of doing business, and PPAI is no
different...I can assure you there is not a lot of
mystery to what we are doing. Yet, it seems the new
conspiracy theorists are working overtime to create
divisions among our board and members.”
PPAI’s Winter Show had always been the
undisputed premier exposition of the industry and
the Association intended to keep it that way.
Competition was a compelling reason for making
it even better.
The choice in 1976 of Dallas as a show site had
been a prudent one. Since then, the show had grown
from 610 booths to nearly 3,500. In terms of exhibit
square footage, it was among the 50 largest
expositions in the U.S. By virtue of size and lustrous
ambience, it had helped put the industry on the map,
making it incredulous to dismiss promotional
products as a media backwater.
Nevertheless, in 2002, Board Chair Wayne
Greenberg, declared: “The Expo continues to be our
industry’s crown jewel of trade shows, but a side
effect of 26 years of familiarity can douse the fire and
excitement of Dallas—or any destination.”
He was explaining, in part, the decision the board
had just made. Nearly three decades after leaving the
Palmer House and the Conrad Hilton, The PPAI Expo
was being moved to another city and convention
center for 2003—the Association’s centennial year—
and for the foreseeable future. But not just any city or
convention center. It was the new, glamorous
Mandalay Bay Convention Center in Las Vegas with
more than one million square feet of exhibit space.
In addition to its superb shows, PPAI had been
offering a first-rate continuing education program.
Through Association-sponsored workshops and
seminars, industry practitioners could amass
Continuing Education Units (CEUs) to qualify them
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for MAS and CAS designations. However, for an
industry seeking unimpeachable professional status,
that in itself wasn’t enough. These designations did
not yet have the cachet of a Chartered Life
Underwriter or a Certified Public Accountant.
The board revamped the continuing education
program to require candidates for MAS/CAS
conferment to demonstrate their proficiency in
promotional products and marketing through testing.
Not only that, but they would have to re-certify every
three years by earning additional CEUs. Continuing
education was to be exactly what the name implied

and the first examination was held in 1999.
With the spotlight on shows and education, other
important activities tended to be obscured. Actually,
a number of services had rolled out of the pipeline in
the mid-’90s. Among them was NOVA, a credit cardprocessing service, which enabled participating
members to accept credit cards for payment of goods
and services. Through the Fax Connection, members
could dial an 800 number anytime, day or night, and
find out what was on the Association’s service menu
that could benefit them. The most widely endorsed
program was the one that offered FedEx discounts.

Eugene P. Cesario: How Scholarships Got Funded
Education Foundation raised money. “About a
quarter million dollars over a comparatively
short period of time,” he recalled, and by 1987 it
was awarding scholarships. Its success began to
outstrip the Alumni Association’s capacity to
expand its reach.
In 1988, Cesario, then serving on the board
of SA AI, went to his board colleagues and told
them, “they would be completely out of their
minds not to take over the College Education
Foundation that may become one of the top two
or three reasons for the Association’s existence.
They agreed.”
The Promotional Products College Educational
Foundation was set up in 1989. By the Association’s centennial, PPCEF had awarded nearly
$300,000 to help children of parents—owners or
employees—of member firms pay their college
expenses. Give scholarships to the employees’
kids, too? The intent, Cesario asserted, “was to
get to the people behind the scenes who worked
in the plants and offices of the company. . . those
are the people who really make it happen.”
The end of his term as Foundation chair in
1991 was only a holiday from service. A decade
later Cesario was back on the Foundation Board
with a renewed commitment to making college
a possibility for some who might otherwise
miss out.

A Promotional
Products Business
writer once described
Gene Cesario as one
who was unabashedly
“outspoken and
opinionated and will
either rally or decry
against a cause,
regardless of backlash.”
When the cause was
Eugene P. Cesario
providing college
scholarships to industry offspring, he not only
supported it but led the charge.
Cesario had entered the industry in 1967
with Arthur Salm, a business gift supplier, and
later bought Liberty Playing Card Co. His
empathy with those who helped make his
company successful extended clear out to the
employees on the loading dock.
As treasurer of the CAS/MAS Alumni
Association, he and others were convinced their
group could become an effective fundraiser for
scholarships to help educate the children whose
parents worked in member firms. A proposal
was made to trustees of the withering Carl E.
Rosenfeld Education Foundation, who agreed to
dissolve that charity and transfer resources to the
CAS/MAS Alumni Association.
As Cesario predicted, the CAS/MAS
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Its purpose was to “identify, prioritize and assist in
the development” of everything described in the
committee’s name. As a consequence, the Association
was able to offer members a number of technology
packages that could help them operate their
businesses. Some of these products caught on while
others did not.
Of all the catch phrases of the period, nothing
caught the public’s imagination more than the
“information highway,” that apt description of the
Internet. Eager to extend its reach online, the
Association introduced its Promotional Products
Home Page in 1995. Clicking on a secured section,
members could obtain information ranging from
Association services to ideas for creating successful
promotions. An external section, according to Board
Chair Ed Johnson, was intended to convince
businesspeople of the merits of promotional products
and to refer them to member distributors.
The Association was also interested in nonproprietary initiatives that could benefit the entire
universe of promotional products firms including
nonmembers. The hoped-for result was to release
everyone from dependence on any one vendor, thus
saving them money.
One such initiative was the Universal Promotional
Identification Code (UPIC) introduced in 1999. The
UPIC was an alphanumeric identification system to
facilitate the exchange of information and business
transactions. Managed by PPAI, every company in the
industry could choose or was assigned a UPIC, which
was linked to a universal profile database. No longer
would firms—members or nonmembers—have to rely
on the various proprietary systems.
Writing in PPB’s September 1999 issue, member
Dennis Burnham explained why PPAI developed the
system:
“By making UPIC free to everyone, PPAI is
helping all technology providers compete on
the basis of quality of their products and
services, instead of competition based on
which has the most data items under its own
exclusive numbering system. Because the UPIC
is inclusive, not exclusive, it will soon be the
largest and most comprehensive data source in
the industry, therefore, the most valuable to any
user of any information resource.”
A year later, PPAI gathered together industry

Many members claimed the savings it offered them in
shipping costs more than surpassed what they were
paying in dues.
In the waning years of the century, three seismic
shifts could be identified. In one, distributors were
becoming more like wholesalers in response to their
clients becoming de facto retailers. This new
business opportunity was fulfillment.
Board Chair Mike Linderman commented on the
Baylor University-Glenrich study ordered by the board
in an attempt to grasp the march to client catalogs,
company stores and fulfillment programs. “Why is
this subject important to mid-size and small
distributors?” he asked rhetorically. “Because in the
promotional products future, distributors of all sizes
will be operating fulfillment programs.” For industry
firms, the new reality was going to have them
focusing on merchandise turnover as much as on
product selection and sourcing.
The fulfillment programs were facilitated by the
second major shift of the period—from an analog,
manual typewriter mode to technology. There
seemed to be an IT solution for just about everything.
There was the notion that you could set up a Web site
and sell promotional products online. This was the
dot.com business, and while some firms proved you
could do it, a lot of others died trying.
Many other businesses inside and outside of the
promotional products industry were having second
thoughts about having a finger in every pie.
Consultants were telling them to stick with their core
competencies. Well and good, said Board Chair
Michael Woody, but that alone would not assure the
Association’s survival. He declared, “For PPAI to
continue to excel at its core competencies, it must be
on the cutting edge of providing solutions to our
business problems. Technology will drive solutions.
For PPAI, as for our own businesses, technology will
be a key to success and survival.”
Nobody could argue with that. The mission
statement of the 1999-2001 Strategic Plan described
the Association as “a member-driven organization
devoted to meeting the needs of its members and the
market.” The Plan set five goals: industry leadership,
customer business success, customer service,
Association success and technology leadership.
Back in 1994, the Association had set up a
Technology, Terminology and Standards Committee.
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friends—and enemies.
An example of the latter was the terrorist attack
on the World Trade Center and the Pentagon in 2001.
The Association participated in the Industry United
campaign to fund a “gift of appreciation” to
September 11 rescue and recovery workers.
Some surprises, however, were pleasant. Who
would have thought that, when the Soviet Union
unraveled, within 10 years there would be promotional products trade shows in Russia sponsored by
the new Institute of Professionals in Specialty
Advertising and the Russian Association of Suppliers
and Manufacturers of Souvenirs? The new global
community also provided the impetus in 2002 for
forming the International Federation of Promotional
Products Associations. Naturally, PPAI was one of its
founding members.
Although the promotional products business was
still the butt of occasional denigrating remarks from
the misinformed, industry practitioners were having
the last laugh. The $17.8 billion in distributor sales in
2000 was certainly nothing to sniff at. Those sales,
however, didn’t come from exactly the same
customers of earlier days. Through the years there
had been some repositioning in the ranking of best
customers. In 2000, a Louisiana State UniversityGlenrich research study showed the order of
distributors’ top customers were financial (banks,
thrifts, credit unions, investment brokers), followed
by healthcare (hospitals, nursing homes, clinics,
pharmacies), not-for-profit organizations and
education (schools, seminars).
Markets had switched almost as often as the
Association had changed names, but there was always
one constant: Who the Association was.
Ads in PPB featured members’ photos under the
headline, “I am PPAI.” Designed to demonstrate that
members benefit from a nonprofit membership
organization and have a voice in running it, the
internal campaign was announced by Board Chair
Bob Davis. Davis, who paid dues like other
members, declared, “We are the owners and it is
our Association.”
No wonder the Association had left the Palmer
House and subsequent meeting sites in search of
bigger and better venues. It now had more than
6,500 owners!

leaders, service providers and technology experts to
form the ePromoStandards Alliance (ePSA). Industry
leaders expressed their belief that the Association
was the best suited to develop, in a non-proprietary
way, technology standards for the complex
e-business transactions between suppliers,
distributors and buyers.
The third shift in the segue from one century to
another was the way businesses managed their
customer bases. It was called CRM—Customer
Relationship Management. Since it, too, was geared
to IT, there was some fairly sophisticated software
available to facilitate it.
CRM was certainly applicable to the Association
because its members were, in a sense, customers. It
was imperative for the Association to understand
what its members wanted and what they thought
about benefits they received. Thus began the
periodic Member Needs Assessment, a survey
providing information that would be shared with the
membership. Slagle explained:
“It’s probably rare for customers to get a
glimpse into a company’s internal research,
especially when some of the information may
not cast a positive glow over all its efforts.
However, open and honest associations tell
their members the good and the bad, and how
the bad will be changed into good.”
The Needs Assessment showed that the chief
concerns of distributors were “meeting increasing
customer demands,” followed by “locating new
customers.” Suppliers said their most critical
challenges were “making products known to
distributors” and “maintaining productive
relationships with distributors.” And of all the PPAI
products and services offered, which ones were the
most valuable to members? The top four were The
PPAI Expo, FedEx discount shipping program, PPB
magazine and education.
The survey was also a report card for the
Association. Asked how well PPAI was doing,
approximately 85 percent said it was meeting or
exceeding their expectations.
As the Association closed out its first century,
the world had greatly shrunk and nations and
businesses were now part of a global community.
That made everybody more accessible to new
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rom the beginning, the two weeks set aside for
the winter/spring and summer/fall trade shows were
the focal points of the year. For many early members,
attendance at these conventions represented an even
greater investment of time than today because, for
example, travel from the West Coast to Chicago
meant the better part of three days by train. The
pleasant aspect was traveling in small groups, which
offered the companionship of familiar faces. And
once the travelers got to the trade show, they knew
everyone there.
Same as now, members attended trade shows to
obtain information that could help them in their
businesses or enable them to act as a group and
achieve its aspirations. It wasn’t until 1914 that
members found the convention could be a merchandise showcase. In September of that year, the
Association had its first show, of sorts. Thirty-two
exhibitors displayed their lines at the Hotel Sherman
in Chicago. (More than 30 years would elapse before
that number so much as doubled.)
In the ’20s and ’30s, the exhibits were restricted
to rooms on two floors of the hotel during the fall
conventions only. They were open in the mornings,
and the meetings were held in the afternoons and
evenings.
To draw banquet attendance, there was an afterdinner speaker, usually a minor celebrity. Among
those who addressed the early conventioneers were
Westbrook Pegler, the celebrated sports writer of
the Chicago Tribune, and humorist-cartoonist P.J.
McEvoy—whose names meant something in
those days.

With the influx of all the new products after
World War II, the fall event of the Advertising
Specialty National Association was called the
Convention & Specialty Fair. Perhaps the sequence
should have been reversed because now the Fair
overshadowed the Convention. In 1950, there were
four-and-a-half days of exhibits, and 106 exhibitors
were welcoming jobbers from 9 am until 6 pm.
In the 1950s, ASNA, now in competition with the
Advertising Specialty Guild, was eager to publicize its
shows. There was one surefire way to get publicity
back then—cheesecake. ASNA announced that its Fall
Fair would feature a Miss Calendar Girl for 1954. The
candidates were models who had posed for calendars
published by the members and a high-profile jury of
judges included pianist Liberace and John Robert
Powers of the famed modeling agency.
The Guild, however, wasn’t about to let ASNA
have a monopoly on sex appeal. That organization
later crowned its own centerfold queen, Miss Lasting
Advertising.
In March 1953, ASNA added a second show. It,
too, was held at the Palmer House in Chicago. Later,
the Guild held two shows each year, often concurrent with ASNA’s. For the first time, there was talk
in the industry of “too many shows.” This objection
had considerable influence on the decision to merge
the competing organizations.
During this period, the Convention & Specialty
Fair took on a new dimension in response to a crying
need. There were at least a thousand jobbers in the
industry now, and they needed training in selling and
in managing their businesses. In 1952 ASNA
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Winter Show quickly emerged as the dominant one
in terms of registration numbers.
Addressing the registration imbalance, the board
decided some variety in location was needed and
made plans to move the Winter Show out of Chicago.
However, when the plan was implemented six years
later, it was the Summer Show that left town.
The first “traveling” show was at the Americana in
Bal Harbour, Florida. Promotional literature employed
a citrus theme and urged members to “Squeeze more
profit and fun out of 1971” by attending. Presumably,
off-season hotel rates would draw attendance. However, there was a reason off-season was cheaper. “It
could not have been more humid,” recalled Board
Chair Bill Vernon, Jr. “Every time we planned
something spectacular, it rained.”
The impact that location had on turnout was soon
clear. In terms of distributor registration, San
Francisco, site of the second traveling show, was a
success. Certainly, the admission of distributor
salespeople for the first time to a Summer Show had
something to do with boosting the numbers. But
those numbers wilted dramatically the following
August under the heat and humidity of Houston.
Interestingly, show location at the time was
greatly influenced by the Conventions Committee.
Service on the committee was coveted by some
members who saw it as an opportunity to lobby for
their hometowns.
Perhaps the most debated location was the choice
of the 1977 summer event, then known as the
ConExpo. After it had booked Las Vegas years earlier,
the board had second thoughts. There was gambling
in that town. Was that the right place for an
exposition to which members brought their families?
In the end, the Las Vegas booking stood. Show
week there was notable in two respects. The city was
in mourning over the death that week of one of its
stellar attractions, Elvis Presley. And distributor
attendance, 41 percent ahead of the previous year,
broke all records for a summer event. It marked the
start of an enduring affinity the Association would
have with Las Vegas.
In 1975, SA AI had its last Winter Show in
Chicago. Held at the Conrad Hilton, it confirmed that
the winter event had outgrown the hotel venue and
needed space that only a major convention center
could offer. Because the industry was gearing up for

introduced a one-day Sales Management program to
the convention schedule.
The Guild also had its own version, the Management Practices Conference, the brainchild of jobber
John Stockman. Carl Rosenfeld, a Guild president,
remembered it well:
“It was his (Stockman’s) idea, and he indoctrinated a professor from a university in
Pennsylvania, who gave us a very long lecture
about the qualifications of salespeople. He
classified them A, B and C. The A salesperson
could make a constructive contribution to the
customer’s needs. The B salesperson could be
taught a certain creative role, applying experiences to other situations. And the C salesperson
was simply an order taker selling goods.”
When the two organizations merged, the
Management Practices Conference was adopted by
the new Specialty Advertising Association. At SA A’s
first meeting in August 1964, the MPC session was
titled “The Spotlight Is on You.” Members were asked
to submit their problems in advance for discussion
and, hopefully, resolution at the session.
With the amalgamation of competing shows, SA A
drew more exhibitors than the Palmer House
exposition rooms could comfortably accommodate.
The hotel did have exhibit halls on the third and
fourth floors, and so the shows became predominately booth events. Since some locations were more
coveted than others, a point system was devised to
allocate booth assignments fairly. The more shows at
which a supplier exhibited, the more points it earned
to improve its booth selection choices.
Almost all elements found in PPAI’s contemporary shows were now in place in these early
shows. In addition to the product displays, there
were committee meetings, supplier and distributor
group conferences, education sessions, a banquet at
which awards were conferred, celebrity entertainment and, of course, parties. Not only could
registrants have a good time but they could be
altruistic while doing so. There were enough
members holding the CAS designation to have an
alumni group and the CAS “Casino Party” became a
tradition. The gamblers were betting with “funny
money,” and donating their winnings to the Lions
Club Leader Dogs for the Blind program.
Attendance at the shows was uneven and the
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promotions celebrating the nation’s 200th anniversary
the following year, the show had a bicentennial
theme, and the keynote speaker was a NASA space
program luminary, astronaut Wally Schirra.

The first Dallas Show, in February 1976, was the
archetype for all shows to come. There was the same
beehive of energy that had accompanied the previous
hotel shows except in the vast cavern of the Dallas

The Chelstrom Pathfinders
advertising sales accounted for an estimated five
percent of total advertising expenditures. “If our
present activities can be continued and
expanded, it is my personal conviction that this
percentage can be doubled in the next few
years,” he predicted.
Also present at the
meetings where merger
negotiations were held
was Leslie’s 12-year-old
son, Charles L. Three
decades later, Chuck
became board chair of
the organization as it
was about to be
Charles L. Chelstrom
renamed Promotional
Products Association International. In terms of
sales, the industry was doing well by 1992—the
Association’s treasury had a comfortable “rainy
day” reserve and the younger Chelstrom
intended to keep it that way. The impediment,
he felt, was the board’s tendency to micromanage, thus stif ling staff decision making and
accountability. Further-more, there was no real
blueprint for the future.
Chelstrom encouraged his board to address
those issues. The directors responded with an
operational policy described as “staff managed/
member driven.” At his prodding, the board also
retained a professional facilitator to assist in
developing the first Strategic Plan. This would
set the Association’s course and enable it to
maintain the continuity it had never had before.
“If you look at the things we tried to do
when I was on the board—the name change,
strategic planning—all those things were poohpoohed at first,” he later recounted. “It was the
determination that a number of people and I
had that we believed we had to go in a specific
direction and keep on course.”

At the time Leslie T.
Chelstrom became
president (then the
chief elected officer) of
ASNA in 1955, the
industry had grown to
the point where it
needed to collect its
bearings. This
prompted what an
industry newspaper
Leslie T. Chelstrom
called “an unprecedented action for the
Advertising Specialty Industry”—an industrywide survey of members and nonmembers.
Executed for ASNA by the Booz, Allen &
Hamilton management consultancy, the study
was intended to identify the services the
Association should be offering and how to gain
more recognition and inf luence in the
advertising community.
This was the period of the industry’s Great
Schism—the ASNA and Advertising Specialty
Guild rivalry. The consultant’s report told
Chelstrom what he already knew: the existence
of two competing organizations doing the same
thing was not in the industry’s best interests.
Initiating talks with his Guild counterpart,
Chelstrom embarked upon a path to bring the
two organizations together. A joint meeting of
the two boards of directors was arranged, but it
failed to produce the merger that most had
hoped for. Nevertheless, it was a start and
helped raise industry consciousness of what
was clearly inevitable.
Chelstrom also presided over other actions
recommended by the consultants, including the
addition of jobbers on the ASNA board.
His optimism about the industry’s future was
ref lected in his work to enlarge the industry’s
portion of the market. At the time, specialty
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vindicated, Slack said: “The best thing was, they said
we couldn’t do it.” The sight-and-sound format would
continue to pack the house for a few more years.
By 1981, show education had been revamped so
participants could earn CEUs. There was a greater
variety of subjects, and they were presented in
smaller-group settings. The 2002 Winter Show
boasted 60 workshops, giving attendees plenty of
choices. The workshops were instructed or
administered by facilitators—members who had been
trained at PPAI headquarters under the auspices of
the Association’s Education Department.
Evidence that contemporary show education was
keeping abreast of the times was seen in the choice
of keynote speakers. They could be pricey, but they
were topical. One of the most talked-about books of
the 1980s was Megatrends. Its author, futurist John
Naisbitt, addressed an Association audience.
Responding to the hot topic of the 1990s—customized
or one-to-one marketing—the Association engaged
Maximarketing author Stan Rapp and the doyenne
of “1:1 marketing,” Dr. Martha Rogers.
In terms of choices, from products being
exhibited to education offerings, the Winter Show
had gone from college to university status. The Little
City really wasn’t so little.
Not all attendees were favorably impressed. For
some, the Show had become too big, too bewildering,
too impersonal. It was time to “cap” the show, they

Convention Center, the show was spread out over
more square footage. The milieu then and thereafter
was captured years later by supplier Stephen Keyes in
Promotional Products Business:
“It’s got all the false fronts and the glare of a
Hollywood set—all with a carnival atmosphere
to make P.T. Barnum proud. It’s exciting for
sure, but if you walk around this environment
for a few days, you start to get a little wiggy.
“Before the Show ever opens, the part attendees
never see is a little city being built in what
looked like a couple of empty airplane hangars
the day before. With forklifts and bulldozers, it
quickly gets organized into avenues with cross
streets, detours and dead-ends.”
Aside from the record attendance that would be
exceeded in each successive year, the Little City of
1976 was notable in other respects. For one, it
marked a seminal event that Board Chair Mark
Gilman would later call a “populist turn” that brought
industry education to everybody.
The Association had been providing member
education like the Management Practices
Conferences at shows for years, but apparently with
diminishing relevance. In the SAAI Newsletter,
President Bob Rollings wrote about a new member
who praised the show as a products bazaar but
asked, “Aren’t there enough qualified and interested
people in the industry to make the show informative
as well as a selling tool?”
Board members Steve Slack and Tom Forrester
were qualified and interested. They had a vision to
open the Show with an Education Day that would be
unlike anything the industry had seen before. The
presentation, they swore, would fill all 1,400 seats of
the Dallas Convention Center auditorium.
Some greeted the idea with skepticism. Surely
very few members would be willing to come in a day
early for the event. But Board Chair-Elect John Hiles
saw the possibilities, and Don Edwards, the Education
Day Subcommittee chair, was not one to wince at
new ideas.
The result was an electrifying sight-and-sound
extravaganza featuring computer-coordinated
audiovisuals and a panel of education heavyweights
from the industry. Thanks to advance promotion, all
seats were filled, and the overflow clogged the aisles.
Afterwards, Slack and Forrester were elated. Feeling

In the ’40s and ’50s, Room Shows were held at The
Palmer House in Chicago.
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said, and limit the number of exhibits and exhibitors.
Board Chair Ed Johnson, had heard that
argument before—back in the 1970s when the Show
was moved from the Palmer House to the larger
Conrad Hilton. Had the capping option prevailed,
he said, many suppliers would have been shut out
and distributors would have had access to fewer
products to show their clients. Capping wouldn’t
have made the U.S. Department of Justice happy,
either. That would have been viewed as an attempt
to artificially limit the market. “Talk about a loselose situation,” sniffed Johnson.
The board recognized the need to make the show
as manageable for distributors as technology
permitted. The introduction of computerized
registration in 1981 helped minimize waiting lines
and in 1990, a Product/Exhibitor Locator System was
installed. Distributors could request any of the 71
product categories and receive printouts of
applicable exhibitors.
Board Chair Russ French was also sympathetic to
the bewildered new members coming to the show
amid a sea of strangers. He encouraged the board to
host a cocktail party for new supplier and distributor
members and be there to introduce themselves. “My
thought there was that I really wanted new members
to meet each other so when they left that room to go
into the Early Bird Party, they’d at least have a few
friends,” French explained. “I think in terms of
humanizing the introduction to the industry, that preEarly Bird Cocktail Party was one of the better things
we did.”

No matter how big the show got or how well it
was attended, there was always a problem for which
a solution could not be found. Every show had a last
day, and by that time many of the distributors had
taken their catalogs and samples and gone home.
Compared to the opening day hordes, floor traffic in
the final hours of the show more often than not
resembled an emptying stadium in the ninth inning
when the home team was far behind.
The Association experimented with ways to
spread the floor traffic more evenly over the exhibit
days. One ploy was Big Chiefs Day where top
executives of exhibiting firms were encouraged to
remain at the show on the last day, giving distributors
an incentive to stay and “meet with the boss.”
A more effective approach was to sandwich the
exhibit days between education events. Adding
workshops to the back end of the show appealed to
many distributors who wanted to avoid the crowds at
the front-end sessions.
The question of how many shows were right for
the Association and the industry had been debated
for much of the last quarter of the twentieth century.
It was the question that instigated the three-show
brouhaha.
In 1983, Board Chair Larry Wright had prepared a
“white paper” on shows that included a collection of
opinions from many people. After discussing it, the
board concluded there should be fewer but bigger
shows and a plan was devised to divide the U.S. into
five regions. Specialty Advertising Association of
Greater New York (SA AGNY) and Specialty
Advertising Association of California (SA AC) were
already hosting substantial shows in two of those
regions, and it was assumed those shows would
continue. The Association saw an opportunity: to
service the Midwest, Southeast and Southwest by
staging shows in those areas. Board members visited
PPAI committees as they met at the show and
explained the plan. But only after the regional
associations learned about it second hand did
representatives from the Association visit them and
present the plan. Board Chair Mark Gilman
commented retrospectively: “The idea was never to
put the regionals out of business but, because of the
way the plan was sprung, that’s the way it looked.”
If the board miscalculated on the three-show plan,
it, nevertheless, demonstrated admirable foresight in

The Guild’s last Show, held in Dallas, capitalized on
its Texan location.
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exhibits for more intimate small-group discussion or
theater-style for demonstrations. There was also a
comprehensive education component—the Business
Academy—offering two days of concurrent sessions in
Executive, Advanced Management and Advanced
Sales tracks.
The first BF&M seemed promising with exhibitor
Scott Nussinow’s reaction voiced by many. “Bigger
isn’t always better,” he declared. “I’d do this again in
a heartbeat. To the naysayers, I’d say, ‘Stay home next
year, too. Those of us at BF&M would rather keep this
one for ourselves.’”
For those who absolutely had to have “bigger,”
the board could arrange that, too. The directors
decided to finish up the Association’s first century
by juxtaposing the 2003 BF&M with The Motivation
Show in Chicago, birthplace of PPAI. Board Chair
Wayne Greenberg explained, “PPAI suppliers and
distributor members have asked us to consolidate
and bring more value to the second event.” Many
distributor members customarily attended The
Motivation Show, which was oriented to premiums.
Now, for the price of a single round-trip airfare or
subway token, they could go from one show
to another.
As a production, the shows evolved into great
theater. Much of the credit was due to the supplier
members themselves, many of whom underwrote the
expenses of show events. Sponsors helped make
possible everything from education programs to the
Opening Mixer, and Fashion and Accessories Show.
The latter, an elaborately staged introduction of new
apparel in suppliers’ lines, was the kind of innovation
one could expect to find in an industry in which
apparel accounted for almost a third of all sales dollars.
For members, the shows were the Association’s
most valuable asset. Accounting for about half of PPAI’s
revenues, they had the same impact that college
football has on a school’s athletic program. They
supported so many of the other member activities.
In retrospect, it seemed impossible to separate
the shows, particularly the winter event, from the
industry’s progress. Undoubtedly, few would disagree
with Mark Gilman’s assessment: “I think you would
have to conclude that (the Winter) Show and the
efforts the Association put into it were what caused
the market to grow. It really is a marketplace.”

mending fences. It established common cause with
the industry’s regional associations, enabling a
bonding into an alliance of like-minded entities.
The “how many shows” question was revived in
1999, when the Advertising Specialty Institute reentered the exposition business. To some, however,
the question was becoming irrelevant. Virtual shows,
they said, were the wave of the future. Whatever
products you want to see and learn about were only a
keystroke away.
By some accounts, the Association’s second
show—the “traveling” one in July or August—
continued to take a backseat to the Winter Show. No
matter what the Association did, the Summer Show
never drew the big distributor attendance of the
Winter Show, now called The PPAI Expo. The irony
was that originally the Fall Show had been the only
show. It existed presumably because the calendar
manufacturers, the firms that dominated the early
Association’s membership, needed a fall showing to
introduce the next year’s lines.
As early as 1965, some supplier members were
complaining about attendance at the Summer Show
not matching the Winter Show. But others said, “So
what? It’s not supposed to.” Regardless of the
numbers, many distributors and suppliers liked the
Summer Show. It wasn’t so frenetic and exhibitors
had time to talk business with their booth visitors.
There were also suppliers who didn’t calculate a
show’s value solely on cost-per-booth visitor. Equally
important was the order potential of those visitors. In
a way, these suppliers were viewing the issue from
the same quality perspective as promotional products
vs. mass media.
PPAI experimented with co-sponsoring summer
shows with regional associations, but apparently that
was not the answer to satisfy those who preferred
quantity to quality.
Perhaps the answer was no Summer Show at all—
at least not in its traditional format. In 2002, the
Association introduced the Business Forum &
Marketplace and billed it as “not just another trade
show.” The New Orleans event was certainly a
departure from what industry associations had done
before. It seemed to be a creation of that “thinking
outside the box” mindset that was always being
championed in industry seminars. This unconventional event offered suppliers conference-style
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red Coble was typical of many of the World War II
veterans who came into what was then known as the
specialty advertising industry. Even in his most
optimistic self-assessment, Coble probably would not
have predicted he would eventually head several
industry companies, and become leader and board
chair of the Association.
“I came from a poor family and couldn’t go to
school. I joined the Navy in 1940, still feeling
education was something I missed,” he said.
At the time, the only education he was likely to
find in specialty advertising was whatever he could
learn on the street. Sales training was the province of
the direct houses, and few other firms offered it.
Using their GI Bill benefits, some of the younger
returning service men and women went to college,
where they could major in marketing, but
salesmanship was rarely a part of the curriculum.
Coble welcomed the opportunity to brainstorm
with Bill Vernon, Jr., Jim Albert and other present
and future ASNA leaders in exploring ideas that
might help erase the knowledge gap. Once the ideas
crystallized into a plan, the board agreed to a seminar
that would offer education in management and
professional development.
As chair of the Industry Education Committee,
Albert was the point man for the new venture. He
explained the rationale for his passion:
“I can remember clearly the primary reason
why I felt education was important back in the
late ’50s. It was because of the fact that I called
on a number of people and asked them if they
ever had a specialty advertising salesman come

in and present an idea to them. I did not find
one who ever had that happen to him.
Salesmen would come in and say, ‘Do you want
to buy some calendars? Do you want to buy
some pencils?,’ but they never presented an
idea or use. An idea without a use is pretty
valueless.”
For long periods during 1958–59, Albert was
scarcely seen around his office. He and ASNA
president Ralph Thomas were out visiting colleges—
eight of them to be exact—inspecting their facilities
and developing a curriculum.
Albert’s committee drew up a nine-point plan to
cover what was felt to be the needs of professional
specialty advertising management. It was patterned
after the two-week program run by Harvard Business
School for the group now known as the American
Advertising Federation.
The Executive Development Seminar was
launched in February 1961 at Case Western Reserve
University in Cleveland. Among the 36 “jobbers and
manufacturers” who attended the eight-day session
were Coble, Vernon, Jay F. Shaw and others who
would ultimately become board chairs and leaders of
the Association. On completion, they all received
diplomas. It was a new designation henceforth
signifying the first step in developing an education
pedigree—Certified Advertising Specialist.
“It was a start, but we had to bribe people to
come,” recalled Coble. “Looking back, I don’t know
if the session was good or bad, but it made us think.
If we didn’t get any benefit from a class, we met and
decided how we wanted to change it.”
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Herpel, Slack, Quicksell: Teaching How To Succeed
Slack, on the other hand, had attracted
attention as a prolific winner in the Golden
Pyramid awards. The originality characterizing
his promotions had been acclaimed so many
times it was becoming routine. At one awards
presentation, he needed an undistinguished
wheelbarrow to haul away his distinguished
trophies.
Serving on the board in 1976 with Tom
Forrester, Slack and his fellow Floridian came up
with an idea to change the show education
routine into a
spectacular event
guaranteed to fill the
house. There was
plenty of risk involved,
so drastically different
was the format. The
outcome, however, was
accurately described by
Slack as “an absolutely
Cliff Quicksell, Jr.
electric moment.” He
claimed he and his partner received so many
congratulatory handshakes afterwards that they
retreated to their hotel to soak their hands in a
bowl of Epsom salts.
Years later, Board Chair Mark Gilman opined:
“When Tom Forrester and Steve Slack got ahold
of Education Day in Dallas, they turned it into a
school for everybody. I think that was very
important—that education was not primarily
directed to owners and principals, but reached
out to salespeople.”
While Slack was creating Pyramid-winning
promotions, Cliff Quicksell, Jr., very likely was
reading their published descriptions. Entering
the industry in 1982, Quicksell attended the
Association’s show workshops on how to
develop successful Pyramid entries. The
objective, of course, was not simply to earn
trophies but to learn the techniques that made
promotions effective. Quicksell remarked:
“I guess it was at that point I realized the

For more than two
decades, Dr. George L.
Herpel and Stephen E.
Slack were the marquee
names in the Association’s educational
programs. Herpel,
professor of marketing
at Temple University
and later at Villanova,
supplied the academic
Dr. George L. Herpel
credentials, while Slack, a distributor-owner, was
the practitioner. They once collaborated on a
book, Specialty Advertising: New Dimensions
in Creative Marketing, and 20 years after it was
published in 1983, it still constituted the only
definitive literature suitable as an industry text
and an academic reference book.
Surfacing in 1970 as the industry’s scholar in
residence, Herpel became a regular on the
faculty of the MAS/CAS seminars. At a time
when industry students qualified for the MAS
and CAS designations simply by attending
classes, he was advocating certification by
testing. “You’re going to have to raise the bar on
these things,” he declared. And ultimately, the
Association did.
The Association turned to Herpel to lead its
VIP (Very Important Professor) seminars. In
most college advertising
and marketing
curricula, promotional
products were generally ignored. The
Association believed by
exposing college educators to the efficacy of
the medium, this might
change. “Otherwise,
we were treated like
Stephen E. Slack
‘miscellaneous.’ We were the T in et cetera,”
Herpel acknowledged. “It (VIP) was a darn good
program, and we got good feedback.”
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Once the trail was blazed, it became clear how
hungry the industry was for education. Filling
enrollments was not a problem. Like heavily booked
airline flights, there was often a lengthy list of
standbys.
Interestingly, sales training was not the focus of
the early seminars. The curriculum had a holistic
bent designed to develop the complete businessperson. Courses included group dynamics, business
letter writing, copywriting and a new teaching
method favored by the Harvard Business School—the
case study. Bolstered by encouragement from
marketing professors Bill Cox of Case Western
Reserve and George Herpel of Temple University,

competitive student teams often pulled all-nighters to
complete their case studies for presentation the next
morning.
Of the early seminars, Vernon observed: “The
professors were given some background on the
industry, but I don’t know how thoroughly they
understood it. So, I think a lot of the courses were
somewhat generic sales and marketing courses that
came right out of the regular university (syllabus).
They tried to tailor them to us as much as they could.”
When the seminar moved to the University of
Missouri-Kansas City in 1970, it ran concurrently
with a new program, the Advance Course in
Marketing. Three years later, at the University of
Wisconsin, these programs were joined by the
Advance Course in Creativity.
The planning and execution of the seminars were
models of what the Association could accomplish
when a dedicated leadership left no stone unturned
to ensure success. So committed were some early
board chairs—like Jay F. Shaw—they left their business
for a week to personally oversee the seminar’s
operation. The faculty, a mix of university educators
and authorities from outside of academics, was hand
picked. Those who fell short of expectations
experienced the ruthlessness of student evaluations
and were replaced.
Once SA A was formed, there were also shorter,
less intensive formats for education, and they would
be held in various locations. The first was the
Regional Sales Training Clinic in New York in 1966.
In collaboration with Specialty Advertising
Association of Greater New York, SA A’s Education
(Within Industry) Committee contracted the LewisPearson Organization to conduct a one-day workshop
in “creative specialty advertising selling tailored to
the needs of the distributor and his established
salesmen.”
In the 1970s, a concern was that the industry
needed a transfusion of new blood. The sales force
wasn’t getting any younger. President Bob Rollings
declared: “Solving the problem of the untrained, in
my opinion, will solve the problem of aging. And
that’s where the latest idea whose time has come—the
Sales Institute—provides an answer. Maybe not the
whole answer but a sizable contribution to what will
be the ultimate solution.”
He was talking about the two-and-a-half-day course

way most people traditionally used
promotional products was not the
profitable way to sell (them). There was
a unique niche for promotional products
other than just going in and selling stuff
for people to give away. By developing
the 3-D Focus program, I found I was
much more profitable and got a
tremendous amount of sales from that.”
Like Slack, Quicksell became a perennial
collector of Pyramid trophies. And like Slack,
he shared his thoughts on promotion
engineering and other areas of expertise with
others. He, too, became a regular among
seminar and workshop facilitators. Audiences
would gain much from such presentations as
“Selling Above The Competition,” “Focus
Direct Marketing,” “Profit Is Not A Four-Letter
Word” and “Marketing To The Hospitality
Industry.” The titles went on and on.
Just as Herpel and Slack took their
concepts to print, Quicksell synthesized his
insights and techniques, and authored a book
that’s still being sold in the PPAI Bookstore:
Going For The Gold: How To Design And
Create Successful Programs That Work.
The true subtext of Slack and Quicksell’s
winning ways was they instructed by
example so others could create excellent
work for their clients.
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the University of Wisconsin.
Twenty years after the birth of the seminar
series, SA AI education leaders recognized the need to
raise the bar. Education had to be continuous. This
thinking would mesh well with the dictum of a
frequent show keynoter, football coach Lou Holtz:
When you’re through learning, you’re through.
The board established the Master Advertising
Specialist designation and adopted the nationally
recognized program of skills attainment, Certified
Education Units (CEUs). Beginning in 1983, industry
scholars would have to accumulate seven CEUs for
the CAS designation and another 10 for MAS.
There were plenty of opportunities to earn CEUs.
One way to earn them was to attend the PPAI shows
and their numerous Education Day workshops. The
other was the Association’s seminar program, which
was frequently augmented with new courses.
One of the most popular new seminars—Power of

aimed at salespeople with some experience who
were ready to pursue higher-volume accounts.
During 1973, the Sales Institute was held in Chicago,
Philadelphia and Dallas.
Even though the traveling clinics brought
education at a considerable cost savings right to
hometowns, they failed to sustain the interest the
longer on-campus seminars enjoyed.
The early seminar curricula were eclectic—a little
of this, a little of that—and catered to both
distributors and suppliers. As time went on, there
was a move to add more homogeneous curricula
targeted specifically to each of the Association’s two
main membership components. Introduced in 1977,
the Supplier Management Institute offered courses
in finance, marketing and human resources
development. A year later, the Distributor
Management Institute, designed for owners of both
new or “growing” distributorships, had its debut at

James T. Albert: The Father Of Industry Education
different universities. Ralph Thomas (ASNA
president) and I went to Harvard, the University
of Georgia, Wisconsin, Ohio State, Western
Reserve and others.”
Albert and his Committee proposed a ninepoint curriculum, which was adopted by the
board. Case Western Reserve University was to
be the site for the first seminar in 1961.
He remembered the perturbed business
manager he had lined up to teach bookkeeping.
“He was so nervous about the whole thing, and
he was due to go on that afternoon,” Albert
recalled. “Betty Wolf and I took him to lunch
and just kept pouring one thing after another
into him, and he still made a botch of his
presentation.” Fortunately, the quality of
instruction improved.
As board secretary in 1964, he is
remembered as a key player in the merger
between ASNA and The Guild—he signed the
papers to dissolve ASNA to make way for the
merger.

Jim Albert understood the value of
education. In college,
he worked hard, got
good grades and was,
in fact, a member of
the journalism
honorary fraternity,
Sigma Delta Chi.
Before starting his
James T. Albert
own distributorship in
Cleveland in the early 1950s, he had been a
salesperson for the Osborne Co.—and a highly
successful one, too. He won every sales award
the company offered.
As chair of ASNA’s Industry Education
Committee, he was in league with others who
were convinced the Association had to provide
industry practitioners with instruction in
management and professional development.
“Starting in 1957, I decided to devote nearly
fulltime to developing the Executive Development Seminar,” he said. “I traveled to about eight
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to attain the CAS and MAS designations.
The weakness of the designations, however, was
they were attained by attendance only. Going to class
is not the same as demonstrated proficiency. The
learning had to be certified, and the Association
decided to do what many other trade associations and
professional societies had done—subject the
candidates to testing.
A Certification Board was established to advise
staff on content for the examination. This body
would also provide peer review to individuals
appealing staff judgments on designation status.
The curriculum for the Continuing Education
program was structured in four “tracks”: sales and
marketing, business and operations management,
professional development and technology. Each track
would have core topics related to the promotional
products industry, and those were the areas on
which candidates would be tested. Certification was
good for three years, during which MAS/CAS
designees would have to acquire an additional twoand-a-half CEUs to re-certify.
Seven candidates sat for the first certification
exam in May 1999. One candidate described the
three-hour test: “It’s no cake walk. Take it seriously.”

Creativity—was introduced in 1985. For this program,
the Association turned to one of the industry’s most
inventive minds—Sidney X. Shore. As a supplier, he
had amassed a boatload of patents for inventions. He
was also an instructor in the Creative Problem
Solving Institute, which was then held at the
University of Buffalo. Sharing his formula for problem
solving, he convinced many specialty advertising
practitioners they could master any creative challenge.
Later, Power of Creativity was relocated to
Breckenridge, Colorado, where students met
challenges such as the daunting “ropes” course to
foster self-reliance and creative problem solving.
In 1990, the Association inaugurated the
Presidents’ Forum in Scottsdale, Arizona. Separated
into supplier and distributor sections, the Forum was
designed specifically for owners and CEOs. The
impressive number of repeaters who continue to
enroll each year furnishes testimony as to the value
of this seminar.
With minor exceptions, the seminars have been
strong in content and instruction, providing a quality
of industry education in which the Association has
good reason to take pride. In tandem with the show
workshops, it has offered the required contact hours

Sidney X. Shore leads an SAAI On the Move seminar in the ’70s.
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floor where they could be appreciated by corporate
marketing management and their ad agency
influencers. To get there, distributors would have to
master and employ three elements:
• Account analysis (researching libraries and
directories to learn about clients and their
industries)
• Program development (understanding the client’s
goals and addressing specific marketing
situations)
• Field implementation (including, among other
things, explaining the proposed program at
corporate level from top to bottom, developing
support material and using fulfillment when
appropriate)
The keystone for CMP was the 17 Basic Marketing
Objectives, a sales aid used by Woodlief and his
colleagues at Jack Nadel, Inc. A list of typical
situations that marketers wanted to repair or exploit,
it helped distributors define for clients the range of
strategic promotional products applications. CMP
and the 17 Basic Marketing Objectives would become
doctrine in Association-sponsored marketing
education for years to come.
In the final years of the Association’s first century,
PPAI made Continuing Education attainable for those
in a hurry to earn MAS/CAS designations as well as
those whose responsibilities restricted their pace.
PPAI’s Online University enabled Internet users to
access more than 700 self-paced courses at their
convenience. At the same time, the PPAI Academy
was launched as a fast track to MAS/CAS. With 50
different sessions compressed into two-and-a-half
days, candidates could obtain all the courses required
for the designations.
If the industry was not a profession in the
classical sense—that mountaintop occupied by
medicine, law, theology and teaching—at least it was
capable of some impressive mimicry. Its practitioners
could be professional in terms of competence
deserving of respect. For those who aspired to that
status, the Association had gone to extraordinary
lengths to make it possible.

The classroom was not the only spigot that
dispensed industry education. Over the years, the
Association had stocked a Bookstore full of education
tools that members could order in print, audio and
audiovisual. Among the earliest was a series of audios
produced by the old Advertising Specialty Guild.
Pressed on 45 rpm records were “how to”
instructions to help salespeople acquire and hang
onto customers.
Soon after ASNA and the Guild merged, SA A
introduced a “Facts of Business” service. Several
industries considered as good markets for specialty
advertising were researched. The data for each
market was published on individual file folders,
enabling distributor subscribers to familiarize
themselves with the operations and needs of
prospective customers in the profiled industry.
Just before the Association moved its headquarters
to Irving in 1979, the education department
introduced its “Keys to Success” series. Typical of
these monographs was “Distributor Office
Procedures,” a collection of business practices that
had been used effectively by specialty advertising
distributors.
Ten years later, many distributors had climbed
the sales proficiency ladder to diagnostic selling.
They could help customers diagnose critical issues or
business problems, determine their impact and the
solution process to be employed. An audio series
developed by diagnostic selling proponent Jeff Thull
became part of the PPAI Bookstore inventory.
By the end of the Association’s first century, the
Bookstore catalog contained more than 150 titles
that members could order.
Diagnostic selling, by that or another name, was
not exactly a new concept. Russ Woodlief had been
doing it for years. In 1976, he and Education
Committee Chair Ron Cook spurred development
of what became known as the Coordinated
Marketing Plan.
CMP had two components—industry education
and industry promotion. Education would be the
elevator that raised distributors to the performance
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ver the decades the Association’s message to end
buyers has been that specialty advertising (and later
promotional products), if employed properly, is a
cost-effective way of helping customers achieve their
marketing or motivational objectives. And, in some
situations, it works where no other form of
promotion could do the job—regardless of cost.
From the very beginning, the founders had
designated “building a market for the industry” as
one of the Association’s three primary objectives.
This called for a megadose of promotion. The
industry had to be identified with other accepted
advertising media, and promoted as such to the
influencers who ran the “club.”
For that reason, in 1908 the board of the National
Association of Advertising Novelty Manufacturers
sent Henry Bunting as its emissary to the Associated
Advertising Clubs of America. Bunting, The Novelty
News publisher, was persuasive in presenting the
industry’s case. The Association became affiliated
with the organization and would continue for many
years as a member of its successor, the American
Advertising Federation.
The founders and their generation of members
understood publicity was needed to establish an
identity for the industry. They were interested in
hearing Bunting at the 1910 Fall Convention present
“a definite plan to evangelize the business public for
specialty advertising.” Unfortunately, there is no
record of the plan’s particulars.
Back in those days, “publicity” was a term
synonymous with advertising. A problem the
founders pondered was the indiscriminate diffusion

of benefits. If members’ dues were spent to pay for
publicity, there was no way to confine the benefit to
members. In a paper presented at the 1911 NA ANM
Spring Meeting, M.E. Ream expressed the problem:
“We are faced at the beginning with a problem
having two angles. The problem is that this
Association constitutes a small minority of the
advertising specialty manufacturers. One of the
angles is that if we unselfishly advertise the
business, we are making the rain fall alike upon
the just and the unjust. The man outside the
Association is likely to receive as much benefit
as a member.”
That was certainly a fact of life, then and now.
Because of the absence of consistent record
keeping, there is little evidence of how the
Association promoted the industry during its first
two decades. But after it hired a paid staff and
established an office, the Association found funds to
take advantage of a new medium—motion pictures.
The Film Committee treated members at the 1923
Fall Convention to a screening of The Way to Success.
Ultimately 50,000 people viewed this “educational
film of the Advertising Specialty Association,” the
Association claimed.
At the 1926 Fall Convention, the ASA introduced
Secrets. The film presented “a human interest story
with a professional cast of a real family: the Business
Man, Wife and Kiddie.” It featured the president of
the Dictaphone Sales Co. showing the use of a golf tee
to make business friends. Program chairs of business
organizations were mailed brochures suggesting
Secrets was a “must-see” for their members.
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admit such criticism was not entirely undeserving.
At the time, consultative selling was an arcane
concept, known only to a few.
Among the earliest hip-shooters was the
marketers’ chronicle, Advertising Age, which
managed to ruffle some feathers in 1955 with an
article headlined, “Yule Foolery.” Don’t give business
gifts, donate the money instead to charity, the author
advised. Gift giving, he claimed, smacked of bribery.
Fortunately, down the hall at Ad Age’s sister
publication, Advertising Requirements, the industry
had a longtime friend in editor Bob Konikow. His
article, “The Changing Pattern of Business Gifts
and Christmas Time,” was much more to the
industry’s liking.
Friends in high places did come in handy. Eugene
Whitmore had been sales manager for Cruver
Manufacturing Co., one of the Association’s pioneer
members. In 1957, he was editor of Dartnell Press, a
leading business publisher. That was the year he
authored Building Your Business With Calendar
And Specialty Advertising. It was possibly the first
book to extol the value of promotional products
since Henry Bunting’s slim treatise of 1914.

The advent of the “talkies” made film an even
more useful medium. In 1943, ASNA unveiled
another one-reel wonder, Secrets of Success.
By 1954, ASNA had put promotion in the hands of
Henry D. Kaufman & Associates, a Washington, DC,
ad agency. One of Kaufman’s projects was a speakers’
program. The audiences targeted consisted chiefly of
local ad clubs, and the message bearers were most
likely to be ASNA presidents and board members. A
natural was Bob Yaw, who had an ad agency
background, and one of his first appearances was at
the Des Moines Ad Club.
An earlier board president, Howard LeRoy, went
straight to the top, addressing the 1956 convention of
the American Advertising Federation. “All business is
personal,” he declared, “and advertising specialties
are the personal medium of advertising. It reaches
and touches people directly.”
Early on, it was clear that gaining respectability
for the industry was going to be a running battle.
Every so often those carping pundits came out of the
woodwork to disparage advertising specialties as
worthless gimmicks and those who sold them as
peddlers. And some practitioners were willing to

ASA’s 1926 film, Secrets, premiered at the Fall Convention.
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addressing M.E. Ream’s concern about benefits being
shared by the “just and the unjust.”
With money in the bank for a program of
improving “the image and acceptance of specialty
advertising and building the industry sales volume,”
the board in 1965 hired Daniel J. Edelman &
Associates as its public relations agency.
The Chicago agency had an abundance of
resources and creative firepower. A brainstorming
session on behalf of SA A was an awesome
experience. Edelman’s account team, headed by
Court Newton and John DeFrancesco, quickly
defined the Association’s target audiences: members,
buyers, influencers such as the business press, ad
agencies and educators.
Almand “Bo” Carroll was on the PR Committee.
He recalled:
“The first thing Edelman had to do was
educate our members that we are not
peddlers or jobbers who sell gimmicks,
gadgets and giveaways. Instead we are
businesspeople selling advertising specialties
and promotional material.”
Edelman executed a variety of projects
implemented under the name of the Specialty
Advertising Information Bureau. One project was to
place articles in business publications. At the time,
Media/Scope was one that almost all ad agency media
buyers read. That was a great soapbox for Board
Chair George Curran’s article, “Should Specialties Be
In The Media Mix?”
Broadcast media were not to be ignored. In one
month during 1969, SA A President Rollings
appeared for live interviews on 10 TV and radio
stations in the Southwest. The Association, under the
Specialty Advertising Information Bureau banner,
also took booth space at trade shows catering to key
industry markets.
The Association had not given up on movies and
books as effective means of exposure. Bill Vernon, Jr.
became board chair in 1971, about the time his
company had just completed a TV film designed to
help recruit salespeople. “I thought the Association
had grown to the point that it needed something
tangible for members to use for service clubs,
recruiting and so on,” he said.
Idea became fact and The Lasting Medium was
produced, according to publicity, “in the modern

Recognizing the need to convert public opinion,
ASNA and the Advertising Specialty Guild established
a joint venture in 1959, the Business Gift Advisory
Council. But the Council was too focused on gifts,
and it was soon dissolved and replaced by the
Specialty Advertising Foundation.
Industry organizations—ASNA and the Guild
included—were not remiss in using the industry’s
products to promote the cause. When the American
Advertising Federation held its 1963 convention in
Atlanta, 15 different items with that organization’s
logo were distributed to registrants, courtesy of the
Advertising Specialty Association of Georgia. A AF
President Mark Cooper expressed thanks with some
appreciated hyperbole: “The advertising specialty
industry came of age at this meeting.”
After the ASNA-Guild merger, the new SA A board
assigned high priority to “getting the message out.”
The first step, in 1965, was establishment of the
Speakers Bureau—small phalanx of member
volunteers who presented the specialty advertising
story to groups responding to the Association’s
solicitations. Public Relations Committee Chair
Norman Cohn announced the ambitious plan to
reach as many as 10,000 people a year in colleges,
ad clubs and business organizations.
The Speakers Bureau did not come cheap, given
the costs of solicitations, speakers’ travel and
representative promotional products issued to
audiences. But, for 35 years, it gave many member
volunteers a sense of accomplishment, and rightly so.
Those speaking appearances presented the marketing
prowess of promotional products in living color to
audiences that, for the most part, had been
completely oblivious. Dollars-and-cents ROI was a
tough measurement, but there were tangible signs of
merit. They might appear in unlikely places, such as
one of the final exam questions at the University of
Florida after a speaker presentation in 1973:
Specialty advertising can provide _____ other
forms of business communication done by a
company. (A) reinforcement for (B) a more
effective medium than (C) elaboration for (D)
a more effective audience than
SA A’s next step was to hire a PR agency. To do
that, the board had set up a $50,000 fund for firstyear expenses, paid for by assessing nonmembers a
$25 fee for admission to shows. That was one way of
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advising readers against using advertising specialties.
genre of jump cuts and fast dissolves.” It was slick,
These “freebies” were ineffective and an added
won awards and found vast audiences through
business expense for which consumers wound up
commercial distribution. But audiences were not
paying, she charged. A couple years later, the
always the type the Association was looking for.
promotion director of Porter’s Personal Finance
Some of the screenings were by senior citizen centers
magazine was spotted at the New York Premium
and other groups not known for being good
Show. “We’re thinking of providing calculators free
prospects.
with paid subscriptions,” she admitted.
Another film, Drawing Power, produced in
When Joe Lipic chaired the Advertising & Public
1985, was aimed at small businesses. It was the
Relations Committee, he wondered if the
Association’s last venture in 16 millimeter. Soon
Association’s promotion tactics were up to the
business groups could be reached by a new, cheaper
challenge of reaching the business audiences of the
technology—videos.
mid-1980s. He recommended what is known as a
In 1972, business publisher Dow Jones Irwin
“communications audit.” A major PR agency, Ruder
announced publication of Specialty Advertising in
Finn & Rotman, was hired to conduct it.
Marketing, a reference book subsidized by the
Board Chair Joe Ketterer announced the study’s
Association. Authored by two college professors,
findings. The industry was getting a pretty good buy
George Herpel and Richard Collins, the book was
for the PR dollar, he declared, but “there are
expected to “fill a glaring need in the classroom and
opportunities open to us that cannot be approached
marketing circles for a compendium of data” on
without making some adjustments in our public
specialty advertising. The book drew enough
relations and our allocation of resources.”
purchasers to go into a second printing.
The audit also concluded the industry had a
Eleven years later there would be a sequel of sorts:
persistent identity problem despite all efforts to
Specialty Advertising: New Dimensions in Creative
overcome it. This finding prompted the Association
Marketing. The board, explained Chair Bill Epstein,
to fund the “Image of the Specialty Advertising
“was convinced that an up-to-date resource was badly
Industry” survey by Baylor University researchers.
needed if industry practitioners were to keep current
Martha Sanders succeeded Ketterer as board chair.
with a rapidly growing and changing profession.”
The fact that she, too, had chaired the A & PR
Unlike the first book, New Dimensions took an
Committee undoubtedly influenced her choice of
approach that was both academic (Herpel was again
theme for her administration: “Building Industry
co-author) and business-practical. The other coImage And Awareness.”
author, Steve Slack, was a distributor with
Off and on since the merger, the Association had
impeccable credentials as a creative promotion
architect. A feature of the book was Slack’s
model that took readers step by step through the
process of developing a promotion. New
Dimensions also went into a second printing.
The Association also used a mix of advertising and public relations to gain visibility and
build the market for promotional products.
Obviously, much of the program was taking
hold, and the market for distributors was
enlarging. Sales kept going up, even during some
business recessions.
But there was still occasional sniping. Some
put-downs of the industry seemed motivated
more by a grab for attention than out of
conviction. In 1982, nationally syndicated
In a scene from Drawing Power, actors portray coworkers in a small
columnist Sylvia Porter irked members by
business.
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captivated business travelers with time on their
hands—airline in-flight magazines. Respondents to the
ads were issued a list of member distributors in their
areas. Surveying a sample of the respondents, the
agency found that 25 percent did call a distributor
and, of those, 60 percent actually made a purchase.
As the industry’s level of sophistication in
promotion development rose, the Association
embarked upon campaigns designed to demonstrate
that to buyers. Two noteworthy multi-media
campaigns were similar in their intent to draw leads
that could be shared with distributors.
The first campaign was the promotion
component of the Coordinated Marketing Plan that
was implemented in the late 1970s. This integrated
specialty advertising with direct response cards and
a direct mail campaign targeted to 1,000 key
decision makers among Fortune 500 companies.
Each mailing was accompanied by an advertising
specialty, case histories and The List—the 17 Basic
Marketing Objectives that were subject to specialty
advertising resolution. Names and addresses of 800
respondents were published in Specialty Advertising
Business so member distributors could pursue them.
Similar in many respects to CMP was Marketing
Benefits Through Education, a 1990 five-part mail

used advertising and public relations agencies. It was
time for a new one: DeFrancesco/Goodfriend, a
Chicago firm. John DeFrancesco later recalled the
challenges, ranging from the lack of program
continuity to media resistance to the message the
Association wanted to propagate. “It was a challenge
to get media to focus away from the ‘giveaways’
aspect of advertising specialties and write about the
use of promotional products ‘programs,’” he recalled.
Although the Association often allocated
substantial portions of its budget to promotion, the
task at hand was colossal. DeF/G preferred devoting
all spending to publicity, but if there had to be
display advertising, the agency intended to direct it
to where it would do the most good.
For some time, the Association had been
advertising in the Wall Street Journal. No publication
was more prestigious, and many members liked that.
But WSJ was a broadsheet newspaper published five
days a week and full-page ads cost $100,000. What
would it really take to buy the necessary frequency
and page-dominant exposure? Probably, thought
some members, the entire promotion budget of the
State of California.
The new print ad schedule would focus on
vertical business publications and a medium that

During the production of Drawing Power, members were invited to take part in a party scene.
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to take a position with a distributor or supplier. Thus
began the Very Important Professor program.
As its faculty, the VIP Seminar could call on
experts—program-oriented distributors and
suppliers—and the Association’s education consultant,
for many years Dr. George Herpel of Temple
University. Member volunteers escorted the educators
on a tour of the show floor. Class size numbered a
dozen or so, and for most of the professor-“students,”
VIP was an eye opener.
Years later, Dr. Dan Bagley III, then a professor at
the University of Tennessee, surveyed a sample of
college advertising and marketing educators. He
found that those who had experienced the VIP
indoctrination were likely to devote significantly
more classroom time to specialty advertising than
those who had never participated.
Educators also liked practicums, internships and
anything that would give their students hands-on
experience. They were partial to organizations like
the Direct Marketing Association, which sponsored a
competition that gave students simulated experience
in preparing a direct mail program.
The PPAI board accepted the idea that there was
probably no better way for students to understand
promotional products marketing than to produce a
promotion themselves. In 1990, the Association
launched the National Collegiate Competition in
Specialty Advertising and Target Marketing. Mary Kay
Cosmetics, the first sponsor, provided the case on
which students worked. A student team from
Southwest Texas State University submitted the
winning entry as chosen by judges from various areas
of marketing. For the next 10 years, the NCC was in
the teaching programs of many universities.
Opinions vary as to the degree of progress the
Association has made in burnishing the industry’s
public image, but most believe there has been
substantial improvement. Still, some members agree
with Glen Holt on the incremental nature of a war
yet to be won. On an ascending scale of
achievement, Holt would rate public perception of
promotional products rising from a minus one when
he entered the industry in 1961 to a four some 40
years later. “But that’s a sad thing, isn’t it, when it
should be a 10,” he acknowledged.

campaign of pre-selling. Distributor members were
invited to submit their hard-to-reach prospects,
enabling the Association PR staff to compile a target
audience of 10,000 names. Each mailing contained a
promotional product illustrating a specific attribute—
goodwill, targeting, frequency, endorsement and
impact. After the initial drop, distributors were
notified so they could make follow-up calls.
In the last decade of the century, just about
everyone was thinking strategically. A task force laid
out a three-year plan that Board Chair George
Matteson declared, would be “long enough to sustain
effort and measure results, yet short enough to
minimize blue sky.” Emphasis would be on end-user
education rather than trying to generate leads for
members. That approach, explained Matteson,
“appears to have the best long-range benefits for all
Association members.”
A PR tactic employed in the 1990s was the New
York Media Blitz. The idea was this: if you could
secure a favorable article in just a handful of the key
publications, you could get more mileage than from
most other means. New York, of course, was the
communications hub of the nation, if not the
universe. Much of what was read or heard elsewhere
originated from there. And even many Big Apple
editors would allot a few minutes to hear out an
authority figure, such as a marketing professor with
the latest research findings supporting specialty
advertising.
Since opinions formed in college enjoy a high
level of stickiness, it made sense to reach out to
young people before the onset of their careers. As
Board Chair Mike Linderman observed, “As the
industry’s Association, one of our charges is the
promotion of the industry, and one place to start
raising the level of appreciation is in the college
classroom.” He was referring to the Association’s
college relations program.
Four professors of advertising had been invited,
all expenses paid, to attend the 1969 Winter Show.
Let them see firsthand the merits of specialty
advertising, the thinking went; then they will be able
and maybe willing to transmit what they have
learned back to their students. After graduation,
many of these students would find jobs with mediabuying responsibilities, and some might be inclined
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s previously noted, one of the highest priorities of
the National Association of Advertising Novelty
Manufacturers founders was to have specialty
advertising identified and respected as advertising.
Identified and respected, however, were not
necessarily synonymous. Like any enterprise in which
someone didn’t play by the rules, advertising could
be a lightning rod for controversy.
In the nineteenth century, much of the print
promotion in commerce was “tombstone
advertising”—the advertiser’s name, address and
perhaps a slogan. In that respect, specialty
advertising was typical, and nobody was offended.
But many advertisers, like the patent medicine
sellers, were using exploitative text to make
unfounded claims. Lydia E. Pinkham made millions
promising women her Vegetable Compound would
cure a host of “female problems.” In truth, women
who bought the tonic probably did feel better—the
alcohol content almost guaranteed it. And Mrs.
Winslow’s Soothing Syrup had to be soothing—the
stuff had a morphine base! That got the Federal
Government interested, and the outcome would
invariably be regulations.
Sociologists, too, had a bone to pick. Thorstein
Veblen reproached an advertising byproduct—
“conspicuous consumption,” and others made a case
against the evils of advertising. They charged that
advertising and promotion were deceptive and made
people do things that were not in their best interests.
Advertising could also be construed as bribes giving
companies unfair and illegal advantages.

Of course, advertising and promotion had the
capability of doing all of those things. But critics
neglected to mention that advertising also stimulated
the economy, provided jobs and enabled consumers
to make informed choices.
Editor and satirist H.L. Mencken had observed
that there were two things Americans should never
have to see—how their sausages and their laws were
made. The early Association members quickly learned
that, as defenders of the industry, they would have to
pay attention to lawmaking. And maybe to sausages,
too, since often the laws enacted were (as punsters
would have it) the wurst kind.
Initially, objectionable legislation at federal and
state levels usually took two forms. One would
restrict the sale of specialty advertising in certain
markets. The other would impose a heavy tax burden
on the industry and place it at a competitive disadvantage. Either way, it could suffocate specialty
advertising businesses.
Later, the industry was introduced to such issues
as safety. This showed up in product liability and in
workplace safety, the latter regulated by the
Occupational Safety and Health Administration.
Individual business owners, of course, were helpless.
Only through an association could they collectively
raise a voice that might be heard.
Some of the early issues seemed too absurd to be
taken seriously, but the Association couldn’t afford to
overlook them. When Congress considered an antibribery law, the Advertising Specialty Association had
to make sure specialty advertising was exempt. And,
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IRS agents or state officials found that members’
salespersons were employees rather than
independent contractors.”
Early criticism of advertising was concentrated on
deception, the use of preposterous or unsubstantiated
claims. Later the complainants would charge the
media with manipulating consumers by messing with
their minds. In 1957, Vance Packard had a best seller
in The Hidden Persuaders. The book was publicized
as offering a “penetrating light into the murky world
of motivational researchers. It tells how these shock
troops of the advertising world are subtly charting
your inner thoughts, fears and dreams so they can
influence your daily living.”
Packard was exposing what he purported to be
subliminal messages embedded in advertising images.
That would seem to leave specialty advertising off the
hook. What could be subliminal about a key tag or
coffee mug?
Well, some would argue, you never can tell. Even
with a no-strings-attached gift, the motivational
psychology of reciprocity applied and recipients of
gifts would feel beholden. Since when did saying
thank you for patronage become an insidious
practice, wondered those in the industry.
Among those most sensitive to anything smacking
of undue influence were government agencies. For
example, in 1964 the Department of Defense issued a
directive prohibiting its civilian employees and
military personnel from accepting gifts from
businesses. Fortunately, George Lamb, at SA A’s
behest, was successful in convincing the department
that the integrity of its personnel was not likely to be
compromised by imprinted key tags and coffee mugs.
In the latter part of the Association’s first century,
members had to contend with vigorous consumerism. Consumer activists complained, for
example, that banks and thrifts could give depositors
and borrowers a better break on interest rates if they
curtailed marketing expenses on premiums and other
account-openers. However, the Association was
successful in 1983 in getting the Depository
Institution Deregulation Committee to not only reject
a proposed ban on premiums by banks and thrifts
but to raise the limits. MacArthur correctly assessed
the achievement: “For what greater service can an
association perform than to protect its members’
markets from being regulated out of existence?”

in 1965, SA A had to respond to a tax court ruling
that “giveaway gifts” should not be tax deductible if
the giver’s competitors did not use them. Fortunately,
that ruling was reversed. In Poletto v. Conn., the
Eighth Circuit Court of Appeals held that “one should
not be penalized tax wise for his business ingenuity
in utilizing advertising techniques which do not
conform to the practices of one whom he is naturally
trying to surpass in profits.”
Despite their differences, the Advertising
Specialty National Association and the Advertising
Specialty Guild had many mutual concerns, one of
which was legislation. In the early 1960s, some
members of Congress were of a mind to repeal the
tax deductible limits—$25 on business gifts and $4 on
imprinted items. Now, that was an issue that could
hit the profits of both memberships. In mobilizing
what would ultimately prove to be successful
resistance against repeal, the two organizations could
see how they might save in legal expenses if they
could consolidate into one association.
When that merger was effected, the headquarters
of the new Specialty Advertising Association was
located in Chicago, but a presence was still maintained in Washington. There, the Association’s legal
and legislative counsel was George Lamb, who had
defended ASNA against Federal Trade Commission
charges a decade earlier. Lamb was later succeeded
by his partner, Malcolm MacArthur. In 1994, PPAI
appointed John Satagaj legal counsel.
Given the make-up of the industry’s sales force,
the Association’s Washington listening post kept its
ear to the ground for a persistent issue—independent
contractors. Did distributors have to withhold FICA
taxes for their salespeople, or were these producers
independent contractors? Many distributors didn’t
know. Exactly what did the Internal Revenue Service
consider independent contractors to be?
In 1976, the Association asked MacArthur to
research and write Guidelines for Determining the
Status of Independent Contractors. The 21-page
booklet was mailed to all members and MacArthur
explained:
“The legal status of salespersons in the specialty
advertising industry continues to be a matter of
serious concern. A small but increasing number
of members have recently undergone
employment tax audits. In some of the audits,
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Pharmaceutical companies, another major customer group for promotional products distributors,
also came under fire from the consumerists. Prescription prices were too high, they contended. If
companies weren’t spending so much on marketing,
they could pass the savings along to consumers.
Under pressure from the Federal Government, the
Pharmaceutical Research and Manufacturers
Association adopted a new marketing code that
addressed, among other things, promotional gifts to
physicians to influence and inform them of new
products. Companies could still use promotional
products, said PhRMA, but the items had to be
“medically relevant.” Hold that thought, commanded
the U.S. Department of Health and Human Services.
In 2003, the Department would weigh in with its
own guidelines.
“Medically relevant” excluded many promotional
products. But over the years, imaginative distributors
had found it possible to comply and win pharmaceutical business.
Indeed, the healthcare market in general had
become so important to the industry that PPAI had
been monitoring it for some time. Exactly what role
the Association would play in this issue in the new
century was still being defined. Most likely, it would
not be as a bench warmer.
At one time, distributors had been barred by the
Walsh-Healy Act from doing more than $10,000 in
business with the U.S. Government. In 1984, the
Association sought an exemption for the industry.
President Ted Olson would later explain, “Securing
the exemption will open up a potential new market
worth millions to distributors in the specialty
advertising industry.” Olson and MacArthur testified
on behalf of the industry at hearings of the U.S.
Department of Labor. And a St. Louis distributor,
Arthur Jablon, buttonholed a Senator from his state
and won an influential ally. The ensuing exemption
was an example of what could be accomplished
when members joined the fray.
Possibly more members could be encouraged to
take the initiative if they saw first hand the possibilities. Bill Epstein thought so. In 1981, the year before
he became board chair, Epstein commended the
Association on reacting to legislation that would be
harmful to the industry. “But now it’s time for us to
go on the offensive and not wait and see who dreams

up legislation affecting our profession,” he said.
The “offensive” team was assembled at the
Association’s first Legislative Conference in 1982.
Members were encouraged to join staff, board
members and legislative counsel in Washington, DC,
to visit their representatives in Congress. They also
heard presentations from those best suited to explain
the intricacies of lawmaking. At the conference, and
the one that followed four years later, those speakers
would include lobbyists, issues managers of the U.S.
Chamber of Commerce and two future Senate
majority leaders, one of whom would be the
Republican Party’s nominee for President in 1996.
“All of us came away with the realization that this
is our government—yours and mine—and they do
listen,” declared Epstein.
The state legislatures and agencies had to be
watched, too. For most national trade associations,
watching was about all that could be expected. Few
organizations had the treasury to make it practical to
intervene at state and local levels.
Under the auspices of the Government & Legal
Affairs Committee, the Association in 1983
established a vigilance operation known as the
Legislative Action Watchdog (LAW) Group. It was a
nationwide network for gathering intelligence on
pertinent legislation. The response force would
come from the Chairman’s Committee of 100, a
group of committed members.
As is so often the case, well-meaning legislation
can actually be dangerous and have devastating
consequences if left unchecked. Such was the case of
House Bill 22 that came up in the Texas legislature.
“The way the original bill was worded would have
outlawed all premium advertising in the state of
Texas,” said Dallas distributor Steve Sellers, who was
a LAW Group state coordinator. “That was not the
intent of the author of the legislation. I testified
before the Committee and we had meetings with the
representative who introduced the bill. What he was
trying to do was to get to the shysters that would lure
you to view the lake houses and offer you a free TV
but you paid $400 for shipping—that kind of stuff—
misleading advertising and misleading premium
offers. The net result was that we got a piece of
legislation that would get at the bad guys but
wouldn’t throw the baby out with the bath water.”
As the elected leadership of the Association
- 97 -

PPAI At 100

Legislation: Learning How Sausages Are Made

changed, so did the programs that addressed the
threats and opportunities of legislation and
regulation. The Legislative Conferences had been
interesting but costly experiments—worth the effort
at the time, perhaps, but not worth continuing in
light of more efficient methods that were later
devised. The Association began to rely more on its
legislative counsel and working with groups having
kindred interests.
One such organization was the Small Business
Legislative Council. That group, explained Olson,
represented more than a hundred associations. “I
think back then the membership (of firms
represented) was close to a million small businesses,”
he recalled.

At the Association’s founding meeting in 1904,
W.E. Heath’s expressed rationale for forming the
organization was the “gaining of collective strength
over individualism.” Nowhere has that attribute been
more evident than in the Association’s role as watch
dog, advocate and rallier of the membership in acting
to bring about hospitable legislation. With so many
examples of legislative and regulatory zealotry that
could strangle the industry if left unchallenged, the
value of this undertaking seems indisputable.
In explaining the need for the membership to
speak in one voice on legislative issues, MacArthur
on one occasion even recited Plato: The punishment
that wise men suffer from indifference to public
affairs is to be ruled by unwise men.
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it-and-miss communication, such as President
Orva G. Williams’ delayed revelation of the NA ANM
treasurer’s death in 1908, could not be tolerated for
long if the Association was to maintain member
interest and involvement. If the Association was
taking action on anything—and it had to if firms were
going to renew their memberships—then the
members needed to be apprised of it.
That wasn’t easy for the early Association, which
had limited resources, no office or fixed address, and
was entirely reliant on member volunteers. It was a
godsend when Dr. Henry Bunting offered The
Novelty News as the Association’s official publication
of monthly happenings. Yes, this would bring
Bunting more member advertisers, but it did not
negate his generosity.
In 1921, the organization, now known as the
Advertising Specialty Association, hired its first fulltime executive director, opened an office and
introduced its first member-owned publication, the
Journal. According to Robert C. Rollings in his 1986
history, the bi-monthly carried “news about the
Association itself as well as general business news of
interest to the members.”
During the ASNA years, the Association published
a monthly newsletter of four-to-eight pages known
variously as The Specialist, Specialty Advertising,
Specialty Advertiser and finally the SAAI Newsletter.
Name changes and design facelifts were common
practice among new editors seeking to place their
own stamp on their work.
When the Association was in its seventh decade,

the organization and industry had grown so much
and had witnessed so many comings and goings that
the few pages of a newsletter could not adequately
cover everything. Conveniently, Sol Shulman,
publisher of Specialty Advertising News, was offering
to sell. Board Chair Harry Rosenberg saw an
opportunity and encouraged the board to buy it for
the Association.
The first issue of the Association’s new tabloid,
Specialty Advertising Business, rolled out in April
1976. The plan was to accept advertising and to make
the publication self-supporting at the beginning.
Actually, it would be 20 years before revenues
exceeded expenses.
President Bob Rollings was the first SAB editor.
He was a natural, since his earlier career had been on
the editorial staff of the Hearst newspaper in
Washington, DC. With substantially more pages to
fill, SAB presented a formidable “news hole.”
Obtaining interesting content was a challenge. Wrote
one unimpressed ex-board member: “Editor: You
asked for comments about your new advertising
publication . . . I have just one word for it. Phooey!”
For readers interested in a historical perspective
of the industry, there was an early SAB series titled
“How It Was Years Ago in Specialty Advertising.”
Each installment was a reprinted chapter of Bunting’s
1914 book, Specialty Advertising—The New Way To
Build Business. The editor noted, “The basic concept
of the target medium is still the same as it was six
decades ago.”
Other than Rosenberg, perhaps no board chair
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would have so much impact on SAB as Wayne
Roberts. When he took office in 1990, he announced
his “Media For The 21st Century” program. Although
the monthly membership magazine 10 years earlier
had traded its tabloid format for 8½ by 11-inch size, it
was a few eons short of what Roberts envisioned for
the twenty-first century. He convinced the board of
the need to initiate a number of significant
improvements in content and design—basically a
major overhaul. To help sustain the improvements, an

Editorial Advisory Council of interested members was
appointed.
Enhancement became an ongoing process as the
publication transitioned into Promotional Products
Business. The magazine went on to win member
applause, increased advertiser commitment and
awards from journalism peers. In 1999, Readex, a
research firm, surveyed readers and found that members regarded it as the most useful industry magazine.
The Association also applied technology to news.

H. Wayne Roberts: Nothing Happens On The Sidelines
Asked about his
enduring commitment
to the Association,
Wayne Roberts told a
Promotional Products
Business editor, “I’ve
always wanted to be
involved in the industry, and you can’t do
that from the sidelines.”
As captain of the
H. Wayne Roberts
SA AI board team in 1990-91, Roberts’ focus was
on communication—to members and to their
customers.
“The board made a very bold step and stood
by my recommendation to conduct a direct mail
campaign to prospective buyers. As I recall, PPAI
made a sizable investment in this program to
create a new awareness and demand in the
marketplace.” He was referring to his “Media For
the 21st Century” program. Promotional
products illustrating specific attributes of the
medium were sent in a series of mailings to
prospects submitted by member distributors. “I
think it got across to corporate America,” he
said. “I think it was effective.”
Roberts’ attention was also devoted to the
Association’s magazine, Promotional Products
Business (PPB). The publication had been
struggling off and on since its inception. He
assigned designers from his company to give it
a makeover, and established an editorial council

to help elevate the quality of the content.
That set the stage for ongoing improvement—
and solvency.
With his keen eye for graphics, he also had
in mind renovating the Association’s logo. When
the idea got to the board, he recalled, “They
said, ‘If we do that, why don’t we change the
name, too?’ One kind of rolled into the other.”
That impelled the succeeding board to take a
serious look, not only at the Association’s name
but also at its market universe, resulting in the
PPAI appellation.
Industry education—for himself and others—
was an imperative. He was believed to be the
only person to have earned both the MAS and,
from the incentive industry, the MIP (Master
Incentive Professional). He was also an inveterate facilitator at the Association’s education
seminars and workshops. Of his passion for
learning and sharing, he once remarked, “Doing
it (involvement in education) too much would
be impossible.”
Roberts served as chair of the Hall of Fame
Advisory Group, president of the MAS/CAS
Alumni Association and on the board of the
Promotional Products College Education
Foundation.
Is there enough time in the day for all of this?
“Well,” admitted Roberts, “I think in a way it
forces you to be more efficient in what you do
and surround yourself with capable people.”
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In 1998, it launched PPB Newslink, an electronic
newsletter e-mailed to members monthly (in 2001 it
began to be produced twice a month) and also
available on the Association’s Web site.
News and feature articles, as enriching, informative and entertaining as they were, represented
only half of the information requirement. The other
half had to do with information that could help
members make money—or save money. This
required research, and like news gathering, it
necessitated asking questions.
Research is a normal function of most national
trade associations and some exist only for that
purpose. For PPAI and its predecessors, research was
classified in three ways: internal, information to help
the Association determine what the members want;
management and operations, to guide members in
making informed management decisions; and
promotional, the evidence that shows buyers what
promotional products can do for them.
A carryover at the merger was ASNA’s Statistical &
Methods Committee. One of the earliest projects
undertaken by that committee was a 1962 survey of
members “to aid distributors and manufacturers in
locating areas of excessive costs; deviations from
general practices throughout the industry, and in
determining personnel levels, salaries and many,
many other factors.” Only firms responding to the
survey were privy to the findings.
This pursuit of management and operational
data was subsequently narrowed to distributors
only, and in 1987 the Association began collecting
at three-year intervals data published as the
Distributors Business Survey. From what they
gleaned from DBS, distributors could compare their
own operations and policies with norms for their
sales-size category and could identify trends. Unlike
the early research, the triennial reports were
available to all distributor members.
Similar information on suppliers would be
valuable, too, and many firms wanted it. This
would present a challenge, because suppliers
constitute such a diverse group with a multitude
of different products and production methods.
Nevertheless, PPAI introduced the Suppliers
Business Survey in 1995 and uncovered sufficient
areas of commonality among suppliers to develop
meaningful information. Among the findings of

that first study was that half of the suppliers were
reporting profit margins on promotional products
sales in the 26- to 35-percent range.
Another early project under the auspices of the
Statistical & Methods Committee was the Survey of
Supplier Sample Rebate Policies, begun in the 1960s.
After the ASNA-Guild merger, the Association
began to measure industry sales annually. The
findings would enable the Association to gauge the
growth and financial health of the industry and,
hopefully, impress upon buyers the widespread
acceptance of specialty advertising.
Initially, only member distributors were surveyed,
and their sales were projected to the entire industry.
This proved to be a flawed methodology. In the
1980s, the study was overhauled and replaced by the
Annual Estimate of Distributor Sales, a survey
encompassing the entire distributor universe,
member and nonmember. Because of the confidential
nature of company sales, this study is conducted by
an independent research organization.
As part of the Coordinated Marketing Plan to
promote the use of specialty advertising in the late
1970s, the Association ventured into promotional
research. In an attempt to quantify positive response
to specialty advertising among the general public and
business audiences, the board assigned the big-budget
project to A.C. Nielsen Co., a research firm long
associated with TV ratings.
Although the study generated a lot of statistics,
none gave much tangible support to the effectiveness
of specialty advertising—which did not necessarily
mean the research was a waste. Mark Gilman
remembered some positives. He later said:
“As I recall, A.C. Nielsen, being highly professional, (still) didn’t come up with exactly the
answers we had hoped they would. But my
point was, what they did was tell us a lot about
ourselves and we should be doing research first
of all for us. And later on down the road we can
use the results of our research on selling and
marketing.”
The research on selling and marketing would
come a few years later. Gilman would see to it when
he became board chair in 1987.
In the spring of that year, the keynoter at the
Association’s show in Los Angeles was Don Schultz,
Northwestern University professor and pioneering
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Schultz opined that since the effectiveness of
promotional products was capable of being
measured, the industry was missing the boat. “The
general advertising people are in trouble because
they can’t show evidence that advertising works,”
he remarked. “However, the sales promotion
people say, ‘We can run a coupon and know how
many we get back.’ And CEOs are very receptive to
that approach.”
The Statistical & Methods Committee had
dissolved, but now a formal structure of planning
and executing research was set up in the new
Marketing Information & Research Committee.
Board Chair Gilman succeeded in getting the
necessary funding for its projects.
Much of the early promotional research was
experimental and involved risk. Experiments can
turn up negatives you really don’t want to hear.
Consequently, there was a learning curve to
overcome.
Ultimately, the efforts of MIRC succeeded in the
compiling and publishing of an extensive body of
research that quantified the value of promotional
products in many areas. Among them:
• Employee sales contests (for retailers) stimulated
by promotional products are likely to result in
increased sales generally, in increased sales of the
promoted product or service in relation to total
sales, and in greater profits per unit.
• Giving business gifts enhances recipients’
perceptions of gift givers and their products

Knowledge Is Power? The Case For News And Research
and services.

• Direct mail solicitations accompanied by free
promotional products or incentive offers
dramatically increase response rates.
• In terms of purchasing activity over time and in
levels of spending, promotional products are
more effective than either price promotion or no
promotion at all.
• Customers who receive promotional products are
more likely to give salespeople referrals.
Armed with statistical evidence, distributor
salespeople no longer had to rely solely on anecdotal
success stories to make their case to customers. They
now had the equivalent of the “media files” used by
print and broadcast salespeople.
Like many prudent businesses, the Association has
also employed research to determine its standing
within the market and what the market wants. The
Association’s “market,” of course, is its members.
Long before the periodic Member Needs
Assessment surveys were introduced at the end of
the century, the Association had been asking
members: How are we doing? What should we be
doing? One of the first such queries was undertaken
in 1973 by the Internal Public Relations Committee.
Member volunteers phoned a sample of 10 percent of
the membership. Remarked Committee Chair John
Thornton: “Few trade associations make this kind of
effort to listen to their members, and I think that says
something about the kind of association to which we
all belong.”
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laywright Neil Simon, creator of The Odd Couple,
might have appreciated the Association. How could
his strange bedfellows, Oscar Madison and Felix
Unger, be any more conflicted than promo-tional
products distributors and suppliers, both residing in
the same lodge?
The Association has certainly been an anomaly
among trade organizations; few others have
managed—or even desired—to have the manufacturing and the independent distribution elements of
their industries share member benefits and seats on
their boards. By their very nature, they have
conf licting interests, which can be difficult, if not
impossible, to reconcile.
The Association’s success in melding the two
divergent groups is largely the result of evolution. As
the manufacturer membership began to take on
separate personas, the ensuing denominations
retained much of the culture that binds
them together.
Contrary to popular belief, membership in the
early Association included both manufacturers and
jobbers. But today’s distributors do not seem to be an
exact replication of the oldtime jobbers, many of
whom apparently sold the different manufacturers’
lines on commission but also produced their own
products. The early records suggest that distributors
might actually be the lineal descendants of sales
operations called brokers or agents. In any event, as
jobbers divested their production operations, many
of their common interests with the manufacturers
remained intact.

S.R. Southard, speaking at the 1910 spring
convention of the NA ANM, had a sense of shared
interests:
“I think that if the manufacturers and jobbers
in this business wish to put the business upon
the highest moral and business plane that it is
possible to put any business upon (and I think
they do), then it behooves every one of us to do
all in his power to eliminate not only the dishonest salesman but other evils that may exist.”
As the evolution of the jobber a.k.a. distributor
proceeded, issues and then grievances began to
emerge. If there was one thing distributors despised
more than price-cutting competitors, it had to be
suppliers selling direct. And they weren’t too happy
either with suppliers who cost them customers by
missing ship dates or otherwise botching an
order—and the list went on and on.
Suppliers could recite their own litany of
complaints. Why not sell direct, when so many
distributors were buying blanks and doing their
own imprinting or purchasing from sources outside
of the industry?
Domestic relations in the industry could be like a
day in divorce court were it not for the conscientious
efforts of both sides to bevel the sharp edges of
opposing views. As in most contentious situations,
communication was an imperative.
In the U.S. and elsewhere, industries had found
the manufacturers’ field representatives were crucial
to communicating with dealers. Specialty advertising
manufacturers, particularly after World War II, also
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Exemplars Of Distinguished Service
Undisputedly, the Association’s greatest asset
has been its member volunteers. No membership
organization ever maximized its potential
without that source of freely given support.
To acknowledge the men and women who
devoted a significant portion of their professional lives in service to the Association, the
board inaugurated the Distinguished Service
Award in 1997.
Why is it that some individuals respond so
consistently and willingly to the call? For DSA
honoree Chuck Pecher, volunteering is “good for
business and for the soul. It feels good to give
something back and see something built or done
that you had a hand in.”
Jo-an Lantz cited the accelerated change in
business. She said, “We all find we’re struggling
to keep up. One of the ways of keeping up is to
volunteer.”
“I think PPAI members have to decide if they
want to make something happen or watch,”
declared Wayne Roberts. “Volunteering puts you
in a position to make a difference.”
By its centennial year, PPAI had honored 14
dedicated members who chose, time and again,
to “make something happen.”

Women In Leadership
So, what is it that helped change the character of the promotional products industry so
dramatically from huckster to solution-oriented
professionalism?
It’s two things, said Board Chair Joe Stratton
in a TV interview in 1988: “More women and
more young people are entering our realm. With
the women came a new perspective that gave
our industry an added dimension .”
The first to contribute a new perspective was
Bernice Blackwood, who became the first
executive secretary of the Advertising Specialty
Association in 1921. At the time, there were only
three or four women managing trade associations in the U.S.
Blackwood took the job with no illusions of

being welcomed by all. She claimed the directors
on the ASA board told her upfront they really
didn’t want a woman; they just hadn’t been able
to find a qualified man who would take the job.
During her 10-year career with the Association, she won over the board members,
including one in particular—Theodore Gerlach—
who married her. She combined clerical duties
with speaking for the Association at advertising
conferences, writing promotional copy and
publicity, and suffering the fog of cigar smoke
characterizing early board meetings. Alluding to
associations in general, Blackwood once wrote in
The Novelty News that the work of association
managers brings them into contact with “the
biggest, broadest-minded businessmen in the
nation” but also “some of the little, selfish fellows
who are held down by their own cramped
personalities.” Her prescription for working with
such a group: unlimited patience and tactfulness.
When the men returned from World War II to
the factory or office, women joined them. In
that decade, Americans wanted more things, and
they weren’t willing to wait for them the way
their parents had. Two-income households were
a way to get them.
Since wives now accompanied many of the
men in attending shows, the Association organized activities for the women, which included
hosting hospitality suites. In 1956, Women of
ASNA (later called SAL—Specialty Advertising
Ladies) was formed. The Advertising Specialty
Guild counterpart was known as the Guildettes.
Later, SAL sought to broaden the programs of
luncheons and style shows to activities that
might appeal to women working in the industry.
The first woman to be elected to a leadership
role in the Association was Ann Morrissey, owner
of a Nebraska distributor firm that was formed in
the late 1950s. She had been elected to the Guild
board in 1963. She recalled, “When the merger
occurred, Bill Copeland, who was the president
of the Guild, had to pick six of us for the SA A
board, and I was one of the six.”
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By that time, the board’s attitude toward the
so-called distaff side had mellowed. “For the
most part, I was treated
very well,” she said.
“I’m sure there were a
few who were
watching very closely
to see what I was
doing, and determine
whether I could really
contribute anything.
After I had handled a
few committees, I really
Ann Morrissey
didn’t run into that much resentment.”
In the 1970s, Morrissey was again elected
to the board, and she chaired the Awards
Committee. To those who would follow, her
advice later on was “be professional, do your job
and don’t lose your femininity. There’s a fine line
there.”
During that decade, her experience with
board service was shared by Hannah Silton and
Lorraine Hempen, both
on the supplier side.
Margaret Custer
Ford entered the
industry about the
same time as Morrissey,
opening MARCO—
Ideas Unlimited in
1959. She enrolled in
just about every
education seminar the
Margaret Custer Ford
Association had to offer before taking a seat on
the board in 1978. Later she would apply that
learning to her appointment to the first
MAS/CAS Certification Board, charged with
developing a certification exam.
Like Morrissey, Ford was a repeater for board
duty, elected to a second stint in 1985-88. Board
service, she said, “was the closest thing to what
service in the U.S. Congress must be like.” She
added:
“We had our own pet agendas, yes, and we
represented, or tried to, the group that we
came from—those who elected us. In my

case, that meant “small distributor, West
Coast, woman-owned.” But beyond that, it
was important for us to vote for the highest
good for all of our membership, even when
we felt personally that it was not in our
personal best interest. That is what I strove
to do, and I believe others did as well.”
Ford did vote her conscience and wasn’t
afraid to buck the tide. When the board adopted
the ill-fated Three-Show Plan, she was the lone
holdout. She had preferred that the issue be put
to the membership first. “Later, I had many
people who sought me out to say ‘thank you’
and to express appreciation,” she stated.
The first woman to
be elected board chair,
Martha Sanders, grew
up in the business,
specifically the
venerable Sanders
Manufacturing Co. She
credited her father,
Martha Sanders
Wade Sanders, and her
uncle, Jimmy Sanders, Jr., as the mentors who
helped prepare her for leadership.
Other valuable learning was gained from
pursuing the MAS designation and writing
articles for Promotional Products Business and
ASI’s The Counselor. She said, “I met other
suppliers and distributors from interviews
and, in turn, learned more about the issues
of the industry.”
She was groomed to succeed, she said, but
nothing, “totally prepared me for the conf lict
surrounding the Three-Show Concept.” That
hot potato was handed to her when she became
board chair in 1986. “As unpopular as that
concept was then, I believe it was essential that
we took that risk, even though it did not work
out,” she opined.
That thinking explained Sanders’ reading
preferences, such as The Leadership Challenge
by James Kouzes and Barry Posner. A particular
quote she favored from that book:
“Leaders do not look for someone to blame
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Exemplars Of Distinguished Service
when mistakes are made in the name of
innovation. Instead, they ask: what can be
learned from this experience? The two best
teachers of business are named trial and
error.”
Not surprisingly, the increasing inf luence of
women in the Association leadership paralleled
the rise in women ownership. By the mid-1990s,
more than half the industry distributor firms
were owned or co-owned by women (that

proportion later declined somewhat). Women
and the promotional products industry
obviously have been a good fit. In the opinion of
past Board Chair Jo-an Lantz, the lure is
f lexibility. “Selling positions in our industry
offer a very f lexible schedule—which is
appealing to many women,” she explained.
“Distributor sales representatives can f lex their
schedules to accommodate the intricate dance
of balancing home and business.”

had the need to bring the factory to the ballooning
jobber population serving as their sales force.
The dedicated factory reps were joined by those
who handled perhaps as many as seven or eight
different lines. Multiline reps like Alex Krever, who
first took to the road in 1953, became the proxies for
their supplier clients in territories that might
embrace several states. Or, like Morrie Rabin, they
might call on distributors in every region and time
zone on behalf of a supplier they were just
introducing to the industry.
As an element of growing importance to the
industry, supplier reps deserved and got a
membership category in the Association. How
important? You could reasonably say they are the face
in interface. Or, as long-time supplier rep, Alan
Christopher, put it: “We make a relationship concrete
by being able to put names with faces.”
When supplier reps are not calling on distributors
individually and presenting their lines, they are often
presenting traveling tabletop shows such as the
Southern Showcase introduced by Robby Robinette
and Larry Krause. Explained Christopher:
“Most of us pick up the cost of those shows out
of our own pocket. That’s how I justify this
thing. There are a lot of “C” people out there. I
categorize my C’s as the bottom 80 percent (in
terms of business placed). The C’s are the ones I
would never (be able to) call on. They will
come to a hotel and spend a half a day to see a
bunch of us.”
Through the supplier reps, distributors have the
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H. Wingfield Hughes
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1999
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Charles L. Chelstrom, CAS
H. Wayne Roberts, MAS
1997
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Steve Sellers, MAS

PPAI at 100
ear of suppliers who, in turn, gain valuable
intelligence about distributor attitudes and concerns.
Like supplier reps, the Association acts as an
institutional party-to-party liaison. But it does have a
no-man’s land to respect. Having dual constituencies,
the Association is positioned uncomfortably in the
middle when members of one group get sore with
the other. As disputes arise, the inevitable question
crops up: Why can’t the Association do something
about it?
Board Chair Norm Stern’s answer probably
pleased no one but it was a statement of fact: “Those
of us who serve on the board are not strangers to
accusations of avoiding these issues or of being afraid
to tackle them. However, we live in a world of lawimposed obligations (some good, some bad) and
wishing them away doesn’t make it so.” He was
referring to anti-trust regulations that prohibit a
trade association from dictating members’ policies
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and practices.
Nevertheless, in 1994 the Association introduced
a free Dispute Resolution Service. An advisory panel
of distributors and suppliers reviewed complaints and
the opinions rendered are non-binding.
The decision of early industry firms to integrate
under a single organization umbrella has enabled the
Association to make one of its most valuable
contributions toward industry camaraderie and
cooperation. A collegial, working-together
atmosphere was carried over at the merger, when
the bylaws for nominating board candidates were
adopted. Odd as it might first appear, the Distributor Group was to nominate the suppliers for the
board, and the Supplier Group did the same
for distributors.
Every year, one or more of the Association’s
education events had some reference to improving
distributor-supplier relationships. In 1985, for

As had become the custom, this 1960 ASNA board meeting was held at the Palmer House in Chicago during
the ASNA show.
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example, the Distributors Management Institute and
the Suppliers Management Institute met concurrently
for a week of sessions devoted to that subject.
Emblematic of the event was a mock wedding of
distributors and suppliers. The suppliers promised to
faithfully fulfill and ship orders on time, and the
distributors’ vows included a promise to provide
clean, accurate orders with reasonable deadlines.
When Larry Wright became board chair in 1983,
he saw the position as a bully pulpit to preach against
the evils of communication breakdown afflicting
distributors, suppliers and customers. Unanswered or
delayed responses to phone calls and correspondence
were byproducts of the growing busyness of

business. Wright’s “Let’s Communicate” program
encouraged distributors and suppliers to take the
“60/24 Pledge”—to return phone calls within 60
minutes and reply to correspondence in 24 hours.
“Utopian? Well, maybe, but just think what could
happen if this method of operation becomes a habit
for all of us,” Wright speculated. “The professionalism of specialty advertising firms would reach
new heights.”
With no hopes or intentions of blending the
competing interests into one mind, the Association’s
organizers, nevertheless, could be commended for
installing a guiding beacon that illuminated for
distributors and suppliers their interdependence.

PAST BOARD CHAIRMEN of Specialty Advertising Association International and predecessor organizations
unite during the Dallas ConExpo. From left: Harry S. Rosenberg (Ritepoint), Carl E. Rosenfeld (Walter W.
Cribbins Co.), Fred O. Coble (Lee Wayne Co.), Robert B. Golby (Peerless/Detroit Inc.), William W. Schwartz
(William W. Schwartz Associates), Jay F. Shaw (Shaw-Barton), Ernest Hazel, III (Hazel), Warren B. Tynes
(Harvey Advertising), Martin D. Meyers (Martin Meyers Co.), Collins T. Dawson (W.E. Bassett Co.), Frank O.
Geiger (Geiger Bros.), J. Howard Pecher (Skinner & Kennedy Co.), Harry J. Friedman (Ready Reference
Publishing Co.), George L. Curran (supplier representative), and William F. Vernon, Jr. (The Vernon Co.).
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Hugging Laurels, Avoiding The Banana Peel
A

bout the time the National Association of
Advertising Novelty Manufacturers was celebrating
its first anniversary, Mark Hanna, the political
powerhouse largely responsible for putting William
McKinley in the White House, was being laid to rest.
Ascribed to Hanna was the campaign slogan, “Keep
On Letting Well Enough Alone.”
Had that been the philosophy pursued by the
first-anniversary celebrants and those who would
follow, the likelihood of a 100th anniversary probably
would have been out of the question.
Safe to say, no enterprise, trade associations
included, ever endured by standing pat. Contending
with recessions or worse, burdensome government
regulations, intensified competition and occasional
misjudgments, the Association and the industry it
represented never had the luxury of letting well
enough alone.
For the Association, the secret of old—but
vigorous—age is found in an observation by war hero
and aviation pioneer Eddie Rickenbacker: “If a thing
is old, it is a sign that it was fit to live...The guarantee
of continuity is quality.”
The quality of the Association may be seen in its
accomplishments and there have been many. Paul
Lage, who presided over the board during the
centennial year, cites four major accomplishments:
Facilitating the industry’s growth to nearly $18 billion
in distributor sales, helping maintain the supplierdistributor business model, developing relationships
and alliances with regional associations and focusing
on the basics—shows and industry education.

Shows and education are, indeed, the achievements most frequently cited by those members with
extensive involvement in PPAI affairs. Shows,
believes past Board Chair Wing Hughes, are more
important than ever before because of the need to
“keep up with the product expansion and the
international atmosphere in which we now live. It’s
a major, major accomplishment.”
Few would argue that The PPAI Expo (formerly
called the Winter Show) remains the dominant event
of the industry. “I think the Winter Show to me has
always reflected the vitality of the industry in any
given year,” declared Mark Gilman, past board chair.
“That is because so much of what you ever learned
was happening in the industry was learned at the
Winter Show.”
Michael Woody, who served as board chair in
the late 1990s, credits the Association with “raising
the profile of promotional products as an important
advertising medium.” He praises it also for “raising
the professional standards of the practitioners.”
Those two accomplishments, of course, are
interrelated. Enhanced competence, acquired
through shows and continuing education programs,
enabled members to earn the respect and acceptance
among buyers for the work they do and the worth of
the medium.
The fact that the industry of the twenty-first
century scarcely resembles the day of the NA ANM
founders is undeniably a good thing. As with any
industry, the choice for the promotional products
business has been to reinvent itself or perish.
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Former board member Glen Holt gives his
assessment of the industry then and now:
“Today you have to know how to handle capital,
you have to be able to handle growth and you
have to be much more knowledgeable about
your general administrative and sales costs. You
have to be much more knowledgeable about
how to put a program together as opposed to
“Do you want to buy any pens today?” So, the
industry has raised the bar considerably in the
last 20 years. Because of that, the people who
have entered the industry in the past 20 years
are very well educated, very good business
people and very hard workers. Most of them
have degrees—which didn’t exist at the time
when I entered the industry in 1961.”
In managing the transition, the Association’s
members and leaders have reason to share a sense of
fulfillment. Holt opines, “The Association, I think,
has responded very well to the needs of the industry.”
Standing on one’s laurels can be risky, however.
What’s underfoot can just as well be a banana peel.
Looking back, you can’t miss the fact that the
long, triumphal march of 100 years has been
accompanied by challenges that did not exist for the
founders. As the Association has prospered, so have
many regional associations and service firms in the
for-profit sector. Consequently, the Association faces
the new century challenged by competition for
revenues generated by shows and other services,
competition for members, and even competition
for members’ time and interest, so rationed are they
by the increasing demands and distractions of
modern business.
So, after a distinguished first lap, how will PPAI
maintain its momentum, vitality and viability? It can
do all three by never losing sight of how it got to its
centennial destination. One lesson learned is that of
interlocking destinies. As the industry goes, so goes
the Association and vice versa. As the Association
flourishes or falters, so, too, do its owners, the
members and, to a certain degree, those firms
choosing not to belong. Who is to say that John
Donne’s no man is an island entire to itself doesn’t
apply to businesses also?
In no way is that statement more true than in
today’s global economy. To its credit, PPAI adopted
an international view early on and its focus for years

has been on Europe and the Western Hemisphere
markets. In the coming years, that scope will need to
be enlarged, and many will agree with Woody’s
assessment:
“At some point, the Association and the whole
industry is going to have to address Asia,
whether they want to or not. Everybody knows
that many of the promotional products sold in
the U.S. and Europe are made in Asia.
Increasingly, Asian manufacturers are going to
learn how to more profitably make smaller
quantities and how to decorate. That is when
the issue is going to come in. At what point do
Asian manufacturers become supplier members?
This is not just an Association question—it is a
question about the distribution network in
general. If not to become members, just to
acknowledge that they are part of the
distribution network.”
Leadership has no substance unless it includes
technology. Again, Woody on that subject:
“Technology is going to be an issue the
Association needs to monitor because
technology by its very nature makes it easy to
get information, and this industry for years has
lived by keeping this information close to the
vest. That is, people don’t know what discount
codes are, supposedly. People don’t know how
to contact suppliers directly, supposedly. In an
online age, that doesn’t work any more. There is
going to be a much more transparent distribution network. I think the Association needs to
stay involved in technology so it has a clear
understanding of how that technology is going
to affect our distribution network. Technology
is going to have a greater effect (even if it isn’t
ramping up the way people thought it would in
the late ’90s) but it is going to happen.”
Gilman agrees and cites the ePromoStandards
Alliance. It is expensive and a challenge, but it is
something the Association has to support. “If
this (ePSA) development happens with PPAI
backing, I think it will absolutely solidify the place
of the Association in the future. It’s that critical,”
he declares.
The unfinished business of the first century
includes shows. Comments Holt:
“Some people are saying there are way too
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many shows. That’s a part of our evolution.
The economics of it will determine how many
shows we will have in the future, and the value
of the show today is not just how many
distributors walk down the aisle or how many
suppliers are exhibiting, but what is the
benefit and what comes out of that? Is it going
to put money in the distributor’s pocket to
attend? Is it going to put money in the
supplier’s pocket to exhibit?”
Hughes believes PPAI’s shows will remain the
premier events of the industry. They have to, he says,
“because it’s the not-for-profit trade association that
drives education, that drives lobbying through John
Satagaj in Washington and that drives a lot of what our
industry does. The for-profit venues are very good,
but they have a little different place in the market.”

A Place In The Industry
For Regional Associations
One of the many bright spots of PPAI’s last
decade has been the expanding relationships with
the regional associations. Most regionals are clearly
here to stay at least as long as they maintain a
critical mass of membership by offering attractive
services. Some of the services undoubtedly compete
with those of PPAI. But some of the regionals have
limitations making co-habitation with PPAI an
important partnership. Although some of the
regionals have paid executives, they still rely on
volunteers for much of the work. Observes Holt:
“The level of the product produced by
regionals is going to be commensurate with
the level of people who are responsible for
putting it on. God love ’em, these people are
donating their time, and they’re trying to keep
their businesses going at the same time.”

Industry Consolidation Through
Mergers And Acquisitions
One of the surprises of recent decades has been
the impact of consolidation on the industry. When
the consolidators acquired suppliers and distributors,
many assumed the result would be bigger and fewer
firms, but many attempts to consolidate were not
successful. And although the merger/acquisition
model did create some behemoths, smaller firms still
abound and the industry remains very fragmented.

Of course, this is one of the things that makes
promotional products a unique industry. “I think our
industry somehow reaches out to people who want
to be small-business owners,” observes past Board
Chair Bill Vernon, Jr.
What that means, Woody points out, is “the
Association can’t just concentrate on the big or
traditional members. It has to be out there on the
edge, looking for new people, no matter what their
size, bringing them into the family.”
Just who should be in the family has been an issue
on the Association’s agenda since Day One. Some
suspect PPAI is adopting a “Big Tent” mindset that
Woody believes is a difficult but important change
for the Association to make. He states:
“(This is difficult) because the Association is
composed of both distributors and suppliers.
Distributors have a tendency to want more
suppliers but not want more distributors as
members, and vice versa. Suppliers have a
tendency to want more distributors but not
more suppliers. So this is a prescription for
keeping the Association’s membership
relatively small. That won’t work any more.
And I think the Association is recognizing that
and is moving in a direction to market its
services to a wider audience. It’s important
that the increasing number of distributors and
suppliers are nurtured in this industry by its
nonprofit trade association. The trick is going
to be lowering the barrier without lowering
the standards.”

Expansion Through
Growth In Diversity
One aspect of the industry’s uniqueness is not
necessarily to its advantage, now or down the road.
Its composition has historically been monochromic
and even by the Association’s centennial only five
percent of the distributor member firms were
minority owned. If the diversity created by the
legions of women entering the field was a positive
influence on the industry, the same might be said for
ethnic diversity.
Change in this area must come because “this is,
and always will be, an entrepreneurial industry,”
believes Bennie Giles, III, former board member
and Distinguished Service Award honoree. “For the
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change to take place, the industry and its trade
association must awaken to the fact that there
are minority business owners already, but surely
not enough.”
Giles cites the Association’s success in
developing member professionalism through
continuing education and marketing legitimacy
through its college relations programs directed to
the next generation. That could well be the model,
he says, for drawing minorities into the industry
and solidifying the foundation of those already
engaged in promotional products. He suggests
partnerships with organizations such as the Urban
League’s Black Executive Exchange program and
collaboration with colleges having heavy African
American, Hispanic and Asian enrollments.
“The growth of the industry will come from
market expansion; expansion into the minority
markets,” Giles declares. “People do business with
people who look like them.”
If PPAI is to successfully master all these issues,
perhaps it will, as Holt believes, need to act at the
speed of opportunity. “I think PPAI must have a
board or an advisory group that can make decisions
in a New York minute. When I was on the board, we
had some very good ideas that came up,” he recalls,
“but it took a year and a half before we could ever
take action on them.”
In the cemetery of trade associations, the
headstones go from A to Z, from the American Retail
Coal Association to the Zinc Institute. They all shared
the fate of the dodo bird because they were no longer
relevant to their members’ needs or the industry they
represented became obsolete.
The first years of the twenty-first century find
media organizations particularly vulnerable. The
robust telemarketing industry is faced with being
regulated out of business. Even television advertising
suddenly seems hardly invincible, thanks to the
introduction of personal video recorders like TiVo,
characterized by one observer as “the ultimate can of
Raid for those pesky commercials.” No wonder the
marketing best sellers of 2003 were books with titles

like The End Of Advertising As We Know It and The
Fall Of Advertising & The Rise Of PR.
Relevance will certainly be the critical challenge
in PPAI’s new century as the Association comes to
grips with the never-ending discontinuity characterizing modern eras. To successfully manage this
discontinuity or change, the Association 25 years
from now most likely will provide a substantial
number of services addressing needs that don’t even
exist today.
And how is that to be done? With such a diverse
membership of different-size businesses having a vast
panoply of requirements, it is important, says
Gilman, “that the Association know as much about
the industry as it can possibly know.”
The best indicator of an organization’s ability to
manage its future is its track record. And the
Association boasts an impressive one. About the only
significant thing that became almost passé in the first
century of promotional products was the industry’s
peddler image. While working to change that, PPAI
and its forebears were fostering an environment of
cooperative relationships that made all achievements
possible. Writing in Promotional Products Business,
Board Chair Paul Lage described the victory in the
arrangement:
“Many people refer to the industry as a family
or a community, and I think there is a lot to this
statement. How many associations are there
with suppliers and distributors on the same
board of directors working for the betterment
of the industry? How many industries are made
up of primarily small businesses? How many
multi-generation families exist in our industry?
And, how much of our business success relies
on trust and relationships?”
Just how far the industry, owing to the Association, has come in respect to trust and relationships is
reflected in reminiscence of the inaugural meeting.
So wary were they of each other, the founders picked
as their first leader allegedly the only man in the
room who dared hang up his coat without keeping
an eye on it.
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