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Prelude

to Tomorrow

The Padilla Speer Beardsley Story

Christina M. Cavitt

After 50 years, Padilla Speer Beardsley stories
– and stories-behind-the-stories – could fill a
library. To capture them in a single volume, we’ve
selected excerpts from our archives that represent
the people and events of our colorful history, as
well as our passion for our clients, our employees,
the communities where we live and work,
and the public relations profession.
Thank you for joining the employee-owners
of Padilla on a journey through our past,
our present and our outlook for the future.
LYNN CASEY, CHAIR & CEO

h

Chance favors
the prepared mind.
LOUIS PASTEUR
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“So, what do you say, Dave?”
asked Don Padilla, absent-mindedly
brushing breadcrumbs into a small, tidy
pyramid on the table’s shiny surface.
“Do we have a deal?”
It was the lunch rush at the Minneapolis Athletic Club, a popular
downtown gathering place for local executives. In 1961, the clientele
was almost exclusively male. Their deep voices mingled with the
steady clink of glasses, clank of dishes and bursts of boisterous
laughter sparked by midday martinis. Many deals were sealed
with a handshake amid the establishment’s thick, blue cloud of
cigarette smoke.
Before email, websites and social media, power often was brokered
on the golf course, or over meals and cocktails. Those wielding the
power in 1960s Minneapolis were collectively called the “Good Old
Boys Club” by some in the city.
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This particular day, the biggest deal in the joint was poised to take
place at the table of David Speer and Don Padilla. The two were
newsmen by trade and public relations practitioners by experience.
They also were friends.
During high school, Iowa-native Don Padilla was a printer’s apprentice
and earned a few extra coins boxing under the name “Kid Padilla” in
semi-pro barn fights. After the War – World War II, that is (Don was
stationed in England with the U.S. Army Air Force) – he gravitated
toward early television news, working at what would later become
Channel 11. They put him on-air for a while, but his demeanor was
too gruff for Twin Citians, so they put him behind the camera.
Today, his boxing shoes hang in his son Doug’s art studio. They are
a whimsical purple, a nod to his gentle side. But have no doubt –
he was a fierce competitor in any ring. When this fellow set his jaw,
there was no stopping him.
A graduate of the University of Iowa, Don had begun his media
career with news positions at The Cedar Rapids Gazette and The
Des Moines Register and Tribune. Later, he moved to Minneapolis to
work at WTCN-Radio and WTCN-TV. Soon after, he was appointed
WCCO-TV’s news director. In 1956, he became the promotion
director for the Minnesota Centennial. Three years later, he joined
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Chuck Sarjeant to form the public relations firm, Go-Lite, Inc., shortly
thereafter renamed Padilla and Sarjeant, Inc.

“Don has never been a coaster. He always
said we’re only here for a visit and that
we ought to be giving back more than
we take.” – David Speer
1

HUCKSTER OR HERO?
According to a 1986 Minneapolis Star & Tribune article, David Speer
was an “energetic huckster with ethics… but his P.T. Barnum side
is checked by a powerful code of ethics. Padilla and Speer, Inc.
(P&S)… has a reputation for honest dealing.”
David came by his hucksterism honestly. In the same newspaper
article, he credits his dad, Raymond, as “the first public relations man
in this part of the world – a publicity man who started in 1914 doing
publicity for county and provincial fairs and was the chief publicist
for the Minnesota State Fair and the St. Paul Winter Carnival.”
David learned the values of assertive selling, civic responsibility and
1 Minneapolis StarTribune, 7-1-90, by Dick Youngblood.
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outstanding work from his father. The younger Speer was gainfully
employed by age 11, and held a variety of jobs throughout his teens,
including paperboy and ditch digger.
David was a 17-year-old high schooler when the then-Minneapolis
Tribune hired him as a reporter in 1944. After graduating, he
completed an 18-month stint in the U.S. Navy, then studied political
science at the University of Minnesota while holding down a fulltime sports reporting job for the Tribune. With degree in hand, he
became an Associated Press reporter. He moved on to promoting
auto races and managed a racetrack. In 1951, he joined his father’s
PR agency.
Meanwhile, Don Padilla and Chuck Sarjeant had started their own
public relations firm after Don left the Minnesota Centennial. Don
wanted to grow his agency along with the burgeoning Twin Cities
market, but he knew he needed additional brain power to make
that happen.
Don and David looked to one another like opportunity incarnate.
“I think we should do it, Don,” David finally responded with a grin.
“Let’s ink the deal!”
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Advertising Memo Excerpt
By Randall Hobard, staff writer, (Minneapolis Star, 1951)

“Merger of two Twin Cities public relations firms
to form Sullivan and Speer, Inc., was announced
today by David J. Speer, president of the new
organization. Richard Sullivan, who has operated a
public relations company in Minneapolis for seven
years, is treasurer and chairman of the board. Ray
P. Speer, public relations director of the Minnesota

State Fair since 1914, is secretary and member of the
board of directors.
W. R. Greer, former managing editor of the St.
Paul Pioneer Press, with 29 years experience in the
newspaper business, is vice president. Sullivan will
establish a New York City branch of the company
July 1 and will supervise six other field offices.”

SEALED WITH A HANDSHAKE
A 1986 Minneapolis Star & Tribune story reported that before
his lunch meeting with Don, David had worked for his father as a
“publicity man... He also formed a public relations partnership with
Richard Sullivan.”
With a final handshake between Don and David at the Minneapolis
Athletic Club in 1961, a new company was born – Padilla, Sarjeant,
Sullivan and Speer. Though Sarjeant and Sullivan would eventually
leave the firm to follow other dreams, Padilla and Speer went on to
build the largest public relations agency in Minnesota.
2

2 Jim Fuller, Minneapolis Star & Tribune staff writer, December 15, 1986
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“Dave’s more volatile than I am; he’ll
plunge more than I will. I might calculate
a route more, but we’re both innovative,
both civic-minded, both wanted to do
new and exciting things.” –Don Padilla
Don was five years older than David, but they were kindred spirits
– outstanding writers, hard workers, highly ethical pros, creative
souls, innovative trailblazers and darn good pranksters (more about
that later). Neither could stomach mediocrity. Both were publicity
masters whose work on behalf of clients made headlines and history,
in the Twin Cities and beyond.
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There were fewer than 50 public relations counselors in Minnesota
when Padilla, Sarjeant, Sullivan and Speer hung their shingle in 1961.
Their assets included wit, charm, $9,000 in the bank, some rag-tag
office furniture, a 1960 Plymouth Valiant and a whole lot of chutzpah.
The Twin Cities business culture in the 1960s was shifting, just like
the rest of American society. Early in the decade, businessmen
wore ties thin and applied “A Little Dab’ll Do Ya!” for that Brylcreem
slicked-back sheen. Later, ties grew wider, and hair got longer and
drier (“Long live the dry look from Gillette!”). Sideburns got pretty
bushy, too.
Padilla, Sarjeant, Sullivan and Speer quickly grew as well. By 1965,
the firm had acquired clients like Dayton Hudson, Donaldson
Companies and Analysts International.

FORMAT RAVES
The firm moved up to better surroundings. The new offices of
Padilla, Sarjeant, Sullivan and Speer in the Ivy Tower in Minneapolis
were so cutting-edge that a Format magazine writer gushed, “It’s
worth a visit to PSS&S to just pass through the entrance. The dark
stained oak double doors have ornate black hardware and wood
plaques hand carved in Mexico… Once inside the visitor is met
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with, to borrow from Cadillac, quiet elegance. Walnut paneling, the
off-white ceiling and the rust-colored carpeting coordinate perfectly
with furnishings of warm contemporary look.”
Don and Dave were compadres, but they didn’t work in perfect
harmony. According to Gerry Wollan, who later worked for the firm
as vice chair, “Padilla and Speer were opposite poles. David was
creative, explosive and wild. Don was creative, knowledgeable and
solid. Things could get a little noisy sometimes.”

NOISY, INDEED
With two such strong personalities, differences of opinion were
inevitable. Their occasional bombastic arguments sent staff
scurrying for cover and usually ended with executive doors slamming.
Afterward, icy silences chilled every corner of the firm, until the storm
blew over. Neither party apologized, but after a while, they started
talking again. They had to. The fact was, they were complementary
business minds – yin and yang – and they knew it. After all, this was
the team who hired a notorious bank robber to pitch a major bank’s
first instant-cash machine.
David sparkled with the kind of enthusiasm that could engage or
occasionally enrage powerful and conservative executives. Don
could sell wild ideas to the stuffiest of stuffed shirts with his calm,
businesslike demeanor.
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David and Don both enjoyed art, always collecting this and that
on their many travels. According to Doug Padilla, Don’s artist son,
“Some was treasure – some was not so much.”
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The fact is, things weren’t very fair for
women in the 1960s’ workplace.
Females were typically relegated to the bottom of the corporate
hierarchy. Most hadn’t yet climbed high enough to bump into a glass
ceiling, much less break through it. Ladies were supposed to be
secretaries and assistants – not leaders.
All that changed, of course. But trails had yet to be blazed.
PSS&S somewhat countered that gender culture. If a woman
showed talent for the game, management rewarded her efforts with
further challenges. Kit Hagen was among the first females to reach
the leadership ranks. But first, she had to prove herself.

MOON WALKING
Kit was fresh out of Mankato Business College in 1968 when she
began her career. Jobs for “girls” in her native Austin, Minn., were
limited to retail clerking or joining Hormel (locals pronounce it
hor-ml) to can SPAM. But this young woman wanted broader
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opportunities and a big city. So the 19-year-old eagerly packed her
bags and drove up to Minneapolis.
“A friend of mine worked at WCCO, and one day, out of the blue, she
said, ‘There’s this public relations agency down the street. Maybe
they need somebody’,” Kit recalled. “So I walked over to Padilla,
Sarjeant, Sullivan and Speer. I interviewed and got the job!”
She was hired on Sept. 1, 1969, just after Apollo 11 landed on
the moon. Before her first day at the agency, she worked WCCO’s
State Fair booth, where she heard Neil Armstrong utter “That’s one
small step for man, one giant leap for mankind” enough times over
the course of 12 days to drive her to distraction. When the Great
Minnesota Get-Together closed, she was more than ready to start
her “real” job as a “tear-sheet/office go-fer,” she said.
“At first, I spent most of my time delivering annual-report proofs
for client approval. I also went to media outlets several times a day,
dropping off press releases. It was fun and I loved it, but I was
always looking for a new challenge.
“What I remember best about the Ivy Tower is the really scary freight
elevator. It had an iron gate that went ker-chunk before kicking
into gear to haul us up to a little rooftop observation deck. After a
successful promotion or client victory, we’d take along a bottle of
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champagne to celebrate. I’ll never forget the spooky ride up and
down that old bucket.”
Six months after Kit started, the firm moved to an old mansion at
224 Franklin Avenue West in Minneapolis. Shortly thereafter, the
firm’s name changed to Padilla and Speer, and Kit steadily assumed
new responsibilities.
“I realized taking the bus to work wouldn’t cut it,” she said, laughing.
“The PR biz doesn’t run 9 to 5, and I couldn’t always trust the
MTC to get me places on time.” She began driving to work, though
occasionally, she’d get to drive a senior partner’s swanky red Corvette
on her delivery runs.

KIT TAKES A BREAK
Initially, Kit and her secretarial colleagues “resented that the guys
would go off to these ‘creative’ conferences at Madden’s while we
were left back at the ranch to run things. But after I started managing
Publicity Central, I got to go, too,” Kit said.
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Staff in 1970 at 224 Franklin Ave. W., ascending from bottom left: David Speer, Steve Reidel,
John Beardsley, Jim Moffet, Tom Nelson (top). Descending: Tom Lee, Jon Lee, Curt Swenson,
Barbara Devillers, Susan Bublitz. Kit Hagen is seated, Don Padilla is standing to the right.
The woman in white remains a mystery to all we’ve asked to identify her.
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Publicity Central was originally called
Sports Score Central (SSC).
The idea to start SSC came after the 1972 Title IX Education
Amendments, which banned sex discrimination in schools, both in
academics and athletics. At first, the media still exclusively wanted
boys’ high school sports scores. After the first season, though,
public pressure demanded that girls get equal coverage. So finally,
the media relented and began requesting girls’ results.
1

P&S staffers worked for SSC, staying at the office late into the
evening, collecting high school sports scores.
“Another service we offered to radio stations after a few years was
radio actualities,” Kit explained. “In other words, we created radio
sound bites of the big games and transmitted them to radio stations
for broadcast.”

1.“No person in the United States shall, on the basis of sex, be excluded from participation in, be denied
the benefits of, or be subjected to discrimination under any education program or activity receiving
Federal financial assistance.”
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Gaining media trust was essential. With a PR firm backing the
venture, media contacts were wary of ulterior motives. But the
company’s reputation for integrity soon made SSC a trusted source.
After a season with the SSC, the firm expanded into Newswire Central
and began transmitting financial news releases for Minnesota’s
Fortune 500 companies like 3M, Northwest Airlines and Dayton
Hudson. The Securities and Exchange Commission (SEC) imposed
disclosure guidelines for publicly traded companies and Newswire
Central helped meet those mandates.
Beyond requiring public companies to report their financial
information to the media, the SEC dictated the same information
be mailed to shareholders. So P&S began a mailing business to
complement Newswire Central.
Because fax machines were few in those days, many companies
called Newswire Central to distribute their news releases. So the
firm started a delivery business with one driver. Then two. When
Newswire Central did not keep the staff busy enough, the firm
expanded into general deliveries – Special Delivery, Inc. Most clients
were PR, advertising and media-related firms.
As Newswire Central began transmitting other news stories – such
as grand openings, news conferences and the like – Kit led the move
to Broadcast News Clips. She bought several VCRs to videotape all
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Telex For Success!
P&S distributed press releases using a Telex
(TWX) machine. Although the unit pictured was
the cutting-edge workhorse of its day, a newer TWX
became the foundation of the firm’s Publicity Central
operation.
“We had AT&T set up lines at all the major news
organizations,” explained Kit Hagen, who managed
Publicity Central. “We started by transmitting sports
scores to media outlets who bought the service. Then
we moved into transmitting press releases. The TWX
machine I used printed letters on a paper tape. We
placed the tape on a spindle that transmitted words

over phone lines to the media.”
P&S transitioned to computers a couple of years
later, so the TWX was relegated to the basement.

local and national news. Clients then called to request news clips.
Publicity Central staff edited broadcast segments and sold the tapes.
All this grew into a very lucrative business – a veritable cash cow.

TELEX FOR SUCCESS
“We had all these information services going at one time, so we
created a whole new umbrella company,” Kit explained. That
company was named the Franklin Corporation, because of the
agency’s Franklin Avenue address.
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Gerry Wollan talks with a hired specialist from client Donaldson Co.
on the floor of the New York Stock Exchange.
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As the business grew, Publicity Central moved into the carriage
house next to 224 Franklin. Within a year, the expanding firm moved
into a second mansion, at 2100 Pillsbury – a half block from P&S’
home office. (Franklin Corporation held all of the real estate.)
While Publicity Central was producing plenty of revenue, the parent
company was reluctant to continue with a venture so far from the
heart of PR. So in 1989, Publicity Central was sold to PR Newswire,
and Kit bought the mailing piece of the business. This allowed the
firm to solely focus on building clients’ reputations.
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These days, an enigmatic porcelain
Dalmatian tacitly greets Padilla Speer
Beardsley visitors exiting the elevator into
the firm’s reception area.
The pooch is nameless. Nobody knows where he came from. He
simply appeared one day at the mansion. There’s a rumor that he
and David Speer got tangled up with a team of Budweiser horses
after a Minneapolis parade. But David’s no longer here and the dog’s
not saying anything.
Padilla’s culture today is a reflection of its founders. Every time a
client poses a challenge, innovative minds gather to creatively meet
that challenge. (Their ideas often are fueled by a handful of candy
from the vintage gumball machine that still stands in the lobby.)
1

Mind you, most ideas don’t leave the conference room. But from the
heap, a Phoenix will rise – a gem of a concept.
1 Hereafter in this book, references to Padilla Speer Beardsley are shortened to “Padilla,” per the firm’s
trademark guidelines. References to Padilla and Speer are “P&S.”

Zany Ideas and Phoenix Rising 29

The team approach started back in the day, with Don and Dave’s
wild brain jams. They figured two or more heads were better than
one. The more perspectives, the better. And at the beginning of a
brainstorm, nothing was too zany.

DANCE-LINE HEADLINES
No-holds-barred brainstorming helped send a record-long line
of tap dancers onto Hennepin Avenue in Minneapolis in June
1979. Exactly 1,801 of them tapped their way down the street
in celebration of the Hennepin Center for the Arts’ opening. The
event earned headlines and a PRSA Classics award. To this day,
Star Tribune columnist Barbara Flanagan mentions this event in
her monthly column!
Such free-form thinking also brought the Yankee Girl sailboat to
Northwestern National Bank’s lobby in August 1979. The boat –
then the smallest craft ever sailed from west to east over the Atlantic
– was shipped to the United States and displayed at the bank after
Gerald Spiess of White Bear Lake, Minn., skippered her 3,500 miles
from Virginia Beach to Falmouth, England. Again, media coverage
and PRSA accolades were on deck.
David could crackle off more story ideas per minute than anybody
in the business. Don wasn’t far behind. Some of those ideas were
great. Some were, well, junk. For instance, there was the time David
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The Yankee Girl on display in the Northwestern National Bank lobby.
At only 10 feet long, she was the smallest craft to sail across the Atlantic.
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proposed that P&S needed a Chinese junk for a company identifier.
One afternoon, he dragged senior executives Curt Swenson, Jim
Moffett and Gerry Wollan out shopping.
“It was junk alright,” Gerry remembered. “I mean, it was really junk.
Even the trailer was a rattletrap. We didn’t buy it. But it was part of
leveraging a swap where David could find a good boat and put it in
Lake Minnetonka. He was always wheeling and dealing – leveraging
this or that.”
The new boat was beautiful but had a very deep keel that required a
keen pilot. Sadly, sailing expertise was short among those clamoring
to take the helm. The boat spent much of the time stuck in the mud.
That summer wasn’t the firm’s most seaworthy, but who’s to say
some really big ideas didn’t come about aboard the company craft?

THINKIN’ BIG. ALWAYS HAVE. ALWAYS WILL.
To promote St. Paul’s Midway area, David spearheaded a benefit
at the fairgrounds – territory he knew well – featuring the University
of Minnesota Symphonic Winds Concert Band under the baton
of Dr. Frank Bencriscutto. The grand finale was a spectacular
fireworks display.
Beforehand, David touted the event around the office until his
partners rolled their eyes and started avoiding him in the hallways.
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Every so often, they asked, “What’s this gonna cost?” He responded,
“Don’t worry, it won’t cost us a dime. This is going to make a lot
of money.”
Finally, show day arrived. The weather cooperated and everything
went off without a hitch. The band was spectacular and the fireworks
were extraordinary. David wanted bigger crowds, but the event was
hailed a success. Curt Swenson served as the team’s “Bag Man.”
That meant he carried the cash for deposit the following morning.
This was a big deal – Curt had thousands of dollars stashed into his
various suit pockets.

SEEDY-SORT SIDLES
Afterward, Curt and Gerry stopped to toast another successful
event. They chose a place off Hennepin Avenue that they’d never
frequented and walked up to the bar. Things turned sour when a
seedy-sort sidled up alongside them and said ominously, “I don’t
think you should be here.”
“What do you mean?” Gerry asked, trying to casually laugh it off.
“We’re not hurting anybody.”
“I mean you shouldn’t be here,” Mr. Seedy-Guy said again, this time
even more menacingly. Then he slipped away toward the darkest
corner of the bar. Curt and Gerry tried to appear calm as they
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scanned the room. Suddenly, everybody in the place looked shady.
Curt and Gerry imagined all the patrons knew Curt was carrying
wads of cash, and every one of them was armed and ready to rob
them… or worse!
Our heroes downed their drinks and made for the door.
Curt and Gerry figured they dodged a bullet that night. But it wasn’t
the last time P&S folks would encounter the criminal element.

STICK ’EM UP!
One afternoon, Don and Dave were talking about the best way
for Northwestern National Bank to roll out its brand spankin’ new
instant-cash machines. Here’s what happened next – words that
rolled right off Don’s manual typewriter.
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“Get out of my office,
you God-damned toad!”
David Speer erupted, his legendary temper exploding full force.
He picked up a file, shoved it into the client’s hand and got ready
to push him out the door. The client just sat there and blinked for a
moment, then stood up.
David’s anger was directed at a fellow who expected the firm to
compromise its integrity. And for what?
Money.
Gerry Wollan talked about what led to the altercation.
“When we got in the PR business, the field was viewed as mostly
stunts and made-up stuff, a la movie stars. A major task for us was
to demonstrate that we were professionals, that we knew and would
follow any legal needs for what we did, and that our knowledge of
the outside world was something they could benefit from.
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“This was particularly true for financial public relations and
government restrictions on what could and could not be done. It
was in this context that David and I met with the client in question.
He’d been traveling around the East Coast with a broker, visiting
brokerage houses and talking about stock. This action flirted with
violation of the requirement that any news about the company had
to be released to all outlets at once. We brought our client in to warn
him of this danger.”
It was a Saturday. The mansion was mostly empty, except for a
handful of account people upstairs tying up loose ends from the
previous week or preparing for the next. The trio sat in David’s office
while he and Gerry laid out their concerns and advised the client
that what he was doing was dangerous. The client asserted that
this should not be their concern, and a heated discussion ensued.
Then, the client blurted out, “Enough! We pay you. You will do what
we say.”
In the iconic old house the company called home from 1970 to
2002, P&S took on most comers, regardless of size, arrogance or
outlandish demands. But there were lines between right and wrong
that they would not even come close to, much less cross.
“That’s when David rose up in Gallic fury,” Gerry said, chuckling at
the memory. “He practically jumped over the desk to escort the guy

38 Money Can’t Buy Happiness…or P&S

In the broad scope of the firm’s 50 years,
this incident was smaller than small. But
it reflects the passion of its executives
and their absolute commitment to ethics,
integrity and the high road.
out of his office. While we hustled him out the front door, I said that
the rest of his files would be delivered to him in short order. David,
on the other hand, shouted incantations that the client be struck
down in some horrible fashion. David always practiced the PR craft
with great imagination, a wonderfully quirky sense of humor and the
highest of ethical standards.”
In the broad scope of the firm’s 50 years, this incident was smaller
than small. But it reflects the passion of its executives and their
absolute commitment to ethics, integrity and the high road.
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Button-Wearers Prohibited
According to Don Padilla, PR wasn’t going
anywhere if practitioners didn’t take the time to give
back to the community. The firm’s culture didn’t
tolerate “button-wearers” – people who joined an
organization just to show up at a meeting once in a
while, pin on a button, drink some bad coffee and
leave. If an employee joined a group – especially as

a representative of the firm – they’d darn well better
do something.
Don led by an example that said, “Volunteering is
a great way to give back and generate business at the
same time. People see you working for something that is
important to them. When they’re looking for a PR firm,
they know you as a worker and they’ll turn to you.”

SOME THINGS NEVER CHANGE
It’s said that change is the only constant. Today, the leaders of the
firm, on the other hand, say that some things should stay the same
– like community service and consistently delivering outstanding
results through innovation and integrity.
Integrity is part of what attracted the best talent in the industry to the
firm. In fact, the alumni roster reads like a Twin Cities “Who’s Who
in PR.” There are the founders, of course, but the cast also starred
industry greats like Gerry Wollan, Tom Lee, Dennis McGrath, Jim
Moffett, Curt Swenson, John Beardsley, Lou Brum Burdick, Sally
Anderson, David Hakensen and Tom Bartikoski. The firm’s New
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York office general managers included Andy Edson and in the late
1970s, Alan Taylor. The latter went on to become a sports marketing
leader.
That’s only naming a few. And it doesn’t even include the current
staff!
The P&S folks elevated public relations people from what some
believed were “event hawkers” to boardroom-level consulting roles.
As Padilla professionals, they shaped the news and sometimes even
made it. At the very least, the firm’s history parallels 50 years of
local, national and international headlines. Padilla is the story behind
the story.

Money Can’t Buy Happiness…or P&S 41

Before online commerce, banks sold
products the old-fashioned way.
Face to face. Banks had to entice people to come to them before
they could sell anything.
Northwestern National Bank was a P&S client. The bank’s
headquarters in downtown Minneapolis featured an enormous open
space that Don envisioned as a staging area for grand events. He
convinced Northwestern’s top brass to host bigger-than-life exhibits
so the bank would attract customers by the droves. And the bank
put on some doozies, including a tribute to Charles Lindbergh and
his first airplane, the “Jenny.”
Lindbergh’s Jenny was a war-surplus Curtiss JN‑4D. Through a series
of mishaps, the aircraft was forgotten in an Iowa farmer’s barn loft
for 46 years. In 1973, George Dade of the Long Island Early Fliers
salvaged the wreck. Two years and 11,000 hours of labor later, the
aircraft was restored. On Nov. 15, 1982, the bank opened an exhibit
to honor Lindbergh and the Jenny, sponsored by the Minnesota
Historical Society with the Metropolitan Airports Foundation and
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co‑sponsors Northwest Airlines, Dayton Hudson Foundation and
GNB Batteries.
Don Padilla didn’t simply facilitate the exhibit – he put his heart
and soul into it, and his reputation on the line. It was he who
convinced Jenny’s caretakers to disassemble and transport her to
Lindbergh’s native Minnesota. Don reasoned it was appropriate for
the Jenny to be displayed on the 60th anniversary of Lindbergh’s
life in aviation. And the aviator’s Scandinavian heritage gave the
bank an exhibit to complement “Scandinavia Today,” a metrowide celebration that year.
After getting pointers from the Smithsonian Institution Air and Space
Museum about hanging up 1,500 pounds of aircraft with a 43-foot
wingspan, Don orchestrated an expert crew to set her safely in place.
The exhibit was a hit. Opening ceremonies featured an impressive
host of dignitaries, and in the days before Thanksgiving, Twin Citians
thronged to the bank by the thousands.

FIRE!
Ten days later, when most of the city had shut down for Thanksgiving,
two juveniles broke into the abandoned Donaldson’s department
store adjacent to the bank and started a fire. It quickly jumped
buildings, igniting the bank’s upper levels.
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Don Padilla was in Iowa enjoying Thanksgiving with his family when
he learned about the fire. His heart raced with concern not only for
his client, but for the beloved Jenny.
He called David Hakensen, one of his firm’s newer employees, who
had helped with the exhibit.
Young Hakensen was eating turkey dinner with his family in St. Paul.
He was bright, dedicated and hard working. Don liked him. That was
good, but it meant David was on Don’s first-call list. David was never
surprised to receive a call at any time, day or night. So it wasn’t odd
that Don tracked him down at home.
Remember, this was before cell phones. People still relied on
landlines. Mrs. Hakensen answered, listened a moment, and then
cupped the speaker to tell her son to quit chewing and come to the
phone. It was the big boss!
David: “Hello?”
Don: “
Sorry to interrupt your dinner, David. There’s a big fire
downtown and I need you on the ground now!”
David: “Sure. Can you give me some details?”
Don: “The bank’s on fire. We need to get a handle on the situation.”
David: “Where should I meet you?”
Don: “I’m four hours away, with my family in Iowa. I’ll leave as soon
as I can. How soon can you get there?”
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David: “Right away. But if the fire’s that big, how am I going to get
through police lines?”
Don: “Just flash your business card and tell ’em you’re with the
bank’s president. Now get going!”

UP IN SMOKE
David flew out the door and jumped into his car. The minute he
hit Interstate 94, he saw black smoke billowing over downtown
Minneapolis. As he drew closer, the smoke thickened and traffic
jammed. He maneuvered his way to the first set of barriers and
showed his card to a harried police officer who waved him through.
Pretty soon, blockades forced him to park and walk the remaining
distance to the bank’s offsite control center. There, he spent the rest
of the night fielding calls from worried bank management, employees
and customers.
Many assumed the money was burning up.
When Don arrived the next morning, he, David and others on the
P&S team gingerly stepped over debris as they made their way to the
bank. They found the atrium and gaped at the surreal vision before
them. Although the fire hadn’t reached below the fourth floor, the
huge room dripped water from the upper floors. Electricity was dead
and high-powered emergency light beams cut like knives through
the haze, turning it into a black and white nightmare.
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Despite the damage in the stories overhead, the Jenny still floated
high above them. She was safe. Suddenly, they were startled from
their reverie by an angry voice.
“Hey, what the hell are you doing?” a security man hollered. “How
did you get in here?”
David shrank a bit – he was still young. But Don, accustomed to
taking charge, assured the guard that everything was fine and they
were on their way out. As long as the Jenny was intact, Don didn’t
care that the agitated guard dogged them until they hit the street.
P&S expertly navigated its client through crisis communications.
The bank was back in business immediately.
And the Jenny would fly again.
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When you build a great company, how
do you know when to let go?
How can you say goodbye?
These were questions P&S senior partners Don, David and Gerry
asked long before they retired. Their answers caught the attention of
CityBusiness. The newspaper ran a front-page feature about P&S in
the autumn of 1984.
The article opened, “There are few things sadder in business than
watching the founder of a successful personal services business
near retirement without a way to turn his or her past efforts into a
retirement nest egg. Often, the owner is forced to sell his business
– and his services – to a larger company, then work for years under
someone else’s authority in order to cash out… Some owners
simply let their company wind down… Then one day, they lay off the
remaining employees, close the doors and quietly retire.”
Those options didn’t appeal to the agency’s founders. In the first
place, they weren’t inclined to take orders from anybody. Plus, they
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genuinely cared about their employees. Fortunately for all concerned,
they were well connected within the financial community, and
possessed the talent to explore and develop creative approaches
that wouldn’t leave anybody out in the cold.

INTEGRITY AND TRUST
In 1984, Franklin Corporation had 50 employees and $3 million
in revenues. David was 57; Don and Gerry were 62. As a first step
toward implementing a satisfactory retirement policy and program,
the senior partners gathered a potential buying group from within
the company – people they could trust to keep the shop running
smoothly, profitably and with integrity. They explained what they had
in mind and from then on, that group became the sounding board
for thoughts and suggestions.
The plan’s basic structure was based on Gerry’s experience with
a client. It stipulated that employees would become eligible to own
shares after a prescribed tenure. Each could then buy an allotted
number of shares, which could be held until retirement (when those
shares would be repurchased by the firm).
With the assistance of company auditors, Financial Vice President
Jerry Erickson devised a method of determining the company’s
true value at the end of every year as a means of establishing an
accurate stock price.
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Gerry Wollan

After countless hours of discussion among all parties and guidance
from Elliot Kaplan, company attorney, they struck a formula. The
buying group, led by John Beardsley, came forward with a purchase
offer whereby each of the nine partners committed $25,000 toward
the purchase of the principals’ shares over a period of nine years.
They signed the agreement in May 1983. Gerry was the first to
retire in 1987, followed by Don in 1988, and David in 1992, after a
brief leave of absence to head the state Department of Trade and
Economic Development.
“John Beardsley was elected CEO, and the deed was done,” Gerry
said. “There was excitement, some tears and more than enough
emotional stress to go around. But when the champagne corks were
popped, there was a feeling of great achievement.”
The good news was, Don concluded, “Now we’ll have a way out,
and they’ll have a way in.”

A DIGNIFIED HANDOFF
“Anyone who has been a CEO has trouble passing power on to a
new CEO,” Don told a CityBusiness reporter. “You need to learn to
enjoy watching the new guy succeed.” Don handled the transition
with grace. When people came to him seeking executive direction,
he simply pointed them to John’s office.
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DONALD G. PADILLA, 1921–1992

“A brilliant-cut diamond is the
supreme gem stone,” said David Speer.
“Don Padilla was a diamond among
men; a brilliant-cut diamond.”

DAVID J. SPEER, 1927–1999

“He was a man of incredible
imagination,” said Tom Swain,
retired St. Paul Companies executive
vice president (Star Tribune, 1999).
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John Beardsley didn’t merely
walk into a room. He “entered.”
He was at home in the limelight, but hung in the wings until
taking center stage. When he was ready, he put his entire self
out there. John didn’t just lead a meeting – he held court. He
was captivating. Charismatic. Theatrical. Brilliant. Louis Pasteur’s
“Chance favors the prepared mind” was among his favorite quotes.
If chance favored the prepared mind, John stood at the ready.
A 1961 graduate of Augustana College in Sioux Falls, S.D., he doublemajored in English and philosophy, with a minor in theater. His broad
range of studies reflected equally broad interests in classic literature,
modern literature, science, modern culture and music. People often
characterized him as a Renaissance man who lived the firm’s core
value to “Keep Learning.” He wanted to understand the triggers that
motivated action from customers, investors, employees and voters.
He became passionate about social-network analysis.
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His wife, Sharon, said he also was very much a family man. He
spent as much time as he could with his wife and three girls. And
he would do anything in the world for them.
Before John joined P&S in 1970, he worked as a journalist with the
Associated Press, and then became a member of the communications
departments at Pillsbury Co. and Dayton Hudson Corp.
Like his colleagues, John was devoted to elevating the perception
and practice of public relations. He led the Minnesota chapter of the
Public Relations Society of America (PRSA) and in 1995, became
president of the national organization. PRSA credits him with putting
the organization on the Internet, thus providing all members easy
access to a broad range of resources.

INSPECTOR GADGET
While the firm’s founders were perfectly happy pounding out copy on
manual typewriters, John was enamored with technology. He insisted
Padilla stay a step ahead of the competition through technology. As
for himself, he kept several steps ahead and was always futzing with
the latest hand-held devices.
John took a more cerebral and analytical approach to leading the
company than his emotionally driven predecessors. Gerry Wollan
appreciated John’s talents.
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John R. Beardsley, 1937-2010
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“He was a bit of a strange cat and that’s no insult,” Gerry said. “John
was a helluva writer and had the highest IQ in the place. The stuff he
read for entertainment would make most scholars blush. His idea of
joyous flip-flop reading was Scientific American.
“We never could get the theater out of him, not that we wanted to.
He aspired to be an actor and worked for a time with Theater in
the Round here in the Cities. Anyway, he had a little office on the
second floor and took to disappearing there for long stretches. I was
concerned, so one day, I went in and sat down. He looked up over
his glasses.
“I said, ‘John, I don’t know if you think of me as a friend or not.
I consider you a friend – I hope it’s reciprocated. In any case,
something is bugging you. What’s going on?’
“He said, ‘I am so goddamned bored, I’m about to choke.’
“That took me aback. John was bored? It seemed like he was caught
up in ‘Which way to go?’ He didn’t know if he wanted to stay in PR or
go into acting full time. I assured him that a lot of people experience
that during their careers. We didn’t resolve anything, but we talked
it through.”
Not long after that conversation, John got on a health kick and started
running to shed weight. He ran himself lean. He was running in
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southern Minnesota when a car hit and nearly killed him. Recovery
was grueling, but when he was ready to return to work, Padilla set
up an office for him on the first floor.
“I think that near-death incident and subsequent recovery helped
him make his career decision. He had to have been moved by the
support he found with his Padilla family,” Gerry said. “For whatever
reason, after that, John went full bore into PR.”
According to his colleagues, John never did anything halfway. Once
he decided to run with P&S, he stayed the course. He was appointed
CEO in 1984 and led the firm until 2001, when he handed the
reigns to Lynn Casey.
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“Everything’s Dead but the Future!”
A Fitting Epitaph for John Beardsley

by Matt Kucharski, Padilla Senior Vice President
My mentor, inspiration and friend John Beardsley, Padilla Speer
Beardsley’s former CEO, died Thursday evening (September 4, 2010)
after complications from heart surgery. He was 73, and he wasn’t ready
to go. Too many truths left to discover, too many ideas left to share. It was
an honor to be one he shared them with, and like the others, I’m a better
professional and person for it.
With a voice as suited for Shakespeare theater as for the boardroom,
Beardsley would shout “Everything’s Dead But The Future!” And he
believed it. There was nobody from his generation more in tune with the
next big thing. He was evangelizing the potential of the Internet when it
was still ARPAnet. He declared the beginning of the mobile computing
revolution the day he came home with one of the first (and only) Apple
Newtons. He used to have a book in his office on the social behavior of
ants – and I’ll be damned if he didn’t use it to talk about social networks.
His idols were people who were the vanguard of discovery and philosophy:
Lewis and Clark, Albert Einstein, Max Planck, Thucydides and Lazersfeld.
(Look the last three up – he made me do it, so you should have to as well.)
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One of John’s enduring passions was a quest to demonstrate the value –
the necessity – of communications in influencing behavior. He was doing
it right up to the end – studying social network theory and hoping to find
a formula to increase the probability and predictability of human beings in
socially networked environments. He was onto something, and he never
got a chance to finish it. That sucks – not just for him, but for all of us.
This is starting to get a little self-indulgent, and that’s not something John
tolerated, so I think it best to leave you with one of his favorite poems. He
chose it for one of our holiday broadsides, he shared it with staff when he
retired, and it seems fitting to share it with you.

After Working
After many strange thoughts,
Thoughts of distant harbors, and new life,
I came in and found the moonlight lying in the room.
Outside it covers the trees like pure sound,
The sound of tower bells, or of water moving under the ice,
The sound of the deaf hearing through the bones of their heads.
We know the road, as the moonlight
Lifts everything, so in a night like this
The road goes on ahead, it is all clear.
– Robert Bly
Rest in peace, my friend. The road indeed goes on ahead...
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The Brum & Anderson story is deeply
woven into the fabric of the current
Padilla culture.
Fierce competitors during the early ’80s, the two PR giants merged
in January 1987. At that time, they were the Twin Cities’ No. 1 (P&S)
and No. 2 (Brum & Anderson) PR shops. Merger talks between
CEOs Lou Brum Burdick and John Beardsley began in the summer
of 1986, just after Brum & Anderson orchestrated the runaway hit
opening of Canterbury Downs.
Back in 1978, the new little agency wasn’t even a blip on Padilla’s
radar.

BACK STORY
Lou Brum Burdick and Sally Anderson met while working for Edwin
Neuger & Associates, another Twin Cities public relations firm. Each
was brilliant in vastly different ways.
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Sally’s parents were opera musicians who gifted her with artistic
sensibilities. She was a “creative” – an account executive focused
on special events and nonprofits.
“My PR legacy is my father,” Sally said with pride. “Like father, like
daughter. He was in the concert-management business, and that
was all about promotion – press kits, press releases and mailings.”
Sally graduated from Carleton College with an English degree in
1960. She married and worked various clerical jobs until becoming
3M’s corporate PR department secretary. “I was drawn to PR. It
seemed an honorable way to use my communications skills.” After
a while, however, she left the workforce to start a family. In the mid’70s, she and her husband parted company, and for the first time in
a decade, she found herself poring over want ads.
“Ed Neuger gave me a job, bless his heart,” she said. “I was a
35-year-old divorcée who was way overqualified for his firm’s
receptionist opening, but he took a chance and hired me.” Soon,
Dick Rainbolt, a Neuger account executive, recognized Sally’s
outstanding communication skills, and “he mentored me, giving
me a crack at writing simple press releases. He was my PR 101,”
she said with a smile. It wasn’t long before Sally was promoted to
account work.
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Not long after Sally started, Neuger enticed Lou on board to build
the corporate and financial relations arm of the firm. Lou was a sharp
businesswoman. The eldest of eight children born to Wisconsin
farmers, her natural ability for accounting and management first
shone when she was a teenager and her father trusted her to run
the family’s dairy operation. At 18, she moved to the Twin Cities to
work and go to college. A few jobs, some night classes and a sixmonth excursion to Europe later, she landed at Apache Corp.
For the next eight years, she saw that company grow from 150
to 3,000 employees. She started as a secretary and was steadily
promoted until she took charge of the public relations department.
She was the company’s first female manager. But that didn’t raise
nearly as much dust as the fact that she was the first woman to
supervise male employees. Naysayers guffawed, “Those guys will
all quit.”
They didn’t.
Despite her success at the company, by the mid-’70s, Lou was
weary of her company’s growing pains. She accepted an offer from
Neuger, considering it an interim position while she explored other
opportunities. Unexpectedly, she found she really liked agency work.
And she was good at it.
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A FIRM OF THEIR OWN
“When Lou and I met, there was an instant connection between the
two of us,” Sally remarked. “We were not raging feminists, but there
was a pretty solid streak of it running in us. We’d followed some
parallel corporate paths and shared ideas about creating a really
special work environment.”
They dreamed about owning a firm together. In October 1978, the
two women leveraged their penchant for PR into a new company.
They proposed a radical new approach to public relations and office
life based on their experiences. With a typewriter, card table and
$2,000, they named their shiny new firm Brum & Anderson.
Sally’s dad gave her some sound perspective to start. He noted
that the timing was ideal to launch a female consultancy because
corporations were finally open to hiring women at higher ranks. He
also helped allay his daughter’s concerns about a small capital base.
“You don’t have any money now, right?” he said. “If you don’t make
it in a year, you still won’t have any money! What do you have to
lose? You can always find another job.”

LOCATION, LOCATION, LOCATION
To further their credibility, the pair decided to establish a presence
amidst commerce rather than work out of their homes. They sublet
a tiny interior court space in the Soo Line building at 501 Marquette
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“We were sensitive to the emerging issues
of women in the workplace, and we
wanted to eliminate those problems from
our company.” -Sally Anderson
Avenue in Minneapolis. Never mind that it was a windowless hole
in the wall; they could boast a prestigious downtown address on
their letterhead.
Most importantly, it was theirs.
“We wanted to build a different kind of an agency – one with a
powerful emphasis on quality of work,” Sally said. “Alongside that,
we wanted to make it a really good place to work. We were sensitive
to the emerging issues of women in the workplace, and we wanted
to eliminate those problems from our company.”
As their company grew, the pair also emphasized community
stewardship. Like P&S, Brum & Anderson recognized the importance
of connecting with and doing good in the community. That meant
more than simply belonging to boards. It meant actively volunteering
with business and nonprofit groups.

The Brum & Anderson Story 67

Two small accounts followed Lou and Sally from their old firm.
Unfortunately, both clients failed to pay their bills on time. The
fledgling firm needed bigger-name clients – right away.
“A couple of friends who worked at Fortune 500 corporations did us
a favor by hiring us to do $500 projects so we could list their names
on our letterhead,” Lou said. “That really helped.”
A stroke of great fortune came their way with a Canadian company,
Oxford Development. It owned a large expanse of downtown
Minneapolis real estate and was about to build City Center. When
Oxford came to town, its representatives met with Dick Youngblood,
the Minneapolis Tribune’s business editor. They told him they wanted
to make a big splash in town. They needed PR, but not a big firm.
They wanted somebody young and hungry – an agency who would
work really hard for them.
“They don’t come any younger or hungrier than Sally and Lou,” the
journalist responded.
A couple days later, “This elegant guy with a British accent sashayed
into our Soo Line office and hired us on the spot,” Lou said.
“Thankfully, we had real desks and a receptionist by then.” What
the client didn’t know was that their assistant was only part-time
because that’s all they could afford. They may have been small, but
they were professionals and knew how to look the part.
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“It was a very visible project and definitely helped us launch our
firm,” Lou said.

GOLF COURSES TO BOARDROOMS
The Brum & Anderson founders fully intended to be among the top
five PR agencies within 10 years. They made it in three. From her
corporate experience, Lou recognized that the agency-hiring process
was evolving among those companies who contracted with external
PR professionals. More and more, front-line managers made the
decisions – less and less often did top executives select an agency
in an informal setting, like on the golf course or over cocktails.
“The big PR firms in town at that time were headed by men
who’d always done business the traditional way,” Lou explained.
“They networked and had their connections from the various club
memberships. Those clubs didn’t allow women. And they were
missing the boat.”
Brum & Anderson identified a new way to reach the new decisionmakers by going into client offices and tying PR goals to their
prospects’ business objectives. Of course, the relationships had to
be good, but it was no longer exclusively about buddies creating
newspaper column inches. Instead, the focus became more…
well… businesslike.
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“Obviously it worked, because our portfolio grew pretty rapidly,”
Lou said. “One of our most validating compliments came from Don
Braman of Don Braman & Associates, one of the top PR firms at the
time. He said, ‘Lou and Sally forced all of us to change because they
recognized that the corporate world was changing and that you had
to be more professional in your approach. You couldn’t just count on
the good-ol’-boy network anymore’.”
Brum & Anderson outgrew its Soo Line spot in short order and
leased another in the Marquette building. They were too big for that
before they even moved in, and realized they’d better think bigger
with their next move into the Lumber Exchange Building at 5th Street
and Hennepin in Minneapolis. There they stayed until and beyond
merging with P&S.

EXCHANGING SPACES
In August 1979, on one of the hottest days in recent memory, the
Brum & Anderson staff packed up to move into their new home.
They enjoyed the dubious distinction of being the first to inhabit the
refurbished, historic Lumber Exchange Building, which meant they
were the guinea pigs for the electrical, plumbing and temperaturecontrol systems. Unfortunately, the air conditioners weren’t wired in.
With virtually no airflow, the building was insufferable in the morning
and got worse as the day dragged on.

70 The Brum & Anderson Story

“One of our account executives was eight months pregnant and
absolutely miserable,” Lou said, shaking her head. “We sent her
home. The rest of us sweated it out, though. Thankfully, they got the
air on and we were in business.”
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“It was a lovely space,” Sally added. “That’s where we were truly
able to establish the ongoing company culture that we’d dreamed
of. We decorated with art and placed fresh flowers everywhere.
PR people work hard, long hours. Clients are demanding, and lastminute emergencies are the nature of the beast. But the workplace
didn’t have to be as stark as the deadlines. We wanted people to feel
good about being here.”
Finally, the firm grew large enough to organize the staff into teams
to gain greater efficiencies. To better serve clients, they paired detail
folks with the creative types, keeping in mind individual expertise,
personalities and temperaments. It was a growing experiment, but
both felt it worked.

HIRING SMART
The founders of Brum & Anderson demanded and got professionalism
at every turn. But they also made sure there was heart in their
organization, and did everything they could to develop employees
and help them know they were valued. Providing education and
progressive benefits were key to their people-based strategy.
Notably, they were the first of the big PR companies to provide
paternity leave. And early on, they hired a senior-level male employee,
a move they felt was important to credibly avoid being labeled “the
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They also made sure there was heart in
their organization, and did everything
they could to develop employees and
help them know they were valued.
girls’ firm,” and to establish a well-rounded cadre of employees to
build on as they grew.
In a short time, Brum & Anderson became renowned for smart
hiring practices. Soon, throngs of applicants came a-knockin’.
Brum & Anderson developed screening practices, evaluated writing
abilities, and engaged Personnel Decisions, Inc., to help them
evaluate management-level candidates from every angle.
One of their hires was Lynn Casey, who later became chair and CEO
of Padilla. Today, Lynn points out that “writing skills, design talent
and technological acumen aside, a big piece of successful public
relations comes back to interpersonal skills. Clients entrust you with
company dollars and their own internal reputations. If you don’t have
the confidence – or the smarts to fake confidence – that inspires
trust and support, you don’t have anything.
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“Brum & Anderson was the hot shop in town,” Lynn continued. “I
was thrilled when I landed a job there. Everything that agency did
was vibrant and exciting: big name clients, radical PR marketing
ideas, and multi-dimensional teams solving tough problems – they
had it all.”
Brum & Anderson was well ahead of its time in the way management
kept all employees apprised of the firm’s financial health. Weekly staff
meetings usually included a “money in-money out” explanation for
everybody, not just a select few. That spirit of inclusiveness helped
employees realize they had a genuine stake in the firm. In fact, it
was the cultural precursor to modern Employee Stock Ownership
Program (ESOP) programs.

GLOBAL REACH
Brum & Anderson had clients throughout the United States
clamoring for attention, yet the partners knew that to remain
competitive, they’d have to segue into the global PR market.
In 1984, Brum & Anderson became the founding member of the
Public Relations Exchange, an association of independent PR firms
in major markets across the United States, and ultimately the world.
It later became IPREX.
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The Exchange was designed to provide assistance to local and
regional members, and share specialized services and expertise
around the world.

GO WEST, YOUNG WOMEN
In the early ’80s, Oxford Development set out to build Republic
Plaza in Denver. Company representatives asked if Lou and Sally
knew any firms in Colorado. Because of their work establishing PR
networks, they did. So they provided Oxford with a list contacts.
“They went out there and came back to report, ‘We aren’t happy
with what we found. Would you consider opening a Denver office?’”
Lou recalled.
“The oil and gas business was going strong then,” she continued.
“That was my background from my nine years at Apache Corporation.
We thought it fit, so we said ‘yes.’ Further, we weren’t going to make
the mistake we made in Minneapolis by renting a little office. We
leased substantial space in anticipation of expansion.” Sadly, the
ink was barely dry on the deal when the whole world – including
Denver’s oil and gas and real estate businesses – crashed into the
recession of 1981.
Brum & Anderson Denver struggled under the weight of the economy.
But the business culture was different, too. They encountered far
more good old boys there than in Minneapolis. Sally traveled out
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there frequently, and in September of ’84, decided to relocate to the
Denver office. Circumstances conspired and Sally’s interest waned.
Eventually, they agreed that Lou would buy Sally out.
That concluded their business partnership, but the two have stayed
close friends.

OPTIONS
Sally’s departure deeply affected
Lou. She considered herself the
business head and Sally the heart.
The firm was growing fast, and it was
harder for Lou to know all her people.
At one point, after acquiring Media
Information Systems (a media and
speaker training firm), they topped 50 employees.
Their client list turned heads. By December 1983, O’Dwyer’s ranked
Brum & Anderson nationally as No. 48 in its annual “50 Largest PR
Firms” report. P&S was No. 34.
“They were always the big gun,” Lou said about P&S. “We were
dogged competitors in the Twin Cities, but there were always many
things I admired about them.”
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Despite her firm’s success, Lou realized she wasn’t having as much
fun as she used to. She also found that long-distance travel and the
intensity of the work took her away from her young son – her “latein-life surprise” born in 1985. She wanted to explore alternatives
that would allow her to be have more time for herself and her child.
She approached two employees about buying an interest in and
eventually taking over the firm. They showed exceptional promise,
but they had young families and weren’t ready for that much
responsibility.
Lou continued to seek counsel from her board and friends to weigh
various options. She still had passion for her company and truly
cared about the people who counted on her for a paycheck.
She considered two possibilities. One was to reduce the size of the
company, retaining only the most experienced counselors and form
a boutique firm specializing in strategic and crisis communications.
But she felt committed to all who had signed on with Brum &
Anderson to be part of something special. She just couldn’t envision
telling any of them they no longer belonged.
That left option No. 2 – merger. That’s where P&S entered the
picture.
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In mid-1986, Canterbury Downs opened, following successful
efforts to secure the sole racing license in the state of Minnesota.
Lou, who was asked to serve on Canterbury’s Board of Directors,
was up to her eyebrows both with the racetrack client and running
her company. Her career, business and family concerns continued
to bother her. That’s when she and John Beardsley began talking
about the possibility of moving their firms from competitor to
colleague status.
Talks became reality. The merger was effective January 1, 1987.
The former competitors now had to be allies.
It wasn’t easy.
“I figured that in the long run, the merger probably wasn’t going
to work for me,” Lou said. “I had enough experience working with
entrepreneurial clients and company founders to know that it would
be difficult to convert my vision to a shared vision. But I was willing
to give it a try.”
At the same time, “People signed on with Brum & Anderson because
we were going to the moon. I couldn’t let them down. I agreed to the
merger for various reasons, but at the end of the day, it was always

Yours, Mine and Ours 79

about making sure my employees had at least equal – if not greater
– opportunities to advance.”

PADILLA, SPEER, BURDICK & BEARDSLEY
In the new company – Padilla, Speer, Burdick & Beardsley – John
Beardsley was chair and CEO. Lou Brum Burdick was president and
COO. For the sake of securing the future of the Brum & Anderson
legacy and her employees, Lou focused on creating a fair and
equitable merger. She and John agreed on a strategy that included
hiring Personnel Decisions to assess the cultures of each firm.
They identified strong commonalities, not the least of which was
a deep commitment to community service. Other descriptors that
employees of both firms emphasized:

People here are willing to work hard to help
our group achieve its goals.
People here care about each other.
People here are held accountable.
Lou and John regarded these shared values as foundational.
Their message to all employees was loud and clear. It was no longer
“your company” or “my company.” It was “our company.”
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Naturally, there were many difficulties, particularly at the top, where
two heads are not necessarily better than one. Most accepted that
redundancies would go away through attrition. In the end, the newly
merged firm lost some good people. Lou’s instincts for change
proved to be accurate, and she resigned after 18 months when
she decided to accept Canterbury’s offer of a management-level
consultancy position.
But the firm kept very good people, too – many of whom lead the
company today.
One basic challenge was how to house all the employees. Legacy
Brum & Anderson people were snug in the Lumber Exchange
Building – that space was too small to fit an expanded workforce.
Legacy P&S folks, on the other hand, were bursting out of their
multiple locations. Ideally, everyone would work under one roof, but
at that time, leasing space and moving presented cost and disruption
factors. They decided to keep all locations, and jockeyed people
and functions among them as needed. Franklin Avenue served as
headquarters.
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Establishing Padilla, Speer, Burdick &
Beardsley’s new normal meant getting
on with business.
Personal and personnel turmoil aside, the firm was still all about
serving and satisfying clients. Possibly the biggest winner of the
merger were legacy clients, who enjoyed a dramatically expanded
pool of public relations talent and resources.
In 1988, the first major post-merger client was Allen-Bradley, now
known as Rockwell Automation, with first-year billings reaching
$250,000. That was a lot of money back then, but it steadily grew to
be the first $1 million and later the firm’s first $2 million client.
“We had no experience pitching a company like Allen-Bradley –
an automation controls company,” said Kathy Burnham, now senior
vice president. “No matter. We had two whole days to become
manufacturing experts! Needless to say, we scrambled.”
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Padilla’s team did more than scramble – they succeeded in winning
over their counterparts at Allen-Bradley. Those contacts wanted
Padilla to represent all of Allen-Bradley’s brands.
As Lynn tells it, “They knew that Allen-Bradley would benefit by
having one PR agency work on behalf of the whole organization.
They asked us to come to an informal ‘Meet a few people from the
brands. We like you; they’ll like you. End of story. It’ll be fine.’”
When John and Lynn arrived at Allen-Bradley’s headquarters in
Milwaukee, they were told, “There’s been a little change of plans.
You’re actually going to meet with 40 people in the Rotunda.” Now,
the Rotunda was the company’s most formal presentation venue.
Faced with an audience assembled in plush, tiered seating, and
standing under bright lights, John and Lynn felt like the focus of an
inquisition. But they were pros. John was theater, and Lynn and her
team had done their homework.
They’d been told they were just supposed to talk to people. So that’s
what they did. They stepped forward with sleeves rolled up and
without slides (pre-PowerPoint). John sat out early, which was fine
with Lynn. He wasn’t going to be serving this business. If it was
going to work, clients had to be comfortable with her.
“I held the floor and noticed a lot of people nodding their heads and
looking interested, which was good,” Lynn said. “Then I noticed this
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one guy, sitting with arms crossed, in the back. He rarely made eye
contact. I didn’t know who he was. I didn’t know who any of those
people were. But at the end, as everybody was leaving, he collared
the corporate folks who had brought us in, dragged them into a
nearby conference room and commenced shouting at them.”
Lynn and John later learned that this fellow was by far the most
powerful marketing person in the room. He headed the company’s
marketing communication office in Cleveland. And he was steaming.
He had contracted with another PR agency and wanted to stick with
them. If the CEO said everybody would work with Padilla, he knew
he had to. But he was not happy about it.
Lynn decided right then and there to make peace. Great PR requires
solid relationships, so she decided to invite him to dinner. The very
next week, she was on a plane to Cleveland, and they met at the
best restaurant in town. After placing their order, she opened the
conversation with, “You’re stuck with me. Let’s make the most of it.”
She continued the story, “We were about the same age and had
some common ground to talk about. In the middle of our meal, he
looks at me and says, ‘You know, you are the messiest eater I’ve
ever met in my life.’ We both burst into laughter, and I knew at that
moment we would be best friends. If you can get to that kind of a
relationship with a client, as long as you serve them well, you are
partners for life.”
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It all comes back to relationships – superlative strategies, outstanding
creative, sharp tactical implementation, follow-through and great
working relationships.

MILLION-DOLLAR WHOPPER
The next really big fish they reeled in was IBM.
In 1990, IBM was on the threshold
of launching its PS/1 – the technogiant’s re-entry into the personal
computer market. Andy Edson
ran Padilla’s New York office at the
time. A contact he’d followed for 10
years landed at IBM. Andy and he
spoke about the PR possibility and
afterward, Andy called headquarters to talk with Lynn Casey.
“Can you make it out here right away?” he asked. “We’re going to
give a capabilities presentation to IBM, and we want you to be part
of it.” Lynn agreed, but was dubious.
“I thought it was going to be a big waste of time,” Lynn remembered.
“I figured we didn’t have any business working with IBM in any shape
or form. We had no experience in any of their markets. Further,
I knew they were working with very well-entrenched, big agencies.
There was really no way we were going to enter.”
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Despite Lynn’s misgivings, Padilla’s presentation went smoothly. She
expertly presented the firm’s capabilities and case histories. At the
end of the meeting, someone in the audience asked, “Do you have
any consumer electronics experience?” Silence blanketed the room.
All eyes fell on Lynn.
“Quite some time ago, JVC asked us to do some work introducing
products out of New York,” she answered candidly. “That’s about it.”
“We shook hands, packed up and I figured that was that – we’d
never hear from them again,” Lynn said. She flew home, determined
to avoid pitching to any more unlikely prospects.
Then, IBM called John Beardsley, who in turn summoned Lynn to
his office. She ran down the hall and wasn’t yet seated when the
IBM guy calmly announced they’d like to give Padilla a shot at the
PS/1 business. A $1 million account. Their rationale?
“We’re looking for a PR agency that doesn’t know us,” he said.
“We need them to come without computer experience, and we
want smart people who we have good chemistry with. Padilla Speer
Beardsley is all three, so we want you.”
The only stipulation was that Lynn be the anchor on the account.
When Lynn heard that, she was truly daunted. To dramatize her
panic, Lynn fell flat on the floor.
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“It wasn’t so much that we got the business,” she said. “It was that I
was deep in the middle of building our relationship with Allen-Bradley.
It was a touchy time because Allen-Bradley had a lot of other PR
agencies vying for their account, and we were just starting to learn that
business. Also, I had a very young child at home. It was too much for
me to take on managing another huge out-of-town client.”

CIRCLE THE WAGONS
First of all, John reminded her she wasn’t alone. Within 30 minutes,
he formed a circle of colleagues around her. Together, they
created an IBM PS/1 launch PR strategy, identified tactics,
assigned duties and went to work. Lynn was no longer daunted. She
became energized.
“The team was just fabulous,” Lynn said. “We ended up hitting the
ball out of the park. To simulate computing at home, we transformed
the news conference stage into a living area, and placed our featured
speaker, the head of IBM’s PC business back then, in the homey
setting. He was dressed casually in an argyle sweater for the photo
that accompanied a launch press release. That photo ended up
in just about every newspaper in the country. The news coverage
helped sell so many PS/1s that IBM quickly took market share from
competitors who were already well-entrenched in the home.”
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TEACHING THE NEXT GENERATION
PR and journalism majors at regional universities and colleges
coveted the opportunity for a Padilla internship. One reason: The
firm actually paid interns. For another, executive staff was committed
to providing students with in-depth learning experiences, rather
than relegate them to mind-numbing filing, fetching documents
and counting column inches of coverage. The same held true for
new employees. Padilla was serious about teaching rookies how
to be professional PR practitioners. Yes, there was a mundane,
administrative side to PR. But newcomers also gained exposure to
crisis communication, marketing, creative processes, real consulting
and bold promotional strategizing.
“When I started, the firm was representing a client in the midst of
intense negotiations to buy one of Minnesota’s largest businesses,”
said Matt Kucharski, who today is a senior vice president at Padilla.
“There was a daily conference call during all this, and John Beardsley
asked if any of us AAEs [assistant account executives] and interns
wanted to silently listen in.
“Hey, the chance to listen in with the big wigs? Of course! All of us
piled in there, quiet as could be. When I think back on it, it was
pretty cool that he would let us do that. We did our fair share of grunt
work, but we were exposed to gutsy PR, too.”
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The biggest difference between
the two firms was basic structure.
Barb Kuklock, who came over from Brum & Anderson, was now
Padilla’s human resources vice president. “Brum & Anderson was
process-driven. Padilla was much looser. It was my job to bring order
to HR, and step one was combining personnel files.”
A few days into 1987 and the merger, Barb was feeling like a thirdgrader in the principal’s office as she sat across the desk from her
new boss, Jerry Erickson, then Padilla’s CFO. With a deep breath,
she began:
Barb: “What can you tell me about your performance processes?”
Jerry: “What do you mean?”
Barb: “We have to set up systems so we can combine employee
records.”
Jerry: “Oh, yeah. We should do that.”
“Two weeks later, Jerry hadn’t responded. I talked to him again,”
Barb remembered. “I said, ‘Jerry, let’s talk about those HR files. I
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haven’t run across them yet.’ So he whips out a legal-sized sheet of
paper, and slips it across the desk, saying, ‘Here’s what we have.’”
It was the name of employees, titles and salaries. Nothing else. Barb
was incredulous.
Barb:
Jerry:
Barb:
Jerry:
Barb:

“That’s ALL?”
“What else do you put in an HR file?”
“Job descriptions, for one.”
“JOB DESCRIPTIONS? Oh, honestly, Barb…”
“No, really, Jerry. This is important. There are other critical
things, too. Like resumes and offer letters. When you hire
somebody, don’t you put it in writing?”
Jerry: “Not exactly.”
Barb: “Well, we will start building those files right away. For legal
purposes, if nothing else. We should also keep copies of
annual reviews, benefits, professional education records,
recognitions and awards.”
Jerry: “
That’s a great idea, Barb. Can you make those files for
everybody? Ann Biggar can help you.”
Ann was Padilla’s office-and-everything-else manager. She came to
Padilla in 1980, before the mansion had central air-conditioning.
She supervised the installation of window air units in the spring and
storing them in the autumn. She was on call for building security
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when folks worked late and accidentally tripped the alarm system.
She knew who to call to solve building and grounds problems –
including the temperamental ancient plumbing.
From that first mutual assignment, Ann and Barb blended well and,
in fact, were instrumental in creating and implementing the employee
ownership culture at Padilla. Through their educational efforts, the
company evolved smoothly into an Employee Stock Ownership
Program (ESOP) for everybody – not just principal stockholders –
in 1992. This employee-ownership culture remains today, as is the
firm’s independent-agency status.

‘I QUIT!’
“The first time I quit was in 1995,” Barb recalled. “I was in charge
of HR and the computer system. We had just upgraded to Windows
95, and I had nine open jobs to fill. With a company of our size and
HR resources, that was a lot. The technology migration was just too
much. So I walked into Jerry’s office and said: ‘I quit.’”
Jerry:
Barb:
Jerry:
Barb:

“Whoa there, Barb. Come back here! Let’s talk about this.”
“I quit. At least I quit IT [Information Technology].”
“You can’t do that.”
“I have to. Somebody’s going to murder me if I don’t quit
because I’m not doing the HR part of my job. I have nine
job requisitions that I haven’t even touched yet because I’ve
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been trying to fix the computers. Jerry, you either have to
step up and take over IT or I’m just walking out.”
Several years had passed since their initial discussion about HR files.
The two had a good working relationship, and Jerry had no intention
of losing this valued employee. He looked at Barb thoughtfully for a
moment before responding, “Okay, how hard can it be? I’ll take it.”
“Good,” Barb said. “You have 45 computers that need immediate
attention. Now go!”
Barb laughed when she told this story, but on the day she talked
with Jerry, she was genuinely upset. It was only after Jerry took the
lead that he discovered the enormity of the task that pushed Barb
to the edge. He learned that when a new technology platform goes
live, complications and questions arise that only the specially trained
personnel can address. He brought in heavy-duty IT support.
In relatively short order, employees were humming away on their new
and improved computers. And Barb completed the open requisitions.

PLUMBING, ELECTRICAL AND...EEKS! A MOUSE!
All agree that life inside the stately mansion at 224 Franklin Avenue
West came with challenges. Electrical wiring was creative, plumbing
was cantankerous and leftover food attracted mice in droves.
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But there was charm, too. As Gerry Wollan noted, “There’ll never
be anything as warm, wonderful, cuddly and homey as the old
mansion.” When fully lit at night, it was a thing of beauty. The
basement ballroom bespoke a genteel past.

SPACE – THE FINAL FRONTIER
Pandering to commercial parochialism demanding that agencies
keep offices in the cities where their clients resided, Padilla
established satellite offices. As the 1990s drew to a close, that was
no longer the case. Padilla still had the St. Paul office that came with
the B&A merger and a St. Louis Park location. Yet even though the
Minneapolis headquarters now included the mansion next door and
a carriage house in the rear, there were simply too many people to
hire in more.
Parking was another problem. Some people had to leave their cars
six blocks away from the office. Those issues – combined with the
need for more desks, more technology and an updated image for
the firm – drove the decision to move.
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A small group of Padilla veterans who’ve been with the firm 20-plus
years gathered one afternoon in March 2011 to reminisce about their
bygone mansion days. Here is an assortment of their recollections:

“If you had a white-out key on
your electric typewriter, you were
really something.”

“Getting a corporate website before
we could even access websites on
our work computers.”

“Huge, clunky and persnickety
computers.”

“Pre-Vikings game pig roasts in the
parking lot.”

“Budget worksheets that took four
hours to document 10 hours of
billable time.”

“A directive from on high informing
all employees that the third-floor
bathroom would be the firm’s
designated smoking area.”

“The stupid, dumb PC down in the
basement.”
“The grumbling plumbing.”
“Moving people around among all
the buildings.”
“Mice in the basement.”
“Crowding three ‘work stations’
into a refinished closet.”
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“Ann Biggar giving me a floppy
disk on my first day at work.”
“Dave the IT guy introducing me
to the World Wide Web in 1991.
It had hyperlinks!”
“Being one of the first PR firms to
have electronic timesheets on our
computers.”

“The house’s wiring was maxed so
if there was static electricity and
you touched a keyboard, your
monitor went ‘BLOOF!’ and go
black. You’d have to reboot and
sometimes, everything you were
working on was lost.”
“Women didn’t wear slacks to work
in the 1980s. It was nylons and
suits with pleated skirts.”

“Rich benefits. We’ve always had
terrific benefits.”
“The staff staging a fake coup
when the brass was off at a
conference.”
“Really fun summer parties at
Sally Anderson’s cabin, Turtle
Lake and at Don Padilla’s farm.”
“Mice everywhere!”

“Guys had a dress code, too. I still
have a copy of ‘Dress for Success’
that John gave me.”
“The first business-casual attire
policy John wrote said, ‘If you
look in the mirror and it appears
you could be going to a tennis
match, go change.’”
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In 1999, John Beardsley appointed
a relocation task force.
In the first of many, many meetings, a team of employees identified
their ideal company headquarters in Minneapolis.
First and foremost, the space had to be distinctive. After all, this was
the PR agency that had been headquartered in a Georgian mansion
for some 30 years. Also, employees wanted nearby, free parking, a
central location to ease everyone’s commute, and the kind of place
that enhanced the image of the firm.
But the price couldn’t be outlandish.
Wish list in hand, team members were motivated and optimistic as
they started searching. But when they found nothing on the market
that suited the company’s needs, discouragement set in.
Then one day, Tom Jollie, senior vice president, told Padilla’s real
estate representative, Keewaydin Real Estate Advisors, about a
site near the Mississippi River. According to a CityBusiness article,
1

1 “Best in Real Estate – OFFICE WINNER” by Scott D. Smith, staff reporter. April 2002.
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“a developer had a riverfront site primed for development. When
the initial developer was not able to obtain financing, Keewaydin
approached the Minneapolis Community Development Agency for
an extension.” Eventually, Ryan Companies U.S. Inc. came on board,
and the project – with Padilla as the main tenant – moved forward.
Challenges were myriad. A Minneapolis ordinance prohibited new
surface parking, but building a ramp would be too expensive. Padilla
and Ryan just barely obtained a zoning variance allowing the surface
parking by a City Council vote of seven to six.
Then, “When we started coming up with more ideas than the original
architect, we hired Perkins & Will, who really did a terrific job,” said
Ann Biggar, Padilla’s office manager.
The team wanted a view of the river. So, “a cherry picker was brought
in to take people up to provide an idea of the view from the fourth
floor,” Ann said. “We were sold!”
The building was named River Parkway Place. Its presence helped
stimulate area redevelopment. Once-vacant, litter-filled eyesores
nearby made way for neighbors like the Guthrie Theater, the Mill
City Museum and Gold Medal Park.
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MOVING DAY!
Moving day arrived at last. January 28, 2002, dawned cold and
crisp. Padilla employees showed up at the new location, carting
boxes. The space was – and is – stunning.
The company’s glass-encased headquarters – including a two-story
windowed atrium – offers a panoramic view of the Minneapolis
skyline and the Mississippi River. Walled offices are situated in the
center of each floor, while employee cubes sit closer to the windows,
offering an abundance of natural light.
“People found it a very bright and energizing place,” Ann said. “The
mansions have an important place in our history, but moving to the
new place on the river was the right thing to do. Padilla is all about
people, and people made our new space home.”
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Ten years later, in 2011,
the place is definitely home
Once-empty shelves in the reception now display client products
– and the most recent additions to Padilla’s cache of PR and
community awards.
Padilla Speer Beardsley is reluctant to blow its own horn. Its people
make headlines happen, but they tend keep a low profile and ensure
clients get the visibility. On the other hand, they are proud of their
community service, and their walls display numerous United Way
and other civic accolades. Then there are the awards for work on
behalf of clients. Among these, PRSA Silver Anvil statues hold special
places of honor. For the uninitiated, Silver Anvils are the Academy
Awards of the PR industry, toasting the best of the best.

MUM’S THE WORD
The firm received its first Silver Anvil for helping its client, Dayton
Hudson, receive major media coverage when it was listed on the
New York Stock Exchange on September 8, 1969. Don Padilla led
a promotional strategy that included a three-day flower show at the
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intersection of New York City’s Wall and Broad streets – smack in
the middle of the city’s financial district. This wasn’t just any flower
show –it featured a half million mums, sunflowers, roses, marigolds,
daisies and a dozen other blooming varieties. The show was created
by internationally recognized floral designer Everett Conklin.
Commercial West Magazine (a financial periodical) reported,
“Subway entrances, lamp posts and building entrances were
festooned...Throughout the area were flower carts with pretty young
girls passing out flowers and taking contributions for charity.”
The show cost about $50,000 – a tidy sum by today’s standards,
but much greater in 1969. That alone brought a powerful message
to all going in and out of the hub: Dayton Hudson had arrived!

FIDDLER ON THE (PARTIALLY COMPLETED) ROOF
Another Silver Anvil came Padilla’s way in 1985 for public relations
surrounding St. Paul’s Ordway Music Theatre grand opening. The
client wanted a metro-wide celebration. With his signature flair,
David Speer helped come up with an extravaganza that delivered
that and more.
Builders completed the hall’s glass and copper façade the summer
before the grand opening. What could better commemorate this
milestone, David reasoned, than pairing violinist Romuald Tecco
(St. Paul Chamber Orchestra concertmaster) with Professor Peter
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Romauld Tecco and Peter Schickele atop the Ordway

Schickele (of P.D.Q. Bach) for a lunchtime exchange of clever quips
and musical tidbits? On a pleasant day in July, the brilliant duo
entertained downtown St. Paulites lunching in Rice Park, across the
street from the Ordway.
When the entire hall opened, festivities began with a New Year’s Day
open house for the public. Then came a 10-night opening festival
of music, dance and theater in two performing halls, followed by
late-night jazz cabarets. Ten events allowed thousands of people
to experience the grand opening magic. Also, they provided an
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equitable approach for the major tenants – the St. Paul Chamber
Orchestra, The Schubert Club, and the Minnesota Orchestra – to
be featured. Further, it demonstrated the staging and acoustical
versatility of the Ordway’s main hall and smaller Studio Theatre.
The extended grand opening events drew more than 23,000 people
to the New Year’s Day open house. Nearly 20,000 more enjoyed
opening night, and thousands more shared in the excitement on live
television broadcasts.
The event drew major media attention. More than 550 articles,
photos or editorials appeared in publications and broadcast media
across the United States. In addition to the Silver Anvil, the firm
received a Minnesota PRSA Best of Show, and a Golden Trumpet
Award for special events and observances.
Padilla’s award wall continued to grow over the years to include many
more prestigious national awards. But in the end, awards mean
nothing to Padilla employees unless their clients are happy. A quick
visit to the company’s website to review the top flight companies
Padilla serves makes it crystal clear that customers are more than
satisfied – they are delighted.
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Global Record Run For National Car Rental
By Sue Haberle

In 1976, National Car Rental’s
Public Relations staff challenged
Don Padilla and Dave Speer to
come up with an activity that
would increase the car rental
company’s visibility as an
international organization. As the
third largest car rental company
in the world, National needed a
dramatic event to propel it above
Hertz and Avis, at least in the eyes
of the media.
Don suggested we drive two
automobiles around the world,
stopping at National Car Rental
locations along the way. The
cars would be 1977 Pontiacs,
highlighting National’s long
association with General Motors.
Coming in the Bicentennial year,
the event would be called “The
U.S. Bicentennial Global Record
Run” and begin on July 4. The
objectives of the event were:
• To set a world’s record for automobile travel around the world;
• To increase awareness of
National and its worldwide
capabilities;
• To demonstrate the feasibility
of world travel by car;
• To attest to the durability of
stock Pontiacs (a Grand Prix and
a Sunbird);

• To act as goodwill ambassadors from the United States in the
Bicentennial year; and
• To inspire National’s then10,000 employees.
The two cars, appropriately
painted National green with
company logos, were driven by
professional drivers – Johnny
Parsons, an Indy 500 champion,
and Paula Murphy, who was the
women’s quarter mile record
holder. A third car, a back-up van,
accompanied the group of seven
individuals, including Tom Lee
from Padilla and Speer.
The trip, which took 102
days, covered 38,000 miles and
touched five continents, earned
a place in the Guinness Book of
World Records. The Grand Prix’s
steering wheel was presented to
the Guinness Hall of Records
after the trip, and the cars were
donated to automobile museums.
The
American
Revolution

Bicentennial Association awarded
National a special certificate in
honor of the achievement. The
mayor of Bloomington, where
National was based, declared
October 15, the completion day,
to be “U.S. Bicentennial Global
Record Run” day. An employee
tailgate party welcomed the team
back to National headquarters.
The event won extensive print,
radio and television around the
world. Parsons and Murphy even
appeared on several nationally
televised programs, including
“Wonderama” and “To Tell the
Truth.” A 30-minute film, called
“One Lap Around the World”
was created from footage taken
during the trip. It was distributed
to sports, travel and business clubs
through Modern Talking Picture
Service, following a media
premiere night in Minneapolis.
By all accounts, the event was
spectacularly successful!
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If Don Padilla and David Speer stepped
off the elevator and into the 4th floor
reception area today, they’d be awed by
the company they once owned.
So much has transpired since 1961, when they shook hands to
solidify their business partnership. New facilities, new faces, new
clients, new technology. Further, the business landscape has
changed radically since the founders left the firm at 224 Franklin
Avenue West.
They might be a little bewildered by the absence of manual
typewriters – remember, they pounded out copy the old-fashioned
way. Nevertheless, they’d fully embrace anything that provided a
competitive edge, including newfangled communications media,
tools and trends. At the same time, they’d LOL at terms like blogging,
texting and tweeting.
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The firm’s founders would probably be proud of how Padilla
Speer Beardsley has evolved with the times. But would they be
surprised? Not likely. Don and Dave built the company to last, and
chances are good they’d be pleased to see that the foundation of
integrity, creativity, innovation, education, community stewardship,
professional leadership, and customer delight remains solid at
1101 West River Parkway.

PEOPLE AT HEART – TECHNOLOGY AT HAND
It’s only logical that the firm’s most up-to the-minute capabilities
appear on its website homepage (www.psbpr.com). The text evolves
regularly, but for the sake of a future generation charged with writing
Padilla’s history, Volume II, here’s how it looked in early 2011:
Padilla Speer Beardsley builds brands. Protects reputations. Creates high-impact
communication strategies. And delivers fresh ideas that inspire action among
consumers, investors, employees, community leaders and other people pivotal
to our clients’ success.
Our edge is expert execution combined with exceptional client service. Our
trademark promise: Something unexpected. No surprises.
Padilla provides organizations – from Fortune 500s to startups to nonprofits – with
end-to-end communication solutions to help them achieve their business goals.
We know how to navigate today’s multi-channel media landscape. We know
what to say and how to say it, whether we’re launching a product or managing a
crisis. We’re grounded in corporate communications, fluent in investor relations,
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and accomplished in consumer and B2B marketing. We specialize in research,
creative communications and everything new media.
Plus, we provide the strategic experience and business savvy that comes with
50-plus years of engaging, energizing and mobilizing key audiences.
Padilla’s multi-specialty PR professionals bring a thoughtful blend of creative
intelligence and business acumen to every communications challenge their
clients face. Whether a business wants to launch a product, attract investors
or build a website, nearly 120 of the best creative minds and specialists in the
business stand ready to help move minds and markets in:
• Business-to-Business Marketing
• Consumer Marketing
• Crisis and Critical Issues
Management
• Employee Communications

• Creative and Interactive
• Investor and Corporate Relations
• Public Affairs
• Media Relations
• Research

HOT SHOP
In 2010, Paul Holmes, who closely follows the industry, named Padilla
as Best Agency in America to Work For (see sidebar p.117). In prior
years, the firm was recognized by the industry as the best mid-size PR
employer in the Midwest, and the Star Tribune named Padilla among
Minnesota’s Top 100 Work Places in 2010 and 2011. It also was a
finalist in the PR Week 2009 “Mid-size Agency of the Year.”
According to glassdoor.com, a reference for job seekers that
provides information about jobs and companies, “PSB is a good
place to work.” A current employee summed up the reasons:
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“Good experience, fair pay, great benefits and it’s a highly respected
firm… Also, it’s an employee-owned company, which is rare in this
field.” Cons? “If you are not a self-starter or need a lot of handholding, Padilla Speer Beardsley might not be a good place for you
to work.”
“That’s typical for what our people say about working here,” said
Barb Kuklock. “We care about our people and we have outstanding
benefits. In turn, our employees tend to stay here, which results in more
knowledgeable professionals serving our clients. Everybody wins.”

HIRING FOR THE FUTURE
Padilla attracts graduates from the best journalism, marketing
and business colleges, as well as top-notch professionals already
practicing in the field. Following its “Keep Learning” value, Padilla
continually provides employees with personal and professional
development opportunities.
“It’s a holistic approach to hiring people,” Lynn explained. “In this
business, you don’t make a lot of money, but you have a lot of fun.
And you’re involved in shaping positive outcomes for clients.
“It’s a privilege and a responsibility,” she said.
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Best Large Agency to Work For:
PADILLA SPEER BEARDSLEY
Taken from www.holmesreport.com

Minneapolis-based Padilla Speer Beardsley has
featured regularly on our Best Agencies to Work For
list, but this is the first time it has ranked number one
in its weight class, a reflection of the commitment
of chief executive Lynn Casey and vice president
of human resources Barb Kuklock to ensure that as
the firm grows–it now has more than 100 people–
it continues to operate according to the strong
Midwestern values that have earned it a reputation as
one of the best managed firms in the country.
One key to the firm’s culture is that Padilla Speer
Beardsley looks first to existing employees and
friends of the firm around the country for candidate
referrals. “That’s because people who know us best,
understand our values and the qualities we seek in
potential employees,” says Kuklock, who says that
in 2009, 65 percent of new hires in Minneapolis and
New York resulted from such referrals. And while
PSB looks for relevant work experience, it is also
keen to ensure that new employees are committed to
the firm’s guiding principles (be your best; act with
integrity and respect; keep learning; and lead clients
and deliver results) and bring a passion for extracurricular leadership.
The firm helps employees “keep learning” with
a professional development program called Padilla
University, where courses focus on topics such as
ethical decision making; difficult conversations;
new business development; and media relations
best practices, drawing on resources from Harvard

Business School and the Council of Public Relations
Firms. New courses in 2009 included “Getting to
Great: How to Fast Track Your Leadership Impact,”
facilitated by David Grossman, a Worldcom Public
Relations Group partner who specializes in employee
engagement; and Strengths Finder, an assessment
that allows employees to better understand their
personal strengths and learn how to do what they do
best every day.
Padilla Speer Beardsley also has a passion for
giving back to the communities where its employeeowners live and in 2008 its philanthropic efforts
were honored with the coveted Minnesota Keystone
Award, presented annually by the regional chamber
of commerce to companies with extraordinary
philanthropic records.
Finally, it’s clear that employee ownership
remains one of the firm’s most important assets
when it comes to attracting and retaining talent. Says
one respondent: “The fact that we’re an employeeowned firm means decisions are made here and
they positively impact us all rather than a faceless
leader or group of shareholders and we have a role
in the decision-making process.” Another cites “the
dedication of some higher level team members to
help lower level team members learn, grow and stay
challenged with work that is important to the client.
These higher level team members take the time to
provide unsolicited feedback and encouragement to
lower level staff.”
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Ten years ago, Lynn Casey
was promoted to chair and CEO.
“When John [Beardsley] broached the subject, I was on the road
a lot serving an out-of-town client,” Lynn explained. “Because I was
away so often, I started feeling a disconnect with the office. I was
also apart from my family too much.”
John, on the other hand, was planning his exit strategy and wanted
to ensure the right individual could take over. The timing was right
for both of them.
“I’m the default CEO and proud of it,” Lynn laughed. “My peers all
had very deep expertise that was really needed on behalf of clients.
But there I was, this mile-wide, inch-deep person who could fill in
and do just about everything. But things wouldn’t crumble if I left a
practice area.”
All joking aside, though, Lynn is a talented PR leader with a sharp
mind and a gift for leadership that’s critical to guiding Padilla’s
journey into the future.
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AN INDUSTRY IN FLUX
Padilla’s experts stay on top of industry trends, so the firm makes
informed choices about where to invest resources and potential
pitfalls to avoid.
“Because our industry is in flux, it’s the most exciting time to be
in the communications business,” Lynn said. “The Internet opened
opportunities that were unheard of one and two decades ago.” Former
silos within the communications arena are dissolving quickly, giving
clients ready access to core competencies of PR firms, branding
companies, graphics houses, advertising agencies, et al.
Padilla’s leadership team recognizes they are marketing to increasingly
more astute communications service buyers. To sharpen the firm’s
competitive edge, it established a robust creative department, and
appointed an executive creative director charged with developing
and presenting more integrated, campaign-oriented, big-idea-based
programs for clients. The goal today and tomorrow is to ensure
clients don’t have to go anywhere else to get outstanding service, no
matter which communication vehicle suits them best. And if Padilla
cannot provide a particular service, the firm has a vast network of
partner companies that can.
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Yet while the people of Padilla develop core competencies in multiple
disciplines, they will continue to retain and grow in foundational
competencies like corporate and investor relations, strategic
communications planning, media relations strategy and execution,
and crisis and critical issues communication management.
“I believe clients will choose Padilla in the future for the reasons
they’ve always chosen us,” Lynn said. “It’s our values, our ethics,
and never accepting status quo. Also, we feature something
unexpected – no surprises. If we stay that course and keep alert for
the possibilities – chance favoring the prepared mind – we’ll have it
made for the next 50 years and beyond. “
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Thanks for the memories
Thanks to all who shared their memories and given a piece of their
hearts to an extraordinary company. You made this book not only
possible, but meaningful.
Sally Sandoe Anderson
Sharon Beardsley
Ann Biggar
Marian Briggs
Lou Brum Burdick
Kathy Burnham
Sue Haberle
Kit Hagen
David Hakensen

Doreen Padilla Hyde
Tom Jollie
Matt Kucharski
Barb Kuklock
Marilyn Moyer
Doug Padilla
Nancy Speer
Gerry Wollan

We owe special thanks to David Hakensen, Gerry Wollan, Lou Burdick
and Ann Biggar, who willingly revisited the past, dug through dusty
historical files and lovingly edited preliminary drafts, as only a Padilla
Speer Beardsley family member can.
Additionally, we are grateful to the Padilla creative department
professionals who brought visual life to the story.
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Christina Cavitt is a freelance writer from St. Paul who
specializes in corporate and individual biographies.
Please visit www.cavittbiographies.com for more information.

www.padillaspeer.com

