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PREFACE

Most historians of business in the past have paid little atten
tion to marketing practices.

They have eulogized the founders, have de

scribed triumphs and disasters, and have included pictures of buildings
and products.

But only in recent years have studies sponsored by the

Harvard School of Business Administration and by such historians as Tho
mas Cochran, Allan Nevins, and Arthur Cole pioneered in the more parti
cular areas of the distribution and marketing of goods.
This study describes the marketing practices of certain selected
Brandywine and Wilmington firms during the nineteenth century that were
producing gunpowder, paper, iron, and textiles.

Among the previous re

ports prepared for the Eleutherian Mills-Hagley Foundation only the one
dealing with the founding of E . I. du Pont de Nemours and Company by
Norman B. Wilkinson touched upon this topic; one of the main reasons for
the inclusion of marketing methods in this particular study being that
readily
voluminous

primary materials, including letter books were /available.

Care had to be exercised in the preparation of this present report to
prevent the abundant material on the marketing of powder from overwhelming
all else.
Only fragmentary records on the marketing of paper were located.
The business papers of the Lobdell Car Wheel Company for most of the nine
teenth century are available at the Pennsylvania Historical Society.

In

its early years the company also manufactured agricultural machinery, boil
ers, steam engines, and machine tools.

Printed material concerning Harlan

and Hollingsworth, Jackson and Sharp, and Pusey and Jones is of little value
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for this study.

Histories of the Bancroft mills and reports on cotton

and woolen manufactories on the Brandywine contain practically nothing
on marketing.

However, the business papers of Charles I. du Pont in the

Eleutherian Mills Historical Library did furnish considerable

information

pertinent to this study.
Thus, we believe this report makes a contribution as a preliminary
study in a neglected area of American business history.
is fragmentary and incomplete.

Of necessity it

As additional business papers of Wilming

ton and Brandywine companies come to light, it can be expanded.

The writer

appreciates the advice and assistance of his supervisor, Dr. Norman B. Wilk
inson, in preparing this report.

CHAPTER I

HISTORICAL BACKGROUND OF MARKETING IN THE NINETEENTH CENTURY

Marketing has been defined as "the act of selling or of purchas
ing in or as in a market."

It is the purpose of this paper to investi

gate the marketing practices of selected Brandywine and Wilmington firms
in the nineteenth century, especially those of manufacturers of gunpowder,
paper, iron, and textiles.

It will also comment upon the general pattern

of marketing practices during that century.
The dominant figure in marketing at the beginning of the nineteen
th century, as he had been for five hundred years, was the sedentary mer
chant, or merchant capitalist.
sury, and ship.

The counting house was his office, trea

From a small shop in downtown New York, Philadelphia, or

Wilmington, he carried on both wholesale and retail trade in all parts of
the world.

Since buyers came to him, he has been called the "sedentary"

or "resident" merchant.
ed by a few apprentices.

His only employee was a clerk who might be assist
Field ventures were undertaken by resident agents,

captains, or supercargoes, who generally worked on commission.

The seden

tary merchant often owned ships which engaged in coastwise and foreign
trade.

He bought and sold goods at wholesale and retail.

He also acted

as a commission agent, assumed marine risks, and performed banking func
tions.

He might have funds invested in distilleries, ropewalks, flour

mills, or tanneries.

The greatest of these American sedentary merchants

was John Jacob Astor who accummulated a fortune through the fur trade,
1
shipping, real estate and banking.
Robert Oliver of Baltimore is a good illustration of the seden
tary merchant or merchant capitalist.

His firm at the beginning of the
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nineteenth century engaged in selling goods consigned to it, guarantee
ing debts arising from sales, provisioning ships, and importing goods.
Terms involved cash, or credit for two, three, four or six months.

Ac

cording to his biographer, the methods used by Oliver, such as the form
of organization, methods of managing m e n , keeping of records, and types
of investment had been so long current they would have been understood
in fifteenth century Venice.

The main characteristic of the business

was consignment carried on with the aid of correspondents and agents.
The business involved venture trading and lacked specialization.

His

biographer concluded that "Oliver was typical of merchants who devoted
their capital and their enterprise to ships and shipments, to wares of
many kinds, and to the provisions of loans, insurance, and storage faci
lities."

During his lifetime he became as wealthy as his counterpart
2

Andrea Barbarigo had become in Venice in the fifteenth century.
Another illustration of the sedentary merchant was Colonel James
Neilson of New Jersey, who at the turn of the century bought and sold
wheat, corn and provisions outright or on commission in the New York
market.

From his store he supplied customers with sugar, tea, brandy,

and farm implements.
them in New York.
real estate.

He loaned money to customers or arranged loans for

Later in life he dabbled in banking, insurance, and

He was a promoter of turnpike companies, the Delaware and

Raritan Canal, and railroads.

His biographer in a summary statement noted,

"Thus his career was an unusually complete synthesis of the many and di
verse elements found in the America of his day, an illustration of the
way in which the intelligent merchant adapted himself to the new machine
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The Wilmington community furnishes many examples of sedentary
merchants at the beginning of the nineteenth century.

Joshua and Thomas

Gilpin of Wilmington and Philadelphia jointly operated a commission bus
iness and store in Philadelphia, as well as a paper mill and textile fac
tory on the Brandywine.

They also sold real estate and promoted the con

struction of the Delaware and Chesapeake Canal.

Members of the Warner

family engaged in the exportation and importation of goods, the sale of
merchandise on commission, and the transportation of freight to coastal
ports.

They also operated a grocery store and a packet boat line to Phil

adelphia.^
William Hemphill came to Wilmington before the American Revolution
as a commission agent or factor for a Philadelphia merchant.

He soon be

came a storekeeper, a wholesale merchant, and an exporter and importer of
goods to and from the West Indies, Ireland, Europe, and elsewhere.

Before

his death he served as a director of the Bank of Delaware, director of an
agricultural society, and director of the Wilmington Bridge Company.

James

Hemphill, his son, sold flour on commission, went as supercargo on voyages
to the West Indies and Europe, operated a wholesale grocery business, spec
ulated in grain and lumber, and founded a packet line.^
Gradually the sedentary merchant disappeared before the industrial
capitalist, and mercantile capitalism gave way to industrial capitalism.
The multiple functions performed by the sedentary merchant were taken over
by specialists.

The tendency toward specialization was the dominant char

acteristic of the period from 1790 to 1890.

Industrial capitalists have

been defined as specialists who used power machinery, drove their employees
hard, and preferred to use paid workmen rather than agents.

In view of the
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potentially vast American market, only power machinery and assembly line
production could adequately supply it.
The period in the history of the Wilmington area when the change
from commerce to industry was most marked was in the years from 1807 to
1815.

In a study of the Wilmington merchant from 1775 to 1815, Sally G.

Farris has observed:
The years from 1807 to 1815 mark a relative decline in
Wilmington's commercial activity. The trade restraints imposed
by the War of 1812 and by the hostility and tension in the
years leading up to the conflict discouraged commercial act
ivity. Manufacturing, on the other hand, was stimulated by
the embargoes which temporarily removed foreign competition
and allowed America's infant industries to enjoy a sheltered
growth. During these years the du Pont powder manufactory
saw its first great expansion, and textile factories, the har
bingers of the industrial revolution, began to mushroom along
the Brandywine. In addition to the numerous flour mills in
the Wilmington area, there were establishments for the manu
facture of cotton, wool, snuff, paper, w i r e , iron, and gun
powder
It would be a gross error, however to assume that the
Wilmington merchant simply disappeared from the scene, or
that he was completely replaced by the Wilmington manufact
urer between 1807 and 1815. In many cases the merchant be
came an industrial entrepreneur. The Gilpin paper m i l l s , erected in 1787 and comprising one of the earliest manufact
uring enterprises along the Brandywine, were founded by bro
thers who had been active Wilmington merchants
Even when merchants did
ring, they contributed to it
which facilitated industrial
which E . I. du Pont observed
supported by merchants

not actually go into manufactu
indirectly by providing capital
growth. Many of the improvements
in 1815 had been initiated and

Various Wilmington merchants can be used to illustrate
the same shift in emphasis exemplified by the Hemphills. The
Robinsons, once a shipping family, were Morocco leather manu
facturers by 1826. Thomas Lea became a cotton mill owner. By
1823, John Brinckle's dry goods shop on Market Street was fea
turing "Wilmington Manufactured G o o d s , " brown shirtings, sheet
ings, plaids and stripes, indigo checks, "Wilmington stripes,"
and tickings rather than imported goods
Delaware newspapers verify the change from a commercial
to an industrial economy. From 1775 to 1807, commerce and
shipping dominated the news and the advertising pages. In
these years, West Indian, Irish, British, and East Indian
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goods stocked the shelves of Wilmington shops, and ship
arrivals and departures were reported in detail
In 1812, the balance had shifted. Patriotism forbade,
and the law disallowed, commerce with the enemy. There were
no advertisements of imported goods. Lenord and Geddes re
flected the spirit of the times with their notice of a "Com
mission Store for Domestic Manufactures," featuring a gen
eral assortment of Du Pont, Bauduy & Co.'s cloths and cassimeres. David and Joseph Evans advertised leather goods of
local manufacture, and John Hagany offered to make shoes ....
After the war commerce revived, and for a while British
manufactures threatened to swamp the native American indus
tries. Wilmington industrialists, however, joined their
counterparts elsewhere in demanding, and achieving, tariffs
to protect them from such competition. Delaware's largest
community had been marked as a manufacturing town, and com
merce never dominated its economic life again.7
Many of the characteristics of industrial and merchant capitalism
are similar.

Management remained an important part of industrial capit

alism, but it is management of numerous employees.

Marketing

remained

vital, but the change in the type of production that was connected with
the rise of the factory system was the most significant

transformation.

While the sedentary merchant operated alone or with partners, the indus
trial capitalist leaned on the corporation.

The period between 1812 and

1830 was the one during which the sedentary merchant was shifting his
o

activities to banking, transportation, and manufacturing.
Leaders of industrial capitalism came from several sources.
dentary merchants, as we have already indicated, sometimes
capital, policy, and management.

Se

contributed

The example of the Gilpin brothers in

establishing paper, cotton and woolen factories on the Brandywine is an
illustration of this kind of leadership.

Sometimes an industrial entre

preneur would provide capital for a factory.
fits this description.

E. I. du Pont to some extent

Petty capitalists, such as blacksmiths, machinists,
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carpenters, and wheelwrights, who had accummulated capital through savings,
sometimes undertook the establishment and management of a business.

Many

enterprises in Wilmington were developed under leaders from this source,
viz. Harlan and Hollingsworth, Jackson and Sharp, Pusey and Jones, and
Q

Bush and Lobdell.
Marketing in the early nineteenth century depended principally up
on natural waterways.

Merchants in seaboard cities purchased or accepted

on consignment produce assembled by retail storekeepers up the river, and
in turn they provided such retailers with imports or domestic manufactures.
The most important customers of the sedentary merchant at the turn of the
century were local shopkeepers and country merchants, but the sedentary
merchant preferred to sell in large bulk, whereas his customers chose to
buy in small quantities.

Jobbers sprang up as an intermediary grade of

merchant between wholesale and importing merchants and the retail shop- _
keeper.

For their customers they also located other sources of supply,

such as specialized importers, commission merchants, and auctions.

They

had contacts with commission merchants or agents that represented a var
iety of American m a n u f a c t u r e r s . ^
Country merchants usually operated purely retail general stores
and had no local competition, except from peddlers.

In cities special

ization had begun to appear by 1800, and separate stores existed for the
sale of dry goods, groceries, hardware and drugs.

Sales were often charged

on open book account, and a bill was rendered only once a year.

Merchants

were frequently paid in produce, such as butter, eggs, w o o l , or wheat.
They forwarded these items to metropolitan markets.

Goods were usually

not sold under brand names, and prices were usually arrived at by haggling.

- 7 -

While the products of commerce might reach the consumer via public
market or peddlers, the chances were that he would buy through the retail
store.

The authors of a study of the trade of the port of New York before

the Civil War have paid tribute to the country store and observed:
Back in the inland counties, where men never smelled
salt water and probably would not recognize a brig if they
saw one, the country storekeepers carried on an activity
almost as essential to the success of the port of New York
as were the movements of its shipping.
A farmer in our period would drive up to the store with
sixty bushels of wheat, for instance, in his wagon. After a
dicker with the storekeeper, he would sell the grain and then
make purchases from the variegated stock of the general store.
When he started back home, he might be carrying in place of
his w h e a t , a few yards of calico, some bushels of salt, a
scythe, a kettle, a bag of coffee, and a gallon or so of rum,
or some similar assortment. No cash had changed hands; the
storekeeper had simply set down the grain in his ledger on
the credit side of the farmer's account and the various art
icles taken away on the debit side, which was generally the
heavier of the two.
Such an episode represented the Alpha and Omega of the
port's commerce. The farmer was the original producer of
many of the articles which the port offered as exports in
the world of commerce, while he was also the ultimate con
sumer of the goods collected by the port's merchants from
beyond the seas. Shipowners and merchants had taken profits
from imports and could anticipate profits from selling f l o u r . ^
Another writer has observed the exchange of farm produce for man
ufactured items in New England in the nineteenth century:
The country dealer's principal asset was the produce
he collected through the barter trade. From northern New
England a trader would send a huge, four-horse wagon trund
ling down to Boston loaded to its roof with butter, hops,
maple sugar, and cheese, the merchant following later in
his chaise. There would be a busy ten days in the city as
produce was turned into "iron mongery" from Birmingham, sugar,
molasses, and rum -- "West India" goods, they were called in
the commercial argot of the times -- Irish linen and"factory
Cloth." The retailer would stay in the city to see his w a 
gon started off on its return journey, creaking with its burden
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of sadirons, frying pans, Du Pont powder, buckshot, scythes,
chests of Young Hyson tea, and other items for which he had
active call.
Concerning the services performed by the country storekeeper in
the Old Northwest from 1818 to 1848, an historian has commented:
The obvious function of the country merchant was the
retailing of food and manufactured goods. He also stored
money, advanced credit, wrote letters, acted as postmaster,
served as leader in community affairs, participated in pol
itics, and helped stimulate (and satisfy) the aesthetic
longings in the hearts of women. He was usually a Whig.-^
Concerning the frontier merchant, a contemporary account noted
in 1849:
He /the merchant/ is a general locum tenens, the agent
of everybody! And familiar with every transaction in his
neighborhood. He is a counselor without license, and yet
invariably consulted not only in matters of business, but
in domestic affairs. Parents ask his opinion before giving
their consent to their daughters' marriages; and he is al
ways invited to the weddings. He furnished the nuptial gar
ments for both bride and groom, and his taste is both con
sulted and adopted. Every item of news, not only local, but
from a distance, -- as he is frequently the postmaster, and
the only subscriber to the newspaper -- has general dissem
ination from his establishment, as from a common center;
and thither all resort, at least once a week, both for goods
and for intelligence. ^
Thus the services of the country merchant in linking together the
importation of goods and the sale of country produce and in performing a
multitude of services concerning marketing in the nineteenth century can
not be overemphasized.
How one such store operated locally can be seen from examining
the ledger of Brandywine Store at Naaman's Creek in northern Delaware
for the years 1839-1840.

The store dispensed powder and caps, brooms,

nails, thread, tea and coffee, crackers and cheese, muslin and silk, school
books, castor oil, indigo, whiskey, cups and saucers, earthenware, cigars,
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saltpeter, and lamp oil.
cash.

Two employees were paid in merchandise and

1 6

W. G. Phillips and Brother kept a feed and timber store near
Newark from 1830 to 1840.
logs, and lumber.
than by cash.

Its ledgers record the sale of flour, grain,

Accounts were settled in a great variety of ways other

One customer paid his bill by sawing logs, another "drew"

logs to the mills of Thomas and Joshua Gilpin on the Brandywine, and a
third mended harness and shoes.

Mahlon Betts exchanged castings for flour.

One farmer provided two cattle, boarded and pastured a heifer, and signed
a promissory note.

Two masons built a well.

Stephen Churchside mowed,

spread manure, and worked in the garden, while his wife did washing and
made two shirts.
The system of middlemen at the beginning of the nineteenth century
involved shipping merchants, importers, jobbers, factors, brokers, auction
eers, general stores, peddlers, and public markets.
such as shipping

Merchant middlemen,

merchants and importers, took title to commodities which

they handled, while the agent middlemen, such as factors, brokers, and
auctioneers, acted for a principal and did not acquire title.

Shipping

merchants exported as well as imported, and owned vessels in which the
commodities were transported.

They often carried on an exclusively whole

sale business, while the importer very often sold at retail as well as at
wholesale.

Some specialized in the sale of goods from certain areas or in

certain kinds of merchandise.

The Gilpins and Hemphills sometimes acted

18
as merchant middlemen.
In order to supply goods in small quantities for country merchants,
jobbers appeared.

Factors were important middlemen in the wholesale markets

who knew the tenor of the markets, the solvency of various buyers, and how to
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make greater profits.

They were active in selling southern crops, in

forwarding grain and provisions from the w e s t , and in distributing tex
tiles.

The function of the broker was to bring together buyers and seller

though he did not take title to or acquire possession of the merchandise.
Auctions appeared before 1800 and declined after 1840.

They catered parti

cularly to proprietors of country stores, many of whom came to town in the
spring and fall seeking cheap goods.

Charles I. du Pont dealt with agent

middlemen in disposing of his woolen goods.

Railroad brokers

frequently

purchased car wheels from George Lobdell for western and southern railroad
Auctions were common in every American city, including Wilmington, before
the Civil W a r .
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A competitor of the retail merchant was the peddler.

Sometimes he

was a craftsman, and at other times he was a venturesome person, who saw
profit in vending wares.

The record book of John and Joseph Evans, who

travelled in Sussex County and in Maryland in 1789, is preserved in the
collections of the Historical Society of Delaware.

In Nanticoke Hundred

in Sussex County they exchanged merchandise for feathers, raccoon skins,
j i . .i
20
and bristles.
Every town of any size had public markets that met one or more
times a week for the sale of country produce and items of household manu21
facture.

In Wilmington such a market met twice a week in the 1830's.
By 1860 changes had taken place in the activities of middlemen.

Frequently the importers and jobbers became the same person.
salesmen numbered 1,000 in that year.

Traveling

The terms for the extension of

credit were shortened from twelve months to one, two, or three months.
Commission merchants tended to become more specialized.

Auctions, which

had been so successful at the beginning of the century, declined in import
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ance.

Above all, specialized stores for the retailing of goods took over

functions performed by the general store.

In 1800 separate establishments

existed only for the vending of groceries, dry goods, hardware, books, and
drugs in most cities, but by 1860 the speciality store was the rule rather
22
than the exception.
By the end of the century specialized firms found increasing dif
ficulties in making money, especially in the lean years from 1866 to 1897,
and often tried to find profits by turning away from specialization or by
combining in different ways.

N. S. B. G r a s , the pioneer historian of Amer

ican business history, points out that there were four ways in which indus
trial capitalists were trying to increase profits during those years.
way was to combine unlike functions or operations.

Thus the Sprague

One
family

in Rhode Island combined textiles, banks, a steamship line, western real es
metal factories, and politics.

J. Edward Addicks, Philadelphia gas promo

ter, who came to Delaware to try to buy his way into the United States
Senate in the eighteen-nineties, followed somewhat this pattern with man
ipulation of half a dozen gas companies, real estate, investments, and
street cars.
ington.

Colonel Henry S. McComb was a leather manufacturer in Wilm

From his wife he inherited an interest in Bush and Lobdell and

sometimes sold wheels on commission.

During the Civil War he was commander

of a Delaware regiment and received huge orders for knapsacks, leather
goods, and shoes.

During reconstruction days he became a railroad pro

moter in Mississippi.
23

At another time he was president of a steamship

company.
Another way to avoid specialization was to combine similar func
tions in the manner of the mercantile capitalist or sedentary merchant.
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Thus Carnegie reached out to buy ore mines, transportation systems, coke
w o r k s , and specialized manufactories of steel products.

In Delaware, Jack

son and Sharp, railroad car makers, became a part of the American Car and
Foundry Company in 1901;

Harlan and Hollingsworth was purchased by the

United States Shipbuilding Company in 1902 and eventually became a part
of the Bethlehem Steel Company.
A third way to avoid problems connected with specialization was to
diversify production.

The association of specialized stores under one roof

in the form of the department store is an example.

After its reorganization

in 1902, the Du Pont Company engaged in diversification, turning from the
exclusive production of explosives to general chemicals and chemical pro25
ducts and stressing laboratory research.
Some of the consequences of competition with specialists in the
same line could be avoided by combining with them.

Gras has pointed out

that at first there may be a gentleman's agreement between firms produc
ing the same commodity.
zation.

Often this is followed by a more formal organi

If these attempts fail, common ownership of similar units is at

tempted in order to stabilize the industry.
good example of such consolidation.

The Du Pont Company is a

During the Civil War price-fixing

agreements on an informal basis were made with the Hazard Co. and other
large manufacturers of gunpowder.

After the Civil War the Gunpowder

Trade Association was formed, and formal agreement was made regulating
prices and markets.

By 1900 the Du Pont Company had purchased many of

its former competitors, such as the Hazard Co. and Laflin and Rand Co.
Another example in the Wilmington area is the acquisition of the Wilming
ton Malleable Iron Company in 1901 by a New England industrialist, who
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already owned a string of such specialized plants.
Industrial capitalists after 1873 faced competition from finan
cial capitalists, men who received capital from a wide variety of sources,
and w h o , after putting this capital out on loan or investment, followed
it up by securing influence or control over the borrowing business

firm

in order to insure dividends and interest on stocks, bonds and notes.
Pierpont Morgan personifies the financial capitalist.

J.

The acquisition in

Co.
1899 of Jessup and Moored

local papermakers, by the banking firm of Drexel

and Company of Philadelphia is a good local illustration.

Financial capi

talists were also active in the management of the companies which bought
27
out Jackson and Sharp and Harlan and Hollingsworth.
Reminiscing about these changes in Wilmington, Henry Seidel Canby
observed, "Our community had changed like hundreds of others in the de
cades after the Civil W a r , from a market stand for the farm regions there
abouts to a center of manufacturing and trade."

The sons of many of the

better families formerly "routed" for gunpowder, ships, iron, or railroad
cars turned to other interests or lived off of investments.

"Business as

defined in our town," commented Canby, "which meant producing and then
selling what was produced, lost us all.

Our first families became absentee

landlords of distant corporations instead of magnates of the industries
O Q

whose gates had gaped for us

"^°

Under industrial capitalism the manufacturer had a dominant posi
tion.

He sold his wares through commission agents or increasingly

wholesalers, who in turn sold to retailers.
wholesalers and retailers took the lead.

through

Under finance capitalism,

By the time of the Civil War the

larger percentage of manufactured goods was sold beyond local markets and
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moved through wholesale trade channels to the larger cities.

Wholesalers

and jobbers dominated the distribution of manufactured goods at the end of
the nineteenth century.

A foreign business man who had come to this coun

try and operated a furniture factory and general store in North Carolina
in the 1880's claimed that "nine-tenths of all American commerce is in the
hands of various commission men and brokers," necessitating that the con
sumer pay at least two commissions.

His figure may have been exaggerated,

but middlemen were certainly prominent in distributing goods by the end of
29
the century.
During the last half of the nineteenth century there was a shift
in the wholesale market away from selling through the general commission
merchant to selling through wholesalers proper, through brokers or manu
facturers' agents, or through the sales departments of manufacturers.
Gras believes that this shift first became noticeable about 1840.

The

wholesaler performed a valuable service in seeking out sources of supplies
of dependable goods at reasonable prices.

As manufacturers began to trade

mark goods and advertise them, the wholesaler's services became less of a
trading character and more of a distributing nature.

Manufacturers often

sold directly to institutions or to large-scale retailers, like department
stores and chain stores.

Wholesalers and jobbers sometimes shared in the

risk of distribution by placing advance orders and by stocking goods in
large quantities.
the 1860's.

Advertising of commodities using brand names began in

The role of the middleman altered during the last part of the

nineteenth century because of changes connected with the development of
the factory system and the sale of goods under brand names at fixed retail prices.
The retail store was usually a specialized store by 1900.

Many
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businesses sold only for cash, but others, like grocery and department
stores, had credit terms.

At various times during the year it was vis

ited by salesmen working on commission or salary, and by commission and
manufacturers' agents.

Sometimes purchases were made conveniently

local wholesalers who kept large stocks of goods on hand.

from

Some of the

31
larger stores ordered directly from manufacturers.
In brief, many changes in merchandising practices had occurred
since 1800.

Then the sedentary merchant dominated American commerce and

looked overseas for his principal articles of trade to exchange for agri
cultural produce or crude articles of manufacture.

The industrial and fi

nancial capitalist then replaced him, and subsequently American factories
manufactured many of the items in which he dealt.
credit had almost completely replaced barter.

Cash and short-term

A stable currency made it

possible for remittances to be forwarded with ease from any place in the
United States or overseas.

Speciality stores had replaced the old gen

eral store, though many of these were now being grouped together under
one roof in the department store.

In spite of the growth of big business,

the typical businessman in every major field of activity in the 1890's,
except public utilities and railroads, operated a small shop with a hand32
ful of employees.
In commenting upon marketing changes in the nineteenth century in
America, Thomas Cochran has written:
The peddler on a horse with saddle bags full of clocks
and knives and other light manufactures was the forerunner of
the traveling salesman. He brought some of the material civ
ilization and the talk of the East to the most remote frontier.
Often a New Englander by origin, he created a myth of Yankee
sharpness. But the general storekeeper was seldom far behind
the peddler. Some frontier farmer would start a grist mill or
begin to carry a few articles and soon he would be in general
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trade bringing in the goods his neighbors wanted.
Further
m o r e , his store would become a community center, a sort of
library, fashion m a r t , open forum, and tavern all in one.
Abraham Lincoln and thousands of other young frontiersmen
received their principal education in American ways at a
nearby general store.
The storekeeper had to make tedious and often dangerous
journeys to visit big city wholesalers about twice a year to
replenish his stock. The spread of the railroad about 1850
began to change this practice. Now the larger, more enter
prising producers started to send salesmen out on the road
to visit wholesalers and retailers. The traveler telegraph
ed the orders that needed to be filled quickly, and his com
pany shipped by one of the new express companies. As this
method of selling became the rule, the ubiquitous salesman
with his sample cases and order book, his jokes, and tall sto
ries, his proclivities as a man away from home, became a sym
bol of American business.
Nationwide distribution of factory products, including
packaged cereals and other branded foods, led to new whole
salers and jobbers in each distributing center.
Factory
salesmen visited wholesalers, who bought their goods, and
brokers and jobbers who sold mainly on commission.
These
firms, in turn, sent their salesmen to the retailers within
the area. Occasionally, factory salesmen reinforced these
efforts by visiting the larger retailers. The marketing
structure reached its maximum degree of complexity by the
end of the nineteenth century
As the tempo of supply became geared to railway express
schedules and stock could be turned over several times a
year, credit terms became shorter. The old six-month or
even annual settlement was replaced by sixty or ninety days
with discounts for quicker payments. The catalogue or sales
man's sample took the place of journeys to the selling cen
ters .
3 3

Thus American marketing had changed substantially since 1800, and
even greater changes were to occur during the twentieth century.

CHAPTER II

MARKETING PRACTICES OF SELECTED BRANDYWINE AND WILMINGTON FIRMS

The marketing practices of business firms in Delaware
those of competitors elsewhere, with some individual variations.

reflected
An abundance

of material exists from which to study the marketing practices of E. I. du Pont
de Nemours and Company, but primary sources for the paper, iron, and textile
industries are less satisfactory.

No business records of any importance have

been located for any Delaware paper manufacturer.

The records of Bush and

Lobdell give some idea of the business procedures of an iron fabricator, and
the letter books of Charles I. du Pont and Company are illuminating on the
problems faced by a woolen manufacturer in the 1840's and the 1850's.

Less

informative are a ledger and a journal of Joseph Bancroft and Sons, textile
manufacturers, for the middle of the century.
Much information about marketing before the Civil War can be glean
ed from a study of Delaware newspapers.

The general store and commission

house were the accepted channels through which business was carried on in
Wilmington at the end of the eighteenth century, but some specialization,
such as grocery stores, drugstores, dry goods stores, and hardware stores,
had already appeared.

William Hemphill, and John and William Warner are

good examples of commission merchants who later engaged in the wholesale
grocery business.

In 1798 Robert Ralston, sedentary merchant,as he would be

classified by business historians today, offered a fascinating array of
goods for sale.

From the ship Neptune came Jamaica spirits, French brandy,

molasses, and sugar.

From the schooner Favorite were offered coffee in

bags, cotton in bales, ginger and Spanish hides.

He also had on hand Cal

cutta goods, such as checks, red Gilla Romal handkerchiefs, low priced

- 18 -

chintzes, senshaws, tea sets of china, and yellow nankeens.

Joseph Summerl,

commission merchant, advertised for sale in 1789 sole leather and coffee,
1
cotton, and sugar by the bag.
Numerous examples of specialization at the turn of the century
can be cited.

John Crow in the spring of 1799 engaged in the sale of "iron

mongery and Japannery," enumerating over 100 metal objects in stock.
in the year he offered dry goods for sale to the wholesale trade.

Later

His wares,

which came from the ship Stockport out of Liverpool, included calicoes, chint
zes, muslins, fustians, superfine cloth, and Irish linens, the last of which
he would barter for prime coffee.

He also had in stock silverplated mugs
2

and teaspoons, watches, and fifty crates of Queensware.

Edward de Haven,

comb dealer, advertised for sale in 1799 combs imported from abroad and
those of his own manufacture.

Thomas Byrnes, silver and goldsmith, also

sold cutlery, brassware, and iron in 1798.

John Ferris, at the Sign of the

Hand Saw, supplied hardware, seed, paint, and leather to customers in 1789.
John Hayes in 1790 specialized in ironmongery, hardware and dry goods. Joseph
Warner, silver and goldsmith, also sold ironmongery, saddlery, paints, and
3
glass at his store in 1789.
Terms were usually cash, barter, or credit on a yearly basis, and
the claim was frequently advanced that prices were lower than in Philadelphia
A poem which was printed in the Delaware Gazette in 1789 from the American
Mercury presents an idea of how trade was carried on:
Now if you wish to purchase raiment,
Both beef and pork I take in payment,
All sorts of grain I shan't refuse,
Yet still the money rather chuse.
M y choice of goods is not complete,
But what I have are new and neat;
And prices low, you may depend on't -?
Please to call on your humble servant. ^
1
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John Moore in 1789 informed the public that he had for sale dry
goods, shoes, powder and nails, "all of which he will sell for cash or coun
try produce."

Bond and Lees in the same year had in stock goods from Bris

tol and Liverpool, which it would dispose of at wholesale on the lowest
terms for produce or cash.

Jacob Broom in 1794 sold Irish linens, Madeira,

cognac and vinegar, lately landed from the ships General Washington and
Wilmington ," upon the most moderate terms."
goods and china for cash and country produce.

David Park in 1789 sold dry
He would also exchange goods

for home made linen and woolen cloth.

These general trends are reflected in studies of several Brandy
wine industries made by Hagley Museum fellowship students.

Flour, for ex

ample, was shipped to Philadelphia or New York, forwarded directly to for
eign markets, or sold locally to Wilmington or Philadelphia middlemen who
disposed of it as they saw fit.

The monograph on flour milling along the

Brandywine, does not comment upon the terms of sale, but reference to the
letter book of William Lea and Son for 1820-21 indicates that the customary
terms were cash, or credit in the form of notes for one, two or three months
Most of the millers who replied to Joshua Gilpin's questionnaire for the
U. S. Treasury Department in 1832 indicated that Philadelphia was the prin
cipal market for flour and that the terms were cash or short credit.

Naaman

Creek Grain M i l l sold flour mainly in Philadelphia and "principally for cash
William Atkins of Ridley Creek sold in Philadelphia, the terms being "part
cash, and a part on a credit from 30 days to four months."

Cooch's Mill at

Cooch's Bridge near Newark sold its product in Philadelphia and Baltimore
for cash.

James Price and Sons, merchant millers, sent their product to

various parts of the United States, and some was consumed in the West Indies
7
Terms were for credit of 90 to 120 days.

- 20 A study of A . Cardon and Company, a leather manufacturer on the
Brandywine in the years from 1815 to 1826, revealed that tanners preferred
cash, but usually sold their leather on two, three or six month credit,
even though they had to pay bark millers in cash.
curriers, and leather was returned in payment.

Hides were purchased

from

The currier sold the leather

at 2-1/2 to 3% commission after which he credited the tanner with the pro
ceeds of the leather sale.

The markets of the Cardon firm during the decade
o

of its existence were mainly in Wilmington, Philadelphia, and Baltimore.
The Delaware Iron Works in New Castle County sold its output in
1832 mainly in the adjacent area, though purchasers sometimes

forwarded

iron to southern states.

customers

Small sales were for cash, but most

9
bought on credit.
Auctions were popular in Wilmington.

George Sutton was probably

the first authorized vendue master of the city.

In 1800 this self-styled

"auctioneer and broker" advertised that after the market was over he sold
groceries, furniture and livestock on Wednesday, and dry goods on Monday
and Thursday.

Jacob Solis in 1816 disposed of dry goods at auction.

Pur

chases under $50 were to be paid for in cash; for those above that figure,
he allowed 60-day credit with approved endorsed n o t e s . ^ J. S. White sold
dry goods at auction in 1828.

Customers were extended credit of 60 days

for purchases from $100 to $200, of four months for purchases from $200 to
$300, and of six months for those over $300.

Oliver and Patterson who op

erated a dry goods store in the city in 1841 claimed that it sold merchandise
cheaper by ten per cent than any other firm in Wilmington, the reason being
that "our goods all being purchased at AUCTION, which will enable us to
sell cheaper than the cheapest."
Changes in advertising will be discussed more completely in another
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report.

But they are so important to the story of marketing that a brief

comment is necessary at this point.

Advertisements began to tell the pub

lic something about the goods offered for sale, instead of merely
them without comment.

In 1800 barter and country produce were

listing

frequently

mentioned as a method of settling accounts, but all reference to such prac
tices had disappeared in the press by 1850.

A few products, such as patent

medicines, ink, wines, and agricultural machinery, used brand names by 1860,
but most advertisements contained no reference to trade names.

Many adver

tisements contained stylized pictures, such as a ship or train to indicate
an advertisement for transportation, a house for property for sale, or a
clock for a watchmaker, and a very few advertisements used individual pic
tures.

In 1800 advertisements stressed that merchandise was imported

from

Great Britain; by 1860 it was evident that most items for sale were manu12
factured in the United States.
In summary, a study of Wilmington newspapers before 1860 reveals
the following trends in marketing:
1. Specialization by stores increased steadily after 1790,
while the sedentary merchant and general store slowly
disappeared.
2. "Agents" became vendors for insurance, real estate, sew
ing machines, fertilizers, and patent medicines.
3. Advertisements changed from mere enumeration to emphasis
on the quality and cheapness of products.
4. The possibility of barter was no longer mentioned as a
method of payment.
5. Brand names began to be used for a few products, such as
the names of w i n e s , patent medicines, and ink.

- 22 6. The use of pictures in advertising had become common
by 1860.
7. Most of the goods advertised were manufactured in the
United States by 1860, whereas in 1800 most of the china,
13
hardware, and cloth came from England.
After the Civil War Delaware newspapers are less informative about
marketing practices.

The trend towards specialization continued.

sons became agents for nationally advertised products.

Many per

Wilmington did not

yet have a department store in 1900, but Kennard's showed a trend in that
direction.

National advertising and brand names became increasingly common.

Selling terms were no longer advertised, but shops claimed that they sold
at the lowest price or cheaper than anyone else in the city.

Prices were

14
often mentioned.
Little is known about the marketing practices of paper mills on
the Brandywine and adjacent streams.

An advertisement by Joshua Gilpin and

Company of merchandise for sale at its store in Philadelphia in the Pennsylvania Packet in 1789 mentioned that paper was for sale, but it made no ref
erence to the Gilpin mills.

A n advertiser in the American Da^ily Advertiser

for 1793, was more specific about the types of paper on hand at his store, but
no reference was made to the place of its manufacture.

When LaRochefoucauld

visited the Brandywine in 1797, he observed that "the paper manufactured here
is sent in great quantities to Philadelphia and retailed to the merchants
there."

He noted that the small mills disposed of their paper by sending

it to Philadelphia in carts and selling it about the streets in reams and
quires.
Gilpin paper was first sold in Wilmington and Philadelphia, and
gradually its reputation, especially for banknote paper, brought it acclaim
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throughout the eastern part of the United States.

Customarily the paper

was carted to Wilmington and then shipped by boat to its destination.

Re

tailers could buy paper at the factory or at the Gilpin warehouse in Phila
delphia.

Joshua Gilpin supervised the collection of data in Delaware for

the industrial census of 1832, and he noted about his own mills that "paper
/ i s / sent to Philadelphia, where it is sold at our warehouse, or sent to our
customers through all the United States."

Some paper was shipped to Mexico

and to the West Indies. ^"^
William Young and Son sold paper from a warehouse in Philadelphia.
At one time there was a partner named Bonne11, and an advertisement in a
Philadelphia newspaper in 1803 mentioned that William Young and Bonnell had
paper for sale at the Delaware Paper Mill Warehouse.

The small mill of John

Fales at an unidentified location in New Castle County sold its product in
16
Philadelphia and Baltimore for cash or for rags.
Thus little is known about the marketing of paper by Delaware
mills at the beginning of the nineteenth century because of the lack of
letter books and business papers.

It is evident that the principal markets

were first in Wilmington and Philadelphia, and that in the case of Gilpin
paper it became known throughout the eastern part of the United States and
in the Caribbean area.
Lack of business papers prevents investigation into the marketing
practices of such firms as Pusey and Jones, Jackson and Sharp, and Harlan
and Hollingsworth.
the century.

These firms were internationally known by the turn of

Pusey and Jones specialized in paper machinery, boilers, iron

ships, and heavy machines of all kinds.
railroad cars, boats, and heavy machines.

Jackson and Sharp was known for its
Harlan and Hollingsworth had a-

chieved a deserved reputation for iron boats and railroad cars.

Printed
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histories, even a lengthy publication in the case of Harlan and Hollingsworth,
tell nothing of any importance about marketing practices.
Fortunately, a "gold m i n e " of material is available at the Penn
sylvania Historical Society in the 100 boxes of business papers of Bush
and Lobdell of Wilmington.

By the end of the century the firm specialized

in car wheels, axles, and rollers, but when it began business in 1836 it
built steam engines, cotton gins, agricultural machinery, and iron railings.
The writer had already sampled records dealing with the Civil War years,
and through examination of papers for the years from 1836 to 1841 and for
1886, he was able to arrive at some conclusions about marketing practices
in the iron trade by this Delaware

firm.

The firm of Bonney and Bush was organized in 1836.

Both of the

founders had had experience in foundry work and are illustrations of "petty
capitalists" struggling upward in the business world.

Bonney died in 1838,

and his place in the partnership was taken by his nephew George Lobdell.
The name of the firm was then changed to Bush and L o b d e l l . ^
The firm had no agents, but William Bush made yearly business
trips.

In 1838 he had planned to make a trip south, but the death of his

partner prevented his undertaking the journey.

In 1843 Bush concluded a

contract in New York with the Long Island Railroad for wheels, and also
visited Boston to discuss a sale with the Fitchburg Railroad.

Most of the

business of the firm was conducted by direct correspondence with purchasers,
or through railroad brokers in New York, Philadelphia, or Boston who were
attempting to buy wheels for customers at favorable prices.

Customers

were mainly in the Middle Atlantic States and New England, though the firm
was making a determined effort to extend its sales in the south.
sold some wheels to a railroad in San Francisco.

One broker

No sales to countries out-
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side of the United States were noted in its first ten years.

18

A listing of some of the more important firms to whom wheels or
machinery were sold in 1841 is given below:
Eastwick and Harrison, Philadelphia
Lambdieu and Bennett, Natchez, Mississippi
Davenport and Brisees, Cambridgeport, Massachusetts
J. P. Garesche, Eden Park, Delaware
C. H. and George Abbott, Philadelphia
Josiah Kirkenbock, Philadelphia
Bangor and Portland Railroad Company, Haverhill, Massachusetts
Betts, Pusey and Harlan, Wilmington
Peter Mclntyre, New Orleans and Mobile
James M . Campbell, Dallas County, Alabama
Thompson and Lapham, Boston
W . M o r r i s , Philadelphia
G. G. Paries, Savannah
Elizabeth and New Jersey Railroad, Trenton
T. C. Loud, Philadelphia
Boston and Worcester Railroad, Boston
Tatham and Brother, Philadelphia
Davenport and Reidges, New York
Murphy and Brack, Montgomery, Alabama
Pierson and Hollingsworth, Wilmington
Betts and Stotsenburg, Brandywine
19
Long Island Railroad Company, New York
Terms of sale during these five years remained unchanged.

Cash

was preferred, but sales of any size were paid for in three or four month
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notes.

Often the customer could not make payment at the end of this period,

and notes were frequently extended.
a discount of two per cent.
ways clearly stated.

For cash payment a customer was given

Terms of settlement of purchases were not al

A customer in Plymouth, Massachusetts, notified Bonney

and Bush in 1837 that the wheels had arrived in satisfactory shape and ob
served, "As nothing was agreed as to the manner of payment - - w e

suppose a

credit of four months would be right as it is very customary, or a discount
for the c a s h . "

2 0

Bonney and Bush sent some wheels to Jeffrey Smedley of Columbia,
Pennsylvania, in 1836, but when he was asked about payment, he replied
he could not pay until he had sold them.

that

The Wilmington firm did not think

that he should have trouble in disposing of them, as they were superior in
quality to Baltimore wheels.
in Philadelphia.

A market could easily have been found for them

Financial difficulties in 1837 did not permit Smedley to

make his payments, and he notified the Wilmington iron firm, "My customers
21
either are poor or won't pay -- which I do not know."
The Wilmington iron foundry notified Joseph Snowden of Philadelphia
in 1836 that it would accept 889 bushels of good bituminous coal for wheels
worth $240.

It suggested that coal obtained from a river boat be paid for

in wheels and axles.

A Philadelphia concern offered to pay a bill in 1843

22
with a piano!

Barter had not yet altogether disappeared from the marts of

trade.
Bush and Lobdell tried very hard to establish a southern market
for its products, particularly through the cooperation of Peter Mclntyre of
Alabama, who visited the local factory in the fall of 1837 to perfect a cot
ton gin.

Through Mclntyre an order was obtained for two sets of gear for

cotton gins belonging to the Reverend Levi Parks of Cahawba, Alabama.

A
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company letter suggested that he pay for the machinery by a draft on New
York or Philadelphia, or that he submit an alternate plan.

The iron manu

factory offered to send different kinds of castings to Joseph Babcock of
Alabama for inspection if he would undertake to sell them.

Planters might

remit by draft on Philadelphia or New York after the cotton crop had been
sold or by shipping cotton via Mobile to Wilmington.

A n early order from

Babcock for castings, bolts, insurance and freight totaled $47.00.

He was

instructed to add the cost of shipment from Mobile to Cahawba "and then add
your profit which we leave altogether with you."

Similar instructions were

given Murphy and Brack of Montgomery, Alabama, which was told, "You must
sell them so that you can pay us that price, you will add the freight, ex23
change and your commission of course before selling

them."

Mclntyre was forwarded various items of machinery and a large num
ber of spindles which had been manufactured by John Scholfield and George
Hodgson in December, 1837.

Bonney and Bush was disappointed in finding

that the cotton gins cost more to produce than had been estimated, since
nightwork to ten o'clock and special machines were required, but it expect
ed to abide by its contract.

In return for Mclntyre's looking after its in

terest in the South, Bonney and Bush agreed to look after his affairs in the
North.

Mclntyre became an unofficial agent for the firm in the South, also
2

selling its corn shellers and fodder m a c h i n e s . ^
By 1841 the Wilmington machinists had straw cutters and corn shell
ers on consignment with I. D. Pierson and Company of Port Gibson, Mississippi,
and with Lambdieu and Bennett of Natchez, Mississippi.
two business houses confer about prices.

It suggested that the

Bush and Lobdell was optimistic

about sales and believed that it could establish a permanent business in
that state from which to supply adjacent areas.

The firm also tried to in

duce two North Carolina men to become agents for its machines.

A New Orleans
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firm suggested that Bush and Lobdell machinery might be introduced

into

25
Cuba through a friend who was traveling there.
Bush and Lobdell faced grave business difficulties on the eve of
the Civil W a r .

Political complications created economic problems and col

lection of debts became difficult.

After the Civil War began, no payments

were forwarded from the South, and business did not improve until the fall
of 1861 when the government began to place large orders for railroad cars.
At the beginning of the w a r , financial obligations were

frequently

met by using certificates of indebtedness from another company, and by ex
changing coal, iron and axles for wheels.

S. 'and M . Pennock and Company of

Kennett Square promised Bush and Lobdell in 1861 to send notes of the Dubu
que and Sioux City Railroad to pay for wheels.

A. P. Roberts of Philadelphia,

manufacturer of axles, exchanged axles for wheels.

Harlan and Hollingsworth

proposed to exchange twelve box cars worth $600 each for wheels and axles at
$36 per p a i r .

2 6

Similar financial arrangements were common throughout the war.

The

Cincinnati and Chicago Airline Railroad paid for 400 pairs of wheels for use
on cars being constructed at the Trenton Car Works in 1862 with notes due in
nine months.

Murphy and Allison, car builders in Philadelphia, met their

debt in 1862 by forwarding one-third in cash, one-third in four-month notes,
27
and one-third in six-month notes.

Davis and Company of Philadelphia in

1862 proposed payment in pig iron, or half in pig iron and half in four-month
notes.

John Powell of Philadelphia paid for wheels with 1,000 tons of coal

in 1863.

Hollingsworth, Harvey and Company and Bush and Lobdell paid each

other by an exchange of their respective products.

By the end of the w a r ,

as demand for iron, coal and other supplies stiffened, many firms would ac
cept only cash or short-term notes in payment and insisted that
28
obligations be promptly m e t .

financial
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During its first twenty-five years Bush and Lobdell had expanded its bus
iness, but the majority of its customers continued to be along the Atlantic
Coast and in the north-central states.

Important customers for the purchase

of its products in 1861 and 1862 were:
Wharton and Petsch, Charleston, South Carolina
Cleveland and Pittsburg Railroad, Cleveland
S. M . Pennock and Company, Kennett Square
St. Louis Railway Company, Missouri
B. F. French (railway b r o k e r ) , New York
A. P. Roberts and Company (axle manufacturer), Philadelphia
M . K. Jessup and Company (railway b r o k e r ) , New York
A. B. Pardee and Company (railway b r o k e r ) , Philadelphia
Murphy and Allison (carbuilders) Philadelphia
Thomas Jenkins (railway broker) New York
Rogers Locomotive W o r k s , Patterson, New Jersey
Harlan and Hollingsworth, Wilmington
Detroit and Milwaukee Railroad, Detroit
Elmira and Williamsport Railroad, Elmira, New York
R. H. Powell, Philadelphia
Owen and Carnegie, New York
Germantown and Philadelphia Railway Company, Philadelphia
Cincinnati and Chicago Airline Railroad, Chicago
Chicago, Burlington, and Quincy Railroad, Chicago
29
N . Middleton, (railway b r o k e r ) , Philadelphia
By 1886, the last year in which there are voluminous records for
the Lobdell Car Wheel Company, business methods had changed.
only the incoming correspondence was preserved

Unfortunately,

for that year, and it is much
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less illuminating on marketing practices than the outgoing.
had become fancy and colorful.
ders or payments of bills.

Printed

forms were used to acknowledge or

Business deals now involved hundreds or thous

ands of dollars rather than the small sums of earlier years.
its bills promptly.

Letterheads

The firm paid

Wheels were still sometimes exchanged for old wheels

and axles, but exchanges of wheels for ore, coal, lime, sand and cotton had
completely ceased.

The firm acquired a typewriter in 1886, and some orders

were received by telephone.

The business specialized in wheels, axles, and

30
rollers.
The Lobdell Car Wheel Company, as it was known after being incor
porated in 1869, did business in most of the states in the Union.

One order

involved sending wheels to Liverpool, England, and another was for wheels
for Brazil.

A large contract with the New York, Lake Erie and Western Rail

road was paid partly in old wheels.

Direct orders were received from rail31

roads and flour m i l l s , but brokers often^acted as intermediaries.

Pugh

and Russell of New York filled orders through Lobdell for wheels for rail
roads in San Francisco and Charleston, South Carolina.

T. J. Pope and Bro

ther of New York negotiated a purchase of 100 to 300 tons of wheels at $15.50
cash in return for a commission of one per cent.

Terms were cash for small

orders, and credit in the form of one, two, or three-month notes for large
orders.

Business was carried on in a systematic fashion, and the irregu32

larities of the earlier period had disappeared.
Among the purchasers of wheels in 1886 were brokers in New York,
Boston and Philadelphia.

In addition, direct purchases were made by the

Reading Railroad, Pennsylvania Railroad, Philadelphia, Wilmington and Balt
imore Railroad, the North Carolina Car Company, South Carolina Railway Com
pany, Taunton Locomotive Company in Massachusetts, New York, Erie and West
ern Railroad, Wilmington and Northern Railway Company, Dauphin Car Works in
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Pennsylvania, Middletown Car Works in Pennsylvania, and Empire Car Works
in York, Pennsylvania.

Rollers, mainly for use in manufacturing

flour and

paper, were purchased by Norduke and Norman of Iowa, the John T. Noyes M a n 
ufacturing Company of Buffalo, Pusey and Jones of Wilmington, Sinker, David
and Company of Indianapolis, Smith, Vail and Company of Dayton, Ohio, the
South Boston Iron Works in Massachusetts, Great Western Manufacturing Com
pany in Leavenworth, Kansas, Van Northwick Paper Company of Batavia, Illi
nois, Elliot and Willcox of Pontiac, Michigan, Winnipiseogee Paper Company
33
of Franklin, New Hampshire, and the North Carolina Car Company of Raleigh.
Thus during its first half century the Lobdell Car Wheel Company
had prospered and had become nationally known.

Many claimed that it was the

foremost American company engaged in the manufacture of car wheels.

As far

as is known, the company did not have traveling agents, but sold directly to
customers, usually railroads or manufacturers of paper or flour, or through
railroad brokers to whom it paid commissions on sales.

A substantial adver

tising program in trade magazines facilitated sales of its products.
The story of the Du Pont woolen venture has been told in another
report.
Company.

The firm was founded in 1810 under the name of Du Pont, Bauduy and
The partnership was dissolved in 1815, and the new firm took the

name of Victor and Charles I. du Pont and Company.

The manager became Vic

tor's son, Charles I. du Pont, who remained in charge until the firm was
dissolved in 1856.

After the death of Victor in 1827, the name was changed

to Charles I. du Pont and Company.

The business did not succeed, and E . I.

du Pont de Nemours and Company, which had bolstered it financially through
the years, wrote off a loss of $86,704.75 to close its account with the com34
pany after it ceased business operations.
The du Pont woolen firm usually sold goods on consignment to mer-
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chants in nearby cities, particularly in Philadelphia, New York, and Balt
imore.

There was a deliberate and successful effort to extend sales to other

cities, such as St. L o u i s , Louisville, Richmond, Boston, and Pittsburgh.

E. I.

du Pont de Nemours and Company made suggestions about agents in new terri
tories, extended credit, and it sometimes undertook to make collections. Com
mission merchants sold goods to jobbers and retail firms.

Terms were eight-

month credit for large sales, and four or six months for small sales.

Members

of the du Pont family, workmen at Brandywine establishments, and local trades35
men bought directly from the factory at Louviers.
Victor and Charles I. du Pont and Company, after its formation in
1815, allowed its Philadelphia agents a
ing by the piece, and 5 per cent on sales

commission of 2-1/2 per cent in sell
to retail merchants.

William Bon-

ne-11 of Philadelphia was told to sell at four to six-month credit to "safe
and good persons," with a discount of 3 to 5 per cent for cash.
be properly signed on stamped paper with endorsers.

Notes must

William Bell and Sons

of Philadelphia was instructed in 1815 to sell at the invoice price deduct
ing a commission and other charges.
. 3 6
ering or raising prices.

He could use his own discretion in low-

Joseph Downing of Port Gibson, Mississippi, was forwarded a bale
of satinets in September, 1822, "well calculated for Negro women," at the
same time that E. I. du Pont de Nemours and Company shipped twenty kegs of
gunpowder to Downing.

Concerning the accompanying invoice for cloth, Downing

was told:
The price fixed is what we can afford to
sell them deducting a commission of 5% and some
small charges. But yours are probably consider
able and that ought to make a difference if not
Convenient to take the goods, on your Account,
Y o u will then sell them on our Acct. at the M a r 
ket price of your place and do for the best of our
Interest, we are not able yet however to give one
^-j
years credit even if more than the Interest was added.
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The "infatuation" of the American public with British goods after
the conclusion of the War of 1812 caused Victor and Charles I. du Pont and
Company to put British labels upon some of its woolens.

Briscoe and Part

ridge of Baltimore was told in M a y , 1815, that the Brandywine manufacturers
intended to mark some of its merchandise in this manner and as a result wish
ed to obtain "tilleting cloth" such as British manufacturers wrapped around
their goods.

Charles I. du Pont added, "If you could buy for us from some

retailers of cloth, English tillets, you would oblige us much -- We wish to
put some of our cloths under English marks and find the tilleting the most
to
difficult thing to imitate as the same quality of stuff is not/be got here -38
these 2d hand tillets must of course be as clean & new as possible

--"

The aid of Comly and Allen of Philadelphia in this quest for tilleting cloth
was also asked, especially as the Delaware firm did not have any English cor
respondents.

Later in the summer Samuel White of Lancaster was sent two pie

ces of cloth with domestic markings and three with English labels.

Charles

I. du Pont thought that the cloth was an excellent imitation of British goods,
except that his was more substantial and would last longer than imported cloth
39
of the same type and price.
President-elect James Munroe ordered some black cloth in February,
1817, but was told that the firm had none on hand; however, it dyed some blue
cloth black and forwarded him the requested 3-7/8 yards.
parcel was a gracious note, which read:
We could almost say as the Citizens of
the town of Nance to King Henry the 4th of
franee in offering him some wine Sire nous
en avez de bien meilleur which I suppose
said the King vous gardez commer ? une
meilleur occasion
The fact is we do not
send this as a sample of what we could and
have done But as a proof of our wish to comply
with your order and to acknowledge this kind
marks /sic/ of your remembrance and of your
partiality for home manufacturers.

Accompanying the
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Since the goods were not shipped until February 2 2 , it is unlikely that the
40
President had the material made into a suit in time for his inauguration.
The ledger of Victor and Charles I. du Pont and Company from 1815
to 1820 is a confused jumble from the point of view of bookkeeping, but fas
cinating to the historian.

Some sales were made through commission houses,

such as Prevost and Company, Comly and Allen and William Bonnell of Phila
delphia; Briscoe and Partridge of Baltimore, A. C. Cazenove of Alexandria,
and Lambdieu and Bennett of New Orleans.

Others were undertaken by retail

houses, such as Joseph Bringhurst, Joseph and Samuel Canby and Son, and
John R. Brinckle in Wilmington.

William Young and Company made sales through

a commission warehouse in Philadelphia.

Tailors, such as Josiah Evans of

Philadelphia and James McAlpin of Wilmington, were good customers.

The larg

est and most important customer in this period was Callender Irvine, pur
chaser of cloth for the United States Army.

A n army contract in 1816 totaled
41

$25,256.96 and another in 1817, $42,130.30.
Retail sales of damaged goods, remnants, blankets, and piece goods
were made to members of the du Pont family, neighbors, and tradesmen.

Sales

to du Pont workmen were placed on the books of A. Fountain and Company, the
local general store.

Other customers were George Miller, proprietor of the

Blue Ball Tavern, John Warner of Wilmington, Hugh Welsh, "shoemaker and ped
lar" /sic/ of Brandywine Hundred, and Oliver Evans.

The account with William

Young and Company of Rockland included such items as spinning and fulling,
cloth for E. I. du Pont, subscription to pay for an address to /Matthew/
Carey, and a large quantity of woolen goods, presumably for his commission
house in Philadelphia.

The $23.75 bill of Joseph Downing, an employee of

the Bank of Wilmington and Brandywine, was paid in 1816 by "his service in
letting us overdraw the B&nk as we pleased." Perhaps that is a contributing
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reason to his later becoming the proprietor of a general store in Mississ42
ippi.
E . I. du Pont de Nemours and Company performed numerous services
for the woolen company at Louviers.

If funds were not available from the

sale of woolens, Briscoe and Partridge of Baltimore was told to draw a tenday draft upon the account of the powder manufacturer.

E . I. du Pont de

Nemours and Company suggested the names of possible commission merchants,
permitted its agents to collect and forward accounts, and sometimes allowed
woolen goods to be shipped along with orders for powder.
ant service was in providing financial backing.

Its most import

When a government

contract

was arranged in 1816, it acted as financial security for its fulfillment.
Before the government paid for the cloth, it advanced $2,000 as a loan.
43

Nu-

merous loans enabled the woolen firm to remain afloat.
Many financial obligations were paid in cloth.
paid for three carding machines in three different ways:

Welcome Gray was
for one in half

cash and half cloth, for another in cash, and for a third in $100 cash and
an eight-month note.

Adolphus Husband of Brandywine Hundred mended shoes

and repaired straps for cloth.

Henry

Isard of Charleston, South Carolina,

exchanged wool for cloth, as did many other customers.
44

B. Briate received

cloth in exchange for wrapping paper.
After the formation of Charles I. du Pont and Company in 1827,
following the death of Victor du P o n t , business methods became more orderly.
An invoice book contained sales to principal agents, and an annual inventory
listed goods sold and unsold at the end of the year.

Agents were asked to

send in accounts twice a year, preferably on July 1 and January 1.

The a-

gents in 1829 were Wain and Learning of Philadelphia, Redwood Fisher of Phil
adelphia, Wilson and McPherson of Philadelphia, Atwood and Company of Phila
delphia, A. C. Cazenove of Alexandria, Virginia, Cobb, Wyman and Company

- 36 -

of Baltimore, Gaspard Tranchant of Cincinnati, and James Hiron of Richmond,
Virginia.

More purchases were made by General Callender Irvine for delivery

at the Schuylkill Arsenal than by anyone else.

About the same number of

agents appeared in the invoice book of 1846, but the accounts were for much
larger sums.

Du Pont woolens were handled in 1846 in Philadelphia by David

S. Brown and Company, H. L. Carson, Hooper, L a m e d and Company, J. McLanahan
and Company; in New York by Gilman and Iddings, Bird, Gillilan and Company,
and Horstman and Drucker; in Baltimore by Robert A. Taylor and Samuel K.
George, and in Boston by Steele, Anderson and Stanfield.

In addition to

sales through commission houses, Charles I. du Pont and Company also shipped
woolens directly to many firms and continued to sell piece goods, damaged
woolens, and blankets at its factory, as the retail books of the company re
cords show.^~*
Army contracts were an important source of revenue.

During the

Mexican War Charles I. du Pont and Company worked almost exclusively on
army cloth.
ders.

At various times it was a successful bidder for government or

In 1846 it was awarded a contract for 60,000 yards of blue kerseys.

It also received orders from West Point, Virginia Military Institute, and
local militia groups.
Commission merchants were paid three, five and seven per cent on
sales.

The woolen company assumed charges for state taxes, freight, postage,

advertising and catalogues, as semi-annual and annual statements show.

Robert

A. Taylor and Son of Baltimore in 1842 deducted from sales five per cent com
mission, one-half of one per cent for state tax, and one-fourth of one per
cent for fire insurance and advertising.

The Baltimore merchant also charged

a flat fee for freight, drayage, postage and catalogues.

Wethered Brothers
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in 1839 collected a commission of three per cent on sales and also deducted
charges for freight and drayage, storage, fire insurance, postage and advertising.
Gilman and Iddings of New York received a commission of five per cent and
one-half of one per cent for insurance and other expenses, with cartage and
labor being a separate charge.

H. L. Carson of Philadelphia and Duvall,

Keighter and Company of Baltimore were paid similar percentages.

Bird, Gill-

iland and Company of New York received six per cent on general sales and three
and a half per cent on auction sales, with a flat charge for other expenses.
Thomas Anderson and Company of Louisville was paid seven per cent in commis48
sions.
Large accounts were sometimes settled by notes.

Robert A. Taylor

and Company of Baltimore had been consigned $8,000 worth of goods in 1843.
In February it had accepted a draft from the Brandywine company for $1500.
For a portion of the remaining $6,500, Charles I. du Pont proposed that three
49
notes of four to six months be issued at varying dates.
Charles I. du Pont and Company had a fixed policy that all goods
must be sold within twelve months, even at a loss.

Wethered Brothers of

Baltimore was informed in 1839 that "we wish to close these goods this fall,
having never yet derived any advantage by keeping them over twelve months."
A n agent in Petersburg, Virginia, was told in M a r c h , 1840 that since it was
almost impossible to dispose of goods at that season of the year, he should
place them in cases with tobacco strewn over them for protection against moths.
If the merchant had an opportunity to exchange the woolens for wool, cotton,
or tobacco, he should do so.

A similar letter was addressed to Thomas Larkin

in St. Louis in M a r c h , 1845.

He was informed that the loss of interest and

changes in style depreciated old stock.

The agent should try to dispose of

the goods in trade, at auction, or for produce, such as lead, lard, o i l ,
wool, and bacon, though the firm preferred that remittances be made in cash.
It relied upon his judgment to look after its interests.

Peter E . Blow and
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Company of St. Louis was advised in March, 1841, to sell woolens at auction
immediately or to turn them over to Thomas Larkin for sale at auction in the
50
fall.

In any case the merchandise should be protected from moths.
Merchants were given a guide as to what prices woolens should bring

by an accompanying invoice, but they were repeatedly
judgment in raising or lowering prices.

told to use their own

Andrew Murphy of Pittsburgh was ad

vised in 1841 that the invoice price might be raised or lowered, as he saw
fit.

He should arrange credit terms of eight months for large sales and of

four to six months for small sales.

Thomas Anderson of Louisville was inform

ed, "we wish you also to understand what we before mentioned that our invoices
should in a degree be considered nominal and we leave you discretionary action
in regard to making sales, which we trust will prove better than we are doing
here."

A concise statement of what Charles I. du Pont and Company expected

from its middlemen is found in a letter written to Gaspard Tranchant of Cin
cinnati in 1839, who was told, "You understand us in relation to sales do
the very best you can and we will be satisfied.""'''"
Charles I. du Pont and Company tentatively hired a traveling
salesman in 1840 for the purchase of wool and the sale of cloth, but the
attempted arrangement did not work out.

James McAyeal of Madison, Pennsyl

vania, was thinking of retiring from the business of purchasing wool and
selling cloth in 1840.

He suggested the possibility that he might be em

ployed by the Brandywine manufacturer on a commission basis.

Charles I.

du Pont was enthusiastic and wrote:
We have often thought it would be to our interest
if we could come nearer the consumers of the Goods than
to have to sell through a Commissions merchant to a
Market St. House who again sells with a profit to the
country store keepers, and a person on whose integrity &
capacity we could rely to make sales for us in Pittsburg
and the neighbouring counties could advantageously em
ploy his time for himself and for us . . . .
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Du Pont suggested that goods might be sold to storekeepers in western Penn
sylvania and that produce, such as w o o l , bacon and rags could be taken in
exchange.

He offered to pay him five per cent commission on the sale of

cloth and on the purchase of wool.

McAyeal tried this arrangement, but far

mers preferred cash for w o o l , which was marketed in the spring, rather than
cloth, and du Pont found that he could buy more cheaply from Philadelphia
merchants who were paid in wool.

Even offers of half cash and half cloth
52

were not well received, so McAyeal shortly withdrew from the arrangement.
Charles I. du Pont sometimes visited commission houses himself,
and the firm sent out trial cases or bales of cloth to see which woolens
suited particular markets.
of their customers.

Merchants were asked to indicate the preferences

Duvall, Keighter and Company of Baltimore in 1850 re

quested a sample case of the latest styles and colors.

Commission houses

included in their statements charges for advertising and catalogues, but
53
the firm engaged in no direct advertising concerning the sale of woolens.
A Wilmington commission house in 1813 advertised woolens manufactured by
Du Pont, Bauduy and Company, and the warehouse of William Young and Company
in Philadelphia in 1816 mentioned in a Delaware and a Philadelphia newspa54
per that it handled cloth manufactured by M e s s r s . Du Pont and Company.
A conscious effort was made to find new outlets for cloth in the
late 1830's and early 1840's.

Brown and Bailey of Louisville in 1837 was

sent a case of blue cloth in an initial trial order, without any previous
correspondence on the matter, and asked to recommend a commission house in
that town for the sale of woolens if it did not care to handle the business
itself.

The firm expressed a hope that remittances would be in the form of

good clean country w o o l , since financial exchange was difficult between east
and west.

Glasgow, Shaw and Larkin in St. Louis was approached in a similar
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fashion, goods being shipped before a letter was sent.

If the sale of wool

ens was not in its line, it was asked to recommend another house.

J. McAyeal

and Company of Madison, Pennsylvania, in 1839 was forwarded goods to sell
at its own risk or at the risk of Charles I. du Pont and Company.
were to be made for cash or for notes of less than eight months.
was often made in wool by the western merchants.

Sales
Payment

Charles I. du Pont in 1835

secured J o h n Lloyd and Company of Pittsburgh as a representative, paying five
per cent commission on the sale of piece goods.

The Brandywine manufacturer

promised to cater to western preferences in color and style.

Du Pont observ

ed, "As you remark the payments for the goods will come in time for the wool
system we will thereby be enabled to work what is termed in mechanics a trans
verse movement across the Allegheny mountains without the aid of Banks.""^
Commission houses constantly complained of style, quality, and
color.

Thomas Anderson in 1848 stated that dark blue blankets and sky blue

army cloth would not sell in Louisville.

H. L. Carson in 1842 complained

that the color of some cassimere was too dark and was not salable; the man
ufacturer needed to add more w h i t e . T h e
Gillilan and Company of New York.

most constant critic was Bird,

In a series of letters in 1843 and 1844,

this business house complained of quality and defects.

In October, 1843,

the firm complained that the cloth did not have face enough and was not a
good black.

Cloths and tweeds forwarded at a later time had a very good

face, but the fabric was too light for the season.

While the tweeds looked

good, when the^v were unrolled, it could be seen that they were not perfect.
The Du Pont Company was advised that while it was difficult to manufacture
goods clear of stripes and shadings, the effort to avoid such imperfections
must be made.

The goods were too high in price.

Sales continued to be

slow in November, and the commission house sold at an auction one piece of
defective cassimere.

Satinets did not sell well in the city trade, so the
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firm had disposed of them to southern purchasers.

The Brandywine manufact

urer was told in February, 1844, that stripes in its cassimeres gave too
glaring an effect.
an improvement.

A little "tamer" color and a narrower stripe would be

Charles I. du Pont and Company took these criticisms to

heart, admitted that some of its cloth was not of first quality, and stead
ily tried to improve its quality and style."^
Lack of aggressive marketing and advertising contributed to the
failure of Charles I. du Pont and Company.

In spite of occasional successes

in selling in western or southern states, most of its markets remained in
the Middle Atlantic States.

Commisssion houses and the United States Army

were the most important customers.

Payment was made in the form of cash,

notes for four, six or eight months, or produce, especially wool.

Smaller

orders were sent directly from the factory, and piece goods and damaged cloth
were sold at a discount from the factory.
The few surviving records of Joseph Bancroft and Sons, a ledger,
daybook, and journal spanning the period from 1831 to 1868, provide addition58
al information about marketing practices.
finishing and manufacturing cloth.

The firm was engaged in both

Most purchases were paid for in notes

payable in three or four months, but they might be renewed, and sometimes
they were fixed at payment at the end of eight or twelve months from the
date of shipment.

Commission merchants charged five to seven per cent and

expenses, the latter probably including drayage, storage, insurance, and
advertising.

Most of Bancroft's customers were located in New York and
59

Philadelphia.
The company did well during the Civil War.

Figures concerning

commissions and expenses on consignment, factory finishing of their own cloth,
and the wages account, as well as government taxes on manufacturing, demon-
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strate the prosperity of the firm.

In general, business was not good at

the beginning of the w a r , but flourished thereafter until 1868.

Some of

this prosperity may have resulted from Bancroft having adopted an English
method for the sizing of cloth used in the making of window shades.

There

is no indication in Delaware newspapers, government archives, or company
records that the firm made sales directly to the government, but this must
have been the main source of revenue for most of its customers, especially
for those having goods finished.

Quaker scruples possibly prevented Joseph

Bancroft from undertaking government contracts directly, although in the
60
capacity of "trustee" he did buy two government bonds worth $1,000 each.
Important customers of Bancroft during the Civil War years were:
P. V. Smith and Company, Philadelphia
A. Whilldin and Son, Philadelphia
Mark Devine and Company, Philadelphia
G. L. and J. B. Kelty, New York
John Terheun, New York
J. C. De La Cour, Camden, New Jersey
Charles Lennig, Philadelphia
Cadbury and Rhoads, Philadelphia
Robert Taylor, New York
Jay Wemple, New York
Levis and Rhoads, Wilmington
J. A. Weeden and Company, New York
Charles Ellis and Company, Philadelphia
Barnet and Solomon and Sons, New York
James Riddle, Son and Company, Brandywine
George Blabon and Company, Philadelphia
61
Lockwood Manufacturing Company, Philadelphia
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A typical transaction in the 1840's when goods were sold direct
ly to the retailer involved sending an invoice for goods valued at $300 to
Sam Frothingham of Boston.

He was expected to return $225 to Bancroft, which

allowed the Boston merchant a profit of about 25 per cent.

On another oc

casion the Bay State businessman sold goods on consignment amounting to
$2,225 from which he deducted $135.53 for commission and expenses.

T. Putnam

and Company of New York in 1843 was sent an invoice of $700 for four cases
of silesias, with the instructions that they should "say net $525.00." H. L.
Carson, who was also a customer of Charles I. du Pont, reported sales of
$264.66, which he paid with a three-month note after deducting $15.91 for
commission and expenses.

Charles Carville, an important customer, received
62

commissions of five to seven per cent on sales in the 1860's.
Business was highly profitable during the Civil War because many
of

Bancroft's customers had army contracts.

The amount paid in commission

and expenses, for example, increased during those years, as the following
statistics show:
Commissions and Expenses on Consignments
1859
1860
1861
1862
1863
1864
1865
1866
1867

$1,697.93
2,005.25
1,014.70
2,886.90
4,337.81
4,042.81
3,707.31
3,802.84
2,908.24
The amounts which the factory charged itself for finishing its

own goods increased during these years, as the following figures demonstrate:
Factory Finishing of Our Own Goods
1861
1862
1863
1864
1865
1866
1867
1868

$3,413.10
4,775.41
6,564.41
8,941.04
12,831.34
17,517.88
14,295.62
14,295.89
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The increased amount paid out in wages reflect to some extent
the rising cost of living, but it also probably indicates a larger number
of employees:
Wages Account
1859
1860
1861
1862
1863
1864
1865
1866

$14,148.34
24,416.52
21,191.57
22,786.78
30,076.57
38,710.15
50,344.23
55,764.43
Government taxes which began to be collected on manufactured

products in 1863 showed an increase through 1866:
United States Revenue Taxes
1863
1864
1865
1866
1867
1868

$4,979.58
7,145.83
10,454.88
11,058.43
6,473.40
2,545.65
Thus a variety of sources indicate that the manufacture of cloth
63

and the finishing of cotton textiles boomed during the war years.
None of the enterprises discussed in this chapter was as well
known or carried on as large a volume of business as E. I. du Pont de
Nemours and Company, powder manufacturer, which had become Delaware's most
important and best known firm in the decades before the Civil W a r .

The

methods used in marketing its products are described in the next chapter.

CHAPTER III
MARKETING PRACTICES OF E. I, DU PONT DE NEMOURS AND COMPANY

Several hundred boxes of company correspondence and numerous
letter books need to be examined to relate the complete story of marketing
by E. I. du Pont de Nemours and Company in the nineteenth century.

In view

of the limitations of time, only the high points of the story can be told
here.

Fortunately marketing operations during the founding years of the

company have been carefully studied by Dr. Norman B. Wilkinson.

For another

purpose notes had been assembled by the writer for a study of the company
during the Civil War years.

It was also thought helpful to study company

letter books in the 1840's and to examine other material for the 1880's.
Thus at four periods in the history of the company, marketing policies were
examined.

The richness of the material calls for a more thorough and ex

haustive study.
The first Du Pont powder was manufactured in A p r i l , 1804, and
the first sale recorded was on May 16 to Braden and Rice, Wilmington grocers,
totaling $51 for 150 pounds.

Victor du Pont de Nemours and Company, com

mission merchant of New York was the first agent scheduled to handle Du Pont
powder, but Mitchel and Shepperd of Baltimore were the first agents listed
in the sales book.

The first powder sold for construction purposes was to

the Chesapeake and Delaware Canal Company.

Powder was sold mainly in Del

aware-^ Maryland, and Pennsylvania in 1804 and 1805.

After 1806 sales were

made in the states from South Carolina to Maine along the eastern seaboard.''"
The first traveling salesman was Peter Bauduy.

In the summer of

1806 he traveled through Connecticut and New York, distributing samples and
leaving Du Pont business cards.

Bauduy pointed out that powder might be

easily forwarded to Providence and Newport, where he had opened agencies, as
part of the ballast of ships which brought barley to Philadelphia.

Since

crews were reluctant to handle powder, he advised that it be placed in boxes
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labeled "dry goods."

In 1815 Anthony Bidermann toured New England to in-

.
2
terest merchants in becoming agents.
n

Powder sales totaled 38,525 pounds in 1804, 152,000 in 1805,
and 174,000 in 1806.

Some of this was for sales of powder

for the War Department.

re-manufactured

Secretary of War Dearborn was so impressed by the

superiority of Du Pont powder being used against the Algerian corsairs in
1805 that he informed his officers on July 4 that all government powder
3
should be obtained from Du Pont.
Merchants were offered an opportunity to sell powder on commission
at 2-1/2 per cent as agents, or to buy outright and to sell on their own ac
count.

Suydan and Wickoff of New York was told in 1806 that "we leave it

to your option to take the whole on your acct. at the price of Invoice and
we give you 6 month credit or to sale /sic_/it for our best advantage; un
derstood if you take it at the Invoice price to sale /sic/ it on your acct.
we have to pay the freight."

John Hancock of Boston in the same year was

offered a similar choice, and advised that if he sold on commission to se
lect his credit customers carefully.

Dudley Walsh of Albany was informed

in 1806, in a letter that showed that the writer had not yet fully mastered
the English language, that he had a choice of becoming an agent or of buying
4
the powder outright.
Company letters stressed that credit terms were four months, but
sometimes six months were mentioned, and accounts were frequently allowed
to remain unsettled for over a year.

Dudley Walsh and Company of Albany

was informed in 1806 that the terms of sale had always been four months,
but that the Brandywine manufacturer would sell to his firm on terms of
four and six months.

Mathias Hollenback of Wilkes-Barre was told in 1811

that "we sell our powder as fast as we can make it both for cash and credit
the terms of which never exceed four months."

In his case, however, the
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powder makers made an exception and extended credit for a longer time.
Anthony Girard, Du Pont agent in New York in 1810 was asked to have John
Jacob Astor settle in four to six months, as the usual credit terms were
three or four months.

William Warner of Philadelphia in February, 1810,

had still not settled for powder purchased in November and December, 1809,
and he was asked for cash in order that the Du Pont Company might pay for it
saltpeter.

A Baltimore customer was informed in 1810 that "our usual term
6

is 4 months for approved paper & we make an allowance of 2 p.C. for Cash."
Agents were told to extend credit not to exceed four months to
customers.

Briscoe and Partridge of Baltimore in 1811 was instructed that

"with respect to the Credit to be Allowed to Customers, our usual Term is
4 months for approved paper . . . ."

Garesche and Ravesies of Philadelphia

in 1811 was reprimanded for extending credit for six months, since the m a 7
jority of agents sold on terms of 60 or 90 days.
In view of the fact that the young firm was constantly in need
of cash with which to buy saltpeter, its indifference to prompt payment is
surprising.

Dudley Walsh of Albany was told in 1806 that "as to the terms

of Payment we will give you on that now every accommodation that you can
wish -- the goodness of the purchaser is of more consequence with us than
prompt payment

. . . ."

George Keim of Reading was informed in 1807 that

"as to the terms of payment we will call on you when we want money and will
make it as heretofore."

Financial stringency sometimes compelled the Brandy

wine manufacturer to issue drafts at sight upon large customers, such as
g
Anthony Girard and Archibald McCall.
It was a company policy that prices be uniform to all customers,
the only difference being that agents in distant parts of the country had
to charge higher prices in order to allow for the cost of freight.

George
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Keim of Reading was instructed in 1808 that "we can have only one price with
our customers; this price fluctuates according
we pay."

/to/the price of Saltpetre

A. R. Drummond and Company of Norfolk in 1809 was advised that

"we do put our powder to all customers and agents at the same price."

A.

Cazenove of Alexandria was reminded in 1810 that powder was sold at "a uniform price."
Captains of vessels were loathe to accept as freight such a

dan-

1

erous commodity as gunpowder in the early years of Du P o n t s operations,
hence shipments were often made in boxes labeled as books, glass, and dry

r

10
goods.
Agents were told to charge about fifty cents less per keg to
customers who made large purchases.

Anthony Buck of "Fredericksbourg,"

Virginia, in 1806 was notified "that it is a rule with us to sale /sic/ one
single Keg 50/100 more than five and under ten the same custom."

What this

practice meant "in translation" was that single kegs sold for fifty cents
more than kegs in lots of five or ten.

Briscoe and Partridge of Baltimore

was advised in 1810 that powder sold for $15 per keg at the factory.

As

agents, it was suggested that they charge $16 per keg for sales of 1 to 5
kegs, $15.75 for sales from 5 to 2 0 , and $15.50 for sales above 2 0 .

Anthony

Girard of New York was told in 1806 to charge $10 per keg in sales of less
than five kegs, $9.60 in sales above five, and $9 per keg in sales above
11
twenty.
While the largest sales were to agents, direct sales were also
made to large retailers in cities.

Colonel John Whipple of Providence was

informed in 1806 that "we are to the determination to have only agents in
the large cities like PH. New York & Boston and we will sell directly our
powder to tne grocers or merchts of the small town who will agree to take
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it.

we will have an uniform price and term of credit and furnish them
12

at the lowest price that we can afford."
Du Pont soon claimed that his powder was superior to any im
ported.

In a letter to the Secretary of Navy in 1809, E. I. du Pont de

Nemours and Company b oasted that "we would warrant the powder we should
manufacture for your department equal to any imported powder & in fact
Superior as the European powder has to Cross the Atlantic."

The Du Pont

Company justified its higher price to the commercial trade than competi
tors charged because "our powder is of a Superior quality.

11

Aware of the prevailing prejudice favoring goods from abroad,
some Du Pont powder in 1806 and 1807 was passed off as being of English
manufacture.

Suydan and Wickoff of New York was told:

although our powder is better than the imported
and we warrant it such we found that it was better to
take off our Brand Brandywine and have marked our Kegs
like the english altering also our grain in order to
bring it on a perfect similitude
Aubin LaForest of Richmond was advised:
we request that if you put the eagle powder which
we have sent to you into Canisters, label it without our
mark. You would then be selling it for us as English
powder which very often has no mark. The grain of it is
not sufficiently fine to make a comparison between it and
ours especially to compare it with the eagle which we
place on the market in canisters in competition with the
triple battle English, we fear that this is the wrong
thing to d o . ^
"
When William Twaddell, another manufacturer of powder on the
Brandywine, began to label some of his powder with the name of this histo
ric stream in 1806, the Du Pont Company decided to stop using the label
"Brandywine" and to replace it with " E . I. du Pont and Company."

Agents

in New York, Philadelphia, and Charleston were asked to insert an adver
tisement in a newspaper pointing out that Twaddell was selling powder un
der false pretenses and that Du Pont powder would henceforth bear the name
Du P o n t .

1 5
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By December 3 1 , 1809, E. I. du Pont de Nemours and Company had
sold $243,554.79 worth of powder.

During these six years $96,900.00 worth

had been sold at the factory, $214,214.79 had been sold by agents, and $29,340.00
had been sold to the government.

In the latter figure was included some

powder that had been re-manufactured

for the government.

The names of twenty-

four agents were listed, the most important being Archibald McCall of Phila
delphia with sales of $36,486.16 and Anthony Girard of New York with sales
of $ 3 3 , 9 7 2 . 5 5 .

16

Agents and customers in these years were mainly along the Atlantic
coast from South Carolina to M a i n e .
1810 for the American Fur Company.

John Jacob Astor made large purchases in
The government had had some powder re-

manufactured in 1805 and it became a steady but not a large customer until
the war years 1812-1815.

1

Some government powder was sent to Indian factories. ''

Probably the first sales made out of this country were to the
French government for use in Santo Domingo.

The Du Pont Company denied in

dignantly that it was also selling to the Negro rebels, though some may have
18
come into their hands from Du Pont agents.

By 1817 powder was being ship

ped to Buenos A y r e s , and sales to all the countries in the Caribbean area
!

and in South America were common in the 1 8 2 0 s through agents in New York
and Philadelphia.

William Duane on a visit to South America in 1822 was
19

commissioned to carry along samples and to take orders.
Du Pont powder was well known throughout the western hemisphere.
A Cincinnati firm in 1818 inquired in "self-defense" about the lowest price
and longest credit terms, noting that "Trotter Powder /of Lexington/ is
Considerably lower than Du Pont's, but our Sales we wish to transfer to
Du Pont's."

A company letter in 1816 observed:

We do not know whether our reputation
has spread to the African coast, but the
negroes of St. Domingo concede so much

preference to us that Captain Jones has
assured us that when on his last voyage
Petion bought our powder at one dollar
and a half per pound while the price of
that from other American mills was 50 cents;
this difference accounted for the fact that
he was annoyed to see that Christophe's
bullets passed him over the head while his
own could not strike.
A company letter in 1831 declared that Du Pont powder was "at the head of
20
the market."
Sales expanded rapidly in the 1820's, as the country grew and
demand for powder for such projects as the Erie Canal and canals in Penn
sylvania increased.

Bernhard Dahlgren wrote the Du Pont Company in 1821

that his sales had exceeded those of any former year by 500 kegs and added:
I am determined, (as Frederick the
Great of Prussia once declared that not a
gun should be fired in Germany without
his leave) as far as intelligence and zeal
can secure it, that in time "not a gun shall
be fired unless charged with Du P o n t s powder"
beginning with the City of Phila. and extending
throughout U. States, so pray hard at work
and pray the Virgin for rain as our friend
Victor once did with great s u c c e s s . ^
1

Credit terms remained much the same for many years.

Tompkins

and Wortham of Richmond was told in 1822 to fix its prices for cash at $6.25
per keg under five kegs, for $6.00 for five kegs and upwards, and $5.75 for
fifty kegs and upwardsS For credit sales an addition of 25£ per keg was
22
made to t h e s

e

prices, and credit was not to exceed four months.

The Du Pont Company preferred to have only a small number of
principal agents distributing its powder.

It asked Page and Gray of Pitts

burg in 1822 if it would be interested in supervising subagents in the ad
jacent states of Ohio, Kentucky and Illinois, forwarding powder and corres
ponding with them.

If such an arrangement was made, it was expected that

Page and Gray would charge only half the usual commission on such sales.
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Apparently, such an agreement did not mature.

By 1833 the number of agents

had been reduced to nine within the entire country, the Du Pont Company b e 23
lieving that having too many agents might result in cut-throat competition.
The principles of marketing that had been established at the time
of the founding of the company continued as the basis of operations into the
1840's.

The company sold powder at its factory or through agents.

Merchants

were offered an opportunity to buy outright or to sell on commission.

Agents

were expected to submit a statement of sales quarterly and to remit by drafts,
preferably on New York or Philadelphia banks, since there was wide variation
in currency, or to provide notes on which they paid interest.
ment was rewarded with a discount of five per cent.

Prompt settle

Customers who bought

from

agents were extended credit up to four months annually, and usually made settle
ment in endorsed notes.
ment.

A discount was given for cash or for prompt settle

In the first years of the company, sales of ten or twenty kegs were

considered important.

By 1840 sales sometimes totaled several hundred kegs

to contractors on railroads and canals, to m i n e s , or to the government.

The

factory no longer made direct sales to customers at a distance unless they
bought in lots of more than fifty kegs.

Commission rates had increased

from

2-1/2 per cent to 7 per cent, but agents now paid the cost of freight and
drayage.
As compared to twenTy-four agents in the first six years of the
company's existence, and to nine agents in 1833, the number of agents in
1840 totaled twenty-one,strategically
try.

located in various parts of the coun

In a resume'of 1840, they were listed as follows:
J. N. W i l l s , Newburyport, Massachusetts
Charles Smith, Boston
Jacob Parket, New Bedford
Evans and Arbuckle, Erie, Pennsylvania

William Kemble, New York
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Carey and Company, New York
Grant and Stone, Philadelphia
F. G. Smith, Rochester
William S. Bouldin, Havre de Grace
Z. H. Cooch, Baltimore
A. C. Cazenove, Alexandria
Butler and Camp, Norfolk
Pannill and L e a , Petersburg
Wortham, McGruder and Company, Richmond
Gardelle and Rhind, Augusta and Charleston
G. Westfeldt and Brother, Mobile
G. P. Bowers, New Orleans
Thomas H. Larkin, St. Louis
Hall and Currie, Portsmouth, Ohio
R. Morison and Company, Havanna, Cuba
J. H. Forsyth, Wheeling, Virginia
On December 3 1 , 1840, these agents had on hand stocks of Du Pont powder
_
24
valued at $31,474.99.
The powder business had increased steadily through the years
in spite of fluctuations due to explosions and depressions.

Sales in 1810

totaled $79,509; in 1820, $109,182; in 1830, $155,779; in 1840, $209,199;
in 1850, $258,586, and in 1860, $752,200.

Sales to foreign countries, par

ticularly to the Caribbean area and to South America, had sharply increased,
resulting in the establishment of an agency in Cuba.

Many of these overseas
25

sales were handled by William Kemble, Du Pont agent in New York.
Agents were offered an opportunity to buy powder outright and
to settle every quarter for any sold, or to sell on commission and a guar
antee of 7 to 7-1/2 per cent.

When the company sold powder on time, it
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charged a rate of one per cent above the cash price.

A discount of three

to five per cent was allowed for payment in cash or in endorsed notes at
the end of the quarter.

W . Anderson and Company of Louisville, for example,

was sold powder in lots of 200 kegs, being allowed three per cent off for

26
FFF

powder payable in four-month notes from date of invoice.
Agents were instructed to give discounts to large customers.

Z. H,

Cooch of Baltimore was told in 1842 to fix his list price for powder at $4.75,
Lots of five to twenty kegs were to be sold at $4.62-1/2 per keg, and lots
of more than fifty kegs at $4.50 per keg, with settlement being made in
approved notes of four to six months.

William Kemble of New York was in

formed in 1841 that the Du Pont Company approved a reduction in the price
of powder to $4.50 per keg, with a deduction of five per cent for cash paid
M

27

at the end of each quarter, or a specific reduction of one cent per pound.
He offered cannon and musket powder to the Mexican government in 1841 at a
reduction of five per cent for cash.

Carey and Company of New York in 1841

sold blasting powder at a reduction of five per cent for cash.

Wortham,

McGruder and Company in 1842 sold sporting powder in lots of twenty to forty
kegs at a reduction of five per cent, and of forty or more kegs at a discount
_
28
of severr^per cent, payment being made in four-month notes.
The Du Pont Company at times allowed itself to be undersold by
competitors, but at no time did it allow great differences in price to ex
ist.

Z. H. Cooch in Baltimore was told in 1842 that:
Our experience of the market during a
period of nearly forty years shows that it is
not sound policy to let others undersell us
beyond 5 to 10 per cent; otherwise there is
too great a temptation for the retail dealers
to try and push off the cheaper article; and
we consequently have had to lower our prices.
We of course do not pretend to sell as cheap_
as M e s s r s . H. L. & Co. /Hazard, Loomis & C o ^ / ,
but we could not permit a difference of from
2 to 3 cents per pound to exist between our
prices .
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Gardelle and Rhind of Augusta and Charleston was instructed about sales
in 1844:
The price of our powder du Pont FFF ,
to be kept at an advance of 25 cents per^
keg over the prices of your competitors,
provided it does not net less than $4
per keg; this can be arranged either by
your purchasing at $4 with interest added
for him, or by your selling on Comn. for
our acct., say at the rate of 7 per cent
Comn. & Guarte. regulating the price so
that after covering all charges it would
on an average nett $4 & interest at a mini
mum.
Jacob Parker of New Bedford was notified in 1841 that:
From the experience of the powder market,
our firm has acquired in a period of nearly
forty years, we find that as we put much more
labor & expense on the manufacture of our powder
than other makers, we can always maintain it at
a higher price and still obtain a decided pre
ference; but to this there is a certain limit,
at a difference of 10 per cent (say at present
50 cents per keg) our customers generally remain
firm, but when the difference is much below this,
many are tempted by the low prices of other manu
facturers to purchase part of their stock at
another mark than ours to our great injury.
Such a situation had developed in New York, where the company was being
undersold by prices of less than twenty per cent; as a consequence, the
price of powder was to be reduced in Boston, New Bedford, and New York on
January 1, 1842 to $4.50 per keg.

Thomas H. Larkin of St. Louis was ad

vised in 1843 that prices should not be more than fifty cents per keg above
30
those of competitors.
Competition was met in a variety of ways.

When Hazard and Com

pany drastically lowered the price of powder in New York in 1843, the Du
Pont Company lowered its charges slightly, but it then resorted to the man
ufacture of unlabeled powder to sell at a low price to meet the competition.
Hubbard and Bowers of New Orleans was informed in 1844 that Hazard and
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Company might try to introduce its powder in that locality.

The Connect

icut manufacturer followed a policy of first supplying a carefully made
article, which he sold at a low price with a guarantee that it was equal
in quality to Du Pont powder.

Later he substituted an inferior grade.

Hubbard and Bowers was advised to sell Du Pont powder at a "shade" above
that of any competitor.

Another alternative might be to sell some unmarked

powder of good quality without any name in competition, guaranteeing that
it was equal to Hazard's.

This tactic had recently been used

successfully

in New York and it had the advantage of not sacrificing profits on the
31
aggregate total of sales.
Although many tradesmen thought that the price of Du Pont pow
der was uniform throughout the United States, a company letter informed
an agent in New Bedford that this was not true.
storage differed tremendously.

Expenses of freight and

Freight to New York was 6 to 7 cents per

hundred pounds, while to New Orleans it might be 25 cents.

Storage in

New Bedford was nominal, while in New Orleans it cost a shilling per month,
and in Mobile each keg cost 75<£ for admittance into the magazine.
32

These

differences determined the variations in prices.
By 1860 the number of agents had increased to fifty-seven, and
on December 3J., 1860, 2,727,070 pounds of gunpowder was in their hands
worth $283,794.18.

As the United States had expanded territorially through

purchase and w a r , as railroads and canals had opened up western territory
to settlement, and as mining and other extractive industries grew in size,
the number of agents to serve the growing needs of the country
A roster of Du Pont Company agents at the close of 1860 read:
H. P. Toppan, Newburyport, Massachusetts
Henry Nathan, Rio de Janeiro, Brazil
Joseph Bignon, Augusta

increased.
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Thomas Taylor, Pocopson, Pennsylvania
F. W. Irvine, Memphis
John Senter, Eagle River, Michigan
Thomas H. Larkin and Company, St. Louis
G. Westfeldt and Brother, Mobile
Bansemer and Brother, Lafayette, Indiana
Cazenove and Company, Alexandria
Mottet Huchet and Company, New Orleans
E . L. Ufford, Galveston, Texas
B. Presley, St. Paul
Joshua Burr, Davenport, Iowa
Dilworth and Bidwell, Pittsburg
John T. Hancock, Boston
Reid and Murdock, Dubuque
Octavus Cohen and Company, Savannah
F. L. Kneeland, New York
De Rossett, Brown and Company, Charleston
M . and E . F. Cheatham, Nashville
Van M a r c u s , Columbus, Georgia
Ray Hill and Company, Blairsvilie, Pennsylvania
Jedidiah Jewett, Portland, Maine
A. H. Gardner and Company, Milwaukee
Bishop and Company, Toledo
John J. Bogue, Georgetown, D. C.
E . Wortham and Company, Richmond
W . M . Scott, Nashville
William Pannill, Petersburg
A . L. Webb and Brother, Baltimore
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G. Meldrum and Company, Madison, Indiana
W. Grant, Philadelphia
M. R. Ingham, Hannibal Missouri
Young and Brother, Easton, Pennsylvania
George M . Steinman, Lancaster, Pennsylvania
H. Fitzgerald and Company, Memphis
Camp and Bonsul, Norfolk
Flower, McDonald and Company, Melbourne, Australia
. Kemble and Warner, New York
William Breck, Scranton
Edward Hempstead, Chicago
J. W. Donohue and Company, Cincinnati
R. Towns and Company, London, England, and Sydney, Australia
Jacob Parker, New Bedford
A. W. Leisenring, Mauch Chunk
A. Eschback, Norristown, Pennsylvania
P. Rotchford, New Orleans
D. C. Corbin, Nebraska City and Denver
Nave, McCord and Company, St. Joseph, Missouri
C. Powell and Company, Knoxville
Lynchburg Magazine, Virginia
33
Bouloman and Decoes / ? /
During the Civil War E . I. du Pont de Nemours and Company was
the largest single supplier of gunpowder to the Union forces, and its safe
ty was of sufficient importance to the War Department for it to send troops
to defend the powder mills upon several occasions.

At the beginning of the

w a r , city, state, and Confederate officials in the South confiscated powder
in the hands of Du Pont agents, and in the North the same thing was done by
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the city, state, and federal officials.

The demand for railway cars and

steamboats by the northern government made the transportation of powder a
serious problem.

Some areas were placed under martial law for shorter or

longer periods of time, and in these places the sales of powder were re34
stricted or forbidden.
Raw materials rose in price and sometimes became difficult to
acquire at any price.

A shortage of saltpeter in the fall of 1861 threat

ened to curtail the production of powder which could have resulted in the
defeat of Union armies.

Through the efforts of Lammot du Pont who visit

ed England twice to buy saltpeter, and who finally succeeded in purchasing
a large supply in spite of a temporary prohibition on export created by
the Mason and Slidell crisis, this hindrance to production was overcome.

A

series of explosions, perhaps increased in number by heavy wartime demands,
caused much loss of life and also delayed production. Sabotage by southern
sympathizers has been suspected in some instances, but not proved.

In spite

of these problems, production and sales reached the highest level in the
35
company's history up to that time.
During the early months of 1861, demands from the South for pow
der increased, as cities and states prepared to defend themselves from north
ern attack.

Philip Rotchford, an agent in New Orleans, for example, forward

ed on February 12, 1861, an order from the state of Louisiana for 10,000
pounds of musket powder and 20,000 pounds of cannon powder for immediate
delivery.

The order contained the injunction, "No Yankee Powder." Appar

ently he had concluded that Delaware was a southern state.

A week later,

Rotchford wrote that Louisiana officials had requested that the powder be
shipped by rail to Memphis, and thence by boat to Baton Rouge, instead of £h
the
byVcustomary sea route to New Orleans.
tional charges.

It would pay the necessary addi
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The New Orleans agent had also received inquiries from the
state of Alabama and from General Bragg on behalf of Louisiana, about the
purchase of cannon powder; he could find a ready market for any that could
be sent to him.

On February 2 1 , Rotchford directed that 20,000 pounds of

cannon powder be forwarded by sea.

Again on March 8 he ordered 20,000 pounds

of the "best U. S. W a r " cannon powder in barrels for the state of Louisiana,
and asked that it might be shipped via rail to Memphis for transportation
down the river to Baton Rouge.

A month later he reported that 200 barrels

of cannon powder sent by boat had arrived, but he had heard nothing about
the shipment to Memphis.

Rotchford forwarded a draft for $5,000 on April 3 0 ,

1861, with the information that the state government had seized all the pow
der in his magazine.

In a final communication on May 15, he wrote that he

was trying to get a settlement from the Confederate government for Du Pont
powder turned over to it by the state of Louisiana.

Thus far he had been

unsuccessful in obtaining the 200 barrels detained at Memphis.

The exper

iences of many other powder agents in getting orders filled in the spring
of 1861 and in having powder confiscated by local, state or Confederate
36
officials were similar.
Some southern firms tried to settle accounts by forwarding to
the Du Pont Company in M a y , June, July, and August of 1861 drafts upon
northern banks; one agent even sent a draft upon a Liverpool bank.
the mails were stopped between the north and south, money realized

After
from

southern sales was invested in state or Confederate bonds, or deposited
in banks.

A company inventory on December 3 1 , 1861, showed that 19 agents

"in the Disloyal States" had gunpowder in their possession, amounting to
642,596 pounds worth $110,358.27.

M r s . S. F. du Pont informed her husband

early in 1862 that the firm had sustained a loss of $150,000 by the fail
ure of southern customers to pay their obligations.

Efforts to collect
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accounts from southern agents after the war were surprisingly successful.
Following the fall of Fort Sumter the Du Pont Company ceased to
fill southern orders, though rumors circulated to the contrary.

In a let

ter to Edwin Wortham and Company on April 16, 1861, Henry du Pont notified
the Richmond agent that the powder ordered was being prepared but that it
would not be shipped if Virginia assumed an attitude of hostility to the
United States.

Thus shipments to the south ceased as soon as actual fight

ing had begun, but much of the gunpowder used by the Confederacy during the
first year of the w a r , amounting to more than 642,596 pounds in the hands
38
of southern agents, had been manufactured by the Du Pont Company.
How much gunpowder did the Brandywine firm produce during the
Civil War?
pounds.

The total amount has been estimated at 3,500,000 to 4,000,000

From the "Gunpowder Account" in company ledgers come the following

statistics in dollars.

The reader should remember that raw materials and

the price of labor rose sharply during the w a r .
Production of Gunpowder During the War in Dollars
1861

$1,021,052

1862
1863
1864
1865

1,565,234
1,436,159
1,658,155
1,366,698

Sales during these years were as follows:
Sales of Gunpowder During the War in Dollars
1861

$1,007,444

1862
1863
1864

1,531,347
1,372,169
1,625,305

1865

1,325,657

The best customers during these years were the United States
Navy and the United States Ordnance Department.

Large balances

remained

unpaid for long periods of time, as the following statistic from the com
pany ledgers show:
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1861
1862
1863
1864
1865

U. S. Ordnance Department
Account
Balance Due

U. S. Navy Department
Account
Balance Due

$213,383
675,593
779,201
550,793
431,750

$191,022
492,983
247,315
170,721
180,834

$
74,607
214,160
53,698
241,891

$22,713
96,534
83,470
10,667
40
65,885

What percentage of gunpowder manufactured in the United States did
the Du Pont Company produce during the Civil War?
third.

A good estimate is one-

Bessie G. du Pont quoted a company letter in her manuscript notes,

which stated, "With Hazard & Co. we consume about 1/2 the saltpetre in the
country -- last year we consumed about 1/3 ourselves."

In 1863 the Du Pont

Company paid $29,404.96 in government taxes on gunpowder manufactured in
Delaware, and $ 3 , 645.63 on gunpowder produced at a branch plant at Wapwallopen near Berwick, Pennsylvania, or a total of $33,051.59.
firms in the United States paid an aggregate tax of $45,644.47.

All other
These fi

gures demonstrate that in a given year the Du Pont Company was producing
more than one-third, and close to one-half of all the powder manufactured
41
in the United States during the Civil War.
Company correspondence contains many complaints about the quality
of powder during the w a r .

Major T. T. Laidley of the Frankford Arsenal in

a series of letters in 1862 and 1863 complained about the size of grain
and the dust in powder being tested.

He rejected some mortar and cannon

\
powder.

Complaints were also made at the Frankford Arsenal in 1864 about

barrels which were so poorly coopered that powder had leaked out on the
floors of a railroad car and of a wagon.
Watervliet Arsenal in 1864.

A similar complaint came from

Civilian users, such as Rodmond Gibbons and

Company in California, complained that powder sent during the latter part
of the war was lumpy, unglazed, and lacking in strength.

D. C. Corbin in

letters from Denver City in 1862 mentioned that kegs were of poor construction,
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that powder was unglazed and dirty, and that the powder lacked strength.
Wartime demands undoubtedly caused some decline in the quality of Du Pont
42
powder.
Although the market price of powder in December, 1861, was 20<£ per
pound, the Du Pont Company sold to the government at 18<i.

Henry du Pont

pointed out in a company letter at this time that "there is no country in
the world where the Government obtains its powder on as favorable terms as
in the United States."

He wrote to General Ramsay in M a y , 1864, "There never

has been a case in any country in the world where a nation at war has had
its powder so cheap as the United States have had it since the breaking out
of the Rebellion

. . . .

11

In a letter to the Secretary of War in August,

1864, General Ramsay reviewed the prices that had been paid for powder
since the beginning of the war by the government.

Considering the increased

cost of production, the writer believed that a recent rise in price was not
unreasonable.

Ramsay reported that in 1861 the price was 18£; in 1862, 18-

20$; in 1863, 20-24$; in the first half of 1864, 24c, and at present, August,
1864, 30-1/20-

The highest price paid by the government was 35-1/20 in
43

January, 1865.
Company inventories record the price of powder on December 31 as
follows:

1860, 16<?;

1861, 20c;

1862, 22£;

1863, 23c;

1864, 26<?;

and
44

1865, 18c.

This was the price which was apparently charged to civilians.

Of course the increased price reflected a steady increase in the cost of
production.

In M a y , 1864, Henry du Pont claimed that "from 1861 to the

present time Saltpetre has advanced 135%, Brimstone 8 0 % , Charcoal 5 0 % ,
45
Cooperwork 9 0 % , Labor 7 5 % . "
The price of powder was fixed after consultation with the Hazard
Powder Company of Hazardville,

Connecticut, and the Oriental Powder Company
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of Boston.
Company.

These companies exchanged numerous letters with the Du Pont

After Captain Dahlgren of the Army Bureau of Ordnance notified

Hazard in December, 1862, that the government was not interested in buy
ing powder at the prevailing high prices, the indignant Connecticut man
ufacturer wrote to Wilmington:
Now what I have to say is this
the
future is uncertain, some thing may turn
up at any time to bring this War to a close
& some thing will in my Judgment soon so
turn up or happen tho this of course is merely
my opinion in that event neither you nor us
care to be loaded down with Govt powder ready
made nor over stocked with Saltpetre at high
prices nor is it well to stop mills to cut
down to 1/4 or 1/2 work, -- nor to allow the smaller
mills to do the Govt work --"
Hazard suggested that the two companies agree to charge the government
20 or 21$ per pound for powder.

In February, 1863, Hazard proposed that

the price of government powder should be raised to 24 or 25£ per pound,
arguing:
Why we would advance more to Govt more
than to the trade is first because the time
when Govt will pay us is uncertain & the
value of the Currency at the time we may
receive it is equally so -- and were we to ad
vance more than one cent per pound to the
trade we would open the door to the smaller
mills to come in to Supply it. besides the
demands for Govt is temporary that from the
trade is for all time - - w e submit than this
our view & hope soon to hear from you -The correspondence of Dilworth and Bidwell of Pittsburgh with the
Du Pont Company illustrates the problems of a northern powder agent during
the w a r .

On April 17, 1861, the firm reported that war excitement was run

ning very high and that the city resembled a military camp.

A few days late

a Pittsburgh Public Committee of Safety confiscated a large quantity of Du
Pont powder that was enroute from the Brandywine to customers in Louisville
and St. Paul.

Ultimately a personal visit to Washington by Joseph Dilworth

was required before the government agreed to settle for the powder.

Gen-
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eral Ripley of the Ordnance Department recommended that it be released,
as it was not suitable for the army, but after he had a conference with
Secretary of War Cameron, the government agreed to purchase the 4,500 kegs.
The Pittsburgh dealer reported in June that rifle powder was being sold,
but that the sales of mining and blasting powder were reduced due to the
war times.

Upon notification of an increase in the price of powder in

December, the firm again mentioned that the coal business had been "punctu
ated" by the war.
The firm hesitated to forward 200 kegs of mining powder to Cincin
nati in February, 1862, unless the Du Pont Company would promise to replace
it within a month.

The company would make no committments about shipping

powder to Nebraska City in the spring because of uncertain
and the unsettled state of the country.

transportation

A year later problems of shipping

to Nebraska had become even more acute, due to a shortage of boats, restric
tions placed by railroads and the government on shipments westward, and an
increase in railroad rates.

Lee's advance northward in June, 1863, created

excitement in Pittsburgh, and advice was asked about removing the powder
from the Hill Magazine to the Allegheny Arsenal.

Dilworth and Bidwell de

cided to ship 1,000 kegs of western rifle powder to Cincinnati if matters
became too threatening.

Worries over keeping a sufficient supply of pow

der on hand and of forwarding powder by rail and boat in view of the gov
ernment demands for transportation were mentioned frequently in the

firm's

47
correspondence throughout the w a r .
Similar problems faced the agency of J. W. Donohue and Company
in Cincinnati.

On April 2 6 , 1861, the firm asked for information about

the kinds of powder best fitted for guns and cannons, as state authorities
might inquire about this.

The Du Pont Company could rest assured that none
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of its powder would be forwarded from Cincinnati into the slave states.
A few days later, the Ohio agent ordered 75,000 pounds of musket powder
and 25,000 pounds of cannon powder for state use.

Shipment by rail was

recommended, as "some one horse Ky. town" might seize a boat.

Later the

order was reduced to 20,000 pounds, but with "an eye to the future" the
firm increased the price from 18 to 20$ per pound.

On May 8, the order

was changed to 10,000 pounds of cannon powder and 30,000 pounds of musket
powder, and negotiations were in process to sell fifty tons of powder to
Gene ral McClellan for the state of Ohio.

The firm congratulated Henry

du Pont upon his appointment as Major-General of the Delaware state m i l 
itia, observing that the "right man is in the right place."

Attempts to

collect payment for the powder supplied to the state of Ohio were unsuc
cessful in June, because the state treasury was empty.

The shipment of

powder to Kentucky was forbidden in June, but "the Collector says
can have anything he wants.
ue of a good n a m e . "

'Du Pont'

This, our Senior /partner_/ says, is the Val

In spite of military demands, J. W. Donohue and Com

pany reported in its semi-annual statement in July that business had not
been good, due to local competition and difficulties of shipment, comment
ing:

"Taking the bad, suspended, and confiscated debts into Consideration,

we have not increased largely in Wealth off the powder trade in the last Six
Months.

However, Every Lane, it is said, has a turn, and we hope to do e48

nough better at some future time to make up for this."
The inhabitants of Cincinnati were depressed by the news of Bull
Run, but were reported by J. W . Donohue and Company to be more determined
and belligerent than ever.

In August the firm was offered payment for its

past powder orders by the state of Ohio in state bonds, or it could wait
for federal treasury notes, which would become available when the state
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was reimbursed by Washington officials.

Shipments of powder to Kentucky

in September were delayed by the fighting between rebel and Union forces,
and there was fear that Cincinnati might be attacked.

The firm become in

volved in a dispute with state officials over providing powder under an
old order at 24c

or at the new rate of 2 8 c ;

after much discussion it de-

49
cided to abide by the earlier terms.
Sales were reported low during the six months prior to January,
1862,

though the depressed prices had killed off some of the worst com

petitors.

A letter to the Du Pont Company explained why sales had not im

proved:
Our sales are cut off to a mere trifle
on account of the Embargo on shipments to
the slave states. We hope before many days
to hear of so decisive a blow being struck
against the villains who have raised their
hands against the Government, as will speedily
wipe out the last hope of success for them.
These rascals have imposed upon the Nation the
humiliation of being obliged for the time to
submit to the insolent demand (just though it
may b e ) of the English Government in the
M a s o n & Slidell matter. The manner of the
thing is what makes it so intolerable, a demand
with a fleet at its back but a day will come
when the nation will pay that back with interest.
Business did not improve much during 1 8 6 2 .

The state of Indiana

ordered $3,300 of powder in the spring, but was months in paying for it.
Demands for blasting powder for*"commercial uses had virtually ceased, as
everyone was engaged in some kind of war activity.

There was a prohibi

tion on shipments of powder to the slave states, and Morgan's gang in
Kentucky threatened the safety of Cincinnati.

The head drayman of the

Donohue firm along with many others who had gone out to meet Morgan in
July was captured.

Another scare to Cincinnati and a bigger one to Louis

51
ville occurred in September, but the rebels retreated.
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Sales in 1863 were hampered by difficulties in forwarding pow
der from Wilmington, partly due to weather conditions and partly to the
demands of the government for transport.

J. W. Donohue and Company ob

served in March about the failure to forward mining powder:
Coal cannot be mined without powder, and
the Naval fleet on the Ohio & M i s s , will be
powerless unless they can get coal for the
boats. They have to rely entirely on the
supplies furnished by the Miners we want
this powder for, and at best the supply of
Coal is altogether too scant, and it sells
here today at three times the price usually
current.
If this explanation was made to the authori
ties at Philadelphia they might make a special
exemption in this case. Cutting off the supply
of Coal from the fleet would be the very best
kind of assistance to the rebels. Coal for the
^
furnaces is as important as Gunpowder for the Guns.
The firm expressed regret in April that Admiral S. F. du Pont was being
attacked in the press for the failure to capture Charleston.

Rebel ac

tivities in Kentucky during July caused Cincinnati to be placed under
martial law, and the members of the firm were mustered into emergency for
ces.

The first complaint that the firm had received about powder during

the Civil War was reported in 1863, and a company letter observed, "We
have heard complaints from three parties, neither of whom would believe
that it was

'Du Ponts' because Du Ponts was always good."

The powder was

\
53
inferior in quality, and Donohue had asked that it be returned.
x

During 1864 Kentuckians were freed from the requirement of having
to secure a permit with which to buy powder.

The prices of blasting and

mining powder were raised to $6.50 per keg, and rifle powder to $8.75.
Mining was again being engaged in, and additional blasting powder was or
dered.

Military and naval movements by Union forces did not indicate

speedy success over the rebels in April.

The Donohue firm was unhappy

in June over a military order which restricted trade in powder to the
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north side of the Ohio River, thus cutting off two-thirds of the terri
tory which it usually supplied.

Rebel activities in Kentucky

increased

in July, and the company feared that a letter containing its accounts of
sales had been captured by the Confederates.

A shipment of 200 kegs of

mining powder caused dissatisfaction because it was "very dusty" and did
54
not "rattle" in the keg as this type of powder should.
The quality of powder continued poor throughout 1865.

Donohue's

faithful magazine m a n , M i k e , complained that loose powder covered the floor
of a railroad car and the bottom of his wagon after unloading a recent ship
ment.

Blasting powder was reported to be soft and unglazed.

The firm was

slow to reduce the price of powder after Lee's surrender, commenting on
May 18 that a reduction was not yet considered to be necessary as there
was only a small stock in the city.
being received from the South.

In October many small orders were

In the annual statement for 1865 refer

ence was made to the sale of 25 kegs of powder to a resident of Clarksville, Tennessee in 1861, which had been seized by the rebels for the de
fense of the Confederacy.

The owner had returned home from the rebel ar

my and offered to settle at the price that it was in 1861, and the firm
had accepted the offer.

Thus a western firm met with mixed success the
55

problems of business created by the Civil War.
Other western agents, such as D. C. Corbin, who sold powder in
Nebraska and Colorado territories, and Rodman Gibbons of California, faced
tremendous problems, involving keeping powder on hand, possible seizure
of magazines by Confederate sympathizers, and transmission of gold dust
in payment.

Their letters make interesting reading and are worthy of

special reports.

Both men commented upon the importance of powder to

the development of the west.

Corbin was disturbed by the continued pro

hibition of the shipment via the Ohio and Missouri rivers to Nebraska.
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In February, 1862, he wrote that the government should "be reasonably
accommodating, as it is an article absolutely necessary toward the de
velopment of that country.

In fact if powder could not be obtained,

quartz mining would stop.""^
Gibbons became concerned in the fall of 1863 about the failure
of a ship loaded with 7,000 barrels of powder to arrive in California.
If it were lost at sea, little powder would be available for miners.

A

reduction in the amount of gold produced in California would affect the
national currency and the w a r , and he observed on October 15, "The Govt,
could better afford to furnish a 6 m o s . supply of powder, gratuitously,
to the mines on this coast, & to employ national vessels in the trans
portation of it to San Fran, than to suffer the consequences that would
ensue from even a temporary suspension of our gold supplies."

In another

letter in the same month, he predicted that the failure of the missing
vessel to arrive with powder would cause a reduction in the production
of bullion by one-half by jlnuary, 1864, and the "effect of such a re
duction on the currency of the country (Greenbacks) would be greater than
would be experienced by the loss of a dozen battles, & would entail em
barrassments on our able Secretary, M r . Chase, that he never dreamed of
„57
encountering--"
Thus powder agents in the north during the Civil War faced many
difficult problems of supply, transportation, Confederate raids, and re
strictions on sales by state and federal officials, but they succeeded
in meeting these challenges and in expanding their business.
Following the w a r , the government disposed of its surplus pow
der at auction.

Powder which had been purchased at 25 and 35<? per pound

was disposed of at prices from five to twelve cents per pound, and miners
found that it was cheaper and easier to handle than blasting powder sell-
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ing at 22<? per pound.

The Du Pont Company was deeply concerned at this

competition and attempted, along with other manufacturers of powder, to
58
buy up much of this powder to keep it off the market.
At the end of the w a r , George Breck, a relative of the du Pont
family, was sent to investigate conditions in the South and to attempt to
collect unsettled accounts from southern agents.

Although he reported

that many agents had invested funds in Confederate Bonds, or had deposited
money in southern banks, nevertheless he was successful in making collect59
ions.

He also re-established old agencies or began new ones.
During the Civil War the Du Pont Company, the Hazard Powder Com

pany, and the Oriental Powder Company had conferred frequently about pri
ces.

In view of competition from smaller independent firms and of sales

of government powder at low prices, it was natural that this informal ar
rangement should be continued in post-war years.

A formal arrangement was

made on April 2 3 , 1872, when representatives of six gunpowder manufacturers
met in the office of F. L. Kneeland, Du Pont Company agent, at 70 Wall
Street in New York City.

A seventh concern was not represented, but ex

pressed agreement with the general purposes in a letter.

At an adjourned

meeting on April 2 9 , a price schedule for powder was agreed upon, and the
articles of an agreement for an organization to be called the "Gunpowder
Trade Association of the United States" were adopted.

The avowed purpose

was to ensure "an equitable adjustment of prices and terms for sales of
powder throughout the United States."
size of the concern.

Representation was based upon the

Thus E. I. du Pont de Nemours and Company, and the

Hazard and Laflin and Rand Powder companies were allotted ten votes each.
The Oriental Powder Mills received six votes, and the American Powder Com
pany, Miami Powder Company and Austin Powder Company four votes each.

A

council of five persons met weekly to discuss discrepancies and violations.
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A vigorous competitor was the California Powder Works.

In 1875

the Du Pont Company purchased 43-1/2 per cent of the stock of this firm,
and the California Powder Company agreed not to sell powder east of the
"Neutral Belt" composing the states of Utah, Wyoming, Montana, Colorado,
and New Mexico, while members of the Gunpowder Trade Association promised
not to sell powder in that locality.

Prices were to be fixed by "Represent

ative Agents" of the Association, but were not to go below certain mini61
mum prices upon penalty of one dollar per keg.
The provision for a Council to consider infractions of rules was
repealed in 1876, and henceforth violations were discussed at quarterly
meetings.

A vigorous campaign of under-selling forced the Great Western

Powder Company, the Ohio Powder Company, and the Marcellus Powder Company
to join the Association in 1886.

Revised rules stated that the purpose

of the combination was "regulating in a convenient and desirable manner
the business of the parties

. . . including the regulation of the prices

at which such powder shall be sold; for the purpose of avoiding unneces
sary loss in the sale and disposition of such powder by ill regulated or
unauthorized competition and under-bidding by the agents of the parties
hereto

. . . ."

The agreement provided that the "Nine Companies", as

well as the "Three Companies", which were the largest - Laflin and Rand,
Hazard, and Du Pont - should be allotted quotas.

Violations were punish

able by fines or by having to sell powder to other companies at reduced
prices.

This basic agreement was revised in 1889 at which time the United

States was divided into seven districts.

Various agreements of this na62
ture controlled the sale of powder until the turn of the century.

\
Thus the prices of powder and the conditions of marketing it
were no longer fixed by the Du Pont Company but by the members of the Gun
powder Trade Association of which it was a member.

In the 1890's, 4 «
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in such cities as Buffalo, Cincinnati, and Chicago, a common office was
shared with other powder companies, and expenses were divided proportion
ately.

Thus in 1897, the expenses of a Chicago sales office were divided
1

among Hazard, Du Pont, and Sycamore, Du P o n t s share being 18.4659 per cent.
Shoemaker, Voute and Birch of Philadelphia had reported to the Du Pont Com
pany in 1881:
We are in receipt of Telegram & letter
from your New York Office, putting up price
of all grades of Powder 1$ per lb. The
other agents have the same instructions and
we are getting out our new Price lists, in
accordance, which we will send out to our
buyers, as soon as received.
Lists of "distributing points" with the names of the agents were circulated
among the powder companies, as well as the rates to be charged within var
ious regions, and no deviation was permitted on penalty of fines.

An in

dustry marked by chaotic marketing conditions was being subjected to uni63
formity and regulation.
Marketing practices in the powder industry had completely changed by
the end of the nineteenth century.

At the beginning

the Du Pont Company

secured what prices it could for its powder, and the costs of manufactur
ing and competition were the principal factors in determining the price
of powder.

Powder was sold directly from the factory or through agents.

The government was the most important single customer, but contractors for
canals, railroads and mines were also important purchasers.
The known quality of Du Pont powder permitted the manufacturer
to charge higher prices for it than other brands could obtain, although
the expense of production was somewhat higher.

The Civil War tremendously

stimulated production, and in 1861, for the first time in Du Pont history,
sales totaled more than $1,000,000.

In 1864 sales totaled $1,625,305, a

figure that was not again reached until 1890.

Sales in 1890 were $1,640,659,
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and in 1898 the greatest yearly sales in the century, $3,637,147, occurred,
due to the Spanish-American W a r . The most important means of distribution
was through agents, and the government remained the most important
purchaser.

single

The Gunpowder Trade Association, of which the Du Pont Company

was the most important member, was the governing body determining price,
the regions in which powder was sold, and the conditions under which it
was sold.

Through combination and agreement a way had been found to avoid

some of the evils of specialization and competition.

In the twentieth

64
century diversification was attempted to solve this problem.

IV
CONCLUSIONS

During the nineteenth century, paper mills, a textile

factory,

a gunpowder manufacturer along the Brandywine, and an iron fabricator in
Wilmington, shared common problems in marketing.

The Gilpin and Young

mills sold their product at the factory, through warehouses in Philadel
phia, or on consignment.
brokers and agents.

Bush and Lobdell sold at its factory or through

The Du Pont Company sold gunpowder at the factory,

on consignment to agents, or directly to purchasers.
Terms of sale of all these enterprises were for cash with a small
discount, or for credit of one to four months with a discount for prompt
payment.

Agents were advised not to extend credit beyond four months.

Purchasers, as well as their customers, were frequently slow in settling
bills, which often dragged on for twelve or more months, interest being
charged on the unpaid accounts.
Markets for the products of these firms were in nearby cities,
such as Wilmington, Philadelphia, New York, and Baltimore.

The longer

these firms continued in business the wider became their markets.

Before

the Gilpins ceased operations in 1837, they had sold paper in Mexico and
the West Indies.

Charles I. du Pont sold woolen goods in all parts of

the United States east of the Mississippi River.

Thomas H. Larkin of

St. Louis was an important distributor in the west.
customer was the United States government.

The most

important

Bonney and Bush, which was

founded in 1836, and known as Bush and Lobdell after 1838, found markets
for machinery and iron wheels in most of the states east of the Mississippi
during the first five years of its existence.

By 1860 the firm was spec

ializing in wheels and rollers, and its market had become nation wide.
Occasional sales were being made overseas by 1886.

In its first five
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years the Du Pont Company found a market for gunpowder mainly in the
Middle Atlantic States.

By the 1820's a market had developed in South

America and the West Indies as well as in the other states east of the
Mississippi River.

By the time of the Civil War sales had been extend

ed to the Rocky Mountains and to the Pacific coast.

A network of agents

covered the United States by the end of the century, and sales were made
throughout the western hemisphere.
Before the Civil War the Young paper mills and the Du Pont wool
en mill had disappeared from the Brandywine.

Inefficiency in marketing,

products of inferior quality, and lack of effective advertising, as well
as competition from numerous other manufacturers, contributed to their
decline.

The Gilpins attempted to save their enterprises by incorpora

tion and the formation of a stock company, but they were unsuccessful.
William Young's son was an unworthy successor to his father.

A student

who has studied the operations of the woolen mill of Charles I. du Pont
has suggested that he had too many irons in the fire, such as being a
farmer, a politician, and a director in other companies, to be a good
businessman.

Bush and Lobdell survived and expanded because of the tre

mendous demand for its superior product in a growing America.

By 1886

the firm was calling attention in advertisements to the quality j o f its
wheels and rollers made under the personal supervision of an experienced
manufacturer, George G. Lobdell.
The quality of Du Pont powder was its greatest selling point.
Customers were willing to pay a higher price for powder of superior quai
lity.

In spite of ruthless competition, problems due to explosions and

depressions, and advertising being left almost entirely in the hands of
its agents, the company grew to become the largest producer of gunpowder
in the United States by the end of the century.

The personal attention
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paid to the manufacture by the founder of the company and his able
successors kept the quality high and solved the myriad problems encoun
tered through the years.

A crisis appeared in 1902 with the disappear

ance of the last of the "Old Guard", but fortunately younger members of
the family gained control who were able to guide the company into new
directions.
Thus during the nineteenth century marketing conditions had
changed in many w a y s .

Horses, canals, and ship were supplemented by

railroads in the distribution of merchandise.
come shorter, more rigid, and less personal.

Terms of credit had be
Bush and Lobdell and the

Du Pont Company, along with Harlan and Hollingsworth and Pusey and Jones
had become internationally known.

The number of workmen, the extent of

buildings, and capital investments had grown tremendously.

New methods

of merchandising were to carry these enterprises into ever enlarging
markets in the twentieth century.
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