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Editorial Review

Review

“A bracing and consistently engaging look at the realities behind the fetishized nostalgia of Mad Men. Funny
and informative, with the kick of a dry martini.” ?Kirkus Reviews

“Hilarious! Honest, intimate, this book tells it as it was.” ?Mary Wells Lawrence, author of A Big Life (In
Advertising) and founding president of Wells Rich Greene

“I think of Jane Maas as a real-life Peggy Olsen. When I started at Ogilvy & Mather in 1971, a lowly
Account Executive, she was already a creative director. She took me under her wing and taught me a lot
about creative work that sells. Mad Women made me laugh. It also made me nostalgic for those legendary
days when David Ogilvy roamed the corridors exhorting us all to come up with BIG IDEAS. And the book
made me think again about working women. Jane reminds us that the challenge of being a good wife, a
nurturing mother and a successful professional, all at the same time, still remains. In this respect, we are all
Mad Women.” ?Shelly Lazarus, Chairman of Ogilvy and Mather Worldwide

“In the Mad Men TV show, the males are depicted as shtupping their secretaries as they drink and smoke
themselves to death, with nary a female copywriter in sight. In this damn funny book, the talented Jane
Maas, who lived through those days of struggle and sometimes humiliation, tells it like it really was.”
?George Lois, Legendary Ad Man

“The funniest book I've read since From Those Wonderful Folks Who Gave You Pearl Harbor.” ?Jerry Della
Femina, chairman and CEO of Della Femina Advertising and author of the best-selling From Those
Wonderful Folks Who Gave You Pearl Harbor

“Truth is more fascinating than fiction. Maas tells the fascinating truth about mad men and the women in
their boardrooms and bedrooms who juggled work, husbands and children successfully – and had as much
fun doing it as you will reading about it.” ?Anne Tolstoi Maslon, former ad woman and author of Women's
Work, Private Scores, and Trials

“I thought I knew a lot about the advertising business, but Jane Maas gives us a unique peephole into the
inner workings of Madison Avenue. Mad Women is a candid insider's view of the women--and men--who
made modern advertising and what drove them. Great reading.” ?Bob Liodice, CEO, Association of National
Advertisers

“Maas's humorous yet authoritative account of her life in advertising during the Mad Men era is a welcome
look behind the curtain into a traditionally male world… Maas mixes personal stories with advertising
history, making this a compelling read.” ?Publishers Weekly

“Don't be misled by the title: this book is far more than an overdue antidote to the fantasy ad world of Mad
Men: under the guise of a Madison Avenue memoir, Jane Maas slips in a shrewd and witty first-hand
sociocultural history of America in the sixties and the seventies from a woman's point of view. A smart,
funny, irreverent woman.” ?Bruce McCall, New Yorker writer and cover illustrator

“I read Mad Women in one delicious gulp. This is a terrific book, full of humor and information about the



Mad Men - - and women - - of the world of the 1960s. Written by Jane Maas, one of the great ladies of
advertising.” ?Patricia Bosworth, author of Jane Fonda: The Private Life of a Public Woman

“Jane Maas nails the story of the early "mad women" in advertising. I know. I lived the story at two different
agencies. Yes, there was all of that sex at the office. Yes, there were three-martini lunches – sometimes with
a chaser of brandy or crème de menthe or drambuie. (I still have a headache.) But would I do it all over
again? Absolutely. Those years were a gas, captured perfectly by Jane Maas's funny and bittersweet book.”
?Linda Bird Francke

“Jane Maas has written a book about advertising that isn't just for advertising people, although God knows
they will find it fascinating. So will fans of Mad Men, who can compare the real thing with the TV series.
Women of all ages will see themselves in its pages. Most of all, Mad Women is for anyone curious about
what life was like in another century - - before computers, before cell phones, before equality.” ?Laurel
Cutler, groundbreaking futurist, 2011 inductee Advertising Hall of Fame

“A dishy memoir about the drinking, sex, smoking, and sexism that make that era in the industry...so
fascinating.” ?New York Post

“A tell-all about [Jane Maas's] days as a real-life Peggy Olson.” ?People ("People Picks" choice)

“One woman looks back at a time when the proposition that sex sells was just catching on, and, thanks to
martinis, overflowing ashtrays, and the pill, propositions were all the rage.” ?Town & Country

“A breezy and salty memoir.” ?The New York Times

About the Author
JANE MAAS began her career at Ogilvy & Mather as a copywriter in 1964 and rose to become a creative
director and agency officer. Ultimately, she became president of a New York agency. A Matrix Award
winner and an Advertising Woman of the Year, she is best known for her direction of the "I Love New
York" campaign. She is the author of Adventures of an Advertising Woman and co-author of the classic How
to Advertise, which has been translated into seventeen languages.

Excerpt. © Reprinted by permission. All rights reserved.

CHAPTER 1
 
A Day on Madison Avenue, 1967
 
 
“Was it really like that?”
As soon as people find out I actually worked at an advertising agency in the Mad Men era, they pepper me
with questions. “Was there really that much drinking?” “Were women really treated that badly?” And then
they lean in and ask confidentially: “Was there really that much sex?”
The answer is yes. And no. Mad Men gets a lot of things right, but it gets some things wrong, too. So I
thought I’d give you a typical day in my life on Madison Avenue in 1967, three years after I began working
at Ogilvy & Mather as a copywriter.
*   *   *
6:30 A.M. My husband, Michael, brings a cup of coffee to me in bed. It’s a morning ritual and one of the
many caring things he does for me. I know not many wives are so cosseted. “Don’t ever mention this when
we’re with people from my office,” he cautions me. “They’ll think I’m henpecked.”



He’s not. We have a wonderful marriage—and a sexy one.
Michael is a former Marine Corps officer, crisply handsome, with just a bit of gray starting to show in his
black hair. He attributes a recent promotion at his architectural firm to this premature streaking; he’s now in
charge of all building plans for New York Telephone, his firm’s most important client. He stands beside the
bed, already dressed in a blue Brooks Brothers suit, a white shirt (cuffs showing), and a bow tie. (Architects
usually favor bow ties because they don’t swing over drawings and smudge them.)
“You look very nice. Going to the office this early?”
“I’m inspecting a site on Staten Island. Want to meet for a drink after work?”
I light a cigarette, the first of the day. “Don’t think I can. We’re going to have casting calls all afternoon and
I may not be able to leave by five.”
“Well, try to be home in time for dinner. The girls miss you when you’re not here.” He bends down and
kisses me. “So do I. Have a good day, Mops.”
Mops is the family nickname for me. It’s a shortened form of Mopsy, one of the rabbits in the Beatrix Potter
nursery tales. Michael gave me the name when Kate was born. His mother read him the tales when he was a
little boy, and I think he remembered incorrectly that Mopsy was the mother rabbit. It sounds like a maternal
kind of name. I don’t remember what the mother’s name really was, but she was a good mother. I don’t think
I am. My priorities are job first, husband second, children third. It’s the only way for a woman to survive in
the advertising business. And in the marriage business.
I have a second cigarette with my coffee, then get up and check on my children. Kate, age eight, is in her
room getting dressed in her Nightingale-Bamford school uniform: blue jumper, white short-sleeved blouse,
and knee-high socks. She is a real moppet, blond and blue-eyed, quiet, introspective. In the next bedroom,
Mabel, our live-in housekeeper, is supervising four-year-old Jenny. Jen is Kate’s polar opposite: brown-
haired, brown-eyed, noisy, exuberant. Mabel asks if I can drop Kate at Nightingale while she takes Jen to
nursery school.
I have a second cup of coffee and another cigarette; I’ve already lost count.
*   *   *
8:15 A.M. I walk with Kate the few blocks from our apartment at 4 East Ninety-fifth Street to her school on
Ninety-second Street between Madison and Fifth Avenues.
Kate reminds me that the school fashion show is at two o’clock today. “Are you coming to see me,
Mommy?” I know that Kate is one of only a handful of girls chosen to show off fashions for the school fair.
The outfits the girls will wear onstage today will be sold at the Clotheshorse Booth tomorrow. It’s a big deal
for her, but I have a full day ahead of me at the office. “I don’t think I can, darling. We have a ton of
meetings today.”
Kate is used to this. She is disappointed, but she doesn’t protest. “I’ll try,” I offer. It doesn’t sound
convincing to Kate, who just keeps walking, her head down. It doesn’t even sound convincing to me. But
we’re casting the Dove-for-Dishes commercial this afternoon. I have to be there.
We arrive at Nightingale-Bamford, one of the top girls’ schools in the city. I kiss Kate good-bye and watch
her walk up the stairs to the landing, where the headmistress is greeting the girls, as she does every morning.
Kate curtsys, as is the custom, she and the headmistress shake hands, as is also the custom, and she goes
inside. I get on the Fifth Avenue bus and head downtown.
The Ogilvy & Mather advertising agency, where I am a copy supervisor, is at Forty-eighth Street and Fifth
Avenue, convenient to Saks and St. Patrick’s Cathedral, depending on whether you want to shop or pray.
And within easy walking distance of Grand Central for the blue-blooded account guys (and they are all guys)
who commute to Westport and environs.
There’s a coffee shop next door to the office, and I stop in to pick up a cup. I’m at the front of the long line
waiting to pay, and I spot an art director who works for me at the tail end. “Go on up, Doug. I’ll get this.” He
motions his thanks. The male cashier beams at me. “Well, aren’t you the nice little secretary to buy coffee
for your boss. Hope he appreciates you.”
Another day on Madison Avenue.



*   *   *
9:15 A.M. Everyone in the Gene Grayson creative group is here in their offices, except for Gene Grayson.
He’s the boss, so it’s okay for him to come in later. The group consists of three copywriters, an art director, a
television producer, a secretary, and me. I’m a copywriter, but I also supervise the others. We are housed
along a corridor on the seventh floor. The writers and art director have small, windowless offices; the
producer and I have slightly larger offices with one window; the secretary sits at a desk in the middle of the
hallway. Gene, as copy group head, properly has the largest office of all, with two windows. As a vice
president, he even rates a couch.
There’s a reason why we have four writers and only one art director. This art director represents one of this
agency’s first tentative forays into the new “teamwork” school of creativity, where copywriters and art
directors come up with the ideas together. Normally at Ogilvy & Mather, it’s the writers who think up the
television spots, then type the scripts and hand them over to the sketch men. We writers type the preliminary
scripts on cheap yellow paper known as “copywriter roughs.” The yellow paper is an old advertising
tradition; it is supposed to signal to the writer that this is merely a rough draft so you can relax and be as
creative as you like. I always wonder, though, why the paper is yellow, the color of cowardice.
We have some wonderful artists who sketch the visuals for the print ads or storyboards that we show our
clients. One of our artists draws so charmingly that we all vie to have him do our storyboards; the clients
usually okay them immediately. A client complained to me recently that the dog in the finished commercial
wasn’t grinning the way Wes had drawn him in the storyboard.
However, the new Doyle Dane Bernbach “team approach” is beginning to catch on at some of the smaller,
less traditional agencies. Bill Bernbach decreed that at his agency, copywriters and art directors must work
together on all advertising—even radio scripts. We hear that at DDB some art directors can’t even draw.
Imagine.
Our group has a lot of good writers. Scholarly, poetic Marianne, who has written sonnets about Good
Seasons salad dressing and an ode to Milky Way. Pert, miniskirted Linda, who works on Maxim coffee.
Witty Peter, who writes pornography in his spare time. Although Gene has promoted me to supervisor, I
continue to write on all the accounts in our group.
We have several women writers because we work on “packaged goods”—the kind of products you find on
supermarket shelves; the kind of products women are allowed to write ads for, like Dove soap, Drano, and
Vanish toilet bowl cleaner. Down the hall, a creative group works on Mercedes-Benz; it is all male. One
floor above us, another creative group handles the American Express card—all male. Only men are
considered good enough to work on luxury accounts like Steuben Glass or liquor accounts like Rums of
Puerto Rico. I’m told that at a rival agency, the chief copywriter on Kotex is a guy.
In addition to Peter, there are two other men in our group. Doug, the art director, represents the “new
school.” He doesn’t draw all that well, but he’s great at coming up with ideas. I’m not at all sure I like the
new wave, though; I kind of preferred doing it all myself. Ken is our television producer, a silver-haired Brit
who makes filming a commercial a wonderful experience. He believes that the talent performing in the spots
and the creative people should travel first-class. With Ken, it was champagne and limousines all the way. I
loved it, until he tried to seduce me late one night in the pool at the Beverly Hills Hotel.
*   *   *
9:30 A.M. My boss, copy group head Gene Grayson, arrives. (Officially, he is Eugene Debs Grayson; his
parents named him in honor of the American Socialist.) Gene is intense, bearded, a brilliant advertising man.
When he offered me the job at Ogilvy three years ago, at first I turned him down because I got cold feet
about working as a...

Users Review

From reader reviews:



Stephen Ziegler:

The knowledge that you get from Mad Women: The Other Side of Life on Madison Avenue in the '60s and
Beyond is the more deep you searching the information that hide inside words the more you get serious
about reading it. It does not mean that this book is hard to understand but Mad Women: The Other Side of
Life on Madison Avenue in the '60s and Beyond giving you buzz feeling of reading. The copy writer
conveys their point in particular way that can be understood simply by anyone who read that because the
author of this publication is well-known enough. That book also makes your current vocabulary increase
well. It is therefore easy to understand then can go to you, both in printed or e-book style are available. We
propose you for having this specific Mad Women: The Other Side of Life on Madison Avenue in the '60s
and Beyond instantly.

Norris Patterson:

Reading a reserve can be one of a lot of activity that everyone in the world enjoys. Do you like reading book
so. There are a lot of reasons why people love it. First reading a publication will give you a lot of new info.
When you read a reserve you will get new information since book is one of several ways to share the
information or maybe their idea. Second, examining a book will make anyone more imaginative. When you
looking at a book especially fictional works book the author will bring someone to imagine the story how the
figures do it anything. Third, you are able to share your knowledge to some others. When you read this Mad
Women: The Other Side of Life on Madison Avenue in the '60s and Beyond, you could tells your family,
friends and soon about yours book. Your knowledge can inspire different ones, make them reading a guide.

Steven Bourg:

Precisely why? Because this Mad Women: The Other Side of Life on Madison Avenue in the '60s and
Beyond is an unordinary book that the inside of the guide waiting for you to snap it but latter it will shock
you with the secret that inside. Reading this book next to it was fantastic author who write the book in such
remarkable way makes the content within easier to understand, entertaining way but still convey the meaning
thoroughly. So , it is good for you for not hesitating having this nowadays or you going to regret it. This
excellent book will give you a lot of advantages than the other book have got such as help improving your
skill and your critical thinking technique. So , still want to delay having that book? If I ended up you I will
go to the e-book store hurriedly.

Rick Braden:

As a pupil exactly feel bored to reading. If their teacher asked them to go to the library or make summary for
some guide, they are complained. Just little students that has reading's soul or real their passion. They just do
what the trainer want, like asked to go to the library. They go to generally there but nothing reading really.
Any students feel that reading is not important, boring and also can't see colorful pictures on there. Yeah, it is
to get complicated. Book is very important in your case. As we know that on this age, many ways to get
whatever we really wish for. Likewise word says, many ways to reach Chinese's country. Therefore this Mad
Women: The Other Side of Life on Madison Avenue in the '60s and Beyond can make you feel more
interested to read.
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