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SPECIAL MESSAGE

A “Thank You”
to Our Advertisers

When Today’s Chemist at Work
was founded in 1992, its
editorial mission was to pres-

ent informative, interesting articles that
would help chemists working in industry
do their jobs better; to bring to light inno-
vative developments in instrumentation
and software; and to publish stories about
individuals past and present whose contri-
butions supported the industry.

That the editorial mission of the maga-
zine was quickly fulfilled is evidenced by
a loyal readership that responded eagerly
and immediately. Of course, there was no
such mission statement for advertisers, but
they, too, had a measurable impact on
readers. Their messages reflected a dynam-
ic industry, with advertisements offering
information, state-of-the-art instrumen-
tation, and a wonderful shopping mall for
chemists.

A controlled circulation publication,
Today’s Chemist at Work depended exclu-
sively on advertising to keep it going, and
I would like to pay special tribute to those
companies that supported us over the
years—some of whom have been with the
magazine since its inception.

In general, the majority of Today’s
Chemist at Work advertisers produce the
most sophisticated instruments and soft-
ware. The marketplace has been filled with
products developed to maximize and auto-
mate the efficiency of research, develop-
ment, and commercialization. Advertise-
ments often broadened or supplemented
the education of those in the workplace,
providing scientists with the means to satis-
fy the increasing “faster-better-cheaper-
smaller” demands of their customers. In
fact, some advertisers have themselves

coauthored articles that brought real-life,
real-time, how-to-get-it-done information
to our readers. In turn, the readers whole-
heartedly digested the advice and the
products offered.

A review of the ads over the past 13
years reflects and affirms the scientific
dynamism and excitement of this time. The
pace—indeed, the race—toward increased
automation and sophisticated instrumen-
tation accelerated mightily. In many ways,
the advertising pages provide a snapshot of
technology’s forward march. For example,
in 1992 there was no discussion in the
magazine or in the ads about nanoscience,
and little mention of high-throughput
screening or 96-well plates in the lab—or
of PCR as a technique. The benefits of
ergonomic work environments were only
beginning to be understood. Portable
instruments that could be used in the field
were not common. Green chemistry was
a distant goal.

During the 1990s, the editors of Today’s
Chemist at Work were busy covering tech-
niques such as chromatography and spec-
troscopy, with an ever-increasing focus on
life-science technologies such as combi-
natorial and computational chemistry, bio-
and cheminformatics, genomics, and
proteomics as the decade closed to the
present. Increased public interest in ther-
apeutic and preventive health care, togeth-
er with the success of several blockbuster
drugs, spurred pharmaceutical companies
to continue their pursuit of new ways to
automate and accelerate the process of
drug development. Our advertisers simul-
taneously developed the instruments and
services necessary to keep pace, and many
of the advertisements reflected this.

Environmental and regulatory concerns
encouraged manufacturers to develop the
tools needed for increased levels of detec-
tion and measurement—working toward
greener, cleaner science. As scientists adopt-
ed the cradle-to-grave approach, instru-
ment manufacturers considered the long-
term implications of storing and disposing
of chemicals and byproducts; and they
tightened and improved on practices of
hazardous waste disposal. These concerns
have been reflected in the products and
services of our advertisers.

To those companies who supported
Today’s Chemist at Work, thank you. Your
displays have enlightened and educated
all of us.

A personal note to our advertisers,
speaking for all the men and women who
represented Today’s Chemist at Work over
the past 13 years: We thank you very much
for your advertising pages and, more
important, your confidence in us. We have
had a great time.

As for the future, we still have a great
magazine that will continue to serve the
instrumentation market: Chemical & Engi-
neering News. We will be visiting you soon.

James A. Byrne, Centcom president; 
on behalf of colleagues past and present.


