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THE MICHELIN TIRE COMPANY’S
PRESS ADVERTISING

Advertisements for campaigns in magazines and newspapers, inserted
between 1903 and 1930, arranged chronologically and annotated.

The advertising presence of Michelin tires and products in the U.S. press can be divided into seven basic
consecutive periods. The boundary between each one, delimited chronologically, was marked by a
change in the owner of commercialization in American territory—first and second period—, a remark-
able technological novelty—third, fourth and fifth period—and a new approach in advertising policy
—the last two periods. Each one of these periods is dealt with in their corresponding sections, which
expose and analyze advertising policies of the representation agencies. They also address those of the
Michelin Tire Company in Milltown and the management of their internal Advertising Department,
their relationship with the advertising agencies hired, the approach of sales pitches, advertising spend-
ing in magazines and daily newspapers and the design of campaigns and their advertisements, whose
most prominent examples are later analyzed and discussed. The seven periods are:

* FIRST PERIOD (1903-1907): Michelin import agencies ..................... (advertisements 1to 63)
* SECOND PERIOD (1907-1915): Michelin Tire Co. in Milltown .......... (advertisements 64 to 106)
« THIRD PERIOD (1916-1919): Michelin Universal tires .................. (advertisements 107 to 340)
* FOURTH PERIOD (1920-1923): Michelin Cord tires ........................ (advertisements 341 to 456)
* FIFTH PERIOD (1924-1925): Michelin Balloon tires..................... (advertisements 457 to 510)
e SIXTH PERIOD (1926-1927): The last investments ........................ (advertisements 511 to 556)
* SEVENTH PERIOD (1928-1930): The end of the adventure ................ (advertisements 557 to 594)

In Chapter 19: “Media, promotional supports and advertising expenditures,” the topics on specific
investments made in hiring of advertising space in the press and the list of newspaper and journal pub-
lications in which the advertisements were inserted were presented and analyzed. In this chapter, this
information is retrieved and chronologically ordered throughout the given seven periods within the
timeframe that the Michelin Tire Company in Milltown remained publicly active.
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The following pages in this chapter include a sample of the campaigns and the most prominent and
representative advertisements for each of these seven periods. This selection, consisting of 594 adver-
tisements, is based on an exhaustive compilation in which dozens of publications have been consulted.
These include the most important generalist magazines, the ones specializing in the agricultural sector
and techniques of the automobile sector, as well as others dedicated to specific markets—theatrical
magazines, entertainment, the advertising and graphic arts sector, almanacs and travel guides—in which
Michelin and the establishments associated with their commercial network thought it opportune to
advertise, in addition to hundreds of daily newspapers and journals published in the United States. The
criterion used for the selection of advertisements seeks to highlight both those that served as a standard-
ized model for use in each period’s campaigns—many of these advertisements were published in more
than one magazine, with slight variations in format and application of color—, as well as those that, due
to their singularity, stood out from the rest. In both cases, the selection considered advertising appeals
and graphic formulation.

The collection of campaigns and the analysis of certain advertisements allow for the visualization of the
Michelin Tire Company’s investment in their advertising policy. They also reflect the different attitudes
adopted and the responses to trends and changes brought about by circumstances of the times—com-
petitive market, economic cycles, the First World War—in which the company carried out their pro-
ductive and commercial activity.

One of the references to take into account in this selection is the use of Bibendum as a character, in his
static version as a corporate symbol signing company messages, and as a promotional, dynamic mascot
that comes to life activated by different illustrators and designers who invoked him in his role as spokes-
person, salesman and, occasionally, as ambassador of the company in the U.S. market. Another aspect
is the particular use of certain graphic elements applied in the design of advertisements from the differ-
ent periods of advertising, such as typography and chromatics or the style of illustrations and ornamen-
tation. This selection also highlights the advertising policy of the Michelin Tire Company in Milltown
as a reflection of their status as a U.S. subsidiary of a French multinational company. The design of
advertisements inserted in American press oscillated between the dependence on the use of French and
British advertising clichés supplied by the parent company and the American subsidiary’s own advertis-
ing production approach specifically designed for the U.S. market.

FIRST PERIOD (1903-1907): Michelin import agencies

Before the definitive establishment of Michelin’s American subsidiary in 1907, the commercialization
of tires manufactured in France and destined to supply the American market was carried out through
contracts with import and representative agencies. Between 1903 and the middle of 1907, there were
four different consecutive agencies: the United States Agency Michelin Tire Company (1903-1904), the
Michelin Tire American Agency (1905-1906), the Michelin Products Selling Company (1906-1907) and
the E. Lamberjack & Company, Inc. (1907). Each of these companies was also responsible for the pro-
motion and advertising of Michelin products by applying guidelines that had been previously agreed
upon at periodic meetings held in France between the import agent and Michelin et Cie. management.”

Regarding the design of advertisements and other publicity elements generated by these import agen-

cies, the absence of Bibendum, the omnipresent corporate and promotional mascot in Michelin’s French
advertising, is significant. During this period, Bibendum only appears sporadically in a few American
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advertisements. He is always portrayed in the same pose—a half-length figure raising a cup to make a
toast—inherited from the original 1898 French poster designed by O’Galop, in which the character
made his debut. The management of the systematic and intensive use of the character as a corporate
symbol—in a characteristic fixed pose—, or used as a promotional mascot—animated in different atti-
tudes—, constituted a legacy that was subject to the direct control of Michelin et Cie. and to no one else.
André and Edouard Michelin were fully aware of Bibendum’s value and his role as a key figure in the
success of their company.? It wasn’t until 1909, with the establishment of the Michelin Tire Company
in Milltown directed by Jules Hauvette-Michelin and the development of their productive and com-
mercial capacity, that the process of institutionalizing the figure of Bibendum as a symbol of identity
was initiated in American lands.

United States Agency Michelin Tire Co. (advertisements from May 1903 to December 1904).
Beyond being mentioned in the news or in articles, the first import agency advertisements for
French Michelin tires were developed by the United States Agency directed by Norris N.
Mason. These were advertising modules inserted in magazines in the automotive sector such
as Motor, Motor Age or The Automobile. They consisted primarily of a design based on typo-
graphical compositions made by the graphic departments of publishers owning the maga-
zines in which advertising space had been contracted. The advertising appeals used, for the
most part, emphasized the victories and achievements of automobiles equipped with Michelin
tires, both in European races—the Gordon Bennett Cup of 1901, 1902, 1904; the Circuit des
Ardennes trials; or the turbulent and unfinished Paris-Madrid rally—as well as in American
competitions—the Vanderbilt Cup, several races and certain American endurance rallies
(figs. 2-5). The reference to the percentage of vehicles equipped with Michelin tires with
respect to other rival brands in shows and exhibitions was also common, such as the one that
took place annually at Madison Square Garden in New York (fig. 9).

Michelin Tire American Agency (advertisements from January to December 1905).

The new agency, created in January 1904 and run by Eben D. Winans, devoted a budget for
advertising in magazines that was significantly higher than their predecessor, as evidenced by
the number of advertisements identified during the investigation. Modular insertions of typo-
graphic design were made with different appeals, such as testimonial advertisements that por-
trayed alleged letters and statements from users who were satisfied with the performance of
their tires (fig. 13). In addition, other types of advertisements were utilized—illustrated in
some cases—that were published on a regular basis and occupied a full-page (figs. 14-30).

Michelin Products Selling Company (advertisements from January to December 1906).
Eben D. Winans decided to close the Michelin Tire American Agency and replace it, in Janu-
ary 1906, with this new company. This continuity in management was also translated into the
advertising communication policy, maintaining the typographic and illustrated advertise-
ments—modular and full page—in the usual magazines such as Motor, Motor Age and The
Automobile and as a one-off in other publications, such as The Motor Car (figs. 31-40).

E. Lamberjack & Company, Inc. (advertisements from January to August 1907).
The import and trading company E. Lamberjack & Co., Inc. of ]. E. Lamberjack and Paul La
Croix, established in January 1907, entailed a qualitative leap in the utilization of press adver-
tising. For the first time, Michelin advertisements were published in newspapers, specifically
in the New York Times, The New York Daily Tribune and The Sun (figs. 50-61). Moreover, apart
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from the usual magazines such as Motor, Motor Age and The Automobile, other publications
were added such as the Automobile Trade Journal and Travel Magazine.

Regarding the design of advertisements, the absence of Bibendum stands out in this agency’s
short period of activity. Two different types of advertisements were inserted in magazines and
newspapers, both employing appeals based on the victories in automotive racing trials and
competitions. On the one hand, different variants of typographic modules were created. The
most utilized presented a variable text headed by a fixed illustration, a composition that was
repeated uniformly and systematically in several magazine advertisements and in their adap-
tations for daily press. On the other hand, in magazines, advertisements stand out for having
more elaborate designs—with illustrations portraying the trophies obtained—, being pub-
lished in black and white and in color in the specialized magazines Motor, The Automobile
and Travel Magazine (figs. 62-63).

SECOND PERIOD (1907-1915): The Michelin Tire Company of Milltown

In the summer of 1907 the Michelin Tire Co., the American subsidiary of Michelin et Cie., was legally
established, putting an end to the utilization of previous import agencies. From then on, the company
took over control of their imported products and, subsequently, those that would be manufactured in
the Milltown factory. The gradual assumption of functions outlined in the new Michelin organizational
chart also included the field of advertising. After a period of becoming established in the U.S. market,
the start of the First World War in Europe and the initial unstable position of the French parent com-
pany in the local and continental market profoundly affected the financial and productive capacity of
the Michelin Tire Co. in Milltown and the allocation of funds covering advertising expenditures.?

THE ADVERTISING DEPARTMENT

From the launch of the subsidiary until the summer of 1910, Burton Parker directed the
Advertising Department which was located at the Milltown headquarters. Rupert B. Bramwell
replaced him and held the position until 1922. Between 1910 and 1915, Michelin channeled
their press advertisements through the advertising agency Frank Presbrey Company.*

RANGE OF PRODUCTS

The range of articles manufactured in the U.S. was gradually expanded, and as such, advertis-
ing was required to promote them. In addition to the usual non-skid tires, many of the adver-
tisements featured products such as detachable tires, inner tubes, repair kits and their tools,
patches, vulcanizing adhesives and cements, etc. Other advertisements were aimed at publi-
cizing and making the public familiar with the image for signposts and identification badges
that would be used by establishments and garages associated with the official Michelin service
network (figs. 98 and 106).

THE ADVERTISING APPROACH

During the phase when the Michelin Tire Company of Milltown was being launched into the
American market, between the end of 1907 and throughout 1908, advertisements incorpo-
rated dense explanatory texts, even in the smallest modular formats. They emphasized the
multinational nature of Michelin—next to the company name was the slogan “France, Italy,
England, America,” listing the countries in whose markets their main subsidiaries were estab-
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lished—and their corporate strength (figs. 65-80). This volume of text, excessive in small spac-
es, began to decrease in 1909 while the appeals utilized—apart from providing information on
Michelin’s history and corporate trajectory so as to project an image of solvency and solidi-
ty—, continued to resort to victories in races as a demonstration of the virtues and quality of
their products (figs. 89-92).”

This situation was maintained until the end of 1912, when Michelin withdrew from automo-
tive competitions. In the absence of racing event triumphs that could be utilized as one of their
main promotional appeals, the tire company was obliged to redirect their advertising policy.
The effort, which had already begun in 1911, in promoting the different range of products
from their catalog was increased: tires and inner tubes (figs. 85-88), vulcanizing cements and
sealants, patches, manometers to control inflation pressure and their repair kit Michelin Uni-
versal Repair Kit, which incorporated some of the previously mentioned items (figs. 99-108).
The few advertisements published during 1913 which incorporated this policy would give way
to two years in which a freeze on advertising expenditures was implemented.

ADVERTISING EXPENDITURES AND MEDIA

In this second period Michelin placed their stakes from the beginning on generalist national
magazines that were, until then, not utilized in their advertising strategy, such as Collier’s,
Country Life in America, Life and The Literary Digest. The list of specialized press in the auto-
motive sector was also expanded, incorporating titles such as American Motorist, Automobile
Topics, Automobile Trade Journal, Motor, Motor Age, The Automobile and The Horseless Age.
In addition, advertising space was hired in national newspapers, an action consistent with the
coverage that was required for the deployment of their commercial network. However, the
declining advertising production should be highlighted that occurred between 1912 and 1915,
which was especially scarce in the last two years. Between 1913 and 1915, the Michelin Tire
Company—aftected by the situation of the war in Europe—completely disappeared from the
advertising pages of generalist magazines and most of the specialized ones in the automotive
sector. There were barely a dozen advertisements, mostly published in The Horseless Age, with
a few insertions in daily newspapers in the form of small modules.

DESIGN AND ILLUSTRATION

The first steps of the newly established Michelin Tire Co. in Milltown are reflected in an
advertisement that is trying out distinct elements in search of the subsidiary’s own form of
expression. Under the control of the advertising agency Frank Presbrey Company,” Michelin
advertisements would no longer be designed by the graphic departments of each publication
in which they were inserted. Thus, the usual inertia of the previous import companies was
broken. The advertisement would now be elaborated in the agency and they would supply
originals—or the precise indications to compose them—to the written media. This process
allowed for the generation of more uniform designs, repeating and systematizing elements
and obtaining more homogeneous and recognizable graphics. Thus, it is possible to under-
stand the attempts to implement, between 1907 and 1909—and in the absence of a defined
logotype—, the use of a characteristic typographical heading in advertisements with high tex-
tual density, with or without illustrations (figs. 75-80).

One of the first advertisements issued by the Michelin Tire Company at the end of October
1907 (fig. 65), shows a Michelin logotype that would be repeated, with slight changes and in
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parallel with other variants based on classic Roman typeface styles. The utilization of this
logotype would be lengthened with Arthur Edrop’s reinterpretation of it, which was imple-
mented from 1916 onwards. This first logotype was based on certain compositions of unique
titles comprised of lettering inspired by the rustic and artisanal colonial style of American
headings from the turn of the 19th to the 21st century. This is the case of the heading utilized
in the weekly magazine The Saturday Evening Post, published since 1897 by the Curtis Pub-
lishing Co. Two commercial fonts were created that were derived from the lettering design of
this heading, which were presented in the catalog of the ATF-American Type Foundry—at
the turn of the century: Curtis Post® and Roycroft®. Similar ones also appeared such as Plym-
outh (1900-1901), which had belonged to the Barnhart Bros. & Spindler typesetter, and was
acquired by ATF in 1911.

The specialized magazines of the automotive sector Motor, The Horseless Age and, especially,
The Automobile used some of these typographies on a regular basis as editorial headings, and
also in the design of advertising contents. The Roycroft style is already present in 1903 and
1904 and utilised in, at minimum, several advertisements for the United States Agency
Michelin Tires by Norris Mason (figs. 4-5).'° The use of these typefaces in these advertise-
ments marked a pattern that may have been utilized later, at the moment of trying to design
a defined logotype for Michelin.

Another of the most frequent versions of the Michelin logotype presented a more refined and
consistent aspect, applying Cheltenham typeface—created in 1896 by Bertram Grosvenor
Goodhue (1869-1924) and revised and enlarged in styles between 1904 and 1911 by ATF—or
typefaces that were similar to some of the condensed and bold variants (figs. 87-88 and 106).
Despite these intentions, as can be seen in the advertising collection presented here, the vari-
ations were numerous. They included adding to the weight or changing the thickness of the
outline and displaced shadows,'! in addition to one-off and atypical solutions—resulting
from the availability of printers for each publisher—in fonts as diverse as De Vinne, created
in 1893 (fig. 84) or Binner, from 1898 (fig. 94).

However, this search to define the elements of corporate graphic identity shows that the figure
of Bibendum was not employed until 1909. Between that year and 1916 the mascot was not
even used in press advertisements in all his expressive potential. He was only employed for a
few and repeated set poses, coming from French and British clichés. There is only one Biben-
dum illustration created expressly for the Michelin Tire Company in which we are shown the
possibilities of using the mascot; this was part of an advertisement emitted during the summer
of 1910 in different publications (fig. 84). Apart from press advertisements, in other promo-
tional elements for the American subsidiary—such as brochures—, if varied illustrations of
Bibendum were shown, they were all principally derived from British Michelin advertising.

THIRD PERIOD (1916-1919): Michelin Universal tires

The third stage of the Michelin Tire Co. in Milltown’s advertising history was marked by the First World
War, its development on the European front and American participation in the war. It was also the

moment that a new technology which had been in the works made its debut: the UT-Universal Tread

tires with all rubber treads and studs. This was an initiative in which all of the company’s efforts and their
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expectations was reflected in advertising.'? During 1916, one of the main guidelines of the company’s
policy was to increase and strengthen the number of establishments associated with their commercial

network through a sales policy and promotional support plan given the name “Dealer Cooperation.”*?

In early 1916, Michelin hired a new advertising agency to which they entrusted the design of their cam-
paigns and the fate of their corporate mascot to a unique art director: Arthur Norman Edrop.'* Edrop
revived a deactivated Bibendum—whose full potential as a promotional mascot had been underutilized
in advertisements—and made him the central axis of advertising for Michelin’s American subsidiary,
giving him the prominence which he had already achieved in different European markets.

THE ADVERTISING DEPARTMENT

Rupert B. Bramwell continued running the company’s advertising and promotional policies
since 1910, although between 1912 and 1915, the activity of the Michelin Tire Co. in Milltown
was plunged into a temporary lethargy. In order to confidently confront the complexity of the
advertising campaign that the launch of the “UT” tire required, at the beginning of 1916 the
advertising agency Wales Advertising Co. of New York was hired. This new agency assumed
control over the hiring of advertising space in the press as well as the management of creating
campaigns and their graphic components.

THE ADVERTISING APPROACH

The advertising campaigns were aimed at two customer profiles: automobile drivers and the
care of their vehicles, and retailers, dealers and jobbers who were managers of a tire sales busi-
ness or a repair shop. The generalist magazines and newspapers were the adequate medium
to access users who drove vehicles and a wider public, while the specialized magazines of the
motor sector, the automotive industry and the businesses associated with them, offered the
possibility of direct communication with professionals from the sector. Much of the advertis-
ing efforts made by Michelin, both in those years and in those that followed, were aimed at
attracting establishments that supplied their customers with Michelin products.

In this sense, the deployment of color advertising inserts in specialized magazines within the
automotive sector and continuity campaigns developed in several general and specialized
publications stand out. These were based on the sequential insertion of a series of consecutive
advertisements, titled by increasing cardinal numbering. Although the number of advertise-
ments in each series was different, they all presented a similar and homogeneous graphic
design (figs. 169-181, 182-193, 194-206, 207-231, 233-271). These types of campaigns, which I term
“numeral campaigns,” are exclusive to this period, and would not be used again in Michelin’s
magazine advertising for the following years.

PRODUCT RANGE AND BUSINESS OPPORTUNITY

The content of advertisements published during this period referred to products such as the
new “UT” tires (figs. 145-149, 275-283), or the Michelin Red Inner Tubes (figs. 284 and 286-290).
There was also an emphasis on publicity aimed at the recognition of Michelin signage for
establishments collaborating with sales and repairs (fig. 285). Certain advertisements repro-
duced Michelin’s brochures and promotional publications, whose contents responded to a
policy of strengthening the brand, drawing on the values conferred by the company’s history
and their achievements in various fields such as technology or sports. In general, the objective
of these advertisements was to present and offer a good business opportunity to establish-

- 1421 -



20. THE MICHELIN TIRE COMPANY’S PRESS ADVERTISING

ments that decided to form part of the independent business network associated with Michelin,
guaranteeing them constant support and advertising coverage, as well as other types of com-
mercial services (figs. 307-321).

ADVERTISING EXPENDITURE AND MEDIA

The advertising outlay invested in general magazines was evidence of Michelin’s dedicated
and progressive commitment: $49,842 in 1916, $87,784 in 1917, $92,048 in 1918 and $199,092
in 1919; the expenditure in 1919 quadrupled that of 1916. This expense was distributed to only
five magazines, the first two consisting of The Saturday Evening Post and The Literary Digest,
followed by Life and certain specific insertions in publications such as Collier’s (in 1918) and
Leslie’s (in 1919).1°

I do not have data on the expenditures made for other types of publications, although it is
clear that this policy of advertising investment was undoubtedly reflected in two more groups
of journals: those specialized in the automotive sector, in which insertions were notoriously
increased, and the so-called “farm magazines” or rural sector magazines, having only a few
one-off insertions. In the first group the following magazines stand out, ordered according to
the number of advertising inserts made, from highest to lowest: Motor, Motor Age and Motor
World and, to a lesser extent, Motor Life (Motor Life ¢ Motor Print from 1918), Motor West,
Motor Travel, Horseless Age, Automobile Topics and Automobile Trade Journal. Continuous
inserts were also made in the form of insets—using special paper and all in color—in the
Motor World and Motor Age magazines, between 1916 and 1917, and in The Automobile, in
1916. As for the second group, the rural sector magazines utilized consisted of the following:
The Country Gentleman, Progressive Farmer and Successful Farming.'®

A press release issued in early January 1917 by the Michelin Tire Company in Milltown and
published in different newspapers, stated:

“[During 1916] a very extensive newspaper campaign has been employed to uti-
lize the effect of the national advertising. An officer of the company stated that
no less than 2,700 newspapers were required to complete the Michelin advertising
campaign. These papers were not used spasmodically but consistently, week in and
week out. No actual figures were obtainable as to the amount of money spent in
advertising in the year just coming to a close, but it is obvious that the total sum

involved would run into many hundreds of thousands of dollars.”!”

A REVITALIZED BIBENDUM

The hiring of an external advertising agency and the increase in investment led to a new
approach towards communication. For the first time the French clichés were abandoned and
the British ones were gradually abandoned, both of which had been supplied by the Parisian
Advertising Department. The introduction of a new Bibendum portrayed by local illustrators
was proposed and, in principle, reinterpreted to be more accessible and closer to the senti-
ment of the American public and consumers. The character was given the spotlight, which
until then had been diluted, multiplying his presence in advertisements and increasing his
role of actively selling Michelin products.
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The policy of attracting establishments to strengthen Michelin’s commercial network required
constant dialogue with merchants. The incarnation of the company, their mascot and spokes-
person Bibendum, became a graphic element for staging and conveying these messages in
press campaigns (figs. 321-335).

DESIGN AND ILLUSTRATION

Management by the Wales advertising agency was soon reflected in the graphic quality of the
advertisements and in the planning of long-term press campaigns. The advertisements unified
criteria regarding the use of the company’s ill-defined logotype; different versions had been
used, without strictly establishing one in particular. They also standardized the logotype’s
position within a classic composition that, in general, contained the following elements:
Michelin’s logotype in a large size; a clear and persuasive slogan; a series of texts presenting
the line of reasoning—which included different levels of reading and small paragraphs as cap-
tions; an illustrated representation of the product—mainly tire covers and inner tubes; a foot-
er that served as a signature with information about the company, their name and address;
and finally, the figure of the mascot Bibendum interacting in that scenario.

By September 1916, the first advertisements were published which reflected the work by
Arthur N. Edrop, for example, in the lettering of slogans or the graphic configuration of
Bibendum (fig. 107). Edrop was hired by Wales as the graphic manager for the Michelin Tire
Company account and would be a key element in the company’s advertising production for
the following years.

Budget allocations also allowed for the diversification of advertising actions in the press, with-
in the timeframe between 1916 and 1919. The use of modules was limited to those newspapers
and journals that reproduced—with certain variations, due to the different adaptations to
formats and sizes—the same models for publication in magazine advertisements.

From then on, the design of Michelin advertisements for magazines included only full-page
or double-page formats, both in black and white and in color. Contracting privileged adver-
tising space such as one of the expensive and much valued positions comprising the four
cover pages—front page, interior cover, inside back cover and back cover—made a paper
format of higher quality and weight available to advertisers like Michelin, as compared to the
inferior quality of interior content making up the bulk of the magazine. These cover pages
could be printed in more than one ink or in full color, depending on the technical character-
istics of each publication. In addition, certain magazines offered the possibility of inserting
color advertisements in the publication's interior spaces that were prepared to be printed in
two inks.

The magazine advertisements designed by Arthur N. Edrop for Michelin were characterized
by the powerful utilization and great visual impact of color. They established a reduced palette
applied to a canvas that constantly made reference to Michelin’s basic corporate colors: dark
blue—sometimes replaced by black as the publication’s standard ink—and yellow or orange
(figs. 274-285). The same phenomenon occurred with the numerous inserts that Michelin pub-
lished in specialized magazines from the automotive sector (figs. 322-328 and 329-335).
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A particular case can be seen in the advertisements dedicated to promoting the Red Inner
Tube models. In 1917, many magazines—as was the case of The Saturday Evening Post or The
Country Gentleman—presented most of their covers and some of their interior booklets
printed in two inks, usually in black and red. These tones were sufficient to be able to insinu-
ate other colors in shades of gray or to use the sum of both inks to obtain useful gradations of
brown, for example, so as to represent the skin color of characters portrayed in the illustrated
covers. This technical feature was intentionally used by Michelin to promote their Red Inner
Tubes. In these advertisements the two inks were employed as follows: black, for text and for
much of the graphic elements, and red to highlight the drawing of the inner tube showing, as
its name indicated, the product’s characteristic color of (figs. 286-290).8 In those publications
that could incorporate a broad chromatic display on their covers—as was the case with Life or
The Literary Digest—, Michelin continued to restrict their colors to the yellow/blue (or black)
and the red/black binomials, maintaining the graphic homogeneity of their campaigns.

Arthur N. Edrop’s facet as a text artist explains another one of his contributions, the graphic
uniqueness of titles and slogans. Lettering would become a constant element utilized in
Michelin advertising. Edrop, in addition, compositionally juggled several of the structural
elements when designing the advertisements. One of his usual proposals was to place in the
lower part of the advertisement the Michelin lettered logotype—in thick, classic Roman capi-
tal letters. Above this, the main illustration was positioned, and in the upper section, in large
text, the motto or slogan was written, headlining the particular message of each advertisement
(figs. 275-282, 284, 286, 290-298).

FOURTH PERIOD (1920-1923): Michelin Cord tires

The fourth period of the Michelin Tire Company in Milltown’s advertising history was based on an
urgent need for technological renovation, an attempt to recover lost time and avoid the obsolescence of
their products in the American market, which was in constant evolution. At the beginning of autumn
1919, the commercialization of the Universal Cord tires—which replaced the Universal Tread tires—
was launched, based on cord technology and whose tread was formed by the repetition of rubber studs
similar in shape to the capital letter ‘N’. The adaptation of the Milltown factory infrastructures, the
enlargement of the workforce, the promotion of commercial networks and advertising investments
were aimed at the launch of new products such as Universal Cord, the Michelin evolved inner tubes
Ring Shaped Tubes and the Michelin pressed steel Disc Wheel model.*

THE ADVERTISING DEPARTMENT

In 1919, the Advertising Department in Milltown continued to be run by Rupert B. Bramwell,
who coordinated the promotional activities of the contracted external advertising agency, the
Wales Advertising Co. based in New York. Helmut M. Kiesewetter was the executive of the
agency in charge of the Michelin account. Frank A. Grady also assisted with the increased
workload that was involved in the 1920 launch of the Michelin Disk Wheels. Arthur Norman
Edrop continued his work as art director and illustrator of the campaigns, insisting on and
deepening the systematic use of graphic elements and the omnipresence of Bibendum as the
tire brand’s mascot.?°
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THE ADVERTISING APPROACH

The bulk of the advertising campaigns, following the policy of the previous period, was focused
on capturing retail businesses (figs. 378-388). There were also occasional actions in which the
participation of the tire consumer motorist was encouraged. This was especially true of the
insertions in local press by establishments associated with Michelin’s commercial network. In
addition they even targeted the general public, as in the case of the contest to [re]baptize the
mascot Bibendum (figs. 415-421).

ADVERTISING EXPENDITURES AND MEDIA

Spending in generalist magazines increased in 1920 as compared to the previous year with the
launch of new Michelin products: Universal Cord tires (figs. 347-367), Ring-Shaped inner tubes
(figs. 368-377) and the Disk Wheels (figs. 342-345). If the year 1919 closed with the amount of
$199,092, in 1920 the quantity invested represented an increase of 160%, for a total of $317,645.
The economic recession—January 1920 to July 1921—and its effects, as well as the Budd
Wheel Co. assuming expenses for disk wheel advertising—from then on Budd-Michelin Disk
Wheels—, reduced expenditures: $160,050 in 1921; $164,800 in 1922; $135,600 in 1923.2

Michelin’s annual advertising strategy for the press in 1920 opted for full page insertions—the
use of modules and inserts was practically non-existent—in different types of magazine, which
were distributed as follows: 22

« Full-page color advertisements, distributed between The Saturday Evening Post, Life,
The Literary Digest and occasionally, in other weeklies such as The Country Gentleman.

« Full-page one color advertisements, in generalist magazines such as Sunset and Leslie’s.

« Full-page one color advertisements, in specialized automotive magazines,
such as Motor World, Motor Age, Motor Life and Motor Travel.

« Full-page one color advertisements, in rural sector magazines or farm papers
such as Breeder’s Gazette, California Farmer, Dakota Farmer, Farm ¢ Ranch,
Florida Grower, Farmer’s Mail & Breeze, Hoard’s Dairyman, Kimball’s Dairy Farmer,
Indiana Farmer’s Guide, Iowa Homestead, Michigan Farmer, Missouri Ruralist,
Nebraska Farmer, Ohio Farmer, Pacific Rural Press, Southern Ruralist,
Successful Farming, The Farmer and Wisconsin Agriculturist.

« Full-page and modular advertisements, in one color, in principal newspapers
with state-wide as well as national circulation.

In 1921, Michelin’s advertising budget for the daily and periodical press suffered a significant
reduction compared to the previous year. In addition, as of that year, the hiring of advertising
space was essentially limited to three generalist magazines: The Saturday Evening Post, The
Literary Digest and Life; on occasion, Collier’s and The American Magazine and sporadically,
other types of publications such as Elks or Liberty. Michelin definitively stopped advertising
in specialized magazines of the automotive and rural sectors.??

DESIGN AND ILLUSTRATION

The advertisements from this period continued with Edrop’s designs and illustrations, his
insistent commitment to color as a tool for capturing attention as well as the constant utiliza-
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tion of the mascot Bibendum (figs. 346-367, 422-446 and 447-451). On certain occasions, French
clichés and vignettes of Bibendum were taken advantage of, portraying him in different ver-
sions and distinct positions, which were illustrated by the French artists O’Galop and Edouard
Louis Cousyn (figs. 390-395, 417-418).

FIFTH PERIOD (1924-1925): Michelin Balloon tires

At the end of 1923, Michelin introduced the new low-pressure or balloon tires under the trade name
Comfort Cord. They had already been shown in November of that year in Paris under the Michelin
name Cablé Confort. These were tires with cord technology covers, but inflated at low pressure to
enhance the comfort offered by a cushion of shock-absorbing air. As had occurred beforehand, tire
manufacturers strove to fine-tune their own versions to respond to the intense competition that had
been unleashed between them.?*

THE ADVERTISING DEPARTMENT

I do not have data on the specific functioning of the Milltown Advertising Department during
this period, which was affected by changes after the death, in May 1922, of their director
Rupert B. Bramwell. Nor have I been able to identify the name and role of the corresponding
advertising agency that managed Michelin’s account in those years although, presumably,
they opted for continuity with the Wales Advertising Company.

THE ADVERTISING APPROACH

It is often difficult to show the advantages of a technological change that is barely noticeable
to the naked eye of the user, as was the case with tires inflated at low pressure. After numerous
debates on naming the new tire that occurred internally and in the press by American tire
industry representatives, it was agreed to generically call it the balloon tire. The concept of a
large air cushion that provided greater comfort when driving was reflected—in the advertise-
ments of different brands and those of Michelin—as visual metaphors of elements that referred
to weightlessness, such as aerostatic balloons (figs. 460-466, 467-471, 472, 479, 481), fluffy clouds
(fig. 459), swings (fig. 483) or birds (fig. 458). In the specific case of Bibendum, he was portrayed
in certain advertisements as a winged being, in the form of an angel (figs. 489-491).

DESIGN AND ILLUSTRATION

The advertisements from this period continued to feature the design and illustrations of
Arthur Edrop, characterized by the use of color to attract readers in magazine, the strength of
black and white in newspapers and the omnipresence of Bibendum and his use as a mascot
for the tire brand.

ADVERTISING ADVENTURES AND MEDIA

In 1924, advertising spending in generalist magazines fell drastically. The previous year had
closed with expenditures totaling $135,600, which continued to follow a waning trend that
had begun in 1921. In 1924, the amount invested amounted to $90,500, a decrease of about
33% over the previous year. In 1925, advertising spending in generalist magazines increased
slightly, with a figure of $107,000.2°
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The advertising strategy for the period 1924-1925 opted for full-page insertions only in gen-
eralist magazines, which were distributed as follows: in 1924, seven full-page color advertise-
ment models, published in The Literary Digest, Life and The Saturday Evening Post; and in
1925, seven advertisement models—four full-page and three double-page—all in color, pub-
lished in The Literary Digest, Life, The Saturday Evening Post, Collier’s, The American Maga-
zine and The Elks Magazine.?¢

Between 1924 and 1925, the Michelin Tire Company inserted a series of their own, modular,
but large-format advertisements in some of the country’s leading newspapers. These covered
the East Coast with The New York Times—daily circulation including Sundays, with some
380,000 copies in 1924—and The New York Herald. In addition, other territories were covered
employing different newspapers such as the Texan newspaper The San Antonio Express, cir-
culated in the Southwestern Center region (figs. 467-471, 493-496).

In 1925, Michelin dedicated a total of $ 150,000 to their own advertising in newspapers and
the daily press.?” This amount did not take into account expenditures made by the different
establishments comprising their commercial network, to which during 1924 and 1925,
Michelin supplied standardized clichés for advertising in respective local press. These clichés
were based on the designs and illustrations created by Arthur Norman Edrop. Their sole pur-
pose was exclusively for insertion into newspapers in the form of advertising modules, and
they were never utilized for magazine advertisements (figs. 497-509 and 516-533).

SIXTH PERIOD (1926-1927): The last investments

Promotion and advertising were fundamental for the American subsidiary, comprising the implemen-
tation of one of the French parent company’s historical guidelines. But in those years, the intentions of
both were overcome by the fierce commercial competition unleashed in the United States amongst
numerous existing companies, consisting of approximately one hundred active manufacturers between
1925 and 1927. A new factor further aggravated the situation: 1926 marked the emergence in the U.S.
tire market of mail order catalog companies with national distribution, led by Sears, Roebuck & Co. and
Montgomery Ward.?® The struggle during those years, starting with prevailing technological standard-
ization, focused on the control of independent businesses, the sustainability of each company’s corre-
sponding commercial networks—based on agreements with establishments—, and on the competition
and price wars of unprecedented severity.

THE ADVERTISING DEPARTMENT
I do not have data on the specific functioning of the Milltown Advertising Department for this
period. Nor have I been able to identify the role of the corresponding advertising agency that
managed the Michelin account during those years. The fact that one of the 1926 campaigns
was illustrated by Arthur Edrop may be an indicator that the relationship with the Wales
Advertising Co. was still active.

THE ADVERTISING APPROACH

Low-pressure cord tire technology had become a standardized option, offered by all Ameri-
can manufacturers. In the absence of remarkable technological developments, Michelin
advertisements focused on convincing the consumer by using data obtained from various
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internal studies that aimed to demonstrate the important presence of the brand within
the sector and the quality and positive acceptance of their products on the American market
(figs. 511, 512-515 and 534-537).

ADVERTISING EXPENDITURES AND MEDIA
* In 1926, advertising spending in generalist magazines dropped by almost 9% with respect to
the previous year, declining from $107,000 (1925) to $97,500 (1926).%°

* In 1926, during the first four-month period, Michelin maintained advertising in the general
press, with four full-page color advertisement models published in The Saturday Evening Post,
Life, Liberty, Collier’s and The American Magazine; and two full color double-page advertise-
ment models published only in The Saturday Evening Post. For the first time and thereafter,
following a decade of uninterrupted loyalty, Michelin stopped inserting advertisements in The
Literary Digest.>®

o After the month of May, Michelin ceased their advertising in generalist magazines. They
resumed magazine advertising activity in September albeit by centralizing it into one single
publication, The Saturday Evening Post, and discontinuing the rest of the magazines. As such,
on September 25, 1926, Michelin launched a campaign in The Saturday Evening Post, illus-
trated by Gluyas Williams, which consisted of three full-page advertisements (figs. 538-540),
followed by four small modules—all in black and white—published on Saturdays and appear-
ing bi-weekly.*!

* In 1927, advertising expenditures for generalist magazines was further reduced, 36% from
the previous year, going from $97,000 to $62,000. This expense corresponds in its entirety to
the insertions made in The Saturday Evening Post, providing continuity to the campaign that
had begun in September of the previous year. The appearance of the series of advertisements
continued with the same timing, inserting between January and September of that year, four
tull-page advertisements and fifteen modules. The last full-page advertisement appeared in
April. During the following five months the presence of Michelin in The Saturday Evening
Post would be limited to small advertising modules (figs. 545-554). *2

* In regards to advertisements in the daily press, Michelin dedicated in 1926 a total of
$175,000—increasing the budget by 17% with respect to 1925—to their own advertising
inserted in the form of modules in newspapers (this figure does not include advertising expen-
ditures in local press assumed by establishments comprising their commercial network).>? In
1927, Michelin drastically reduced their own corporate advertisements in the daily press.
However, they continued providing clichés to establishments and independent businesses
forming part of their commercial network which were utilized for advertising in local press.

DESIGN AND ILLUSTRATION

The last magazine advertisement illustrated by Arthur Edrop for Michelin was published on
May 29, 1926 in The Saturday Evening Post (fig. 535). It consisted of a double-page advertise-
ment with the characteristic drawing style and the use of binomial corporate colors—yellow
and black of which the latter, in this case, replaced the navy blue—that the designer had
applied and turned into a sign of identity during the decade that he collaborated in the com-
pany’s advertising. Throughout 1926 and until the end of that year, a series of small modules
paid for by various businesses from Michelin’s commercial network, with illustrations by
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Edrop, continued to appear in the daily press (figs. 516-533). However, most of these had
already been published months earlier at the beginning of the campaign, which had taken
place at the end of 1925.

I was not able to determine if Edrop maintained his relationship with the Michelin account
beyond the middle of 1926, although it is likely that he continued as art director and carried
out the design of press campaigns and the rest of promotional printed materials. Despite the
fact that he was not exercising his function as an illustrator, the use of certain graphic ele-
ments that characterized his style was maintained—essentially, the utilization and treatment
of color and the lettering of slogans—whose applications can be observed in that material.

As for the illustrations, the work of Edrop was followed by the cartoonist Gluyas Williams>*
in a campaign published only for The Saturday Evening Post. It began on September 25, 1926
and lasted one year, concluding with a modular advertisement published on September 10,
1927 (fig. 554). In contrast to the artisanal style of Edrop, Williams introduced his mastery of
drawing and technical perfection into compositions based on clear line graphics strictly in
black and white, and abandoned the use of manual lettering for elements such as title and
slogans, both of which had been so characteristic of his predecessor. While Edrop played with
the background of compositions, characters and titles—so as to make text and image inter-
act—Williams was only an illustrator, and the drawings made for Michelin advertisements
were isolated from the blocks of textual content, which were typographically set.

In the 1926 modular advertisements inserted in newspapers, the Bibendum portrayed by
Arthur Edrop had acted as spokesman for Michelin. His messages, framed in speech balloons,
were monologues addressed to the motorist reader (figs. 516-533). In the advertisements of
1926 and 1927 illustrated by Gluyas Williams, Michelin’s mascot acquired a more human and
intimate dimension, engaging in conversation and dialoguing with the rest of the characters
that accompanied him in the different scenes recreated in advertising vignettes. These dia-
logues were formalized in characteristic and personal unmarked speech balloons, an element
that the illustrator had already utilized in his editorial humor panels (figs. 538-554).

SEVENTH AND LAST PERIOD (1928-1930): The end of the adventure

Just by observing the advertising presence of Michelin in the press for these years, one could discern
that something was not going well with the company’s business. Driven by the alarming loss of market
share and gradually abandoning direct advertising investment, the Michelin Tire Company in Milltown
dedicated their efforts to supplying advertising clichés to independent establishments that were part of
a commercial network that was increasingly under siege by competition and price wars. Already during
1926 and 1927, Michelin had begun to dismantle their territorial branch offices, leaving part of the busi-
ness in the hands of large independent local distributors. Towards the end of 1929, these entities, being
previously informed by Michelin, began to dispose of accumulated stocks that would not be replaced.
They inserted advertisements in the local daily press with aggressive discounts and bargains.

At the end of 1927 the Michelin Tire Co. had stopped advertising their products at the national level

—with only a few reappearances in 1928 and 1930—, entrusting the promotion of their tires to the
advertising actions of the businesses associated with their commercial network. Having disappeared
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from the pages of the press as a direct advertiser, Michelin’s American subsidiary took center stage as a
news item: on the morning of April 25, 1930, their Vice President Jules Hauvette-Michelin publicly
announced the cessation of production at the end of the month. The factory, inactive since that moment,
officially closed in September 1930.3°

THE ADVERTISING DEPARTMENT

I do not have data on the specific functioning of Michelin’s internal Advertising Department
during this period, as well as the role played by the advertising agency that managed their
advertising account in these last years.

ADVERTISING EXPENDITURES AND MEDIA

Direct corporate advertising virtually ceased to exist during this last period. I was only able to
find the investment expenditure for the year 1929, consisting of $19,000. This quantity cor-
responds to a single advertising insert made specifically as a double-page color advertisement
for the magazine The Saturday Evening Post (fig. 586).¢ I have also located a double-sided
color three-page insert, published January 1930 in a specialized magazine of the tire industry.
This perhaps constitutes the last advertising action of the Michelin Tire Company in Ameri-
can press (fig. 587).

THE ADVERTISING APPROACH

During the period comprising 1927-1930, Michelin tires with the Universal Tread, the Tiger
Grip and its variants, and the Supertread, the latter being the lead product for 1929 and 1930
advertising, coexisted in the American market (figs. 557 and 581-584). The company’s own
corporate advertising was reflected only in two inserts: the first, the double-page advertise-
ment featuring the Supertread tire; and the second one, an insert with new tires and special
pneumatic inner tubes for trucks and heavy vehicles, both having been commented on in the
previous section. On the other hand, the advertisements and advertising modules inserted in
local newspapers by the establishments of Michelin’s commercial network affected the cost/
effectiveness balance in mileage, guarantees, prices, offers and discounts and the advanta-
geous payment conditions for purchasing tires. The competitive commercial battle required
the development of these key purchasing appeals (figs. 574-580 and 585).

DESIGN AND ILLUSTRATION

After the completion of the advertising campaign illustrated by Gluyas Williams, lasting one
year—from September 1926 to September 1927—, the Parisian Michelin Studio, which admin-
istered the advertising of the parent company in France and in European markets, also assumed
control of the graphic design in American campaigns. The physiognomy of Bibendum as rec-
reated by Arthur N. Edrop and Gluyas Williams changed substantially to fit the graphic style
of the Michelin Studio’s French illustrator, Georges Hautot. From then on, many of the clichés
portraying the mascot employed in the majority of advertisements published in U.S. press
were the same as those used in other countries such as France, Italy, Spain and Belgium (figs.
560-568). There is only one distinct element, the tire with which the character interacted, since
the Tiger Grip and Supertread models were exclusive to the American market.

Also, at the end of 1927, a new logotype style began to be utilized for identifying the products

of the Michelin Tire Company in Milltown. The thick Roman lettering that had been used
since 1916—implanted by Arthur Edrop—was eliminated, and was replaced by the phrase
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“Michelin Tires & Tubes” written in capital letters employing sans-serif typography that was
thick and geometric. This directly dealt with applying the guidelines established by the French
parent company. Thus, in the United States—from this moment until the end of advertising
activity at the beginning of 1930—, the design of Michelin advertisements, the graphic con-
figuration of Bibendum and of the company’s unstable logotype were the reflection of what
was applied at that time in the French market, as well as in the rest of the territories in which
the tire company competed.

At the end of 1929, the Michelin Tire Company had practically abandoned their own corpo-
rate advertising, delegating the commercial battle and leaving the disposal of their meager tire
production in the hands of the last establishments and businesses to be contracted—although
officially the factory remained functional until April 1930. These businesses worked hard as
well, to sell off the stocks accumulated in their stores. The use of the corporate and promo-
tional mascot Bibendum in advertisements escaped—in these last times and in given cases
(figs. 588-594)—the lax control of the Michelin Advertising Department. They were steeped in
the process of dismantling the company, which became effective September 1930, with the
official announcement of the American subsidiary’s cessation of activities.
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Notes
1. For more details, consult Chapter 6: “Official U.S. import agencies for Michelin tires.”
2. As early as 1906, the Michelin brothers stated in an interview: “As for his productive value [of

10.
11.

12.

13.

14.

15.

Bibendum], I think he is one of the positive factors for the growth of our income statement that,
nowadays, exceeds 40 million. Thanks to him, our advertising has become more efficient, we
have proof of that, our advertisements were more widely read and followed since we replaced the
ordinary clichés with Bibendum illustrations accompanied by legends explaining the arguments.”
“Phrases et personnages-types,” La Publicité Moderne number 11, October-November 1906, p. 14.
For more details, see: Chapter 11: “The technological and commercial battles (1910-1915)”; and
Chapter 12: “Michelin, the great war and tire companies.”

For more details, see Chapter 18: “The Michelin tire company’s advertising management team.”
For more details, see Chapter 16: “Racing events as a tool for tire promotion.”

For the list of journals, see: Table 3: “List of U.S. magazines according to typology, where Michelin
advertised between 1903 and 1930,” in Chapter 19: “Media, promotional supports and advertising
expenditures.”

With respect to the Frank Presbrey Co., see Chapter 18: “The Michelin tire company’s advertising
management team.”

The Curtis Post typeface, created in 1902 especially for The Saturday Evening Post by the typesetter
ATF-American Type Founders—but soon marketed for general use—was a reinterpretation of a
pre-existing font, the Post Oldstyle Roman Number 2, based on the manual lettering utilized for
article titles in the magazine. Mac McGrew (2009).

The Roycroft typeface was designed around 1898 by Lewis Buddy (1872-1941)—who collaborated
as illustrator and letter artist for The Saturday Evening Post—, and it was soon incorporated into
the ATF catalog. According to the typography historian Mac McGrew (2009), the Roycroft “was
one of the most popular of a number of rugged typefaces used around the turn of the century, when
printing with an antique appearance was in vogue.” The name this typography of rustic aspect was
baptized with referred to the Roycroft colony, founded in 1895 by Elbert Hubbard and established
in East Aurora, New York. It brought together a community of artists and artisans, followers of the
British movement known as Arts & Crafts.

The Automobile, July 18, 1903 and January 23, 1904.

The use of a contour line to compose the Michelin logotype, both in letters and in outline style
typefaces—systematically applied by Arthur Edrop from 1916 to 1924—could have its origin in the
attempt to metaphorically represent the essence of tire technology. This encompassed being physi-
cally stratified into two layers: a resistant outer cover formed by the cross-linked superimposition
of rubber impregnated and vulcanized fabric and an extremely elastic internal rubber inner tube.
For more details, see Chapter 11: “The technological and commercial battles (1910-1915)”; and
Chapter 12: “Michelin, the Great War and tire companies.”

The press release was published in several newspapers, for example: “Michelin company Universal
Tread casing giving good satisfaction,” The Clearfield Progress (Clearfield, Pennsylvania), January
25, 1917; “Michelin Tire Company’s business has grown most rapidly,” The Fort Wayne Journal-
Gazette, January 28, 1917.

For more information, see Chapter 21.1: “Arthur Norman Edrop (1884-1973): Designer, illustrator
and journalist: renovation and coherence in art direction.”

For more information on these figures, see Chapter 19: “Media, promotional supports and advertis-
ing expenditures,” specifically Table 2: “Comparison of annual advertising expenditure (1913-1930)
in magazines among the ‘Big Four’ leaders and medium U.S. tire industry companies, including
Michelin”; Table 3: “List of U.S. magazines according to typology, where Michelin advertised
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16.
17.

18.
19.

20.
21.
22.

23.
24.
25.
26.

27.

28.

29.
30.

31.
32.
33.

34.

35.
36.

between 1903 and 1930”; and Table 5: “Michelin’s annual advertising expenditure in five leading
general magazines and concrete years invested per magazine (1916-1930).”

Ibid.

This made news, for example: “Michelin Company Universal Tread casing giving good satisfac-
tion," The Clearfield Progress, January 25, 1917; “Michelin Tire Company business has grown most
rapidly,” The Fort Wayne Journal-Gazette, January 28, 1917.

Sheldon, pp. 171-172.

See Chapter 13: “The Michelin steel disk wheel, a business opportunity,” and Chapter 14: “The
crazy (and difficult) Roaring Twenties.”

For more details, see Chapter 18: “The Michelin tire company’s advertising management team.”
See note 15.

The information on the format and color of advertisements was obtained from the analysis of all the
advertisements identified during the investigation, whether or not they were included in this col-
lection. Regarding the magazines selected for analysis, see note 15, in addition to Table 4: “Listing
of U.S. magazines where Michelin advertised in 1920, their circulation and periodicity.”

See note 15.

For more details, see Chapter 14: “The crazy (and difficult) Roaring Twenties.”

See note 15.

The information on the format, color and number of published advertisements was obtained from
the analysis of all the advertisements identified during the investigation, whether or not included
in this collection. Regarding the journals included in the analysis, see note 15.

See note 15. Regarding this figure, consult Table 6: “Annual Michelin advertising expenditure in
general magazines (1919-1920) and newspapers (1925-1926) compared to other tire companies.”
For more details, see Chapter 14: “The crazy (and difficult) Roaring Twenties.”

See note 15.

The information on the format and color of the advertisements was obtained from the analysis of
all the advertisements identified during the investigation, whether or not they were included in this
collection.

Ibid.

Ibid.

See note 15. Regarding this figure, consult Table 6: “Annual Michelin advertising expenditure in
general magazines (1919-1920) and newspapers (1925-1926) compared to other tire companies.”
For more information, see Chapter 21.2: “Gluyas Williams (1888-1982). Humorous and comic
strip illustrator: an outstanding artist at the service of Michelin.”

For more details, see Chapter 15: “The end of the American adventure.”

See note 15.
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The King
of
TIRES

THE FAMOUS

MICHELIN

12 East 27th Street, New York City.

United States Agency, Norris N. Mason, Manager

They Eat
All
Obstacles

MICHELIN

me KIN G or vt Peuriamc Tires

Universally used by ninety per cent of the best automobile builders in the world.

More record; made by cars equipped with MICHELIN TIRES than all others
together.

Winnerocﬁ' Gordon Bennett Race 1901-1902-1904.

La Roche in his wonderful drive of eleven hundred miles with Darracq car
without a stop, had his car equipped with MICHELIN TIRES.

The first car to reach St. Louis from New York was equipped with MICHELIN
TIRES.

MICHELIN TIRES predominate at the St. Louis Fair.
Fifty-two of the world’s best motor cars are shown by twelve leading manufactur-

Al American Sizes in Stock.

ers, and of these forty-nine are equipped with MICHELIN TIRES.

MICHELIN TIRE CO., Norris N. Masox, Feer,

Uniten STaTES AcENCY:
132-142 West 27th Street, New York.

MICHELIN

The King of All Tires

ROLLED INTO VICTORY IN THE PARIS-MADRID
RACE, THE FASTEST OF MODERN TIMNES

Eight Out of Ten Winners

HERE IS THE RECORD
Ist- Gabriel (Mors) bth= Baron de Crawhez (Panhard)
2d= L. Renault (Renault) Tth= Voigt (Charron, Girardot & Voigt)
3d- Salleron (Mors) Sth= Barras (Darracq)
Sth=J. B. Warden (Mercedes) 10th= Mouter (De Dietrich)

ALL OF THESE CARS WERE FITTED WITH

MICHELIN TIRES

Michelin & Cie. presented as prize to the winners using
their Tires, 14,800 francs, or $2,960.

INSIST ON HAVING YOUR CAR EQUIPPED WITH
THE TIRE WHICH EATS ALL OBSTACLES

AND SAVE MONEY

United States Agency
NORRI SM‘HI*\(I'.MMASON

12 East 27th St. - NEW YORR

MICHELIN
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FIRST WORDS.

The first advertisements for
Michelin tires published in the
American press—imported by the
United States Agency Michelin Tire
Co.—incorporated the adaptation
of slogans already used in
Michelin's French and European
advertising. The first of the slogans
was “Le pneu Michelin, roi de la
route” [The Michelin tire, king of
the road], translated as “The King
of Tires.” The second motto was the
one that accompanied Bibendum
since his debut in the 1898 poster,
illustrated by O'Galop: “Le pneu
Michelin boit l'obstacle” [The
Michelin tire drinks the obstacle],
which was translated into

“They eat all obstacles,” referring
to the absorption capacity of the
tire’s cushion of air.

1. Advertising footer in the
magazine Motor Age, May 7, 1903.
2. Advertising module in

the magazine Motor, August 1904.
3. Full-page advertisement
published in The Automobile,
June 27, 1903.
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FIRST PERIOD
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" THE AUTONORILE.

by 1 v Sty 18, b THE AUTONORILE. E

WE ARE PREPARED TOI VE THAT THE FOLLOWING
RECORDS ARE CORRE AND THEY ALL SHOW

PARIS - MADRID

Gabriel on a Mors—First . . . . Michelin
Louis Renault on a Renault—Second . Michelin

Salleron on a Mors—Third . . . . Michelin

MICHELIN A WINNER

Michelin Tires Have Won all the Important Events of 1903

The First Five Cars in the Paris-Madtid Race in the four classes to report at
Bordeaux, heavy cars, light cars, voiturettes, motor cycles, were all equipped with

MICHELIN TIRES

e Ol T e rtd Can Show the ions 1 Blck sed |t W Shaw Abuv or Have Heen Showin o the ot Fight Yours
NORRIS N. MASON, Manager, 12 East 27th Street, NEW YORK

GORDON BENNETT ARDENNES CIRCVIT

Baron de Crawhez on a Panhard—First . Michelin

" . i . R H I'
:“:’:"ﬂ"" "_M;_“: ;'; ; :.":I.'" Girardot on a C. G. V.—Second . . Michelin
e fnyll on a Fan cond .. Micheln De Brou on a De Dietrich—Third . . Michelin
Farman on a Panha | Third . . . Michelin Le Blon on a Serpollet—Fourth . . Michelin
Gabriel on a Mors— v . . . . Michelin Beconnais on a Darracq—Fifth . . Michelin

TWO BASIC TYPOGRAPHIES

The typographic design of the first
advertisements inserted by Michelin's
import agencies—in this case the United
States Agency Michelin Tire Company—
was carried out by the magazine's
designers and utilized the typefaces
available in their respective printing
presses. In the above image, the words
“Michelin Tires" arranged in the lower
section of a footer extended over a double
page, are written in capital letters using
the Curtis Post typeface. On the right,
the words “Michelin Tires” are composed
in upper and lower case letters, using the
Roycroft typeface or one of its variants.

4. Double-page advertisement
published in the specialized magazine
The Automobile, July 18, 1903.

5. Full-page advertisement published
in The Automobile magazine,

January 23, 1904.

&0 THE AUTOMOBILE, Janwary ©, W4

627
PER CENT.

of the Foreign CARS exhibited
at Madison Square Garden were
equipped with the famous

Michelin

Tires

We Carry a Large Stock in All Sizes
Write for 1904 Catalog

U. 5. AGENCY:

MICHELIN TIRE COMPANY

132 to 142 WEST 27th STREET
Phone: 461 Madison Square NEW Y 0 R K
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Michelin
NEWS

The one best tire of them all
is the Michelin; and the price,
as things go, is fair.

This is perfectly known in
England Germany France and
Ttaly.

Tt will be established here the
same way; you may as well be
thinking about it.

We shall do all we can to make
your thinking about it agreeable.

Judge the tire by itself; judge
us by our dealing. Beforehand
judge it and us by how we be-
have; at first, by what we say
and how we say it.

An inaccuracy in business is,
most likely, a lie. If we lie to
you once about anything— no
matter what or how—wipe us
out of your mind !

Unitep States AcENcy
Micueuy Tire Co

140 West 271k street New Vork

Michelin
THAT LIAR

When a race is run, the cuss
says his tirc was on the machine
that won.

It wasn't; the Michelin was.

Confound him! his lie is as

good as his tire; how long, do |

you think, it is going to last?
His tire is a middling one; it
isn't half-bad; there are dozens

worse; but he wants a good
price; it's a bluff,

Look-out for his lie; look-out
for his tire; look-out for the
Michelin !

Whew! what a cloud of dust,
to be sure !

Are you interested ?

Uwiten STATES AGENCY
MicueLix Tike Co
140 We t 21h street New Vark

Michelin
VARIETY

Can't be any. The Michelin
tire has just one right to exist:
it's the cheapest.

A great big right: includes a
lot of little ones not worth talk-
ing-about or printing-about or
thinking-about.

Cheapest: you pay a half or
quarter more for it, and have no
“accidents "; lasts, as things go,
10 000 miles, more or less; gets
cut now and then; that's noth-
ing; you get a cold now and
then; how long do other tires

last? what sort of “accidents”
are they? how do you like 'em?
we won't mention the cost of
an “accident™; that’s the least
part!

No; there’s no variety in it
Same old tale: the Michelin
lasts; that's all it does; no
accidents; no events; no circum-
stances; no incidents; not in the
least picturesque; economical;
steady; lasts; the Michelin.

UniTep STaTES AcExcy

Micuern Tke Ce
140 Weat 37th street, New York

Michelin

AUTOMOBILE
SALON
DECEMBRE

‘There were 103 stands; that
means makers ;. all French but 4.

All wheels on 68 stands had
the Michelin tire.

‘There were 18 makes of tire.
The Michelin tire was on 1 418
wheels: there were less than 5 coo
wheels in all—we haven't the
number exact.

There were no poor automo-
biles!

If we, in U 5, are behind
in cars, we are growing fast;
they'd better look-out over
there.

But O what a distance between
the tires!

One - thousand four - hundred
and eighteen wheels with the
Michelin tire and less than 3 500
wheels with the 17 other tires!

That's how the Michelin
stands.

Not at all as a fancy tire: not
merely as a luxurious tire. The
cabs of France have Michelin
tires; there are about 1 000 00O
of them.

The cheapest tire in the world
is the Michelin tire at a hali or
thied more price than the mid-
dling and common makes.

Usimep States Acexey
Micnens Time Co

14e Wesa 27ih serees New Vork

Michelin

Another Vietory is recorded
and another World's record is
established by Gobron-Brillié
car equipped with Michelin Tires
at Nice on March 31, 1904.
Rigolly who rode to victory and
won the De Rothehild cup made
the wonderful time of 231 sec-
onds for one kilometer, equaling
g6 milesper hour or 374 i

THE KING OF ALL TIRES

world’s records by 1l seconds
per mile made in Flerida on the
favorable cool sand stretch of
‘beach.

This is the greatest road
record in the world, and as
usual Michelin Tires were usxd
and secured the pennant.

For all important events the

to the mile on straightaway
road of wvarying conditions,
thereby eclipsing all previous

Michelin Tires are

UNITED STATES AGENCY
Micueuiy Tire Co

132140 Wost il Servet, New Yook

Michelin
TRUTH

is most significant where it is
scarce.

You can't expect a maker to
tell it, if it won't sell his . .. .
anything . ... tire, however,
is what we are talking about:
the Michelin tire. The truth is
good-enough, plenty, for that.

That's what we mean by say-
ing the truth is most significant
where it is scarce.

There is only one good tire,
but scores of trash and two or
three middling; what can you
expect?

No matter what you expect,
you get lied to, a flood of it.

We don't complain; we are
willing to be alone. Our posi-
tion is what Carlyle calls inex-
pugnable—it's a pretty big word;
but perhaps we may take it from
him. It means: we cant be
licked out of the business, so
long as races are run, diversion
enjoyed, domestic convenience
served, cabs driven,

Do we mean that economy
calls for the tire of luxury?

Yes.

Uwsitep STATES Acency

Michein Tire Co

140 Waeat 27th street New York

MESSAGES IN SMALL FORMAT.
The United States Agency Michelin Tire Co. of Norris Mason conducted a campaign consisting of small modular inserts
that featured at least a dozen different models utilizing typographical messages, without accompanying illustrations.
The selling points, summarized in these advertisements, appealed to the quality of the French tires and the demonstration
of their virtues in automobile competitions. The campaign began early 1904 in the magazine The Automobile and was
also developed in the magazine Motor, between September 1904 and February 1905.

6-11. Advertising modules published during 1904 in the specialized automotive magazine The Automobile,
on the consecutive dates of February 27; March 19 and 26; April 9 and 23 and May 14.
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1903-1907

FIRST PERIOD

MICHELIN

On all best cars— MICHELIN TIRES.

TO MANUFACTURERS—You never lose the sale of your cars by having them equipped
- with MICHELIN TIRES.

TO JOBBERS — Your salesmen book ready orders and do not have to push the
sale of MICHELIN TIRES.

TO DEALERS— You do not have to make apologies for MICHELIN TIRES.

TO IMPORTERS— Your customers expect MICHELIN TIRES. If you give
them a substitute yon make more money. Please your
customer and hold his trade.

TO CONSUMERS— Insist on MICHELIN TIRES—take no other, no matter what

is offered.

MICHELIN TIRES have proved their superiority all over the world in
every contest of reliability, durability and endurance.

In Gordon Bennett race the first four cars to finish were ui?ﬁed with MICHELIN
TIRES. Inthe Climb tothe Clouds, Mt. Washington, MICHELIN TIRES carried first
honors. Every important race in 1go4 and rgo; won on MICHELIN TIRES. Every
prize and cup goes to MICHELIN.

MICHELIN TIRE AMERICAN AGENCY (Incorporated)
Telephone, 4657 Madison E. D. WINANS, General Manager 6 West 2gth Street, New York
BRANCBES
Ch: \ 1461 Hichlilgan Boulevard San Francisco. 304 McAllister Street  St. Louis, Olive Street
Washington, 1330 New York Ave., NNW. Minneapolis, ton & Walker Cincinnati, Broadway
Baltimore, 102 East r Street St. Paul, C, P. Joy Auto Co. Utiea, 12-18 Lafayette Street
Indianapolis, Indiana Automobile Co. Pittsburg, sgo3 Center Avenue Asbury Pa . J., Main St. and
Buffalo, 369 Pearl Street Albany, g7-101 Central Avenue Sewell Ave,
Poughkeepsie, 14-20 Catherine Street Philadelphia, 323 No, Broad Street Newark, N. J., 286 Halsey Street.
Boston, 751 Boylston Street Rochester, 21-29 Plymouth Ave.

MICHELIN

READ AND DIGEST

Mr. E. D. Winans, New York City. Derrorr, Micn., July 1, 1905.

My Dean S8in:—My attention was called yesterday to an advertisement of the Michelin tire in Tur AuToMoniLE, issue of June 20th,
that I had run my automobile 7,000 miles on Michelin tires. On the strength of the advice I wired you that the distance should be over
17,000 miles and is, in fact, probably 25,000 miles in various sections of this country from California to New York State, and in France
also, over the best and worst of roads.

Later I saw the article and noticed further that “The distance of 7,000 miles was run without a punecture.” It is a fact that some
of the tires I have used have run over this distance without a puncture, and while I cannot find my record book for present reference I
am quite sure that several of the tires on my 35-Hp. Darracq car have done as heavy and remar! work as could be expected of any
tire, and yet showing little wear comparatively, owing to their wonderful resisting qualities.

The 880 x 120 tires, shoe and tube on ﬁgﬁt front, and left rear wheel of my car have never been punctured in 10 months running a
distance of probably nearly 8,000 miles, including four trips across New York state and many miles in this state and Ohio, on some of
worst roads we can find in this country.

This front tire is still running andylnokx good for several thousand miles still. The rear has just been replaced with a new flat tread
tire, but the old one iz still good for a reserve shoe. The other wheels have done very good service also, running up into the thousands of miles.

But what I consider the severest test, and most remarkable tire ormance on any car I have driven, was my experience with
870 x 90 Michelin tires on my 20-Hp. Darracq car used in California in March, 1904, The tires on this hine had run 1 th d
miles in the East when the car went to the coast, and during its running in southern California, on four trips from Los Angeles to River-
side, and one to Banta Barbara and return, not a puncture was recorded, though from running over rough mountain roads, and through
desert sands, and braking the car on long steep downgrades, the tires were worn bare to the fabric, yet to the astonishment of people the
tires still ran, and still gave considerable service here, after my return.

There is no need of me testifying to what others know as well or bettcr,‘!:-ut. I thought these facts might interest you.

ery truly,
(Signed) GEO. L. FLEITZ.

If you want the best tires made in the world, buy Michelins,

MICHELIN TIRE AMERICAN AGENCY, Inc.

B iepbons, siey Madimen T 6 West 29th Street, NEW YORK
—Y—eeee e BRANCHES —— - I - =
Cricaco, 1461 Michigan Boulevard Bavrimore, 102 East Eager Street BurraLro, 935 Pearl St.

Bosron, 751 Boylston Street Minnraroris, Winston and Walker Prrranura, 5903 Centre Ave.
PRILADELFHIA, 322 No. Broad Street Sr. Louis, 3935 Olive Street Urica, 12-18 Lafayette St.
WasHingToN, 1330 New York Ave., N. W. InprawaroLig, Indiana Automobile Co, PoveHEEEPSIE, 14-20 Catherine St,
8an Francisco, 304 McAllister Street 8r. Pav, C. P. Joy Auto Co. ALBANY, 97-101 Central Ave.
RocuesteER, 21-29 Plymouth Ave. CincinwaTi, 904 Broadway

HALF-PAGE ADVERTISEMENTS ...

During 1905, at least a dozen different models of Michelin Tire American Agency advertising modules—designed

in a horizontal half-page format—were published in various specialized magazines of the automotive sector such

as The Automobile, Motor Age, Automobile Topics and the rubber industry, i.e. The India Rubber World. The images
shown above are an example of testimonial advertising, one of the selling points used in these Michelin advertisements.

12. Half-page horizontal advertising module published in the magazine Automobile Topics, July 29, 1905.
13. Half-page horizontal advertising module published in The Automobile magazine, July 20, 1905.
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Mch ELIN The KING of all
Pneumatic Tires

THE MORE YOU HNOW OF TIRES
THE BETTER YOU LIKE MICHELIN

During the year 1904 JMICHELIN TIRES have not lost
a single important race, and all the cups
have been won on them.
= ————1

31stMar., Rothschild Cup, - France
1st April, De Caters Cup, - - L
20th May, Chasseloup-Laubat Cup,

17th June, Gordon-Bennett Cup, = Germany
26th Julr, St. Louis Non-Stop Run, United States
4th Sept.,, Cup of Italy, = - = Italy

15th Sept., Consuma Cup - - L

8th Oct., Vanderbilt Cup - - United States
24th Nov., Eagle Rock - = = 5 L

ALL SIZES IN STOCH. IMMEDIATE DELIVERIES

cAmerican <Manufacturers are equipping their cars with
our tires. Purchasers will do well to specify~
«Michelin Tires on individual cars.

MICHELIN TIRES DO NOT RIM CUT

Write for Instruction Beoh Free

Michelin Tire American Agency

6 West 291h 51, New Yorh

L D WINANS, General Manager

AUTOMOBILISTS

Pay more for MICHELIN TIRES than for
other make

any

WHY?

o
Tire makers are copying MICHELIN TIRES

WHY?

el

I you are after the best, and have an idea of trae
economy in the end, and if you are looking for the
ORIGINAL and not for a poor copy, the above
may give you & himt i what direction to look.

ol

MICHELIN TIRES do not rim-cut
Send for Instroction Book—Fres.

MICHELIN TIRE AMERICAN AGENCY, Inc.
& Weat 3 51, Few Verk Telephone, 4457 Madison.
D WIMAMS, G s,
BEANCHES,
CHBCAGO 181 Mikigis Bobevisd  PHILATEL FIEA 133 i, Bonad St

BONTON- 731 Beyiten et WFASHINGTON - 150 Mrw ok A, 3 W,
san PP

MICHELIN

Every important race in 1904-1gog in every country in the world
was won on MICHELIN TlRﬂ‘

‘The largest tours made all over the world have been made on
MICHELIN TIRES.

Each automobile wheel equipped with MICHELIN TIRES will
carry more guaranteed weight than any other pneumatic tire made in
the world.

Thus in racing, touring, and carrying weight, MICHELIN
TIRES have m\vedg beyond a doubt their superiority and the facts
are incont le.

M[CHELIN TIRES cost more—They wear longer.

on keep tabs on your tire expenses for one year you will find
MICH LIN TfRES 50% cheaper than any other.

MICHELIN TIRES do not rim eut—MICHELIN TIRES are
safer.

Insist on MICHELIN TIRES for your 1906 car.

MICHELIN round tread touring shoes.

MICHELIN flat tread racing shoes,

MICHELIN Anti-Skid {not covered with leather) shoes
and above all

Get MICHELIN Tubes Para Rubber.

Don't be deceived and allow a slick salesman to tell you their
imitation is just a;Ewd
Write us or .

MICHELIN TIRE AMERICAN AGENCY, Inc.
6 WEST 20ru STREET

B D. WINANS, Genl Mgr. NEW YORK Telaphones : pho-rts Madlscn B4
Beanches ks all largs sities In the United States

I Another
Michelin Victory

50% of the Winning Cars
in the VANDERBILT
CUP RACE were equip-
ped with MICHELIN
TIRES. All the cars
equipped with Michelin

Tires had no tire troub-

les whatever

MICHELIN TIRE AMERICAN AGENCY, Inc.

Sale American Representatives

6 West 29th Street, New York E. D. WINANS, Gen. Mgr,

With Benashes in Evary Lacgs City of the Uskied Saases

... AND FULL-PAGE ADVERTISEMENTS.

The Michelin Tire American Agency contracted several one-off full-page insertions in specialized automotive magazines
such as Motor, The Automobile and Automobile Topics. These advertisements —designed in each case by the corresponding
art department of every publication—presented, as a whole, a non-homogeneous aspect aggravated by the absence

of a corporate identification element, an established Michelin logotype and the mascot Bibendum.

14. Advertisement published in The Automobile magazine, January 14, 1905. 15. Advertisement published in Motor, May 1905.

16. Advertisement in the magazine Automobile Topics, September 1905. 17. Advertisement published in Motor, November 1905.
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/i

¥ VICTORIE
‘ 0F

o 4/
\LA)

= M

"

The house of Michelin,
France, through honor-
able dealing as high as
the standard of their tires
and as solid as the roch
of Gibraltar, have be-
come the foremost tire
builders in the world,

These famous tires have
not lost a single impor-
tant race in any country
in the world in 1904 and

Il
I

CHEVROLETS FIAT
AT MORRIS PAR K

AR
GOROON + B i &

MICHELIN TIRE AMERICAN AGENCY, Inc., Sole American Representatives
6 West 29th Street, New Yorh Witk Branches in every lare City of the United States E. D. WINANS, General Manager

MR. MICHELIN. The surprising advertisement shown above presented André Michelin to the American motorist,

using photography to portray him and different scenes of the tire brand’s achievements in automobile races. Michelin

—and their import agencies—employed the use of photography on a few occasions to illustrate their advertisements in American
press. This is the only advertisement where a photographic portrait appears of one of the French firm’s founding brothers.

18. Full-page advertisement published in the specialized magazine Motor, October 1905.
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July, 1905 MOTOR 13

ki 'uhi = 88 54N

MICHELIN

ROAI]S AGAINST RML ”.‘1‘,7:":,'}."::.‘.."2' o e ot o

TERSE TRUTHS ABOUT MICHELIN TIRES
Tl\q’ are ruﬁy.:rew any ﬂllel‘l ~that's everywhere admitted  They must always keep ahead of all others —that's here resolved. The

—they are always employed. Every machine that ever won an important race was equipped with Michelin
T-u —that's something to remembel when thinking of new tires.  Other truths, hardly less interesting, in a little booklet we would bike to send you.

MICHELIN TIRE AMERICAN AGENCY (Incorporated)

6 WEST TWENTY-NINTH STREET. NEW YORK
E. D. WINANS, General Manager Telephone, 4657 MADISON

THE FRENCH POSTER.
The image shown above is a sample of the graphic heterogeneity observed in the advertising carried out by Michelin's import
agencies. This advertisement reproduced the French lithographic poster Le pneu Michelin a vaincu le rail, work of the French
illustrator Ernest Montaut and also used in Michelin’s press advertising in Italy, Great Britain, Germany and Austria.
On July 25, 1904, the American automobile racer George Heath (1862-1940s), residing in Paris, won the third edition of the Circuit
des Ardennes competition with a 70 hp Panhard vehicle equipped with Michelin tires. The kilometers traveled and the average
speed reached during the race exceeded, in comparison, the distance and speed of the Express Paris-Calais train. Thus, the

scene depicted is a fictitious composition recreated by Montaut of the impossible confrontation between the two machines.

This poster was occasionally used in the United States, between 1905-1906, but kept in the original format with the text in French.

19. Advertisement published in Motor, July 1905, with the 1905 poster created by Ernest Montaut (1879-1936).
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| CHLORIDE OF SULPHUR | The BEST BUCKLES for ARCTICS 2
BISULPHIDE OF CARBON ARE MADE BY 67%@72332& A\
CARBON TETRA-CHLORIDE 'rmla wet.? MEG. c%, ;gﬂfﬁg'
ALCANNIN PASTE 41 Lincoln Street, - - oston, L. 1
_ RAIN COATS {1/
Geo. W. Speaight, Must have this Cirewtar . TRADE MARK
| o6 Fulton 5t., New York N _n T Trade Mark atamped In Sy

inside of coat...... s

Edited by HENRY C. PEARSON—Offices. No. 150 Nassau Street, NEW YORK

&0 {'ents & Copy.
£8.00 Per Year,

Yol. XXXI1L Ne, d, JULY 1. ?1905

sprirsirefreleciontretratrstenirabratrelentesiestontrahntontestentosiralrateslonfrelrotestradenteafoatratrtentantantontontoctante s

=
2 5l

MICHELIN

King of all Pneumatic Tires.

e

Mrlrefertnletlosteshesbenteateslatratralosioafenteaiealonteafeaieaiesiateatrafostoafontest:

AVOTRE SANTE Famous Throughout the World.

= Winner of Every
Important Race in 1904,

MICHELIN TIRE AMERICAN AGENCY,

//1 5 (INCORPORATED

THE 6 West 20th Street,
; Mot
N OBSTACLES TELEPHONE 4657 MADISON SQUARE.

Mention the Induz Rubber Workd when pou wrile

Sesfesfafestosfadesiadfedostocfoste o sasto dfo o sfa s slo o sl o sfa i s oo fasf

=
2

=
oo o s s e o e S e o oo s s 3 o T S o s S oo o sfuso o sl oo o oo o o R

ENZOL, the Most Powerful Solvent for Rubber. Lowest Prices.
SAMUEL CABOT, BOSTON, MASS.

COVER DEBUT. The above image shows the advertisement inserted on the cover of the leading magazine for the

rubber and tire industry, and constitutes what probably is the advertising debut of the mascot Bibendum in American press.

The pose in which the character is portrayed was taken from a booklet printed in France by Michelin that same year and based

on the original poster illustrated by 0'Galop. In the illustration, the mascot raises a glass full of nails and sharp objects—for he
was immune to punctures—and toasted “To your health!” Strangely, the original French slogan “Le pneu Michelin boit 'obstacle”
[the Michelin tire drinks the obstacle] was replaced by the “Michelin Tires laugh at obstacles.” It's likely that the adaptation

of the French exhortation to drink was due to certain caution on the part of Michelin given the Temperance movement that

was fully active in the United States at the beginning of the 20th century. This was derived from Anglo-Saxon conservative

and religious tenets, which advocated moral rectitude and preached against decadence and excesses. Therefore as a consequence,
moderation was favored—which developed into prohibition—in regards to the consumption of alcoholic beverages.

20. Michelin advertisement published on the cover of the specialized magazine The India Rubber World, July 1, 1905.
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If you want the best tires made, -  Buy MICHELIN
If a dealer tells you he has a good substitute, Buy MICHELIN
If you want to reduce your tire expense, Buy MICHELIN
If you want pleasure instead of trouble, Buy MICHELIN

MICHELIN TIRES do not rim cut

MANUFACTURED BY SECRET PROCESS—ENTIRELY EXCLUSIVE
MICHELIN TIRES always take first place

MICHELIN TIRES were on the winning Napier in the Mount Washington hill climbing contest

MICHELIN TIRE AMERICAN AGENCY (Incorporated)

E. D. WINANS, Ceneral Manager 6 WEST TWENTY-NINTH STREET, NEW YORK Telephone, 4657 MADISON
Branches in all large cities of the United States

DOUBLE VICTORY. The above image depicts an advertisement for the Michelin Tire American Agency proclaiming

the track record achieved by vehicles with their tires in the European Gordon Bennett Cup for the 1904 and 1905 competitions.
The allegorical graphic composition shows a pair of Bibendum figures—for there were two triumphs—flanking the laurels

of victory, which surround the sculpture of the trophy reserved for the winners of the race. The decorative design

of the elements and the border that frames them shows a signature in the lower right corner, attributing authorship

to the graphic department of the publication Motor.

2l. Full-page advertisement published in the specialized magazine Motor, August 1905.
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PARIS  LONDON g Sty BERLIN  VIENNA

YOU USE TIRES—USE THE BEST

Please Write or Call

MICHELIN TIRE AMERICAN AGENCY. Inc
e NEW YORK CITY, 6 West 29th Street
SOLE REPRESENTATIVES IN AMERICA FOR MICHELIN & CIE. FRANCE

POTPOURRI. This double page shows a sample of the Michelin Tire American Agency advertisements published in the
magazine Motor. The lack of a well-defined advertising policy is denoted in the variation of how themes are illustrated, ranging
from allegories—the above image features patriotic characters—to the realistic representation of the tire. Moreover, this lack
of definition can be observed in the use of different graphic elements: continuous tone drawings with shading, line drawings
with patterns imitating engravings, black silhouette figures as well as a variety of different borders, frames and typographies.

22-26. Full-page advertisements published in the magazine Motor, March, February, June, September and December 1905.
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Tommiintc deliics, all atples and ises
Michelin Tire, American Agency
dncorporated
& West spth Street NEW YORK
BB, WEVANS, Gewt Mer,

THE 10,000 MILE TIRE

HATS OFF TO

The tire that everybody wants.

Because it lasts longer, goes further and
gives less trouble than any other tire in the world.
They cost more but are cheaper in the end.
Why are they better?

Why do they last longer?
Why is more mileage made on these tires?
Why are they safer?

Write for SMichelin Instruction book, free, the best
ireatise om tires eber Toritten

MICHELIN TIRES D<) NOT RIM CUT

EEERATAETT MICHELIN TIRE_AMERICAN AGENCY

Bubissoss, 100 Eset Eages St By
& West 2th Street, NEW YORK

5 Pk . P Joy ko G B B WINANS, Groeral Micunger Trleples, 4437 Madicn

In every race, in every country, in
1904 and 1gog

Michelin Tires
Were Victorious
ARE YOUR TIRES MICHELIN?

Toveniguie the Tire Simstion, 11y Daparast,
™ [

Michelin Tire American Agency e
E. D WINARS, Goa'l Munsger
& Wast 39h Strast, New York City
Talehans 4407 Madisen Sa.
i o 48 g o f e .

MICHELIN
TIRES

(v further; Last londer; Stand more wearand tear

“chELI" TIRES have won every impormnt race

in America and Europe for the last ten years.

MICHELIN TIRES free their users from tire worry.
MICHELIN TIRES do not rim-cut.

MICHELIN TIRE AMERICAN AGENCY, lst.. Scle American Representatives
& Weat 20th Scraad, Now Tork 0 bruscken i sy b Gip o e Bt dies . D WINANS, Gemernl Manager

Tatephaons | 2000 200
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WHATS IN A NAME?
This much: if everybody
who uses a certain word
says that it has a certain meaning, all the
scholars and dictionaries in the world can’t
change that meaning. The scholars and diction-
aries sooner or later put their official stamp
upon the word—and the word becomes universal.
The same way with tires. Everybody who
once uses Michelin Tires says that those two
words mean reliable, dependable tires. The
names of other have other meanings, but by
universal acceptance Michelins always mean
reliable, dependable tires. And just as you
always try to use the right word in the
right place, you should always use the
right tires in the right place.
That’s what’s in a name
—and Michelin Tires
have the name.

MICHELIN TIRE, AMERICAN AGENCY, INC.

Tel, 7 Madison Square 6 West 29th Street, New York

s MdeR

A NAME OF ONE’S OWN.

Perhaps Michelin, through their import agencies, did not have their own defined graphic image with which to present themselves
to the American market. However, they did possess a well-known and respected name in the tire sector. This is precisely what
was reflected in the advertisement shown above, prepared by the graphic department of the magazine where it was inserted.

27. Full-page advertisement published in the specialized magazine Motor, September 1906.
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Z ERIT;

are synonymous terms

% ll1kxn.:| amy line of endeavor Is naver
A n accdeat. Tt takes bealna, skill and money
% m produce perfection. The tires of Michelin,
W Ak lumoss e maker of France, are no accl-
g.g deat  Our “Lastruction Beok™ (sent leee upos
%, eequest) will 1ell you haw they bave
%bﬂn brought fo thelr marvelous
M perlectioa

""'\u.-.a ,.wmwrﬂ‘

Michelin Tires
do not rim-cut

9 Do not forget that fact! Its truth means
your freedom — your freedom from tire
worry —and, consequently, your pleasure

|0HEL|N"§§-.

Michelin Tire American Agency, Inc.

Fale Ampeivan Representariees

Dalewbone, Madison 768, 761

MERIT-BASED CAMPAIGN.

In early 1906, the Michelin Tire American
Agency created an advertising campaign
employing the motto “Michelin and Merit
are synonymous terms," whose composition
included a unique typesetting in which

both words shared the initial ‘M". This
graphic element was repeated, with slight
modifications, in advertisements published
in a variety of different magazines.

The image on the left depicts a feminine
representation of victory, portrayed in

Art Nouveau decorative style, who raises
the maximum trophy, a Michelin tire. Below,
there are two examples of other types

of graphics utilized, based on borders

and unigue typographic arrangements.

6 WEST 29th STREET, NEW TORK

With Bramches i ol Large Clties o7 fhe Uaitod Stales

28. Full-page advertisement published

in the magazine Motor, February 1906.

29. Full-page advertisement in

The Automobile magazine, January 11, 1906.
30. Full-page advertisement published

in the magazine Motor, January 1906.

EXHIBITED * ™ A-L:A-M- SHOW

B SON S e

e T
M a bl bl o B i o e e,

i
IGHELIN Lp--- v rber |w:npﬂu.
wm wams s mnd of

ERIT

| | svwonvmous Tenms

Im wveey ren. i gmpry oy, b
T and 1S

Michalin Tires Were Victoriouw

Are YOUR TIRES MICHELIN?

Investigais ihe Tire Sirastlon
Ash for Dur Boollet

Tn's Tespariamt
.‘\
i )MICHELIH TIRE AMERICAN((
AGENCY, INC.

- 6 West 29th 5t New York o

Telephenss T60 and Pl Madissn Sq0
Branghas in all Largs Cities

'\-\.__

Buy Michelin

MICHELIN

are synonymous terms

€ The best in any bes of sadeavor s never an
accident, It takes beaioa, skill and mooey to peoduce
perdection. The sires of mlll. lk famous tire
maker of France, ar po acciient. * lestructicn
Book " (et fres uy ilﬂ'wlwl-!ﬂldl !wh"lhﬂ
hawe beem Brought o their marvelows per-
fassion.

- | Michelin Tires do not rirn-cul :

€ Do st foeget that fact] hs teuth meass your Ereedom—
worey—and, v e

MICHELIN TIRE AMERICAN AGENCY, Ime. nizois
& WIEST T STHEET, NEW VORK
W St ey g o B s . WANANS, et Mt
Betenbens, Madises 160, 11
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136 MOTOR AGE

MICHELIN
TIRES

It is considered ‘ CHIC '’ to have Michelin
Tires on your car even in France

{d MR. E. D. WINANS begs to
announce that a new and large
company has just beenincorpor-
ated, consisting of American and
French capital to control the
output of Michelin Tires and
‘products,in United States,under
| the name of MICHELIN PRO-
DUCTS SELLING COMPANY,
Inc., 31-33 West 3ist Street, New

York. o
" ¢ All orders and inquiries for
agencies and goods should be

sent at once to E. D. WINANS,

General Manager.

{ MR. WINANS is no longer

. connected with any other com-

" pany or organization who claims
tohave American agency for19o6.

THE ONLY REPRESENTATIVES IN UNITED STATES ARE

THE MICHELIN PRODUCTS
SELLING CO., Inc.

31-33 West 31st Street, NEW YORK

PUBLIC ANNOUNCEMENT. The change of the agency importing French Michelin tires, from the Michelin Tire American Agency
to The Michelin Products Selling Company, was conveniently announced in specialized magazines of the automotive sector.

The new agreements with authorized distributors implied that the previous relations were no longer valid. Warnings were made
against dealerships presenting themselves as an official agency without being so, and that such attempts would lead to litigation.

31. Full-page advertisement published in the specialized magazine Motor Age, February 1906.
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MICHELIN TIRES

IT IS CONSIDERED “CHIC" TO HAVE MICHELIN
TIRES ON FYOUR AR, EFEN IN FRANCE

| Mr. E. D. Winans begs to announce that a new and large company has juse
| been incorporsted, consisting of American and French capital, to control the output
| of Michelin Tires and products in the United States under the name of Michelin
Products Selling Company, Ine., 31-33 West 3lst Street, New York.

All orders and inquiries for sgencies and goods should be sent at once to

E. D: Winans, General Manager.

Mr. Winans is no longer connected with any other company or organiztion
who chim to have American agency for 1906, The only represeatatives in the
United Ssates are the MICHELIN PRODUCTS SELLING CO. Inc, of
31-33 West 3lst Streer, New York.

—

New Fabric

New Sizes

New Construction
New Rubber

MICHELIN TIRES
BUY 1906 STOCK

Extra Strong...Extra Resilient...Extra Durable

|—Customers are warned against buying our tires
Warning! with bers erased, as they may be of old
manufacture. The exclusive agency for the importing and sell-
ing of MICHELIN Tires, Tubes and other products for the
United States of America 1s owned and operated by the

MlChClIn Products Selling Company, Inc.
Exclusi of Michelin & Cie, Cl
of 3| 33 West 31st Street, New York City.

E. D. WINANS, Gen'l Manager.

Ferrand, France

MICHELIN

ENDURANCE—ths ability to goand keep

going and to do the same thing coming

home, day in and day out, is one of the
qualities of a MICHELIN tire that go to
make part of a “MICHELIN MILE."
Anaverage of 10,000 of these "M[CHBL]N
MILES" in each tire =

MICHELIN PRODUCTS SELLING COMPANY, Ine
Exvlasive dmerices Repriventativesf Micbelin & Cie., Clermant-Ferrand, France
31.33 WEST 31s STREET, NEW YORK CITY

5540 Muduon
el £ D WINANS, Genersl Mansger s————

INFINITE CARE

and the highest quality of materials are among
the secrets of the excellence of MICHELIN
TIRES. This is illustrated by the fact that
it takes three months to make a AMichelin
Tire, and we don't comsider the time wasted
either. It bas helped tomake

MICHELIN Reputation

MICHELIN PRODUCTS SELLING COMPANY
' Ewiltee dnsricas Repeesensasios of Michelin s Coe., Clermont-Ferrand, France

Weike for facts and
Michelin Tire.

| 1 D WINANL, Gunernl Massger e—
= 31-33 WEST 31lst STREET, NEW YORK CITY

-
j im

MICHELIN

1 MICHELIN TIRES cost more at first. That is why
they are cheapest in the end. That's the end you are
interested in. 'We are interested in the other end and
we can't afford to turn out a cheap tire.

The lesser cost of “Michelin Miles"” is one of the
things that make them different from any others.

MICHELIN PRODUCTS SELLING COMPANY, Inc,
Esvumsive dmivican Reproatative of Michelin & Cie., Clerment-Frrrand, Frasce

Wirise ror Toens and ‘cwwl
heatin Tiow

MICHELIN ||

MICHELIN QUALITY is not only the
kind that shows on the surface, but the
kind that don't begin to be discovered
until it's needed, but that we, the makers,
know is there.
It's one of the things that go to make
wMichelin Miles” not like any other in the
world.
MICHELIN PRODUCTS SELLING COMPANY, lnc.
wn-::;::;:—--! Excimsios dmeeicen Reprosistatios of Micbelin ot Cia., Clermont.Ferrand, France
. D WINANE, Deneral Ma —_—
Teas § R HESNT 01.33 WEST 31w STREET, NEW YORK CITY

Wrine for full particulan.

PP . D. WINANS, Gssersl Mesiger S
e {1 31-33 WEST 31at STREET, NEW YORK CITY
—— —

STANDARD DESIGNS. As can be observed in the examples shown here, the typographical and compositional decisions about
the design of magazine advertisements for the Michelin Products Selling Company were subject to the particular criteria of each
publication’s respective graphic department. Although advertisements for the same campaign, consisting of a certain format
and being inserted in the same magazine were related, the graphic norms applied were not preserved in other publications.
The last four advertisements, applying the same criteria, were published in The Automobile magazine.

32. Half-page horizontal modular advertisement published in the specialized magazine Motor, February 1906.
33. Half-page horizontal modular advertisement published in the Motor Age magazine, March 29, 1906.
34-37. Half-page horizontal modular advertisements in The Automobile, April 5, June 14, July 19 and August 30, 1906.
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Speed

Gold, Silver and Bronze

MEDALS IN 1905
50 WINNERS IN 1905

The Acknowledged Standard of the World

More Winning Cars with Michelin Tires Than All Other
Makes Combined

Miciklin Products Selling €o.

Only American Representative of

Michelin & Cie

Clermont--Ferand, France 31-33 West 31st St.
E. D. WINANS, Gen’l Mgr.

Reliability Safety

MICHELIN’S COAT OF ARMS. The above image depicts another example of the graphic advertising heterogeneity of Michelin's
import agencies. In this case, the design is inspired by heraldic compositions, utilizing references such as the winged wheel

of fortune and highlighting this historicist character with the use of certain Gothic typefaces. Flanking the coat of arms we have
two small black circles that proclaim the French origin of Michelin: on the left, a monogram with the initials ‘MC" encircled with
the text “Michelin & Cie. Clermont-Ferrand”; on the right, the figure of Bibendum with the motto “C'est a dire, a votre santé.”

38. Full-page advertisement in the specialized magazine Motor, June 1906.
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| VICTORY AND MICHELIN (=

ARE EQUIVALENT

Unparalleled record at Ardennes, Belgium, Aug. 13, 1906. Winners equipped with MICHELIN TIRES
1st DURAY, 2nd HANRIOT, 3rd ROUGIER, 4th BARILLIER, 5th GABRIEL

A team of four of the same cars all equipped with MICHELIN TIRES all finish and in the [ollowing order,
1st DURAY, 3rd ROUGIER, 5th GABRIEL, 7th SOREL

MICHELIN PRODUCTS SELLING CO., Inc. °c5 Wivis, Menager

SOLE AMERICAN REPRESENTATIVE OF MICHELIN ET CIE, CLERMONT-FERRAND, FRANCE

ARC DE TRIOMPHE. The image shown above is perhaps the first use of Bibendum in U.S. press advertisements in his role as an
advertising character. The pose in which he is portrayed still depicts the canonical one—a half-body representation with his arm
raising a glass as a toast—although, in this case, behind the steering wheel of a car. A victorious Bibendum is on parade, flanked
by the crowds and raising his glass with a large cigar in his mouth. In addition to the references on drinking, in the United States
the exhibition of this cigar could be provoking to pressure groups that acted in parallel to the anti-alcohol movements. For exam-
ple, there were anti-smoking leagues such as the Anti-Cigarette League of America, founded in 1890 and which, as early as 1901,
had 300,000 members. The portrait of the stout and epicurean French bon vivant embodied in a Bibendum who had a predilection
for the pleasures of tobacco and alcohol, the glass and cigar serving as attributes, was perhaps not an easily exportable model.

39. Full-page advertisement in the specialized magazine Motor, September 1906. Illustration by A. Wolfson (?).
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MICHELIN TIRES

MICHELIN MICHELIN MICHELIN SAMSON
ROUND TREAD FLAT TREAD ANTI-SHID SUR MICHELIN

MICHELIN TIRES have been consistent winners of
every important race event, of every road touring
event—in fact, of every tire economy test in years.

This is not the result of mere chance, but is the result
of infinite care and thorough preparation, and the
excellence of materials used in their manufacture.

Michelin tires have an absolute dependability which places
them first where speed, reliability and economy are desired.

MICHELIN PRODUCTS SELLING CO., Inc.

EDWARD W. ELVERSON, Treasurer & General Manager

31-33 West 31st Street, - - - NEW YORHK CITY
PHONE 5560 MADISON SQUARE
Sole representative in America. for Michelin et Cie, Clermont-Ferrand, France

We recommend for winter weather or slippery pavements our extra heavy non-skid tires, reinforced
with Samson covering and guaranteed perfect by Michelin et Cie. of France.

THE MICHELIN CATALOGUE. The above image depicts the first press advertisement in which the four types of pneumatic
tires from the Michelin et Cie. catalog were shown. They were manufactured in Europe and imported for the American
market by the Michelin Products Selling Co.: Michelin Round Tread tires with smooth tread and a rounded contour;

Michelin Flat Tread tires with smooth tread and flat contour; Michelin Anti-Skid covers made of non-skid tread using leather
trimmed with metal studs; and the Samson sur Michelin, with flat tire treads and wide non-skid leather strips
with metal studs glued on their surface, from the brand Samson.

40. Full-page advertisement published in the specialized magazine Motor, January 1907.

- 1452 -




20. THE MICHELIN TIRE COMPANY’S PRESS ADVERTISING

ANNOUNCEMENT

E. Lamberjack & Company, Inc.

Are now the sole Agents for the
United States for

Michelin Tires

having taken overall the rights, effectsand good-
will of the former Michelin Products Selling
Company, Inc. of 31-33 West 31st Street, and
the Michelin Tire Agency, 6 West 29th Street,
New York City, and now stand alone as the
direct representatives of MICHELIN ET CIE,
of France, and as such are enabled to protect
the American purchasers of MICHELIN
TIRES, and to import directly from the
parent house of which this is a branch.

@ This arrangement permits of ma-
terial reductions in the price of
MICHELIN TIRES, which will be
announced shortly.

@ Address all orders and make all checks
payable, in the future, to

E.LAMBERJACK & COMPANY, INC.

31-33 West Thirty-first Street :: :: New York City
TELEPHONE: 5560 MADISON SQUARE

aoldad 1SHld | L061-€061

CHANGING AGENTS. Above, the public advertisement announcing the change of import agent
for French Michelin tires, the E. Lamberjack & Co. An explanation is provided about the liquidation
of the companies that had previously conducted the business.

41. Full-page advertisement published in the specialized magazine Motor, February 19, 1907.
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ANOTHER MICHELIN VICTORY

On the Empire City Track, Memorial Day, Cedrino in his
Fiat with MICHELIN TIRES lowered world’s circular track

records to 9 minutes 47 seconds for ten miles, and 14 minutes
45 seconds for fifteen miles.

FOR HARD WORK

on either Road or Track

MICHELIN TIRES

are always selected.

THE BEST AMONG THE BEST

Handled Exelusively in America by

E. Lamberjack & Company, Inc.

Sole American Representatives of Michelin et Cie., Clermont.Ferrond, France

31-33 West 31at

Michelin Tire Distributors _are: ForN

}wN’mJ mn%md % &Gﬁ.&nu

—Frinco-American Auto and Su
Brooklyn. Fer Washimgiom, D,

E W&l— 1330 N;‘r ¥

England, including Comnecticut—Le,

Fer hus-r: and Wuuru " Pen N’a—@! lin
s "hr o ond” ""5""’" New York—Eureka Supply H 1‘?‘"

St, New York City Telephone. 5560 Madison

con  Hubay, 236 Columbus Ave., Boston; 1647 I!fold' New  York Clt,
68 Halsey St., Newark. For Phidel] n and Bmm Pnn.% Hﬂhelin Tire hr
n, Mgr. sgo3 C!nlﬂ wE.,

I eary, Mgr., 126 Broatway. For Chicage ond Wen
E-:Ie}l‘n Far Nol-'_'rl and Lomg l'l!ald —Laong shud J\uto Supply Co., 1340 Bﬁd.i Ave.,
o enue.

ADVERTISING VICTORIES.

This double page presents

examples of the main advertising
concept used by the agency

E. Lamberjack & Co. to sell imported
Michelin tires and products:

the company’s success in the
most important automobile races.
The difference in the advertising
policy deployed in the press by
this agency with respect to the
previous ones is that, for the first
time, in addition to advertisements
in specialized magazines, leading
daily newspapers were also
contracted for placing publicity.

42. Half-page horizontal
advertising module published

in Motor magazine, July 1907.
43. Advertising module published
in the specialized magazine
Motor Age, February 14, 1907.

44. (opposite page)

Horizontal advertising module
published in The New York Times,
January 19, 1907.

45. (opposite page)

Vertical advertising module
published in The New York Times,
January 13, 1907.

46-47. (opposite page)
Advertising modules published

in The New York Daily Tribune,
May 19 and June 2, 1907.

MIGHELIN TIRES

THE ACKNOWLEDGED STANDARD OF THE WORLD

——
-

€[ In the 1907 International Races, both in France
and America, Michelin tires will be used by

PANHARD & LEVASSOR
DE DIETRICH
ITALA

RENAULT FRERES
F.LAT.
CLEMENT BAYARD DARRACQ

HANDLED EXCLUSIVELY IN AMERICA BY

E. Lamberjack & Company, Inc.

SOLE AMERICAN REPRESENTATIVES OF
Michelin Et Cie., Clermont-Ferrand, Fraace

31-33 West 31st Street, NEW YORK CITY
Telephone 3560 Madlison Square

Distributors for the Central West
Franco-American Auto & Supply Co.
CHICAGO
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MICHELINTIRES

WON
THE VANDERBILT CUP RACE
ot 1906

RENAULT FRERES
FILA.T.

ON THE FIRST FOUR CARS
And will be on the Following Cars in the
INTERNATIONAL RA OF 1907
Both in FRANCE and AMERICA:

PANHARD & LEVASSOR

ADDRESS 1 DARRACQ

E. LAMBERJACK & CO., Inc.,

31-33 West 31st Street
New York City.

NOW the ONLY AGENTS IN AMER!CA for Michelin et Cle, of France.

Tei¢poous 360 Madiaan Sguaro.

ITALIA
CLEMENT-BAYARD
DE DIETRICH

TIRES

_ OF 1906
‘ON THE FIRST FOUR CARS
“and will be- on the following cars in

the INTERNATIONAL RACES of 1907
both in..FRANCE and - AMERICA :

Itala . - FLAT
‘Clemént-Bayard - De-Dietrich
: Darracq

E. LAMBERJACK & COMPANY, lc.,
. 31.33 West 3st St New York City.

NOW. .THE . ONLY AGENTS 'IN _AMERICA . FOR
. ' MICHELIN' ET- CIE, OF FRANCE.

Telephone 558 Madison. Square.

MICHELIN

‘THE VANDERBILT GUP RAGE

- Panhard & Levassor  Renault Freres |

Another Michelin Viciory

The Michelin triumph in the Targa-
Florio race on April 21st was supreme.

The first nine cars to finish in this fa-
mous contest used Michelin tires.

E. LAMBERJACK & Ca., Inc., 31-33 W. 3lstst, N. Y., Sole Agents for America
Send for Our 1907 Price List Phone 5560 Madison

Michelin Tires Victorious

The Targa-Florio race of April 21st was
the imposing scene of an overwhelming tri-
umph for the conquering Michelin.

The first nine cars to finish used Miche-
lin Tires.

E. LAMBERJACK & CO., Inc., 31-33 West 3ist St., N. Y., Sole Agents for America
Send for Qur 1907 Price List, Phone 5550 Madison.
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7 Michelin

Michelin @

Tires Tires

/]

7

A\ Reign Supreme! / "

A\

Michelin Superiority

It takes three months to make a
Michelin Tire, no time wasled,

It takes three months’ time,
the best rubber, infinite care,

villlwr. It is nliatlreIl‘rum the best and the most skillful workman-
and most costly fabric, a special . : :
quality of fine rubber. That is Sh!p’ to manufacture Michelin

Tires, the standard of the world

M i C h e Ii “ Q " a I i ty for strength, staying power and

dependability.

In every country Michelin Tires
have won every important road Road [aces {CS!I the. Cﬂd.l.ll'-
race in 1904, 1905, 1906. That dem- rance of tires. Michelin Tires

onstrates win every important race.

MiChﬁIi“ [“[Iura"ce In thte)otllagm International

o sthe 100% Tatereatioast 32 Races, in France and
n the nternational Races . . : . .
both in France and America, Mich- Amerlca* Michelin Tires will
elin Tires will be used by be used by

E“""" %IL"'”’“;' R‘:‘“g' PANHARD & LEVASSOR DARRACQ

Dioteich D"'“‘“" i RENAULT FRERES CLEMENT BAYARD

A ofrich, Larrecy, lois, . L DEDIETRICH ITALA F.LAT

That means
Mo h |- R I- h-Io Handled exclusively in America by
L ]
ICneln  weliabi |tY E. Lamberjack & Co., .
Handled exelusively in America by Sole American Representatives of
E. IAlBﬂllAﬂ( & COIP&HT, Inc. Michelin et Cie., Clermont-Ferrand, France
PO iy g o s 31.33 West 31st St., New York City. J
Michelin Tire Distribut Teicphine jgfe Matison.

For New kogund lm::t bt a,‘:l'.c:'fkuhay, Michelic Tire Distributors are

?: :f‘:;l:'n;bns Ave., Boston; 140 West 38th St., For .f_!::«%'-ﬂf; um-‘;. c::é For 5.::;::,__ ﬂgh:;?ﬁ:r ::%t
Tor Penusylvania, Mr. J. L. Keir, 310 N. Broad oo Wty St e Vork  Lertie Aver B B Fitire

St., Philadelphia, For New Jirse us_mn..u-r.'u For Bufale aid Wiitern M.ﬂ._-"
For New Jeney, Mr, R, H. MacKinzey, 38 Hal- S5 iy St Rewari o e Mg a6

sey St., Newark. For " Philadelphia omd Easters Fop Epadwar, ug:'l;,'d Wer—
For the Central West, Franco-American Auto & B inager, | Frines Americen Auto & sup

Supply Co., 1404 Michigan Ave., Chicago, 11l .'“ﬁEm’h Broad 'St Phila: §7.Can, 14as Mickigan A,

—

THE SUPREME REIGN.

Part of the advertisements inserted in the press by the agency E. Lamberjack & Co.—in their modular variants for magazines
and newspapers—presented messages framed under the image of a crowned Michelin tire. It was supported by a soft cushion
and flanked by two palm leaves as a sign of victory. In the center you could read the motto “Michelin Tires Reign Supreme.”

48-49. Modules published in the specialized journals Automobile Trade Journal, March 1907, and Motor, April 1907.
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Mlcualm T:m have won every Interna-
tional and Continental Race and contest of
importance for years. They are the only
tires without a doubt. ey cost very
little more.

What's the use of doubting?

Send for our Price List, and See the Difference.

E LAMBERJACK & CO., Inc.
Sols Agests for United Jaates.  30-33 Waat 31t New York

Owners ol Small Cars

Have you used other tires than Michelin Tires on account
of apparent difference in cost?  They are the best—you can
have them on your car at but kittle more.

Why not get our 1907 prices and see for yourseives?
Micheln Antl-Skid Tires ..
Michelin-Samson Tires
Never Disappoint

E LAMBERJACK & CO INC., 3133 W, 51w 5, N Y., Sele Agouns lor Amess
Sewd for e 1907 Prive Lin Fions 8880 Maducs

Ne matter what size car you own, Michelin
Tires are cheaper in the end,—that’s been proved
time and time again—all over the world.

Never Disappoint
E LAMBERJACK & CO, lne, 31.33 W, Yl 5S¢, Sels Aguats for Ameres
Send for O 1907 Prics Lis. Phoae 3560 Madaca.

‘When your car has Mchelin Tires you are sure of one
thing—You have the best tires that money can buy.

The best in tires is always the cheapest in the end.

Michelin Tires are the acknowledged standard of the
waorld.

Michelin Ant-Skid Tires ..
Michelin-Samson Tires
Never Disappoint

E LAMBERJACK & CO, Ine, 31-33 W. 31wt S0, Sole Agests lor Amanca.
Send for Owr 1907 Price Lt Phase 5560 Madison

Mo one dispates the fact Michelin Tires are the
standard tires of the world

They cast very little more than American tires, and in
the end they always prove to be a great deal more sconomical,

Michelin Anti-Skid Tires .4
Michelin-Samson Tires
Never Disappolnt
E LAMBERJACK & CO. bue. 3133 W. 31w 5. Scle Agests for America
Send fae Oue 1907 Price Lt Phose $560 Maduos.

The price or size of your car makes no dif-
ference—Michelin tires are sure to be the cheapest
equipment in the end. That's been proven the world
over.

Michelin Antl-Skid 'l‘lm and
(Prastically Moo Punctersbis]
Michelin I'l‘nndﬂ:res
Never Disappolnt

E LAMBERJACK & CO. lnc. 3133 W, 3lat S, Sele Ageots lor Amares
Send for O 1907 Price List. Phose 5560 Madaos.

Insist upon Michelin Tires for
your sake and your car’s sake

E LAMBERJACK & CO., lse, 31. )JWu)ltsf-.thAﬂ-hm
Send foe Owr 1907 Price List. 560 Madnon.

When streets and reads are 1o slippery s the time 05 put 0n
Michelin Anti-Skid Tires «d
Michelin-Samson Tires
Samuon covers on Michelin shoss can be obtsined oy fom wa
They do notskid.  They are zeasly pusciore pecal,
‘They Cost But Litile More

E. LAMBERJACK & CiL, Jec., $1-13 Weat Mat 5L, Sale Agests for Ansrica
Send for Ow 1907 Prica Lt Phoss 5360 Madian

It's what your tires cost you in the end that courits.
Michelin tires now own their own American business.
That's why you ean now have Michalin Tires on your car
at o first coat of very little more then American Tires
Michelin Anti-Skid Tires «d
Michelin-Samson Tires
Never Disappeini

E. LAMBERJACK & COL INC, 31-35 W 3130 MUY, Sole A ponss for Ausarinn
Semd for our 19T Price List hans S350 Minduce

Do you know that the famous Michelin Tires now cost
you very kittle more than American Tires?
In the end they cost much less. That's been proved
Michelin Anti-Skid Tires sd

Michelin-Samson Tires
Never Disappoint
E & O, INC, 3133 W, J1uSe MY, :.l.a\.—n.m..h
Send for dur 1907 Price List 5560 Sadlsn

Michelin Tires now own thair own American business.

That's why to-day you can have the fomous Michelin
Tires on your car at a very slight cost over American tires.

In the end they cost much lesa.

Michelin Anti-Skid Tires ad
Michelin-Samson Tires
Never Disappoint
£ LAMBERJACK & CO., loe., 31-33 W. 31 St Sols Ageats for America.
Sead for Our 1907 Pricn Lt Phooe 5560 Maduos.

Look up the facts about every big Internationator Euro-

pean race of Mand you'll always find that the winners
uad Michelin Tires.

Road Races are usually won by the tires.

Why not have the best on your car?

Michelin Tires cost wory litthe more.

Michelin Anti-Skid Tires wd
Michelin.

Never Disappoint
E. LAMBERJACK & CO. lne. 31-33 W, 319 5t. Sole Agents for Ameries.
Send for O 1907 Price Lt Phose 5560 Madiom.

50-61. Modules published during 1907 in the newspapers The Sun (New York) on the following dates:
March 5 and 22, May 3 and 27, and April 5, 9 and 12; and in The New York Times, on March 16, 23 and 30, April 6 and 13.
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FIRST PERIOD

20. THE MICHELIN TIRE COMPANY’S PRESS ADVERTISING

v} THE AUTOMOBILE

1ot A . P Goasd Pris 19061807
Ut Turga Fladia 10 | T
10 miles brach record, 8:47T)

THE ALUTOMOEILE a5

PRIX ’0?__
Michelin Tires
Re!i.a.bilit: and Dumbibit:
Lt Vandurbil Cup Race 1904- 1835 1308

i Kabiar's Cop Rags 1907
recerld, HiAS

CUR ROVELTIES,
MICHELIN  MICHELIN SEMELLE
R O
" 'E LAMBERJACK & CO.

333 Wewt Jhe Sreet NEW YORK CITY

FRENCH AT HEART.

The gradual incorporation of color
for certain forms in magazines,
mainly the cover, favored the
appearance of given advertising
proposals that featured a graphic

MICHELIN TIRES

Are Always Sclected by All the Leading Manufacturers

display. In the two examples e VETRE i

shown here, the advertisements
were presented in three colors:
blue, red and black, which were
enough to represent the French
flag in a recognizable way. The
unequivocal origin of Michelin tires
was used as a guarantor of quality,
taking into account the prestige
and aura that accompanied French
products that were imported and
marketed in the United States.

62. Advertisement published

on a double page with two colors
in the specialized magazine

The Automobile, July 11, 1907.

63. Full-page advertisement
published with two colors

in the specialized magazine
Travel Magazine, August 1907.

Tt A C F, Gramd Prix 1906 - 1907
Tot Targa Flors
10male track record, 5 = 47 o

OUR NOVELTIES:
MICHELIN Sl Recig Rownd

| MICHELIN SEMELLE 2
wtd Mon-punctarsble,

Lied by Nazzarg is the lot Kadser's Cap
| wndl the Grand Priz.

For Hard Work and Reliability
|

“Reign Supreme”

lst Vanderbilt Cup Race 1904 . 1305 1906 |
lat Kaiser's Cup Race - 1507
15mile track record. 14 m. 45 & ‘

= - 1906 . 180T

E. Lamberjack & Co. .

MUF ACFSTA FoR U A |
Skid 31-33 WEST 31wt STREET
NEW YORK CITY |

Tal 00 Modous
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20. THE MICHELIN TIRE COMPANY’S PRESS ADVERTISING

July 24, 1907. THE HORSEI.ESS AGE. ]

“’MICHELIN TIRES®
Made in America

ANNOUNCEMENT

(0, In order to save to the American Automobile trade the 35 per cent. duty on imported
MICHELIN TIRES, Messieurs Michelin, of Clermont-Ferrand, France, have
incorporated in New Jersey under the name of the Michelin Tire Company.

€, Our factory at Milltown, which is being rapidly pushed to completion, will be the
largest automobile tire plant in America, and is being perfectly equipped with new and
modern machinery throughout, which will give us unequalled facilities for prompt
deliveries at all seasons of the year. In addition, branch stocks will be established in
many important cities.

& The MICHELIN TIRES made in America will duplicate those made in France in
every minute detail of fabric, rubber, secret processes and workmanship.

. The quality of MICHELIN TIRES needs no comment here, for as you know they
have helped win every automobile contest for many years past. The only nine cars
which finished in the Grand Prix were all equipped with MICHELIN TIRES; the nine
successful contestants in the Targa-Floria were all fitted with MICHELIN TIRES; the
winners in the German Emperor's Cup Race were also equipped with MICHELIN
TIRES. The repetition of this splendid showing is most significant to thoughtful
purchasers. The quality which made these successes possible will be repeated in
every particular in the tires made at Milltown, N. J.

@ We wish to talk with you about your tire requirements for 1908, and we shall
endeavor to make our proposition interesting to you in price as well as quality. We
can begin deliveries as early as you desire.

L We extend our thanks to those who have used imported MICHELIN TIRES, and
trust, in view of the lower prices made possible by saving the 85 per cent. import
duty, to number among our good friends and customers a constantly increasing number

of the American automobile trade for 1908.

FPresipexT.

MICHELIN TIRE COMPANY

FACTORY AND GENERAL OFFICE

MILLTOWN, N.J,US.A.

Factories Founded In

CLERMONT-FERRAND, FRANCE LONDON, ENGLAND TURIN, ITALY MILLTOWN, N. I, U. 5. A,
i 1907 1907

MICHELIN’S LANDING. In the above image, one of the advertisements inserted in the specialized press of the automotive
sector gives an account of the creation of the Michelin Tire Company and the prompt start-up of their own factory in Milltown,
New Jersey. As explained, the implantation of the American subsidiary would allow access to tires having the same quality

as those produced in Michelin's European factories, but without the extra cost brought on by import tariffs.

64. Full-page advertisement published in the specialized magazine The Horseless Age, July 24, 1907.

- 1459 -

aold3id anNod3s | ST61-L061
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SECOND PERIOD

20. THE MICHELIN TIRE COMPANY’S PRESS ADVERTISING

‘GheWorlds

Greatest
Victories

FRANCE, ENGLAND, ITALY, AMERIC

Prove Michelin Value

Motorists who have TRIED Michelins
and other tires use Michelins. If YOU
have never tried Michelins, consider THE
EVIDENCE, compare our specific proof
with mere generalizations, with mere
CLAIMS and YOU will use Michelins.

Michelin made the first successful automobile tire in 1895, Since then to
September last we have made 1,180,830 tires, or enough to equip 295,000 motor
cars. Since "g5 we have manufactured tires and tubes exclusively. Our great
volume of business, many times that of others, shows that car owners use
Michelins year after year, and continue to use them because it pays.

Europe is much older in motoring than this contry, European motorists
have been trying put tires for some years longer than you have. More than half
the cars in afl Europe are equipped with Michelins. France is the oldest motoring
country in Europe. In France the use of Michelins is almost universal. Tires
can be purchased in France cheaper than Michelins — yet the careful, thrifty
Frenchman uses Michelins because his longer experience has taught him that

it pays.

Do you know that manufacturers who use cheaper tires for their regular
equipment pay more for Michelins to use in the world's big contests? Do you
know why ? Because Michelin tires have been on all the winning cars in all
the world's great motoring events, not only this year, but every year, ever since
motor racing began. These manufacturers know that Michelins will give their
car 4 better chance of winning—that Micheling stand the strain far better than
any others—give the greatest assurance against delay from tire trouble and thus
permit the car to show its real value, Michelins do stand the strain—a far greater
one-than you will ever give them—and that is why Michelins always win.

MICHELIN TIRE COMPANY

NEW YORK, 1763 Broadway W BOSTON, 895 Boylsten 5t.
CHICAGO, 1344 Michigan Ave. MILLTO BUFFALD, 908 Main 5t
DETROIT, 247 Jefferson Ave, NEW JERSEY  SAN FRANCISCO, 308 Van Nes Ave.

HEAR YE HEAR YE! The advertisements presenting the new Michelin Tire Co. contained a great amount of text,
in this case framed by a decorative border that imitates formal documents and proclamations, complete with a
fastening cord, medal and wax seal. The Michelin logotype is composed of a typeface that, in its set of characters,
includes features of Curtis Post and other typefaces, such as the characteristic capital 'E', typical of the Windsor
typeface designed by Eleisha Pechey (1831-1902) for the British typesetter Stephenson Blake and launched on

the market in 1903. The Windsor typeface, due to its widespread use and formal appearance, could be one of the
sources of inspiration for the successful Cooper Black typeface created in 1922 by Oswald “Oz "Cooper (1879-1940).

65. Full-page advertisement published in the specialized magazine The Automobile, October 24, 1907.
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f FRANCE
ITALY
ENGLAND
AMERICA

You can now afford Mi
port duty and trans-Atla
charges are no longer a f

By the recent completion of our
Milltown, N. J.—the largest exc
States—the final obstacle to the
World-famous MICHELIN Tire /|

Qur new MICHELIN Factory was erected for the ps
ever increasing demand for MICHELINS in America [an
Italy and England. The MICHELINS made here are {d
with the world-famous products of our European factd

Thegreatinternational racesare logi- In these terpifil

cally regarded as the supreme lom of where fire efi

tire value, and the fact is lute

that every international race, since the only tir 1

motor car racing began, hasbeen won and successiull I American manuf
by a car equipped with MICHELIN strain. D dy adopted it for
Tires. ; .

Whatever the class to which : s should now eg
with MICHELINS. In ordering B ! MICHELIN T
You thus insure a more satisfag & ) al service tha
afforded by any other tire made. | 4

Crite us _for the add

CLINCHER TYFE QUICK |[DET P - = ALI. CAN BE VSED

Round, Flat and Anti-skid, American and Round and . P o well.known quick det
Millimator Sizes. . ¥ Tims.

At Grand Contral Palace, Gallery, Space 129 __'. rden, Basement, Space 209
At Chicago Collseurm % ; .

MICHELIN TIRE COMPA)]

aoldad aNodJ3s | ST61-L061

WITHOUT BORDERS. The advertisement shown above, which portrays a tire breaking a wall, illustrates the metaphor
of Michelin's business power and their landing in the American market with their own production center, eliminating

the previous trade barrier represented by American import tariffs. The company of French origin's multinational character
is highlighted in the motto that accompanied the heading of these first advertisements: “France, Italy, England, America.”

66. Full-page advertisement published in the magazine Country Life in America, November 1907.
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20. THE MICHELIN TIRE COMPANY’S PRESS ADVERTISING

FRANCE ENGLAND

FRANCE ITALY T TALY AMERICA ¥

ENGLAND AMERICA
MANUFACTU-
RERS CAN
& NOW AFFORD
& TO EQUIP
THEIR CARS WITH
MICHELIN TIRES
; and THEY CANNOT
AFFORD NOT TO DO SO.

ou can now afford MICHELINS.
High import duty and trans-
Atlantic transportation charges
are no longer a factor in their cost.

By the recent completion of our great MICHELIN
actory at Milltown, N. J., the t exclusive
ire plant in the United States, the final obstacle

't the general use in America of the world-famous
"MICHELIN Tire has been completely remov

v MICHELIN Factory
more favorable con
1 America and

The high import duty and heavy transportation charges
have been eliminated through the erection of our American
Michelin factory. The tires made here are exactly identi-
cal with the outputs of our other factories in France, Eng-
land and Italy—the same famous Michelins that have been
used on the winning cars inall the workd's greatest races for
the last six years, and which made their victories possible.

Michslln Tires are the standard of Uhe warld. They will be used on & large
mmmber af America’s highest-priced 1908 cars, and they will bs the standasd
cquipment of lrading cars In siber classes. Thess mapufacturers,

Michelins, are slamplag Ubels cars as smbadying s HVURY FEATURE THE
BEST that meney can buy.

Supreme

rlernational

equipped with

~where fire endur:

ance is an absolute essentints s the only tre that has
i i and i 1 the strain.

[ with gives his agents a selling proposi-
sition of tremendous power; he glves the purchaser confidence that his cars are, in
every particular, the best that can be bought for the price—the purchaser
DESERVES to be given the beat tires the manulacturer can atford—and he CAN
afford Michelins.

WHAT MANUFACTURER CAN AFFORD TO
IGNORE THE INTERESTS OF HIS AGENTS
—THE INTEREST OF HIS CUSTOMERS?

Whatever class to which your car may belong, you should now
equip with MICHELIN Tires. In ordering your new car, you can
specify the world-famous MICHELIN equipment withont the increase
of a single dollar in its cost lo you. Remember, in specifving
MICHELINS you insure yonrself a more satisfactory and more econ-
omical service than is afforded by any other tire made.

Exhibiting at Grand Ceatral Palace, New York, Gallery space 129. Madison
Garden, New York, Basement space 209, Chicago Coliseum, Annex spaces 102 and 103

CLINCHER TYPE QUICK DETACHABLE TYPE Exhibiting at the Chicago and Boston Shows.
Round, Flat and Anti-skid. Round and Anti-skid, CLINCHER TVPE QUICK DETACHABLE TYPE
American and Millimeter sizes. American sizes only. Rownd. Flat and Auti-skid Weund and Antiski

American asd MHlmster Sioes American Sloes Ouly
Al the abeve can he ased on asy of the well known Gukck Detschaile Kms. Al i the above can be wied o any of the wall-knawn Quick Detechable Rims.

MICHELIN TIRE COMPANY. - - Milltown. N. I, U. 5. A MICHELIN TIRE COMPANY., MILLTOWN, N J. . 8. A,

The Michelin
Compressed Tread
type is the latest
achievement in tire
making. It gives the

greatest value ever
offered in durability, re-
liability, tire economy and
satisfaction. It is made by
Michelin only, and gives, in
addition to its exclusive fea-
tures, all those points of su-
periority which have made
Michelins admittedly the
tire standard of the world.

The Compressed Tread is markedly Voshaped.
When mounted 60 & tim and the inner tube in-
flated the rabber on the tread of the envelopeis
compressed instead of being distended as in other
types of tires, This compression presents a great-
Iy added resistance 1o wear or 1o puncture, and
highly Increases the durability and consequent
economy of the tire. While cuts in an ordisar
round tread envelope tend o open and admit
water or gravel, the compressed tread strongly
rejects the admittance of any foreign subatance,
i ition vo rendering the tire much less lable
to cuts ot other road injusies.

Most RECENT victories of
the Compressed Tread:

Savannah, March 19th, "08, 342
mile race, lsotta Car, average
speed 53.8 miles per hour; tires |
not touched from start to finish.

Ormond, March 5th, '08, a New
World's Record, Renault Car, 100
mile race. Average speed 82.17 miles
per hour.

MICHELIN TIRE CO., MILLTOWN, N. J.

OTORISTS who KNOW, having
paid dearly for their experi-
ence, use Michelin Tires be-

cause they are the greatest tire

value in the world—because their
unapproachable durabllity, their

q t of service,
gives very, very much more value
per dollar of cost—and did even at
their former high prices.

OME motorists who do NOT know
ask for proof. Here it is. Michelins
have been on the cars winning ALL the
‘World's greatest races ever since motor
racing began. Michelins made possible

the victories of these cars. They stood

in these events a continued terrific strain,
which, measured in units of impact
force, of lateral tensile strain—of the
WEARING OUT forces—was much
greater than the use to which you are
likely to subject them during an ENTIRE
SEASON. Michelins have defeated and

are defeating all competitors in daily
road service on thousands of cars, under
all conditions,[as easily as they defeated

QUICK DETACHADLE T¥FE—Round Tread: American
Sizes Ouly.

All the above can be wsed on any of the well-known
Quick Detachable Rims

r . BOSTON, $93 Bayhios 54
MICHELIN TIEE Lo TN ol e

MILLTOWN, N. J., U. S. A.

COMPACT DESIGN. Between November 1907 and August 1908, eight different models of 3 page advertising modules appeared
in generalist publications such as Collier’s, Literary Digest and Country Life in America and specialized automotive sector
magazines such as Motor and Automobile Trade Journal. Although the illustrations were different, there was a unifying criterion
in the structure of the header, in the graphic use of borders and in the compactness and integration between the text and image.
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FRANCE, ENGLAND, ITALY,

AMERICA .

‘When purchasing your new car specify Michelin Compressed
Tread Tires, a type exclusively Michelin’s and the ONLY new thing
in the tire world. Insist on this equipment and you will get it.
Then, whether your car cpsts $1,000 or $5,000 you are assured
of the best tire service in the world—a tire equipment that the
greatest and most expensive cars give their purchasers. In
this point at least your car will be without luperlor and you will
have the most in tire durability, and satis-
faction that money can buy. You are paying for tires when you [
buy your car. Insist on having those which give the greatest value.

WINS AT BRIARCLIFF

Jaiees by Siruny, 4ad casipred with Michelis Flst Compressed
4 Michelin Demstaiable Rimn wing the gresiat ipeed sad sndr,

er beld o 1l comaniy. 14 had ma e Subie whiieres ad uard
boet, This makes o cless vwsp

Cut this advertisement out and send it to the manufacturer
of the car you have selected, in a letter specifying
Michelin Tires. At the same time write us the
% name of the car. If the manufacturer does
i\ not immediately accede to your request we
b} will at once inform you of several very
| excellent makes of the same price and

NEW YORK., 1763 Broadway |
CHICAGO, 1344 Michigan Ave.

n
SAN FRANCISCO, 426 Golden
Gate Avenue

MICHELIN TIRE CO., MILLTOWN, N. J.

—the use per mile per dollar of cost.

When buying tires—don't guess. Go by the RECORDS—the
FROOF.

More than half of all the cars in Europe are fitted with MICHELIN
Tires, because their thrifty owners who have had the longest experience
in motoring, have PROVEN BY ACTUAL USE that MICHELINS
are the cheapest in the end.

Manufacturers equip their cars with MICHELINS in the warld's big
races because they MUST have tires they are SURE of.  They KNOW
MICHELINS will successfully withstand the most severe usage in
these contests because they ALWAYS HAVE—far better than any
others, That's why MICHELINS have not only won ALL the great
races here and abroad this year but have done so for years past, ever
since motor racing began.

The statement that others are “as good as MICHELINS™ is a
frank ADMISSION that MICHELINS are the worlds standard of
tire quality. MICHELINS insure the same endurance and ecomomy
on light touring cars and runabouts that they give on the biggest,
heaviest imported cars whose American owners almost to a man have
conclusively demonstrated that they cannot afford to use others,

Dot guess, but go by the RECORDS—the PROOF—and you'll
buy MICHELINS.

MICHELIN TIRE CO, MILLTOWN, N. J.

W 1763 Broadwa;
AT B |
DENVER, 15 East Collan T s,

Motor racing shows the VALUE of a tire. The terrific strain of
a mile-a-minute speed, around turns, over ruts and obstacles, con-
tinued sometimes for hundreds of miles, shows with certainty the
WEARING of the tires used. The car that WINS is
usually msjed to do so by the ABSENCE of tire trouble.
Michelin Tires have won ALL the world famous contests since
Motor racing began. Think of it! ALL! Recall the important
events in this country during the last year —

Briarcliff —Savannah—Ormond
Jamaica—3 World’s Records
Both Morris Park 24 hour races

ALL Michelin victories—ALL made possible by Michelin
—tires not hed from start to finish throughout

Durabul:ty is what you want when you buy tires.
get so much more of it, 5o much better, more

latufaetory and enduring service, w
Michelins that they have always been famed for
endurance —the standard tires of the world.

Michelins are sold at a fair price. Buy Michelins
and get many dollars of al:tuarmli wear for every
dollar of road cost.

Shesertudtory,  MICHELINTIRE CO. - domat it

CHICAGO. 14 Mkawn Are. r
ETROIT, 247 Jefanon Aw. ILLTOWN, N. J. SAN FRANCISCO, 308V saMemve.

g r I
E WEIGHT OF
EVIDENCE-

Motorists who have TRIED Michelins and
other tires use Michelins. If YOU have
never tried Michelins consider THE EVI-
DENCE, compare our specific proof with
mere generalizations, with mere CLAIMS,
and YOU will use Michelins.

Mickelin made the &rst successiul astomobile tire in 1905, Since

oJhen to Septumbar Jast we have mad 1ibed30 ties, or enongh

uip 295000 motor cars.  Since 95 we have manufactured tires

and e exclusively. Our great volune of business, many times

that of athers, shows that car cwners e Muehelm- year after year,

and continue to wse them because it pays. Europe is much older in mo-

toriag than this country. European mototists have been trying out tires

for some years longer than you have. More than half the cars in all Europe are

dins. ‘France is the oldest motoring country in Europe. In

Micheling is almost universal. Tires can be purchased in France

cheaper than Michelins—yet the carefel, thrifty Frenchman wies Micheline because
his longer experience has taught bim that it pays,

Do you ksaw that manufsctoress who ese cheaper tines for their u hr uip-
ment pay T mors for Michelian b ust in the worlds big contests ! Do yo '-1
Becasse Michelin tires have been on all the wlnnm‘ cars in all Ihe mxhl" ;lﬁl
mataring evests, not anly this year, but every metsr racing began.
These manufacturers know that Michelins wil gn’! Ih(" car a better chance of win-
ning—that Michelins stand the strain far better than any cthers—give the greatest
assurance ai inst delxy from tire trosble and thes permit the car to show its real
value, s do srand the straine-a far greater one than yeu will ever give
them—and that is why Michelins always win.

NEW VORK, 176} Brosdway slen 52,
CHCAa0, 1 e IRE CO.
GEaMAE. MICHELIN TIRE CO. SRl

DERVER, 1 Las: Eottas Ave. Milltown, N. L. ELEVILAND, 2861 Esclld Ave.

aoldad aNodJ3s | ST61-L061

67-70. (opposite page). Modular 3% page advertisements, published in Collier’s magazine, November 1907;
Motor, December 1907; Automobile Trade Journal, April 1908; Country Life in America, May 1908.

71-74. (above). Modular % page advertisments, published in Country Life in America magazine, June 1908;
The Literary Digest, July 11, 1908; Country Life in America, July 1908; The Literary Digest, August 8, 1908.
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FBANCE. ENCLAND, ITALY, AMERICA.

1f you wish to prevent skidding, to
save resiliency, to get the real worth OTORISTS who know,
of your money in endurance and re- . .
liability —if you wish to combine real having paid dearly for G- R A N D

safety with real economy you MUST

their experience, use Mich-
use the Michelin Anti-Skid Tires.

elin Tires because they are
the greatest tire value in
the world—because their
unapproachable durability,
their consequent economy
of service, gives very, very

P R 1T X

Heavy Cars, July 7, '08

Car Driver

LA muc.h more ‘fﬂll.l.e ‘!er dol- 15t Mecrcedes Lauten- Michelin Tires 3 usual
]ar °f. COst_and. dld ?Ven ‘2nd Beoz ;I:l];aﬂ:; Michelin Tires 83 usual
This Anti-Skid tire is treaded at their former hlgl'l prices. 3rdBenz  Hanriot Michelin Tires a3 usual

wiﬂ. steel rivets that HOLI?; --ulm Mﬂéim;t Rigal Michelin Tires 88 ulul:
will after some thousands of miles . Sth Mercedes Poegge Michelin Tires 85 usua
:f uze, wear dn;z to the :euing sﬂl[l: mmﬂwx C:(‘J 1:21- ::’:;:: ;g:g.; . gfle_' _ :?:.::]Iin Iliren :: ::::}

ut without O { rivet dropping have been on the cars winming ALL 9thp:n;n Y Hnm.‘n “_n.h 1:.n Ttnn as sl
out. The wearing tread is pro- the World's greatest races ever sinee B érigd nhar Pﬂl .M:c alln T!rn “su 1
tected by a LEATHER armor that racing began, Michelins made possible the ermain Perpere Michelin Tires a3 llaI
DOES NOT cover the side walls, victories of these cars. They stood in these 1thItala  Cagao Michelin Tires as usua

but the contact surface ONLY, the 12th Bayard- Gabriel Michelin Tires as usual

side walls being the same and re-
taining the renowned flexibility of
the other Michelin types.

This tire has so completely
PROVEN its infinite superiority
over any other, in its use in the
1906 Vanderbilt Cup Race and in
ALL the world's important events
from that time to date —in its uni-
versal adoption here and abroad

events & continued terrific strain, which,
measured in units of impact force, of lateral
tensile strain — of the WEARING OUT
forces—was much greater than the use to
which you are likely to subject them dur-
ing an ENTIRE SEASON. Micheling have
defeated and are defeating all competitors
in daily road service on thousands of cars,
under all conditions, as easily as they de-
feated them in the more spectacular. but
more trying field, of motor racing.

Clement

MICHELIN not only won the Grand

PRIX, first and second day, the Targa

Florio. at Briarcliff, Savannah, Ormond,

Jamaica, and Ellwood Park—ALL the

big events of this season—but EVERY

world famous event since motor racing
began.

by discriminating owaers of heavy
cars, thatit has set a World's stand-
ard of efficiency, all its own and
quite aside from the world wide
prestige of the Michelin reputation,

See the Michelin line at the Boston
Show. Examine particularly the con-
struction of the Michelin Compressed
Tread and Anti-Skid tires and you will
begin to see WHY Michelins are the
tire standard of the world.

MICHELIN TIRE COMPANY

Michelin Clincher, Anti-Skid Type MILLTOWN, N. J.
Made in American and Metric Sizes

Michelin Quick Detachable, Anti-Skid Type
Made in American Sizes Only

MICHELIN TIRE CO., Milltown, N.J.

SR ——

ﬁ-— FRANCE. ENGLAND. ITALY, AMERICA.

One More Proof that Michelins Lead
in Tire Economy

NEW YORK. /P8 Nrosdway,  DOSTON, 588 Boyhion Soreee
CHICAGO, 1364 Michigan Ave. BUFFALD, 908 Maln Sureet,
DETROIT, 307 [oferson Ave,  SAN FRANCISCO, 300 Van New Ave.
DENVER. 15 KaniColfax Ave,  CLEVELAND, 3001 Esclid Ave,

MICHELIN TIRE CO., Milltown, N. J.
Boston Branch, 85 Boylston St.
Telephone, Back Bay 3304

IMICHIETEIN]

‘Some motor car manufacturers and a good many
AGENTS have not sold thelr cars. Not because the
cars they bullt or sold were not powerful, fast,
beautiful, roomy machings, for they were. But be-
cause these cars cost the owner so much to keep

High v o wpbvn i e 0 g i prbiaie e The Syt
Gt o aphorr v s TIRE rimt, Tar me mmr b aaye 7} et

San Pm;m:!;;l%m . April g. 1908 mRINIDSINIT S e
town, ) -
Don’t know exactly how many miles covered on snow, clay, grumbo, rocks “:‘:{:.:Lﬁx“;m -:':' e fars

}'
and sund from New Yerk to "Frisco, but [ know exactly that tires were the best
and most solid companions we had. No bursi; no trouble,
Front wheels keep air from New York to 'Frisco.
Our load 7,500 Ibe, as ’rortcd by Auto Club of New York. Good tires.
(Signed) Bourcier 8t. Chafiray, driver De Dion car, from New York to Paris
Endurance Contest.

They are admittedly the Tire Standard of the w’arl(
and EVERY MOTORIST KNOWS IT. Car buyers
are DEMANDING Michelins to-day and OETTING
them on thelr new cars. Agents are SPECIFYING
Michelins and manufacturers-the able men of affairs
who bulld the leading American cars—are equipped
‘with Michelins.

Consider the weight —the distance —the road conditions men- Mr. Mansfacrurer, how will your Agents sell

tioned in the above telegram —no burst tires—no tire troubles.

of for Micheline am cars of pour price and clanF
“ Front wheels keep air from New York to 'Frisco. Good tires" You can ;:mib r;{;g\-"}v;m -ﬂ:?hﬁu
—because they were Michelin Tires greatest economy. Amm m‘: e it and your

it i tee Michelin Tire Co., Milltown, N. J. Bttt T T

OTT, 317 Mllericn Avenue

BN MICHELIN TIRE CO. MuUlews, N, J, S

STANDARDIZATION.

The examples included in this double page show the early and determined commitment of the Milltown Michelin Tire Company

to establish a uniform structure and a hierarchy of information in the design of their advertisements. This was especially true

for the modular advertisements, many of which were presented with a vertical orientation—a column of ¥ or 2 page—that

had been scarcely used previously. The advertisements presented a basic compositional order, with a header box portraying the
Michelin logotype above a line of text that listed, in chronological order, the countries in which they had implemented their sub-
sidiaries—"France, England, Italy, America.” What followed was the advertising text, broken down into different paragraphs, and
ended with the lower section, showing the company name, their address and those of the different delegations spread across the
country. In any case, this proposal initiated at the end of 1907 and developed during 1908 had no continuity in the following years.

75-79. Modular advertisements published in the following magazines: The Automobile, February 6 and March 5, 1908;
The Horseless Age, July 22, 1908; The Automobile, April 16, 1908; and Motor, February 1908.
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