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PUTS VACUUM~CLEANER AWAY— WRINGS HANDS AS GUS COMES LUP
THANKFUL THAT THE DAYS RUG~ | OUT OF THE COAL BIN, LEAVING TRACKS

CLEANING BATTLE IS OVER ON JUST-CLEANED RUG
3 4
- sy " -—-
™ CLEAN LINE.
Gcnm‘r DECIDE WHETHER TO SHOOT | ANYHOW, DECIDES THAT THIS 15 THE During 1935 and 1936 the company
US OR SENTENCE HIM TO HARD TIME TO TRY OUT HER NEW S ; L
LABOR WITH VACUUM-~CLEANER INSTANTLY—READY BISSELL Bissell's from Great Rapids, Michigan,

utilized Williams' cartoons to adver-
tise their Bissell mechanical sweeper.
They dealt with different stories
about daily life focusing on

the cleanliness of the home and

the effectiveness of the sweeper

in cleaning tasks. The stories were
developed and embedded in
modulations of four, five or seven
vignettes, depending on the format
of the advertising space hired.

5

—

BREATHES THANKS THAT BISSELL GETS ( AMAZED THAT BISSELL CLEANS SO

==

ALL KINDS OF DIRT FROM ALLKINDS OF | SO NP THOROUGHLY ZEVEN | 45. (opposite page)
RUGS BECAUSE OF ITS HI-LO BRUSH CONTROL| OFF BUMPERS PROTECT FURNITURE Advertisement published
T in McCall's magazine, May 1935.
7 Ty I SO PLEASED 46. (on the left) Advertisement
t4 p . SHE PHONES published in Good Housekeeping
FRIEND TO TELL magazine, April 1, 1936.

HER ABOUT THE
VEW BISSELL---

¢¢From now on, Kay, I'm using my
new Bissell for daily quick clean-
ups, and saving myvacuum-clean-
cr for periodic cleaning. It’s so
much more efficient than old type

CONVINCED THAT EVERY WOMAN WITH sweepers!

HUSBAND LIKE GUS SHOULD HAVE ¢¢You know, it's the only sweeper
BISSELL FOR QUICK CLEAN-UPS, SAVING with the Hi-Lo brush contrclthac
VACUUM FOR GENERAL CLEANING automatically adjusts the brush

to any rug-nap — that's why it

cleans so thoroughly and casily.
¢¢Take my advice— pension your

old sweeper and get o new Bissell!2?

Models from $3.95 to $7.50

BISSELL

The really better sweeper
GRAND RAPIDS, MICH.
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21.2. GLUYAS WILLIAMS (1888-1982)

STORAGE.

Around 1936, Williams illustrated
the advertisement shown here

&

e

Shvars
N i
N\
\ AR

@ne of u.s must Qo
THAT TRUNK OR |

.
WE CAN'T
STORE YOU unless you are

Cremated

BUT
WE CAN
Move or Store Your Trunk, Furniture,
Furs, Wines and Valuables, in the
Finest and Largest

CITADEL WAREHOUSE
In The Country

IDEAL SERVICES AT THE
LOWEST COST

THE
MANHATTAN STORAGE
and Warehouse Company

52nd Street, Seventh Avenue
Clrcle 7-1708

80th Street at Third Avenue
Clrele 7-1708

for the storage and furniture
company The Manhattan Storage
and Warehouse Co. from New York.

47. Advertisement published
in an unidentified journal, c. 1936.
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21.2. GLUYAS WILLIAMS (1888-1982)

Ome of Americats best gelineators of
J .
Denan nature

LOYAD
Suupmiﬁ

We asked
e

A
DETERMINED Kot T0 BE CAUGHT AT LAST IN COURSE OF A WEEK COMPLETES LIST OF
MINUTE , FRED PERLEY STARTS MAKING 38 RYSORTED WIVES, UNCLES, COUSING,
OUT HIS CHRISTMAS LIST ON DRY AFTER AUNTS AND IN-LAWS, AND RERLIZES WITH
THRNHESIVING A STRRT HE HOW HAS T0 THINK OF THINES
To GWE To THEM

BECOMES BROODY AND MOROSE, TRYING
ToTHINK 3 CHEWS HIS THUMB AT TABLE
INSTEAD OF EATING 3 AND 15 VERY DIFF)~
CULT To LIVE WIrTH

WX

/), .

DAVS PASS . HAS GNAWED TWO DOZEN
PENCILS AT OFFICE AND STARTED oN
THIRD DeZEN WHEN HE SEES AN ADVER-
TISEMENT ! "PHONES THE REAL SILK RE-
PRESENTATIVE TO COME OVER AT ONCE

f G—= G )
WITHIN 30 MINUTES HAS SELECTED
STOCKINGS, SHIRTS, SOCHS , NIGHTGOWNS,
LOUNEING PAJAMAS , TIES, UNDERWERR,
LINGERIE ETC., FOR EVERYOME ON HIS
List, MALE AND FEMALE

WITHOUT A CARE IN TAE WORLD, WALRS
HOME , CHEERILY HUMMING
CHRISTMAS CAROLS

GLOYY
wuufg&

PAINLESS FOR YOU—W FOR THEM

This Complete Christmas Shop that comes to you, lets you
select, then personalizes, wraps and delivers your gifts...

New idea in answering that old
problem— Christmas Shopping.
New ideas in gifts for old friends,
new friends, relatives, oremployees.
It’s the new Realsilk Gift Service
that comes to you right in your
home or office at your convenience.

You select. Realsilk wraps and
delivers. Your gifts are put up in

sentative. Lethim show you hosiery,
lingerie, lounging pajamas, negli-
gees and other lovely things for
women. Let him exhibit those fa-
mous Realsilk socks, shirts, ties,
pajamas, underwear and other
smart haberdashery for men, He'll
fill out *"That Christmas Shopping
List™ in a couple of trices. Realsilk

real Christmas-y fashion, with Hosiery Mills, Inc., Indianapolis,

stars, Cellopk ndribb 4 Ind.Branches in 200 leading cities.
at nominal cost. Any size package.  P. 8. If you have a Group Giving
Realsilk inserts your 1 bl (empl. and b

P
greeting eard and delivers your associates) Realsilk offers the per-
gifts, anywherein the United States fect individualized answer to that,
at any date you wish. You don’t too. Ask the representative,
have to take gifts home, re-wrap You'll recognize a Realsilk
and then mail—of course unless Representative by this fo-
you wish. Call the Realsilk Repre- mous Button.

ReaL Bk Gz Sorvics

FABRICS AND SILK. In 1937, Gluyas Williams participated, along with other regularly contributing illustrators

with The New Yorker such as Peter Arno (1904-1968) and Otto Soglow (1900-1975), in the press advertising campaign
for the textile brand Real Silk’s gift services. In the vignettes shown above, the character Fred Perley reappears

to demonstrate the advantages and time savings of the proposed service.

48. Advertisement published in Photoplay Magazine, 1927. Illustrated by Gluyas Williams.
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21.2. GLUYAS WILLIAMS (1888-1982)

IZ for

For ementy years advertising men have debated the
relative readership of positive and negarive appealsin
copy. What are the facts as revealed by definite check
in 19382

Is it possible to pre-test accurately the sales cfiective-
ness of advertisements by means of a series of check-
ing points?

Here are three sure-fire ateention.gerting ingeedients
for an advertisement: News, Animals, Famous People.

. . . how many others can vou name?

FRE arc 17 questions. They are not just brain-teasers
H posed for your amusement. The answers have a
real bearing on the profits you are making—or not
making. A few years ago no advertiser would have asked

What is the 17end in so.called Humorous Advertising
over the past few years:
- . . is there more of it?

H - i?
his agency such questions. Times change. Today more -+ is there less of it?

and more men who pay out advertising dollars are not
only asking these questions but demanding the answers,

If you could have any position you wanted in a mag-
azine (covers excepted) for an advertisement with a
coupon, what page would you choose?

N NN N O S

In what month of the year does the public do the
most reading, clip and mail the must coupuns?

There are ar least a dozen methods of copy-testing in
use today. Among chese are: Buried Orfer Test, Rec.
ognitiun Test, Sales Arca Test,

+ » » how miany others can you name?

are not merely testing a number of mediocre appeals
against cachother and findingouc which oncisleast bad?

3 When you test copy how can you be sure that you
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21.2. GLUYAS WILLIAMS (1888-1982)

adoertisers

your product delivers the most readers for the least

9 How can you determine whae size advertisement fur
money?

1 0 Which gees the highest reading in an advertisement:
copy set
« « in regular columns of type (cditorial style)?
« + « scattered {captions, pancls, e1c.)?

advertiser find out how much per thousand he is

11 Are big names in radio worth the cost? Can a radio
paying for the actual listeners to his program?

Name four methods of measuring the audience of a
radio progeam, and the relative merits of cach.

How many countics account for the first 20% of all
U. S. recail sales?

« + « how many account for the second 207072

Docs it cost more or less to reach 1,000 newspaper
1 readers in towns of 1,000 population than it does to
reach the same number in cities of over goo.ooo?
+ » » how much more . . . or less?

“The largest volume of sales for a houschold apphi-

15 ance selling at $100 is to be obtained from families
carning $3000 a year and more.” Is this statement
true or falsc?

danestipns by Cluyar Wilhamy,
Corrttay 3. D, W atten Company.

to buy advertising coverage in proportion to the real
value of your various markets. How can it be done?

1 6 One of the most difficult marketing problems today is

What is the “horizontal principle of market penctra-
tion"? Is ic fallacious?

The Answers o these questions—amd many more like
them- are contained in a number of timely studics made by
BBDO, We'll gladly show chem to any advertiser interested
in taking the waste out of his advertising. We'll take up as
much or as lietle time as von wish. Call any of che offices below.
If you call New York and aren’t personally acquainted with
any of us, ask for Me. Danforth.

BBDO

BATTEN, BARTON, DURSTINE & OSBORN, Isc.
Adveriising
383 MAULINOX AVENUE, NEW YORK

Chicage Buoston Rutfaln Pithibmrgh Minocapela Clescland

BBDO. The advertising agency Batten, Barton, Durstine & Osborn, Inc. also employed the subtle illustrations of Gluyas Williams

to expose to potential clients and advertisers —via 17 basic questions—the advantages of utilizing their services.

49. Advertisement for BBDO published in an unidentified journal, 1938. Illustrated by Gluyas Williams.
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21.2. GLUYAS WILLIAMS (1888-1982)

EVERY EXTRA LEAF IN THE TABLE ?’Q@‘fﬁ
AND FAR | & S
TOO MANY GUESTS (o

FOR CHRISTMAS DINNER !

That‘s the situation your telephone
company faces every Christmas.
That’s why there may be delays on

some Long Distance Christmas calls.

e wires were
manned by
orking all

ce telephone
places eight

We're glad so many folks want to exchange
friendly greetings across the miles at Christ-
mas — but sorry that, because of it, we can’t
supply service as good as usual.

We expect the biggest rush of calls we've
ever had this coming Christmas. We'll do our
best to prepare for it. But some calls will
be slow. Some may not be completed. For
these, we ask your patience
and understanding. . . . Thank
you, and Merry Christmas!

BELL TELEPHONE SYSTEM

for that catalog, kindly mention Tue Asmesican Cirv.

BELL TELEPHONE.

In the early 1940s, Williams illustrated advertisements and other
publicity material for the American Telephone & Telegraph Co, and
their telephone services offered through the Bell Telephone System.
() v The brochure on the left contained, in addition to what was

on the cover, different interior illustrations signed by the artist.

50. Advertisement published in the magazine The American City, 1941.
51. Brochure about Bell Telephone System services, c. 1940.

- 1756 -



21.2. GLUYAS WILLIAMS (1888-1982)

YO00-HOO, MR. FUNK!

YOO0-HOO, MR. WAGNALLS!

Gihes

Asour your dictionary, gentlemen: and skies are outside our province, we have
It contains the word “countless” —defined yet to hear of a business or industrial figure-
as "incapable of being counted.” work problem that Comptometer machines
Gentlemen! Shame on you! You know as and Comptometer methods couldn’t solve—
well as we do that anything associable with with speed, accuracy and amazing economy.

. e » I— . ; . . .
the word “count”—the drops of water in Felt & Tarrant Manufacturing Company,

the ocean, the stars in the sky, even the 1732 North Paulina Street, Chicago, Illinois.
eleetrons in the universe®—are capable of

being counted accurately, in finite numbers! *According to un eminent scientist, the number of

electrons in the universe is precisely 15, 747, 724, 136,-
ing is beside the point.) 275, 002, 577, 605, 653, 961, 181, 555, 468, 044, 717,
. . . 014, 527, 116, T09, 336, 231, 425, 076, 185, 631, 031,-
We don’t mean to get hufly about it, of 14, 527, 116, 709, 336, 231, 425, 076, 185, 631, 031,

. . . . 276—no more, no less. In case you were wondering,
course. We think your dictionary’s dandy. > #

(The fact that nobody undertakes the count-

It just happens we're sensitive on the sub-

ject of figures—because our business is the c o M P T o M E T E R

manufacture of Comptometer adding-caleu- WES. U, 5. PAT, OFF.

lating machines, And granting that oceans ADDING-CALCULATING MACHINES

113

THE COMPTOMETER. During the decade of the forties, the company Felt & Tarrant from Chicago promoted their flagship
product, the Comptometer, through an extensive press campaign in which different advertisements were illustrated by some
of the most recognized cartoonists of the moment. Gluyas Williams was included in the list of the chosen, along with

other reqgular collaborators of The New Yorker such as Ludwig Bemelmans (1898-1962), Charles Addams (1912-1988)

and Canadian-born cartoonist Richard Denison Taylor (1902-1970). The Comptometer was a type of mechanical calculator
used in numerous sectors that was capable of performing sums and other mathematical operations.

52. Advertisement published in an unidentified journal, 1942. Illustrated by Gluyas Williams.
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cee WSmrch to .S-A'(/G[]J'E'f

~the luxury gasoline that saves yoo money!
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A slight exaggeration
.of that SkyChief feeling!
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s wimmer. owhiem SET CMTEF o I:I—f.-.-.-.

i gy o . P thin betien
ooy b ax b e i e
sy Mt U .

Joi v wm b -]
LT CAIVAF lowps e ctiom, pecke:
g with o sk, soeps ook with 0 will,

Tenry prvbormmncn i witr gl for
by g et e bty mras,

e — T
b g By, vy, - Pt
o s Wy e el By o et it
i i wnas' e, Tvp it b,

VER, iy iy iy om ST | WTRF
[ T ——
Y o P
i e yoo ke e o

i -

sy e il riag kel b
surrmeks bigh asn-nek g
bt ke o hills.
I e L .
s vy vhusn b p— g

TR N

e e, A w1 W s ey,

TEXACO DEALERS

ks s i’ m ke

TEXACO DEALERH

T s = it bk o e s g . g T P s Tl e

e Y e e o B
P 4,

GASOLINE AND GLUYAS.
Between 1940 and 1942 Gluyas ADE ITIN....

Williams made nine different illustrations
for the Texaco fuel campaign

“Sky Chef” by The Texas Company.

The distinctive character of these
advertisements consists of the

presence of color applied in two inks
—red and black—an element that

was probably made by another
illustrator with the author’s consent.

%
ON® T:ﬂ.._ we TRIED Sky Chief /"

53-54. Full-page advertisements
published in Life magazine,
January 29 and June 24, 1940.

55. Advertisement published in
The American Magazine, August 1940.

.%'4( Chief gasoline will give you
luxury performance in your car

TIERE i e puesison aluni i, cars feel Hyelicr, fun smouiber and
fus Jens wizh thsls lucwry gasoline,

Stmming for insmance, & immedizie, The surge of power you
£t vm the mrighiaway iv 4 new cxperience. Hill chimbing dif-
calties vanish And there’s am eoonuay sids, s, when you check
yemur mileaye

Mo single qualiy prodoces 3 gasalics like this, Cargful re-
sarchi. . pluy the sewest in eelsdng equipment...mike posaibde
g’ ganolding's all around excellesse. The el , ., tren
luxury gaanling for Do s wanr tar best, Thee Condo..fo gredter
than other premism gasoling, Ge Shg (' st Tarwacos Divslore.

TEXACO DEALERS

“......,.ﬁ......-.r-n.q..-_.-_.,_—p_n.n....i.n_l.- 5 T Fins Cmiisny

Trisit el s i Bainey

L L
S S s g R r.a.m:u.:.r..m ]
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Prm*ing that ﬁ’a‘,‘!’fﬁféf gasoline

“... Somebody ought to tell him
starts quicker than a jack-rabbit! y ougt

about SkyChief gasoline "

Cret the fump on winter itk . . .
this fast-stariing fuxury gasoline!

Bunnn bk, Rllio o wom'l by piste suige o et a8

[y A et e

it o i i gy o -t
Wiien youn sk fhe pharigs  OmEIEE R

SR b vt wioter e g BN i, T RS sty

. L
[ . [ -

o i g et el

[eE PN e — Pl ia g b, il bl Pamninmae s b e brve's § peyal™
Baius @ frmrtuan mumepe beansd B T R Y S .
T Lirw 34 wiis 7o o1 s e e bl ey i e my

A e ow ko wha
g e W .t i . T K Povri o
Vi rupd i Wi i e o]
§ i ey ey pise Fafr b il o SRS
pe pryr g el T T
S i e w0
ELRIEVEVELIY TEXACO DEALERS Do

ki b e b et Rl e e, BT e sy

L P —
S [ "
_,J.p....-..-qm.m. i Fuiey by deving oo

[T Se—.
TR ITIET S TEXACO DEALERS

vaing that SA'(/ Cﬁfef gasnli ne No April Fooling!

starts ym’né-m*- a-wink!

this is the way your car
will feel with TEXACO Sky Chief
Gasoline ...

4
A ol
AL e
oy

L =

Wiy g bt o B ! i sl
L S Sy -

b= You, too, will get ﬂﬂiﬂk winter action 56-59. Full-page advertisements

from Texaco Eﬁ’gﬁfﬁ'f (rasoline published in Life magazine,
February 10 and February 24, 1941;

and February 2 and April 6, 1942.

IR i a wiake, Temmoo S0V CHAAF Gasrbate smgs
e T, o rhe erddor mamasgn B wanra up queckly
™ pive yOou MmOk, qube wiemy perionmeace. U 4
il i e dsponsd am v sl s wneles,

Costing ro mong thas arher promibam pool i, 15T
ERIEF i chay puscling oo rvoss who wsar dhe bew, We
betire you willl fnd W orhe mos ssloney s
perfoime you hive ever il

Try IV CHMP pasolica wadsy, Youl fisl @ a
Taanon Divakey b o8 48 Swie

e AT YD ESEDTRIE. D GFRET RO SRR r—

[ r—— e
———— e et o s

K wéune o TEXACO DEALERS
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ary gkhers kn Barm and culor,
but whatever its style or on whatover it
wimar guids to steal quality. b U-58-5 lakel.

:ﬁm‘. vou whil fisdd ihe initisls _:;uuul Euh-;d.nun-nn: revogming i

UNITED
STATES

STEEL

B Mow Idais for the bathrosm, Walls &, Have you saen Stes] Venstian Blinds? 7. Charm snd conveslence for kilchant.  CANNEGILJLLISOIS STNEL CORPORATION,

ﬁ_mmlun' Im & varety of colo, ‘They clenn with the wwish of n cloth,  Every oubinet need in coloefinl emamel ibabrgh - Chifngs - COLBMBIA STEEL

58 Vie al. Farcelsin Aud “They’'re wncewlingly light. They van't  on siesl. Quiel docrs. Eeay cloaning, ernmlmu;
buth eabisets. Lavaierion prosssd inta wearp of splinder, rever neod refinshing, Combing with & work-board of U558 & RAILSOAD £0., [eminghas - {lndd Sinte
o] abapes with n ghorieas finksb, (Good mnakers mark themowith the 'S8 Stainless snd you have the perfect Sl Erpart ie, o e Farlly Bieel Pl
All g oy Lo koup chasn, labal s you can idontify the quality,  kitchen. Look for the U5 5 Ielak welpl wempamy, ! hieps, W ot oww fHensiors

EVERYDAY STEEL. Throughout 1941, Gluyas Williams was the artist chosen to illustrate the full-page full color
advertisements and the advertising modules—uvertical half-page in two inks, black and red—that comprised the
extensive press campaign launched by the United States Steel Corporation. It dealt with a campaign to reinforce
the U.S. Steel brand, inviting consumers to look for this label, a symbol of quality, in articles of daily use.

60. Advertisement published in The Saturday Evening Post, February 15, 1941. Illustrated by Gluyas Williams.
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21.2. GLUYAS WILLIAMS (1888-1982)

61. Illustration

by Gluyas Williams,

detail of a full-page
advertisement published in
The Saturday Evening Post,
September 13, 1941.

62-63. Two vertical
half-page advertising
modules, published in an
unidentified journal, 1941.

Sl et R ol eV s s 1 Vv Vol EF ot vl weed i e et T pead
aparimani—bun e juat coubin's reial e 053 dabal ™ anpibiag wish o 58 lalel™
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21.2. GLUYAS WILLIAMS (1888-1982)

“Anything you’d like to know
about banks, Bertha?”

Slins

ES, Bertha, it’s all there . . . in that
Ybig Blue Book, the Rand M¢%Nally
Bankers Directory.

- A glance through just a few of its.

2,600 pages and you realize why thou-
sands of bank officials always keep this
volume handy. Most important, of
course, Rand M¢Nally’s Bankers Di-
rectog contains complete information
on officers, directors, and statements
for bank after bank after bank.

How many in all? For every bank in
the United States and Canada, and for
all banks in other parts of the world
insofar as is possible.

If that makes you whistle, note this,

Between those blue covers are com-
plete lists of Bankers Associations and
their officers—a digest of all banking
laws for each state and for Canada—
discontinued bank titles—complete in-
formation on all government bankin

agencies—and many other facts o

daily use to banks.

All such information is compiled,
revised, and brought up to date every
six months.

Rand M¢Nally Bankers Directory is
only one of many services which this

ioneer publishing and printing estab-
ishment has rendered American Banks
for the better part of a century.

RAND MSNALLY & COMPANY
Bstolloshed 41856

NEW YORK + CHICAGO -

SAN FRANCISCO

* WASHINGTON

Schoolbooks « School Maps « Children’s Books » Road Maps
Travel Folders « Tickets « Coupon Books « Maps « Atlases
Globes « Bankers Monthly « Bankers Directory
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“Please, Rags—that’s my
ticket to Washington!”

Tu—.:nx are like many modern con-
veniences, We take them for granted.
We think of them as just so much printed
matter... findeed we think of thematall.

But tickets are more than that.

They ruust be individually numbered
with great caro on special presses and
on special safety paper, They are
tiable as maney when printed. They're
absolutely essential to efficient fune-
tioning of our great railrosd, airline,
ared bus services.

And especially in this time of emes-
geney, smooth functioning of trans-
portation is vital.

Sines 1856,
time of war ,
plied the great tra
with millions of numbered tickets, with
theusands upon thousands of fime-
tables, Once again our flexible facilities
are ot full production in an allimpartant
fask: supplying accurne,reliable trans
rtation materials to " “em roll-
m" without delay, o

LR

Rand M<Nally fies the U1, 5. Treamey Dept.
Minute Man Flag— awarded ts companie 90 per
cemi, o mare, af srhose prermomnl are purchasing
R Savings Honds regmiarly by Feyrodl Allotment,

RAND M¢NALLY & COMPANY
Batad ikl 4055

NEW VOWK « CHICADH « 84K FRANCISCO « WASHINGTON - L0S ANCELES
Schoolbsoks « Scheal Mags « Children's Books « Road Maps
’r..-glmdm « Tickets « Coupon Books « Mags « Ailases

obes « Baskers Mosthly + Buske

How to feel lost in

your own living room

An's in & dither and there’s good
D reapon why. Just when big news
breaks from abroad, someone has mis-
ced the Band MENally World Atlas!
ithout this clear-focusing guide for
the news, father feels lost in his own
living room,

Ever feel that way yourself when you
read or hear about such nebuloss
names s Hapopo, Katika, Drieper,
New Delhi, or Lwow? Where in this
world are they? Why so “strategically
impartant™ as the dispatches say?

It all clears up when you have a
Rand MENally World Atlas in your hand,
In seconds, you put your finger on

spot, better understand its significance,

Yes, a Rand MENally World Adlas
brings this changing world to your
very docrstep, Why not select one of
the many attractively priced editions
now available at your bookstore, sta.
tioner's, or department store? Prices
rangs from 25¢ to $35.%

Get a Rand MSNally Atlas . .. and
keep up with the worl

*With each Kand MENally World
Arhufwiwd‘ at §1.00 and up, comes o
special coupon which, with 25c, entitles
you to receive a Post.-War Supplement
shontng all map changes when pesce i
restared,

RAND-MSNALLY & COMPANY
Btablidee 1856

NEW TORE « CHICACO » SAN FREANCISCO » WASHINGTON
Sehoolboaks + Sehool Maps + Chibdre’s Books « Road Maps
Travel Fobdess + Tickets + Coupan Books « Map « Atluses
Clobes + Bankers Moathly « Bankers Directary

“Mr. Rand ? Mr. MNally?
Rush me more Atlases and Globes!”

EKE Mr. 8. Claus we, 100, are finding
the demand for Clobes and Atlases
the heaviest in years, We're doing our
best to meet demands, but we suggest
that you shop early . . . to avoid dis
appointment, B

This year, an Atlas or Glabe cannat
be excelled as a Christmas gift, Most of
us have sons, brothers, close relatives,
or sweethearts serving abroad or in
training. With a Globe or an Atlas,
you can follow their travels, put your
finger on the famous places they've
been, feel eloser to the historic events
of which they are a part . . . cvents
that shape oar very lives.

May we suggest this? Visit your

favorite departmeat store, statiomer,
or bookstare this week, Sea the many
attractive Rand MfNally Atlases dis-
played, with prices from 25¢ 1o $12.00,
And be sure to see that “new kind of
world,"™ the Air-Age Globe.

With all Rand McNally Atlases and
Glabes prived at $2.00 or more, you re-
ceive & special eoupon which, with
25¢c, entithes you o receive a Post-War
Supplement incorporating all map
changes when pesce is restored.

This year, there's 0 more appro-
priate gilt to give . . . or get for your-
sell . ., than a Rand MENally Globe
or Atlas,

Make your selection soon.

«, , ., and there’s where I
live, Mr. Peck.”

Mr. Peck is having the time of his life
with a souvenir travel map and an
obliging airline stewardess.

Because airline service works with
clocklike precision in the tradition of
America’s great transportation sys.
tems, most Mr. (and Mrs.) Pecks never
realize the immense amount of time,
trouble, and thought that go into mak-
ing it tick.

el ping to make that serviee tick has
Been a part of Rand MsNally's job as
printers 1o the country’s passenger
carriers since 1866,

For example, we print timetables,
travel folders, special maps, ete. They
have rendered the traveling public a

enuine service, while the use of num-

red passenger tickets has eliminated
a great deal of i i
Printing these tickets, by the way, is
one M‘nae toughest, most painstaking
of all printing assignments, Tickets
must be printed on special paper and,
because they are almost as negotiable
s money, behind locked doors. Abso-
lute accuracy, of course, s of primary

||nf0rlllll:|:.

t has been a privilege and a valued
EXperience 1o serve a8 printing advisers
1o our great air, rail, and bus systems,
We feel that we, too, have had some
share in making American_transpor
tation the envy of the world.

RAND MSNALLY & COMPANY
bbbl vl 4856

NEW YORE « CHICAGO + SAN FRANCISCO « WASHINGTON
E + Sches! Maps « Children's Books « Rosd Maps
Travel Fobders « Tickets « Coupan Baoks « Maps « Atlases
Globes + Bankers Mestbly + Bunkers Durectory

RAND M¢NALLY & COMPANY

Batadbiidioed 1856
NEW YORK + CHICAGO . SAN FRANCISCO « WASHINGTON
Sehoolbooks + Selool Maps + Children’s Books « Head Mape
Travel Folders « Tockess « Coupon Books + blape « Atlsses
Globas » Bankers Monthly  Bankers Directory
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ON VACATION.

The publishing company
Rand McNally, apart
from editing different
kinds of publications,
was dedicated to
providing services and
products related to
travel and transport

and they were popularly
known for their atlases,
travel guides and maps.
Williams contributed his
subtle sense of humor
to the theme of traveling
by resorting to his usual
repertoire of characters
—who were lost and
disoriented—and
everyday situations.

64. (opposite page)
Advertisement published
in Time magazine,
October 11, 1943.

65-68. Advertisements
published in Time
magazine, June 8, 1942,
November 22 and
December 6, 1943;

July 10, 1944.
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| NO HURD‘_ES r§ :;o;mc BUSINESS AT BRISTOL BRASS

Tﬂtnz's no such thing as putting

an}'one over thc jumps, \“'hcl'l t]’lcy
call at any office of The Bristol Brass
Corporation . . . no running through
desks as thick as tank-traps.

You get struight to the man who
knows what you want to know . . . the
man who will handle your business from
then on. And you will get your answers
straight from him, any time you have

questiﬂns to ask him. We appreciate
it when we are treated this way ...and
we have found a lot of good customers
who appreciate the same kind of treat-
ment from us.

It saves a lot of time, a lot of mis-
takes, and a lot of good biting edges
ground off teeth . . . when all the use-
less and outworn protocel, pomp and
circumstance of business is by-passed.

Then business can be done on a friend-
ly, easy, “do-it-now” basis...and a lot
more of it will ger done. Agreed?

BRISTOL BRASS

CORPORATION
Makers of Brass since 1850 + Bristal, Conn.

BRASS. The above image shows one of the characteristic compositions of Gluyas Williams.
This case deals with an illustrated advertisement for the Bristol Brass company, part of
the brass industry since 1850 and with headquarters located in the town of Bristol, Connecticut.

69. Full-page advertisement published in an unidentified journal, 1945. Illustrated by Gluyas Williams.
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Bulbsnatcher Story without Words...

L 2

MORAL: Don’t be a bulbsnatcher. Why make
yourself unpopular and risk eyestrain when G-E
Lamps cost as little as 10¢. Get a stock of extra
bulbs...and make sure they’re all marked G-E!

'wi?r Io¢. n:suucuﬂrsxnutn\'s AT WORK
150 WATT 20¢ fax Sfay B rig h.'.er
Longer

GUNAS
mafufﬂ'rs

G-E LAMPS

GENERAL @ ELECTRIC

BRILLANT. In 1945, for the personality to be featured in cartoons advertising General Electric's GE lamps
—incandescent bulbs and fluorescent tubes—, Williams resorted to his fetish character,
the popular Fred Perley, already a veteran in advertising assignments.

70. Advertisement published in Time magazine, October 8, 1945. Illustrated by Gluyas Williams.
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GLUYAS
wleL1Ar?S

Invest it regularly.

WHAT CAN 1 DO? Below, the pamphlet published by the United States Office of Civilian Defense in 1942, with the aim
of raising awareness and instructing citizens on how to contribute to the Government-promoted war effort in their daily
behavior. The drawings of Williams exposed those situations clearly, with a humorous, friendly and engaging tone.

71-73. Detail of one of the drawings, cover and inner page of the book What Can | Do? The Citizen’s Handbook for War, 1942.
Allillustrations of the pamphlet were made by Gluyas Williams.

THE CITIZEN'S HANDBOOK FOR WAR

UnITED STATES OFFICE OF CIVILIAN DEFENSE

cian. Now, all of us should be brush-
ing up on the hundred-and-one home
skills. (If you have a little spare time
sce about classes in repair at the local
school or elsewhere. Ask your local
Defense Council about this.)

In Britain and Germany clothes are
striedly rationed. In the conquered

All rubber things
should be kept in repair.

‘We must share rides,

countries people shivered last winter;
the Nazis simply ripped the clothes
off their backs, the blankets off their
beds.

Put clething high up on your con-
servation list. We need more mate-
rials—we have less. Wool used to
come from Auvstralia, silk from Japan.

- 1766 -




21.2. GLUYAS WILLIAMS (1888-1982)

ould this be xo(/.?

DON'T TRAVEL —uwiess

YOUR TRIP HELPS WIN THE WAR

. 5. OFFICE OF DEFCNSE TRANSFORTATION

T —

TESTIMONIES. The above image presents one of the few posters that is known to be illustrated by Gluyas Williams. This case
deals with a United States Office of Defense Transportation commission to illustrate an advertisement for patriotic and public
awareness propaganda. It shows four examples of people adopting inappropriate attitudes and wasteful behavior in times of war.

74. Could This Be You? Do Not Travel, Unless Your Trip Helps Win the War. Poster by Gluyas Williams, 65.8 x 46.7 cm; 1943.
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have 84 chances oy
*“IO‘% going farther oy
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GLUYAS
\WILLIAMS
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OMNIPRESENT BIBENDUM.

On the left, a typical example of advertisements

for the Michelin Tire Company in Milltown published in
The Saturday Evening Post and illustrated by Gluyas
Williams for the 1926 and 1927 press advertising campaigns.
In this series, the character of Bibendum is omnipresent
and plays different roles. Here we see him as a typical
driver—could be anyone of us—in contrast to the
prominently inept motorist that does not use Michelin tires.

75. lllustration of the full-page advertisement
published in The Saturday Evening Post, March 26, 1927.
76. Detail of a Michelin advertisement published in 1927.
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w FULL-PAGE ADVERTISEMENTS- 158 THE SATURDAY EVENING POST Jeprembar 23, (026
2"1 On September 25, 1926, the first Michelin advertisement T~
p— signed by Gluyas Williams was published, following the :;:{:;;%?ﬁ&,,é.,

long period marked by the graphic style of Arthur Edrop. ;‘:tf..“:‘;i.?;':;f

The clean, linear and consistent graphics, the absence of

color and limited use of lettering for dialogues in vignettes,

identified the graphic tone of the 1926 and 1927 campaigns.

77. This double page shows all* the full-page

advertisements published in The Saturday Evening Post

in the 1926 (3) and 1927 (4) campaigns.

847%
said Michelin Tires
gave more mileage
This statement is based o facts. Our investigators secured written te-
ports from over 1500 motonists picked at random except that they were
all testing Michelin Tives against other makes. 8y said
they obtained more mileage from Michelins
than from any of the other
makes tested.

*They represent all the advertisements for the entire campaign, P 2

which | personally verified by reviewing number by number the ) ) ) e 2

different copies of The Saturday Evening Post for those years, The worldy frst preumatic sutomobile tine 1t @ Michelin—and today Michein Tires are el fs.

in a collection kindly put at my disposal by a private collector.
M~
g THE SATURDAY EVENING POST o THE SATURDAY EVENING POST 18
—

*qmu,ha"e“ chances oy

5 oyp
¢ going farther on f iog
@ )%iche!m Tireg !

84% FREE

Of all who try them say | KEY-INSURANCE |
MICHELIN TIRES | &5

give more mileage

% This statement is based on  mileage from their Michelina.
facts. Wiritten reports bave  than from any of the vasi-
been secured fromthousands  ous other tires they were
of motorists (picked entirely  using on their cars. In 185
at random excepe that all  the workds first prcumatic

k bile tire was a

tires apposite Micheling)  Michelin—and today
84% sid they obtained more  Michelin Tires are still first.
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of all who try them say | KEY-INSURANCE

MICHELIN TIRES | =
give more mileage | —,

*This statement i based oo mileage from their Michelins
facts. Written reports have  than from any of the vari-
been secared fromthousands  ous other tires they wene
of motorists (picked entizely  wsing on their cars. In 8oy
at mandom except thar all the worlds first poeumatic

i ' bile cire was a
tires opposite Michelins). Michelin—and today
By sid they ohtained more  Michelin Tires are still first.




21.2. GLUYAS WILLIAMS (1888-1982)

THE SATURDAY EVENING POST

E

84%
said Michelin Tires
gave more mileage

* Bhis statement is based on facts, Our investigators secured written re-
ports from over 1500 motorists picked at random except that they were
all testing Michelin Tires against other makes. 84% said
they obtained more mileage from Michelins
than from any of the other
makes tested.

. T

The worlds first i bile tire was a Micheli

d today Michdlin Tires ave still first.

THE SATURDAY EVENING POST us

F“‘MN‘T“M:‘LE/

B TW {

2,

said Michelin Tires
gave more mileage

* Bhis statement is based on facts. Our investigators secured written ve-
ports from over 1500 motorists picked at random except that they were
all testing Michelin Tires against other makes, 847 said
obtained more mileage from Micheling
than from any of the other
makes tested.

b T

The worlds firs preumatic sutomobile tire was o Michdin—and to-day Michelin Tires are still first

THE SATURDAY EVENING POST

‘4 have had 04 chy,
O 08 100 of going fapg s
D"on Michelin Tites 3 oF
were glad yoy
KU:;'G,({ cateh they)

FREE
Gf all who try them say KEY-INSURANCE
MICHELIN TIRES &
give more mileage
mikeage from their Michelins
than from any of the van-

ous other tires they were
wsing an their care. In 185

HeThis statement is based on
facts. Written reports have
een secured from thousands
of motorists (picked entirely
ar mandom except that al  the worlds frst preumatic

e kesaf bile tire was a
tires apposite Micheling)  Michelin—and today bl
By said they obtained more  Michelin Tires are sl first.

. THE SATURDAY EVENING POST Atay 10007

KEE_\ELEENCE of all who try them say

5 MICHELIN TIRES
give more mileage

mileage from their Michelins
than from any of the vari-

% This stazement is based on
facts. Wiritten reports bave
been secured from thoumnds  ous ceher tires they were

== of motorists (picked entirely  using on their cars. In 1895

e e Tos (o Ve 1 at mndom excepe that all  the workd's first pocsmatic

f bile tire was a

Michelin—and today

Michelin Tires are still firse.

Pase

tires opposite Micheling).
Byt said they obtaned more
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g MODULAR ADVERTISEMENTS. P
a Qn November 6, 1926, the_ first Michelin ‘modular e_]dvertlsement ik w%fg
illustrated by Gluyas Williams was published, which would ewaii ey haye o
= ; . . . anﬁy'mﬁn” chance? ""fafg
total up to nineteen distinct ones being published between i; = The » non
1926 and September 1927. The reduction of the advertising = S h
budget obliged the Michelin Tire Co. in Milltown to preferably
resort to publishing modules rather than entire pages,
which were always produced in austere black and white.
78. The following two pages present sixteen
of the nineteen* modular advertisements published
in the generalist magazine The Saturday Evening Post,
in successive campaigns for 1926 (4) and 1927 (15).
[
*They represent all the advertisements for the entire campaign, 845 SAY MICHELIN TIRES ARE BesT
which | personally verified by reviewing number by number the bt -1 e i 1
different copies of The Saturday Evening Post for those years, ".'::.:::_P?:;:";m.m e s e B
in a collection kindly put at my disposal by a private collector.
~ _ S :
N l [
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J TIS STATEMENT I8 BASKD &N FACTS WE FICXED AT RANDON

500 MOTORINTS WINO WERN TESTING MICIHLIN TIRIS OFOSITE
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—

4% SAY MICHELIN TIRES ARE BEST

h THIN STATEMENT I8 BASED 0N FACTA WE PICKED AT RANDOM
1200 Te Wit WENE TEBTING WICNELIN TEWEA SrroarTE
S4% AT MICIELING FROYED THEMAELVES ¥TTES

SEICHELIN-TEE WORLDE FIENT PRETMATIC ATTO TIAT—L0E ANE NOW
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e

L
Gurrny
Loty

*This siement is basedd o fiacts. W picked ot random T —
wcher brands on tha sums car. $3% ssid their Micholine lasied longer than the aihes makes they were uring.

* No matter wnat
lires you are now
usiug; we promise
you more mile-
age if you will buy
MICHELIN

TIRES of us! »

three times as fast as t5s tise in
dustry as a whole. Somedhing more
than words did that.

FACT 4—Records covering over
a million miles show that, on an av-
erage, Michelins give 36% more
mileage than other tires,

FACT 5—Back in 1895 Michelin
was the world’s first ppeumatic auto
tire. Today Michelin is still first,
and over 25,000 tire builders ars
kept busy trying to supply the great
worldwide demand for Michelins

® e s :
But in addition to quality there's
another factor—Price. We sell Mich-
elins at the price of standard tires.
Think of that. Then ask yourself:
“Don’t T awe it to mysell to give
these fellows a chance?”

How can we make this sweeping
promise? Well, just consider the
facts:

FACT 1—Written reports have
been secured from over 1500 mo-
torists picked entirely at random
except that all were !("Jllin“; various
makes of tires opposite Michelins.
4% said th 1 mileage
from their Michelins than from
the other tires they were using,

FACT 2—In Detroit, the home of
the antomobile, in a vole taken
among all of the 984 tire dealers,
more dealers voted for Michelin
as the best tire than for any other
make.

FACT 3—During the past three

years Michelin =3 have grown

HIWAY TIRE CO.
137 Second Street
Portsmouth, Ohio

MICHELIN—THE WORLD'S FIRST PNEUMATIC AUTO TIRE—1895 AND NOW
—————————————————————————

e This statement (s baved o facts. e picked a1 randem 1500 matarists wha
said their Micheling basted

Hi

No matter what make

ather brands am the wame cur. B4

of tires you are now us-

ing, we promise you more
mileage if you will buy
MICHELIN
TIRES of us!

How ean we make this sweeping
promise? Well, just consider the
facts:

FACT 1—Written veports have
been secured from over 1500 mo-
torists picked entirely at random
execpt that all were testing various
makes of tires opposite Michelins.
B84% said they secured more mileage
from their Michelins than from
the other tires they were using.

FACT 2—Iu Detroit. the home of
the automobile, in a vote taken
among all of the 981 tire dealers,
more dealers voted for Michelin
as the best tire than for any other
make,

FACT 3—During the past three

years Michelin sales have grown

three times as fast as the tire in-
dustry as a whole. Something more
than words did that.

FACT 4—Records covering over
a million miles show that, on an av-
erage, Michelins give 36% more
mileage than other tires.

FACT 5—Back in 1895 Michelin
was the world’s first ppeumatic auto
tire. Today Michelin is still first,
and over 25,000 tire builders are
kept busy trying to sulpplg the great
world-wide demand for Michelins.
o e L

But in addition to quality there's
another factor—Price. We sell Mich-
elins at the price of standard tires.
Think of that. Then ask yourself:
“Don’t I owe it 1o myself to give
these fellows a chanee?™

DISTRIBEUTORS:

INC.

DEA LERS:

ELMWOOD GARAGE
340 Wood Avenue

METZGER GARAGE-

1309 Barnum Avenue
HIETINGER GAS STAT 10N — 700 Brookls
MICHELIN—THE WORLD'S FIRST PNEUMATIC AUTO TI

wn A

venian
RE—1895 AND NOW

ADAPTATIONS. The advertisements illustrated by Gluyas Williams, exclusively published in one magazine
—The Saturday Evening Post—were adapted to different formats of advertising modules for publication
in local journals and newspapers by the establishments associated with Michelin's commercial network.

79-80. Advertising modules published in the following newspapers;
The Portsmouth Daily Times, April 25,1927 and The Bridgeport Telegram, May 13, 1927.
81-82. (opposite page) Advertising modules published in the following newspapers:

The Daily Northwestern, May 20, 1927 and The Kingston Daily Freeman, June 20, 1927.
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No matter what °
tires you are now
using—1I promise

| you more mile-

age if you will buy
MICHELIN |

Tires of me!

How ean I make this sweeping
romise? Well, just consider the
frete:

FACT 1—Written reports have

been secured from over 1500 mo-

torists picked entirel
except that all were

c
eilmore mileage
ins than from
the other tires they were using.

FACT 2—In Detroit, the home of

the automobile, in a vote taken
Il of the 984 tire dealers,
rs voted for Michelin
> than for any other

FACT 3—During the past three

years Michelin sales have grown

three times as fast as the tire In-
dustry as a whole. Something more
than words did that.
FACT 4—Records covering over
that, on an av-
ve 369 more
mileage Ihan other tires.
FACT 5—Back in 1895 Michelin
was the world's first pneumatic auto
day Michelin is still first,
tire builders are

lu pt busy trying to supply the great
world-wide demand for Michelina,
° o

Bul in addition to qualny there's
another factor—Price. I sell Mich-
,eling at the price of standard tires.
"Ti of that. Then ask yourself:
Don’t 1 owe it 1o myself to give
this fellow a chanee?”

ROGERS TIRE CO.

VERNON ROGERS, PROPRIETOR

56 Light Street Telephone 1391
MICHELIN—THE WORLI'S FIRST PNEUMATIC AUTU TIRE—1895 AND NOW
———————————————————————————————————————————

immum««m W plcked ot randam 1500 moterite wha wers testing Michelin Tires cpposite

brands on the same car. B4% vaid Uheir Micheline laried Longer than the ether makes they were saing.

Qprorite

No matter what
tires you are now
using, we promise
you more mile-
age if you will buy
MICHELIN
TIRES of us!

How can we make this sweeping
ise? Well, just ider the
facts:

FACT 1—Written reports have
been secured from over 1500 mo-
torists Eil:kad entirely at random

except that all were testing various
makes of tires opposite Michelins,

from their Michelins than from
the other tires they were using.

FACT 2—In Detroit, the home of
the automobile, in a vote taken
among all of the 984 tire dealers,
more dealers votea for Michelin
as the best tire than for any other

three times as fast as the tire in-
dustry as a whole. Something more
than words did that.

FACT 4—Records covering over
a million miles show that, on an av-
erage, Michelins give 36% more
mileage than other tires.

FACT 5—Back in 1895 Michelin
waalhewurld’sﬁmtg:eumncaulo
tire. Today Michelin is still first,
and over 25,000 tire bmllic;s are
kept busy trying to supply

wﬁd—hﬂer ?‘]mﬁand \11cbeg|r:ls-

. e e

But in addition to quality there’s
another factor—Price. We sell Mich-

make elins at the price of standard tires.

Think of that. Then ask yourself:
FACT a—Dnﬂ the past three ~ “Don't I owe it to myself to give
years Michelin s:lgﬂ bave grown  these fellows a chance?”

SINCER'S SERVICE STATION, Stracd aad Ferry 52 A & W, AUTO ENCHANGE. 115 No. Frest 5.

BROWN TIRE 0., 62 Broadway. [FINE CREST SERVICE STATION, Weat Hetley, KLY,
MICHELIN—-THE WORLD'S FIRST PNEUMATIC AUTO TIRE—1895 AND NOW
—
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83. Models of advertising slides for screening in shows and theaters, forming part of the catalog
of promotional items offered to establishments affiliated with Michelin's commercial network, 1927.
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84. On occasion, the Michelin advertisements illustrated by Williams coincided on the same page as his humorous panels.
Here, an example is shown on the page from the newspaper The Port Arthur News (Port Arthur, Texas), June 3, 1927 .
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85. Promotional cardboard
fan for Michelin tires, 1927.
Ilustration by Gluyas
Williams taken from one of
his press advertisements.
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Michelin Tires of us. ires of us Michelin Tires of us.
J. BLATT & SON TEHAN & HEAD J. BLATT & SON
T4 5. Wesd Averia

86. Promotional postcards, 1927. Illustrated by Gluyas Williams.
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SOMETIMES
a four leaf clover
brings luck - but
ALWAYS youll have
better luck with
HORSESHOQES

_“\"\:1 L "I.
W

SOMETIMES the left hind
foot of a rabbit caught in a
cemetery brings luck- but
ALWAYS youll have better
luck w‘i*lil_)_“ HORSESHOES

Let us show you why!

RACINE HORSESHOE TIRE COMPANY
RACINE, WISCONSIN

HORSESHOE
T I RE S

LUCKY TIRES.

During 1925, the Racine Horseshoe Tire Company,

a manufacturer of automobiles tires, advertised
themselves with a series of unsigned humorous
illustrations. They were similar to the style

of clear line drawing that was employed

by Gluyas Williams—who was not their author.
The scenes recreated unforeseen moments right
before an impending disaster, under the slogan
“ALWAYS you'll have better luck with HORSESHOES.”

87. Full-page advertisement published in color
in the specialized journal India Rubber Review, 1925.

88. Advertisement in an unidentified magazine, 1925.
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MEN, WOMEN ... AND TIRES. In 1928, the Goodyear tire company published a series of humorous
postcards illustrated by John Held Jr. (1889-1958), illustrator and cover artist for Life, famous
for portraying with his casual and markedly Art Deco style the renowned “roaring twenties.”

89-92. Four postcards from the series "Boy friend, girl friend,” 1928. Illustrated by John Held.
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FIRESTONE HUMOR.
In 1928 the manufacturer
Firestone published a
series of humorous
postcards in which they
promoted their new tires
“Gum Dipped” and their
official service network,
using, on occasion, the
advertising character
Mr. Most Miles Per
Dollar, who represented
automobile repair
mechanics. The drawing
style of the illustrations
is similar to that used

by Gluyas Williams in

his Michelin campaign.

84-87. Three examples
from the promotional
postcards series, 1928.

88. Promotional
postcard. French version
of the original American
campaign, 1929.
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Grands effets!

U- petit clon... une enveloppe
usagée... la panne !

Avee lea beaunx jonrs, godtex
un plaisir sans mélange, chan-
ez ces pnens gul voms ont
donné le meillear denx-mémes,
monicz des

GOODRICH

Fidéles pour des milliers de
kilomélres.

Peti causes

o seshaut“
LAViE: el ses bas...

CH exercices salntaires pen-
venl voas élre évités; pourguod
ne pas rencouveler ces pnens
qui vous causent celle appré-
heasion de “ Arriverai-je om
ntarrivérai-je pas T ™

Montex des

GOOI}RICH

Yous amrez i@ Dnouveam
Mll"lft-

THE POLYGLOT TIRE. The French division of the manufacturer Goodrich published a series of promotional postcards with
caricature and humorous illustrations, a campaign that was employed in a variety of neighboring countries such as Spain.

89-91. Three examples from the series of French postcards, c. 1930. 92. Spanish version of the original postcards, c. 1930.

DIVORCEZ!

.i.“ quol bon vous acharner
a sublr les soucis gone vons
procurcot vos pneus, 8'ils vons
ont renda le kilométrage allen-
du, n'en demandez pas davam-
tage. Remplacer-les par des
poeos

GOODRICH

gqui vous assureront un kilo-
métrage peol-8ire supéricur.

Aalul:muquﬂﬂ.

Qme satislaccidn In de librarss
de unos ncumaticos gue o Todns
horas se gqucjon con @

“Parale que esloy muy bajo!™

Fermitanos qone contestemos
nosolras n estas desconsola-
doras palabras, micntras que
Uil. continua su caming sobre
los sileneiosos

GOODRICH
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