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\MITCHELIN

FRANCE, ENGLAND, ITALY, AMERICA

The high import duty and heavy trans-
Atlantic transportation charges on
Michelin tires have been removed by
the establishment of our great American
Michelin Factory.

Y{)U can now afford (o equip your car with the tire which is universally

recognized as the best in the world, Michelin durability s so universally
appreciated that for years Americans have been heavy purchasers of the
imported Michelins in spite of their high cost, because their unegualled wear-
ing qualities resulted in a marked economy in the course of a year. This
economy is now within your reach, The name Michelin has always stood
for the greatest tire value that money could buy and now that it stands for
reasonable cost alse, the tire problem is solved.

THE tires made in our American factory are

identical in the most minute particular with
the outpuls of our factories in France, England
and Ialy. They ars the same famous Micheling
which have been used on the winning cars in all
the world's greatest races for the last six years
and which made thess victorics possible.

Manufacturers of all classes of cars can now afford to equip
with Michelins at no extra cost to yvou. The leading cars are
making Michelinsg their standard catalogued equipment.
Specify Michelin tires when purchasing your new car.

Exhibiting at Grand Central Palace, Gallery Space 129
Exhiblting at Madison Square Garden, Basement Space 209
Exhibiting at Chicage Coliseum, Annex Spaces roz and 103

CLINCHER TYPE QUICK DETACHABRLE TYPE
Round, Flat and Antl=skid Rousd and Anil-skid
Amserican and Millimeter Sizes American Sipes Doaly

Allthe above can be used on any of the well known Quick Detachable Rims

MICHELIN TIRE COMPANY
MILLTOWN, N. J., U. S. A.

DISCOLORED VICTORIES. The advertisement shown above highlights the use of retouched, colored photography in a photo-
montage of four vignettes that describes the victories of Michelin equipping cars in different races. This photographic element
was and would be unusual in Michelin's American advertising in the press. In this specific case, the placement was contracted
as the inside cover page, which meant having to print in color and utilizing paper of greater quality for the correct reproduction
of the photographs. As for the content, a major error tarnishes the veracity of these achievements: the first illustrated race
appears with a footnote that states "Hemery winning Vanderbilt Cup 1905 on Michelins.” The truth is that the Il Vanderbil Cup,
held on October 14, 1905, was won by Victor Hemery ... on Dunlop tires!

80. Full-page color advertisement published in Life magazine, October 17, 1907.
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“THE TRUTH IS MICGHTY AND WILL PREVAIL"

" MICHELIN -= =" LEADS

The 15 Makes of Tires on Show
Cars at the Grand Central Palace.
HAVING OVER 308 OF ALL SHOW CAR EQUIP-
MENT AND MORE THAN THE TWO NEAREST
COMPETITORS COMBINED

MICHELIN 272
NEAREST COMPETITOR -. - 120
Next Nearest Competitor - - 92
Divided among 12 other makes 420

Total 904
Significant, isn't it, of the esteem in which
MICHELIN tires are held by all, and rather an
emphatic endorsement of theirqualityand worth?
Remember, what S@@ms$ cheapest at the
time of purchase is often dearest in the end.
Michelins cost something more in the beginning,
but justify it in the test of service.
Exhibiting at Madison Square Garden, New York: Coliseum, Chicago:

Mechanics Building, Boston.
MICHELIN MiLirown NJ.
‘g‘ RANCH

NEW YORK B

7% eZBAX WMIABEL

Don’t miss
the Michelin

Micheln Tires to the Frontin 109

ICHELINS bave won ail the o
important conbests in Europe 4
since motor racing began. L2

‘Their successes abroad are consiat-
ently eantinued in this country by
sweeping Michelin victories in every §
motable event since the American
plant, Michelin'a latest factory, be-

n prodocing tires. That & re-
markable state of efficiency '\;l

the

wictories of the Michelln Antl-Skid
and the Michelin Compresued Tresd
Tires, the latter a type exclusivel
Michelin's, and the ONLY NE&
thing in the tire world, - These con-
teats embrace the most varied con-
ditfona and the most seere require-

Bibendum
Twinsandthe
exhibit of

L —

If we should attempt to print
liat of ] Michalin's victories in tha
world's famons eventa, it would 81l
this entire section. Shoald we print .
& camplete list of Michelin victories L
to dateof all the contests they have ﬁ
woa, it would fill seversl sections. =

If Your Car is Not Equipped With Michelin Tires Eresbody e taiking Wbuu) e Sulag solled oF e STt 4nd the wendertul soad

See us at once and let us show you how Micheling excel

all other makes. Cost a trifle more but worth The Biggest Hits at Every Show.

considera 3 ey last Longes .
ble more. They last longest. Completely victorious at Paris, Berlln, Vienna. New York and Chicago. they but
come Lo St Louis to incremse their already international presiige.

THE J. N. JOHNSON CO. THE MISHRR-'N CO- MICHELW vork— O
Nortt Distrit PHOENIXAUTO SUPPLY CO.

Nor i
“adtvmeng: 915 Nicollet Ave., MINNEAPOLIS Distributers, 3932 Olive St.

A NEW AND FLEETING BIBENDUM. At the beginning of 1909, the Michelin Tire Company in Milltown utilized the portrait

of a peculiar Bibendum in their advertisements, portrayed in a coarse drawing and very distinct from the graphic standards
established by 0'Galop in France. The character carried several trophies and commemorative ribbons of his successful presence
in various competitions and sports events. It was a representation based on the gigantic inflated figures of the Michelin Twins
—the outlandish and huge inflatable figures that, riding aboard floats, were already traveling throughout the U.S. from event
to event promoting Michelin's dual tires for freight vehicles. This vignette was used only on occasion by the American subsidiary
for advertisements in specialized magazines. It was additionally employed by the establishments associated with their
commercial network in modules that they inserted in local newspapers.

81. Half-page page advertising module published in the specialized magazine Motor Age, January 14, 1909.
82-83. Advertising modules in The Minneapolis Journal, 1909 and The Saint Louis Times, February 17, 1909.
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320 . COUNTRY LIFE IN AMERICA Juiy, 1910

Detachable bicycle tires were Pneumatic Automobile Tires were All important speed and endur-
first p by irst produced by ance contests areinvariably wonon
Michelin “As Usual” Michelin “As Usual” Michelins “As Usual”

MICHELIN
TIRES

Michelin invented the pneumatic automobile tire away back in
1891.’;3' and ]tg-day produces more than 50% of all the tires made
in the world.

Michelin invented Anti-Skid Tires in 1905. The Michelin Steel
Studded Leather Tread Anti-Skid prevents skidding and protects
the envelope without destroying its resiliency.

Michelin invented Demountable Rims in 1906. In the essentials
of simplicity, ease of operation, light weight and security Michelin
Demountables have never been equalled.

The superior quality and dependability of all Michelin products
have created a standard that has endured for seventy-eight years.

Michelin tires have won 95% of all the world’s important speed and endurance contests since motoring began
You cannot know what a good tire is until you try a Michelin properly inflated

IN STOCK THROUGHOUT THE UNITED STATES

and in every country in the world where cars are used

MICHELIN TIRE COMPANY, MILLTOWN, NEW JERSEY

FACTORIES FOUNDED IN CLERMONT-FARRAND —FRANCE 1832——LONDON—ENGLAND 1904 —TURIN—ITALY 1906 —MILLTOWN —NEW JERSEY 1907

AN ISOLATED CASE. This advertisement is an exception to the rest of Michelin's advertising production placed in the press.
For the first time, the character—in the lower section, serving to terminate the advertisement and forming a border—expresses
itself in different poses and attitudes. This was an illustration created specifically for the American public and was not used again.

84. Full-page advertisement published in Country Life in America magazine, July 1910.
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WITH A FRENCH ACCENT.
Within the period of establishing
Michelin's American subsidiary
and their hesitations in terms

of defining the line of graphic
advertising, we find clichés
provided directly by the parent
company from their Parisian
administrative and commercial
offices. In this case it is a vignette
in which Bibendum is shown
writing, and was used to illustrate
an invitation for readers to request
in writing the (free) shipping of
promotional brochures published
by the Michelin Tire Co. in Milltown

on the correct care and use of tires.

Interestingly, the vignette retains
the original signature of the
French illustrator Marius Rossillon
"0'Galop," its creator.

85. Full-page advertisement
published in the specialized
magazine Motor, January 1914.
86. Advertising module in a
half-page horizontal format
published in The Horseless Age
magazine, October 4, 1911.

ML LEL I

Steel Studded
Leather Tread

“Semelle™

Anti Skids

Do Prevent
Skidding

Send for Free Michelin Instruction Book
A MANUAL FOR THE TIRE ECONOMIST.

Tweaty-four pages of practical and instructive hints on the care and prescrvation of tires,

each page fully illustrated with large hali-tone engravings and printed in three colors. Every

motorist may have a copy—just il in and mail this coupon. There is no chligation, this

offer being absolutely free.

Name —
Address

Mail this Coupon to Michelin Tire Co., Milltown, N. J.

MICHELIN'S
Instruction
Books on the
Care and Repair
of Pneumatic
Tires sent free
on request.

EVERY MOTORIST SHOULD HAVE THESE BOOKS

MICHELIN—Dept. A
MILLTOWN, NEW JERSEY
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|

Protect Car
and
Passengers

IMICHELI

ANTI-SKIDS

ELIN

Prevent skidding, and
perhaps serious injury

Tough, Flexible
Non-Puncturing
Leather Tread

Firmly Imbedded
Hardened Steel
Anti-Skid Rivets

Michelin Anti-Skids are
easy riding as the resilient
rubber side walls are not
confined by the leather tread

Send for illustrated booklet
ANTI-SKID EQUIPMENT AT HALF USUAL COST

Michelin Anti-Shids are thoroughly efficient, though not expensive. They DO
prevent skidding, Two 32-page booklets on the care and repair of tires, fully illus-
trated, mailed free to every enquirer about Michelin Anti-Skids.

Michelin—Milltown—New Jersey

- 1469 -

INFORMATIVE KICK.

The French illustrator 0'Galop
was commissioned to create
the striking image of Bibendum
giving the viewer a kick. In this
way the sole of his boot was
shown, lined with non-skid metal
studs. The metaphor between
the mascot's type of footwear
and the tire cover that should
equip automobiles referred to
the technology of Michelin's
non-skid tires. This illustration,
originally created for the French
market and used in different
European countries in poster

or vignette format, was also
adopted for the American
market, as can be seen in

the two examples shown here.

87. Half-page horizontal
advertising module published
in The Horseless Age magazine,
April 13, 1910.

88. Full-page advertisement
published in the specialized
magazine The Automobile,
January 4, 1912.
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Aped 1, 10, THE AUTOMOBILE.

MICHELINS

INVINCIBLE “AS USUAL”

IN THE ONLY TWO NATIONAL AUTOMOBILE
CONTESTS OF 1909

FIRST st Ormond Beach in the Minneapolia
Trophy, the Dewar Trophy

other notable events, including two
new World's Records—*As Usual.”

FIRST .. e

tant contests, including two new
‘World's Records—*"As Usual.”

in 1908 in every im-
FIRST portant contest in the
World —*As Ususl™

MICHELIN TIRE COMPANY
MILLTOWMN 2 z NEW JERSEY
MICHELIN .lﬂ"c“:! |N THE Il“lr:.sp !I’h'ls:

R, 13 E. Call
TR AN, 2001 Faid Arm, FRANCISCE, 8414 Vin New Ave
DETROT, 267 jafarsss SEATTLE, 1503 Biasbeay

A
D, Foan, Ptk Aute, o 248

MICHELIN

TIRES WIN
“AS USUAL”
Indianapof;; Speedway
Wheeler & Schebler Trophy

200 Miles---2 hrs., 46 min., 31 sec.

. Marmon .

2d . Jackson . Lynch

3d . National . Aitken -
. Buick . A.Chevrolet*

Prest-O-Lite Trophy
100 Miles. - 23 min., 43 sec.

. Michetins “As Usual"
. Michelins “As Usual"
. Michelins “As Usual”
. Michelins “As Usual”
. Michelins “As Usual”

1 out of a total of 13 contests and

Harroun drn\ ing Michelins “As Usual”
. Michelins “As Usual”
. Michelins “As Usual”
. Michelins “As Usual"”

1 hr.,

st . National . Kincaid driving
2d . National . Merz
3d . Jackson . Lynch
4th . Marmon . Dawson
. Marmon . Harroun

Micheling “as waual ' on the third day won
wstablivhed new records for oll distances rm» 30 o sam.lu During t

three days’ meeting Michelin tires won 25 out of a tot -lu:-..rn
consistent record for apeed and tire durability never before o

MICHELIN

ALONE OR ACCOMPANIED.
“"Michelin Tires win 'as usual™
invincible ‘as usual™ and "Michelin Tires first ‘as usual
were the slogans of the campaign developed between
1909 and 1912 based on the achievements obtained in
automobile races. The typical fortnightly and monthly
magazines of the motorsports sector were the main
channels for the diffusion of these advertisements.
Many of them were inserted in newspapers in the days
following the end of a competition—if not the next
day—, taking advantage of the immediate impact

of the victory. The basic design scheme of these
advertisements presented the word Michelin in capital
letters, as a logotype, occupying the upper and lower
sections of the composition. In the intermediate space
the details of victories were listed: the name of the
competition, the place and date, the list of winners,
the name of the driver, the automobile brand

driven, the duration of time and kilometers traveled.

In the upper third of the composition, under

the word Michelin and on both sides, repeated

figures of Bibendum were portrayed—sometimes
appearing alone—based on a cliche by 0'Galop.

This dual representation was derived from the
constant reference to the Michelin Twins, the inflatable
twin figures that performed in fairs and parades.

They rivaled with the individualized representation of
the mascot for the recognition of American consumers.

and its variants "Michelins

89. Full-page advertisement published in the
specialized magazine The Automobile, April 1,1909.

—Michelins **As Usaal"
—Michelins **As Usual'"

ORMOND WORLD'S SPEED RECORDS
—Michelins **As Usal”"

New Orleans

World's Trachk

Records.
—Michelina **As Usual™

Nashville World's

Amateur Record.
— Micheling **As Lswal™

LooKout Mountain
Auto-Climb.
Micheling *As Usaal™

Montgomery Free For
All TracK Records.
—Michalina **As Usual”

“AS USUAL”

In All National Contests

of 1908, Including Many
o
FORT GEORGE HILL CLIMB
JAMAICA WORLD'S ROAD RECORDS

1908 in every im-
portant contest in

the World.
— Michaline **As Usual'*

Whenever a manufacturer or dealer or owner goes out to win an important automobile contest
so" any lmd' in any part of the world, he first equips his car with M’xln‘m hn- because ﬁe
Micheli the baat tires in th Id for any form of

MICHELIN TIRE COMPANY

MILLTOWMN NEW JEmSEY

BRANCHES IN UNITED STATES
NEW YORN, 1763 Broadway CLEVELAND, 2001 Euclid Ave.
CHICAGO, 1344 Michigan Ave. DETROIT, 247 Jetfersan Ave.
BOSTON, %01 Baylsten 5t DEXVER, 15 E. Collax Ave.
PHILADELPHIA, 320 No. Broad 5. SAN FRANCISCO, J08-314 Van News Ave.
BUFFALD, 968 Mala 51 SEATTLE. 1563 Breadway
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PRICE TEN CENTS

TEﬂE9

WIN
“AS USUAL”

SANTA MONICA

ROAD CONTESTS, SATURDAY, OCTOBER 14th

Establishing New World’s Record
Averaging 74.93 Miles Per Hour

Free-for-All—202 Miles

1st. National - Herrick - Michelins “As Usual”
2d. Marmon - Patschke - Michelins “As Usual”
3d. Marmon - Dawson - Michelins “As Usual”

Shettler Trophy—151 Miles
1st. National - Merz - Michelins “As Usual”
2d. Pope-Hartford Dingley . X Tires
3d. Stutz - Lewis - X Tires

Jepsen Trophy—I151 Miles
1st. Marmon - Keen - Michelins “As Usual”
2d. Marmon - Nikrent - Michelins “As Usual”
3d. Mercer - Hanshue - Michelins “As Usual”

L
MICHELIN Similar Tires for Sale at Leading
Garages Everywhere

Look for this
sign on leading
ENFREES.

VOLUME 28 NEW YORK J:/ ocToBER 18, 1811 NUMBER 16

UNUSUAL COVER. A sample of the important investment in advertising that Michelin made during these years
can be seen in the presence of this advertisement on the cover of the magazine Horseless Age in 1911, occupying
the most coveted and expensive space offered by such publications to their advertisers.

92. Michelin advertisement published on the cover of the magazine The Horseless Age, October 18, 1911.
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MICHELIN

="

" 1 - -
e Tires Win

.

UNEQUALLED FOR
SPEED AND ENDURANCE

IMICHELIN

2

TIRES WIN

8 £

“AS USUAL”

UNEQUALLED FOR
SPEED AND ENDURANCE

COBE TROPHY

1907-1915

SECOND PERIOD

DENVER STOCK C I‘ R 1::‘ 19, 1909 n::.:w: Point, lb‘.lr“‘:llllllll!.. a95.600 Miles
Ist. Baick, Chevrolet, 8039 Michelins “As Usual”
Road Contest 4 ke, Baurque, MEd x
3. Locomobile, Roberison, 8430 Michelins “As Usual™
Dist. 290 . 8
July 5th, 1909 ance Miles 4. Fi, Hearne, 820 Michelins “As Usual”
ist Colburn McMillan  7:26:24; Michelins ~As Usual” 5th. Stoddard-Dayton,  Englebeck, 82605 Michelins “As Usual”
2nd Moon Brinker 7:20:02 X Tires

INDIANA TROPHY

June 18,1909  (Crows Pust, isd)  Distance, T32.74 Miles

Ist, Ind, 3rd, 4th, 5th - - Nichelins “As Usnal”

3rd Chalmers-Delroit Matsen 7:38:48  Michelins “As Usmal”

MICHELIN

MILLTOWN, NEW JERSEY M I C " I I I N
BRANCHES IN UNITED STATES
New York, 1763 Brosdway Clevelsnd, 2001 Exnchid Avenue MILLTOWN, NEW JERSEY
Chicaga, 1344 Michigan Avesue Detroit, 247 Jefleron Avenue
e b B BeCIRATE . N mm e,
S o 15 € Gl A . . S
B, 506 Main Siret Seal, 1503 Bromdway - Eo oy 3 L R
i| ERRA T

liood Tires Prevent Hold-Ups !

When you get held up with your party 20 miles
from nowhere, you know il's the lires that caused I1t.
Tires cause more trovhle and expense than any other
part of car-equipment. Yeov should us= preat care in
selecting your lires. We carry the leading makes.

Goodyear Goodrich
Michelin
Diamond Hartford

We are dislributing agents fer Northern Worces-
4e¢ County for Gaadyeas Tires

WE CARRY THE LARGEST LINE OF AUTOMOBILE
TIRES OF ANY GARAGE IN NEW ENGLAND. ALL
SIZES TO FIT ALL SIZES OF CARS

FORD & LYON, Garage, Cor. Prichard and Eim

EYE TO EYE WITH THE VIEWER. The cliché of Bibendum walking in profile, illustrated by 0'Galop, was slightly modified.
The character’s head was redrawn so as to look directly at the reader, and was utilized in numerous advertisements.

93-94. Full-page advertisements published in the specialized magazine Motor, July and August 1909.
95. Advertising module published in the newspaper Fitchburg Daily Sentinel, July and August 1909.
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Michelin was the first to manufacture preumatic
automobile tires and now produces more than 50%

of all the tires made in the world.
g

In Stock by

Mansfieid Aut.0.
& Supply Co.

Walnut St.

All the world's important automobile contests
have been won on Michelin Tires,

In Stock by

hugusta Garage & Supply

Company,
720-722 Reynolds St. Augusta.

Mansfield.

POINTING OUT THE SIGN.
The type of advertising module
shown above was distributed

by Michelin among the different
independent establishments
associated with their commercial
network. They were to be used
for advertising their businesses
in the corresponding local
newspapers. This module
appeared published hundreds
of times in numerous local
newspapers, with some variants

=2 like the one shown on the left,
‘: X LOOK FOR vvh|c.h empha§|zes the’assouated
A THIS SIGN official establishments

identification signs. The drawing

P—— R
of Bibendum's figure, in a fixed
pose, with his arm raised and
pointing to the sign, referred
directly to the style in which

he was portrayed for British

T l R E S advertising at this time.

96. Advertising module published
in the newspaper The Mansfield
IN STOCK ALL OVER | ;%'
97. Advertising module published
THE in the newspaper The Augusta
Herald, July 8, 1909,
UNlTED STATES 98. Advertising module in the
Detroit Free Press, July 6, 1910.
AND IN EVERY COUNTRY IN THE WORLD WHERE CARS ARE USED

Made by the Oldest and Largest Manufacturers of
Pneumatic Tires in the World

247 Jefferson Avenue, Detroit
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Glidden Reciprocity Tour BlanKs are Out

s

o<

e ———— e

10 Cents a Copy ; $2.00 a Year Vol. XXII. NEW YORK, APRIL 22, 1911 . 11th Year. [No. 549]
/ = e e %
( )
\ 4
\f1

—

S

A Can of Michelin Mastic
in every tool box is a
necessily

Michelin Mastic is a plastic. ce-
ment unequalled for repairing

cuts and punctures in envelopes
and tubes. Put up in sealed
top cans at forty cents each

Micheh'n
Milltown
New Jersey

CEMENT COVER.

Between 1911 and 1913, part of Michelin Tire Company in Milltown's advertising was dedicated to presenting and promoting

other products in their catalog apart from tires and inner tubes. This consisted primarily of tools, patches and glues for the repair
of punctures as well as for tire care and maintenance. The above advertisement published on the cover of a specialized magazine
—the most expensive advertising space—featured Michelin's Mastic cement, which, as indicated, cost forty cents a can.

99. Michelin advertisement published on the cover of the specialized magazine Automobile Topics, April 22, 1911.
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MICHELIN

Accessories

o Can of Michelin Maslic
in ewery ool bor is 2
necessity

MICHELIN MASTIC

is a plastic cement un- MICHELIN MASTIC | MICHELIN PURE GUM | MICHELIN INNER TUBE
B CEMENT PATCHES

equalled for repairing
cuts and punctures in
envelopes and tubes.
Put up in sealed top
cans at forty cents each

Best for Repairing all Makes of Tubes

1“1?.

Leck for by On Leading
his ,L. l'IJLHI‘I[\ Garsges A PLASTIC CEMENT—
A Liauib FOR REPAIRING ENVELOPES
Cuts and_lace: in_envelopes,
repaired with astic, are AND INNER TUBES
sealed forever,  Masti becomes part Made of pure Para rubber. Mo adul-
of rubber, Cement it i - | terants, No fabric.  Edges beveled
2 Ounee Cans, each............ 040 Best and strongest Cement it s pos Best for repairing red or gray ruhes

sible to make. Put up in quantities to

MICHELIN UNIVERSAL [ suit the individual requirements of
EPAIR K

every purchaser,

Cruantity Price
1 Pint ... L. 8070
3% Pint . AB
¥ Pimt ... a0
2 Ounee Tubes, each.. 16
I Ounce Tubes, each.. 18

MICHELIN INSIDE EN-
VELOPE PATCHES

A complete repair kit, comprising
every fequisite for making quick and
permanent repairs to envelopes and
aner tubes,  Put up in compact and
convenient form. Comprehensive in-

aoldad aNodJ3s | ST61-L061

- struction book with every kit
A thoroughly satisfactory PRICE, 3180
cement, made of pure dis- MICHELIN Q. D. TIRE LEVER _
Used at Cement.  Slipped in
solved para gum. Put up ——, between envelope and tebe to make
. . — W emergency road repairs after blow-outs
in tubes and cans in small Warns you if needlessly destroying | Je wes the best emergency patches
g The most useful TIRE TOOL tires and wasting money. for all makes of tire,
or large quantities. made for all tire manipulations. Simph e valy d
Especially adapted for all Quick De- Stmply remove valve cap and press | For 3 inch Envelopes, .
tachable Rims, No other tool needed. | tester firmly over valve, E—or g mchE[ v I:lnpu
‘or 4 inch Envel
PRICE, $0.35 PRICE, $1.75 For 434 or b mch Envelopes. . £
"
Michetin MICHELIN TIRE CO. - Milltown, N. J.
Milltown
New Jersey
- [— - - P e - R [

MICHELIN UNIVERSAL MICHELIN MICHELI N

REPAIR KIT Cement Red Para Patches

Pure Dissolved Para Gum—Unequalled
for Repairing Inser Tubes and Envelopes.

COBE WORD. FanLr

OF the same superior Quality
as Michelin Red Inner Tubes
A Complete repair kit. Includes every requisite for making
quick and permanent repairs to envelopes and inner
tubes. Every articde of standard Michelin quality.

Eoch ki incluien o [l sine can of Micheiin Mastic |

'nw.a patches are mado of pure para rubber.
ining neither fabric nor sdul they are
very elastic and durable. The edges are beveled

£ camof Michetls o aasartment of Michet to prevent curling when cementing. Thesse
P Fove Bod Iuar Tabs Pachos; & Mickotn Inkds il patches are the easiest to use and they do stick.
A X . it P —————— Pt ap in handy ncalope packapes containing sls ar.
Comprehensive 32-page instruction book with every kit. . sweted patihes.  Very popular with the tonmmer P
All articles contained in a substantial metal box. Used by Motorists E"mhere Mkt Mo 8.5
L s T MICHELIN TIRE €0, Milewn, N | - -

100-101. Quarter-page advertising modules published in the magazine Motor, May and August 1911
102. Full-page advertisement for Michelin Accessories published in the Horseless Age magazine, May 21, 1913.
103-105. Full-page advertisements published in the Automobile Topics magazine, April 13 and 20 and June 22, 1912.
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June 4, 1913. THE HORSELESS AGE. 21

MICHELIN

A Story Without Words

Look for this Sign
1 on leading Garages

—

MICHELIN TIRE CO. \
Milltown, N. J.

A STORY WITHOUT WORDS. This advertisement, presented as a figurative narration broken down into three acts/three
vignettes, originally appeared in Michelin's European advertising in 1913. Although it was an adaptation of a foreign cliché,
it already shows the American public the character and attitude of the Michelin mascot. Bibendum comes to life and becomes
dynamic, expressing himself in a given situation through interaction with other characters, in this case a motorist in distress.

106. Full-page advertisement published in the specialized magazine The Horseless Age, June 4, 1913.
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IN

g

Motorist: Say, that last *“——"" Tire Motoist: [ know—but a real good Motorist: Sounds good, [ must admit.
I got has blown out already. _ tire costs a lot of money.
i ) N . Dealer: Look here—you use Michelin
Dealer: Well, I told you it wouldn’t Dealer: No it doesn’t, not if you buy Red Tubes, don’t you?
pay fo buy lires jusl because they're a Michelin. Michelin is the best tire you e
“cheap.” can get al any price, yel il cosls 25 or Motorist: Sure. Everybody does, [
30% less than other good makes. guess.

oy

[=]
Dealer: And it pays, doesn’t it, to use Motorist: All right. Let’s have one.
Michelin Tubes? I'll give it a fair trial.
Motorist: Sure. Dealer: Good! Inthe Michelinyou're
Dealer: Well, Michelin Universal gelting the best fire in the market—
casings are just as good as Michelin tubes Highest Quality at a Moderate Price.
— and you'll find if pays fo use them, too. You'll like them, I know you will!

Note to Dealers: There are thousands of loyal Michelin dealers in all pasis of the

country, yet in yous temitery we moy not be adequately represented.  Michelin

Casings and Michelin Red Tubes-—both of the highest quality —oficr you a real
bes. i Wiite for full il =

MICHELIN UNIVERSAL TREADS
AND RED INNER TUBES

o | T, 0%

Toch
Sirrn

B . lomer Tusbes
32x3l  $1830 | . . . $355
31x4 .o w *§22.25 3.35
32 24.90 2490 | 465
33 25.65 2565 | 4.25
34 2595 2505 | 5.00
36 27.85 | 2795 530

x4l 3300 3300 655

36 35.70 3570 690
ar P 36.60 630

35x5 4050 | 4050 | 655
BEEE=e—| " 0 I

® Soft Bead Clincher — ovemize for 30 x 313

MICHELIN TIRE CO. | IMILLTOWN. N.J.

TRANSITION. The above image constitutes the first advertisement with the explicit signature of Arthur N. Edrop—the 'ANE'
monogram that he used at that time to identify his illustrations—, although it is probable that he had already collaborated with
the Wales agency in previous Michelin publicity. Surely Edrop knew about the 1913 advertisement shown on the previous page.
These vignettes with illustrations in the form of Chinese shadow theatre silhouettes mark what would be a period of transition,
gradually abandoning European referents used until then and seeking to establish a style of American advertising for Michelin.

107. Full-page advertisement published in the generalist magazine The Saturday Evening Post, October 14, 1916.

- 1477 -

aold3d adiHL | 6161-9161



1916-1919

THIRD PERIOD

20. THE MICHELIN TIRE COMPANY’S PRESS ADVERTISING

Ist: Michelin Red-Rubber Tubes are compounded of certain qual-
ity-giving ingredients which them from becoming beithe o
E‘:Pﬂdlﬂh”ﬂh?ﬁrﬂmﬂ
s ma a
Red s socl o e Mchel ooty o>
2nd: Michelin Tubes are not simply pieces i ieeg with
e B B e
circular dhh&kdhuﬁuﬁhﬁﬁtpﬂfu!}

Tubes when in service ave neither strefched on

&Eii
:

‘i
i

!

#

:

i
3
f

first inmer tube was made by Michelin in 1891,
investion of the detachable ba tre. Thas
red ever mince.  Backed by twenty-
'lu-ntmp.ﬁ:gﬂulhhﬂu_ﬁln-ﬂ
their present poefminent position.

He

i

MICHELIN TIRE COQ.

{7, 7o, e trter e ey Mbhllown - Mew Jersey
imgn daed Mickekn rod tubes—bath of the Canudban |

ity tva -
Alichelin Tive Ca. wf Carsds, Lad
FA2 5. Cotbavies 5. Wast, Mastreal

BRITISH REFERENCES ... The above image presents an example of Bibendum derived from British inspiration that had been
utilized in the previous period and whose influence still impregnated Michelin's advertising in 1916 and part of 1917, a period of
changes and redefinition for the new advertising agency. In this case, the order and symmetry of the composition stand out,
as well as the intelligent use of color in two inks, emphasizing the characteristic reddish hue of Michelin’s Red Inner Tubes.

108. Full-page advertisement published in the generalist magazine The Saturday Evening Post, October 14, 1916.
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YOU KNOW ME!

I'm the Michelin Tire man, one of the
most widely known figures inadvertising.

Low price coupled with High Quality
gives the Michelindealer a bigadvantage
over competitors — Michelin’s educa-
tional advertising is a vital factor too.

MICHELIN TIRE CO., Milltown, N.J.

... AND FRENCH REFERENCES. Above, the illustration of Bibendum with an unprecedented tuft of hair crowning his
head—drawn by 0'Galop—was profusely utilized in various French advertisements and particularly, in corporate stationery for
the parent company in Clermont-Ferrand. It was also adopted as one of the established corporate poses employed, since 1907,
in advertising and stationery for the Michelin Tire Company in Milltown and remained, residually, until the early twenties.

109. Advertising module published in the specialized magazine The Horseless Age, April 15, 1917.
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MICHELIN UNIVERSAL TREAD—
The new e everyset s taliong abost,

MICHELIN| [|MICHELIN

Just as Far Ahead Today! il The Pioneer 21 Years Ago
T“"N"Mmum”“‘* "‘""”‘M"*d”“s""’.‘.".‘.“’."‘."gf | E. veorkd's first poeumatic sutsmobile bl the crude car dhuiraied above, and
Rt e b aad Mk e waa made by Michelin 21 yean oo it umphanly demonsraed the ity
et B TSP LT ago. At that time Levauoe (Pashard),  of bis reat conception.
are ot e the cavy and the sdmi | Benz. De Dion—in fact ll of the oot 1, i he Bistorc Paris- Bordeaux
aticn of the tre astomabile pioneers— waid that an ait- g orpggs,
chel Just gice tis b  ial o tie made. of cth and bbes was a
The New Michelln Unerin! Treod bas that & alf we ask. madman'’s botasy. -t
NOTE TO DEALERS . Wide e bare thessasds of ey Nooe of these gt e ol gie Ll the o ot s 5
e et e A ] Mickeli's sevolutionacy ideas o tra, o he bty

WICHELIN TIRE COMPANY MILLTOWN. NEW JERSEY uoon | 70 s the it s i r-making—orthe ot tp, s et page:

. (MicrELin-rouncEs-1BaE )

'OME QUALITY OMLY=-THE BE e e {ONE GuaLITY ONLY-THE BEST S

12 to 15% Extra Weight

.M:ﬂlmmllwwhllwmpluw‘lrl- Have yous dealer

Universal T Ml thes non-skids of
lhruum(nm o will e the Michel 1 to 15 heaviet thas the average,
exanct pescentage depending on the tize of the tiwes used i this test.

il et The Most Satisfactory Tire Equipment:
Michelin Universal Treads and Red Tubes

The Michelin Universal Tresd Casing, the luul.rndnu of the howe
that made the fint preumatic tire, combines all the of noo-skads
of both the raisechtread and soction-tead types.
mn“m%ﬂhmm‘mmwwmw
A Word About Tubes 'ﬂ
ichelin Ried Inoer Tibes are of certain quality-giving in-
dhents which S lhmﬁu:mwmddwhiulewpom-w ?.:T L
it velvety shces indeimiely, They ase shaped 1o 1t the e o
the cain wnlmtmrdmgonﬂwmuc'nmfem coeasing beat lo
the rim. practically eliminstes pinching when fitting. ‘

Normal Traad

Jrogtny Extra-Added
Frpe Fiaa Trosd Pl Sk Tred

=

Michelin Cunings and Ried Tishes Are Ni High-Priced!

B o Thss P i Wk o o m P

MICHELIN LNIVERLAS, TREAD
Tt te v i taling showt

Examine the above cross-section of the Michelin ~ As a conclusive test, and 1 ancd
you desker 1o muln-mmhiddmd el e Caseg

shenw you a erossection of the tee itself, Motice

the semarkable thickness of nabber, the numerou dl}xmﬂzﬂsllunwmm yw

plies of fabeic asd the double beeakeratsips—all  guake this test we feel sure that you will we

exidences of mpesior dunability. cheling exchisively.

Lok for This Sign
T i e, Bt e
ks oy n dr lepesty T
. Wi o ful

MICHELIN TIRE COMPANY—MILLTOWN, NEW JERSEY
Casodian Headgoarters —Mickelin Tire Compary of Camoda, Limted 762 8. Cotberine Siret Weat, Metrosl

MICHELIN TIRE COMPANY—MILLTOWN, NEW JERSEY

Conadian Headguariers—Mickelin Tine Compang of Conods, Limied, 782 5t Catherine Strect, Weal, Montreal
NOTE: 8630 FOR VOUR FAIE COFY CF MCHILIE TIRL-AUSEAT HAMIVSOOK — % FACES OF USEFLL [SFCRMATION SENT SLL

ONE QUALITY, ONLY THE BEST. This double page presents a sample of several advertisements for the first Michelin
campaign conducted under the supervision of the new Wales advertising agency, and the first to be placed in the expensive
advertising pages of The Saturday Evening Post. As can be observed, the graphic design applied to the campaign denotes
consistency in composition and coherence in the use of elements such as typography, illustration style and reading levels.
This is reinforced by a unifying frame with two legends: the motto "One quality only, the best" and "Michelin, founded 1832."

110-113. Full-page advertisements published in the general magazine The Saturday Evening Post,
on the dates: April 8 (the two in the upper section) and May 13 and 27, 1916.
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ONE QUALITY ONLYr-THE BEST F/———

not High-Priced!

Just compare Michelin’s Moderate Prices
with what you have been paying:

MICHELIN UNIVERSAL TREAD
CASINGS AND RED TUBES
Prices sffective Feb. 1, 1918, snbject do change without nofice
nch . D. . D, |
éiﬂl Sﬁu?gk_! Side | &M’i« | InmRsfdulm
32 x 3% | $18.30 | _$3.55
2490
25.65
25.95
2795 | 2795
33.00 L ‘

| 34.75
35.70
4050 | 4050 |
4190 | 4190

Alss made insoft bead clincher size 31 x4, price $22.25

You will find that Michelin Universals cost only a little more than the
cheapest tires, and from 26 to 30% less than other quality makes.

In addition to this advantage of moderale price, Michelin Universals have
an exira, added, long-wearing iread, and extra rubber and fabric,
each casing weighing from 12 to 15% more than the average.

THE EXTRA QUALITY MATERIALS IN MICHELINS MAKE THEM WEAR LONGEST

MICHELIN TIRE COMPANY—MILLTOWN, NEW JERSEY
Canadian Headquarters— Michelin Tire Company of Canada, Limited, 782 Si. Catherine Street Wesl, Monireal

MICHELIN=-FOUNDED=IE32

BRITISH PASSPORT. The illustration of this Bibendum was the direct application of one of the British clichés supplied

by the French parent company to the American subsidiary. The precise line drawing and details in the hands, boots and shadows,
as well as the inclination of the ellipsoidal spectacles, were evidence of the unmistakable reference to the archetypal British
Bibendum. This same illustration had already been previously published in an advertisement for the British Michelin Tyre Co. Ltd.
in The Illustrated London News, on September 21, 1912. There were only two variations: the tire model presented then,

—the Square Tread that later gave way to Universal Tread—and, in the American advertisement, a Michelin Red Inner Tube
appeared rolled around Bibendum's neck, serving as a scarf.

114. Full-page advertisement published in the generalist magazine The Saturday Evening Post, July 15, 1916.
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» Ameman Mataest Famstry, 1y

September 13, 1914 MOTOR WORLD 45

THE

TN T | | |MICHELIN

Universal Tread

Success Assured!

i

“First give more for the
k - money than any one
e '- then let people know about
R, it.”" That was a great mer-
1HEL chant’s formula for success.

I And it's the Michelin Proposition to

m_c".'c_wl i a “T"—for

Michelin dealers affer unequalied shes—tires of the high-

eat quality at prices way below the market—and the
Michelin Tire Company, through its advertising in maga-
zines and in the dealers’ newspapers, sees to it that the
public knows about these

e e
You know Michelin Qual- b T et
ity. Study Michelin's L
prices; look at these Mich-
clin advertisements; no-
tice also the cut-outs and
other Free selling helps—
emblems of Michelin's
Dealer Cooperation.
Then write or wire for

oy <lrlnil-.nf Michelin’s
- <L
: 5 MICHELIN, Milltown, N. J.
) 3

‘ %MICHELIN

bl B
BRRE|:

Universal

k Hve you trind the HLW

Tread-
BUY ONE HERE! | nof Vit

IF HOT-BUY ONE HERE

MICHELIN

Means
Dollars for
Dealers

‘gz

/i

STABILITY. Between 1916 and 1917, Michelin’s press advertising significantly increased, reflected in the form

of full-page advertisements in leading specialized magazines of the automotive sector and discontinuing the
previously used modular formats. Under the control of the Wales agency and Arthur Edrop'’s direction of art and
graphic design, the presence of the mascot Bibendum multiplied as part of their basic advertising composition.
This established the hierarchy of Michelin’s logotype—increasingly more stable graphically—occupying

the width of the format as a title and as a termination positioned at the base of the composition.

115-120. (shown above) Full-page advertisements published in specialized automotive sector magazines
during 1916: Motor World, September 13; American Motorist, January; and during 1917: Motor Travel, January;
Motor World, January 17; Motor Age, January 25; Motor World, January 31.

121-132. (opposite page) Full-page advertisements published in specialized automotive sector magazines
during 1917: Motor Age, February 1; Motor World, February 14; Motor Age, February 15 and 22;

Motor World, February 28; Motor Age, March 1and 22; Motor World, March 28;

Motor Age, March 29 and April 12; Motor Travel, September and October.
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Wbk T B b

e ————

Y TR ———

[

Milltown, N, J.

/N
-Roll:ng Stock-

=MICHELIN

co-operative Dealer Plan
will keep your
stock moving

et ot oy &
=it v Ml Thoe

Fiemse b this b e, horaans i i mpermant

Dependable B Combiation

The Tt s b g ith the Bt

That's why you cught s wes Michebin Univessal
Coasigs with Michein o lomer Tuben

Ebbor ot e s s o M o
ey are the best i Shei class, bt wham you s the
o loguher. you g (hn grmtet poble tire

Michalin Tires smbady quality s
preme, ot they sell at prices pulid
rorage.

Eelrw the
MICHELIN TIRE COMPANY
MILLTOWN, 1

MOTOR WORLD

MICHELIN

LET MICHELIN DEALER-
CO-OPERATION SAVE
MONEY FOR YOU

[P Y —
«..-.--mu.... --u.-m— ey
Fiheto b o g b

L ———

Faar then you know that ae matter what

Buappens o yosur tires yessr apare i the best

hat you can et You knew at o s
that you have u tirs in seserve that wil swe
you theough the roeghest gring:

MICHELIN TIE b, Miown, N, J.

GOOD RIGHT DOWN
‘TO THE CORE'!

profit in the tire ]msmess

(and rerntauon Jtoo, if
you sell a good Tire |

e e e
e e e o

Pt bty et a3 st et
s bt i ot il i e
p=—t

Tt i s e et o
e s o kg chod o
Ty ep——
roomper- gt -
Compenty #rary - ot e
ooy med e e o ey e Wikl e

MICHELIN
CThe
Masterpicce

TheBroad
Flat Tread .}

Not only holds
the road-but lasts
as long as the tire
lasts

MICHELII\ '

Thebig bl Michels Lo Toud
2ot andy gripe

nn.h-n--r-u

a g of rabber in constastly
ety vy

Aired the e akid tread in extra-thick s
el

Thin maare that the sos-skid quibtios of
ot dimppeas

abter & b humdred oo bt laat pasc- MLLTOWN, R L
tically throghasst the i of tha tire. *

JEVER since Michetin h
mvenied the pacu-

the House ot

in the
s that momey,
d experience

oduce
You cannot buy & better

G than the Michelin MGDERATE

Univerasl, no matter

what you pay.
Yei so perlected are ’
Bichelin's methods and

organiaatian—so great  aimest as fow as the cheapest
s Michelis skl and

Praturzes—that Michelin
Tirea see actuslly priced
below the average.

You can afford to use no
other,

MICHELIN TIRE COMPANY
MELLTEWN, K,

Sttt o o o e

MICHELIN

UNIVERSAL TREAD

o ¢ rmorin o Mkl e s b g 2 et
s

L Yo v s 1 1 et B el
Thia i s it A T
-y LTy

T e v Sty 18 i b, that . o, i
of ki e e b e by f ety Mlabin

Michelis Tire Company, Milltown, New Jersey
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HELIN

UNIVERSAL

This wonderfully successful fire
— same hlﬁh quality in all sizes —
now ready for small cars —

J0x3:

Ana ‘OVERSIZE 31x4

Two New Sizes
30x3% and 31x4
Highest Quality—Modarate Price

Michelin believes that most owners of
Fords and other small cars are good busi-
ness men, and as such are willing to pay
for an article what it is intrinsically worth,

That is why Michehin has kept out
of the mad competition ta

the cheapest tire, and hae devoted all
hizenergiestoproducing the best tire.

The Best Is Always Cheapest
In the End

Michelin Universals in these smalicr
sizes are made of the same high
mhlarublmandhbﬂeul.hcmw

M sizes and poisess the same unsur.
LY passed resilioncy and  durabilicy.
\
‘\ Sold by good tire %

- dealers everywhere

MICHELIN TIRE CO., Miltown, N. I.

Canadion Headsaankor=2fctn T Co.of Canela. L
Cathering Stireet, W,

Briscoe %4, Buick 3435, Chevrolet490, Dor¢, Ford, Maxwell, Overland 90. Regal J, Scripps-Dooth 4
and other cars are now using 30 x 3 or F124 (oversize) tires. In these, as in ail vizes, :ht.ﬂ.nsa ve greatest

THE ESSENCE OF EDROP. The above image presents an advertisement containing the majority of graphic
elements comprising Arthur N. Edrop'’s style that would characterize Michelin advertising after 1916: the bold
lettering of headers—uwith outline versions—, slogans and certain paragraphs standing out from the typographical
composition of the general text; the hierarchy of the Michelin logotype in the composition and the presence of
Bibendum portrayed in a manner that was distinct from previous models adapting French and British clichés.
Moreover, in this particular case, the illustration is signed "Arthur Edrop” in the lower right corner. The opposite
page presents a compilation of Michelin full-page advertisements published in the important magazine

The Saturday Evening Post. They demonstrate the coexistence of different logotype styles and the gradual
introduction of Edrop’s trademark lettering, a graphic element that would prevail in the following years.

133. Full-page advertisement published in the generalist magazine The Saturday Evening Post, April 7, 1917.
134-144. (opposite page) Full-page advertisements published in The Saturday Evening Post

magazine during 1916: August 5, September 2; and 1917: January 6, March 3, April 21, May 12 and 26,

June 6, July 21, August 18, and November 24.
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MICHELIN
Red Inner Tubes

Z\4
(Lo

\
(O

L LA DR L]

Are You Using Inner Tubes That Fit Naturaily
Or That Are Forced To Fit?
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T

MICHELIN

Tread is not only Thick
Buf it is Broad and Fla¢

as well :

It is easy to file off a point, but not so
easy to file away a broad, flat surface,

Just so with tires.

One reason why the Michelin Universal gives such
excellent mileage is because it always presents a
bread, flat surface to the road. Its non-skid tread
does nol consist of a few raised points or small
knobs that are easily worn away.

To show thiz graphically we bave ruled
off one unil of the Michelin Universal
Tread in the accompanying ilfustralion,

Cound the number of squares on the
raised parl of the tread. They lolal
over 3 whole squares or mare then
three-fourths of the entire surjm:! that
fa reeledd o,

The large, flat wearing-surface of the Michelin
Universal is one of many reasons which lead the
thoughtful motorist to the belief that Michelins
deserve a trial. Once you try them,

| Michelin Tire Co., Milltown, N. J.

you will use no other. They give the
utrnost tire economy.

Cazads; Michalin Ters Co. of Cansda, 1ul
T B Caibarias 5L, W, Mosarssl

The Michelin Universal |

|

'M" AS IN MICHELIN.

The rubber studs of the new Michelin non-skid tire Universal Tread became the emblem of the product. Its appearance, a capital
letter 'M" indicating the initial of the manufacturer’'s name, corresponded to a capricious design despite the technical justifications
attributed to the product. The graphic and typographic play on words that this letter offered was an element used in several

of the advertisements launching the new rubber tread and led to the popularization of its characteristic pattern.

145. Full-page advertisement published in the generalist magazine The Saturday Evening Post, June 16, 1917.
146-149. Full-page advertisements published during 1917 in specialized automotive sector magazines:
Motor Age, February 8; Motor, February; Motor World, March 14; and Motor Travel, August.
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Wherever you see
the imprint of the

There has never yet been a tire to equal the Miche- M -Tread Uf th ¢
lin Universal for real honest mileage-giving qualities. Michelin Universal,

The reason is in the Michelin “M™ tread, as much

as in anything else. you know there
) ) has been a motor-
Just look at its broad traction surface! No sharp

knobs ar points to wear off quickly—but & whole [ ist there who is enjoving real
lot of the toughest rubber to wear away before you : -
et down to the real body of the tire. tire economy and

satisfaction.

There's a reason for Michelin superiority!

o The Michelin Universal
icnl;::nbg“teh?':el:ﬂnr;h:;ll:;s cost less than most other is the most durable rir_c
) that can be made, yet it
is lower in price than
most other tires.

MICHELIN TIRE CO.
MILLTOWN  NEW JERSEY

Michelin Tire Co., Milltown, N. J.

T|ORE MONEY
: an
- [Permanent Success
£ for

Dealers

The fact that Michelin Tires sell at mod-
erate prices, although Michelins are rec-
ognized in every corner of the World as
tires of the highest quality, meana that
sales come easily to the dealer who is
lined up with

But if you are looking shead for it wiceess the
Michelin proposition meass mace than fok easy slen
B means reputation. |t measa not only wscces taday
but grester success tomerrov, becunes svery Mitheln
user in . business ally to the Michelin Deales.

That is why the Michalin proposition s the best prope-
sitice For the five dealer who has real ideals and ambi-
tioma. Write us for pastsculars.

"M Trad T Means
ICHELIR
ore Mileage

oderate Pri

Michelin Tire Co.
MILLTOWN, NI
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There ance was a man named Caesar
Whose face wore a very long beezer;
And he poked that old nose

Into all kinds of woes,

Till Caesar was some wise old geezer.

Mow in his garage, it's been stated,

Hung tal:;h'mef tubes all deflated ;

When Caesar espied of the Tire U

These tubes he just cried :— M‘:”"ﬁm M:;'N‘E

“ Now here is the chance I've awaited.” gervice oxi of saur rrgard-
-mur:{—":*mhriﬂsrnﬁm

For one was as straight as a bee-line, MICHELIN TIRE <O,

And tother was curved like a C-line; Mill Mew ]

Said Caesar: “I'll try T, ersey

To discover just why
The two don't pursue the same key-line,”

He learned from the experts he sounded
Only Michelin Tobes are made rounded ;
Said he: * It's a cinch

They can't wrinkle or pinch,

No wonder their fame is unbounded.”

For a Michelin Tube—it is moulded w
. 1

.;’. B.» Michelin Curved
whe af Iefi; ordimary
Straigh! Tubs ot right,

As round as the shoe that will hold it;
But all of the rest

Are straight, and at best

In fitting are stretched or else folded,

Said Caesar: * Now don't make me titter,
But sure I should feel like a quitter,

Were I to refuse

These round tubes to use,

For now I've proved Michelin's ' fitter.""”

A NEW BIBENDUM. The fortnightly Life magazine, in which Michelin had previously placed advertisements, hosted a
peculiar campaign launched by the American subsidiary during 1916. It was a series of ten advertisements with a design that
was quite different from any of the Michelin Tire Co.’s previous proposals, and featured illustrations by Arthur Norman Edrop.
The designer enjoyed the freedom necessary to use his own style of humorous and caricature drawings, together

with advertising texts constructed in rhymes and poetic structures, which more than likely were also written by him.

This first series of advertisements set the tone for what Edrop would propose for the advertising of Michelin's American
subsidiary: an intensive and constant use of their mascot apart from the British and French references. The campaign
occupied the privileged space of the inside cover page, which meant high visibility for the advertisements that was reinforced
by the possibility of the use of color—limited to two inks—and the correct reproduction of images on high quality paper.

150. Full-page advertisement published in the humorous magazine Life, July 19, 1917.
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MICHELI

The campaign debuted on April 5, 1916 with a double-page advertisement, which was the only one in the series.

The remainder of the advertisements, published in an irregular sequence of appearances that ended with a final insertion
on September 20, were limited to a full-page format. Michelin was one more of the many tire companies that regularly
advertised in Life magazine. However, they were one of the few that bid to occupy the expensive pages in color, contending
with their main competitor Fisk Tire & Rubber Co. for these positions. During 1916, for example, full-page and modular

advertisements could be found for rival firms such as Goodrich, Goodyear, Republic, Pennsylvania, Ajax, Batavia or Hardman.

151. Color advertisement published on a double page in the humorous magazine Life, April 5, 1917.
152-158. Full-page advertisements published in the humorous magazine Life, on the following
consecutive dates: April 26, May 10, (in the series shown, the one published on May 24 is missing),
June 7 and 21, July 5, August 16, and September 20, 1917.
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MICHELIN

9 Ways to Judge Tires -No 1

This series of nine talks on how lo judge lires is designed
to lake the uncertainly oul of tire-buying by helping the
molorist to delermine before-hand what mileage he may
expect from the various tires he is considering. The next
advertisement in this series will appear on May 26, 1917.

" stands to reason (34 x 4 size) weigh as follows:

thgl the mileage Michelin - .. . 26 s

TeSf which you get out %:mdﬁre - e - gg k.
of ti d > i ire . = . - M

? lareel el’”‘fl” Fourth Tire CoL 22 B

very largely on the Fifth Tire e e . 214 Bs.

amount o ality Sixth Tire - - - = 215 lbs.

rubber and fabric %ev:ﬂbTﬁu - e e g:) ﬁ:.

which it contains. ighth Jire . . - - .

About the best method of determining NinthThre - - - - 1838

THIRD PERIOD

the quantity of these mileage giving
materials is to weigh the tire.

Extra weight almost always means
more rubber and fabric,

At ﬁ_rst glance this may appear slranﬁ:.
for it would seem that extra weight
might be due to many things. For
instance, the beads of the tire might
contain exce[:limml!y heavy wires: or
the rubber might be compounded with
weighty adulterants ; or the side walls
might be thick and heavy, instead of
comparatively thin as proper construc-
tion demands.

Tests, however, show that these fac-
tors play but a small part in the
weight of a tive,

In selecting tires. therefore, have your
dealer weigh for you all the different
makes you are considering. And.
everything else being equal, give your
preference to the heaviest.

MICHELINS
12 TO 15 PER CENT HEAVIER

Il you make this test you will find
an  astonishing difference in tires,
For instance, nine popular non-skids

MICHELIN TIRE CO.

FREE: — Michelin's 56 -page illustrated
“Tire Users’ Hand-Book il

you reduce tire bills. Not an advertise-
ment only. Write Jor free copy ftoddy.

Considering all the non-skids made,
the Michelin Universal weighs 12 1o 15
per cent more than the average, the
percentage varying slightly with the
size of tire.

This extra weight, due to extra quality
rubber and frahri(.-. means that you
have a right to expect extra mileage
from a Michelin. Yet Michelins cost
no more than average tires.

SO DO

Michelin Universal Treads
and Red Inner Tubes

Inch | Straight | Q.D. |
Sizes __ Side _Clincher | Tubes

“aoxavg| . !
2§

| e nmmmp ool
PPt

SHL RB32I552858

poiuze
P

A T T OO TV

e [T T T 3 ", q =

help

Milltown. N, J.

“9 WAYS TO JUDGE TIRES.” This double page shows the first numeral campaign—a series of consecutively numbered
advertisements—by Michelin composed of nine advertisements published in the magazine The Literary Digest between April
and October of 1917. In it, the qualities of their tires were described in detail. The continuity of content provided by the inserts
benefited from a highly structured and repetitive design and the use of variable graphic elements embedded in an established
basic composition. The format chosen was the full-page advertisement, which was printed in black and white except for those
destined to be published on the cover, which had color: a solid yellow background—one of Michelin's corporate colors—,

in advertisement number 6, and certain details in red—illustrations for the Red Inner Tube—in numbers 5 and 8.

159. Full-page advertisement published in the generalist magazine The Literary Digest, April 28, 1917.
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MICHELIN MICHELIN MICHELIN

9 “nys lo_]udge ||ms No2 9 Ways tojudée Tlres-Nu 3 | O Wa ays to Judge Tires-No.4

e e orampariag e e o
B e seierd vt itk e s ot ol = e e i s i 8 o e, g e g o
st v ke

MICHELIN INVENTED THE
ATIC AUTOMOBILE TIRE

MICHELIN | MICHELIN | |lMICHELIN

9 Ways o Judge Tires-No3 9 Wieys o Julge lires- a0 9 Ways to Judge Tres-Na7
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MICHELIN | MICHELIN

9 Ways to Judge Tires-Na 9 8 Ways to Judge Tires

How mch dons the tire weigh?
(Muckeling weigh 12 5 1 5% mare)

2. How thick is the tread }

(The f&l«ﬁ- Umrmerial har o dowbleshich

3. How lasge b the truction-sariuce !
[fn the Mickelon Dniverast, thrre-guarives #f
the tread bears an the rowed)

4, Doss the e rube 1 eaturaliy?
(Mitholin Tuber do, ihvmph sches tubes ars
streiched b £2)

"
g
g
3
H
3

¥
(Micklin Tires, e bers you can buy
i price.)

& Orgasirstion behind the tire ?
(Ecomsmicad Eficsency i vhe Michelon wasch=

7. Esperienca of the tire-makes }
(mw&

8, wan sers sy
wm..‘mmkmm

Churchill Drug Co.
Tire Dept.

The advertisement with the slogan "8 Ways to Judge Tires"—above, in the lower right quadrant—is the adapted
and summarized version of the numeral campaign having a full page format in the magazine The Literary Digest.
This advertisement was inserted in the form of an advertising module in different local press, contracted

by the businesses comprising Michelin's commercial network.

160-167. Full-page advertisements published during 1917 in the general magazine The Literary Digest,
on consecutive dates: May 26, June 23, July 7 and 21, August 11 and 25, September 8, and 13 October.
168. Modular advertisement published in The Burlington-Hawk-Eye newspaper (Burlington, lowa), July 20, 1917.
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Twetve Tire Tests, No.

This geries of twelve tire tests is designed to take the wn.
certainty out of Jbt-&lj‘lw b_v ‘helping the metorist lo deter-
ming beforehand whal mile e may expect frem the
wariond lired ke i conm!r»ng The nest adwerlisemont
in this sevies will appear in next month's issue of MoToR.

WEIGHT

One of the best ways to judge a tire is to weigh it, for mileage
depends in a large measure on the quantity of quality materials.
Of course, weight might be due to many factors that do not im-
prove quality, such as unnecessary wire in the beads, or weight-
giving compounds. But once assured that only quality-giving
materials are used, then weight is an excellent guide to durability.

In selecting tives, therefore, have your dealer
weigh the different makes you are considering.

MICHELINS
12 to 15 Per Cent Heavier

When you make this test you will find an astonishing difference in
Eirﬁa. For instance, nine popular non-skids (34 x 4 size) weigh as
ollows:

Eighth Tire
Ninth Tire Ibs.

Considering all non-skids made, Michelin Universals weigh 12 to 15
per cent more than the average, the percentage varying with the
size of tire.

This extra weight, due to extra guality rubber and fabric (and
no one guestions Michelin Quality) muna that you lnve &
right to cxpect extra mil from Mich Yet

cost no more than average tires.

MICHELIN TIRE CO.

Milltown, New Jersey

/SN

MICHELIN
N7

Luok for this sign
on leading garages

chglins'rires Wexsh

“MICHELIN TWELVE TIRE TEST."” This numeral campaign, made up of twelve advertisements and a final closing publication,
appeared as full-page advertisements between January and November 1918 in the magazines The Saturday Evening Post,
Maclean's Magazine, The Country Gentleman, Motor and Motor Life, as well as in published modular adaptations

—aqenerally with a reqular and weekly frequency—in dozens of newspapers. The style of Edrop is evident in the lettering

of the logotype and slogans as well as in the use of the mascot.

169. Full-page advertisement published in the specialized automotive sector magazine Motor, January 1917.

170-181. Advertisements published during 1918 in the magazines: The Country Gentleman, February; The Saturday Evening Post,
March 2; Motor, April; The Saturday Evening Post, May 4 and June 1; The Country Gentleman, July and August; The Saturday
Evening Post, September 7; Motor Life, October; Motor, November; The Country Gentleman, September 7 and October 5.
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“Fvelve Tire Tests - No.

Tube-Life

4
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ICHELIN

1 2 TIRE TESTS N2 1

This series of twelve tire lests is designed to take the out of tire-
buying by helping the motorist to J:!crm"m bqfonhand Dbal Mdeﬂ he mny
expect from the varlous tires he is he _ne.
this series will appear in next month's issue of Motor Tranl :,- :

Weight

One of the best ways to judge a tire is to weigh it, for mileage depends in a large
measure on the quantity of quality materials. Of course, weight might be due to
many factors that do not improve quality, such as unnecessary wire in the beads, or
weight-giving compounds. But once assured that only quality-giving materials are
used, then weight is an excellent guide to durability.

In selecting tires, therefore, have your dealer weigh the different
makes you are considering.

MICHELINS
12 to 15 Per Cent Heavier

When you make this test you will find an astonishing difference in
tires. For instance, nine popular non-skids (34 x 4 size) weigh as

follows:
Michelin . . . . . . 26 lbs.
Second Tire . . . . . 25 Ibs.
Third Tire . . . . . . 223 Ibs.
Fourth Tire . . . . . 22 lbs.
Fifth Tire . . . . . . 213 Ibs.
Sixth Tire . . . . . . 213% Ibs.
Seventh Tire . . . . . 21 lbs.
Eighth Tire . . . . . 20 Ibs.
Ninth Tire . . . . . . 183% Ibs.

Considering all non-skids made, Michelin Universals weigh 12 to 15
per cent more than the average, the percentage varying with the
size of tire.

This extra weight, due to extra quality rubber and fabric (and no one
questions Michelin Quality), means that you have a right to expect
- extra mileage from Michelins. Yet Michelins cost no more than
average tires.

MICHELIN TIRE CO., MILLTOWN, NEW JERSEY
Michelin Tires are for sale by the Supply Depariment of the Club

M|

The
Michelin

Universal

M|

“MICHELIN 12 TIRE TESTS.” This campaign, aimed at informing consumers who purchased tires, consisted of twelve
different advertisements published exclusively in the magazine Motor Travel. The first five advertisements of the series
have a different design from the rest, as the latter incorporated logotype changes and Arthur Edrop-style illustrations.

182-193. Full-page advertisements published in the specialized automotive sector magazine Motor Travel,
in consecutive months from January to December 1918, inclusive.
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’ -No
12 TIRE [E;S 2

i

‘ Thickness
| The prevoas Mucheln advertiiemest thal sppeased in the Jasuary

e of Motcr Travel showed you bew the guemity of mileage:
|{ Givieg rubber and lubric cus be guoged by wrighisg the tire
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MICHELIN TIRE COMPANY, Milltown, N. J.
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MICHELIN TIRE COMPANY, Milltown, N. J.
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Why You Should Be A
lzﬁc?x:lin ?)%alere

f/ ~ Michelin Is the NN
7" World’s Oldest Tire Maker

No other tire is backed by experience as long as that behind the
Michelin —for it was Michelin who invented the pneumatic
automobile tire back in 1895.

Nor is any olher tire backed by an equal record
of achievemeni—for Michelin introduced the
inner-tube-tupe of tire, the demountable rim, the
valve spreader, the dual or twin wheel, besides
many minor improvements.

] Michelin factories are located in the the best—are responsible for the un-
United States, England, France and Italy equalled durability of Michelin Tiresand
o —with branches in every part of the ‘the soundness of the Michelin business.
LI globe. Michelin is a good house to tie up to—as

proved by the fact that Michelin dealers

Michelin® 1d-wid ience and or- A N .
Leielin's wor c-wide expert stick to Michelin year after year.

ganization, together with Michelin's de-
termination to build the best and only Write for Michelin's proposition today.

MICHELIN TIRE CO.
Milltown, N. J.

Thelatess achi inti i ’ . Demonstrating the worlds first ezt
TRE Biehelin Gnlversals Tnersduced mmmoﬁ!;“f‘:n’-‘;iﬂmi“ 1895~

MICHELIN

“WHY YOU SHOULD BE A MICHELIN DEALER" (13 advertisements). This numbered campaign, designed to attract
establishments and thus expand Michelin's commercial network—as evidenced by the slogan—consisted of thirteen different
inserts that were published exclusively in the specialized automotive magazine Automobile Topics, between January and
December 1918. These advertisements were placed on the cover page. As such, and despite the fact that most of them reproduced
here are in black and white, they had an intense yellow orange background, as shown in three of the advertisements.

194-206. Full-page advertisements published in in the specialized magazine Automobile Topics, on the following consecutive
dates: February 23, March 23, April 20, May 18, June 15, July 13, August 10, September 7, October 5, November 2, and December 18.
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MICHELIN TIRE CO.
MELTOWN, N L.
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Why You Should Be A

Michelin Dealer
No.

Michelin Is The
World’s Oldest Tire Maker

No other tire is backed by experience as long as that behind the Michelin—
for it was Michelin who invented the pneumatic automobile tire in 1895.

Nor is any other tire backed by en equal record of
achievement—for Michelin introduced the inner-tube-type
of tire, the demountable rim, the valve spreader, the dual
or twin wheel, besides many minor improvements.

Michelin factories are located in the for the unequalled durability of
United States, England, France, and Michelin Tires and the soundness of
Italy—with branches in every part of the Michelin business.

the globe.

. ., . . P . to
Michelin’s world-wide experience and Michelin. is a good house to tie up t
organization, together with Miche- —as proved by the fact that Michelin

lin's determination to build the best dealers stick to Michelin year after
and only the best—are responsible year.

Write to-day for Michelin’s 1918 proposition.

MICHELIN TIRE CO. _. —\ﬁ

Milltown, N. J. o/
—ﬂ'f . :;--

'f =

Demonstrating the worlds Frst pneumatic
obile tire - Micheli

tire —
in wersal e 1895 -

MICHELIN

“WHY YOU SHOULD BE A MICHELIN DEALER" (25 advertisements).

This campaign, aimed at attracting businesses, consisted of twenty-five different inserts published exclusively

in the magazine The Motor World, between January 1818 and January 1919. Certain illustrations were repetitions
of those that had already appeared in similar shorter campaigns, which were always the work of Arthur N. Edrop.

207-231. Full-page black and white advertisements published in in the specialized automotive sector magazine
The Motor World, during 1918-1919 on the following consecutive dates: January 30; February 13 and 27;

March 13 and 27; April 10 and 24; May 8 and 22; June 5 and 19; July 3, 17 and 31, August 14 and 28;

September 11 and 25; October 9 and 23; November 6 and 20; December 4 and 18; and, finally, January 1, 1919.
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