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Preface

Somewhere west of Laramie there’s a bronco-busting, steer-roping girl who knows what I'm talking about. She can
tell what a sassy pony, that’s a cross between greased lightning and the place where it hits, can do with eleven hun-
dred pounds of steel and action when he’s going high, wide and handsome. The truth is— the Playboy was built for
her. Built for the lass whose face is brown with the sun when the day is done of revel and romp and race. She loves
the cross of the wild and the tame. There’s a savor of links about that car — of laughter and lilt and light — a hint
of old loves— and saddle and squirt. It’s a brawny thing — yet a graceful thing for the sweep o’ the Avenue. Step
into the Playboy when the hour grows dull with things gone dead and stale. Then start for the land of real living
with the spirit of the lass who rides, lean and rangy, into the red horizon of a Wyoming twilight.
— Jordan advertisement from the Saturday Evening Post, June 23, 1923

The aspirations of an era are captured vividly in its ad-
vertising, which is the focus of a multitude of human con-
cerns and ambitions. At its best, advertising displays the finest
fruits of engineering and the graphic arts. By their nature
ephemeral, advertisements are compelling freeze-frames of
the times that give them meaning.

The automobile, for its part, as a provider of freedom
and symbol of affluence, and as a projection of its owner’s
world-view, has enjoyed a uniquely wide-ranging influence
on American life. This is particularly apparent in the advertis-
ing of the “modern” period in the history of the American au-
tomobile, beginning with the entrenchment of the “Big Three”
in the early 1930s, and concluding with the fuel crisis of the
1970s and the establishment of the Japanese automobile in
America.

Individual automobile advertisements are interesting in
their own right, and for what they reveal about the products
that they attempted to sell. Particular campaigns stand out
from the contemporary norm, and are memorable for their
imagination and impact — such as J. Stirling Getchell’s “Look
At All Three” series for Plymouth in the 1930s, and J. Walter
Thompson’s “Ford in Your Future” campaign of 1945-47.
David Ogilvy’s advertisements for Rolls-Royce (1958-62) and
Doyle Dane Bernbach’s long-running, iconoclastic assault
upon conventional automotive values with the Volkswagen

(beginning in 1959) have become famous, and are well docu-
mented.

Among conventional advertisements of this period,
Studebaker’s photographic series of 194650, De Soto’s dra-
matic portraits of the finned Forward Look (1957), and Ford’s
atmospheric Thunderbird campaigns of the early 1960s are
well remembered today. A few advertisements were contro-
versial, such as Ford’s “Lifeguard” promotion during the early
part of the 1956 model year, which, with its emphasis on the
passive safety of the product, anticipated later trends by more
than a decade.

Some advertisements appear retrogressive to modern
eyes— one thinks of much Studebaker copy of the early 1960s
which, echoing the functionalism of the earliest automobile
advertising, insisted that the product combined the best of all
possible (prestigious and economical) worlds, which it did
not. There were a few instances of déja vu, the more amusing
for not having been apparent to the advertisers themselves.
Car buyers, meanwhile, usually proved cannier than one might
believe from some of the modern period’s more lurid copy.

Most of the themes and techniques evident in copy by
1980 were already apparent, if only in embryo form, at the be-
ginning of the 1930s. Generalizations according to decade can
therefore be misleading. It can be argued that the 1930s were
years of functionalism; the 1940s (wartime prestige advertis-
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ing apart) of escapism; the 1950s of fantasy; the 1960s of real-
ism; and that the 1970s brought a fragmentation of approaches
along “class” and size-category lines. There are, however, so
many exceptions to this glib summary that it has only limited
use as a temporary scaffold around which to build a more
complete picture of the subject.

This book therefore follows a thematic rather than strictly
chronological structure, tracing the development of the prin-
cipal elements in American automobile advertising over fifty
years. Advances in advertising layouts and graphics are dis-
cussed in Part One, together with the ways in which automo-
bile styling, mechanical improvements, and convenience fea-
tures were portrayed and highlighted in copy over the years.
Part Two explores the advertising themes which were con-
cerned less with the attributes of the cars themselves, but
rather with the ways in which advertisers hoped that con-
sumers would perceive and identify with their products. The
practical aspects of automobile ownership are addressed in
Part Three, which concludes with an account of the advance
of imported cars into America after World War I1. The Over-
view and Conclusion includes a discussion of advertising
themes revisited and developed since 1980. Snapshots are taken
of representative campaigns from the recessionary year of
1993, and from 2005-2006.

Choosing illustrations for this book has been an enjoyable
but difficult task. As it is not possible to illustrate every cam-
paign launched over fifty years, the advertisements selected
have been chosen to be representative of their types, and to il-
lustrate the themes of the text. The majority of the advertise-
ments in this book have been taken from the unusually wide
selection published in the National Geographic, whose clear

print showed them at their best, and whose high-quality paper
has preserved them in good condition. Most also appeared in
several other magazines at the same time, with the layout of
each advertisement, and sometimes the length of its copy,
being adjusted as necessary to the size and shape of a partic-
ular publication’s pages. European advertisements for Amer-
ican cars are included where relevant, as is American advertis-
ing for imported cars.

Many parallels can be drawn between press advertise-
ments and contemporary catalogs, particularly where pictures,
slogans, and layouts were carried from one medium to the
other as part of a coordinated marketing strategy. But the ad-
vertisement is not an abridged catalog, and the two have dis-
tinct, if sometimes overlapping, functions. This account is
confined to the advertising published in the general media,
which was not aimed primarily at car enthusiasts or at those
who had already shown an interest in a particular product.
This emphasis has also meant that a wide variety of advertise-
ments can be shown here, an advantage given that many are
often less easily found than brochures or catalogs which, in
proportion to the numbers originally produced, have in many
cases been more widely preserved.

I hope that this overview of fifty years of American au-
tomobile advertising will interest automobile enthusiasts, stu-
dents of advertising and, not least, those who saw the adver-
tisement, bought the car, and thereby sustained that powerful
synthesis of illusion and aspiration which is the American
dream.

Heon Stevenson
Cambridge, England, fall 2008



PART ONE : FUELING A FANTASY

Chapter 1

[gniting Desire

The beginning of a new model year was always exciting
for Americans. In Europe, cars trickled onto the market when
they were ready, and motor shows boosted enthusiasm for
motoring as much as for particular cars. By contrast, the
American automobile market was rejuvenated annually. After
1923, a year’s new model was rarely exactly the same as what
had gone before, and the new car buyer’s first point of contact
with the new model was usually an advertisement.

An advertisement is, and has always been, evangelical. It
must cajole, bully, and entice its reader to spend on the
strength of its promise, to partake of the enchanted life that the
product will bring. Only after the potential buyer has been at
least partly convinced does he fill in the coupon or enter the
sanctuary of the showroom for a brochure. The brochure may
confirm a consumer’s desire for a car, but it is the advertise-
ment which must ignite it. A brochure can run to several pages
if necessary; the advertisement must do its job on one page,
within seconds. It must make the reader stop and look, then
read, then dream, and then become convinced, so that own-
ership of the automobile is integrated into his idealized self-
image.

An advertisement therefore either succeeds or fails within
a few seconds, after which its job is done, and it is thrown
away and forgotten. Throughout the modern period in Amer-
ican automobile advertising it was an advertisement’s appear-
ance that had to make a reader stop; the car, as illustrated, had
to persuade him to look; and the copy and backdrop against
which the car was set invited him to read and, perhaps, to
dream. Against this background, automobile advertisers’ ma-
nipulation of layout and illustration reached new heights of
subtlety and, sometimes, of elaboration.

There was a myth, widely perpetuated, that early adver-
tisements were unrealistic, even dishonest, and that later copy
was realistic, presenting the product in its true colors; that

“accurate” photography superseded “impressionistic” artwork.
In the beginning, it was argued, the consumer was duped by
advertisers’ fanciful rendering of their products, but later rose
up against the artists who were the cause of his confusion, and
demanded realism instead.

This analysis appears superficially convincing. Its advo-
cates need only produce an impressionistic rendering of a
Chrysler or Lincoln, circa 1930, juxtapose it with a resolutely
realistic portrait of a Chrysler or Lincoln, circa 1970, and point
triumphantly to this supposedly irrefutable evidence of
progress. This myth sustains a belief in progress itself, and
may be attractive to the tastes of professional nostalgists, but
it is not the whole story, not least because no advertisement can
be wholly realistic about its subject, and no portrait is impar-
tial. The strictest impartiality might be said to consist not in
the identification of a single, “true” perspective to the disdain
of all others, but in the practical and perhaps conceptual ab-
surdity of an unmediated presentation of all possible perspec-
tives simultaneously.

It has been claimed that the inception of color photogra-
phy in automobile advertising from around 1932 removed the
interpretative artistic middleman who had hitherto stood be-
tween the reader and the product; but, in reality, the artist,
including the “deceitful” elongator, continued to work along-
side the photographer until after 1970. And the imaginative
photography that captured the “high, wide and heavenly” view
enjoyed by Ford Thunderbird buyers in 1969, for example,
was vastly more sophisticated than the simple, faux-color pho-
tograph which had been considered adequate for British buy-
ers of the Model A in 1931. Moreover, the impressionism which
was once the preserve of the illustrator was increasingly
achieved not only by the artist and photographer, but by the
copywriter as well.

Photographers and artists sometimes worked simultane-
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ously on separate campaigns, and in several cases they worked
together. In 1939, for instance, Oldsmobile used paintings in
advertisements which highlighted styling features and the nov-
elty of the year’s range, while black and white photographs
appeared in advertisements for low-priced variants which were
promoted on their “realistic,” down-to-earth merits of low
cost and economical running. Plymouth used both media in
the same year. The marque’s black and white photographs
were unequivocally dull, but paintings, in which about five
inches were removed from the height of the car, made it look

CGﬁHE Chrysler Imperial “80”
is built not simply for those
who demand the best—but for
those who know the best when
they find it. As such the Im-
perial “80” possesses new and
superlative qualities—in speed,
power, smoothness, riding and
driving ease, richness of uphol-
stery and appointment—which
the most glorious traditions
have been unable to impart
to the finest cars of yesterday.

every part,

o' and

CHRYSLER SALES CORPORATION, DETROIT, MICH,
Chrysler Corporation of Canada, Limited, Windsor, Onrario

Mild impressionism from Chrysler in 1926. More extreme forms would follow

(December 1926).
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ctice and proces in
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. perial
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CHRYSLER
IMPERIAL

30

CHRYSLER MODEL @ NUMBERS MEAN MILES PER HOUR

adequately attractive without exaggerating its length. In the
1950s, photographs and illustrations were sometimes com-
bined in individual advertisements, as in 1955 when a painted
Studebaker President sedan, elongated at the front and re-
splendent in pink and black, was surrounded by photographs
of similar cars in scenic settings to show off the design’s use-
ful features.

The artistic elongator, who portrayed an automobile re-
alistically in its details, but not in its proportions, was partic-
ularly popular among aspiring middle-market advertisers
from 1933 onwards. The exaggerated illus-
trations deployed by Nash during 1934 re-
called the proportions of earlier Cords and
Duesenbergs, while adding embryonic sug-
gestions of streamlining — suggestions that
were taken up more fervently by Hudson,
Studebaker and, notably, Hupmobile, who
had a genuinely streamlined car to work with
in 1934’s Aerodynamic sedan.

The advance of the elongator repre-
sented a natural synthesis of two existing
schools in automobile advertising. On the
one hand, Nash’s socially optimized archi-
tectural backdrops recalled the static, neo-
classical tableaux favored by Lincoln,
Packard, Cadillac, and Marmon in the late
1920s. On the other hand, the modern elon-
gator’s preoccupation with the horizontal el-
ements in car design, together with an em-
phasis on speed and power, recalled the
dynamic impressionism imported from Eu-
rope, initially by Chrysler through its dis-
tinctive Bauhaus-pastiche idiom, at the same
time.! Though innovative and influential,
this idiom rarely strayed beyond Chrysler
Imperial advertising in the automotive field
in America, and was by no means universal
in publicity even for that marque. Dynamic
impressionism in general was more fre-
quently encountered in Europe, notably in
Fiat’s home-market advertising for its larger
models from 1927 to 1936, and with copy for
the streamlined 1937 Panhard Dynamic in
France.

The aim of both neo-classicist and dy-
namic impressionist was to convey the to-
tality of the automotive experience by visual
means rather than to show the product real-
istically in a technical sense. In 1954, G.H.
Saxon (“Bingy”) Mills, copywriter for W.S.
Crawford Ltd., Chrysler’s British and con-
tinental European advertising agent from
1925 until the early 1930s, recalled:

—0
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The elongator versus artist-as-realist. Backgrounds in both cases were realistic, but Oldsmobile’s fun-oriented illustration was
more typical of its period than Plymouth’s sober practicality (November 1938 and March 1939).

Ashley [Havinden, the agency’s advertising artist and, from
1929, art director] argued that an ordinary half-tone photo-
graph in black and white would scarcely make the [Chrysler]
look different from any other make. In other words, it was
impossible to convey glamour by reproduction methods.
Therefore he devised impressionistic drawings of a car being
driven at high speed, plus a free “dynamic” layout, plus excit-
ing and exclamatory headlines. So striking were these adver-
tisements that ... people in England were shortly [afterwards]
talking about “Rolls Royces, Chryslers and Bentleys”.... [T]his
advertising style was ... to prove additionally valuable in the
difficult circumstances of European reproduction.... [T]he few
black and white lines embodied in the drawings survived even
the abominable paper and printing characteristics of most of
the foreign newspapers. [And] the arresting and almost child-
ishly-simple presentation was equally effective in countries
ranging from the Baltic to the Balkans.... It sold exhilaration
associated with the name of Chrysler — internationally.?

The artistic elongator sought the best of both worlds, re-
instating accurate detail, but retaining the necessary dy-
namism through modified proportion. Only rarely could an

adequate emotional and sensual content be combined with
dimensional realism before the advent of atmospheric color
photography in the 1960s.

By 1939-40, Nashes were shown in paintings by the Con-
necticut artist Steven Dohanos in bright yellows, greens and
reds, longer, lower and much wider than in life; a vertical
grille, vaguely reminiscent of an earlier LaSalle, acquired a
rakish, forward-leaning appearance which had no basis in fact.
The car looked most attractive in front three-quarter view,
taken at ground level, and this angle was consistently chosen.
Little was made of the car’s trunk, which was concealed on
fastback “torpedo” shapes, but which appeared apologetically
as an indeterminate hump on trunkback sedans. It actually
looked more attractive on the real car, to whose dumpier pro-
portions it was better suited.

So entrenched was the elongator by the late 1930s that
Ford, announcing the new Mercury marque in 1938, felt it
necessary to reassure buyers that “The size of the Mercury is
not an illusion. This is a big, wide car, exceptionally roomy,
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with a large luggage compartment.” The car’s shape was famil-
iar to Ford buyers, and there was a real danger that devotees
of the parent marque would mistake the Mercury 8 for an op-
timistically drawn Tudor sedan. British monochrome illus-
trations of the smaller Ford V-8 suggested that it was as long
as a Lincoln-Zephyr, which was far from the case.

In America, realism was achieved more often with mono-
chrome photography than with the color illustrations suitable
for “glamour” pieces. Buick published many such “realistic” ad-
vertisements in the late 1930s, displaying more flair and imag-
ination, within the constraints of the chosen medium, than
Plymouth. The views chosen were not always those that would
be natural to the car buyer. A particular fa-
vorite was the ground-level shot, taken with

[The Americans] appreciate the fact that the great buying
public is intelligent and will recognize and appreciate de-
pendable representations in advertising. They are generally
proud of their merchandise and proud to show it as it is, and
even though it is photographed in a dramatic manner in
order to arrest the reader’s attention and create interest in the
descriptive text ... no attempt is made to mislead the public.*

Except, of course, when unsightly aspects of the product
were carefully concealed by the angle and composition of the
photograph. Costain’s view was, at best, simplistic. What was
evident was increasing subtlety and a careful integration of
copy and artwork to create a compelling overall impression.

a wide-angle lens, with buildings receding
dramatically into the background. The effect
was of dominance, length, and mastery of
the modern world which was the Buick’s nat-
ural environment. It was anything but real-
istic, yet conviction was achieved by the ac-
curate rendition of detail which was possible
with the camera. By colluding with the copy-
writer, both artist and photographer co-op-
erated in the creation of an automotive fan-
tasy for the moment, igniting the consumer’s
desire for a product laden with personal and
social potentialities.

It was argued by many that the adop-
tion of photography as an illustrative me-
dium had banished fantasism forever. Har-
old Costain, a British commentator, wrote
in 1935:

We have become “purists” in that the sub-
ject is photographed faithfully with the
idea of appealing to the intelligence of the
buyer rather than to his imagination or
emotions, whether his need is for apples,
shoes or automobiles.?

This was true of a great many British
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advertisers in the 1930s, but it was not al-
ways true on the other side of the Atlantic,
and the American practitioner was more
than once mistakenly cast in the role of
benevolent ingénu:

American advertisers no longer tolerate
photographs which require photo retouch-
ing or indeed any alteration before use.

This was not always the case, as a cur-
sory look at 1939’s artwork for the Oldsmo-
bile 60, among others, confirms. Costain
continued:
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ffie or hill climbing and the other for the apen road . . - With

$108; Speclal Bedun 81365 Spechil Convertible traffic or hill climbing i pen road

Caupe $1665; Sport Roadater (rix wire wheelsand trurk thia ressarlable arsiiiilon foinwd (o n cRbslier aRtis a4

rack) $1595, All pei b facrory. CHRY

IMPERIAL EIGHT — FivePasenger Sodin 820050 Chiyaler engineers and builda it, these beautiful new Chryaler Eights

Close: Coupled Sedan §1508; Seven-Passenger

Sedin $2095; Sedin-Limousine $2595, Al prices achieve a4 smooth alertness s easy to handle that ta drive 8 Chryaler

f. 0. b faztory, Tmperial prices Inchude choiee of six 3 ¥

e SR I Eight i motoring's most [aacinating, most thrilling sensation,

trunk rack, bumpers and speciallypainted fendem, —— = =
Chirysler Fightand Cheyalee Imperial Eight closed cars are factory-wired for

§ stallation of T , the pioneer automabile radia, Other

models will be equipped on order. Ask your dealer for & demonstration.

Chrysler’s dynamic impressionism entered its mature phase in the middle of the
Depression. Copy styles and typefaces were suitably “artistic”— or pretentious
(1931 campaign).
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ITLL LEAD YOU ASTRAY
o ol Loke 77

F You'mE rESeNED to a dull saves up to 209 on sasuline,
summer on the back-poreh
swing—Dbetter stay away from

a Nash. shock-absorbing features used
For here’s a car that’s not con- by

Around and under you are
special  sonndprooling  und

CAMP ANYWHERE! No “hunting up” places to jibdias] 5 no other car-maker .
sleep. The roomy rear ¢ srtsintoafull size. tent » ith just I"‘:”"ﬂ You 1o that an extra hundred miles
soft double bed in five minutes” time...saves tl"_' flice and fetching the gro-
“ 825 10 2100 a year for tourists, salesmen. ceries from town,

It demands a better fate—and

won't j:lnlv Vil

Ao there’s even a Convertible
A Bed! So that you can sleep near
=0 \\||| Vol S .t e -

il |. ? | - i Your favorite trout streanm,
ok at its clean. windswe ! :

3 ¢ Pt | We made the windshield wider
lines. and you'll feel it. This ; i

2 the o hift l{\ll<'|\f‘l' v his

Nash is eager to tuke vou to i = :
f - the wheel 1 easier . ., the

liakes stop faster,

those unspoiled seeret places of
the world, where roads aml :
hill= k..,-[. lesser cars away For vou're goLng o drive u Nash

T realittle ™ Weatl Iy o™ like vou never dvove a car ’wfnrﬂ.’
wre sal L cather ve i

Gl e o i o Al o But why waste your time read-
slav "l"'tl‘""" on the ‘|"‘|i'|.__..| ill:[ this ad. when the real ||1ill::v.~i
1. neverknowehillydeatis. down on the corner? Listen—
There’s a new kind ”|" engine ten models are ;lr'i|‘|>l| next to the
whose pick-up will mateh any lowest!"Phone your dealer now.

seared jack-rabbit you meet.

FAR AWAY PLACES are close in a . 3 _ Faur Series of Great Cars, \
N ARk T ey aw e S Tlasl ek Uheresaspecial gear—a Fourth 22 Modele.. 10 Priced Next
u Nash. The new o n=hes Q W ard* s R e TR
you from 151050 MPH.in 13 Specd Forward —that lets you Fuactory, as !_.u. as BTTO.
seconds flat. in high gear. breeze I._\ the other cars . . . St Equipment and Federal Toxes Inel.

*Uhptional Equipment—Slight Extra Cost)

Mulkeachunge for the Retter! This j-Door Sedan, 117" wheelbase, (s 8840 delivered atfactory, with stondord equi pment and federal tores ineluded, (N hitesidewall fires
are aplionnl at eetra costl) 1800 dealers from Maine to (California o seree you. NASH MOTORS IHVISION, Nosh-Keleinator Corporation, Detroit, Michigan,

AHEAD OF TIME— in styling
and in features like the=W eg.

L %'1 mf( | e
1= ..m*"f VA 2

ey o 1Y L\l

THE CAR EVERYBODY LIKES

Nash’s “angled block” layout was a masterpiece of ingenuity. No other manufacturer combined a multitude of illustrations with
more than a dozen typefaces to such elegant effect (June 1939).
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You muy ke its manderiul angise

“or grineed,” becavis of the devigran’ smapes

anparionce of V8. You expeit much: You sre not dicappointed.

But ion clutch, geardex, seering, swapeniion, particularly chose realfy

remarkable brakes, have to be personslly tried before you cam wnderstand
xuch an im,

And the bedywork,

upon 1hoss of otkar cars,
uphohtary. aquipmant, the really restlul combart. rear-compartment
Bastenger juvt as happy ax the driver—thess bee revelations.
This Ford V<8 30" gives you multicylinder lusury-car mstoeisg it 8 tost which you can contemplate un-
dingurbed;
Finalty, the Ford V-8 “)0" ia & tar of whote appearance you can be prowd anywhere, me stter whit miy be
stinding on sithar 1de of It

sileace, ful spred whan condisions juitily ir—
¥t 3ation, inturance and maintenance charges a1 moderate xi frst-cos,
Wa pet price laaz.  Sarisly yoursall oa avary oches point. . Thes consider the price, germicted anly
by the mazchlems production-resources of the Fard Warks a6 Dageshas.

Catalopue on Request
“THERE IS NO COMPARISON !
s PRICES FROM

£230.

AT WORKS

-

FORD MOTOR COMPANY LIMITED, DAGENHAM, ESSEX. LONDON SHOWROOMS: 80 REGEMT STREET, wW.1

i

The history of the Ford Motor Company is written in ever-inereasing. motoring values, The
Merenry 8, an entirely new car, is a new chapter in that history, Priced between the Ford V-8
and the Lincoln-Zephyr V-12, the Mercury brivgs fo ils price field many advantages of both

these Ford:-buile cars . . . advantages that are best expressed in the phrase “top value.”

THE NEW

My e oy &£

A rRODUCT ©OF THE Fonnp MoTOR COoOMPANY

1]

FORD-BUILT MEANS TOP VALUE

FORD MOTOR COMPANY NOW OFFERS FOID, MERCURY, LINCOLN-ZEFIYR AND LINCOLN MOTOR CARS

Contrast of styles. Mercury combined realistic illustration with factual copy in 1939, while Ford’s British advertising for the 1937
V-8 “30” was sometimes cluttered. The “angled block” headline derived from an earlier, more exuberant idiom, and fitted badly
with the portentous copy and hum-drum, if elongated, picture (April 1937 and March 1939).

A theory of new-found public wisdom presupposed an ear-
lier stupidity, and on neither count was this early form of the
progressivist myth wholly supported by the reality.

Nevertheless, as motoring became ever more popular and
widely accessible, advertisers had to cater to a wider audience:
wider in outlook, in aspiration, in geographical extent. The De-
pression, and the popularization of the automobile, signaled
an end to Bauhaus-pastiche and other instances of what has
been called

...an epidemic of freak advertising, masquerading under the
banner of the progressively modern movement, which has
brought no commensurate results to any but its perpetrators.’

In fairness to advocates of the “freakish,” such copy had
almost invariably been confined to upmarket automobiles.
When Chrysler in America adopted dramatic angles, stylized
speedlines, and vivid tonal contrasts in the late 1920s, this
copy, was addressed to an upper-class elite in such magazines
as House and Garden. It was assumed that readers would be
familiar with Bauhaus and, latterly, Cubist and Art Deco—in-
spired visual motifs, and the strategy was simply a visually
dramatic manifestation of the snobbery that had often per-

vaded upmarket automobile advertising. Most car advertise-
ments of the period were simple and functional, like the cars
that they depicted. Copy for the Model T Ford was consis-
tently down-to-earth, and even deliberately stylized render-
ings of the Model A, Model B, and V-8 which followed in the
1930s were comparatively innocuous.

Esoteric artistic motifs were criticized as much for their
implicit elitism — on the basis that the majority of the public
did not “understand” and therefore would supposedly not like
them — as for any failure to sell upmarket cars. Their advocates,
commercially rather than socially motivated, wondered
whether it mattered that those who would not buy Chrysler
Imperials disliked or were mystified by copy for such cars. Did
the critical, self-appointed, guardians of public taste within
the advertising industry forget that it was as patronizing to try
to “protect” the public from artistic excess as to inflict pre-
tension on it in the first place? And were those critics secretly
dismayed to see art purloined by avowedly commercial inter-
ests, notwithstanding that the Bauhaus was a school of the
machine age, which sought to integrate art and three-dimen-
sional design?

Adpvertisers delightedly foisted asymmetrical layouts and
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(27 #7244

[ JOK at it. You are impressed with
its size and majesty and grace of
line, Sit in it—your appreciative eye
finds it faultless in allits appointments.

But to measure the merits of the Buick

Lisirep you must drive it. For the most

on the take-off, lighter in all its han-
dling, smooth with a fluid ease exclu-
sive to Buick alone. it is nimble as no
carofitssize hasbeen before. Add that
toitsstunningstyle and toits luxurious

roominess and you have the reason why

surprising thing about this arresting you’ll fail to match its value elsewhere

car is its brilliance of behavior. Faster within a thousand dollars of its price.

A GENERAL [ MOTORS VALUE

The Buick shown is the LimiTED Limousine delivering at Flint, Mich. at $2453, complete with standard equip-
ment. Fenderwells extra. There are 3 LIMITED models ranging in price from $2176 to $2453 and 4 ROADMASTER
maodels from $1645 to $1983 delivered complete at Flint. State and local taxes if any and transportation extra.

Realistic photography was not confined to utilitarians. In 1938, Buick evoked an earlier neo-classical style, long favored by upmar-
ket advertisers (March 1938).
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minimalist representation on automobiles which had been de-
signed with scant regard for the ideals that sired those distinc-
tive Bauhaus signatures. It was perhaps understandable that the
purists should shudder; less so that they expected their purism
to alight upon the aesthetic consciences of the advertisers and
paralyze them into disregard of a potent and sales-catching
innovation. Asymmetry caught the eye easily in a medium
where symmetry was the norm; strong tonal contrasts could be
reproduced faithfully in color or monochrome, the latter being
particularly effective in newsprint of indifferent quality.

JOI)
LHIS
ARMY

«s s atnid See the
World Berren!

LN

world from the comfort-seat of a Buick see more, with a mighty Dynaflash
eight to take them places, and see better through windows enlarged by as
much as 412 square inches of safety plate glass. Value’s up, in this Buick
—way up—Dbut prices are down—down as much as $102 under prices of a

year ago. Hadn't you better see your Buick dealer and find out more?

“Better buy Buick!””

EXEMFLAR OF GESERAL MOTORS YALEE

“Mention the Geographic—It identifies you.”

Photographic anti-realism from Buick. The wide-angle, ground level shot was a
favorite with advertisers at all levels of the market (March 1939).

’,I.‘HE growing army of value-minded motorists who look out on the

The artistic debate was never resolved, and in any event
was rapidly subsumed within a general need to create new,
flexible advertising styles for successive model years in order
to bring the products of an expanding industry as close as pos-
sible to the viewpoints and aspirations of a widening con-
sumer base. Not all upmarket manufacturers had succumbed
to the transient allure of the Bauhaus fetish. In its advertis-
ing, as in its automobiles, Marmon in particular exhibited a
flair and restraint which were closer in spirit to the Bauhaus
ideal than Chrysler’s graphic exuberance.

Any academic debate, as such, was pe-
ripheral to the business of selling cars, and a
new realism came to the fore after the onset
of Depression in 1929. Such fanciful render-
ings as did recur in the late 1930s were rarely
as bizarre as the Bauhaus pastiches of ten
years earlier. Optimism and national confi-
dence had brought extremes of style, while
cautious retrenchment was apparent in later,
less whimsical copy.

If there was a discernible movement to-
wards increased visual realism in the 1930s,
it did not always entail unappealing and dog-
matic authenticity. There were pedantic ex-
ceptions, but even they should perhaps be
evaluated according to their effectiveness in
selling automobiles, and not scorned simply

- Dbecause they are aesthetically unpalatable.
The elongator — whether armed with palette,
airbrush, or wide-angle lens— had an impor-
tant role to play in enhancing the automobile
itself, but the backdrops against which the
cars were highlighted were predominantly
realistic, rather than self-consciously surreal
or abstractly atmospheric. Stylization —in
detail, perspective, and coloring — was in-
evitable, but it was an optimized reality
rather than contrived fantasy that prevailed
by 1935.

Visual effects were carefully aligned
with accompanying copy, with the result that
specific codes for upmarket, popular, and
middle-class automobiles could be detected
without reference to the substance of the
copy itself, or even to the marque depicted.
These graphic codes were inherited from an
earlier period, even if the mechanics of adver-
tisers’ visual language had changed radically
since the 1920s. Low-priced automobiles
were usually shown in small-town provin-
cial and rural settings, while upmarket mod-
els could be encountered at recognizably “so-
phisticated” venues.
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Tuis new kind of car conquers
all roads, all circumstances of
travel. On roads good and bad,
the LincoLn-ZEPHYR rolls up
new records of performance.
Ask, as you consider this car,
what it offers that other cars in its
price field do not. The LincoLn-
ZEpaYR has a 12-cylinder engine
—the V-type. Twelve cylinders
mean greater smoothness . . .
greater flexibility. And twelve
cylinders, here, mean 14 to 18
miles per gallon of gasoline!

The LiNcorn-ZEPHYR has a
unique body structure, This is the
only car of its kind. Body and
frame are one, welded together.
You ride surrounded by steel.

The LincoLN-ZEPHYR has extra
roominess, It is a big car. The
wheelbase is 122 inches. There
are no conventional running
boards: seats, like divans, are
wider. Three may sit comfort-

LINCOLN-ZEPHYR V-12

ably on the front seat or the back.
Prices now are lower. Ask. to-
day, for a ride in this Lincoln-
built car. Convenient terms can
be arranged through Authorized
Universal Credit Company Fi-
nance Plans. Lincoln Motor Com-
pany, builders of Lincoln and
Lincoln-Zephyr motor cars.

THE CAR THAT IS PRICED
BELOW ITS SPECIFICATIONS.

A “distanced” backdrop for the stylish Lincoln-Zephyr coupe. Care was taken not to submerge this middle-class car within a
socially constricted visual environment (March 1937).
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¥ __ IT'SANEXCITING CAR
News of Plymouth's p::.roou e
RICHNESS OUTSIDE AND
INSIDE...NEW COMFORTS

1938 "Jubilee” Car e

PLYMOUTH'S STORY [ ’
-

The new 1938 Plymouth celebrates the
most amazing record in history!

10 years ago, people first saw Plymouth.
And they bought by the thousands!

No car has ever made friends so fast!

Now, the 10th-year Plymouthishere...
the greatest car we've built. See it!

pany offers very easy payment termson a new Plymouth—through
Dodge, De Soto and Chrysler dealers. Tune in Major Bowes' Ama-
teur Hour, Columbia Network, Thursdays, 9te 10 p. m., E. 5.T.

COSTS AMAZINGLY LITTLETO OWN. The Commercial Credit Com- I StepUp and look at thisbeautiful new1938

Plymouth! See that long hood — bigger
headlights—entire car is more distinctive.

Stretch Out! Enjoy the greater elbow room, head room and Inside thisTrunkisextrabaggage
leg room. The whole car“floats” on Amola steel springs, with space. .. there’'s no sill to lift the
airplane-type shock-absorbers and rubber body mountings. luggage over. Just slide it in.

NewDials are easiertoread Here's the New 1938 Plymouth . . . with double-action hydraulic
4 ...and the handbrake is out brakes, all-steel body, record economy—*‘the car that stands up best!""
of the floor, easy to reach! PLYMOUTH DIVISION OF CHRYSLER CORPORATION, Detroit, Mich.

See the 1938 Plymouth

This Plymouth advertisement was typical of the catalogs in miniature that enjoyed a brief vogue among low and lower-middle
priced marques in the 1930s (November 1937).
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In both cases, the automobile itself was often shown at
rest, creating a freeze-frame of the desired social image. The
greatest variety was reserved for the traditionally unstable
middle-ground: the territory of Nash, Hudson, the smaller
Buicks, and Lincoln-Zephyr. Dynamism and power were
dominant visual themes; ostensibly indicating mechanical po-
tency, they also vivified the social and cultural pretensions of
the targeted consumer.

Compared with those of the upper and lower price sec-
tors, these cars were anchored less solidly into a static physi-
cal and social environment. It was this fluid middle ground
which provided the most fertile soil for the
neutral backdrop, against which the lines of
the automobile in question could be dis-
played without distraction. In 1938, a green
Lincoln-Zephyr sedan was shown in front
of a blue-grey background which faintly
suggested sky and earth; in the same year, a
blue Zephyr coupe could be seen against al-
most total darkness, which brought out its
smooth, avant-garde lines convincingly,
while allowing the reader to create his or her
own preferred environment around the car.

Such layouts also suited the Lincoln-
Zephyr’s consciously rationalist copy.® The
middle-class buyer might be inspired by the
styling of the car and all the connotations,
mechanical and social, of its V-12 engine,
but he needed to justify his choice, to be re-
assured that what he desired was attainable.
This selective rationality was perceived to be
the hallmark of middle-class values and was
thus reflected in illustration. Within the
constraints of this rationale, Lincoln also
used stylized landscapes (occasionally sim-
ilar to Adler’s in Germany) and, in 1939,
more obviously quasi-naturalistic studio
poses. In one advertisement, the car was
posed on a grass-green floor with a lilac
panel behind. Rural serenity — and its psy-
chological parallel, peace of mind — were
suggested by cherry blossom hanging over
the roof of the car.

Apart from neutral and stylized-natu-
ralistic portraits, there were also “distanced”
backdrops, as in 1937 when an authentically
proportioned Lincoln-Zephyr coupe was su-
perimposed upon a monochrome aerial view
of New York, patron city of the newly afflu-
ent. Yet in all of these advertisements the
copy was never submerged within a con-
stricting visual environment, and a deliber-
ate, underlying open-endedness remained.

Throughout the 1936-41 period, a time of sometimes
fragile but increasing prosperity, established “fine cars”— the
big Lincolns, Chrysler Imperials, Packards, and Cadillacs—
stayed aloof from the turbulent middle market. But the mid-
dle ground was expanding, with Oldsmobile, Dodge, De Soto,
Nash, and (from October, 1938) Mercury leading the way out
of low-priced simplicity, while new “small” Packards and
Chryslers invaded the upper strata of the sector from above.

Even in the sub-$800 range, where common-sense virtue
and value for money were most persuasive, advertisers some-
times looked balefully upward, with occasionally unfortunate

Pre-war minimalism was revived in copy for the most expensive cars, such as this
$5,000 Buick Skylark, in the early postwar years. This illustration was one of the
first for General Motors by Arthur Fitzpatrick (1953 campaign).
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Modest and realistic photography, used in much Studebaker advertising since the mid-1930s, continued into the late 1940s, reflect-

Here's America’s cost-cutting luxury car!

THis DISTINCTIVELY contoured new extra-long-
wheelbase Studebaker is revolutionary in oper-
ating savings as well as in styling.

Appropriately called the Land Cruiser, it’s
an impressively proportioned car that’s su-
perbly appointed—with seat cushions uphol-
stered in nylon!

Yet for all its size and power, it saves gas-
oline sensationally. That’s because it’s unbur-
dened by the weight drag of needless excess bulk.

What's more, Studebaker’s precision engi-
neering and top quality craftsmanship keep
this Land Cruiser singularly free from the
need for extensive repairs.

Even its brakes automatically adjust them-
selves — seldom need attention!

Be sure you see this, and the other dream-
lined new Studebaker sedans, coupes and
convertibles. Their new kind of motoring is the
new goal of the whole automobile industry now!

STUDEBAKER

Zirst in style... first in vision.. first by far with a postwar car ©..ui i T

ing the clean-lined modernity of the car itself. This is a top-line Commander Land Cruiser (September 1948).
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consequences for layout and illustration. The exigencies of
depression led manufacturers to put as much information as
possible in every advertisement, and the catalog in miniature
enjoyed a brief vogue.

The best-known exponents of this genre were the low-
and middle-priced marques in the Chrysler Corporation line-
up, with Plymouth leading the way. A typical advertisement
for the 1938 models used six typefaces and five captioned pho-
tographs, while in 1939’s copy ten typefaces, augmented by a
large photograph and one or two auxiliary pseudo-technical
diagrams illustrating gearshifts and suspension assemblies,
were the norm. Plymouth’s backdrops were visually realistic,
but unadventurous in content, showing unglamorous but
comfortable vignettes of small-town American life in both
photographs and paintings. In several 1939 advertisements
the car was shown in sober, dark colors and, for added real-
ism, even the car’s chromium was dull, suggesting a hard-used
car which had not been washed for weeks.

Thus not only were the cars themselves shown authenti-
cally; they were seen in plausible surroundings and as worthy
accessories to real life, rather than life-as-aspired-to. This vi-
sual style complemented the themes explored in copy, which
centered around durability, value for money, and testimoni-
als from contented users. The Plymouth was portrayed as a
good, working car rather than as an expression of a desirable
lifestyle, and, in this marketing context, the layouts chosen
were sensible, rather than inept. It was questionable, however,
whether the use of similar visual themes with more exciting,
aspirational copy in Dodge and De Soto advertising was
equally effective, as, whatever the advantages of continuity
within the Corporation’s range in reassuring buyers who could
afford to trade up from Plymouth, mere mechanical competence
was not enough for middle-market aspirants.

Small diagrams were not confined to the Chrysler Cor-
poration, however, and they worked effectively in large-format
advertisements published in Sunday newspapers. In January,
1938, Ford showed a DeLuxe coupe in one such piece, sur-
rounding the main illustration with eighteen drawings of fea-
tures “included in the Ford price” of $689. These ranged from
a lockable glove compartment to an “attractive, dependable
clock.” An appearance of clutter was avoided by the sheer size
of the advertisement — 24 inches by 16 inches—and Ford
wisely eschewed the diagram idiom in smaller magazine ad-
vertisements.

Mercury also favored miniature auxiliary diagrams. A
late 1938 advertisement for 1939’s two-door sedan used one
to show the trunk capacity of the car, while another in the
same series depicted the stylish dashboard and steering wheel
of the convertible. It was recognized that one extra illustra-
tion was enough, even when color was used, in cases where
only a small magazine page was available. The Ford Motor
Company’s agency, N.W. Ayer & Son, did not usually attempt
to cram visually complex copy or illustrations into media ill-

designed to accommodate them. In Britain, N.W. Ayer’s color
advertising for both V-8 and Lincoln-Zephyr was unusually
clear and elegant.

Perhaps the best and worst examples of a generally unin-
spired school were placed by two of the “independents,” Hud-
son and Nash, in 1939.” Any monochrome advertisement cov-
ering a mere 60 square inches which included a painting and
a diagram of an entire car, together with seventeen blocks of
print in thirteen typefaces, was bound to be less than elegant,
and by cramming so much into a small magazine page, Hud-
son did not show the year’s Six Touring Sedan in the best pos-
sible light. Nash, however, with a color painting, three auxil-
iary diagrams, and only seven blocks of print in a similar
number of typefaces, conveyed a sense of style and escapism
by artfully using diagonal columns of print which moved from
top-right to bottom-left to complement the car’s forward-
leaning grille. The blocks survived into the postwar “Airflyte”
era.

Nash copy and illustration acquired a distinctive style
during 1939-40. Each piece showed a car (usually a sedan) in
the center of the page, with smaller stylized renderings, in dif-
ferent colors, positioned around the main illustration. These
smaller pictures showed cars in various escapist settings:
speeding along highways, parked beside lakes or illuminated
by the moon as their occupants slept within. In each case, copy,
layout, and illustration were carefully integrated into a eu-
phoric whole. As a car, the Nash did not have a strong iden-
tity; grilles and body styles changed every two or three years,
but continuity and consequently a measure of marque iden-
tity were achieved by a consistent copy style and visual har-
mony within each advertisement, together with heavy em-
phasis on particular features such as, from 1938, the famous
“Weather Eye” ventilation system.

From 1946, new methods of presentation gained ground,
with every feature reinterpreted as fantasy potentially fulfilled.
Unlike earlier Bauhaus-pastiche, the new fantasy was not con-
centrated in any particular niche of the market. For a few short
years, some advertisements for the finest cars, particularly for
Lincolns during 1946-48 and for Continental, as a discrete
marque with the Mark IT in 1956-57, returned to a neo-min-
imalism which had its roots in the 1920s and which was con-
sciously retrospective, promising at least a pale re-enactment
of diminished certainties. The Lincoln Continental, born of the
old Zephyr and retaining much of that car’s mechanism, was
shown in side profile against a white background with yellow,
green, or gold borders, evoking an earlier elegance. Buick pre-
ferred to set the 1953 Skylark against a jet-black background;
the car itself was bright yellow, and the script below pompously
laconic, offering to reveal the price “on request.” Copy for the
lesser Buicks was more conventional, reinforcing the Skylark’s
status as a car apart. A similar strategy was adopted for the
Cadillac Eldorado.

The shambolic excesses of the 1930s had departed, but



16 PART ONE : FUELING A FANTASY

New Goal for Twenty Million Motorists!

Research as to motor car preference indicares thae
same twenty million motarsts would Hke 1o own
4 Cadillac, if they felr it within their economie
means, And pictured here is their new “heart's
desine”—a motor car they will eradnly aspire to
withi| oven mmnind. eagerrisss—th én’ Aol
versary Cadillac! . . . They'll wane ic all the more
because of its b for this is unquestionably
“adillac of all time! They'll
want it all the more because of its fuxwry—for the

the most beaurifu

new interiors are gorgeous and regal as never

before. And they'll surcly wane it all the more
because of its performance! For this new Cadillac
is 50 dynamic and responsive in waffic, and so
restful and relaxing on the highway, thar it's an

extraordinary experience just to sit ar the wheel
« + « S0 if you are among the millions who have
their hearts s owning a Cadillic—come see
this great new Golden Anniversary creation i
showroom. We know that your ambition to own
the "car of cars” will be greater thin ever—once

you have scen how truly magnificent it is today,

Meeting of... Cadillac Owners!

Through all the higher phases of business and fnance
andl industry, Cadillac is the overwhelming favorite,

It is not at all unuswal, in fact, for o fine American
corporation to have its entire boand  membership
represenied on the Cadillac awnee list,

Neodless to say, & motor car senst offer many wonder-

There is its inspiring beauty, for instance . . . its
magnificent  perfornance . . . its brilliany luxury
<+ - amml its extraondinar i

Of course, you don't
of Directors in o » new Cadillao car.

In fact, a Cadillae is actually one of motordom's
greatest values—the ideal car, economically, for o
very wide group of American motorists,

Why not visit your nearest Cadillar dealer soan—
and eonfirm this for yourseli?

evident than they are in today’s great Cadillac car,

CADILLAC MOTOR CAR DIVISION # GENERAL MOTORS CORPORATION

YOUR CADILLAC DEALER

Above and opposite: Evolution of a genre. Cadillac advertising retained a distinctive flavor throughout the 1950s, reinforcing its
marque identity (1952 campaign, April 1955, May 1958, and 1959 campaign).

rows of auxiliary diagrams, ever more frequently in color, per-
sisted. Studebaker’s announcement copy of the late 1940s was
modest and well laid out, but when the new “Loewy” range had
become established, miniature photographs of seat cushions,
brakes, and other mundanities appeared, together with senti-
mental portraits of Studebaker’s father-and-son production
line teams to suggest quality control, the personal touch, and
a humane (and therefore enterprisingly American at its best)
working environment in one go. The latter contrasted starkly
with the increasingly public turmoil at Ford, and with indus-
trial relations problems throughout the industry.® In another
contrast, impressionistic and colorful watercolor illustrations
appeared in Frazer’s distinctive, upmarket advertising for 1949.

In the 1950s, advertising followed style. When a car
looked dowdy, it was promoted as a provider of fun and eco-
nomical transportation; it was the means to a desirable end. If
an automobile was stylish and avant-garde, copy and illustra-
tion highlighted design features. Cadillac, in particular, con-
solidated its marque identity not only with a visible evolution
in design, but with illustrations and layouts which, though

developing steadily from year to year, nevertheless retained
elements of what had gone before. In 1952, Sixty Specials and
Coupe de Villes were shown at country clubs and ski resorts,
or in neutral settings that suggested affluence. The Cadillac
“V” and crest were prominently displayed, and decorated with
exotic jewelry. The upmarket visual impression was comple-
mented by the copy, which was never written in obtrusive
typefaces, or allowed to distract from the impact of an illus-
tration.

In its continuity and restraint, Cadillac’s advertising was
essentially conservative, but in 1955 the latest models were il-
lustrated in paintings which, unlike 1952’s touched-up pho-
tographs, exaggerated the cars’ already considerable length.
The main illustration in each advertisement showed a social
scene such as a family at home, a board meeting, or a dinner
party. Below the main illustration, which took up half a page
or more, would be shown the Cadillac with a few paragraphs
of copy. A year later, both car and social scene were combined
in many pieces, enabling the Cadillac (often a convertible) to
be admired by the sophisticates assembled at a private swim-
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vwns by Travills
I'T OUTSTEPS ITS OWN GREAT TRADITIONS !

~ The statement above repre-  personal appraisal. We suggest that you et
% sonts the finest compliment  your dealer introduce you to Ca xelu-

that could be puid a Cadillae enr, Yet, we feel

sive Flectw:

wherafling—and hring von
it s a eompliment that is richly deserved. For  up to date on all the new models, including

in every way, this newest “car of ars” repre-  the distinguished new Eldorado Brough

sents a step beyond its own ligh standards of 004 e woron can orvision = GEniasL woToRs conrasaTion

excellence, Mosl certainly, il descrves YOUF (e wasos of frsrs Sasiiae bs Sataty Fisis Einss

: ///////

(\_ﬁ(

ming-pool or exclusive club. Roman columns and elaborate
porticos were particular architectural favorites which had a
long history in upmarket automobile advertising. The social
scenes were photographed, while the cars were illustrated in
their entirety in separate paintings.

In 1957, a single illustration sufficed for most pieces, each
of which might either be a social scene or an artistic impres-
sion; among the most dramatic was an elongated pink Sixty
Special, set against a deep blue background, with the Cadillac
“V” in “jewels by Harry Winston” shown at the top of the
page. Another advertisement showed a metallic green car
against a gold cloth background. For 1958, social settings sim-
ilar to 1957’s continued, albeit with temporary desertion of
the jewelry.

For the 1959 model year, Cadillac ran a series of advertise-
ments which in many ways resembled the copy of three years
earlier. In each piece, a grille or taillight would be shown, with
an elegant model or venue in the background. Beside the pho-
tograph there would be a column of copy, and below both was
a slogan with an elongated illustration of the car —and an
elongated 1959 Cadillac was very long indeed. The 1959 car
represented a greater stylistic break with the past than any
previous model since 1948, but continuity was retained with

oy phagragy g wnal

In all the world of commerce,
there are o few products for which
there are no acceptable substitutes,
And among these, most certainly,
must be counted the great Cadillac
car. For in beauty and elegance . . .
in luxury and comfort . . . in value
und practicality . . . in everything
that contributes to making a motor
car supreme—Cadillac is in o realm
all its own. To see it and to drive it
is to discover a new mepsure of ful-
fillment in modern motoring. Your
Cadillac dealer will be most happy to
demonstrate this fact to you at any
time—and to explain why Cadillac is
now such an unusually sound invest-
ment for such a surprisingly wide
group of motorists. We hope you will
nccord him the opportunity—soon.

ATARD Wrie o VERY CARLAAL 13 AT FLATE G

5
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a now-familiar advertising style and unmistakably “Cadillac”
detailing on the car itself.

A preoccupation with stylistic details characterized much
Cadillac advertising of the late 1950s. One 1957 Cadillac adver-
tisement, for instance, showed not only the regular Sixty Spe-
cial sedan, but also the unique and instantly recognizable tail
fin of an Eldorado parked nearby. Stylistic details, and tail fins
in particular, were also highlighted by Lincoln in 1955,
Chevrolet during 1957-59, and several Chrysler divisions be-
tween 1955 and 1960. Once power features had become com-
monplace across all sectors of the market, the shape of a new
car’s tail fin was one of its principal distinguishing character-
istics, whether that car was cheap or prestigious. “Can you
identify them?” asked Diamond Chemicals in 1957 about nine
different fin-mounted taillight clusters, photographed close-
up, whose bases were chrome-plated with the help of an ad-
ditive developed by the company.

It was a game which Cadillac had started in 1948 and, by
the early 1950s, Chevrolet owners could buy accessory Cadil-
lac-style fin and taillight assemblies to fit onto 1948—52 mod-
els. In 1956-57, a Detroit millionaire, Reuben Allender, of-
fered the El Morocco, a new Chevrolet which was carefully
customized to resemble a Cadillac Eldorado Brougham. It sold
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Now discover the only important difference

between Chevreolet and high-priced cars . . .

The only important
difference is in the
cost . . . the money
you save in buying
and owning a Chev-
rolet! For Choveolet
brings you fine.car

quality st today's lowest prices.

So see and drive a new Chevrolet
mnid make these happy discoveries:

Find out that Chevrolet shares
the distinction, quality and
eraftsmanship of Body by Fisher
with some of America’s most
contly cars,

Find out that new Center-

poise Pawer makes Chevrolet

MORE PEOPLE WUY CHEVEOLETS

surprisingly smooth in performance
« » surprisingly free of vileation
and power impulses.
Find out tha improvements in
shock alsarbers and stecring make

Chevralet dde and handle in an
aliogether solid and satisfying big:
car way.

See your Chevroler dealer and
discover that the hig differonce
between Cheveolet and high-priced

cars s the price iself . . . for

Chevralet is the lowest-priced

Tiewe ie its Geld! Wiy wpend more

when there's 5o little to gain by

it? Chevrolet Division of General

Motors, Detroit 2, Michigan,

THAN ANT DTHER CARI

Its Making 55 Famous—For Fun!

For sheer driving pleasure,
Chevrolet’s stealing the thunder
Srom the high-priced cars.

Let's be frank. Up to now, maybe there were
reasons for wanting one of the higher priced
cars, I you desired something really
in the way of driving you simply had to
pay a premium to get it Usually, a big one!

special

Motoramic Chevreolot
way from the high-priced

Not any more! T
is taking the play
cars with pure excitement on wheels!

Beaping hoodful of fun under your foot—162
hp.! (Special to adventure Jovers: 180 hop,
"Super Turbo-Fire VA" i= aptional at exira
cost.) You can aleo choose from the two highest
powered 6% in the low-price field.

As for drives, just name it, Chevrolet offers
Overdrive, super- b Powerglide (extra.
s} and o new and finer Synchroe.

sl "l"
Mesh transmission,

Find out how the Motoramic Chevrolet s
ake the key

new fun in your de
at your Cheveoler de

—aml you'll want it

fior keepat . o . Chevrolet Division of General

Chevrolets new “Turbe-Fire V8" puts a Muotars, Detroit 2, Michigan.

Motoramie mﬂm

See and drive it at your Cheveolet dealer’s

Above and opposite: Chevrolet’s layouts reflected its advertising themes, ranging from practical virtue in 1952 through perform-
ance in 1955 to styling in 1959 (September 1952, 1955 campaign, and December 1958).

in minuscule numbers, and hoped-for support from General
Motors did not materialize, but the project vividly illumi-
nated the automotive climate of the time, and explained what
might otherwise have appeared to have been a peculiar narcis-
sism among advertisers.

Advertising for General Motors’ low-priced marque of-
fered an interesting contrast to that deployed by Cadillac.
Chevrolet’s styling did not evolve with Cadillac’s measured
pace, and neither did its advertising. Continuity was expressed
more in an overall philosophy — to provide the most car for
the least money — than in a consistent style of illustration. The
only visual link between 1950 and 1959 was a continued em-
phasis on fun, sociability, and a modern, though not exclu-
sive, lifestyle.

Chevrolet’s last year for miniature diagrams, whether ar-
ranged around a single painting of the car or in a line underneath
the body copy, was 1952. In many 1952 Chevrolet advertise-
ments, paintings of the car in realistic settings were shown, to-
gether with three or four postage-stamp sized auxiliary pictures
which emphasized a model’s versatility by placing it in a vari-

ety of settings, or which demonstrated the wide variety of body
styles available. There were exceptions to this trend, but the ten
pseudo-technical illustrations which appeared in an announce-
ment advertisement for the Bel Air Sport Coupe were unusual.

Sunshine and happy faces predominated in 1953. New
Bel Airs and Two-Tens were shown on beaches and at rodeos,
historic monuments, and cities. There was also the occasional
studio-style pose, although paintings rather than photographs
were used, all of which made the new model look longer,
lower, and wider than it really was. The same applied in 1954,
when the majority of the settings chosen were realistic, and
the future was only lightly hinted at in one piece, which
showed an orange and ivory sedan at a city airport with jets fly-
ing overhead. There was also at least one very dull advertise-
ment, which used a painting of a sky-blue sedan set against a
plain orange background. For no obvious reason a smaller
picture of the car’s rear was added, and the accompanying
copy, in seven typefaces, was uninspired and old-fashioned.
The piece would have looked much better in a catalog, and
was not representative of its year.
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The Bel Air j-Door Sedan with Body by Fisher

+'o s o Juat:book at the Twipala Sport Conpe.
One look tells you *59 Chevrolet has a whole  quieter, solidly built Body by Fisher, new
new slant on driving, from the overhead easy ratio steering.

curve of its windshield to the sheen of its
Magic-Mirror finlsh—a new acrylic lacquer
that does awuy with waxing and polishing for

up to three years,

But to discover all that's fresh and fine you
must relax in Chevy's wider seats, fool the
loungelike comfort of its new interior, experi-
ence the hushed tranquillity of its smoother-
than-ever ride.

Onee on the road you'll also find such basie
benefits as bigger, better cooled brakes, a

Your Chevrolet dealer’s waiting now to

show you the ear that's shaped to the new
American taste. . . . Chevrolet Division of
General Motors, Detroit 2, Michigan.
. — 5
" CHEVROLET | -

Whitt Amerien wants, Amerien gein in 0 Chery!

A change of image in 1955 led to more dynamic and con-
fident advertising for Chevrolet. The new car, with a V-8 en-
gine, was shown on freeways and at fashionable resorts. While
1953’s Bel Air convertible had been illustrated on a beach,
driven by two mature ladies, the 1955 convertible was shown
at a sports-car club meeting, admired by enthusiasts thirty
years younger. If a 1954 sedan looked good at an airport, the
1955 model looked even better with a fighter plane. For 1956,
layouts were similar, as were preferred pictorial settings, which
reinforced Chevrolet’s newly vigorous image. Paintings con-
tinued to be used except for a photographic series placed in fe-
male-oriented publications. A year later, the message was the
same, albeit with plenty of new features in the car itself.

Chevrolet’s second major change of the decade came in
1958, when a decision by all manufacturers to de-emphasize
performance in advertising resulted in greater stress being
placed on effortless cruising and comfort. The steep hills and
fast freeways of 1957 gave way to flat country roads, and ad-
miring neighbors replaced envious fighter pilots. Many illus-
trations showed only the car itself, perhaps with a few admir-
ers scattered about, in preference to a complete tableau.

The 1959 Chevrolet was much larger and plusher than
the 1955-57 models, and was instantly recognizable by its dra-

matic “bat-wing” fins. The artistic elongator’s skill was em-
ployed to the full, particularly with the Impala Sport Coupe.
Later in the model year photographers took over and sedans,
sports sedans, and station wagons were shown in larger illus-
trations than had been adequate in the early 1950s. During
1959 and 1960 there were more photographs than paintings
(the reverse having been true in 1958), and although paint-
ings featured in range advertising for full-size models and Cor-
vairs in 1961, those range pieces were modest and sober. The
overall effect was of greater realism, bringing the product
closer to the consumer. To some extent, the role of the fanta-
sist was adopted as much by the copywriter as by the illustra-
tor, and this development represented a natural progression
from the increasingly integrated presentations of 1955-57. Set-
tings were traditional Chevrolet leisure venues: lakes, country
parks, rural stores, and suburban homes.

The progress of Cadillac and Chevrolet advertising
typified the principal developments in layout and illustration
during the 1950s, and other marques followed similar paths.
Mercury made extensive use of color photography in 1954; it
was particularly effective with metallic paint, and added clar-
ity to the myriad smaller illustrations which demonstrated the
car’s new handling and power features. It was not unusual for
a single advertisement to use five or six photographs includ-
ing, inevitably, poses alongside modern aircraft. Surprisingly,
not all of the aircraft were jets.

Oldsmobile was the best-known exponent of aeronauti-
cal imagery, showing stylized rockets in abundance in the early
1950s. Nash preferred rural panoramas for its main illustrations
during 1953, but their impact was diminished by an insistent
retention of 1939-style diagrams, albeit without 1939’s “an-
gled block” effect. The photographer took over in 1954, and
achieved eye-catching results with 1956’s three-tone color
schemes.

Chrysler tried a watered-down version of Cadillac’s ap-
proach in 1954, showing couples in evening dress to suggest so-
phistication. In one piece, a metallic red and white New Yorker
was seen from above on what might have been brick-red gravel
outside a house, but which looked like a pink carpet sur-
rounded by indoor plants. The car’s owner seemed much more
interested in his partner than in the car, and even the unusual
angle of the photograph could do little for an outmoded shape.
In 1955, the male owner disappeared, and his partner became
a fashionable model while the car itself, modern and more dy-
namic than its predecessors, was shown in studio poses which
suggested romantic summer evenings. Chrysler suffered from
the lack of a stable image nurtured carefully over the long term
and, in this respect, Cadillac reigned supreme. Lincoln, whose
photographic illustrations were well composed but who had
no overall theme for 1955, suffered similarly.

Dullest of all in 1955 was Pontiac, whose lack of direc-
tion, not to mention dynamism, was painfully obvious. While
many middle-market advertisers had adopted photography
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THE 1954 MERCURY, with its all.new overhead-valve V.8, topped other cars compared in test-track runs—for performance, for easy
handling, for sure control, Although 28% more powerful than last year's Mercury, it can give you even more miles per gallon.

Now_I6l-Horsepower V-8

—and see how easy it makes any driving!

.80

FAR-EASIER CORNERING NEW BALL-JOINT RIDE—
Another first-in-its-fiecld for Mercury for
sports-car stability, matchless control.

EASIER HILL CLIMBING—No hesitation. You
maintain your speed effortlessly—with
plenty of power still left in reserve.

EASIER PASSING  NEW {.BARREL CARBURETOR
automatically releases Mercury's reserve

~ Y R E—

MAKE DRIVING AS EASY AS YOU WANT with optional 4-way power seat, power steering, power brakes, Merc-O-Matic Drive, power windows.

THE CAR THAT MAKES ANY DRIVING EASY

Your first ride will prove it . . . here's an entirely
new kind of power for a popular-priced car,

It°s smoather, more efficient power—with tremen-
dous reserve capacity, It's more restful power—
as quiet as the wind slipping by, And it's safer, New
more sensitive power— ru-,pmu]a faster to vour touch.

The new 1954 Mereury is designed to make driv- I954

ing safer, easier. Your Mercury dealer invites you
to come in and see for yourself, MERCURY DIVISION « FORD MOTOR COMPANY

Multiple illustrations were popular until the mid-1950s. Photographers were beginning to take over from artists by 1954 (April
1954).
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Look at the car-and you know the man likes action

Nowadays, you can tell the man by the car
he keeps.

Obviously, the car you see here belongs to a
person who likes to go places. And he likes to
get there with a minimum of effort and a maxi-
mum of pleasure.

We had such a man in mind when the de-
sign of this 1955 Lincoln began. And we gave
our designers and engineers a goal that we
believe has been achieved.

The aim was this: to build a fine car with
action to surpass any other car—with beauty to
match the tastes of Americans on the move
who demand the finest.

Lincoln achieves matchless action with its
new Turbo-Drive and new high torque V-8
engine. These two combine to set a new stand-
ard for fine-car performance.

Here is a new combination of utter smooth-
ness with ultra quick acceleration. No jerk, no
lag—just one unbroken sweep of power from
zero to superhighway speed limits.

If you want a car with performance far ahead
of its time—a car with beauty that speaks for
itself and says so much about your own good
taste—the new 1955 Lincoln is for you.

Prove it to yourself with a visit to your
Lincoln dealer, to look at a new Lincoln Capri
—and to drive one.

LINCOLN DIVISION + FORD MOTOR COMPANY

LINCOLN

for modern living
for magnificent driving

Lincoln’s 1955 advertising was confident and eye-catching, but otherwise lacked a consistent theme. This layout, with photograph,
headline, and body copy clearly segregated, would become more common in the 1960s (May 1955).
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Matchless Distinetion... Fabulous Performance!

L]

Pontiac owners tell us that the finest thrills
of a motoring lifetime are those that follow deliv-
ery of a new Pontiae. All the l‘x!u-l'tvd lll‘ligills
of new-car ownership are wondrously increased.
Driving is twice the fun—an exciting all-new
source of pride and pleasure again!

That’s good to Lvar because that is exactly
why we gave this Pontiae such dashing beauty

. made it so smartly low . . . built it big as
high-priced cars . . . adorned it with exclusive
Vogue Two-Tone styling . . . and devised interiors
of luxury and distinction that, like its styling,
won’t be matched by any car at any price.

THE 870 CATALINA

And that, too, is’ why we created an engine
and chassis unsurpassed in their field! Strato-
Streak V-8 performance is completely removed
from the commonplace—as are J‘unliuuf— luxury
ride and sports car handling ease. More power
per dollar than any car of its price—more take-off
punch, more passing drive. more years of smooth
performance—these are some of the spectacular
results that Al every mile and minute with all-new
driving thrills.

If we've deseribed your kind of car, here's
more good news, Prices begin with the very lowest,
See your dealer—drive and price a Pontiac, today!

Powtiac Motor Division of General Motors Corporation

® Pontiac

WITH THE SENSATIONAL STRATO-STREAK V-8

The car with a “Built-in Future” was advertised in a style of twenty years past. This layout and style of illustration were carried
through a series of similar pieces, all lacking impact and conviction when compared with the 1955 norm (May 1955).
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I-‘(}I!I'J_i‘-,_.__ THUNDERBIRD 59
ey

The ear everyone would love to awn!

Thunderbird —l—

Ford used distinctive, atmospheric photography to promote the Thunderbird from 1959 onwards (May 1959 and January 1964).

in the early 1950s (lending instant novelty), Pontiac continued
with uninteresting paintings. Where Chevrolet’s painted set-
tings were exciting and evocative, Pontiac’s were unadventur-
ous. Rarely was a car even seen in motion. A yellow and black
Series 870 hardtop was shown in a forest; yet this was not a ro-
mantic, moody forest on a summer’s evening, but a half-
cleared commercial timber forest with children playing nearby
who took no notice of the car. “When you buy a Pontiac you
make a solid investment in the future,” promised the copy,
which reinforced the dullness of the illustration.

The overall layout of the piece was unimaginative, too,
with a few paragraphs of prose and a superfluous painting of
an engine which, even if it was “the most modern, most ad-
vanced engine you can buy” (and others could reasonably dis-
pute this self-bestowed accolade), did not look like it. Con-
sistency within the year’s copy was achieved with a whole
series of similar pieces, although not all used complete scenes.
It was advertising of a kind that would have been more than
adequate in 1935, but which was far from suitable for the mar-
ket of twenty years later. At least one of 1956’s pieces used a
photograph, and a few others depicted cars in motion. One

even showed a hardtop on a test track, but, taken as a whole,
the year’s effort appeared half-hearted. A new car and a new,
more dynamic advertising style eventually arrived for 1957.

The 1960s were marked by an increase in the use of pho-
tography and “atmospheric” depictions, of which the most
elaborate were Ford’s tableaux for the Thunderbird from 1964
onwards. Each Thunderbird piece was color-toned into its
background, suggesting an aura around the car and giving a
new perspective to otherwise realistic surroundings. All divi-
sions of General Motors used paintings as well as photographs
during the decade, both often appearing in a marque’s adver-
tising for any one model year.

To a large extent, Cadillac’s copy became less instantly
recognizable. In 1960, a single illustration sufficed, with copy
below and a jeweled crest and “V” above. This layout was used
for both regular sedans and the more exclusive Eldorado con-
vertible, finished, in one piece, in bright metallic emerald
green. The jeweled crest, naturally, was executed in emeralds,
while “diamonds and platinum by Cartier” had to suffice for
a Sixty Special. In 1961, copy was reduced to a single, if pre-
tentious, sentence. “A new Cadillac car is one of the few ma-
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THE CADILLAC **¥** AND CREST interpreted in Emeralds and Diamonds BY VAN CLEEF & ARPELS

Rarely has a motor car—even a Cadillac—
receved the Iligh (f(';.;‘l‘t:t: of |n|l:|1c acclaim that
has attended the introduction of the 1960 “car
of cars™. This praise has, indeed, been heart-
warming. But it has also, we feel. been entirely
logical. Certainly, no one could question the fact
of its great beauty and luxury —so inspiring that

it has already established a new era of automotive

Nlqe acclaim —oren //,/r/ 44

Cy

—adillae .

elegance. And surely, no one could deny the
brilliance of its new performance —smooth, quiet,
silken and eager beyond any previous Cadillac
standard. Have you seen and driven the 1960
Cadillac for yourself? If not, you should do so at
your earliest opportunity. We feel certain that
vou will give it your unqualified endorsement.

CADILLAC MOTOR CAR DIVISION GENERAL MOTORS CORFORATION
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it o Jewenled TN and Crom by Black Saair and Gorkas

%Hﬁﬁm' destgners. engineers and cvaftsmen

have only one objective: to conlinue to create

the finest car i the world.

- % 5
_v‘—‘"""_

Opposite and above: Typical Cadillac advertisements of the early 1960s. For 1963, the marque adopted the kind of photographic
realism that predominated elsewhere (February 1960, May 1961, and November 1962).

terial possessions for which there is no completely acceptable
substitute” described the 1961 Coupe de Ville.

[lustrations, which were sometimes photographic and
sometimes painted, grew larger and more garish, as jeweled
crests were mounted on color-matched, embroidered cloth,
with the car standing in the foreground. Gold, pink, and
turquoise were typically favored colors. In 1962, Cadillac’s lay-
outs remained similar, as did the style of the car itself, but
embroidery gave way to vignettes of affluent life, and to more
modest jewelry. Wrought-iron gates and stone columns
echoed the aristocratic visual references which had been pop-
ular among upmarket advertisers in the 1920s.

In 1963, realism suddenly took over, as dream settings in
turn gave way to modest depictions of the new models that ac-
tually looked like conventional photographs. Evening dresses
were replaced by less formal clothes, and the copy began to de-
scribe technical features which had been largely unmentioned
since the early 1950s; pre-eminence had to be fought for and
demonstrated, and could no longer simply be asserted by por-
tentous language and improbable surroundings.

This new, more relaxed, and less overtly snobbish style
was continued for 1964. Cadillac advertising consequently lost
much of its individuality as it was brought into line with the
styles of rival marques. With the demise of the tail fin (which
disappeared entirely from Cadillacs in 1965), luxury cars in-
creasingly resembled medium-priced automobiles while full-
size low and medium-priced models grew larger and more
luxurious. Indeed, earlier price and size categories were no
longer reliable indicators of status. Compact and subcompacts
took the lower ground while Chevrolet Impalas and Ford
Galaxies infiltrated the medium-priced arena, almost by de-
fault.

In the early 1960s, increasing convergence was apparent
between advertisements for different luxury cars, as Lincoln de-
veloped a stable image and Cadillac shed the formalized set-
tings and social scenes of the 1950s. Moreover, downmarket
marques began consciously to imitate the advertising motifs
hitherto reserved for their fine-car siblings. The seeds of this
trend had been sown in 1958, when copy for low-priced cars
began to emphasize comfort and size rather than perform-
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e Hows

Pontiac becomes yvou wherever its Wide-Track takes you

Lo the hash of eveninge, head Tor som ||:'.'|--|- S bl .. i a Ponliae, The eacerness

ol this '|I|\||i]'||'|'_- awtomaobile will captivale vou completely. On curves and
tirns vou'll feel the forthright control and upright stability that come

From Wide=Track Wheels. As vou

o fnseinating quietness will stimulate
vour conversalion and relax vour ride. When vou arrive, bask for a

moment in the respeetiul spothight

ol admiration that’s alwavs n "
e MAREOW THACK —a
foeused on this steiking, tastefol car, 1S all parl of owning a Pondiae, S TRRTAET WL RACK — e

Man o make a I rsonl dppearance i Pontiae soon, See yvour
|'||||'.|;|| dialer amil see how easy 1l s Lo ecall one vour UWIL.

PXONTTIAC]
THE ONLY CAJR WITH WIDE - TRACK WHEELS

Pontiac’s 1960 campaign combined upmarket elegance with Thunderbird atmosphere. The car’s width, rather than its length, was
exaggerated (February 1960).



1. IGNITING DESIRE 27

New longer life upholstery and carpeting—
beautiful proof that Ford-built bodies are better built

—

Cani upholitery 5o rich be rugeal, oo Yo, il it's

Ford-bailt car, For example, bucket scats
in extra thick viny ] that lasts and lasts

Are ¢

m why Ford-Lult cars last vou

Othier seats have adurable nylon fsce, What'smore,  more re gET,
befure any fabric goes into a Ford-boily car, it's  need less care and keep their oesale value better,

FOR 60 YEARS
THE SYMBOL OF
DEPENDABLE

MOTOR COMPANY o000y re

FORD « MERCURY - THUNDERBIRD - LINCOLN CONTINENTAL

Ford’s quality control promotions of 1962-64, spanning all of
the company’s products, used photography at its most detailed
and realistic (May 1963).

ance. When Chevrolet deliberately imitated Cadillac’s layouts
in 1966-67, the convergence resulted in a uniformity within the
full-size field which would have been inconceivable ten years
earlier.

For the first time, it seemed that a standard layout for
family car copy had emerged. This archetype comprised a
photograph of the car against a realistic — if socially opti-
mized — background, a slogan, and a few paragraphs of copy
at the foot of the page. Technical and status differentiation
were increasingly established within the copy itself, rather than
by illustration. This process was highlighted by the use of
cleanlined body styles at all levels, which were not easily dis-
tinguished by the layman, and which lacked the design gim-
micks that artists and photographers had latched onto in ear-
lier years. No one had ever mistaken a Lincoln tail fin for that
of a De Soto, even if both cars, in engineering terms, were
technically similar. But, by 1964, anonymity threatened.

It couldn’t last. Pontiac reacted by deserting 1957’s pho-
tographs and reverting, in selected advertisements, to paint-

ings. Whereas earlier artists had confined their license to a
car’s proportions, rather than to its detailing or to the back-
ground scenery, Pontiac’s illustrators frequently employed
stylized illustrations that made no claim to technical realism.

The advent of “Wide Track” styling in 1959 allowed
width, rather than length alone, to be exaggerated. Photo-
graphs were more often used for smaller Tempest models, and
for scenes where motion and dynamic power were highlighted
over the static elegance which was claimed for full-size Bon-
neville sedans and convertibles. Chevrolet also reverted to
paintings in 1963, but the majority of Chevrolet advertise-
ments in the 1960s used the photography which had predom-
inated since 1959-60. In the late 1960s, Pontiac countered
Ford’s photographic “Thunderbird atmosphere” with simi-
larly anti-realist paintings of the GTO and Firebird.

The underlying innovation of the final years of the decade
was a new flexibility. Undoubtedly, the photographer had the
upper hand, as the camera could be stoutly realistic about in-
terior and other details in quality control promotions such as
Ford’s campaign of 1962-64, yet dreamy and almost surreal

utomobiles are buily

Tk oroat AL bt
Buick will build then

Buick’s art nouveau series of 1967 recalled upmarket advertis-
ing of fifty years earlier (October 1966).
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Dark backgrounds were popular in sporty-car advertising dur-
ing the 1970s. This piece combines the prevailing idiom with
upmarket neo-minimalism from an earlier period (January
1976).

in its depiction of a personal-luxury coupe. Paintings could
never be wholly realistic, and improvements in printing tech-
niques meant that photographs in magazines could be much
more detailed and lifelike than the static portraits of the 1930s,
or even of the 1950s. Color definition, particularly for roman-
tic twilight scenes, grew ever more precise and, therefore,
evocative. Boulevard Photographic’s 1963 Ford Thunderbird,
seen at sunset on its own miniature island in a deep blue
ocean, became a minor classic.” As Bill Rauhauser, retired pro-
fessor of photography at Detroit’s Center for Creative Stud-
ies, recalled in 1996:

The highly innovative work of Detroit photographers during
the 1950s and ’60s ... advanced the ability to capture the de-
sired effects on film and allowed photography to supplant il-
lustration in automotive advertising. Such shooting tech-
niques as tent lighting; cove construction to eliminate the line
where wall meets floor; motion mechanisms; liquid light; the
use of various lenses, particularly anamorphic and wide-
angle; and most importantly the ability to reproduce the
stretch effect on film made a new look in automotive photog-
raphy possible."

Other techniques were developed during the late 1960s
and early 1970s. For example, the photographer Warren O.
Winstanley “would often accentuate the vehicle through the
use of large black mesh screens placed between the car to be
photographed and the background scene.... This diffused and
reduced the light intensity of the background and placed the
main emphasis on the car.”"

Yet until the early 1970s, paintings had their place, and
were used in deliberate contrast to photography, particularly
in campaigns such as Pontiac’s, which sought to differentiate
the images of mid-size and compact models, on the one hand,
from the traditional full-size “Wide-Tracks” on the other. Pon-
tiac’s 1959-71 series of illustrations by Arthur Fitzpatrick
against aspirational, often European, backgrounds by Van
Kaufman, became famous."

During 1968-70, advertisers of high-performance mus-
cle cars reverted occasionally to paintings of cars being driven
hard on winding roads, while humorous, distorted color draw-
ings, particularly from Plymouth and Dodge, and in milder
forms from Ford and Chevrolet, appealed to teenaged and
twenty-something readers of high-selling specialist magazines
such as Motor Trend, Car Life, Car and Driver, and Hot Rod.
And similar, if simpler, color drawings also appeared in turn-
of-the-decade advertising for the new Chevrolet Vega.”

This new flexibility of outlook and medium allowed il-
lustration to be tailored ever more closely to copy, the combi-
nation defining the market niche to be targeted. All this took
place in the context of a new car arena which had changed
radically since the advent of the modern compacts in 1959.
The American automotive market had become subdivided
into prioritized, and often mutually exclusive, segments. After
a brief flirtation with near-uniformity in 1963-67, advertis-
ing styles once again diverged, now visibly consolidating along
size-category and niche rather than traditional, but now ob-
solete, marque boundaries.



Chapter 2

Fantasy by Design

“You turned your Head.” Of course you did when you first saw one of these beautifully, scientifically stream-lined
Chrysler Airflows. For this is real beauty — the beauty of true functional design.

Let’s speak of value beneath the style. Asked to name the one car responsible for today’s handsome designs, most
people would say Lincoln-Zephyr.... The influence of this car has been great.... From the beginning, the Lincoln-
Zephyr has pioneered. The first forward-looking feature that set the car apart was the unit-body-and-frame.... The
results are efficient, economical operation.... Why not enjoy a car modern in all its ways?

The first of these cars was a Chrysler Airflow, as pro-
moted to British motorists in advertising with an American fla-
vor in 1935; the second was a 1939 Lincoln-Zephyr. The Air-
flow was a sales disaster with only around 29,500 Chrysler and
25,700 De Soto Airflows sold over four seasons, but the
Zephyr, though inherently a more specialized car, was a suc-
cessful product whose styling was widely copied. Both were
sold on the strength of streamlined design; the difference lay
in the marketing approaches used. The Airflow was designed
to be streamlined, and declared to be attractive simply be-
cause it was aerodynamically more efficient than the opposi-
tion. The Zephyr was intended to be both streamlined and at-
tractive. Although it proved to be even more efficient
aerodynamically than the Airflow, its designer, Eugene Gre-
gorie, developing earlier and more radical ideas by John
Tjaarda, realized that any scientific advance had to be made
palatable to the consumer.

The need for compromise was widely realized by indus-
trial designers of the period. In 1934, Herbert Read put the
point concisely:

One false theory [of design] assumes that if [an] object ... per-
forms its function in the most efficient way possible, it will
ipso facto possess the necessary aesthetic qualities. To this ar-
gument we must reply that an object which functions per-
fectly may, and probably will, possess aesthetic qualities, but
that the connection is not a necessary one."

29

In an automotive context, the compromise was not be-
tween any fixed idea of “aesthetic quality” and an immutable
notion of function. Streamlining was ostensibly adopted to
reduce wind resistance in the name of efficiency, but it also
gave a new design a dramatically modern look that allowed
the consumer to feel that he was participating in progress. Au-
tomobile design reflected a broader trend. As one later critic
remarked:

The curvilinear forms or “streamlining” that came to the fore
in the 1930s had European roots, but in America were ex-
tended in application to all manner of design...."”

Even pencil sharpeners and refrigerators, which remained im-
mobile all their lives, adopted “streamlined” forms. This gen-
eral movement was seen, and promoted, as the outward sign
of technological and, by extension, social advancement. Per-
haps more than any other artifact of its time, the streamlined
automobile vitalized and nurtured the consumer’s sense of
the wider progress by being the object with which he engaged
most closely. The automobile was meaningless without motion,
direction, without intimate involvement with the consumer.
In this, it was unique.

Against such a background, it was not surprising that
successful individual examples of streamlined design were not
always aerodynamically efficient. Provided that a design was
symbolically efficient to the consumer, it did not need to be
empirically efficient. Whatever the legitimate preoccupations
of Chrysler’s aerodynamicists, an automobile had to conform
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— NOT JUST THE WORD...BUT THE FACT

AL streamline o't 3 guess, it's a fact, front . . . to steady it as it cleaves through the air.
The wind tunnel shows with scicntific accuracy Passengers ride in the middle of the car . . . the
just how a car should be shaped to cleave through the point of minimum up-and-down motion and greatest
air at top cfficiency. roominess, The action of the springs is slowed by the
It shows that the front should be rounded like an new balance of weights . . . so that jolts are length-
Airflow® Chrysler’s. That the body should taper back ened and softened into an easy glide.
. not swell from a point. That the rear should be If ever a motor car spoke for itself, it is the Airflow
a meeting of sweeping inward curves. . . not a round- Chrysler! You have only to ride in it to know that it
ed-off box. There must be no valleys between hood is the inevitable car of tomormow—here today. That
and fenders . . . no homns or lamps projecting. it ushers in a new era of transportation—a decidedly
It's no accident that the Airflow Chrysler looks better and finer way to travel. Try it for yourself,
surprisingly like the modern, high-speed train. Both Write for the interesting booklet which describes
are ples of line that means ing. the romantic development of Floating Ride. Address
“The Airflow Chrysler is balanced like an arrow in the Chrysler Sales Corporation, 12211 East Jefferson
flight. Like sn arrow, it has its heaviest weight in the Avenue, Detroit, Michigan.
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Sedan, Bresgban sad Town Selss, fve-pamenper Cospe. All body trpes. $1245. Chrysler Airflow Imperial . .. 100 borsepower . . .
1384nck wheellase, Siz-passenger Solun ued Town Sedan, Srepamenger Coupe. Al body types, $1495.  Airflow Custom Im-
perial . . . 150 borsepowsr . . . J4fuinch wheeltuse . . . Iadiridgalized bedy trpes, ptioes oo requese. 1934 Chrysler Six . . . Witk
independently spramg fronf avheels . . . v u smeeh, cubioted tide . . . 91 borspewer, 7 body types on 117- and 12l-inch
wheelase. From $725 up. Posrdeor Sadsn, $795. A0 Piw F. O R Fociry, Dereit.  ®Name Copyrigherd 1901 — Chamler Curparatioa.

LET'S SPEAK OF VALUE BENEATH THE STYLE

Askzn to rame the ne car responsible for today's hand-  operation (excess weight is climinated) and great mafety,
some designs, mast people would sy Lincoln-Zephyr, From the beginning, the Lincoln-Zephyr has been the
They would be right. The influence of this car hasbeen oy car at medium price to offer the smooth, sure per-
great. [t wshered tna new style eral formance of a Vetype 1a-cylinder engine, This “twelve™
proved that great power and economy could go hand in
hand, Crwners repart 14 to 18 miles per gallon!

And, from the first, the Lincoln-Zephyr has been an
saxy car to ride in and tc ¢. Many factors contribute

But ask more than 6000 Lincoln-Zephyr owners
which feature of th wZephyr they most admire,
i i

and * will not e. Th

Lincoln-Zephyr for its unique combi o comfore and sense of secutity: the distribution of car
From the beginn e LincoleZephyr has phoneered and passcnger weight “amidships™ . . . low center of
The fiest forward-) g feature that set the car apart  gravity . , . soft transverse springs . . . roomy interiors

was the unit-bodyand frame. In all closed types there
is no chassis, us that term is understood. Body and frame
are 3 unit—a framework of steel trusses to which stcel
panels are welded. The results are efficient, economical

-+« high visibility . . . hydraulic brakes. These, to, are
a part of the sound value that lies beneath beauty,

Why not enjoy a car modern fn all jes ways? Lincoln
Motor Company — Division of Ford Motor Company.

-
A combination of fes ca it the unly cae i .o
iy awid-frame—cteal welded fn weel trae, 2. dimder THE STYLE LEADER
wmpime—amaeth, quicl prar i powers 1
Ae-peaiphd ratie—low ienier af gravity. B. Comfort for vin, " amidsbips” in chair-
s e bk viribidi. 6. Hdraudic brabes. it

Chrysler hoped that the reader’s heart would follow his head, while Lincoln assured him that his head could safely follow where
his heart already wanted to go. The Lincoln was more attractive, shrewdly advertised — and successful (May 1934, and 1939 cam-

paign).

to the consumer’s visual expectations, which may have been
determined not by any scientific criteria, but simply by what
he had come to expect in car design. And the consumer’s eye
was largely trained by the appearance of earlier cars whose
proportions had not been determined by aerodynamics at all.

For Chrysler, the adoption of empirically efficient stream-
lining involved such a radical departure from the automotive
norm that the new car buyer could not be relied upon to in-
tegrate the Airflow’s design into his expectations. MoToR re-
alized this in January, 1934:

At first glance, these cars will look strange to most people, but
... after you have looked at them for two or three days you be-
come accustomed to them, and sooner or later you begin to
admire them. Finally, you ... come round to the viewpoint
that these cars look right and that conventional cars look
strange.

Most car buyers, however, were not prepared to pay for this
aesthetic reorientation, and advertisers’ enthusiasm for “sci-
entifically streamlined” design was not enough to persuade

them. This was realized at the outset by those who promoted
the Lincoln-Zephyr two years later.

Adpvertisers also realized that when the consumer bought
a car for its appearance he needed to rationalize his decision,
and to be convinced that he was not sacrificing practicality
and functional transportation-value. Throughout the late
1930s, Lincoln-Zephyr advertising always mentioned the prac-
tical advantages, as well as the styling, of the various body
types available. Chrysler, on the other hand, having designed
a robust and advanced type of body frame, did not always
mention it in advertisements. Nor was attention always drawn
to the advantages of rigidity, weight distribution, and interior
space that accrued from the car’s novel proportions. The con-
sumer was often left with the mistaken impression that he was
being sold a strange design for which much else had been
sacrificed. The Times in England wrote in 1935:

There is much that is logical in the advanced design of the
Airflow ... chassis and body, and it results in sports perform-
ance with standard saloon comfort."
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Of course you did when you first saw
one of these beaurifully, scientifically
stream-lined Chrysler Airflows. For this
is real beauty—the beauty of true func-
tional design. These Airflows literally
bere a hole through the air. Raindrops
flow upmards on the windscreen. No
wind roar. So comfortable at speed you
can read your paper at 80 m.p.h. And
now some models are ficted with the
“ Overdrive "—"at 45 m.p.h. a miracle
happens!" 60 m.p.h. In second, over
90 on top though the engine seems
idling ! Airflow Models are also avail-
able with Automatic Clutch and Free
Wheel, but without Overdrive. Ask
a Chrysler dealer to show you.

CHRYSLER MOTORS, Ltd., MORTLAKE ROAD, KEW GARDENS, Surrey

“I cannot say that this form of streamlining is attractive to me in
appearance,” said the motoring correspondent of The Times in England
in 1935. But he admitted that “the stability and smooth travel of the
[eight-cylinder] saloon are out of the ordinary in their excellence” (1935

campaign).

But in Britain, as in America, few car buyers felt inclined to
investigate.

Hupmobile was much more cautious in 1934, and British
advertising for that marque’s Aerodynamic sedan carefully
reconciled the futurism of Raymond Loewy’s design to more
conventional ideas of automotive excellence:

To this Hupmobile belongs a new interpretation of motor-
ing.... Yet if the spirit of the car is of the sky ... its lines are
sanely down to earth —air-moulded without freakishness or
exaggeration.

Home market copy perused a similar theme in a Saturday Eve-
ning Post advertisement of November 9, 1935:

The car that was some day to come — is herel... The moment
you see the new Hupmobile, you will know that it’s the car
you have wanted and waited for. You will see its smoothly-
moulded, stream-line beauty. Here is nothing bizarre or
“freakish.” Instead, a harmony, symmetry and grace which

experts describe as “the most highly refined expression of
the modern motif.”

It became clear that motorists would accept progressive
innovation, and that consumers were eager to endorse
futuristic design ideals, but that popular taste required
gradual, rather than sudden, conditioning.

Harley Earl of General Motors is considered by
many to be the father of styling in its modern sense, and
while he neither invented the concept, nor was alone in
realizing its importance, he was uniquely responsible
for developing a pragmatic philosophy of automobile
design that was able to accommodate all the variable
factors involved within a continuing corporate new
model program. Body design and advertising were in-
tegrated under Earl’s regime as never before.

As early as 1921, General Motors’ product policy
program acknowledged “the very great importance of
style in selling”" at a time when styling, as a facet of a
product’s initial conception, was widely disregarded. In
1920, design was decided largely by engineers, and the
overall form of an automobile was determined by its
immediate function as mechanism. By 1925, it was ap-
parent that car buyers were no longer content with sim-
ple, unadorned transportation; the market was divid-
ing into many price sectors, and every purchaser wanted
a product with a measure of individuality commensu-
rate with its owner’s status, and which was conspicu-
ously more modern than its predecessors.

The annual model change had been de facto policy
within General Motors’ divisions since 1923 but, two
years later, it was explicitly endorsed and made a perma-
nent feature of the Corporation’s product planning strat-
egy. The need for a competitive edge against Ford and the
newly emergent Chrysler Corporation reinforced the
importance of styling, and in July, 1926 the president of
General Motors, Alfred Sloan, wrote to Buick’s general man-
ager:

I am sure we all realize ... how much appearance has to do
with sales ... and in a product such as ours where the individ-
ual appeal is so great, it means a tremendous influence on our
future prosperity...."8

Cadillac’s general manager, Lawrence P. Fisher, visited a
number of dealers and distributors in order to gain a general
appraisal of the current design trends which would soon per-
colate down to the mass-market. He also visited Cadillac’s
west coast distributor, which in 1919 had purchased the Earl
Automobile Works, at which Harley Earl, son of the owner,
continued to design custom bodies for wealthy clients. Dur-
ing the spring of 1926, as a consultant to General Motors, Earl
produced a low and attractive body design for the upper mid-
dle-class LaSalle of 1927, and it sold so well that Fisher soon af-
terwards brought Earl to Detroit to head GM’s new Art &
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Colour section (which he rechristened the Styling Section in
1937). Earl had studied European design but concluded that,
owing to the different conditions under which American and
European cars operated, European ideas had only very lim-
ited application within the mainstream American market.
The LaSalle was followed by a modest restyling of the
contemporary Buick for the 1929 model year, but that car,
which looked modern and elegant in the form outlined by
Earl’s studios, became a laughing-stock when it was intro-
duced, as the exigencies of mass-production had destroyed its
original proportions, while retaining a characteristic bulge
below the waistline. Earl recalled the resulting fiasco in 1954:

The Styling Section then had not been as well integrated into
other company operations as it is now, and I was unaware of
what had happened until I saw the completed cars. Of course,
I roared like a Ventura sea lion, but it was too late to keep
buyers from having a lot of fun naming the poor enceinte
Buick.”

Following the failure of the “pregnant Buick,” Earl was
careful to ensure that production engineers did not alter the
proportions of his designs without the necessary consultation;
moreover, such a public repudiation of self-consciously “mod-
ern” design meant that designers throughout the industry were
cautious— a skepticism which was reinforced by the Airflow
débacle five years later.

There appeared to be no obvious solution to the problem.
How was innovation to be made palatable? Consumers liked
a car to be in some way “scientific” and demonstrably modern,
but appeared to object when scientific principles were applied
to its design. Car buyers also liked the idea of a streamlined au-
tomobile, provided that it remained visibly related to earlier,
familiar forms which themselves owed little to aerodynam-
ics; many had been more efficient traveling backwards than
forwards.

General Motors’ solution to the complexities of consumer
taste in the 1930s was elegantly simple. The “one-piece solid
steel “Turret Top’ Body by Fisher,” new for 1935 and heavily
advertised throughout the rest of the decade, looked modern,
yet largely retained familiar proportions. Streamlining was
suggested by the use of rounded contours, smoothly integrated
grilles and strategically placed chromium trim.

Fisher Body advertising not only emphasized the func-
tional aspects of streamlining, but also promoted the practi-
cality of the design and pointed to the genuinely scientific
construction of the Turret Top body structure. The new car
buyer was offered a product which was attractive, yet also
demonstrably in the forefront of technological progress. More-
over, the availability of the Turret Top on all of GM’s six pas-
senger car marques underlined the parent company’s corpo-
rate identity and image, while marque differentiation was left
to the marque advertisements. Copy for Fisher Body concen-
trated on the beauty and safety offered by the Turret Top, and
each advertisement was illustrated with a suitable car, from

Chevrolet to Cadillac, with any number of Buicks, Oldsmo-
biles, Pontiacs, and LaSalles in between.

Fisher Body advertisements were invariably eye-catch-
ing, and close-up color photographs were frequently em-
ployed from 1934 onwards. In March, 1937, a bright yellow
Pontiac Eight sedan was shown on a vast, part-completed iron
bridge, its owner admiring the architectural colossus that was
taking shape above him. The body frame of “the most beau-
tiful thing on wheels” was illustrated in a small diagram at the
foot of the page, its complex construction of steel panels and
girders visibly reminiscent of the bridge. “Security gets a lift!”
said the headline, “It’s nice to know that you're riding sur-
rounded by steel....” Like other Fisher Body advertisements
in the series, the piece combined emotive and stylish photog-
raphy with a functional, yet dynamic, theme.

The Lincoln-Zephyr was specifically intended and ac-
knowledged as one of the most futuristically styled cars on
the road at the time of its launch in November, 1935, and copy
for the car was more overtly futuristic than Fisher’s, particu-
lar during the Zephyr’s early years. In May, 1937, a blue two-
door sedan was shown under a concrete bridge, with the fa-
mous Burlington Zephyr streamlined train speeding over the
track above. The car and train were described as:

... the newest things on wheels.... One is a streamlined train,
rolling up new records on the rails. One is a motor car ...
rolling up new records on the roads. Common to both is a
break with the past ... a new point-of-view towards travel.

The accompanying artwork was tastefully stylized, exhibiting
the car’s Art Deco design features to maximum effect. When
an improved 1939 model was announced, the bridge analogy
was reworked to reinforce the connection between styling,
body engineering, and the wider parallels in contemporary
industrial technology which characterized much automobile
advertising of the period.

A newspaper advertisement for the 1939 Lincoln-Zephyr
built upon a reputation consolidated since 1936:

Style alone does not make a motor-car.... For beneath this
outward beauty ... is a framework of steel trusses— the fa-
mous “arch-bridge” construction. You have stood on such a
bridge, spanning some wide valley, and marveled that so light
a structure could support great weight. Here is the same prin-
ciple — body and frame a rigid unit combining lightness and
strength.

The copy appealed to the reader’s personal experience and
thus cemented the product into his imagination. A small, but
highly detailed, diagram of the body frame was included to
reinforce the consumer’s appreciation of the car’s important
features. It was noticeable that, throughout a long-running
campaign, a few points were stressed again and again, driving
home a consistent message. Lincoln’s copywriters appreciated
that an appeal to personal experience, together with the reit-
eration of facts recalled from past advertisements and imagery
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Above and right: Three interpretations of the popular “bridge”
analogy which allied automobile styling to general technolog-
ical developments of the post-Depression era (April and May
1937 and 1939 campaign).

derived from areas not directly connected to the automobile,
if suitably blended, would add up to a potent sales message.

During the 1940s, and particularly after World War II,
the technical connection between a car’s styling and its struc-
tural integrity, and the wider association between the auto-
mobile and other accessible products of the technological rev-
olution, became ever more tenuous. The elements of that
idealistic triumvirate of aesthetic, technical, and social growth,
whose potency had been strikingly evident at the New York
World’s Fair in 1939, lost much of their earlier cumulative im-
pact upon the public mind. In the 1940s, the symbolic element
of automobile body design was increasingly separated from
any theoretical connection it once had with genuine scientific
developments in other spheres.

This divergence of technologies, and of symbol from
empirical science, was partly an unavoidable result of techni-
cal progress and functional specialization within diverse indus-
trial and design fields, but it was accelerated by the need for
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perpetual innovation in automobile design. By 1948, the social
idealism which had underpinned the earlier movement to-
wards a futuristic homogeneity in industrial design no longer
existed in its original form.

The postwar consumer wanted to sustain his own fan-
tasy with symbols that evoked, but did not necessarily con-
tribute to, the industrial and socio-technological advances of
the new era. If the 1950s are traditionally viewed as the years
in which the “American dream” matured, the elements of that
all-enveloping dream (or the “autocracy of progress” as some
skeptics called it) had begun to dissipate some years previ-
ously. The consumerist dream which took its place was the
inevitable product of a broader national aspiration, but its
focus was narrowed, before an arguably fatal implosion among
self-enclosing, personal fantasies in the
1960s and beyond.

There were, however, significant
developments that impinged more visi-
bly on automobile advertising. The rapid
development of jet and rocket propul-
sion, and the possibilities of space travel
that came with them, gave rise to a new
kind of symbol. The visual characteris-
tics of space-rockets and jet aircraft were
appropriated by automobile stylists,
even though they had no directly sci-
entific application to any aspect of a pro-
duction automobile’s function. Designers
and the advertisers who collaborated
with them were careful to maintain a
visible, sensual link between car design
and the aeronautical revolution. This
was particularly necessary after Ameri-
can self-confidence was undermined by
the successful launch of Sputnik by the
Russians on October 4, 1957. The con-
sumer who drove his (optionally air-sus-
pended) “Air Born B-58 Buick” to town
every day participated vicariously in the
greater progress; his was a personal, in-
dividualized fantasy, but it was defined
by the conscious anticipation of a better
America. This microcosm of a larger ex-
pectation was revitalized for the con-
sumer every time he got into his car.

The continuing potency of such an
apparently fanciful approach to design
was demonstrated by the failure of Ford’s
Edsel Division in 1958. Advertising for
the Edsel was carefully planned, and
began long before the car’s launch in
late 1957. Foote, Cone & Belding’s pre-
launch press advertisements stressed the
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novelty of the Edsel concept —a glamorous car that would
cover the middle price range — and promised special features.
A “Teletouch” pushbutton transmission was unusual in that
the operating buttons were fitted in the steering wheel hub,
but self-adjusting brakes, heavily promoted, had been offered
by Studebaker ten years earlier.

Once revealed, the Edsel was sold mainly on its styling,
which was claimed to be predictive —“Edsel styling leads the
way.” It was not, however, “here to stay,” whatever the copy-
writers might have wished. Pseudo-classical grille apart, the
Edsel itself was not inherently innovative; it was far less rad-
ically conceived than, say, the Lincoln-Zephyr. More impor-
tantly, it lacked those stylistic flourishes that gave a design its
all-important symbolic content. It had no fins; its taillights

They’ll know you’ve arrived

when you drive up in an Edsel
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Conventional advertising for a generally conventional car. A cynical marketing exer-
cise, the Edsel failed to sell, and consumers had the last laugh (1958 campaign).
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evoked nothing, while nevertheless being self-consciously styl-
ized. The radiator grille, lacking elegance, also lacked aero-
nautical connotations.

Measured against functional parameters, the Edsel was
no more peculiar than many of its contemporaries, but, un-
like them, it stated no allegiance to a wider American aspira-
tion. By aping the anti-functional form of contemporary au-
tomobile design, while visibly remaining removed from what
the consumer saw as its underlying raison d’étre, it was a par-
ody, and as such was rejected by car buyers. In one New Yorker
cartoon, a woman looked up from her newspaper and re-
marked happily to a less than cheerful-looking husband: “My,
it’s a big week for everybody! The Russians have the Intercon-
tinental Ballistic Missile, and we have the Edsel.” The psycho-
logical point was sharply made. Only 110,847 Edsels were sold
between September, 1957 and November, 1959, and the car
reputedly lost its makers $250 million.

An elaborate, noisy, and protracted sales and advertising
effort did little for the car’s fortunes, and was toned down
when it became apparent that sales would not pick up. Most
surprising of all, however, was that the car, hyped up in the
summer of 1957 in a series of “taster ads” and heavily pro-
moted after launch, was not advertised at first as a 1958 model.
As all involved licked their wounds, other advertisers watched
the affair with close interest, and were content to fuel the es-
tablished fantasy. Within that context, “new styling features
were introduced that were far removed from utility, yet they
seemed demonstrably effective in capturing public taste.”*
The Edsel affair proved effective in demonstrating that no
amount of ingenuity on the part of copywriters could rescue
an unpopular design. It was a lesson that would not readily be
forgotten.

A few cars of the early postwar period appealed to the
public while also retaining a substantial element of “Euro-
pean” functionalism. One of these was the 1947 Studebaker,
introduced in the spring of 1946. Early advertisements were
triumphant: “First by far with a post-war car!” ran the intro-
ductory slogan. “Your dream car is here — and in production!”
continued the copy in July 1946. The full-width styling of the
Commander Regal De Luxe 5-Passenger Coupe was simple
and clean, and was illustrated with an “actual color photo-
graph” to dispel any doubts that might have lingered if paint-
ings had been used.

In August of the same year, a Champion Regal De Luxe
four-door sedan was hailed as:

Sweet and low ... a melody in metal.... That picture of it you
see above is a color photograph of the real thing — the new
1947 Studebaker “in person”.... Here’s more than a car out
ahead in point of time — it’s unmistakably far ahead in dis-
tinctive post-war styling —completely new from every view.

The color photograph of a pastel green car had been lightly air-
brushed to give added sleekness, but the Champion’s compact

yet elegant proportions were accurately depicted. In October,
1946, a blue Commander Regal De Luxe sedan was shown in
a similar piece, “styled to step up your spirits.” The makers
rammed their point home:

You may be an unpretentious person about most other
things. But you're sure to like the envious attention your car
receives everywhere you go in a stunningly styled new 1947
Studebaker.

By September, 1947, the Big Three had still not caught up
with Studebaker’s lead, and in a piece for the top-line Regal De
Luxe Land Cruiser the copywriter unashamedly gloated:

Most people know that there’s just one showpiece among
today’s cars.... This is the fresh, new kind of style that people
hoped to see in all automobiles by now.... [The Land Cruiser]
is a photogenic dream car that proudly leads a Studebaker fash-
ion show of equally distinctive Champions and Commanders.

Studebaker did not need to lend glamour to the product by
employing the elongator with his airbrush aerodynamics, even
if a little tinkering was considered helpful alongside, one sus-
pected, a sandbag or two in the trunk and under the hood to
make the car look lower and sleeker on its springs. If there
was no mention of a “European look” as such, it was perhaps
because in 1946 the Studebaker looked more modern than any
mainstream European production car, the more so for dis-
playing an almost European compactness and restraint in dec-
oration. America, and Studebaker in particular, still held the
international stylistic lead in 1948, although others would
catch up by 1950. The car was still in production, virtually un-
modified, in 1948:

Vision produced this car of vision!... Studebaker engineers
and stylists knew you wanted a better view in back as well as
in front when you’re driving. So they envisioned a car with
panoramic windows all round — spent years in designing and
redesigning it —came up with this dreamlined new Starlight
Coupel... First in style ... first in vision ... first by far with a
postwar car.

The copywriter’s claims were hardly modest, but they were
valid. Until the introduction of the 1949 Fords in June, 1948,
the Studebaker was stylistically America’s most advanced au-
tomobile, and it had a lasting impact. The 1947 Kaisers and
Frazers, even with flush sides, looked leaden by comparison,
an effect compounded by their design’s high, domed hood,
bulbous trunk and relatively small window area. Unadorned
straight-through sides were notoriously difficult to get right,
and even Howard “Dutch” Darrin, who had largely conceived
the shape, dissociated himself from its eventual production
form, which lacked the “Darrin dip” in the rear fender line
with which he had originally solved the problem.

The 1947 Studebaker was designed by Robert Bourke and
Virgil Exner of Raymond Loewy Associates, Bourke having
worked for Studebaker before Loewy hired him formally to
work with Exner on the 1947 proposals. Although the version
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Advertising for the first generation of postwar “Loewy” Studebakers capitalized on the car’s role as an international style leader

(July 1946 and February 1948).

finally announced in 1946 was prepared independently of
Loewy’s studios, and was chosen over Loewy’s official pro-
posal, it was advertised as the “New 1947 Studebaker with Ray-
mond Loewy body designing,” and became known as the
“Loewy Studebaker.” It was widely advertised as a revolution-
ary concept in automobile body design. A 1949 advertisement
showed a red Starlight coupe on a beach and outlined the de-
sign’s rationale:

Studebaker’s the stand-out in savings that count and style
that sings.... You start cutting your car operating costs right
away, thanks to Studebaker’s trim, sleek dream lines.

The copy, and the design, were unusual for achieving an
apparently successful synthesis of conflicting design priori-
ties. Only rarely in America was attractive styling, which
gained general approval amongst new car buyers, combined
with good fuel consumption. Loewy was aware of the icono-
clastic nature of such a concept for 1947. In a paper presented
at the beginning of World War II to the Society of Automotive
Engineers, he declared:

Weight is the enemy. The average automobile weighs thirty-
five hundred pounds. Thirty-five hundred pounds of materials

to transport one or two people just does not make sense. Sta-
tistics show that ninety-two per cent of the cars on the high-
ways travel with empty rear seats. The weight trend in the
past years, I believe, has been decidedly retrogressive. This
must change.”!

In 1979, Loewy recalled:

I had felt for the last forty years that the American automobile
was too bulky and heavy.... I lectured about it, wrote articles
about it, said it on the radio, and achieved only one thing:
Detroit’s resentment and hostility.... Finally, when gasoline
shortages developed [in the 1970s] ... Detroit was forced to
accept the fact that weight is the enemy.*

Yet although in later years Loewy was proved right, a suc-
cessful design studio does not achieve renown in its own time
by designing what “ought” to be made if the public does not
want it. Whatever rationale might, with hindsight, be imputed
to the design, it was the car’s appearance which gathered sales
of over 160,000 in the extended 1947 model year, at least
184,000 in 1948 and approximately 129,000 in 1949. Stude-
baker’s copywriters were well aware of the effect that even a
cursory glimpse of the new model had on automobile enthu-
siasts. In 1990, Bruno Sacco, Director of Design for passenger
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cars at Mercedes-Benz, recalled seeing a 1950 Regal De Luxe
Starlight Coupe in Italy:

It was the year 1951, late spring in Tarvisio, in the Italian
Alps. I was cycling along the main street of the town.... Sud-
denly I became aware of a car coming the other way. I think
it was electric blue — it was certainly something out of the or-
dinary. I realized in that moment of encounter that I had
seen something that put everything else in the shade. I
stopped, looked back, and got another surprise: the rear
view of this vehicle was also different from anything I had
seen before....”

The design was a unique amalgam of “European” functional-
ism and that quintessentially American obsession with the
technically superfluous, but visually dramatic, design feature.
It was not necessary, for adequate visibility, to use such a dra-
matic rear window, yet it was this feature above all others that
captured the public imagination. Like Harley Earl’s Cadillac tail
fin of 19438, it was an aesthetic reinterpretation of utilitarian air-
craft design — in this case, a canopy. The genuine functional-
ism of lightweight body design was combined with the quasi-
functionalism of the aeronautical motif, while at the same time
a lack of added decoration gave the car an international feel,
with an element of “Eurochic” on which copywriters, explic-
itly or implicitly, could capitalize.

Studebaker was among the few automobile manufactur-
ers of the late 1940s that tried to break away from the herd by
claiming leadership in design, or by endeavoring to rise above
the need for annual restyling by questioning the presupposi-
tions that lay behind it. Not all who attempted the break were
successful but, armed with a genuinely novel product with
practical and aesthetic advantages over the opposition, a copy-
writer could self-consciously jump off the bandwagon with-
out being forced to rely on functionalist rhetoric alone, whose
limited effectiveness in mainstream automotive advertising
had been proven.

Unable to retool for substantial annual styling changes,
Studebaker was able to make a virtue out of necessity in the
late 1940s. A February, 1948 advertisement was clever:

All over America the word for style is Studebaker.... Time flies
faster than most of us realize. It’s just a little more than eight-
een months since you first read the thrilling Studebaker an-
nouncement, “Your postwar dream car is here and in produc-
tion.” Now the 1948 version of that dream car has arrived....
They’re more than fresh 1948 interpretations of the “new
look” in cars that’s a Studebaker style mark. They’re the dra-
matic encore....

In fact, the 1948 models were almost exactly the same as
before, and were not even “fresh interpretations.” The car re-
mained advanced, however, and the bold, disingenuous ap-
proach — an approach that would not save many of the “inde-
pendents” once the postwar sellers’ market had subsided —
worked for Studebaker in this instance, even if it would not al-
ways do so in the future.

The car was updated in 1950. “All eyes are on this ‘next
look’ in cars,” crowed one advertisement for the Land Cruiser
sedan. “You get thrift plus luxury in this new Studebaker!”
said another headline, the thrift “because there’s no bulging ex-
cess bulk to over-burden a Land Cruiser’s trim, sleek struc-
ture.” Claims that it was “dynamically new in form and sub-
stance” were untrue, but with restyled rear fenders and a new
spinner-nosed front, it was undoubtedly different.

By the time that the 1950 model was conceived, Robert
Bourke was working for Loewy, and his version was chosen
by Studebaker’s management over an independent proposal
from Virgil Exner, who subsequently left Studebaker to work
for Chrysler. In 1981, Bourke recalled:

We were impressed with fighter aircraft and wanted to
impart some of that flavor to the Studebaker. It was basically
the old 1947 body, but the new nose really set Studebaker
apart.*

By 1950, aeronautical design motifs had appeared on Ford
and General Motors cars as well, and it was clear that such
features, regardless of whatever else a car offered, were im-
portant to consumers. They contributed to the motorist’s fan-
tasy that he was not only driving his car, but participating in
the aeronautical revolution: He could pretend he was control-
ling something created in the spirit of a fighter aircraft, rather
than chugging along the highway behind a 102-h.p. L-head
six. An optional spinning propeller could be fitted into the
Studebaker’s nose to complete the illusion.

The 1950 recipe was a success, and the 1947 original was
outsold more than two to one. The American car buyer’s de-
sire for innovation had robbed the car of its earlier, semi—Eu-
ropean appearance, but 1953 marked a return to simplicity
with a new pair of coupes, called the Starlight and Starliner —
the latter a pillarless hardtop. “The new American car with
the European look” aimed to bring buyers “the continental
charm of Europe’s most distinguished cars” according to one
advertisement. Independent critics agreed. In November, The
Autocar commented that:

One of the lowest and certainly one of the best-balanced and
beautifully styled cars ... in the United States, this [car] re-
flects the Italian styling influence that is becoming increas-
ingly popular in that country as well as in Europe.

The car proved to be something of a false dawn for Stude-
baker’s fortunes, and it did not herald a significant adoption
of European styling in America; rather, American stylists
occasionally appended European-seeming design features
to an indigenous idiom. Even the 1952-54 Nash, “styled in
the continental manner by Pinin Farina” according to a 1953
advertisement, remained, as eventually produced, essentially
a Nash design which incorporated some exterior and interior
touches from a Pinin Farina proposal. Yet the Italian designer’s
name made it more saleable. “Nash presents for 1954 New
Continental Dream Cars by Pinin Farina” announced the
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Aeronautical design motifs were commonplace by 1950, but Studebaker’s spinner nose was not followed elsewhere (November

1949).
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baker—and here it is—the “next look™ in cars!

This is a truly inspired 1950 Stwudebaker—
dynamically new in form and substance—styled
ahead and engineered ahead for years 1o come.

A breath-taking new Swudebaker Champion
in the low-price field—a value-packed new
Studebaker Commander—in your choice of

America likes this “next look™ America likes Studebaker gos

Studebaker Laond Cruiser

LT L
next look in cars!

dreamlined sedans, coupesand convertibles! An
ultra-luxurious special Land Cruiser sedan!
Stop in and see these new 1950 Studebaker
thrill cars. Studebaker’s really rolling! Stude-
baker leads again with the “next look™ in cars!

NEW 1950 STUDEBAKER

Styled ahead for years to come!

= optiomal st exton ooet

America likes the Studeboker America likes Studebaker

in interiors—Fabulously fine
nylon cord upholstery, intro
duced into motoring by Stude
baker, 18 standard in the new
regal de luxe Commander and
in the 1950 Land Cruiser shown.

economy —Higher compression
Champion and Commander en
gmes of incrensed horsepower
use gasoline very sparingly
Automatic overdrive transmis
sion available ot extra cost.

driving thrill —Every 1950
Studebaker handles with de-
lightful new light-touch ease—
rides so smoothly it almost com-
pletely abolishes travel fatigue
New coilspring front suspension.

craftsmanship — Men of con
science and competence, many
of them members of father-and-
sonteams, build surviving sound-
ness into every Studebaker

Studebaker. South Bend, [hd., US.A,




2. FANTASY BY DESIGN 39

marque in a double-spread in which four paint-
ings of different models appeared alongside a
small black and white photograph of the designer
himself. “The genius of Pinin Farina sparkles in
every line of the new Nash Ambassador ‘Country
Club,”” added the copy. No one familiar with Fa-
rina’s designs for European chassis believed a
word of it.

Unlike its 1950 sedans, Studebaker’s new
coupe did look genuinely “European,” even to
Europeans. In Italy the American advertising slo-
gan was repeated: “La nuova vettura Americana
nella Linea Europa .... Ecco la machina all’avan-
guardia della produzione automobilistica del
mondo,” announced a Milanese distributor in
1953.

Both “Loewy” designs gave rise to cross-fer-
tilization with European manufacturers. The
1947’s style was easily discernible in the 1949
Rover 75, and an early Rover development chas-
sis was fitted with a Studebaker body and in-
evitably called the “Roverbaker.” It was not sur-
prising to find elements of the same design in the
Rootes Group’s 1948 Hillman Minx and Humber

LA NUOVA VETTURA AMERICANA
' MNELLA

The American car with the European look!

La nuova STUDEBARER 1953

CHEAZIONE AMENICANA LINEA EURGPEA

Hawk, which were styled by Loewy’s London stu-
dios. The 1953 Starliner was reinterpreted in 1955
for the Group’s Sunbeam Rapier of that year, and,
when the Studebaker sprouted fins for 1957, so
did the Sunbeam in 1958. The copywriter’s en-
thusiastic prose was not just cynical marketing. It

Ecco la macchina all’ avanguardia della produzione automobilistica del mondo:
la spettacolosa STUDEBAKER 1953 bassa, slancianta, elegantissima. Lo stile

Studebaker ha gid conquistato il mondo automobilistico per la sua arditezza;
ogni suo tratto scintilla di originalith. La STUDEBAKER 1953, rappresenta
tutte le novith e possiede tutte le caratteristiche della macchina di gran lusso.
Tra le molte innovazioni applicate rileviamo ad esempio quella che elimina
meravigliosamente ogni sforzo di guida: un «servo-sterzo» di tipo modernissimo
che per la prima volta & stato applicato sui modelli COMMANDER V-8

was amusing, however, to see the 1948-shape
Minx marketed in 1954 in its home country, in
Californian hardtop form, on the strength of a
fashionable Detroit-and-soda style.

By 1958, Loewy’s original coupe had been so
heavily modified that to European eyes it was in-
distinguishable from the American norm. “Rarely
ever, such glamour in an automobile” began one
advertisement for that year’s Starlight, now
sedan-based and heavily chromed while retaining the earlier
name:

Here is a star of the first magnitude in the constellation of
Studebaker-Packard automobiles ... an entirely new hardtop
of perfect proportions crafted to high standards of workman-
ship and styled to standards of high fashion.

All pretense of European sophistication had been given up,
and only a few thousand buyers were persuaded to try the new
version. The advertisement, in monochrome, was now more
distinctive than the car.

It was significant that each “Loewy” design was progres-
sively Americanized during successive years of production,
suggesting that, in the climate of the 1950s, European function-

Distributrice di vendita prodotti STUDEBAKER per I' Italia seitentrionale ¢ Toscana :

MINETTY s.p.a. - Via Filelfo, 7 - Milano - Tel. 92144 - 91643

Widely regarded as the best of postwar American designs, the 1953 Stude-
baker coupe was sold on its European look — even in Europe (1953 campaign).

alism could never be truly accommodated to the American
consumer’s desire for constant change. Walter Dorwin Teague
was among those who changed the face of American indus-
trial design during the 1930s, but he felt ill at ease with the
constant and apparently directionless innovation that preoc-
cupied Detroit. In 1963, he wrote:

If you must do something different, you are apt to do some-
thing bad, something bizarre. That is why car design has
grown so extreme in this country.”

Harley Earl, who continued to head the Styling Section
at General Motors until his retirement in December, 1958,
called the process “dynamic obsolescence.” Critics, with vary-
ing degrees of disparagement, referred to it as “planned” or
“built-in” obsolescence.?® The latter term was misleading.
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RARELY EVER, SUCH GLAMOUR IN AN AUTOMOBILE...
THE SCINTILLATING STUDEBAKER
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Here is a star of the first magnitude in the constellation of Studebaker-Packard
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By 1958, the restraint of Loewy’s 1953 original had been
deserted. This sedan-based Starlight, like the year’s Hawk
coupes, was heavily decorated (March 1958).

Early critics of the strategy, whose sympathies in many cases
lay with the supposedly European design virtues of simplicity
and resistance to change once an ideal solution to a design
problem had been found, believed that dynamic obsolescence
consisted in designing a product that would break down after
a period of use predetermined by its manufacturer, so that the
consumer would be forced to buy a replacement. Not only was
such a policy dishonest, argued the critics; it was also waste-
ful and, by extension, inimical to those ethical (if not always
economic) bedfellows, stability and progress.

Such an analysis was oversimplistic and naive. The Amer-
ican automobile was intrinsically robust and, as Packard found
to its cost in 1956, consumers were quick to desert manufac-
turers whose quality control standards lapsed. Dynamic
obsolescence was necessary precisely because the average
American automobile worked well and, in order to keep the
economic machinery in motion, the consumer had to be

encouraged to buy a replacement long before his existing car
wore out.

In the 1930s, the strategy had a rationale beyond the need
simply to fuel demand for new products for their own sake: By
buying new cars the public actively contributed to the regen-
eration of the American economy after the Depression of
1929-34, and the residual goodwill generated by this wider
purpose operated in the minds of consumers until the 1950s.
Only in the late 1950s, when constant revision of design threat-
ened actually to undermine the functional capability of the
automobile, rather than simply exist independently of it, was
the value of the whole process brought seriously into question.

Dynamic obsolescence did not disappear at this point;
rather, it was modified by the segmentation of the new car
market, which allowed demands for overtly functional cars to
be satisfied. If the ingress of functionalist ideas encouraged
replacement of anti-functional cars, the underlying economic
machinery was maintained. It did not matter why cars were re-
placed, provided that they were replaced. Thus the marketing,
advertising, and design strategies nurtured by Harley Earl re-
mained in place, and Detroit continued to support the buying
habits that ensured frequent replacement of mechanically
healthy automobiles.

It became apparent that advertisers’ role was not simply
to promote products which had been designed from afar. Their
primary task was to fuel the consumer’s fantasy and constantly
to regenerate his desire for novelty, regardless of whether or not
his existing car worked well. Thus “new” and “different” be-
came synonymous with “better.” Against this background
(which was fundamentally alien to the European doctrine
whereby the best design was that which most nearly fulfilled
a range of functional priorities), Loewy’s “European look” was
simply a reinterpretation of an American theme. It incorpo-
rated only the superficial appearance of a European car, and not
the design precepts that oriented genuine European design.
The apparent move towards European ideas which character-
ized a variety of automobiles in 1953 was in fact a chimera.
Dynamic obsolescence, or “embarrassing people into buy-
ing,”” would only be widely questioned after 1970.

The process of styling and restyling was carefully struc-
tured around the annual model year, and the creation, over
several decades, of corporate and marque identities. The pre-
vailing design philosophy in Detroit required that millions of
essentially similar automobiles should be sold every year, but
there remained recognizable Ford, General Motors, and
Chrysler styles and, within each corporate structure, mar-
que — and latterly model — identities.

Each existed within an overall corporate idiom, which
was dictated in part by the need to retain the consumer’s loy-
alty to a manufacturer when he moved upmarket from, say,
Chevrolet to Oldsmobile. It was also encouraged by a desire
to reduce costs by spreading design facilities and actual com-
ponents across a manufacturer’s overall product range. The
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individual styling feature was a way of distinguishing one
year’s model from the next, and it also defined a car’s status
in the corporate hierarchy. By stimulating the consumer’s cu-
riosity and desire, advertisers kept this multi-faceted jugger-
naut intact and in motion. “[I]t is not too much to say,” said
Alfred Sloan in 1963, “that the ‘laws’ of the Paris dressmakers
have come to be a factor in the automobile industry —and
woe to the company which ignores them.”* But many of the
smaller manufacturers could not afford to obey those laws, to
their ultimate cost.

The major car producers divided their advertising into
three layers. Underpinning the whole marketing apparatus
were the corporate images, reinforced and developed by cor-
porate advertising, which often referred to diesel engines and
Frigidaire refrigerators (GM), aircraft (Ford) and other prod-
ucts not directly related to automobiles. In the automotive
sphere, marque advertising predominated, promoting the
products of one marque year by year. Announcement copy
sometimes concentrated on a single, prestigious model, but
the bulk of such advertisements promoted a whole marque
range while illustrating and describing one or two models of
special interest. Modern specialty advertising arrived in the
1950s with the 1953 Chevrolet Corvette, 1954 Kaiser-Darrin 161,
and 1955 Ford Thunderbird, and it became an important com-
ponent of every manufacturer’s strategy when the new car
market fragmented into size and specialty sectors in the 1960s.
By 1965, as many advertisements were published for individ-
ual models as for a year’s model range as a whole.

Styling was important at all levels. In 1952-53, Chrysler
ran a series of corporate advertisements by N.W. Ayer & Son
that concentrated on various features and design priorities
that were common to all of the Corporation’s products, from
the lowliest Plymouth to the prestige Chrysler Imperial.
Uniquely among the Big Three, Chrysler’s corporate adver-
tising of the early 1950s promoted style as a facet of functional
engineering. In this case, the designs that resulted were con-
servative rather than radical in appearance, but the strategy, at
odds with consumer preoccupations of the time, suggested
that Chrysler had failed to understand the wider lessons of the
Airflow’s failure. It did not matter whether the product was
radically streamlined or, as in this case, unusually conserva-
tive. Once again empirical functionalism, albeit with a differ-
ent emphasis, was allowed to detract from the cars’ public ac-
ceptability.

“What’s the beauty secret of Chrysler-built cars?” asked
one unassuming monochrome advertisement in 1952. “A car
need not be four wheels, a body and an engine lumped into any
shape that designers please. It can be a graceful mechanism, the
form of which is chiefly determined by function.” The essay
continued:

A plain example is the beautiful flowing lines of the roof on a
Chrysler-built car. Chrysler engineers and designers consider
the passengers’ needs— the space for sitting, the depth of

seats, the clearance between head and roof [a preoccupation
of the Corporation’s president, K.T. Keller]. All this is func-

tion. The graceful outer form then follows. This approach to
design produces cars which are rightly proportioned, hand-

some, and eminently suited to your purposes.

Unfortunately for Chrysler sales, it was the new car buyer
rather than its designer who decided what was “suitable” and
what was not, and the recondite intellectual satisfaction of
knowing that a form expressed its own underlying function
could not compete with the immediate thrill of stylistic nov-
elty.

A December, 1952 corporate advertisement showed three
recent “dream cars.” Of the three, the Phaeton, which
prefigured 1955’s “100-Million-Dollar Look,” was arguably
the most impressive, if the least exotic. More interesting were
the K-310 coupe and C-200 convertible which had been de-
signed by Virgil Exner at Chrysler and “handcrafted by Ghia
of Turin, Italy” during 1951 and 1952.

The K-310 was intended to dispel Chrysler’s growing rep-
utation for uninspired design. Exposed, fender-mounted tail-
lights and a simulated, decklid-mounted spare wheel cover
were obvious references to earlier European practice, attrac-
tively reinterpreted. Both ideas appeared on later Chrysler
products. The car’s chrome wire wheels and fully cut-out rear
wheel openings were echoed on the 1953 Buick Skylark and
Packard Caribbean. The C-200 convertible, built in 1952, was
based around a similar styling theme. It survived being
dropped accidentally by New York dockers when it arrived
from Italy, and was impressive in two-tone pale green and
black, with a matching leather interior. According to the ad-
vertisement, “The handsome chrome-plated 17" wire wheels
combine lively sports car styling with practical brake-cooling
design.”

By 1952, however, American car buyers did not respond
well to such understatement, and the decision to portray the
Corporation’s glamorous trio of concept cars so modestly
would not have been made by General Motors, whose adver-
tisements featuring dream cars were colorful and dramatic.
Chrysler’s copy was almost willfully anti-climactic:

These ... are “idea cars”— expressions in line and form of
the imagination always at work at Chrysler Corporation....
[T]hey reflect continuing Chrysler principles— that beauty,
in an automobile, follows function, and that car designs
can best be created by designers and engineers, working to-
gether.

The emphatic “and” hinted at past battles. Until 1955, Chrys-
ler’s copywriters had to make the most of outdated production
designs. The 1949 New Yorker, for example, was billed as “The
Beautiful Chrysler Silver Anniversary Model ... created with
common sense and imagination in engineering.” But even in
advertisements, it was not easily distinguished from an artis-
tically elongated Plymouth, especially as both were shown in
the same dark blue. A year later, “beautiful new things were
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BEAUTY AND FUNCTION. The Plymouth, like all Chrysler Corporation
cars, is styled not by body designers alone, but by engineers, production men

and designers working together. From the finely-appointed interior to gleam- o
ing finish, it is designed and engineered to give superlative transportation. BEAUTY AND SPACE. Wide scats,
and ample head room in this De Soto.
Extra space inside, no extra bulk outside.

WHAT'S THE BEAUTY SECRET
OF CHRYSLER-BUILT CARS?

A car need not be four wheels, a body and an engine lumped into
any shape that designers please. It can be a graceful mechanism,
. the form of which is chiefly determined by function, BEAUTY AND VISIBILITY. Note how
much glass area this Chrysler has all
around. Visibility blends with beauty, too.

This is the practical principle that underlies the building of
every Plymouth, Dodge, De Soto and Chrysler.

- A plain example is the beautiful flowing lines of the roof on
a Chrysler-built car, Chrysler engineers and designers consider
the passengers’ needs—the space for sitting, the depth of seats.
the clearance between head and roof. All this is function, The
graceful outer form then follows,

This approach to design produces cars which are rightly pro-
portioned. handsome. and eminently suited to your purposes.

CHRYSLER CORPORATION  enginers an wies

PLYMOUTH, DODGE, DE SOTO, CHRYSLER CARS & DODGE TRUCKS  BEAUTY AND COMFORT. Secats in this
Dodge, as in all Chrysler-built cars, are
Chrysler Marine & Industrial Engines « Oilite Powdered Melal Products » Mopar Parls & Accessories chair |l|"i|{|ll. And the whole interior is

Airtemp Heating, Air Conditicning, Refrigeration  Cycleweld Cement Products harmonis nusl}' and lﬂsl\iollab]y dc:tigrl!.'d.

Above and opposite: Sober, intellectual copy from N.W. Ayer & Son promoted Chrysler’s corporate priorities in 1952-53. Several
advertisements in this series appeared in the Scientific American, which did not normally carry automobile advertising in the early
1950s (September and December 1952).
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THE NEW PHAETON is a Chrysler-built custom auto- by full-time Power Steering, Oriflow Shock Absorbers,
mobile. Powering it is the Chrysler FirePower Engine, Fluid-Torque Drive and other Chrysler engineering
It has a wheelbase of 147%4" and is distinguished exclusives. Tonneau top is concealed,

From the dramatic cars on this page — each an example
of creative styling and engineering — come advances that
appear in every Chrysler Corporation car.

Chrysler designers and engineers developed the K-310,
the C-200 and the new Chrysler Phaeton to express certain
ideas of construction and styling—to put to the test of steel
and fabric their newest. most promising automotive devel-
opments. A superior motor car evolves; it does not suddenly
come into being: these graceful, pleasing designs, and
the lessons learned perfecting them, are reflected in the
creation of your Plymouth, Dodge, DeSoto or Chrysler.

These, therefore. are “idea cars™ — expressions in line
and in form of the imagination always at work at Chrysler
Corporation. Exciting outside and inside, they reflect con-
tinuing Chrysler principles—that beauty. in an automobile,
follows function, and that car designs can best be created
by designers and engineers, working together.

STYLING THAT INFLUENCES
YOUR CHRYSLER-BUILT CAR

EHHYSI.[H [:I]HP“HA"I]H engineers and builds PLYMOUTH, DODGE, DE SOTO, CHRYSLER CARS & DODGE TRUCKS

Chrysler Marine & Industrial Engines « Oilite Metal Powder Products « Mopar Parts & Accessories

Airtemp Healing, Air Conditioning, Refrigerati . leweld Cement Prod

T

THE K-310, designed and engineered by Chrysler and
handcrafted by Ghia of Turin, Italy, Only 59" high,
with a wheelbase of 125147, it is designed to use the
Chrysler FirePower V8 Engine and full-time Power
Steering. This “idea car” represents an entirely new
American theme in motor car functional styling.

The €C-200, dcsignm! by Chrysler and handerafted, like
the K-310, by Ghia of Turin, Italy. It is powered by the
Chrysler FirePower Engine uml its hrakes are the new,
exclusive Chrysler self-ene r"mm_ disc type. The hand-
some chrome-plated 17" wire wheels combine lively
sports car styling with practical brake-cooling design.
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SEE THESE BEAUTIFULLY STYLED NEW CARS AT YOUR CHRYSLER DEALER TODAY

Beautiful new things were done to

these 1950 CH RYSLERS

LY
/

NOW ON DISPLAY ...
car of the year! Deliberately and excitingly solid comfort and safety inside. The extra head-

the most dromatically new  that truly reflects the sound engineering and

re-styled as no other car! Its beauty outside and  room, legroom, shoulder-room! The chair-height
inside is new, new, new! . . . The modern classic!  seats! The full vision all around! All the qualitics
Secit . . . drive it . . . and compare it! And you'll  that have meant 8o much to you have been re-
learn the important difference in Chrysler’s kind  tained! Go see your Chrysler dealer today. There's
of beauty. For here—as nowhere else—is beauty  no other car like the all-new Chrysler for 19501

BEAUTIFUL Wl B AU B A TODAYS NEW
1950 (‘l”') ‘SLER STYLE CLASSIC

Beautiful

Sven
(“ (& ] (((((?/f/ Céz J%? / f.’)((("f’(J(fy

PRESTOMATIC FLUID h!{.‘l'b' TRANSMISSION
*ufesd Tt Deis

J( » your kind ol [ ear . n-m-d nnb omman settsn lnl

sal ety comfurt, convenience and performance, See it .
AGAIN YOU GET THE GOOD THINGS FINST FROM -\.l\m: \Ln

CW Chl\ sler

The proportions, if not the styling details, of the 1949 Chrysler were old-fashioned even when the car was announced, and little
apart from the rear fenders changed in 1950, although the artists did their best (June 1949 and March 1950).

done to these 1950 Chryslers,” but the modified sedans did
not have a “New Low Look,” a “New Long Look,” let alone a
“New Lovely Look,” whatever the copywriter, with help from
an accommodating artist and lengthened rear fenders, tried
to claim.

The Autocar found that the 1953 New Yorker had “clean,
flowing lines and a smooth exterior contour,” but in Ameri-
can terms it was dowdy, if well built. A 1954 Chrysler looked
much the same. According to a tenacious copywriter, “The
power and look of leadership” was “yours in a Beautiful
Chrysler,” yet the car lacked Cadillac’s glamour and Lincoln’s
modern, square-lined style.

Suddenly, Chrysler woke up with a new style and color-
ful advertising in 1955. “Announcing America’s most smartly
different car” in December, 1954, Chrysler offered:

The new 100-Million-Dollar Look.... Everything about this
dazzling Chrysler is completely new and dramatically differ-
ent. It brings you a totally new fashion in modern motor car
design. The new Chrysler is inches lower in its sweeping sil-
houette ... washed free of clutter ... purposeful as an arrow
shot from a bow.

One hundred million dollars was the new line’s development
cost and, this time, buyers were convinced. A July, 1955 adver-
tisement noted, “As proof of this year’s growing preference —
motorists are switching to Chrysler in record numbers!” The
year’s sales figures, at over 150,000 compared with 1954’s
model year total of about 105,000, backed up this contention.

Chrysler’s copywriters had tried hard in the early 1950s,
but it was the dream-car look, rather than the functionalist
ideal expressed in 1952’s corporate advertising, that inspired
buyers. 1956’s “18 gleaming feet of power, eager to call you
master” consolidated Chrysler’s integration of futuristic
styling and dynamic engineering into a car with which buy-
ers could sustain their fantasies, and 1956’s “year-ahead car”
was followed in 1957 by a new interpretation of the “Forward
Look.”

This revived image was carried through into De Soto,
Dodge, and Plymouth copy. The “Aerodynamic Plymouth ’56”
featured “tomorrow’s styling today” while the following year’s
De Soto offered “New Flight Sweep styling!.... The new shape
of motion — upswept tail fins, low lines....” One advertisement
for the car capitalized on De Soto’s new image as a fast, agile
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250 HP? Chrysler New Yorker Deluxe St. Regis in Navajo (

ANNOUNCING America’s most smartly different car

CHRYSLER..1935

Everything about this dazzling Chrysler is
completely new and  dramatically ” differ-
ent. It brings vou a totally new fashion in
modern motor car design,

The new Chrysler is inches lower in
its sweeping silhouette . . . washed free of
clutter . . . }mrpn.\vhll as an arrow shot
from a bow. Its sleck new 100-Million-
Dollar Look will make you feel like a
hundred million dollars the instant you
step inside!

And in performance this magnificent
new Chrysler stands above all others, All

WITH THE NEW 100-MILLION-DOLLAR LOOK

Chryslers are now V-8 powered  with
engines up to 250 HP . . . with Power-
Flite, the only fully-automatic no-clutch
drive that works without jerking or “time
lag” . . . with the added safety of Power
Brakes and the feather-licht  control of
Chrysler Full-time coaxial Power Steering.

No other car on the road can offer vou
such an exciting sense of personal .JirJ.I'r'{'r
and personal pride, Visit your Chrysler
dealer today and see why now, more than
ever hefore, the power of .I'i'r.rt.lrz'r.\r‘u'p is
yours in a (.'J'n_f;\'h'r.

Colorful advertising reflected a change in Chrysler’s priorities for 1955, and sales improved (December 1954).

Jrange and Desert Sa
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Choose anv car in the De Soto corral, and, pard-
ner, vou've got voursell a thoroughbred. From
hooded headlamps w upswept tail fins, De Soto
Flight Sweep sivling is the new shape of mouon.
New Torsion-Aire ride makes bumpy roads seem
like super-highwavs . . . and super-highwavs
seem like clouds. Add up all the great features
of De Soto,

in the world today,

and vou've got the most exciting car
Drive a De Soto before you

-

i\
=
=
-

F

*

. -

s
- R N

Firetlite 2-door Sportaman in Fiesta Red and White

decide on any car. You'll be glad vou did.

De Soto Division, Chrvsler Corporation.

starts close to the lowest!

FIREDOME - medium-priced
r_‘fjl' emaxer
and performance.

Wide new price range. ..

FIRESWEEP - hig-value new-
comer lor 1957 —priced just

obove the lowest, 245 hp 270 hp.

FIREFLITE - high-powered
luxury for 1957 =the last word
indesign and power. 2%5hp.

wimp Spart 1 Samoa Green

exciting style

L

faas

DE SOTO... the most exciting car in the world today !

In 1957, the Chrysler Corporation took the stylistic lead, and De Soto had one of the best interpretations of the new idiom (May
1957).



2. FANTASY BY DESIGN 47

car by suggesting that it was the modern equivalent of a good
horse:

Choose any car in the De Soto corral, and, pardner, you've
got yourself a thoroughbred. From hooded headlamps to up-
swept tail fins, De Soto Flight Sweep styling is the new shape
of motion.

“Suddenly, it’s 1960,” crowed Plymouth in its 1957 slogan,
and even Chrysler’s corporate copy became more exciting.
One magazine spread explained “Why new 1959 cars of the
Forward Look can do what they look like they can do.” The ex-
citement was explicitly given by “The Look that started the
trend,” rather than by function, and in gadgets, not headroom
and the assurance, offered in 1952, that the driver could wear
“his proudest hat without ducking.” A remnant of the old
functionalism remained in the claim of “true aerodynamic
styling that helps keep the car steady on the road.” But if the
fins had any benign aerodynamic effect at all, no one imag-
ined that this had actually influenced their design.

At General Motors, Harley Earl’s approach was different.
Production engineers had to accommodate stylists as early as
the 1930s, often with difficulty. But GM realized the sales po-
tential not only of attractive design, but also of inexpensive
styling gimmicks appended to otherwise ordinary cars— the
realization that accompanied Loewy’s success at Studebaker
and elsewhere. The 1936 Pontiac typified this technique. It
was promoted in one advertisement as “The most beautiful
thing on wheels and America’s most distinctive car.” The illus-
tration, like the car, was unexciting, but the copy graphically
defined not only a Pontiac, but GM’s wider strategy for suc-
cess:

Count up the different makes of cars and you will find no less
than thirty. But count up the number that are uniquely styled
and you will find very few indeed. And of those few, only
Pontiac’s design is an entirely new departure. Pontiac alone is
both different and new!... The Silver Streak is the answer —
the reason why America calls Pontiac the natural choice of the
fastidious few.

All for a few chromium strips on the radiator grille and hood.
The theme lasted, along with a “Chief” hood ornament, until
after World War II. The 1950 Pontiac was the “only car in the
world with Silver Streak styling” as well as almost the only car
in the world that was still promoted on the strength of a pre-
war styling gimmick. It gave rise to a postwar British imita-
tor (the Austin A90 Atlantic) and the streaks continued to ap-
pear on Pontiac hoods as late as 1956, when, according to one
advertisement for a pink and grey 860 series hardtop, “A glance
at the fresh, new beauty of its twin-streak styling tells you this
is easily the most distinctive car on the road.”

But it was not distinctive by 1956, and a measure of real
individuality would return only for 1959, with the advent of
the “Wide-Track Wheels” which distinguished large Pontiacs
throughout the 1960s.

During the 1950s, advertisers’ language became far more
elaborate and was often wildly optimistic. The independents,
in particular, were frequently more creative on paper than in
metal. Studebaker’s near-hysterical copy for the 1958 Starlight
was typical, as was Hudson’s description of the 1952 version of
its “step-down” body, which had first appeared in 1948. “Year’s
most beautiful cars powered to out-perform them all!” began
one advertisement, but stock car race wins could do little for
an outmoded shape. “See Hudson-Aire Hardtop Styling ... in
the fabulous Hudson Hornet and its new, lower-priced run-
ning-mate, the spectacular Hudson Wasp,” it continued. The
latter was described in full as the “Hudson Wasp two-door
Brougham” but in reality it was a regular sedan with two-tone
paint.

Desperation was evident in overstatement remarkable
even for the period. “One glance tells you Hudson has the
glamor” [sic] appealed dangerously to the reader’s own ob-
servation, which told him otherwise. “Inspired new ... Hard-
top styling — the newest look in motor cars” was all but

Years most beautiful cars
powered to oul-perform them all!

S UCION HORNTT FOUR 008 UBAN 1N WDION. AL MAEBIDS TTIG

See Hudson-Aive Hardtop Styling—
try championship performance in the fabulous

HUDSON HORNET

and it= new, lower-priced

s silavics el S i S running mate, the speetacular

e glamor . . o shorl drive proves
it bas oo equal for performanee! T A T T/ )]
e ot e HUDSON WASH

Stylmg—ihe pewest Lok in motor
vatlabile fur the first fime at

stanband

seddan minl eonpe prices—
teams up with Hdson's famions
Mnpin
Iriving thrill!
Taks w wheel of the fabulous
Hudson Wornet . . .

surging might of Miracl H-Power,

asion pewer Lo give you

smnple the
o

O, by the new Hudson Wasp with
its power-charged W27 engine!

Sce your nearly Hindson dealer today !

HYDREA-MATIC DEIVE
available for all 52 Hudsons Fhatcdurl trim arad bt cperioat
al estra cost. R

Hudson-Aire Hardtop Sly.ﬁng al standard sedan and coupe prices

“One glance tells you...” that Hudson’s step-down style of 1948
was still alive and well in 1952 (1952 campaign).
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mendacious, yet the copy went on to point out that the car
had brought hardtop glamour to motorists at “standard sedan
and coupe prices.” No one was fooled; the illustration showed
a Hornet in bright yellow with a brown roof, 1948’s thick door
and window pillars intact.

Chevrolet, “The Only Fine Car Priced So Low,” was
spared Hudson’s traumatic decline. The 1952 Bel Air hardtop
was modestly described as “Smarter looking ... smoother-run-
ning ... softer riding ....” and it, rather than Hudson, pointed
the way forward. The 1953 version lacked the earlier car’s el-
egance, however, even if it was a little more modern-looking
than its predecessor. One painting of the almost identical 1954
Chevrolet made “The Brilliant New ‘Two-Ten’ 4-Door Sedan”
look boxy and crude compared with earlier incarnations, and
did not do its subject justice.

Chevrolet’s advertising of 1953-54 emphasized power in-
creases and value for money, but styling was mentioned from
time to time. “Why Chevrolet’s eye-catching good looks wear so
well and last so long” sounded in 1953 like an earnest prelude

Chewroder's sriking Bel Air 2-door sedsn. With § great oew
series, Chevinlet offers the widest chodor of modeds i e b,

Why Chevrolet's eye-catching good looks
wear so well and last so long. .

You'll find many other Chevroler features
that are equally fine, For example, there's

Why is it that Chevrolet stands out so distine-
tively among other cars? Well, take a look at

the one in the picture for a minute, if you will.

Look at the smooth, gracefully rounded
lines. Look at the clean, uncluttered design.
Look at the slim and sweeping panel on the
rear fender—an individual styling touch of
the Chevroler Bel Air models that you'll see
on no other car.

All Chevrolets offer you lasting good looks.

And Chevroler alone in its field brings you
the solid quality of Body by Fisher,

Chevrolet’s thrifty, high-compression power.
There's the new Powerglide automartic trans-
mission.* And there's Chevroler Power Steer-
ing® for the last word in driving ease,

Now's a good time to look at Chevroler—
the lowest priced line in the low-price field.
See your Chevrolet dealer. . . . Chevrolet Divi-
sion of General Motors, Detroit 2, Michigan.
*Opisnal af extra o, Combination of 115-h.p. *Blue-Flame”

enging and Poerglide available wn = Taow-Ten'" anl Bel div
musleli waly. Peeer Steering availabls wn all models.

MORE PEOPLE BUY CHEVROLETS THAN ANY OTHER CAR!

to a long and tedious recitative on the advantages of modern
paint finishes, but Chevrolet’s priorities were different:

Look at the smooth, gracefully rounded lines ... the clean, un-
cluttered design ... the slim and sweeping panel on the rear
fender — an individual styling touch of the Chevrolet Bel Air
models that you'll see on no other car.

In the face of competition from a Ford restyled in 1952, if not
effectively from Plymouth, Chevrolet was clutching at stylis-
tic straws, but respite would come, as for Chrysler, in 1955.
If 1953’s Bel Air was distinguished by little more than a
color-flash on each rear fender, the 1955 model was widely ad-
mired. One advertisement claimed that it was the “Blue-rib-
bon beauty that’s stealing the thunder from the high-priced
cars!” which, if wishful thinking, could never have been said
about the 1954 model. The car’s new grille, in particular, was
unusual for its simplicity; inspired by a Ferrari, it was never-
theless replaced in 1956 after buyers expressed a preference
for a more conventional, elaborate style. Ford countered in

Ulevrober Thel Abr Convertible with By by Fisher.

Blue-ribbon beauty

that’s stealing the thunder from the high-priced cars!

Wherever outstanding cars are judged a the means—and that’s why you have a low-
surprising thing is happening. The spotlight priced car that looks like a custom ereation,
is forusing on the new Chevrolets! That's why you get the thistledown sofiness

Surprising—becapse Chevrolet offers one of Glide-Ride front suspension, the choice
of America’s lowest-priced lines of cars. But — of a hyper-efficient 162-l.p. V& engine or
not really astonishing when you consider  two br ¢ %k That™s why Chevrolet™s

that its designers
shatter all previons ide

d just one goal—to exir pt included every lusury sou

it what a low- might want.

ng eflivieney  vour ¥ -
Motors provided  of Genera \|ulur-\ l)n stroit 2, Mich.

Motoramic | " Drive it at your Chevrolet dealer’s

Longer, lower, and wider: Harley Earl’s priorities were vividly demonstrated by the change in Chevrolet’s styling in 1955 (1953

campaign and May 1955).
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1955 with “Thunderbird styling” which was visibly related,
particularly on the Fairlane Sunliner convertible, to that of
Ford’s prestige roadster. Several Ford advertisements showed
the two cars together, as in the Saturday Evening Post of July
16, 1955: “Rarin’ to go.... There’s a touch of Thunderbird in
every Ford ... you can see it.... You can feel it! Not only does Ford
look like the Thunderbird, it behaves like it, too, with Trigger-
Torque performance!” Chevrolet, with a Corvette that bore
no resemblance to the regular line, was unable to use any sim-
ilar trick so convincingly.

In December 1956, Chevrolet could claim “Chevy goes
‘em all one better for ’57 with a daring new departure in de-
sign ... from its daring new grille and stylish lower bonnet to
the saucy new slant of its High-Fashion rear fenders.” In other
words, fins and an integrated grille and bumper assembly had
arrived, and, as a facelift of the 1955-56 body, it worked well.
For 1958 there was “just something about Chevy’s low, strain-
ing-at-the-bit beauty that makes people sit up and take notice.”
1959’s “fresh and fashionable” new styling included horizon-
tal fins that looked especially dramatic on the otherwise un-
adorned Biscayne two-door sedan. Even GM’s most popular
marque suffered the occasional year of uninspired styling, but
Chevrolet’s advertising always managed to highlight at least one
or two novelties every year.

Altogether more acute was the position of the independ-
ents, such as Frazer. Forced to rely on a body shape that had
been around since the 1947 model year, Frazer could only offer
a clever facelift in 1951. Promoted as a “new handcrafted” 1951
model, the revised design was not handcrafted in any sense,
even if it looked new when viewed from the front or rear. But
Kaiser-Frazer’s copywriters were not as literal-minded as
Chrysler’s, and gave competing fantasists a run for their
money:

The Frazer ... expresses completely all that the word “custom”
implies. It is without doubt the newest, most satisfying form
of individual transportation for you who enjoy the luxury of
the unusual....

The car sold better than expected, so that although 55,000
orders were taken, fewer than a fifth could be fulfilled by the
time that the marque was discontinued before the end of the
1951 model year. New front and rear fenders and associated
trim had rejuvenated 1947’s shape, but Kaiser-Frazer lacked
the resources to design the new body and engine which the
marque would soon have needed, and developed the more
promising, and fully restyled, 1951 Kaiser. The original shape
had been a success by independents’ standards, but it was not
an effective competitor against the Big Three, whose stiff price
competition rendered other marques comparatively more ex-
pensive than their own.

Individuality nevertheless thrived within the prevailing
idiom. Frazer’s expensive but widely publicized four-door
convertible and Manhattan hardtop sedan anticipated later

The N E W handerafted l 95 1

FRAZER

In the best tradition of American and European coach-making

ithe new Fraee and tailored to your own ¢

It expresses completely all that the word “custom™

without doubt the newest, most satisfying form of individual transportation
for you who enjoy the luxury of the unusual. Still, its price is in the

range of a dozen commonplace cars, In performance, the new 1951 Frazer
lives up to its dash and fair with spirited action...truly buil to

better the best on the road. Hydramatie drive is optional at exira cost,
The handeralted 1951 Frazer gratifies your every urge to travel first class.
KAISER-FRAZER SALES componation, Willow Run, Michigan.

Idiosyncratic artwork promoted the last of the Frazers,
announced early for 1951. The craftsman’s hands echoed a pre-
war British advertisement for the 136 cu. in. Ford V-8 “22” (May
1950).

trends. Throughout the 1950s, individual styling features sold
cars. The 1948 Cadillac tail fin, inspired by the twin tail booms
of a Lockheed P-38 Lightning aircraft, evolved gradually,
reaching flamboyant proportions in the late 1950s before dis-
appearing entirely for 1965.

Lincoln’s development was more typical. 1952°s design
was modern, but conservatively styled and, if anything,
slightly smaller than expected for a luxury car. The 1955 Capri
was advertised as “stunning ... in sweep of line, dynamic use
of color, tasteful use of chrome,” all of which were highlighted
by a close-up view of an embryonic tail fin, its blazing red
rear light set in a chrome base, the whole surrounded by
salmon-pink bodywork. The 1956 Lincoln Premiere sedan was
even more impressive, with a “fresh clean sweep of steel”
achieved by adding several inches of rear overhang. The
essence of the “Lincoln Beauty” of the Premiere convertible was
the “clean line ... the uncluttered sweep of its breathtaking
length.” Even the British gained a mild version of the car’s
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THE LINCOLN PREMIERE CONVERTIBLE

Coat by Vera Marwell

Never before a Lincoln so long

... and so longed-for!

America, we are happy to report, has completely
lost its heart to this completely new car.

For this longest, lowest of all Lincolns is roral
newness. In every distinctive line it says: this is
the one and only completely new fine car of the
year. There is a fresh newness here . . . of
beauty, of power, of performance . . . that has
won instant acclaim from those who instinctively
recognize the finest.

Lincoln Beauty? Its essence is the clean line
.« . the uncluttered sweep of its breathtuking
length. Here is good taste that speaks with quict
authority.

Lincoln Power? The mighty, new 285 horse-

smooth Turbo-Drive transmission . . . delivers
more usable power than ever. Laze through
traffic with incredible agility . . . leap around
highway slow-pokes . . . float up the steepest
mountain grade . . . and you'll know at last how
a fine car can step.

Lincoln Performance? Here is roadability
you've never dared imagine. Unique ball-joint
suspension, married to Lincoln’s scant five feet
of lowness, locks you sure-footed and safe to the
sharpest of curves.

America’s motoring trend-setters have taken
Lincoln to their hearts . . . in truly marvelous
numbers. Are vou, perhaps, denying yourself

power engine . . . teamed with the incomparably the adventure of Lincoln?
Unmistakably . . . the finest in the fine car field

Above and opposite: The art of the facelift, as practiced by Lincoln. The 1957 style was inspired by the Futura dream car, subse-
quently better known as the Batmobile (April 1956 and March 1957).
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First you see dramatic new beauty, from
Quadra-Lite Grille to canted rear blades.
Then. every mile you drive brings a new
revelation of handling ease that’s uniquely
Lincoln’s. The newness never ends. and
that’s why more and more fine car owners
are changing to this finest Lincoln ever.

From the first moment you relax behind
the wheel, you find how magnificently
Lincoln’s crisp, new styling fulfills itself
—in action.

No other fine car is so effortless to
drive. The most complete array of power
luxuries in any car brings a new, easy
mastery to every driving situation.

There’s just no end

to the distinctive newness

of this long, low, lovely Lincoln

The new Turbo-Drive transmission puts
this most powerful Lincoln of all time
instantly and smoothly at your command
. . . and Lincoln’s exclusive new Hydro-
Cushion suspension system relaxes you
along your way as no other car can.

See all this exciting newness at your
Lincoln dealer’s—drive it where you
will. Then and only then will you know
why the trend among discerning fine car
buyers is unmistakably to Lincoln.

LINCOLN DIVISION, FORD MOTOR COMPANY

LINCOLN

Unmistakably . . . the finest in the fine car field
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rear styling in their new Ford Zodiac Mk II of 1956. In 1957,
Lincoln could boast of “dramatic new styling everywhere ...
from the unmistakable newness of Quadra-Lite grille to the
sweep of canted rear blades....” As in Lincoln copy with
“sweep,” particular words and phrases often reappeared in
successive advertisements for a given marque.

The 1957 Lincoln was not really the “totally new concept
of styling” claimed in advertising, and it did not “shape fine car
design for years to come” or even for 1958, but the car’s four

Pure elegance. . with a t\\'n—_\t'.ll'/! LOOO mile pledee of excellence

headlamps were novel, though not unique, and the “canted
rear blades” were visibly inspired by the 1955 Lincoln Futura
dream car which was later made into the Batmobile.

In the early 1960s, Lincoln was among those who could
claim individuality beyond mere marque identity. The over-
all style of the 1961 Lincoln Continental was unusually clean
and attractive: “Now America has a new kind of fine car”
began a typical advertisement, “one that combines even
greater luxury with 14 inches less length.” It was imitated by
Chrysler Corporation in 1964 with a
new Imperial, and the imitation was
carried out by Elwood Engel, who had
designed the Lincoln original. The four-
door Lincoln Continental convertible
was a novel variant, and was vigorously
promoted on its individuality: “Count
the doors ...” began a typical 1962 ad-
vertisement, which compared the car
with an ordinary, inconvenient two-
door convertible: “Four doors mean
you walk into the rear seat compart-
ment of a Lincoln Continental convert-
ible instead of climbing around the
front seat.”

Several advertisers who could not
claim leadership or novelty within one
of the regular size categories tentatively
pursued a policy of anti-obsolescence
in relation to particular models. The
strategy often served as a warning of a
make, marque, or model’s imminent
demise, and car buyers, mindful of pro-
jected resale values, usually took heed.

Ironically, it was Studebaker whose
copy typified this approach in the early
1960s, and 1948’s confident iconoclasm
was thus transmuted into a flaccid de-

Now America has a new kind of fine car, one ol lommn rubiber, The fest bydraalic windshielil
thar combines even greater luxury with 11 wipers, stlent and 50 percent more |m\\:'||1||.
inches less length, Specilically designed Loy I'his countey's anly lour-door convertible,
tonlay's close-packed wathe, the new Lincoln America’s birgest V-Sengine—and biggest brnkes.
Comtinental is slimmer, easier to park aml han Phis car 1s so advanced in design and dora-
e, But s grenrest achievement is in standards ility iv will keep right on revealing new viriues
ol quality and reliability. . standands so high mile alter velver mile—but jsn'e thae just the
that it alome, among all Nmerican fine cars, is enthuring kind ol dutomobile vou've wanted?
How warranted for two full years or 24,000 miles. DINCOEN MERCERY 1Y Istos, Sond fotor Gompany
Ihere are so many other pleasures 1o (is ] )
cover: Doors that open at the centerline Lor i -‘l : ..r ; o 1 ‘.r L1
unusial eise of entrance. Contour-2oned seits ) - ‘ ()\II\P \T'I\l
cushioned with nearly twice the usual amount k. ] ; ILIVIAR IRV
Costinenin! custinnes

*Fond Motor Campany warmanis o ims
Ik

The 1961 Lincoln Continental was a genuinely distinctive car, with styling that changed

1, whicheser comes first, free

s an I0lliwe
veplacement. induding velaiel
e WATTALY; uf

only in detail between 1961 and 1965 (March 1961).

fense of outmoded design. The 1953
Loewy coupes had come and gone, sur-
viving, much-modified by Brooks
Stevens, as the Gran Turismo Hawk;
and the sporting Avanti (Loewy’s final
design for the company) was proving
difficult to produce and could capture
only a limited specialty market at best.
Enter in 1963 the “Car of Quiet Sub-
stance — The Cruiser.” It tried to be all
things to all buyers:

If you want a car built to the maker’s
highest standard of quality and ap-
pointments, yet at a price that fits
the family budget, consider the
Cruiser.... [Y]ou'll find it sensibly
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sized, outside, with no over-
hang.... You'll like, too, its quiet
beauty. Distinctive, dignified,
smart.... reflecting the substance
and good judgment of its owner.

By 1965, Studebaker had
adopted a more radical —and des-
perate — stance:

Save the Cost of Changing Auto-
mobile Body Styles Every Year....
Studebaker’s beautiful modern
style doesn’t need yearly styling
changes.... Because Studebaker
styling won’t become obsolete,
your car will look new year after
year.

Until it rusted, of course, as late
Studebakers tended to. Neither car
nor marque survived beyond 1966.

Imperial attempted a similar
tactic in 1960, with snobbish over-
tones. “Styled for an era just be-
ginning” was an unfortunate head-
line for a marque whose finned
hardtop sedans had been designed
in the style of an era just ended,
but the copywriter’s task, with Im-
perial as with Hudson, was to de-
flect the reader’s attention from
what was obvious:

The look of an Imperial will very
likely change from time to time
... but its style is purposefully
timeless. Style, as any good fash-
ion designer will tell you, is more
than a matter of looks.

It was a pleasing inversion of Al-
fred Sloan’s dress-maker analogy,
and the copywriter elaborated
the theme, attempting to disentan-
gle himself from unconvincing
sophistry by stressing build qual-
ity, which had the advantage of
being measurable, more or less:

Car of Quiet Substance-

& AYAYH (3

If you want a car built to the
maker’s highest standard of qual-
ity and appointments, yet at a
price that fits the family budget,
consider the Cruiser.

It's a big family car, seating six,
with more inside room than many
more-expensive cars. Yet you'll
find it sensibly sized, outside, with
no overhang. Easily parked and
maneuvered. You'll like, too, its

quiet beauty. Distinctive, digni-
fied, smart. A Cruiser belongs any-
where. .. reflecting the substance
and good judgment of its owner.

Your judgment will recognize
the extra value you get in the
Cruiser’s practical touches for
personal convenience. A unique
Beauty Vanity built right into the
dash; handsome safety-padded
instrument panel and sun visors;

AVANTI* LARK * CRUISER * HAWK

pleated door pockets for extra
storage; floors with no sills or step-
down wells; wider, higher doors
for easy entry; custom-conceived
upholstery and appointments.
Try out the substantial, stylish,
practical Cruiser at your Stude-
baker dealers’. Fully equipped in
every sense of the word, the
Cruiser is still priced with the
“stripped” competition.

Lo

CORPORATION

“The things that give a fashion de-
sign its style are the magnificent
detail of its cutting and construction....” Readers were not sup-
posed to be reminded of magnificently constructed Airflow
Custom Imperials. The approach was forced, its premise
doubtful, and the car itself, with enormous fins and taillights
that still harked back to the K-310 coupe of almost ten years
earlier, was irredeemably out-of-date. Chrysler’s forays into

Conceptually the modest 1963 Studebaker had much in common with the early postwar cars.
The market, however, had changed (March 1963).

design philosophy had a habit of backfiring with embarrass-
ing resonance, and more would follow in the late 1960s.
Lincoln was on firmer ground in 1965, with a style that
had just been imitated, rather than deserted: “Lincoln Con-
tinental is the luxury motorcar that stands apart from all
other cars.... It is unique in its classic look.” And so it was—
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FASHIONS FROM THE IMPERIAL COLLECTION, DESIGNED BY NINA RICCI IMPERIAL CUSTOM FOUR-DOOR SOUTHAMPTON

Styled for an era just beginning

The look of an Imperial will very likely change from
time to time . . . but its style is purposefully timeless.

Style, as any good fashion designer will tell you, is
more than a matter of looks. The things that give a
fashion design its style are the magnificent detail of its
cutling and construction . . . the knowing how to make
it drape well and fit and move and feel exciting to wear.

This is Imperial’s style, too. The patient attention to
the fit and action of a door . . . the slow hand-cutting

and fitting of interior leathers . . . the persistence of

inspectors who check the production of every ear more
than six hundred times before it’s finished.

This is style that has nothing to do with time, model
years, or even miles. It has everything to do with how

this remarkable automobile drives and handles, and
with the pride you can have in owning it.

PROUDEST ACHIEVEMENT OF CHRYSLER CORFORATION

AMERICAS MOST CAREFULLY BUILT CAR

Caught on the hop. Fins, chrome, and bulbous sides were on their way out by 1960, but Imperial was stuck with them for another
year (April 1960).



2. FANTASY BY DESIGN 55

The Continental Mark III.

The most authoritatively styled, decisively individual motorear of this generation.
From the Lincoln-Mercury Division of Ford Motor Company.

Wl

Intended to recall the distinguished 1956 Continental Mark II, this 1968 model was less “decisively individual” than its forebear,
although the faux-classical grille set a trend (October 1968).
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Somehow
Impala doesn't seem destined
to be big with secret agents

N\

STYLING THE CHEVROLET WAY

==

Styling did not usually attract humorous copywriting unless the car was a Volkswagen, but in 1966 Chevrolet worked with a pop-
ular theme (May 1966).
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Imperial’s imitation of the previous year was only approxi-
mate, and it was heavier-looking. By 1968, the elegant Lin-
coln Continental Mark III, so-called in pointed disregard of
the unsuccessful and confusingly designated Continental Mark
I1I of 1958 and Lincoln Continentals Mark IV and Mark V of
195960, could be described in a single copy line, with some
credibility, as “The most authoritatively styled, decisively in-
dividual motorcar of this generation.”

The most convincing domestic case for rejecting the val-
ues of dynamic obsolescence was made by Chevrolet in 1971,
for a new subcompact that was overtly functionalist in concep-
tion from the outset. It was billed, echoing Volkswagen, as
“Chevy’s new little car: if you like the 1971, you’ll like the 1975.”
The advertisement was long and explanatory and featured a hu-
morous drawing of a kind seen in muscle-car advertising
aimed at younger drivers during 1968-70. The Vega survived
by specifically targeting a market that did not set great store by
“dignity” and “substance” or even style, provided that the car
was not gratuitously odd. It was a market which Chevrolet
wanted to claw back from the importers, both European and
Japanese, who were gaining ground. But in 1971, only a small
(if rapidly growing) proportion of the car-buying public sub-
scribed to Vega values. The Caprice was still available, large as
life, for those who wanted (or, with large families, needed) a
car that, in the words of a 1971 headline, “looks and rides like
twice the price.”

For genuine non-conformists there remained the Checker
Marathon, best known as a Yellow Cab but also available in
civilian trim. In The Waste Makers (1960), Vance Packard
praised the Model A Ford and France’s Citroén 2CV for their
designed-in durability, and added:

One of the happiest motorcar owners I know is a sales repre-
sentative who must often travel fifty thousand miles a year
and has long felt bedeviled by the high maintenance cost of
his cars.... Every time he went to New York, he made a point
of riding in Checker cabs and pumped the drivers on per-
formance. He relates, “They always gave it high praise for
durability, and seemed unanimous that it goes one hundred
thousand miles without a valve or ring job.”... Several months
ago this man bought a Checker Superba and has become very
fond of it.*

A 1963 advertisement set Checker’s agenda, prefiguring
the Vega’s theme: “This is our 1963 model; it looks like our

THIS IS OUR 1963 MODEL;
IT LOOKS LIKE OUR 1962.

CHECKER

s (7
— 7/
R P
Most Checker owners plan to keep their cars 5
years or longer and appreciate our policy of
making improvements without obsoleting the car.
This is another built-to-last feature. A Checker
keeps its value because it's a practical car, too.
Higher, wider door openings for easy entrance and
exit, 8-passenger interior roominess, flat rear floor,
the super-safe X-Brace frame — plus a thrifty 6

cylinder engine. Want to know more? Write today!

raz KER MOTORS CORPORATION ﬁ
| Dept. Y-1 KALAMAZOO, MICHIGAN

| Name |
I Address l
L = State_______

Anti-obsolescence writ large: The 1958-style Checker Marathon
survived for a generation, chiefly as the “Yellow Cab” (1963
campaign).

1962. Most Checker owners plan to keep their cars 5 years or
longer and appreciate our policy of making improvements
without obsoleting the car.”

Even the most resourceful of copywriters found that
those who lived by the annual model change could also die by
it; perhaps they also believed, like the majority of those for
whom a car was more than mere transportation, that those
who lived with a Checker Marathon for five years had never
lived at all.



Chapter 3

“There’s Added Joy in
Added Cylinders”

America’s automotive fantasy was fueled not only by dra-
matic styling, but also by equally dramatic power. In the 1930s,
power was intrinsically exciting and attractive for the effort-
less driving it allowed. By 1940, most American cars offered the
80-100bhp needed to make motoring adequately painless and
rapid. By 1946, dynamic fantasy, structured around styling
and performance, began to take over from the escapism and
pastoral idylls which had been popular during 1939-42.

In 1938, Lincoln’s copywriters allied the excitement and
utility of the Zephyr’s V-12 engine with that essential ingredi-
ent, status. A simple photograph of a Zephyr sedan was shown
against a neutral backdrop; the copy elaborated: “There’s
added joy in added cylinders.... People who have never driven
a twelve-cylinder car may think of it, primarily, as capable of
high speed. The Lincoln-Zephyr is that, most certainly, but
the joy of driving it comes in many other ways. Always it has
power in reserve. In traffic, or on the open road, it goes gen-
tly.”

The Zephyr was the only V-12 in the middle price field
and was exciting enough for that reason, as well as for its con-
spicuously modern styling. The buyer was carefully persuaded
that his choice was not only agreeable, but rational: “New
owners discover that familiar trips are made more quickly —
but, that they drive less fast than before. Having picked up an
even pace, they maintain it, without pressure, without fa-
tigue.”

By playing down the obvious attractions of a stylish and
powerful automobile, Lincoln’s strategy anticipated Chrysler’s
understated copy of the early 1950s, but, unlike Chrysler’s,
Lincoln copy was appropriate for the automotive climate of its
time. American copy for the Zephyr was written almost in the
language of the independent, if favorable, road tester, and it
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contrasted amusingly with the sometimes effusive praise of
actual independent testers who were used to less powerful
cars. In England, The Autocar considered the Lincoln-Zephyr’s
performance “... terrific ... [T]here is so much power, even in
top gear, that it is necessary to apply it with some care on a wet
surface if sliding is to be avoided.”

The magazine recorded a top speed of nearly 90mph and
a 0-60 acceleration time of sixteen seconds, which was ade-
quately fast for Americans and more than enough for most
Britons. A number of Zephyrs were bought by British mo-
torists, and the importers produced a brochure, Testimony to
a Fine Car, in which owners’ letters were printed, praising
various aspects of the new model. Unusually for the period,
British copy for the Zephyr was much more fanciful than the
American equivalent. An elegant color advertisement of May
1937 showed a light grey car at a quayside, and was euphoric
in a style that mimicked middle-class manners:

[CJosting so little [£480], either to buy or run, it appeals to
anybody and everybody able to appreciate the super-perform-
ance of a really fine motor car, built like a presentation watch,
lively as an antelope in the getaway, and Oh, so unbelievably
smooth and sweet when, occasionally, you put your foot
down, and let it revel in its inexhaustible stream of power,
translated into speed without apprehension — because it is al-
ways and ever under complete control....

American advertising copy, particularly that deployed for
middle and upper market automobiles, did not always quote
figures. “Once you drive a Hudson, nothing else will do” was
a copy line typical of its period (1939) and marque. New own-
ers of the sleek and bulbous Hudson Six Touring Sedan were
reported to be “amazed at the superior smoothness of Hudson’s
eager power.” They were not mentioned by name, and it was
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not clear whether they were established
devotees or trading up from other marques.
In much pre-war copy, promises of
speed were implied in discussion of effort-
less power, comfort, and easy manipulation
of controls. In December, 1937, Buick an-
ticipated postwar copy styles in advertising
for its 1938 models which made much of a
special piston design that swirled the fuel
mixture as it entered each cylinder:

It’s literal fact that you ride the whirlwind
when your foot is on the treadle that
bosses the new Buick DYNAFLASH en-
gine.... It is not mere high-compression —
it’s cyclompression.

The copy exemplified the increasingly
prevalent use of the word “literal” to add
weight to hyperbolic jargon, which was a
subtle portent of verbal hysteria to come.
In 1939, Buick combined the “satin-smooth
power of its almighty Dynaflash straight-
eight engine” with the “level-flying comfort
of its BuiCoil Springing.”

In the middle price field, horsepower
figures sometimes infiltrated the euphoria.
“You'll find in Olds’ 90 H.P. Econo-Master

-
I‘l]ERE‘S ADDED JOY IN ADDED CYLINDERS

Engine power for top-flight pep and pace....”
said Oldsmobile about its low-priced 60
sedan, seen as a two-door ($838) in light
town traffic. But the marque was not be-
yond mild lyricism, as another advertise-
ment in the same 1939 series demonstrated,
in copy beneath a four-door sedan on the
highway:

Step into an Olds Sixty and step out for a

People who have never driven a twelve-evlin-
der car may think of i, primarily, as capable
of high speed. The Lincoln-Zephyr is that,
most certainly, but the joy of driving it
comes in many other wayvs. Always it has
power in reserve. In twrathic; or on the open
road, it goes gently.

New owners discover that familiar tips
are made more quickly—but, that they drive
less fast than before, Having picked up an
even pace, they maintain it—without pres-
sure, withour fatigue. Lincoln-Zephyr per-
formance is both efficient and economical.
Owners report 14 to 18 miles 1o the gallon

LINCOLYN -1

under a wide variety of driving conditions,
Some people jump to the conclusion that
the Lincoln-Zephyr must be an expensive car

to buy, It is medium in price. Wholly new
in beauty, in balance, in riding ease, and
safety, this modern “twelve” is the only car

of its kind at any price. Choose from six
body types, including two new convertibles,
Lincoln Motor Company, builders of Lincoln
and Lincoln-Zephyr V-i2 mator cars,

Prices begin at 81295, delivered at Detroit factory, Stute and

Srderal taxves extra, The Sedun tllustrated v Sr305, delivered
at Detroit factory: this price includes white side-wall tives.

FEOL TR V172

wonderful drive! The way its 90 H.P. Econo-
Master Engine whisks you away from stop
lights, whizzes up the steepest hills and
hums down the straightaway will make
you mighty proud of its performance.

Gear-changing was a perennial preoccupation, and the
steering-column gearshift was almost universal as a standard
fitting or option by 1939. Hudson promised “Easier shifting
with new mechanical Handy Shift at the steering wheel” to
complement its “eager power.” Oldsmobile also offered a
“Handi-Shift Gear Control” which, like Hudson’s, was simply
a column-mounted lever. Plymouth’s version of the device
was billed as “Perfected Remote Control Shifting with new
All-Silent Auto-Mesh Transmission,” in what was probably
the year’s most indigestible copy line devoted to the theme.
Nash promised that “never, in all your car-owning experience,
have you felt such performance!” while inviting car buyers to

Performance in its widest sense was stressed in advertising for the Lincoln-Zephyr
which, despite its twelve cylinders, was not unusually fast (March 1938).

pay a “slight extra charge” in order to “Marvel at gear-shift-
ing from your wheel.”

Not all performance-oriented copy was inspired. Ply-
mouth was frequently pedantic in advertisements and cata-
logs, as in 1939: “Every Plymouth model has the same, big,
82-horsepower ‘L-Head’ engine — giving full power....” No
one ever accused Plymouth of hyperbole. Following Lincoln-
Zephyr’s success in the middle-class market, Ford introduced
the Mercury marque in October, 1938 for the 1939 model year,
to compete with Oldsmobile, Pontiac, and Dodge in the lower-
middle price field. Less pedantically than Plymouth, Mercury
offered a “brilliant, economical new 95-horsepower V-type
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I{I'DSD:' awners express their pride and satisfaction
in many different ways, New owners, in particular, often
put it Nke this: “I never knew how much T had been
missing.” € They are amazed at the superior smoothness
of Hludien’s cager power, Theyre surprised to find
bow much more casily o Hodson does everything—
delighted with its long life and amazing economy. @ We
can't do fustice, here, to the smartness and roominess of
Hudson's new Salon Interiors—ihe unusual two-tone de-
signs, the sriking combinations of rich new fabrics and
gleaming chrome. € Nor can we tell yon all about the
many impartant safety features you get only in s Hudson,
A But we ean (and da) invite you 1o see for yourselll
Come today —drive o 1939 Huodson—discover why s
many Mudson owners say: “No other car for me!”

TWO NEW MODELS AT NEW LOW PRICES
Slasting oy AMERICA’S LOWEST

you dhive 2 et
No Other Car Will Do!

Car ahourn i mese [lastsan Six Touring Sedan, 35

THESE GOOD THINGS CAN BE
SAID ONLY ABOUT HUDSON

In Every Popular Price Class, Even
thie Lomest Hudian Glyes Yoot

AMAZING ECONOMY of gasaline and oil.
whers report greater economy than any
ather car kEF? ever owned. Top horsepawer
per ponnd of car weight—and the smeotles.
MORE ROOM all around, for both passen-
gers and luggage, than any other popular
riced ears —with 55 inches of front seat eom-
fort for three.
WORLI'S SAFEST STOPPING with Pai-
ented Double-Safe Hydraalics —finest Bendix
Hydraulies with mechonics] emergency brake
working atically from the same fool
pedal. Esslest acting hand brake for parking.
EXTRA PROTECTION with Anto.Poie
Contral (patent applied for) —helps keep
wheels st ven when o tire blows. No
other car has anything like it
UNMATCHED COMFORT with scat cush-
ions af Airfoam—a new moterial of wonderful
sofiness, Standard in many models; available

That's why the new DYNAFLASH

ENGINE, and TORQUE-FREE SPRING-

ING, make the 1938 Buick chassis
the Most Modern in the World

1's literal fact that you ride the whirl-
I wind when your foot is on the treadle
that bosses the new Buick DyNarLasH
engine,

Every five inches this thrilling car travels
u fist-size hurricane lets go in a cylinder
head, lending tornadic foree to the down-
ward power-push of the piston.

It 15 not mere high-compression — it is
cvelompression. For aspecially patterned
Turbulator, built into the face of the
piston, churns each fuel charge into a
whirling eyclone.

ENGINE

And the turbulence that results means
you gef more good from gasoline!

Slip into the driver's seat and sample for
yourself the inspired engineering that
sets the 1938 Buick head and shoulders
above the field.

Measure the astounding performance of
it, the ride that matches its astonishing
stride.

That level, floating, jarless going is given
you by F "s new Torgu E SPRING-
18G, which, adding new safety to new
comfort, also lengthens rear tire life and

hl 1 1 Lidds
yr

Not one but both of the standout engi-
neering features of 1938 are yours in the
new Buick—which tells you how to make
your every new-car dollar do its full duty
next year!

im all.
“delivernl in etreit, equippend s deives
. buling Fedensd mate, ek Fichdiag ptase EASIER SHIFTING with new mechanical
and Jocal tawes, if wny. Low lise payment Handy Shift st the steering wheel; from floor
wems, with mew [leleen-C.LT. Pl clear of gear amld brake levers. Standard in all
Frices subjert tn change wilbel sotion. passenger models,

ADDED SAFETY with mew Dash-Lacking
Safery Hood —wind can't blow it open; and

when your car s locked nobody can raise

e #‘ the hood.
. Woather-Master Fresh Air and Heat Congrol
w a available in all models at slight extra cost,

In 1939, Hudson capitalized on a reputation for performance
established in the early years of the decade (1939 campaign).

8-cylinder engine” in a typical advertisement showing a black
Eight convertible.

American cars were popular in Britain during the late
1920s and 1930s, particularly with high-mileage business users
who valued them for their durability, speed, and silence when
compared with much of the domestic opposition. British im-
porters consistently stressed the performance-per-pound-ster-
ling-cost of their products in advertising. Hudson, in partic-
ular (with Essex, Terraplane, and Railton derivatives), was
notably successful in the 1930s, as was Chrysler, which oper-
ated assembly plants at Kew, west of London in England, and
at Antwerp in Belgium.

In 1925, Chrysler’s English agent approached the well-
known advertising agency, W.S. Crawford Ltd. of High Hol-
born in London, to devise and handle its British publicity
campaign, and the resulting copy became famous, establish-
ing Chrysler’s reputation in Britain, and, by extension, pro-
moting the cause of the American car in general. The princi-
pal elements of an innovative campaign were recalled in detail
by the agency’s artist, Ashley Havinden, in 1969:

A Gunimay 8

Bl by Blnik!”

“Mentlon the Geographic—It dentifies you™

Buick anticipated the hyperbole and fanciful copy of later years
in 1938 (December 1937).

In early 1925 the English agent for Chrysler cars decided to
come to Crawfords for his advertising.... We all had trial runs
in the Chrysler. We were astonished at its terrific acceleration
and flexibility in top gear. These were entirely new qualities
in American cars which had hitherto the reputation in En-
gland of being big, cumbersome and rather sluggish.... We de-
cided to put the whole emphasis on speed and performance
and to create advertisements which expressed this as dramati-
cally as possible. We proposed to use bold headlines ... set at
angles to the horizontal.... Our aim was to produce a new
kind of dynamic effect which, with the major elements in the
advertisement placed at angles, would stand out in the press
by reason of bold “contrast in weight” (i.e. degree of black-
ness) and, especially, by contrast to the normal appearance
of the vertical columns, with horizontal text and headlines,
in the rest of the pages, whether in newspapers or maga-
zines.... There can be no question ... that at the time this new,
bold and asymmetric approach to the designing of motor-
car advertisements (echoing the original Bauhaus “Moholy-
Nagy” influence of 1923) was a landmark in British adver-
tising.... [T]he basic aim of the advertising was not so much
to “sell” the appearance of the car, as to “sell” its
performance.®
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In 1927, Havinden brought the American-born poster
and advertising designer Edward McKnight Kauffer to the
agency, and Kauffer’s work for Chrysler between 1927 and 1929
included publicity material which was remarkably sophisti-
cated for its time. In a 1928 brochure, for example:

A bronze-coloured ink was used for the cover, with lettering
in terracotta and a symbol in dark blue. Each page opening
[was] a variation of squares and circles printed in aluminium
and royal blue, with text and diagrams in chocolate brown.
The trick of using positive and negative lettering, which
Kauffer first tried out in 1925 [in the symbol of the Film
Society in London, of which Kauffer was a co-founder and
which was a “principal channel through which England be-
came aware of modern experimental film”], became a
favourite device. This habit of reversing lettering into light
and dark as a word “crosses over” broad rectangles of colour
was a hallmark of Russian experimental graphics in the early
twenties....”!

Thus was born the Bauhaus-pastiche typography that re-
mained popular among upmarket automobile advertisers in
Europe and America for several years, and of which Chrysler,
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at home and abroad, were particularly avid exponents. The
campaign also established the ground on which British pro-
moters of American cars advertised their products until the
outbreak of war in Europe in 1939. Performance remained the
dominant motif long after what Havinden’s detractors called
the “set it crooked” school of advertising design, in both
Bauhaus-pastiche and later dynamic impressionist phases, had
run its natural course.

Claims of performance, particularly in British advertis-
ing for American automobiles, were often accompanied by an
insistent drone of specifications and prices that diluted the
impact of otherwise powerful copy which, if written in a style
familiar to British readers, was more ponderous than the
American equivalent.

But there were beacons of inspiration within a generally
uninspired genre. Chevrolet deployed a distinctive slogan in
1935: “Speed-boat acceleration — and silence unbelievable,”
which, combined with highly stylized renderings of the car
that would have been too pretentious for its home market,
made for arresting copy.

Studebaker quoted an unusually eloquent testimonial in
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What a difference a decade makes! Static photographs and tableaux were commonplace in British advertising for American cars
in the 1920s. By the late 1930s, however, new models offered good performance at modest cost, and were advertised accordingly

(December 1927 and March 1938).
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April, 1935. Written by a satisfied owner, it was also a succinct
expression of copywriters’ priorities:

Never in the course of my 250,000 miles of motoring have I
experienced so unexpected a thrill as when I took the wheel of
the latest 8-cyl Studebaker saloon. I had been looking for a car
which would be suitable for a Continental tour ... a car in

which one might maintain high speeds with comfort and
without fatigue, whatever the road surfaces might be. I had

tried out almost every suitable car under £800 and over £500,
when it occurred to me that I might at least try the Stude-
baker in spite of what one might fear from its comparatively
low price. I had not driven more than a few yards before I was
surprised, nor a few miles before I was amazed at its perform-
ance. For acceleration, for road-holding and even for high
speed, I had met nothing to better it.... [O]nce on the open
road, there is the over-top gear brought into action merely by
momentary deceleration. At once the engine seems to disap-
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Numerous aids to gear-changing were created and advertised before Hydra-
Matic arrived as an option on 1940 Oldsmobiles. This reliable but rarely-
specified four-speed predecessor of mid-1937 to 1939 required a clutch pedal
only for starting and stopping (and engaging reverse). If started with the lever
in “L” (low), it shifted to second automatically. Then, after the lever was
moved clutchlessly to “H” (high), it shifted immediately to third and, as nec-
essary, to fourth. Started in “H,” it ran through first and third to fourth, omit-
ting second. Flooring the accelerator in fourth reengaged third for maximum
acceleration. Would explaining all this in magazine advertising have increased
its sales, or was the $100 it cost in 1938 just too much? (1938 campaign).

pear; one seems to be coasting, yet still the car has
remarkable hill-climbing and accelerating ability.
One could hardly wish for a better car.

Nor could Studebaker’s London distributors have
wished for a better testimonial, whose theme was
continued in a lavish six-page advertisement
placed in The Autocar in March, 1936:

The success of the new Studebakers is re-
markable ... yet not at all surprising when you
consider what these magnificent cars offer.
Automatic Overdrive plus 50 other brilliant
new features! Overdrive alone will bring new
thrills to your motoring. Just imagine driving
at, say, 45mph and then finding that the speed
can be increased at the same time as the en-
gine revolutions are decreased.... Individually
the points are important; together they make
this Studebaker a car of cars ... almost a phe-
nomenon.*

After World War II, Britons could not usu-
ally buy new American cars because imports were
restricted. In 1954, for example, only 211 cars
were officially imported from the United States
alongside 21 from Canada, with a combined 671
following in 1955.”> When American cars did be-
come more readily available they were much
more expensive, compared with the native prod-
uct, than their pre-war counterparts. But in their
domestic market American manufacturers in-
creasingly paced each other, marque for marque.
Copywriters promised ever greater horsepower,
and Buick set the pace in December, 1945:

Yes, its Engine is still out Front.... Certainly, it
is no surprise to old-time Buick followers that
the long, reaching bonnet of this car houses a
power plant that is still out in front in its
field.... Put foot to treadle, and in the leaping
response of weight-thrifty Fliteweight pistons
you find still more lift and life than in the last
Buicks to come your way.

The unusual use of “bonnet” for the car’s hood
suggested an appeal to servicemen returning
from Europe who had spent time under the
“bonnets” of local military and civilian vehicles,
and the headline amusingly reassured those who
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The postwar horsepower race began for Buick in late 1945, and received a boost with the adoption of a modern V-8in 1953 (Decem-

ber 1945 and September 1953).

had heard all about the Wolfsburg Volkswagen plant, which at
the end of 1945 was still a marginal operation, under British
control.

By 1953, “treadles” had vanished from copy, and the com-
petition had finally forced Buick to jettison its old straight-
eight. “Make way for power with a new thrill!” began one ad-
vertisement for the Roadmaster convertible. “The world’s
newest and most advanced V8” was not unusually advanced by
international standards, but it was well engineered and pow-
erful, offering 188bhp compared to 1946’s 144bhp, and it was
combined with “Twin Turbine Dynaflow” transmission to
give it a competitive edge against Lincoln’s new-for-1952
“overhead valve, high compression V-8 engine.” This was
“monitored by the smooth magic of dual-range Hydra-Matic
Transmission” bought, in the absence of a Ford-built alterna-
tive, from General Motors until Ford’s own “Turbo-Drive ...
one unbroken sweep of smooth, silent power through every
speed range,” could take over in 1955.

In its home market in the early 1950s, Hydra-Matic led a
varied life, appearing in Frazer advertising in 1951 (“Hydra-

Matic drive optional at extra cost”) and on some Hudsons to
replace a semi-automatic Drive-Master (or, with overdrive,
Super-Matic) in the same year. It became available on vari-
ous Nashes during 1950-53. Given Hydra-Matic’s origins, it
was not surprising that General Motors gave it far more
prominence in advertising than did its other users, none of
whom volunteered to humiliate themselves by declaring that,
in order to remain competitive, they needed to buy transmis-
sions from the competition.*

Oldsmobile, which had pioneered the use of fully auto-
matic gears by offering Hydra-Matic from the 1940 model
year, had no such reservations, and integrated it enthusiasti-
cally into its advertising. Several 1940 and 1941 advertisements
were devoted to it. According to one piece, Hydra-Matic made
the 1940 Oldsmobile “the most modern car in the world.” An
advertisement for the 1941 models, while concentrating on low
prices and economy, nevertheless devoted a block of copy to
Hydra-Matic, inviting the reader to “learn for yourself how it
simplifies driving — steps up performance — saves on gaso-
line....” A very different piece showed a letter written by “Sue”
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to her husband on the headed notepaper of “The Greenbrier”
in West Virginia:

Hello darling: Here I am, bags unpacked and still two hours
till dinner. Now don’t be worried, dear —I wasn’t driving fast!
It’s simply that an Olds Hydra-Matic cuts down driving time.
No clutch to press and no gears to shift saves delays in going
through cities. And the special pick-up gear makes it easy and
safe to gain time on mountain roads.... It’s the greatest thing
that ever happened to make driving safe and easy for a

woman.

Sue’s husband must have wondered whether his wife might
be collaborating rather too closely with an Oldsmobile dealer.
The theme would be revived with a lighter touch in the early
1960s when General Motors’ British subsidiary, Vauxhall, of-
fered Hydra-Matic on its six-cylinder models.

Hydra-Matic was integrated enthusiastically into Olds-
mobile’s postwar “Rocket” theme. “Make a Date with a

Moke o Dt
with o
ket

THE BIG NUMBER

‘Rocket 8’ was a typical headline, used with a bright green
“88” convertible in a characteristically exuberant advertise-
ment in 1950. “Oh, the go-ing’s great in the ‘88, It’s a dri-ver’s
dream come true!” trilled another headline, with the first bar
of the jingle’s musical score appearing in faint grey above a
bright red sedan, as an excited young couple shot into the
stratosphere astride a silver-grey rocket. With “Thrilling
‘Rocket’ Engine action! Smart Futuramic styling! Ultra-
smooth Hydra-Matic Drive*!” (starred as being “at reduced
prices, now optional on all models”), the “Rocket 8” was pro-
moted as the “most talked about car in America” which, if
probably untrue, was a reflection of Oldsmobile’s confidence
in a reputation for power and roadability which flowed from
the provision of 135bhp in relatively light bodywork.
Copy for the larger “98” sedan continued the theme:
“Discover the dramatic new experience of ‘Rocket’ Engine
teamwork with Whirlaway Hydra-Matic ... soon.
Drive the ‘Rocket’ and Whirlaway — in a new Futu-
ramic OLDSMOBILE.” In 1951, a “great new
Oldsmobile!... a magnificent new Oldsmobile” was
“launched at Oldsmobile dealers’ showrooms every-
where!” In a strange combination of the nautical and
the aeronautical, car buyers were invited to “Meet
the new flagship of the ‘Rocket’ fleet — Oldsmobile
‘98’ for 1951!” Copy for the parallel “Super ‘88’ was
similar; a bright yellow sedan was shown against a
deep blue background as a rocket, trailing fire and
vapor, sped overhead.

Oldsmobile summed up the priorities of an era in its 1950 campaign, and
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the theme was carried through the decade (July 1950).

By 1951, rockets and space travel had become a
national fascination. In 1952, Wernher von Braun,
one of wartime Germany’s leaders in the field, now
working for the American rocket research program,
wrote:

Within the next 10 or 15 years, the earth can have
a new companion in the skies, a man-made satel-
lite which will be man’s first foothold in space. In-
habited by human beings, it will sweep round the
earth at an incredible rate ... completing a trip
round the globe every 2 hours [at] ... 15,840 miles
per hour....>*

With such predictions from experts in space tech-
nology, coupled with optimistic articles in magazines
such as Scientific American, American scientists, and
the public who followed their experiments, were op-
timistic. Oldsmobile’s copywriters, with consumers’
eager collusion, luxuriated in quasi-phallic rocket-
oriented imagery for over a decade.

The horsepower race soon acquired its own mo-
mentum. “The surging might of Miracle H-Power”
offered on the 1952 Hudson Hornet, with a name that
reminded readers of the recently invented hydrogen
bomb, was no longer enough.

Chrysler, with an established reputation for
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excellent engineering, was in the technical
lead by 1953. 1949’s copy had been uninspired,
offering “smoother, faster acceleration from
our high compression Spitfire engine,” to-
gether with the “greatest driving advance of
all — Prestomatic Fluid Drive Transmission,”
the latter a development within a family of
transmissions with fluid couplings which had
become progressively available on Chryslers,
Dodges, and De Sotos during 1939-41. It was
almost immediately rendered old-fashioned
by the introduction of GM’s Hydra-Matic. But
Chrysler’s 135bhp, which had been adequate,
if not startling, in 1949-50, grew to 180bhp in
1950’s “hemi” V-8.

By 1954, the exclamation marks were out
in force: “It’s Number One for sheer driving
leadership! Giving you new wonders in power
and control ... is America’s highest-rated drive
power: 235HP FirePower V-8 engine. Proved
Number One in official performance tests from
Indianapolis to Daytona Beach!” A modern
automatic had arrived in mid-1953, in the
form of PowerFlite, “the most modern no-
clutch drive of all.” The name was familiar to
Nash buyers as an engine type (spelled “Pow-
erflyte” after Nash’s “Airflyte” bodies) but, as
the two marques were not in effective compe-
tition by 1954, no litigation resulted.

PowerFlite and 235bhp were not enough
to halt the decline in Chrysler’s sales, which
finally improved in 1955 when even more
power was combined with new styling to give
“Extra performance for style-conscious mo-
torists!” as one headline put it. “Up to 250 hp”
was offered in regular models, and 300bhp

IT'S NUMBER ONE [or sheer driving leadership!
Giving you new wonders in power and control
that enly a beantiful Chrysler can )
clothed "in vivacious color and charn soin
America’s highest-rated  drive power: 235 HP
FirePower V-8 engine. Proved Number One in
official performance tests from  Indianapolis 1o
Daytona Beach! Here, too, is the miracle of

PowerFlite, most automatic no-clutch drive of all

<o« Number One in breakaway zest, passing safety,
and traffic agility. Combined with fully-powered
steering and  braking, initiated by a touch of
finger or tap of toe! Let your Chrysler dealer
demonstrate all the revolutionary driving advances
which Chrysler  continues  to introduce  first.
Come see why anything less is “yesterday’s” carl

could be had in the Chrysler C-300, which
looked like a regular Chrysler Windsor with an
Imperial grille. In late 1955, the “new Power-
Style Chrysler” was announced for 1956 with
“Pushbutton PowerFlite — world’s most auto-
matic transmission. Operated by pushbutton on dashboard.”

The Automobile Manufacturers’ Association agreed to
de-emphasize performance in advertising from 1958 and, al-
though 1959’s “Lion-Hearted Chrysler” was available with en-
gines ranging from 305 to 380bhp, pre-war vagueness re-
turned, with assurances of “the economy of Golden Lion
engines” together with a modest encouragement to “Go for
the open road.”

Performance featured prominently in advertising for
other Chrysler Corporation marques in the mid-1950s. In
1953, De Soto offered “the mighty 160 h.p. Fire Dome V-8”
which was called, disingenuously, “The world’s most powerful,

In 1954, Chrysler’s main advantage was power rather than styling (August 1954).

most efficient engine design” even though it was not the most
powerful of engines in this Fire Dome form. By adding the
word “design” to the copy, De Soto stopped just short of men-
dacity, and “efficient” could, of course, mean different things
in different usages. This copywriting tactic was not confined
to De Soto.

In 1957, horsepower-based advertising reached its apogee,
and De Soto’s campaign was imaginative. “This baby can flick
its tail at anything on the road!” cried an early 1957 headline,
above a wide-angle photograph of the 1957 De Soto’s tail fin
in “seatone blue and white.” The “baby” was available with
“up to 295 hp.” In 1958, the emphasis changed, and a new
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This baby can flick its tail
al anything on the road/

A classic of its kind, this well-known advertisement from De Soto marked the high point of copywriters’ performance race of the

Take the wheel of a new De Soto, and pilot her out
through traffic toward the open road. Before you turn
your second corner, yvou'll know you're driving the
most exciting car in the world wday. Here are some
of the reasons why:

New Torsion-Aire ride! You get an amazingly level ride
with De Soto’s new suspension — Torsion-Aire. You take
corners without sway . . . stop without *dive.”

New TorqueFlite transmission! Most advanced ever
built. Gives a smooth flow of power, exciting getaway|
New Triple-Range push-hutton control! Simply touch
a button and go! Positive mechanical control,

New Flight Sweep styling! The new shape of motion—
upswept tail fins, low lines, and 32 more glass arca.
New nup('r-lmwl-rt'(l V-8 engines! De Soto engine de-
signs are efficient and powerful! (Up to 295 hp.)

Drive a new De Soto before you decide. You'll be glad
you did. De Soto Division, Chrysler Corporation.

late 1950s, which was toned down in 1958 (March 1957).

DL SOTO FIREFLITE 4-DO0H SEDAN IN SEATONE BLUE AND WHITE
Wide new price range . .. starts close to the lowest!
FIRESWEEP —big. FIREDOME—modi- FIREFLITE - highe
value newcomer— ed pace. powered luxury—the

priced just abov iming last word in design
the lowest. 245 hp performance. 270 hp  and power. 295 hp

E SOTO

...the most exciting
car in the world today!

De Soto dealers present Groucho Marx in “You Bel Your Life™ on NBC radio and TV
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“Turboflash V8” engine, more powerful than 1957’s, was nev-
ertheless billed as “smoother, quieter” to give “all the power you
need for safe, effortless driving.” This was worthy, but it made
for dull copy.

Lincoln’s advertising followed a similar pattern. “Perfor-
mance proof” was offered in 1955: “For the third year in a row
Lincolns swept the first two places in the large stock car divi-
sion of the grueling Mexican Pan-American road race.” The ad-
vertisement did not mention who was in the other divisions,
let alone any overall results.

In the low-price field, Chevrolet boasted a year later that:
“This is the car, you know, that broke the Pikes Peak record.
The car that proved its fired-up performance, cat-sure cor-
nering ability and nailed-down stability on the rugged, twist-
ing Pikes Peak road.”

Other Chevrolet advertisements for 1956 showed a speed-
ing sedan being led by a police escort (“Of course, you don’t
have to have an urgent errand and a motorcycle escort to make
use of Chevrolet’s quick and nimble ways”), and as the fa-
vorite choice of firemen, although it was not stated how many
fire services actually used Two-Ten four-door sedans with
flashing red lamps like the one shown in the illustration.
“Horsepower that ranges clear up to 225 explodes into action
to zoom you out ahead with extra seconds of safety” said the
copy, perhaps with an eye on Ford’s aggressive safety cam-
paign of that year, although “this tigerish power” was also “as
tame to your touch as a purring kitten.” “The Hot One’s Even
Hotter” said the slogan, unambiguously.

Such copy marked a decisive turnaround from the “fa-
mous valve-in-head engine centered, poised and cushioned
in rubber by new high-side mountings” of 1952. What was
popularly known as the “stovebolt six” had continued through
1953 (“The mighty 115-h.p. ‘Blue-Flame’ engine teamed with
Powerglide automatic transmission”) and 1954 (“the ‘Blue-
Flame 125’ in Powerglide models and the ‘Blue-Flame 115’ in
gearshift models”), eventually to give way in 1955’s advertis-
ing to a 162bhp “new “Turbo-Fire V§’... strictly in charge when
the light flashes green” with an 8:1 compression ratio. A “Spe-
cial to adventure lovers: 180 h.p. ‘Super Turbo-Fire V8 was
an option, and Blue-Flame sixes of 136bhp with Powerglide and
123bhp without were mentioned regularly, if at times just in
passing. In 1956, Chevrolet’s performance image had only just
been established, and copywriters fought hard against Ford’s
V-8 tradition (updated, ahead of Chevrolet, with a new over-
head-valve “130-h.p. Y-block V-8” in 1954) and a rejuvenated
“Aerodynamic Plymouth ’56” with new fins, described as “the
jet-age Plymouth” with “sensational higher-horsepower Hy-
Fire V-8 and PowerFlow 6 engines ... [giving] 90-90 Turbo-
Torque getaway for Top Thrust at Take-Off....”

Chevrolet returned for 1957 with a colorful series of ad-
vertisements which showed the car overtaking coaches, climb-
ing hills, and speeding along highways: “Lively performance is
part and parcel of Chevy’s light touch personality. That’s why

V8 options go all the way up to 245 h.p.*” The starred small
print added: “270-h.p. high-performance V8 engine also
available at extra cost. Also Ramjet fuel injection with engines
up to 283-h.p.”

The last feature, in particular, was a first in the low-price
field and unusual by any standard. Combined with a number
of favorable NASCAR and Daytona Speed Week placings, it
helped Chevrolet to gain a reputation as the best-performing
low-priced car of the year. Chevrolet’s 1957 copy also empha-
sized the nimble handling and roadability which came from a
car that was smaller than rival Plymouths and Fords. For
Chevrolet in 1957, handling was as much to do with roadhold-
ing and quick maneuvering than with the “easy handling”
more often referred to by American copywriters, which was
concerned as much with the effort needed to move a car’s con-
trols as with any idea of agility and responsiveness in the Eu-
ropean sense.

Curves don't come too sharp or hills too steep for
this nimble new Chevy. It's sweel, smooth and sassy
with new velvety V8 power, new roadability, a new
ride and everything it takes to make you the
relaxed master of any road vou travel.

Bring on the mountains! This new Chevy takes stecp grades
with such an easy stride you hardly even give them a
thaught. Thﬂr epower ||l ity tucked away under that
||||||| oy kind, just rarin’ to handle any hill you aim it at.

Ani v er how curvy the road

The road isn't e m:lr{'l'j:;':,j'.::;‘“.';:":':{; .m
hias 10 have a d o

built that can v

v have Chevrolet's - -
il 1 USA
g i he ‘87 CHEVROLET

one son al your
s . Chevrolet
l'.l| \!' wors, Detroit

make it i

breathe hard .’ ;

Maore beautifully buile and shows it—the new Cherrolet with Body by Fidher,

Chevrolet’s 1957 advertising was a long way removed from the
rural panoramas of 1952. Is the broken down hot rod a Ford?
(June 1957).
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A

Thunderbird

action...

sweet, swil't, spirited action —an adventure
in f'lowing‘ controlled motion

Power and performance are two solid
reasons most everyone longs to own
a Thunderbird — someday !

For no other ear is like this very special
sliver of stylish steel.

Ride in a Thimderbird —yvonll want to
drives drive a Thinderbird and you'll for-
get all other cars,

Open the door: it's a [l four feet wide.
Step intn the serene, tailored beanty of its
interior. The eolor-keved Thunderbind in-
terivrs are opulent—with seat coshions of
soft, rich leathers or elegant, moroecn gradn
vinyls. Thunderbird seats are individually
contoured in formed foam mbber. Front
seats are individually adjustable. Notice
thut Thunderbind is the only automobile
where all four passengers can control every
side window.

Turn the ignition . . . listen to the husky,
soft-und-casy hum of its barrel-chested

engine, This i the sound of the Thunder-
Bird—300 horses, 350 horses, take vour pick.

A touch of the toe . and now, the swift
theill of Thunderbird's action is yours . . .
unforgettably. 1t comers with o fiem, con-
trolled sweep = balanced like a boxer on jts
extra-wide, 5-foot tread. This is the solid
Thunderhird construetion. This is the
eradled Thunderbind ride.

The Thunderbird s an investment in
basie value. Discriminating buyers know
this is 4 blue-chip buy .. . that the Thunder-
hirel appeal is timeless . . . a enllector's item,
that will return you a collector’s price.

Evervone has a “someday” car. For most
people it is the Thunderbind . the only
Tuxury car that isn't really o hory. It costs
less than you might expeet. See your Ford
Dealer for the most beautiful kind of travel
you can buy . . . the 1960 Thunderbird.

v prerpone Simd Ao B ngs,

K\/
“'@ ‘GO TIHHUNDERBIRD
THE WORLIFS MOST WANTED CARt
The Thimederhind theill cames in theee models— this slim convertilile

with fully sntomatic top that disippeans completely, the clussic hardiop,
ancd i new hardtop with the unique, allsteel, sliding s roof

During 1959-60, Ford promised sporty escapism in a lavish series of double-page spreads for the Thunderbird (June 1960).

By 1960, the themes of performance and comfort were
regularly combined, as they had been in 1939. This was true
even of copy for sporty cars like the Ford Thunderbird, which
had become a four-seater “personal car” in 1958. A 1960 adver-
tisement was typical:

A Thunderbird is action ... sweet, swift, spirited action — an
adventure in flowing, controlled motion.... Power and per-
formance are two solid reasons [al]most everyone longs to
own a Thunderbird.... Turn the ignition ... listen to the husky,
soft-and-easy hum of its barrel-chested engine. This is the
sound of the Thunderbird — 300 horses, 350 horses, take your
pick.

The excitement and semantic inventiveness of the 1950s were
receding, and were replaced by low-key, if escapist, assurances
of potency. The 1960 Thunderbird was photographed beside
a steeple-chase course, with a horse flying over a fence and
past the car. There was no explicit rocket imagery, except in the
Thunderbird’s spear-shaped door panel moldings, and in jet-
exhaust taillights which, in most advertising illustrations, were
hidden from view.

For 1961, the personal-car character of the Thunderbird

was brought out more strongly, and the “new high-perform-
ance Thunderbird 390 Special V-8” engine was modestly pro-
moted as one element in a “precision team for a new high in
automatic driving.” Other contributions to the “new high”
were a “Swing-Away Steering Wheel ... Power Brakes ... Power
Steering” (the last two to be expected by 1961, even on lowlier
Fords, if only as options) and “Cruise-O-Matic Drive” trans-
mission. By 1961, however, elaborate names and capital let-
ters for conventional power features were becoming old-fash-
ioned, and they soon disappeared for good.

After several years promoting comfort and gadgets, ad-
vertisers began to return to performance in the early 1960s,
and did not confine themselves to copy for large cars. Chevro-
let promoted 1959’s compact débutante for 1960, the air-
cooled, rear-engined Corvair as “The Sporty Car in Chevro-
let’s New World of Worth” in 1962. Even if the Corvair was
not a high-performance automobile by absolute standards, it
was more exciting than a regular Ford Falcon.

Ford counter-attacked with the Falcon Futura, and en-
joyed the advantage over Chevrolet that engines from larger
Fords could be “shoe-horned” into Falcons, whereas the air-
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Ford Mustang Hardtop with Vinyl-Coversd Re

Presenting
the unexpected...

Left and above: A new phase in performance-based advertising
- began in 1963 and continued with the Mustang in 1964 (March
1963 and May 1964).

cooled Corvair, a mechanical law unto itself, could not be
fitted with conventional GM V-8 engines. The air-cooled
motor was nevertheless developed enthusiastically, and the
Corvair became quite potent, particularly in Monza coupe
form. Before long, the horsepower race had resumed in more
than one size category as performance options began to fill
pages of print in dealers’ catalogs. Power outputs of between
300 and 400 bhp were commonplace in full-size cars by 1966.

Ford enjoyed competition success with its full-size Galax-
ies, and in 1963 advertised a “Report from Monaco” present-
ing “the Liveliest of the Lively Ones— new Command Perfor-
mance Cars for 1963Y..” Big-engined Fairlanes, Falcons, and a
tull-size “Super Torque Ford Sports Hardtop,” with a “fast-
back” roofline less formal and more aerodynamic than that of
the regular hardtop, typified Ford’s new approach to the per-
formance car market, identified and targeted as such with a
range of models. In April, 1964, the Mustang was introduced
in hardtop and convertible forms and advertised heavily. Some
versions, with unexciting six-cylinder engines, were little more

Fortd premiieree the Livelest of the Lively Ones= than sporty-looking Falcon-based shopping cars, but those

new Command Performance Cars for 1963 % who wanted to “try Total Performance for a change!” could
G o sk st Torue Fard oty Hardhe AL 6 “add the big 289-cu. in. V-8 engine (the same basic V-8 that

powers the famous Cobral!) ... [plus] 4-speed stick shift (syn-
chro on all forward speeds) and Rally Pac (tachometer and
clock)” to make the Mustang a genuinely sporting car. Younger




70 PART ONE : FUELING A FANTASY

enthusiasts were invited to send $1.00 to the makers for an
“exciting, authentic scale model” of the new car.

In Britain, Lincoln Cars Ltd., who were established
American Ford dealers in Brentford, Middlesex, offered in
May, 1966 to “build up your own custombuilt Mustang from
a host of options,” while also advertising the “Galaxie 500 con-
vertible, built for total performance — proved in competi-
tion.”%

General Motors offered a number of sporting cars, of
varying degrees of specialization and performance. A sports
model was often shown in advertising for a complete model
range, as it lent glamour to the more mundane representa-
tives of its marque. A 1964 Buick advertisement was headed,
“Everybody out of the rut ... the 64 Buicks are here!” Above
the headline, a Wildcat hardtop was shown on a deserted
beach, an escapist setting which became popular with adver-
tisers on both sides of the Atlantic.

Buick’s personal-luxury Riviera moved into the sports
sector in 1965, in “Gran Sport” guise, available with a “360-hp
Wildcat V-8” and a variety of performance options, including
a “limited slip differential ... heavy-duty springs, shocks and

A 360-hp Wildeat V8 isn't all thats new with Riviera Gran Sport.
But whart a start.

You can exsily spend 4 party or two talking enthusiastically
wut the engine in Buick’s new RI\] il 'rl an Sport. But after your

friends have heard a = is to hear, you can start in ¢

of the Gran Sport
differential. Powe
the heavy-duty springs, shoc %
though, s driving. Y (h_lt at your o "
After all, wouldn't you really rather have a Buick?
One of the new Gran Sports from Buick
You need not be a professional driver to qualify

ez

Buick’s Riviera was the first of a new breed of sporty personal-

luxury cars (May 1965).

stabilizer bar.” “You need not be a professional driver to qual-
ify” added the copywriter, to the lasting regret of America’s
insurance companies.

Oldsmobile offered the full-size Starfire in 1964: “High
adventure starts right here!” began one piece, which showed
the new coupe roaring up a mountain road. “From its bold
grille to its exclusive dual-chambered exhausts, this beauty’s
new action silhouette says 64 belongs to Starfire. Sample the
response of the 345-h.p. Starfire V-8....” By later standards
this was tame copy, but “action” had emerged as the buzzword
of the moment and it often reappeared, sometimes with wit and
sometimes as an inevitable cliché, in the copywriters’ repertoire
of “sporty” words. The Starfire’s image was consolidated in
1965:

Every line says “let yourself go” ... where the action is!... You
see it standing there, poised and eager, every sleek line tin-
gling with anticipation. And it seems to whisper, “Let’s go.
Let’s fly!”... Then a turn of the key ... a flick of the console-

mounted T-stick Turbo Hydra-Matic or 4-on-the-floor — and
370 high flying horses put wings to your wheels!

¥
k(@'& High adventure staris tght hee !
ey there'll be another car that dombines the nicetivs of
||r with the thrill of the open rmoad as neatly as Starfire does.
r. From its bold grille to its exclusive dual
usts, this beauty's new action sithouette siys
Sample the response of the 5-h.p.
fatie, | WL

V-8. The yuiet suthority of Hydr
wer steering. Along with leather-t
ris consale, they're all part of lh1
hin o or certain: When you flip the key to a 3
pulling the pin on one of 1964's most exciting performers.

V74 J/@S_’ WHERE THE ACTION 15/

Dramatic scenery, photographs of sportsmen, snappy slogans:
these were the main ingredients of most performance-car
advertisements of the early 1960s (January 1964).
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Ned Jordan would have been proud. Not only
was Oldsmobile’s winged chariot powerful; the
“Rocket Action Car” had lost the chromium ex-
cesses of the 1950s, and was shown against a sim-
ple, deep-red backdrop with not a missile in
sight.

Of General Motors’ performance cars, the
Pontiac GTO (“The Great One”) enjoyed the
highest profile. It grew out of the attractive but
anonymous Pontiac Tempest in 1964, and until
1966 was not strictly a model in its own right,
but a package of options which could be person-
alized from a list of further extras. With a distinc-
tive twin-grille at the front, it rapidly acquired its
own identity, assisted by tailored advertising
which contrasted vividly with copy for the reg-
ular Tempest, including that for the Tempest Le
Mans on which it was based. “We spoil you a bit
in the ’65 Tempest with interiors restyled in
cloth and Morrokide.... And tempt you with 12
handsome models, including a new Custom
Hardtop Coupe” declared a typical Tempest ad-
vertisement with an eye to the housewives who
made up a large part of Pontiac’s regular mar-
ket.

GTO copy was much more energetic: “Two
seconds behind the wheel of a Pontiac and you
know ... you're in tiger country.... There’s a six or
one of two rambunctious V-8s available in the
Le Mans. And a snarling 335-hp GTO or its
360-hp cousin. So go drive a tiger!” To prove
the point, a tiger was shown clambering over the
windshield of a yellow GTO convertible as it
rested on the inevitable deserted beach. Another
advertisement showed the car against a black
background, facing the reader with a tiger skin on
the hood, head snarling: “There’s a live one
under the hood.... Purrs if you’re nice. Snarls
when you prod it. Trophy V-8, standard in Pon-
tiac GTO. 389 cubic inches. 335 horsepower. 431
Ibft of torque.... Want something wilder? Got it:
360 hp. Want something tamer? Got that, too— Pontiac Le
Mans.” In 1966 Ford showed the front of its rival high-per-
formance Fairlane GTA, with a toy tiger-tail clamped between
hood and grille above the headline: “How to cook a tiger.”

Sportiness, carefully diluted, extended to Pontiac’s six-
cylinder cars which were aimed, at least in part, towards the
more adventurous elements within Pontiac’s established clien-
tele. While the GTO was shown with tigers and seductive
models, a 1966 Sprint appeared with a woman at the wheel
who clearly owned the car, and did not just pose in it. “With
an OHC six like this who needs an 8?” asked the headline,
while the copy described the car’s “special suspension” and

How to tell a real tiger from a pussycat:

""" Quick Wide-Track Tigers
Pontiac LeMans & GTO

How to tell a tiger from a regular Tempest? Give it a special grille, wheels, and
options and its own advertising campaign. Niche marketing flourished in the
1960s (May 1965).

“all-synchro 3-speed floor shift.” Three speeds were perhaps
more sporting than automatic gears, but they did not suggest
a dedication to raw performance. Nor was the Sprint a
“high-rpm driving machine ... with the agility and grace of a
European sports car,” whatever the copy said. Given that most
potential buyers had never driven a European sports car, it
hardly mattered.

By 1967, the GTO’s reputation was established, and copy-
writers could caption atmospheric artwork with the laconic
slogan, “The Great One. GTO Hardtop. Need we say more?”
Inevitably, some elaboration was irresistible, if only to de-
scribe the special equipment available, such as “a spirited
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Learn the great American sport of Wide-Tracking in a great American sporis car.

Tracking isn’t hard | 1 N Firebird 4 : ty

|
Wide-Track |r.{s] Pontiacs
® i

Horsepower and safety equipment went side by side in Pontiac copy of the late 1960s, as with this Firebird (November 1967).
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250-hp regular gas V-8 or its 285-hp premium gas cousin,”
along with such sporting gadgets as a “Hood-mounted tach.”
The regular Pontiac slogan, “Ride the Wide-Track winning
streak” was shortened to a more dynamic “Wide-Track Pon-
tiac/67.”

In 1968, the sports and “Wide-Track” themes were com-
bined in copy for the GTO and a new Mustang competitor,
the Firebird convertible. “The Great One” was made 1968’s
Car of the Year by Motor Trend magazine, which commended
it for “a revolutionary bumper so new you have to kick it to be-
lieve it ... it won’t chip, fade or corrode.” It was an understand-
able tactic in view of increasing concern about automobile
safety, and it also looked modern, sleek, and muscular, a look
that was enhanced by concealed headlamps. In case anyone
thought that the marque was going soft, reassurance was given
with a “400-cubic-inch, 4-barrel V-8” or an optional “Ram
Air engine with deep-breathing scoops.” Options on the Fire-
bird included “mag-style wheels” and “stereo tape,” the latter

an answer to Ford’s heavy promotion of a similar device some
years earlier.

Like Ford’s Mustang, the Firebird was advertised with a
wide variety of engines, from a “175 hp Firebird” to a “330-hp
Firebird 400.” A Firebird 400 was as fast as many earlier, larger
sports cars with higher quoted power outputs, even if Pon-
tiac’s “400” referred to cubic inches and not optimistically
rated horsepower. Significantly, advertising for the Firebird
mentioned safety features, such as “padded armrests, front
and rear side marker lights.”

In the 1970s, performance cars were progressively de-
tuned to comply with exhaust emissions legislation, and mus-
cle cars kept a lower profile until the 1980s. In 1976, even a
marque advertisement for the whole Pontiac range promoted
the Formula Firebird on its gas mileage, but, contrary to some
predictions of the time, technology eventually overcame many
apparent restrictions and put “action” back on the car buyer’s
agenda by the late 1980s.



Chapter 4

Pushbuttons
and Plastic Tops

Some American cars were stylish — others were not.
There were powerful, charismatic automobiles, and there were
ordinary sedans with so few outstanding virtues that no one
felt much inclined to investigate their vices. There were also
a few products that represented comprehensive “improvement
opportunities” for their makers. Car buyers, however, were
rarely unanimous in deciding which car belonged to what cat-
egory. An automobile with an anemic engine and dowdy
styling could be promoted as “frugal” and “practical” if its
promoter was unusually honest, or as a stalwart in the face of
transitory fads if he was an optimist. Occasionally, gratuitous
obsolescence was elevated into practical virtue — which was
plausible if the maker’s name was Checker or Rambler; less
so if it was Hudson or Kaiser. But whatever their individual
difficulties, copywriters were united in their quest for The
Gadget.

The Gadget could be anything from a self-adjusting brake
mechanism to a transparent roof. It could be useful, like power
steering, or superfluous if it involved holding a switch for as
long as it would take to move an equivalent handle for, say, a
vent window. In the absence of a suitable gadget, ordinary
features could be described in extraordinary English, with the
addition of Capital-Letters-And-Hyphens, to create a sense
of importance that might be conspicuously lacking in the
product itself. If the car could conceivably move under its own
power without The Gadget, a special name for it had to be in-
vented. Occasional coincidence was inevitable, as with the
Oldsmobile Handi-Shift/Hudson Handy Shift gear shifts and
the Chrysler PowerFlite/Nash Powerflyte, which was logically
Nash’s inheritance, since Airflyte bodies had been around since
1948.

Buick’s mixture of the useful and the banal was typical for
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1946. A Canadian advertisement listed, inter alia, “Permi-firm”
steering, “Panthergait” springs, and a “StepOn” parking brake
which was not, by 1946, a novelty. In 1949, Chrysler’s seman-
tics ranged from the gently imaginative “Cyclebonded Brake
Linings” to a “Waterproof Ignition System,” the latter an ex-
ample of a description masquerading as an original name for
a feature. Plymouth promoted “Ignition Key Starting” in the
same year, along with an “Automatic Electric Choke” and
other assurances of mechanical worthiness. Studebaker’s
equivalent copy represented an oasis of common sense. “Your
brakes adjust themselves,” in 1949, was modest and sensible.
Chevrolet, on the other hand, was uncharacteristically fanci-
ful in a 1952 advertisement which drew attention to “Royal-
Tone Styling,” “Color-Matched Two-Tone Interiors,” “Cen-
ter-Point Steering,” and the inimitably euphonious “Jumbo-
Drum Brakes.”

By 1953-54, power features, once confined to prestige
cars, were becoming more widespread, particularly on me-
dium- and lower-priced cars. In the medium sector, De Soto
offered “Full Power Steering,” which was claimed to reduce
steering effort by 80 percent, in 1953. The system was intended
to eliminate the woken-from-slumber sensation given by some
early power steering systems which were prompted into action
only after the steering wheel had been turned a little. In the
same year, De Soto also offered soberly titled “Power Brakes,”
which reduced pedal effort by some 50 percent.

In 1954, power gadgets continued to move downmarket.
Chevrolet claimed to be “First in its field with all these power
features for you,” which included Powerglide transmission
(optional since 1950); a power-brake option with Powerglide
cars; and power steering, windows, and seats as stand-alone
extras, the steering being carried over from 1953. Not to be
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Color-Matched Two-
Tone Interiors bring
new beauty to De
Luxe models,

26 Exterior Colors
and two-tone color
combinations to
choose from.

Royal-Tone Styling
features smooth
and colorful new
beauty of lines.

“ /f

|
B
N

New Centerpoise
Power is smoother
— "screens out”
engine vibration.

Improved Carbure-
tion with Auto-
matic Choke in
Powerglide maodels.

SMARTI?R looking . .. smoother running . . . softer riding
.. . this brilliant new 1952 Chevrolet is the finest ever
built. And it's the lowest-priced line in the low-price field!
See your Chevrolet dealer and see all the reasons why it's
true year after year: More people buy Cheyvrolets than
any other car. . . . Chevroler Division of General Motors,

(Continuwaton of standard equipment and rim
tlustrared 15 dependent on availability of material.)

Detroic 2, Michigan.

MNew Softer, Smoother
Ride with new and
improved shock De
absarber action,

Powerglide Aulo-
matic Transmission
Luxe model
OPUON AT EXI COST,

Trend-Setting Valve-
in-Head Engine por-
formance and all-
round clonoamy,

Center-Point Steering
gives smoother feel
to the wheel, easier
steering control,

Tie Ol Fane Qs

PRICED SO LOWwW!

Jumbo-Drum Brakes
with Dubl-Lite
rivetless linings for
long, safe service.

Capital-Letters-And-Hyphens, together with elaborate names for mundane features, were widespread in early postwar copy (1952

campaign).
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I_]-m'e-‘.v. why it tnkes
807 less eoffort to steer this new 1S SOTO and = i

S0 less ellort 1o slof il !

Chevrolet is first in its field
with all these power features for you. . .

First of all, there’s new high-compression  all models—at a new low price. And Power
power in every new Chevroler, Ir gives you  Brakes are now optional ar exira cost on all
finer, smoother, more quiet performance Powerghde models,
and impormne gasoline savings, ool ZIPEY: THRIETY FOWERGLIDE —niow
Then, if you like; you can have all the  teamed with Cheviolecs 'Blue-Flame 125"
automaric power features thar any car can  engine, Powerglide is even more of a stand-
offer you tonday. our for smooth, posinve performance and
AUTOMATIC WINDOW AND seAT coN. for gasoline economy. It's optional on all

models ar exera cost.

DE SOT0-PLYMOUTH Dealen prevent GROUCHO MARX in "You Bet Your Life™ avery week on Rodio and Televivon. . NSC nerworis,

TRoLs —adjust front windows and sear ag

the touch of your finger on the conven- Your Chevrolet dealer will be glad o pive
iently placed controls, Optional on Bel Air HE 7
and “Two-Ten'" models ar extra cost,

FOWER STEERING AND POWER BRAKES
—This year, you can enjoy Chevroler
Power Steenng—optional ar extm cost on

e i ik

1-pricedt fi
Gl et Division ol
Detroir 2, Michigan.

MORE PEOPLE BUY CHEVROLETS THAN ANY OTHER CAR!

e

g, .
Cm——y

Power features trickled down from the fine car field to the middle- and low-priced sectors during 1953-54 (May 1953 and March

1954).

out-gadgeted, Ford promoted five similar power options that
were claimed to “take the ‘drive’ out of driving in the ’54
Ford.” Ford’s power steering reduced driver effort by 75 per-
cent and the brakes offered normal standards of stopping
power with “up to a third less push.” “Power Lift Windows,”
a “4-Way Power Seat,” and “Fordomatic Drive” completed the
list. With a body design dating from 1952, Ford fought back
against Chevrolet not only with its “new 130-h.p. Y-block V-
8 and 115-h.p. I-block Six” but also with “Power-Lift Win-
dows,” unique in the low-price field in having “push-button
control of all four side windows,” and a power seat that was
“the only power seat in Ford’s field that goes up and down as
well as forward and back.”

Mercury offered a similar selection of devices in 1954,
and devoted several advertisements to handling features, par-
ticularly “the ball that makes the new Mercury far easier to
handle!” when ball-joints replaced conventional kingpins in the
front suspension. One advertisement explained the advan-
tages of this feature with several colored diagrams, for the
benefit of those who did not want to crawl under a Monterey;,

let alone dismantle it, to find out. British Ford Consul and
Zephyr buyers had enjoyed the advantages of ball-joints, albeit
with MacPherson struts rather than conventional A-arms or
wishbones, since 1951.

Ford’s main novelty of the year was a transparent plastic
roof section of “tinted Plexiglas,” fitted to Ford Crestline (Sky-
liner) and Mercury Monterey (Sun Valley) hardtops. “See the
scenery through the roof” said a typical Mercury advertise-
ment, “see traffic lights easily — yet tinted transparent top pro-
tects against heat, wind, glare.... [Y]ou have a wonderful sen-
sation of driving with no top at all — but with the wind and
weather protection of a sedan.”

It worked best in cool weather, and although the Sun Val-
ley was “America’s first transparent top car to be put into reg-
ular production,” the idea remained a Ford specialty outside
the realm of the dream car, where such ideas were common-
place. At $2,582, the Sun Valley cost $130 more than a com-
parable steel-topped coupe and, whatever the copywriter
claimed, the plastic top caused the car’s interior to overheat un-
comfortably in hot weather. Fewer than 10,000 were sold in
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SEE THE SCENERY THROUGH THE ROOF

=ee traffic light= casily

vet tinted transparent top protects against heat, wind, glare:

Presenting The Sun Valley_

America’s

You've seen pictures of dream cars
of tomorrow. But vou couldn’t buy
them. Now, Mercury presents Amer-
ica’s first tran=parent top car to b
put mto F!'_:llli.li ]n'luhu tion!

The entive front hall of the roof

is tinted Plesiglas, You have a won-
derful sensation of driving with no

First Transparent-Top Car

top at all—but with the wind and
weather protection of a sedan,

And with the great new 161-
horsepower Mercury V-8 engine that

NEW 1954

MERCURY

A new kind of power
that makes any driving easy

makes any driving casy—the unique
Sun Valley is bound w0 be 19517
=1 !'\l'ilill:_" car, See it lln{;l_\:

MERCURY DIVISION - FORD MOTOR COMPANY

Mercury’s plastic top was a dream car feature that proved unpopular with buyers, but it drew attention to the regular Mercury

range, which was partly its purpose (March 1954).
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1954, and, following sales of 1,787 in 1955, the idea was
dropped. The car nevertheless featured prominently in Mer-
cury advertising as a range-topping glamour model, as well
as in copy exclusive to the car.

As automobile interiors grew more elaborate and styl-
ized in the mid-1950s, the gadgets multiplied. The 1955
Chevrolet Bel Air had “a lot to offer in the power-feature de-
partment.... Braking, steering, gear shifting — even seat and
window adjustments on Bel Air and ‘“Two-Ten’ models.” If
none of these were novel by 1955, increasing numbers of buy-
ers ordered them, and they were promoted more excitably
than in 1954. “All these little motoring pluses” could be “done
the ‘pushbutton’ way in the Motoramic Chevrolet through
extra-cost options.”

In the same year, Chrysler offered similar devices along-
side its standard “famous new sweptback Super-Scenic Wind-

ANNOUNCING THE NEW FowerStyle CHRYSLER

SEE IT... THEN GET THE THRILL OF PILOTING IT YOURSELF!

Pushbution PowerFlite

World's most sutomatic trans-
minion, Operated by push-

You're going to see and hear a lot about this
new “PowerStyle™ Chrysler, It brings you so much
that's new . . . from the unusual outrigger front

shield,” “Twin-Tower tail lights that say ‘STOP’ with great
authority,” and other styling innovations. By 1957, when the
novelty value of power windows and seats had worn off, copy-
writers centered on engines and transmissions, as the lists of
features which had predominated in the early 1950s gave way
to “integrated” advertising in which style, power, and gadg-
ets were united in every area of the market into a fantasist
whole.

A year or two later, with performance de-emphasized,
Chrysler’s copywriters reverted to an earlier idiom, punctu-
ating copy with such disparate enticements as “Total-Contact
Brakes,” “Swivel Seats,” and “Torsion-Aire Ride.” Many of
these features were available across the Corporation’s range,
and corporate advertising described them all. Some, like the
“compound windshield” which curved up into the roof of the
car as well as to the sides, were styling touches of doubtful
practical advantage, but others, including “Mirror-
Matic Electronic Mirror” and an “Automatic Beam
Changer” similar in concept to General Motors’
“Autronic Eye,” were genuinely useful when properly
adjusted.

Every manufacturer offered a host of minor op-
tions, from chrome-plated splash-guards to lavish in-
terior trim fabrics, all of which were carefully illus-
trated and promoted in sales literature, even if they
could not be described in detail in press advertising.
In a few cases, a marque’s model and option ranges
were so extensive that they merited a hardback cata-
log, as offered to Mercury buyers in 1957.

In the 1960s, hyperbole and capital letters gave
way to more subtle forms of inducement. Equipment,
per se, was described soberly. 1964’s Buick LeSabre,
for instance, offered “15-inch wheels, finned alu-
minum front brakes, extra cushioning for middle-
seat travelers and separate heat ducts and controls for
the rear seat.” Excitement did not disappear, but its
focus shifted from the car itself to the sensual expe-
rience of driving it. Copywriters increasingly sought
to identify with the consumer’s latent expectations, to
seduce the car buyer rather than bludgeon him with
endless— and pointless— electrical devices.

button on dashboand.

FirePower V-8 Engine

Higher-powered  version of
the fime airplancaype V-8
engine uwed in any car.

PowarPilot Steering

les power sasisn works all the
time o give yod @ positive
fvel-of-the-road.

PowerSmooth Brakes

Safest, most velvety braking
of all. Outlase the nexe-best
bhrakes Zero-l.

bumper to the dramatic flight-swept rear fenders,
Here is a car deliberately designed to draw cheers
and second glances, This is how power looks!
When you drive this new Chrysler, you will feel
the greatest sensation of freedom any motorist
ever knew . . . the sensation of commanding
Chrysler’s new “Forward Look™ power features.

Stop by your Chrysler dealer’s toduy and dis-
cover all the wonderful things in store for you in
the new “PowerStyle” Chrysler for 1956,

TWO MORE FABULOUS CHRYSLER FIRSTS!® « High-
fidelity long-playing record player * Instant
airplane-type heating system. Warms your car in
a matter of seconds. (*Both aptional)

NOW MORE THAN EVER... AMERICA'S MOST SMARTLY DIFFERENT CAR

The consumer who changed (albeit improbably)
from a 1947 Ford Tudor to its 1957 equivalent under-
went considerable re-orientation, from a high, boxy
shape to a low and sleek one; from simple manual
controls to automatic gears and power-assistance;
from a top speed between 80 and 90mph to one of
100-110mph with a V-8 engine option; from 0-60 ac-
celeration in the 21-second range to around half of
that. Changing again in 1967 to a new model, the con-
sumer’s re-orientation would not have been nearly

Three-tone paint, an optional “high-fidelity long-playing record player” —
and pushbutton gears. Chrysler had come a long way since the “cycle-

bonded brake linings” of 1949 (1956 campaign).

as fundamental — the proportions of the 1957 and
1967 models were broadly similar, with a few inches
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gained in the hood and lost from the trunk, and the power
features were similar, too, even if fins and chromium had given
way to a sleek, uncluttered, “coke-bottle” look.

Stabilization brought diversity, just as it had in the 1920s,
though the differences between marques and sizes were now
determined as much by function as by status. If one believed
the copywriters, 1957’s new car buyers were all excited by es-
sentially the same themes, which were reinforced by the auto-
mobile’s wider association with America’s technological con-
sciousness. By 1967, the common aspirations that had sus-
tained 1957’s automotive fantasy were in retreat as increasing
concern over fuel availability, pollution, and safety encour-
aged the dispersal of earlier, uncomplicated expectations.

Effortless driving nevertheless remained a priority; and
air conditioning, almost universal as an option, was now
more widely fitted in practice. In 1969 the Ford Thunderbird
could be ordered with the push-button sliding steel roof that,

True, there are other cars
elass. But from there on
elass at all. Consiter 1
comlort, And ride
much more. They ¢
niceties: a fatter i)
in the micddle, finned
15-inch wheels. (Are you thinking su g
might strain your bucdgetr Don't) Now consider

] ¥
See your Buick Dealer about
prepared for two surprises: the

I s I
price and the &t Aove all, it’s a Buick!

Gadgetitis was in retreat by 1964, when a Buick convertible
could be shown with the top up, and “finned aluminum front
brakes” and “big 15-inch wheels” could be mentioned in copy.
The automotive fantasy took an escapist, rather than techno-
logical turn in the 1960s (May 1964).

manually operated, had been promoted as an option in 1960,
so that personal-car buyers could continue to “see the moon
and the stars.” But the fantasy was fragmenting, and it gave way
to a widespread, individualized desire for personal lifestyle-en-
hancement in a climate in which one person’s lifestyle might
not have much in common with another’s.

The disparity of fortune and, more importantly, of am-
bition, which had always existed under the surface glitz of
American consumer culture, was now reappearing on copy-
writers’ agenda. By 1970, the prospect of affluent cultural ho-
mogeneity, which had inspired industrial designers in the
1930s, had almost entirely dissipated.

Copywriters varied their tone accordingly. The lush prose
appropriate for a Chevrolet Monte Carlo (“Standard is an
instrument panel with the rare look of hand-rubbed burled
elm”) was inappropriate for a Vega; elaborate gadgets which
the Thunderbird buyer sought in his “personal car” were

THUNDERBIRD @220

The “sliding sun roof Thunderbird” was promoted as a model
in its own right in 1960, and this optional feature, electrically
operated, dominated the marque’s escapist 1969 advertising
(February 1969).
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consciously scorned by the suburban professional whose trans-
port was a compact station wagon. And when prestigious Eu-
ropean luxury car makers challenged the fundamentals of
American car design with advertising copy that mocked the do-
mestic product’s lack of dynamism and technical sophistica-
tion, the fantasy became self-conscious, aware of its partiality,
and was thereby rendered largely impotent. Where motorists
continued to look for old-style automotive values, they did
so self-consciously, aware that they did not participate in a
dream that was universal, or even necessarily popular.

From the mid-1960s, advertisers increasingly identified
with particular sectors of the new-car market. In each case,
the copywriter tuned in to the imagined point of view of the
target sector, addressing the priorities and life-perspective of
a particular type of buyer. No longer was it possible to appeal,
even in passing, to a common automotive fantasy. A view of
the world which was attractive to traditional luxury car buy-
ers was not only unappealing, but actually repellent, to the
champions of functionalist imports.

In 1955, Cadillac could write: “At a conservative estimate,
fifty percent of all the motorists in America would rather own
a Cadillac than any other automobile,” confident that, of the
other fifty percent, the great majority would like a Cadillac
(or one of its direct rivals) if it were offered to them. By 1975,
not only had the percentage of Cadillac aspirants, particularly
among young people and college graduates, declined, but
many new car buyers would have refused a Cadillac even if it
were offered at the cost of the lowliest import. To environ-
mentalists, the large Cadillac was a symbol of a decadent and
intransigent adherence not only to a past view of the world, but
an irresponsible one. The vast majority of young car buyers
were simply indifferent to it, and to others of its kind, how-
ever good it might have been of its type.

With such a diversity of perspectives, it was inevitable
that the copy styles which had included so much color and in-
vention in the 1950s would be superseded by something more
subtle, more sophisticated and, perhaps, less memorable.
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Chapter 5

“Wouldn’t it be nice to have
an Escape Machine?”

The question was asked by Oldsmobile in a series of ad-
vertisements in 1970, but it had been formulated in a thou-
sand different forms by the time that the Oldsmobile Cutlass
Supreme was posed in a restaurant scene by its makers to en-
courage the new car buyer to “escape from the ordinary.”

Escapist advertising invited the motorist to give up a dull
existence led without the car for an exciting and fulfilled life
with it. In the early days of motoring, the choice was between
owning a new car and owning none at all. Until the 1930s,
mass-market advertisers usually relied on their products’ me-
chanical merits while the attendant euphoria was allowed to
take care of itself. This approach was understandable but it
made for uninspired copy. There were a few exceptions to this
trend, of which the most famous is Edward S. Jordan’s “Some-
where West of Laramie” advertisement, published in two
forms in the Saturday Evening Post in 1923.!

By the 1950s, most cars were bought as repeat purchases
by established motorists for whom motoring was no longer a
novelty. It was difficult to persuade the consumer to become
as excited about a replacement car as he had once been about
motoring in general, and the “excitement factor” had to be in-
duced artificially with promises of fun and escape from mo-
notonous routine. As Harley Earl once remarked, “You can
design a car so that every time you get in it, it’s a relief — you
have a little vacation for a while.””

Styling and engineering features incorporated into the
automobile had to represent fun, escape, and adventure. This
orientation of the consumer’s perspective — in which he will-
ingly colluded — had little to do with the car as transporta-
tion, and everything to do with the fantasies and aspirations
evoked by its particular characteristics.

The escapist promise took many forms, and the process
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was avowedly psychological. Advertisers promised adventure
and travel opportunities, fun, and an improvement in lifestyle.
A combination of snobbery with escapism promised new so-
cial, as well as geographical, horizons. Copywriters offered
the consumer a chance to construct a self-image that was more
appealing than the reality. When this artificial persona became
convincing, the consumer was hooked. When it became vital
to his sense of ease and well-being in his family, community,
and social relations; when not buying the new car could indi-
cate apparent failure to the outside world and make the con-
sumer feel himself that he had failed, that new car became a
necessary component of an enjoyable life. In it, motoring
would take on a new meaning, even if one drove along the
same highways as before.

Such promises of escape and adventure became inextri-
cably intertwined with the threat of a return to mundane
anonymity, with an added, corrosive sense of missing out, of
being passed over, of not participating any more in the social
process. Beneath the promise of fun was a subtle, covert ini-
tiation into social paranoia, and, however they might have ex-
pressed it, copywriters knew its potency.

Among the early escapists, Nash’s copywriters were in a
class of their own. Armed with a distinctive, if boxy, sedan, a
thermostatic heater and overdrive, they set to work in 1939:

You're going to take a journey.... It’s written in the stars— this
month you're in tune with a disturbing vibration. Be doubly
careful, if your orbit crosses a Nash showroom. For then —a
dark car will come into your life.... In ghost-like silence, you
flick past other cars seemingly chained to the ground.... It’s
uncanny ... exhilarating ... this feeling of floating. Only when
you touch the brake and feel the tires dig in, do you realize
than this is what people call “an automobile”!...
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Orders. Complaints. Another one of those days.
Wouldn’t it be nice to have an Escape Machine?

Totally new for 1970!
Cutlass Supreme—0lds elegance in a trim new size.

Oldsmaobhile: Escape from the ordinary. =

One of an unusual series of advertisements from Oldsmobile,
who showed cars in indoor environments that their owners
wanted to escape from, rather than at actual outdoor escape
venues (October 1969).

Another advertisement continued the theme:

Don’t Let Others Spoil Your Fun! If someone tries to tell you
about the new Nash — stop him. And if you meet a silver bul-
let of a car flashing up the street —look the other way. For
that’s not the way to learn about a Nash.... You've got to get
inside —and drive it ... yourself — on an open road....

The copy was imaginative and unusually humorous, even for
its type. Seasonal advertising (also used by Lincoln-Zephyr)
was employed in the spring of 1939, and escapist motifs were
adapted accordingly:

The Hounds of Spring Are At Your Heels.... Here’s a car that
knows ... why colts kick their heels in the spring ... why little
boys run away from home ... why trout rods are being revar-
nished.... As you ripple across space, don’t regret the coming
end of the day. Spring can last forever!... Yes, a Nash is as
catching as measles, and twice as hard to quarantine. Get into
the driver’s seat once, and you can never get yourself out of it.

The message here was innocent enough, and typical of the
whimsical style that characterized Nash advertising of the

Somewhere West of Laramie

NOMEWHERE west of Laramve there’s o bronehs
basting, steer-roping girl who knows what 1'm
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Appeals to consumers’ emotions were not new in 1923, but Jor-
dan was a pioneer in combining copy and artwork into a
euphoric whole. The technique was condemned as “absurd” by
David Ogilvy forty years later, but is still in use today (June
1923).

period. “You've Had that Longing Long Enough.... Does Spring
do funny things to you?” asked a similar piece a year later. In
February, 1940, a bright pink four-door sedan was shown
among skaters:

A shrieking gale has smothered the sun and swept the lake
bare of skaters.... Suddenly — a flash of light, and laughing
faces ... a whisper of tires on the snow. Someone’s brought a
new Nash! You slip into the broad, welcoming front seat —
someone twirls a mysterious little dial, and instantly it’s June!

If one believed the copy, the car was not only comfortable, but
a panacea: “It’s priced so low, with resale value so high ... that
it will pay to trade away your troubles to your Nash dealer
today — and start having year 'round fun!” The car itself was
fast and refined, particularly in eight-cylinder form. Accord-
ing to a British tester of the 1939 model:

It becomes increasingly wonderful what the Americans can do
in providing value for money. This big Nash is 17 ft. long, is a
really roomy six-seater, has air conditioning [Weather Eye
thermostatic heating], overdrive, a maximum speed of ...
85m.p.h. in real silence and comfort.... Altogether, for the
money required [£465] this car is a very remarkable pro-
duct.’?
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Stylish, fun-oriented escapism from Nash in 1939 and 1953. The seats of both cars reclined to form double beds, to the delight of
wags and teenagers, and the consternation of parents and sexual moralists of all ages (1939 and 1953 campaigns).

In England, it was far from cheap at nearly £200 more than
the £280 asked for an American-designed Ford V-8 “30,” but
in its homeland a six-cylinder variant was not expensive at
$985.

Nash continued to offer fun and escape in “the “Trav-
elingest Car’ Ever Built” in 1953: “You’ll find a whole new
world of travel fun in the 1953 Nash Airflytes. Cars built to
make long trips easier, more enjoyable!” The theme was pur-
sued in a series of advertisements, many of which showed the
most glamorous car in the Nash range, the Ambassador Coun-
try Club hardtop. According to another piece: “[A]s the road
unreels and new enchantments greet your eye you’ll know why
we even built sleeping beds in a Nash.” This was bold copy,
given that parents were already banning their teenage chil-
dren from borrowing the cars whose front seats were adver-
tised to “become Twin Beds in seconds.”

The car rental companies in particular emphasized the
recreational potential of the automobile, and convertibles
dominated their advertising. “See more ... do more ... have
more fun the Hertz Rent-A-Car Way!” said Hertz in 1954, in

a headline above a bright red Chevrolet convertible in the lush
North Carolina countryside. In another advertisement in the
same series, a yellow Ford Sunliner convertible was pho-
tographed at “the famous Kona Kai Club on Shelter Island in
the Bay of San Diego, California, where even the name has a
musical sound of romance.”

Ford decided to eliminate the middle-man in 1957, in an
advertisement for the “Ford Dealers of New England” which
promoted the region as a holiday resort and, of course, the
Fairlane convertible as the ideal holiday car. The Sunliner was
“the heaviest, longest, loveliest car the money can buy” ac-
cording to Ford, who even in such delightful surroundings
needed to keep an eye on the competition from Plymouth’s
new incarnation of the Forward Look, as well as Chevrolet’s
attractively facelifted (and new-looking) Bel Air convertible.
In 1960, Avis showed a Ford Galaxie convertible in a similar
setting. “Have more fun, get more done with Avis minute-
saver service” said the headline, which echoed Hertz’s strategy
more closely than 1957’s “600 mile business trip in 24 hours—

1”

without strain!
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Ford promoted the New England countryside for its 1956 and 1957 models. This is a Fairlane 500 Sunliner convertible (April 1957).

From historie lishing villages, covered bridges and
Bunker Hill to the most modern golf conrses. air-con-
ditioned summer theatres and the finest swimming in
the world . .. whatever you want, New England’s got it!

There's a very special thrill in store when yon
journey to New England. For here are the quaint and
quiet towns where the spirit of America was born.

And fora j'N'F_p'.”'f blend of the old and the new, there's
nothing like a New England Journey in
the new kind of Ford,

Y ouride in thee heaviest, ke imgest, loveli-
est car the money can buy. And no
matter how long or winding your New

IFord Dealoers of Now ]‘fng’l.’lm]
L8

-
England Journey, you arrive refreshed, for you have
an all-new inner Ford,

Power? Ford's new Silver Anniversary V-8 power
was made for those new New England superhighways.

If vou haven't vet discovered how new this new
kind of Ford really is, see your neighborhood Ford
Dealer and ask for an Action Test.
Send for a free booklet and map ! [ "SS5

Write to:
New England Journeys, Dept. N
Back HLI_\' I 0. Box 151, Boston, Muass.

Name — —

strewl Adidress -
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In the late 1940s, copywriters began to in-
tegrate escapism into the promotion of the tech-
nical and “design” features of their products, and
escapism was bound up more closely with what
the particular automobile offered. This was to be
expected, given the prevailing climate. Buick had
set the standard for such pieces as early as 1936.
In a piece headed “Thrill for sale!” the mechan-
ical pill was sugared as much as possible:

You'll think the driver’s seat of that new Buick
was tailored to your measure, so comfortably
will you settle into place.... [T]his phenomenal
performer seems to settle closer and steadier on
the road as you press the treadle, and the light-
est tip-toe pressure on those big hydraulics
slows you to a safe swerveless stop....*

The car itself was not even shown in this adver-
tisement.

Oldsmobile’s advertising of the early 1950s
set a number of precedents, not least in its col-
orful descriptions of mechanical features, but the
“Rocket” engines and automatic gears were
placed in an escapist context in 1950:

Rocket ahead with Oldsmobile!... Drive the car
that makes distance an exciting adventure.
Drive an Oldsmobile — the only car with the
smoothest “power package” ever built — the
“Rocket” Engine and new Whirlaway Hydra-
Matic Drive!

Escape, excitement, fantasy — Oldsmobile com-
bined these elements so that they were not eas-
ily distinguished. Nor were they meant to be sep-
arated, for their potency lay in coalition.

The names given to automatic features were
carefully devised to conjure up the required as-
sociations of smoothness, power, and escape
from more mundane motoring. “Nothing with-
out wings climbs like a 56 Chevrolet!” began a
1956 advertisement which went on to describe
the excitement that came from owning the year’s
205hp V-8. No longer was it necessary for the
consumer actually to travel anywhere to find the desired stim-
ulation. Even ordinary driving could be adventurous with the
“Exciting Escape” offered by Chrysler in 1959. The Chrysler
Windsor hardtop was itself a “lion-hearted call to the open
road” with “pushbutton TorqueFlite transmission,” “Torsion-
Aire Ride,” and “Golden Lion” engines.

The promise of escape was resolutely tied to the charac-
teristics of the car, rather than to any transcending of geo-
graphical or social boundaries. This move towards self-con-
tainment of the escapist promise reached its logical conclusion
in the introverted, recuperative escapism that was advertised
as the main appeal of “personal cars” in the early 1960s. No

and Whirlaway /
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Indirect escapism from Oldsmobile with a “98” sedan in 1950. It fitted easily
with the marque’s performance image (March 1950).

longer was the motorist explicitly participating in American
technological expansion; his fantasies were largely divorced
from any social or realistic context. The automobile itself,
through what it evoked for its owner, provided the whole es-
cape experience.

Ford’s Thunderbird was the archetypal personal car,
which came into its own in the climate of the early 1960s. The
1960 convertible may have offered “action ... sweet, soft, spir-
ited action —an adventure in flowing, controlled motion,”
but from 1961 the emphasis was more openly on luxury. Ac-
cording to the copywriters, it was “so uniquely new that it
stands alone in the fine-car field.” The very similar 1962 model
was accompanied by what amounted to its own aura, within
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EXCITING ESCAPE !

5o thls lion-hearted call to the open road

'{,————-—G

-...h_‘_(nuu‘

TOUCH a f‘ngertlp to Chrysler's pushbutton «+ o AND GO for the open road. Give this agile
TorqueFlite transmission. Feel how smoothly, how and adventurous car a chance to show you how
instantly, power surges to your service, exciting driving can be!

Chrysler's got the ride you want! The pushbutton action
of automatie TorquekFlite transmission . . . the road-calming control
of Torsion-Aire Ride . . . the economy of Golden Lion engines . . .
the safety of brawny Total-Contact Brakes.

Chrysler's got the room you need! The swing-aboard ease of
optional Swivel Seats . . . head room —serving both front and back
. leg-stretching lounging room all around.

Chrysler’s got the style you can be proud of! Iis styling
set a trend in automotive design. And Chrysler's quality construction
standards give you the reliability you deserve.

See your Chrysler dealer today . . . and answer that call to
the open road.

CHRYSLER DIVISION OF CHRYSLER CORPORATION

— %, ...CHRYSLER

. Selting the pace in style and comfort

The ordinary made extraordinary: the 1959 Chrysler was not an obvious choice for the committed escapist, and was targeted at
the 40-50 age group (June 1959).
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A contemplative, introverted escapism characterized Ford Thunderbird copy during 1962-63 (June 1962 and May 1963).

which the world outside had no place: “Thunderbird Hour ...
is the shimmering part of any day, the moments when this
subtly sculptured motor car moves at your lightest hint ... glid-
ing as silently as sea mist ... soaring to the imperative of Thun-
derbird power.” In another piece, “Thunderbird Spell” was
the “lasting enchantment that makes the green-gold of trees
seem brighter, the sun more ardent ... and adventure closer.”
Even Nash’s copy had been literalist by comparison.

In each advertisement, the Thunderbird was shown in
an isolated country setting, driven by a young(ish) couple,
with never any children or admiring passers-by in sight. The
message was consolidated with the 1963 model, which in-
cluded “refinements that make Thunderbird yours, person-
ally, as no other car can be.” A hardtop version was the way to
“get away from them all.... Suddenly youre in Thunderbird
Country, where velvet silence and silken smoothness reflect
years of engineering refinement.” It was something of a come-
down to be reminded of engineering in any form amid the
“velvet silence,” but such interpolations did not disrupt the
pastiche romance of “Thunderbird Hour” for long.

Within the personal-car theme, individual Thunderbirds

were allowed a measure of separate identity. Copy for the
Sports Roadster (a regular convertible with wire wheels and a
rigid, body-colored tonneau covering the rear seats) subtly
anticipated muscle-car copy of later years: “How to catch a
Thunderbird.... Find one that’s standing still. In full flight this
is a most elusive species— with a rare talent for disappearing
from the view of lesser cars.”

But the buyer who wondered whether the Sports Road-
ster was really like other versions was reassured: “Although it
may remind you of a sports car, particularly in the Sports
Roadster version shown here, it still ranks among the world’s
foremost luxury cars.” There was also a Limited Edition Lan-
dau, the obligatory “sophisticated” model in the Thunderbird
range, which was shown at that archetypal upmarket venue,
the opera house — at Monte Carlo in this case.

In 1964, a new body style arrived, and luxury was aug-
mented by an emphasis on styling for its own sake, together
with a host of “novelty” features. “Thunderbird for 1964 — So
different, so beautifully different!” gushed an announcement
advertisement. “New styling sets the Thunderbird mood. In-
side, it is maintained by advances that make even Thunderbird
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veterans sigh.... New contoured ‘shell’ front seats cradle you in
luxurious Thunderbird comfort. Instruments are positioned
and lighted for flight deck clarity.” Illustrations, of a deep ma-
roon hardtop in a newly-harvested field at sunset, combined
with the copy to set an escapist mood, and 1965’s slogan, “The
Private World of Thunderbird” reinforced the car’s image.

As the personal-car market subdivided into “sports” and
“luxury” sectors in the mid-1960s, the Thunderbird’s posi-
tion was more closely defined in advertisements. Copy for
1965’s limited edition underlined the luxury theme, describ-
ing it as the “Special Landau ... unique among the unique.”
Advertising stressed the exclusivity of the car: “Only a lim-
ited number will be built. The owner’s name will be engraved
on a personalized limited edition numbered name plate. Lan-
dau’s body finish is of Special Ember-Glo, repeated on special
wheel covers and inside the flight deck in thick, cut-pile car-
peting....”

Four and a half thousand copies of this Special Landau
were eventually made, and for the 1967 model year a four-
door Thunderbird Landau sedan, “inspired by Lincoln Con-
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Attempting to be all personal cars to all people, the Cougar
combined Mustang and Thunderbird virtues —as did Mer-

cury’s copy (October 1966).

tinental,” distanced the car still further form the sporting an-
cestry highlighted in a 1963 advertisement which had com-
pared that year’s model with its two-seat ancestors, declaring
that the concept had “stood the test of time.”

Others followed Ford’s lead. The Buick Riviera had the ad-
vantage of a prestigious marque name, and enjoyed a slightly
more sophisticated image. The underlying message in 1965,
however, was familiar: “Drive a Riviera home tonight. Who
cares if people think you're younger, richer and more roman-
tic than you really are?” You were what you drove.

Mercury’s Cougar of 1967 was another stylish two-door
coupe that sold as a personal car in its milder versions, bridg-
ing the gap between the Mustang and the Thunderbird. It
could also, like the Riviera Gran Sport, become a muscle car
when ordered in XR-7 form. The regular Cougar, which ac-
counted for nearly 80 percent of the model’s sales in 1967, was
promoted on its looks as much as its power:

Untamed elegance! That’s Cougar.... With a European flair to

its styling.... Above all, Cougar is a lithe, contemporary car,
with the kind of excitement that runs through the entire 67

The 1972 Thunderbird.

Redesigned from the inside out. Precise in its handling, superlative in its ride,
A magnificent new personal automobile.

electranic anti-ski

Personal in its luxurious appointments as well

At your Ford Dealer's.

THUNDERBIRD
FORD DIVISION @

Thunderbirds of the 1970s were more luxurious than sporting,
and features rather than euphoria dominated copy (March
1972).
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Mercury line.... We believe Cougar is the best equipped lux-

ury sports car you can buy for the money.
The car’s promoters had to balance precariously across sev-
eral stools, but the car remained an individualist, of sorts. Un-
fortunately, it was more luxurious than sporting. According to
a British tester, “[The Cougar] handled like a row of books
sliding off a shelf ... and generally acted very much like the
boulevarde [sic] cruiser that it is. The Mustang is a vastly bet-
ter motorcar.”® But American and British sports-car enthusi-
asts rarely spoke the same language.

By 1972, the confidence of earlier years was receding. The
Thunderbird of that year, now corpulent and visibly similar to
the related Lincoln Continental, was “A magnificent new per-
sonal automobile.... Personal in its luxurious appointments
as well.... It’s personal, too, in its options. For example, an
electronic anti-skid brake system and the split bench seat, the
vinyl roof, the whitewalls and the deluxe wheel covers pic-
tured above.”

Here, as in much advertising for full-size cars in the early
1970s, there was an aroma of desperation, as the language of
romantic fiction combined with that of the service manual to
produce copy that was both tense and mundane. Yet the new

model sold better than its predecessors of 1969-71, and in 1976
“The Private World of Thunderbird” remained for a very sim-
ilar-looking car which was shown beside a lake as the sun went
down. It was still owned by the romantic couple who had
defined the car’s image in near-identical surroundings in 1959.
No longer was there any explicit suggestion of power; the em-
phasis was on gadgets and features, and the headline, “Could
it be the best luxury car buy in the world?” defined the Thun-
derbird’s priorities.

In the 1970s, personal-car values were increasingly taken
up by makers of two-door sedans with no particular history
of exclusivity. Chevrolet Monte Carlos and Cadillac Eldorado
hardtops blurred any distinction that might once have existed
between the personal car, the sports car, and the luxury coupe.
The 1970s were years in which old-style large cars of all vari-
eties found themselves huddled together in one category, es-
pousing similar automotive values. They were also years of a
certain homogeneity in large-car design as sportiness and in-
dividualism were increasingly left to compacts, sub-compacts,
and European imports which, in a decade of restrictions and
power-sapping emissions equipment, offered more fun and
excitement per cubic inch than a Ford Thunderbird.



Chapter 6

A Neurosis Unleashed

“But Darling” said the girl to her husband, “they’re staring at our new ’52 Dodge.”

“Start packing — we’re moving out” said the man to his wife. “Moving, dear?” she replied, “It’s four in the morning.” Her husband
sat down wearily and explained. Everyone else in the neighborhood could afford a new Dodge. “I'm so ashamed. Grab the other end

of the davenport, dear.”

The first declaration was the headline of a press adver-
tisement; the second, part of a 1962 radio commercial. In both
cases, the message was the same: You would be admired and
envied if you drove the new car, and would be ridiculed and
considered a social failure if you did not. The point was some-
times put lightheartedly, but even if an individual advertise-
ment were dismissed with a smile, it would still fuel that so-
cial neurosis whose maintenance was so essential to the
doctrine of dynamic obsolescence that supported the Ameri-
can automobile industry.

The whirling mélange of emotional impulses by which
advertisers hoped the motorist’s choice of car would be gov-
erned was carefully nurtured in a wide variety of copy styles,
tailored in each case to the prejudices and aspirations of the tar-
get market. The car buyer was encouraged to be aware of what
others would think of his car and, by extension, how they
would assess its owner. However excellent as mechanism,
however reliable, however attractive, an automobile had to be
socially acceptable; it needed to excite the admiration of those
whose esteem its owner prized most highly.

By 1930, mere ownership of an automobile per se con-
ferred little social prestige; indeed, it was assumed that pros-
perous families would own two cars— and replace them reg-
ularly. Increasing reliability and a growing consensus as to
what constituted an acceptable automotive aesthetic led adver-
tisers to distinguish their products by referring to nuances of
styling — particularly those by which a mass-produced body
resembled a custom-built equivalent.

The technique was popular with Chrysler Corporation’s
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marques in the 1930s. In late 1935, for instance, a double-
spread in the Saturday Evening Post announced that there was
a “New Who’s Who” among owners of the 1936 De Soto:

De Soto presents the smart car of 1936, a custom-styled car in
the low-price field.... “Why didn’t someone think of this be-
fore?”... Imagine ... a car as exquisitely finished, as brilliantly
appointed, as the most expensive cars built today....

In the copy that followed, the reader’s attention was
drawn to a “beautifully rounded radiator” with “hood louvres
deftly fashioned in wing-like sections,” the “[m]ost beautiful
instrument panel in the world ... finished in golden beige, with
Circasian walnut grain moldings” to complement the “French
pleated and artistically tufted seat cushions and door pan-
els”—and so on, for five hundred words or so, with the oblig-
atory miniature photographs. The “Airflow De Soto,” mean-
while, whose sales were trailing far behind those of the regular
“Custom” models, was relegated to a tiny photograph in the
bottom corner of the right-hand page. In its Chrysler incar-
nation, the Airflow was similarly underplayed in an equivalent
spread for the Corporation’s top-line marque which, less hys-
terically than De Soto, offered “Custom car luxury at a prac-
tical price.”

Snobbery was an important part of the copywriters’
repertoire, and it took many forms. The consumer who wished
to appear glamorous needed only to buy a car that had been en-
dorsed by a film star; to be proven a person of sophisticated
taste (that is, a taste which suggested familiarity with afflu-
ence, rather than merely its recent achievement), he bought the
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make of car preferred by those to whose status he aspired. To
be proven as a person of sound judgment, the buyer was en-
couraged to take the word of those who had owned several
examples of the marque in the past — with the suggestion that
one was joining an established elite whose values were both im-
mutable and recognized as superior by society as a whole.

In the aspirational copy which pervaded the middle mar-
ket during the mid-1930s, prosperous arrivistes were explic-
itly encouraged to incite the envy of their peers: By emulating
what they thought were upmarket tastes and aesthetic mores,
they would achieve the status that eluded those unable to buy
the new car. Nash’s “Eyes Right, Eyes Left — All Turned on
Nash!” in 1934 was typical of the “look at me” school of head-
line which gained currency during the insecure mid-1930s.
In the same year, with the worst of the Depression receding,
a Buick was portrayed as the natural accoutrement to a mod-
ern, affluent lifestyle:

Men and women are living splendidly once more ... seeking
the tasteful and the beautiful in all things ... and, naturally,
this new era of gracious living suggests the ownership of a
gracious motor car.
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#* Eyes instan! f:;q:‘:k out
a 1934 Nash anywhere, and s on it
with a In:gm ng look that says as plain-
ly as wo ‘There's @ beantiful motor
ur’ * Without and within, all is dis-
tinction, all is luxury. There never was
a handsomer instrument panel. There
never were more comfortable cushions.
In all your born days, you've never
known more thrilling power! @ Even
the lowest-priced new 1934 Nash mod-
els have a Twin Ignition valve-in-head
motor. g Other gcvclupm:ntsinclude
buil-in clear-vision ventilation; a co-
incidental starter; and individually-
sprung front wheels—optional at slight
extra cost. See and drive—just see if this
isn't exactly the car you want to own.

In the realm of the genuinely upmarket car, a delicate
balance had to be achieved between a successful appeal to cur-
rent owners of the marque in question, or of equivalent prod-
ucts, and an appeal to the aspirations of those who were con-
templating the purchase of an upper-class car for the first time.
It was also essential to demonstrate that the marque’s status was
not merely a matter of snobbery, but of the product’s proven
mechanical worth, and it needed to be remembered through-
out that advertisements would be read by those who might
never buy the car in question, but whose admiration ensured
that the car remained a socially worthwhile purchase for those
who did buy it.

Then there was the matter of a marque’s tong-term rep-
utation: The reader who could not afford the product in 1935
might remember the impression made on him by successive
advertisements, and consider buying it in 1940. Present own-
ers, meanwhile, needed to be assured by the advertisements
published after their ownership had begun that their choice
of car had been a wise one, and that just as they had previ-
ously looked up to past owners, non-owners currently ad-
mired — or envied — them. Thus, in the automotive sphere,
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ownership of a gracious motor car, We
give you Buick for 1934 us the car which
mirrors this new mode of life. It is
heautiful, with the tasteful beauty you
expeet of Buick. Its new Bodics by
Fisher are spacious . . . luxuriously ap-
pointed . . . and comfortable in the ex-
treme. To ride in it is to know relaxed

WHEN * BETTER -

AUTOMOBILES + ARE -

Buick gives it. It is attuned to this new
day also in convenience of control—in
smooth performance—and in the safety
of its Vacuum-Power Brakes. May we
suggrest that you ride in the 1934 Buick
at your carliest convenience—and prove
to yourself that again there is a better
automobile, and again Buick is building it.
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Watch out, there’s a social climber about. Snobbish copy from Nash and Buick in 1934 (both ads: March 1934).
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as elsewhere, status-conscious advertising had a wider pur-
pose than merely to persuade the car buyer to choose a partic-
ular product in the short term. An advertisement was there-
fore not only a private entreaty (“...the car you have always
desired...”), but a public statement which invited permanent
allegiance to a set of values which the car and the marque ex-
emplified.

With emphasis that varied from marque to marque, and
more generally from decade to decade, upmarket advertisers
fulfilled this wide and subtle brief by employing five main
themes within the genre.

First, the product was presented as intrinsically excel-
lent, so that its possession could satisfy the modern dream of
a superlative automobile, identified as such by its appearance
and competence as mechanism. Secondly, by buying the prod-
uct, the reader’s personal dream of being envied would be re-
alized (or, if he had bought previous examples, maintained).
Thirdly, aspirants who were moving upmarket were assured
that they could afford the automobile in question — although
expensive, it was of such very high quality that it provided ex-
cellent value for money by rational, long-term criteria.

Fourthly, the aspirant was invited to consider the marque’s
established clientele. Packard’s long-standing slogan, “Ask the
Man Who Owns One,” fortified this appeal with an implied
testimonial: The man who owned one would be a man of
sound judgment, and he would be able to describe the partic-
ular, functional merits of the product in question. Whether
or not the reader actually bounded out of his armchair and
accosted a succession of Packard owners was, of course, beside
the point; he needed only to be persuaded that they existed. In
Cadillac copy the point was often made with a social empha-
sis. As one 1957 advertisement put it, the people who bought
Cadillacs would be “probably the kind of people you would
enjoy knowing.”

Finally, the reader was invited to enjoy the fruits of his
good judgment; the merits of the product were described, and
it was assumed that the “intelligent” reader would appreciate
them. Possession of the select automobile on offer merely
confirmed its owner’s subscription to rational values, and al-
lowed him to distinguish his judgment from the impulses of
those who were easily swayed by tawdry ephemera. His was a
higher instinct, reflected in the choice of a better product.

Of course, the supposedly rational buyer of an upmarket
car was lured into consideration of the product by the same
means that engaged his “lowlier” compatriot. There was, in fact,
little qualitative difference between the motivation of the man
who wished to show off by buying an expensive car and that of
his fellow—American who felt the need to declare to the world
that he was beyond such things; the “will to declare” was com-
mon to both. But if the upmarket buyer could be persuaded
that his choice was rational, he might also be persuaded to buy
the product. And if, on closer acquaintance, the automobile in
question proved to be of intrinsically good quality, its virtues

would soon become obvious, and would ensure its owner’s
continued loyalty. Snob-appeal might persuade the buyer to
choose one car; alone, it could not ensure a repeat purchase.

In many advertisements, particularly those in which as-
pirational copy was aimed at buyers who sought the prestige
of an upmarket marque through purchase of its lowest-priced
model, the appeal was by implication made negatively. Unless
the reader bought the product on offer, his dreams would not
be realized; he would be unable to conform to the habits of
the group his ambition impelled him to join; he would not be
envied and would be scorned; he would appear unable to af-
ford anything as good as the advertised product; he would ally
himself with the “sort of people” whose values he did not wish
to emulate; he would appear to lack sound judgment, and so
on. And, as advertisers’ illustrations of happy couples quietly
hinted, even if he did not mind these things, his wife would.

Advertisements for upmarket automobiles therefore dis-
played a number of discrete yet mutually supportive elements,
and the ways in which those elements were articulated and
adjusted to the demands of the particular product defined a
marque’s public image. The best advertisements conveyed an
overall sense of the product which coincided with the reader’s
latent sense of what was desirable. For copy to be potent and
effective, it was not necessary for the copywriter’s calculations
to be tangible. On the other hand, there was little to be gained
from being over-subtle, and, with the benefit of hindsight, the
modern reader sees the copywriter goading his readers and,
perhaps, mocking them as he does so.

Within these constraints, individual manufacturers de-
veloped distinctive and recognizable advertising styles—a
trend revealed by comparing advertisements from the domi-
nant upmarket marques of Packard, Lincoln, and Cadillac.
All reveal a gradual move away from functionalism with a so-
cial undercurrent towards a more overt display of status. The
product did not merely confer status because of its intrinsic ex-
cellence; rather, the value of that excellence lay in its social
potency. The seeds of this development were sown at the be-
ginning of American automobile advertising, but the transi-
tion was most marked during the late 1920s and early 1930s.
It was a development intimately bound up with the establish-
ment of the annual model year from around 1923, and the en-
trenchment of dynamic obsolescence within the ranks of up-
market manufacturers as well as the mainstream producers.

Packard’s copy of the mid—1920s was measured and ra-
tional, stressing the quality of the product as mechanism, from
which social status could be extrapolated. It was implied that
the “man who owned one” bought it because it was good, and
not merely because it displayed his wealth. A December, 1925
advertisement, showing a $4,750 Packard Eight Sedan, was
typical:

The new series Packard Eight brings a new zest for motoring

to those who long ago ceased to drive for pleasure. Smooth,
quiet, truly beautiful in performance, it is pleasing to sense
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your mastery of its eighty horse-power.... Behind the wheel of
a Packard Eight you may learn the true meaning of luxury,
comfort and distinction in travel.

In December 1926, the emphasis was placed more heav-
ily on the Packard as a possession. It reflected not only its
owner’s appreciation of quality, but his sense of taste and aes-
thetic balance. In its implication that one taste was more
refined and of a higher quality than another, the copy was
overtly snobbish:

Pride of possession.... There are those who understand the
subtle pleasure, the inner satisfaction, gained from ownership
of things which the whole world approves and acknowledges
to be fine and genuine. A gown by Poiret; an etching by
Whistler; an authentic Chippendale; a blooded hunter ... such
possessions mean far more to those of taste and discrimina-
tion than the sums they cost. Is it strange that such people
turn instinctively to Packard for their motor cars— that they
count their Packards among their most prized possessions?
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Packard, for a generation, has built its cars for such a clien-
tele.

Inherent in this advertisement was the assumption of
quality rather than the demonstration of it; the reader was
asked to take the judgment of the kind of man who owned
one on trust, and to trust also in Packard’s consistent reputa-
tion. Nowhere were the characteristics and features of the car,
as mechanism, mentioned. The realistic background of 1925
had vanished, and was replaced by a portrait of a fashionable
woman in an obviously grand house admiring her other pos-
sessions. The car, set against a predictably “classical” back-
drop, was juxtaposed with the painting.

This advertisement also revealed a set of tensions which
would haunt upmarket advertising for many years. How could
a car whose appearance changed every few years reflect the
aesthetic integrity which was supposedly the hallmark of
the rare objects with which the copywriter liked the reader to
compare it? Could the principle of dynamic obsolescence be
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Claims of intrinsic excellence gave way to social pretension in much Packard copy for 1926-27. In this context, “good taste” was
a stick with which to beat social inferiors rather than an absolute standard of aesthetic integrity (December 1925 and December

1926).
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reconciled to the belief that the highest aesthetic standards
were exalted precisely because experience had shown them to
be immutable? Compared with the “things which the whole
world approves and acknowledges to be fine and genuine,”
would not the car —any car — inevitably appear of transient
worth? And if successive models were claimed to be character-
ized by obedience to the highest aesthetic principles (which
no copywriter could ever define), how could so many differ-
ent cars demonstrate individual, let alone collective, allegiance
to those principles?

The answer, inevitably, was that no such adherence could
be demonstrated; it was merely stated to be obvious, and when
American automobiles carried spurious decoration which
changed from year to year, the assertion would seem idiotic.
It was no surprise to discover that advertisers, unable to rec-
oncile conflicting mores, gradually ceased, by and large, to de-
scribe why a car reflected the discrimination of its owner and
instead appealed directly to his emotional desire to be admired
and envied.

To this extent, Packard’s advertising began to underplay
or ignore the substantial basis of the marque’s reputation, and
merely traded on the fact of public renown. While the car it-
self remained excellent, it was a safe strategy; in later years, the
marque’s reputation, temporarily bolstered by public aware-
ness of the functional excellence of earlier products, would
deteriorate rapidly. A fine reputation, and concomitant social
standing, could only give its maker, at best, a few years’ grace
if the product itself were inadequate.

In the mid-1930s, Packard moved downmarket to the
upper-middle sector with the 120 and Six. A Packard was at last
within the reach of the aspirant middle classes whose social
antennae were traditionally the most sensitive, and a 1938 ad-
vertisement appealed overtly to the potential buyer’s awareness
of the fragility of his new-found status. A young couple re-
called the ambitions they had held when they were first mar-
ried. The wife of “James,” proud owner of a new Packard,
spoke for them both, and recalled what she had said to him be-
fore they decided to buy the car: “We’re tired of leading a sec-
ond-best life .... whatever happened to all our dreams, and
hopes, and ambitions?... Where are all the fine things we were
going to have? Can it be true that we’ve become content with
second-best?... Looking at our car, we were reminded of what
we had said when we were married: ‘And some day, we’ll own
a Packard.” This was a good, serviceable take you there and
bring you back car. But it was no Packard.”

The following day, the couple “marched down ... to see the
new Packard Six.” Assured that it was “a real Packard,” they
bought it. A small illustration showed the couple with their new
car, their social life rejuvenated. “We like to be seen in it” said
James’s wife, “and because driving is a thrill again, we’re out
more enlarging our world and our horizons, having fun again.
Yes, we have our Packard ... our dream has come true.”

James, meanwhile, remained mute throughout the story,

as well he might; substitute “I” for “we” throughout his wife’s
account, incorporate the expectations that pre-war society
placed on a man to provide for his family, and the lethal char-
acter of the copywriter’s message becomes apparent. It was a
superb piece of copy by Young & Rubicam, and the campaign
received an honorable mention in the year’s Annual Advertis-
ing Awards for “a series of advertisements most distinguished
by excellence of copy.”®

A similar theme was pursued, albeit less elaborately, in a
1941 advertisement for the $4,685 Packard Custom Super 8
One-Eighty Convertible Victoria. It was “naturally, a Packard
... 0 smart, so sophisticated, so patrician.... Owners tell us
that whenever this distinguished Custom Packard parks or
pauses, traffic is well nigh disrupted by admirers.” The copy
went on to describe the car’s features, among them Electro-
matic Drive, electric windows and “at extra cost ... a sensa-
tional Packard ‘first’—real, refrigerated Air Conditioning!”
This was a genuine, pioneering advance. Yet it was noticeable
that, whereas 1925’s sedan had been described as superlative
because its mechanism was superior to that of other cars, the
1941 Convertible Victoria was sold for its features. Moreover,
no attempt was made to compare the car with the finest fruits
of the decorative arts; the car was distinctive, gadget-laden,
and excited admiration — and that was enough.

By 1958, Packard’s earlier cachet had been diluted beyond
recognition, but even in this, the marque’s final season, copy-
writers attempted to recapture a lost distinction. “Wherever
You Go, People Know Packard” began a stylish monochrome
advertisement for the latest batch of modified Studebakers. It
was no longer wise to ask the man who owned one, as such
people were increasingly rare, and not always complimentary
about the latest cars. The rest of the copy was ominously am-
biguous: “Go where you will in a 1958 Packard and you will
note the car is always a standout.” The same could have been
said of an Edsel. Overstatement set in: “In any setting, ele-
gance is immediately apparent in every line of the Packard’s
carefully crafted exterior.” Apart from a unique, and bizarre,
frontal aspect, which looked much better in the advertising
illustration than on the car itself, any remaining elegance was
inherited from the parent Studebaker. The copywriter worked
hard:

[T]he most striking feature of the new Packard styling is its
originality. A long, forward sloping hood sweeps down to a
simple, tastefully proportioned grille that is unmistakably
identifiable on the highway.

The claim was true (as was Edsel’s equivalent: ... you can rec-
ognize the classic Edsel lines much faster, much farther away,
than you can any other car in America!”), but the copywriter’s
parting shot, “Flatter yourself...with this distinction” was not
enough to ensure Packard’s survival into 1959.

Lincoln developed a distinctive copy style during the late
1920s and 1930s which emphasized the car’s intrinsic quality,
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Wherever You Go,
People Know...

Go where you will in a 1958 Packard and
you will note the car is always a standout.
In any setting, elegance is immediately
apparent in every line of the Packard’s
carefully crafted exterior. And admirers
looking into the car will notice luxurious
appointments such as they have rarely
seen before in any automobile.

But the most striking feature of the new
Packard styling is its originality. A long,
forward sloping hood sweeps down to a
simple, tastefully proportioned grille that
is unmistakably identifiable on the
highway. In fact, Packard cars are

the most original on the American road.
Flatter yourself . . . with this distinetion.
Guest-drive a 1958 Packard today!

See the all-new Packards:
e The panoramic e The luxurious
Packard Hardtop Packard 4-door Sedan
¢ The supercharged e The versatile
Packard Hawk Packard Station Wagon
Studebaker-Packard
O LUUACDAKECT-1I"ACKAT(
CORPORATION
["]//Z/ //////‘// f/'/ /f/-//'//f///{}/%{ S P P f/’f//.l//

Mention the National Geographic—It identifies you

Wherever you go, park it out of sight. Eccentric styling did little for Packard’s diminishing prestige in the marque’s last year (1958

campaign).
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the good taste that ownership of a Lincoln indicated in its
owner and, more insistently than Packard, the extent to which
possession of a Lincoln indicated adherence to the best of the
past combined with a ready appreciation of what was modern.

A 1926 advertisement indicated the direction that Lin-
coln copy would take:

Faultless precision gives that matchless reliability which
makes the Lincoln car master of every travel demand — with
incomparable smoothness and high speed, indefinitely sus-
tained.

Compared with copy for lowlier cars, Lincoln’s style was meas-
ured, flowing, almost languid; the essence of the car’s func-
tional appeal was described in long sentences, rather than in
the short phrases and pointed injunctions which were con-
sidered necessary to capture the reader’s attention in down-
market copy. Styling was referred to, in a subtle reminder of
its social role, as “appearance”:

Lincoln appearance is conservative yet commanding — every
detail of appointment conforming to the edicts of good taste.
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Best of all—the Lincoln you drive - -
today is the car of your pride
next year and far into the future!

LINCOLN MOTOR COMPANY

Best of all — the Lincoln you drive today is the car of your
pride next year and far into the future.

Good taste, though not defined, was implied to be immune
from depredation by time; a Lincoln would not, the reader
inferred, become outmoded quickly. The point was made
forcefully in January, 1927, in copy that perhaps revealed too
much nervousness about developments in the new car market
driven by General Motors:

There are no yearly or periodic Lincoln models; the Lincoln
has reached such a state of development that drastic changes
are neither necessary nor desirable. Whenever it is possible to
achieve an improvement in the Lincoln it is made inter-
changeable with previous design. Thus the Lincoln owner is
permanently protected against the artificial depreciation that
invariably results from an announcement of new models.

Written at any time after 1928, such copy would have seemed
desperate, naive, or breathtakingly cynical, and this advertise-
ment was more specifically of its period than most. By 1930
the car itself was old-fashioned and it was replaced in 1931.

THE TWO-WINDOW TOWN SEDAN

The LINCOLN

Evex the man or woman who leaves everything about the car to the chauffeur knows that

the heart of a motor car is its engine, Beneath the hood of every new

meoln is a V-12
eylinder engine which develops 150 |

power. Lincoln engin declare it the finest

e, Tts perfection results from extended rescarch, long experience. . . .

The Lincoln is not an autemobile v can be built hurriedly, or sold cheaply. But the
Lineoln will serve you handsomely. This is a luxurious car, a safe car, a ear that will leave
you refreshed at the end of journeys longer than you are used to making. And it is a car
easy to keep in condition, as many who own two, three or five Lincolns will attest. . . .
Faster leration, Tmy 1 braking | New elear-vision ventilation system.
Two wheelbase lengths, in standard and costom-built body types. From $3200, at Detroit.

Above and opposite: From the classical via the minimalist to the starkly modern, Lincoln’s backdrops changed radically over a
quarter-century, but the consumer’s desire to impress his fellow Americans did not (December 1926, March 1934, July 1947, and

1952 campaign).
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In the same year, in the middle of Depression, Lincoln at-
tempted to achieve a sense of stability, of progress undeflected.
As in earlier copy, the quality of the present product grew out
of the application to it of timeless standards of excellence:

There is something in the clear bright beauty of a fine mecha-
nism that is peculiarly symbolic of our age. For today we live
in pursuit of an ideal, in search of perfection of function and
line and form. To this ideal, the Lincoln Motor Company is
dedicated.

Unlike Packard, Lincoln did not believe that perfection
had yet been found — which, a few years after its protest of
1927, gave endless scope for tinkering, year by year. It was the
ideal which was implied to be constant, and adherence to it in-
dicated confluence with the best of human aspirations. Build
quality was also emphasized:

The new Lincoln is long, wide and low for added safety and
comfort. It is built slowly, painstakingly ... and it will serve
you as any fine thing will serve you — with lasting satisfaction
year after year —born of the moment, built for the years.

Not only was the car of good quality; if one believed the copy-
writer, it represented an oasis of consistency amid the eco-
nomic turbulence of the period.

L
— ///%/// o ////// /7/'////'

THE LINCOLN CONTIMENTAL CARRIOLET

BIVISION OF FORD MOTOR COMPANY

Much Lincoln copy of the early 1930s was modest and
functional; if it was written in a style intended to appeal to af-
fluent buyers, and therefore impliedly excluded the car from
universal consideration, it was not viciously snobbish. The
product, after all, was merely targeted towards the appropri-
ate sector of the new car market. A sense of measured ration-
ality was achieved not only in copy, but also in illustration
and layout. In 1934, a Lincoln Two-Window Town Sedan was
shown in the obligatory ancient-classical setting, but that set-
ting was uncluttered. It was combined with a simple headline
(“The Lincoln”), and clear copy in an unadorned typeface,
lending a sense of space, elegance, and harmony to the adver-
tisement as a whole. In 1935, the emphasis subtly changed:

The Lincoln appeals first to the sophisticated motorist. Those
who know most about motor-cars, who need not compro-
mise about price, are its loyal adherents.... modern beauty has
been achieved without the sacrifice of the dignity traditional
with Lincoln.

The implied assumption of continuity with the elegant
trappings of an earlier era was made explicit in 1938:

This brilliant vehicle, the Lincoln, meets every demand of
town driving as graciously as did superb custom carriages of
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another era. On famous avenue and suburban lane, it pro-
ceeds with poise and aristocratic assurance. Its bearing be-
speaks an owner who will have the best....

Above the copy was shown “The Two-Window Berline by
Judkins at the Rittenhouse Square Flower Mart.” In another
1938 advertisement, depicting “The Brougham by Brunn,” the
copywriter declared: “Ownership of a Lincoln is one of life’s
pleasant and rewarding experiences. Wherever the car may be
driven, it announces quietly: ‘My people recognize the best.””
The “quietly” was simply a copywriter’s ruse, of course: That
the car announced its owner’s supposed status was the
significant point, as a chauffeur-driven Brougham was far
from unobtrusive. The marque’s exclusivity was underlined by
the list of models available: “Twenty-one body types include
custom models by Brunn, Judkins, Le Baron, Willoughby. Lin-
coln Motor Company, builders of Lincoln and Lincoln-
Zephyr.” The Zephyr, though mentioned in regular Lincoln
copy, was usually advertised separately and in copy of a very
different style.

Yet for all the assurances of prestige inherent in Lincoln
copy, the large Model K V-12 was all but discontinued in 1939.
A Ford Motor Company corporate advertisement appeared in
industry and dealer publications in October, 1939, with the
headline: “The Lincoln V-12 — the Lincoln-Zephyr V-12 —
New Size — New Power — New Beauty.” A 1940 Lincoln-
Zephyr was shown beside what was implied to be a 1940 Model
K, but this traditional model petered out during the model
year once remaining 1939 chassis had been used up. The main
body of the copy in October’s advertisement was devoted to
the Zephyr. The large Lincoln had become altogether too ex-
clusive to remain viable, and several of the coachbuilders who
had clothed it closed down during 1939-40.

When the large Lincoln disappeared in 1939-40, the
“dignified” prose which had been the hallmark of Lincoln ad-
vertising largely disappeared with it, but snobbery, as an ad-
vertising theme, was by no means abandoned. The Lincoln
Continental, though based on the Zephyr, was considered to
be a prestige model in its own right, and for the 1947 model
year a minimalist approach was adopted in Continental adver-
tising, which showed the car in simple side views. Coupe and
convertible versions were depicted in a distinctive series of
advertisements, each captioned “Nothing could be finer,”
which, even allowing for the car’s pre-war Zephyr ancestry,
was largely true.

But the Continental was discontinued in 1948 to make
way for the 1949 Lincoln Cosmopolitan, which was an up-
market extension of the new, regular model range rather than
a direct successor to the Continental. The Cosmopolitan
lacked the earlier car’s distinction and was advertised both
separately and alongside the regular Lincoln line. 1947’s re-
straint would return for Continental as a separate marque in
1956, when a black Mark II was shown in side, front, and rear
views against a plain white background with the headline,

“Now, in America, a refreshing new concept in fine motor
cars.” Brief copy appealed to “those who admire the beauty
of honest, simple lines” and “who most appreciate a car which
has been conscientiously crafted.”

In 1952, new Lincolns were promoted in a memorable
campaign which renounced traditionalism, and portrayed the
new car as a natural accoutrement to a fashionable, affluent,
and above all modern lifestyle:

In Lincoln, modern living reaches new heights.... Like the
modern apartment, Lincoln makes practical use of every inch
of space, achieving an air of openness and freedom.... The
modern living approach has come to town in the distinctive,
modern Lincoln.... [W]hether you are living in town or coun-
try — or both [sic] — see the new Lincoln Cosmopolitan and
Capri at your dealer’s showroom.

Another 1952 advertisement drew an analogy with “the liv-
able comfort of a new-day playroom.” As with the playroom,
so with the car:

Fabrics and fittings are breathtakingly beautiful — but emi-
nently sturdy. Seats cradle you in a relaxing combination of
springs and foam rubber. Great windows provide superb
views. Lincoln matches modern living in every way.

Both cars— respectively a Capri hardtop and a Cosmopolitan
sedan — were shown in a distinctive deep maroon, with con-
trasting roofs in cream for the hardtop and in black for the
sedan. In a third advertisement, a Cosmopolitan hardtop in
sober blue and black was compared with a modern office, and
shown with a picture of “the glass-walled Lever House, New
York’s newest sky-scraper”:

Executive-office luxury.... The office with the roll-top desk is
as dated as a cupid’s statue on the lawn. For modern living
reaches out everywhere ... from the casual magnificence of the
glass-walled home ... to the spacious simplicity of the glass-
walled office. And now, there is the distinctive new Lincoln to
fit in with the modern American scene.

That scene showed the businessman soberly at work rather
than at home, and Lincoln’s early invocation of the workplace
as the seat of aspiration would be followed by Buick in 1963.
Home-based domestic and social scenes would soon be
confined more closely to inexpensive family car and station-
wagon advertising.

Although these advertisements employed themes that
echoed Lincoln’s 1935’s campaign, “the car that lets you take
modern living with you” could not, by 1952, be promoted with
the confidence that characterized Cadillac copy. Among tradi-
tional luxury car buyers, Cadillac was the preferred choice. It
was no accident that, in 1952, Lincoln targeted the more “pro-
gressive” sector of the luxury car market, for whom the mar-
que’s modern styling (which lacked Cadillac’s ostentation and
dignity but which nevertheless made the Cadillac appear
dated) was a point in its favor.

By the mid-1960s, Lincoln’s copy had become overtly



6. A NEUROSIS UNLEASHED 99

elitist, and also more brutal in its message. Each piece in a
1967 series chose an upmarket leisure activity which typified
a desirable lifestyle, and aimed to show that only with a Con-
tinental could such a lifestyle be lived to the full. The copywrit-
ers were helped by the car’s styling which, though little
changed since 1961, was clean and tasteful. “What does the
Continental life say about you?” asked an advertisement for the
Continental hardtop. “It says that you enjoy today’s good life
and live it with zest.” In another piece, the sedan version of
“America’s most distinguished motorcar” was shown at a rid-
ing stables. The invitation to “come live the Continental life”
was selectively, if clumsily, targeted:

The Continental life may include riding lessons for your
daughter. Certainly it includes the luxury motorcar driven by
the kind of person whose discernment matches his means.

Among upmarket automobile makers, Cadillac’s adver-
tising was probably the most consistently and brazenly snob-
bish, and copywriters concentrated on appealing to a desire
for social acceptability and public recognition. It was not
enough simply to have arrived; one needed to be seen to have
achieved status and influence. Within this elitist context, the
automobile was as much a badge of office as mere transporta-
tion.

A 1933 advertisement, devised by Campbell-Ewald Co.,
set the pattern for later decades:

Just as certain types of habiliment are made practically oblig-
atory by the occasion, so does the event of unquestioned
refinement dictate a motor car of unquestioned refinement....
For years, it has been Cadillac’s privilege to build for the select
occasions of American society a motor car eminently befitting
the need.

Ownership of the car was declared to be “eloquent of its
owner’s position in life,” its value resting less in pure mecha-
nism than in the “general impression of elegance” imparted to
onlookers. The advertisement was aimed at those who, in their
own estimation at least, had already “arrived” and knew it,
rather than at social aspirants who wished to disguise inaus-
picious origins. It was brave copy for the middle of a depres-
sion, and was aimed at a very small minority that had been
conspicuously depleted since 1929.

In the postwar years, Cadillac underlined its supremacy
by citing common knowledge: that Cadillac was the leader in
its price class. In 1952, the “Golden Anniversary Cadillac” was
described as a “New Goal for Twenty Million Motorists!” An
assurance of objectivity followed: “Research as to motor car
preference indicates that some twenty million motorists would
like to own a Cadillac, if they felt it within their economic
means.” Aspiring owners were offered a new “heart’s desire”
which they could see at any Cadillac showroom.

A similar message was couched in different terms in an-
other 1952 advertisement for the Coupe de Ville:

What does the Continental life say about you?

It may say that you like to fly your own plane
It say= that you enjoy today’s good life and live it with zest

wur choice of a luxury motorcar is Lincoln Continental

e turning to Lincoln Continental
And it w
The sleek, clean

and give you an in

we and commanding

ard for the entire industry
asting value. Luxury options? Certainly.

y tailor your Continental to your individual taste.

Animpres

IF you have yet to discover the 1967 Continental, do so now.
Come live the Continental life

# LINCOLN—

AMERICA'S MOST DISTINGUISHED MOTORCAK

Overt elitism from Lincoln in one of a series of 1967 advertise-
ments that described aspects of the “Continental life” (January
1967).

It’s a ‘Who’s Who' of the highway.... If you could see a list of
all the distinguished persons who own and drive the Cadillac
car — you would know, beyond any question, that the state-
ment ... is true. For the roster of Cadillac owners comprises a
virtual listing of the best known and most respected names of
our day....

It was surely pure coincidence that the Nash Ambassador
was also “a new ‘Who’s Who’ of the highway” in a headline of
the same year. In 1955, Cadillac identified with social aspirants,
already in early middle age but young in Cadillac’s terms, who
would join the elite: “Maybe This Will Be The Year....”
Packard’s earlier theme was echoed in the illustration, which
showed a “handsome couple” who had “just made a very wise
decision ... to get the facts about Cadillac — to see if, perhaps,
the time has come for them to make the move to the ‘car of
cars.”” Not surprisingly, the makers believed that 1955 was
“the perfect year to discover the joys of Cadillac ownership!”

The message appeared to have been heeded, as a 1956 ad-
vertisement crowed that “During the current year, Cadillac has
welcomed a greater number of new owners to its motoring
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Above and opposite: “A single glance” reveals a consistency of style and outlook in Cadillac advertising of the 1950s. The social
implications of Cadillac ownership were relentlessly stressed. In The Status Seekers (1959), Vance Packard recalled that one coun-
try club committeeman “seeking to recruit a new member boasted that [his club] had eight members who owned Cadillacs, while
the rival club only had two members with Cadillacs, ‘the newest three years old’” (June 1952, May 1956, and June 1957).

family than ever before in its history.” Both 1955 and 1956
were record-breaking years for the Division, and, 1955 being a
boom year for car sales generally, any successful marque could
be expected to have reaped its fair share of first-time buyers.

Cadillac’s confidence was reflected in another 1956 ad-
vertisement which built upon 1952’s theme: “... for through the
years, Cadillac has been the consistent and overwhelming
choice of those who choose without restriction.” In 1957, the
social climber was again openly targeted in an appeal to his ide-
alized self-image:

A Single Glance Tells the Story ... when it reveals a gentleman
and his lady in the company of a new Cadillac car. It tells you,
for instance, that they are probably the kind of people you
would enjoy knowing ... people of character and substance.

In this context, of course, “character” meant inherited
wealth and “substance” its continued accumulation. According
to a 1958 advertisement, Cadillac’s “association with the

world’s leading citizens” indicated its owner’s “standing in his
world of affairs.” The “his” here was clever, as the real, pub-
lic, world of affairs was much too small to accommodate nearly
120,000 1958 Cadillac owners. But by paying approximately
$5,000 for a Cadillac, one could acquire social distinction the
easy way. Was it a price worth paying for the fleeting, imper-
sonal admiration of other motorists as one sped along the
highway? And how secure was the target reader’s “standing,”
that he needed to be reassured of its value by buying a Cadil-
lac — or any car?
In 1959, Cadillac’s logic was carried a step further:

The 1959 Cadillac car speaks so eloquently — in so many
ways— of the man who sits at its wheel. Simply because it is a
Cadillac ... it indicates his high level of personal achievement.
Because it is so beautiful and so majestic, it bespeaks his fine
sense of taste .... Why not visit your dealer tomorrow — and
arrange to let a new Cadillac tell its wonderful story about
you?
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In the early 1960s, Cadillac combined elaborate illustra-
tions with minimal —if grandiose —copy. Perhaps the most
memorable line appeared in 1961: “A new Cadillac car is one
of the few material possessions for which there is no com-
pletely acceptable substitute.” In 1962, more directly compar-
ative copy took over in captions such as “Cadillac craftsmen
build only Cadillacs— a circumstance that is unique among
America’s fine cars;” “You can buy a new Cadillac for less than
the cost of eleven models of less eminent makes of cars;” and
“There are thirteen Cadillac body styles for 1962 ... more than
twice the selection available with any other car in Cadillac’s
price range.”

From 1963, greater emphasis was placed on the tangible
qualities of the car and, between 1963 and 1966, buyers who
could not afford a new Cadillac were encouraged into the fold
by a series of advertisements which stressed the prestige that
accrued even from ownership of a used model. Once the car
buyer had got used to the social benefits of Cadillac owner-
ship, he would be unwilling to give them up, and might be
persuaded more rapidly than otherwise to buy a new model.

Such advertising relied not only on wishful thinking, but
also on the genuine esteem in which the marque was then
held. It was up to the copywriter to nurture that perception by

balancing descriptions of the car itself with overt snobbery
and, in some cases, portentous prose. This return to a duplex
simplicity reflected earlier approaches which had been largely
absent from Cadillac copy since the early 1930s.

The quest for public admiration and an upmarket am-
bience was not confined to upmarket cars. In the 1950s, Ply-
mouth showed a Belvedere Convertible Club Coupe in one
advertisement, remarking, amid the assurances of quality and
advanced engineering, that “It’s only human to get a glow when
others view your car with admiring eyes.” In 1956, Chevro-
let’s headline, “More people named Jones own Chevrolets than
any other car” humorously echoed Cadillac’s headlines of 1952.

In 1957, Chevrolet promised that “You’ll feel a very spe-
cial kind of pride the day you park a new Chevrolet in your
driveway.... And when the neighbors drop by to ‘look er over,’
youll be prouder than ever.” But this was a sociable one-
upmanship, as both the owner and his neighbors would appre-
ciate the car’s “fine construction and finishing touches every-
where.” In this respect, Chevrolet’s copy echoed the function-
ally based upmarket copy of the 1920s, but the tenor of the
advertisement was inclusive, highlighting features of general
interest. Despite appearances, the main purpose of this adver-
tisement was to demonstrate the car’s value for money in prac-
tical, rather than social, terms.

In the early 1960s, Buick modified established patterns
in upmarket automobile advertising. Rather than seek to su-
perimpose an upmarket car on the buyer’s lifestyle in order
to transform him into a sophisticate overnight, Buick urged
the reader to buy a car that conformed to his own, pre-exist-
ing high standards, whether or not those standards had yet
been acknowledged by the world. Inherently distinguished,
he would one day be “discovered.”

Buick’s affluence was dynamic and actively ascendant:
The social ascent was not claimed to culminate in Buick own-
ership, but was attempted in partnership with the car. This
attitude was consistent with Buick’s status as a lowlier marque
than Cadillac, and it was also appropriate for advertising
aimed at the professional classes who were Buick’s principal
customers, and who were generally ten years or so younger
than Cadillac’s clientele. Success, for Buick, did not consist
simply in looking elegant at a fashionable party; instead, Buick
glamorized business. Glamorizing the means of social ascent
as well as its prize, this copy marked a distinct change in the
tempo of aspirational advertising.

A series of similar advertisements illustrated the theme in
1963: “Today’s look of success is a look of action — in men and
in motor cars. The 1963 Buick Electra 225 is built for men who
put performance above position....” There were variations on
this quasi-meritocratic theme: “Today’s man of action instinc-
tively sets standards for others to follow. For this man there is
anew (and most necessary) luxury: 1963 Buick Electra 225....”
Above all, the modern perfectionist was energetic and for-
ward-looking: “Today’s man of action puts performance
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A relaxed, sociable one-upmanship was the keynote of these advertisements from Plymouth and Chevrolet (1953 and 1956 cam-

paigns).

before prestige ... is impatient with yesterday’s standard of ex-
cellence....” Which, given Cadillac’s “Standard of the World”
slogan, suggested a certain amount of inter-divisional rivalry.

Each advertisement in the series showed a “man of ac-
tion” in dynamic pose, striding along a corridor, or working
out a deal with a colleague. For Buick, “class” was no longer
something one did or did not have; it had to be achieved, the
means of achievement being made visible, and consisting in
more than being born into a rich family, or the acquisition,
by exertion or benign fate, of a large amount of cash.

There remained an underlying tension in much elitist
copy between individualism and the need for a recognized
symbol of status. If the car buyer bought an instantly recog-
nized, mass-produced status symbol, it was ipso facto impos-
sible for him to be a genuine automotive individualist, with
the prestige that such individualism entailed. Yet if he bought
what was claimed to be a truly exclusive car, while remaining
within the American “fine car” tradition, it might not easily be
recognized on the road as the prestigious indicator of “dis-
crimination” that it set out to be.

The supposedly exclusive Cadillac was a common car,
built in hundreds of thousands, and the difficulty was not per-
manently overcome by the introduction of successive Eldora-
dos, culminating in the distinctive, personal-luxury, front-
wheel-drive Eldorado of 1967. In a climate that increasingly
associated success with individualism and originality, and taste
with exclusivity, it was not surprising that confused — and
confusing —copy frequently appeared in advertisements.

The confusion was particularly apparent in a 1967 adver-
tisement for, of all cars, the low-priced Plymouth Valiant:

More Valiants are bought internationally than any other
American car. So buy one. That way you can be different
without taking chances.... Owning a distinctive ’67 Plymouth
Valiant is a rare and exciting experience. True, there are more
Valiant owners around to confirm the wisdom of your choice
of imported American car. But they’re still a distinguished
few. You may not see one of them in days. And when you do,
the chances are that his Valiant will be little like yours.

In this frenzied attempt by Plymouth to have every cake and
eat the lot simultaneously, logic and persuasiveness were
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Get ’em while they’re young(ish), and with luck they will stay loyal for years. Owners of 1961 and 1963 models exchange compli-
ments (April 1963).
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thrown to the wind. The resulting copy was meaningless, and
did not convey confidence in what proved to be a reliable
product.

It was at this point, after all, that the automobile adver-
tisers’ myth broke down, and it was perhaps inevitable that the
real individualists, sensing the contradiction, increasingly
chose to buy foreign cars—a trend acknowledged by Ply-
mouth’s would-be-humorous description of the Valiant as an
“imported American car.” By buying an imported car, the
wealthy consumer avoided the difficulty. Any expensive for-
eign car was prestigious and instantly recognizable as such,
yet there were so many different types available that individ-
uality was assured.

Ironically, it was BMW who resolved the dichotomy in
1978 by altering the agenda:

The decision to buy a large BMW shows a preference for
technical perfection — above all without ostentation —and
the identification with a concept that is clearly modeled on
the more vital forces in society. This outlook has nothing to

More Valiants are bought internationally than
any other American car. So buy one. That way
nces.
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The confusion apparent in this 1967 advertisement for the com-
pact Valiant reflected a wider dilemma, as buyers of economy
and prestige cars turned to imports for individuality and social
kudos (February 1967).

do with age, profession or position — it can be found wher-
ever people see their car as a perfect piece of workmanship
rather than [sic] as a symbol of their wealth and status.

Thus the consensus among upmarket American auto-
mobile advertisers about the social function of a prestigious
car —a consensus that had existed since the early 1930s— was
undermined. American car manufacturers themselves were
undermined by the importers when the car that could be pro-
moted as showing that its owner was socially “beyond the fray”
ceased to be American. The confidence of earlier Cadillac copy,
in particular, appeared unlikely to return. It was by a renewed
emphasis on engineering and on the efficiency of their prod-
ucts as functional mechanisms that the copywriters eventu-
ally found a way forward. The wheel had turned full circle,
but with an important change: Never again would an Amer-
ican automobile be enough to satisfy every consumer’s auto-
motive dream.



Chapter 7

“Plymouth — The Car That
Compared”

Likes to be

Plymouth’s advertising, from the marque’s creation in
1928 until well into the 1950s, was predominantly factual and
“copy-heavy.” Illustrations, whether paintings, photographs,
or line drawings, were realistic. The first Plymouths were based
upon the cheaper models in the Chrysler line, and Plymouth
advertisements represented the antithesis of Chrysler’s ear-
lier, flamboyant style.

The marque therefore acquired a distinct, and distinc-
tive, identity which served it well during the Depression and
until the outbreak of war in 1941. Plymouth made rapid and
permanent inroads into territory which had formerly belonged
to Ford and Chevrolet alone, combining the functionalism of
Ford’s Model T with the mechanical refinement and vigorous
promotion of novelties which had ensured Chevrolet’s suc-
cess at Ford’s expense in the mid—1920s.

Plymouth’s was a philosophy to which comparative
copy — a form of advertising which had declined since the end
of World War I — was peculiarly well suited. An informal ban
on “knocking copy” within the advertising industry, which
extended to implicit comparisons that denigrated the compe-
tition, ensured that early Plymouth advertisements did not
name the marque’s rivals, preferring instead to let the reader
make up his own mind.

“See the Plymouth. Compare it, try to equal it for the
price —and inevitably you will rank it first and foremost in
every element that determines true motor-car value” invited
one 1929 advertisement. The car was claimed to incorporate
the features found in higher-priced Chryslers in an implied
challenge to Plymouth’s immediate rivals. This was combined
with a favorable comparison with more expensive cars: “In
quality, Plymouth now advances to even higher levels, while
it retains the sound Chrysler principles which have given it
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an international repute for economy of operation and up-
keep.”

Late in 1931, Plymouth placed its introductory 1932 cam-
paign with a rapidly rising agent, J. Stirling Getchell, who,
with Jack Tarleton, an art director formerly with J. Walter
Thompson, had recently secured the De Soto account. Tar-
leton eventually devised a headline which would become fa-
mous: “Look at All Three!” Chrysler executives were skepti-
cal at first. It was understandable that one should ask, “Why
the hell do I want to sell Fords and Chevies?” Walter Chrysler
decided that the advertisement should be run regardless of the
risk; the rival manufacturers would not be named, but their
identities would be obvious.

The first advertisement of the new campaign was pub-
lished in April, 1932, and Plymouth’s sales rose by 218 percent
in the following three months compared with the April-June
quarter of 1931. Getchell was then given the entire Plymouth
account, and Plymouth’s share of the low-priced car market
rose from 16 percent in 1932 to 24 percent in 1933.7

Not all of Plymouth’s advertisements were directly com-
parative. Some carried personal messages from Walter
Chrysler, such as a 1934 piece in which Chrysler wrote:

Why I believe Plymouth is the Best Engineered Car in the
Low-price Field.... Our business has been very good. At this
time, I believe people will be interested in knowing why. To
put it as simply as I know how — our engineers have built into
Plymouth the things people want!

Chrysler went on to describe the new car’s features, some new,
some long-established in cars of the marque, and concluded:

I credit our present position in the industry to these engineer-
ing achievements. I sincerely believe Plymouth is the best
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Above and opposite: Three typical advertisements from J. Stirling Getchell’s famous campaign which combined realism with
human interest. The comparative theme was incorporated into two principal forms: personal assurances from Chrysler Corpo-
ration personnel, including Walter Chrysler himself; and the contented-ordinary-user testimonial. In each case, the photographs
used were chosen with care from a vast number taken by professional photographers at great expense, so that a modest slice-of-
life tableau often cost more to create than the most elaborate conventional artwork (March 1934, June 1936, and March 1937).

engineered car in the low-price field — because it is the only
low-priced car that has all of them.

AJune, 1936 advertisement quoted a “certified interview
with Gary Evans, Arcadia, California”: “Only Plymouth has
the size, comfort and performance I wanted for long trips.
And it’s the only one of ‘All Three” with both 100% Hydraulic
brakes and Safety-Steel body!”Both points were necessary in
a year when General Motors was promoting Fisher Body’s
Turret Top, while Ford retained mechanical brakes until 1939
in the face of buyers’ increasing skepticism. The advertisement
then encouraged readers to “Compare ‘All Three’ ... on price,
terms, features. Drive this new Plymouth! Ask your Chrysler,
Dodge or De Soto dealer.” The advertisement included pho-
tographs of Gary Evans and his Plymouth which, if not glam-
orous, looked the rugged and serviceable car that it was.

In 1937, promises of dependability were highlighted in a
“newsprint” layout that combined several pictures with blocks
of copy, slogans, and prices. Getchell insisted on advertise-
ments that:

.. came off the page fast.... We believe people want realism
today.... Events portrayed as they happen. Products as they re-
ally are. Human interest. People. Places. Told in simple pho-
tographs that the eye can read and the mind can understand.®

“See how Plymouth savings pile up!” began a March, 1937 ad-
vertisement, in letters an inch high: “Here’s the biggest and
most beautiful of ‘All Three’ low-priced cars ... and the most
economical full-size car in America!” There followed a list of
features and specifications, such as a “new, Hypoid rear axle,
formerly in high-priced cars only.” The advertisement con-
cluded with the slogan, “Plymouth Builds Great Cars” and a
reminder that the 1937 model was still “The Best Buy of All
Three!”

Advertisements for the 1938 model year consisted mainly
of captioned photographs of special features. In November,
1938, paintings joined the photographs to promote the 1939
Plymouth in a “newsflash” style: “Plymouth’s Got It!— more
value, beauty, luxury than any other low-priced car in his-
tory.” A competitive edge was maintained with “New Lower
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(from $645) and “convenient terms,” which reminded
readers that the cost of motoring, in real terms, was decreas-
ing. There followed the usual recital of standard equipment.

There were half-hearted attempts to sell the car on its
style: “So beautiful you can hardly believe it’s a low-priced
car!” declared one 1939 copyline, unconvincingly, in a speech-
box coming from a passenger within. The copywriter was not
helped by a dull monochrome photograph that made the car
look distinctly utilitarian when compared to rival Chevrolets
and Fords. This was largely the fault of the car’s radiator grille,
which was made up of alternating painted and chromium
strips that were reminiscent of a domestic heating appliance.
The Plymouth was, however, “the biggest of the leading low-
priced cars: 5 in. longer than one, 6 in. longer than the other!”

A great number of variations on the theme appeared in
magazines and newspapers to prove beyond doubt that “Facts
Show It — Owners Know It — Plymouth is the most for low
price.” In 1940, the strategy was elaborated with a “1940 Qual-
ity Chart ... you get a clear picture of the size, safety, long life
and all-round value in ‘all 3.” Of 22 quality features found in
high-priced cars.”

By 1942, “the car that stands up best” had become more
attractive, and a picture was even reserved for styling fea-
tures in a typical advertisement. According to the caption,

“Massiveness and lowness distinguish the front end of Ply-
mouth’s Finest. The car is long, wide, roomy ... with concealed
running-boards ... new-styled interiors.” This was margin-
ally more exciting, perhaps, than the pedantry of 1939, and it
was a sign of how far Plymouth’s styling had come in the in-
tervening years that a 1942 model was used in one of General
Tire’s glamorous color advertisements of 1945.

Plymouth’s 1942 style would be perpetuated in outline
on Britain’s postwar (1947) Standard Vanguard, whose adver-
tising copy, with realistic photographs and minutely detailed
copy in catalogs, reflected that which promoted the parent
idiom, while 1942’s slogan, “Buy Wisely, Buy Plymouth,”
turned up in pre- and postwar copy for the upper-middle class
British Wolseley as “Buy Wisely, Buy Wolseley.”

After World War 11, the comparisons resumed with a
wider variety of styles, and 1939’s hysterical newsprint was
banished. An October, 1948 advertisement took the form of a
story told by a proud, if mythical, Plymouth owner: “Buying
a new car is a big decision for a family,” he began:

And, in my little family, everybody has an equal voice. That’s
why Mother and Johnnnie went along with me as we started
out to find the one car that would be the best car for us.

And so they set out, Family Man in his suit, Mother and John-
nie in judges’ robes, ready to give their verdict. So that the
story would not drag on for several pages, Family Man was
shrewd enough to look at the most competitive car first:

We stopped first at the Plymouth dealer. That’s because we
know people who have Plymouths, and they tell us this is the
greatest value car of them all. We saw the new Plymouth
Quality Chart and got the facts and figures for accurate com-
parisons. Then we took a ride.

The tale unfolded, and Johnnie expressed delight at the “Air-
foam Cushions” as Mother “just sat back ... kept saying ‘I feel
so safe and secure,”” which must have been unsettling for the
demonstration driver. Safely at rest, she got out of the car and
“got real practical.” She inspected the big luggage compart-
ment. “Why, the lid opens with a finger-touch,” she exclaimed,
“and it’s so balanced that it can’t fall down and crack your
head.”

Finally, Family Man took the wheel and found “this Ply-
mouth was the easiest-handling car I ever drove.... After the
ride, I looked at Mother and I looked at Johnnie and I knew
we had arrived at a verdict.” At the end of the story, the in-
evitable family dog, also in judicial attire, delivered the fam-
ily’s unanimous verdict by banging his gavel on a board which
said, “There’s a lot of difference in low-priced cars and PLY-
MOUTH makes the difference!”

By contrast, a December, 1948 piece showed a painting by
Norman Rockwell of a little boy standing forlornly on stage at
his school’s Christmas play. His mother, in the audience, ex-
plained to an anxious-looking Family Man: “I knew he’d for-
get ... all he can think of is our new PLYMOUTH.” A seasonal
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The comparative theme continued after Getchell’s death in 1940. Cartoon strips were briefly popular in the late 1940s (Ford used
them as well) and with Rambler in the late 1950s, although 1949’s “quizmaster’s challenge” was an oddity, representing a kind of
advertising rarely used with automobiles and leisure goods (October 1948 and November 1949).

equivalent in 1950 was more cheerful. A family, laden with
presents, bustled through a front door: “Merry Christmas
Grandma ... we came in our new PLYMOUTH!”

In November, 1949, pedantry returned in the form of six
questions, typewritten in white boxes against a dull grey back-
ground, suggesting stills from a television show. “Can you an-
swer these 6 questions about the 3 leading low-priced cars?”
began a cartoon quizmaster, optimistically. “Which car has
Automatic Ignition-Key Starting for your greater conven-
ience?” asked one question. “Which car has the highest com-
pression ratio for greater engine performance and economy?”
demanded another. At the end of the interrogation, 1949’s new
car buyers were given the answer: “You said it! The answers are
all the same — Plymouth — the car that likes to be compared.”

Other Plymouth advertisements of 1948-49 were more
attractive, and less taxing on the reader, especially once the
full-width “true” 1949 Plymouths had replaced slightly up-
dated 1948 interim models in the spring of 1949. Convertibles
and station wagons were shown in country settings, and color

was used more widely than in the 1930s. Copy lightened up as
well, even if the theme did not. In an August, 1949 piece a
bright red convertible sped along a deserted beach, but there
was no suggestion of fun or escape in the copy. Instead, there
was the inevitable injunction to analyze the product in depth:

The best way to tell new car value is by comparison. Compare
the new Plymouth —feature for feature, dollar for dollar, mile
for mile — to any car in any price range. Of 22 quality fea-
tures found in most high-priced cars, low-priced Plymouth
has 21— low-priced car “A” has 13— low-priced car “B” has 4!

This approach was understandable with a sedan delivery
or station wagon, and desirable with commercial trucks, but
it was surprising when applied to the one glamorous car
in Plymouth’s line-up, even if it was acting as a “draw” for
the sedans in a sellers’ market. Moreover, the arrival of new
cars from Ford and Chevrolet, over whom Plymouth had en-
joyed genuine technical advantages until 1948, made contin-
uous use of the “comparative” theme increasingly hazardous,
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“I knew hed forgel...all he can think of is our new PLYMOUTIH"

Imaginative Christmas advertising in the kind of small-town setting that matched Plymouth’s longstanding marque values.
(December 1948).
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Two colorful, conventionally illustrated pieces for a new Plymouth range. The copy was relentlessly functional (August and Sep-

tember, 1949).

particularly when both rivals had modern and attractive
styling.

The comparisons receded in 1950, and although Ply-
mouth was still claiming “You can’t match it anywhere else in
the low-price 3” even in 1956, there were no lists of bumpers
and ashtrays, and the main emphasis was on style and power.
The “Aerodynamic Plymouth ’56” with “Push-Button Driving
... Hy-Fire V-8 and ... 90-90 Turbo-Torque getaway for Top
Thrust at Take-Off” was far removed from the marque’s ear-
lier, more stolid incarnations.

Plymouth was not alone in inviting comparison with
competitors. Less aggressive challenges were commonplace.
Lincoln understandably crowed in 1937 that “the first feature
that sets a dividing line between the Lincoln-Zephyr and all
other cars in the field is the V-12 engine.”

Most 1954 Mercury advertisements promoted that car’s
power-assisted controls and easy handling, but one piece for
the whole range showed a Sun Valley, a regular Monterey hard-
top and a Monterey convertible, assuring those who traded
up from low-priced cars that “It pays to own a Mercury.” Se-

lected statistics were given to show that economies of scale
helped:

With a 480% increase in Mercurys on the road since 1946,
Mercury dealers sell more cars per dealer than their competi-
tion. This higher volume means they have lower overhead ex-
pense per car sold, can give you a better deal....

The copy purported to let the buyer “in on the act” to
give him information that allowed him to realize his advantage,
but the information given was highly selective and raised more
questions in an inquiring or cynical mind than it answered. Did
Mercury sell more cars per dealer than the opposition because
those dealers sold more cars than their competitors, or be-
cause there were fewer dealers—who might be overworked
when it came to service? What, exactly, was a “better deal”?—
was it a better deal than Mercury might otherwise have given,
or was it better than those actually offered by the competition?
Given that the Mercury marque had been created as recently
as 1938, and allowing for the general shortage of new cars
until 1950-51 which encouraged the continued use of pre-war



“PLYMOUTH —THE CAR THAT LIKES TO BE COMPARED” 111

The car that's going pla

Plymaoueh Belvedere Convertible. 28 othe

Top car...and top deal! === Aerodynamic Plymout}{ ’56

Plymouth dealer’s right now. . ..
because your dealer is out to sell more vars ... g2
jet-nge Plymouth . . . biggest car of the low-price 3. ..
Push-Button Driving . ..

00090 Turbo-Torque getaway for Top Thrust at Take-OFT . .

There's a biz, money-saving deal on a big. heautiful Plymouth 56 waiting for you at your

You can’t mateh it anywhere else in the low-price 3.
iving you a better deal on each, Own the
tomorrow’s styling today . ..
sensational higher-horsepower Hy-Fire V-8 and PowerFlow 6 engines

split-second, safer passing,

ol the news: “PLYMOUTH HEWS CARAVAN® wilh John Camaton Swayte, NBC-TV, “SHOWER OF STARS™ and “CLIMAX T CHS-TY

Rationalism in retreat. The comparative theme was still present in 1956, but no longer made headlines (February 1956).

models, it was to be expected that the number of Mercurys in
use would have increased since 1946!

The supposed information, therefore, did not equip the
reader with the information needed to make a rational and
informed choice, but rather simply enabled him to feel that
his choice was rational or (more cynically) just that it was time
to buy a new car. It was an ingenious form of pseudo-objec-
tivity, ostensibly taking the reader for a shrewd businessman
of the world, but containing his supposed wisdom within con-
venient limits. Not that the American consumer was, in fact,
easily led, as Ford found out three years later when the Edsel
flopped.

Chevrolet invited comparison in 1956:

Pick out a ’56 Chevy owner — one who recently switched
from another make of car —and ask, in a comparative kind of
way, about Chevrolet handling. Easier to park? Quicker re-
flexes in traffic? Holds the road better taking corners and
curves? We'll bet you get 100 percent affirmative answers.

It was a safe bet, too, as many of those buyers would have
traded from 1952-54 Plymouths and Fords. It was a clever way
to invite flattering comparison with the opposition of two or
three years earlier.

While lower- and middle-priced marques compared fea-

tures and “roadability,” upmarket copywriters made prestige
and styling the primary factors in any comparison. Lincoln
employed a variation on this theme in 1957:

Be our guest — spend a weekend with a Lincoln. Yes, we invite
you to drive a Lincoln for a whole wonderful weekend ...
without the slightest obligation. Just stop in at our show-
room, or give us a call.... With a Lincoln parked in your
driveway, you can compare its long, low, clean-lined kind of
styling with that of any other fine car in your neighborhood.

The comparison would invite conversation, and the neigh-
bors would imagine that one owned the car. The “guest” might
be tempted to buy it in order not to have to admit on Monday
morning, as he got into his ’55 Mercury, that he couldn’t af-
ford it, and only had the car on trial. And even if he could af-
ford the car, the “neighborhood” might not be convinced un-
less he bought it.
Cadillac was more straightforward in 1959:
We believe that a personal inspection will convince you — and
that an hour at the wheel will add certainty to conviction.

Why not accept your dealer’s invitation to visit him soon —
for a ride and a revelation?

During the 1960s, comparative copy became more wide-
spread. A 1965 Rambler advertisement concluded: “FREE!
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750 s ’V

YOU SAVE WHEN YOU SELL—The same [eatures that you eventually trade. Proof? Mercury consistently
make Mereury =0 popular now help keep it in big leads its elass for trade-in value according 1o inde-
demand. You can command a better price when pendent national market reports of used-car prices,

IT PAYS TO OWN A MERCURY. [ts all-new 161-hp V.8 new balljoint front suspension for even easier han-
engine is one of the most eflicient in our economy- dling. Better sce your Mercury dealer for a teial drive,
famous history. You save as you drive. And you get MERCUKY DIVISION « FORD MOTOR COMPANY

Selective statistics from Mercury in 1954. The consumer was not encouraged to think for himself, but merely to think that he was
thinking... (September 1954).
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LINCOLN

UNMISTAKABLY . . . THE FINEST IN THE FINE CAR FIELD

T S g

N S ’ - e

SPRING DONNETS BY JOHN FREDERICS LINCOLN PREMIERE LANDAU—PICTURED AT THE CARLYLE HOTEL, NEW YORK CITY

Be our guest-spend a weekend with a Lincoln

Yes, we invite you to drive a Lincoln

for a whole wonderful weekend . . . without

the slightest obligation. Just stop in at our
showroom. or give us a call.

IT vou've ever talked to a new Lineoln owner, vou've
prnlnulnl\ heard the comment that we hear over and
over: TI0 evervone could just drve this Lincoln,
thev'd know it's even greater than it looks!™

Well, now vou can drive this Lineoln. We want vou
to take a Lincoln home . . . for a dav, {or an evening or

for a weekend —make Vour own arrangements. But Ir_\

all means, get to know Lineoln on a “first-name™ basis.
With a Lincoln parked in vour driveway. vou ecan
compare its long, low, clean-lined Kind of styling with
that of any other fine car in vour neighborhood. But
hest of all, _\nu‘“ have the n[!|llil||llli|\ to really drive
this car
invitation,

and that’s why we extend vou this unique

We know that once vou've driven a Lincoln as
though it were your own, vou'll understand why
more hne car buvers are turning to Lincoln than
ever belore in history.

Call us todav. and make arrangements for vour
Lincoln weekend, Remember, there’s no obligation.

YOUR LINCOLN DEALER

“Without the slightest obligation” — but how do you admit to neighbors that you have only borrowed it? (May 1957).
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W‘wrmw‘r automobiles are seen
and apprecialed, the Cadillac name
has, over the years, become an
accepted synonym for “quality”. Yet
never before has the Cadillac car
represented such a high standard of
excellence as it does today. In its
great beauly and majesty . . . in its
fineness of performance . . . in the
elegance of its Fleetwood interiors . . .
and in the skill of its craftsmanship
... it is far and away the finest fruit
of Cadillac’s unending quest for
quality. We believe that a personal
inspection will convince you—and
that an hour at the wheel will add
cerlainty to convicetion. Why not ac-
cept your dealer’s invitation to visit
him soon—for a ride and a revelation?

CAILLAC MOTOR CAR DIVISIDN « GENERAL MOTORS CORPORATION
EVERY RINDOW OF EVERY CADILLAC I3 SAFETY PLATE GLASS

: el .
(e((.&[%(’/’...woﬂds best synonym for quality!

g e

S

A confident, if implicit, invitation by Cadillac to compare the flamboyant 1959 Series 62 Coupe with its rivals. Fin height varied
slightly from car to car, as handwork was employed during construction (May 1959).
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1965 Car X-Ray Book! 48 pages of comparisons of the leading
’65 cars. Hundreds of illustrations, many in full color. It can
save you hundreds of dollars. Get yours at your Rambler
dealer.” In 1966, AMC disingenuously claimed to consider
comparison of the AMC Ambassador with the Chevrolet Im-
pala and Ford Galaxie unfair because neither car was fitted
with air conditioning as standard equipment. The Ambassador
was compared instead with one car that did have air condition-
ing — the Rolls-Royce Silver Shadow. Having caught the reader’s
attention, AMC then pointed out that “the Rolls-Royce has
less headroom than a Cadillac. The Ambassador has more.”

Increasingly, it was feature-for-feature comparison,
rather than general “knocking” or comparative copy, that was
employed. Chrysler stayed in the front line with the Dodge
Coronet 500 Wagon in April, 1968. The Coronet was promoted
on its own merits but, at the end of the copy, it was pointed
out that air conditioning could be fitted to bring the Dodge’s
price up to the level of unconditioned Impalas and Galaxie
500s. By 1968, all three makes were competing in the middle
price range, low-priced status being confined to smaller
Chevrolets, Fords, and Valiants.

TO AMERICA’S 5.344 LEADING M.Ds

In a few days, vou (and a number of your medical col

ceive a letter or a phone call offering vou the pers

The car will be defivered to vou. Our representative will point out the

various controbs, and the for a thorow

its astounding road pe

fer you @ prival t compare

ively with other cars & preview of what

upposed 1o be, and do.

ur invitation. Theres no obligation . . . we simply. want

ting vour next fine-car

Even though you aren’t stor, we'll gladly arrange an Imperial com
i e four for vou, Write on vour letterhead to: General Manager
Imperinl Division, 12200 East Jefferson, Detroit, Michigin

IMPERIAL

tmerica’s Most Carefully Built Car

A danger with mentioning Ford and Chevrolet as the
marques to beat, however, as Chrysler’s executives realized
in 1931, was that such advertising might have the effect of re-
inforcing the images of those cars rather than that of the ad-
vertised product in the public imagination. Being the one to
beat might, from the consumer’s point of view, mean being
the one to buy. In order to avoid such own goals, AMC and
Chrysler had to tread carefully. Plymouth knew this in the
1940s, and if the reader was temporarily frustrated by the copy-
writer’s designation of Chevrolet and Ford as car “A” and car
“B,” it was Plymouth’s name that remained in his mind after
the page was turned and not —for good or ill — the names of
Plymouth’s rivals.

In 1962, Chrysler Corporation took the comparative
theme a stage further in a series of advertisements, mainly in
black and white, that issued “a forthright challenge to every-
one who plans to buy a luxury car this year.” The invitees were
selected by Imperial, who assured VIPs that “in a few days,
you will receive, by mail or telephone, a personal invitation to
drive a 1962 Imperial.” There was a catch-all at the end:
“R.S.V.P. Even though our invitation may somehow miss you,

A personal offer to priveipals of America’s 6500
leading architectural firms

Fins week in your office mail, you'll be
offered a new Imperial for private evaluation.

You'll fine it a surprisingly different fine
car. It's designed for unequalled spacious-
ness=even to clearances belind and below

It is precisely for such reasons thar we
chiallenge vou o make vour own judgment of
the one luxury car wartanted * for 5 vears or
50,000 miles, Just call vour Tmperial dealer,
and Be'll reserve a car for you.

L You'll see wnaccustomed

winduws, hid e Compartments, an

automatic parl e release, an inside
control for the outside mirror,

But Imperial’s most starting difference is
i the drving. One really must experience
s road balanee and mancuverabiliy and
respanse in order to appreciate its reputation
as the supreme road ear of its field.

IMPE RIA L

&

Imperial lured “eminent” motorists from other makes during 1962-63 in a distinctive campaign (February 1962 and April 1963).
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Introducing the all new 1969 Impenal.

before you buy

Lo Baron 4-Door Hardtop

And several things you should know
any luxury car.

There are only three luxury ears in
America. We make one of them, the Imperial.
Andl this vear we've made it all new,

MNow no one is likely to run out and buy a
196 Imperial just becnuse it's all new.

Actually there are many t1 you should
know abaut the Imperinl, or any luxury ear,
before you buy one,

Une 1hu:;, is size, They're all big, The '69
Imperial is the biggest but not for the sake

Tt's hig becnuse il gives you a little more
leg room, considerably more shoulder voom,
maore hip room, Move space under the hood
for power equipment, room enough behind
the back seat for a separate heater and de-
froster i you want it.

Wedon't expect anyone Lo buy an I:npuri:l]
simply because it's the higgest car. But since
added size is one of the reasons a luxury car
costs more, vou should know what size it is,

You should know that we've equipped
68 Imperial with the largest passenger-car

engine Chryvsler ever built. We think it may
be the smoothest running engine in America.

You should know about disc brakes, since
all luxury cars have them. They are stand-
ard equipment on Imperial, OF the three
carg, Imperial's disc brakes nre slightly
larger. Though only very slightly.

You zhould know that the new Imperial
rides on torsion bars instead of coil springs,
Torsion bars ave better on curves and high-
waye, Unbeatable on long trips. The ride
vou get doesn’t depend solely on suspension.
Car weight, wheelbnze, passenger load are
other factors. You'll have to judge it

All three lusury s vide Tike luxury ears,
And o twenty-page desc nplmn of the dif-
ferences between them won't mean as much
ns 1 twenty-minute drive,

We think the more you ride on torsion
bars, the better you'll like them. But then,
that's only what we think.

You should know that Imperial's unitized
body is a single welded unit that's strong,

quiet, and well-protected from corrasion by

th unlr_-;_» you've been adding it all up,
t. Because you should have

a1 seven step dipand-spray b

Not all luxury ears are unitized. And,
while no car body, even a unitized one, is
absalutely rattleproof forever, there's no
hetter insurance against rattles, You should
know that.

You veally should know what the optional
extras are. Luxury ears have lots of them.
62 Imperinl has more than its share,

Reclining passenger seats. Built-in rear
seat pillows. AM/FM radios, tape decks nnd
a1 slerea system wilh 5 spenkers instead of 4.

And headlights that you lenve on when
vou park the car, They stay on for o minute
or two lo light your way to the door, Then
they turn themselves off.

1t isn't very likely that you'll run out and
buy the new '69 Imperial just because the
headlights see you to your door.

Or because Imperinl's 5 steren speakers
produce a slightly better sound, Unless, of
course, you're a fanantic about music,

Ilum uhlmg.. it up. These are the things you
buy a luxury ear for,

You can buy a Hu(xl car with power options
and all the basic parts the new Imperial
has for half the Imperial price, But a luxury
car isn't just basic transportation,

It's n little more of everything than you
need, A little more room, A little more quist.
Alittle better vide and smoother engine and
finer sterco.

These are the things that make luxury
cars different from ordinary cars, And make
the three luxury cars different from each
other, And that's our point,

Before you spend 26000 or $7000 for a new
'68 Imperial, or any other luxury car, you
should know what you're spending $6000 or
F7000 for, This year spend a little Iime with
all three of them.

1969 IMPERIAL exfiee

“It isn’t very likely that you’ll run out and buy the new ’69 Imperial just because the headlights see you to your door.” Just so —
but is it any more likely that you’ll buy a conventional luxury car for its hidden engineering features? Imperial crosses its fingers

in 1969 (October 1968).

an Imperial comparison-tour may easily be arranged by writ-
ing on your letterhead to: General Manager, Imperial Divi-
sion....” Subsequent advertisements targeted specific groups of
Americans who were successful in their fields. A “proposal to
America’s eminent attorneys” was typical:

Within the month, you and your colleagues in the legal pro-
fession will be offered personal use of a new Imperial for a
thorough driving test. You will be asked only to specify an
hour of appointment. Our dealer will deliver the car at your
home or office; he will brief you on operation of its controls;
he will answer any questions you may have. Then the Imper-
ial is yours ... for as long as you need to make a full and pri-
vate evaluation of Imperial motoring.

It was up to Imperial to decide who was “eminent,” and
there was a provision in case an invitation “should fail to reach
you”: The attorney who had been passed over, but who found

the offer of a road test intriguing, needed only to write to the
makers for arrangements to be “made promptly.” Similar in-
vitations were sent to “America’s 5,344 leading M.D.s.” A later
advertisement reported the doctors’ collective approval: “Lead-
ing doctors accept new Imperials for comparison testing.” In
another piece, the “chief executives of the 100 top banking
firms” were promised invitations to drive the new car in lan-
guage less exaggeratedly formal than that used to address the
lawyers, and snappier than that used for the doctors, whose
invitation concentrated more on engineering features. It was
in many ways a subtle campaign and an imaginative variation
of Plymouth’s earlier, more abrasive development of the strat-
egy. The car sold better during 1962-63 than in 1961, and 1963’s
invitations were sent to “America’s most successful independ-
ent businessmen” and “principals of America’s 6500 leading ar-
chitectural firms,” among others.
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Youdll buy your first for what you think it is.
And your second for what you know it is.

Maybe thats the reason Cadillac repeat ownership is consistently the highest of any US. luxury car make.

Cadillac 5

The essence of marque loyalty as stated by Cadillac in the mid-1970s (February 1976).
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Yet by the late 1960s, Imperial’s sales were declining,
while Cadillac, and to a lesser extent Lincoln, enjoyed in-
creased production and continued prestige. Imperial had suf-
fered over several years from too close an identity with
Chrysler cars, which frequently looked similar to the prestige
line of the Corporation’s range. For 1969, Imperial advertising
continued to invite comparison with rivals, but the copy was
unusually earnest, reflecting a lack of social, if not mechani-
cal, confidence. “Introducing the all new 1969 Imperial. And
several things you should know before you buy any luxury
car” began a typical piece for the Le Baron 4-door Hardtop in
October, 1968. After several hundred words of descriptive
prose which ranged from the principles of unitary construc-
tion to “a stereo system with 5 speakers,” the fine car buyer
was reminded of the weighty decision he made when choos-
ing a car: “Before you spend $6000 or $7000 for a new ’69 Im-
perial, or any other luxury car, you should know what you’re
spending $6000 or $7000 for. This year spend a little time with
all three of them.”

But, as Imperial knew, no one bought a luxury car for its
“unitized body” for which there was “no better insurance
against rattles,” or even “torsion bars instead of coil springs.”
And when Imperial’s copywriter concluded that “... you should
have been adding it up. These are the things you buy a luxury
car for,” he displayed a startling naivety. For these were ex-
actly the mundane details that most luxury car buyers sought
to escape. The copy might convince those who were actively
dissatisfied with their current (rival) cars, which was partly
its intention, and it was true that Imperial was the best-han-
dling American luxury car. But Imperial did not convey the
necessary element of prestige; the copywriter, unlike his coun-
terparts at Lincoln and Cadillac, did not invite the luxury car

buyer to be flattered by his own aspirations. Imperial sales
slumped in 1970.

It was left to Cadillac to state a more convincing case in
1976, for a marque whose prestige, among its limited target
market, was less in doubt:

You'll buy your first for what you think it is. And your second
for what you know it is. Maybe that’s the reason Cadillac re-
peat ownership is consistently the highest of any U.S. luxury
car make.

Even if, by 1976, those letters “U.S.” in Cadillac’s copy spoke
volumes for the success of luxury imports, Chrysler’s com-
parative strategy was turned on its head by General Motors,
whose low-priced car had been so consistently, if anonymously,
targeted by Plymouth in the 1930s. Imperial, meanwhile, had
been discontinued as a marque in 1975, re-emerging only in
1981 as a notionally independent adapted Chrysler before dis-
appearing again after 1983, while Plymouth continued until
2001.

The “comparative” strategy was most effective in the low-
price field when used with an emerging marque which en-
joyed tangible advantages over its opposition. The comparison
was anchored in factual, feature-by-feature analysis, which
lent it the necessary credibility. It was least effective whenever
functionalism and practicality were less important to the con-
sumer than social credibility or participation in a wider auto-
motive fantasy. Applied indiscriminately, it could, indeed,
“unsell” a product. Imperial’s mistake was never made by
Cadillac, who, insofar as it acknowledged any opposition, did
so only in general terms before asserting its own supremacy,
and who, by diversifying its range while retaining a distinct
identity, survived the fuel-crisis era.



Chapter 8

The Objectivity Factor

The “objectivity factor” of an advertisement was in-
creased by comparing a product with its immediate rivals.
Otherwise, with advertising for cars, as for other products, a
lingering doubt might remain in the reader’s mind that the
features selected for analysis had been chosen less than im-
partially. And when, as in Plymouth’s copy, the automobile in
question was declared to have a greater number of features
than its rivals, the question remained — What was a feature?
In the early days of the automobile, a steering wheel, rather
than a tiller, was a feature. So was a pneumatic tire or, in the
early 1930s, a pressed-steel wheel. By 1939, however, the gen-
eral design of the American automobile was established, and
apparently similar products needed to be differentiated. There
then arose the danger that, by laboring details, a copywriter
would bore the reader and appear to damn the product with
faint, if protracted, praise. What was the car, in its totality,
really like?

One response to this challenge was the contented-ordi-
nary-user testimonial. As an advertising motif, it appeared
sporadically. The independent testimony of the consumers
cited by Plymouth in its long-running “Compare All Three”
campaign was convincing because it was derived from down-
to-earth experience, rather than any supposed expertise or
vested interest. Even if Plymouth’s interviewees all sounded re-
markably similar, the all-important appearance of objectivity
was given, and the objectivity of demonstrable difference pro-
vided by comparisons with Ford and Chevrolet was aug-
mented by the objectivity of disinterestedness guaranteed by
the independence of the testimonials. At the very least, Ply-
mouth was seen to value the opinions of its customers. Ply-
mouth preferred the testimony of conspicuously worthy, de-
pendable individuals— the people who reflected Plymouth
values: engineers, small businessmen, firefighters, police
officers— above all, people who were realists. In April, 1936,
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Plymouth cited “Deputy Sheriff Pat Enos” of Oakland, Cali-
fornia:

As Sheriff, I Needed A Tough Car! I didn’t have to look at “All
Three”.... My three brothers did it for me. I got in their cars—
saw how easily they rode — how easy they were on gas— how
100% dependable.... A man in my line of work has to have a
car he can count on all the time. You can’t speculate on how
quick your car will start — how fast it will pick up — or how
sure it will stop — no sir, not when you’re a sheriff in this
country!

“America is full of families that own more than one Ply-
mouth,” added the copywriter, challenging the longer-estab-
lished opposition. An August, 1936 piece quoted Mrs. William
Pitt of Stamford, Connecticut, who was shown with her new
sedan beside her husband’s 1935 Plymouth convertible —a
clever way of showing off 1936’s updated styling. “The first
time I rode in my husband’s Plymouth ... I knew I wanted one,
too.... And, since interior decorating is a practical hobby of
mine, [ am quite in love with the beauty of this new Plymouth
... both inside and out!”

In May, 1936 Walter Zepke, an aircraft development en-
gineer, declared: “A Sweet-Running Motor is Music — to Me”
and went on to say how impressed he was with Plymouth’s
“Floating Power” rubber engine mountings: “Aviation puts a
premium on vibrationless operation. So Plymouth’s Floating
Power impressed me tremendously. As did the economy and
power of the engine.” For 1937, the theme was continued with
slightly updated layouts and typefaces. “Miss Beth Hower, Di-
rector of Public School Bands” was pictured with her Ply-
mouth, which she had driven through water so high that it
flowed over the floorboards. “But my car ran perfectly ... and
I’ve never had any real mechanical expense!” she assured read-
ers.

As an advertising strategy, this series of testimonials had
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'As Sheriff, | Needed
A Tough Car!

MY 3 BROTHERS SOLD ME ON PLYMOUTH”

A CERTIFIED INTERVIEW WITH DEPUTY SHERIFF PAT ENOS, OAKLAND, CALIFORNIA

DIDN'T HAVE TO LOOK at ‘All Three,””” says Deputy

Sheriff Enos. “My three brothers did it for me. ot d:lmi" on "ﬁo
“I got in their cars—saw how easily they rode—!:low Commercial c“de,: Cn:';mr
casy they were on gas—how 100% dependable, There just € % TIME PAYMENT
wasn't any argument left. Available through all PLYMOUTH Dealers
“A man in my line of work has to have a car he can Yeu rlr for credit :?;'mﬁﬁ“.:‘.'.’ﬁ

e. To arrive at your original

count on all the time, ...,.,,.,d balance: 1, Add cost of insurance
to cost of car.* 2. Deduct down payment

“You can't speculate on how quick your car will start— —cash or tr o
how fast it will pick up—or how sure it will stop—no sir, PO e orertssii oo oY
not when you're a sheriff in this country!” PAY 525 A MONTH — INCLUDING EVERYTHING

America is full of families that own more than one _
Plymouth. Drive this new Plymouth—and you’ll see why, —— e
Your Chrysler, Dodge or De Soto dealer will arrange it.

AND UP, LISTAT FACTORY, DETROIT
PLYMOUTH DIVISION OF CHRYSLER CORPORATION SPECIAL EQUIPMENT EXTRA

PLYMOUTH crzarcars

Deputy Sheriff Pat Enos was typical of the solid, mature citizens cited by Plymouth in the mid-1930s (April 1936).
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the merit of being memorable for their human interest, and
Plymouth’s rising sales figures suggested that they were more
persuasive to the people who bought low-priced automobiles
for solid, day-to-day service than any vague assurance of the
product’s competitiveness. Compared with Chevrolet and par-
ticularly Ford, Plymouth lacked a tradition of service in mo-
bilizing America, but made up for that deficit in copy that was
imaginative and, above all, plausible.

Dodge, known as a producer of solid, dependable auto-
mobiles since 1914, and part of the Chrysler Corporation since
1928, used longer copy than Plymouth’s to cite the experiences
of well-known people who were admired for their practical
skills, such as “Frank Buck, Famous Explorer” and “Major
M.E. Trull, Noted Marksman,” in a series of half-page adver-
tisements which perpetuated Plymouth’s distinctive news-
page layout. As in a newspaper story, Major Trull’s testimony
was peppered with expressions which reflected his own field of
expertise:

Dodge Scores a Bull’s-Eye With Me.... My experience as a
marksman has made me intolerant of anything mechanical
that is not efficient.... I have had no mechanical trouble.... [I]t
rides and drives like a dream. I haven’t found another car that
has all the safety features combined in one car that my Dodge
has ... sure-fire, trigger-quick genuine hydraulic brakes ...
safety-steel bodies ... and there’s the “clincher” ... record-
smashing economy....

During 1963-65, Rambler — like Plymouth in the 1930s,
a manufacturer of simple, worthy automobiles— ran a series
of “Love Letters to Rambler” from contented ordinary users
of its cars; and like Plymouth thirty years earlier, Rambler
cited the testimony of reliable, middle-aged citizens who val-
ued quality and reliability over pushbutton gadgets. They
ranged from “Naval Firefighter John E. Simeon of Silver
Spring, Maryland” to “Chief Engineer of the Barbizon Plaza
Hotel in New York City, Malcolm Anderson.” Others included
a manufacturer, a sportscaster, a mechanic, a U.S. Coast Guard
and a buffalo rancher. One television advertisement featured
a learner driver, whose attempts to cope with stick-shift and
traffic hazards caused chaos, but did not destroy the car.

In 1968, Buick deployed the genre in several advertise-
ments, among them a piece for the Sportwagon. “Mrs. Graham
Brown, Mother of five” explained how the car was ideal for
the sailing enthusiast: “Any given weekend, we carry boats,
sails, masts, five or six children ... we even pack a nine-foot
dinghy in the back of our Buick Sportwagon.”

The luxurious Electra 225 Limited, on the other hand,
was praised by a real estate investment counselor for its com-
fort and prestige: “You should have just as beautiful a feeling
in an automobile as you do in your living room. My Electra
Limited gives me that feeling. The interior is nicely done —
not a bit gaudy.... I've had clients get in the car and say, ‘I didn’t
know they’re building a car like this today.””

Distinct from, and more common than, the ordinary-

J N\
“Dodge Scores

a Bull’s-Eye
With Me”

Says MAJOR M. E. TRULL,
\ Noted Marksman ,

My experience as a
marksmanhas made
me intolerant of
anything mechani-
cal that is not effi-
cient . . . the new
Dodge scores a
bull’s-eye with me.
I have had no me-
chanical trouble
+« o it rides and
drives like a dream.

1 haven’t found an-
other car that has
all the safety fea-
tures combined in
one car that my
Dodge has...sure-
fire, trigger-quick
genuine hydraulic
brakes . . .

. + . safety-steel
bodies...and here's
the ‘‘clincher’’. ..
record-smashing
economy . . . I'm
getting many more
miles to the gallon
of gasoline than 1
ever got before!

And under the new Official Chrysler Motors Commercial Credit
Company 6% Time Payment Plan, Dod ge is mow so easy fo pay for!

DODGE

NEW LOW FIRST COST

$ and up,
» List Prices
NOW at Factory,
ONLY Detroit

THEN YOU SAVE
AND SAVE AND SAVE ON UPKEEP

DODGE
Division of Chrysler Corporation

Dodge prices started $130 higher than Plymouth’s but, like Ply-
mouth, Dodge appealed to conservative, practical folk (May
1936).
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AMC echoed Plymouth’s campaign nearly thirty years later in a long-running series of “Love Letters to Rambler” (July 1963 and

June 1965).

Love Letters
to Rambler

U.S.CoastGuard
Lieutenant David
A. Coreyof Quaker
Hill, Conn., has
owned many differ-
ent cars—is now
driving his first
Rambler. But you
Lt. David A. Corey can bet it \\'01‘1't be
the last, to judge

by his enthusiastic comments on his
Classic Sedan with stick-shift. He writes:

“Needed no corrections on
the 2,000-mile checkup”

"I have owned at least one
each of the cars of all the
so—called 'big three,' and the
success I had with them could
not even approach that which I
have had with Rambler.

"I have just driven my
20,000th mile...(with an
outstanding mileage of just
over 22 miles per gallon).
Aside from the gasoline, oil
and lubrication costs, the
only money I have spent has
been for one fan belt.

"These have been the most
enjoyable miles I've ever
driven. Too bad more people
don't experience this
'delightful driving'."

But thousands and thousands of
people are discovering Rambler's “de-
lightful driving”—year after year.
Proof: more than 2 million of them have
made the switch to Rambler.

Why? Simply because Rambler gives
them more in value and comfort and
economy. See your Rambler dealer!

Love Letters
to Rambler

The Klocker family
are Rambler experts.
They have thirteen
Ramblers in their
past and present and
are still buying.
Read why they re-

Carl L. Klocker main so loyal.

““Dependable transportation—
low mileage costs are
essential in my business.”

"I appreciate the extent to
which American Motors goes in
making Rambler owners happy.

I drive approximately 50,000
miles a year and I turn my
Rambler in every year or
50,000 miles, whichever comes
first. This is my 10th
Rambler and my wife is driving
her third. None of my nine
previous Ramblers has cost me
more than $100.00 for repairs,
including tires for the

50,000 miles I drive them...
my new one is a four-door
sedan. The increase in horse—
power is much appreciated.
One would think he was driv-—
ing an eight-cylinder car."

Here's the 1965 version of the 4-door
sedan Mr. Klocker is now driving hap-
pily. It’s the Classic 770 with the Torque
Command 232 Six. It's the Six that
comes on like an Eight. Try it now!

FREE! 1965 Car X-Ray Book! 48 pages
of comparisons of the leading '65 cars.
Hundreds of illustrations, many in full
color, It can save you hundreds of dol-
lars. Get yours at your Rambler dealer,
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Buick Sportwagon conmies with 2 ur 3 seats, a 2100 hip ¥ 8 engine and a carpeted passenger area Custom padded cushions dre standand, So o o full line of GM watety squipment
wineh inchiides & bour way hazgard wamning Hasher and anergy absorinng steenng column
B ==

“It looks more like a luxury car than a station wagon!’
__""'1-— ————

- _“Any-given weekend, we carry *‘The t‘:hlldren stretch out
hoats; sails, masts, five or six children, P e 3 Bl the back,
pienic baskets, saddles; bridles, . A L3 at the stars through t’he
tack trunks, blankets—. - - IR A SMEMIDT S Shey 1o
~ we even pack a nine-footdinghyin =~ == =~ offtosleepinno time.
the back of our Bulck Sportwagon:': : A £ :

Mrs. Graham Brown. Moth_er of five.
Wouldn't you really rather have a Buick?

Contented-ordinary-user testimonials featured prominently in Buick’s 1968 advertising (December 1967).
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user testimonial was the celebrity endorsement, in which a
well-known film star, writer, or other celebrity posed with the
product and said how good it was, while not necessarily own-

ing or knowing very much about it.

In 1937, Goodrich Tires employed well-known authors to
write graphic accounts of accidents caused by faulty tires. In
a piece written by “well-known author Rex Beach,” the reader

e

URRY! Your wife is ill!”

ConstableStilling, of Phila-
delphia, leaped into his car.
There was no time to spare.
*Faster! Faster!" Then—without
warning—BANG! A blow-out!
The car leaped out of control
like a wildcat—swerved to the
left—just missed crashing head-
long into a telephone pole.

But Lady Luck smiled that
night—and the extent of Con-
stable Srilling's injury was a
wrenched shoulder. Some mira-
cle had saved him. As he, him-
self, says: "'l feel now that I
am living on 'borrowed time.’
There was every reason why I
should have been among the
missing.”

Many “Blind” To
Blow-out Dangers

Just stop to consider what
happens to your tires when
you're skimming over the pave-
ments at 50, 60 miles an hour.
Naturally, the heat generated is
terrific, and you're totally un-
aware of it because the trouble
begins fnside the tire. A tiny in-

HIS WIFE WAS /LL.
HE WAS RUSHING 70
HER..WHEN BANG/

...A Blow-o0T/

REX BEACH

well-known author

Read REX BEACH'S thrilling
True Story of the man who is
living on “Borrowed Time”

visible blister
may form be-
tween the rub-
ber and the
fabric. This blister keeps
getting bigger and BIGGER until
BANG! And then it may be too
late.

It seems to me that, as far as
safer tires are concerned, the
greatest single contribution has
been from Goodrich engineers.
They have developed a real
blow-out protection called the
Golden Ply.

It is a layer of special rubber
and full-floating cords, scien-
tifically treated to resist internal
tire heat, You can easily see what
this means. Blisters don't gera
chance to form between the rub-
ber and fabric inside your tires

. and that means blow-outs
due to this heatdon’t get started.

Y oucan be surethat Constable
Stilling doesn'ttake any chances
with his tires these days. He's
ready for any emergency and
so are his Goodrich Silvertown
Tires. Here is another enroll-
ment in the ranks of safe

3>

‘Borrowed Time,

to her ...

drivers who feel that tires
which protect people from the
dangers of high-speed blow-
outs are a4 sound investment—
a vital form of life insurance.
Remember, you can buy these
life-saving Silvertowns at
Goodrich Silvertown Stores and
Goodrich dealers everywhere.

AL

Goodrich SAZETT Silvertown

With Life-Saver Golden Ply Blow-Out Protection

Rex Beach was one of several popular writers who endorsed Goodrich tires in 1937. It was not

stated whether he actually used them (1937 campaign).

was told the “thrilling True Story of the man who is living on
> in which a motorist suffered a blow-out
at an inopportune moment: “
when BANG!...

His wife was ill. He was rushing

A BLOW-OUT!” The story appeared
to be an account of a documented incident, although the true
story could —cleverly — have been that of any man who is
presently living on borrowed time rather than that of the par-

ticular character who felt he was
after the blow-out brought him
to his senses. But it was a parable
of what could happen to any
motorist. It concluded with an
earnest injunction to keep tires
in good condition, and to buy
Goodrich tires, of course.

In another advertisement,
S.S. Van Dine, “celebrated au-
thor of popular mystery thrillers
and creator of Philo Vance,” was
drafted in to write about a
police chase in which the pursu-
ing car suffered the inevitable
blowout. There was the in-
evitable homily, too, though
credibility was enhanced, in this
case, by the use of a story “sug-
gested by an actual occurrence,”
though it was not mentioned
whether the occurrence had in-
volved a police car and an eye-
witness or a bicycle and a vivid
imagination. Both advertise-
ments were signed by their re-
spective authors and they en-
sured, if nothing else, that the
next time a reader picked up a
mystery thriller, he would also
think of his tires.

Showbusiness celebrities
endorsed all kinds of improba-
ble cars in the 1930s. The tech-
nique was a particular favorite
with De Soto, whose cars were
acclaimed by such luminaries as
Gary Cooper, Ginger Rogers,
Jack Dempsey, and Deanna
Durbin. Shirley Temple and her
safety-conscious mother en-
dorsed a 1936 Dodge, and a 1937
Studebaker was shown with Bob
Hope.

Copy reflected the stars’ in-
dividual specialties. Bing Crosby
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“sang the praises” of the 1938 De Soto, although
in 1939 he sang “In My Merry Oldsmobile” in
“The Star Maker” which dictated a change of al-
legiance. He went on to endorse the year’s new
Oldsmobile convertible in the Saturday Evening
Post, and readers were invited to send to the mak-
ers for copies of the music from the movie. Pop-
ular songs were savaged mercilessly; in the case of
Kate Smith, the adaptation was less than subtle:
“The moon comes over the mountain no more
serenely than the 1937 Studebaker does” was typ-
ical of the square-wheeled lyricism sometimes
achieved by copywriters who strayed off their nat-
ural turf.

Contrasting with Plymouth’s contented or-
dinary users and De Soto’s showbusiness stars
was a series of illustrious clients paraded by Buick
in 1937. It was an old theme in upmarket copy,
but it had fallen into disuse since the Depression.
A Buick sedan, shown in China, was declared to
be “Number One Boy for transportation in many
an honorable household,” and a list of Buick-
owning Chinese military and civil dignitaries was
included in the middle of the page. In another

In the Land of the Rising Sun ...

. .« Or in other
words —

-

offices; municipalities; schools; provinces
—these as well as private citizens show by
repeated purchases the high esteem in

advertisement, the Buick was trumpeted — only
four years before Pearl Harbor —as “long a fa-
vorite with Japanese of most exalted degree ....
Many branches of the government, including the
army, navy, home department and foreign de-
partment; a score and more of prefectural offices;
municipalities; schools; provinces— these as well
as private citizens show by repeated purchases the
high esteem in which Buick is held the whole
world over.”

The newsreels may make it a land of rick-
shas and rice fields — but you'll find if you
ever visit Japan that the modern Nipponese
knows his way about motor car row!

Long a favorite with Japanese of most
exalted degree, Buick provides per-
sonal transportation for many of
Nippon's leaders, including mem-
bers of the royal household itself.

Many branches of the government,
including the army, navy, home de-
partment and foreign department;
a score and more of prefectural

which Buick is held the whole world aver.

What with transportation and import
duties, the cost of a Buick is high in the
land of the rising sun. But you can enjoy
its stirring pace, its matchless valve-in-head
seraight-eight power, its gorgeous
styling and generous room for the low-

. : est price Buick ever
carried,

See your dealer and
learn first hand why
the whole world sub-
scribes to Buick’s fa-
mous slogan.

In February, 1940, the illustrious client tes-
timonial gave way to an indirect but impliedly
expert assessment by a British automobile man-
ufacturer. The Buick Limited was declared to be
a pattern for one of the best cars in the world:

In England is built a motor car which is rec-
ognized around the world as an illustrious exam-
ple of craftsmanship, a car priced high in five figures for its least
expensive model. Once each year the builders of that car buy
an American automobile, not to be driven, but to be torn
down to provide part-by-part precision standards to be
matched by the methods of British workmen.

The car was a standard production Buick, and the boast
was not an idle one. King Edward VIII had owned several suc-
cessive Buicks, and it seemed that no amount of hand-built
care could supplant the advances brought by the best Ameri-
can mass-production technology. Buicks were popular among
British buyers of American cars in the 1930s, and as early Rolls-
Royce Phantom IIIs suffered hydraulic tappet failures, Buick

YOUR MONEY

GOES TARTHEIR IN A GENERAL MOTORS CAR

The illustrious client testimonial was rare by 1937, when Buick revived the
theme in this most ironic of automobile advertisements (May 1937).

went from strength to strength. The Phantom’s independent
front suspension was licensed in England under General Mo-
tors patents.

With the increasing popularity of domestic radio in the
1930s and 1940s, a relationship of mutual support developed
between the automobile makers and radio stations through
commercial sponsorship of programs. In 1939, for instance,
Plymouth encouraged readers of its advertisements to “Tune
in Major Bowes’ Original Amateur Hour, Columbia Network,
Thursdays, 9 to 10 p.M. E.D.S.T.” Major Bowes endorsed the
related De Soto in a late 1938 press advertisement, and he or-
dered a special Chrysler Airflow Custom Imperial for his own
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FOR THE WORLD’S FINEST

N England is built a motor car which is recognized

around the world as an illustrious example of crafts-
manship, a car priced high in five figures for its least
expensive model.

Once each year the builders of that car buy an American
automobile, not to be driven, but to be torn down to pro-
vide part-by-part precision standards to be matched by
the methods of British workmen,

‘This automobile is a Buick much like the one you see pic-
tured here. It is not a special-order car, but a standard pro-
duction model such as any Buick dealer can deliver to you.

In other words, when you drive a Buick LIMITED you
drive a car fine enough to serve as pattern for perhaps
the world’s most costly automobile.

It would seem, then, that LIMITED owners are putting
things mildly when they say no other car rivals this noblest
of all the Buicks for within $500 to $1,000 of its price.

it Sy 0k

“Mention the Geographic—It identifies you."

Rolls-Royce quality at a fraction of the cost? American engineering gave many European luxury car makers pause for thought in
the 1930s. Behind the car is Nelson’s column, 169 feet high, in Trafalgar Square, London (February 1940).
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MR. BENNETT CERF'S GOT THE HERTZ IDEA...

Every Bunday night you can s of your new cars, 1% service!™

nnee. You too will like The Hertz
Cerf on CHS.TV's 5
1

. - il Inr, uth
aught on first time | rente I mie  gasoline, oil and proper insur- Wibish Ave., Chivng: | IIIm

WENT (T WERL LCAVE 1T THENT T, NATSS WISE AT W EXTRA CHARSE! (Wotwows Maets £hns 00 19900 o B30 o i 4 Enemislt lnes 403 sympmee

Bennett Cerf was one of many famous personalities featured in
Hertz advertising during 1958. The convertible is a Chevrolet
Impala (March 1958).

use. Constructed by LeBaron, it had a uniquely luxurious in-
terior designed by Chrysler’s head of interior design, Fred A.
Selje.

Radio sponsorship continued through World War II. Pa-
triotic listeners could “tune in on Major Bowes” Program every
Thursday, 9:00 to 9:30 p.M., Eastern War Time” according to
a 1945 De Soto advertisement showing a 1942 model. In the
same year, NBC offered “General Motors’ Symphony of the
Air” every Sunday afternoon, while Nash devotees were prom-
ised a “New Radio Hit Show!” with ““The Andrews Sisters’
and Guest Stars Sundays 4:30 p.M. E.-W.T. Blue Network.” Al-
ternatively, there was the Friday night “Ford musical pro-
gram,” also on Blue Network, succeeded later in 1945 by “The
Ford Show” with “Brilliant singing stars, orchestra and cho-
rus. Every Sunday, over Coast-to-Coast NBC Network.”
Times were given for different time zones.

In the 1950s, television increasingly supplanted radio and
film in the public imagination, and copywriters adapted their
scripts as automobile companies began to sponsor television

We built this Olds 98 for Walt Lecat,who expects the
car he buys to make him feel like a kmg Or better.

98 REGENCY

Cidoms

Can we build one for you?

An old-fashioned advertisement for an old-school Oldsmobile
98 hardtop sedan (January 1976).

programs. In 1953, Buick offered a “Television treat, the Buick
Circus Hour every fourth Tuesday,” while De Soto-Plymouth
dealers presented “Groucho Marx in “You Bet Your Life’ every
week on Radio and Television ... NBC Networks.” By 1954,
Plymouth were inviting viewers to “Tune in Medallion The-
atre every week on CBS-TV” with a helpful rider for low-
priced car buyers who had only just acquired a set: “See TV
page of your newspaper for time and station.” Ford, mean-
while, now offered “Great TV! Ford Theater, NBC-TV.”

From being confined to the small print, television moved
center-stage in a striking 1955 advertisement for the Lincoln
Capri hardtop, as talent-spotter “Ed Sullivan, M.C. of ‘Toast
of the Town,” and Julia Meade introduce New Lincoln.” The
setting was a television studio: “Camera one! Close up! Take
the new Lincoln for 1955.” The reader saw the car through a
gallery window, while other images, taken by different cam-
eras, appeared on small screens below: “Monitor sets show
new rear deck, new longer body, new front assembly.” The rest
of the copy was completely conventional, emphasizing the
car’s styling features and performance.’

In 1954, the celebrity endorsement was combined with
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old-fashioned snobbery and a specific appeal to women in
Nash’s “She drives a Rambler” campaign. Prominent women
such as “Mrs. Philip Armour III” endorsed a compact which
had been substantially updated in 1953. An equivocal-look-
ing Mrs. Armour was seen at the foot of a staircase with her
household dog, in a revival of the kind of portrait popular
with upmarket marques in the 1920s, and which had been used
by Packard as late as 1953.

In 1958, Bennett Cerf was one of several celebrities who
endorsed Hertz Rent-A-Car: “Every Sunday night you can see
Bennett Cerf on CBS-TV’s ‘What’s My Line?” At Hertz, how-
ever, we see him many more times. On one of his visits, we
asked this well-known publisher, author and columnist to
pose for us. Afterwards, he told us: ‘It’s no secret what your line
is. I caught on first time I rented one of your new cars. It’s
servicel”” He was shown climbing into a 1958 Chevrolet
convertible, to keep “a campus speaking engagement on
time.” The copy concluded with a brief description of the
Hertz service. Norman Rockwell, according to another 1958

advertisement, found the Lincoln of that year ideal for his pic-
tures.

By the end of the 1950s, the celebrity endorsement was
losing favor as an effective theme for press advertising, and it
would recur only sporadically in the 1960s and 1970s. It was
therefore surprising to see the genre fleetingly resurrected for
large cars in the 1970s, as by Oldsmobile in January, 1976: “We
built this Olds 98 for Walt Lecat, who expects the car he buys
to make him feel like a king. Or better.” In the same year, the
singer Jack Jones smiled suavely from the velour-upholstered
back seat of a Chrysler New Yorker Brougham: “It’s the talk of
the town.... Everybody’s talking about the New Yorker’s elegant
styling and comfort.” It was an old-fashioned strategy for an
old-style hardtop sedan, and the nostalgic flavor was rein-
forced by a television program announcement at the foot of
Oldsmobile’s copy: “Tune in the Bing Crosby Pro-Am ABC-
TV Sat. and Sun., Jan. 24-25.”

It was almost like old times.



Chapter 9

“Remember How You
Hungered for It?”

Nostalgia was one of many advertising themes that never
dominated copy at any one time, but which periodically reap-
peared in advertisements for all kinds of American cars. In
the early days, advertisers appealed to the memories of pioneer
motorists— memories of motoring in a period when the au-
tomobile was still a novelty; when skeptical onlookers would
cry “Get a horse!” at the first whiff of an impending break-
down. Once the automobile had been established in America
for several decades, nostalgia became an effective element in
the copywriter’s repertoire. In the postwar years, it appeared
regularly in automobile advertising.

In many advertisements, the value of the “American tra-
dition,” the heritage of the marque represented, and the rec-
ollections of the target readership were addressed simultane-
ously in an effort to inveigle a car into the public imagination
and private affection. It was hoped that while the prospective
buyer was still overcome with that sense of well-being which
came from a life enjoyably spent participating in the Ameri-
can dream, he would reach for his pocketbook, make the first
payment and drive away in a new car before the delirium wore
off. This participatory angle was generally considered to work
best on a male audience, and while many nostalgic advertise-
ments were aimed at men, very few, if any, were targeted at
women. Marque loyalty, in particular, was considered a male
phenomenon.

Nash rekindled forgotten dreams in August, 1953, in an
advertisement for the Ambassador Country Club hardtop. The
copy was addressed “To the Boy who wanted a Stutz Bearcat,”
a car that had been one of America’s most famous sports cars
in the years immediately before World War I:

Remember how you hungered for it? Remember how
your pulse raced to its engine throb? That was it ... that
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old Stutz Bearcat, Heaven-on-wheels to that boy you used
to be!

In the Ambassador, “styled in the continental manner by
Pinin Farina” in advertising copy if only minimally so in life,
the new car buyer could assuage the disappointments of mid-
dle age by traveling more comfortably than any Bearcat owner,
his memories kept alive by a “Hood ornament by Petty.” If he
ordered the optional “Dual-Jetfire” engine, the buyer could
own a car powered by the engine that “holds the top Ameri-
can record in the 24-hour road race at Le Mans, France.” It
was not a very sporting enthusiast who needed to be reminded
where Le Mans was, and the Ambassador’s styling, while in-
fluenced by a Pinin Farina prototype, had been so extensively
modified from the Italian original that little of Farina’s expert-
ise was evident in the production versions.

A similar car was shown in smaller Statesman sedan form
by the pressed-steel body pioneers Budd of Philadelphia in a
December, 1952 advertisement which congratulated Nash on
fifty years of car production, and pointed out Budd’s own con-
tribution to the success of the American automobile in gen-
eral:

The life of a pioneer in business, as we have reason to know, is
... never dull. We first discovered it when trying to sell the
idea of an automobile body built entirely of steel.... With
Nash, we have been partners in adventure ... adventure that
has built the Budd business to world-wide proportions and
has profoundly influenced many other industries.

In another advertisement of the series, Budd tapped more
deeply into the collective memory with “A Toast to the Model
T,” a car for which Budd had made body panels from 1918 on-
wards, and whose pioneering spirit and subsequent success
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The Nash Ambassador ticthvte, sevled in the continental maanee by Pimin Favina, Hood ornament by Petey, white sdewall tiees e v

‘___ = -3 -

R}"f." EMBER low you .:um[ﬂ‘n‘fflfur 17 Remem-
ber o your pulse raced to ils cngine throb?
That was it . . . that old Stuiz Bearcal, Heaven-on-
wheels to that boy you wsed 1o be!

Today we invite von to be voung again—Lo
threill to the wonder and romance of travel again.

Come and take command of the prondest ear
ever styled by Pinin Farina of Eunrope— this new
Nash Ambassador *Countes Cluh™!

Come and wonder al frue continental styvling
attuncd to Xmerncan standards of room and com-
fort o .. the luxury of custom interiors— with the
widest seats, the greatest eve-level visibility ever
bt into an automohbile. Relax in airliner reclin-
g seatks that ease dawn-lo-sunsel travel

« 1o the Boy who wanted
a Stutz Bearcat...

Then - feel the pounding of your pulse when
the mighty “Le Mans™ Duoal-Jetfire engine lets
loose, For this is the Nash eustom power option
Lhat holds the top Ameriean record in the 24-hour
road race at Le Mans, Franee!

Never have you known such performance . . .
and never have vou known such handling ease as
yvou have with new Nash Power Steering.

Amd as the road unreels and new enchantments
greet your eve vou'll know why we even built
sleeping beds in a Nash. For you're going to travel
HES ’\'llll‘\'|' never traveled hefore!

Let us put this great car in your hands, Dis-
cover why this hrilliant Nash Ambassador s

today’s heaven-on-wheels for von!

Tokiv the Rex and See &
Youll Find Neome so Newr as e
AMBEASSADOR T Pe———— BAMBLER

STATESMAN

Naake Motsrs, Plivesion Nash Kedvapitor Corgargnion, Hesreit, Mich,

Wishful thinking: The 1952-57 Nash gained a reputation as a ladies’ car, and was neither sporting nor European in flavor, Pinin
Farina’s actual contribution being minimal. The record-breaking engine was faster in the Nash-Healey sports car than in a full-
size unitary Airflyte (August 1953).
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GOLDEN YEAR FOR Ha4ik

) This year, Mash Motors celebrate their fifticth anniversary. They have been our

customers, for steel body parts and whecls, since 1913,

In offering our felicitations, we cannot refrain from expressing admiration
ﬁi_‘v for that whole group of pioncers, among whom the founders of Nash were
t S Jeaders, whose vision, cournge and ability developed the automobile Trom a
thing of ridicule and contention 1o a position of indispensability to our personal, commercial and
national welfare,

The life of a pioneer in business, as we have reison to know, is sometimes difficult, but never dull.
We first discovered it when trying o sell the iden of an automaobile body built entirely of steel. Next with
steel wheels for highway vehicles of all kinds, And later, the streambined. all-stainless steel railway

passenger car, the railway dise brake. and RIDC, the rail diesel

car which is revolutionizing railway passenger service
With MNash, we have been partners in adventure . ., adven-
ture that has built the Budd business to world-wide propor-
tions and has p i many other i i
The Budd Company, Philadelphia, Detroit, Gary,

PIONEERS IN BETTER TRANSPORTATION

A Toast to Model T

@ For all the jokes that Model T inspired, the memory is one of
affection anid respect. And that is only right.
AT it would pever occur to vou to boild a howse without a garge, it

is hecaise Model T established the principle of universal ownership of

aut les.

If wou dove five humdred effortless miles in a day, it is because
Model T forced the building of paved highwavs.

And it was asymbal of the manufacturing skill and integrity to which
we, ourselves, subseribe. Remember the Model T slogin: Wherever
wou o you see i wherever you see it it's going

No other single product has had so profoind an infliuence on every
aspect of the way we live towday

Our fird association with the Ford Motor Company was making

body parts for Model T, in 1918, It s an association we have prized

7y 77
B 7 1/ {/ /4

PrONEERS IN
BEFTER TRANSPORTATION

end enpoy tosday, and lkends extra warmth to our congrati-

Fations o this great Company on fon of it Gftieth anniversary,

The Budd Company, Philadelphia, Detroin, Gary,

Budd made body components for numerous manufacturers, and could justly claim to be pioneers in the field, having supplied all-
steel closed bodies to Dodge as early as 1914, and licensed their production by European manufacturers such as Citroén and Mor-

ris between the wars (December 1952 and January 1953).

were claimed to be analogous with Budd’s own develop-
ment.

More than a decade later, Buick invited would-be own-
ers of the 1965 Electra to look back not on past happiness, but
on a lifetime of automotive mediocrity, so that the Buick might
provide long-overdue contentment:

In a lifetime, you have just so many chances to buy a car.
Make this one count.... Think back over the years. Were all
your cars as good as you deserve?... Did they come equipped
with every last thing needed to make driving (or just riding)
an unmitigated pleasure? No? Then don’t settle for anything
less, from now on. Your Buick dealer is waiting to introduce
you to the car that will make it up to you for all those disap-
pointments.

The slogan, “Wouldn’t you really rather have a Buick?” in-
volved readers’ emotions as others’ catchphrases often did
not, and worked particularly well with Buick’s more charis-
matic personal-luxury Riviera.

Several copywriters traded on a burgeoning public inter-

est in old cars. If the Stutz Bearcat was considered worth pre-
serving in 1953, the same could be said of many pre-war cars
by 1968, “a vintage year for Wide-Tracking” according to Pon-
tiac, who showed a number of old cars, such as a 1940 LaSalle,
with a Bonneville coupe. “So there’s really no doubt,” said the
copy, “that 1968 Pontiacs will be talked about for years to come.
And lucky you. You can own one without paying classic car
prices.”

Few genuine automotive novelties arrived in the early
1970s, and increasing interest in nostalgia of all kinds was re-
flected in advertising. After several years of unmemorable
copy, Chevrolet revived an old and popular jingle, “See the
USA in your Chevrolet,” which had been associated with a
TV show hosted by Dinah Shore. Chevrolet’s marque iden-
tity, at a time when it produced many ranges of cars which ap-
pealed to distinct consumer groups, was under threat, and the
1972 slogan, “Chevrolet — Building a better way to see the
USA” worked well with an “Impala at the beach south of
Miami, Florida” or a Chevelle Malibu Sport Coupe “at the
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Taos Pueblo in Northern New Mexico,” with copy in each
case that linked the location into a discussion of the car. The
campaign capitalized on marque loyalty and, with an eye to the
growing market for imports, suggested that the car was ideal
for use in all landscapes and associated Chevrolet with tradi-
tional American values.

In 1975, Cadillac promoted its Coupe de Ville alongside
a 1930 Roadster, and its Eldorado convertible with the 1933
355 Phaeton. Chrysler, in its fiftieth anniversary year, showed
a New Yorker above a sepia-tinted photograph of an early-
1930s sedan, the 1974 car “a totally new expression of an idea
that has never changed.” In a 1976 advertisement, Buick traded

In a lifetime, you have just so many chances to buy a car. Make this one count.

on readers’ recollections of its Roadmaster of the early 1950s.
It seemed surprising that Buick should show a regular Road-
master sedan rather than the glamorous top-line Skylark, but
too attractive an early car would have detracted from the mod-
ern one. Moreover, in this case the makers wanted to trade on
public affection for a car that was the the subject of shared ex-
perience and aspiration, rather than on a glamorous image.
Over 50,000 Americans had bought new ($3,254) Roadmas-
ter sedans in 1953, but the Skylark had sold in very small num-
bers—fewer than 1,700 in that year, at a price only given “on
request” according to the model’s advertising (actually $5,000,
which was top-line Cadillac territory).

Ford suggested in 1974 that the subcompact
Pinto might one day prove to be as desirable a
collector’s item as a Model A or Thunderbird:
“Will Pinto turn out to be another classic? We’ll
have to wait to find out.” It was a humorous way
to remind readers of Ford’s heritage, but the ver-
dict on the Pinto was sensibly left to posterity.
Even thirty years later, with memories of “explod-
ing gas tank” litigation still fresh in many minds,
the Pinto had not yet troubled the collector-car
market except as a curiosity.

By contrast, copywriters for “the sports car
America loved first” positively wallowed in nos-
talgia during 1971-79 in advertising from Bozell
& Jacobs that was both very different from, and
more extensive than, British copy for the same
cars. American MG advertisements, with pho-
tography by a Canadian, Marce Mayhew, showed
pre-war and early postwar models alongside
the latest MGB roadster —and occasionally the
Midget — to combine a celebration of the com-
pany’s sports and racing history with a specifically
American nostalgia for the MGs of 1940s and
1950s.1

This nostalgia was collective and cultural
rather than personal, as the late-twentysomething

Buick, unusually, invited readers to recall past disappointments in 1965, and

Think back over the years. Were all your cars as good as you deserve? Were they masterpieces?
Were they eloquent, long, graceful, infinitely luxurious? Did they lift your spirits?
Make you soar? Make the merest turn around the block feel like a cruise to Nassau? Did they
come equipped with every last thing needed to make driving (or just riding) an
unmitigated pleasure? No? Then don’t settle for anything less, from now on. Your Buick dealer is
waiting to introduce you to the car that will make it up to you for all those disappaintments.

Buick Electra 225.
Wouldn’t you really rather have a Buick?

Buigk Motor Divisien

to make up for them with an Electra 225 (April 1965).

and thirtysomething professionals targeted by
MG had not yet reached their motoring anecdo-
tage, and were much too young to have experi-
enced early MG ownership first-hand — although
their parents might well have done. “When they
write the book about sports cars in America MG
will be chapter one” said a 1972 headline, with a
TC in the background in front of a library. “First
on the scene. And still one jump ahead” declared
MG in 1974, above a dark blue roadster parked
with a red TC in a meadow, the long grass cleverly
drawing the eye away from the year’s new and
huge, rubber-over-metal “Sabrina” bumper
guards.

In 1975, with the bumper of the “B” now
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1968: a vintage year for Wide -Tracking.

In 1959, when our band of engineering experts
introduced Wide-Tracking, a good portion of
the nation’s eyebrows lifted in skepticism. But
here it is 1968. And Wide-Tracking makes
ordinary cars seem more so by comparison
This year, Pontiacs, like that long, luxurious
Bonneville below, ride more quietly, more com-
fortably, more smoothly than ever before. Our
habit of introducing revolutionary firsts
tinues with the world's first bumper that

con-

You

have to kick to believe. (It's standard equipment
on this year's Car of the Year, the GTO.) And
our reputation for building great road machines
15 enhanced every time one of the five Pontiac
Firebirds 1s sent into motion. Which is often
So there's
will be talked about for
come. And lucky vou. You can own

really no doubt that ‘68 Pontiacs

GM

vears 1o

ane without paying classic car prices

Just visit your Pontiac dealer

r
Wide-Track ‘im Pontiacs
& i

Pontiac capitalized on a growing public interest in old cars in 1968 (April 1968).
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Chevrolet. Buildinga

better way to see the U.S.A.

Dmpala at the beach south of Miami, Florida,

Your new Impala. Starts you relaxing long before you get where you're going.

You settle back on a white sand beach
surrounded by fresh coconuts, pineapples and
guavas. The roar of an ocean lends serenity
to vour lazy vacation-day mood. Some
exotic 1sland? No. Florida.

Right here in America. And Chevrolet
1s building a better way to get vou there.

Impala. It gets you there comfortably.

You can put a lot of miles on it without
getting a lot of miles put on you.

There are power front disc brakes to do
most of yvour heavy footwork. There's an
automatic transmission to do most of your
shifting. There's power steering to do
most of vour turning.

There's an improved flow-through power
ventilation system for bringing in outside
air even when your windows are closed.
Even when your car is stopped.

There's a ride that stays smooth and
comfortable coast to coast. It's all standard
on Impala.

All because we want your new Impala to
be the very best car
vou ever owned.

Talk to vour
Chevrolet dealer.

He's got a lot
more to tell you.

Higlway saiely begins af konte. Buckle wp hefore you leave.

Chevrolet reintroduced an old slogan in 1972 in order to strengthen its marque image after the Corvair débacle, engine mount-
ing problems with late-1960s full-size cars, and a Vega début beset by strikes and quality control lapses. The campaign was suc-

cessful, and sales improved (May 1972).
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entirely in rubber, British Leyland Motors Inc. announced
“The Golden Anniversary MGB” in a double-spread which
showed the latest American-market model alongside six pho-
tographs of MGs from 1925 to 1957. Each was posed outside
an ancient English church, the early models with English license
plates. “Since 1925, MG has espoused a simple but unconven-
tional philosophy: that driving can and should be enjoyed,
not just endured,” said the copy. Another advertisement in
the series reminded readers that “From our first Gold Medal
in the 1925 London-to-Lands End Trial to our latest SCCA
victories, MGs have been racing and winning for 50 years,”
before describing how such experience had influenced the de-
sign of the latest model.

Not that the latest MGB was quite as invigorating as its
chrome-bumpered predecessor. In March, 1966 that car —
with an invocation of the “Octagon spirit” but no explicit nos-
talgia— had been shown with knobbly rear tires and skis
strapped to the trunk as “a car that keeps its feet on the
ground —free of the vicious, unpredictable tricks that care-
less design can lead to.” Ralph Nader’s Unsafe at Any Speed
was by then well known to enthusiasts, and if a convertible

Corvair Monza was only an indirect rival, the Triumph
Spitfire, with swing-axle rear suspension of a type no longer
fitted to the Corvair, was almost a direct competitor.

In the late 1970s, accompanied by famous pre-war and
postwar models, the MGB appeared in atmospheric, Ameri-
can-style countryside-at-sundown photographs to empha-
size the car’s suitability for when “the road narrows to two
lanes and begins twisting through rolling mountain mead-
ows,” as a 1973 copywriter put it. In 1979, MG invited read-
ers of Time and other magazines to visit its showrooms and
enter a draw for a prize: “You could win a classic 1948 MG
TC worth $17,000!... (The car cost $1,875 when new, which
should tell you something about how gracefully a well-main-
tained MG grows old.)” An immaculate TC took center stage
in the company’s double-page spread as a new Midget and
MGB stood demurely behind. The best way to sell an anti-
quated car was, perhaps, to show it with an even more anti-
quated predecessor. Yet as a brand-new convertible the MGB
was, in its last years, a rare commodity, and therefore still de-
sirable to sports car fans.



Chapter 10

“There’s a Ford in
Your Future”

The war years and their aftermath provided a unique op-
portunity for automobile manufacturers to present themselves
as a force for the national good. Patriotism and a sternly op-
timistic outlook were combined in advertising. Civilian car
production ceased on February 9, 1942, and factories were
converted to war production under the guidance of the Auto-
motive Council for War Production, which had been created
on December 31, 1941 to coordinate the use of manufacturing
facilities within America’s car plants. If copywriters could not
illustrate new cars, they could demonstrate how hard their re-
spective companies were working for the war effort, and much
imaginative copy resulted.

Advertisers could also trade on the fact that their last pre-
war models were still running, enabling civilian life to continue
with the minimum of disruption. Of course, if the wartime
motorist had been foolish enough to buy an unreliable 1942
model, he was stranded, with no possibility of finding a new
replacement until the war ended.

In 1945, De Soto could claim that “of all the De Soto cars
ever built, 7 out of 10 are still running.” In one advertisement,
a mother was shown arriving at a school gate in her 1942 De
Soto, complete with concealed headlights. It was raining hard
and the road was slippery, but:

Rain or shine, Mother never fails them. Neither does the fam-
ily car. De Soto cars are rolling up 100,000 miles ... 200,000 ...
even more. Because in all our 17 years in business, we’ve had
this thought foremost in our minds: keep making a better
car.... Today, De Soto manufacturing skill is going into
bomber sections, airplane wings, guns and other war goods.
But when we’re making cars again ... better decide on De
Soto. It’s the car that’s designed to endure.

136

America and her allies were winning the war in Europe
by 1945, but advertisers did not slacken their pace. Most ad-
vertisements in the early part of the year showed military
equipment rather than automobiles. General Motors depicted
tanks, aircraft, and other military hardware in its advertising.
“Where have we met before?” asked Fisher Body (whose peace-
time slogan, “Body by Fisher,” had been amended to “Arma-
ment by Fisher”) in March, 1945:

It was at Tarawa — on the beach at Anzio— in Normandy —in
bombers over Berlin.... These are the recent places where the
craftsmanship symbolized by this emblem has been meeting
up with the men who are winning the war.... Major assem-
blies for the B-29 and other bombers ... delicate aircraft in-
struments ... tanks— the flood of Fisher Body armament
knows no end until final victory.

Buick Division, whose long-running slogan, “When Bet-
ter Automobiles Are Built Buick Will Build Them” at last
seemed appropriate, pointed out that “Buick powers the Lib-
erator.... She’s got four ‘Bs’ in her bonnets!” In May, 1945 it
was the turn of the M-18 Hellcat tank. A mock newspaper cut-
ting was shown: “Buick M-18 Hellcats score in 21 days of
Steady Action.” The text lauded the Army’s war effort, and
pointed out the contribution that Buick’s tanks had made:

Long ago we decided something about the American fighting
man. Give him good weapons to fight with —and he’ll do the
rest. That thought ... guided us when we sat down to design
the M-18 as an answer to the German Tiger Tank.

Studebaker was less triumphalist: “What flyers say counts
most with us” began one piece showing the Boeing Flying
Fortress, for which Studebaker provided engines. A few
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- Of all the De Soto cars ever built, 7 out of 10 are still running

Raln or shine, Mother never fuls them,
Nether does the family car. De Soto
cars are rolling up 100000 miles . . .
200,000, . even more, Because m all our
17 vears in business we've hail this thought
loremost in our minds: ‘NP making a belter
car. That's why we've kept pioneerimg with
so many famous features . . . things like

Hoating power, fluid drive, superfinished
parts, salety-sicel bodies. Today, De Soto
manufaciuring skill is going into bomber
sections, airplane wings, guns, and other
war goods, But when we're making cars
agam . ., better decrde on De Soto. It's
the car thai's Jrﬂgrml' {0 endure.

DE SOT0 MVISION, CHRYSLER CORPORATION

Tunein on Majer Bower' Program every Thuesday, 9:00 te 930 p. m., Eastern War Time

MACK THE ATTACK —BUY

MORE WAR

MONDS THAN

REFORK

DESIGNED TO ENDURE

A 1945 prestige advertisement showing a 1942 model. The purpose of the piece was as much to keep the marque name in the pub-
lic mind as to prime the market for peacetime production (1945 campaign).
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5 V 4
NOWW / KNVOWHW...
opportunity to dream, to work, to grow . ..
to build our America the way we want it to

be...

Back home. ..
and the bombs fading and faint in my ears...

Back here...

With our missions done and the roar of guns
Back here, T remember, now, the power of
America at war!

I don’t want to kill any more . . .

I don’t want to destroy . ..

I want to work and build and make things
live and grow.

And now I know we've got the power and the
might to smash factories and ecities and
countries into dust . . . 1 know that here at
home we've got the power and the will to
build new towns and cities . . . to build an
even finer, an even greater country of our
own. ..

Now | know Americans can think and plan
and work together to build the greatest war
machine the world has ever seen . . . [ know
there's no limit to what we can do when this
war’s won and we've come home to peace.
Now I know this war will not be fought in
vain . . . this Victory can be made real for all
of us . . . if we keep on working together not

to destroy but to create.
Now [ know that if we turn all the power we

have gained in war, to peace .
always be for me and every man a boundless

i\ A New Radio Hit Show! Tunein

there can

*The Andrews Sisters'* and Guest Stors
Sundays 4:30 P.M. E.W.T. Blue Network

That's what War. . .
That's what Victory ...

That's what Peace means to me,

When Victory comes, Nash will go on . . .
from the building of instruments of war to
the making of two great new cars designed to
be the finest, biggest, most comfortable, most

economical, most advanced automobiles ever
produced for the medium and low-price fields
ew Nash Ambassador Six and the

new Nash *600.”

times greater than we ever have before!
In this way, Nash will help contribute the
jobs, the opportunities, the future which will
insure the strong, vital and growing America

. » the n
And we will build these cars in numbers three
all of us owe to those who have fought to

preserve it.

NasH

of NASH-KELVINATOR CORPORATION
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Above and opposite: Contrasting war-time styles. As teenagers in the 1930s, many World War II soldiers had built models of the
Napoleonic coach for the Fisher Body Craftsman’s Guild competition. Nash described the war effort in unusually personal, human,

terms (Nash: February, Fisher: March, Studebaker: April, and Buick: May 1945).
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months later, Studebaker emphasized the important role of
the “father and son” production-line teams who would reap-
pear in postwar copy. Many such teams had been split up by
the exigencies of war. “They’re half the world apart but still
‘working together’” said one advertisement, which described
the careers of “Edward and Roman Kowalski” and their fa-
ther, who remained in America to carry out skilled manufac-
turing work on equipment which his sons used abroad.

A more personal —and sentimental — approach was fa-
vored by Nash in February, 1945. A soldier was shown con-
templating his fate as he stood in front of a heavy bomber:

Back here ... Back home ... With our missions done and the
roar of guns and the bombs fading and faint in
my ears ... [ don’t want to kill any more ... I
don’t want to destroy ... [ want to work and
build and make things live and grow.... Now I
know this war will not be fought in vain ... this
Victory can be made real for all of us ... if we
keep on working together not to destroy but to
create ... if we turn all the power we have
gained in war, to peace ... there can always be
for me and every man a boundless opportunity
... to build our America the way we want it to

be....

The copywriter then took over in his own voice,
and promised cars to come:

When Victory comes, Nash will go on ... from
the building of instruments of war to the mak-
ing of two great new cars designed to be the
finest, biggest, most comfortable, most eco-
nomical, most advanced automobiles ever pro-
duced for the medium and low-priced fields ...
the new Nash Ambassador Six and the new
Nash “600.”

There followed a very small picture of a 1942
Nash to remind the reader of the car he was
longing for.

Peace had returned by December, 1945, and
Studebaker was jubilant. Beneath a painted
street scene in which cars drove in the snow past
a lighted Christmas tree, the copywriter
summed up national relief that war was over:

This year, the beautiful old Yuletide senti-
ment —“peace on earth”— means something
far more real to most of us than it did at any
previous Christmas.... [P]eace is a dearly won
and precious acquisition we know we must
treasure vigilantly .... [A]s the lights of this in-
spiring Christmas twinkle at our hearthsides ...
our nation hopefully, confidently and res-
olutely faces the opportunity to shape its des-
tiny.... Studebaker, Builder of cars worthy of
America’s homes.

Within months, that destiny would include
some startling new Studebakers.

If saccharine prose was an inevitable concomitant of
traumatic circumstances, it was not universal. A 1945 Ply-
mouth advertisement from N.W. Ayer & Son showed a man at
home in his armchair, holding an imaginary steering wheel
with a smile of pure contentment: “Just wait till you get your
hands on the wheel of the Latest, Greatest PLYMOUTH.”
Buick was more modest in the summer of 1945. It illustrated
a car, too:

No, the fighting isn’t over.... But victory in Europe is releasing
many fighting men to come home — and permitting the coun-
try to turn, at least in part, to the making of things they will
find nice to come home to. To many a fighting man, this will

// /}/RH 1ed Zfl— ?fﬁf/ﬂ/ﬁ FAYST

This year, the beautiful old Yuletide sentiment — “peace on earth” — means

something far more real to most of us than it did at any previous Christmas
« «+ In this ever-memorable year of 1943, peace is a dearly won and precious
acquisition we know we must treasure vigilantly . . . And so, as the lights of
this inspiring Christmas twinkle at our hearthsides, as carolers sing their
joyons roundelays and community trees gleam with friendliness, our nation

hopefully, confidently and resolutely faces the opportunity to shape its destiny,

* STUDEBAKER *»

Builder of cnrs worthy of dwerica’s homex

Studebaker captures the national mood for the first peace-time Christmas since
1940. Cars were not mentioned at all in the body copy (December 1945).
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The roads are here, The days come with
each rising sun. And the bustle that now
enlivens Buick's factories is the make-
ready process for getting back into the pro-
duction of cars.

N, the fighting isn't over. Nor is Buick's
war work finished.

But victory in Furope is releasing many
fighting men to come home — and permit-
ting the country to turn, at least in part,
1o the making of things they will find nice
to come home to.

We aim o make those Buicks all that re-
turning warriors have dreamed about —
cars that from go-treadle to stop light will
fit the stirring pattern of the lively, ex-
citing, forward-moving new world so
many millions have fought for.

* To many a fighting man, this will mean
such pleasures as an open road, a glorious
day — and a bright and lively Buick.

WHEN BETTER AI.I‘I'DMUSII.ES

B ARE Buy
l |

This §1 the 1942 Buick whch sefy
the bigh arandards ro be surpassed i
wene modelr now being made ready,

The Army-Mavy “E" praudly Nies
over all Buick plasts

BUICK owvision o GENERAL MOTORS

Every Sundoy Afternoon — GENERAL MOTORS SYMPHONY CF THE AR
—HBC Metwork

Anticipating postwar demand. The car is a 1942 convertible, one of the most modern-looking of its year (September 1945).

mean such pleasures as an open road, a glorious day —and a
bright and lively Buick.

Admittedly, the car shown was a 1942 model, but it heralded
the “high standards to be surpassed in new models now being
made ready.” A yellow Roadmaster convertible stood under
the gaze of a military searchlight, with tanks and low-flying air-
craft dimly visible in the background.

By December, the new model had arrived, reassuringly fa-
miliar: “Yes, its Engine is still out Front” said the headline.
The car was similar to the 1942 model, but there were im-
provements to the engine, which employed:

.. matchless valve-in-head principle used in the engines of
every American warplane. It’s a power plant, indeed, which
in a fistful of vital dimensions is actually made to closer toler-
ances than modern aircraft engines are.

This was perhaps risky, but the good reliability record of
American aircraft precluded misinterpretation, and service
personnel would know that in aeronautical use tolerances var-
ied according to design and materials. In 1946, the same Buick
would be sold with the mixture of euphemism and hyperbole
that characterized most postwar advertising.

Amid the patriotic fervor that accompanied the end of
hostilities, one campaign stood out by capturing the national
mood, and for imaginative artwork. Early in 1945, Ford’s ad-
vertising agency since 1943, J. Walter Thompson, released the
first advertisement of a new series. It showed a clear, blue-
green crystal ball, held in the palm of a hand. Across the ball
was written the legend, “There’s a Ford in your future!” Be-
neath the illustration was the single copy line, “Ford has built
more than 30,000,000 cars and trucks.”

This advertisement, which was widely published, imme-
diately caught the public imagination. The theme was devel-
oped during the year in many different pieces, each of which
emphasized a particular virtue which the new Ford would pos-
sess.

In March, 1945 the slogan was taken out of the crystal
ball and placed underneath it. Within the ball could be seen
pedestrians looking down a street, all in one direction, appar-
ently startled by a vehicle that had just passed, but which was
now out of view:

Whoosh! And you're out in front.... You will scarcely know
it’s running when it idles. Yet when that smooth, soft-spoken
motor springs into action, you’ll go surging out ahead.... This
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with many doVancements
qow 1 prodetion!

/heres a fdfed /n your future!

Here is the most beautiful Ford car ever buill— knee-room, head-room. Mew-lype springs as-
‘with more improvements than many pro-war sure a full-cushioned lovel ride. Brokes are
yearly models. . . . Under the brood hood there's  new hydrauli tra-large and solf.

now and greater power. Plus improved economy —lo moke stops quick, smooth and quiet. . . .«
in oil and gasaline. . . . Colorful interiors invite Ask your Ford Dealer aboul the smartest Ford
you to relax in luxury. Plenty of elbow-room, corseverbuill. FORD MOTOR COMPANY

Tew b, . THL FORD SHOW _ . . C05. Temden
WM P E LT THE FORD THNDAY EVEMING

HOUR . BOE, Sestar #9 PM_LET
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Theres 2 7¢I in your fture!

Above and opposite: Evolution of a successful campaign: Ford promotes 1942’s style with new trim, grille, and engine in 1945-46.
The “teaser ads,” in particular, were novel and effective. (This page and opposite, upper left to right: January, September, and
November 1945 and January 1946. Opposite, lower: September and November 1946).

is not wishful thinking. When the green light is given, we will
be ready to start production plans. In the meantime, the full
resources and energies of Ford are engaged in turning out war
goods to help speed the day of final VICTORY!

A similar advertisement was prepared for May; the theme was
ride comfort, and within the crystal ball could be seen a
mother with her child and dog playing in the back seat of
the new car as it glided across the countryside. “You'll take
your ease in style,” began the copy, “Some day — when Amer-
ica’s biggest job is done — peace will return. And with it
will come a big, new Ford.... Then you’ll have the kind of gen-
tle ride you've always hoped for. So smooth, so packed with
comfort ... you'll find yourself at ease and completely relaxed.”
The copy concluded with a description of the planned im-
provements to the pre-war Ford in the new model, and the
usual assurance of Ford’s continued contribution to the war ef-
fort.

The new 1946 Ford was scheduled for introduction in
September, 1945, but production difficulties delayed its ap-
pearance until October. By September, however, the car which
would be “the pride of the family” could at last be seen in the
crystal ball. A proud family took center stage, and, in one cor-
ner of the picture, the tip of a maroon fender was visible.

October 26, 1945 was designated “V-8 Day” at Dearborn,
and the new model was finally announced. “1946 Ford — with
many advancements now in production!” declared a Novem-
ber advertisement. For the first time, the crystal ball contained
only a maroon Fordor sedan:

Here is the most beautiful Ford car ever built — with more
improvements than many pre-war yearly models.... Under the
broad hood there’s new and greater power.... Colorful interi-
ors invite you to relax in luxury.... New-type springs assure a
full-cushioned level ride.... Ask your Ford dealer about the
smartest Ford cars ever built.

Smartness was enhanced by a newly restyled radiator
grille, and “greater power” (100 bhp rather than 1942’s 90 bhp)
came from the adoption of a Ford truck engine, modified for
installation in a car which had been technically outmoded
even in 1942. But in car-starved postwar America, such short-
comings did not matter.

During 1946, the car and crystal ball were separated. The
new sedan was shown speeding along, while in a separate il-
lustration 1945’s expectant family could be seen within the
crystal ball, dreams fulfilled. Eventually, conventional copy
took over, with both crystal ball and slogan retreating to the
foot of the page and the maroon sedan, now widely available,
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taking price of place and occasionally being replaced by a ma-
roon convertible. Towards the end of the year, in a related but
distinct campaign, “Ford’s out front with ...,” the car was sur-
rounded by proud owners while individual features were
demonstrated in separate illustrations. Cartoon demonstra-
tors added a light touch. The overall theme continued into the
1947 model year with the slogan, “There’s a finer Ford in your
future.” In June, 1948, Ford’s first new postwar car was an-
nounced for the 1949 model year. The slogan was extended to

“There’s a New Ford in your future” and, for 1950, to “There’s
a Ford in your future with a future built in!”

The continuation of 1945’s advertising theme into the
1950 model year was an indicator of the campaign’s success, and
it was much better remembered — and more affectionately re-
called — than Plymouth’s earnest cross-examination of low-
priced car buyers during the same period. In the late 1940s,
Americans wanted not only a product, but a promise of fu-
ture happiness as well, and Ford provided both.



Chapter 11

“Lady, Relax!”

It is positively uncanny how a woman senses style.... Mere beauty never deceives her ... unless the subtle scent of
her perfume ... the cut of her bob ... the curve of her brows ... unless all these things are in vogue her day is utterly
ruined.... It was men who christened Paige “The Most Beautiful Car in America” ... but it is women who have seen
beyond that beauty a smartness and exclusiveness that stamp Paige motor cars style leaders of the season.... Drop
into a Paige-Jewett showroom when next downtown.... Your visit will prove quite as engaging as an hour along the

Rue de la Paix.

With these words, a well-known but relatively minor
American manufacturer enticed affluent, upper-class readers
of The Ladies’ Home Journal into contemporation of a color-
ful and carefully styled product in 1927. The advertisement it-
self was elegantly composed. A modish rendering of a fash-
ionable woman was placed in the center of a display of
fourteen highly colored coachwork designs, whose variety was
intended to beguile her into believing that her car, though
fashionable to the highest degree, was nevertheless an exten-
sion of her own personality. She would conform to dominant
aesthetic mores, yet exhibit originality and taste in her choice.
General Motors was not the only company whose awareness
of the value of style in car choice had consolidated into con-
sidered policy by 1930.

For Paige’s target buyer, the car was not merely a means
of transport. It had to be integrated into an immaculately nur-
tured world-view whose values were determined largely by
appearance. Those values— together with promises of com-
fort and handling ease — would characterize most attempts to
sell cars to women for the next forty years.

Economic independence was enjoyed by few women in
the 1920s, and it could be assumed that the cost of the car was
ultimately derived from the fruits of male economic labor. But
in this upmarket corner of the automobile market, the car was
nevertheless intended to be chosen as well as driven by its fe-
male owner, and the use of it brought freedom, if only on a lim-
ited scale. By 1927, it was expected that the car would work
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reliably, allowing the copywriter to escape from technicalities.
Paige’s copy was an extreme example of a genre which had
persisted in upper-class American magazines for several years,
and which percolated downmarket in the 1930s.

In 1936, Ford was more overtly patronizing, as copy by
N.W. Ayer & Son sought to persuade the female buyer that the
modern V-8 was not an unruly mechanism whose efficiency in
traveling fifty miles without mishap was largely a matter of
luck. The mechanical niceties which brought about this reas-
suring state of affairs were nevertheless largely unmentioned.
(It may be debated whether women were assumed to be un-
comprehending of them, or merely uninterested.) “Lady,
Relax!” invited one headline:

A ride in a Ford these days [sic] is a journey in content-
ment.... Everything is just as you would like to have it. Many
times you will find yourself leaning back and saying —“It’s a
grand car to drive”.... You drive relaxed in the roomy, com-
fortable Ford V-8 — sure of its safety —confident of its per-
formance and dependability over many thousands of miles....
[T]his kind of driving adds a great deal to motoring enjoy-
ment — explains the popularity of the Ford V-8 — tells why it
is the first choice of so many women nowadays....

Omit the explicit appeal to women, add a few performance
statistics and describe the features which gave the car its safety
and poise on the road, and the copy could have been aimed at
anyone — and in generally targeted copy these aspects of the
V-8 were usually mentioned in some detail. But their omission



146 PART TwO : BEYOND MECHANISM

here was typical of advertising that was aimed deliberately to-
wards women and, indirectly, towards the men who, by pur-
chasing the product, would provide for their safety and well-
being. Unlike Paige in 1927, Ford’s copy was essentially
practical, but it was practical in a limited sense, and reassur-
ance, rather than explanation, was considered appropriate for
the female reader.

Fisher Body, promoting its “Turret Top” construction in
Chevrolet guise in 1936, appealed more overtly to male pro-
tective instincts. In an advertisement headed, “Just between
us Girls,” safety was included more insistently in the maker’s
canon of desirable virtues, with an eye to the well-being of a
little girl, shown with her parents admiring the new sedan:

To this curly-haired young lady, the solid steel “Turret Top”
may be merely a new and more exciting place from which to
view the world. But to her parents, it’s the crowning glory of a
car chosen for style, for safety, for sturdiness, for comfort.

It was implied that the parents chose the car together, but their
underlying points of view differed. While Family Man looked
on mother and child indulgently, his wife, at the wheel,
beamed grateful thanks to him, with the clear implication that
he was the provider, and she the supplicant upon his respon-
sible nature. Her motorized independence was granted, not
assumed.

Insofar as their respective roles in choosing the family’s
car differed, the man’s was usually portrayed in automobile
advertising as the more active, purchasing the product and
thereby ensuring his family’s well-being. His wife’s involvement
was largely receptive, once she had expressed her preference.
When both were shown in the car, it was the man, in most
cases, who drove.

In the 1930s, one car sufficed for the average family, and
if the man had overall charge of it, his wife would neverthe-
less be expected to use it from time to time, and Ford was not
alone in realizing that her opinion of the automobile in ques-
tion would be instrumental in its purchase.

In 1939, Buick ostensibly appealed to women in an adver-
tisement which appeared to be written from a woman’s point
of view, but which was also intended to bring indirect pres-
sure to bear on any husband by holding out the prospect of a
loyal and contented wife: “She married an Angel,” began the
copy above a photograph of the new sedan:

You can tell from the car she drives, she has a husband ap-
proaching perfection as nearly as any mortal can!... Hence the
Buick in the family, smart of line and brilliant of behavior ...
and comfort-cushioned for life with the soft, slow spirals of
BuiCoil Torque-Free springing. A car, in short, to delight any
woman — and to thrill any man by its action and life and abil-
ity to travel.

The angelic husband was clearly looking over his wife’s
shoulder in the matter of car choice, and would need to be
assured that her preference, if heeded, would not force him

into a sluggish, unexciting automobile. Custom dictated that
the female motorist rarely spoke for herself in copy; in most
cases, as here, she was spoken for, either by her husband or
by an impliedly male copywriter.

The prevailing view expressed in advertisements of the pe-
riod — that men and women thought in different automotive
categories and consequently were attracted to a given car for
different reasons— was stated with unusual clarity and concise-
ness by Mercury in 1946:

Women judge a car mostly on its beauty, comfort, safety, ease
of handling, and its perfection of detail. To men — power,
economy, and how it’s put together are most important.

Whether this confident statement of the sexes’ respective con-
cerns was accurate or not, it was a representative account of
what copywriters, overtly or otherwise, chose to portray as
accepted wisdom.

These advertisements typified copy aimed at those sec-
tors of the market in which men and women chose cars to-
gether for the family’s use. Where the independent woman
was explicitly targeted (usually in the upper and upper-mid-
dle sectors), she was encouraged to choose a car as much for
the impression it would create among her social peers as for the
sensual enjoyment — or lack of discomfort — that came from
actually driving it. And in the realm of the truly upmarket au-
tomobile, the car might be chauffeur-driven, which meant
that there was little point in boring the prospective owner with
mechanical mundanities in which she would have no practi-
cal interest — such things could safely be left to the back pages
of the catalog. In this context, it was irrelevant whether or not
women were assumed to be able to understand them.

There were, however, some striking exceptions to the
prevailing trend. Several of Plymouth’s ordinary-user testi-
monials of 1937 came from independent women. “Miss C.
Eleanor Hinkley ... drove over 7,000 miles in her Plymouth” in
the summer of 1936, “through mountains, deserts, sand-
storms. In all, she’s driven 31,025 miles ... and her car has never
been touched for repairs ... is still on its original tires.” An-
other Plymouth, used by rural nurse Margaret W. Davison of
Maryville, Montana, was “Never on sick list in 166,000 miles
... goes through in all kinds of weather.” Nurse Davison had
“averaged over 20 miles per gallon of gas ... never had the head
off an engine!... Never yet ... has Plymouth failed me.”

The purpose of these advertisements was not, in fact, to
appeal to the woman driver as such, but Plymouth’s decision
to cite the experiences of realistic independent women indi-
cated that public portraiture of female motorists did not always
follow private reality. By 1937, women habitually drove high
mileages, particularly in rural areas where potential buyers
would not be impressed by metropolitan fads.

Throughout the 1930s and beyond, women — whether or
not specifically targeted as consumers— retained an impor-
tant, decorative role in automobile advertising across the
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Happy is the woman who marries a responsible man, for she shall drive a new Chevrolet. Sexism was not an issue in 1936 (April

1936).
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SHE'S THIRD IN FAMILY T0
PICK PLYMOUTH ‘iovuceo car

Miss C.Eleanor Hinkley has driven 31,025 miles...spent

; ﬁl &dz‘: only about $20. . . gets 20 to 23 miles per gallon of gas

... and she’s delighted with Plymouth performance.

New 1937 Plymouth has still greater

reliability and over-all economy

LST SUMMER Eleanor Hinkley drove
over 7,000 miles in her Plymouth..
through mountains, deserts, sand-storms.
In all, she’s driven 31,025 miles...and her
car hasnever been touched for repairs...is
still on its original tires.

Plymouth stands up! And new fea-
tures make it more luxurious. Scientific
sound-proofing. New airplane-type shock-
absorbers, rubber body mountings and
Floating Power engine mountings. All-
steel body. 100% hydraulic brakes. And
owners report 18 to 24 miles per gallon!

Compare “All Three”...and compare
resale values. You'll want Plymouth—
the car that stands up best. PLYMOUTH
DIVISION OF CHRYSLER CORPORATION,
Detroit, Michigan.

PRICED WITH THE LOWEST

YOU’LL FIND thebig, 1937
Plymouth is priced with
the lowest and offers very
easy payment terms. The
Commercial Credit Com-
pany has made available—
through Chrysler, De Soto
and Dodge dealers—terms

BEAUTIFUL 1937 P]ymnutll De Luxe 4-Door Tum‘mg Sedan, with spacious built-in trun!: as low as $25 a month.

PLYMOUTH BUILDS GREAT CARS

Plymouth’s female motorists were tough, realistic, and independent (April 1937).
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social spectrum. The appeal of a glamorous
model, artfully posed, transferred itself to the
product advertised, which was sometimes
sorely in need of vivification.

The model who posed with a Buick in a

1939 Fisher Body advertisement to set the
“Style note for Spring” could have been dis-
pensed with without any great loss of impact,
but she was altogether more necessary in the
realm of the car tire, an object which possessed
no inherent aesthetic or social appeal.
General Tires showed its “Squeegee” tires
on a wide variety of upper-middle market cars
in 1938 and 1939. Each car was painted white

in order to lend it a sense of glamour (differ-
entiating it from the unexciting norm in paint
colors of black, blue, grey, and green), and to
complement the fashionable furs worn by
posed models. White bodywork also allowed
the black tire, with or without whitewall, to
dominate the artwork. The advantages of the
product itself were explained in the copy,
rather than by illustration, and the overall ef-
fect was attractive, upmarket, and instantly
recognizable. In many cases, General’s adver-
tising was more distinctive than advertise-

SRS THE BEAUTY

ments for the actual cars depicted (such as
Packard, Oldsmobile, and Lincoln-Zephyr) —
a result not seriously compromised by an oc-
casional surfeit of copy.

In 1945, General’s use of fashion models
was taken to its logical conclusion in a color-
ful series of wartime advertisements in which

1S the =ty e this vear 1o have a car vou can
1 see ot of « Anel in the Buick pictured
here, the total glass area has been increased
H2 square inches  all safety plate glass

with 30 per cent more area in the windshield
alone ¥ That inereased visibility gives you u
view of the trafhe —and the world around
vou - that’s anew note in safety oo inGeneral

Motors cars this vear J Add o this the honest

craftsmunship. the solid eomfort and silent
seeurity vou get in Body by Fisher il
the convenience and protection of Fisher
Noo Draft Ventilation and svou’ll know
why =mart motorists =av . ., "For "30,
better pick the car with Body by Ficher™

which mecans a General

Tttt Ty S
s ;i s T .
- Motors cur ol conrse

the tire/woman relationship was more than
one of mere proximity. “Just alike? Not when
you know them” ran the slogan, above pictures
of apparently identical babies, female Service
personnel, brides and, most notably, invitingly
posed chorus girls sitting at a bar. Intimate ac-
quaintance with the tire, explained the copy,
revealed that, in spite of superficial appear-
ances, it was quite unlike any other, just as (the reader in-
ferred) closer acquaintance with the chorus girls would reveal
beguiling diversity. Automobile use was restricted in America
during much of 1945, and with little likelihood that readers
would themselves often be able to buy tires, General’s name
was kept alive in the minds of servicemen by mock-erotic art-
work and suggestive copy which demonstrated, as the pay-off
line put it, that General “goes a long way to make friends.”
Peace brought consolidation of earlier advertising themes
in many areas and, from around 1950, it brought increased
middle-class affluence and rapid expansion of out-of-town
suburbs. Automobiles became cheaper in real terms, and more

[
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Fashion models, stylishly photographed in color, were widely featured in Fisher
Body’s advertising of the late 1930s. A 1939 Buick is shown here (1939 campaign).

families were able to afford two cars, of which one, in many
cases, would be used almost exclusively by the housewife for
access to town from a suburban home.

Given that more women owned cars, and used them more
often, copywriters increasingly targeted the woman motorist
exclusively, without attempting to balance the male and fe-
male appeals of a car by trying tortuously to reconcile diverse
priorities within a single advertisement. A few advertisements
for a marque during a model year could be devised to appeal
to the woman driver alone, and, in the 1950s, the car makers
placed several series in women’s magazines. If a man bought
the car for his wife to use, it did not matter whether he would
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—goes a long way to make friends

Tire advertisements were frequently utilitarian and sometimes alarmist, but General’s were more imaginative than most (1939

campaign and February 1945).

necessarily have chosen it for himself. “Show this to your hus-
band ... when his mood’s just right!” advised Chevrolet in
1956, beneath a photograph of a pale green and black Bel Air
Sport Coupe. “If he complains about those last-minute din-
ners, put this next to his napkin,” advised another advertise-
ment in the series.

Thus there emerged a distinct style of feminized copy
which emphasized color and trimmings and the automobile’s
potential as a fashion accessory — the very preoccupations
which had hitherto been mainly confined to upmarket mag-
azines with a female readership. In August, 1946, Studebaker
advertised its new Champion in The Ladies’ Home Journal:

Here’s “fashion on wheels” that mirrors your personality as
effectively as a Bruno costume.... It’s an eager-to-go, low, long
lovely melody in metal, agleam with gay, exciting color. It’s
richly upholstered in soft, harmonizing fabric .... It’s a dream
of a car to handle — steers, stops and parks with delightful
ease —and the comfort of the ride is really beyond descrip-
tion.... Don’t miss seeing what it does to you and for you....

The car was shown alongside a painting of a woman in a fash-
ionable Bruno tweed ensemble, with close-up drawings of her

shoes, hat, and handbag. The overall tone of such copy was
carefully devised to appeal emotionally to the female reader.
Studebaker’s advertisement was a mild foretaste of what was
to come in the 1950s, when women were enticed into consid-
eration of the latest cars with plenty of exclamation marks,
scrupulous avoidance of technicalities, and frequent use of
selected words and phrases (“thrilling,” “delightful,” and “ut
terly” for example) in a variety of combinations. Though con-
centrated by 1955 in copy for medium-priced cars, this trend
was occasionally evident further upmarket, even in magazines
and papers with a general readership of both sexes.

Cadillac advertisements continued to be targeted princi-
pally towards men, and sometimes to the affluent couple, but
one 1952 advertisement typified its genre. The latest Sixty Spe-
cial, costing $4,323 and resplendent in salmon pink and
chrome, was shown outside an elegant suburban house. The
copywriter set out to demonstrate the social potentialities of
Cadillac ownership:

Perhaps it’s to be a visit to a friend’s home ... or perhaps she’s
meeting the man of the house in town ... or, again, it may be
only for the day’s shopping. But whatever the trip —for the
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woman who enjoys possession of a Cadillac car,
this is the highlight of the day’s activities.... Out
on the highway there’s nothing for her to do

but —relax! She merely preselects the type of per-
formance she wants for the miles ahead ... and
the car does her bidding as if by magic.... She
just leans back, with a queenly sense of well-
being, and listens to the quiet lullaby of the pass-
ing breeze.

Unlike her compatriot in the 1936 Ford, who had
to cope with the vagaries of stick-shift and trans-
verse springing. If one believed the copywriter,
driving a Cadillac was an almost passive activity,
demanding no energy, little intelligence, and no
interaction with the outside world. Driving pleas-
ure in this context lacked any suggestion of the
excitement to be had from operating a powerful
machine, and in this anaesthetized interpretation
of handling ease, Cadillac echoed equivalent up-
market copy of the 1920s.

There was a strong suggestion in much fem-
inized copy that while men drove cars, women
formed relationships with them. In 1952, Mer-
cury:

... built a new car and made this challenge:
Match Mercury if you can. Now we know we've
got the sweetest thing on wheels since the ladies
began to drive ... this is a love affair you can af-
ford.

Nash acquired a reputation as a ladies’ car in
the early 1950s, in spite of 1953’s appeal to “the
boy who wanted a Stutz Bearcat.” The 1952 Am-
bassador, “upholstered in Mediterranean Blue
needle point and striped homespun,” was pro-
moted as the means above all others by which
“your golden dreams can come true!”

De Soto fielded an implied testimonial in
1955. The caption, “Anne Fogarty, famous fash-
ion designer, drives a De Soto Sportsman,” ap-
peared underneath a studio shot of the designer

looking out of the car towards the camera. As the copy made
apparent, the “Sportsman” name was in this case misleading:

There’s no word in the English language that quite describes
the utter satisfaction, the thrill, the delightful ease of driving a

Highlight of the Day’s Activities!

Perhups at’s to be a visit to a friend’s home | ., or
pethaps she's meering the man of the house in
town . . . or, again, it may be only for the day's
shopping. But whatever the tip—for the woman
whov enjoys possession of a Cadillac car, #his is the
highlight of the day's acuvites, For there it stands
in the driveway—proud, eager and beauriful, Its

brilliant finish gleims in the soft afternoon sun,
anid through the window, she sees just a comer of
the gorgeous fabric, Out on the highway there’s
nothing for her t do but— relax! She merely pre-

sefecty the type of performuance she wants for the
miles ahead . . . and the car does her bidding as
if by magic. And with power steering . . . well,
even the motione of driving are so completely effort-
less that she's scarcely aware of them. She just
leans back, with a queenly sense of pride and
well-being, and listens to the quier lullaby of the
passing breeze. Yes, this is that long-awaited inter-
lude in the day's acuvines . . . that wonderful mo-
ment she'll remember till it comes again tomor-
row—the fourney bebind the wheel of ber Cadillac!

YOUR CADILLAC DEALER

Suburban ecstasy in 1952. Not every man could afford to buy his wife a Cadil-
lac, as many British “GI brides” discovered after World War II (May 1952).

Have you ever dreamed of a car so handsomely crafted, so

De Soto.... Here is a car that translates your wishes into action

almost with the speed of thought itself.

In the spring of that year, a special-edition sedan was an-
nounced, called the Coronado. It was available only in three-
tone white, turquoise, and black, at a $100 premium over the
regular Fireflite, and the copy gushingly highlighted its role as

fashion accessory as much as transportation:

distinctive in concept and color that it would stand out like a
rare jewel?... A glamorous new three-color treatment, exciting
and exclusive new fabrics .... No detail has been spared to
bring you a car that is a distinction to own ... a car to turn
heads wherever you drive.

A fashion model was posed beside the car, her clothes care-
fully coordinated to the paintwork and to matching white and

turquoise interior trim.

If any doubt remained about who was the target audi-
ence, it was necessary only to compare this advertisement with
equivalent copy for the regular Fireflite, shown in two-tone

blue, on which the Coronado was based:



152 PART TwO : BEYOND MECHANISM

%%z, NEW DE SOTO

TAKE A TURN AT THE WHEEL of a De Soto. and
it's certain you'll be <poiled for other cars,
For here is a car that is really exciting to
drive. Not only has it= mi_-_'||[}' V-8 eneine the
shoer power you necd for instant response
but there is a smoothness. a4 sureness of con-
trol, a solid feel, tha puts the De Saoto in a
clus= by it=ell among American cars.

So don’t be content to just admire De Soto
style in the showroom. Take a Firedome or
Fireflite out on the road. Try a streich of
cobbles, the steepest hill in town, a hit of
heavy trallie. a road Full of curves and dips.
See if the De Soto isu’t the finest car vou've
ever driven . ., the one car your want to live
with in the vears ahead. De Soto Division,
Chrysler Corporation.

WITH THE FORWARD LOOK )’-

DE SOTO-PLYMQUTH deglers present GROUCHO MARX in "YOU BET YOUR LIFE” on NBC Radio and TV

Above and opposite: An implied testimonial from a fashion designer and a luxuriously trimmed Coronado invited women into
De Soto ownership in 1955. A man was in charge of the regular Fireflite, however. (Sportsman: 1955 campaign; Coronado: May
1955; Fireflite: April 1955).
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Bams Togurty, famas Laateom drsipses, doires & O Sabe partinds.

DRIVE A BEFORE YOU DECIDE

There bs no word in the English lamguage that

from anviling you're likely to find in other cars

fuite deseribes the witer satisfaction, the thrill, Thar is why it is really importane that you “drive
the delightful e driving a De Soto, Here is a DeSowo before you deelde!™ Your De Soto
& car that tramsd dealer will be delighied to have you take a wm
almost with the s insell. There is at the wheel of cither & Firedome or Fireilite,

an eager, maieral st that is spuite ditferent D Sota Division, Cheysler Corporation.

DE SOTO.PLYMOUTH dealers preses 1 GROUCHO MARX in "YOU BET YOUR LIFE™ an NEC Rodio ond TV

Take a turn at the wheel of a De Soto, and it’s certain you’ll be
spoiled for other cars.... Not only has its mighty V-8 engine
the sheer power you need for instant response — but there is
... a sureness of control, a solid feel, that puts De Soto in a
class by itself among American cars.

The Coronado buyer was urged to “make a date with your De
Soto dealer and see and drive the fabulous Coronado today.”
The prospective (male) Fireflite owner, on the other hand,
was much more dynamic, and interested primarily in power,
rather than fabrics: “Take a Firedome or Fireflite out on the
road. Try a stretch of cobbles, the steepest hill in town, a bit
of heavy traffic .... See if the De Soto isn’t the finest car you've
ever driven.... De Soto Division, Chrysler Corporation.”

In a 1956 advertisement, Plymouth emphasized color,
upholstery, and a conspicuously fashionable appearance, of-
fering, in the “Aerodynamic Plymouth ’56,” a “Dream car ...
dream deal! Women love this dream car ... and, with a vital
stake in family budgets, love the ‘dream deal’ that Plymouth
dealers offer....” The copy pointed out useful design features
such as “wide doors that never snag frocks ... generous head-
room, so hairdos stay beautifully in place ... rich fabrics ... and
utmost safety for the children....”

A supposedly female perspective was thus tacked onto

finest pe Soto ever!

Have vou ever dreamed. of & cif #0 Handsomely
crafied, so distinetive in concept and color that
it would stand out like a rare jewel? Then here
is the car 1o fulfill your dream...the superlative,
new De Soto Coronado,

A glamorous new three-tone color treatment,
exciting and exclusive new fabrics creared espes
cially for

‘oponado. No detail has been

spaired ta | acar that bs inction to

OWN ., .0 ¢ irn heads wherever you drive.

Make a

and drive the fabuilous Coronado wday. De Soto

with your De Soto dealer to see

Division, Chrysler Corporation.

DE SOTO-FLYMOUTH dealers oretent GROUCHO MARX in =YOU BET YOUR LIFE~ on NEC Radio and TV

such advantages as interior roominess, and it was noticeable
that “children” of neutral copy became “the children” when it
was feminized in order to entwine the product within the
panorama of the reader’s own emotional relationships. It was
not considered sufficient just to assume that the reader would
apply relevant features to her own circumstances unaided, and
an underlying belief that a woman would remain unmoved
unless the product were overtly integrated into her personal
world-view, and into the circumstances of her own particular
life, was widely apparent.

By the mid-1950s, this pattern was most noticeable in
copy for those types of car which would be chosen by the pros-
perous suburban housewife for her own domestic and leisure
use: in other words, convertibles and station wagons. A 1955
Ford advertisement promoted the “Two-Ford family,” show-
ing a man in charge of a low-priced station wagon, while his
partner sat in a luxurious black and yellow Fairlane Sunliner
convertible.

A year later, Pontiac’s top-line Star Chief Custom Con-
vertible was promoted in flowery, cocktail-party-invitation
script as “a Very Special Car for a Very Special Person!” A
metallic purple and white car was shown outside an exotic,
upmarket venue, tended by the obligatory femme a la mode.

Where women were shown with station wagons they were
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The car that's going places

with the Young in Heart "B

- A ' o1
AerOd y namic Pl Tnouth D6
Plymouth Belvedere 4-door Hardtop Sport Sedan, 28 other models, Furs by Maximilian

Dream car...dream deal!

Women love this dream car...and. with a vital

never snag frocks . . . generous headroom. so hair-

stake in family budgets, love the “dream deal”™ that dos stay beautifully in place. .. rich fabries...

Plvmouth dealers offer . . . making it easy to own and utmost safety for the children ... plus Push-
an all-new Plymouth 56 . .. with wide doors that Button Driving ... only on Plymouth in the field!

Gt the news “PLYMOUTH NEWS CARAVAN" with Jahn Cameron Swayre, NBC-TV “SHOWER OF STARS" and “CLIMAX "™ CBS-TV.

Plymouth appeals to fashion-conscious women in 1956 (March 1956).
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presenting the

Srar CHIEF 07@_&,@%

@ WW\QM%

fre Yoy

If you think this long, low creation is
America's handsomest car, you'll find
plenty of support among connoisseurs
of such things.

But performance is its forte . . . per-
formance that creates for this great
car a class all its own! Under that
sleek hoodline is the 227-h.p. Strato-
Streak V-8 (there's 12 more horsepower

with low extra-cost dual exhausts)!

Pontiac’s oil-smooth  Strato-Flight
Hydra-Matic* completes the most
thrilling power team on the highway.

For those who demand the first word
in glamour and the last word in go—
look no further, here is your car—the
magnificent Star Chiel Custom Con-
vertible by Pontiac.  *An estra-cost option

© PoNTIAC

PONTIAC MOTOR DIVISION OF GENERAL MOTORS CORPORATION

Spoked wheel covers, a continental kit, bumper guards, and a pillar-mounted spotlight enticed would-be sophisticates in 1956

(May 1956).
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usually luxury versions, and suburban rather than rural loca-
tions prevailed. By 1958, luxury wagons were commonplace,
the type having lost all vestige of its austere ancestry for good.
Chevrolet Nomads, Brookwoods, and Kingswoods were pho-
tographed in “fun” and “family leisure” contexts, with moth-
ers and children outside supermarkets and antiques shops.

Given prevailing assumptions, it was not surprising that
where women were depicted as drivers in automobile adver-
tising, they were almost invariably seen gazing out of side win-
dows, talking to passengers, or waving to their partners or
friends in the distance.

The archetypal male driver, by contrast, usually looked
forwards, conspicuously concentrating on the road ahead,

The Bel Air Spori Coupe with Dedy by Fisher, Every window of every Cherrolet i Safety Plate Glass,

YOUR PRIDE WILL PERK UP whenever yow're seen in
your '58 CHEVROLET. One look at those low, wind-whisked lines
and you know you're bound to be noticed. And you'll find still more to be proud

of in the quick, sure way Chevy responds to your touch.

There's just something about Chevy's low, straining-
at-the-bit beauty that makes people sit up and take . 5
notice. And the way this Chevrolet moves! It's got &
quick-sprinting power and a reassuring way of keeping !
its poise, even on sudden dips and curves.

Another big reason you'll be prouder of a Chevy is
that it's the only honest-to-goodness new car in the 1
low-price field. There's a new X-built Safety-Girder
frame . . . new Turbo-Thrust V8*. .. a choice of new
standard Full Coil suspension or a real air ride.* Cars
just don't come any newer!

Make it a point to stop by your Chevrolet dealer's
real soon. What he's selling is high on pride but low on
price. . . . Chevrolet Division of General Motors,
Detroit 2, Michigan. *Optional af extra cost.

Can’t drive, can pose: a Chevrolet owner wanders all over the road and looks
everywhere but in front in 1958. The stereotype survived into the 1960s (May

1958).

undistracted by passengers or admiring neighbors. While his
wife might recline elegantly in the bench front seat, he would
sit up straight, decisively grasping the controls. If women
steered effortlessly with two fingers, men drove with both
hands on the wheel. Where a woman sat in a stationary car, and
her husband was present, she usually looked up at him stand-
ing beside the car; she smiling, seeking admiration; he indul-
gent and solicitous, proud to be the means of his wife’s con-
tentment. These visual codes transcended socioeconomic
boundaries, and 