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“I AM TELLING YOU IN A FRIENDLY WAY::
IT’S A RE - MARK - ABLE CAR!”: ADVERTISING
AMERICAN CARS IN INTERWAR ROMANIA

Lavinia Popica®

Abstract

This article studies the advertising of American cars in interwar Romania.
It asserts that American cars and the advertising of American cars were the most
consumed goods and representations in the interwar period. Moreover, it argues
that Romanians consumed American cars not only in their practical role as means
of transportations or their promises of pleasures and dreams, but also as
representations of American technical progress. The vast majority of American ads
that circulated in Romania were translation and adaptation of American ads
circulated in the United States couple years earlier or were created by J. Walter
Thompson’s international branches for General Motors in their offices in
Alexandria, Antwerp, and, later, including in Bucharest office. The example of J.
Walter Thompson and General Motors is illustrative for the collaboration between
American companies abroad. Working on a global market, imposing global values,
they created a model followed and adopted to a different scale in interwar Romania
as well.

Keywords: advertising, American cars, interwar Romania, Romanian
market, luxury market, consumerism, American influence.

American cars as well as American advertising of American cars were the
most consumed American goods and representations in interwar Romania. While
American cars represented more than 70 percent of the cars sold in interwar
Romania, 30 percent of the advertising in the newspapers was advertising of cars?.
Cars captured Romanians’ imagination and dreams; they became part of the
popular culture. In Cezar Petrescu’s novels, known for the representations of
interwar Romania, one of the characters categorizes the inhabitants of his city by
the corresponding cars’ names: Buick, Nash, Chrysler, Ford or Chevrolet, series
and the number of cylinders; and women passerby, by their approximate or only
illusionary resemblances with Greta Garbo, Lya Mara, and Mary Pickford?.

* Cercetator, istoric, e-mail: lavinia.popica@gmail.com
! Virgil Schulder, “Reclama in comertul modern,” Reclama, nr. 3, 1929, 45.
2 Cezar Petrescu, Oras patriarhal (Bucuresti: Ed. Eminescu, 1982), 101.
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Drawing on the tradition of Marinetti’s Futurist Manifesto, Geo Bogza
writes about owning a car, except Fiat and Citroen, the cars mentioned were
American. Consuming cars meant also association with women. Each car took on
the features of women representative in the society. Cars became new means in
creating and reinforcing ideas about masculinity. Moreover, “the automobile is
both phallic symbol and female object3. At the same time, the associations reflect
on the position these cars held within the society, based also on their prices:

“Look on the boulevard of blood, the cars drove at dawn having women’s
features. The Ford, dressed in a print dress, is a cheap and sentimental seamstress.
Chevrolet has in its design something of the grace and the simplicity of a schoolgirl
wearing her uniform and satchel under the arm. Look, the Chrysler seems an en
vogue actress and the Studebaker an exotic dancer from the Tropics. Buick and
Oldsmobile are not attractive. They have something masculine in them. They are,
in any case, hermaphrodite. In exchange, Nash is a princess with lots of white
pearls, when she walks she looks as she serves the tea”.

The automobile became the site of modern masculinity®. The car, as a
masculine technology, draws a connection between possessing a car and
possessing a woman, driving becomes a sexualized activity. “From the very
beginning cars were less about transportation in the public imagination than they
were about pure pleasure, excitement, and sex”®.

“From the radiator to the tires, from this car bursts the idea of sex, which |
possess like | possess a woman. | friendly caress her hair and | smile at her when |
verify to see if it has fuel. A red kiss is starting the ignition and my fingers touch
the speed gear like | touch the knee. | have the pleasant sensation of giving up
when horizontal, when it bursts forward with me. | embrace the steering wheel like
I embrace the hip and | push the clutch pedal feeling it like | feel the breast™’.

The car is both a necessity and a luxury item in interwar Romania. It helps
create new identities. “For our needs of clothing and comfort, for the rapidity
fulfilling all our necessities demanded in a hurried tempo, for the devices that walk
spatially the voice and the thought, the car became so creative, became so potential
of taste, imprinted on this century new specific forms and patterns. They were
created objects, which have their act of identity built in the steel shell®.

3 Deborah Clarke, Driving Women. Fiction and Automobile Culture in Twentieth-Century
America (Baltimore: The Johns Hopkins University Press, 2007), 46.

4 Unu, April, 1929, 6.

5 Deborah Clarke, Driving Women, 46.

6 Jack de Witt, “Cars and Culture: Songs of the Open Road,” The American Poetry Review
39, No. 2 (March/April 2010): 38, http://www.jstor.org/stable/20684521.

7 1bid.

8 N. H. Maxy, “Arta decorativd si arhitectura in slujba reclamei,” Reclama, nr. 1, April
1929, 8.
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The car show rooms received special attention within the advertising
world. N.H. Maxy analyzed the show rooms:

“Lately old stores for cuffs, old bodegas, and coffee houses were transformed
in sumptuous salons for displaying the cars. No seller grasped the space of
presentation of a car; none studied in detail its shape. Thus, their salon still has the
“renaissance” pillars, the office or English salon lamps; the railings of iron
garlands in the Byzantine style, the ceilings covered with Florentine stucco painted
in white oil. I focus especially on automobiles show rooms because, in the saddest
economic era, only they had the necessity and the capital for a new space™®.

In 1927, a study of the advertising of the automotive products in Europe
evaluated the Romanian market. Discussing Romanian market for automotive, it
underlined the advantages such as cheap gasoline price (16 cents a gallon in
August 1926) and the fair system of highway system, especially compared to its
neighboring countries and the disadvantages such as the unsatisfactory state of
politics, finance, and transportation!®. The study further details the state of
advertising in general and automotive advertising in Romania:

Preparation of advertising copy in the Rumanian language outside of
Rumania has frequently proved unsatisfactory in the past. Best results in the
preparation of advertisements are usually obtained through very close cooperation
with the manufacturer’s Rumanian distributor. Advertising in Rumania is still in its
infancy, and the prospective buyer’s attitude toward advertising is one of suspicion.
Hence, extravagant claims have no pulling power. The methods used by motion-
picture film producers and automobile manufacturers have recently given the country
a sample of up-to-date advertising. Most of the automobile advertising is confined to
the Bucharest daily papers, which have a circulation throughout the entire country*?.

The ads contributed to the diffusion of American goods as well as the
American - style consumption. The advertising of cars targeted wealthy families,
fashionable elites, industrialists, and farmers. They emphasized speed, modernity,
progress, and comfort, but also savings in gas consumption and prices, and their
design. Ads flaunted superlatives such as “the best car in the world”, “the best ever
made”, “the most famous luxury automobile”, “the safety it brought”, “supremacy
on the market” of a model or another, or “the value is bigger than the price.”
Presenting the object - the car - relies mainly on copy, which, at its turn, contains
numerous mechanical and technical descriptions. The images of cars were, at the
beginning of 1920s, seldom static and smaller, while, starting early 1930s, the idea
of movement and speed started to be represented through elongation, streamlined
details, and inclined plan.

% Ibid.
10 Trade Information Bulletin, nr. 426, 1927, 12.
1 pid., 13.
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The advertising of American cars in Romania was translated directly from
ads circulated in the United States and adapted to a degree to Romanian market.
Few ads, discuss specifically Romania. One of them for Chevrolet car, on 16 May
1929 in Universul “is more than ever the ideal car for Romania, with its unpaved
and rough roads”*2. In general, ads underlined the success of the cars in the United
States, but also in various European capitals such as Warsaw, Stockholm or other
important cities such as Alexandria.

Few ads display imagery associated with the representations of the United
States abroad. One ad for Hudson published in Universul on 9 June 1939 has as a
background a graphic image of New York skyscrapers and the Statute of Liberty
with the copy underlining features associated with the United States in the period:
“America, the country of technical wonders, sends us this year the latest technical
perfection”®3, Even more simplified, another ad for Plymouth published in the
same journal on 1 December 1930 shows a Plymouth car in front of a very graphic
image of skyscrapers.

The advertising associates Packard and Buick cars with luxury, accentuating
the prestige of owning a Packard or a Buick. Packard owners, as presented in the
advertising, are Romanian or American elites. An ad from 10 October 1928 in
Universul mentions among the owners prince Nicholas, king George of Greece,
George 1. Bratianu, G.V. Bibescu, Barbu Stirbey, William S. Culbertson. Moreover,
Packard is “the limousine of the diplomats™4. “Packard is the conception of Lux,
the Quintessence as far as automobiles are concerned”?®. Buick as well is “chosen
everywhere by elites. Buick’s clients are the best recommendation for this car. In
any European country as well as in the United States and South America, the Buick
is known as the car of outstanding people. Bankers, lawyers, political and social
elites choose this car before any other™'®. Using statistics from the United States, a
Buick ad underlines the place among luxury cars, being surpassed in sales only by
the cheaper cars: Ford and Chevrolet. Packard also used statistics in order to prove
their reputation or their position in comparison with the competition. To take an
example, a Packard ad on 9 February 1930 accentuated the stability by looking at the
company itself, underlined the stability and dedication of their employees to the
company, but also the durability of Packard car and the stability of their clientele by
accentuating that “96% of Packard owners replaced the old Packard with a new model’.

12 Universul, 16 May 1929, 5.

13 Universul, 9 June 1939, 3.

14 Universul, 12 December 1926, 7.
15 Universul, 9 September 1927, 7.
16 Universul, 4 May 1929, 5.

17 Universul, 9 February 1930, 6.
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Cumpéraji un Buick |

ROMANIA MOTORS S. A

42, BULEVARDUL BRATIANU — BUCURESTI
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Universul, 30 June 1930, 5
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The luxury market that cars such as Packard, Buick, Cadillac, and Lincoln
represented, could be understood at a glance from the advertising. Associated with
elites, aristocracy, Packard was an “object of art” in itself as well as a “wonder of
modern technology™!®. The car advertising tried to differentiate among themselves
not only through their technological improvements, but also their design started to
become a matter of interest. From the simple black car to streamlined bodies in a
multitude of colors, not only companies, but also advertising catered to the taste of
the consumers. Advertising associated these cars with “fashionable people”,
wealthy society. It is common among the social tableaux to allude to activities
associated with high society such as travel for leisure in exotic location such as Taj
Mahal, horse racing, or going to the opera.

According to Heon Stevenson, car advertising tried to establish the
reputation and the allegiance to a brand or another by using five main themes: the
car was always presented as intrinsically excellent, not only by its technological
qualities, but also its appearance; second, by buying the car the future owner will
raise the envy or “keeping up with the Joneses”; thirdly, it appeals to the rational
purchase by underlining the excellent value for the money; fourthly; the future
buyer was invited to consider the established clientele of the product; finally, the
qualities of the product were carefully described in order to justify the rational
purchase'®.

The advertising of luxury cars was limited in Romanian newspapers. To
take as the standard of analysis the daily newspaper Universul (it is the newspaper
with the biggest number of readers and in general advertising agencies, J. Walter
Thompson included, published their ads firstly here) between 1919 and 1939 (the
most important period of publishing advertising for cars based on the number and
repetition of publication was roughly 1926-1935) were published 102 different ads
for Buick, 25 for Packard, 6 for Lincoln, 4 for Cadillac while Ford cars and trucks
had 186 different ads, 180 for Chevrolet. Moreover, most cars advertised were
four, six or eight cylinders.

18 Universul, 17 May 1926, 3.
1% Heon Stevenson, American Automobile Advertising, 1930 - 1980. An lllustrated History
(Jefferson, North Carolina & London: McFarland & Co., 2008), 92.
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LA NOUVELLE

La marque d’automobiles qui a toujours fait
I’admiration du monde se présente avec SON NOU-
VEAU MODELE POUR 1939.

11 vous offre un confort parfait, combiné a une élé-
gance sobre et de bon goiit.

L’automobile connait un nocuvel essor grice a la PACKARD 1939.
| Le moteur en est plus grand que celui du modéle antérieur, qui, 2
I’époque, avait fait aussi sensation.

Cutre les qualités exceptionnelles des modéles précédents, cette nouvelle
voiture posséde aussi D’esthétique d’une aérodynamique perfectionnée.
L’intérieur en est spacieux, luxueux et équipé avec un raffinement
distingué.

Aprés un tour d’essai dans une PACKARD, vous ne vous sentirez

plus a D’aise dans aucune autre voiture.

N. BUTCULESCU

SOC. EN COMMANDITE
EXPOSITION: 5 RUE C. A ROSETTI — TEL 47572

S

Miroir de Bucarest, June 1938, 43

Most likely responding to General Motors policy to have an annual model
change, Lincoln, part of Ford Motor Company, reinforced the importance of a
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reliable, good mechanical design: “Lincoln is a perfect car as is humanly possible
to build. Here is the proof: there are no new models yearly - nor any radical change
was made since its appearance on the market in 1922. It is the car of great luxury
that never goes out of fashion. Its luxury is conservative - its performances are
absolutely certain”?°. As mechanical design was stable, there were twenty different
body types available in order to satisfy the most difficult clients’ taste. “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 main ideas of its
copy were directly translated from American circulated ads, even though in the
United States the above studied copy circulated in an ad in 1927, while in Romania
was published only in 1929.

Lincoln ads, designed to appeal to well-to-do class, accentuated their
luxury, expressed in their appearance as well as the way the car was used. To take
an example, an ad on 10 March 1929 in Universul with very clear, punctual copy
implies that the car was built by wealthy people, not only driven by wealthy
people. The graphic represents a Lincoln car with its chauffeur, while a wealthy
looking woman just emerges from the car, buying a flower bouquet from a flower
girl dressed in the Romanian national costume. Furthermore, the ad also relied on a
powerful slogan “the car that [you] do not discuss”.

20 Universul, 19 August 1929, 5.
21 Heon Stevenson, American Automobile, 96.
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douZzec de caroserii este sus-

ceptibild a satisface gusturile
cele mai dificile.

Tt G . g

Universul, 19 August 1929, 5
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The few ads in which women were represented reinforced gender stereotypes.
Most car ads have men as the active participants, while women most of the time
were just in supporting roles. Moreover, in most ads that represented both men and
women in the car, men always drove. According to ads copy, two main concerns
mostly preoccupied women as drivers or just as participants in choosing a car: the
elegance of the lines, beauty of the car and the safety of driving said car.

On 8 July 1929, the ad from Universul shows a Packard car with a woman
driver, while another one leans casually on the car. The copy details the easiness of
driving the car, despite the power of the car. Another Packard car ad from 14
October 1927 emphasizes that “an elegant woman always chooses Packard”?2,

FRUMUSETE. — Usurinfa ele- ' lexs
gantit a masinei Packard, inii-|cuno
fisarea de elitd o pune in frui-|
tea tuturor masinilor de prefe- 1

4, fie cd posedd sau n
technice, simte ime-
it este mal superior
ul  Packard  celorlalte)
. Misecdrile p
ci Packard in

rintd al omului de afaceri si cu
vazd, automobilul favorit al fe-
meei elegante, Nici o alta ma-
gind din lume nu si-a cagtigat o S s
atdfia prieteni tocmai in cercu- | grele ii dau posibilitatea si se
rile cele mai elegaunte, Insi bu- |strecoare ore intregi prin chiar
pul renume al masinei Packard | viteze mari; aceste toate au fa-|
nu este fondat numai pe fru-|cut si renascd la mulii automo-
musefea ei exterioars, Fiecare | Dilisti placerea curselor cu ma-
care conduce aceasti masgind e- sina Packard.

Intrebati pe cineva care pose did o masind

PACKARD

acueras” »ATLANTA“ 8. A.B. cociViioha s

Universul, 14 October 1927, 7

22 Universul, 14 October 1927, 7.
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On 14 February 1930, another ad for Chrysler has as a slogan: “Automobiles
are judged a lot harsher by women than men”?3. Furthermore, the ad seems to
target women as it presents less technical details and answers questions that,
according to the ad, a woman would ask. The ad offers some practical details,
while reassuring the female driver of its beauty, which according to the copy it is
always the first question asked, the comfort, easiness and safety of driving, but also
its value women being preoccupied with thrift and lastly, indirectly, addressing to
men, the power represented by the six cylinders?4. “General Motors was not the
only company whose awareness of the value of style in car choice had consolidated
into considered policy by 193072,

On 8 April 1929 a Chevrolet ad states that “equally favored by men and
women, Chevrolet became the ideal car of the family”?. Following, pre-
established roles for women and men in choosing a car as well as pre-established
roles in using the car, the ad states:

Men - especially the ones with technical inclinations - admire the safety
and the economy of the Chevrolet engine, which shows enough power in order to
climb rapid slopes with maximum of speed, reaching easily 75 km per hour on a
good road. [....] But Chevrolet, enjoys the stronger admiration of women, who are
delighted by the elegance and the luxury of bodies by Fisher, the first creator of
bodies in the world. Indeed, the most enthusiast owners of Chevrolet are exactly
these women, who choose their car with the same care they choose the house and
the furniture?’.

Another ad for a Hudson car, published on 6 July 1930 in Universul, states
that “each member of the family is delighted by this car”. Furthermore, each
member of the family appreciates different qualities of the car:

Misses finds it luxurious, comfortable in harmonious colors, both the
exterior and the interior are made by artists.

Mister is happy with the spaciousness, the solid execution, yet cheap. Such
a minimum check for a wonderful car.

The son is delighted by the acceleration and the speed, the charm of youth.
The performance of Hudson Great 8 is the performance of a sport car.

You could convince yourself of what we state by taking the car for a test
drive with your family, without any obligation to buy?2.

23 Universul, 14 February 1930, 9.

24 bjd.

%5 Heon Stevenson, American Automobile, 145.
26 Universul, 8 April 1929, 5.

27 1pid.

28 Universul, 6 July 1930, 7.
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Ll P S p—_—
Chevrots i ¢ maging wiced o mesdes

Deopotriva de favorizat de barbafi 1 femei

Chevrolet-ul a devenit magsina ideala a familiei!

Pretutindeni el e aclamat ca o
mare” in loate privinfele, afard

M AREA popularitate a Ch=vrolet-
wiui, uimitorul siu succes in
lum:a intreagi, succes care a avut de
rezuitat vanearea a 1.200.000 de ma
gini in cursul anului 1928, se datoresc
ino bani parte favoarer egal de puter.
mice, pe care 2 intimpinat-o, atit din
partea birbaglor, cit g din a femeilor,

Birbapi, — In special cei cu ap-
titudini tehnice. — admira s'gurarta
5i economia motorului Chevrolet, care
lesf1goard suficientd . ut re spreaurca
rante rapide cu maximum de vitezi
jungind cu usur'nid la, 75 kim. pe
rd, pe un drum bun Posesorii de
thevrolet uri d'n lumea intreaga de-
lar*, €4 motorul automobilului lor e
zal, da'4d nu superior,
inltar antamchila

motoar lor

ma: cactic toare

Dar Chevrolet-ul se bucuri de o
admiratie $i mai puternicd din partea
femeilor, care sunt incént.te de ele-
ganta s luxul caroser ilor Chevrolet,
desenc: te giconstruite de Fisher, primul
carosier din lume. Intr'adevar, cei
mai entusiasti posesori de Chevro-
let uri, sunt tocm d acele femei, care
igi aleg automobilul cu aceias grija
i discernimint cu carc’yi aleg casa
si mobulicrul.

w»masind

de pref.

Examinati Chevrolet-ul ch'ar azi,
cerefi o cursd de incercare, — (e
care orice corcesionar al Chevreoe
let-urilor va fi incéntat si v'o inles-
neascd, — §i veti infelege de ce
(hevrolet-ul e cel mai popular 2uto-
mobil din lume. Apoi agentul nostra
vi va expune planul de plati lunare
§i vi veti da seama ce v§or e pertru
Dv. si deven'ti imediat proprictarul
unui automouil

CH.E VRO LEWN

CHEVROLET - PONTIA® - OLDSMOBILE - OAKLAND - VAUXHALL - BUICK - LA satLe

CADILLAC
D DANIlT]F

CAMIOANE CHEVROLET
AdkaR L1

Universul, 8 April 1929, 5
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Doamna il gdseste luxos, confortabll si in culori ]
armonioase afat exteriorul cit si interiorul sunt g%
i execulate de arlisti. ¥
P ‘Domnul se bucura de spatiozitate, de execufia so- :
lida si totusi eifin. Uncek alat de minim pentru |
0 masind minunata, |
! Fiul este incantat de accelerafie si viteza, farme- ol |
! cul tinerefei, Rendementul lui HIJDSON Great
I 8 este rendementul unei masini de sport
Puteti s& va convingeli singuri de cele afirmate
de noi aceasta facand un voiaj de prob3, cu fa-
milia Dvs, fard nici un obligo de cumpérare,

HUDAON orear §

PRETURI:—

AVANTAGIILE LU HUDSON
STANDARD SEDAN Motor de 80 HP. cu 3 cilindrii, efort mare

8 cilindrii . , , . Lei 365.000 comparatiy puterei loc suficient pentrus
TOWN - SEDAN sau 7 persoane, 4 amortizare, lacit electric,

8 cilindrii . , , .Lei 400.000 parbriza incasabila, mamurabil cu o sin-
SUN-SEDAN

gura mand, 10 diferite caroserii i o bo-
decapotabil & cilindrii . . . . Lei 425.000 gatd colectie in culori,

REPREZENTANT GEMERAL @
soc. NNOEL s.ar
BUCUREZXI, CALEA VICTORIEL No. 105
Expozitia permanenti de automobile HUDSON si ESSEX

PALATUL LIDO B:DUL BRATIANU

FRIMITETI ACEST CUPON INCA ASTAZL

Numele o o o mmnsnnnnssss-t
(ADRESA REPREZENTANTULUI)
V& rog a-ml remite proaposinl eolorat Adresa 4 oo s s s n v s nsnnss
asupra HUDSON-8UPER ¥ respectlv

EBSLX Tho Challenger.

swsksasasnNunnsnennel

Universul, 6 July 1930, 7
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As the previous Hudson ad, other car ads in the period start to pay special
attention to the power of the car. The majority of the ads made particular
references to the power of the car, preoccupied to set clearly the number of
cylinders, the connection between the horse power and speed. They also underline
how smoothly the car can reach speeds between 75 km and 96 km per hour,
pending on the car or model, year of fabrication. Most ads in Romanian
newspapers had clear information about the local representatives of American
companies, local and regional dealers in Romanian territory as well as the prices of
their models, the installments plans and test drive options they offered.

The grace of the car was implied by the grace of women, streamlined
silhouette of the car doubled by the streamlined silhouettes of women. Moreover,
“Fast...elegant. This new Oakland car has the charm of the modern girl. [...]
Elegant, stylish as youth itself”?°. On 19 September 1929, another Oakland ad
represents a group of young people, a young lady driving while two young men,
close to the car: one stays on the car reading the newspaper, the other smoking a
cigarette with a pet dog around him, a little bit farther away another elegant lady
glances at them, it states that “young stylish people prefer Oakland”*°. The ad
further details: “They prefer Oakland because exactly as themselves, this car poses
the vivacity and vigor of youth. They prefer it because its diverse bodies, built by
Fisher, bear the seal of “chic”, which the young people insist to place on
everything that surrounds them, on the furniture of their house, on their clothing as
well as on all the objects they use”3!.

29 Universul, 10 February 1929, 3.
30 Universul, 19 September 1929, 7.
31 | bid.
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eleganla.

Aceastd noud masina
Qakland are farmecul
felei moderne

F!SHER & modelat pe 1929 ¢ serie de splendide
caroserii pentru noul sasiv Oaskland, de formé
joesd i sveltd.

Elegants, cochet? ca insgl tineretes, nous masing
Oskland intruneste toate sufragiile. Radiatorul sau
se deosebegte de tot ce afl vézut pan'acum gl totus
privindu-, exclamafi imediat: ,E perfect exact.
dar ce frumoasi noté de originalitate!® Linille ca-
roseriel merg neintrerupte din laturile radiatorulud
pand la grajioasa curbd de la spate.

Inginerfi su construit pentru Oakland un sasiu lung
cu un centru de gravitate foarte jos spre & da puter-
nicululi motor toatd Intinderea 3i pentru ca magsina

si prezinte stabilitate 3i confort la cele mai marl

viteze. Cu modul acesta ei au dat faimos
Fisher un rar prilej, de care espectul co
land-ului pe 1929 dovedeste ci e stiut

Pornigl la drum cu noul Oakland si retrd
delicioasa emotle a debutulul Dv. de automobilist

Universul, 10 February 1929, 3

The Packard slogan “Ask the man who owns one”, which appeared
intermittently after November 190132 was translated literally in Romanian either as

32 Arthur W. Einstein, Jr, “Ask the Man Who Owns One”” An Illustrated History of Packard
Advertising (Jefferson, North Carolina and London: McFarland & Company, 2010), 26.
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“Ask someone who owns a Packard car” or in the ads, which emphasized driving
as a pleasure and leisurely activity as “Ask the man who owns a Packard”. Couple
of ads did not translate the slogan, it appeared directly in English. The pleasures of
driving a Packard car are greater, Packard a big luxury car determines the owner to
take the lead from the chauffer “because driving a Packard gives so much
satisfaction and content, thus the owner cannot resist to such a pleasure”. Driving is
also a pleasure because of the easiness of handling the car, thus an ad for Chrysler,
on 14 May 1930 accentuated that “driving is childishly simple and easy”3*.

Mai mult decat
in celelalte masini

veti vedea intr’'un PACKARD pe
nsusi proprietarul la volan, pe-
cand soferui in inactivitate va
sedea alaturi.

DECE?

Pentrucd conducerea unui
PACKARD oferd ztdta multumire
si satisfactie, incat proprietarul
nu se poate abiine dela o asa
piicere.

Istrebafl pe mn poseser al asal PACRARD

PACKARD

Reprozentant gemeral peniru FRomaula:

ATLANTA SA

Bucuresti, Calea Vicloriei 116

Universul, 6 April 1929, 7
Ultimately, the cars were associated with and represented modernity and
progress. The modernity and progress were obvious through the technological
innovations they brought, but also the innovations in transportations. In 1938,
Chevrolet, “always in front of the progress,” underlines the evolution of their

33 Universul, 6 April 1929, 7.
34 Universul, 14 May 1930, 9.
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model from an old, outdated model in 1931 to a new perfect model in 1938, yet,
now or then Chevrolet was still the leader of “reduced price cars”%. A modern car
for a modern family has also qualities associated with new ideas about modernity,
meaning a ,,fast, spacious, safe” car®. In its attempt to underline the modernity
through comfort, an ad for Plymouth from 1930 shows a diagram of the car, but
one detailing the distance of windows, chairs, distance between chairs, the length
and width of the chairs.

1938 INSEAMNA UN NOU TRIUMF

Chevrolet 1938, cu moto~
torul s3u cu supape in
cap, cu caroseria s3 in in=
tregime de ofel si'cu ‘sose
Densiunes sa excepticnals,
oferd pentru un pret mo-
dest avantajiile unei magini
de mare clasa.

bune si fiecare masind
i noud a realizat inten-

A s Posesortt maginilor

4 tia lenc!or Genn.al Cheorolt & o
Motors de a face din avantajul serviciulu,
Chevrolet primul au- :::;:‘ al atetierelos
tomobil in categoria sedd td:::m |

i celor de preturi mici. ateliere din fard. | |

SVEeEUVURSALRE

SIBIU Sir. Regins Marla No. 25
TIMISOARA Str. Regina Maria No. 4
CERNAUTI Str. L Flondor No. 1

A & Co. 5. Tache lonescu, 30 Telsfon 2:1383 |

Dt

Universul, 9 April 1938, 5
Ford Advertising
Ford Company’s main means of advertising were permanent ads in the
main daily newspapers and magazines, large posters, The Ford Bulletin and
Revista Ford, ,,Ford Page” - a permanent page in the magazine Motor, posters of
33 - 38 cm priced at 30 lei per hundred, showrooms, exhibitions, but also radio

35 Universul, 9 April 1938, 5.
36 Universul, 14 September 1929, 7.
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shows. Launching a contest for the best photography taken by Ford owners was
also an important way to further stimulate the consumption of Ford cars and other
Ford products by involving the consumers. Among the prizes were a Ford radio or
radiator. Revista Ford aims to be a magazine for the general public, while detailing
the accomplishments and activities of Ford Motor Company. In its pages it shows
the factory as well as images from the factory, the workers, the assembly of the
cars, the showrooms, the dealers of Ford cars in the country, the workers’ choir of
the company.

In the early 1920s, Ford advertising was a simple announcement, very few
graphic images. Ford’s representatives in Romania, Noel, Colin, and Meribar just
announced the cars, trucks, the arrival of spare parts, and Fordson tractors and their
prices. Few details about the small consumption of gas (10 liter for 100 km) or, in
the case of the Fordson tractor, details about the advantages it could have brought
in facilitating rural labour such as the speed, the increase of production, and the
cultivated surface. Fordson ads usually had a rural setting. An ad from 27 February
1921 in Universul sets the qualities of Ford cars accentuated by advertising:
resistant, powerful, yet light, economical, comfortable, yet cheap®'.

87 Universul, 27 February 1921, 3.
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Universul, 27 February 1921, 3

Starting with 1926, more elaborate ads for Ford cars appeared in Romanian
newspapers and they made direct references to Ford Motor Company in Alexandria
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or lIstanbul until 1931, when a local branch is opened in Romania. The ads
presented the showrooms, advertising the new Ford cars that arrived every year.
For example, in 1928 an exhibition organized at Alcazar extended its schedule
because of the success the cars had, which can point to consuming cars not only as
goods, but consuming them as images and representations. Many ads covered an
entire page of Universul, elaborating the success of Henry Ford as well as Ford
cars. These ads were dominated by text, explaining the advantages of owning a
Ford car, detailing its mechanical accomplishments. Seldom, ads warn against
using fake spare parts for Ford products. Advertising stressed power and safety,
durability, speed and performance, elegance, but also thrift and the superiority of
Ford cars. They accentuated necessity, savings, low prices and instalments,
comfort and luxury. Besides mechanical discourse, most ads focused on their
market (elites, industrialists and businessmen, farmers). Most of the ads included
richly dressed bystanders (single men, families, rarely single women or women
with their children).

Women were rarely represented in Ford ads, mostly as passengers. For
instance, only one ad reads ,,the lady prefers the Ford car because of its grace and
safety”8. Moreover, this ad offers a detailed description of the car, accentuating its
elegance. The ad appeals to women consumers by underlining ,,the discreet and
aristocratic nuances of the car, luxurious interior comfort [...] in order to satisfy the
most refined taste”°. Instead, Revista Ford dedicated an article to women drivers
presenting them as elegant, followers of women horse riders, yet part of the city
tableau, simple and natural.

38 Universul, 22 March 1931, 3.
39 |hid.
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L= _erTTry

Suplete  sxtraordinari. Reprize
fulgeritoars. VitezA orard 100
< Km. Teats ascensiunile In prizh
cel mai desavérsit al acestui gen de autovehicul. dirscth. Materis primi de cali:
Ford, in numir de 6 —din care 4 comandate de pedala de piclor al

ce contra accidenteldr circulatiei, este un automobil puternic,
in mod instantaneu de comenzile conducitorului. Noul au-

udaille. Mare varis-
lo., cu parbrize din
18 4i garnituri exte-

re o importantd capitald datoritd confectioniril parbri-
ima cauza cea mai curentd a ranirilor atdt l vioure: dia yet traaiabil G

| complects de culosi.
ice cu comandd la
speciale contra ®
rd — protejeaza in
te. Dar
1a

alitdti neplacu REVANZATORI PESTE TOT

| Lincoln

Universul, 22 March 1931, 3

Ford cars were also part of racing competitions in interwar Romania.

Numerous ads record the victories of these cars. Both in Romania and Eastern
Europe, Romanian drivers won some important prizes while driving Ford cars. An
ad using the symbol of the Parthenon, show Ford cars racing toward it announcing

the first five places were won racing with Ford V8.
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INCA O DOVADA

A SUPERIORITATII AUTOMORBILELOR FORD CU OCAZIA

RALLYE-uLu BALCANIC

DELA ATENA DIN 14 IUNIE 1937

PREMIUL 1 DIN 25 MASINI
D-1 Petre Cristea pe FORD INSSC FkéiED.U'EIRAU
PREMIUL 11

Ele s'au claset in primele

D-na Lucie Pappos pe FORD cinci locuri, dov'd-rfd incd
odaté superioritatea lor ca-

PREMIUL 11 : :uglc;ricé. :un nou succes,
o 15 zile dupd ce o masing

D-1 Ing. toan Colceag pe FORD  FORD conduss de 4 doamne
o doborit la Monthléry

PREMIUL IV (Franta) 25 de recorduri din
. care 15 recorduri internali-

D-1 Jean Katsicopoulos pe FORD onale 3i 10 recorduri mon-
diale core au fost omolo-

PREMIUL V gate oficial, aratd rezistenta
extraordinerd a masinilo
D1 Colonel Berlescu pe FORD S R, e

Timpul, 21 June 1937, 8
Along with the characteristics of the cars, ads also announced the programs
they presented on radio. For example, the ad in Universul from 7 July 1932
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announce their radio program on Tuesday, Thursday, and Friday or another ad
from Timpul, 24 December 1937 announces the choir of Ford Motor Company’s
musical program on the radio.
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Incontestalil’/
CEL MAI ECONOMIC MOTOR DE 8 CILINDRI
; E MOTORUL NOULUl &Forregd

‘ OUL Ferd de 8 cilindri, expus in :
! N Calea Victoriei, 116, gi-a atras ad- ord||

| miratia tuturor. Acest automobil e astazi

nu numai cel mar solid, confortabil, ele.

ci i cel mai eftin. Inte'adevi, in-

superioar € ild s
cirei pu N
Cumpirati un Ford. Veti avea o -\\ N
ind eleganci, solidi si confortabild, \ )
¢ (532 o >»s':\
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RADIOFONISTN

Ascvliali Mo
840, — Scm

EXPOZITIA NOUILOR MODELE Vo

oite deschish pans la 10 lulic, dela ore 111 5. m. 4 5-11 p.m

CALEA VICTORIEI 116 = BUCURESTI

Universul, 7 July 1932, 7
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By buying a Ford, you buy comfort, elegance, solidity”*°, it brings not
only pleasure, but also comfort, the ad accentuates the comfort a car can bring in
one’s life. Ford is ahead of the time, ,,by presenting today the car of tomorrow”4!,

La expozifia Ford noul g 9 cilindri a starnit un adevdrat entuziasm

OUL model Ford a fost cons-  masina confortului. Dar acest au

mi de o eleganta care’
3 o gratie desivarsiti. Cum
Ford, cumpirafi con
a st soliditate.

INTER

Ford
FORD A DAT O
| preETARE CONsTUNGIOAS
/ CUVANTULUI ,SER E

A
I

X OV
S B, = G
Jos, VAR “'}i:(s'f rﬁ‘,‘/
EESS ] L e
RADIOFONISTINT

| o

NOUILOR MODELE
CALEA VICTORIE]L 116 = BUCURESTI
|

trul de gravitate foar

si din spate

sinea din fatd

Universul, 4 July 1932, 3

40 Universul, 4 July 1932, 3.
4 1bid.
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Another ad shows a man with glasses browsing a Ford catalogue, the other
half of the ad presents a Ford car driven outside of the city with the copy ,,the man
who thinks always chooses Ford”#2, accentuating the undeniable value of the car,
while having a moderate price. This ad depicts choosing a car as a rational process,
emphasizing the role of consumer in taking an educated decision.

The ads also started to appeal and mention the pleasure of driving. ,,Styling
and engineer features incorporated into the automobile had to represent fun,
escape, and adventure. This orientation of consumer’s perspective - in which he
willingly colluded - had little to do with the car as transportation, and everything to
do with the fantasies and aspirations evoked by its particular characteristics™*3. The
ad underlines again the comfort, the easiness, and pleasure of driving: ,,You will be
rested at the end of the trip because of the mechanical functionality, because is a
big car and the driving is smooth, comfortable despite the road conditions44.
However, the pleasure of driving does not come only from driving because of the
above mentioned qualities of the car, but also the pleasure of automobility, driving
itself is a pleasurable activity. The following ad reads: ,,drive in order to experience
the pleasure this exceptional car brings to you*. The pleasure of automobilism
comes from the mechanical qualities of the car such as the speed Ford can reach,
but especially from the psychological sensations and emotions it creates. Thus,
,»you feel an imperative need to drive - driving only for the pleasure of driving — to
experience again that sensation of power, of safety, and absolute control that this
exceptional car gives you™*®. The car brings the owner, the driver mobility, but also
freedom. ,,A combination of snobbery with escapism promised new social, as well
as geographical, horizons™*’. To take an example, Grigore Gafencu, Romanian
politician and foreign affairs minister in interwar Romania, discusses in his
memoirs the pleasure of driving, albeit a Chrysler car: ,,Moments of complete
happiness when this wonderful car slides on the paved roads of Hungarian
neighbours. Peace of soul, peace of mind. The sensation of flight, the flight with its
strong vibrations and the deafening noise of the motor cannot give it yet”4,

42 Universul, 4 April 1930, 4.

43 Heon Stevenson, American Automobile, 81.

4 Universul, 31 March 1929, 7.

45 Universul, 5 June 1929, 2.

46 |bid.

47 Heon Stevenson, American Automobile, 81.

48 Grigore Gafencu, Insemndari politice (1929-1939) (Bucharest: Humanitas, 1991), 134.
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Asosit vara, sezonul in care apreciem
aerul curat al campiilor. S& pérasim
deci orasul zgomotos, spre a ne recrea la
frumusetea unui peisagiu inverzit, la viafa
simpla si linigtitoare a cémpiei récoroase,
spre a uita — la sanul naturii — vartejul
vietei de oras. Aceasta perspectiva ispititoare
e astazi la indemana fiecéruia; chiar aceia
cari nu dispun decdt de putin timp si de
mijloace limitate, pot realiza aceasta dorin{a

lvlasina Pentru excursiunile lungi

¢ Noul

Torpedo Ford

Cici, mulfumitda Noului Torpedo Ford, care
— la un pret foarte moderat va ofera: vi-
teza, o siguran{d absolutd si un confort
complect — oricine va putea realiza acest
vis, dorit atdt de intens. Viteza lui vé per-
mite de a face excursiuni lungi, siguranta

sa infrénge ultima ezitare, deoarece va veti

convinge la prima cursé ca, cu aceasta ma-
sind sigurd §i confortabilda automnobil mul

e o adevaratd placere.

_.:’7—/ lé»ﬁr’/:t;ﬂﬂdﬂl/’;;/h"r[' Tnc Thevandird! .};ﬁ&‘

Universul, 27 July 1929, 5
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Asezali-vi la volan -
pentru a cunoaslte placerea ce procura
accasla masind exceplionala.

Bucuria pe care o simte cineva de a
conduce FORDUL nou, nu este datoritz
numai vitezei — siguranfej — confortulyj
— regularititei mersuluj — mdndriei din
cauza frumusetei liniilor $i a colorilor
acestei masini — dar este deasemenea
datoritd pldcerei Pe€ care eaooferd auto-
mobilismului.
Chiar la pornire, 1a prima Dv plimbare,
simtiti 'n mod hotirat cd aveli aici o
masind alertd si capabili. O masini
care va fi la indlfimea tuturor even-
tualitdtilor. O masini care nu cere decat
a fi rulatd. Dotati de o vigoare nouj.
Condusi tot atat de usor in mijlocul unej
circulatii  dificile ca $i pe drumul mare.
Simtifi o nevoie imperioasd de a fj la
volan — de a conduce numai pentry
plicerea de a conduce — de a cunoaste
din nou aceasti senzafie de putere. de
sigurantd si de stdpinire absoluti pe
v'o di aceasti masind exceptionala,
Céci puteti obtine astizi pe un
pref redus, tot ce suntefi indrep-

care

tafit a cere automobilului modern. ca-
roseria de otel.. liniile joase $i armo-
nioase... alegerea culorilor... viteza de
95—105 km. pe ori.. motorul cu 4
cilindri dand 40 caj putere la 2200 ro-
tatiuni pe minut.. acceleratia rapidi...
consumatia de 8-10 litri pe 100 km. de-
pinzind de vitezi... rezervorul de ben-
zind de siguran{i, sub torpedou, per-
mitand scurgerea directi prin cadere...
frinele pe patru rofi de tipul mecanic
$i cu sabofi in interiorul tamburiior,
avand o actiune eficace la cea mai
micd presiune a piciorului... frina de
mand independenti de franele pe patru
rofi... amortizoarele hidraulice Houdaille...
noile arcuri transversale, de o constructie
exclusivd FORD si asigurand o suspensie
remarcabild.., rezistenta si regularitatea
care sunt caracteristica produselor FORD
$i cheltueli de intretinere minime. Toate
modelele FORD sunt inzestrate cu un
. Pparbriz de geam triplex, incasabil,
\’:) fara supliment de pret.

Universul, 5 June 1929, 2
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Ultimately, Ford ads, more than other cars’ advertising, accentuated the
low prices. They explain the low prices through their economical acumen, but also
because of the durability and the resistance of their products culminating with an
ad stating ,,it’s worth more than it costs™*. Moreover, a Ford car is likely to appeal
both to amateur drivers and professional drivers. Ford represents itself in
advertising as ,,the universal car” rather than a high class car.

,,-Ti-o spui prieteneste

5 s
este o magsind re-mar-ca-bi-ld... ¢

Teti initiatii stizu, chiar ina!ntga
araritiei tui, ca N.ﬂ-ul Ford"la fi o
trasura remarcabila. Acm':\.xme?:ze.
acsst lucru este cunoscul de catre
oti amatorii. . N
‘I;trebati ce acei dintre prietenii
Dv. cari sunt proprietaride n?asin\
de clasZ: muiti dinire acestia, cu
Cereii o demon- sigurantd, va vor depune regretu!
: lor de a nu fi cumparal un Fgrd
Acestia sunt vitorii proprieiar de
Forduri. Dar si Dy. vaii cumpara,
suiter Ford. acest minunat vehicul....

ATRCRAFT

Universul, 26 May 1931, 3.

49 Universul, 8 October 1931, 7.
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1937 -« FORD V& _

/ V vy // :ﬁm’,‘)ﬂé/g\” )

FORD vawmg” ;PF)RD V4 f1937

IMECHANISCHE VERVOLLKOMMNUNG,
ELEGANTE LINIE, ERMASSIGTER PREIS

Perfecfiunea mecanica, linie eleganta,
pref re d us
m [FOID. oo o moyis

Ford ads, J. Walter Thompson, Bucharest Office Proofs

Source; From the Collections Ford Motor Co. Archives - Ford Museum
and Greenfield Village, Dearborn (MI), Acc. 1790, Box 24.

Although very graphic, the covers of Revista Ford show Ford cars in
different settings mostly in Bucharest, yet, most covers show the car in static
positions, without a driver. The advertising of Ford cars in this magazine is more
graphic, most of the articles and ads showing photographs, mostly black and white
of Ford cars. They set the car within the city as a symbol of its modernity, the car is
,the mirror of the modern city”®. Images of American modernity such as The
Telephone Palace, but also other modernist buildings such as Scala Palace are
associated with Ford car.

50 Revista Ford, November 1938, 5.
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Ford, masina
timpurilor moderne

Automobilul Ford V 8 intru-
neste foate calitatile:

stil, soliditate, confort, per-
formanta, economie

Sasiu: Distanta intre axe 285 m
pate cu cauciucuri 6.50

cu perefii albi. Frane

cabluri din sarma de

se parfial in tuburi meta-

tusite cu cauciuc. Franele sunt
te cu servo-actionare proprie

rin snec si rulou, demul-

e 182—1

Motor: Alesaj si cursa 77,77 » 9525
Cilindrea 3621 cm.'. 85 C.P. la 3800
= pe minut. Ungerea sub presiune

a: cu doua pompe de api

MAXIMUM DE RANDAMENT, ECO-
NOMIE, CONFORT $I ELEGANTA

¢ \
e g hon Tl 5 S v i

Revista Ford, January 1938, 8
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Automobilul este oglinda orasului modern.
lata cateva aspecte ale Bucurestiului, re-
flectate in caroseriile de lac ale automobi-
lului.

Jos, pe spatele unut FORD, ca intr’o apd
clard, se vede Palatul Scala.

Revista Ford, November 1938, 5

Taking into account the categories it addressed, the advertising suggests
several types of car cultures in Romania: luxury cars, middle class - sedan cars,
sports cars, and trucks. As previously mentioned Ford cars were successful, yet out
of 16 models sold on Romanian market, Romanians preferred three: coupe deluxe,
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cabriolet deluxe, and Fordor deluxe®. Ads suggested that pending on these
categories the automobile was important for working, transportation, racing but
also for leisure.

Most ads for the tractor Fordson appeal to the rural world, with one
exception - an ad ,,Fordson and industry”, which details the advantages Fordson
brings to industrial life as the fact ,,it produces double with half the spending and in
half the time”%2. The advertising of Fordson truck paired with articles about the
motorization of agriculture gives a complete picture of interwar Romania truck
culture. Buying a truck for personal use, but also the Romanian state was interested
in promoting its use. The low prices for agricultural products, explained through
the increased efficiency and the decrease of price production through the
systematization of work affected directly Romania, a rural country. The rhythm of
production in the United States, helped by the rationalization of work was a model
to follow. Thus, the agricultural production ,,must not rely on luck, but on modern
scientific methods™®3. The tractor, a new Ceres deity, brings the economy of the
cost of production as well as the economy of time®*. The majority of Fordson ads
appeared under the slogan ,,it’s worth more than it costs”, explaining how easy it
was to handle it, accentuating the better yield. ,,It plants seven - nine acres, while
the oxen do not even plant two acres”® or ,,with Fordson you will reap one hectare
per hour”®, while the price was 730 $ or 160,000 lei in 1930 to 100,000 lei in
1933.

51 From the Collections Ford Motor Co. Archives - Ford Museum and Greenfield Village,
Dearborn (MI), Acc. 1790, Box 24.

52 Universul, 17 December 1927, 7.

3“Motorizarea agriculturii,” Revista Ford, January 1938, 4.

54 Ibid., 4 - 5.

55 Universul, 10 May 1930, 3.

56 Universul, 27 August 1931, 3.
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In momentul recoltei

timpul castigat echivaleaza cu bani.

Vi convine a pierde o zi intreagd cu seceratul §i adunarea recoltei
de pe un cimp de 10 pogoane?

V3 convine a pierde cu boii de doud ori atdt timp cit v'ar trebui
pentru recoltarea cu ajutorul unui tractor Fordson?,

Ceati zice de un om, care s'ar apuca si recolteze cu ajutorul unei
secere, aga cum o ficeau stramogii nostri?.

Stiti prea bine 3 cu cit veti recolta mai repede, cu atat mai mare va
fi castigul realizat.

Un Tractor Fordson va remorca o seceratoare de 2,40 m. i va va
recolta bucatele de pe doud cimpuri de 10 pogoane fiecare, adica 20 por
goane intr'o singurd zi §i numai cu jumitatea cheltuelei. Nu este decat
ceeace 2 fost realizat de orice agricultor, care a cumpirat un Tractor
Fordson. Nu numai ci ii s'a dovedit, dar fiecare agricultor s'a convins ca
acest Tractor il scuteste de o cheltuiald, la economisirea cireia el nu s'ar
fi gindit niciodati. Intrebati pe Agentul Dv. Ford in aceastd privingd,
dar ducetivi chiar azi, deoarece orice pierdere de timp este §i o pierdere
baneasci.

Randamentul dublat — Cheltuielile pe jumatate

Tractorul merge tot atat de bine cu gaz obisnuit ca cu ben-
zind. Agentul Ford cel mai apropiat vi va explica felul in
care Tractorul Fordson merge cu motorind.

Universul, 24 September 1930, 9
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Ford truck advertising, ,,the most efficient mean of modern transportation™®’,
always addresses to industrialists. To take another example of advertising Fordson
truck, in October 1934, Ford Motor Company organized a caravan of ten trucks
and visited industrialists and merchants to demonstrate the utility of their trucks for
diverse transportation®. Although, the main features the advertising presented was
the low price of the Ford truck, other qualities mentioned were its sturdiness,
resistance, safety, and economy. Most ads consisted of a graphic image with the
truck, without a driver, few showed a couple of workers or images of factories in

the background.
o : ‘
{3 T
s;‘ ) ‘,- 34

¥

Cate-va fapte:

Camionul rord de o tond este eel mai
eftin. Comparayi preturile! Camional
Ford de o tond necesitd cele mal mici
cheltuell de intretinere: Observati pre-
nrile pentru piasele de schimb.

Camionul Ford de o tond ests in actuala
viata de afacerl, Indispensabll, altfel
n'ar aves o astlel de extraordinard

rispandire In toate ramurile de afaceri § diterite dp:m:

L genuu toate felurile de transporturi. earoseril,

In lume sunt mal mults eamioane Ford Tivrabile

in ftunctiune, deciit din toate mircile

impreuni. cm
Y

Vigitatl lncd sstlisl ps snul dis sumerosil doglr

= rzgregent-ng din :"

Universul, 15 December 1926, 5

57 Universul, 21 November 1929, 3.
58 Universul, 29 October 1934, 5.
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“I AM TELLING YOU IN A FRIENDLY WAY: IT’S A RE - MARK - ABLE CAR...

amionul Ford vi ofera solufia cea mal nime
ritih peniru problema transportuiuiin intre- !
i prinderea Dv.: Economie la preful de cumpa-
E c u N U M l E . rare, ecopomie la reparatii, economie la chel-

i tuelile de exploatare, in fine economie la coun-

in { sumatia de benzina si ulei, deoarece Camionul

¥ :  Ford consuma, pe tona §i pe kilometru, mai pu-
'RANSPUR"IRI ' tin decat orice vehicul de aceasta categorie.
Numarul vesnic crescand al Camioanelor Ford
io circulatie pe toate drumurile lumii, este o
dovada categorica a realizarili acestor econo-
mii in tragsport. Constructia Camionuiui Ford
este foparte rezisienta, rezisienta ofelurilor
Ford este celebri. Serviciul nostra de reparatil
va ofera cea mai mare garantie de competinta
si de serlozitate. La oricare revanzator Ford
vetl gasi, in permanenta, un specialist. Cereti
o demonstratie de proba celui mai apropiat Re-
vanzator.

FORD MOTOR COMPANY

vincoLn {€ER FordSOn

= S O B TESE MRS
SR %

Universul, 14 May 1931, 5
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- ~amioanele si autobuzele FORD V-8 inlocuiesc
peste tot, cucel mai deplin succes, camioanele
si autobuzele mari si scumpe, mai ales in con-

ditiuni grele de serviciu. Acest fapt nu mai surprinde
azi pe nimeni. Pind mai ieri, camioanele si autobu
zele necesitau un surplus de for:i, care nu se putea
avea decét plitind un surplus de pret. Dar azi situa-
fiunea se prezint3 cu totul altfel. Camionul FORD V-8
posedd un motor de 80 CP si se vinde cu jumaitate sau
chiar o treime din pretul camioanelor sau autobuze!or

————

Este un adevar

necontestat cd

aulobuzele §i ca-
mioanele

FORD V-8

merg mai rgpede:
si consuma mai
putin, atdl ben-
zind cdt § .ulez,
sereparimalles-‘
ne, obosesc mai
putin echiga|u|_,
si se uzeazad mai
incet. gralie _une_z
judicioase dzvstrf-
bufii a incarca
furtt.

==

care acum cati-va ani dispuneau
deoasemenea forta. Acest motiv
singur a fost suficient pentru 2
convinge pe mulii dintre actuali
proprietari de camioane si auto
buze FORD V- 8.

Mai sunt insi multe alte argu-
mente care atrag zilnic noui cum-
paratori. In primul rand, ei si-au
dat seama ca economia realizat3
la cumparare este numai un in-
ceput. Adevarata economie pen-
tru un proprietar de camion sau

autobuz FORD V-8 apareatunci
cand el compara contul de ex-
ploatare al masinei actuale, in
raport cu acelea mai mari
sau similare din trecut.

O INOVATIE _
SGENZATIONLA
A LUI FORD

Jupd mit st mii de kilometri de
ulaj, motoarul necesita o reparatie
mai mare. Ford ofera, pentru un
oret extrem de redus, mai redus
decat al oricdrer reparatlii, schim=-
oarea motorului cu unul refacul
n uzinele FORD sipurtand marca
de garantie. Astfel, o reparatie
costisitoare, care imobiliza masina
zile inlregc m garaj, se jace in

cateva ore, prin montarea unui
motor nmoucu un tarif fic i
redus.

Joarte

Universul, 27 July 1936, 7
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Fordson truck has also an important role in the process of consumption,
being ,the agent of the safe union between the producer and the consumer”®,
Fuelling consumption also means the standardization of transports, using methods
such Taylorism, rationalization in each aspect of the process.

O ftrdsurd de unire sigurd

intre producdlor si consumalor

DACA in transactiile dintre produc?ﬂnr si consumator
factorul ,transport” trebuic si indeplineasca in in-
tregime importnntele sale functiuni, mijloacele de trans-
port trebuie si fie in primul rind regulate s sigure.
Atunei numai se va puleca lucra intr'un mod rational
§i renumerator.

Camionul Ford de o toni § jumitate a fost con-
struit spre a atinge acest scop. Puternicul siu motor
de 40 cai putere, osia sa dinapoi de o constructie spe-
cials, areurile sale dinapoi de tip cantilever, pretul sin
initial i cheltuelile sale de intretinere mici
siu de benzind extrem de redus, impreu
meroase caracteristici de reald soliditate

cel mai economic r.;ijix,c de transport pentru toate in-
Y . ]

dustriile si cel maj sigur agen

1 v .
ducator $1 consumalor.

Lincoln (7 fordsen

EORD MOIOR CO

FORD ¢

Universul, 10 April 1930, 3

59 Universul, 10 April 1930, 3.
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Besides car advertising, American products such as tires and oil were
advertised. Seldom, ads for American cars and tires were tied together (the ads
presenting Ford Caravan had small insertions about Firestone tires and Standard
Motor Oil), underlining the success in racing or long rides to prove the durability
both of the car and the tire, the speed and the performances of the car. To take an
example, an ad published in Universul, on 3 February 1936 presents a telegram
from the winners of Monte Carlo Rally, Zamfirescu and Cristea, in which they
mention the excellent Firestone tires. The ad urges the readers ,,Thus, you prefer -
as well as well-known motorists do - the superior quality of Firestone tires”®°.
Goodyear ads accentuated the safety. The durability, their popularity in the world,
but also, they were careful to disseminate against imitations. In general, there were
many ads warning against using imitations. These products also advertised by
using the testimonial. While Goodyear used an advertising with an international
personality, Standard Motor Oil used Mr. Friedman, the owner of Taxico, a
Romanian company of bus transportation, in order to convince the consumers to
buy their products or major Berlescu, prince Constantin Cantacuzino to appeal to
racing motorists and experienced sportsmen.

REPREZENTANTA
MARSAPA S AR

BUCURESTI & STR. NICOLAE BALCESCU 1a.

PENTRU ROMANIA:

Revista Ford, January 1938, 20

60 Universul, 3 February 1936, 13.
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E

2 nume care garanteaza o conducere

plicuta si care nu produc

necazuri : FO R $i

@ Cu Cauciucurile Firestone se
parcurg mai multi kilometri pen-
| truca profilurile lui sunt fabri-
cate din cauciuc special.

Aceste profiluri dau un maximum
de siguranta. Deasemenea masi-
nile echipate cu aceste cauciu-
curi sunt ferite de sguduiri,
gratie unui procedeu

special al Casei Fires-

tone pentru prepara-

rea cauciucului. TEs

)

REPREZENTANT PENTRU ROMANIA

NEVADA S. A R

BUCUREST| e STR. ALEXANDRU LAHOVARY, 5

Revista Ford, January 1938, 20

Goodrich Rubber Company took a step further and opened a local branch,
which was advertised in 1931. In 1938, Romanian company Banloc Goodrich
obtained the licence from Goodrich, Rubber Company and the ads recorded the
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change advertising now the Romanian tire, under Goodrich licence. The contract
between Banloc and Goodrich stipulated that Goodrich will supply competent
personal, information and supervising for producing the products, while Banloc
obliged to pay 5% licence from sales, 50 cents for each car or motorcycle envelope
sold, 5 cents for each inner tube, one dollar for each auto bus, tractor or plane tire,
10 cents for each inner tube. The pro rata temporis was 15,000 $ in the first
incomplete year and 20,000% in the following years.5! They started the production
in May 1938, unfortunately, in 1940/1941, because of the war, American staff was
repatriated, but the production continued using the American methods of
production. Between 1940 and 1944, Banloc credited Goodrich with 160,
110.50%%2. Mobiloil is in a similar position, advertised as an American product for
the most part of interwar period, until in 1939, when Vacuum Oil Company S.A.R.
started to produce and to advertise it as a Romanian product. Advertising of oil
products accentuated the importance of the oil for extending the life of the car, the
importance should be given not only to the exterior of the car, but also to the
interior. A powerful ad of Mobioil states ,,the life of your car is in your hands”®?,
accentuating that experienced drivers only use Mobioil and savings can only be
made by utilizing a quality oil.

61 A.M.B., Banloc S.AR., Ds. 1/1938, n.p.
62 1bid.
83 Revista Ford, August 1938, n.p.
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Prin procedeunl ,,Cleaie
cleioase si namoloase s
complet din ulei prin
Din aceasti separatie fizica
NOUI AVAN7

lat cu marca inregistrati

I
l
LGARGOYLE", estco  Jj
garantic pentru continutal /7
original. //

~ Cea mai inalta putere de
un defect de ungere.
conservare a masinii.
de functionare.

Cea mai mare stabilita
|l la temperaturile cele mai
~ buna fluiditate la temper

Odorin{a amultor automo-

7 biligti a fost indeplinitd! \\
Acest ambalaj practic con- \
finc tocmai atit Mobilol, -
cit este necesar in medic
penatru a complecta o sin-
gura data nivelul
Cutia este ermetic

\;;\ posibilitate de
N

SOCONY

icon ) Mobiloil g

NEW-YORK PRODUS

confirma: R0m6nesc

Revista Ford, July - August 1939, 1
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De?in.de.nu!nai de dvs. ca automobilul ce-l Eftin la intrebuintare est

P t eni dearandul intr'o stare pentru-ca isi pastreaza timp
aproape noua, sau sa dea prea de fimpuriu semne puterea de ungere, pentru-ca
de imbatranire, sa-si pastreze ani de zile sigu- . si reparatiu o
- ranta de functionare evitand deranjamentele, sau )
<3 fie distrus dupa scurt timp.

Nu va lasati sedusi de o tendinta de eco

-

enta; economie, care si-ar alege un

Revista Ford, August 1938, n.p.
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Conclusions

Cars advertising, in general, and American cars advertising, in particular,
were the most spectacular and numerous ads in interwar Romanian newspapers.
Taking into account one can argue that ,in some ways the car iS America”®,
Romanians consumed American cars not only in their practical role as means of
transportations or their promises of pleasures and dreams, but also as
representations of American technical progress. Buying American cars meant also
buying into American way of life.

The vast majority of American ads that circulated in Romania were
translation and adaptation of American ads circulated in the United States couple
years earlier or were created by J. Walter Thompson’s international branches for
General Motors in their offices in Alexandria, Antwerp, and, later, including in
Bucharest office. In Romania, J. Walter Thompson was also responsible for the
advertising of Ford Motor Company. The example of J. Walter Thompson and
General Motors is illustrative for the collaboration between American companies
abroad. Working on a global market, imposing global values, they created a model
followed and adopted to a different scale in interwar Romania as well.

Car advertising appealed to a large number of consumers, who, even if
they did not become direct buyers, they could admire it on Bucharest walls or in
the show rooms of different companies. The signs of former American ads are still
part of the urban setting in Bucharest, where you can see a smaller scale Ford T at
the entrance of a former Leonida repair garage.

The cars were part of a new definition of modernity, which implied
technical progress, speed, comfort, safety. They were also used as a status symbol.
The copy of car advertising in that period set the main themes, which are still
present in nowadays car advertising: speed, power, comfort, beauty, efficiency and
favourable ratio price - qualities. The graphic of advertising also evolved from
simple announcements or static images of car to more realistic images, elongated,
situated in an inclined plan in order to suggest the idea of movement. Furthermore,
cars embodied ideas about masculinity, reinforcing gender stereotypes. Cars
advertising portrayed cars both as useful for business, commercial and rural
activities, but also as means to fulfil its dreams of spending leisure time in a
different location, even exotic ones or fuel sportsmen racing competitions.

64 Deborah Clarke, Driving Women, 44,
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