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PICTURES FOR WOMEN — WORDS TO WOMEN =— i
It we attempt to follow the publicity measures of the cosmetic industry, we shall make the discovery ' |il
that for these manufacturers the idea of beauty is synonymous with the conception of youthfulness, . i I
One might almost imagine that for the cosmetic industry, no woman over twenty years of age &1
ever came into question as a consumer. It seems to me that here is a grave fault, and the ad- '|"
vertisements created by Hans Schleger (Zéro) for the firm of Hudnut th rough the agency of Crawford's, ||
provide me with the welcome opportunity of uttering a few fundamental opinions upon this theme. ‘|I
Youth is something we would all like to possess, beauty is something which we all covet. Youth ji-l
can at the best be conserved, but beauty is something which can always be created at any age. 35 | | |
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