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On this account the stronger appeal in these advertisements is to the desire for beauty, that is ' !
to say, not the unconscious beauty of youth, but the beauty of the ripe and perfect woman. Such !
iy
beauty has a far greater effect upon us than the beauty of the young girl, because it is the ex- ! ]
pression of a personality. Precisely in the Schleger advertisements we have two ideals of beauty— I_l
5 the experienced woman who is in love because she is experienced, and the other woman who il
has become experienced because she is in love.— Another merit of these advertisements is the I

strong atmospheric quality of the pictures themselves, unsupported by any text. This is better than
the most telling text, for the thing we see always imparts a more complete impression of the ob- E
ject than the thing we merely hear of. Words express opinions or ideas which the public is only 7
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