Agancy

STUART ADVERTISING AGEMCY LIMITED

AFTERMATH—"Never mind, Aurora, it shall never happen
again—we'll send for Fortnum & Mason’s Store Cupboard
List "

Noelapiol sy ieely, Awrdra, o2 goll e wreder
vorkommern. wir werden uns sofart Fortnam & ﬂ.
Mason®s Preisliste schicken lossen [+

to advertise the merits of choice dainties. But, tell ,
me, pray, why is Forthum & Mason's adver- .
tising appeal so unusually attractive and UniqUEE HOSPITALITY—" Come in and have something, everyone
Probably because all the world over, foodstuffs of o
are advertised with such appalling seriousness. Dér freundl, Empfang — ., Aber kommen Sie

B " . 5 . ; e . i ilI a— .I.-
America perhaps makes her advertisements dock alle zu einem klvinen Imbifs herein 6

somewhat more tasteful by using coloured photo-
graphs. And that from time immemorial man's
good-temper depends on his digestion is a fact
well known to Fortnum & Mason and to Stuart's
Agency who produced these booklets with the = =
help of their best illustrators and writers. Hence
the slogan “make people happy!” In delightfully
exaggerated form creepy stories are told of
how rare titbits are carried to the remotest
corners of the earth in the face of deadly
dangers. Such is the theme of this appeal.

THE TRIUMPH—(thanks to good old Fortnum’s)

Dier Triumph den ste nur

Fortnum & Mason su verdanken haben

HAPPY DAYS—they ;-I':H-::””w,ir store cupboard from e S ICHARD TAYLOR
" M’z List

Glitekliche Tage — Der Vorratsschrank wird
niach Fortnum & Mason's Liste aufgefiillt 3
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