
"Die Reklame 
ihre Kunst und Wissenschaft" 

In 1913-1915, Paul Ruben edited a set of 
hvo books entitled "Die Reklame - ihre 
Kunst und Wissenschaft" (Advertising -
its Art and Science). There were various 
printings of the book, published by 
Hermann Paetel GmbH of Berlin, 
Germany. The book is prized by 
students of graphic art and advertising 
art because of the examples of advertising graphics and essays on the art of 
advertising contained in it. Many well-known graphic artists are 
represented in the two volumes. 

In that era, the best quality graphics were created by chromolithography, 
and the resulting artwork was often printed separately from a book or 
magazine, and then tipped in later. 

One of the essays, included in volume 2 of the book, was titled 
"Reklamemarken" (Advertising Stamps). This essay, written by Karl J. 
Galandauer, of Leipzig, discusses how advertising stamps fit into, and 
straddle, the fields of Advertising, Art, and Collecting. In that chapter there 
are 21 actual poster stamps affixed. The cover page of the article has a 
stamp issued as publicity for the 1914 Internationale Ausstellung fiir 
Buchgewerbe und Graphik, colloquially known as the B U G R A , with a 
design by Walter (Walther) Tiemann. Contained within the body of the 
article are 15 more poster stamps advertising the poster publisher 
Reklameverlag Ernst Marx of Berlin, with designs by 12 different artists 
who frequently produced artwork for Marx. At the end of the article is an 
advertisement for another artist, August Hajduk, displaying 5 actual 
advertising stamps he created for German glue company Syndetikon. 

Scans of the actual printed essay follow, followed by an English translation 
and identification of the artists represented by the stamps. 
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illionen Reklamemarken konnten entworfen werden mit 
der Tinte, die zur Kritik iiber diefes Thema flo^. Und 
nodi lange nidit ijt das Thema er|diopfl, 

Aus einem Reklamemittel wurde ein Sammelfport. Ein 
Sammelfport mit a(theti(ciien und audi anderen erzieherifdien Neben-
zweAen, abgefehen natiirlidi von dem Hauptzwecke, dem der Propa
ganda. Mit unerwarteter Vehemenz hat fidi die Sadie eingefiihrt. 
Weit rafdier als die Anjiditskarte. Gro^ und klein mitreij^end in 
den Trubel des Intereffes. Warum? Weil wir in einer Zeit leben, 
die uns zum kun|!leri(dien Emppnden erzieht und die Ge(chmad^lo[ig-
keit bekampfl. Wahrlidi ein edles Beftreben. Wird es audi durdi 
die Reklamemarke erfiillt? In die eine Wag|chale das „Ja", in die 
andere das „Nein" gelegt, neigt die Zunge zum „Nein". Ebenfo 
verhalt es (idi mit der Erreidiung des angeprebten Hauptzieles, des 
Prop agandawer tes. 

Was idi bisher fagte, Jieht fo aus, meinen Sie, als ware idi ein 
Gegner der Reklamemarke. Das Gegenteil ip der Fall. „Wer didi 
(chlagt, ip dein Freund." Gerade weil idi der Reklamemarke ganz 
bedeutende Widitigkeit auf dem Gebiete der Propaganda vor allem, 
dann aber audi auf jenem der Erziehung zum Kun(!verflandnis bei-
meffe, mu^ idi ru'gen, fo laut als nur irgend moglidi, um dazu beizu-
tragen auf verfehltem Wege innehalten zu laffen und zu retten, wo 
es nodi zu retten gibt. 

Idi fpredie vorerfl zu jenen, die innerhalb der Bewegung (lehen: 
kiinjllerifdie oder faditedinifche Mitarbeiter, Verbraudier, Handler 
ufw., (le alle werden mir zugeben, da^ fidi das Intereffe fur Reklame
marken etwas abgeflaut hat. Nidit nur bei jenen Verbraudiem, die 
Reklamemarken als Reklamemittel (dion friiher mal in Verkehr 
braditen, fondern bis hinunter zum fammelnden Sdiuljungen. Bei 
erfleren if! das Abflauen durdi den Unwillen zu Nadibeftellungen 
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bemerkbar, 
bei letzteren 
dadurchjdaP 
ihre K a u f -
lup fehr ver-
mindert ifl. 
Wahrend zu 
Beginn der 
Sammelwut 
fo mandier 
Spargrofdien 
des Sdiuljun
gen in Rekla
memarken 

invef!iert wurde, werden heute Reklamemarken nur als Z u g a b e 
verlangt. Geld fur Reklamemarken gibts nidit. Oder nur felten. Beim 
„Fliegenden Hollan
der" einen Bogen 
fiir'n Sedifer. Hier 
fei vorweg bemerkt, 
da^ idi es dem ei-
gentlidien Zwedce 
zuwiderlaufend be-
tradite, Reklame
marken zu einem 
Stra^enhandels -
objektezumadien. 

Und woher das 
Abflauen? Befaffen 
wir uns vorher kurz 

ReKIameverla^Ernja Marx 
BerlirxWS 

mit der Pfydiologie 
des Sammelns. Im 
gropen und ganzen 
wird das Sammeln 
der zu fammelnden 
Kategorie feinen 
Zwedk erfiillen, 
wenn auf Komplet-
tierung der zu fam
melnden Gattung 
Wert gelegt wird. 
Eine Mineralien-, 
Kafer-, Sdimetter-
l ing- , Pflanzen-, 
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Briefmarken-, Pfeifen-Sammlung ufw. erfordert zur moglidiflen Ver-
vollflandigung jedes erreidibare Stu'd^ der Gattung. Bei diefer Art 
Sammelobjekten geht es nidit an, diefes oder jenes Stiid^ der Samm
lung vorzuenthalten, blo^ des geringen Wertes, der unfdionen Form 
oder fonftiger minderwertiger Eigenfdiaften halber. Anders bei 
Sammelobjekten, die aufGrund ihres Kunftwertes gefammelt werden. 
Ein Sammler von Porzellan wird den 10 - Pfennig -Teller feiner Sammlung 
niditeinverleiben, denn er fammelt nidit „Porzellan", fondern „Kunfl-
porzellan". Der fammelnde Graphiker wird feiner Sammlung jedes 
graphifdie Produkt, in deffen Befitz er fidi fetzen kann, einverleiben, 
ob fdion oder nidit, ob gut oder (cJiledit, ob vornehm oder ordinar, 
ob kiinfllerifdi oder f!iimperhaf!. Fiir ihn hat jedes Stu'A Wert, als 
Vorbild oder als abfdired^endes Beifpiel, als Bindeglied in der Kette 
des Fortfdiritts, als Zeidien der Zeit, in weldier es entflanden if! und 
aus hundert Gru'nden mehr. Fiir den Sammler graphifcher Kunfl -
werke, fowie fiir jenen, auf den kunflfinnigerzieherifchgewirkt werden 
foil, haben blo^ graphifdie Kunflwerke Intereffe. Sogenannte Madie 
inmitten von Kunftobjekten entwertet die ganze Sammlung geradefo, 
wie wenn in reines Brunnenwaffer fchadlidie Bazillen eindringen. Sie 
verfeudien den ganzen Brunnen. Und mit unferen Reklamemarken 
(!eht es leider audi fo. Was ift denn der treibende ZweA der Reklame
marke? Vorerj! dodi die Reklame und Propaganda fiir irgend eine 
Sadie. Ein vortrefflidies Reklamemittel. Vortrefflidi, weil es durdi 
die Billigkeit des Objektes den Reklamemadier in die Lage verfetzt, 
feine Sadie den weiteflen Kreifen bekannt zu madien und fiir fie zu 
werben, wie kaum durdi ein anderes Mittel. Vortrefflidi, weil es 
beaditet und mit Zeit und Mu^e betraditet werden kann. Vortreff
lidi, weil das markantefle Moment der zu propagierenden Sadie in 
Wort und Bild kurz dargefiellt werden kann. Damit [ind die Haupt-
momente zur wirkfamen Ge(!altung einer Reklamemarke gegeben. 
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Eriibrigt fidi nur die Ausfiihrung. Und da liegt der Krebsfdiaden. 
Soil die Reklamemarke den vorgezeidineten Anforderungen ent-
fpredien, fo find folgende Momente zu beru'Afiditigen: 

1. Klare Darflellung der zu propagierenden Sadie und 
2. deren Hauptvorziige; 
3. Eine kunfllerifdie, aflhetifdi wirkende Aufmadiung und wirkfame 

Kombination; 
4. Gutes Material und tadellofe Ausfiihrung hinfiditlidi der DruA-

tedmik; 
5. Zweckma^igkeit in der Verbreitung. 
Zu 1-3 : An den eben im Leipziger Graffi-Mufeum ausgeftellten 

1800 Entwurfen fiir eine „Miiller-Extra"-Reklamemarke laffen (idi 
die erften drei Punkte praditig erortem. 1800 Entwiirfe fiir e i n e 
Reklamemarke! Zeidmungen fiir verfcJiiedene DruAtediniken be-
ftimmt, bunte Entwiirfe, photographifdie Genres ufw. 1800! Und an 
den Fingern kann man die wirklidi braudibaren abzahlen. Die 
Stiimper will idi iiberhaupt ausfdilie^en. Uber diefe nur foviel, da^ 
der Mut geradezu bewunderungswiirdig ifl, mit weldiem fie fidi an 
eine Sadie heranwagen, von der fie von A bis Z keinen Dunfl haben. 
Weit mehr nodi find aber foldie vertreten, denen ein gewiffes zeidine-
ridies Konnen nidit abgefprodien werden darf, die aber deutlidi 
beweifen, da^ zur Herflellung eines Reklamemittels weit mehr gehort 
als die kiinfllerifdie Ader und afthetifdies Empfinden, da^ vielmehr 
der angeftrebte Zwed^ des Werbemittels hervortreten mu^. 

Was will die „Miiller-Extra" erzeugende Firma? Vorerf! ihre 
Marke „ Miiller-Extra" bekannt madien. Und anfdilie^end daran 
das Publikum bewegen, „ Miiller-Extra" zu konfumieren. Die Lofung 
diefer Aufgaben beftiinde nun darin, vorerf! in redit markanter Weife 
die Sektflafdie „ Miiller-Extra" darzuftellen, was natiirlidi nur durdi 
formale Ubertreibung erzielt werden kann, und zweitens den 
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ERM/T 

Wohlgefchmad^ des Sektes 
oder deffen angenehme Nadi-
wirkung erklarlidi zu madien. 
Wieviel an dem Hervorheben 
anzupreifender Momente ge-
legen if!, kann man daraus er-
fehen, wenn man fidi z. B. einen 
Entwurf fiir „Miiller - Extra" 
verfinnbildlidit, in weldiem 

der Preis an exponierter Stelle hervorgehoben ware. Dies wiirde 
zweifellos eine der beabfidi-
tigten zuwiderlaufende Wir-
kung erzeugen. Auf keiner 
Tafel fande man „MiiUer-Ex
tra ", wolle man fidi nidit ladier-
lidi madien. In Kreifen, in 
denen Sekt getrunken wird, if! 
der Vorzug der Billigkeit ein 
Naditeil. DiebloPeDarf!ellung 
der Sektflafdie bildet fiir diefe 
wohl eine Reklame, d. h. eine Bekanntmadiung, nidit aber eine Pro-

gaganda, d. h. eine Werbung. 
Weshalb foil man fidi veran-
la^t fehen juf! „Muller-Extra" 
zu trinken? Ebenfo wirkungs-
los if! ein Sujet, weldies die 
angenehme Nadiwirkung nadi 
dem Genuffe des Sektes durdi 
heitere Szenen ufw. darzu-
f!ellen fidi bemiiht, ohne 
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***** ********* 
Kennzeidinung, da^ diefe hei
tere Stimmungauf den Genu^ 
des propagierten Sekts zuriid^-
zufiihren ift. Und durdi diefen 
letzteren Fehler zeidinet fidi 
der mit dem erflen Preife ge-
kronte Entwurf von Otto 
Kurz (Hamburg) aus. Motiv: 
Kameval. Ein im Hintergrund 
flehendes oder tanzendes Paar 

R E K L A M E N ? ' E R t A 6 ( ' 

E R N J T M A F O C 

inmitten einerKonfettifchladit. Haupt-
e^ekt: Konfetti und in die Luft 
gefdileuderte Papierfdilangen, 
in deren Kunterbunt eine Sekt
flafdie eingehiillt ifl, die man 
audi herausfindet... voraus-
gefetzt, dap man wei^, hier 
mu^ wo 'ne Pulle Sekt ver-
borgen fein. Bloj^ der textlidie 
Teil „Muller-Extra" la^t den 
Eingeweihten auf den Zu-

fammenhang der bildlidien Darftellung mit dem angepriefenen Sekt 
fdilie^en. Wei^ denn jeder, 
den's angeht, dap „Miiller-
Extra" eine Sektmarke ifl? 
Das konnte dodi audi ein 
Likor oder ein anderes Genu^-
mittel oder iiberhaupt etwas 
ganz anderes fein. Dem gropen 
Publikum find die unzahligen 
Sektmarken fidierlidi nidit fo 
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gelaufig wie deren Fabrikanten, oder wie diefe es anzunehmen 
beiieben. Ein Mitinhaber der Firma Hartwig & Vogel hatte anla^lidi 
eines Bankettes - fo wurde mir erzahlt - Gelegenheit einer bekannten 
Perfonlidikeit vorgepellt zu werden. Diefer Perfonlidikeit war die 
Firma Hartwig & Vogel ebenfo unbekannt wie deren Tell -Sdiokolade 
oder ihre Sdiokoladen iiberhaupt. Kommentar iiberfliiffig. Ida er-
wahne dies nur, um einer eventuellen Entgegnung vorzubeugen, da^ 
die Firma Matheus Miiller au^er ihren Reklamemarken ja nodi ander-
weite, gro^ziigige Propaganda fiir ihren „MuIler-Extra" infzeniert. 

Und gerade, was den Punkt 4 anlangt: die Wahl des Materials und 
die druAtedinifche Ausfiihrung, ifl dasjenige, was den Sammelwert 
der Reklamemarken au^erordentlidi beeinflu^t und oft - leider nur 
zu oft - illuforifdi madit. Es ift geradezu unglaublidi, wie oft auf Koften 
der kiinftlerifdien Ausgeftaltung und Wirkfamkeit einer Reklamemarke 
feitens des Beftellers an Material, Farben, Gro^e, Drucktedinik usw. 
gefpart wird, au^er adit laffend, da^ alles Geld hinausgeworfen ift 
durdi eine geringfiigige vermeintlidie Erfparnis. Vorerft das Papier. 
Wohl eignet fidi diinnes Natur-Drud^papier beffer zum Aufkleben als 
ftarkeres, namentlidi als Chromopapier. Audi fiir Sujets, die in breiten 
Fladien gehalten find, konnen diinnePapiere fiiglidi verwendet werden, 
wenn es fidi um Aufkleben von Marken auf Brief en usw. handelt. Fiir 
Sammelzwedce aber ift diinnes Papier umfoweniger geeignet, als ja 
Sammelmarken nidit vollfladiig, fondern nur an einer EAe oder 
Kante aufgeklebt werden. Fiir diromolithographifdie oder Dreifarben-
Autotypie-Ausfiihrungen aber, wo es fidi um deutlidie Wiedergabe 
von Halbtonen handelt, eignet fidi das Natur-Drud^papier wegen der 
Kleinheit und Feinheit der Sujets nidit. Es ift aber billiger. Und diefer 
Umftand wirkt leider oft ma^gebend. Daher kommt es, da^ Entwiirfe 
oft gropen Beifall finden, wahrend man von der fertigen Marke ent-
fetzt ift. Audi wird oft - gleidifalls der Billigkeit halber - Budidrud^ 
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********* vorgezogen, wo nur der Steindrud^ am Platze ware. Idi will dem Budi-
drud^ nidit wehe tun. Idi kenne durdi Budidrud^ hergepellte Reklame
marken, die tadellos wirken. Dies la^t (idi aber nidit immer erreidien. 
In keinem Falle diirfie der Preis ausfdilaggebend fein, fondern die 
erreidibare Effektmoglidikeit. Auf der Tiegeldrud^preffe laffen fidi 
gleidima^ige Fladien nur fdiwer erzielen. Auf der Sdmellpreffe if! es 
eine heikle Sadie mit dem Anlegen, um nebeneinander liegende Fladien 
prazise anzufdilie^en. Fiir BudidruA kommen daher hauptfadilidi 
Sujets in Strichmanier, bezw. einfarbige bezw. Sdiriflsujets in Betradit, 
wobei nodi zu beaditen if!, da^ das Graviir-Verfahren au^erordent-
lidie Reize bietet, wegen der hohen Graviirkof!en aber audi den 
Budidrud^ wefentlidi verteuert. 

Und nun zum letzten aber nidit unwefentlidif!en Punkte: der Ver
breitung der Reklamemarken. Wir unterfdieiden, knapp genommen, 
zwei Arten von Sammlern: die Jugend, die nimmt, was man ihr gibt, 
und feriofe Sammler in alien Sdiiditen, Bildungsgraden undVermogens-
klaffen des Publikums. Wohl bildet fidi audi bei der Jugend, ganz 
fpontan, die Qualitats-Erkenntnis der Reklamemarke her an, wenn 
vielleidit audi das Farbenreidie of! mehr wirkt als das Charakterif!ifdie. 
Aber mit dem Verf!andnis diefer Sammler fiir das Sdione und Gute 
if! nidit jeder reklamemadienden Firma gedient. Wohl gibt es eine 
ganz gro^e Anzahl Produzenten, z. B. von Konfituren, Nahrungs-
mitteln, kosmetifdien und pharmazeutifdien Praparaten, Sdiul- und 
Sportartikeln, Spielzeugen, audi Biidiern ufw., die ihre Propaganda 
ganz zweckma^ig in den Kreifen der Jugend entfalten, da diefe of! 
tonangebend oder im Elternhaufe anregend im Verbraudi der beziig-
lidien Artikel if!. Fiir Reklamemadier foldier Artikel if! es allerdings 
am zwed^mapigf!en, wenn die Verbreitung der Reklamemarken als 
Zugabeartikel - in keinem Falle als Verkaufsartikel - durdi ein-
fchlagige Gefdiafle veranla^t wird. Der Sdiwerpunkt jedodi liegt in 
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der Art der Verbreitung foldier 
Reklamemarken, die in be-
flimmte Intereffenkreife drin-
genfollen. Diefe Intereffenten-
kreife - fiir den zu propa
gierenden Artikel natiirlidi, 
nidit fiir die Reklamemarke -
bef!ehen aber nur zu einem 
geringen Teile aus Sammlern. 

Und es geht nidit immer an, einer Dame oder einem Herm bei irgend 
einem Einkaufe eine Reklame
marke als Zugabe anzubieten. H 
Hier if! nun die Lofung darin 
zu fudien, da^ vorerf! die 
Reklamemarke als Kunftpro-
dukt behandelt wird. Bei der 
Anfiditskarte liegt ja die Sadie 
anders. Denn die Anfidits
karte dient in der Hauptfadie 
einem befiimmten, praktifchen 
Zwed^e, der erfiillt wird, gleidiviel ob die Karte kiinf!lerifdi oder 

nidit hergeflellt if!, das fein-

lUCICN^ZABEt 
PLAKATF 

R E K L A T 1 E V K R I A G 
ERNST PI ARX 

B E R L I N ^ V & 

N C Z K Y 
PLAKATE 
REKLAMEVERLAG 

E R N S T A A R X J 
B E R L I N W 6 . 1 

I t f 

t***r*4 

finnige, fdiongeif!ige Publikum 
wird natiirlidi es vermeiden, 
eine minderwertige Anfidits
karte zu verfenden, da ja durdi 
die Wahl der Karte einiger-
ma^en der eigene Gefdimad^s-
finn gekennzeidmet wird. Die 
Reklamemarke hingegen hat 
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zum Selbftzwecfe den kiinple-
rifdien Wert. Man kaufl gute 
Reproduktionen guter Ge-
malde, (dioner Land(chafts-
fzenerien oderfonfligerNatur-
oder ardiitektoni(dien Sdion-
heiten ufw. und wiirde audi 
gerne Befitzer kiinftlerifdier 
Reproduktionen von Kunft-
werken in Reklamemarkenform fein. Die Kleinheit des Formates, 

fowie Anpreifung einer Firma 
oder eines Artikels ufw. beein-
traditigt den kiinftlerifdien 
Wert nidit. 

Es waren nun, abgefehen 
von eigenem Gebraudi bei 
Korrefpondenzen ufw. zwei 
Wege zur Verbreitung foldier 
Reklamemarken zu beaditen: 
1 . das unauffallige, also nidit 

aufdringlidie, anbietende Beilegen von Marken (einer Serie natiirlidi) 
zu Paketen gekaufter Ware 
und 2. derVertrieb durdi den 
Kunflhandel (alfo nidit etwa 
durdi kleine Papiergefdiafle 
mit Sdiiilerkundfdiaft). „Sage 
mir mit wem du gehft und idi 
werde dir fagen wer du bift." 
Eine Reklamemarke, die durdi 
den Kunfthandel vertrieben 
****** **f**»*************-9**********4 

Re]idaine-Veda6 
E m S f M a r x 
B e r l i r v W - a 
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Syndetikon \ 

klebtmkm/llles. 

REKLAME
MARKEN 

VON 

AUGUST 
H A I D U K 

BERUN 

Syndetikon 

klebtieMMetMes. 

ryMDETIKON 
' b a u i p i e l 
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wird, hat genau denfelben Anfprudi als Kunflobjekt betraditet zu 
werden (vorausgefetzt natiirlidi, da^ es dies audi wirklidi ift) wie 
irgend eine andere Reproduktion eines Kunftobjektes. Man hiite 
fidi feine Reklamemarken durdi finnlofe Verbreitung (Stra^en-
handel ufw.) in Verkehr zu fetzen, da foldie, wenn vielleidit audi 
nidit den Wert der propagierten Sadie, immerhin den Reklame-
wert herabmindert. Audi hier if! „weniger mehr". Man hiite fidi 
ferner, an dem Handel mit Reklamemarken verdienen zu wollen. 
Dies wiirde den Abfatz fdiadlidi beeinfluffen. Es geniigt, wenn der 
Handler feinen Verdienf! zufdilagt. Ja felbft diefem diirfte man nur 
einen wohl reidilidien, jedodi begrenzten Verdienft zur Bedingung 
madien. Nur bei ftrikter Einhaltung des Vertriebes durdi den Kunft
handel wird der Kunfthandler eine neue Gelegenheit der Verdienft-
moglidikeit mit Freuden begrii^en und neue Ausfiditen zweci-
ma^iger Verbreitung eines Reklamemittels werden fidi den Reklame-
verbraudiern eroffnen. 

Reklame;i? 
Marken 
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fie selien einfacli Alles^ 
w e n n Sie den 

Itebe Ffimdfpieg^ 
b e n \ l f z e n . 

[UYTV Gegru.drfi869jiiiiiisTiirh Berlin N. 54. 

Fontanen.Warmwasserapparafe,Sterilisaforen,Kaukchuhwarmer, 
RrfIeK(oren,Aundspiegfl,Alundl(iffe!.Pinzelten,Zangen eft elc 

Verhauf nur durch die Depots. 



Engl ish Translation 

Millions of advertising stamps could be designed with the ink that has 
flowed to criticize the subject. And the topic is far from exhausted. 

A means of advertising became a collecting sport. A collecting sport with 
aesthetic and other educational secondary purposes, apart from the main 
purpose, of course, that of propaganda. The matter has been introduced 
with unexpected vehemence. Far quicker than the postcard. Sweeping big 
and small into the hustle and bustle of interest. Why? Because we live in a 
time that educates us to be artistic and fights against tastelessness. Truly a 
noble endeavor. Is it also fulfilled by the advertising stamp? Putting the 
"Yes" in one pan and the "No" in the other, the tongue inclines to the "No". 
The same applies to the achievement of the main goal, the propaganda 
value. 

From what I've said so far, mind you, it seems like I'm opposed to the 
advertising stamp. The opposite is the case. "Whatever strikes your fancy is 
your friend." Precisely because I attach great importance to the advertising 
stamp in the field of propaganda above all, but then also in that of 
education for an understanding of art, I have to reprimand, as loudly as 
possible, in order to help stop on the wrong path and to save where there is 
still to be saved. 

Speaking first to those within the movement: artistic or technical staff, 
consumers, dealers, etc., you will all agree that interest in Advertising 
Stamps has waned somewhat. Not just among those consumers who used 
to put advertising stamps on the market as a means of advertising, but 
down to the collecting schoolboy. In the case of the former, the decline is 
due to the unwillingness to place repeat orders noticeable in the case of the 
latter by the fact that their desire to buy is greatly reduced. While at the 
beginning of the collecting frenzy many a schoolboy's savings were 
invested in advertising stamps, today advertising stamps are only required 
as a free give-away. There is no money for advertising stamps. Or only 
rarely. With the 'Tlying Dutchman" a sheet for a nickel. Here it should be 



noted in advance that I consider it contrary to the actual purpose to turn 
advertising stamps into street trading objects. 

And what is causing this decline? Before that, let's take a quick look at 
the psychology of collecting. On the whole, collecting the category to be 
collected wil l serve its purpose if emphasis is placed on completing the 
genre to be collected. A mineral, cheese, butterfly, plant, stamp, pipe, etc. 
collection requires every available piece of the genus to be as complete as 
possible. With this type of collector's item, it is not acceptable to withhold 
this or that piece from the collection simply because of its low value, ugly 
shape or other inferior properties. This is different with collectibles that 
are collected because of their artistic value. A collector of porcelain will not 
include the 10-pfennig plate in his collection because he does not collect 
"porcelain" but "artistic porcelain". The collecting graphic artist will 
incorporate into his collection every graphic product that he can own, 
whether beautiful or not, whether good or bad, whether noble or ordinary, 
whether artistic or clumsy. For him every piece has value, as a role model 
or as a deterrent example, as a link in the chain of progress, as a sign of the 
time in which it was created and for a hundred reasons more. For the 
collector of graphic works of art, as well as for those who are to be 
influenced artistically and educationally, only graphic works of art are of 
interest. So-called manipulation in the midst of art objects devalues the 
entire collection just as much as if harmful germs penetrate pure well 
water. They're polluting the whole well. And unfortunately it's the same 
with our Advertising Stamps. What is the driving purpose of the 
advertising stamp? First of all, the advertising and propaganda for 
something. An excellent means of advertising. Excellent, because the 
cheapness of the object puts the advertiser in a position to make his cause 
known to the widest circles and to advertise for it unlike any other means. 
Excellent because it can be observed and contemplated with time and 
leisure. Excellent, because the most striking moment of the thing to be 
propagated can be presented briefly in words and pictures. This provides 
the main elements for the effective design of an advertising stamp. Only 
the execution is superfluous. And there lies the cancerous effects. If the 
advertising stamp is to meet the specified requirements, the following 
points must be taken into account: 



1. Clear presentation of the matter to be propagated and 
2. Their main merits; 
3. An artistic, aesthetically pleasing presentation and effective 
combination; 
4. Good material and impeccable execution in terms of printing technique; 
5. Expedience in dissemination. 

Regarding 1-3: The first three points could be discussed splendidly in a 
discussion of the 1,800 drafts for a "Miiller - Extra" advertising stamp just 
exhibited in Leipzig's "Grassi-Museum". 1800 drafts for an advertising 
stamp! Drawings intended for different printing techniques, colorful 
drafts, photographic ones. Genres, etc. 1800! And you can count the really 
useful ones on your fingers. I want to exclude the bunglers altogether. 
About them I say only that the courage with which they dare to tackle 
something that they were told by A, have no idea how to get to Z. But there 
are far more people represented who have a certain ability to draw, which 
cannot be denied, but who clearly prove that there is far more to the 
production of an advertising medium than the artistic vein and aesthetic 
feeling, that rather the aspired purpose of the advertising medium must 
emerge. 

What does the company producing "Miiller - Extra" want? First of all, to 
make your brand "Miiller - Extra" known. And then to get the audience to 
consume "Miiller - Extra". The solution to this task would now be to 
present the sparkling wine bottle "Miiller-Extra" in a very striking way, 
which of course can only be achieved through formal exaggeration, and 
secondly to explain the pleasant taste of the sparkling wine or its pleasant 
after-effect. One can see how important it is to highlight aspects that are to 
be praised, for example, if one imagines a draft for "Miiller - Extra" in 
which the price would be highlighted in a prominent position. This would 
undoubtedly produce an effect contrary to the intended one. You wouldn't 
find "Miiller - Extra" on any sign, you don't want to make a fool of yourself. 
In circles where sparkling wine is drunk, the advantage of cheapness is a 
disadvantage, but not propaganda, i.e. advertising. Why should one be 
made to drink just "Miiller-Extra"? Equally ineffective is a subject that 
depicts the pleasant after-effects after enjoying the sparkling wine through 



cheerful scenes etc. tries to show, without labeling, that this cheerful mood 
can be traced back to the consumption of the propagated sparkling wine. 
And the design by Otto Kurz (Hamburg), which won the first prize, is 
characterized by these latter errors. Theme: Carnival. A couple standing or 
dancing in the background in the midst of a confetti battle. The main effect: 
confetti and paper snakes thrown into the air, in the resulting mess a 
champagne bottle is wrapped, which you can also find out... assuming that 
you know there must be a bottle of sparkling wine hidden somewhere 
here. Merely the textual part "Miiller - Extra" allows the insider to deduce 
the connection between the pictorial representation and the advertised 
sparkling wine. Does everyone who cares know that "Miiller Extra" is a 
sparkling wine brand? It could also be a liqueur or another luxury item or 
something completely different. The public at large is certainly not as 
familiar with the countless sparkling wine brands as their manufacturers, 
or as they like to assume. On the occasion of a banquet - so I was told - a 
co-owner of the company Hartwig & Vogel had the opportunity to be 
introduced to a well-known personality. The company Hartwig & Vogel 
was just as unknown to this personality as their Tell Chocolate or their 
chocolates in general. Comment superfluous. I am only mentioning this to 
prevent a possible reply that the Matheus Miiller company staged other 
wide, generous propaganda for their "Miiller-Extra" in addition to their 
advertising stamps. 

And as far as point 4 is concerned: the choice of material and the 
typographical execution is what greatly influences the collective value of 
the advertising stamp and often - unfortunately only too often - makes it 
illusory. It is downright unbelievable how often, at the expense of the 
artistic design and effectiveness of an advertising stamp, the customer 
skimps on material, color, size, printing technique, etc., ignoring the fact 
that all the money is thrown away by an insignificant supposed saving. 
First the paper. Thin normal printing paper is probably better suited for 
sticking on than thicker, especially chromo paper. Thin paper can also be 
used for subjects that are kept in wide areas if stamps are to be stuck onto 
letters, etc. However, thin paper is all the less suitable for collection 
purposes, as collection stamps are not stuck on over the entire surface, but 
only on a corner or edge. For chromolithographic or three-color autotype 



versions, however, where it is a question of clear reproduction of halftones, 
the normal printing paper is not suitable because of the smallness and 
delicacy of the subjects. But it is cheaper. And this circumstance 
unfortunately often has a decisive effect. It is for this reason that designs 
are often applauded while the finished stamp is appalling. Also, often -
also for the sake of cheapness - letterpress is preferred where only 
lithographic printing would be appropriate. I don't want to insult 
letterpress. I know advertising stamps produced by letterpress that work 
flawlessly. However, this cannot always be achieved. In no case should the 
price be decisive, but the achievable effect possibility. Uniform surfaces are 
difficult to achieve on the platen pressure press. On the high-speed press, it 
is a tricky thing to position in order to precisely connect adjacent surfaces. 
For letterpress, therefore, mainly subjects come in line-drawn style, or 
single-colored or written subjects into consideration, whereby it should 
also be noted that the engraving process offers extraordinary charms, but 
also makes letterpress printing significantly more expensive due to the 
high engraving costs. 

And now to the last but not insignificant point: the distribution of the 
advertising stamps. Strictly speaking, we differentiate between two types 
of collectors: the youth, who take what is given to them, and serious 
collectors from all walks of life, levels of education and wealth classes of 
the public. Of course, even in youth, quite spontaneously, the awareness of 
the quality of the advertising brand develops, even if perhaps the richness 
of color is often more effective than the characteristic. But not every 
advertising company benefits from the understanding of these collectors 
for the beautiful and the good. There are indeed a very large number of 
producers, e.g. of jams, food, cosmetic and pharmaceutical preparations, 
school and sporting goods, toys, also books, etc., who unfold their 
propaganda very appropriately in the circles of young people, since these 
often set the tone or in the parental home is stimulating in the 
consumption of the relevant articles. For advertisers of such articles, 
however, it is most expedient if the distribution of the Advertising Stamps 
as a bonus article - in no case as a sale article - is caused by a relevant 
business. However, the focus is on the type of distribution of such 
advertising stamps that are intended to reach certain groups of interest. 



These interested parties - for the article to be propagated, of course, not for 
the advertising stamp - consist only to a small extent of collectors. And it is 
not always acceptable to offer a lady or gentleman an advertising stamp as 
a bonus when making a purchase. The solution here is to first treat the 
advertising stamp as an art product. With the postcard, things are different. 
Because the postcard mainly serves a specific, practical purpose, which is 
fulfilled, regardless of whether the card is artistic or not, the sensitive, 
spiritual public will of course avoid sending an inferior postcard, because 
of the choice of the card to a certain extent your own taste is marked. The 
advertising stamp, on the other hand, has artistic value as an end in itself. 
One buys good reproductions of good paintings, beautiful landscapes 
(sceneries or other nature or architectural beauties, etc.) and would also 
like to own artistic reproductions of artworks in the form of advertising 
stamps. The small size, as well as promoting a company or an article, etc. 
does not affect the artistic value. 

It would now, apart from personal use in correspondence etc. two ways of 
spreading such advertising stamps should be considered: 1. the 
unobtrusive, i.e. not intrusive, offering of stamps (a series of course) to 
packages of purchased goods and 2. distribution through the art trade (not 
through small paper shops with school customers). "Tell me who you're 
dating and I'll tell you who you are." An advertising stamp distributed 
through the art trade has exactly the same right to be considered an art 
object (provided, of course, that it really is) as any other reproduction of an 
art object. One should be careful not to put one's advertising stamps into 
circulation through pointless distribution (street sales, etc.), since such, if 
perhaps not the value of the propagated thing, at least reduces the 
advertising value. Here, too, "less is more". One should also beware of 
wanting to make money from the trade in advertising stamps. This would 
have a detrimental effect on sales. It is sufficient for the dealer to add his 
earnings. Yes, even for this one should only make an ample but limited 
income a condition. Only if the art trade strictly adheres to the rules of 
distribution will the art dealer happily welcome a new opportunity to earn 
money and new prospects for the appropriate distribution of an 
advertising medium will open up to the advertising consumer. 



The Stamps 

As mentioned earlier, the stamp on the title page features a design by 
Walter Tiemann (29 January 1876, Deltisch - 1 2 September 1951, Leipzig). 
Tiemann was a German book artist, typographer, graphic artist and 
illustrator. 

On page 181 are three stamps. 
#1 - Porta-Plakate - Details are unknown, but it could be a Spanish artist 
named Porta, who produced some posters in the early 20* century. 
#2 - Niczky Plakate - Rolf Niczky (22 January 1881, Munich -14 July 1950, 
Klais). Niczky was a painter, graphic artist and illustrator. 
#3 - Erich Liidke Plakate - Erich Liidke (1882-1946) was a commercial artist, 
1913 prizewinner in the printed matter competition of Berlin merchants 
and industrialists. 
On page 184 are three stamps. 
#1 - Amar Plakate - Leon Lico Amar (8 January 1887, Vienna - after 1929) 
was a Turkish-Austrian painter, commercial artist, poster artist and 
designer. 
#2 - Ernst Liibbert Plakate - Ernst Liibbert (26 July 1879, Warin - 29 August 
1915 near Grodno am Njemen) was a German painter and illustrator. 
#3 - H . Rewald Plakate - Hans Rewald (1 October 1886, Berlin -1944, 
Auschwitz) was a German poet, publicist, illustrator and caricaturist. 
On page 185 are three stamps. 
#1 - Ernst Liibbert Plakate - (see above for details) 
#2 - Leni Plakate - Paul Leni, born Paul Josef Levi (8 July 1885, Stuttgart - 2 
September 1929, Los Angeles, USA) was a German painter, filmmaker, set 
designer, art director and film director. 
#3 - Frey Plakate - Jochen Frey - no information could be found at this 
time. 
On page 188 are three stamps. 
#1 - Care Plakate - Care - no information could be found at this time. 
#2 - Lucien Zabel Plakate - Lucien Zabel, bom Gerhard Zabel, aka Lucian 
Zabel (26 May 1893, Kolberg - 24 April 1936, Berlin) was a German 
commercial artist. 
#3 - Niczky Plakate - (see above for details) 



On page 189 are three stamps. 
#1 - Ortmann Plakate - probably Wolfgang Ortmann (1885-1967) a German 
commercial artist who became known for his prolific sheet music artwork. 
#2 - Ortmann Plakate - (see above for details) 
#3 - Dely Plakate - Otto Dely (8 January 1884, Vienna - 9 June 1935, 
Vienna) was an Austrian commercial artist who lived and worked in Berlin 
at various times, including between 1908 and 1915. He probably did some 
work for Reklameverlag Ernst Marx. 

On page 190 is an advertisement, along with five stamps, promoting 
Advertising Stamps by August Hajduk of Berlin. Al l five stamp advertise 
Syndetikon, which was a German adhesives and glue manufacturer. 
August Hajduk, also known as August Haiduk (1 July 1880, Gleichenberg, 
Austria - after 1918). 

References used for biographical information: 
"Das Friihe Plakat in Europa und den USA" 
Wikipedia (online) 
Jiidisches Museum Berlin (online) 
Deutsches Historisches Museum (online) 
Austrian Posters (online - austrianposters.at) 

note: The original pages with the Reklamemarken essay had been previously 
removed from the original book, resulting in some damage to the bound 
edges. The original pages measured approximately IVi x 10 inches. In order to 
conserve space, and for aesthetic reasons, I chose to create the scans at 6 x 8 
inches. 


