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THIS plcture b’ﬂok was’ o
originally produced privately to
miark the centenary of the: bmh
of Marcel Bleustein-Blarichet,
the founder of Fretich! - = -
advertising firm “Publicis. I’ mh:
not in a position ta:;judge if'the
text-gives Publici ‘th
due, but-it's handy
mind that the b_o:ok
corporate souvenir, and‘whﬂe
the tone isn't vulga.rly raptirous;
you can bé sure it's upbeat. Not
to mention facile, and ™ '
translated into umd_l omatic " -
Enghsh. A -‘. ot
Comingas it doés from the '
inside; the book gives you the

anigle you wouldn't get from: _a\z'

Frankfurt School Marxist’ or
even the moré f i
of postmoderni

strmghtfoma.rd pleasure in the

creative. The téxt fellSus that
advertising is part; -art, part -
science, and'thien just gives us
the art. There’s ‘almost riothing
here about’'market fesearch or
psychological testing:the bdys_“
and girls in whitélab coats are
well out of view; s it
such as “eold- bjooded -
manipulation” wor't ‘interfere *
with our enj o?ment of frecklecl
Norman Rockwe,ll u.rq]:tms

The book s
discursive side of adﬁ‘el_‘tlsmg,
with an IBM ad from the early
1970s eamestly‘ ex
automation does not destroy -

jobs.



