
May Contain Product Placement 
 

It is difficult to imagine a world without ubiquitous 

advertising but prior to the 18th century, modern marketing 

as we know it barely existed.  
 

The earliest surviving printed advertisement dates from 

1477 and was for William Caxton’s Pyes of Salisbury. Sadly 

not a delicious foodstuff, this was a book of rules to assist 

clergymen with the changing dates of Easter. Traders 

generally wrote their own text, as the first advertising 

agency to offer copywriting wasn’t founded until in 1800 in 

London. 
 

Adverts are, by their very nature, ephemeral, and have 

only fleeting value to the business and customer, yet they 

are an extremely valuable resource for examining society, 

culture, innovation and economics. The majority have been 

lost, as handbills and circulars are thrown away and wall 

murals are painted over. Adverts printed in newspapers 

and other publications survive by accident. Even those can 

be difficult to find, as libraries and archives holding historic 

newspapers concentrate on indexing the articles rather 

than the adverts. 

 
This display includes examples of advertisements in the collections 
from Manuscripts and Special Collections at the University of 
Nottingham. There is also an exhibition celebrating the 80th 
anniversary of the Boots No7, with an emphasis on marketing and 

advertising material on loan to us from the Boots Archive. Inspiring 
Beauty: 80 years of Making Up the Modern Woman, is on at the 
Weston Gallery, Nottingham Lakeside Arts until 17 April 2016.  
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Advert for Raleigh bikes from 
The Nottingham Guardian, 18 
July 1918 
 
Boots the Chemists advert from 
'Notts Patriotic Fair' handbook, 
1917 

 
 

Purchasing as patriotism! All marketing emphasises the benefits of 
their products, but during World War I, companies stressed how 
and why their customers were also helping their country. Here, 
Raleigh bikes are marketed as easy, fast transport for women 
working long hours in physically demanding jobs in munitions 
factories. Rather than emphasizing any one product, Boots 
promoted themselves as an ‘all-British’ company and encouraged 
patriotic consumers to purchase Boots products to support home 
production. 
 

(Ref: EMSC Periodicals: NOT and Uhg X 5) 
 

 

 



 
 

 

Brettle and Co Ltd Catalogue, 1929-30  
 

Before colour photographs, customers would get a more accurate 
impression of the styles and designs from illustrations. This 
catalogue was kept by the Brettle & Co Ltd in their archives for 
reference, and this page shows a small range of their ‘fancy knitted 
goods’. The Derbyshire-based company produced a range of 
clothing for men, women and children. The catalogue is firmly 

aimed at the middle-classes: men whose lifestyle included (or 
aspired to include) wearing business suits for work and whose 
leisure time was occupied by playing tennis and golf and smoking a 
pipe.  
 

(Ref: BBE Box 10) 

 



 
 
Photograph showing a group of people outside the Council 

House, Nottingham, including the Mayor, Walter Wesson 
inspecting a van advertising lace curtains, c.1930  
 
Sometimes it is better to show than tell. By the 1930s, 
Nottingham’s lace industry was in decline, but this van of lace 
curtains parked in the centre of Nottingham would have caught 
people’s attention.  
 

(Ref: BWL/12/1) 

 

 
 



 
 

Veno’s Lightning Cough Cure Advert, 1914  
 

Adverts reveal as much about cultural and social history as they do 
about business history. In 1914, caring for the children was very 
much the women’s role. In theory the ingredients are a secret, and 
they weren’t listed for British Mothers to read: a doctor’s 
testimonial was preferred. It wouldn’t have cured asthma, but it 
might have relieved the symptoms of a cough. The contents of a 
bottle were analysed for the 1914 Select Committee on Patent 
Medicines, available from the House of Commons Parliamentary 
Papers Online. In a discussion regarding labelling ingredients, it 
was reported that Veno's Lightning Cough Cure contained ”about 8 
per cent of glycerine, with minute quantities of alcohol, chloroform 
and resin”.  
 

(Ref: Ln 2/9/3) 



 



Illustrated London News, 10 April 1886 

 
Can you afford to die? Newspapers were full of miracle cures and 
quack treatments preying on people’s fears about the physical and 
financial misery ill health caused. To the majority of the Victorian 
population, electricity was a new and mysterious force, regarded by 
some as the life force. The Electropathic Belt claimed to cure 
conditions from epilepsy to gout to indigestion, most of which have 
intermittent symptoms that would resolve without the use of the 
belt. In 1893 the British Medical Journal praised The Times for 
declining to run an advert for this ‘dishonest and disreputable’ 
company, which possibly explains why no quotes from medical 

professionals appear, only endorsements from customers. 
‘Unsolicited testimonials’ were first used in 1752, for girls’ clothing, 
and quotes from customer feedback are still used effectively today 
as formalised ‘word-of-mouth’ advertisements intended to build 
trust.  
 

(Ref: Central Store 1 Periodicals) 
 

 



 

 
 

Advert for Daisyfoam Shampoo, 1907 

 

The directions for use include men, women and children, but the 
picture of the mermaid and the description of the ‘delightful’ 
shampoo as ‘delicately perfumed’ indicates that women were the 
target audience. Women may not have been well represented in the 
workplace, but they held a great deal of purchasing power when it 
came to domestic and household expenditure, and the middle and 
upper ladies had long been recognised as the primary customers 
and consumers of fashion and beauty products. 
 

(Ref: Ln 1/6/2/3) 



 

 
Boots the Chemist advert, 
Nottingham Daily Express, 
12 March 1877 
 
Newspaper advertising could 
be lucrative, even 
comparatively dull and lengthy 
ones by today’s standards. In 
1877, shortly after Jesse Boot 
took over his family’s 

business, Boots the Chemists 
at Goose Gate, he paid for the 
largest advertising space the 
Nottingham Daily Express 
offered. The advert ran in 
several editions and consisted 
of an alphabetised list of 128 
branded products, 
emphasising their reduced 
prices. Profits doubled within a 

month. 
 

(Ref: EMSC Periodicals:NOT) 
 

 


