THE MICHELIN TIRE COMPANY :
THE AMERICAN ADVENTURE (1907- 1931)

By Francesca Tesi (Paris IV Sorbonne)

INTRODUCTION

A fundamental aspect of the analysis of a compamg®ory is its attitude to the
international market. An important role in the d®pment of any firm is its capacity to
be open to new markets. This strategy can defiaestitcess or failure of a company.
Occasionally, an enterprise can follow the exampfea competitor in seeking
international markets, but in any case this stsategisually the only choice for survival
in business. Creating a multinational company imeslthe creation of a network of
subsidiaries or factories that reflect and incoap®rthe spirit of the original firm. It
takes time and diligence to ensure that the prodilchave the same characteristics in

different countries.

In this way, customers all around the world canoeisgée products with the
company’s name. Moreover, the items need to bevedad and adjusted to the different
markets the firm is planning to enfein the case of Michelin, this strategy was adopted
at the inception of the firm. The causes and camseces of the penetration of the
American market which began in 1905 are part ofcthpany’s history. What was the
approach of the French firm to a market as diffi@ad America? How did a family

business face the international challenge?
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Michelin is a real example of a worldwide entererifis interest towards new
ideas and innovations is one of its most imporfaatures. This approach brought the
company to play a very important role in the preces Americanisation of European
enterprises. Thanks to its efforts, Michelin inmodd the American manufacturing
systems into its factoriésMoreover, it improved the introduction of thesevngorking
methods by founding associations and schools fentists and engineers. Michelin is a
clear example of a firm that was capable of blegdire idea of enterprise as described
by Alfred D Chandler with the concept of a familydiness and showing that these two
concepts of business could coeXidflichelin is a French enterprise where the role of
the family at the head of the firm is associatethw staff of employees devoted to the
same family. Michelin embodies the spirit of a modérm where being a family

business is a strong point and not a weakifess.

At the beginning of the 20th century, the Unitedt& began to be an important
market for the European enterprises. Many of theeady had subsidiaries in the most
important countries of the old continent. A newrmf innovation could be perceived
in the entire world, increased by the new possibdi provided by transatlantic trips.
Within a few years, the United States representednew frontier of innovation and
technical development. The ideas of Henry Ford faredlerick Winslow Taylor were
assimilated by the European entrepreneurs and fatle to new manufacturing

systems.
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Considering the American automobile market, theidragrowth of the tire
demand provided an incentive to foreign investmeAtgotentially influential new
entrant was Michelin and the company began to spésidiaries in different countries.
In 1902, the firm opened an agency in London ant9d6 a factory in Turin. In 1905,
the Michelin brothers established an agency in Newk City. Two years later, through
the acquisition of the International Rubber Cog fhrench company established a
factory in Milltown, a small town in the state ofelN Jersey. The Michelin Tire
Company had branches and subsidiaries locateceimthst important trade centers in

the country.

The Michelin Tire Company in America closed downl®31. This action was
believed by some to be the result of the Great &=pon. From this point of view, the
American experience seemed to be a defeat for tleeck firm. However, the
dismantling of the Michelin factory must be readhna wider viewpoint. At that time,
the American Tire market was in a difficult situwati Many small companies were
forced to shut down their factories. The demandtii@s was slowing down. These
factors led Michelin to see that it was unwise éonain in the United States as a
manufacturer. Moreover, the big American tire makesere planning to invade the

European market, putting in danger the internaketavhere Michelin was a leader.

The French company understood that its future wasected to the creation of
new and innovative products. Engineers and chemistked on this goal. The R&D
department was improved. This strategy gave barttlifferent products: thBilote tire
(1937), theMétalic tire (1938) and the radial tire X (1948). WWII atite rubber
shortage of the 1950’s slowed down the achieveroétlhe company targets. During
the 1960’s and the 1970’s, Michelin reinforced ptssition in different countries and
1975, a new factory was opened in the United SPates1989, Michelin acquired the

American company Uniroyal-Goodrich. Today, the Milth Company is the second
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largest tire maker in the world. Its presence il tthhited States counts many factories
concentrated in the southern stdtes.

FIRST PART
1/MICHELIN’S PENETRATION OF THE U.S TIRE MARKET: RST RESULTS

At the beginning of the twentieth century many E@an brands started being
attracted by the American market. The possibilftglataining big selling results pushed
these companies to open branches and factoribs idrited States.

1.1/ From the first American agency to a planMilitown

The early development of the automobile industry ene arrival of Michelin in
America were not unrelated episodes. Michelin alydaad plants in France and lItaly
when it arrived in the United States. The compaag heen involved with processing
rubber products since 1830Contrary to the practice of one of its most impnott
competitors, Michelin did not use an American brdad exporting its tires to the
United State$.The French tire maker adopted a direct strateggrbgting different
corporations to answer the growing demand of itedpcts. In 1904, Michelin began
exporting its tires to New York and the companynsid) agreements with shops that
sold its items?

In 1905 Michelin’s first American subsidiary wascarporated in the United
States. Two thirds of the undersigned were Amermapens, and one was resident of
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the State of New York. The name of the corporatieas Michelin Tire American
Agency. The purpose of the new company was :

to buy, sell and deal in automobiles, and autoneosilpplies and
accessories, to act as selling agent for automsebdad automobile supplies and
accessories and to transact its business in artg stiaterritory in the United

States, and in foreign countrigt:

The amount of the capital stock was thirty fiveuband dollars, all of which
consisted of common stock. Each share was wortthandred dollars. The amount of
capital with which the corporation began its bussas thirty thousand dollars. The
principal office was located in the borough of Matian in the state of New York. Eben
D. Winans was appointed general manager. In 19G8etbegan to be gossip in the
trade that the Michelin Company planned to starAarerican factory. The fact that the
Michelins were very particular as to the locatidntleeir factory seemed to hold them
back. The French company had a firm belief thatsilnecess of their tires was due not
only to the use of good rubber and much skill imipalation, but that the temperature
of the air and the pureness of the water at CletfRerrand were also factors. They
therefore demanded like conditions for their Amani¢actory.

At any rate, at the beginning of 1906 E. D. Winaame back from France and
incorporated a new subsidiary: the Michelin Produselling Company. He announced
that with a three million dollar investment the quany was looking for the proper
factory site.'® Edward W. Elver was elected general manager oftve subsidiary.
The corporation tried to improve sales resultgtieir tires by establishing a discount of
five percent off the current price list for paymemithin ten days® Moreover it
established a society to repair all makes of tineder Michelin methods: the Michelin

Repair Works:* Incorporated at Elizabeth, New Jersey, the sotiatya capital of ten
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thousands dollars. In 1907, Emile Lamberjack who had been the sofmexagent of
the Michelin products for several years formed & nempany and took over the rights,
effects and good will of the Michelin Products 8gJlCompany Inc.. The name of the
new incorporation was E. Lamberjack & Co., Inc..dgn this new arrangement
Michelin et Cie started dealing directly with theatrons in America and established a
lower scale of prices on its tires. The company teamdthousand dollars in capital. J. E.
Lamberjack, Paul La Croix and M. G. Bernin, incagiors of the new Michelin’s
branch, also opened an agency called Franco-AnmeActo and Supply Co.. It was the
only distributor for the Central and Western stafe®n March 1% 1907, Lorenzo
Semple, John P. Murray and James E. Hopkins sigreedct of incorporation for the
Michelin Tire Company. The society had three milBodollars in capital. With the
foundation of this new firm the French tire makkowed its intention to engage in the
manufacture of tires in the United Staté&or this purpose, Edouard Michelin visited
the United States. During a dinner he gave to dolreds in New York he stated:

‘We came to the United States because, notwithstaulae fact that we have to
pay an enormous duty, we sell here a large quanfitires. Our own representatives in
this country sold last year over 16.000 tires, aodtracts made by them for 1907

amount over 20.000 tirdg?®

During Edouard Michelin’s visit, negotiations begafor acquiring a
manufacturing plant. The French interest was oe@d the International A. & V. Tire
Co.® The French company acquired the plant in thengprirhe transfer of the
property was fixed for the end of summer, but adddl buildings started being erected
before the opening. Buildings and equipment wergiged for an output of 1.500
motor tires daily under the same formulas and mE®eesed by the parent company. A

company’s speaker asserted that:
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‘Our buildings and machinery are modern in every aspeo expense being
spared to make this the most complete rubber mtthé world. We shall soon be ready

to present to the trade Michelin tires made in el %°

Edouard Michelin was elected as president of then.fiA. Fontaine, vice-
president, formerly at Clermont Ferrand, was inrgbaof the new factory. A few
months later James C. Matlack became vice presa@higeneral manager of the new
plant?! In 1909 he resigned his connection with Michelil dules Hauvette Michelin

became the new vice president of the Milltown'shpfa

1.2/ The Michelin Tire Company of Milltown

At the beginning of the twentieth century, the Mith tire company had
extensive plants in France, Italy and England.tiAd factories produced identically the
same goods by the same process using French machiaeh firm benefited by the
experience of all the others. In fact, the produofsone plant could only be
distinguished from the others by the serial nunmbeulded in them, as all had the name
Michelin and the size. The development of the Ac@ari plant was very rapid.
Buildings were erected by John W. Ferguson CordraciThe grounds of the factory
consisted of twenty one acres, fifteen large bngdiand four hundred and seventy five
thousand square feet of floor space. In 1908, leoaal siding was assembled into the
Michelin yard. It enabled the transfer of goodsedirfrom the factory through its

various channels to the dealers and the sub ssdfion

When Michelin decided to begin manufacturing in ttheted States, its tires had
already created much interest because of theirrieabke performance on racing cars.

The anti-skid tires were recognized by many asfo&hds and they were among the
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first of their kind to be placed on the markeMilltown’s firm was the place of many
important developments in the history of tire mawatfiring. In 1916 a new type of tire
known as théJniversal treadwas developed there. Thus, the youngest of théadlfit
factories took the lead in the development of né@as. TheéMichelin Universal Tread
possessed a casing of unusually sturdy construciibere were five to eight plies of
fabric, depending upon the size, instead of fours&wven which was generally
considered efficient. Then there were two breakgpssinstead of one, which added to
the durability of the tire. The tread was made dfesies of letter “M’s”, the outer
surfaces of these letters were broad and flat.STdhes were not rounded, but squ@re.
In order to facilitate the production of this neiket new equipment, buildings and
power plant facilities were installed. Michelin wiast only known for its tires but also

as a company that put out one of the finest tubeb® market*®

On August 18 1918, the firm started manufacturing gas maskshvhiere used
to aid the allies’ cause in the World War I. Theng@any also claimed recognition for
the manufacturing of the first low pressure balldioe. The firm gave a demonstration
of their new balloon-type Comfort cord tires in Newark and New York. The
demonstration lasted a week and during that tinne equipped with this new type of
tire were used to give the public a ride. Thessstprovided for twice as much air space
with half as much air pressure. They fit the sames rand were sold for about the same
price as ordinary tireS. Balloon tires came into general use with hospitad police
ambulances. The Michelin company had made a supfdyospitals and ambulance
equipment and recommended that normal tires beaegl by the balloon oné$By
October 1924 Michelin had made over one milliondmal tires. Statistics showed that
of the 111 different models of automobiles whichreveffered to the American
customers at that time, around 61 per cent of ¢t@ twere equipped with balloon
tires?® By April 1925, the American plant had made threlion balloon tires after a
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little more than a year in productid?At the same time it patented a disc wheel which
was made at the Budd Wheel Company in Philadelghémnsylvania. Michelin also
had a very large testing department, which was kn@s the Brunswick Motor
Company, where thousands of tires were testedyyelk testing sector occupied four
buildings on the east side of North Main Streagnfrwhich station a fleet of test cars
were operated and tests of all kinds were made.Brbaswick Motor Company also
operated four bus lines at one time. The linesellag to Hightstown, Plainfield,
Millstone and Camp Dix. Buses were of the pleasaretype and carried six passengers
besides the drivet-

Tablel.1
List of officers of the Michelin Tire Company
Officer’s Functions Year
name
Edouard President 1907-1933
Michelin
J. C. Matlack Vice president 1907-1909
J. H. Michelin | Vice president| 1909-1933
Emile Fontaine| Secretary 1907-1910
&Treasurer
R.E. Glass Secretary 1910-1911
&Treasurer
Stephane Secretary 1911
Bridier &Treasurer
Louis Secretary 1911-1920
Masdubost &Treasurer
Elmer Assistant 1915-1920
Connolly treasurer
Treasurer 1920-1926
Joseph Secretary 1920-1926
LaFarge Secretary& 1926-1929
Tresurer
Charles Assistant 1926-1929
Zimmermann | Secretary
Secretary 1929-1933
David Serviss | Assistant 1926-1929
Treasurer
Treasurer 1929-1933

Sources: Public Works Administratiodistory of Milltown 1936, pp. 33

%0 “New Jersey notesThe India Rubber WorldApril 1511925, pp. 426.
%1 public Works Administration, History of Milltowri,936, pp. 32.



When the buses were not being used for transporing was used as ballast to
keep the required weight on the tires, in ordemtitke the proper test. Besides testing
tires on the road, several test machines were tguena the factory. These machines ran
continuously for a number of days and this gaveoeenaccurate test. Michelin’s testing
department was one of the most extensive in thatopand their test cars could be
seen travelling all over the state under all coodg. At its peak, Michelin was
manufacturing four thousand five hundred tires &ftden thousand tubes in twenty
four hours. By 1912 Michelin employed a total ob02workers and at its peak over
4.500 people worked at the factdfy.

Table 1.2
Employees at the Milltown’s factory (1909-1934)
Year Business name Type of Number of
business employees
1909 Michelin Tire | Automobile tires 1200
Company
1912 Michelin Tire | Automobile tires 1250
Company
1915 Michelin Tire | Automobile tires 1500
Company
1923 Michelin Tire | Automobile tires 2.000
Company
1924-1930 Michelin Tire | Automobile tires 4.000
Company
1931-1934 Michelin Tire | Automobile tires 40
Company

Sources: Stage cultural Resources Survey of thgedrdrea for the Former Michelin Tire
Factory, Ford Avenue Milltown, Middlesex County, WelJersey, prepared for, Boraie
Development, LLC, June 2005.

Employees came from Clermont Ferrand, but a smatiber also came from a small
town of the Brittany region called Gourin. In thecfory, each worker always had a
French supervisor and only French people could waith the “secret”, in the

manufacturing workshops. To start the new busintss,French company had sent
specialized employees such as chemists from Frahic&he company’s increased

production required finding workers outside of Milvn and while the surrounding

%2 Bureau of statistics and WPA Study.
%3Josette Jouas, Christian Le Corre, Christian JaBest bretons d’Amérique du Notdémoires Editions
Ouest-France, 2005, pp. 66-67.
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communities supplied some of the additional hekp gineatest number were workers
who came from France. Henry Ford’s assembly linder@utomobile production more
efficient and less expensive and consequently motemore people were purchasing
automobiles. Increased car sales required mores taed therefore Michelin’s

production also increased.

1.3 The attitude of the Michelin Tire Company soagiencies

After the Michelin Tire Company was opened, braischad subsidiaries were
located in nearly every important trade centetim ¢country and the number of dealers
also increased greatly. Their products, being gh lguality, became widely known and
found a ready market all over the United StateswBen the firm and its agencies, a
confidential agreement was established. The agenemeived a 5% cash discount if
payment was made on delivery or within ten dayshgpment; otherwise, full payment

without cash discount had to be made within thddys after shipment.

The subsidiaries had the option to ship goods C.Qdllect on delivery) or to
deliver a bill of lading only on payment of a sighaft. All shipments to branches close
to Milltown could be available F.O.B. (free on bdjpiThe company’s policy was
focused on clearance of prices since they had tgui#ished in the company’s
advertisements. Michelin accepted a discount ofmeote than 5 % from Consumer’s
list prices for cash in hand. The company agreed ifs failure to maintain prices
annulled any agreement and that any agency couftim@iw without noticé* Before
the opening of the plant, Michelin incorporatedrfagencies in Philadelphia, Boston,
Chicago and New York. After the plant was openedMviitown, Michelin began
penetrating the West Coast and opened new bratickess One of its most important

subsidiaries was the Michelin Tire Company of Qahfa at San Francisco.

% Kindly offered by Mr Brian HartoConfidential Agreement 1910-11
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Table 1.3
The Michelin American Agencies 1905-1930

Year: Agency

1906 New York
Philadelphia
Boston
Chicago

1908 San Francisco
Cleveland
Buffalo

Detroit

Denver

1909 Seattle

1910 Kansas City
Saint Louis
1911 Dallas

1915 Spokane
Denver

1921 Des Moines
Los Angeles
Lynchburg
Memphis
New Orleans
Oklahoma City
Omaha
Portland
Syracuse
1922 Walla Walla
Olympia

1928 Jacksonville
“The company notes”, ifthe India Rubber Wor|dAugust 1, 1908, pp. 375; Washington States Aesiv
Michelin Tire Company CardKindly given by Mr Brian HartoNew Articles for the Convenience of
Motorists for 1910“New incorporations”, inThe India Rubber Wor|dluly ' 1910, pp. 368; Secretary

of State of Missouri. Act of Incorporation; Depaem of State of Florida, Act of Incorporation okth
Michelin Tire Company of Dallas; Department of 8tat Colorado, Annual reports.

Its act of incorporation expressed the purposevfoch it was formed:

‘for the purchase and sale of tires and vehicle \ghekall descriptions

and all accessories in any way pertaining to vehigheelg>°

The corporation in California managed many agendied920 it built a new

warehouse in San Francisco. The building had aagispur track. In addition, it

% Washington State Archives, Michelin Tire Comparigtbty Card.
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provided storage space for another new product Mhekbelin was manufacturing in
America: the Michelin disc wheel. Analysis of theging importance of California in

the tire market explains the important role of tiianch for Michelirt®

New roads had been built and car demand had beserg rsteadily in the
previous few yeardFor this reason, the Michelin subsidiary in Califier had
established wholesale quarters in Los Angeles il 1%here was no retail branch there
because the company wanted to adopt a differeaiegly. Considering tires as simple
accessories to automobiles, the proper method sifillition could be through the
automobile and accessories houses. That was alathampany needed to establish a

jobbing branct®

1.4 A joint-venture with an American Corporationaking of the Michelin disc
wheel and the Budd-Micheline

In the 1920’s Michelin was ahead of its time in ex@V respects, but too far
ahead in at least one for the American market9B2]1the company imported a railroad
car calledMicheline from France for a six month trial period. It wagugpped with
rubber instead of the usual steel tires. It wasedagmat the public would accept them
and thus a new market would be created in the dritates. The fird¥licheline had
been built by the Michelin Tire factory of Franecei929 and the tire maker built nine
cars for European use. In 1932, Michelin joinedcésr with the American Budd
Manufacturing Company. Th&udd-Michelinerail car was designed and built by
Edward G. Budd Manufacturing Company of Philadedplmder exclusive license from

Michelin et Cie of Franc&

% «3an Francisco notes”, ifhe India Rubber WorldApril 1%, 1920, pp. 454.

3" That is why during the 20’s many important tirekeis, like Goodyear and Firestone established new
factory in Los Angeles.

¥ «California notes”, inThe India Rubber Wor|december %1911, pp. 124.

% Budd had been a prospering Philadelphia auto patsifacturer when the Great Depression hit, and it
began looking for way to increase its businesdliedafields.
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It was protected by numerous pending United Stptgents applications and
patents extending to all novel features, partitylahe rubber-tired wheels, the
relationship of the wheels to the track on the baed and to trucks and body on the
other, the trucks, the drive, and the Budd “shodvssistem of stainless constructidfi”.
The model imported from France made numerous demmadiasis on the Raritan River
Rail Road between New Brunswick and Parlin. Acaogdio Charles Zimmerman, a

Michelin worker, the experiment was a flop.

“The people didn’t go for it because it was too sldweems our people prefer
speed to comfort so when the test period was &dishe car was taken to Philadelphia
and dismantled. That way the company saved theo€astipping the car back to

France”

In April the rail car journeyed to Akron, in Ohiorffurther demonstration, then
to the Budd Wheel Company in Philadelphia whexgas destroyed. Three cars arrived
in the United States from France. The first one diamantled in Milltown by Antonin
Renoux and John Keller, the second was sent tadiphia, the third one to Chicago,
also for dismantling’On February 18 1932, theBudd-Michelinerailway coach gave a
public demonstration of 28 miles along the SchuyRiver from North Philadelphia
and Norristown. This car was the American develamnoé the Michelin railway coach.
It was built throughout of stainless steel and Wwedyonly 13.500 pounds. It seated 40
passengers and could be operated at 1/3 the cexisting rail vehicles. It incorporated
every standard safety device. It travelled fromtd560 miles per hour and had air
conditioned ventilation. It could be driven by déglectric power, by electric power

obtained from third rails or trolley or by gasolifié

The special Michelin tires had an internal deviegtevent them from running
flat when punctured so that they collapsed gragdalt not completely. The car could

be stopped and the tire changed in three minutesnaswould do on an ordinary

“° The Heagley MuseunReading 65: The Budd Micheline

“I' H. R. Rodney LueryThe story of Milltown South Brunswick and New York A. S. Barnes and
Company for The Borough of Milltown, pp. 100

“2Bdd-Micheline Rail Car”, inndia Rubber WorldMarch 1st 1932, pp. 74.
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automobile’® The Budd-Micheline was called the Green GoosemPrhat seemed like
an apparent success, Budd actually received fewerardrhe first one was from
Michelin for lightweight streamlined cars equipp&dh French gasoline engines. The
next was from the Reading Company. The Reading &5 put into service in October

1932 but it was soon withdrawn from servfée.

It was not the first time that Michelin worked withe Budd Company. During
the 1920’s Michelin had licensed the Budd Wheel poaation to manufacture the
Michelin disc wheels. The American company equipjedxtensive plant to produce
the items in large quantities. The product had betested during WWI with its
application to ambulances, trucks and other arnmjcles. The product went on to have

good success in the American market.

SECOND PART
2/ACTIVITY OF THE AMERICAN CORPORATION
AND ITS FACTORS

The Michelin plant and the French community plagedindamental role in the
economic and social life of Milltown. Many differefactors can be used to understand
the policy that the French tire maker adopted witepenetrated the international

market.

2.1Dalily life of the “Michelin Community”

Michelin improved the working conditions of its eloypees. The firm not only

provided the means to make a living for many fagsilin and around Milltown, but

43 “Michelin Pneumatic Tired Railway Coach”, india Rubber WorldNovember 1st 1931, pp. 67.
“4 National Railway Historical Society of Philadelphivarious documents.
“5 The Heagley MuseunMichelin Disc Wheels
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beginning in 1919 built 53 bungalows for workersck bungalow had four rooms and
was cedar shingled and slate roofed. These hontasaWimodern improvements were
rented to the factory workmen at cost. In totalchélin constructed over 200 homes for
its workers. The firm had a company baseball tedmchvprovided a form of recreation
and entertainment during the spring and summer Imontit also built a Catholic
Church for many of the French families who had eatgd to Milltown to work in the

factory, created a community center and helpedbsitasocial clubs.

Amateur sports were fostered by the Michelin Aillé&ssociation, supporting
its own enclosed field. A quarter mile track, addzdl diamond, soccer field and tennis
courts were provided while a grand stand seati®@QL persons overlooked grounds.
.Michelin’s influence led also to improvements incamplishing several municipal
tasks like having the streets paved, installingtalelights and establishing Milltown as
a stop on the Middlesex & Somerset Traction line.April 1922, Jean Michelin, son of
André Michelin arrived in America to make a studyfactory conditions in the United
States. He was accompanied by French experts whted/# study American methods

for improving the conditions of tuberculosis suéfiex®®

The influence of the Michelin Tire Company on thfe lof its employees has
been the object of numerous analyses. The resaits been discordant, with some
portraying it as having a paternalistic attitudevaeds its workers. Historically, it is
better to focus on the facts, of which there areayndrom the year 1919, all employees
of the Michelin Tire Company began receiving anividual life insurance policy for
varying sums, depending on their years of serviitk the company. According to this
plan, every employee received, free of cost, aififairance policy graded according to
the length of service (from 200 dollars for six rtieto 1.200 dollars for ten years and

over).

Each new employee would be insured upon compledfoms first six months

with the company. Each employee received an indaligpolicy which became effective

46 “New Jersey notes”, ifihe India Rubber Wor|dApril 1 1922, pp. 506.
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on June 18 1919%" It was a psychological as well as an economic bidwen Michelin
closed its doors and returned to France. Just abhairybody and everything depended
upon Michelin for wages, entertainment, and suppevery family in Milltown had
somebody on the company payroll. The fact thatGheat Depression came along at the

same time heightened the sense of loss and despéfat

Table 2.1

Increasing insurance in force on the life of the eployee
as determined by the period of continuous service

Period of continuous service from date Amount of insurance
of employment
Six months and less than 1 year $200
1 years and less than 2 years $ 500
2 years and less than 3 years $600
3 years and less than 4 years $ 700
4 years and less than 5 years $ 800
5 years and less than 6 years $ 900
6 years and less than 8 years $1.000
8 years and less than 10 years $1.100
10 years and over $1.200

Sources: Milltown Historical Association, The Tréas Insurance Company, Certificate of
Insurance employee of the Michelin Tire Company/anis subsidiary companies.

Among the things for which the company was remeedbevas Bibendum, the
Michelin Tire Man. It seemed that Bibendum was ynietl everywhere. He appeared on
company checks, stationery, the tops of thumb tackkrepair kits. He was posed in
various positions. Balloons of him for parades dhckee-foot replicas for window
displays were reproduced. When Michelin closed, yngeople had statues of
Bibendum in their yards. Some dressed them up amdqa them. They could be seen
all over town. There was one picture on the sidehefCommunity House, advertising
the Michelin Cafeteria. It was a picture of theetman with a chef's hat on, pot and

spoon in hand, cooking at a stove.

47 “Michelin insures employees”, ifire Trade JournglAugust 1919.
“8H. R. Rodney LueryThe story...op. cit. South Brunswick and New York A. S. Barnes and fany
for The Borough of Milltown, pp. 99.
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2.2/ Impact of the French -American Tire plant ifltdwn: economical and

social connections

The Michelin plant influenced the economic lifetbe town in different ways.
In addition to the direct influence due to the greamber of workers living in
Milltown, the activity of the firm also brought s@nindirect effects. Through the efforts
of the business men of Milltown and by the intedsdwn by the Michelin’s plant, the
First National Bank of Milltown was formed on Janpa5" 1917. The bank became a
member of the Federal Reserve Bank. The room uselanking was located in the
southeast corner of the tire company bounded oreéise by Main Streéf.In 1907 a
post office was established. In 1915, it gainenish €lass rating due to the great amount

of business transacted by the Michelin’s plant.

From a social point of view, the presence of thenEh community also played
an important role in the small town. In October 2%hrough the efforts of Mr
DeSouche, a Catholic Mission was started understipervision of the Sacred Heart
Church of New Brunswick. The first mass was saithi French school. This was the
first step towards establishing the Catholic religin Milltown. Three weeks later, it
was decided to have the function in the Red Meral #here it continued until 1917
when Jules Hauvette Michelin extended the use ef French Clubhouse to the

Catholics. The Mass ceremony was then said therel@0.

At that time, the congregation became too large th@ clubhouse, so the
functions were moved to the cafeteria and latehéoCommunity Hall. The raising of a
church became an important issue. A committee wasdd to solicit funds for the
church erection. The estimated cost was about thkysand dollars. Jules Hauvette
Michelin made an offer of fifteen thousand dollaree amount was raised on October
30 1921. Because of the kindness shown by HaulMgtteelin, he was given the honor

of naming the church. He declined so a French naasechosen: Our Lady of Lourdes.

“9 Public Works Administratiortistory of Milltown 1936, pp.62.
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A French school was opened in 1910. Michelin tteedielp those families who
preferred to have their children continue with Etestudies. From two to four rooms
were used to teach, depending upon the number mfspdhere were four teaching
levels. Students had to be younger than 10 yedtsr that age they had to attend the
American public school. The French families fromu@o did not send their children to
the French school. They preferred to have theldem act like American citizer$.

A terrible event modified the balance that the Miam workers had found in
Milltown. On August 4 1914, war was declared onnéeby Germany. Word was sent
to the French people of Milltown the day after aomi the &' trolley cars to New
Brunswick were loaded with French men leaving foarfee>® Eighty six French
residents at Milltown in 1914 responded to the tmlirms of their native country. Out

of this number, eighteen made the ultimate saerifiying for France.

On April 8" 1917, war was declared on Germany by President ivéeo
Wilson. In order to secure funds required for frfelieork during war, drives were
developed throughout the country. The presidenbiapgd a War Finance Committee
and under that came all the local committees of Wm#ed States. The Milltown

committee one was represented by Jules Hauvettedlitic

2.3/ The Michelin Man in the USA (1905-1931)

The penetration of the American tire market requia® impressive amount of
investment for the French company. From a markepiaot of view, the company
initially adopted a strategy that gave control he department of Clermont Ferrand.
Because of language considerations, the Michelre Tignited of London prepared the

illustrations that were published in the Americawspapers. Necessity of market and a

*Josette Jouas, Christian Le Corre, Christian Ja@eg, bretons., .op. cit, Mémoires Editions Ouest-
France, 2005, pp. 66-67.

*1 Annie Moulin BourretGuerre et industrie, Clermont- Ferrand, 1912-1922:victoire du pneuwvol. 1,
Clermont Ferrand, Publications de I'Institut d’Eésddu Massif Central, 1997.
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certain independence of the American factory brougk French firm to change its
direction. This case probably represents an infegesexample of the Michelin

marketing strategy on the international markeBetween 1907 and 1931, Michelin
mounted a massive advertising campaign in the Uni&ates. More than 150
advertisements were published in different magazlite the Saturday Evening Post,
The Literary Digest, Collier's Liberty, The Count$entlemen, The American
Magazine, Motor, Motor Age, Automotive IndustrieBhe Theatre, County Life in

America, Elks Magazine and others.

At that time, illustrations were still the mostieiént tool used in campaigns.
They explained concepts through images. Firms hie@dous artists to create their
campaigns. Their signature gave prestige and ualdkeir products. According to the
company history, it is possible to distinguish thhases in the American advertising
campaign: the first campaign from 1907 to 1916, geeond one from 1916 to 1926,
and the last one from 1927 to 1929.From 1907 to 1910, Michelin advertisements
described the activity of the new American firm dragizing its production. The French
origins of the firm were not publicised. Bibendumpaared sporadically. It was
introduced in sketches created by O’'Galop and umsethe company’s worldwide
campaign. Between 1910 and 1916, there is a stgnifinformation vacuum.

Nevertheless, Bibendum finally made his appearaimcesome American
newspapers. For the first time, he was depictel wiher important elements such as
tires, cars and competitions. At the end of 19E5Nhchelin Tire Company changed its
advertising strateg¥ For the first time, a campaign was created anct&iord on
American soil. It had a different style from theondwide campaign created at
Clermont. This new attitude had a simple explamatidmerican tire marketing was
becoming more competitive, and innovative advergjstampaigns were necessary to

survive. The author who represented this new daeavas Arthur Norman Edrop.

2 Archives Michelin, Nunc..op. cit, pp. 184-186.

3 Archives Michelin, Nunc..op. cit, pp. 187-189.

>* Michael J. FrenchlThe U.S. Tire Industry: a histarfwayne, New York, 1990.

%5 Arthur Norman Edrop was born in Birmingham, Englam 1884. He sailed for New York in 1896. He
studied in different schools in Brooklyn and he \easmiember of the Society of lllustrators. He worksd
a journalist in different newspapers like: Brooklagle, New York Tribune, or Philadelphia Bulletite
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Journalist and illustrator, he designed, drew arametimes wrote Michelin
advertisements. He worked on press advertisemgmasyphlets, brief technical
publications, enamelled plates and gadgets. Hetedteamore than one hundred
advertisements, even if his signature was onlyabledin about twenty of them. His
first works appeared in Life Magazine in a veryvpeiged location, just inside the
cover. They depicted Bibendum reciting the virtue@sMichelin tires to different

characters. Drawings were laid down in a white eaknd.

At the same time, the French company started phublisa black and white
series of advertisements. Quite different fromphevious ones, they provided technical
and advertising texts. Bibendum played a differefe. He appeared alongside tires and
motorists. Moreover, Michelin started conceivingntiouous campaigns, with long
series of advertisements that appeared in diffggabtications. The most famous were
called ‘9 ways to judge tirésand “Twelve Tire Test Advertisements appeared in a
consecutive way and they stressed qualities andradges of Michelin products. In
1918 a revolution arrived from Europe. Color start®® be used by European
advertising illustrators. As a consequence, Michatiopted this new trend. Through an
innovative visual impact, the company hoped tcaattnew customers. Letters were fat
and outlined while advertisements had flat and desprs with a central illustrated
motif. Yellow and blue, the corporate colors, doated the majority of the company

works.

Bibendum started acquiring great importance in #merican Michelin
campaign. He started being the primary seller efdbmpany. At the same time, new
advertisements in black and red were created. Tiferahce from the yellow and blue
ones was simple: the last ones had advertisingoges) the new ones gave technical
information and explanations. The real protagonmse tires and their performance.
Bibendum, real mascot of the French tire makemyrassl the role of a teacher, pointing

out features and uses of items.

wrote short stories for the radio. He also publisiiistrations for important magazines such age,Li
Collier’s, Liberty or Saturday Evening Post and k&d~or a large part of his life he stayed at Radimo
Pennsylvania. He died in Maryland in July 197 3hatage of 89.
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The new popularity of Bibendum raised a problemtf@ American firm. After
its first appearances, accompanied by the slofam¢ est Bibenduimand thanks to
some current events of the time, people christéghednascot with its peculiar name:
Bibendum. Why was this name not adopted in the Agamradvertising campaign? In
1914 the North America Congress received a requidstsix millions signatures for the
prohibition of wine and liquors. On January"L&he Volstead Act was adopt&tit was
obvious that a character whose name came fromia tatse meaning “Now it is time

to drink” was not the right choice for the Ameridine market.

In March 1922, Michelin published a bizarre adwsmnent: the convening of a
competition with 65 runners-up prizes and a finstg of a thousand dollars cash. The
intention of the competition was to find a name ftioe tire maker's mascot. In July
1922, the decision was published. Unfortunatelypenof the names proposed was
considered appropriate by the judges. From the eogip point of view, “the most
suitable name was yet to be discovered”. After,tMithelin abandoned the idea of
finding a new name for Bibendum. At the end of 19E8rop left the Michelin
American advertising department. During the follogvi years, the Michelin tire
company changed its strategy. A black and whitensive campaign was created by
Gluyas Williams (1888-1982), graphic artist anct@anist>’

His illustrations designed for Michelin can be ddiesed as comic graphic jokes
in which Bibendum advises motorists in a tight spt1929, Michelin made its last
advertising appearance. An advertisement was fealish The Saturday Evening Post.
It showed theSupertreadtire model accompanied by Bibendum. The style Hrel
graphics were far from the style adopted during ghevious years. This was the last

advertisement of the French company in the UnitateS>®

*% |t was better know as Law of Prohibition and inaéned in force until 1933.

" He was considered as one of the founding fathérthe American comic. His works have been
published in magazines as Life and The New YorkKerillustrated many books where he depicted social
life of the American middle class.

*8 |mages of AmericaMilltown, Milltown Centennial Committee, 1996; H. R. Rodrayery, The story

of Milltown, South Brunswick and New York A. S. Barnes and @any for The Borough of Milltown;
History of Milltown (1936), Public works Administration, typed fromginal copy and presented to the
Milltown Historical Society by Linda Matlack ButcHMichelin factory shutting down, throwing 300
employees out of work; mergers discussédilltown Reviewle 25 April 1930, pp.1.
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2.4/ 1925-1930: between hope and crisis

The last seven years of activity of the Americaotdey were crucial. Good
results obtained from 1923 to 1925 thanks to acaghoif products successful on the
American market gave away to a tough situation tuninated in the dissolution of
the company in 1931. In 1923 the American compaegiasled that its business had
increased about one hundred per cent over theyeast The company was running
three shifts, including holidays and two thousamwgle worked in the factory. The
company claimed the necessity of raising pricesabige of the increasing cost of raw

materials>®

In 1925 the Michelin tire company reached its bresult: 856.178 tubes and
2.353.659 tires. In the following years, the firmisroduction slowed down
considerably: twenty one per cent less for tubeask thinty two per cent for tires. This
drop could be explained by the selling result afeav type of tire called th€onfort
Interchangeable Driven by its positive experience in Europe, Mikh assigned the
new tire to the Ford T and planned to begin itsdpodion at Milltown. The conditions
of use in the United States were extremely diffefeam those in Europe. The tire was
too thin to tolerate the kind of aggression thas wgical of American streets.

The sides of the tire were easily damaged showungctores and rents. This
problem surfaced at the same time that the cnsitheé tire market began to appear.
Heavy reorganizations, pricing wars and dissatigfacof stockholders were factors
that negatively influenced the development of theefican tire market. In connection
with the Michelin Tire Company there was also aeotbroblem: the French Company
and the Michelin family members held more than @@.8hares of the 20.000 that were
the capital of the American firm. The other 6.00@res belonged to one hundred and

forty two American holders.

In a letter of May 1% 1928, the management explained the situation: avillebt
of 7.7 million dollars, the amount of interest taypwas 427.100 dollars or roughly 3.2

%9 “New Jersey”, inThe India Rubber Wor|dApril 1st 1923.
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per cent of the cash flow. The Michelin of Francegmsed to repurchase the shares and
on May 28" 1929, the administrators of the French factoneeskeir stockholders for
authorisation to do this. At the end of the year,iaternal report revealed another
important aspect. The commercial troubles at Matho were contributing to a
depreciation of the Michelin brand. This state ies constituted a prime opportunity
for its competitors in Europe and all over the wd garner important market shares.
Another factor was influencing the firm’s decisioas this time: theManufacture
Michelin was going to be quoted on French Market Exchafigg.event that could call
into question the Michelin reputation could havepartant consequences in the stock
market. The company proposed a solution: the Frdinohwould rent the Milltown
factory through a broker that had yet to be chosen.

An interest of 6 percent would be guaranteed tostioekholders. The French
company was disposed to repurchase the sharesptepeho did not want to be part of
the new busine€8ln 1929 the activity of the firm, particularly irelation to the
Milltown branch, started to become the object ahous. The rumors ranged from a
proposed purchase of the plant by Henry Ford, tbeddch Tire Company and the
Sears Roebuck Company, to a report that the compayd continue on and would
build a large fabric plant in the near future. TWMeehelin management authorized a
statement indicating that the past months had bg®riod of idleness on the part of the

plant executives and that a substantial new progvasto be adopted.

The process by which the president of the firm hisdadvisers hoped to bring
about improvements in this important industry watended to be achieved by a
present-time reduction in the wof&rce, laying off some 200 workers and confining
operations to a single day shift. That was judifiy the production of an even better
tire and increased production. Somewhat reluctamtBuvette Michelin incorporated
into his statement to the press a bit of informrasaggesting that it might be necessary
to construct one or more buildings at the Milltovactory before the new plants were

completed.

®patrimoine Michelin, Tristan de la Broise, PrivBtecument.
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His hesitancy was due to his intense dislike foytleing that had a taste of
propaganda. No decision regarding building openatibad been made although these
things could become necessary in the future. Enpbanial was made at the Michelin
offices of a report that in laying off workers befdhe announcement, the lay-off was
aimed especially at what was known as contract eyepk, although a number of old
workmen including some who had been with the plaimce the days of the

International Tire Company were included amongé¢hasgl off. The firm stated:

It is reported that during the period of rearrangemt of old machinery
and equipment, installation of new machinery angparation of new manufacturing
schedules, it has been found necessary to wongléme at only one shift of eight hours,
which required of disposing of the services of semgloyees during the past few days.
It has been learned also that it may be found re=oggo construct one or more new
buildings at the large Milltown factory before thew plans are completed, but this has
not as yet been definitely decided. When the waskbleen completed the Michelin will
be one of the most modern in the rubber industmnfthe standpoint of

manufacturg’. %t

A few days later Hauvette Michelin explained thia¢ firm was laying out a
model tire plant.Michelin had just completed the building of two iesly new tire
factories at Stoke-on-Trent, England and at TuHaly. No old buildings or old
machinery limited the engineers in planning thesetdries. These new plants had
demonstrated the value of their new features anch#in knew that many of these
features were still new to American practice. T¢w@ild mean better quality and greater

economy. So the company decided to incorporate thehe Milltown plant.

For this purpose Michelin enlisted the service lo¢ tthief engineer of the
Michelin European factories and also the servidesdistinguished Akron expert in tire
factory planning. The Michelin engineer, H. M. Lalohad very wide experience in the
management of tire building shops and had recebdgun to specialize in the

perfection of methods for saving labor without emgkxing quality production.

¢ “Michelin factory changes likely to bring aboutttse tire production”, irMilltown Review October %
1929.
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Michelin’s statement disclosed that the plans dafte alterations to many buildings
and installation of a great deal of new machinkhyder the new order of things, hand
labour in tire making would be eliminated to anemttnever before accomplished and
as nearly as possible everything would be done dghiery. Jules Hauvette Michelin

explained the most important reason for adoptingribw method:

“ The uncertainties of hand labor in tire making viad eliminated to
an extent never before accomplished. As nearlyasiple everything will be done by
machinery so that every Michelin tire will be eXadike every other Michelin tire
made, that will increase regularity in our prodwotid reduce the cost to the user by
increasing the average mileage...For instance, inrigan tire plants it is now
universal practice to build the large/sized trugies by hand, that is to say the various
plies of fabric are laid on the core of the tire tgnd labor. Each of these operations
gives an opportunity for uncertainties as partialyyaserious condition, inasmuch as a
large size truck tire includes ten or twelve or mtayers of fabrics. If even one of these
layers is applied unevenly or at an improper tendimuble is likely to develop when

the tire is used, causing failure by either sep@rabetween plies or rupture of some of

the cords. We have devised a machine for buildiegd large tire&®?

On April 258" 1930, Hauvette Michelin announced that the plamt been shut
down. The date of re-opening was uncertain depgndin conditions in the tire
industry. The firm had been working with a greatiduced work force for several
months, during which numerous rumors had been taflegarding the future of the
industry and linking the names of many prominerg tioncerns with that of Michelin.
Each story had been in turn denied by the factaapagement and recently a glowing
account had been published in one of the natiaaalet papers predicting a brilliant
success for the new fabric tire to be produced #tdwn. About 300 employees had
been affected by the shut-down, many of them whib been with the Michelin plant
for a long time, and including not a few Frenchmédm were brought to Milltown to
engage in tire making. The Michelin cafeteria haerbclosed, while the Community

House was still available for organizations wishiogise it for affairs of civic nature.

62 “Michelin is laying out model tire factory in Mithwn; hand labor to be largely eliminated”, in
Milltown Review November 28, 1929.
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few industries are so disturbed today as the tidustry. The tire business
has been hurt not only by the general depressiampgonditions in the trade which
long antedated the depression. There has beenmreeriction. In addition there has

been unprecedented competition in the sale of.tifés

By the way,the company decided to hold open the contractsruwtech all
foremen worked. On March £8931, the stockholders’ assembly of the Michelire T
Company of Milltown ascertained the cumulative lagsthe last fiscal years had
exceeded the capital of the firm. They decidedigo ghe act of dissolution. Michelin
continued owning the property after the plant wkssed and in 1934 the Industrial
Directory of New Jersey listed the Michelin Tire rGpany as owning the abandoned
factory complex® The company retained 40 employees in Milltown.sTéontinued
presence was the result of Michelin forming the i Realty Company to help with

the divestiture of their existing holdings. By 19ichelin’s divestiture was complete.

CONCLUSIONS

Right from its inception, the Michelin Tire Companyas focused on the
international market. The French tire maker opefaetobries and agencies all around
the world. The strategy adopted to penetrate theerfoan market illustrates some
important characteristics of Michelin’s strategyridg its first years. The company
decided to open an agency to begin understandag¢aties of American customers. It
created a strong advertising campaign extollingsitscess in auto competitions in

Europe and then in the United States.

Driven by initial success in the American markeich&lin decided to establish
a factory at Milltown®® The small town had a strong tradition in rubbenufacturing

and was located not far from New York City, onelled most important tire markets in

83 “Michelin factory shutting down, throwing 300 erogkes out of work; merged discussed”Militown
Review April 25" 1930.

641934 Industrial Directory of New Jersey, pp. 267.

% Michael J. FrenchThe U.S. Tire Industry: a histarfwayne, New York, 1990.
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the United States. Michelin brought some employe®sa France. They took care of the
most critical aspects of a tire manufacturings limportant to underline that the interest
of Michelin in the United States was not limited ttte USA as a potential market
buyer®® At the beginning of the century, Edouard Michedient his nephew Marcel
Michelin®’ to meet Frederick Wislow Taylor. The French patnanted to discover the
possible applications of the new working methodtherubber manufacturing. It was at

Milltown that these new ideas were applied forftrst time®

The Milltown experience ended in 1931. Numeroustdiac influenced this
decision: the crisis of the American tire markeeda the Great Depression, the new
strategies adopted by Michelin in France and thigadrof the big American tire makers
in the European mark&.Michelin understood that there was only one padlisitio
survive: they had to create new and innovativepcts. From the thirties, the company
made many investments in research and developmese efforts brought the firm to

create a product that changed the history of ttresradial.

Thanks to this innovation Michelin faced the Amaricchallenge once again.
After introducing the product adopting an Ameridarand, the company decided to
penetrate the market using its own brand namehdh370’s, the Company established
a factory in the United States. In the 1980’s itjiaced one of the most important
American tire makers: B.F. Goodrich. In the ninetMichelin became the biggest tire

maker in the world.

% André GueslinMichelin, Les homes du pneu: les ouvriers Michali@lermont- FerrangdEditions de
I'Atelier, Paris, 1993.

67 Marcel Michelin was one of the sons of André MiameHe had spent some time at the Michelin
Agency of London to improve his English. In 1909emered in the family business at Clermont Ferrand
From 1913 he was chief of the testing departmefficéoF and A). He died in a concentration camp in
1945.

% Stevens Institute of Technology, Fonds F. W. Teybmssier 180 B, Report to Mr Marcel Michelin,
Clermont, France, 20 September 1912.

% Goodyear opened a factory in England in 1927.
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