Concepts of place in British womenswear advertising, 1880-1914
ABSTRACT The mass retailing of fashionable clothing is a practice which is bounded both by time, since each season’s new styles renders previous garments obsolete, and by space, as innovations are promoted as sanctioned by fashion capitals such as Paris, London, or New York. This study of fashion advertising in British national periodicals from 1880-1914 reflects on the historiography of retailing, from Jefferys to Breward and Stobart, which often makes strong distinctions between London and the provinces. Case studies of two retailers with multiple branches, H.J. Nicoll and Alfred Stedall, and of two retailers selling through mail-order, John Noble and Pryce Jones, will examine the methods used to sell goods internationally, nationally and locally. These case studies will draw on unpublished publicity documents in the National Archives and other collections, and on advertisements in national and local newspapers. An analysis of discourses of place in fashion magazines will investigate the ways in which magazines acted as virtual spaces in which readers could both receive and offer information.  This will lead on to a consideration of Appadurai and Augé’s concepts of space, place and non-place in consumption, and the applicability of these to earlier periods.
Keywords: advertising; fashion; mail order; multiple retailers; newspapers 

Introduction 
[bookmark: _Hlk147832837][bookmark: _Hlk147832945]The mass retailing of fashionable clothing is a practice which is bounded both by time, since each season’s new styles renders previous garments obsolete, and by space, as innovations are promoted as sanctioned by fashion capitals such as Paris, London, or New York.[endnoteRef:1] This study of fashion advertising in British national periodicals from 1880-1914 reflects on the historiography of retailing, from Jefferys to Breward and Stobart, which often makes strong distinctions between London and the provinces. Paris is also important as a historiographic model, since the networks through which Parisian ‘grands magasins’ advertised and sold their goods have been extensively studied.[endnoteRef:2] Case studies of two British retailers with multiple branches, H.J. Nicoll and Alfred Stedall, and of two retailers selling through mail-order, John Noble and Pryce Jones, will examine the methods used to sell goods internationally, nationally and locally. These case studies will draw on unpublished publicity documents in the National Archives and other collections, and on advertisements in national and local newspapers. An analysis of discourses of place in fashion magazines will investigate the ways in which magazines acted as virtual spaces in which readers could both receive and offer information.  This will lead on to a consideration of Appadurai and Augé’s concepts of space, place and non-place in consumption, and the applicability of these to earlier periods. Appadurai has identified the ‘production of locality’ as a process with historical precedents, but given new impetus by the new media of the late twentieth century.[endnoteRef:3] As the period from 1880 to 1914 was one of change and expansion in publishing it is one when changing discourses of locality might be expected. Augé’s discussion of the way in which the idea of a place can operate separately from its physical locality is particularly relevant to pre-1914 fashion retailing, which frequently referred to Paris and London as fashion capitals.[endnoteRef:4]  [1:  Steele, Paris Fashion, pp.262-76.]  [2:  Musée de la Mode et du Costume Palais Galliera, Femmes fin de siècle.]  [3:  Appadurai, Modernity at Large, on p.178.]  [4:  Augé, Non-places. ] 


Over the fifty years since Jefferys’ mapping of the field of retail history, several strands of investigation have been pursued.[endnoteRef:5] One of the earliest was the history of notable retail firms, both in London and the provinces.[endnoteRef:6] Individual retail histories have laid the groundwork for studies of department stores as a category by Crossick and Jaumain and Lancaster, while Mitchell has reflected on the importance of differences within as much as between categories.[endnoteRef:7] The history of luxury (and especially fashion) retailing in London has been the focus of many studies, starting with Adburgham and continued by Rappaport and Breward et al.[endnoteRef:8] Breward’s Fashioning London was especially innovative in investigating the ways in which retailing in specific areas of the city was understood by, and shaped by, consumers.[endnoteRef:9] Conversely, the practices of provincial retailers from the late eighteenth into the mid twentieth centuries have been analysed by De la Haye, Toplis, Stobart and Bowlby.[endnoteRef:10] Bridging the gap between metropolitan tastes and provincial clients was the specialism of chains of shops, such as Marks and Spencer, studied by Worth, and of mail-order retailers, whose origins have been examined by Coopey, O’Connell, and Porter.[endnoteRef:11] [5: 5 Jefferys, Retail Trading in Britain.]  [6: 6 Adburgham, Liberty’s, a Biography; Briggs, Friends of the People.]  [7:  Crossick and Jaumain (Eds.), Cathedrals of Consumption; Lancaster, The Department Store; Mitchell, “The Victorian Provincial Department Store”.]  [8:  Adburgham, Shops and Shopping 1800-1914; Rappaport, Shopping for Pleasure; Breward, Ehrman and Evans (eds.), The London Look. ]  [9:  Breward, Fashioning London.]  [10:  De la Haye, “Dissemination of Design”; Toplis, Clothing Trade in Provincial England; Stobart, “Advertising and the character”; Bowlby, Back to the Shops.]  [11:  Worth, Fashion for the People; Coopey, O’Connell and Porter, Mail Order Retailing.] 

Stobart’s case-study of the advertising practices of two Manchester retailers is valuable for its reflections on how businesses differentiated themselves to attract different subsets of local consumers.[endnoteRef:12]  This study also illuminates the challenge of research on advertising, with thousands of potential references to be analysed. Focussing on a single publication, as Stobart has done, risks filtering out important information, since local newspapers were subject to financial and technical constraints, especially in the inclusion of illustrations. This was particularly important in the marketing of fashionable clothing which needed to create a specific aesthetic effect. For this purpose, the most effective publications were illustrated fashion journals with a national circulation, backed up by illustrated price lists for mail-order purchase.   [12:  Stobart, “Advertising and the character”.] 

While images had been used in advertising as early as the eighteenth century, they were not widespread until the 1880s, when improvements in printing processes made small cuts and large plates more economical to reproduce in the daily press, in illustrated weekly journals, and in specialist fashion and dressmaking periodicals. [endnoteRef:13]  This led to a rapid expansion in the fashion press from 1890 onwards; Beetham’s survey identifies nine new titles launched in 1898 alone.[endnoteRef:14] These new periodicals  presented a qualitative as well as a quantitative change, since many of them were explicitly pitched at lower-income consumers, selling for as little as one and a half pence for a monthly issue (one shilling and six pence a year), in distinction to the elite Queen or Gentlewoman, priced at 6 pence a week (21 shillings or £1 1 shilling per year).[endnoteRef:15]  These new publications created finely nuanced class positions through their text, images and layout.[endnoteRef:16] With a national or international distribution, they promoted a concept of fashion above the localism of the regional press.  [13:  Loeb, Consuming Angels; Jobling and Crowley, Graphic Design; Rickards and Twyman, Encyclopedia of Ephemera.]  [14:  Beetham, A Magazine of Her Own; Beetham and Boardman, Victorian Women's Magazines, 221-8.]  [15:  Launch publicity for Home Dressmaker, Pearson's Weekly, 29 December 1894 p.16. For context, many working-class households were subsisting on £1 or 20 shillings a week, as encapsulated in the title of the 1913 report by Maud Pember Reeves, Round About a Pound a Week (London: Virago, 1979).]  [16:   Breward, ‘Patterns of Respectability’.] 

Central to the discourse of fashion magazines was the invocation of London and even Paris as the source of the styles promoted. Paris had long been seen as the origin of high fashion designs and garments, at the centre of networks for international trade in luxury goods.[endnoteRef:17] By 1880, wealthy American couture clients were planning European tours around the commissioning of their new wardrobes in Paris.[endnoteRef:18] There was an international trade in Parisian haute-couture designs as early as 1872, when the leading couturier Worth licenced kits of exclusive fabrics and cutting diagrams to New York retailers.[endnoteRef:19] Unlicenced copies were also made from garments purchased in Paris, or from images in the fashion press; one London dressmaker specialised in copies of Paris couture designs.[endnoteRef:20] The peaks of Paris couture rested on a solid base of ready-to-wear (‘confection’) and of retailing by ‘grands magasins’ specialising in fashion.[endnoteRef:21] The archives of retailers such as the Grands Magasins du Louvre, A la Samaritaine, Au Printemps, and Au Bon Marché, show that these had a substantial mail-order trade; in 1880, Au Louvre employed 60 staff to deal with the 650,000 letters received and 425,000 parcels sent out each year. Mail ordering was facilitated by credit arrangements, with La Samaritaine engaging a specialist agency to handle this side of their business. Printed catalogues and seasonal flyers were key to maintaining links with both Parisians and distant customers; they were seen as particularly important for cost-conscious shoppers, who could use them to plan their purchases.[endnoteRef:22] Fashion retailers also placed advertisements and advertorials in the plethora of fashion magazines that were available by the 1880s, with 180 new titles appearing between 1872 and 1908. These had a substantial reach, with the Moniteur de la mode alone numbering 200,000 subscribers by 1890. This magazine had varied initiatives to engage with their readers including vouchers for dressmaking patterns, cut-out or made-up garments, a pleating service for lengths of fabric, and cutting classes for aspiring dressmakers. [endnoteRef:23] [17:  Kurkdjian, “Paris as the Capital of Fashion”.]  [18:  Coleman, « Pourvu que vos robes vous aillent ».]  [19:  Coleman, Opulent Era, p.21.]  [20:  Rose, Art Nouveau Fashion, pp.15-16.]  [21:  Miller, Bourgeois Culture.]  [22:  Falluel, « Les grands magasins et la confection féminine ».]  [23:  Barbera, « Des journaux et des modes », 109.] 

In spite of Parisian developments in retailing before 1914, innovative practices were identified with the USA, typified by Selfridges department store, opened by an American entrepreneur in London in 1909.[endnoteRef:24]  Schorman’s study of American clothes retailing shows that a boom in mail-order retailing had started in the 1880s, with the market leaders Montgomery Ward and Sears, Roebuck, each employing 2000 staff by 1900. He identifies communications improvements such as free rural parcel delivery, as helping to underpin these businesses.  While Schorman does not examine the policies of individual consumer magazines, he identifies a shift in practices with the founding of the Clothing Gazette for ready-to-wear manufacturers and retailers in 1881 and Printers’ Ink for the advertising trade in 1888. He highlights the role of centrally-produced advertising images sold to clothing retailers in standardising customer expectations to match standardised mass-produced garments. Schorman sees the development of multiple retailers as a logical development from the systemisation of garment production, retailing and advertising.[endnoteRef:25] [24:  Schorman, Selling Style; Rappaport, Shopping for Pleasure, pp.142-77, 215-22.]  [25:  Schorman, Selling Style, p.23.] 

[bookmark: _Hlk147399549]These studies of French and American fashion retailing will be used as frameworks for evaluating my findings on British practices. I will also consider the ways in which consumers and advertisers located themselves in space, and reached across distances. This will lead on to a reflection on theories of place such as Appadurai’s definition of ‘locality’ as a concept rather than a physical place, created and maintained by ‘technologies of interactivity’.[endnoteRef:26] It will also reflect on the use of words to create Augé’s non-places or imaginary places.[endnoteRef:27] This is particularly evident in the invocation of Paris or London in advertisements, where the place name acted as a claim to fashion rather than a statement of origin. A striking example of this can be seen in the 1900-14 practice of identifying fashionable colour schemes with specific places, whether bright ‘Balkan’ primaries, chic ‘Parisian’ contrasts, or muted ‘English’ tones.[endnoteRef:28] These references created an imaginary geography, contrasting the ideas of different places.  [26:  Appadurai, Modernity at Large, p.178.]  [27:  Augé, Non-places, p.91.]  [28:  Rose, ‘“Rough Wolves in the Sheepcote”’.] 


Materials and Methods 
Research into British fashion retailers is complicated by the poor survival of company archives, with a few exceptions such as the House of Fraser group, Liberty of London and Marks and Spencer.[endnoteRef:29] However even in these most of the fashion marketing documents and catalogues have been discarded, making the sample of women’s clothing catalogues in the John Johnson Collection of the Bodleian Library even more valuable. [endnoteRef:30] [29:  Paterson, “Selling Fashion”; Adburgham, Liberty’s, a Biography; Worth, Fashion for The People; Pryce Jones archive, M/D/PJ at http://calmview.powys.gov.uk/CalmView/Overview.aspx?src=CalmView.Catalog ]  [30:  These are catalogued as Women’s Clothes and Millinery (WCM), boxes 1-10. https://www.bodleian.ox.ac.uk/collections-and-resources/special-collections/catalogues/johnson/finding-aids/digitised] 

In order to gain an overview of the marketing practices of British fashion retailers, I used the promotional images found in the Records of the Copyright Office, Stationers’ Company (Stationer’s Hall Archive) at The National Archives (TNA); and newspaper advertisements sourced from the British Newspaper Archive. The Stationers’ Hall Archive consists of retailing documents and commercial art registered under legislation in force between 1837 and 1912.[endnoteRef:31]  These range from packaging for branded items through sales tickets and showcards to large publicity posters and sales catalogues. Each document was attached to a registration form, which was dated and signed by the firm claiming the copyright, and by the artist responsible for the artwork. This archive contains the largest number of dated promotional documents in Britain, stored as Copy 1. Unfortunately, its size (over 1,000 boxes of approximately 300 documents each) and the lack of a comprehensive index make it hard to search.[endnoteRef:32] Moreover, some multi-page documents such as retailers’ catalogues have been cut down for reasons of space, leaving only the front cover. My research was conducted by a box-by-box search which identified 2,200 promotional documents for women’s ready-to-wear clothing between 1870 and 1912.  [31:  Rose, “Advertising Ready-made Style.”]  [32:  Some boxes have itemised listings online, with text taken from the registration forms, and documents in boxes 60-100 (1882-91) have been digitised at https://discovery.nationalarchives.gov.uk/browse/r/h/C5349 . ] 

Two firms dominated the Copy 1 women’s registrations before 1900, Alfred Stedall (1024 Registrations) and H. J. Nicoll (244 Registrations) and these were selected as case studies. [endnoteRef:33] These two companies were then followed up through a search of the British Newspaper archive, which revealed that both had retail outlets in multiple towns and advertised in a variety of London and regional newspapers. This allowed for a comparison of their advertising strategies, and in particular of their use of the images registered in Copy 1. H.J. Nicoll was remarkable for incorporating images in their advertisements as early as 1862, to promote their new ranges of women’s ready-to-wear garments.[endnoteRef:34] Research in newspapers uncovered the activities of several mail-order houses specialising in women’s ready-to-wear clothes from the 1870s onwards. These firms did not make extensive use of Copy 1 registration, but it was possible to analyse their activities from newspaper advertisements and documents preserved in local archives.[endnoteRef:35] Two of the most prominent, John Noble of Manchester and Pryce Jones (The Royal Welsh Warehouse) of Newtown, Powys, will be discussed as case studies of mail-order retailers.  [33:  Rose, ‘Women's Ready-to-Wear’.]  [34:  Ibid., p.7.]  [35:  Rose, Buying and Selling, pp.73-96, 129-40.] 

In order to clarify the production and use of fashion images, and the importance of visual appeal in advertising, a second search of newspapers was made, for the term ‘fashion artist’. This term encapsulated the visual appeal of fashion and highlighted the creativity involved in its conception and presentation. This search uncovered 3,400 references from as early as 1884, including many in text-only publications, sidestepping the limitations of the print medium.[endnoteRef:36]   The findings from the Stationers’ Hall documents and the two searches of the British Newspaper Archive have been synthesized and will be presented in terms of the rhetoric of place in fashion advertising; the importance of travel in fashion retailing; and networks of fashion dissemination, both physical (garments) and virtual (magazines and advertising). Throughout, the focus will be on the women’s ready-to-wear trade as stocks of ready-made garments presented an investment which retailers needed to clear within a short space of time, unlike the bespoke trade where garments were only made up for customers’ orders. Thus, ready-to-wear marketing was both extensive and intensive, addressed to a wide range of consumers and utilising a range of promotional strategies.  [36:  The earliest use of this term was in The Sportsman, 25 June 1884.] 


Findings
The rhetoric of place: Paris, London, Bradford 
Newspaper advertisements show repeated references to Paris by retailers at all levels who wished to assert their position as providers of high fashion. In 1910 the leading department store Whiteleys of Bayswater advertised their revamped shop as “a compendium of the ateliers of all the Continental capitals”.[endnoteRef:37] In 1884 Alfred Stedall, a manufacturer and retailer of women’s ready-to-wear, stated “just returned from the Continental Markets … all the Newest Designs from Paris, Berlin and English Markets”.[endnoteRef:38] Some claims made by smaller businesses seem improbable, but it is notable that they were seen as necessary: “Novelties designed for Early Spring wear by the best Fashion Artists of Paris and London. THE CASH DRAPERY STORES, 8 & 9, Parsons’ Street, Banbury”.[endnoteRef:39]  [37:  Montrose Review (Elgin), 24 November 1911.]  [38:  South London Press, 29 March 1884.]  [39:  Banbury Guardian, 17 March 1910.] 

International exhibitions in Paris from 1867 onwards provided opportunities for British clothing manufacturers to win awards for design and workmanship, and these were highlighted in retailers’ advertisements: “received from the well-known establishments of H. J. NICOLL, of LONDON and PARIS, whose exhibits have been awarded the Prize Medal of the above Exhibition, a new selection”.[endnoteRef:40] By 1877 H.J. Nicoll had established a branch in Paris and were legitimately able to advertise “LADIES' COSTUMES [ensembles] in NEW MODELS. as received from the PARIS BRANCH”.[endnoteRef:41] Nicoll made their Paris links a part of their company branding, styling themselves “of London and Paris” in advertisements and on garment labels.[endnoteRef:42] [40:  Eldridge and Young advertisement, Salisbury and Winchester Journal, 2 November 1878.]  [41:  The Field, 5 June 1880.]  [42:  For example, on an 1880’s woman’s jacket, CI41.133.5, in the collection of the Metropolitan Museum of Art, New York.] 

London was also recognised as an important source for fashion ideas, especially in the fields of tailoring and active sportswear. From 1908 to 1914 a series of Franco-British fashion exhibitions placed London designs in direct juxtaposition with those from Paris, and allowed commentators to proclaim that: “LONDON'S LEAD TO RE SHOWN AT EARL'S COURT. The extent to which London has become the leader of fashion during the last decade or so will be illustrated”.[endnoteRef:43] The primacy of London was embedded in company names, such as London Fashions of 95 New Bond Street, who provided fashion plates for tailors, or the London Mantle Warehouse operating at 41 Jamaica Street, Glasgow in 1880.[endnoteRef:44] Firms like Nicoll with London headquarters constantly stressed this in their publicity: “the taste and superior finish of the London Fashions can be obtained in Birmingham, and at the same moderate scale of prices”. [endnoteRef:45]  [43:  “The Hub of Fashion”, London Evening Standard, 16 May 1914.]  [44:  Glasgow Evening Citizen, 1 March 1880.]  [45:  Birmingham Daily Gazette, 2 August 1870.] 

At the same time as claiming access to information on London and Paris trends, provincial retailers were at pains to stress links to their localities. Sometimes this was a reaction to the perceived incursions of national chains into local markets.[endnoteRef:46] At other times, national chains adopted names or branding stressing their origins, usually from localities recognised as centres of textile expertise. The 1840s fashion for Scottish woollens, especially tartans, led to the establishment of a Scotch Tartan Warehouse in Regent Street, London; their rivals, the Scotch House of London, was established in 1839 and remained in business until 2001.[endnoteRef:47]  [46:  Batley News, 25th May 1906. ]  [47:  Adburgham, Shops and Shopping, 73.] 

A name stressing a specific location was even more important to mail-order firms with few physical sales outlets. The Royal Welsh Warehouse of Newtown, Powys, begun as a specialist dealing in locally produced wool flannel used for underwear and blankets. It was taken over in 1856 by the entrepreneur Pryce Jones who established vertical integration by buying a controlling interest in a woollen factory.[endnoteRef:48] At the same time, the company established an international reputation, winning prizes at exhibitions in Vienna (1873) Philadelphia (1876), and Paris (1878). In 1911 the founder’s son established a Canadian subsidiary with a mail-order business operating out of a lavishly fitted department store in Calgary.[endnoteRef:49]  The firm’s publicity balanced the local and the international, with images of leeks and Welsh dragons flanking reproductions of their prize medals from international exhibitions (Figure 1). Another mail-order specialist, the Bradford Manufacturing Company, emphasised its base in the principal British wool production district by adopting “The Girl at the Loom” as a trademark, with a weaver depicted on its publicity.[endnoteRef:50] John Noble, a mail-order firm based in Manchester, a centre for weaving and printing cotton dress fabrics, in 1894 marketed ready-to-wear clothing with pictures of their spacious warehouse and modern factory.[endnoteRef:51]  [48:  Coopey, O’Connell and Porter, Mail Order Retailing, 15; Rose, Buying and Selling, 128-130;  Pryce Jones and the Royal Welsh Warehouse (powys.org.uk) (accessed 1 March 2023).]  [49:  This subsidiary closed in 1916: https://www.historymuseum.ca/cmc/exhibitions/cpm/catalog/cat2410e.html (accessed 1 March 2023)]  [50:  Bradford Manufacturing Company catalogue, 1889, WCM Box 2(7), John Johnson Collection, The Bodleian Library. This firm started by retailing yardage; this catalogue evidences their expansion into women’s underwear, raincoats and unfitted jersey jackets. Their 1898 style sheet in TNA (Copy 1 968, 24th March 1898) presents a range of women’s and girls’ coats, jackets and tailored suits. ]  [51:  See Rose, Buying and Selling, 73-96; John Noble catalogue in the collection of the Gallery of Costume, Manchester Museums and Art Galleries.] 

Figure 1 here

Shopping for travel 
During the period studied, the issue of place was brought into sharp focus by advertisements for clothes for travelling, which had formed the foundation for several ready-to-wear clothing businesses. As early as 1849, E. Moses and Son had targeted emigrants to Australia, on a sea voyage taking several months, by offering three different levels of clothing ‘outfits’. [endnoteRef:52] In 1863, H. J. Nicoll’s first venture into women’s ready-to-wear was rain-resistant travelling cloaks to protect wide-skirted dresses.[endnoteRef:53] By 1867 this firm was advertising clothing suitable for wearing to the Paris international exhibition in their English branches.[endnoteRef:54] The establishment of a Paris branch in 1877 gave Nicoll access to well-heeled American travellers, whom they addressed directly in The American Register: “Messrs NICOLL invite the favor [sic] of a visit to inspect the Novelties in Gentlemen's, Ladies' and Boys' Dress they are about to show at the above Exhibition”.[endnoteRef:55]  [52:  Rose, ‘Elias Moses and Son, Minion of the Million 1849’. The specific clothing needs of emigrants on long sea voyages are discussed in Jarvis, “Kitted Out for Australia”.]  [53:  Manchester Courier, 19 December 1863.]  [54:  “International exhibition”, Manchester Courier, 25 May 1867.]  [55:  H.J. Nicoll advertisement, American Register, 20 April 1878.] 

Garments originally intended for travel even crossed over into women’s mainstream fashion, notably the ‘Ulster’ coat adapted from menswear in the 1870s.[endnoteRef:56] Burberry, originally a manufacturer of functional overalls for farmers, used Ulsters as an entry point into fashionable middle-class clothing.[endnoteRef:57] By 1889 they were promoting their garments as comfortable and fashionable for use across the British Empire.[endnoteRef:58] A 1910 Burberry catalogue included ensembles for upper-class women shown riding, motoring, and engaging in alpine sports.[endnoteRef:59]  [56:  Rumball, “The Ladies’ Ulster”. For an 1876 advertisement of ladies’ Ulsters, see Arthur Lynes, Merriment and Modes, reproduced in Rose, Buying and Selling, 56.]  [57:  Weston, “Branding Burberry”, 94-6. ]  [58:  “Home, Indian and Colonial Sporting Outfits”, The Field, 23 March 1889.]  [59:  Burberry catalogue, 1910, Copy 1 1067/38380, TNA.] 

[bookmark: _Hlk129362848]The desirable associations of travel were widely used in clothing advertisements, either through style names or as backdrops for publicity images.[endnoteRef:60]  The 1893 World’s Columbian Exposition in Chicago was featured in posters for Anderson’s waterproofs and for Alfred Stedall’s cloaks and coats.[endnoteRef:61] The Anderson poster is particularly evocative of virtual travel, depicting a group of ladies clad in fashionable waterproofs juxtaposed with a bird’s-eye view of the exhibition grounds in full colour. This poster also flags up the participation of Anderson in the exhibition, reinforcing the international recognition of British clothing. [60:  H.J. Nicoll advertisement, The Field, 14 April 1877: “New designs for the spring - The Austrian, The New Ulster, and The Berlin”.]  [61:  Anderson, Anderson & Anderson, 1893, Copy 1 108a/045, TNA; Stedall,1893, Copy 1 109/429, TNA.	 ] 

FIGURE 2 here
A form of virtual travel might also be invoked by the wearing of seaside clothing. Distinctive garments for the seaside began as a pragmatic response to the salt water and moist air which would spoil dyes and fabrics.[endnoteRef:62] Some clothing was advertised as specifically suited for seaside wear: “To Ladies about to Travel or visit the Sea-side, H.J. NICOLL’S 1 ½ Guinea Costume, ‘The Incomparable’, is the most useful article produced”.[endnoteRef:63] As the seaside was also a preferred location for holidays from the 1850s, maritime references became fashionable at the highest level of society. The tailor Redfern of Cowes, Isle of Wight, used sailor suits provided to Alexandra, Princess of Wales in the 1870s as the foundation for a national and then international couture house.[endnoteRef:64] One of the attractions of sailor suits was the ease with which their components such as plain blue or white fabrics with contrasting bands, or broad ‘sailor’ collars, could be adapted for a range of cuts and price points.  Thus, the ready-to-wear firm John Noble offered a boating costume in water-resistant cotton drill with blue trim for the low price of 13s 6d in 1894. The same catalogue advertised a tweed ‘Holiday’ ensemble for 15s that was pictured in a seaside setting.[endnoteRef:65] At the other end of the price range, the leading Paris couture house of Jeanne Paquin in 1899 designed a made-to measure seaside dress in white with blue trim and named it ‘Seaguls’ [sic] to emphasize its intended use.[endnoteRef:66] [62:  North, “John Redfern and Sons”, 156.]  [63:  Birmingham Daily Gazette, 2 August 1870.]  [64:  North, “John Redfern and Sons”, 147-52.]  [65:  1894 John Noble catalogue, Gallery of Costume, Manchester Museums and Art Galleries.]  [66:  V&A E.239-1957, https://collections.vam.ac.uk/item/O538605/seaguls-fashion-design-paquin-jeanne/] 


Distance retailing 
As Stobart’s research on Lewis has shown, large retailers advertised in local newspapers over a surprisingly wide geographical range.[endnoteRef:67] The previously cited article extolling the wonders of Whiteleys of Bayswater was published in Elgin, in the Scottish borders. When Alfred Stedall opened a new branch in Milsom Street, Bath, in 1886 they placed notices in a Cardiff newspaper published in Cardiff and read across South Wales and western England.[endnoteRef:68]  [67:  Stobart, ‘Advertising and the Character’]  [68:  South Wales Daily News, 23 November 1886. ] 

Long-distance shopping was promoted even for made-to-measure garments: retailers advertised that ‘country customers’ could be fitted remotely by sending a dress bodice to act as a pattern.[endnoteRef:69] For large orders, such as sets of mourning clothes for a household, some retailers were able to send a salesperson to clients’ homes with sample garments for ordering.[endnoteRef:70] By 1900, retailers such as Fenwick were offering fabric swatches, style sheets and self-measurement forms so that “country clients are spared the necessity of coming to town to be fitted” for made-to-measure clothing.[endnoteRef:71] The French solution of selling part-made dresses that could be finished off by the client does not seem to have been widespread in Britain.[endnoteRef:72] In the 1890s, the new wardrobe staples of blouse and skirt ensembles provided a boost to  distance marketing of ready-to-wear garments. John Noble of Manchester, established in 1870, advertised nationally with specialisms in good value ready-to-wear for women and children. [endnoteRef:73] Their illustrated catalogues were addressed directly to cost-conscious consumers, offering garments for a low headline price (10shillings 6pence for a woman’s tailored coat and skirt suit), but with superior fabrics and trimmings available for a few shillings more. [endnoteRef:74] In addition to their postal sales they had a physical shop in Piccadilly, Manchester, which by 1896 boasted twenty departments over 2400 square yards and a customer lift.[endnoteRef:75] However, it seems that this was given up as their mail-order business became more important.[endnoteRef:76] Noble also staged ‘pop-up’ events such as a demonstration of their seamstresses in action on the latest sewing machines at an 1895 Cookery exhibition.[endnoteRef:77] They took out illustrated full-page advertisements in local and national newspapers, and also produced full-colour display posters (Figures 3 and 4). These two documents show a clear understanding of the different graphic styles needed to appeal to both value-conscious and style-conscious customers. [endnoteRef:78]  [69:  Birmingham Daily Post, 4 January 1869.]  [70:  Birmingham Daily Gazette, 2 August 1870: ‘Families residing within ten miles of H. J. Nicoll’s Establishments are waited upon by competent persons without extra charge, with sample specimens to order from, or Garments submitted for immediate purchase.’ ]  [71:  Fenwick advertisement, The Gentlewoman, 15 August 1903. ]  [72:  Falluel, ‘Les grands magasins’, p.79.]  [73:  “Local Intelligence”, Sheffield & Rotherham Independent, 21 October 1893; see Rose, Buying and Selling, 73-96.]  [74:  Noble advertising sheet, 1896, Copy 1 129/557, TNA.]  [75:  Manchester Courier, 22 October 1896.]  [76:  Coopey, O’Connell and Porter, Mail Order Retailing, 14.]  [77:  Manchester Courier, 15 June 1895.]  [78:  Sheffield Weekly Telegraph, 10 March 1894, 27; poster, Copy 1 127/144 (1896), TNA.] 

Figures 3 and 4 here
Noble made strategic use of a variety of delivery systems. In London they had an agreement with a local firm, Carter, Patterson & Co., who not only delivered goods but also accepted payments from customers who would otherwise have had to send money in advance (either in cash or in the postal orders introduced in 1881).[endnoteRef:79]  Elsewhere, they used the railway system to lower delivery costs to customers, offering free delivery to a station for all orders over £1 in value. [endnoteRef:80] Shipments by rail were even more important to Pryce Jones’ Royal Welsh Warehouse, with a limited customer base in reach of its physical shop in Newtown, Powys. In 1879 they built lavish new headquarters next to the local railway station and emphasized this with an image of a train and the rubric ‘Express delivery to all parts’ on their catalogue cover (Figure 1).[endnoteRef:81]  In 1882 the founder was involved in lobbying for the Post Office (Parcels) Act which provided reduced rate parcel deliveries using the railway network.[endnoteRef:82]  [79:  Noble catalogue cover, 1899, Copy 1 971/17095, TNA.]  [80:  Noble catalogue, 1889, Men’s Clothes 2(26), John Johnson collection.]  [81:  ‘Opening of the Royal Welsh Flannel Warehouse at Newtown’, Western Mail, October 4 1879, p.4.]  [82:  Coopey, O’Connell and Porter, Mail Order Retailing, 15-6.] 

The commercial importance of distance selling in the 1890s was acknowledged by  high-end London department stores which invested heavily in illustrated catalogues.[endnoteRef:83] In 1899 Dickins & Jones of Regent Street was offering a “handy Guide to Ladies' Attire [which] contains 477 Illustrations” free on request.[endnoteRef:84] By 1910, their catalogue had grown to include 600 illustrations, but the firm was charging 2s 6d for it (refundable on purchase of items to the value of 10s) “on account of the great demand”.[endnoteRef:85] Unfortunately these catalogues have not survived, but advertisements in illustrated fashion journals such as The Queen and The Gentlewoman indicate the range of their contents, from Paris model gowns to tailor-mades, accessories like feather boas and lace collars, and corsets to suit every figure and every occasion. The preparation of retail catalogues was recognised as a distinctive development of early 20th century marketing, discussed in detail in a 1912 article in the Pall Mall Gazette: the cost was [83:  Harrods’ included unfitted women’s garments (underwear, dressing gowns and, blouses and coats) in its general catalogue for 1895, but did not issue separate fashion catalogues at this date; Adburgham, Victorian Shopping, pp.841-57.]  [84:  The Queen, 20 May 1899.]  [85:  The Queen, 30 April 1910.] 

seldom less than £500, and sometimes more. About 100,000 copies are sent out each season, with the added cost of 1d each for postage…Incredible as it seems that an adequate return can be obtained for all this outlay, it is a fact that one firm, after the issue of a spring catalogue, received 2,500 orders in one day.[endnoteRef:86] [86:  “Fashion catalogues in the making, their cost and arrangement”, Pall Mall Gazette, 2 July 1912.] 


Chains of shops
In addition to retailers that sent out orders from a central location there were also firms that operated a chain of linked stores. These had developed as early as the 1840s, when menswear pioneers the Hyam brothers had branches in London, Manchester, Birmingham, Bristol and Liverpool (where David Lewis was apprenticed).[endnoteRef:87] In the 1860s H.J. and D. Nicoll were selling women’s ready-to-wear from their menswear shops in London, Manchester and Birmingham.[endnoteRef:88] H.J. Nicoll’s 1877 establishment of a Paris branch allowed them to tap into the market for ladies’ tailoring from both residents and visitors to the city. Their advertisements for women’s clothing, even when they were not illustrated, detailed the styles on offer, and the prices for different fabrics.  [87:  Rose, Buying and Selling, 1; Selby and Jones, Moses Mods and Mr Fish, 20-22.]  [88:  Manchester Courier, 14 February 1863.] 

The new green jacket, in the beaver cloth … faced with real sable, and lined with silk, ten guineas… faced with real sealskin, and lined with silk, six guineas…. faced with real Astracan [sic] lamb, and lined with silk, four and a half guineas. [endnoteRef:89] [89:  Manchester Courier, 26 October 1869.] 

However, the majority of their sales were conducted through agents, and these were menswear specialists who did not advertise women’s garments.[endnoteRef:90] [90:  For example George Simpson, Merchant Tailor, of 33 & 39, Parliament-street, York , ‘Sole Agent for Messrs. H. J. Nicoll's Garments’ Otley News and West Riding Advertiser, 28 December 1868.] 

A contrasting approach was taken by Alfred Stedall, who by 1876 had a network of shops dedicated to women’s ready-to-wear: these included five in different parts of London, from Brompton to Shoreditch, two in Birmingham, and two in Manchester.[endnoteRef:91] Ten years later they had ten establishments in London, three in Birmingham, two in Manchester, and one each in Plymouth, Portsmouth, Cardiff, Southampton, Nottingham, Exeter, and Bath.[endnoteRef:92] Stedall advertised widely in local newspapers, often including the addresses of all their branches in one display (Figure 5). This gave support to their claim to present the best London styles to provincial shoppers at discounts of up to 70%.[endnoteRef:93] However Stedall were surprisingly reticent about the details of the styles and prices of the goods available, nor did they offer mail-order services.[endnoteRef:94] During 1912-13 they included images in their advertisements in some local London papers; this may have been a response to intense competition from other metropolitan retailers as it was not extended to other areas.[endnoteRef:95] This lack of images could be explained by a desire to attract customers to make personal visits to Stedall’s numerous shops where they could be persuaded to buy more than they intended. The wording of their 1876 advertisement, ‘from our other establishments’, suggests that they were transferring stock between branches, without being constrained by specific promises of what would be available where.[endnoteRef:96]  [91:  Birmingham Daily Post, 1st February 1876, 4.]  [92:  Stedall advertisement, Daily Telegraph & Courier (London), 17th July 1886, 4.]  [93:  Stedall advertisement, Aris's Birmingham Gazette, 29th January 1876, 3.]  [94:  The lack of mail-order provision is particularly surprising given that Stedall registered over 1000 images of the women’s clothing they produced in Copy 1 between 1893 and 1900. ]  [95:  The illustrated advertisements ran in the South London Press, West London Gazette and Marylebone Mercury between 19 January 1912 and 26 December 1913.]  [96:  The advertising of garments that were not actually in stock was common enough to be satirised in Trollope, Adventures of Brown, Jones and Robinson, 47–8.] 

Figure 5

Networking by magazines
Uniting the physical networks created by chains of shops and the commercial networks of mail-order retailers were the networks of information disseminated by specialist fashion publications. By the 1890s there were numerous monthly and weekly magazines, ranging from Queen, priced 6 pence, with its focus on couture and dress for elite society, to The Home Dressmaker, aimed at women making their own clothes, and costing 1 ½ pence per issue.[endnoteRef:97] In addition to these specialist titles, many general-interest publications also included fashion columns; even the newsletter of the National Union of Women’s Suffrage Societies debated the merits of fashion pages as a way of attracting and maintaining low-income readership.[endnoteRef:98] The information presented in these columns was not only centrifugal, disseminating the latest trends from London and Paris, but also responsive to the concerns of readers, who could write for advice on what to wear in their specific circumstances. [endnoteRef:99] [97:  Pearson's Weekly, 29 December 1894.]  [98:  This debate started with “Suffragists and the Art of Dress”, Common Cause, 8 August 1913, and continued through letters published up to 12 September. See Rose, Abuses and Reforms, 417-425.]  [99:  See the 1913 letter to Common Cause, from Ada Nield Chew, Ibid., pp.421-2.] 

The Gentlewoman, a rival to Queen for its detailed coverage of elite fashion, had several initiatives for building the loyalty of a geographically diffused readership. In 1911 they published a special issue on fashion in Scotland, apparently based on a visit by their London reporter.[endnoteRef:100] This responded to the interests of Scottish readers, and allowed them to sell advertising space to retailers such as Treron’s of Glasgow, and to Scottish hotels and resorts. More innovative was their fashion design competition that ran monthly from 1900 to 1914; readers were asked to submit a sketch on a specific theme (‘a tennis dress’; ‘a summer hat’). The winners saw their designs redrawn by a professional fashion artist and reproduced in the Gentlewoman, and were also given a voucher for goods from one of the magazine’s advertisers. This initiative encouraged readers to see themselves both figuratively and literally on the page, and promoted advertisers’ products as not just commodities to buy but as prizes to strive for. The publication of names and addresses of winners also highlighted the geographical spread of the magazine’s readership, which in August 1900 included Miss Effie Stuart of Bangalore, India.[endnoteRef:101] The Gentlewoman’s courting of overseas readers extended to special subscription rates for the Empire, offices in the USA, and an international edition printed on thinner paper for ease of posting.[endnoteRef:102]  [100:  “A Clever Feat in Illustrated Journalism”, The Scotsman, 4 May 1911. ]  [101:  Appropriately, this competition was for a travelling outfit. The Gentlewoman, 4 August 1900.]  [102:  The Gentlewoman, 20 December 1890.] 

Conclusion 
This complex geographical retailing network, with manufacturers sourcing design inspiration from Paris, making up garments in London or Manchester, and then selling them to clients throughout Britain and the Empire– or in Paris itself – shows both similarities and differences from practices in Paris and in the USA. 
As in Paris, London stores with lavish premises in elite locations, like Whiteley’s and Selfridge’s, were also reaching out to distant customers through illustrated catalogues and nationwide advertising campaigns. In Manchester and in Newtown, as in Chicago, mail-order specialists were running businesses employing thousands of staff by the 1890s.[endnoteRef:103] Both in France and in England, an increase in the number and distribution of consumer magazines focussed on fashion distributed information and advertising more widely. Competition between magazines to retain readers led to initiatives like the dressmaking lessons of the Moniteur de la mode or the design competitions of the Gentlewoman. These similarities suggest that the links between the fashion industry in Paris and London, or London and Chicago, were structural as well as stylistic or rhetorical. A close reading of British fashion journalism shows an awareness of the international network of the fashion industry, as presented through retail catalogues like the one described in 1913:  [103:  Noble’s 1894 catalogue cover mentions 800 employees (Gallery of Costume, Manchester Museums, no number). Pryce Jones invited 350 of his workers to celebrate the opening of his new warehouse in 1879; “Workmen’s Supper”, Cambrian News, 10 October 1879.] 

Before a single sketch can be criticised in the Catalogue of the Moment that announced the autumn styles this morning, a dozen brains in Paris had to plan and sketch … a hunter had to plod for miles across the Siberian wastes, with gun in hand, visiting his traps … a lace-maker had to sit in some pretty Belgian cottage and weave the finest strands into intricate patterns; electricians and mechanics had to watch the whirring of complicated machinery and their part towards the 
manufacture of some costly brocaded silk.[endnoteRef:104] [104:  “The Catalogue of the moment by Callisthenes”, Pall Mall Gazette, 29 September 1913; also in the Westminster Gazette, 29 September 1913.] 

However, the complexity of this network has been masked by the tendency of journalists, and retailers, to defer to ‘Paris’ or ‘London’ as the source of their fashions. The primacy of Paris has been emphasized in the historiography, drawing on the archives of Grands magasins such as the Bon Marche. [endnoteRef:105] Equivalent research in Britain is made more challenging by the poor survival of retailers’ catalogues, with many of them visible only as front covers in the Copy 1 archives (further pages were destroyed to save space), or through advertisements in the fashion press.  The geographically diffuse practice of British fashion retailers like Alfred Stedall or John Noble also makes them difficult to fit into historiographies of London or of provincial centres.  [105:  Miller, Bourgeois Culture.] 

The great achievement of chain retailers and mail-order houses lay in their reach across geographical boundaries, making the same goods available to consumers everywhere. In the case of fashionable garments, this availability was double-edged as it implied a lack of exclusivity. In this context, the frequent invocation of ‘Paris’ as the conceptual source of garments can be understood as diverting attention away from their physical source in a wholesale factory. Conversely, overt acknowledgement of the factory location in publicity by Pryce Jones and Noble stressed the quality of their raw materials, Welsh flannel and Manchester cottons, and the local expertise of the manufacturers.  
The use of place names as ciphers standing for ‘fashionability’ or ‘authenticity’ prefigures Augé’s identification of certain locations as ‘non-places’, the idea of which operates separately from the reality. [endnoteRef:106] The pages of fashion journals can themselves be seen as non-places, with fashion designs floating free of their Parisian origin to be consumed by readers across the world. However, the close analysis of the Gentlewoman showed the journal working against the generalising tendency of ‘fashion’ to construct a network connecting geographically distant readers, who could both consume and originate fashion trends. A more appropriate model in this case may be Appadurai’s construction of locality, in which place is relational and contextual rather than a location. [endnoteRef:107] Overall, the flexibility and subtlety with which retailers and journals used discourses of place between 1880 and 1914 suggests that there is scope for further study of early fashion marketing.   [106:  Augé, Non-places, p.91.]  [107:  Appadurai, Modernity at Large, pp.178-82.
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Figure 1. Pryce Jones warehouse, delivery train, and Welsh national symbols on the back cover of The Fashion Review, Pryce Jones Ltd, Newtown, Powys, 1908. Private Collection.
Figure 2. Poster for Anderson’s waterproofs showing World’s Columbian Exposition, Chicago, registered at Stationers’ Hall as Copy 1 108/045 in 1893. © The National Archives.
Figure 3. Half page advertisement for John Noble, Penny Illustrated Paper 16 November 1895, 11. © THE BRITISH LIBRARY BOARD. ALL RIGHTS RESERVED.
Figure 4. Full colour poster for John Noble’s half-guinea costumes, registered at Stationers’ Hall as Copy 1 127/144 in 1896. © The National Archives.
Figure 5. Advertisement for the opening of Alfred Stedall’s latest branch in Nottingham, Nottingham Evening Post, 6 August 1884, 4. © THE BRITISH LIBRARY BOARD. ALL RIGHTS RESERVED.
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