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i’m glad to report that tyler anderson
has volunteered to serve as our new 
secretary/treasurer and mailer. As of this 
writing, we also have a couple of possibili-
ties for a new editor. Are you interested in 
helping to produce this magazine? Contact 
me or any member of the board of direc-
tors. Detailed position descriptions were 
sent with our Summer issue.

What is the most practical travel 
typewriter? The best machine to put in 
your carryon luggage or stash in your 
briefcase? To judge from how many Ben-
netts have survived, it seems that a cen-
tury ago many travelers were enchanted 
by the compactness of this little type-
wheel machine with its unique, flat key-
board. But today, it’s hard to find a Ben-
nett that works well enough to produce 
acceptable work, and no one could argue 
that the device is speedy. The Blick 5 
was also popular with travelers in its 
day, but when is the last time you saw 
a modern typist really using one? The 
folding Corona does have its modern us-
ers, including some street poets, but in 
my experience, most of these little type-
writers are worn out and ready to retire 
after so many years. More popular are 
the flat “ultraportables” from the mid-
twentieth century, such as the Hermes 
Baby and Smith-Corona Skyriter. When 

I recently took a trip to the California 
coast, I brought a Groma Kolibri. These 
typewriters fit neatly in a narrow space, 
and are well engineered. I can’t say they 
are particularly light, though. Do you 
have a favorite?

On our cover is a completely unrelated 
Kolibri—a recent, wonderful addition to 
Thomas Kramer’s collection. This tiny 
prototype, perhaps meant as a toy, was 
found at a flea market in the Frankfurt 
region thirty years ago by its previous 
owner. It comes with a cover and has no 
serial number. Many thanks to Thomas 
for sharing this photo!

What I didn’t bring on my vacation was 
a computer. In fact, this summer I aver-
aged just a few minutes a day of laptop 
and smartphone use. Instead, I developed 
a close relationship with nondigital de-
vices such as my bicycle, my piano, books, 
newspapers ... and you-know-whats. I 
highly recommend this mechanical, near-
ly screen-free lifestyle—if you can afford 
the luxury of living it. If you can’t manage 
to spend a couple of months this way, try a 
quick “digital detox” next weekend.

It’s undeniable, though, that digi-
tal technology has its benefits. Case in 
point: Marcin Wichary recently did us 
the favor of scanning and uploading 
many 1920s issues of the Royal Standard, 
the typewriter company’s publication 
for its sales agents. You can find them 
at archive.org by searching for “Royal 
Standard.” Of special interest are the 
announcements of the new Royal porta-
ble (August 1926) and the one-millionth 
Royal (October 1926).

We are celebrating a landmark here at 
ETCetera, too: Peter Weil’s fiftieth “Ephem-
era” article! I thank him for his indefati-
gable and inexhaustible enthusiasm and 
knowledge. Peter’s work has formed an 
essential part of this magazine’s contribu-
tions to typewriter history. ■
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ephemera : by peter weil

for nearly a century and a half,
writing machine lovers have taken for 
granted that a typewriter was—and for 
hopefuls like us, still is—the perfect 
Christmas gift for everyone. Advertising 
by the manufacturers of our sugarplums 
enticed many of our ancestors and us to 
dream of them dancing into our lives at 
Christmas. And some of us still dream.

Here is an iconic image from Un-
derwood’s 1929 fantasy for us about its 
yuletide-green, four-bank Standard por-
table illustrating the kind of manufactur-
ers’ advertising that successfully linked 
typewriters to Christmas.¹ 1

This bond between typewriters and 
the holiday was important and even vital 
to the early success of the new technolo-
gy on the market. The marriage between 
the two began in print within a year after 
the introduction of the Sholes and Glid-
den, with this 1875 ad offering the new 
technology as the perfect gift for children 
and adults. 2  Right at the beginning of 
the Type-Writer’s marketing, our ances-
tors were told that, for a “boy or girl,” 

there is “no more acceptable, instructive, 
or beautiful CHRISTMAS PRESENT” than 
the Type-Writer. The astronomical sell-
ing price of this child’s gift was $125 or, 
in 2018 money, nearly $3,000, and makes 
this holiday marketing strategy all the 
more noteworthy.

Regular Christmas gift-giving within 
the home and family had only begun in 
the half century before the appearance 
of this first known advertisement for the 
Type-Writer.² Earlier in the century, the 
celebration of Christmas primarily was 
centered around church rituals and, be-
yond the church, especially in large cities 
in the United States and Europe, public 
demands by poorer people for gifts of food 
and drink from the wealthier members 
of the community. The demands for these 
gifts were made on the streets and at the 
front doors of the wealthy, paralleling the 
tamer demands we experience today at 
Halloween and still continuing occasion-
ally today in the form of carolers who sing 
in front of homes with the expectation of 
food or drink from the occupants. 

The early 19th-century elites dis-
liked, even feared, these demands made 
upon them, especially those in cities. 
In the U.S., the gentry’s distaste grew 
even more as urbanization exploded. 
New York City’s population alone grew 

1

2
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nearly tenfold between 1800 and 1850. To 
combat these unwelcome practices by the 
indigent, a group of these wealthy New 
Yorkers formed a men’s social club. Call-
ing themselves the “Knickerbockers,” two 
of their members, Washington Irving, 
author of the “Christmas Stories” (1819-
20), and Clement Moore, author of the 
beloved poem “A Visit from St. Nicholas,” 
popularly known as “The Night Before 
Christmas” (1822), wrote so imaginatively 
about Christmases that never were. They, 
with the support of the Knickerbockers, 
are credited with significantly contribut-
ing to transforming the European “St. 
Nick” into the generous, jolly character 
we know today and moving the Yuletide 
non-church events away from the streets. 
The upper class, delighted to relegate the 
Christian injunctions to donate to the 
poor as a group to second place, em-
braced a holiday centered around their 
families, their homes, and gift giving.³
Thomas Nast’s Santa published in 1868 
is symbolic of the newly jolly, child-
centered, gift-giving St. Nick and his 
new home-centered Christmas. 3  The 
creation of new Christmas traditions 
and the initial marketing of typewriters 
thus came together in time and space as 
our new invention became assertedly the 
perfect holiday gift for kith and kin.⁴ This 
great transformation of Christmas began 
in America, but parallel cultural changes, 
with differences related to regional 
beliefs, also took place somewhat later in 
Canada and Europe.

Since children feature prominently in 
the new Christmas traditions, typewriter 
advertising soon prominently incorpo-
rated them into their holiday advertising. 
However, they were presented more of-
ten as symbols of generous giving than as 
intended recipients of typewriters. The 
endearing images and ad copy portraying 
children in advertising often included 
texts in which a major focus of the ads 
were adults as recipients. In effect, giving 
to children—in the transformed Christ-
mas, so deserving of presents—often 
was used as a springboard to extend 
the generosity of gifting a typewriter to 
adults. We see this fairly subtly and by 
implication in this mid-1870s Sholes and 
Glidden trade card from Hanson, Ayers 
and Co. in San Francisco, California. 4

5  More commonly, we find an overt 
theme of the value of the typewriter as 
a gift for both children and adults. One 
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example can be seen in this December 
1882 ad for the Universal, an index ma-
chine briefly made by the Golden Rule 
Type Writer Co. (Boston). 6  It touts the 
machine’s benefits to teachers, clergy-
men, engineers, and other adults as well 
as boys and girls. In another example, in 
1884, the Remington 2 was marketed to 
children through a booklet of children’s 
images that was offered to adults visiting 
the retail sellers. 7  However, the offer of 
the children’s booklet as an advertising 
premium, which contained an image and 
text emphasizing the advantages of the 
Remington to children, required adults to 
come to a salesroom to obtain the book-
let, a setting in which the benefits of the 
expensive gift ($100 with table), aimed at 
both the young and their parents, might 
be demonstrated. 

However, advertisers in the 19th 
century more often emphasized either 
only adults or only children as holiday 
recipients of their wares. The same year 
that Remington offered the booklet to 
children via their parents, Remington 
was linking its model no. 2 to Christmas 
and adults via such advertising means as 
product placement, as in this December 
1884 Godey’s Lady’s Book fashion plate 
illustrating a Christmas dress beside 
the machine. 8  The accompanying text 
emphasized the career advantages to a 
young woman who received the type-
writer as a Christmas gift. 

By the 1890s, new competitors were 
touting relationships between their writ-
ing machines and the holiday. Lyon offered 
a special Christmas version of its Merritt 
(1890), 9 Hammond its “BEAUTIFUL” 
model no. 1 (1890), 10 Yost its model no. 1 
arriving on the “Christmas Tide” (1892), 11

and Bar-Lock its model no. 6 as the perfect 
way for Santa to create his list (1897).⁵ 12

By the end of the 19th century and the 
beginning of the 20th, index typewriters 
were less economically desirable to adults 
for business and personal correspon-
dence. Thus Christmas-related (and other) 
appeals to adults by their manufacturers 
were either de-emphasized or simply 
disappeared. Relatively inexpensive used 
and rebuilt versions of typebar and type-
element office machines became available 
in large numbers and new, inexpensive 
designs for them were being offered at 
a quarter to half the prices of the new 
machines from larger manufacturers. As 
a result, cheap index typewriters were 

9 10

11 12

13 14
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now generally marketed as toys for chil-
dren. One of the earliest of these (1892) 
was the McLoughlin, seen here touted 
on the back of a Christmas toy-themed 
trade card.⁶ 13 14  Another early toy index 
was the Automatic Toy Typewriter, also 
marketed under other brand names, such 
as “The Dollar,” by Ingersoll, its manufac-
turer. This is an 1891 ad for the Automatic 
machine. 15  In 1904-05, German chocolate 
maker Gebrüder Stollwerck offered the 
only typewriter of any kind ever made 
and marketed exclusively as a Christmas 
present. This index typewriter was “top-
per” to a bar of Christmas candy for chil-
dren.⁷ 16 17  It came complete with paper 
and envelopes to type on.

No discussion of index typewriters 
as Christmas gifts for children would 
be complete without Simplex, which 
offered several index models beginning 
in 1892 as a machine for both adults and 
children, but whose products became 
redefined exclusively as toys during the 
1905-1910 period. While the importance 
of Simplex models as holiday gifts to 
children is best known to most of us in 
the form of die-cut Santa Claus trade 
cards and color lithographed postcards, 
the machines were touted through other 
forms of color advertising. For example, 
this rare 1907 folding letter-envelope, 
based on one originally published in Eng-
lish, was offered in stores as a customer 
premium in France and French-speaking 
Canada. 18  The version of the Simplex 
on the letter that is shown in the image 
there on Santa’s lap appears to be similar 
to the one in these two holiday photo-
graphs from the same household taken 
in the same year between 1905 and 1912 
in what is most likely North Carolina. 19

20 Of all his presents under the tree, the 
young recipient appears to have proudly 
selected the Simplex to hold for his 
Christmas portrait. 

The popularity of toy typewriters as 
Christmas gifts continued throughout 
most of the 20th century, and, while the 
number of models is too large to fairly 
represent here, their importance can be 
illustrated through a few additional ex-
amples. The most popular basic design in 
America among toy index machines after 
the First World War is that of the Marx 
Dial and its variants. The basic model was 
introduced in the early 1930s, and by the 
mid to late part of the decade, the more 
elaborate Deluxe model was introduced. 

15 16

17

18
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The Deluxe is seen here in use by a little 
girl on Christmas Day in this circa 1940 
photograph. 21  Variants of the Dial were 
made by the Louis Marx Co. until at least 
the 1960s. Another toy index that was 
commonly given to children during the 
late 1930s to the 1950s as an “educational” 
gift was the American Flyer. Here, the 
holiday toy is being used by a little girl as 
part of a portrait of herself and her moth-
er commemorating their 1939 Christmas 
at their home. 22  A final toy example is 
the Berwin Superior, an index that was a 
fairly popular educational toy in the 1950s. 
This 1956 photo shows a child on Christ-
mas morning who is perplexed by her gift, 
either because of confusion as to how it is 
to be used, or because of disappointment 
in Santa’s choice. 23

Throughout most of the 20th century, 
typewriter manufacturers and agents pri-
marily emphasized portables as holiday 

19 20

21
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presents, but they did not ignore sales 
of office machines. There were serious 
attempts to market the bigger typewrit-
ers as gifts. For example, local Royal 
dealers sent this 1909 holiday postcard 
to potential customers that not so subtly 
hid amongst their greetings the relatively 
low price, $65.00, of the company’s office 
machine, the Standard flatbed. 24 Ham-
mond touted their Universal Multiplex on 
a Christmas-themed bookmark that they 
distributed with their billheads in 1913. 25

Truly light and portable typewrit-
ers had been introduced in the 1890s 
by Blickensderfer and in the next two 
decades by Standard Typewriter and 

Corona, but the boom in portable designs 
and the importance of Christmas sales 
for their market fate began with the 1919 
introduction of the 3-bank Underwood. 
This successful office machine manufac-
turer moved rapidly to focus its market-
ing on holiday gift-giving for its new 
portable, and developed ad campaigns in 
the U.S. and Europe to maximize Decem-
ber sales. A sample for this little gem is 
this 1925 ad published in Austria (see, 
also, Figures 1 and 38 concerning Under-
wood’s Standard four-bank in 1929).⁸ 28

Underwood’s and other makers’ empha-
sis on portable typewriters as gifts for 
Christmas was primarily based on their 

conception that these light machines 
were personal items that were to be 
primarily used in home settings, the very 
qualities that so strongly defined Christ-
mas outside of formal religious institu-
tions. In this context, Remington moved 
quickly, introducing its model no. 1 pop-
up portable in 1920. The machine was 
a hot item at dealers in Christmas 1923, 
with their sales promoted by this display 
counter card’s message “The Gift of Gifts 
for All who write.” 29  Corona, which had 
only minimally emphasized Christmas 
marketing in the teens, systematically 
joined the fray with elaborately designed 
holiday trade catalogs like this 1924 one 

22 23
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for their model nos. 3, 3 Special, and 4, 
especially after the company introduced 
the no. 4 that year. 27  European makers, 
such as Weilwerke, also marketed their 
new portables as holiday presents, such 
as this Torpedo 12 for the 1929 holiday. 32

By 1931, even as the Depression rapidly 
worsened, Remington heavily advertised 
its model no. 3, now in two-tone Duco 
enamel colors (see their catalog page). 33

At the height of this world-wide calam-
ity, manufacturers’ and families’ budget 
restrictions were reflected in greater 
dependence on smaller, black-and-white 
newspaper and magazine advertising. 
Despite this, some color advertising was 

25
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1. This and other images used in this article are from my 
archives, unless otherwise indicated. 

2. Sources for this overview of the recreation of Christmas 
in the 19th century and the history of typewriters and 
Christmas include Rich Cincotta, “The Dollar Type-
writer: Which One?,” ETCetera No. 69, March 2004, p. 
11; Danny Heitman, “How Washington Irving Shaped 
Christmas in America: The Famous Knickerbocker Was 
All About Saint Nick,” Humanities Magazine, vol. 37, no. 4, 
Fall 2016; Martin Howard, “The McLoughlin Bros. Type-
writer,” ETCetera No. 96, December 2011, pp. 3-5; D.E. and 
R.M. Matter, A Pictorial Collection of Simplex Typewriters 
from the Twentieth Century, 1983; D.E. and R.M. Matter, 
A Collector’s Guide to Toy Typewriters: No. 1, 1984; Flavio 
Mantelli, “Size Matters [The Universal Index],” 

ETCetera No. 69, March 2004, pp. 8-9; Stephen Nissen-
baum, The Battle for Christmas (New York: Vintage Books, 
1996); Darryl Rehr, “The Ingersoll Typewriter: Strangest 
of them All?,” ETCetera No. 13, December 1990, pp. 4-5; 
Paul Ringel, “Why Children Get Gifts on Christmas: A 
History,” Atlantic Magazine, December 25, 2015;
https://www.bloomberg.com/view/articles/2012-12-28/how-
christmas-became-the-most-commercialized-holiday;
https://books.google.com/books?id=uDjgAAAAMAAJ&q=Hist
ory+Christmas+advertising&dq=History+Christmas+advert
ising&hl=en&sa=X&ved=0ahUKEwiogJm55K3PAhUEVj4KH
dYTByg4FBDoAQg6MAU;
http://www.historyextra.com/feature/commercial-christmas;
http://www.thebubble.org.uk/comment/history/consuming-
christmas-a-history-of-yuletide-advertising/;

created to optimize holiday sales under 
poor economic conditions. For example, 
Corona used this Christmas-themed let-
terhead during the fall of 1940 to pro-
mote its latest version of the Speedline 
portable models. 26

The post-World War II period was 
characterized by an expanding market for 
portable typewriters, stimulated by rapid 
industrial growth and rising household 
income, first in the U.S., then in those Eu-
ropean countries less scarred by the war, 
and, finally, in much of the rest of Europe. 
In the U.S., Remington’s Quiet-Riter was 
introduced in 1950 and promoted with 
full-page color magazine ads throughout 
its production run. One like the Quiet-Rit-

er in this 1956 example showed up under 
many a tree, as in this 1959 Christmas Day 
photograph. 30 31  Olivetti’s high-quality 
advertising artwork for its portables was 
recognized before the war, and, after the 
fighting ceased, it returned to high-grade 
Christmas advertising such as this 1949 
Christmas card featuring the Studio 42 
model sent by a distributor to clients in 
Portugal. 34  Leading-edge mid-century 
modern design color magazine pages 
like this 1952 ad promoting the Lettera 
22 became their post-war standard. 35  A 
final example of the strong link between 
portable manual typewriters and Christ-
mas is the Royal Forward 1, an important 
component of Christmas catalogs, such 

32 33

as in this 1961 one from Montgomery 
Ward. And here we see an example of this 
portable being received as a gift on the big 
day in the next year. 36 37

Typewriters and Christmas were a 
synergy that only in hindsight seems 
inevitable. The creation of a new, ex-
panded cultural definition of the holiday, 
the development of the typewriter as 
a central communication technology, 
and the expansion of market principle, 
capitalist economies all merged to give us 
this beautiful present. Listen with your 
heart this coming Christmas Eve and you 
will hear the Jolly Old Elf exclaim, ere he 
drives out of sight, “Typewriters to all, 
and to all a good night!”⁹ 38 ■
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38

http://www.findingdulcinea.com/news/history/2009/
History-of-Christmas.html;
https://www.neh.gov/humanities/2016/fall/feature/
how-washington-irving-shaped-christmas-in-america

3. Colorized version from Harper’s Weekly, January, 1881. 
4. In this new focus, gift giving beyond the home was still en-

couraged, but “deserving” poorer people as recipients were 
to be those primarily selected by wealthier people, instead 
of the self-selection by the poor that predominated in the 
older traditions. An example of this change appears right 
at the beginning of marketing writing machines, as can be 
seen in the Sholes and Glidden ad in Figure 2, in which it 
suggests that “the benevolent can, by the gift of the ‘Type-
Writer’ to a poor, deserving [italics mine], young woman, 
put her at once on the way of earning a good living.” 

5. Figures 10 and 13 are from the Bert Kerschbaumer
collection. 

6. The trade card in figures 14 and 15 is from the Herman 
Price collection. The McLoughlin was manufactured by 
a then-famous children’s book and game company. The 
company was later absorbed by another toy and game 
maker, Milton Bradley. For a thorough discussion of the 
McLoughlin index, see Martin Howard’s article specified 
in endnote 2.  

7. The ad is from Bert Kerschbaumer collection, and the 
photograph is from the Wim Van Rompuy collection. 
It should be noted that the manufacturer of the index 
sold by Stollwerck is a matter of continuing debate. That 
said, there is strong evidence that the Stollwerck was 
made under contract in Paris, France by Établissements 

Kratz-Boussac. While Stollwerck offered its version of 
the index typewriter in 1904 and 1905, the chocolatier in 
1903-1905 offered as a Christmas gift for children equally 
amazing boxes of candy topped by different forms of toy 
record players.    

8. Bert Kerschbaumer collection. 
9. With apologies to Clement Moore and his poem “Night 

Before Christmas.” Please also note that figure 39, 
which shows Santa delivering Underwood Standard 
portables by car and speedboat, is the cover to the same 
1929 Christmas trade catalog that contains the image in 
Figure 1. 

34 35 36

37
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some years ago, i was able to acquire
an extensive stock of files of the German 
Reichspost concerning “the typewriters.” 
The files, which are arranged chronologi-
cally by date, are a challenge to process, 
as most of the documents are handwrit-
ten in the German Kurrent handwriting. 
Of particular interest is the first volume 
of files covering the years 1892 to 1899. 
During this period, typewriters for office 
work at the Reichspost were tendered for 
the first time, centrally controlled, tested, 
and finally purchased. Correspondence 
with the representatives of the individu-
al typewriter manufacturers provides an 
informative picture of the forthcoming 
technical and organizational changes in 
terms of office operations. The Deutsche 
Reichspost was not a pioneer in the use 
of typewriters in office work, nor was 
there a systematic procedure for testing 
the machines. It is therefore interesting 
to see how initial tests and comparisons 
were made to test the suitability of the 
individual systems for office use. Ratio-
nalization, cost savings, and the associ-
ated advent of female typists into the 
traditionally male domain of office work 
were consequences of the introduction 
of the typewriter. 

In 1897, the Deutsche Reichspost had 
a total of 41 Superior Postal Director-
ates (Oberpostdirektionen), which were 
essentially established in all major cities 
of the German Empire, with the Kingdom 
of Bavaria and the Kingdom of Württem-

berg having their own postal administra-
tion until 1920. By 1895, 2 billion letters, 
121 million parcels and 33.2 million 
telegrams had already been processed 
(source: Zahlenspiegel der Deutschen
Reichspost: 1871-1945, Cologne, 1957).

Excerpts from the file collection
Decree 1892: Use of typewriters in 

postal services (completion of postal 
orders) prohibited in national traffic 
(letter to the Directorate General of the 
Royal Württemberg Post and Telegraph 
Directorate).

In September 1896, the Universal 
Postal Union decided that addresses may 
be typed on postal items.

In July 1897, the imperial Postal Direc-
torate in Berlin decided that typewriters 
should be used in writing services for test 
purposes, as great progress had been made 
in recent years in the field of “typing by 
machine.” Therefore, “a ‘National’ and a 
‘Hammond’ machine were put into use.” 
Two more machines, a Munson and a Fris-
ter & Rossmann, were tested in the office.

August 1897: 
At the telegraph offices in Hamburg, 

Berlin and Leipzig, Caligraphs are in use.
Groyen & Richtmann of Solingen of-

fers the “Blickensderfer rapid typewrit-
er” to the Reichspost. 1 As a reference, 
the company cites the Western Union 
Telegraph Company, which has 1,200 
Blickensderfer machines in use. A multi-
page list, beginning in November 1894, 

documents the manifold sales over the 
entire European continent. The machine 
is “excellently suited for mass purchase 
due to its cheapness and great solidity.” 
The latest sales documents for model no. 
5 complete the offer.

On August 12, 1897, two Blickensder-
fer no. 5s were sent to the Imperial Post 
Offices in Berlin and Düsseldorf for a 
trial period. In the same document, it is 
outlined that in two months a new Model 
7 with substantial improvements would 
be launched on the market.

In August, tests with the Munson (pro-
vided by the H. C. Boysen company) and 
the Frister & Rossmann are also carried 
out. 2 After a short practice time, the 
two clerks assigned to test the machines 
matched their previous facility in writing 
with a pen. The creation of the sample 
letter took 30 minutes with the pen. 
It took the representative of Frister & 
Rossmann 14 minutes to produce it on the 
machine; it took the clerk with the Mun-
son machine 30 minutes, and the sec-
ond clerk with the Frister & Rossmann 
machine 38 minutes. The report notes: 
“It is to be expected, however, that after a 
longer training period both officials will 
perform one and a half times the work of 
a writer with a pen.”

After a precise description of the 
machines, the following summary for 
the Munson is given: “Despite its simpler 
design, the Munson machine requires a 
strong keystroke and is therefore likely 

THE DEUTSCHE
REICHSPOST

by bert kerschbaumer

FILES ON
TYPEWRITERS
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to be subject to rapid wear and tear.” 
“Both machines deliver up to five usable 
impressions [copies] at the same time, 
have a pleasing and easy-to-read typeface, 
and are equivalent in performance. Both 
machines can be supplied at 380 M[Mark] 
each.” “In comparison to the Remington 
machine, which was put out of use in Au-
gust 1891, both machines offer significant 
advantages.” With the Remington ma-
chine, the types had to be cleaned several 
times a day and changing the ribbon was 
time-consuming and dirty.

The Yost typewriter agency, A. Beyer-
len & Co., boasts in its letter of offer that 
the Yost “has been introduced to the first 
imperial and royal authorities, military 
offices, provincial government offices, 
city councils, ....” It is also pointed out 
that the machine works “without the 
annoying, unclean, uncomfortable and 
very costly ribbon.” 3 The advantages of 
the full keyboard without the mechanical 
effort of shifting are supposed to enable 
faster typing and “the mental activity of 
the operator of the machine is required 
much less during the typing itself.” The 
fact that it is possible to make 15 to 20 
copies at the same time as the original is 
underlined by the Post Office.

At the beginning of September 1897, 
Groyen & Richtmann contacted the State 
Secretary of the Interior and Treasury to 
inform them that the “Blickensderfer no. 
7 would be available in approx. 3 weeks.” 
Since initial feedback from the trial run 

with the Blickensderfer no. 5 machines 
was not positive, it is explicitly pointed 
out that the new machine is more stable 
and “a time saving of 20% is achieved, 
since in this machine the spaces between 
the individual words are produced simul-
taneously with the printing of the last 
letter of a word.”

In September 1897, Aug. Zeiss & Co. 
also appeared on the scene with an offer 
of the Bar-Lock machine. Visible writing 
and the possibility of writing in columns 
and forms are particularly emphasized. 
The automatic ribbon mechanism is 
highlighted as a special innovation, 
because “the ribbon winds itself auto-
matically from one spool to the other and 
reverses by itself.”

Not without a certain presumption, 
Glogowski & Co. praise “the latest model 
of the machine, the [Remington] no. 7, as 
the most perfect thing that exists in type-
writers.” The perfectly prepared offer 
spares no references; among others, the 
U.S. government in Washington is said to 
use 1,620 machines. Enclosed is a refer-
ence booklet in the form of a Remington 
no. 7 typewriter and four original typing 
samples with different typefaces.

Ferdinand Schrey, the Hammond 
machine’s general agent, offers a 10-year 
guarantee of good usability and a two-
year guarantee for free replacement of 
parts affected by defective materials. The 
agent refers to the golden “Elliott Cresson” 
medal awarded by the Franklin Institute 

for Science and Art in Philadelphia. Some 
special advantages of the machine are 
emphasized: “The impression of the types 
is always the same, independent of the 
strength of the stroke. The width of the 
paper is unlimited. A collision between 
the different types is impossible. The line 
straightness is perfect.”

Richard Siering, the representative of 
the Caligraph and the Densmore, turns to 
the Geheime Kanzlei (General Office) of 
the Reichspost, since his Caligraph ma-
chines are “only” used for test purposes 
in the main telegraph offices in Berlin, 
Leipzig and Hamburg and are not tested 
for office purposes. 4 Already at the be-
ginning of October, Siering receives the 
news that “the machines provided are to 
be picked up again, as they proved to be 
unusable in the service operations.”

It is also ordered to make tests on all 
machines with stencils in order to ensure 
their suitability for duplication.

In October 1897, B. A. Klose of the 
Ober-Postdirektion reports on the results 
of the testing of the Munson, Frister & 
Rossmann, Blickensderfer, Remington-
Sholes, Yost and Hammond typewriters. 
Each machine is described in detail and 
the individual advantages and disadvan-
tages are highlighted:

Blickensderfer: “is of simple and light 
design and therefore the cheapest (160 
Marks). In the beginning, good and even 
typing; subsequently, probably due to its 
light construction, printed other types 

3 4
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than struck. It can be assumed that this 
machine will not meet the requirements 
in the long run.” The tests carried out 
with model no. 7 were also accompanied 
by the same defects.

Hammond: “is functional and very 
solid. The paper guide makes it possible to 
read what is written immediately and pa-
per with a larger width can be used.” Offer 
price with 10-year guarantee: 450 Marks 
(possible reduction for larger orders).

Remington-Sholes: “the carriage can 
be easily removed and the interior of the 
machine can be easily cleaned. 5 The 
types screwed into the levers are pressed 
against the ink ribbon with a single light 
push of a key.” Most suitable machine 
for making copies! Offer price including 
table, 10-year guarantee, and cleaning by 
a service technician: 405 Mark.

Frister & Rossmann, “the only ma-
chine of German origin,” offers the ma-
chine with desk and five-year guarantee 
for 340 Marks. 

Regarding the Yost, the complex con-
struction of the typebar is criticized due to 
fears of “wear and tear and damage to the 
equipment in the near future.” The “ex-
pensive ink pad, which is exposed,” easily 
gets dusty and dirty and wears out quickly. 
The Yost machine comes with a two-year 
warranty at 441.75 Marks (with a larger 
purchase there is an extra price discount).

“The Munson machine can only be 
put into operation by strongly pressing 
the keys, which tires the typist during 
longer work.”

Mr. Klose also notes that the time dif-
ference in the production of the docu-
ments made during the testing “is due 
less to a different performance of the 
individual machines than to the greater 
or lesser ability of the writers.” A text 
written with the pen took 26 minutes to 
produce. In comparison, the same letter 
was created with the typewriter:

•   Clerk Uchdorff with the Yost:
18 minutes (error-free) 

•   Clerk Eggers on the Munson:
20 minutes

•   Clerk Hempel on the Frister &
Rossmann: 22 minutes

•   Clerk Röhl on the Remington-Sholes:
22 minutes

•   Clerk Kurtz (without sufficient prac-
tice) with the Hammond: 26 minutes

The clerks Hempel and Röhl had nu-
merous errors in their transcripts despite 
longer practice time, which proves the 
“continuing awkwardness of the typists.”

“According to the experience gathered, 
the following three are the preferred 
ones out of the six types of typewriters 
used here on an experimental basis:

•   the Remington Sholes machine,
•   the Hammond machine 6 and 
•   the machine from the stock corpora-

tion formerly Frister & Rossmann.” 

The most interesting conclusion 
concerning the operating personnel is 
quoted literally below:

“A financially favorable use of type-
writers would, in my opinion, only be 
achieved if younger staff were used to 
operate them. According to the experi-
ence gained, working on the typewriter 
is too strenuous for the clerks employed 
in the local office, most of whom are 
older civil servants. The clerks en-
trusted with the experimental operation 
of typewriters already show a certain 
reluctance to continue working on the 
machines, allegedly for the reason that, 
after prolonged use of the machines, they 
are suffering from headaches and the 
like. Clerk Uchdorff has even recently 
resigned from his service; according to 
the medical report, the aforementioned 
suffers from dizziness and brain conges-
tion. Whether these symptoms are actu-
ally due to working with a typewriter has 
not yet been established.

“The use of the younger helpers to 
operate the machines is not recommend-
ed because of the inevitable frequent 
changes of the officers concerned. In my 

5 6
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opinion, there is no other choice but to 
employ female assistants and to trans-
fer to them exclusively the operation 
of the typewriter. This is the only way 
to ensure that typewriters can be used 
effectively and successfully, as in com-
mercial institutions and the like, in the 
postal sector and in conjunction with it, 
to make substantial savings in the num-
ber of civil servants. Three machines—a 
Remington-Sholes machine, a Hammond 
machine and a Frister & Rossmann ma-
chine—would be able to find suitable use 
in the local office, whereby a hiring of 
three female assistants would reduce the 
current staff of 30 clerks and 9 assistants 
by 6 civil servants.”

The purchase of the three above-
mentioned machines was approved in 
October 1897. 7

The Bar-Lock machine, the Blickens-
derfer no. 7, the Remington no. 7, the Fris-
ter & Rossmann and the Hammond are 
also subjected to tests in the “Geheime 
Kanzlei” (General Office).

Compared to the Hammond, the Bar-
Lock machine requires a stronger keystroke 
and the typists tire more quickly. “Replac-
ing the color ribbon for writing with litho-
graphic tape is uncomfortable and takes 
more time than with the Hammond.”

The Remington no. 7 machine is “made 
for durability.” The typeface and handling 

are praised as highly satisfactory. Only the 
“attempts to manifold cannot be consid-
ered satisfactory.” Glogowski & Co. grants 
a two-year warranty and offers the ma-
chine together with table for 451 Marks.

For the Remington no. 7, 8 the Ham-
mond, and the Frister & Rossmann, a 
recommendation for use in the office 
services is made by the General Office 
based on the experience gained.

In January 1898, the first file notes 
are made that indicate a decision in favor 
of the Frister & Rossmann machine. On 
March 6, 1898, the contract for the sup-
ply of typewriters “for the entire territo-
ry of the German Reichspost and Tele-
graph Administration at a unit price of 
340 Marks” is concluded with Frister & 
Rossmann in Berlin. The machines must 
be equipped for italics. “As a rule, the ma-
chines must be equipped with a faceted 
platen.” The following accessories are to 
be supplied with each machine: “1 walnut 
desk on iron frame, 1 walnut lock case 
with base, 1 copy holder, 1 special rubber 
platen for duplications.” “The machines 
are guaranteed for five years so that all 
defects which appear during this period 
... be remedied without compensation.” 
Furthermore, the contract contains very 
detailed information about the materials 
to be used and for best-quality manufac-
turing. A price of 3 Marks is also agreed 
for the ribbons to be supplied, with a 
minimum purchase of 12 pieces. Upon 
request, the supplier must train the 
person intended to operate the machine 
free of charge and provide technical in-
struction. Each delivered machine will be 
“subjected to a serviceability test at the 
local [Berlin] Superior Postal Directorate 
before acceptance.”

This conclusion of the contract is of 
particular interest, given that the Ca-
ligraph machine was not classified as 
suitable during the test trials. The almost 
identical Frister & Rossmann, on the other 
hand, emerged as the winner of the test. 

In January 1899, the general rep-
resentative of the Yost typewriter, A. 
Beyerlen, turns to the Reichspostamt. A 
six-page letter expresses lack of under-
standing about the decision in favor of 
the Frister & Rossmann machine. Criti-
cism is leveled at the selection procedure, 
in which the most inexperienced clerk 
attempted to write on the Yost. Beyerlen 
emphasizes that Frister & Rossmann is 
“doubtless a German product, but not a 

German invention.” Once more, he em-
phasizes the advantages of the Yost, and 
finally asks that the Post Office influence 
the Frister & Rossmann company to draft 
its advertisements more precisely. The 
text of the advertisement states that “all 
senior post offices” will be equipped with 
the Frister & Rossmann rapid typewriter, 
but this does not apply to the indepen-
dent postal regions of Bavaria and Würt-
temberg. As early as March 1899, this 
claim was no longer made in the Frister 
& Rossmann advertisements. 9

At the end of May 1899, the Directorate 
drew up a first summary of the use of the 
typewriter: “The machines have generally 
proved their worth so far. In addition to 
the advantage of an even and clear type-
face, they offer the advantage of saving 
time; especially the fair manuscripts of 
several pages can be produced in almost 
half the time of what a clerk produces 
with a pen. ... For the operation of the 
machines female employees are assigned, 
whose keystrokes are gentler, so that the 
machines are less exposed to damage and 
wear than with the operation by male of-
ficials. Since the pay of these female work-
ers is lower than that of the male officers, 
this already results in savings.”

As of June 30, 1899, a total of 65 type-
writers were in use at 36 Superior Postal 
Directorates. Of these, 57 were Frister & 
Rossmann, four Remington [-Sholes?], two 
Hammond and two Daugherty machines.

The first files close at the end of 1899. 
The introduction of the typewriter at the 
directorates of the Deutsche Post shows 
very revealingly how the first compa-
rable trials were carried out. At the same 
time, it also demonstrates that an entire 
profession quickly became obsolete due 
to the introduction of new technical 
equipment. The office clerk was very 
rapidly replaced by female typists. Al-
though nowhere explicitly mentioned in 
the files, the fact that Frister & Rossmann 
was manufactured in Germany seems 
to have played a not insignificant role 
in addition to its attractive price. This 
suspicion is also expressed by the general 
representative of the Yost in his letter to 
the Reichspost. ■

Many thanks to Martina Gaisch for 
proofreading and translating the article 
into English. All advertisements are from my 
collection of contemporary newspapers and 
manuals of the 1890s.

8

9
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Collectors’
Corner

The Padrosas

they call him señor mignon. with 126
Mignon typewriters of  all colors imag-
inable, 36 of  which are Model 2, and 
frames full of  typewheels and differ-
ent keyboards, you can tell that we are 
talking about a passionate typewriter 
collector. It was around 1975 that Pere 
Padrosa found his first typewriter at 
a street market in his city, Figueres 
(Girona), Spain, which ignited his 
passion for collecting. Since then he 
has continued to gather typewriters, 
sewing machines, clocks, and multiple 
mechanical objects from the late 19th 
and early 20th centuries. Thanks to his 
other passion, his international road 
transport company, of  which he is a 
second-generation owner, with two 
more generations now following him, 
he has traveled half  the world, always 
in his own car and accompanied by his 
wife, Margarita Pierre. They have gone 
in search of all kinds of  objects and 
mechanical inventions. Now, 43 years, 
3 million kilometers, and approxi-
mately 3,000 typewriters of  all sorts 
later, Señor Mignon is still happy with 
his wife, his company, and the Museu 
de la Tècnica de l’Empordà, a museum 
that houses a permanent exhibition of 
antiques, founded in their hometown 
in 2004.

When we wrote to this interest-
ing family to ask about the opening 
hours of the museum after visiting 
their website, they not only responded 
promptly, but also offered us a personal 
tour of their extensive collection after 
opening hours, so that we would have 
enough time to enjoy every detail. It 
took us about three and a half hours 
just to see half of the collection, which 
includes shelves upon shelves of almost 
every known typewriter, including two 
Malling-Hansen Writing Balls, one with 
the very rare Moon alphabet for the 
blind (one of the two that are preserved) 
and a unique Minerva that was found on 
the ground at an open-air flea market in 
France, possibly manufactured during 
the Mussolini era.

Inspired by the wonderful stories 
told by the couple during our visit to the 
MTE, upon our return to the States we 
conducted a remote interview so their 
stories could be shared with the world. 
The interviewers were Luis and Susan 
Galiano, avid typewriter collectors and 
creators of TypewriterGazette.com, with 
the help of Anna Sayeras, daughter-in-
law of Sr. Padrosa.

You can find more information about 
the Museu de la Tècnica de l’Empordà at 
http://www.mte.cat.

Tell us a little about how you started to collect 
typewriters, and the history of the museum.

One Sunday morning while I was 
going to my company, I came across a 
small market in a small square in my 
city, where they were selling “junk” 
and antiques. I discovered a typewriter 
that piqued my curiosity, since it was a 
model very different from the ones I was 
accustomed to using in my office. First I 
managed to negotiate its price with the 
seller, who had already tried to play the 
negotiation game that day—which, as a 
good businessman, I love doing. When 
I arrived at the office I took the time to 
disassemble it completely to try to clean 
off the rust and dirt. That night I took 
the time to reassemble it, made it so that 
it worked perfectly, and lost myself in 
an encyclopedia looking for informa-
tion about it. It was an Erika typewriter 
made in Dresden, Germany in 1910. Late 
that night, my wife, Margarita, who 
was watching me all day, looked me in 
the eye and said: “Have you noticed that 
today you didn’t work?” I had found my 
hobby, something that distracted me 
from work, and that gave me enormous 
satisfaction. After that day, I never 
stopped searching, and searching in 
every corner, for more machines.

by luis and susan galiano
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Do you have any advice for collectors who 
want to start their own exhibitions?

There is no greater pleasure for a col-
lector who constantly searches, restores 
and learns with each piece found, than to 
share it with those who value and under-
stand it. Returning this little bit of history 
to society is so rewarding that the effort 
motivates one to continue.

What are some of the most unusual
machines that can be seen in the museum?

As you mentioned at the beginning of 
this interview, we have two Malling-Hansen 
Writing Balls, one of them with the Moon 
alphabet, one Sholes & Glidden, and one 
Minerva, which is the only known example in 
the world. But we are also very proud of the 
North’s, a Keaton Music Writer, several mod-
els of Virotyp, a Crandall, two Hammonias, 
and an Olympia from the Gestapo. There are 
also very interesting office objects, such as the 
beautiful collection of typewriter ribbon tins.

How many typewriters do you have in your 
whole collection? How many do you have in 
the museum on display?

It is difficult to list all the machines 
that we have. Many times we buy ma-

chines that are not in very good condi-
tion to use for spare parts, to repair oth-
ers that are in better condition. To name 
an approximate number, we have about 
3,000, and we have about 350 on display, 
perfectly restored and in operation. 

Which typewriter was the most difficult to 
acquire, and what made it difficult?

The Malling Hansen with the Moon 
alphabet. That required a 6,000-kilome-
ter trip by car to acquire. We knew of its 
possible sale and we went by car to visit 
the person in question, about 1,500 km 
from our home. When we arrived, we 
proceeded to negotiate its price, but did 
not reach an agreement, so we went back 
home again, another 1,500 km. After two 
days of not being able to sleep due to the 
worry of having lost the opportunity, we 
drove again the 1,500 km to resume the 
negotiations, which in the end did come 
to a close. The last 1,500 km were covered 
with the machine in our possession.

Can you tell us an interesting story about 
“typewriter searches”?

We took advantage of one of our work 
trips to look for typewriter markets and 
fairs, and were able to buy the Hammo-

nia. As I mentioned in this conversation, 
I always make my trips with my wife, 
Margarita, and my car. Returning home 
with the machine in the trunk of our car, 
we stopped to refuel and eat. During the 
time we were in the restaurant, we were 
victims of a robbery; they ransacked 
our car. They stole everything: suitcases, 
bags, coats ... except for the Hammonia 
typewriter, which apparently was of no 
interest to the thieves.

What typewriters are you still looking for?

I still have many to complete the 
collection. But as every good collector 
knows, it is not only the item that moti-
vates us, but how we acquire it; the two 
together give it its worth. 

Is there anything else you would like to high-
light in this article?

A very important thing that I cannot fail 
to highlight to anyone who wants to know 
us: the passion for typewriters in particu-
lar, and collecting in general, is not indi-
vidual or only mine. It is a passion of two. 
My wife and I have traveled half the world 
and we have searched in every corner, and 
always the two of us together, sharing all 
the experiences we can recount. ■
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Who started it?
the blickensderfer serial number
Master List is the result of the longest-
running project in typewriter history. 
There were surveys on Hammonds, 
Mignons, and Simplexes in the 1980s, but 
they were short-running inquiries with 
almost no output.

The base for the BSNM-List was laid by 
the late Paul Lippman. Lippman may be 
better known as the author of American 
Typewriters: A Collector’s Encyclopedia. 
Paul had gathered Blickensderfer serial 
numbers together with information on 
models and other special features of the 
machines, probably already in the 1970s.

After that, more numbers came from 
Dennis Clark and Bob Aubert. By 1990 
there were around 400 typewriters on 
the list. Then I brought in 523 additional 
numbers, many from European collec-
tions, some of which may have been du-
plications. So in the late 1990s there were 
about 900 Blickensderfers listed.

After that Mike Brown took care of the 
list. He had been collecting numbers by 
himself, just like Rob Blickensderfer, who 
joined him in the millennium year 2000. 
They had met each other at the 2000 
International Typewriter Convention. 
By 2002 there were approximately 1,000 
typewriters listed. Rob was able to add 60 
to 70 new-found Blicks from eBay every 
six months.

Rob Blickensderfer announced his re-
tirement in December 2016. By then there 
were about 3,000 machines listed.

What happened since?
the responsibility for the list was
given to me in March 2017. I transferred 
the listed numbers into an Excel spread-
sheet, which gives us the opportunity to 
add more information on the individual 
machines. It also provided a good check-
up of the list. Only a few corrections had 
to be made, as will also be the case for 
my own input. The Excel list gives us the 
opportunity to see when Rob Blickensder-

fer was on holiday, but also, for instance, 
shows with a quick glance that there are 21 
Creelman Blickensderfers known, which 
might help you to determine a maximum 
price when there is one for sale.

Since the list has been under my 
supervision, I have been able to add 356 
new machines, with a total of 3,275 listed 
Blickensderfers and related machines 
at the moment of writing this in August 
2019. Among them are 32 new serial 
numbers of Dactyles. 12 Rem-Blicks could 
also be added, among which is the very 
last Blickensderfer-style machine ever 
produced: Baby Rem #KD90003, the only 
one known not made in 1928 (it dates 
from September 1929).

Thirteen new machines were spot-
ted under #10000, with the lowest serial 
number #2002. As you probably know, 
Blickensderfers were made in Stamford, 
Connecticut, USA, but some machines 
show other locations for dealers in for-
eign countries. These include Norrköping 
(Sweden), St. Petersburg (Russia), New 
Zealand (2 machines), Valencia (Spain) 
(2 machines), and Zürich (Switzerland). 
Two machines with a wide carriage 
were spotted, one previously unknown 
gold-plated machine, one with a Russian 
keyboard, one pharmaceutical keyboard, 
and one with a decorated base plate, ac-
cording to its owner (unfortunately, this 
number came without a picture).

The List also comprises the serial 
numbers of the Blick Universals, Niag-
ara, and Roberts Ninety and their name 
variants; the number of such machines 
has grown too.

What now?
bsnml is a collector’s project, but
after all these years the List must be re-
vised. Machines have found a new home, 
owners have passed away. It is good to 
know where the machines are.

If, in the near future, the Blickensder-
fer Master List eventually should become 
more public, and I am sure it will, please 

tell whether your name should remain 
private. You can always enquire which 
machines from your own collection are 
included in the BSNML at the moment.

The list is not an honorary list. It is 
there for research, now and later. You 
can, for example, do statistical research 
with it, for instance, to see how many 
Blickensderfers did not reach the year 
2019—although then you have to know 
how many Dactyles have their own 
numbering, and so on. And yet, no mat-
ter how many serial numbers there are, 
without pictures the list is flawed. Hence 
the eternal demand for images: one shot 
from above, one from the right side, and 
one from the left rear. Dated bills and 
warranty documents are helpful too. 

But first, check your collection and 
send those serial numbers, please. Write 
me right away! ■

Please react to:
Jos Legrand, jjlegrand@hetnet.nl

A Blickensderfer Serial
Number Master List Update
by jos legrand
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Restoring a
Crandall

when i was originally offered this
Crandall in May 2018, it was in very 
poor condition. I discussed it with Her-
mann Kerz, and he agreed to restore 
it. The typewriter traveled a long way 
from the USA to Germany via Finland. 
In June 2018, it got broken in three 
places. It cost Hermann a lot of  time 
and energy to restore it, but after one 
year came the Happy End: the machine 
has joined my collection in Russia.

—Max Suravegin

show & tell : maxim suravegin & hermann kerz

The machine as originally offered
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The restored machine
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New on
the Shelf

Richard Amery: Oliver Courier w/ case 
#CE77314, repainted red
Uwe Bethmann: World 1, 1

blue Pettypet 2

Evan Bezeredi: Stoewer Elite
#E101128, 3  Fox Portable 2 #10675,
Fox Sterling #S12103 4

Scott Connors: Blick 4 #9150 w/case,
accessories & instructions 5 6

Guillermo Fernández Boan: Oliver 3 
Lothar K. Friedrich: Liliput A
Bert Kerschbaumer: Odell 8

Thomas Kramer: Niagara, 7 Universal Sim-
plex, 9  Pettypet, Kolibri prototype (see cover)

2

3

4

5 6

7
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Bill Lund: Zeta Portable (Czech), 10 Rem-
ington Smith Premier 10A #SM 00766 
(Polish), 11 Blick 5 (in original case w/ 
supplies)
Flavio Mantelli: Adler Buchungs-
Maschine 12

Richard Polt: 1963 Remington Torpedo 
standard (Dynacord)
Jonathan Posey: Hammond 1 #2664, 13

Junior, Roxy 
Herman Price: Sun Index #621, Ideal A1 
#542, curved Rofa #10181
Maxim Suravegin: British Fitch #3244, 14

Russian Blick 7 #87902), 15 aluminum 
Blick 8 #141928, Halda 10 
Peter Weil: 1918 Remington Field Day high 
jump medal (awarded to F. Hudson) 16

Brent Wiggins: maroon Smith Corona 
Standard port. #1004114 R, 17 black Smith 
Corona Standard port. #1C51537

Congratulations to Bernd Moss on an 
article about his collection in Historische 
Bürowelt, including his Sholes & Glidden, 
Remington 3, Crandall New Model, and 
much more.

9
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Around the World

HBw-Aktuell

July-August 2019
• Latest meetings
• Liliput Model A
• eBay highlights

ifhb.de

At last estimate, my late husband, Jim, 
figured he had close to 1,000 typewrit-
ers, adding machines, Braille writers, 
and steno machines in his collection. He 
passed away in the fall of 2016, age 72, due 
to complications from Parkinson’s disease. 
Now I am selling his collection. I have en-
listed the help of Ole Kehlet, the typewrit-
er repairman in Sacramento, to help me 
with the task of valuing and selling Jim’s 
collection. Ole has grouped the machines 
by manufacturer and is in the process 
of evaluating the condition of each. I am 
willing to sell machines individually, in 
lots by make, or the entire collection. I 
live in Sacramento County, California. As 
there is ongoing interest in the collection, 
some machines may already be sold by the 
time of this publication.

No. 76, August 2018
• Series of short videos on Olivetti products
• Olivetti M1
• Cesare Verona Sr., sole Italian

Remington dealer
• Typewriter exhibition in Turin

segretariacollezionisti@gmail.com

Jim collected typewriter ephemera 
also. This includes billheads and enve-
lopes from typewriter companies with 
their typewriter logos, typewritten 
letters and invoices and envelopes, etc., 
including years’ worth of magazines 
such as McClure’s Magazine, Munsey’s 
Magazine, The Atlantic Monthly, Scribner’s 
Magazine, The Outing Magazine, Harper’s 
New Monthly Magazine, Pearson’s Maga-
zine, etc. from the late 1800s and early 
1900s. These magazines have ads for the 
new typewriters of the time. These are 
also for sale but I have not been able to 
compile a list of all.

Contact Ole Kehlet at 916-447-7171 and 
refer to the “Jim Dax Collection” for more 
information about the machines.

—Kathi Dax

For Sale:
The Jim Dax Collection




