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From the Archives... 
David G. Malick  

An Introduction to Heisey’s Advertising to the Public—Part II 

Advertising to the Public: 1917-1924 

During this second period of public advertising, 54 different ads appeared in 138 placements in 19 publications. 
The American participation in World War I caused a temporary dip in advertising between 1918 and 1919.  
The themes of the ads focus on blown ware, which had been introduced in 1914, stemware, cuttings, etchings and 
simpler patterns, in addition to the already popular colonial patterns. 

Examples of simpler pattern lines include No. 1184 Yeoman and Nos. 411, 412 and 413 Tudor. Both had an 
extensive array of items and were popular as they remained in production for several years. Tudor was the subject of 
several advertisements. Note the tie-in with the new Biltmore Hotel. The No. 10 Gibson Girl floral plateau with the 
flower frog provides an example of Heisey’s continuing commitment to innovation in creating useful decorative 
objects. It was made in three sizes and was a popular item for both Heisey decorations and those of other companies. 

No. 10 Gibson Girl 
September 1922 

No. 1184 Yeoman 
April 1917 

Nos. 411, 412 and 413 Tudor 
September 1924 
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Blown ware makes a major impact during this period in the form of stemware, often decorated with etchings and 
cuttings. It is estimated that over 30 blown stemware lines were introduced by 1917. Blown stemware consists of a 
blown bowl attached to either a plain pulled stem or an often fancy pressed stem with a cast-on foot. The skill and 
effort required to make such stemware are hard to appreciate today as examples seldom betray their construction to 
an untrained eye. Blown stemware is characterized by thin delicate bowls. Heisey advertisements of the period recog-
nize the daintiness of such glassware but encourage its daily use since broken pieces can be quickly and easily 
replaced.  In 1917 and 1918 two large full-page ads introduced blown stemware to the public. 

The first of these ads 
appeared in May 1917. It 
shows the No. 3312 Gayoso 
stemware line, which was 
made with a pulled stem. 
Ten items are offered either 
with the No. 387 Augusta 
plate etching or without.  At 
this date, Heisey was still 
offering mail order opportu-
nities as they pursued mar-
ket penetration with dealers, 
often leveraging the buying 
public to pressure their local 
dealers to carry Heisey glass-
ware. Gayoso was offered 
with three different optics in 
the bowl, but here only the 
plain version was offered. 

Between 1916 and 1924, 
about 80 etchings were in 
production. These included 
needle, pantograph and plate 
etchings. These names refer 
to the different processes 
used to apply designs to the 
plain glassware so that they 
could be etched into the 
glass by means of acid. Some 
of the more well known 
etchings of this period in-
clude No. 431 Victory, No. 
439 Pied Piper and No. 440 
Frontenac. Several plate 
etchings were designed to be 
applied to baskets between 
1916 and 1917 as illustrated 
in the promotional brochure 
noted in the ad on page 10, 
Table Glass and How to Use 
It — a Handbook for the 
Hostess. 
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Between 1916 and 1924, Heisey introduced over 80 cuttings to decorate their glassware. These also first appeared on 
baskets. Heisey blanks were always popular with decorating companies, especially those that specialized in cuttings. 
Heisey’s commitment to cutting as a decoration lapsed after this period until it was revived in 1931 with the hiring of 
the master cutter Emil Krall who worked at Heisey for 10 years as the head designer in charge of the cutting shop. 

The second large and impressive ad appeared in May 1918 and was one of only two Heisey ads in print during that 
year. It provides the first illustration of a Heisey cutting in the form of No. 657 Liberty on No. 3333 Old Glory with a 
blown bowl and pressed stem. Other items illustrated include No. 3314 Grandeur with No. 410 Sabrina etching, No. 
3330 Hanover with No. 412 Hermitage etching, and No. 3320 Ritz with No. 411 Lansdowne etching.  

No. 410 Sabrina Etch 

No. 411 Lansdowne Etch 

No. 412 Hermitage Etch 
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This ad appeared in September 1919. It illustrates No. 693 
Cloister cutting on a No. 4163 Whaley jug and a No. 3476 
Temple handled soda. 

The ad on the right appeared in October 1923. It illustrates 
how well the new elegant glassware pairs with colonial styles. 
A No. 16 Classic candelabra illuminates No. 3350 Wabash 
stems with No. 440 Frontenac etching.  

To be continued in the next issue... 

Further examples of Heisey advertisements featuring cuttings extol the delicacy of design and the appropriateness for 
formal dining as well as everyday use, since the products are claimed to be inexpensive enough to be easily replaced. 
Popular cuttings from this period include No. 636 Claremont, No. 679 Windsor, and No. 693 Cloister. 

Heisey production cuttings and etchings on delicate blown ware herald the age of elegant American glassware. As in 
so many other areas of innovation and excellence in the field of table glassware, Heisey stands out as a leader. Their 
commitment to this art form remained strong for the remainder of  the time they were in business. 




