FREXERERLAA K&
(TPEFRH K28 #4

PSS ETATR
PO RIAMEAZ BT



RGeS BB AEATRR

T35 B R 3 - X IR

EEHB X1k

Soap, Sex, and Cigarettes
A Cultural History of American Advertising

A %-HKF F

Juliann Sivulka

R AKE LK



BEEMKE (CIP) HiE
EEEX: T/ (E) HIKF (Sivulka, J.) F —K&E: RIEMEK¥

Hi AL, 1998.3
(AU S5EHHAM AR -THEHRS)
ISBN 7 - 81044 - 356 - 9

T.%- O.%- .5 &xf-L8R-EE-%X N.G171.22
o E R A B 4508 CIP 3% (98) 5 04228 5
TTEHBENEREENESRRIZES: BEF 06-1998-109 &

Juliann Sivulka: Soap, Sex, and Cigarettes: A Cultural History of American Advertis-
ing
Copyright © 1998 by Wadsworth Publishing Company, A Division of International

Thomson Publishing Inc.
All Rights Reserved. Authorized edition for sale in P. R. China only.

ARBISCREIEH ITP EFr R A R BAUR AL 2 K 2 IRAL7E o B K R 5% A i %
HRETT, REHWEBEFA, FNELUMEMTRDR, BT RAEBEHEMIES,

WRIRR, @55,

ARALW & K% R AR
(RETRAB/ARILE 2175 HEHEG 116025)
PSRN ) T
JFTTEEREERA AR TS BRI ENR
FrA: 787X 1092 K 1716 FH: 721 FF EIH: 29 #HH: 2
1998 4 4 A% 118 1998 4F 4 A% 1 WENRI

R AR HEBRIT: B ¥

EH: 46.00 T
ISBN 7 - 81044 - 356 - 9/F+1041



H R E IS

PARE, HETH, FHEUNFER, £ENERR, WFmAT, 2K
TR REmRS, wBHEED; ¥ 0, XEHA. BF AL £
B, B, HRT—B L%, #F, K&, HL,

ARwE, RAXGTE; S4508R, ARG ER, AEFK, X%
BrAs, BRTH, BFFak, TR, BeFH, #REE—ANFHGF
H, PEEEZBAFXAGER., FELERRH, FIHLAZEK, LLI TR
TRAZ A

HEERRS, FIRAZK, CEEAFH, BFHL. WITFE A
ITHBARA RS ELIAEIE, TENR, OHRREIZERRASHS
% %), ITP. McGraw-Hill & Simon & Schuster % B FR 5 j& 2 8] 45 7] £ 4,
AMZAFEBRAELAERY ERMEZEETEHM KRR ACEEH
) Wl Bl ANEE, HLEKXART, FREFLEF, EHAFTES
MR IAAE, RELGFE. FEF MFFELHFE. THEH
F RELRAEFMEZ, TEELITEHN, FREXRFET. AREXKT.
IH%EEME (MBA) #ZEAREHRE (ETP) FRRAEARNE R, 4
Bk T ARG EM, THERADE, BAKXW, LB FH S A%
B, MriEiE, RAEL, LEBFR., RERFRFER A LG RHK
B, RBFENZEZE, EBFXABREZHRE, RSTARA, AR
£, XH “BmEF 2%

HEEFRG, BEARXRSmG; BERRHES, TR RA, £
HEEFIHER, PEZHRLHREFT, QERAEIL, ‘K%,
ARERH", BRNRBFRAZK, REFZLIHTZIH,

sy, BTHAH, RAL BAL BAL BRA, BARZHLW, BA
Ao REBEA, MTEXE, FA. RAIBRRERT, 7T I 24 A#M,
HFMZEBEER, BTZ, ARZIEBER K,

REHTHAA, FFARF, FHARK, HRTHEEL, RHAEAR
g, WHAFHEEINE, AT, BNEHETFH, BAS, BB

LM ARE RKRR
1998 ¥4 A



Introduction

From the moment our clock radio awakens us in the morning, we are
inundated with as many as three thousand commercial messages a
day. Advertising is an inescapable part of modern life—on radio and
television, in newspapers and magazines, on city streets and subways,
and even on computer screens.

The “trade of advertising is now so near to perfection that it is not
easy to propose any improvement” wrote Dr. Samuel Johnson in 1759.
Astonishingly many of the ways yesterday’s merchants tried to catch
people’s attention, convince them that what they were selling was de-
sirable, and persuade them to purchase the products are still in use
today. But advertising is not stagnant. It is constantly changing, even
as our culture is ever changing. On the threshold of the millennium,
some observers even predict that emerging technologies will dramati-
cally alter not only our lives but also the very process of advertising. To
understand where advertising might be headed, it is important to ex-

. amine how advertising in America got to be what it is today.

This book presents a broad overview of how advertising both mir-
rors a society and creates a society. Modern advertising couldn’t have
developed without the printing presses, the Industrial Revolution, ur-
banization, and the rest of the tools of social organization and mass
communication that evolved over the centuries. These forces eventu-
ally led to the emergence of advertising agencies a little more than a
hundred years ago, further fueling the growth of advertising. As an el-
ement in consumer culture, social trends also altered people’s buying
habits, and advertising responded by altering its messages to reach
the new audience.

In addition, advertising has provided a means by which people
have learned about new products and, in the process, shaped mass be-
havior and desires—desires that are a driving force in a consumer
economy. Advertising taught women ways to attract a husband and
manage a home. Advertising also showed the pleasures of owning bi-
cycles, cameras, and motorcars; of drinking beer and orange juice; and
of smoking cigarettes. But advertising made its greatest contribution
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by showing how the endless stream of new inventions—toothbrushes,
light bulbs, vacuum cleaners, refrigerators, washing machines, cars,
computers—fit into ordinary people’s lives.

A huge and powerful industry, advertising expenditures ap-
proached $150 billion in 1995 and continue to reach record levels
every year. The biggest advertisers are the nation’s manufacturers of
automobiles, food, soft drinks, beer, and tobacco. Advertising expen-
ditures pass through the six thousand or so advertising agencies that
primarily create the ads and buy the space or time in the media. How-
ever, 57 percent of the domestic billings pass through the forty-six
U.S.-based agencies that form global corporations with worldwide
connections. Other smaller agencies have chosen to specialize in re-
tailing, direct mail, and minority markets, among other services.

Advertising stands with TV, sports, movies, and music as an icon
of American popular culture. Brand names of products have become
so familiar that they are synonymous with similar products. For exam-
ple, Kleenex could refer to any facial tissue, and Xerox describes all
types of photocopying processes. Likewise, advertising slogans and
jingles have been assimilated into our national lexicon; examples in-
clude Wendy’s “Where’s the beef?” and Alka-Seltzer’s “I can’t believe I
ate the whole thing.” Advertising collectibles also re-create the famil-
iar image of immortal characters such as Tony the Tiger, Joe Camel,
and the Pillsbury Doughboy. Items also popular with collectors include
Absolut Vodka ads, Coca-Cola trays, and numerous other objects with
a company’s logo or trademark—store displays, statuettes, coffee
mugs, squeeze toys, banks, radios, dolls, inflatables, and so on.

Yet few students and professionals in the trade can identify the
major developments and figures in the history of American advertis-
ing. To fill this need, this book is aimed at undergraduate college stu-
dents enrolled in marketing, journalism, advertising, communications,
and popular culture courses, for which little survey material exists on
the history of advertising. This book is designed to stand alone as a
text on the history of advertising or to be used as a supplement in a
survey course. It should also be required reading for any advertising
professional. And the growing number of collectors who treasure old
ads will find this history of interest.

The book is organized as follows. Chapter 1 gives a brief history of
advertising, laying a foundation for a more detailed examination of
the growth of advertising over the past century or so. Chapters 2 and
3 examine how the Industrial Revolution enabled manufacturers to
produce an ever-increasing variety of products and to distribute and
advertise through a variety of media, including newspapers, maga-
zines, and direct mail. The Industrial Revolution also created a whole
new generation of customers who previously had bought few things
from a store. Chapters 4—6 explore how admakers refined their selling
techniques to stimulate mass consumption. Chapters 7-9 carry the
story through to the present day. In the last half of this century, a
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cormucopia of new products have flooded the marketplace, and the
number of advertisements has increased proporgionately. The book
ends by tracing how the emergence of new technologies and the
growth of international trade signal the end of one major epoch in
American advertising history and the beginning of another.

Integrated throughout the chapters are examples of how advertis-
ing works, how it uses the skills of the creative artist and writer, and
how it tries to get our attention and convince us to buy a product.
Unfortunately, as of this writing, we were unable to obtain permission
to reproduce ads for Absolut Vodka, Calvin Klein, Norwegian Cruise
Lines, Marlboro, Virginia Slims, and Benson & Hedges cigarettes, as
well as certain Coca-Cola ads. In any case, with this narrative outline
in mind, let’s take a look back at how advertising began in America.
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Chapter 1

1492-1880 The Beginnings

The J. Walter Thompson and Lord

The Emancipation & Thomas (later Foote Cone &
Proclamation frees the slaves. Belding) advertising agencies open
1863 for business.
The Civil War divides the country. 1871
186065 The first federal trademark
The first advertising agent in protection law is enacted,
America, Volney Palmer, sells encouraging the use of heavily
newspaper space in Philadelphia. advertised commercial symbols.
1843 1870
1867 1876
Mathilde C. Weil starts working in The Philadelphia Centennial
advertising in New York and later Exhibition presents such wonders
opens her own agency, M. C. Weil. as the telephone, the light bulb,
1869 and the typewriter.

The railroad spans the
continent from coast to coast.
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Although advertising as we know it has its roots in the nineteenth cen-
tury, advertising has been part of the American cultural landscape
since it enticed European settlers to the New World. Ever since, this
unique institution has played an ever larger role in our economy, help-
ing to create a powerful new medium of information, entertainment,
and selling that both mirrors a society and creates a society.

A modern world without advertising is unimaginable. Advertising
has enabled people to learn about and to publicize products and ser-
vices. An endless stream of ads and commercials pitches the wonders
of microwavable foods, miracle cleaning agents, and soothing reme-
dies. Ads give us hints on the latest trends in diet, fashion, gadgetry,
electronic equipment, housing, automobiles, travel, and books. Look-
ing for a job, an apartment, or a sale? Simply leaf through the news-
paper or check the classified ads.

Yet the idea of advertising can be traced back to ancient times.
Over the centuries technological and cultural changes have affected
the evolution of American advertising—both the medium and the
message. But the general purpose of advertising—to inform and to
persuade—has not changed. By surveying the roots of modern adver-
tising, we can establish a foundation for a more detailed examination
of advertising over the past one hundred years.

Advertising in the Old World

For thousands of years tradespeople used public criers and pictorial
signs to attract attention because few people could read. For example,
in ancient Babylon, as in other lands, barkers enticed buyers with
florid descriptions of cargoes such as wine, spices, rugs, and other
wares from newly arrived ships. Like shopkeepers of later periods,
early Egyptian, Greek, and Roman merchants hung carved signs and
painted shop fronts, using symbols and pictures instead of words so
that even illiterate passersby could identify the nature of the business.
In medieval England customers could find the shoemaker by a golden
boot, the baker by a sheaf of wheat, or the optician by a pair of specta-
cles. Advertisers also used hand-lettered flyers and posters to attract
attention. And in the 1400s clergymen, lecturers, teachers, and other
professionals promoted their services on tacked-up handbills—a prac-
tice similar to today’s want ads.



