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Henrietta the
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‘Rosie the Riveter’:

Images of Women in
Advertising in
Maclean’s Magazine,
1939-50

That’s what the war did, though. Got
thousands, my goodness, tens of thousands
of women and girls out of the home.... The
war killed all this servant business, being a
maid, and I think it did a lot to finish off
the idea that a woman’s place and her only
place was in the home.... Husbands and
boyfriends came back from the war and
found their wives and girlfriends just wer-
en’t prepared to start washing dishes again.
It must have been quite a shock.... You
could almost say that women fought a war
the same as their men, the war against them
being women, household machines. And
because of the circumstances I'd say they
won it so eastly that they didn’t even realize
that they were fighting it....

from Six War Years
Barry Broadfoot

M. Susan Bland
Regina Public Library

Will they get me back to the kitchen after
thewar?... Why, I never got out of it. When
I am through with inspecting gun parts, 1
go home and do the housework as I always
did.

Saturday Night
Introduction

Writers examining women’s roles in the Can-
adian workforce often use 1941 as their starting
point. Some writers go on to say that women’s
participation in the labour force during the
Second World War was the main impetus behind
the increasing number of women working since
that time. Pat and Hugh Armstrong claim that
“Since 1941, the female share of the labour force
... has doubled.”! Barry Broadfoot argues that
“Although the phrase had not been invented
then, the war did wonders for the cause of
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Women’s Lib.”2 Katy LeRougetel similarly
maintains that “Momentum gathered during
the war years increased finally to explode in the
women’s liberation movement of the sixties.”’?

Other observers think differently. Ruth Pier-
son argues that “the assumption of great gains
made by women during World War II ... rest[s]
on ... an inaccurate assessment of the degree to
which attitudes towards women'’s proper role in
society changed during the war.”* Betty Friedan
observes that the portrayal of women in Ameri-
can mass magazines moved from images of a
“new, independent woman’’ in the 1930s to that
of a “happy housewife heroine” in the late 1940s.
This, she suggests, is because “‘the new writers
were all men, back from the war, who had been
dreaming about home, and a cozy domestic
life.”’s By 1950, the new writers had succeeded in
creating an image ‘“where the woman has no
independent self to hide in even in guilt; she
exists only for and through her husband and
children.”$

These writers express contradictory points of
view which give rise to a number of questions.
Did attitudes towards women’s roles in society
change during the war? If so, did these changes
in attitude outlast the war? Did women’s chang-
ing roles in society during the war advance or set
back the cause of women’s emancipation?

This paper seeks to study these questions more
closely by examining the roles of women as por-
trayed in magazine advertisements in Maclean’s
magazine during the 1940s. First, a description
of the changing roles of the women of the 1940s
is outlined, so that we may look at the ads within
the context of their times. Then follows a discus-
sion of the contribution of secondary source
material to this paper, the use of advertisements
as primary source material, and the methods
used to find out'what advertisements can tell us
about women during the forties. After the ads
themselves are examined, the findings are sum-
marized and conclusions presented.
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Background - Women during the 1940s

Canada entered the Second World War on
September 10, 1939, on the heels of the Depres-
sion. As Canada’srole in the war gained momen-
tum, the high unemployment that characterized
the end of the Depression was replaced by a
shortage of workers. Canadian industry and
government encouraged the entry of women into
the war factories to overcome this labour shor-
tage. Publicity was aimed first at single women,
followed by married childless women, and as
need grew, by married women with children.” By
1944, 1,200,000 women were in the workforce, a
total which was twice that of 1939.8 Moreover, a
number of women had moved from traditional
occupations (clerical, service and homemaker) to
jobs such as turret lathe operators, punch press
operators, drillers, grinders, welders, taxi cab
drivers and streetcar operators, and they were
proving highly competent at these jobs.? Another
place where women found employment was the
Canadian Women’s Army Corps (CWAC), esta-
blished in August, 1942. The CWAC employed
45,000 women by the end of the war and
although some of these women, (11.4%), were
employed in non-traditional occupations as
butchers, shoemakers, lithographers and welders,
the overwhelming majority held jobs as clerks
and cooks.10

The CWAC and munitions factories were not
the only outlets for women who wanted to con-
tribute to the war effort. All women were atfected
by rations on meat, sugar, tea, coffee, butter, gas
and liquor, and shortages of other commodities.
Women were called on to buy War Savings
Bonds, to save everything from bacon fat to tin
foil, to rent rooms to munitions workers and
army “‘girls,” to put up jam for Britain, and to
write morale-building letters to their men over-
seas. On top of all that, many were doing volun-
teer work. There was emotional strain, too, for
those women who both worked and ran house-
holds, and for those separated from sons, hus-
bands and boyfriends.!!
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As the war drew to a close in 1945, concern
became focussed on the future. The central ques-
tion for women was: would they retain their
jobs? Speculation was wide. As one observer
wrote in 1943, “Women, on the whole, are still
stupid. They will rush to work now, and they
will give up their work as soon as they are asked
t0.”’12 Articles such as “Will Women Go Back to
the Kitchen?”’!* “No Women Being Hired, !4
“What Will War Women Do When It's All
Over”’15 appeared in every major magazine in
Canada. An entire subcommittee of the 1944
Advisory Committee on Reconstruction, devoted
to the post-war problems of women, predicted
an ‘““irreducible minimum’ of some 200,000
women who will remain after 400,000 other
‘new’ women workers have been removed from
the employment market by normal channels,
such as marriage, a desire to return to domes-
ticity....”’'6 An effort was made to attract women
away from ‘“men’s work” and towards more
“womanly channels’’ such as service or clerical
work.!” The role of women within the family
was emphasized when the Dominion-Provincial
War Time Day Nurseries Agreement ended with
the cessation of the war,!® family allowances
were introduced in 1944,!? and a special income
tax concession for husbands with working wives
came to an end in 1947.20

Government’s efforts to stream women back
into the home proved successful as shown by
employment reduction figures for men (5.3%)
and for women (13.5%) in 1945.2! At the end of
the war, women constituted 31.4% of the labour
force. One year later, in 1946, women accounted
for 22.7% of the labour force, a figure more con-
sistent with pre-war trends of 20%.22 At the same
time, birth rates and marriage rates escalated,
“causing the now legendary baby boom which
peaked in 1947.°23

Removing women from the labour force was
only one aspect of the post-war problems of
women. Whether women were working or not,

Atlantis

war had a pronounced effect on them. As
expressed by one welfare worker:

War has made women more self-reliant;
this maturity will appear as a threat to the
husband when he first returns to his role as
head of the family...24

Marital adjustments threatened to confuse the
vision of a secure future; and security was the
hallmark of the post-war world.

The post-war generation quite understan-
dably attempted to create a better society by
preserving the shape and structure of social
institutions as they existed before the con-
flict. The baby boom, the record number of
housing starts - especially in the suburbs -
and the rise in church attendance, all indi-
cate a desire to reaffirm the values of middle
class family life. In such a society, women'’s
traditional role of wife, mother, and con-
sumer could only be heightened in impor-
tance.?®

Another feature of post-war society, was that
of a boom in production where “technology was
made a war hero.”?6 The technological boom
produced by the war, made any direct return to
pre-war values difficult, if not impossible.
Though women may not be in full control of all
the consumption attributed to them, their influ-
ence over purchases for the family was, and is,
significant. It has recently been estimated that
women make 80% of all household consumption
decisions.?’

The 1940s were certainly years of change. In
the first half of the decade, many women assumed
more responsibility, some took jobs outside their -
homes for the first time and all women made do
with less. The post-war world was characterized
by the return of women to hearth and home, and
by a flood of gadgets, appliances and other
commodities which had not previously been
available. One observer summed the decade up
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this way, “Itis said that Canadians spent the first
part of the forties making war and the second
half making babies.’’28

Do the advertisements reflect the changes that
women were experiencing during the 1940s?

Sources and Methodology

As already indicated secondary sources deal-
ing with women in the 1940s are scattered. Ruth
Pierson’s various contributions on women dur-
ing and after World War II, whether they be on
the CWAC, on the recruitment of women into
the labour force, or on the attempts to stream
women out of the workforce after 1945, have
proven invaluable. The article by Katy LeRou-
getel, “Mothers, Cats and Nut Tappers’ helps to
‘combine the situations described by Pierson and
gives an overall view of women's advances dur-
ing the 1940s. Betty Friedan’s discussion of the
relationship between the portrayal of women in
mass magazines and women’s attitudes from
1930 to 1960 adds to the summary supplied by
LeRougetel. Both Pat and Hugh Armstrong’s
and Patricia Connelly’s assessments of Canadian
women'’s participation in the workforce since
1941 are helpful, but their discussion of women
during the 1940s is limited. Barry Broadfoot,
Stephen Franklin and articles in Maclean’s, Sat-
urday Night, Canadian Forum, Canadian Home
Journaland Canadian Welfare provide a feeling
for the atmosphere of the 1940s.

Of the secondary sources dealing with adver-
tising, Stewart Ewen’s book Captains of Con-
sciousness (1976) has proven most helpful. Ewen
discusses advertising trends of the 1940s, as they
related to trends in the industry dating back to
1900. Robert Atwan, in Edsels Luckies and Fri-
gidaires (1979), supplements this analysis with a
visual history of advertising. Marshall McLuhan
(1951) instructs the reader in how to find the
hidden messages in advertisements. Ewen, Atwan
and McLuhan are all critical in their approaches
to advertising. Stephenson and McNaught's His-
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tory of Advertising in Canada (1940) takes the
opposite approach and explains how advertis-
ing has benefitted mankind. Another book from
the advertisers’ point of view, Daniel Starch’s
Measuring Advertising Readership and Result
(1966) outlines techniques used by advertisers to
increase their effectiveness.

Studies examining the relationship between
advertisements and women are rare. The only
source which discusss both women and advertis-
ing is Alice Embree’s article “Media Images I:
Madison Avenue” (1970). While this article dis-
cusses women, advertising, and the 1940s, it con-
centrates primarily on a general discussion of
women and advertising.

In considering advertisements as the primary
source of this paper, it is important to under-
stand the history of advertising in the twentieth
century. The mass production that developed in
the early 1900s depended on mass consumption.
The adverusing industry’s role in this was to
create a soctety of mass consumers, and as such,
advertisers had to “‘go beyond the ‘horse sense’
psychology that had characterized the earlier
industry.”’?® Advertisers had to get into the col-
lective mind and create advertisements that to be
effective “must embody the accepted values and
attitudes of large numbers of people.”3® Stuart
Ewen maintains that the goals of the advertising
industry in the 1920s were not to be realized until
the 1940s and 1950s as a result of the effects of
depression and war upon production and con-
sumption. By the 1940s, advertisers had stopped
outlining the attributes of their products and
were instead associating a desirable human
quality or value, such as popularity, with that
product. As such, advertising in the 1940s can
tell us much about what advertisers thought was
important to women.3!

The advertisements used were those directed
to women in Maclean’s magazine for the years
1939 to 1950 (inclusive). While a study of Cana-
dian Home Journal or Chatelaine may have in
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some ways been more appropriate in analyzing
attitudes towards women, Maclean’s was chosen
because it was a general news magazine which
included but was not devoted exclusively to
advertising focussed on women.

The circulation of Maclean’s magazine in
1940 was 270,261,32 while the population of
Canada, according to the 1941 census, was
11,506,655. For this reason, and because Maclean’s
was probably directed at a middle class audience,
these ads may reflect the values and attitudes of a
minority of the population, despite the best
intentions of the advertisers. Moreover, many of
the advertisements were placed by American
corporations. Even though American ads men-
tioned Canadian themes, the advertisements
may be more representative of an American way
of life rather than a Canadian one. Despite these
methodological lacunae, the advertising being
analyzed here was directed at Canadian women
and represents the norms of advertisers, and
indirectly the aspirations being defined for Can-
adian women.

During the 1940s Maclean’s published twice a
month. March and April issues were systemati-
cally scrutinized for each year, with the excep-
tion of 1939, when September and October issues
were looked at.

A model for the type of content analysis under-
taken here was not found in the secondary litera-
ture. Therefore, the following strategy was
adopted: a general survey of the advertisements
that appeared in Maclean’s was undertaken in
an effort to ascertain the various ways that
women are depicted by the advertisers. Four dis-
tinct roles emerge. These are housewife, working
woman, single woman, and ‘any woman.’

The role of housewife is further refined into
three subcategories, including homemaker, wife,
and mother. Ads directed at the homemaker
include those concerned with household main-
tenance, i.e., cook, dishwasher, hostess, house-
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cleaner, laundress, gardener, etc. Ads directed at
the mother consist of those promoting childcare
products, while ads aimed at the wife are those
dealing with the consumption of products that
promise or enhance marital relations.®® The
category ‘housewife’ is an amalgam of ads
directed at the homemaker, wife and mother.

The category working women is also broken
into three subcategories which reflect the main
types of working women depicted in the ads.
These are war worker, clerical worker, and career
woman. Ads directed at the war worker include
all ads aimed at women in war-related industries
or occupations. The clerical worker subcategory
includes ads directed at women employed as
stenographers, typists, and ‘office girls.” Ads
included in the career woman subcategory con-
sist of those directed at women who were em-
ployed as teachers, journalists and nurses.

The single woman category consists of ads
dealing with the consumption of products aimed
at ‘catching a man,’ i.e., beauty products, deo-
dorants, etc. The ‘any woman’ category includs
those ads directed at all women, regardless of
age, role or marital status and which do not fit
into any of the other categories or subcategories.?

The definition of the roles in which women
are depicted in the advertisements allows for two
types of analysis, one quantitative and the other
descriptive.

The quantitative analysis consisted of identi-
fying each ad according to the appropriate sub-
category. The number of ads belonging to each
subcategory was totalled on a yearly basis. Per-
centage distribution of ads for each subcategory
was then calculated. This made it possible to
determine changing trends in the depiction of
women'’s roles through the years 1939 to 1950.3>

In addition to the quantitative analysis, the
content of representative advertisements was
described in detail. These ads illustrate the
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 EASY wasuens
. e

/M?‘u/.e
QIII'I'E LIKE THIS

This is our artist’s idea of what may
happen when EASY Vacuum Cup
Woashers are again available. But
there are literally thousands of women
who have made up their minds to
have a new EASY at the earliest
possible moment. We suggest you
see your EASY dealer now and have
your name listed for one of the new
EASY’s as soon as they arrive.

EASY

cuwm-Lip WASHER
507 v 757

)
EASIER ON CLOTHES

THE EASYA WASHING MACHINE CO. LIMITED . TORONTO (10) CANADA

Maclean’s, Mar.15, 1943
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changing attitudes towards women as depicted
by the advertisers. The themes that emerge
amplify the quantitative findings.

Results

Ads directed to homemakers comprise the
majority of advertisements between 1939 and
1950. The most common appeal made by the
advertiser to the homemaker, regardless of the
product he is trying to sell, is that of removing
the drudgery from housework. Implicit in many
advertisements, is the notion that advertisers care
about the well-being of the homemaker and
show “an unspoken recognition of just how dif-
ficult and boring housework can be.”3% An
example of this is found in a 1940 ad for Knox
Gelatine; “Housewives raise families, cook three
meals a day, sew. They belong to clubs, they
garden. They pick up toys. They chauffeur. And
they get tired.”’37

Adpvertisers do not always show their empathy
for housewives in such a direct way but in
attempting to remove the drudgery from home-
makers’ lives, they acknowledge the less pleasant
aspects of housework. Gillet’s Lye, as one adver-
tisement claims, ‘‘makes easy work of dozens of
hard cleaning tasks ... [and] saves you hours of
household drudgery.’’3® Another ad for Gillet’s
pictures ‘Weary Myrt’; ‘‘Dissolved in tears was
weary Myrt .../ But now Gillet’s dissolves the
dirt.”’3 Both ads acknowledge the idea that
housework is drudgery. Saving time is also seen
by advertisers to be important to homemakers.
This concern is reflected not only in ads depict-
ing cleaning products, but in ads depicting any
product used by the homemaker. For exam-
ple,the General Electric Hotpoint (stove) includes
a “Hi-Speed Calrod element [which] holds the
time-record for cooking.”#0

The war increased these concerns for home-
makers and added yet another concern: that of
saving money. Prior to the war, advertisers were
ambivalent about what homemakers were sav-
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ing time for, but during the war saving time,
money and eliminating drudgery became duties.
Ambiguity is replaced with purpose; it is now
the homemaker’s duty to put her left-over time
and money into the war effort. Advertisers are
eager to show the homemaker how she can do
this. She could buy a Frigidaire, as one ad sug-
gests: “‘Over $10 a month that's what I'm saving
with my Frigidaire! And it’s going right into
Victory Bonds and War Savings Certificates!’’#!
Or she could use Heinz products; Heinz under-
stood that “Time enters into the problem too.
Most of you busy homemakers are dedicating
part of each day to patriotic service in one form
or another, and that means less time to plan and
prepare family meals.”’4#2 Housework gained
renewed importance during the war for other
reasons. In a 1943 Liquid Veneer Furniture Pol-
ish ad, the message is “Your Home! Keep it
bright ... cheerful. An important contribution to
VICTORY. Make it part of a winning ‘home
front’.”’#3 The tasks of homemaking were now
imbued with patriotic duty.

In 1944, advertisers began painting rosy pic-
tures of an appliance-filled future. Easy Wash-
ing Machines proclaim ‘“There’s a Great Day
Coming. Some day, not far distant we hope, the
truck will roll up to your door with the newer
and finer EASY washer that you've been waiting
for for so long.”’** Dominion Oilcloth and Lino-
leum is ““Planning the New Homes of Peace.”’ 45
Ads continue to reflect optimism for a ‘Great
Day Coming’ until 1947, but gradually they
reflect a sense of normalcy. Ads directed at
homemakers continue to stress saving time,
money and eliminating drudgery using the
methods of 1939.

In 1948, we see a sudden change in the appeals
made to homemakers. From 1948 to 1950 pro-
ducts do not merely liberate the homemaker
from drudgery, - these products are now able to
draw an astonishingly wide range of emotions
from the homemaker. The ‘new homemaker’
created by the ads is depicted on the verge of
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* Youre EASIER and FASTER foo..

OLD pyrcH GLEANSER.1Love ou/ =
) 2

FASTER -EAS/ER
CLEANING

Hhan any other cleanser mfe ever used.. kfm’ 175 SHFE!

NEW GLIDING ACTION! Old Dutch gives you almost effort-
less cleaning. Polishes while it clea ta less

less rubbing, thanks to ACTIVATED Seis

process, patent applied for - - ,
PROVED FASTER, EASIER all other leading cleansers

in scientific tests! New Postwar Old Dutch cleansing a on ,

sweeps away BOTH stains dirt with lightning

NO GRITTY SEDIMENT! Pure, snowy white
OLD DUTCH ri ay quickly. It's :
safe, kind to hands; ecc

because just a touch does so much!

%o!k« Saving Tip for

Cleaning Pots and Pony
i

Maclean’s, Mar. 15, 1949
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She was a Jewel of a Wife

w/A Just one f/aw

She was guilty of the "ONE NEGLECT"

that mars many marriages . . ."LYSOL" helps avoid this

EVERYONE would admit that Mary
was beautiful . . . a perfect house-
keeper and mother. Why did her mar-
riage turn out badly?

Even the most tolerant husband finds
it difficult to forget or forgive a wife’s
carelessness about feminine hygiene.
Do YOU use “Lysol” for intimate
cleanliness ?

More women should follow the
“Lysol” method. ““Lysol” is used by
thousands of doctors, nurses, clinics,
hospitals. Probably no other reparation
has been so widely used by genera-

Maclean’s, Apr. 15, 1940

tions of women for feminine hygiene.
“Lysol” is preferred because . . .

6 Special Features of mysoL”

1. Non-Caustic . . . "Lysol”, in the proper dilution,
is gentle and efficient, contains no harmful free caustic

alkali.

2. Effectiveness ... "Lysol” ix a powerful germicide,
asctive under practical conditions, effective in the presence
of organic matter (such as dirt, mucus, serum, ete.).

3. Spreading .. "Lysol' solutions spread because of
Jow surfsce tension, and thus virtually search out germs.
4. Economy . . . Small bottle of “Lysol” makes
almost 4 gallons of solution for feminine hygiene.

8. Odor . - . The cleanly odor of " Lysol ™ disappears
after use.

6. Stability . . . “Lysol™ keeps its full strength no
matter how long it is kept, how often it is uncorked.
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discovery - “HOUSEWIFE DISCOVERS!
Amazing way to give clothes new lease on life.” 46
She marvels at the wide choice of commodities
available - ‘21 kinds of soup to choose from!
How many do you know?”’#" Her life is filled
with “thrilling experiences” such as using the
General Electric Featherweight Automatic Iron.8
Upon seeing the glow on her floor, ‘she blinks!
she marvels!”’* The ‘new homemaker’ sings to
her cleanser “You're EASIER and FASTER, too
.../ Old Dutch Cleanser, I love you!"’’® Her
Hoover brings her “peace of mind” and ““happi-
ness.”’”! Truly the world of the homemaker is
one of fulfillment. With discoveries, thrills,
blinking, marvelling, and happiness that are
part and parcel of the well-stocked homemaker,
who would want anything else?

Another appeal that advertisers make to home-
makers, though a less prevalent one than that of
liberation from drudgery, is the appeal to social
prestige. In 1941, Mason Temptrile asks the con-
sumer ‘“‘Ever been jealous? Of a neighbour’s
smartened up bathroom? That’s a good whole-
some, not to be ashamed of brand of jealousy
that thousands of Canadians experience each
year.”’?2 The appeal to social prestige is absent
during the war years, but is resumed in 1948.
Maxwell House associates consumption of their
coffee with social status when a Maxwell House
user is described as being “the acknowledged
leader of her ‘set’.”’%® A Crane-equipped bathroom
1s sure to be ““ the envy of your neighbours.”’%¢

Ads directed at the homemaker constitute at
least 39% of all ads directed to women in any
given year from 1939 to 1950. The proportion of
ads directed at the homemakers remains con-
stant from 1939 to 1943 (at about 40%), but there-
after ads in this subcategory increase steadily
until 1950. By 1950, ads directed at homemakers
constitute 73% of all ads directed to women,
showing an increase of 55.3% since 1943. (see
Table 1 and Fig. 1)
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Advertisements directed at the wife are con-
cerned with the task of improving or saving a
marriage. Undoubtedly, the worst offense that
can be perpetrated by a wife is that of not paying
proper attention to the sensitive issue of femi-
nine hygiene. One such ad for Lysol Disinfect-
ant shows a wife who has left her husband and
gone home to mother. Mother gives sensible
advice, which Mary follows by using Lysol. The
next scene pictures “Joe and Mary together
again and now their love is even more beautiful
than at first!”’%® Lysol not only patches up a
broken marriage, it promises even more beauti-
ful love! Another ad shows the importance of
soap in a good marriage. A soldier is pictured
returning ‘‘Home to his June, devoted to him
-and Woodbury!”’%¢ (It appears that this new
husband will have to get used to the idea that his
bride’s affections are divided between him and a
bar of soap!)

Food is another way to a husband’s heart. One
devotee of Campbell’s Soup exclaims ‘“Whew!
Did I marry an Appetite!”’’” Husband equals
Appetite; to keep a man happy, you must satisfy
his appetite. Maxwell House Colffee promises to
bring ‘“Husbands Scurrying Home.”’%® One wife
advises ‘““Keep them happy with the cooking
they like’ is my motto ... and it certainly works
well with Michael ... that’s why I call my cook-
book my ‘guide to Michael!”’5* Some food pro-
ducts go even further and alleviate marriage
problems, as in this ad for Tenderleaf Tea:
“There has never been a ‘tea problem’ in our
married life - and this has helped to solve other
little problems, too. I can’t imagine Nicky and
me failing to come to a perfect understanding
over a cup of Tenderleaf Tea!’’60

Ads directed to wives show no change in con-
tent during the 1940s. They account for less than
4% of all ads directed at women from 1939 to 1950
and fluctuate very little during those years. (see
Fig. 1)
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FIGURE 1

Percentages of Advertisements Directed To
Homemaker, Wife, and Mother,

1939-1950
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Source: Maclean’s Magazine, 1939-1950.
(see Table 1)
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“Lets duck...here comes that
nosey pest again!”

How Esther raised
her baby the modern way « « «
in spite of a snoopy neighbor

. v T
isn't ournew mother .. Duiymluhmy uEan! I knowamaﬂuua t ¢
advice about your bnby, dear-r-r-R-R? I raised five of them, didn't I?
ESTHER: No, I didn’t. Ithought it was  ESTHER: Yes, and you eertnmly made it
too old-fashioned. hard for yourself. Me . . . 'm following
808: (Under his breath) Atta girl! modern pet
s

=~ » - .. Ny . =
3. NEIGHBOR: Modern methods? What 4. NEIGHBOR: Special laxative? My
kind of bosh is that? dear! That’s putting it on!
ESTHER: It's not bosh. It's common  ESTHER: It is wotf It stands to reason
sense. My doctor tells me that babies - that if a baby’s system is too delicate
should get special eare . . . all the way  for adult foods . . . it can also be too
from special baby food to a special baby  delicate for an adult laxative, Yes, syen
laxative. in small dnsom. .

LATIR THAT DAY

6. BOB: Oh boy!. . . you sure told off

to buy castomia, It's made especially  that old snoop about Castoria . , . but
und oNLY for children, There isn't &  why didi't you tell her how swell it
harmiul ingredient in it. It won't upset  tustes, too?

4 baby's stomach, and it works mostly

ESTHER: I should have! T wish she were
here to see how the baby goes for it .
the old buttinsky!

CASTORIA

The modern—SAFE — laxative made especially and ONLY for children
Maclean’s, Sept. 1, 1939

in the lower howel, It's gentle and sarn!
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Wouis you like to know why I wear trousers like the men
‘Mam I go abour the streets? Becayse I'm doing a man's
job for my countey’s sake.

"My coveralls are my working clothes. [ wear them for
safety’s sake. They are less likely to become entangled in
the factory machinery.

"I work in a munitions plant. Every piece of war material
1 belp o produce helps 1o keep the Nazis and the Japs
away from our shores.”

s o+

On the streets, on the street cars and in the shops of
our Canadian cities, you will see today many young
ladies wearing blue trousers under their winter coats,
They demonstrate the revival of the heroic spirit of the
pinneers who laid the foundation of our country. The
women folk in those days stood shoulder to shoulder
with their men, either at the plow or the palisade. Today,
these young women are again standing behind their men
in the hour of their country’s peril. In the months to
come, the uniform of the blue trousers will be seen more
and more frequently in our country because girls and
women are contributing their skill and their delicacy of
touch to the production of instruments of war for our

fighting men.

This message iv issued by the Depariment of Munitions and Supply for Canads

Maclean’s, Mar. 1, 1942
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Advertisements aimed at mothers show an
overwhelming concern for the authority of doc-
tors, dieticians and scientists. The advertisers
remind mother that she no longer ‘knows best.’
Mother is assured, however, that her lack of
expertise can be compensated for by the con-
sumption of products endorsed by doctors. One
such ad warns ““Mother, be careful about giving
your child unknown remedies. Be sure to ask the
one man who really knows.”’¢! (my italics).

Mothers are also reminded of the immense
responsibility parenthood involves, as in this ad:
“Life lies before them [your children’s eyes]:
beautiful or distorted, rich or impoverished,
depending largely on your forethought and
devotion.”’82 This ad goes on to imply that
devoted mothers will immediately call their
opthamologist or optometrist. McCoy’s Tablets
similarly warn “You are responsible for your
child’s future-the Skinny, Underdeveloped,
Sickly Child is the Weakling of Tomorrow."’63

Like homemakers, mothers had a special role
during the war. An ad for Lysol Disinfectant says
“Every baby becomes more precious while health
risks become greater - while the world is at war.
Infection is an enemy always active on the home
front - fight a Household War against germs,
with LYSOL.’%4 Later, Lysol suggests that some-
thing more than an apple a day is required to
keep the doctor away, (in this case, Lysol), and
that “the doctor’s mighty grateful to mothers
who keep their babies bouncing in wartime.’’65
(The apple-a-day theme is similarly attacked by
Pepto-Bismal;% once again mother’s instinct is
being dismissed.)

The most interesting ads directed to mothers
are those done by Castoria, a special laxative
intended only for use by children. These ads are
presented in serial form and end with a moral.
They show a young mother in heated debate
about child-rearing with her husband or her
neighbors or her mother-in-law. The young
mother usually wins the argument, backed up,
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of course, by the word of her doctor and ‘modern
child-raising methods.” Curiously, ads directed
to mothers show an overall rate of decline in
representation from 1939 to 1950. During 1939
and 1940, they account for 20% of all ads directed
to women, and thereafter they represent approx-
imately 10%, dropping in 1950 to only 3.8% of all
ads. One possible explanation for this might be
that gadgets were more prevalent in postwar
industry than were baby products.

These three subcategories, homemaker, wife
and mother, when put together, make up the
housewife category. As such, ads directed to the
housewife account for at least 50% of all ads
examined from 1939 to 1950. The housewife
category declines sharply in 1941 (partly due to
the decline in ads directed at mothers), but by
1946 is back to where it was before the war (63%).
From that point on it increases steadily (due to
the increasing representation of ads directed to
homemakers). (see Fig. 1)

Now we move from ads directed to house-
wives, to ads directed at women working outside
the home. Ads directed at war workers exist from
1942 to 1944, inclusive. While these ads do not
underestimate the contributions and sacrifices
made by war workers, we are continually
reminded that these women have feminine qual-
ities. An ad by the Department of Munitions and
Supplies had this caption, “PLEASE DON'T
STAREATMY PANTS.” The woman pictured
goes on to say “Would you like to know why I
wear trousers like the men on the street? Because
I'm doing a man’s job for my country’s sake.”
The ad continues by telling Canadians that such
““women are contributing their skill and delicacy
of touch to the production of instruments for our
fighting men.”’¢’ (my italics) While ‘delicacy of
touch’ hardly seems congruous with working in
a munitions factory, other advertisers are even
more blatant about identifying the war worker
with traditionally feminine images. For instance,
Aspirin paints this picture of the war workers.
“No time out for Headaches,” warns Aspirin,
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“OKAY, SUGAR. ..
YOUR TIME'S RATIONED,
BUT YOU LOOK SWEET TO ME!"

When Ted said that, my heart went haywire! Was I surprised and thrilled.
1thought I looked a fright in my wrinkled work smock . . . my swell permanent
mckec? under my turban... smudgy all over my face!

f’"Pe”! When I took this job at the plant, I figured I'd given up my com-

exion for my country. No time now for hours with beauty preparations!
&m uick soap-and-water cleansing two minutes twice a day... with

almolive Soap. I'd never trusted only Palmolive care before, so
to glamour, I thought...Yet there was Ted, the handsomest man at ¢
plant, asking for A DATE! .

There really must be mmethinéx in
Palmolive skin care. Just goes to show
you, a busy worker liké myself needs only
those two minutes twice a day with new,
improved Palmolive... to keep skin fresh,
glowing, and . . . sweet, like Ted said.

Yes, even with only 2 minutes twice a doy,
you can keep your skin radiant...with Polmolive!

It's a cinch to stay lovely with Palmolive
Beauty Facials. .. so easy to keep dainty
all over with Palmolive Beauty Baths,
Why Palmolive? Because it's the only
leading beauty soap made with the cost.
liest blend of soothing Olive and Palm
Oils—two of Natwre's finest beauty aids.
Mild, gentle Palmolive actually soothes
as it cleanses deeply, thoroughty, without
the slightest irritation. Yet Palmolive
costs no more than ordinary soaps!

NOW MORE THAN EVER

1 TRUST %%yg

TO KEEP ME LOVELY—FOR HiM!

Maclean’s, March 15, 1943
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“So War-time seamstresses, sewing Tanks with
Blow Torches take Aspirin for almost Instant
Relief.”’¢® Another Aspirin ad pictures a war
worker “Rushing Battleship Bolts to her Boy-
friend.”69

While personal appearance was sacrificed by
some war workers, it became even more vital for
others. One war worker depicted in an ad says,
“No more rosy red nail polish, no more glam-
ourous hairdo’s, no more jewellry, ‘cause I'm in
the army now. "7 Other ads maintain that “When
you're in the armed forces, your hair demands
even more care than in civilian life.””! And one
war worker, by using Palmolive soap for only
four minutes a day is still able to attract the
handsomest man in the plant, who approaches
her, saying, “Okay, Sugar ... your time’s rationed
but you look sweet to me.”’2

Ads directed to war workers account for 4.8%,
14% and 10.6% in the three years they appear
(1942, 1943, and 1944). (see Fig. 2) Products fea-
tured in these ads are usually cosmetics or phar-
maceutical items; the approach in both types of
ads relies heavily on feminine images.

The central image in ads portraying clerical
workers is the typewriter. These ads are usually
directed at men (i.e., the bosses) and they imply
that with consumption of a new typewriter, pro-
ductivity will increase. One secretary proclaims
“I took a beating every day,”’® But the ‘beatings’
end with the purchase of a new Royal. In
another ad, a husband is pictured saying, “Gosh,
honey, you look tired” and his wife replies,
“You’d look tired, too, if you had been pound-
ing on an old typewriter every day.”74

Some ads directed to clerical workers rely
heavily on the ‘catching a man’ theme. Like the
war worker who catches her man in a munitions
factory, the secretary finds the office an arena for
romance. The secretary has the makings of a
good wife, for she knows that the way to this
man’s heart 1s through his appetite.
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Some ads describe the perfect secretary:
“There’s plenty of gray matter behind those
smiling gray eyes. Her clothes are sweet and neat
and so is her work. She has the tact of a diplomat
and grammar and spelling are her strong points.
A smart girl - she knows that poise and confi-
dence at all times are a must ...”’’5 Remington
Rand pays a tribute to the office girl, in the ad:
““the millions of typists of today ... have made the
Canadian office a warmer, more humane place.”’6

Ads directed to clerical workers make up no
more than 7% of all ads looked at between 1939
and 1950, and are most significant during the
war years and in 1946 and 1947 (when the
government was trying to stream women into
more ‘womanly channels.’) The ads directed to
clerical women show a workplace made more
humane by her presence, a place where it is
possible to catch a man, and where an old type-
writer is the symbol of drudgery. (see Fig. 2)

Of all ads directed to women, career women
are represented the least. They account for no
more than 3% of ads to women in 1944, when
they show their highest representation. These
ads portray highly energetic women who, because
of extra demands on their life, must depend on
certain products to keep their stamina up. Modess
does a series of such ads, entitled “Go-Getter
Gals” which include such occupations as teacher,
nurse and journalist.

Ads directed to women outside the home are
most highly represented during 1943 and 1944
(16 and 15.4%), figures which partly account for
the decline in ads directed at the housewives
during those years. In 1946, they account for 5.5%
of all ads directed to women, and from 1948 on,
working women are no longer seen in ads
directed to women. (see Fig. 2)

Promises of romance and marriage are offered
by advertisements aimed at the single woman.
The ultimate prize of romance is available to any
single woman who puts herself willingly into
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FIGURE 2
Percentages of Advertisements Directed To
War Workers, Clerical Workers, and Career Women

1939-1950
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% 20
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Legend: eeececcscscsscs ‘Working Women (total of all three)
- = = ——— == War Workers

Clerical Workers
s e ¢ e+ memm «+  (Career Woman

Source: Maclean’s Magazine, 1939-1950.
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the hands of the advertisers. Two of the greatest
hindrances standing in the way of romance are
bad odour and bad breath. A Lifebuoy soap ad
has this caption: ““Just about to propose, but ...
‘B.0O.” came between them.”’78 Colgate pictures a
life of solitude for those who do not pay atten-
tion to ads: ‘““Here’s Lonesome Lou, knitting
one, purling two/she thinks the bad breath ad
means you!’'"?

The single girl must also pay attention to her
skin. Palmolive pleads, ‘“Give Cupid more than
an even break! Somewhere, someone is waiting
to speak to you of love. Hasten that moment by
giving your skin the exquisite, enticing charm of
a school girl complexion.”’8 Noxema asks the
single girl, “Is poor complexion robbing you of
romance?’’8! Perhaps the most effective ads aimed
at single girls, are those put out by Woodbury
Soap. These ads, entitled “Woodbury Debs,”
and run in serial form, associate the use of
Woodbury soap with the social success of a debu-
tante. One example of the Woodbury approach
follows, ‘““The saying goes, ‘All is fair in love.” So
the debs take a 5 o’clock Beauty Cocktail with
Woodbury to give them a head-and-heart start in
the race to Love’s Altar.”’8?

Cosmetics are seldom advertised; however,
one ad for face powder informs single girls that
“the wrong shade of powder can turn the right
man away’’ and continues by saying that a shade
that was ‘right’ for you four months ago may be
“ALL WRONG for you now.”#

Single women do not receive much attention
from advertisers (averaging at about 6% through-
out). Figure 3 presents a picture of constant rises
and declines for representation of single women
in ads, with the overall trend being one of
decline.

The “any woman’’ category takes care of all
the leftovers, and as defined previously includes
all women, regardless of age, role or marital
status. The two main concerns of ‘any woman’
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are those pertaining to youth and beauty. An ad
for hair colouring sets the tone for ads directed to
“any woman”: “GRAY HAIR KILLS ROM-
ANCE! Don’t let tell-tale gray hairs put you on
the sidelines of life. In this streamlined business
and social world, you’ve got to look young.’’8

Thinking young, as well as looking young, is
also important, as illustrated by this Tampax ad:
“Perhaps you are the conservative kind - slow to
change, loyal to old habits ... Well, plenty of
women just like you have switched over to Tam-
pax and you yourself will not probably forever
resist the March of Improvement!”# Nuback
corsets have patented backs which ‘‘relieve
fatique” and help women ‘“who must feel young
if they want to look young.’’86

To be young is to be beautiful, too. as Eliza-
beth Arden says ‘‘Beauty (is) ... not inherited ...
but achieved.’’8” Noxema asks women: ‘““Haven’t
you noticed that when you come from the hair-
dresser with your nails gleaming and your hair
beautifully done ... you feel like a new woman ...
more poised, surer of yourself?”’8¢ A sense of
security is one of the promises of advertisers who
are selling beauty and youth in bottles and jars.

The attributes of beauty and youth apply to
women’s figures, as well as to their faces. Arietta
brassieres promise to give the bust “a charm-
ingly rounded, as well as pointed, effect which
ensures the delightful youthful appeal of today’s
modes.”’® Lelong Foundations, using Scarlett
O’Hara’s figure for inspiration, promise that
their corsets will ““‘take inches off your waistline,
lift the bust, broaden the shoulder line, round
the hips and give you the appealingly slender-
ized figure demanded by the modes of the
1940s.°%

War gave an impetus to the lipstick trade.
Louis Phillipe, for example, introduces a new
shade of lipstick, which has particular merit dur-
ing war;



Vol. 8 No. 2 80
FIGURE 3
Percentages of Advertisements Directed To
Single Women and Any Woman,

1939-1950
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In Defense of Glamour - Patriot Red - the
brave new shade for warm, pulsating lips ...
today patriotism is in the air ... and the new
spring clothes have military dash that’s
very young and vital! If you’ll do justice to
your new trim outfit, you must get a young
new shade in lipstick, too! You'll love
Patriot Red ... brilliant as St. George’s cross
in our own flag - exciting as the musicin a
military band!®!

In 1943, Elizabeth Arden follows suit by intro-
ducing “Victory Red, ’?? to be topped by “Winged
Victory”’®? nail polish and lipstick in 1945.

Ads directed to the ‘“any woman” category
comprise an average of 24.5% of all ads directed
to women, and are represented more than any
other subcategory of women, with the exception
of the homemaker subcategory. With the decline
of the homemaker category in 1941, representa-
tion of ads in the “any woman” subcategory
increases, but this increased representation does
not continue through the war. Representation of
the ‘any woman’ subcategory also increases in
1945. The increases in 1941 and 1945 may be due
to a confusion on the part of advertisers as
women's roles were changing in both those
years. (see Fig. 3)

Overall, what do the changing images of
women in advertising tell us? Do the ads reflect
changes in women’s roles and changes in atti-
tudes towards women’s changing roles during
and after the war, or do they paint a different
picture?

Summary and Conclusions

Advertisers do not use war images in their ads
until 1941. This is explained by two factors.
First, the Americans entered the war in December
1941 and the advertisements reflect their Ameri-
can origin. Secondly in 1942, the allied war effort
gained momentum and women’s paid labour
became a source of increasing interest.* For the
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purposes of this paper the years 1939 and 1940
can be seen as the ‘pre-war’ period. As such, the
advertisements of 1939 and 1940 are of value,
because they tell us what the advertisers see as
traditionally important to women.

The themes that emerge in the ads of 1939 and
1940 indicate that (1) advertisers believe that
elimination of drudgery and saving of time are
important to homemakers, (2) the knowledge of
doctors is seen to compensate for the lack of
knowledge in mothers, in ads directed to that
subcategory, (3) improving and saving a mar-
riage is seen by the advertiser to be of prime
concern to wives, (4) catching a man is seen to be
the main goal of the single girl, (5) the pursuit of
beauty and youth are necessary to single women
and ‘any woman’ categories alike and (6) the
attainment of social status or security is prom-
ised in ads directed at the homemaker, the single
women and the ‘any woman’ categories.

L]

During this period advertisements directed to
housewives predominate, representing 63% of all
ads directed to women. Within the housewife
category, ads directed to homemakers account
for about 40%, ads directed to mothers for about
20%, and ads directed to wives account for less
than 4%, of all ads directed to women. Ads
included in the ‘any woman’ category constitute
about 30% of all ads examined, while ads directed
to single women make up only 7% of ads directed
to women. Ads aimed at working women account
for about 2% of all ads. The prevalence of ads
directed to housewives can be seen as typical of a
period described as one where “women’s place
had been indisputably considered to be in the
home.”’%*

In 1941, advertisers begin to recognize the cen-
trality of war to Canadians and war images start
to appear in advertisements. This recognition
leads to a change in the roles represented by
women in the advertisements between 1941 and
1944. There is a decrease of 13% in the number of
ads directed to housewives (largely due to the
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drop of 10% in the number of ads directed to
mothers). Ads directed to working women in-
crease almost 13% between 1940 and 1944 (mainly
due to the increase in ads directed to war
workers). Ads directed to the ‘any women’ cate-
gory increase by 6% between 1940 and 1941,
which may be due to confusion experienced by
advertisers during this transitional period. (i.e.,
who are they advertising to?) These trends would
suggest that attitudes towards women change
during the war (at least those attitudes held by
advertisers), but do the appeals advertisers make
to women during the war period change as well?

Advertisers may have changed the roles of
women portrayed in advertisements to reflect the
reality of war, but the traditional themes of 1939
remain in the advertisements. Advertisers, by
exploiting the prevailing feeling of patriotism,
use war images in their ads to magnify the issues
that they believe are important to women. This
can be seen in ads directed to homemakers,
wives, war workers and the ‘any woman'’ category.

Advertisers portray homemakers who had less
time because of their war-time activities. Because
homemakers have less time, the traditional
themes of eliminating drudgery and saving time
become matters of even more concern. The same
is true of mothers; if children become even more
precious during war-time, as the ads maintain,
then the duties and responsibilities of mother-
hood are stressed even more. Themes that are
important in 1939, are given heightened impor-
tance in the ads of the war period.

Ads directed to working women (particularly
to war workers) applaud these women for their
‘sacrifice’ and contribution to the war effort.
Their approval, however, serves to disguise the
fact that their appeals make use of both feminine
imagery and traditionally feminine aspirations.
Ads directed to working women stress the idea
that while women are doing “a man’s job for
[their] country’s sake,” it becomes doubly impor-
tant for them to pursue the traditionally femi-
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nine quest for beauty and for ‘catching a man.’
Ads promoting beauty products stress that it is
even more important to keep your hair shining,
etc., when you work in a munitions factory.
Images such as war workers “‘sewing tanks”
remind women, that whatever their role during
wartime, they are women first and foremost.
These themes can also be seen in advertisements
directed to the ‘any woman’ category, where in
one ad, glamour is defended. Advertisers during
the war period saw their role as defenders of what
they believed was important to women, in the
face of changes that questioned the proper role of
women in society.

During the post-war period, which for adver-
tisers begins in 1944 and ends in 1947, we see a
gradual return to the roles of women represented
in the ads of 1939 and 1940. By 1946, 63% of all
ads are directed to homemakers, showing a
return to pre-war trends. Ads directed to working
women show a sharp drop of 13.5% in represen-
tation from 1944 to 1945, but recover somewhat
in 1946 and 1947. Ads directed to the ‘any
woman’ category show a slight increase in 1945;
again it was a time of transition. (see Fig. 4)

A feeling of optimism and a desire for security
replaces the feeling of patriotism reflected in the
advertisements of the war period. Advertisers
rely on “the fear and loneliness experienced by so
many ... women during World War II which
heightened their already romantic notions of
home and family.”’% Advertisers do not hesitate
to remind women that because they have been
deprived of products for so many years, that they
now deserve the new commodities that are flood-
ing the market as production resumes. Implied
in the advertisements directed to women in the
immediate post-war period, is the notion, that to
be a part of this new world of prosperity and
peace, you have to get out there and join the long
lines of women who cannot wait to get their
hands on new products, such as an Easy Washer.
While the themes found in the ads of the pre-war
period remain, consumers are told that the new
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FIGURE 4
Percentage of Advertisements Directed To
Housewife, Working Woman, Single Woman, and Any Woman,
1939-1950
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post-war products are faster, cheaper and better
than ever before. The questions of magazine wri-
ters in 1944, such as “Will Women Go Back to
the Kitchen?,” are being answered in the post-
war period, as shown by the increasing number
of ads directed to homemakers and by the con-
tent of the ads of the post-war period.

Observation of advertisements after 1947 causes
one to wonder if there has ever really been any
question as to whether women would return to
hearth and home. The advertisements of 1948 to
1950 suggest that there is no other place for
women. In 1948, 69% of all ads directed to
women are aimed at homemakers, 25.2% of ads
are directed to ‘any woman’ and a mere 5.7% are
directed to single women. No women working
outside the home are portrayed in advertise-
ments after 1947. By 1950, almost 80% of all ads
are directed to housewives (made up mainly by
ads directed to homemakers, (73%) and the
remainder of ads are directed to the ‘any women’
category.

Moreover, these ads indicate that women who
stay at home, are fulfilled women. If a woman
does not experience ‘“‘that mysterious orgiastic
fulfillment the advertisements promised when
waxing the kitchen floor’’?’ then there is some-
thing wrong with her. By 1950, it is women'’s
duty “to be glamourous, cheerful, efficient and
so far as possible to run the home like an auto-
matic factory.”’?8 Ads directed at the ‘any woman’
category show concern for women’s desire for
glamour, while ads aimed at the housewife rec-
ognize women’s desire to be efficient. As reflected
by the advertisements of this period, it is easy for
women to be cheerful (ecstatic might be a more
appropriate word) in the face of all these new
and magical commodities.

According to the advertisements directed to
women between 1939 and 1950, women’s chang-
ing role in society during the war, does not ‘‘do
wonders for the cause of Women'’s Lib.” In fact,
the women portrayed in the ads of 1950 are even
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more domesticated, if that is possible, than the
women portrayed in the ads of 1939. The women
of 1950 are not only paragons of domesticity,
they also show an unquestioning delight in their
tasks, which is notevident in the portrayal of the
women of 1939.

Advertisers, of course, recognized that women’s
roles had changed during the war, but this
recognition did not produce an attitudinal
change on their part. Reflected in the ads, was
the advertiser’s belief that women were still
women, whether they wore denims and a ker-
chief or an apron. If they wore denims and a
kerchief, then it was doubly important for them
to remain feminine and if they wore an apron,
then advertisers saw renewed importance best-
owed upon the elimination of drudgery or the
saving of money. Attitudes towards women’s
proper role in society, as reflected in advertise-
ments, did not change during the war period.

During the post-war period, advertisers were
able to build upon the themes important to
women during the pre-war and war periods.
This they did by translating women’s feelings of
fear and loneliness, into visions of cozy home
life. They capitalized on the deprivation of
goods suffered by women during the depression
and war by painting pictures of an appliance-
filled future. By 1948, the dreams and visions of
the advertisers had become a reality. Women
were portrayed as happy housewife consumers.
The brief emergence of ‘Rosie the Riveter’ in ads
did nothing to threaten the dominant position
of Henrietta the Homemaker, in fact, women'’s
changing role during the war indirectly contrib-
uted to the upswing of the homemaker role. The
women of 1945 were ready for the idea that their
place was in the home and that it was both the
duty of the homemaker to consume, and to be
fulfilled and happy in the home.
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