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 �7�U�D�G�L�W�L�R�Q�D�O���K�L�V�W�R�U�L�H�V���R�I���Z�R�P�H�Q�¶�V���O�L�Y�H�V���G�X�U�L�Q�J���:�R�U�O�G���:�D�U���,�,���K�D�Y�H���V�W�U�H�V�V�H�G���W�K�H���G�U�D�P�D�W�L�F��
changes that dominated the war period. This thesis offers a revisionist argument analyzing the 
�Z�D�\�V���J�R�Y�H�U�Q�P�H�Q�W���D�Q�G���S�U�L�Y�D�W�H���L�Q�G�X�V�W�U�\���F�R�O�O�D�E�R�U�D�W�H�G���W�R���S�U�R�P�R�W�H���F�R�Q�W�L�Q�X�L�W�\���L�Q���Z�R�P�H�Q�¶�V���O�L�Y�H�V��
during and after the war. A close analysis of internal government memos, archived 
communications between the government and Madison Avenue, advertisement�V�����Z�R�P�H�Q�¶�V��
magazine articles, and wartime fiction offers insight into the ways propaganda and popular 
culture pressured women to preserve pre-war gender relations. The doyens of culture and the 
warlords of Washington insisted that the ideal, patriotic woman remain devoted to homemaking, 
motherhood, and beauty above all else. Emphasizing these pillars of traditional womanhood and 
femineity, propaganda and policy makers demanded wartime women adapt to the harsh realities 
of the homefront while pretending as if nothing had changed. Government and private interests 
extracted significant sacrifice from the wartime woman while offering her little lasting autonomy 
or power in return.  
 Incorporating oral histories of women�¶�V���O�L�Y�H�G���H�[�S�H�U�L�H�Q�F�H�V��during the war period, this 
thesis explores the complicated interplay between popular media and private belief. A central 
focus of this study is the ways women reinforced, reflected, and resisted propaganda during the 
war and beyond.  
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Introduction 

 �7�U�D�G�L�W�L�R�Q�D�O���K�L�V�W�R�U�L�H�V���R�I���Z�R�P�H�Q�¶�V���O�L�Y�H�V���G�X�U�L�Q�J���:�R�U�O�G���:�D�U���,�,���K�D�Y�H���V�W�U�H�V�V�H�G���W�K�H��dramatic 

changes that dominated the war period.1 A closer look at popular media from 1941-1945 hints at 

a different, more complicated story-- one of continuity amidst change, of reverence for the pre-

war status quo. This thesis focuses on the ways popular culture, controlled largely by the 

government and private industries, promote�G���F�R�Q�W�L�Q�X�L�W�\���L�Q���Z�R�P�H�Q�¶�V���O�L�Y�H�V���G�X�U�L�Q�J���W�K�H���Z�D�U���\�H�D�U�V��

and beyond.  

 In one Nash Kelvinator advertisement, typical of the period, the ad copy recites an 

�$�P�H�U�L�F�D�Q���V�R�O�G�L�H�U�¶�V���U�H�T�X�H�V�W for �K�L�V���Z�L�I�H�����³�7�K�D�W�¶�V���W�K�H���$�P�H�U�L�F�D���,���Z�D�Q�W���Z�K�H�Q���,���F�R�P�H���E�D�F�N�«�G�R�Q�¶�W��

�F�K�D�Q�J�H���W�K�D�W�����H�Y�H�U�«�G�R�Q�¶�W���O�H�W���D�Q�\�R�Q�H���W�D�P�S�H�U���Z�L�W�K���D���Z�D�\���R�I���O�L�Y�L�Q�J���W�K�D�W���Z�R�U�N�V���V�R���Z�H�O�O���´���7�K�H���E�O�R�Q�G�H-

hair, blue-eyed wife in the ad assured�����³�1�H�Y�H�U���I�H�D�U�����G�D�U�O�L�Q�J�² �W�K�D�W�¶�V���W�K�H���Z�D�\���Z�H���D�O�O���Z�D�Q�W���L�W����

�(�Y�H�U�\�W�K�L�Q�J���Z�L�O�O���E�H���K�H�U�H�����M�X�V�W���D�V���\�R�X���O�H�I�W���L�W�����M�X�V�W���D�V���\�R�X���Z�D�Q�W���L�W�«�Z�K�H�Q���\�R�X���F�R�P�H���E�D�F�N���W�R���P�H���´2 

Over and over again, advertisements and magazine articles sent a clear message: soldiers were 

fighting for the American way of life they had left behind, not the one Americans on the home 

front were living.  

 
1William Henry Chafe, The American Woman: Her Changing Social, Economic and Political 
Roles, 1920-1970 (N.Y., New York: O.U.P., 1974); Claudia Hagen, American Women during 
World War II (United States: CreateSpace Independent Publishing Platform, 2015); Doris 
Weatherford, American Women During World War II: An Encyclopedia (London: Routledge, 
2015); Olga Gruhzit-Hoyt, They Also Served: American Women in World War II (New York: 
Birch Lane Press, 1995); Lynn Dumenil, American Working Women in World War II: A Brief 
History with Documents ���%�R�V�W�R�Q�����%�H�G�I�R�U�G���6�W���0�D�U�W�L�Q�¶�V���������������� 
2 �)�U�H�G���/�X�G�H�N�H�Q�V�����³�1�D�V�K���.�H�O�Y�L�Q�D�W�R�U���$�G�Y�H�U�W�L�V�H�P�H�Q�W�����µ�:�K�H�Q���<�R�X���&�R�P�H���%�D�F�N���W�R���0�H���������´��Life 
Magazine, May 24, 1943, p. 39. 
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 A�G�Y�H�U�W�L�V�H�P�H�Q�W�V�����J�R�Y�H�U�Q�P�H�Q�W���S�D�P�S�K�O�H�W�V�����D�G�Y�L�F�H���F�R�O�X�P�Q�V���L�Q���Z�R�P�H�Q�¶�V���P�D�J�D�]�L�Q�H, and 

propaganda films asked women to live a contradiction: take on more responsibilities than ever 

before, such as growing victory gardens, riveting in factories, rationing foods, and repairing 

household goods, while pretending as if nothing had changed. American men were fighting for a 

future where American women toiled in the kitchen, not in the factory, where women would 

trade in their slacks for dresses and rivet guns for pots and pans.  

An America where women had more autonomy, where women were encouraged to work 

outside the home, where working mothers could leave their children at a government-subsidized 

daycare center�² this was the America created by the circumstances of war. Gender equality on 

the home front was not the goal of policy makers or propagandists. Mass media framed female 

expansion of power during the war years as a temporary phenomenon--and a dangerous one. At 

every turn, propaganda reminded women the war�¶�V���H�Q�G would bring a return to normal, to the 

status quo ante where women devoted themselves to homemaking, childrearing, and a pleasing 

self-presentation.   

Freezing time, including her own position in it, was the duty of the wartime woman. 

Propaganda pressed women to adapt to the realities of wartime without altering the traditional 

�Q�R�W�L�R�Q���R�I���³�K�R�P�H�´���I�R�U���Z�K�L�F�K���V�R�O�G�L�H�U�V���Z�H�U�H���I�L�J�K�W�L�Q�J���D�Q�G���I�R�U���Z�K�L�F�K���Z�R�P�H�Q���D�O�R�Q�H���U�H�P�D�L�Q�H�G��

responsible, even when they worked outside of it. Meals were to accommodate rationing without 

ever compromising taste or nutrition. As dresses shrank to conform to fabric shortages, popular 

media told women their bodies should shrink as well. Day-to-�G�D�\���G�R�P�H�V�W�L�F���F�K�R�L�F�H�V���D�Q�G���R�Q�H�¶�V��

physical appearance determined �D���Z�R�P�D�Q�¶�V worth as a wife, a mother, and a patriot. Whether 

�W�K�H�\���D�O�V�R���Z�R�U�N�H�G���D�V���D���³�5�R�V�L�H�´���L�Q���W�K�H���O�D�E�R�U���I�R�U�F�H���R�U���L�Q���W�K�H���K�R�P�H as wife and mother, women 

found themselves in an unrelenting bind: measure up to the stereotype of the pretty, perpetually 



positive homemaker plastered all over billboards or fail your men and your country. Leveraging 

the politics of gender and sacrifice, state-sponsored media demanded much of the wartime 

woman while giving her little in return. 

Who were the individuals, government agencies, and private interests responsible for 

creating these messages and expectations? How did the interests of private companies and the 

government intersect? What assumptions did policy makers and propagandists harbor, and how 

�G�L�G���W�K�H�V�H���D�V�V�X�P�S�W�L�R�Q�V���V�K�D�S�H���Z�R�P�H�Q�¶�V���O�L�Y�H�G���H�[�S�H�U�L�H�Q�F�H�V�"��An understanding of the US 

propaganda machin�H�¶�V���V�W�U�X�F�W�X�U�H���D�Q�G���P�D�M�R�U���S�O�D�\�H�U�V���L�V��critical to answering these questions.  

Meet the Major Player: The Office of War Information  

 Among the cogs that constituted the propaganda machine, the Office of Facts and Figures 

(OFF) was central. FDR founded the OFF in October of 1941 to do what the name suggests -- 

dryly disseminate accurate information about the war to the American people. Established a 

month before Pearl Harbor, the OFF operated initially in a climate of isolationism.3 Republicans 

in Congress opposed its creation, accusing FDR of creating a propaganda arm to promote 

himself and his interventionist aims. Derided by Republicans and maligned by the press, the OFF 

never acquired the credibility needed to function effectively. Years after covering wartime 

Washington, journalist David Brinkley, present at the creation, �G�H�V�F�U�L�E�H�G���W�K�H���2�)�)�¶�V���U�D�S�L�G��

demise: �³�7�K�H���2�I�I�L�F�H���R�I���)�D�F�W�V���D�Q�G���)�L�J�X�Ues quickly got into trouble with Congress and the press 

�E�H�F�D�X�V�H���L�W���S�X�W���R�X�W���I�H�Z���I�L�J�X�U�H�V���D�Q�G���Q�R���I�D�F�W�V���E�X�W���D���O�R�W���R�I���P�D�Z�N�L�V�K�Q�H�V�V�������D���I�D�L�O�X�U�H���R�Q���D�O�O���F�R�X�Q�W�V���´4 

With the country now in the fight, FDR had little choice but to replace the discredited OFF with 

the Office of War Information in the summer of 1942. 

 
3 David Brinkley, Washington Goes to War (New York, NY: Ballantine Books., 1996), 189. 
4 Ibid., 190. 
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To assuage concerns about government intrusions on the press, FDR tapped Elmer Davis, 

a former New York Times reporter and CBS radio commentator, to head the OWI. Davis was a 

respected journalist who had earlier condemned state control of the press. Articulating aims of 

objectivity, Davis defined the �2�:�,�¶�V purpose as providing information, not blindly championing 

government initiatives�����³�7�K�L�V���L�V���D���S�H�R�S�O�H�¶�V���Z�D�U�����D�Q�G��to win it the people should know as much 

about it as they can. This Office will do its best to tell the truth and nothing but the truth.� 5́ It did 

not take long for the OWI to stray from its promise of disseminating objective war information. 

The more closely the OWI worked with Madison Avenue and Main Street, the more forceful and 

�P�D�Q�L�S�X�O�D�W�L�Y�H���Z�D�U�W�L�P�H���S�U�R�S�D�J�D�Q�G�D���E�H�F�D�P�H�����W�K�H���³�S�H�R�S�O�H�¶�V���Z�D�U�´���D�O�V�R���F�R�Q�Y�H�Q�L�H�Q�W�O�\���E�D�O�O�R�R�Q�H�G���W�K�H��

profits of private interests. 

�6�H�O�O�L�Q�J���W�K�H���:�D�U���D�Q�G���0�D�G�L�V�R�Q���$�Y�H�Q�X�H�¶�V���3�O�D�F�H���L�Q���,�W�����)�R�U�P�D�W�Lon of The War Advertising 

Council 

�7�K�H���2�I�I�L�F�H���R�I���:�D�U���,�Q�I�R�U�P�D�W�L�R�Q�¶�V���F�R�O�O�D�E�R�U�D�W�L�R�Q���Z�L�W�K���0�D�G�L�V�R�Q���$�Y�H�Q�X�H���K�D�G���P�X�F�K���W�R���G�R��

with the value-laden, fear-mongering nature of wartime propaganda. In the years leading up to 

the war, a harmonious relationship between the advertising industry and the US government 

would have seemed unlikely. The advertising industry emerged from the Depression-era on 

unstable footing; private companies had reduced their advertising budgets and political leaders 

had attacked the credibility of ad-men.6 New-Dealers routinely railed against Madison Avenue 

for peddling inaccurate information and increasing inflation.  On the eve of American entry into 

World War II, advertisers worried the industry might not survive: one advertising trade journal in 

 
5 Maureen Honey, Creating Rosie the Riveter: Class, Gender, and Propaganda During World 
War II (Amherst: The University of Massachusetts Press, 1984), 30. 
6 Tawnya J. Adkins Covert, Manipulating Images: World War II Mobilization of Women through 
Magazine Advertising (Lanham, MD: Lexington Books, 2012), 7-8. 



1941 went so far as to say, �³�D�G�Y�H�U�W�L�V�L�Q�J���L�V���W�K�U�H�D�W�H�Q�H�G���W�R�G�D�\���D�V���L�W���K�D�V���Q�H�Y�H�U���E�H�H�Q���W�K�U�H�D�W�H�Q�H�G��

�E�H�I�R�U�H���´7  

 Already battered by the Great Depression, Madison Avenue feared the war created even 

shakier ground for the advertising industry. In the earliest months of 1941, as the country 

prepared for war, it looked like many companies would no longer require the help of advertisers 

to make profits. Across the country, manufacturers that sold goods such as vacuums, washing 

machines, and cars restructured production to make war materials. These companies sold what 

they made directly to the government, thus eliminating the need for advertising to consumers.8  

   Advertisers faced political and practical problems. How would traditional appeals to 

consumer self-interest not come across tone-deaf and unpatriotic as American soldiers marched 

off to war? What would advertisers even be helping companies sell if most companies had halted 

the production of consumer goods? In November 1941, a month before war came to the United 

States, over 600 advertising personnel convened at a conference to grapple with these questions 

and create a path forward.9 Ad-men realized they had not only to persuade companies advertising 

was still needed but also to convince the government advertising could support war aims.  

The argument Madison Avenue presented to corporations was straightforward: 

businesses that halted production of consumer goods during the war risked damaging the name 

recognition they had worked so hard to create and thus the sales they hoped to enjoy post-war. 

Advertisements, they argued, were vital for preserving the brand power of a company that had 

 
7 �³�)�R�H�V���R�I���$�G�Y�H�U�W�L�V�L�Q�J���$�U�H���*�D�Q�J�L�Q�J���8�S���´���3�U�L�Q�W�H�U�¶�V���,�Q�N����Oct. 3, 1941, as quoted in Mark H. Leff, 
�³�7�K�H���3�R�O�L�W�L�F�V���R�I���6�D�F�U�L�I�L�F�H���R�Q���W�K�H���$�P�H�U�L�F�D�Q���+�R�P�H���)�U�R�Q�W���L�Q���:�R�U�O�G���:�D�U���,�,���´��The Journal of 
American History 77, no. 4 (1991): pp. 1296-1318, https://doi.org/10.2307/2078263, 1307. 
8 �/�H�I�I�����³�7�K�H���3�R�O�L�W�L�F�V���R�I���6�D�F�U�L�I�L�Fe, 1307. 
9 Ibid., 1309. 
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converted to war production. The new advertising model focused not on selling products but on 

selling the war. Ad copy emphasized a �F�R�P�S�D�Q�\�¶�V contributions to the war effort, promoting 

patriotism while protecting post-war �³prestige�  ́and profits.10  

 The next issue for Madison Avenue concerned government regulation. How would the 

�J�R�Y�H�U�Q�P�H�Q�W���F�O�D�V�V�L�I�\���D���S�U�L�Y�D�W�H���F�R�P�S�D�Q�\�¶�V���D�G�Y�H�U�W�L�V�L�Q�J���H�[�S�H�Q�V�H�V���I�R�U���W�D�[���S�X�U�S�R�V�H�V�"���$�G�Y�H�U�W�L�V�H�U�V��

�S�U�R�Y�H�G���W�K�H�P�V�H�O�Y�H�V���L�Q�G�L�V�S�H�Q�V�D�E�O�H���L�Q���S�U�R�P�R�W�L�Q�J���W�K�H���J�R�Y�H�U�Q�P�H�Q�W�¶�V���Z�D�U���E�R�Q�G�V���F�D�P�S�D�L�J�Q, for which 

the Treasury Department rewarded them mightily. In May 1942, Treasury ruled that private 

companies could make a �³�I�X�O�O��deduction �R�I���D�G�Y�H�U�W�L�V�L�Q�J���F�R�V�W�V���I�U�R�P���W�D�[�D�E�O�H���L�Q�F�R�P�H�V���´11  In effect, 

this meant the government was paying for over 80 percent of advertising costs for some 

corporations.12 

With financial questions squared away, representatives from various ad agencies created 

the War Advertising Council (WAC) in 1941-- a private group that worked directly with the 

OWI to promote war aims. James Webb Young, an influential WAC member, highlighted the 

utility of advertising for the OWI: �³�:�H���K�D�Y�H���Z�L�W�K�L�Q���R�X�U���K�D�Q�G�V���W�K�H���J�U�H�D�W�H�V�W���D�J�J�U�H�J�D�W�H���P�H�D�Q�V���R�I��

mass education and persuasion �W�K�H���Z�R�U�O�G���K�D�V���H�Y�H�U���V�H�H�Q���´13 �(�F�K�R�L�Q�J���:�H�E�E�¶�V���F�R�Q�I�L�G�H�Q�F�H���L�Q���W�K�H��

industry, t�K�H���:�D�U���$�G�Y�H�U�W�L�V�L�Q�J���&�R�X�Q�F�L�O�¶�V���E�R�R�N�O�H�W���³�$���S�O�D�Q���I�R�U���E�X�V�L�Q�H�V�V���W�R���X�V�H���R�Q�H���R�I���L�W�V���S�U�L�Q�F�L�S�D�O��

tools to help win the war,�´��explained Madison Avenue�¶�V ability to mobilize the advertising 

industry into a propaganda machine:  

We must get from every man, woman, and child in America the same kind of cooperation 
the Axis gets from its citizens--and get it voluntarily without resort to force. We must 
accomplish this as a Democracy, not as a Dictatorship! Is this an impossible task? Not if 
we use one of the principal tools that has built our economy and upon which the people 

 
10 �5���0�����'�R�E�L�H�����³�+�R�Z���$�J�H�Q�F�L�H�V���,�Q�I�O�X�H�Q�F�H���&�O�L�H�Q�W�V���W�R���&�R�Q�W�L�Q�X�H���´��Editor & Publisher, March 7, 
1942, as quoted in Ibid., 1310. 
11 Le�I�I�����³�7�K�H���3�R�O�L�W�L�F�V���R�I���6�D�F�U�L�I�L�F�H���1́312.  
12 Ibid., 1312. 
13 Honey, Creating Rosie the Riveter, 31. 



of this nation have come to depend for much of their information- advertising. Here is a 
force which can make �*�R�H�E�E�H�O�V�¶�V propaganda machine look like a peanut whistle-- an art 
and a science developed in the United States to a point unapproached anywhere else in 
the world.14 
 
Persuaded �E�\���W�K�H���:�$�&�¶�V���S�L�W�F�K�H�V����OWI Director Elmer Davis regarded the War 

Advertising Council as a critical ally in the promotion of government programs. In a memo to 

the WAC, Davis fawned over �0�D�G�L�V�R�Q���$�Y�H�Q�X�H�¶�V���S�R�Z�H�U�����³�:�H���L�Q���W�K�H���2�:�,���U�H�F�R�J�Q�L�]�H���W�K�L�V���D�V���E�H�L�Q�J��

extremely important. The whole vast undertaking on the home front is inseparable from the 

problems of public morale, which is made effective through skillful handling of your public 

�U�H�O�D�W�L�R�Q�V���´15 Validated by OWI and underwritten by the US treasury, Madison Avenue leveraged 

its power to promote patriotism and protect profits.  

To coordinate with the War Advertising Council, the OWI created an Advertising 

Division in 1942 led by advertiser Ken Dyke. Disregarding �W�K�H���2�:�,�¶�V���D�L�P���W�R���G�L�V�V�H�P�L�Q�D�W�H��

unbiased information, Dyke advocated �Z�D�J�L�Q�J���³�S�V�\�F�K�R�O�R�J�L�F�D�O���Z�D�U�I�D�U�H�´ through ads to secure 

American cooperation with war measures. In a memo, Dyke described the outsized role Madison 

Avenue would play in mobilizing the home front:  

The important part in which American advertising and advertising men can play in the 
successful carrying out of psychological warfare needs no sales presentation or detailed 
analysis here. The facts are obvious. Advertising has been a major motivating factor in 
�L�Q�I�O�X�H�Q�F�L�Q�J���R�X�U���S�H�R�S�O�H�¶�V���K�D�E�L�W�V�����D�F�W�L�R�Q�V�����D�Q�G���W�K�L�Q�N�L�Q�J���L�Q���W�L�P�H�V���R�I���S�H�D�F�H�����3�U�R�S�H�U�O�\���G�L�U�H�F�W�H�G��
along the same lines of orderly procedure which governs its successful commercial 
nature, it can and will become a major factor in carrying out the government�¶�V���Z�D�U�W�L�P�H��
objective.16 

 

 
14 The Advertising Council, A Plan for Business to Use One of its Principal Tools to Help Win 
the War (New York: The Advertising Council, n.d.), as quoted in Covert, Manipulating Images, 
61. 
15 Elmer Davis to The Advertising Council, Inc., Advertising Federation of America, and Pacific 
Advertising Association, National Archives, n.d., as quoted in Ibid., 60. 
16 Ken Dyke to William B Lewis, �³�2�E�M�H�F�W�L�Y�H�V���D�Q�G���3�U�R�S�R�V�H�G���2�S�H�U�D�W�L�R�Q�V���3�O�D�Q���I�R�U���$�G�Y�H�U�W�L�V�L�Q�J��
�'�L�Y�L�V�L�R�Q���´ National Archives, May 14, 1942, as quoted in Ibid., 60. 
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In the span of a year, an industry concerned about its own collapse received a green light from 

�W�K�H���J�R�Y�H�U�Q�P�H�Q�W���W�R���P�D�Q�L�S�X�O�D�W�H���³�S�H�R�S�O�H�¶�V���K�D�E�L�W�V�����D�F�W�L�R�Q�V�����D�Q�G���W�K�L�Q�N�L�Q�J���´17 The OWI shared much 

of its power with the men of Madison Avenue, enabling private interests to shape wartime 

propaganda. By 1945, the War Advertising Council had overseen hundreds of campaigns that 

encouraged American women to donate blood, ration food, buy war bonds, and most radically, 

take up war work.18  

The ways the WAC chose to go about these campaigns �± the tactics they used, the 

assumptions they made, the expectations they set �± are revealing indicators of government and 

corporate attitudes about women. Madison Avenue played a pivotal role in initiating women into 

war work and setting standards for how women should navigate new roles. When the war was 

won, Madison Avenue pressed women to leave higher-paid work and return to homemaking. 

Promoting the interests of corporations, advertisers sent the message that post-war consumption 

could appease female misgivings about unpaid domestic labor. If women could get their hands 

�R�Q���W�K�H���Q�H�Z�H�V�W���U�H�I�U�L�J�H�U�D�W�R�U�V�����Y�D�F�X�X�P�V�����R�U���G�L�V�K�Z�D�V�K�H�U�V�����V�K�R�X�O�G�Q�¶�W���W�K�H�\���E�H���F�R�Q�W�H�Q�W�"��Corporate 

America positioned post-war c�R�Q�V�X�P�S�W�L�R�Q���D�V���D���Z�R�P�D�Q�¶�V���U�H�Z�D�U�G���I�R�U���H�Q�G�X�U�L�Q�J���Z�D�U�W�L�P�H���K�D�U�G�V�K�L�S�V������

�$�Q���³�$�I�W�H�U-�9�L�F�W�R�U�\�´���N�L�W�F�K�H�Q���Z�D�V���W�R���G�L�V�W�U�D�F�W���Z�R�P�H�Q���I�U�R�P���D�Q���D�I�W�H�U-victory loss of opportunities 

and autonomy.19 

The Rise of the Magazine Bureau: Setting the Tone through the Magazine War Guide 

 In addition to its close collaboration with Madison Avenue, the Office of War 

�,�Q�I�R�U�P�D�W�L�R�Q���Z�R�U�N�H�G���G�L�U�H�F�W�O�\���Z�L�W�K���W�K�H���P�D�J�D�]�L�Q�H���L�Q�G�X�V�W�U�\�����$�V���$�P�H�U�L�F�D�¶�V���L�Q�Y�R�O�Y�H�P�H�Q�W���L�Q���W�K�H���Z�D�U��

 
17 Ibid. 
18 �/�H�I�I�����³�7�K�H���3�R�O�L�W�L�F�V���R�I���6�D�F�U�L�I�L�F�H���´��1310. 
19 �³�*�H�Q�H�U�D�O���(�O�H�F�W�U�L�F���$�G�Y�H�U�W�L�V�H�P�H�Q�W�����µ�:�K�\���&�D�Q�¶�W���:�H���:�D�V�K���'�L�V�K�H�V���E�\���3�X�V�K�L�Q�J���D���%�X�W�W�R�Q�"�´ Life 
Magazine, November 8, 1843, p. 49. 



intensified, publishers, editors, and writers requested the government provide them with accurate 

information about wartime initiatives. In 1941, magazine editors lobbied the Office of Facts and 

Figures to create a government Magazine Division. In the eyes of the editors, formalized 

collaboration between the government and the magazine indu�V�W�U�\���Z�D�V���³�O�R�Q�J���R�Y�H�U�G�X�H���´20 

Following these meetings with editors, the Magazine Bureau was established in June of 1942 

during the reorganization of the OFF into the OWI.21 

 Along with the Magazine Bureau, the Magazine Advisory Council mediated the 

relationship between the OWI and the magazine industry. The council consisted of both 

government officials and influential editors such as �9�R�J�X�H�¶�V Edna Woolman Chase and Ladies 

�+�R�P�H���-�R�X�U�Q�D�O�¶�V Bruce Gould. Magazines that could not afford to dispatch correspondents to 

Washington requested that an OWI official be sent to meet with them in New York. In addition, 

�H�G�L�W�R�U�V���U�H�T�X�H�V�W�H�G���³�D���U�H�J�X�O�D�U���P�H�P�R���D�V���W�R���W�K�H�P�H�V���W�K�H���J�R�Y�H�U�Q�P�H�Q�W���Z�D�Q�W�V���V�W�U�H�V�V�H�G���´22 With the 

exception of a handful of editors who voiced concerns about freedom of the press, magazine 

edito�U�V���G�L�O�L�J�H�Q�W�O�\���S�X�E�O�L�F�L�]�H�G���J�R�Y�H�U�Q�P�H�Q�W���L�Q�L�W�L�D�W�L�Y�H�V���D�Q�G���I�R�O�O�R�Z�H�G���W�K�H���2�:�,�¶�V��guidance. 

 The OWI streamlined t�K�H���U�H�T�X�H�V�W�H�G���³�P�H�P�R�´���L�Q�W�R���W�K�H��Magazine War Guide -- perhaps the 

most revealing source of government attitudes towards women of the period. Published 

bimonthly starting in July 1942, the Magazine War Guide provided detailed storylines, 

information, advice, and ad copy about wartime issues. Tailoring its Guides by genre, the OWI 

�F�U�H�D�W�H�G���V�S�H�F�L�I�L�F���³�V�X�S�S�O�H�P�H�Q�W�V�´���I�R�U���W�U�X�H���V�W�R�U�\���D�Q�G���G�H�W�Hctive magazines, fashion/beauty magazines, 

science fiction magazines, western magazines, and confessions magazines. The distinctions 

 
20 �'�R�U�R�W�K�\���'�X�F�D�V�����³�0�H�P�R���W�R���8�O�U�L�F���%�H�O�O���´���0�D�J�D�]�L�Q�H���%�X�U�H�D�X���2�U�J�D�Q�L�]�D�W�L�R�Q���I�L�O�H�����H�Q�W�U�\�������������E�R�[��
1964, May 11, 1942, as quoted in Honey, Creating Rosie the Riveter, 36. 
21 Ibid. 
22 �'�R�U�R�W�K�\���'�X�F�D�V�����³�0�H�P�R���W�R���8�O�U�L�F���%�H�O�O���´���0�D�J�D�]�L�Q�H���%�X�U�H�D�X���2�U�J�D�Q�L�]�D�W�L�R�Q���I�L�O�H�����H�Q�W�U�\�������������E�R�[��
1964, May 11, 1942, as quoted in Ibid. 
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among these supplements reveal that the OWI modified messaging based on assumptions about 

the class status of different readerships. 23  

The Magazine War Guide �Z�D�V���W�K�H���2�:�,�¶�V��most influential tool for influencing mass 

media. The OWI distributed the MWG to an anywhere between four hundred and six hundred 

magazines, with a total readership of over 140 million people.24 The OWI made monthly �³�V�S�R�W��

�F�K�H�F�N�V�´���I�U�R�P���0�D�U�F�K�������������W�R��August 1945 to identify published content that aligned with 

Magazine War Guide suggestions.25 Based on these checks, Dorothy Ducas, the head of the 

Magazine War Bureau, was convinced that the Guides had a substantial impact on published 

content. Whether magazine editors directly incorporated suggestions of the MWG or merely 

perused its content, the ideas the OWI stressed made it into print.26  

Politics and Practicalities: Recruiting Women into War Work 

Though propaganda positively portrayed white female laborers, it simultaneously 

characterized their existence outside the home in temporary terms-- undercutting the 

transformational potential of wartime from the outset. In their campaigns, the OWI, the WAC, 

and the Magazine Bureau perpetuated female devotion to homemaking, motherhood, and self-

presentation, even when recruiting women into war work.  

Nearly all of the labor recruitment propaganda targeted stay-at-home wives and single 

middle- and upper-class women while overlooking the nearly 12 million women who had 

worked before the war. Despite comprising a quarter of the American labor force in the years 

 
23 Covert, Manipulating Images, 66-70. 
24 �'�R�U�R�W�K�\���'�X�F�D�V�����³�0�H�P�R���W�R���+�D�U�R�O�G���*�X�L�Q�]�E�X�U�J���´���0�D�J�D�]�L�Q�H���%�X�U�H�D�X���2�U�J�D�Q�]�L�D�W�L�R�Q���I�L�O�H�����H�Q�W�U�\������������
box 1695, March 25, 19 Honey, Creating Rosie the Riveter, 38. 
25 �³�0�D�J�D�]�L�Q�H���(�G�L�W�R�U�L�D�O�V�����$�U�W�L�F�O�H�V�����D�Q�G���)�L�F�W�L�R�Q���6�W�R�U�L�H�V���R�Q���3�U�R�J�U�D�P�V���%�H�L�Q�J���3�U�R�P�R�W�H�G���E�\���W�K�H���2�:�,���´��
National Archives, entry 343, box 1699, as quoted in Ibid., 41. 
26 Ibid. 



before the war, policy makers and propagandists alike ignored the existence of working 

women.27 The majority of these women worked out of economic necessity and were poor, single, 

divorced, and non-white. Though these women were vital contributors to the US economy, 

propagandists disregarded them for practical and political reasons. First, such women needed no 

convincing to take defense jobs; the higher pay of war industries was reason enough. Second, the 

government saw no advantage to publicizing the lives of women who had deviated from more 

conventional roles in the pre-war period. Instead, propagandists idealized women who 

effortlessly stepped up to work during the war but desperately hoped to return home after 

victory. In addition to their conventionality, the economic status of homemakers meant they were 

likely to have the money to buy the array of goods companies hoped to sell after the war. 

This thesis focuses predominantly on �W�K�R�V�H���³�L�G�H�D�O�´���Z�R�P�H�Q- the homemakers and single 

middle/upper class women. Because of their privilege, these women navigated wartime 

messaging with more freedom and autonomy than their working-class counterparts. Women who 

worked for survival had no choice but to continue working post-war. On the other hand, former 

homemakers debated whether they would return to the home or continue pursuing opportunities 

outside of it. How women grappled with this choice exposes the ways they interacted with 

prescriptive popular media. For this reason, I dedicate much of my analysis to the intended 

audience of propaganda: homemakers and single women of means. Because of their financial 

status and potential purchasing power, these women offer the most direct insight into how 

women conceptualized wartime messaging about womanhood and consumption.  

 
27 Gluck, Rosie the Riveter Revisited, 21. 
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Unlike women who worked out of economic necessity, married women and middle-class 

high school graduates initially resisted taking defense jobs.28 As a result, the Magazine Bureau 

and War Advertising Council created thousands of ads and magazine articles to persuade these 

women to join defense work. In the earliest days of the war, policy makers identified young 

single women in their late teens as an ideal demographic for war work. These young women 

(particularly high school graduates) initially avoided defense work and favored white-collar jobs. 

The OWI combatted the stigma associated with manual labor by suggesting young women who 

failed to participate in factory work would lose romantic partners to more war-minded women. A 

Magazine War Guide �6�X�S�S�O�H�P�H�Q�W���I�U�R�P�������������D�G�Y�R�F�D�W�H�G���I�R�U���V�W�R�U�\�O�L�Q�H�V���Z�K�H�U�H���³the girl might lose 

the boy because of her flippant, or perhaps resentful, attitude toward [home-f�U�R�Q�W���F�D�P�S�D�L�J�Q�V�@���´29 

Propagandists leveraged the romantic anxieties of young women with great success. By 1943, 

�W�K�H���2�:�,���F�H�O�H�E�U�D�W�H�G���W�K�D�W�����³�$�P�R�Q�J���W�K�H���V�L�Q�J�O�H���Z�R�P�H�Q�����W�K�H���S�L�F�W�X�U�H���L�V���R�Q�H���R�I���D�O�P�R�V�W���F�R�P�S�O�H�W�H��

�H�P�S�O�R�\�P�H�Q�W���´30  

Having normalized war work for unmarried women, the OWI focused on married 

homemakers who proved difficult to influence. In 1943, the OWI reported: 

Only one of five married women have yet gone to work. Moreover, the wives constitute 
the overwhelming majority of the female population, so that they represent the most 
abundant supply of workers. Since our ability to keep the production machine running in 
high gear depends largely on the enlistment of women workers, the public attitude 
towards this issue--and especially the attitude of wives--is of paramount interest.31 
 

Impacted by the attitudes that prevailed during the Great Depression, many married women 

resisted taking war jobs: in 1936, 82 percent of the Americans reported feeling that wives should 

 
28 Ibid., 101. 
29 War Guide Supplement for Love and Western Love Magazines, National Archives, entry 345, 
box 1700, September 11, 1942, as quoted in Honey, Creating Rosie the Riveter, 91. 
30  Gluck, Rosie the Riveter Revisited, 152. 
31 Ibid. 



not work outside of the home if their husbands were employed.32 Only two years before the war, 

in 1939, 26 state legislatures debated laws that would limit a married woman's right to work. 33 

To ask married women to enter defense work was to disrupt deeply entrenched beliefs about the 

proper roles of women in society. 

In one Magazine War Guide, the OWI acknowledged propaganda needed to change the 

minds of both wives and husbands�����³�,�W���L�V���K�L�J�K���W�L�P�H���W�K�D�W���W�K�H���K�R�X�V�H�Z�L�I�H�������E�H�J�L�Q�V���W�R���X�Q�G�H�U�V�W�D�Q�G���W�K�D�W��

the invitation to women to work outside their homes means the woman who has not worked in a 

�S�D�\�L�Q�J���M�R�E���E�H�I�R�U�H�����$�Q�G���W�L�P�H���K�H�U���K�X�V�E�D�Q�G���E�H�J�L�Q�V���W�R���X�Q�G�H�U�V�W�D�Q�G���L�W���W�R�R�������´34 The opposition of 

�K�X�V�E�D�Q�G�V���I�L�J�X�U�H�G���S�U�R�P�L�Q�H�Q�W�O�\���L�Q���P�D�Q�\���Z�R�P�H�Q�¶�V���R�U�D�O���K�L�V�W�R�U�L�H�V����Lockheed employee Susan 

�/�D�X�J�K�O�L�Q���H�[�S�O�D�L�Q�H�G�����³�0�\���K�X�V�E�D�Q�G���G�L�G�Q�¶�W���Z�D�Q�W���P�H��to work when he was able to keep me at 

�K�R�P�H���´���7�K�R�X�J�K���/�D�X�J�K�O�L�Q�¶�V���K�X�V�E�D�Q�G eventually gave her permission to work, he was resentful: 

�³�+�H���G�L�G�Q�¶�W���O�L�N�H���P�H���W�R���W�D�O�N���D�E�R�X�W���P�\���Z�R�U�N�����,�I���\�R�X���Z�H�Q�W���R�X�W���D�Q�G���D�Q�\�E�R�G�\���D�V�N�H�G���P�H���D�E�R�X�W���L�W�����K�H��

would prefer to answer. I think he �I�H�O�W���W�K�D�W���L�W���Z�D�V���K�L�V���I�D�L�O�X�U�H���W�K�D�W���P�D�G�H���L�W���Q�H�F�H�V�V�D�U�\���D�Q�G���K�H���G�L�G�Q�¶�W��

�O�L�N�H���W�R���E�H���U�H�P�L�Q�G�H�G���R�I���L�W���´35 �9�X�O�W�H�H���$�L�U�F�U�D�I�W���H�P�S�O�R�\�H�H���&�K�D�U�O�L�F�L�D���1�H�X�P�D�Q���V�L�P�L�O�D�U�O�\���U�H�F�D�O�O�H�G�����³�0�\��

�K�X�V�E�D�Q�G���G�L�G�Q�¶�W���O�L�N�H���L�W�����+�H���Z�D�V���*�H�U�P�D�Q���D�Q�G���E�U�R�X�J�K�W���X�S���Z�L�W�K���W�K�H���L�G�H�D���W�K�D�W���W�K�H���P�D�Q���P�D�G�H���W�K�H��

livi �Q�J�����W�K�H���Z�R�P�D�Q���G�L�G�Q�¶�W���G�R���W�K�D�W���´36  

Throughout the war, male resistance remained a major obstacle to recruiting married 

women into war work. Statistics indicate that even in 1943, when women were desperately 

needed to meet production demands, less than one-third of men gave complete approval to their 

 
32 Hadley Cantril, Public Opinion, 1935-1946 (Princeton University Press, 1951), as quoted in 
Ibid., 8. 
33Ibid. 
34 Dorothy Ducas, Magazine War Guide, June/July 1943 as quoted in Honey, Creating Rosie the 
Riveter, 79. 
35 Gluck, Rosie the Riveter Revisited, 254. 
36 Ibid., 163. 
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wives entering defense jobs.37 Anticipating backlash from husbands, three-fourths of 

homemakers in 1943 felt continuing homemaking would be the best way they could contribute to 

the war.38 The OWI had a dual task: first, �F�R�Q�Y�L�Q�F�H���³�0�L�V�V-Stay-At-�+�R�P�H�V�´���W�R���H�Q�W�H�U���W�K�H���I�D�F�W�R�U�\��

and second, appease male anxiety. 

Men largely expected to act as the sole breadwinners of their families. Accordingly, 

propagandists attempted to reassure husbands that if their wives left the home, it would only be 

for the duration of the war; of course, women would willingly return to the domestic sphere 

when the war was won. The following quote from a War Production Board report exemplified 

�W�K�H���S�U�H�Y�D�L�O�L�Q�J���V�W�D�Q�F�H���R�I���S�R�O�L�F�\���P�D�N�H�U�V�����³�7�K�H�U�H���L�V���O�L�W�W�O�H���G�R�X�E�W���W�K�D�W���Z�R�P�H�Q���Z�L�O�O���E�H���U�H�T�X�L�U�H�G���W�R���O�H�D�Y�H��

their jobs at the end of the war to permit the return of men to their jobs as they are released from 

the armed forces.� 3́9  

Temporarily, however, the OWI put the image of the employed American woman at the 

forefront of popular culture.40 Labor statistics reveal �W�K�H���2�:�,�¶�V��eventual success in persuading 

women, especially stay-at-home housewives, to enter war work in unprecedented numbers. By 

1944, a third of women defense workers were former full-time homemakers. World War II was 

the first time in American history the number of married female workers outnumbered single 

 
37 Ibid., 12. 
38 Surveys Division of the Office of War Information, The Public Looks at Manpower Problems, 
Memorandum no. 43, January 5, 1943, as quoted in Ibid. 
39 Thelma McKelvey, Women in War Production (New York: Oxford University Press 1942); 
Jerome Kidder, Women in Factory Work, Studies in Personnel Policy, no. 41 (New York: 
National Industrial Conference Board, 1942); Harold Metz, Is There Enough Manpower? 
(Washington, D.C.: Brookings Institution, 1942), as quoted in Honey, Creating Rosie the 
Riveter, 26. 
40 Ibid., 49. 



women workers.41 The OWI was wildly effective in mobilizing women into war work: what 

tactics did propagandists employ? What assumptions guided their strategies?  

�7�K�H���3�U�R�S�D�J�D�Q�G�L�V�W�¶�V���3�O�D�\�E�R�R�N�����/�H�Y�H�U�D�J�L�Q�J���)�H�D�U�����&�R�P�S�D�U�L�V�R�Q�����D�Q�G���&�R�P�S�H�W�L�W�L�R�Q�� 

A favorite tactic of propagandists was scaring Americans into compliance with war aims. 

�,�Q���W�K�H���³�3�R�Oicy �D�Q�G���3�O�D�Q���I�R�U���W�K�H���7�R�W�D�O���:�D�U���&�D�P�S�D�L�J�Q���R�I���W�K�H���0�D�J�D�]�L�Q�H���3�X�E�O�L�V�K�H�U�V���$�V�V�R�F�L�D�W�L�R�Q�´���L�Q��

�������������&�K�H�V�W�H�U���/�D���5�R�F�K�H���D�G�Y�R�F�D�W�H�G���W�K�U�H�D�W�H�Q�L�Q�J���S�H�R�S�O�H�¶�V���Z�D�\���R�I���O�L�I�H���D�V���D���S�H�U�V�X�D�V�L�Y�H���W�H�F�K�Q�L�T�X�H����

"The citizen must be convinced that, unless he [or she] cooperates, he personally will pay a 

penalty, either through loss of the war or through loss of something precious to him�² his son in 

the armed forces, his political rights and social privileges, his future freedom."42 The War 

�$�G�Y�H�U�W�L�V�L�Q�J���&�R�X�Q�F�L�O���H�P�E�U�D�F�H�G���/�D���5�R�F�K�H�¶�V���V�W�U�D�W�H�J�\�����F�U�H�D�W�L�Q�J���D�G�V���W�K�D�W���G�H�S�L�F�W�H�G���K�R�Z���P�L�V�H�U�D�E�O�H��

American life would become if the war was lost.  

 �$�Q���$�P�H�U�L�F�D���/�R�F�R�P�R�W�L�Y�H���$�G���H�Q�W�L�W�O�H�G���³�$���+�L�J�K���+�R�Q�R�U���I�R�U���<�R�X�U���'�D�X�J�K�W�H�U�´���Z�D�U�Q�H�G���R�I���1�D�]�L��

�V�H�[�X�D�O���³experimentation�´���R�Q���$�P�H�U�L�F�D�Q���Z�R�P�H�Q�����³�,�I���W�K�H�\���Z�L�Q�����W�K�H�\���P�D�\���G�H�F�L�G�H���W�K�D�W���Z�H���K�D�Y�H��

something in our blood which they can use in building their master race. Y�R�X�U���G�D�X�J�K�W�H�U�«���Z�H�O�O����

�L�I���V�K�H�¶�V���\�R�X�Q�J���D�Q�G���K�H�D�O�W�K�\���D�Q�G���V�W�U�R�Q�J�����D��Gaultier with an eye for beauty may decide she is a 

�S�H�U�I�H�F�W���V�S�H�F�L�P�H�Q���I�R�U���R�Q�H���R�I���W�K�H�L�U���H�[�S�H�U�L�P�H�Q�W�D�O���F�D�P�S�V���´���7�\�L�Q�J���H�I�I�R�U�W���R�Q���W�K�H���K�R�P�H���I�U�R�Q�W���W�R���W�K�H��

future freedom of American women, the ad warned: �³Two, three, four, five years from now they 

may ship American girls to some far corner of the earth...may select your daughter...if you relax, 

if you fail to do your part now.� 4́3 �(�P�S�O�R�\�L�Q�J���/�D���5�R�F�K�H�¶�V���W�K�U�H�D�W-based approach, American 

 
41 Gluck, Rosie the Riveter Revisited, 13. 
42 �&�K�H�V�W�H�U���/�D���5�R�F�K�H�����³�3�R�O�L�F�\���D�Q�G���3�O�D�Q���I�R�U���W�K�H���7�R�W�D�O���:�D�U���&�D�P�S�D�L�J�Q���R�I���W�K�H���0�D�J�D�]�L�Q�H���3�X�E�O�L�V�K�H�U�V��
�$�V�V�R�F�L�D�W�L�R�Q���´ Young and Rubicam file, entry 20, box 15, December 31, 1942, as quoted in 
Honey, Creating Rosie the Riveter, 126. 
43 Jack O�¶Reily, �³�$�P�H�U�L�F�D�Q���/�R�F�R�P�R�W�L�Y�H���&�R�P�S�D�Q�\���$�G�Y�H�U�W�L�V�H�P�H�Q�W�����µ�$���+�L�J�K���+�R�Q�R�U���I�R�U���<�R�X�U��
�'�D�X�J�K�W�H�U���´ Life Magazine, February 15, 1943, p. 15. 
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Locomotive demanded full effort on the home front . . .  or else. Ads like this one functioned to 

frighten the American people into �³�G�R�L�Q�J���W�K�H�L�U���S�D�U�W���´�� 

 An ad called �³�,�W�¶�V���'�L�Q�Q�H�U�W�L�P�H���L�Q���$�P�H�U�L�F�D�´��also �S�D�L�Q�W�H�G���D���³�J�U�L�P�´��future if the war were 

lost. The ad minimized the burdens of wartime rationing by arguing things would be far worse 

�X�Q�G�H�U���H�Q�H�P�\���F�R�Q�W�U�R�O�����³�1�R�W���W�R�R���I�D�U���L�Q���W�K�H���I�X�W�X�U�H�������L�I���W�K�H���-�D�S�V���D�Q�G���1�D�]�L�V���Z�L�Q�������\�R�X���P�D�\���E�H���J�O�D�G���W�R��

get a scrap of the cold skin of chicken from a refuse pile. May risk your life for a bone with a 

�I�H�Z���V�F�U�D�S�V���R�I���P�H�D�W���R�Q���L�W���´���7�K�H���D�G���F�R�P�S�D�U�H�G���$�P�H�U�L�F�D�¶�V���U�D�W�L�R�Q�L�Q�J���P�H�D�V�X�U�H�V���W�R���W�K�H���³�V�K�R�U�W�D�J�H�V�´��

enemies would impose:  

Can you imagine the shortages the Germans and Japs would make here if they took over? 
Planned shortages. Planne�G���D�V���S�D�U�W���R�I���W�K�H�L�U���U�H�Y�H�Q�J�H���I�R�U���R�X�U���E�H�L�Q�J���D���µ�K�D�Y�H�¶���Q�D�W�L�R�Q�����3�O�D�Q�Q�H�G��
�D�V���S�D�U�W���R�I���W�K�H�L�U���V�F�K�H�P�H���W�R���N�H�H�S���X�V���V�X�E�M�H�F�W�H�G���I�R�U���J�H�Q�H�U�D�W�L�R�Q���D�I�W�H�U���J�H�Q�H�U�D�W�L�R�Q�����7�K�H�U�H�¶�V���Q�R��
�U�H�D�V�R�Q���Z�K�\���W�K�H�\���V�K�R�X�O�G���V�S�D�U�H���X�V�����L�I���W�K�H�\�¶�U�H���Y�L�F�W�R�U�L�R�X�V�����7�K�H�\�¶�Y�H���V�S�D�U�H�G���Q�R���R�Q�H���H�O�V�H����
People in Poland and Greece and Yugoslavia now grip for miserable shreds of food from 
garbage piles. People like us.44 
 

The advertisement explicitly encouraged Americans �W�R���F�R�Q�V�L�G�H�U���V�W�D�U�Y�D�W�L�R�Q���D�V���³�V�R�P�H�W�K�L�Q�J���Z�H���D�Q�G��

�R�X�U���I�D�P�L�O�L�H�V���P�D�\���I�D�F�H�´���L�I���$�P�H�U�L�F�D�Q�V���³�U�H�O�D�[�´���R�Q���W�K�H���K�R�P�H���I�U�Rnt; n�R�W���G�R�L�Q�J���R�Q�H�¶�V���S�D�U�W���L�Q���W�K�H��

present could cause future starvation and sexual exploitation. 

 
44 Ty Mahon, �³�$�P�H�U�L�F�D�Q���/�R�F�R�P�R�W�L�Y�H���&�R�P�S�D�Q�\���$�G�Y�H�U�W�L�V�H�P�H�Q�W�����µ�,�W�¶�V���'�L�Q�Q�H�U�W�L�P�H���L�Q���$�P�H�U�L�F�D���´��
Life Magazine, January 25, 1943, 54. 



 

In a Texaco ad, an image of a mother dodging shrapnel accompanied a grim description 

�R�I���D�Q���L�Q�I�D�Q�W�¶�V���G�H�D�W�K�����³�:�K�H�Q���+�L�W�O�H�U���O�D�X�Q�F�K�H�G���K�L�V���P�H�U�F�L�O�H�V�V���D�L�U-blitz on England, 42,000 civilians 

were killed. The youngest was only 11 hours old...only 11 hours on the same earth with Adolf 

�+�L�W�O�H�U���´���3�U�R�Y�L�Q�J��the �7�H�[�D�F�R���2�L�O���&�R�P�S�D�Q�\�¶�V���S�D�W�Uiotism, the ad detailed what Texaco had 

contributed to the �Z�D�U���H�I�I�R�U�W�����³�,�W���L�V���J�U�L�P��business. But we must do it. We of the Texas Company 

know how grim it is to turn the petroleum that might have been used for transportation and 

warmth into toluene for high explosives�������´���7�\�L�Q�J���7�H�[�D�F�R�¶�V��brand name to safeguarding 
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American�¶�V���I�X�W�X�U�H�����W�K�H���D�G���F�R�Q�F�O�X�G�H�G�����³�7�K�H�U�H���L�V���Q�R���R�W�K�H�U���Z�D�\�«�Q�R���R�W�K�H�U���Z�D�\���W�R���D�V�V�X�U�H���I�R�U���W�K�H��

�F�K�L�O�G�U�H�Q���R�I���W�K�H���I�X�W�X�U�H���D���Z�R�U�O�G���Z�K�H�U�H���Q�H�Y�H�U���D�J�D�L�Q���F�D�Q���V�D�Y�D�J�H�U�\���W�D�N�H���W�K�H���S�O�D�F�H���R�I���J�R�Y�H�U�Q�P�H�Q�W���´45  

 

 
45 �³�7�H�[�D�F�R���&�R�P�S�D�Q�\���$�G�Y�H�U�W�L�V�H�P�H�Q�W�����µ�-�X�V�W���H�O�H�Y�H�Q���K�R�X�U�V���R�Q���H�D�U�W�K�«�Z�L�W�K���+�L�W�O�H�U���´ Life Magazine, 
May 10, 1943. 



 An ad produced by the War Advertising Council in collaboration with the OWI also 

employed a fear-based approach to recruit women into war work. In bold words, the ad for the 

Tubize Chatillon company asked�����³Will it take a BOMB to break up the afternoon bridge 

game?�´���7�K�L�V���D�G����directed at women of the leisure class, employed violent imagery to stoke panic 

and produce �F�R�P�S�O�L�D�Q�F�H�����³�0�X�V�W���E�X�O�O�H�W�V���Z�K�L�Q�H���D�Q�G���V�L�U�H�Q�V���V�K�U�L�H�N���E�H�I�R�U�H���D�O�O���$�P�H�U�L�F�D�Q���Z�R�P�H�Q��

realize that the time is here. The time for them to get out and drive a truck, load a freight car, 

�F�D�U�U�\���D���Z�D�L�W�U�H�V�V�¶�V���W�U�D�\�����Z�R�U�N���L�Q���D���G�D�\���Q�X�U�V�H�U�\�����Rp�H�U�D�W�H���D�Q���H�O�H�Y�D�W�R�U���´���0�L�Q�L�P�L�]�L�Q�J���W�K�H���G�L�I�I�L�F�X�O�W�\���R�I��

�W�D�N�L�Q�J���D���M�R�E���R�X�W�V�L�G�H���W�K�H���K�R�P�H�����W�K�H���D�G���S�U�R�F�O�D�L�P�H�G�����³�,�W���L�V�Q�¶�W���S�O�H�D�V�D�Q�W�����Q�R�����%�X�W���Q�H�L�W�K�H�U���L�V���Z�D�U�����$�Q�G��

the �Z�D�U���Z�R�Q�¶�W���E�H���Z�R�Q unless our men abroad, fighting, are backed up by our women at home, 

�Z�R�U�N�L�Q�J���´46 L�L�Q�N�L�Q�J���Z�R�P�H�Q�¶s bridge games to an imminent attack on American soil, the War 

Advertising Council and the OWI told women to give up hobbies in favor of war work.  

 A film produced by the OWI with the heavy-handed title �³�1�R���(�[�F�H�S�W�L�R�Q�V�´��utilized a 

similar approach. After applauding his mother for her efforts, the soldier narrating the film 

critiqued �³�0�L�V�V���(�[�F�H�S�W�L�R�Q�V,�´���Z�K�R���H�Q�J�D�J�H�G���L�Q���V�H�O�I-serving activities instead of working: 

 Just what does Miss Exception mean when she tells you she had to give up her red cross 
�Z�R�U�N�����E�H�F�D�X�V�H���L�W���G�L�G�Q�¶�W���O�H�D�Y�H���K�H�U���W�L�P�H���H�Q�R�X�J�K���W�R���J�H�W���K�H�U���K�D�L�U���G�R�Q�H���H�D�F�K���Z�H�H�N�" And what 
�G�R�H�V���W�K�L�V���R�W�K�H�U���0�L�V�V���(�[�F�H�S�W�L�R�Q���P�H�D�Q���Z�K�H�Q���V�K�H���V�D�\�V���V�K�H���F�D�Q�¶�W���K�H�O�S���Z�L�W�K���W�K�H���F�D�Q�W�H�H�Q 
because they need her at the same time at a bridge party? And what does Miss Exception 
�P�H�D�Q���Z�K�H�Q���V�K�H���V�D�\�V���V�K�H���F�D�Q�¶�W���G�R���D���Z�D�U���M�R�E���E�H�F�D�X�V�H���W�K�H�\�¶�U�H���D�O�O���V�R���P�R�Q�R�W�R�Q�R�X�V���D�Q�G��
dirty?47  
 

The film visually �O�L�Q�N�H�G���W�K�H���L�Q�G�L�I�I�H�U�H�Q�F�H���R�I���³�0�L�V�V���(�[�F�H�S�W�L�R�Q�´���W�R��a Nazi takeover of American 

towns. Speaking over footage of burning homes and crying children, the soldier warned, �³�7�K�L�V��

 
46 �³�7�X�E�L�]�H���&�K�D�W�L�O�O�R�Q���&�R�U�S�R�U�D�W�L�R�Q���D�G�Y�H�U�W�L�V�H�P�H�Q�W�����:�L�O�O���L�W���W�D�N�H���D���E�R�P�E���W�R���E�U�H�D�N���X�S���W�K�H���D�I�W�H�U�Q�R�R�Q��
�E�U�L�G�J�H���J�D�P�H�"�´ Life Magazine, September 20, 1943, p. 85. 
47No Exceptions (Office for Emergency Management. Office of War Information. Overseas 
Operations Branch. New York Office. News and Features Bureau, 1943), 
https://catalog.archives.gov/id/38724. 
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could be the fear of your days and nights, too, Miss Exception. Always watching the skies with 

dread. If there are enough exceptions, it might �V�W�L�O�O���K�D�S�S�H�Q���W�R���\�R�X���´48  

 �,�Q���³�1�R���(�[�F�H�S�W�L�R�Q�V���´���W�K�H��OWI contrasted �Z�R�P�H�Q�¶�V���H�I�I�R�U�W�V��with those of men overseas to 

establish a high standard for female sacrifice. Though the soldier praised his mother for rolling 

bandages, building up the blood bank, and working at the nursery, the juxtaposition of battlefield 

imagery with peaceful home-front activities implied how easy women had it. It is the context of 

this comparison that motivated �W�K�H���V�R�O�G�L�H�U�¶�V���P�R�W�K�H�U���W�R���V�T�X�H�H�]�H���R�X�W���H�Y�H�U�\���X�V�H�I�X�O���P�R�P�H�Q�W���R�I���W�K�H��

�G�D�\�����³�$�Q�G���H�Y�H�Q �Z�K�H�Q���L�W�¶�V���O�D�W�H���D�W���Q�L�J�K�W�����,���N�Q�R�Z���K�R�Z���\�R�X���K�D�W�H���W�R���O�H�W���J�R���R�I���D���G�D�\�����-�X�V�W���R�Q�H���P�R�U�H��

little job before you go to bed--�S�D�W�F�K�L�Q�J�����G�D�U�Q�L�Q�J�����P�D�N�L�Q�J���R�Y�H�U���´49 

One ad featuring an image of a prisoner of war proclaimed, �³�%�\���+�L�V���'�H�H�G�V���0�H�D�V�X�U�H��

�<�R�X�U�V���´���,�Q���G�L�U�H�����G�U�D�P�D�W�L�F���W�H�U�P�V�����W�K�H���D�G�Y�H�U�W�L�V�H�P�H�Q�W argued: �³It is not pleasant to have your 

�S�H�D�F�H�I�X�O���O�L�I�H���X�S�V�H�W���E�\���Z�D�U�W�L�P�H���Q�H�H�G�V���D�Q�G���U�H�V�W�U�L�F�W�L�R�Q�V���D�Q�G���D�F�W�L�Y�L�W�L�H�V�«���L�W���L�V���Q�R�W���S�O�H�D�V�D�Q�W���W�R���G�L�H����

either...Between you who live at home and the men who die at the front there is a direct 

connection...By your actions, definitely, a certain number of these men will die or they will come 

through alive.� 5́0 This advertisement put blood on the hands of any American on the home front 

who failed to put �³�H�Y�H�U�\���O�D�V�W���R�X�Q�F�H���R�I���H�I�I�R�U�W�´���L�Q�W�R���Z�L�Q�Q�L�Q�J���W�K�H���Z�D�U�� �7�H�O�O�L�Q�J���Z�R�P�H�Q���W�R���³�P�H�D�V�X�U�H�´��

their deeds against those of soldiers, the OWI established high standards for home front effort.  

Echoing the comparative �Q�D�W�X�U�H���R�I���W�K�H���³�%�\��His Deeds Measure Yours�´���D�G�����D�Q��

�D�G�Y�H�U�W�L�V�H�P�H�Q�W���W�R���E�X�\���Z�D�U���E�R�Q�G�V���D�V�N�H�G���L�Q���O�D�U�J�H���Z�R�U�G�V�����³�,���'�,�(�'���7�2�'�$�<�������:�+�$�7���'�,�'���<�2�8��

 
48 Ibid. 
49 Ibid. 
50 John Philip Falter, �³�0�D�J�D�]�L�Q�H���3�X�E�O�L�V�K�H�U�V���R�I���$�P�H�U�L�F�D���S�X�E�O�L�F���V�H�U�Y�L�F�H���D�G�Y�H�U�W�L�V�H�P�H�Q�W�����µ�%�\���+�L�V��
�'�H�H�G�V�«�0�H�D�V�X�U�H���<�R�X�U�V���´ Life Magazine, March 15, 1943, p. 97. 
 



�'�2�"� 5́1 �&�K�H�V�W�H�U���/�D���5�R�F�K�H�¶�V���D�U�J�X�H�G���W�K�L�V���I�R�U�P���R�I���³�S�V�\�F�K�R�O�R�J�L�F�D�O���Z�D�U�I�D�U�H�´���Z�D�V���H�V�S�H�F�L�D�O�O�\���H�I�I�H�F�W�L�Y�H��

�E�H�F�D�X�V�H���L�W���F�R�Q�G�L�W�L�R�Q�H�G���Z�R�P�H�Q���³�Q�R�W���R�Q�O�\���W�R���P�D�N�H���U�H�T�X�L�U�H�G���V�D�F�U�L�I�L�F�H�V���Z�L�Olingly but to make more 

�W�K�D�Q���D�U�H���D�F�W�X�D�O�O�\���D�V�N�H�G���´52 In a propaganda framework that weighed the sacrifices of women 

against those of men, soldiers would always be the heroes and homefront women, at best, 

supporting characters.  

In addition to contrasting the duties of men and women, the OWI pitted women against 

one another. Wartime fiction created dichotomies between patriotic heroines and selfish, 

heartless villains. Fiction rewarded war-minded women with romance: �³�W�K�H���I�U�D�W�H�U�Q�L�W�\���R�I���\�R�X�Q�J��

women and young men engaged in a common endeavor will furnish an inspiration for romantic 

�W�U�H�D�W�P�H�Q�W���´53 Meanwhile, fiction punished the villains: �³�7�K�H���P�R�V�W���S�R�Z�H�U�I�X�O���Z�H�D�S�R�Q���R�I���D�O�O���W�K�D�W��

the people can use against those who...fail to share with other civilians, our fighting men and our 

�D�O�O�L�H�V�����L�V���S�X�E�O�L�F���F�R�Q�G�H�P�Q�D�W�L�R�Q�����7�K�L�V���S�V�\�F�K�R�O�R�J�\���V�K�R�X�O�G���E�H���E�X�L�O�W���X�S���E�\���L�W�V���U�H�I�O�H�F�W�L�R�Q���L�Q���I�L�F�W�L�R�Q���´54 

The OWI intentionally leveraged anxiety to shape and model complaint wartime behavior.  

Propagandists preferred manipulating people by acting on negative emotions. It is 

striking that they bypassed opportunities to advertise war work in ways that appealed to more 

positive feelings of self-advancement or ambition. A woman could reap many practical benefits 

from taking up a war job: higher-pay, technical skills and training, a break from the monotony of 

housework, and an expanded social circle. But the OWI encouraged advertisers and writers to 

 
51 War Advertising Council, Courtesy New England Micrographics, Inc., June 30, 1944, as 
�U�H�S�U�L�Q�W�H�G���L�Q���/�H�I�I�����³�7�K�H���3�R�O�L�W�L�F�V���R�I���6�D�F�U�L�I�L�F�H���´������������ 
52 �&�K�H�V�W�H�U���/�D���5�R�F�K�H�����³�3�R�O�L�F�\���D�Q�G���3�O�D�Q���I�R�U���7�R�W�D�O���:�D�U���&�D�P�S�D�L�J�Q���R�I���W�K�H���0�D�J�D�]�L�Q�H��Publishers 
�$�V�V�R�F�L�D�W�L�R�Q���´���'�H�F�H�P�E�H�U������������������, as quoted in Honey, Creating Rosie the Riveter, 34. 
53 War Guide Supplement for Love and Western Love Magazines, National Archives, 345, box 
1700, October 15, 1942, as quoted in Ibid., 52. 
54 Ibid.  
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�D�Y�R�L�G���³the self-�L�Q�W�H�U�H�V�W���D�S�S�U�R�D�F�K���´55 To appeal to female empowerment too overtly was to 

endanger gender relations.  

 

 
55 �2�I�I�L�F�H���R�I���:�D�U���,�Q�I�R�U�P�D�W�L�R�Q�����³�+�R�Z���'�L�U�H�F�W���0�D�L�O���D�Q�G���3�U�L�Q�W�H�G���/�L�W�H�U�D�W�X�U�H���&�D�Q���+�H�O�S���5�H�F�U�X�L�W��
�:�R�P�D�Q�S�R�Z�H�U���I�R�U���W�K�H���)�L�Q�D�O���3�X�V�K���W�R���9�L�F�W�R�U�\���´���-�X�Q�H�����������������������D�V���T�X�R�W�H�G���L�Q Melissa A. McEuen, 
�³�&�X�O�W�L�Y�D�W�L�Q�J���5�L�J�K�W���0�L�Q�G�V�´�����8�Q�L�Y�H�U�V�L�W�\���R�I���*�H�R�U�J�L�D���3�U�H�V�V�������������������S�S����178-213, 
http://www.jstor.org.ezproxy.lib.utexas.edu/stable/j.ctt46nj8g.10, 190. 
 
























































































































































































































































































































