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7TUDGLWLRQDO KLVWRULHYV RI ZRPHQYfY OLYHV GXULQJ R’
changes that dominated the war peridkis thesis offers a revisionist argumanalyzing the
ZD\V JRYHUQPHQW DQG SULYDWH LQGXVWU\ FROODERUDWHG
during and after the war. A close analysis of internal government mancbs/ed
communications between the government and Madison Avenue, advertis¢mehRPHQ TV
magazine articles, and wartime fiction offers insight into the ways propaganda and popular
culture pressured women to preservewae gender relationg.he doyens of culture and the
warlords of Washingtomsisted that the ideal, patriotic womeemain devoted to homemaking,
motherhood, and beauty above all else. Emphasizing these pillars of traditional womanhood and
femineity, propaganda and policy makers demandadimewomen adapt to the harsh realities
of the homefrontvhile pretending as if nothing had chang&dvernment and private interests
extracted significant sacrifice from the wartime woman wabifering her little lasting autonomy
or power in return.

Incorporating oral histories of womé&nv OLY H G HIu8rd thé Wa@pekod, this
thesis explores the complicated interplay between popular media and private belief. A central
focus of this study is the ways womesinforced, refleced, and resigid propagand during the
war and beyond.
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Introduction

7TUDGLWLRQDO KLVWRULHYV RI ZRPHQTV OLidr&aMatiG XuULQJ R
changsthat dominated the war peridd\ closer look at popular media from 194845 hints at
a different, more complicated sterypne of continuityamidst changeof reverence for the pre
war status quarhis thesis focuses atine ways popularculture, controlled largely by the
government and private industriggpmoteG FRQWLQXLW\ LQ ZRPHQYV OLYHV G X
and beyond.

In one Nash Kelvinator agrtisementtypical of the period, the ad copy recites
$PHULFDQ VROGLKIUMVIUHT XHVDW TV WKH $PHULFD , ZDQW ZKF
FKDQJH WKDW HYHU«GRQTW OHW DQ\RQH WDPSHU ZLWK D ZC
hair, blue-eyed wife in thedassured 31HYHU ITHR WKIDDMWPOALYKH ZD\ ZH DOO ZD
(YHU\WKLQJ ZLOO EH KHUH MXVW DV \RX OHIW LW?2 MXVW DV
Over and over again, advertisements and magazine articlesdeat mesage soldiers were
fighting for the American way of life theyadleft behind, not the one Americans on the home

front were living.

William Henry Chafe,;The American Woman: Her Changing Social, Economic and Political

Roles, 192a1970(N.Y., New York: O.U.P., 1974); Claudia Hagé&merican Women during

World War 1l (United States: CreateSpace Independent Publishing Platform, 2015); Doris
Weatherford American Women During World War 1l: An Encyclopefliandon: Routledge,

2015); Olga GuhzitHoyt, They Also Served: American Women in World WéxKdw York:

Birch Lane Press, 1995); Lynn Dumeriinmerican Working Women in World War Il: A Brief

History with Documents % RVWRQ %HGIRUG 6W ODUWLQEYV

2YUHG /I XGHNHQV 31DVHKUWOYHPBD@WUUSKNQ <RXLERPH %DFN W
Magazine May 24, 1943p. 39.



“WHEN YOU COME BACK 70 ME..”

I know you will come back to me. I've never

doubted that, ever!
And when you do come back, you will find,
just as you left them, everything your letters
tell me you hold dear. I will be wearing the
same blue dress I wore the day you went
away. And on my arm the silver bracelet you
gave me last April on our anniversary.
And, waiting for you, the children will be first
to hear the sound of your step on the walk,
knd the quick way that you and only you
pen and shut the old white gate.
ow they will run to greet you, far out-racing
own swift step, meeting you with shouts
i laughter, before I have even reached

{door!
de, in the living room, you'll find your
chair, your footstool and your slippers,

as they always were each night before
fent to war.

you come back to me, you will find
gchanged. Those at home promise that.

In War, Builders of Pratt & Whitney Eng
In Peace, Nash Automobiles, Kelvinator Refrigerators and Appliances.

Back home to the same town, to the same job

Here in your town, your children are still free
to sleep and laugh and play . . . still free to
look to the sky, clear-eyed and unafraid.
Our house still stands, white and lovely as it
always was, and down the street the maples
march straight and tall, unwithered by the
heat of war! And every Sunday, steeple bells
still ring and in our church we still sing hymns
to God.
I’ve told the children, and I tell myself, this
is what you're fighting for! These are the big
and little things worth waiting for. The
things that make our lives worth living, that
make this war worth winning.
We are so proud of you.
Proud that you are making sure that hate
and greed and tyranny will never rise to
threaten us again.
And we are proud to make our own sacrifices,
knowing that they will help to bring you

back to us sooner.
. to the same America

you liked so much .

KELVINATOR

ilton Standard Propellers.

and H

we have always known and loved . where
you can work and plan and build . . . where
together we can do the things we've always
dreamed of . . . where we and our children are
free to make our lives what we want them to
be . . . where there are no limits on any man’s,
or any woman’s, or any child’s opportunity.

You've said, “That’s the America I want
when I come back . . . don’t change that, ever
don’t let anyone tamper with a way of

living that works so well.”
Never fear, darling—that’s the way we all

want it.
Everything will be here, just as you left it,
just as you want it . . . when you come back

«to me!

Dedicated to the loved ones of America’s fighting
men who, here at home, are fighting their fight
. . . keeping for them until they come back, the

same America they knew before they went to war.

NASH-KELVINATOR CORPORATION, DETROIT

1 you would like copies of “When You
Come Back To Me,” for yourself and
to enclose in your nextletter to someone
in our fighting forces, we will gladly send
them to you upon request.

Buy War Bonds—accept rationing
cheerfully—speedthe day of Victory!




AGYHUWLVHPHQWY JRYHUQPHQW SDPSKOHWN DGYLFH FF
propaganda filmaskedwomen tdlive a cantradiction: take on monesponsibilitieghan ever
before suchasgrowing victory gardes, riveting in factoilies ratioring foods,andrepaiing
household goodsvhile pretending as if nothing had changed. American men were fighting for a
futurewhereAmericanwomentoiled in the kitchen, not in the factomyhere women would
trade in their slacks for dresses and rivet guns for pots and pans.

An America where womn had more autonomy, where women were encouraged to work
outside the home, where working mothers could leave their children at a govesubgidized
daycare centexr this was the America created by the circumstances of war. Gender equality on
the home frat was not thegoal of policy makers or propagandisitass media framefmale
expansion of power during the wggarsas a temporary phenomenand a dangerous ongt
every turn, propaganda reminded women thefiwar ivQui@ bring a return toormal to the
status quantewhere womerdevoted themselvdse homemaking, childrearing, aadpleasing
self-presentation.

Freezing time, including her own position in it, was the duty of the wartime woman
Propagandaressedvomen toadaptto the realities of wartime without altering the traditional
QRWLRQ RI 3KRPH" IRU ZKLFK VROGLHUV ZHUH ILJKWLQJ DQG
responsible, even when they worked outside of it. Meals were to accommodate rationing without
ever compromisig taste or nutrition. As dresses shrank to conform to fabric shortages, popular
media told women their bodies shoglitinkas well. Dayjto-G D\ GRPHVWLF FKRLFHV DQ
physical appearanaeterminedD Z R P W@tfi ¥s a wife, a mother, and a patriot. &fter
WKH\ DOVR ZRUNHG DV D 35RVLH" LR wekht @dhEsothehRUFH RU L Q

found themselves in an unrelenting bind: measure tipetstereotypef the pretty, perpetually



positive homemaker plastered all over billboards oryfailr men andyour country Leveraging
the politics of gender and sacrifice, stapnsored media demanded much of the wartime
woman while giving her little in return.

Who were the individuals, government agencies, and private interests responsible for
creatingthese messages and expectations? How did the interests of private companies and the
government intersect? What assumptidiaspolicy makersand propagandists harband how
GLG WKHVH DVVXPSWLRQV VKD $\HuzderBt&hQifgbfthe Y5 G H[SHULHQF
propaganda machid 1V VWU XFW XU H DagtiGal Folandwedndghesb ftkestidnd. V
Meet the Major Player: The Office of War Information

Among the cogs that constitutecthropagandenachine, the Office of Facts and Figsr
(OFF) was centrak-DR foundedthe OFFn October ofl941to do what the name suggests
dryly disseminateccuratanformation about the war to the American people. Established a
month before Pearl Harbor, the OFF operated initially in a climatelatisnism® Republicans
in Congres®pposedts creation accusing FDR of creating a propaganda arm to promote
himself and hignterventionist aimsDeridedby Republicangand maligned by the press, the OFF
neveracquiredthe credibility needed to function effectivelyears afteccoveringwartime
WashingtonjournalistDavid Brinkley, present at the creatioG HVFULEHG WKH 2))fV UDS
demise:37KH 2IILFH R ) DésWweky @GnioLttbXdle with Congress and the press

EHFDXVH LW SXW RXW IHZ ILJXUHV DQG QR IDFWV EXW D ORW
With the country now in the fighEDR had little choice but toeplace thaliscreditedOFF with

the Office of War Information in the summer of 1942.

3 David Brinkley,Washington Goes to WéiKew York, NY: Ballantine Books., 1996), 189.
4 1bid., 190.



To assuage concerns about government intrusions on the press, FDR tapped Elmer Davis,
a formerNew York Timeeeporter and CBS radio commentatorheadhe OWI Davis was a
respected journalist whtad earliecondemned state control of the presdiculating aims of
objectivity, Davisdefinedthe 2 :, { YWurpose as providing information, not blindly championing
governmentnitiatives 37 KLV LV D S H R&WrHtthe aeDple siid@dknow as much
about it as they caithis Office will do its best to tell the truth and nothing but the trath did
not take long for the OWI to stray from pisomiseof disseminating objectiverar information
The more closly the OWI worked with Madison Avenue and Main Street, the more forceful and
PDQLSXODWLYH ZDUWLPH SURSDJDQGD EHFDPH WKH 3SHRSO
profits of private interests.
6HOOLQJ WKH :DU DQG ODGLVRQ $Yhi@ K Wdr BdedtBigLQ ,W )RUI
Councll
7KH 2IILFH RI :DU ,QIRUPDWLRQYY FROODERUDWLRQ ZLWE
with the valudladen, feaimongering nature of wartime propaganda. In the years leading up to
the war, a harmonious relationship betweersaitieertising industry and the US government
would have seemed unlikely. The advertising industry emerged from the Depessimm
unstable footing; private companies had reduced their advertising budgets and political leaders
had attacked the credibiligf ac-men® New-Dealers routinely railed against Madison Avenue
for peddling inaccurate information and increasing inflati@m the eve of American entigto

World War 11, advertisersvorriedtheindustry mightnot survive: me advertising tradgurnalin

® Maureen HoneyCreating Rosie the Riveter: Class, Gender, Bnobaganda During World

War Il (Amherst: The University of Massachusetts Press, 1984), 30.

¢ Tawnya JAdkins Coverf Manipulating Images: World War Il Mobilization of Women through
Magazine AdvertisingLanham, MD: Lexington Books, 201,2}8.



1941 wentso farastosayDGYHUWLVLQJ LV WKUHDWHQHG WRGD\ DV LW
EHIRUH ~

Already kattered by th&reatDepressionMadison Avenudeared the war created even
shakier ground for the advertisingdustry In the ediest months of 1941as the country
prepared for waif looked likemany companies would no longer require the help of advertisers
to makeprofits. Across the country, manufacturers tatl goods suclasvacuums, washing
machines, and cars restructiroduction tanakewar materialsThese companies|d what
theymade directly to the governmettius eliminating the neddr advertisingto consumer8

Advertisers faced political and practical problemewHvould traditional appeals to
consumer selinterest not come across tedeafand unpatrioti@s American soldiers marched
off to war? What would advertisers even be helping companiesf sethst companies had halted
the production of consumer go&dish November 1941 month beforevar came to the United
Statespver 600advertising personnel convened at a conference to grapple with these questions
and create a path forwatdd-menrealized theyhadnot onlyto persuadeompaniesdvertising
was still needethut alsoto convince tle government advertising could support war aims.

The argument Madison Avenue presented to corporations was straightforward:
businesses that halted production of consumer goods during the wardaskadinghe name
recognitionthey hadwvorked so hard toreat and thus the sales they hoped to emjogtwar.

Advertisements, they argued, were vital preserving thérandpowerof a company that had

"T3)RHVSBYHUWLVLQJ $U B UID@DW HQLA 38 BgINs quoted iMark H. Leff,

37KH 3ROLWLFV RI 6DFULILFH RQ WKH $P HHg Usutbhg of RPH J)URQW
American History77, no. 4 (1991): pp. 1296318, https://doi.org/10.2307/2078263, 1307.

8 /HIl 37KH 3ROLWLBYV7.RI 6DFULILF

® Ibid., 1309.



converted to war production. The new advertising model focused not on selling products but on
selling the war. Ad copy emphasized=aR P S Da@ntfiuitions to the war efforpromoting
patriotism while protecting postar Yrestige’ and profitst®

The net issue for Madison Avenue concerned government regulation. How would the
JRYHUQPHQW FODVVLI\ D SULYDWH FRPSDQ\YfV DGYHUWLVLQJ
SURYHG WKHPVHOYHYVY LQGLVSHQVDEOH LQ SURPRMIOQJ WKH J
the Treasury Departmergwardedhemmightily. In May 1942, Treasury ruled that private
companies could make 3 | Xd@ductionRl DGYHUWLVLQJ FRVW W Iegf&tWD[DEOH
this meanthe government was paying fover80 percentf advertisng costsfor some
corporationg?

With financial questions squared awagpresentatives from various ad agencrested
the War Advertising Counc{WAC) in 1941-- a private group that worked directly with the
OWI to promoe war aims. James Webb Young, iafluential WAC memberhighlighted the
utility of advertising forthe OWI3:H KDYH ZLWKLQ RXU KDQGV WKH JUHDWH
mass education and persuasMhK H ZRUOG KBYFKRHQ IVHHEETV FRQILGHQFH
industry,t KH :DU $GYHUWLVLQJ &RXQFLOYV ERRNOHW 3% SODQ IRL
tools to help win the war explainedMadison Avenud] ability to mobilizethe advertising
industy into apropaganda machine

We must get from every man, woman, and child in America the same kind of cooperation

the Axis gets from its citizersand get it voluntarily without resort to force. We must

accomplish this as a Democracy, not as a Dictagréhthis an impossible task? Not if
we use one of the principal tools that has built our economy and upon which the people

05 0 'RELH 3+RZ $JHQFLHV ,QI0 X HEFdA &L AblisHe) MavchW,R & RQ W L Q
1942 as quoted inbid., 1310.

Mlell 37KH 3ROLWLFI81RI 6DFULILFH

12pid., 1312.

13 Honey,Creating Rosie the Rivete1.

11



of this nation have come to depend for much of their informatiduertising. Here is a
force which can maké R H E E Hr@pedhWd machine look like a peanut whistlan art
and a science developed in the United States to aysaapproachednywhere else in
the world!*
PersuadecE\ WKH :$ &1 VOWLDWdetHEUner Davisegardedhe War
Advertising Council as a critical ally in the promotiongmvernmenprograms. In a memo to
the WAC, Davis fawned ove@fDGLVRQ $YHQ XH WV QREKHKM 2:, UHFRJQL]H WK
extremely important. The whole vast undertaking on the homeiframgeparable from the
problems of public morale, which is made effective through skillful handling of your public
U H O D ¥\raRkdatyd by OWI and underwritten by the US treasigidison Avenue leveraged
its power to promote patriotism and protectffis.
To coordinate with the War Advertising Council, the OWI created an Advertising
Division in 1942led byadvertiseiKen Dyke DisregardingW KH 2:,1V DLP WR GLVVHPLQ
unbiased information, DykadvocatedZDJL QJ 3SV\F KR O Rrblgb @isd e¢hidd U H~
Americancooperation with war measures. In a meyke describedhe 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 gisychological warfar@eeds no sales presentation or detailed
analysis here. The facts are obvious. Advertising has been a major motivatimgrfact
LQIOXHQFLQJ RXU SHRSOHTV KDELWY DFWLRQV DQG WK
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 goverfivenZ DUW L P H
objectivel®

14 The Advertising CouncilA Plan for Business to Use One of its Principal Tools to Help Win

the Wa (New York: The Advertising Councih.d), as quoted in Coverianipulating Images,

61.

15 EImer Davis to The Advertising Council, Inc., Advertising Federation of America, and Pacific
Advertising AssociationiNational Archivesn.d, as quoted irbid., 60.

16 Ken Dyke to William B Lewis,22EMHFWLYHV DQG 3URSRVHG 2SHUDWLRQ)
"LY LYV INRt@nal ArchivesMay 14, 1942as quoted irbid., 60.



In the span of a year, an industry concerned about its own cotlsgeseeda greeright from
WKH JRYHUQPHQW WR PDQLSXODWH 3SHTSOWM $haréddra¢hw v - DF W
of its power with the men of Madison AvesiLenabling 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®

The wayshe WAC chose to go about these campaigtinge tactics they used, the
assumptions they made, the expectations theyaetrevealing indicatoref government and
corporateattitudesabout women. Madison Avenue played a pivotal role in initiating warmnten
war work and settingtandard$or how women should navigate neales When the war was
won, Madison Avenue pressed womeneavehigherpaid work and return to homemaking.
Promoting the interests of corporatipaslvertisersent the message thaistwar consumption
could appeas&malemisgivings about unpaidomestidabor. If women could get their hands
RQ WKH QHZHVW UHIULIJHUDWRUV YDFXXPV Carporétd VKZDVKHU'
America positioned@twar c(RQVXPSWLRQ DV D ZRPDQYV UHZDUG IRU HQ(
$Q SSHIWIHUWRU\N NLWFKHQ ZDV WR G-uistoryUoBsFoibppdriterii€s |URP D Q
and autonomy?
The Rise of theMagazineBureau: Setting the Tonethrough the Magazine War Guide

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

,QIRUPDWLRQ ZRUNHG GLUHFWO\ ZLWK WKH PDJD]LQH LQGXV)

17 1bid.

8 /HIl 37KH 3ROLWLHE3M0RI 6DFULILFH

93*HQHUDO (OHFWULF $GYHUWLVHPHQW p: KW 2WRMRD"H :DVK
Magazine November 8, 1843). 49.

13



intensified, publishers, editors, and writers requesitedyjovernment provide thewith accurate
informationabout wartime initiativedn 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/iniW \ ZDV 30OR®J RYHUGXH
Following these meetings with editors, the Magazine Bureau was established in June of 1942
during the reorganization of the OFF into the GWI.
Along with the Magazine Bureathe Magazine Advisory Counamediated the
relationship between the OWI andtmagazine industry.he councilconsisted of both
government officials and influential editors such®R J X Edfi&/Woolman Chase ahddies
+ RPH -RXBh@®@filyMagazines that could not afford despatchcorrespondents to
Washington requested than OWI official be sent to meet with them in New York. In addition,
HGLWRUV UHTXHVWHG 3D UHJXODU PHPR DVXAMRhNW&KHPHV WKH
exception of a handful of editors who voicsmhcernsabout freedom of the press, magazine
ediioUV GLOLJHQWO\ SXEOLFL]J]HG JRYHUQP HQi#intkeQLWLDWLYHV I
The OWI streamlinedk H UHTXHVWHG 3\Ragd2iRe WaQGiRe Yekhbps the
most revealing source of government attitudes towards waoitéwe period. Published
bimonthly starting in July 1942he Magazine War Guidprovided detailed storylines,
information, advice, and ad coppoutwartime issues. Tailoring iSuidesby genre, the OWI
FUHDWHG VSHFLILF 3V XSSO H RtVQMaYazinés UFashiahdehuty\wWagaAnE&sQ G G H

science fiction magazines, western magazines, and confessions magazimstindi®ns

2'RURWK\ 'XFDV 30HPR WR 80OULF %HOO ~ O0DJD]J]LQH %XUHDX 2
1964, May 11, 1942as quoted irHoney,Creating Rosie the Rivetes6.

21 1bid.

2Z2Z'RURWK\ 'XFDV 3 0MAFROW®R 6DUDLAQH %XUHDX 2UJDQL]DWLRQ
1964, May 11, 1942as quoted irbid.



amongthesesupplements reveal that the OWI modified messaging based on assumptions about
the classtatusof different reaerships??

The Magazine War GuideZ DV W K Hmastjrfflifential tool for influencing mass
media.The OWI distributedhe MWGto ananywhere between four hundred and six hundred
magazines, with sotal readership of over 140 million peogteThe OWI mademonthly 3V SRW
FKHFENV™ TURP 0RUbBEd£1945 to\idéntify published content that aligned with
Magazine War Guidsuggestion$® Based on these checks, Dorothy Ducas, the head of the
Magazine War Bureau, was convinced thatGuideshad a subsintial impact orpublished
content Whether magazine editors directly incorporated suggestions 8\@ or merely
perused its content, thgeas theOWI stresed madeit into print.2®
Politics and Practicalities: Recruiting Women into War Work

Though popaganda positivelgortrayedwhite female laborers, it simultaneously
characterized their existence outside the homemporaryterms- undercutting the
transformational potential of wartime from the outset. In their campaigns, the OWI, the WAC,
and the Magazine Bureau perpetuated femdalation to homemaking, motherhood, and-self
presentationeven when recruiting women into waork.

Nearlyall of the labor recruitmermpropagandsargetedstay-at-home wives andingle
middle- and uppeiclasswomenwhile overlookingthe nearly 12 milliorwomen who had

worked before the wabDespite comprising quarter of the Americdaborforcein the years

23 Covert,Manipulating Images6-70.

22'RURWK\ 'XFDV 30HPR WR +DUROG *XLQ]EXUJ ~ 0DJD]LQH %X
box 1695, March 25, 1Bloney,Creating Rosie the Rivete38.

230DJD]LQH (GLWRULDOV $UWLFOHV DQG )LFWLRQ 6WRULHYV
National Archivesentry 343, box 169%s quoted irbid., 41.

26 |bid.

15



before the war, policy makers and propagandists ajikeredthe existenceof working
women?’ The majority of these women worked out of economic necessity and were poor, single,
divorced, and nomvhite. Though these women were vital contributors to the US economy,
propagandistslisregardedhemfor practical and political reasorisirst, suchwomenneecekd no
convincingto take defense jobs; the higher pdyvar industries was reason enough. Second, the
governmensaw no advantage to publicizing the lives of women tdddeviated frommore
conventional roles in the prear period Instead, poppagandists ideak women who
effortlesslystepped up to work during the war but desperately hoped to retumen diften
victory. In addition to their conventionality, the economic status of homemakers meant they were
likely to have tle money to buy the array of goods companies hopaéltafter the war

This thesis focuses predominantly WK RV H 3L G HibebomemRaket<and single
middle/upper class womeBecause of their privilege, thegs®men navigated wartime
messagingvith more freedom and autonomy thiaeir working-class counterpart§¥omen who
worked for survival had no choice but to continue working{aast On the other hand, former
homemakers debated whether they would retuthédomeor continuepursung opportunities
outsideof it. How women grappled with this choieposeghe ways theynteractedwith
prescriptive popular media. Forighieason, | dedicate much of my analysishie intended
audience of propagandaomemakers and single women of med@ecause of their financial
status and potential purchasing povteesevomen offer the mostirect insight intchow

women conceptualized wartinmeessaging about womanhood and consumption.

27 Gluck, Rosie the Riveter Revisite?il.



Unlike women who worked out of econonmecessity married women anchiddle-class
high school graduates initially resisted taking def¢ase?® 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 tes as an ideal demographic for war wdrkeseyoung women
(particularly high school graduatasjtially avoideddefense worlandfavored white-collar jobs.
The OWI combatted the stigma associated with manual labor by suggesting youngwimmnen
failed to participate in factory work would logemanticpartners to more waninded women. A
Magazine War Guides XSSOHPHQW IURP DG YRFD iNe-y@E nmigHlogeNV R U\ O L C
the boy because of her flippant, or perhaps resentful, attitude toward-floReQW FDPSDLJIQV @
Propagandists leveraged the romantic anxieties of young women with great success. By 1943,
WKH 2:, FHOHEUDWHG WKDW 3$PRQJ WKH VLQJOH ZRPHQ WK
HPSOR\PHQW ~

Having normalized war work farnmarriedvomen, 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 tepgesent 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 issueand especially the attitude of wives of paamount interest

Impactedby the attitudes that prevailed during the Great Depressiany married women

resisted taking war jobsn 1936, 82oercentof the Americans reported feeling that wives should

28 |bid., 101.

29 War GuideSupplement for Love and Western Love Magazihejonal Archives, entry 345,
box 1700September 11, 1943s quoted itHoney,Creating Rosie the Riveted].

30 Gluck, Rosie the Riveter RevisitetR.

31 |bid.
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notwork outside of the homi their husbands are employed? Only two years before the war,
in 1939, 26 state legislaturdebatedaws that would limit a married woman's right to wotk.
To ask married women to enter defense work wasstaptdeeply entrenched beliefs about the
proper roles ofvomen in society.

In oneMagazine War Guidehe OWIlacknowledged propaganda needed to change the
minds of both wesandhusband 3, W LV KLJK WLPH WKDW WKH KRXVHZLIH
the invitation to women to work outside their homes meamsvitiman who has not worked in a
SD\LQJ MRE EHIRUH $QG WLPH KHU KX VHEBPQppoditidnbf QV WR X Q G
KXVEDQGV ILIJIXUHG SURPLQHQWO\ LockhPed €mploye® seehY RUDO KL
IDXJKOLQ H[SODLQHG 30\ KiWwabwWhen I waslisoXeEpme & H
KRPH ~ 7 KR XJHK] VYDKX ¢EmRGAB/gaveher permission to work, he was resentful:
8+H GLGQTW OLNH PH WR WDON DERXW P\ ZRUN I \RX ZHQW [
would prefer to answer. | thihnk heHOW WKDW LW ZDV KLV IDLOXUH WKDW PD
OLNH WR EH URNPXQWHGE RLUMUDIW HPSOR\HH &KDUOLFLD 1HXI
KXVEDQG GLGQTW OLNH LW +H ZDV *HUPDQ DQG EURXJKW XS
liviQJ WKH ZRPDQ GLGQIW GR WKDW °

Throughout the war, malesistance&emained a major obstacle to recruiting married
women into war work. Statistics indicate that even in 1943, when womerdesperately

needed to megtroductiondemands, less thamethird of men gaveompleteapproval to their

32 Hadley Cantril Public Opinion, 19381946 (Princeton University Press, 1954as quoted in
Ibid., 8.

33bid.

34 Dorothy DucasMagazine War Guidelune/July 1943 as quotedHioney,Creating Rosie the
Riveter 79.

3% Gluck, Rosie the Riveter Revisite2b4.

3¢ |bid., 163.



wivesenteringdefense job3’ Anticipating backlasifrom husbandsthreefourths of
homemakeri 1943 feltcontinuinghomemaking would be the best way they could contribute to
the war®® The OWI had a dual task: fiisE RQ Y L Q FStagB8tt ¥ RPHV"™ WR HQWHU WKH |
and secondappeasenaleanxiday.
Men largely expectedio act as theole breadwinnersf their families. Accordingly,
propagandists attempted to reassure husbands that if their wives left the home, it would only be
for the duratiorof the war of coursewomen would willingly return to thdomesticsphere
when the war was woiThe following quote from &/ar ProductionBoard reporexemplified
WKH SUHYDLOLQJ VWDQFH RI SROLF\ PDNHUV 37KHUH LV OLW
their jobs at the end of the war to permit taurnof men to their jobs as they are released from
the armed force$*®
Temporarily, however, the OWiut the image of the employed American woman at the
forefront of popular culturé? Labor statisticsreveal W K H  2evéntakuccess in persuading
women, especiallgtayathome housewives, to enter war work in unprecedented nunidyers.
1944, a third of women defense workers were formettiimé homemakerdVorld War Il was

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

37 lbid., 12.

38 Surveys Division of the Office of War Informatiofihe Public Looks at Manpower Problems,
Memorandum no. 43, January 5, 1943, as quotdaidn

3% Thelma McKelveyWomen in War ProductiofNew York: Oxford University Pres9#2);
Jerome KidderWWomen in Factory Worl§tudies in Personnel Policy, no. @ew York:

National Industrial Conference BoartP42; Harold Metz,Is There Enough Manpower?
(Washington, D.C.Brookings Institution, 1942 as quoted irHoney,Creating Rosiethte

Riveter 26.

40 |bid., 49.
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women workes*! The OWI was wildly effective in mobilizing womento war work what
tactics did propagandists employ? What assumptions guided their strategies?
7KH 3URSDJDQGLVWYYV 30D\ERRN /HYHUDJLQJ )HDU &RPSDUL
A favoritetactic of propagadistswasscaring Americans into compliance with war aims.
,Q WKigdy TBB@® 30DQ IRU WKH 7RWDO :DU &DPSDLJQ RI WKH ODJI
&KHVWHU /D 5RFKH DGYRFDWHG WKUHDWHQLQJ SHRSOHY
"The citizzn 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 preciousadismson in
the armed forces, his political rights and social privileges, his futurédne&*? The War
$GYHUWLVLQJ &RXQFLO HPEUDFHG /D 5RFKHYYV VWUDWHJ\ FU
American life would become if the war was lost.
$Q $PHULFD /RFRPRWLYH $G HQWLWOHG 3% +LJK +RQRU ||
V H [ Xe@gerithetation” RQ $PHULFDQ ZRPHQ 3,1 WKH\ ZLQ WKH\ PD\ G
something in our blood which they can use in building their masterYa@eX U GDXJKWHU« ZHC
LI VKHTV \RXQJ DQG K 8abevwkh ab €y &fovhbadutiR iQay dézide she is a
SHUIHFW VSHFLPHQ IRU RQH RI WKHLU H[SHULPHQWDO FDPSYV
future freedom of American women, the ad warndavo, 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*® (PSOR\LQJ /D 5 R-basétifagproashy Ahiziidan

41 Gluck, Rosie the Riveter Revisitet3.

2 &KHVWHU /D 5RFKH 33ROLF\ DQG 30DQ IRU WKH 7RWDO :DU
$VVRFL WngR@ Rubicam file, entry 20, box T¥cember 31, 1942s quoted in

Honey,Creating Rosie the Rivetet26

43 Jack OReily, 3$PHULFDQ /RFRPRWLYH &RPSDQ\ $GYHUWLVHPHQW
'D X J K Wif¢ WMagazineFebruary 15, 1943. 15.



Locomotive demanded fudiffort on thehome front . . or else. Ads like this one functionéal
frightenthe American people it GRLQJ WKHLU SDUW °
Anadcalled®, WV 'LQQHUWL BRs$ $ QL RRMHUGTEDDE] thé \Wwarwere
lost. The ad minimized the burdens of wartime rationing by arguing things would be far worse
XQGHU HQHP\ FRQWURO 31RW WRR IDU LQ WKH IXWXUH LI W
get a scrap of the cold skin of chicken from a refuse pile. M&yyour life for a bone with a
IHZ VFUDSVY RI PHDW RQ LW "~ 7KH DG FRPSDUHG $PHULFDYV U
enemies would impose:
Can you imagine the shortages the Germans and Japs would make here if they took over?
Planned shortages. PlanrBeDV SDUW RI WKHLU UHYHQJH IRU RXU EHI
Dv SDuUw RI WKHLU VFKHPH WR NHHS XV VXEMHFWHG IRU
UHDVRQ ZK\ WKH\ VKRXOG VSDUH XV LI WKH\fUH YLFWRU
People in Polandnd Greece andugoslavianow giip for miserable shreds of food from
garbage piles. People like {fs.
The advertisement explicitly encouragithericansW R FRQVLGHU VWDUYDWLRQ DV
RXU IDPLOLHV PD\ IDFH" LI $PHULEDRW BRLMI[RR G W KID K R/P IHC

presentould causduture starvation and sexual exploitation

44Ty Mahon,3$PHULFDQ /RFRPRWLYH &RPSDQ\ $GYHUWLVHPHQW
Life Magazine,January 25, 1943%4.
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ST ELEVEN HOURS ON EARTH...WITH HITLER!

When Hitler launched his merciless air-blitz on
England, 42,000 civilians were killed. The youngest
was only 11 hours old . . . only 11 hours of life on
the same earth with Adolf Hitler.

America bows her head in horror and sorrow for
that child . . . and then goes forth to fight.

We fight with all the strength of our youth . . .
our sons and brothers who are crossing the seas to
get within range of the axis gangsters.

We fight with all the might of our industry.
Machines that once formed the comfortable things
of peace now shape the cold, hard steel of war.

It is grim 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 trans-
portation and warmth into toluene for high explo-
sives, into Diesel oil for deadly submarines, into lubri-
cants to speed the manufacture of huge projectiles.

But we are glad we had the oil wells, the refin-
eries, the plant capacity, built up in time of peace,

to accomplish this stern task. THE TEXAS COMPANY ;

TEXACO FIRE-CHIEF & SKY CHIEF GASOLINES + HAVOLINE & TEXACO MOTOR OILS

There is no other way . .. no other way to assure
for the children of the future a world where never
again can savagery take the place of government.

In a Texaco ad, an image of a mother dodging shrapnel accompagien description
Rl DQ LQIDQWTV GHDWK 3:KHQ +L-Mitodh BEn@adddk PRORGGIlighsY PHUFL
were killed. The youngest was only 11 hours old...only 11 hours on the same earth with Adolf
+LWOHU th8UIRNLKRI 2L O & R Ro8dnQhdaddadirdihat Texaco hé
contributed tothez DU HI 1R UW busivésdBut WweJrhudt do it. We of the Tex@smpany
know how grim it is to turn the petroleum that might have been used for transportation and

warmth into toluene for highxplosives ~ 7\LQJ 7 bramdmBYéd safeguarding



AmericanfV I XWWKIHH DG FRQFOXGHG

FKLOGUHQ RI WKH IXWXUH D ZRUOG ZKHUH QHYHU JDLQ FDQ

Will it take a BoME to break up
the afternoon bridge game?

Must bulletswhine and the sirens shriek
before all American women realize
that the time is here. The time for
them to get out and drive a truck,
load a freight car, carry a waitress’s
tray, work in a day nursery, operate
an elevator?

It isn’t pleasant, no! But neither is war.
And the war won’t be won unless our men
abroad, fighting, are backed up by our
women at home, working.

Read the want ads in yqur home paper

to see what war jobs there are for women

in your area, then register at your local

®37H[DFR &RPEDHUWLVHPHQW p-XVW HOHY Hi(fe kBgazing RQ HD UV

May 10, 1943

U.S. Employment Service. There are pay-
ing jobs in many areas with training for the
inexperienced. Get out and work 4 hours,
8 hours, 10 hours if you can...but work...
and stick to it till the war is won.

The idle woman will be a very lonely
soul this year!

* * *

WHATEVER WAR WORK you do, may we ask
one thing more. Rayon is important in military
and economic warfare. So that it may continue
1o serve you at home as well, we ask you to buy
carefully, and to conserve “according to the

directions on the tag?

A ‘Goy Gibson' dress thot will help
you in your wartime quest for econ-
omy and conservation. Made of
*Evergrand’, a fobric of Tubize Cer-
tified Quality Rayon. In block only
...with self-ruffies and tiny gold but-
fons. Sizes 9 lo 17, about $I1. The
Tubize Certified Quality Lobel in the
seam indicates thot the fabric has
been tested, ond is cerlified to bo
sofisfactory as 1o sirength, color and
cleanability. For neorest store wrile
to Gernes Garment Co., Inc., 2617
Grond Avenve, Kansos City, Mo.

oo .n.‘-b"“ 3%
‘153\12-;{“‘ N

Prepared in cooperation with the War Advertising Council and the O.W. I. by TUBIZE CHATILLON CORPORATION, New York
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An ad produced by the War Advertising Councitallaboration with the OWalso
employed a feabased approach tecruit women into war wotkn bold words, the atbr the
Tubize Chatillon compangsked Will it take a BOMB to break up the afternoon bridge
game?” 7 K L \dirBct@dat women of the leisure class, employed violent imagery to giakie
andproduceFRPSOLDQFH 30XVW EXOOHWY ZKLQH DQG VLUHQV VKL
realize that the time is here. The time for them to get outlawd a truck, load a freight car,
FDUU\ D ZDLWUHVVITV WUDDHUZRWN D@ B GHYDRWRYHUWLELPL]LQ
WDNLQJ D MRE RXWVLGH WKH KRPH WKH DG SURFODLPHG 3\
the ZDU ZR Q T Whiésslout Rén abroafighting, are backed up by our women at home,
ZRUNMQIQNLQJ ZIRiBge Gafine® an imminent attack on American soil, the War
Advertising Council and the OWbld womento give up hobbies in favor of war work.
A film producedby theOWI with the heavyhanded title3 1 R ([ F H S WilizRdaV
similar approachAfter applauding hisnotherfor her efforts the soldiemarratingthe film
critigued SOLVYV ([FH'S WK R GI\Q J D J-bkGring @Qctiitie@nkstead of working:
Just what does Miss Exception mean when she tells you she had to give up her red cross
ZRUN EHFDXVH LW GLGQTW OHDYH KHU WLAHWIE® RXJK WR
GRHV WKLV RWKHU OLVV ([FHSWLRQ PHDQ ZKHQ VKH VD\V
because they need her at the same time at a bridge party? And what does Miss Exception
PHDQ ZKHQ VKH VD\V VKH FDQYW GR D ZDU MRE EHFDXVH
dirty?*’
The filmvisually OLQNHG WKH LQGLIIHUH Q &NazRdké®dr b AN(drlcdahSWLR Q™ W

towns Speakingover footageof burning homes and crying childrehe soldier warned3 7 K L V

4®37XEL]H &KDWLOORQ &RUSRUDWLRQ DGYHUWLVHPHQW :LOO
EULGJH Life MbegazineSeptember 20, 1948. 85.

4"No ExceptiongOffice for Emergency Management. Office of War Information. Overseas

Operations Branch. NeWork Office. News and Features Bureau, 1943),
https://catalog.archives.gov/id/38724.



could be the fear of your days and nights, too, Miss Exception. Always watching the skies with
dread. If there are enough exceptions, itmiytv LOO KDSSHQ WR \RX ~

,Q 31R ([FHSWQW Qontrasted KR P H Q 1V with kirosEWfWnen overseas to
establisha high standarébr femalesacrifice.Though the soldigpraisedhis mother for rolling
bandages, building up the blood bank, and waykit the nursery, the juxtaposition of battlefield
imagery with peacefudlomefront activitiesimplied how easy women had It.is the context of
this comparison that motvateWKH VROGLHUYY PRWKHU WR VTXHH]H RXW |
GD\ 333Q&ZKNMNEgQWIV ODWH DW QLJKW , NQRZ KRZ \RX KDWH W
little job before yougotobedSDWFKLQJ GDUQL*¥®J PDNLQJ RYHU °

One ad featuring an image of a prisoner of praclaimed,3%\ +LV '"HHGV OHDVXUH
<RXUV "~ ,Q GLUH GUDPDW L Rrgid Btis\hot peadsanDiGhave yourL VHP HQ W
SHDFHIXO OLIH XSVHW E\ ZDUWLPH QHHGY DQG UHVWULFWLR
either...Between you who live at home and then 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
throughalive. *° This advertisement put blood on the hands of any American on the home front
whofailedtoput S HYHU\ ODVW RXQFH RI HITRIHOOLQWREZ ZPRRQ LMQR WPKIH
their deeds againgtoseof soldiers the OWI established high standards for home fefoirt.

Echoing thecomparativeQ DW X U H Rdis DeEKddViegsureYours” DG D Q

DGYHUWLVHPHQW WR EX\ ZDU ERQGY DVNHG LQ ODUJH ZRUGV

“8 |bid.

9 1bid.

°0 John Philip Falter30DJD]LQH 3XEOLVKHUV RI $PHULFD SXEOLF VHUY
'"HH GV « 0 H DV X Ullife ¥BgéatinéMarch 15, 1943p. 97.
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'2""1 & KHVWHU /D 5RFKHTV DUJXHG WKLV IRUP RI 3SV\FKRORJL
EHFDXVH LW FRQGLWLRQHG ZRPHQ 3Q RNMgIRIQAA Make nioBeENH UH T X
WKDQ DUH D FNKapaayabda fadr@work thaeighed the sacrifices of women
against those of mesoldierswould always be the heroes amamefrontwomen, at best,
supporting characters.
In addition tocontrasting the duties of men and women, the OVi#gwomen against
onearother. Wartime fictiorcreateddichotomiesbetweerpatriotic heroines and selfish,
heartless villainsFiction rewarded ar-minded womemnwith romance SWKH IUDWHUQLW\ RI \
women and young men engaged in a common endeavor will furnish an inspiration for romantic
W U H D W Reai@Wailefiction punishedhe villains 37KH PRVW SRZHUIXO ZHDSRQ F
the people can use against those who...fail to share with other dyanfighting men and our
DOOLHV LV SXEOLF FRQGHPQDWLRQ 7KLV SV\FKRORJ\ VKRXC
The OWI intentionallyleveragedanxietyto shape and model complaimértime behaviar
Propagandistpreferredmanipubting peopleby acting omegative emotiondt is
striking thattheybypassed opportunities &mlverti® war work in ways that appealedriwre
positive feelings ofelf-advancemenr ambition. A woman could reap many practical benefits
from taking up avar job: highetpay,technicalskills and training, a break from the monotony of

houseworkandan expanded social circle. But the OWI encouraged advertisers and writers to

51 War Advertising CouncilCourtesy New England Micrographics, Indune 30, 1944s
UHSULQWHG LQ /HII 37KH 3ROLWLFV RI 6DFULILFH -

2 KHVWHU /D 5RFKH 33ROLF\ DQG 30DQ IRUPURiMEO :DU &DPS
$VVRFLDWLRQ ~ 'H Fds guotddlirdoney,Creating Rosie the Rivete34.

53 War GuideSupplement for Love and Western Love Magaziiegjonal Archives, 345, box

1700, October 151942 as quoted irbid., 52.

4 1bid.



DY Rthéself L Q W H U H V W Tb 8spEaRt® fErKalémpowerment too overtlyas to

endanger gender relations.

21ILFH RI :DU ,QIRUPDWLRQ 3+RZ 'LUHFW ODLO DQG 3ULQWH
"RPDQSRZHU IRU WKH )LQDO 3XVK WR 9LMaNBAA MEueQ H [
3&XOWLYDWLQJ 5LJKW 0LQGV™ 8QLYHU&A18Y\ RI *HRUJLD 3UHV\
http://www.|stor.org.ezproxy.lib.utexas.edu/stable/j.ctt46nj8g.10, 190.
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