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r~ià study examines prlnt advertisements' for Aaer1ean goods in Italy 

between 19&6 ,and 1955 as an adjunct to the large-s,cale pol1tical propaganda 

caJllpaign .la,unched by the tlni ted States during the salle periQd. A~ though 

t~e motives attributed to the advertisers involved are not primarlly 

politieal, a close reading of the messages'they oonveyed demonstratea thel~ 

roie in constr~eting and propagating an ideologieal framework vhlch, 

largely' through its replieation of American beliefs, vas ultimately 

favorable to American interests. Mlerican advertising 1& thus shown to 

have ,been not only particularly effective in encouraqi~g prO-American 

feeling by favorably depicting the quality of life in the United states and 

the international superiority of American achievement, but instrumental in 

provoklng more fund ... ~tal transformations lp popular beliefs and vays of 

life to 1 further influence the vide-spread and deeply-rooted Ital1an 
" , 

-perception of tlle united States a. a nation "boae priorit1e. vere 

compatible vith lta ovn. 
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ce mémoire examiné la publicité de press pGur, les produits américains en 

Italie de 1946 à 1955 en tant gue complément de la campagne de propagande 

politique' lancée par les Etats-Unis à la même époque. Quoique leI! 

annonceurs en question soient sans !!,ot1fs proprement poli tiques, 'l'analyse 

détaillée des messages véhi~Ulé~ démontre bien leur rôle' dans la 

cOnstruction et la propagation d'un cadre idéologique qui, e~ reproduisant 

les valeurs américaines; s'avéra très utile aux intérêts américains. La 

publicité américaine a donc joué un double rôle: d'abord, en faisant voir 

sous leur meilleur jou~ la qualité de vie et la supériorité internati~nale 

des réalisations américain.s', elle ~ encouragé de . façon particulièrement 

.. ':\;. ':é<!ficace des senUmentJ!l favorables aux Etats-Unis; E!nsuite 1 eHe' a provoqué 
~-' , 
, q- une mutation profonde ~àes croyanc~s populaires et du mode de vie italiens 

afin de renforcer le sentiment très partagé 'et 'profondément enraciné éhez 

les italiens d'une convergence entre les intérêts de leur pays et ceux des 

Etats~Un1s.. 
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alao apprec1ated the helpful sU9gestiOns Md goad hUilor of George Szanto 1 

rry advhor, vho has been Patient 'enougH to aee Ile through to the end of 
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The United States and Italy 1n the Post". "Per1oêl 7 

, 

Ofte'periOd ~h1Chl.. attracted the attent1~ of aany re.earœhers trOll 

dltte.r~nt. branche • . ot the .oc1al sc1ences 1n recent year. 1s that of 

- -. 
reconstructiçm tn .Europe after the Seçond VOrld Var. l HOvever, althOugh a 

~ 
general consensus ex1sts as to the key role played by the u.S. 1n thi. 

process, not ~ll ,specta of such involve~ent have yet been stuaiea. 

Thé American effort to reâhape Europe~ BocieUe$ in its ovn 1..,e 

va. nowhes:e 

.onetheless, i ~t of the 

reconstrpction have' focused on 

Aaerican involvement, wh1le its 

nor • IlOre .,toad-bued than in Italy. 

studies deal1n; v1 th ItaHan poat.w~ 

the eCOROlliç and poU Ual .spects. of 

cultural i~pl1cat1ons have ,lugely been 

neglected. 2 'Only tvo (unpubllshed) ~tudies, for instance, have exaalned the 
o 

N.s1ve propaganda callpaign that the U.S. llOunted~!l Italy durin9 the 

illlledlate postwar years.) These 1 IIOreover, are limited to a Dere, albeit 
~ ~ 

detailed, description of 'the O.S. gOYernaent spon.ored, ·official; 

prop&ganda acÙvit1e. preceding "the .194~eCt10ns Al!d, in ke~Pln~. vitt:' the 

theoret1ca'i perspective oi IftOSt c:œmaun1cations Ire.earch in the .. 195<>'., are 
• 

priaar1ly 60ncerned vith the1r -effectiveneaa,· altbOUgh no syste"t1~ 
", 

~ethod tor 1ts measurement or ev~ criteria. for ·1 ts ider;tf1tication ~ (bayond \, 
, , Q .. 

the election resulta, themselves) are presented. After a Aescriptlon of 

) 
the polit1cal atmo.phere ln-Italy ,prtor t9 the ~le~t1on" the authors 

~. , 

" 
reviev different aspects of the caJIlpaign the U.S. Ilounted· to Ilin;.mlze the. 

chances of a Social1st-c~unist victory An~ what ma,ny 'telt V'ere \ ita 

disastrous consequences for the West. Finally, on the baSi~Of report. ana 

opinions' of parttcip.mt observers and a COIDpariaon of the election, 're.ul ta 

vith those of 
, " 

1946, they conclude that the ~er1~ propaganda effort vas 

paramount 1n ensur1ng the victory of t,he , pro-western Chr1Bt.1~ De.ocratic 
.' 

party. Al thougfl such a . concl usion lI.ight seem ac.ewhat ha.ty 1 
~ 

91ven 'the. 
(' 

-- , . 
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lack of co~siderat1on for ot~_r potentiaqy' si9n1tican~ varia~les, AIler1:can" , 
; 

"official" propaganda undoubtedly was important 1n the d'évelopment of an 

"American myth" (which idealized the United states as a land<l of poH tical 
J 

freedo~ 

I~omotet'l 

'\< 

prosperity and un liri't;ited 'irldiV'idual possibility) which wasl.! 
'... ~ 

to rival a Soviet one (of classlessness) throughout the cold war 

these acti v1ti~s in the myth' s 'yels. However, despite t,he' role '6f 

.- development, 1t certainly could not have been s~tained by them alone, 
, J 

i (' 
stnee once reach1ng their peak in the firs4 few months ~f 1,948 they 

dwindled stead~!y thereafter~ 
, 

Conversely, the American myth (unlike the 

"SOv:iet one) flourished and continues' to survive, although oarguably not ";1 th 
1IJ' Il .. 

" 

the sue intensity or, theméS-..
D
' fiis would seem to~uggest that someth~ng .. 

J 

othèr than the propagand, campaign contributed to its longevi ty. Both 
.. 1(;. \1 

propaganda studies stress' the term "unofficial" 
-r 

~mportance of what they 

aetivities in influenc1ng the outcome of the 194~ 'eleCtio~s, àlthough in, 

1 
focusing ,on \ th~/ goverrment-sponsored campa-tgn they fail to analyse and, 

thus, relegate the. ' to a sort of 

aeriou.li COrisi4ered. 
, 

. '" 
res1dual category whose impact is neveï-

f, 

In addit1on, de,p1~' the1r conac1entious accounts of the U.S. , 
, ~_\-

9OYe~ent's objectivfS, <~ct1v1t1es;and appra1aal of ,ts own suceess ln 
\ " 

1nf~uenc1n9 Italian public opinion, ne1ther of these studies ever discusses 
" 

,tne situat10n tram a qroader ltallan per8pect1v~ by eons1dering any'~f the 

'n~r?u~ othe~ctor. ,whi~ ce~ta:nly contr1buted to an image of America 

v,bose 1apaet on everyday Ita11an life extended vell ~yond the polIs and 

der1ved trom a ~1de var 1 et y of 1nflu,nees and h1ator1eal tradition. Dy the 

'~,lyipoatvar_ per1çd when' th,-~propaganda caJlpaign vas tint begun~ in fact, 

it would be safe to say that. a popul~ conception of the United States, 
.. 

xed, vali vell eno,-,gh entrenclJed to enjoy a statua whieh vas 

r 

, , 
______ v _ __ ~ 
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" 
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,,' . 'QJe united States and ~aly in, the postw~ period 9 

almost folklor1c. 

, ' 

,> . -

In the context of postwar Italy (and undoubted1y a good dea1 of the 

" \ 
rest of the world at that time, as weIl), the American myth eould generally 

be def1ned as the way in which the United States" and "the American way of 
o 

tife" in parti~ular, captured the popular imagination and ultlmately 

'acqulred a pecUl1ar, si9n1ficance ot 1 ts own. From the 'European vantage 

point, J. Martin Ev,ns èonfirms that America had always symbolized forelgn 

n, 

hOpes and aspirations from the moment of ~t6 discovery but 

predlctably, usua1ly found unequal to expectations. 

America has been, sometlmes quite literally, the 
creation of European wishful t'hinking.. .. The same basic "( 

.. pattern of unreal1stic expectations followed by bitter 
disillusionment recurs Qver and over again in the records 
of European percêptions of America ••.. Throughout 1ts 
history, one could say w1thout too much exaggerat~on; 
America has been taken for someth1ng that it isn't (Asia, 
the 1deal state, the terrestrial parad1se, to nâme only 
the most obvious) and then accused of fraud when its true 
nature has finally emerged. The sheer weight of~idealism, 
which the New World has been forced Ito bear rom the 

"Flfteenth century ~o ~he Twentieth has virtually ensured 
that one of the Jteynotes in European wr~tings about 1t 
should be disenchqntment. s 

George Gllkey adds that, in modern Umes at 1east, 

was, 

the 

idealization/dfsi"llusionment cycle has probably been no more 'evident than 
, . \ 

\ 

. in Italy. Beginning towards the start of the Hilleteenth cent ury ;' 

increasing numbers Of'Italians 1eft 'thelr homelands for the promise of easy 

1 _ 

" 

, " 

" 

" , 

.. , 
j , 
L 

l 
l' 
! 

\ -~-
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riches in the Nev World. At a certain point, much ta the dismay ot bOth 
~ ~ 

governments invol ved, i t even appeared that the~ dr-i ve to malte one 1 s tor-tune 

in America vas nearly universal among Ital1ans and so tirmly ingrained as 

to be an impediment to Italian economlC development and soclal stability. 

In contrast to the dreary hoveIs, oppressive Iandlords, 
and malarial fields of the (Itallan) peninsula vere the 
opulence, treedom, and cleaner air of America. The fever 
to go ta America, .... e are told, s .... ept Italy. In the 
southern provlnce ot Calabria, an ofUcial testlfied in 
1907: "one is born wi th the idea ot 90ing to America; i t 
i6 a contagion that can not be resisted." The strongest 
infl uence of Amenca in Italy '" vas her appeal as the 
proml.sed land to the Italian peasantry. By the hundreds 
of thousands I taly 1 s peasants streamed to the ports in 
response to this calI.' 

Encouraged by advertising circulars tram prospective employers otfering 

hlgh wages and unl1mited opportunity and compelled by rampant unemployment 
.fr 

and the rigidlty of the Italian social hierarchy, young laborers lett the 

southern provinces in droves, 7 only t6 -be. disillusioned by the America they 

.... ere to eXRenence firsthand • In pursuit of "the American Dream," they 

.... ere destined to become "the Ital1an Pr-oblem," regarded by the mor-e tir-mly 

entrenched as a scourge ta be blocxed by restr;icti ve immigration quotas. 

The lllusion, however, perslsted (at least 
t-

in Italy) and continued ta be 

fed bath from overseas 1 by let ters from friends and relat ives in America 

.... hich often contalned money, and by returning nationals ("Americpni") who 

.... ere almost duty-bound to live conspicuausly as a gentrified sub-culture 

wi thin their former peêr group, .... ho no.... regar-ded them as successful 

America~ entrepreneurs regardless of their actual statua and experiences 

.... hile in the United States. These peaple helped both to in6tig~te and 

accentuate changing economic and social standards in .. Italy by thei~ OYO 

non-~onform1ty and to imply a principal American role in social 

t 



The Unite,9 states and Italy in the Post var Period 

amelioratlon vlthin Italian communities • 

.•. repa~rlates vho had lived away from home no longer 
shoved the trad1tlonal respect for the hereditary gentry. 
America entered the social struggle betveen the defenders 
of the old arder and the peasants. Dollars gave to the 
repatr1ates the means to invade the ranks of the 
landowners and to claim for themselves the amenities 
belonging ta that class. 1 

11 

Dy the early part of the TVentieth century, then, the Americani had begun a 

traditlon of bel1ef ln America as a land of unllmited possibility and 

unlversal opportunity, unlike Italy vhere class vas ancestral and presumed 

ta be lifelong, and were establishing a precedent for the favorable 

transposition of Amencan status ta Italian culture. These bel1efs, in 

t,urn, inspired among Itallans an avid follov1.ng of American nevs and 

culture, as vell as a popular desire to participate in them in arder ta 

experience the benefits such participation vas thought to convey. Thus, as 

Umberto ECO maintains in a recent essay tracing the roots of the American 

myth in Italy, an idealized vision of the United states ultimately led ta 

its being accepted as a "dream, vision, myth and model for the generation 

that grev up under Fascism."' 

The heavy exposure ta American culture vhich became part of the 

common Itallan experience reinforced the American national image vhile 

exertlng a profound influence on Ital1an society in more subtle ways, 'as· 

weIl. American literature vas extensively translated by Itallan novelists 

who vere also collectively developing their OYO school of realism, "as a 
means of breaking through Fascism's cultural isolation and of experienclng 

something of the artistic upheaval taking place elsevhere in the vorld."l' 

Apparently, the America di6covered by 11 terate ltalians during the Thirties 

was revered for its seeming.youth and innocence: the problems knovn ta 
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prevail elsevhere vere thought not to have had tlme to develop in the 

Unlted states. The American imag~, theretore, vas such that it vas almost 

perceived as being a younger, less evolved verBion ot European nations like 

Italy VhlCh nonetheless vas destined to follov a different course, having 

learned trom the mistakes of other nations and thereby able ta aVOld the 

pittalls they had fallen into. As Cesare pavese attested in 1947: 
;: 

For many people the encounter vith Caldvell, Stelnbeck, 
Saroyan and even old Levis revealed the first hint of 
freedom, the tirst suspicions that not aIl the cultures 
of the vorld vould end up Fasc1st •••. During these years 
of study, America vas not anotber country, a DeV 
beginning of history, but a gigantic theater vhere the 
universal drama vas enacted vith great sincerity.ll 

Despite the affinity Italians supposedly felt tovards this image, 

therefore, 1n a society vhere the .choa l system and mass propaganda 

allegedly celebrated only the ltalian civiliz~ion and 
, 

condemned mos t 

others, it remained (as Italo Calvino claimed) "an amalgamation of 

everything Fascism claimed ta negate or exclude."l2 America thus endured as 

an attractive symbal vhich vas rendered even more so by its ambiguity, 

being perceived as bath historica11y similar ta and politically different 

trom Italy. lndeed, ~lexander Deconde maintalns that during the Thirtles 

"the interest in American intellectual life vas an act of protest against 

FasClsm. The mere reading ot an American book ~as, to some, a symbolic 

revolutionary act, a form of personal resistance against the established 

order."l) Eventually, restrictions vere tightened to the extent that it 

became almost impossible, even for the initiated, ta keep abreast ot many 

developments in American scientitic research, literpture and popular 

culture. 1 • Despite this challenge, hovever, the pre-existing positive image 

of the united states vas certainly not completely destroyed. 
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Afte~~ var, belief in American superiority and prestige engendered 

a rebirth of popular interest in the United states. FOr a variety of 

reasons, English---repîaced French as the primary second language and 

American idioms even became commonplace in everyday Italian. In academic 

c1rcles, as vell, the merlts ot American lite and intellectual ach1evement 

vere routinely debated. In part, this sudden interest may have been linked 

vlth the increased distribution of Hollywood films, prObably the 

best-documented and, arguably, most influential exposure to American 

culture common to the majority of Italians. Despite the quality of their 

ovn neorealist films (and, ironioally, the prestige these films enjoyed in 

America), Italians strongly preferred thoee produced in Hollywood, or 

Italian facsimi~S thereof, because of their charactéristlcally optimistic 

themes and fl~ format. The "cult" of the wild West vas, in fact, at 

least as popular in Italy as in the united states, lnspiring any number of 

songs, _ llterary vorks and even an opera {Pucclni's La Fanciulla del 

West).l! As Deconde contlrms: 

FOr a vhile in the postvar years, it seemed as though 
Italians read only American poeks, saw mainly American 
films, ~ listened prlmarily to American records. More 
t~an any other people ••• Italians wanted to imitate 
Americans. 1 ' 

Hovever, despite historical interest in the United states and the 

vitality of its resurgence, there vere some detractors. Whereas sentiment 

vas reasonably strong and videspread that Americans vere Italy's "best and 

,most powerful friends, a people vorthy ~f stuQY and understanding,"l' many 

Italians held equally longstanding grudges against the United states vhich 

had stemmed from unpleasant tiret-hand experience, supposedly 

discriminatory immigration polietes, and the prejudices encourageà by the 
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Fascist regime. By this time, therefore, I1terature and f1lms about 

Amer1can society had to account for the usually frustrating experiences of 

those Italians vho had emigrated there, resulting in a sort of bittersveet 

rendering of the average Italian's dream of a land of easy vealth, tainted 

by personal experiences of those vho vere able to recognize this image for 

vhat it vas: an illusion elus1ve to Most and attainable by fev. 

perhaps understandably, th1s reserve of negative feeling vas 
, 

censidered vorrisome by American officiaIs vho vleved lt, in the presence 

of vigorous Socialist and Communist parties at a time preced1ng the first 

important national elections of the reconstruction period (1948), as a 

threat to the American objectives of rebuilding a market-regulated economy 

and of polit1cally allying the country vith the west, since Italy vas seen 

to have considerable strategie value in the struggle that the V.S. vas 

vaging against t~e Eastern bloc. Although evidence to support this 

supposed menace has never been conclusive,l' massive (indeed, 

unprece~ented) efforts vere undertaken to ensure its destruction.' U.S. 

government-sponsored activities, supervised by the Office of International 

Information and culture (OIC) vhich directed material to O.S. Information 

Service (US1S) offices in Italy, had begun as early as 1943 in preparation 

for the invasion of Sicily and included shoving and lending documentary 

films and film strips, , circulatlng press releases about American aid te 

l, 

--~---- -- -- ~-- --

.. 
1 0 
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ItaIy, establ1shing a network of "Amer1ean Information Centers" 
, 

(libraries), setting up photographie exhibits on the United states, 

overseeing special radio programs, and providing information to the Italian 

press _ and "opinion leaders" (nevspaper editors, librar1ans, writers, 

seientists, 1ntelleetuals, polit1cians, govern~ent off~cials and political 

groups),l' in addition to arranging academie exehange programs vith the 

United states. Immediately before the election, the o.s. also promised to 

sponsor Italian membership in the United Nations and to return the Tries~e 

region from Allied control, both popular measures to vhich the Soviet Onion 

vas publicly opposed. In addition, Communist votes vere discouraged more 

directly by the frequent reiteration 01 threats to prohibit su ch voters 

from entering the United stat~s and their ubi tious eompl,ement, the 

"Letters from America" progru, in vhich Italian-Americans vere urged to 

vrite to friends and relatives in Italy, extolling the virtues of the 

United states and advising them to vote the pro-American Christian 

Democratie ticket. The propagânda cupaign also capitalized on 

s1multan~ous extensive aid programs, advertising Ameriean contributions as 

they vere useq: street cars and busses bore placards stating that vithout 

Amer i can natural resources transportation services vould have been 

paralyzed, the pay envelopes of employees of American-funded work-relief 

projects and bread ration tickets vere stupéd vith notices identifying 

these necessities as American gifts and, l ikevise , household bills 

contained a notice that gas vas produced vith'free American coal. MOst 

visible vas a post office stamp vhieh caneelled 75 million lettera a month 

vith the vords, !lAid from America -- Bread and WOrk."21 

Sueh efforts undoubtedly vere influential in the development or 

maintenance of longstanding good feeling tovards the United states during ~ 
.' 

----~- -----
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the reconstruction and may, in tact, be one reason that Many political 

historians nov yiev postvar Italy's political affinities vith nonchalance. 

HOvever, given the historical precedent, it does not seem entirely 

surprising that prO-American sentiment should persist, nor unlikely that 

the officially-recognized propaganda campaign ahould have been only 

partlally responsible for its 10ngevity.21 ln addition to these 

government-sponspred activities, commercial advertislng, like film, may 

conceivably have played a significant role vhich vent vell beyond the sale 

of American goods in 1aying the foundations for and rein forcing the 

"official" campaign by creating a climate of opinion favorable to the 

American cause. 21 It is not'able that after a fourt'een-year embargo thé 

post-1945 period in Italy say a marked increase in f' the importation ,of 

American consumer products and -both a corresponding grovth of American 

marketing methods and the .reopening of American advertising firms to 

illplelllent them. American-assisted commercial development also closely 

parallelled the escalation of the propaganda campaign and a strong 

PrO-American feeling vhich manifested itself as a videspread interest in 

and frequent des ire to replicate the "American way of Life." ThuS, 

advertising messages vere at 1 ... t potentially complelllentary to Amerlcan 

propaganda and may, in fact, have been more influential than some of the 

other programs vhose prtaary goal vas to promote the American national 

image, since (at least t~ Italians) this image vas actually defined by 

Americans' opportunities to ~etermine their ovn destiny and to live in 
( 

unimagined luxury along the vay.23 Deconde actually attributes the allure 

of the American lifestyle .. lnly to this poss iblli ty of material 
./'\...-

possession. 

L Al though most Italians could not afford the luxuries of 

.'1 

l 
~ , 

i 



( 

( 

( 

The United states and Italy 1n the Postvar period 17 

the affluent society, they admired them -- big glossy 
cars, neon signs, movies, j~zz and rock-And-roll music 
blaring from jukeboxes, the countless gadgets - and 
technical competence of the American life. Most of aIl, 
the Italian8 envied the success for which these items 
8tood •••• Technological progres8 and social change, more 
than academic exchanges, made Ita1ian8 more villing than 
at any time in the past to accept doses of American 
popular cultere. Italy's young people vanted ~ sliee of 
affluence and saY opportun1ties at least ~o york tovarQ 
that goal. EVen in the backvard regions, they sensed 
that somehow ~hey might have a chance to taste a better 
life than their parents had known, a kind of life that 
they knev existed in America. This sense of hope, 
especially among the young

l 
accompanied the readiness of 

Italians to accept things Amerisan.Z4 

Commercial development thus helped to perpetuate the popular bellefs vhich 

had grown out of American efforts to recruit Italian labor and been 

perpetuated by the Americani, equating America~ life vith success. 

Increased exposure to American advertis~ng and consequent familiarity vith 

oommodities and thelr role ln American life then engendered a certain 

deaire for their acquisition as a means of becoming more "American" vithout 

having to emlgrate to the United States. 

The "side effects" of increased advertising activity, therefore, 

would seem to have a number of pragmatic implications relevant to the 

then-current political situation. First, the superficial information 

conveyed by advertisement6 about the nev availabil1ty of American goods and 

services Cand, consequently, the American Way of Life) to Itallan6 vas 
, 

consistent vith the propaganda campaign's basic message of the magnitude of 

the United States' contributions to reconstruction and Italy's economlc 

progresse Second, the same information served to document the desirability 

of the American way of Life while furnishing more precise details of the 

amenities vhich accompanied it, necessarily fostering pro-American 

sentiment to complement the material manifeatations of an aspiration 

... 

--.,...---------- -
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\ • C"l 
towards ~ericanism. Third, by promoting consumption, advertising had at 

... • 
least two beneficial effects from the American point of view: in addition 

to creating a new market for American products, it helped to shape Italy 

into a "consumer society" modelled on the United states by strengthening 

the pre-existing popular ident1f1catio.n of the "American way of Lite" with 

progress (or "The Good Lite") 1 to which consumption of American goods 

became a sort of initiation. This effect, vhich does not even enter into 

the postvar propaganda studies' peripheral consideration of "unofficial 

propaganda," is probably the most significant vith respect to advertising 

alone, the others serving only in conjunction with related phenomena (such 

as the political propaganda campaign) in a general, "public relations" vay 
J 

to enhance the image of the United states (for politieal and eeonamie ends) 

( 
rather than to directly ensure that its political and/or economic systems 

were ellulated. 

In other vords, by eneouraging cons Ullpt ion , American advertising May ----

( 

----_.~-_. --

have provoked more profound socio-political changes than would be derived 

froll a Mere promotion of a "positive" American image, although the 

desirability of this image vas vital to such a larger influence. It seems 

likely, In faet, that by fostering consumerism the United States vas able 
.----

to profoundly influence values at the "grass roots" level -ar\Q, 

consequently, to influence social structures and political institutions, in 

accordance vith theories advanced by several recent studies on the impact 

of lIIulti-national corporations in developing countries.~s Xarle 

Kordenstreng and Herbert Schiller, for instance, found their well-known 

book on international communications on exactl~ this principle: 

In eountries eonnected to and accepting the general 
principles of the international ~arket system, the'soeial 
patterns prevailing in the pover centers of the system 

--- "----".-~~-- $ .. 
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are replicated or created afresh peripherally, though 
modified by local conditions. The values, goals, social 
relationships, to say nothing ot the basic production 
relations specifie to capitalism, are reproduced, hovever 
much they may be filteren first through unique local 
experiences of hi.tory and geography .•.• Most of the 
(trans-national corporations) are only indirectly related 
to the mass media, b~t still they have a decis1ve role 1n 
determin1ng -- largely through advertising -- the content 
of media flovs and, consequently, the social 
consciousness prevailing in society, propagating the 
system's values and rein forcing its authority as the 
ultimate definer of issues. 2 ' 

peter Berger, Brigitte Berger and Hansfried lellner reach a sim1lar 

conclusion albeit in ,dUferent terms, spec1fically defin1ng the "values, 

goals, social relationships," and so forth, reproduced by commercial 

interests through the media as "modernity." 

The symbOls of modern1ty, and vith them the entire vision 
of the modern vorld, are"nct s1~ply diffuaed ln a 
haphazard manner. Often they are deliberately 
manipulated, for either economic or political reasons. 
In those areas of the Third world that continue to be 
penetrated by Capitalist enterprise, such manipulation is 
undertaken by advertising. It is not, needless to say, 
terribly d1fferent trom the manipulation undertaken by 
advertising in advanced industrial societ1es of Korth 
America or Western Europe. In ~he Thlrd WOrld, howeve~, 
it has a much greater impact becàuse it links up d1rectly 
v1th sometimes desperate expectations of a better life. 27 

<1 
In Italy, then, American adverUsing clearly served to document the 

terms of modernity as "American-nes8," which was in turn 1nherent 1n 

part1cular properties of the consumer goods which symbolized 1t. FrOI! a 

broader perspective, however, since its purpose was to encourage the 

,emulation of illustrated ways of lite, advertising ult1mately caused social 

patterns and values t~ become more like Amer1can ones, encouraged the 

production/consumption cycle which characterized the unitè~ ~tates and, as 

a result, helped to establ1sh Amer1can ~uthor~ty and potent1al control. 

" 
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Thi. in itself may be reason enough to re-examine the propa~anda studies as 

lacking an important area of 1nqu1ry and to begin to inves't1gate 

advert1sing campaigns launched in ltaly during this period. However, since 

most t~t1cal studles of propaganda also unquestion~ngly accept 

ad~ert1sing as but One variety of the1r object of 1nterest, its omission in 

applied studies such as those of American efforts in postvar Italy 1s aIl 

the more glar1ng. zl 

The follôving pages viII therefore explore the socio-political 

implications of advert1sements for American products ln Italy durlng the 

postvar years in arder to discover the1r potential (or actual) benefits to 

a prO-American propaganda campaign. The advertisements which will be cited 

throughout the text which follows in support of the hypotheaes presented Z' 

are selected trom a corpus of approximately five hundred ads for varioua 

products, representtng aIl of the ~erican products (or products clatming 

American qualities, which were not always Amer1can-made) advertised 1n five 

Italian weekly magazines between 1946 and 1955. These periodicals 

themselves vere chosen with an eYe for diversity, in. the hope of 

reproduclng the Amerlcan image as accurately as possible. The sample 
-

therefore consist~ of three popular mewsmagaz1nes from d1fferent publishing
j 

houses, of which one's conteri~ vas largely pictorial (Domenica deI 

Corriere), another focuased on enterta1nment and personallt1es (Tempo), and 

the third, t1rst published in 1950, introduced general-lnterest "hard news" 

(Epoca), as weIl as a woman's weekly whlch appeared in Italy onlyafter 

19t9 (Harie-Claire) and one for children (Corriere dei Piccoli). 
i 

, 
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eona1DlptiOll .. the Mer~can vay of Life 

.' . 
C-" 

In order to interpret American ad~ertising, whether in I~aly or the 

United states, ,one must have of the~ 

social climate in which 

at , least a rUdrent~y understanding 

it was engendere. I? other words, if the 

importance of these advertisements once exported abroad was their roie in 

replicat1ng American values ahd habits, largely as regards consumptio~, 
,. 

" 
then how were' American attitudes towards consumption representa'tive of the 

Americ~ stance towards lite, in gëneral? The necessity of consumption to 

American lite did not instantly spring into being in response to th: 

nation's manufacturing capabilities but, instead, developed slowly in 
f " 

response to ideological and institutional changes.' 

The so-called consumer culture, at least as it has been manifested 1n 
~ 

the united states, is characterized by a quest for leisure, compuls1vè 

spendinq and an emphasis on individual tulfillment. Needless to say~ such 

a society could neither spring ~p fully~ formed nor spread tbrough mere 

"infor\ional" advertising" 

ideological base. In the 

bUt had to develop from an appropriate 

United states, a number of religious, 

psychological and institutional changes took place near the beginning of 

the Twentieth cent ury to condition the environment for the advent of what 

would eventual'iy be recogniz~Q.. as "the consumer culture." 

Bince the turn ot the century, consumer goods had become increas~ngly 
, , 

,-

linked to popular notions of American lite. To Americans, "the American 
." 

Cl 
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way of LUe" referred aore speciU.cally to a standard of living than to a 

system of justice, ~spite the .nation's historieal commitment to political 

idéals. Deaocracy, the corneratone Qt ~he ADeriean judieial system, vas 

even perceived as .1nherent in consumer goods, vh1eh themselves vere seen as 

"egal1toar1an:" videly avallable, equally functional to o a11 vho chose to use 

them and, ultima~ely, non-compulsory." Most importanily, the two vere seen 
8 

as intertvined to such an extent that each v~s thought to be a means of 

preserving the other. In short, the appeal of the American W8y of Life vas 
-

der1ved fr~ cons~r 
, 

goods and, correspond1ngly, any hope 
~ 

for the future 

vas linked to the. as Vell. con~umption thus.vas bath a ~ay of impr~in9 
" 

the quality of life inaofoar as the goods it involved vere seem1ng1y 

dea1gned for sileh' purpose., replael'ng l'abarious practiees v1 th the 
. , 

1nstantaneousness of ooumod~ties, and a Deans of safeguard~ng democracy, 

sinee it~ .like voting, vas .een as a democratic aet al~oving aIl ci~izen~, 

regardlea. of facè, education or l reli~ious beliefs a chance to voice an 

opinion of sorts. 
", 

NOre 'specificiI,lly, the ~rise of the consumer ethic in the United 

states vas marked by the historical· coincidence of particular 
. 

circumstances: the establisn.ent of a national marketplace and the grovth 
• 

national advert1sing . media, the ellergence of a nev 

professional/Ilanaqerial elass vorktng vithin a strengthened ~nstitut1onal 

~ca.evork and their cultivat10n of vhat some have ealled a "therapeuttc" 
o 

eth0831 in response to the individual feeltngs of "unreality" assoetated. 

vith videspread urbanization, technologieal development an~ an apparently 

resultant yearning to experienee the ,"real life" vhieh vas generally 

believed to transpire elaevhere. Theae feelings vere direetly attributed 

to a perce! ved· loas of 1denti ty wh1eh, in turn, v.s thought to derive f~qm' 

\ 
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c 

the anonymity of the city, a 
<J 

supposed "lack of tirat-hand 
/ 

experience" 

resulting from the preponderance of processed foods and other ready-made 

good~oand, finally, a business community which was becoming increasingly 

dominated by large c?rporat1ons w:hose employees' jobs had become more 
, 
, _ r 

special ized and, cons-equently, less inter'''related but more' interdependent. 

Work, therefore, began increasingly to have more to'do with manipulating 
D,. 

people than things, while "success" was correspondingly defined by 

int~rpersonal skills and a?pearances (or "impression management"). The 
o 

need to con$tantly project a personal image rather than one's character 

contribut,ed to a "loss of selfhood" or, in David ,Reismanfs terme, a change 

-
from inner- to other-directedness as self image began to be determined by 

" the perceptions 

AIIIericans was 

/m.aSkS II or 

of others. 32 correspond~, the sel~magined 

either featureless and concealed by a wa/drobe of 

I>y most 

social 

fragmented an,d socially , constructed. Advert-tung , 

institutionalized these beliefs by its 0'010 acknowledgement of theDl, 

depict1ng 1ts audience as unfulfilled or ~nsecure and offering consumption 

as a means of self-expression, while social commentators played their own' 
, 

part 1n detining it as a cure for so~ial ills. 

Advertising's incorporation of both the therapeutic edict to relax 

and experience life to the fullest and the advice of 
, A" 

professionals on how 
. 

to do so led to the development of a social hierarchy dominated- byan 
'0 ,of \. 

emerging bus~ness, Or profesaional, class eomprised of social and medical 
- ~ 

scientists" as well as celebrities, who took on the advisory functions once 

tilled by the clergy. '.Social 'scientists, in particular, estab11shed a 

precedent for tbis're)iance upOn professional expertise largely because 

their own commentary on the plight of "ordinary" people ,established a 

h1erarchy in which 1 they 1 as "experts, Il wercé' distingu1shed from the public 

°v 
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they stud1ed a.nd their advice, correspondingly, given greater .... eight. 

In the United states, the chief remedy proposed by the profeS'Sional 

ellte .... as rest and relaxation as "rest cutes" and recollllnendattons to save 

personal energy abounded. sUbsequrt trend towards the advocacy of 

"letting oneself go" paved the .... ay for self-lndulgent consumption and 

contrlbuted to a denlal of the work ethlc, Slnce .... ork began Increaslngly to 

be seen primarlly as a means of acqulTing the .... here .... i thal ta create leisure 

.... hich, ln turn, .... as identified as happiness. However, the .... eakening of 

thls ethlc as we Il as the rellglous Ideals .... hlCh once directed Individual 
" 

behavior more compellln9 1y actually contnbuted to an 

individually-perceived lack of directIon and the .... idespread Indlvldual 

malaise which the therapeutic ethos proposed to remedy. ln other .... ords, 

.;Tl th the advent of the Industr1al Age, the old ideal (the Protestant .... ork 

ethlC) had to be "re-deflned ta accommodate the reall ties of a ne .... socIal 

organization. Whereas earlier ldeals had celebrated hard work, competltlve 

struggle and thrl ft as the keys to lndi vidual saI vat ion and the heart of 

Amerlcan achievement, such indlviduallty becaJl\e increasingly difflCUlt to 

realize in the face of a growlng emphasis on the collectlve galn. , As a 

result, the Amerlcan Dream emerged as a more "collectlvized" ideology in 

.... hlCh lit .... as acknowledged that socIal progress (notably ln the forms of 

OCien!" and educa~"as the .ey to soci.1 unit y and resultant ,"d"idual 

well-being. 33 

Especially during the "boom years that follo .... ed World War II i t became 
~. , 

usual for Amencans, lnspired by the revitallzati~rl of thelr own economy, 

the regeneration of pre-war family Il fe and the recent, spectacular and 

universally ackno .... ledged displays 'of technologlcal .... orld leadership, to 

vle .... the future as a time which must necessarily be not only profoundly 

'\ 
V 
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different from the past, but unden1ably "better" than the eras vh1ch had 

preceded 1 t. In the popular imag1.nation, the development and deployment of 

the atomic bomb had served as a metaphor for the socio-economic changes 

.... hlCh .... ere expected to occur domestically: j ust as science had vorked 

destructlVely for the good of mankind 1t vas capable of vorUng 

construetlvely tovards the same end. Ll.~evise, sinee the bomb served as 

both a source and a symbol of pover, pr1de ln a ne v- found sense of m11i tary 

and teehnologleal vorld leadership vas videspread and supported 

lnternatlonally. The "Technolog1.cal Age," therefore, vas heralded as a 
.p 

l 

fundamentally different era of transformatlon during vhich the already 

substantial achievements of previous generat'ions vould converge anâ acquire 

ne .... slgnlflcance because of more recent advancements made in SClence and 

education. 

In Iteeplng vlth these general ~liefs and folloving the success of 

J.K. G~lbral.th's book of the same name 1 it became popular to refer to 

America as "The Affluent Soclety" and to believe that permanent solutions 

.... ere belng developed for both soclal and mater1al problems. ThlS "Second 

" Industnal Revolutlon" meant that, broadly spea~lng, tvo determinants of 

sOClal posl. tlon, money and education, vere "'becomlng mOre un1versally 

ava1lable -- the former as a byproduct of teehnolog1cal development and the 

latter as l ts preconditlon. Thus, lt vas hoped that class distinctlons 

.... ould be more or less obliterat'ed as the mlddle class expanded to 

accommodate increasing numbers of professionals and ne.... stàndards of 

mater laI abundance 1 .... hi 1 e machl.nes replaced ursltilled laborers and 

tradl. tlonal problems became lrrelevant. As Richard Parker comments: 

Poverty .... as declared aD 
sal.d to be facing an 
educatlon and technology 

afterthought 1 and poli tics vas 
"end of ideology." Gains in 
and the grOyth of a nev class of 

L 
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managers and professionals vere supposed to be the f1rst 
steps toward an automated society where leisure, not 
vork 1 would be a burden. H ••• What poverty vas left, and 
vhatever inequal1ties might be. created by the shift to' 
automation, could be solved by a government administered 
benignly by liberal protessionals. l5 

Thus, hopes for a brighter future vere pegged to popular confidence 1n the 

developments of the present to bring 1t about. Widespread belief 1n the 

abil1t1es of the scientif1c community to improve the qual1ty of lite for 

aIl led to a corresponding fai th in the resul t6 of their l.nvestigations to 

be useful ln achieving th1s end. Just as commoditles, in general, vere 

credited ..,ah personal or soclal at tributes, therefore, those vhich vere 

ldentifled as new or innovative vere part1cularly appeal1ng 1n the 

opportun l ty they seemed to provide to acquire sorne vestiges of t,he 

scientific process and particlpate in its benefits. Advertising reflected 

these bellefs by "scLE:ntiz1ng" commodities vhlle sClence, in turn, became 

commodi fled. 

AS these "scientlfic" products came to be marketed abroad, vhere the 

mysteries of science vere augmented by their identiflcatlon as American, 

adve,rtisements helped to instill AIIIerlcan bellef5 about the properties of 

consumer goods vhlle reinforcing papular respect for American scientiflc 

development and the United states, in general. The ideology advanced by 

advertisements for AmerlCan products abroad was ,. not' contr1ved for the 

benefit of foreign audlences, therefore, but part of AIIIerican lite itself.. 

Since changes ln the popularly,.perceived value of goods had been taking 1 
place ln America for decades, a system of advertlsements designed largely 

by AIIIericans (or in imitation of an American model)3' to sell Amerlcan 

goods on the basis of an American endorsemeAt vere undoubtedly instrumental 

ln reconstructing Amerlcan beliefs abroad, vhere such a ne.., understanding 

i. 
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of the properties of goods necessarlly corresponded to changing definitionSt 

of social el~a~., values and, in short, of the dominant ideology. As stuart 

and Elizabeth EVen contend, i t \t'as precisely the identi fication of the 

American ~ay of Lite as a seemingly logical, mechanical and therefore 

"manageable" 11 festyle model vhich enabled the U.S. to establ1sh the Und 

ot influence lt came to enjoy abroad, partlcularly since these audiences 

had access only to images and impressions of this vay of life \t'hich \t'ere 

themsel ves controlled and managed. 

AS the domestic frontier \t'as closing, the United states 
embarked upon assembl1ng a \t'orld empire. surely such a 
directlon requ1red, in a reneved sense, a deep commitment 
to the ldea of a lIlanageable "vorld-machine." .•. It vas a 
"machine" that 1 in the name of etfecting a more pacifie 
home front, developed a publ ie face that duo\lOed the 
cold caleulatlon ot the mechanieal vorld-vie\t' -- at the 
same time pursuing it , internationally, vith a vengeance. 
The "machine," and particularly the decisive machinery of 
mass communieat ions 1 vould hereafter serve as the public 
champion of universal possibility and vell-being.)7 

The limlted Vlsion of American lite advanced by American advertising in 

Italy helped to establ1sh a hegemony of American beliefs about consumption 

from an already active interest in and general pre-disposi tion to admiPe 

the Unlted States. In so doing, it helped to create a sort of 

taken-for-granted "reali ty" in vhich the American Way of Li fe vas made to 

seem both natural and deslrable. The first phase of this "amencanization" 

process 'Jas therefore dependent on its creation (or perhaps accentuation) 

of the same set of tears, anxieties and expeetations as existed in the 

Unl ted States, coupled Vl th a simllar lack of faith in previous standards. 

The second \t'as i t6 depict ion of an ideal1zed vision of the Unl ted states i~ 

\t'hich these fears 1 anxieties and expectations had been reconclled and the 

th1rd vas to encourage the adoption of Amerlcan standards and solutions to 
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dally problems. 

Î . 

Advertlalll;/Pr0pa9anda and the Merlcan llIage ln Italy 

Advertisements for American products cOllUllon in postwar Italy played a 

significant role ln initlating such a process, largely by replication of 

the American vision of consumption and reinforcement of a pre-ex1sting 

posi tive 1mage of the United States. This seemingly "non-commercial" 

information, presumably neither regarded by lts creators as persuas1ve nor 

. by 1 ts receivers as contentious, expressed with1n these advert 1.sements 

spoke most clearly of the Amerlcan exper1ence and vas thus most likely to 

have contributed to the general effort of the propaganda campaign. The 

following chapters, therefore, will examine the features of the American 

image in Italian advertising and its role in promoting sales of parti'cular 

consumer goods and, ultimately, the American way of Lire abroad. 

Although the offlcially-constituted political propaganda campa1gn and 

1 ts Object! ves will be used as a point of departure 1n discussing the 

overall impact of advert1sements tor Amer1can goods, the purely 

administrative question of whetber advertising, in general, ls ln fact a 

variety of propaganda, lnsidiously masqueradinq as a beniqn and 

ideologlcally-vacant vehicle for commerclal information, or a "category" in 

lts own right, possessed of distinct qualitles, characteristics and 

( implications of its own will not be answered here. The objective of the 

present study 16 not, after all, to make sweeplng theoretical 

, 
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pronouncements from vhich future generations of research studies may cull 

categorical distinctions 'vith vhich to delimit othervise homogeneous 

phenomena, but to investigate a particular tacet of a 8et of circumstances 

(the commercial devel~pm~nt of Italy by American interests) vhich~vere 

ideologically meaningful and potentially important politically, given the 

concerns of the "informat1.on-providers" (as a national1ty) vith respect to' 

the "information-receivers" at the Ume. The government-sponsored, 

officially-recognized propaganda campaign is itself only peripheral to the 

present discussion, therefore, and the matter of tak1ng a defensible stance 

vithift)Propaganda theory irrelevant. The scope of this research is rather 

les5 avesome, being strictly confined to discerning the meaning of specifie 

ads common to the period and attempting to understand the vay they might 

have vorked together to influence both beliefs and action at the popular 

level during a particularly politically-charged era. 

Hovever, insofar as a concern for the propagation of specifie 

ideologies impinges upon the domain of propaganda research, th1s study 

attempts to be informed by the useful aspects of th1s li~erature vithout 

strictly adhering to a rigidly proscribed position vithin the theoretical 

debate oentering on the definition of the phenomenon itself, since in 

recent years the descript1ve concept "propaganda," variously grouping a 

nearly limitless set of communicative acts relative to considerations of 

utility (1ntent vs. effectl, content (informa~ion vs. persuasion), or 

"democracy" (hierarchical vs. interactive, "open" vs. "closed"), has been 

redefined, repositioned vithin the communications paradigm and even 

rejected as a useful analytical 

the Most general terms, then, 

category for communications research. 3 ' In 
or 

the greatest contribution propaganda studies 

have to otfer investigations of adverti.ing like this one is a result of 
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their common preoccupation vith persuasion, the driving force behind them 

both. Start1ng trom this premise, the study to tollow will first proceed 

to determine bov and of vbat advertisements for American good8 vere 

persuasive before attempting to assess their influence on prO-American 

fee~ing, social change or, more generally, the United states' propaganda 

Objectives in postvar Italy. 

In order to identify the ideological presuppositions inherent to 

advertisements promoting American products to 1talians and to recognize 

their sphere ot influence as being beyond buying behavior or even the 

popular definition of the American image abroad, atfecting popular 

perceptions of lite itself, it is theretore necessary to turn first to a 

more general examination of the vay advertising's meanings are conveyed and 

achieve credib1lity. In other words, one must consider the means whereby 

advertis1ng i8 persuasive,effecting some sort of attitudinal or behavioral 

change on the part of its audience. Since this 1s the feature that 

advertising shares vith propaganda and one vhich raises questions among 

some of its critics as to vhether advertising is really distinct trom 

propaganda or merely a nev name.for an already fam11iar concept, it May 

occasionally be helpful to turn to the propaganda literature for further 

explanation of the vay persuasive communications "werk." 

The first of the folloving chapters viII therefore deal extensively 

vith the pragmatic features of the American image, outlining its utility to 

advertisers in motivating desire for their products and to consumers in 

constituting consumption as a means of self~expression. This dual function 

viII be demonstrated as 1ntegral to the vay advertising, itself, 18 

( structured: building from an ideology of consumption wh1ch sees goods as 

bound to certain ways ot life from vhich they, in turn, der1ve value, thesè 

ru 



'. 
The United States and Italy in the roatvar Period 31 

vays of life, or lifestyles, are made to seem both attainable and, by 

virtue of their heightened visibility, even more a ttract ive. 
~ 

In this 

-~. instance, the symbolic value attributed to American consumer goods vas 

their apparent role in a lifestyle wh1ch, from the Ital1an perspective,' 

appeared to characterize a un1versally-rea11zed "American way of Life" 

which vas also ep1tomized in Hollywood films. From the advertisers' point 

of viey, the pre-existence of an American mystique, of sorts, vas 

advantageous in generat1ng ready-made interest for their products and a 

basis tram which positive and believable assertions about them might be 

made. TO the consumer, on the other hand, once impressions of life 1n the 

United states had been synthesU;ed and expanded upon by advertising's 

,depiction of selected aspects of 1t, 1t would have seemed a logical 

aasumption that the possession of these things ahould invariably enable one 

to live as their other owners did, given the central role purchasable 

• commodities played in these representations. Such beliefs are, in fact, 

the fundamental rationale invoked by advert1sements to justify consumer 

purchases ("the ideolO9y of consumption") and thereby serve the 1nterests 

of advertisers. Furthermore, since this ideology is so stronqly 11nked to 

self-image, its perpetuation actually seems to be' in the consuller's own 

interest. Finally, from the standpoint of the U,S. government's propaganda 

objectives, advert1sements also "sold" the Amer1can way of Lite by tirst 

document1ng its benefits, then present1ng it as more accessible than other 

alternatives might have seemed. 

Hovever, even this feature ahould not be unquest10nably categor1zed 

as propaganda, if that term is to be understood as a deliberate attellpt to 

( coerce, since belief in the superior1ty of the American way of Lite and 

\lnquest1on1ng fa1th in the promise of technolO9y vas by no lIeans an 
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exclusive creation of American advertisers and propagandlsts, nor vas thls 

outlook shared only by Europeans. In tact, lt undoubtedly vas the sincere 

enthusiasm of Americans themselves tor their ovn stock in lite and 

prospects for the future that made these advertlsements both appealing and 

effective. This structure of beliefs will be the tocus of thls study's 

second section, in vhich advertising's representations of an "ideology of 

progress" underlying the American commitment to industrialization and 

technology (and consequently apparent in numerous aspects of daily lite in 

the united states) will be examined and lts features detalled from evidence 

afforded by advertisements for the commodlties so intimately assoclated 

vith it. 

BUilding trom the glamorous illusions created by the Hollywood film 

industry, these advertisements developed an American image ln which allure 

vas more or less directly a result ot a scientiflc or technical stance 

tovards lite vhlch categorically incorporated manufactured gOOds. Thus , 

American strengths were attributed to only one set of underlying forces: 

scientlfic progress teamed with superior manutacturing capabllities' and 

i~pressive sales. once aga1n, thu image presented an appealing view of 

American lite vhich made its benefits appear attainable to non-Americans, 

lnsotar as they seemed to be less a factor of nationality than of habit. 

Such a warld-view was itself attractive because it denied Many differences, 

like class and nationality, vhich were already percelved to exist betveen 

people and to group them accordingly. Advertisin9, instead, offered an 

opportuni ty (cansumptlon) to be like Americans who 1 for a variety of 

reasons, were thought to enjoy a society in which social distinctions were 

neither insurmountable nor consequential, in the long run, since aIl of its 

members were depicted as enjoying nearly equal standards of material 

,j 

" 
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well-being. 

As a logical outgrowth of such beliefs, an Italian perception of 

American pre-eminence internationally would seem to be 1nevitable, since at. 

the time the united states clearly enjoyed an undeniable advantage over 

other nations in terms of scientific development (nuclear weapons), was 

admired for its leading role in securing an Allied victory and, furthermore 

(if advert1sements were to be believed), produced goods which were in 

demand the world over. Moreover, inasmuch as this last also stressed what 

seemed to be a sor.t of commercial philanthropy to complement 

widely-acknowledged American military and economic a1d 1t additionally 

enhanced this already-positive image of the United States. Ronetheless, it 

is the values and beliefs advertising advanced and their linger1ng 

importance in the broader realm of Italian culture wh1ch makes it Most 

intere8ting as an abject of investigation -- and Most likely as a type of 

propaganda 1n its own right. Generally speaking, it 18 the probability of 

such effects vhich would have been MOst beneficlal to U.S. propaganda 

Objectives at the time, given that the State Department's intent was DOt 

merely to improve the national imag$, prompting Italians ta think of the 

United states as an attractive place to live or visit
J 

or even ta as sert 

that Americans vere vell-lntentioned people. It endeavored, instead, ta 

make ltalians not onlyadmire the U.S., but want ta become~. l1ke 

AmeriCans, themselves. Having documented the characteristics and various 

attractions of the American image, therefore, the Feal potential of 

American advertising's impact on postvar Italy remains to be questioned. 

This, therefore, viII be tbe focus of the third section. o 

( Sinee advertising ia influential in reflecting the organizat1on and 

.. values of a society as weIl as effecting 80cio-political change vithin 1t, 

1 -
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AIIerlcan advertis1l\g had two l1kely 111J1ed1ate effects in postvar Italy 

vhich vould have allied it vith the stated purposes of government-sponsored 

propaganda. First, insofar as it described the standards of American life 

in an appealing vay, it vas another means of providing the "full and fair" 

picture of America the State Department v1shed to advance. This deliberate 

and seemingly commodity-der1ved image then modified previous notions about 

American life and contr1buted to nev, and" probably more explicit, 

defin1tions of "American-ness." Second, Decause this concept vas presented 

as spec1fically meaningful (or even useful) to Italians, it acquired 

properties vhich could be called mythical, if myth is to be understood, , . 
following Rosalind Covard and John Ellis, as "the logic by which .•• people 

conceive of and organise their relations to each other and the 

world."3' The "American myth," then, is more than an exaggerated belief in 

the respective povers of the united States and itf technology and must, 

iostead, be understood as the significance its image holds for others. 

Indeed, although Many have written about "the American Dream" at home (nov 

almost part of the national heritage) and the American image abroad, such 

beliefs do not invariaQiy ~ave the status of myth, but might instead be 

better understood as stereotypes. My th, rather, is stereotype vith' a 

purpose. 

As a preliminary step towards understanding the purpQse served by the 

images of America offered to Italians by the international advertis1ng 

industry, therefore, the study vhich follovs divides the problem of 

relat1ng commercial advert1s1ng to popular beliefs into three pr1mary areas 

of concern: advertising's appeal to the individual (its persuasiveness, 

credibility and resultant promotion of consumption, aIl of vhich are in 

turn founded on the lure of personal attract!veness and/or social 
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prestige), i ts 

group identi ty 

contribution ta the development of particular 

(which, ultimately, are transferred ta 

35 

notions of 

notions of 

nàtionality and national standing) and the role of these beliefs in 

establishing social control. From here, it will b~ possible to assess the 

role of advertising's images of American life 1n furthering the cause of 

~erican propaganda more acéurately. 
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1; See, for instance, the papers presented at the Fourth International 
Colloquium of the Inter-University Cen~er for European Studies 
ded1cated to "The Reshaping of Europe 1944-1949" held in Montreal on 
March 25-29, 1981 and nov collected in Europa 5:2, 1982. 

2. Early contributions to this literatu~~ vere made by H.S. Huqhes, The 
United States and Italy (cambridge: Harvard University press, 1956). 
MOre recent additions have been provided by Elena Age Rossi Sitzia, 
et al., Italia e Stati Dniti durante l'Amministrazione Truman (Milan: 
Franco Anqeli, 1976); Roberto Faenza and Marco Fini, G1i Americani in 
Italia (Milan: Feltrinelli, 1976) i John L. Harper, The United States 
and the Italian Ecopomy 1945-1948 (unpublished Ph.D. dissertation, 

Othe Johns Hopkins university, 1981); Alan Platt and Robert Leomardi, 
"American Foreign Pol1cy and the Postvar Ital1an Left" (political 
Science Ouarter1y 93:2, Summer 1978, pp. I97-215}i Simon Serfaty, 
"The United States and the PCI: The year of decision" 1947" iJl Simon 
Serfaty, Lawrence Gray, eds., The Ita1ian Communist P~rty: festerday 
Today, and To.orrov (westport, CT: Greenwood Press, 1980, pp. 59-74); 
and Giorgio spini, Gian Giacomo Migone and Massimo ,Teodoti, eds., 
Italia e America dalla Grande Guerra ad Oggi (Padua: ,Marsilio, 1976). 

3. Robert W. van de velde, The Role of United States Propag~nda in 
Italy's Return to P~litical Democracy 1943,1948, unpublished Ph.D. 
dissertation, Princeton University, 1954; William stuart Caldwell, 
The Organization and Operations of Allerican Inforll/ation and 
Propaganda Activities in Early Post"ar Italy, unpublished Ph.D. 
dissertation, University of Minnesota, 1960. 

, ' 

4. EVidence of the myth's continuinq role in Italian popular culture can 
he observed in sueh fUms as "Un AIIIericano a Roma" (Monieelli, 1953) 
and in many Italian popular songs. 

5. J. Martin Evans, America: The View FrOID Europe, San Francisco: San 
Francisco Book co., 1976, pp. 22-23. 

6. Georqe R. Gilkey, "The united States and Italy: Migration and 
Repatriation," Journal of Developing Areas II (1967), p. 24. 

7. See ibjd., pp. 23-35. These emigrants, ranginq in number trom thirty 
in 1820 to 3,150,000 betveen 1900 and 1920, but decreasing to 500,000 
in the followinq decades, were primarily men of 'peasant c1ass oriq1n 
(farmers, construction workers; herdsmen and voodsmen), usually (85%) 
fram Lucania and Calabria and between fifteeu. and thirty-five years 

old. " 
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8. ibid., p. 30. 

9. Umberto ECO, "Il Mod~llo Americano," .in La Riscoperta dell 'America, 
Rome: Laterza, 1984, p. 5~')P' My translation. 

;&.J,' "" 
10. Alexander Deconde, HalE Bitter, Half S~eet: An Excursion into 

11. 

Italian-American History, Ne.., York: Scribner's; 1971"p. 310.- ~ 

Cesare Pavese, l'Dnita, August 3, 1947. 
6-7. My translation. 

< 

Cited ln ECO, op. cit., pp. 

12. Italo Calvino in a 1~53 introduction to an anthologyof Pavese's work 
cUed in Eco, op. ciL, p. 6. My translation. 

13. Deconde, op. cit., p. 3U. 

14. Interestingly, although government control of the media came earlier 

15. 

16. 

17. 

~. 

19. 

20. 

/:m Italy" than in el ther of the other Axis powers, 1t was not the most 
extensiv~. Because his public image in the united States was 
initially npt disadvantageous, and because he was himsel f a devoté of 
American cinema (having pseudonymously ..,ritten numerous artlcles on 
the subject ln the critical press), Mussolini was relatively lenient 
in the restrictions placed On Amer~can med1a products, êspecially 
Hollyvood f11ms, which still accounted for 75% of the Itall~n mar~et 
by 1937 (See Jeremy Tunstall, The Media are American: Anglo-American' 
Media in the World, London: COnstable, 1977, p. 141). In addition to 
maintaining at least partial contact between the Italian populace and 
American culture, this tolerance was probably good public relations, 
mak\ng his government seem less restrictive, more objective and less 
threatening to Italians while &ncouraging Americans to think of the 
country as "not rea-lly Fascist" and to adopt more benevolent pglicles 
during the occupation. 

See De conde , op. ci t" p. 313. 
0 

ibid., • p. 315. 

ibid., p. 316. ,\ 
'-

In fact, its likelihood was probably greatly exaggerated. Fe~ recent 
studies of Italy duripg this period taxe the 'possib1lity of' 
Socialist/coJJ\m~nist victory very seI:'iously and at least one study ,>, 

undertaken at tne time (P. Luzzato Fegiz, "Italian Public Opinion," 
Public Opinion Quarterly 2, spring 1947;' pp. 92-9~) concluded that 
the predominant feel!nQ was prO-American. 

These act1vities essentially continue th;ou9~ the p~esent time, after 
having reached p~om~nence in early 1948 with supplemental poster 
campaigns and ..,indo.., displays'. ., 

-!'l 
See Caldwell, Op. cit., and van de velde, op~ cit., for a more 
detailed descr1p~ion of thëse and related açt)vities. 
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21. Indeed, there lS even sorne eVldence that, ln the long run, the 
propaganda methods employed by the united states ln rtaly had a 
negatlve effect on the popular lmage of Amerlca because they were 
seen as patroniZlng and lnadequate. Speclflcally, Itallans had 
di f flculty rational iZlng the dlscrepancies bet .... een the over ly 

,simpllstlc images presented by the Amerlcan government to the Italian 
media and the actual conduct of AmerlCan polltical leadership and 
.... ere partlcularly offended that the U.S. seemed to make no eJ:fort to 
explaln them. See J.A. Raffaele, "United States propaganda~broad: 
Sorne Notes on the USIS ln Ita1y," SocIal Research 27:3 (Fall 1960), 
pp. 2tJ-294. 

22. The value of such "climates of opinion," "pre-propaganda," 

23. 

24. 

25. 

sUb-propaganda," "faCl11tative communication," etc. to formally 
conducted propaganda campaigns has tradltlOnally been part of most 
studles of propaganda. For examples, see J.A.C. Bro .... n, Techniques of 
PersuasIon: From Propaganda ta BralnwashlDg, (Baltlmore: penguin, 
1963); Jacques Ellul, Propaganda: The FormatIon of Men's Attitudes, 
(Ne .... York: Knopf, 1965); George N. Gordon, PersUasIonJ The Theory and 
Practice of Manipulatlve Commun l catl on , (Ne .... York: Hastings House, 
1971); and L. John Martin, "Effectiveness of In~ernatlOnal 

propaganda" ln Heinz-Detrich Fischer and John C. Merrl1l, eds., 
InternatIonal and Intercultural CommunIcatIon, (New York, HastIngs 
House, 1976). 

In addltion, it should be noted, advertisers themselves have spoken 
out ln tavor of a m~re commerClally-oriented approach to the 
promotion of the American image abroad WhiCh .... ould draw from the 
flndlngs of advertislng ,theory. In 1970, several executives were 
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intellectual elite p.nd ignored the "man on the street" advertising 
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climate for AmeriCan expanslon abroad (see Armand Mattelart, 
~ultinationa1 Corporations and the Control of, Culture, Michael 
Chanan, trans., Atlantic Highlands, NJ: Human~tles Press, 1982, pp. 
238-2.39). 

Deconde, Op. CIt., pp. 300-301. 

For lnstance, see Mlchael H. Anderson, "An Overvlew of the Wide 1 Wide 
World, Of Advertlslng and the 1 Ne .... World Information Order 1 Debate" 
(paper presented to the Assoclation for Education ln Journallsm, 
Houston, Texas, August 1979\; Peter Berger, Brigitte Berger and 
Hansfned Kellner, The Homel ess Mind: Moderni zati on and 

ü ConSCIOuSneSs, (Ne .... York: vintage, 1974); Herbert 1. Schiller, 
"Madlson A'Yenue Imperialism" (In Comml.mication in International 
Politics, Richard L. Meritt, ed., Urbana, IL: Univ. of Il11nois, 
1972) and Communication and Class Struggle' 1 (~rmand Mattelart and 
Seth Slegelaub, eds., Ne .... york: l.pternational General, 1979). 
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26. Karle Nordenstreng and Herbert 1. Schiller, Natlona1 Sovereignty and 
International Communications, Nor wood , NJ: Ablex, 1979, pp. Xil-ix. 

27. Berger, et al., op. cH., p. 143. 

28. George N. Gordon, for instance, discussing the division of persuaslve 
communicatlons into sub-categories of propaganda and advertiSIng from 
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persuaslon IS succinct and unequlvocal: "PersuaSlon Itself became 
industrlalized ln the world of commerce and called 'advertisIng,' in 
the world of ldeology lt was known as 'propaganda, , and ID the world 
of schoollng i t became 'Cl t lZen6~lp education,'" (Propaganda: The 
Theory and Practice of Manipu1atJ ve Communlcation, New York.: Hastings 
House, 1971, p. 72). However, and perhaps surprlsingly glven the 
seemIng homology of advertIslng and propaganda, advertlslng lS seldom 
if ever considered as a propaganda type ln l ts ovn rlght. For 
lnstance, bOOk.s on lnternational communicatIons and propaganda 
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television, film, 'iiterature, librarIes, educational programs and 
tourlsm, but never advertlsing. 

29. AlI translations are my own. 
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t lme when l t amended woodrow Wil son' s f amous Four Freedoms WI th one 
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31. See Chnstopher Lasch, Tbe Culture of Narcissism (New York.: Norton, 
1979) or T.J. Jackson Lears, "From Salvation to Self-Realizatlon: 
Advertlslng and the TherapeutIc Roots of the Consumer culture" in The 
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(Rlchard W. Fox and T.J. Jackson Lears, eds., New York: pantheon, 
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34. Richard parker, The Hyth of the Middle C1ass, New York: Harper and 
ROw, 1972, p. xv. 

35. Ibid.,p.20. 
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Imitate ... ," 'Printer's Ink, Feb. 9,1945, p. 38) demonstrated that 
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illustration vas American by display1ng blatently s1milar ads for 
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37. stuart Even and Elizabeth Even, Channels of Desire, Hew York: 
MCGrav-Hill, 1982, p. 32. 
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·~rlcan-ne •• • .. Eacbange Value an4 Life.tyl. MOdel 

Underlying this reading of postvar advertisements, in vhich certain 

products seem to have been m~de more desirable by virtue of specifie 

properties .... hich identifled them as "American," is Marx' s distinction 

bet .... een "use value" and "exch~nge value:" a basic understanding of the 

properties of goods themselves as being related to the satisfaction of 

consumer needs either by their utility, or perform~nce, character1stics 

( 

(i.e., Wnatural W properties or use value) or by qualities vhich May make 

them .oc1ally desirabl~ .... lthin the context of a c~pitalist society (i.e., 

Wlabor-created W properties or exchange val ue) • Exchange value is neither 

related to use value nor even an 1ntrinsic property of the commod1ty, but 

acts instead as an indlcator of social relations betveen consumers. 

Speclf1cally, 1n Marx's ovn .... ords: 

,;'( 
The mystery of the commodity torm ~s simply this, that it 
mirrors for men the social character attach~ng to the 
labor products èhemselves, mirrors 1t as a social natural 
property of these things. COnsequently, the social 
relation of the producers to the som total of their ovn 
labor presents itself to them as a social relation, not 
bet .... een themselves, but betveen the products of their 
labor .1 

Any object's primary status as a commod1ty 1s determined by and 

1mpl1es ezchange: 1ts ava1lab1lity to select individuals ~nd its scarcity 

to others. Exchange being s1multaneously the moment of social contact 

betveen buyer and seller and material tr~sferenca, 1t is also the point at 
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vhich social value becomes material and quantifiable (i.e., the point at 

vhich exchange value i8 both created and meàsured). In other vords, the 

process of exchange establishes relations betweèn the labor products 

exchanged (their exchange value) and, consequently, between the1r 

producers. Thus, "social relations connecting the labor of one private 

individual (or group) vith the labor of another, seem to the producers, not 

direct social relations between ind1viduals at york, but vhat they really 

are: material relations betveen persons and social relations betveen 

th1ngs. "2 At the moment of exchange, then, aIl commodi t 1es acqu1re aoc1al 

value vhich enables them to be compared to others, regardless of vhether or 

not they can actually be ua.a for similar purposes. 

The commod1ty's dual value 1s not particularly signifieant until the 

market becomes extended: both goods and their producers proliferate to sueh 

an extent that there is competition between a number of producers of gOods 

vith identical use values vhile consumption levels remain finite (as in 

postvar Italy, vh1ch was more or less inundated with foreign goods without 

a corresponding rise in the buying power of its citizens). At this point, 

it must be implic1tly acknowledged, as goods are necessarily produced vith 

regard for potential exchange va~ue thenceforth. In other \lOrds, the need 

to differentiate betveen products does not really exist until manufacturers 

have the ability to p~oduce beyond existing demand, as did American firms 

vhose products and/or applications thereof were initially unknown in Italy. 

It 1s only when supply exceeds demand that manufacturers feel a need to 

advertise in order to 1nform the public not merely of the existence of 

goods, but of differences between these products and their competitors 

which might then be portrayed as advantages. Therefore, assuming such an 

~xtended system of producers/consumers, the insignificance of use value as 



a factor 1n commod1ty preference, and the consequent growing importance of 

exchange value in both production and consumption, a tendency to promote 

exchange value at the moment of consumption would appear to be inev1table. 

In this instance, the exchange value attributed to American products was 

their very "American-ness." 

In practice, modern advert1sements 3 'really present exchange value ln 

the form of a variety of des1rable 11festyle modela through deliberately 

created product "images," particularly vhen the advantages of a part1cular 

product'a use and 1ts d1fferences from similar products are unclear. Such 

litestyle modela serve not only to a~sert the product's worth relative to 

other objects of pre-established value, but to incorporate the consumer 

into the value hiera~hy as weIl, equating the social vith the mater laI by 

portraying the advertised product in context vith valoriz1ng artifacts, 

often in such a vay that its consumptlon by desirable and/or dellghted 

individuals (who May or May not be depicted) ls implled. In so doing, the 

advertisement enèourages the consumer to empathize with or envy the 

product's user and to believe that he/she can become more like him/her by 
, 

consuming in a like manner 4 Thus, as Judith Williamson and a number of 

feminist crltics of advertis1ng argue so convlncingly, the exchange value 

being promoted 1.& clearly some sort of pre-fabr'1cated personal identity. 

Advertisementa are selllng us somethlng else besides 
consumer goods: 1n provldlng us vith a structure in vhich 
ve, and those goods, are 1nterchangable, they are selling 
us ourselves. And we need those selves. 5 

Advertising, then, "works" insofar as desirable huaan qualities are 

projected onto commodities, conferring either,socialpstanding or personal 

ident1ty to their consumers. 
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Address1ng us 1n our pr1vate persona ads sell us, as 
vomen, nqt just commod1ties then but our personal 
relationships in vhich we are feminine: how we are/should 
be/can be a certain feminine woman who se attributes in 
relation to men and the fam1ly derive from the use of 
these commodities.' 

45 

In short, a host of qualities (such as love or sexuallty, for instance) 

vhich are aspired to in interpersonal relationships, and consequently , 

advantageous in terms'of both prestlge and self-esteem, are presented as 

being for sale .al though they are not intrinsic properties of the 

commodities belng solde 

In lAal y (as in the united states, espec1ally during the postwar 

era), the attractive personae affiliated vith certain commoditles as part 

of the "user community" frequently were Hollywood movie stars whose 

attributes were weIl documented by the many American films which then 

enjoyed international distribution. One of the most obv1ous instances of 

this practice 18 found in ads for beauty products endorsed by American 

movie actresses. Lux soap (f1g. 1.1) was marketed for years both in the 

u.S. and abroad with variations of the slogan "Rine stars out of ten prefer 

1t 1", accompan1ed by a picture of and "personal message" from such noted 

and 9 l amourous women as DOrothy Lamoùr, Joan Bennet t, Hedy Lamarr, 

Elizabeth Taylor and Zsa Zsa Gabor. L1~ev1se, Max Factor featured Ava 

Gardner, Shelly Wlnters, Esther Williams, Arlene Dahl, Lana Turner, Rita 

Hayworth, veronica Lake and Ôthers vhose beauty vas credlted to the use of 

the product they endorsed. EVen less subtle vas the frequent depict10n of 

blonde vomen in seduct1ve poses with captions such as American Atric-Oil 

Method 6's "You'll be lUte this too" (fig. 1.2), promising that the product 

inevitably transformed its user into an approximation of the popular ideal 

(the depicted model). Withln the system of Italian advertislng, then, 
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products claiming an-~erican" exc:hange value promised to malte their users 

more like individuals they admired and, as a result, implied consumer 

participation in a way of life already ltnown to an elite group: the "user 

community," which was, in this case, made up of the inhabitants of the 

United states. Thus, the "American-ness" of the commodity, which here was 

usually defined by the positlve connotations of personal attractiveness and 

prestige conferred to i t by members of the "user community" and at tested to 

by the geographical circumstances 1ncldental to lts manufaetur~ and 

advertised use, was presumed to be transferable to the consumer, thereby 

heightenlng his/her own "desirabllity" or status. In addressing aIl 

members of the audience alike as consumers, advertisements tend to 

obliterate many pre-existing differences between them, regrouping them as 

"users" and "non-users" within advertising's own system; which does not 

always recognize the merits and shortcomings of its audience members which 

mlght otherwise be acknowledged. part of the exchange value advertisements 

attribute to the commodities they represent, then, is participation in a 

"user community" in which other indicators of social standing (such as 

education or ancestry, for example) may be ignored or overcome. 

Thus, the values presented within advertising relate to the world 

itself, idealizing it as a potential paradise, the non-attainment of which 

could only be due to an indivldual's failure to consume "appropriately." 

As one contemporary cr1tic comments: 

Consumerism has become a kind of ideology in 1ts own 
right: an apol1tical egalitar1anism founded in our common 
statue as "consumers" ana-whose central demand is value 
for money.... In their imagi$tic elaborations, symbol1c 
.ds absolutize this consumer1st matr1x into a full vision 
of a worl·d without work, social conflict, or indeed any 
socially negative aspect at aIl.' 

y 
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In advertlsements for American goods, of course, this depicted vorld bec~e 

increasingly accepted as an accurate representation of the United States, 

adding further credibility to 1ts reputation as a 'land of opportunity. 

( Significantly, the expression of this utopie verld-viev by the 

deplction of equally ldeallzed user lifestyles ls far from coincidental. 

The objectives listed by practitloners in the creation of a product image 

reflect just these concerns, specifying that not only must such images 

dlstinguish products trom th~ir competitors, but that these commodities, 

themselves, must be established as necessary to "the good life" ,and 

therefore objects of deslre in their ovn r1ght. The elimination of 

unpleasant characteristics of the real vorld, familiar to the audlence 

through lived experience, 15 obviously not sufficient to this end and must 

be supplemented by product attributes vhich are compatible vith the 

consumer's notions ot happiness and/or satisfaction and, thus, complement 
'. 

his/her personal aspirations. consequently, ~ch concerns are duly 

emphasized by advertisl~g textbooks vhlch, in turn, are of prlmary 

importance in determining the structure of subsequent ad campaigns. Tvo of 

these, for instance, specifically direct interested practitioners to heed 

the consumer's personal ambitions vhen designing ad campaigns by advising 

that: 

The task of marketing ls that of making goods recognized 
as psychologlcal things symboliC of social patterns and 
strivings.' 

~An advertiser may teel that he can best sell his/her 
l'product if he can get the consumer pqblic to think of it 

in a particular vay. For exzmple, he May decid~ sales 
can be increased if the product is given an aura of 
prestige, is associated vith "fine living," and i8 made 
synonymous vith top quality. A campaign May he developed 
to create such a product image in people's minds by 
alvays presenting the product in association vith objects 

L 
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or symbols that repreaent the desired characteristlcs.' 

Advertislng's aim, therefore, 16 generally to replace real-life 

experiences, and their disappointments, vith images of commodity-mediated 

happiness and satisfaction. 

Following Tibor Scitovsky's thesis that happiness ls determined by 

relative criteria such as social status, vhich by lts very intangibility 

May easlly be conveyed by the allusions of advertisements, rather than 

specifie ones such as income, a condition of daily 11fe,lO a recent study 

by Stephen Kline and William Leiss indicates several parametérs of 

satisfaction: personal status, prestige of occupatlon, novelty and comfort. 

There are four dimensions. First, there is empirical 
evidence that people derive satisfaction from status 
itself, that is, from relative social ranking or 
interpersonal comparisons that occur at any income level. 
Second, satisfaction is derived from work, but again 
largely ~s a function of the relative income and 
"prestige" attributes of a particular job in the social 
hierarchy. Third, satisfaction correlates positively 
vith novelty in one's experiences, but our own culture 
tends to standardize experience and progressively reduce 
novelty. FOurth, material progress ie translated 
primarily into increasing comfort. 11 

A4vertlsements incorporating positive lifestyle models, implying product 

consumption as a meane tovards their emulation (i.e., consumer 

satisfaction), therefore mlght be expected to have in common a 

representation of certain of these attributes, desirability being 

determined on an individual basis according to the nature of the consumer's 

needsjvants. 

Within Amerlcan advertisements, vhere the details of 4 particular 

AmeriCan lifestyle vere already part of popular knovledge about the United 

states, these qualities vere- often deliberately emphasized through 

\ , , 
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references to the habits of American movie stars. In terms qt personal and 
.1' 

professional prestige, these individuals vere unsurpassed in their beauty 

and celebrity, the luxury vith vhich they surrounded themselves, and even 

for ~he seemingly everlasting succession of the younger, more beautiful and 

'more flamboyant vho eventually replaced them. The novel ty dimension vas 

even more successfully supplied by the scientific aspect of popular be11efs 

abo~t the American way of Life alluded to in scores of advertisements vhose 

text began "Rev!", "Latest NevS!", "Sensational Amer1can Discovery!", 

"Latest Findl.ng of American Scientistsl", etc. Thus, because of 

pre-existing belief in a high American qua11t9 of l1fe, lack of evidence ta 

the contrary, and occasional explicit comparisons of ordinary Amer i can 

citizens ta HOllywood stars, the strata of American society vere 

increasingly perceived as homogeneous: it seemed that aIl enjoyeq a nearly 

equally high standard of living. 

Advertising's attr1butl.on of commodities vith "desirable" exchange 

values 1s also corroborated by the fact that it 1s recognized as, a 

"strategy" to be employed by practitioners in des1gning advertising 

campaigns. popular advertising textbooks 1nclude the creation of a 

recognl.zable "product image" among techniques to be u8ed ill achiev1ng the 

( campaign's prlmary goals of, first, making the use of a particular type of 

product desirable (or, in some cases, acceptable) and, second, of mak1ng 

0. 
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one br and of this type preferable to others vith,the ultimate aim of 

increasing its sales. 

Most important in asserting the advantages of one product over those 

of its competitors is, of course, a brand identity. Advertisements of a 
o 

particular' brand must si tuate 1t vi thin th~ parameters of desirabill ty 

vhich identify the product-type as a vhole (the product lmagé) but imply 
r. 

its unique qualifications ln some facet .... of that image (the brand image). 

In practice, this involves the promotion or creation of vhat advertisers 

refer to as the product 's .. unique se lling point:" some fact!;'r, . hovever 

intangible, vhich can Qe cited as the crit1cal dlfference betveen it and 

its competitors. Since there vere undoubtedly instances of qualltative 

similarlty betveen American and non-American products, from a pr~gmatlc 

point of viev the chief respons~bility of American advertisers vas to 

41ff~tl.te betveen their pr09ucts and others on the market, just as 

contemporary ad~ertisers in decidedly more developed markets must 

distinguish their products from the field of their competitorS. Tc quote 

Williamson once again: 

It i6 the first function of an advertisement to create a 
differentiation betveen one particular product and others 
in the .ame category. It dces thi6 by providing the 

. product vith an "image. .. • • . There are no natural 
distinctions betveen most products ••.. The limit6 of 
ident1ty are chosen arbitrarily, it is clear •.•• 
Obv10usly there are products vith special qualities or 
particular uses, but these do not usually need extensive 
advertising campaigns: the bulk of advertising cavers 
exactly the are as vhere good8 are the same\12 

Thu8 , the commodity, Qr in this case primarily the Amèrlcan 

commodity, i6 "negatively" defined aCC~~ding to its relationship tof the 

"product system" as a vhole: in other words, as vhat it 1s not, rather Ithan. 

"positively" for vhat 1t i8. This can best be understood , as williams n 

"'., . 
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(] " explains, as a sort of "reverse totemism:"13 rather than merely using 

objects to \~lcate social relations be~weén p~Ple, distinctions existing 

ln social mythology are used to create similar distinctions between 

products. Advertisin9, according to such a definition, mlght then be 

understood as both "totemic" and 
\ 

"reverse totemlc," 
<. 

Sll'lce 
. 
the 

differentiation process works in both ways simultaneously. Unlike true 

totemlSl!,I, which refers to i'deologïcal relations between natural and 

cultural systems, advertising "totemism" unites two cultural systems: the 

social structure and the system of advertised proqucts, WhlCh are defined 

by the perceived social status of the people who use them. Therefore, 

rather than being based on natural propertles, as in true totemism, or on 

class d~stinctions derlved from labor, the social ~tructure built from the 

ldeology of consumption is, in a cir'cuitousfway, based on itself, insofar 

as it dictates both social status as a benefit of material possession and 

the relative value of goods according to~heir respective functlons in 

llfestyles of differlng prestlge.' 

The system of brand/product images ~s difficult to reconstruct ln the 

Italian sam~le, since American m~nufacturers had very little competition 
. 

(and in many c~ses only from the pseudo-American). This is partly duè to 

the fact that Italian industry was not well enough establisned at" the Ume 

to seriously threaten American market 
1 

dominance, while other foreign 

-manufacturers were likewise' disadvantagéd ~Y national reconstruction, 0 ~ 

attempting to r~plenish supplies of consumer goods with a 
.'" 

reduced la~r 
-;: 

force and depleted financi~l, technological and natural resources. In 
#i< 

other words, whereas American lndustry was capable of producing goods 

-
beyond the capac~ty of the domestlc market to consume them {and, turther, 

'/ ' 

was 1ncl1ne.s to do 50 in order to absorb a r~turning lab'or force of' 

o 

\ 
~J 

~\ 
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< .-ex-GI 1 S), thlS could hardly be a. pnonty for European nations. ln 

addl bon, as Stephen Hymer polnts out, Amerlcan lndustry .... as prl vlledged 

lnternatlonally because of a varlet y of factors .... hlCh characterlzed l t 

domesbcally. 

) 
D.S. corporatlons began to mOVe to fore1gn countnes 
almost as saon as they had completed thelr ,contlnent-wlde 
1ntegratlon. For one thlng, thelr new admlnlstrative 
structure and great f inanclal strength gave them the 
power to go ~broad. In becomlng nat10nal firms, V.S. 
corporatlons learned ho .... to become 1nternatlonal. Also, 
thelr large Slze and 011gOpol1stlC posit1on gave them an 
l ncen t 1 ve . Dl r-ect l nve !>tmen t became a ne .... weapon ln 
thelr arsenal of olrgopol1stlc r1 valry. Instead of 
)01n1ng a cartel (prohibl ted under V. S. la .... ) , they 
invested ln fore1gn customers, suppliers, and 
compet1tors .... Sorne .... ent abroad slmply to forestall 
compet 1 t 10n. l 4 

ln terms of lnternatlonal commerc1al development, the Unl ted states also 

had sever-al other unlque advantages. The extent and V1Slblllty of Amencan 

econOmlc ald abroad reflectedrSltivel~ on the nat10nal 1mage there whlle 

" also encouraglng forelgn consumptlon of American goods more d1rectly elther 

by promot lng ,necessary econom1C Vl tall ty, or by lntroduclng Amencan 

methods and mach1nery to be maintalned or supplemented.-'àt a later date by 

the acqulsl tlOn of compat1ble (l.e. 1 American-made) technology. 
" 

In addl t ion, American manufact urers W'ere prl viledged ln foreign 

mark.ets çecause of the1r famtl1arlty rth the relatively advanced marketlng 

technlqjeS developed domestically and stlll not .... idespread else .... here. 'The 

,Ital1an mark.et W'as therêfore less competitivè than {'he Amer1can one, both 

beëause European manufacturers .... ere relatlVely less promlnent than the1r-

Ainerlc,an counterparts and because, even among Amerlcan producers 1 there .... as 

less chance of rlvalry bet .... een brands,' of the same product type. Not 
o 

surpnslngly, AmerlCan- manufacturers who exported to Italy W'ere also among 
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the most successful on the domestlc market. Therefore, few of their 

competltors there were as able to enter forelgn commerce. consequently, a 

mere assertlon of "Alllerlcan-ness" 'Jas more or less sufflclent as a 

product' s brand identlty. As AIIIerlcan goods became lncreaslngly 

'Jell-accepted and Itallan manufacturlng capabllltles greater"manufacturers 

of Italian brands attempted to 'Jln consumers from the Amencan competltlon 

by adopt lng some aspect of the domlnant American brand lmage as thelr own 

50 that, at least temporarlly, the product lmage, as 'Jell asora great number 

of the brand lmages WhlCh compnsed l t, was also A1nencan. There 'Jer-e many 

of these "copycat" br-ands, most of VhlCh, llke Itallan-made Col Vento 

perfume 'Jlth lts "Vla Col Vento" ("Gene with theW1nd") campalgn of the 

late Fortles, 1n1tlally chose to explolt HollywOOd's lnterpretatlon of 
e 

Amer- 1 can l sm. Velluto dl Hollywood ("Hollywood Velvet") po'Jder (fig. 1.3), 

for- lnstance, manufactured by the Pilgller1 cosmetlc company, not only 

approprlated the image of American film stars, but .... as only able to do so 

after Max Factor had been successfully promoting sl.mllar products ln 

essent lally the same 'Jay for at least a year-. -.... The Max Factor campa1gn 

featured slogans wh1ch cla1med these cosmetlcs as the favorite (or 

essent laI) beauty product of AIIIerlcan stars, supported by plctures of the 

actresses 'Jho ver-e ta be assoclated 'Ji th 1 ts use, rei terat lon of these 

<claims vlthin the text, and the brand name itself, 'JhlCh was always prlnted 

as "Max Factor Hollyvood" (hg. 1.4). The Paglietl ads, on the other- hand, 

featured glamourous, but anonymous, 'Jomen vhose charms were attributed to 

the face powder, alludlng more overtly to the transformatlon which the 

ptoduct '5 use should bring about. Max Factor prOducts, being "the real 

thing" were created "for the Stars and for you" (the notlon bel.ng that the 

consumer vas pnv1leged to be included in an elite group) whereas the 

, - - ---. -------
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Paglleri povder, "the povder, of the stars," vas developed "for you" 

exclusively. In some vays, thi6 could have made the Itallan powder seell 

more desirable, being ostenslbly custoll-made for the consumer, except that 

within thls particular value hlerarchy it vas necessarlly second-rate. Max 

Factor products had the advantages of thea American manufacture (VhlCh 

lmplled superlor technology) and a consequent and afflrmed closer proxlmlty 

to the Stars. Vel1uto dl Hollywood's chIef selllng polnt, then, vas merely 

that it vu lite Max Factor povder, possibly a mere Imitator but 

nonetheless at least second best and of "internatlonal" quallty. 

Therefore, Max Factor's ad ~ampalgn had accomplished the only really 

slgnificant persuasion necessary to the promotion of both of these produc~'s 

by creating a neecS for face povder ln the attainment of "Amerlcan" 

standards of beauty. Once Max Factor had established its products as 

essentlal to the AmerlCan style of beauty it then became more plausible to 

assume that the same cause-and-effect relationsh1p might exist between an 

Ital1an-made povder and ItS users Slnce both vere, after aIl, "the powder 

of the Stars." 

Such transference of an "Amerlcan" exchange value from American to 

Ital1an manufacturers had precedents ln other product types, as vell. 

Nylon stockings, as a prime example, had originated ln Italy as Amerlcan, 

traded in by the stereotyplcal GI. Thus, the desirab111ty of AmerIcan 

stockings vas already well-established after the var vhen an Ital1an 

Q 

manufacturer, Fama, began to produce them. The Fama ads are particularly 

Interestlng ln their development over the first few months of 1947, ",hen 

the stockings flrst began ta be promoted, as an example of the 

"Itallanization" of American technology. The hrst of the serIes of SlX 

aIl but claims that the stocklngs are 
, 

American, but by the last they are 

L 
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not only ft the best made in Europe 1 " but ove that quaI 1 ty to the "marvelous 

Italian f1ber" trom vh1ch they are made, IoIhose name has also been 

transformed along the vay trom Engl1sh (Rylon) to Italian (RaUon). The 

tirst tvo ads «(1gs. 1.5 and 1.6) describe the product's development as 

long-ayai ted and palnstaking, the resul t of s1x years of research by 

hlgh-ranklng executives and demanded by the public at large. Like Paglleri 

Velluto dl Hollywood, these stocll.1ngs are asserted to be .. good .. the 

Amencan standard. The spelllng of nylon subsequently changes (f1gs. 1. 7 

and 1. 8) 1 ho,",ever, to conform to Italian pronunciation as its Itallan 

produetlon beglns to be stressed. NO,", the chem1cal processes involved have 

been elaimed as Italian ,",hile the mechanical ones remain American and the 

resultlng product retalns its original qual1ty, VhlCh is no,", not only 

comparable to that of American goods, but i)etter tban any of the European 

ccapeUt1011. In the fi fth ad (hg. 1.9), the identl ty of "the marvelous 

Itallan fiber" as nylon lS presumed to be obvious enough not to m~rlt 

speclal mentlon. Likevlse, by this time, the emphasls has shlfted somelolhat 

avay from the "American" exchange value to use value-motivated 

conslderations of quality, eomfort and durability yhlCh is reflected in the 

accompanying headlngs and lilustratlons, small sketches meant to schematlze 

emphas,ized quall t les, ranging from sk.yscrapers and scienti he equipment to 

artuts' materials and the product itself (hg. 1.10). 

In praetice, the product image lS lJ.sually lmplled by a composite of 

br and lmages rat her than being 
4( 

dellberately created. 15 Thus, in a 

contemporary context thlS lmage lS likely to be fragmented, composed as lt 

l S by various brand images vhich have been deslgned speci flcally to 

contrast .... lth each other, aRd, ln tact, thlS fragmentation may form a 

mark.et system in .... h1eh brands of d1fferent produet types actually typ1fy 

i 
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similar charaeter1sties v1thin the1r brand images. li Hovever, sinee 

Amerlean brands essentlally determlned the1r ovn produet images in the 

postvar Italian market, thlS lS not the case v1thin the sample stud1ed 

here. Whereas this seem1ng arbitrariness could justifiably provoke a 

certain degree of consumer confUSlon as brand ,images confllct vith each 

other, elther because unrelated products are promoted as having the same 

lmage or because several products are promoted as being "different" from 

each other through very similar prOduct images, durlng this perlod American 

advertls1ng had exactly the opposite ettect: since brand and product images 

vh1ch included Amer1can goods vere relat1vely s1m1lar thelr composite vas 

homogeneous, offering access to a stable purchased identity through a 

variety of commodities. 

Interestingly enough, there vas one ad vithln the sample vhich 

spec1fically acknovledged advertising's potential to confuse through 

conflicting exchange value claims (fig. 1.11). , NO such al1egations are to 

be made on behalf of its product (Ipana toothpaste), the 1955 ad insists; 

they aren't necessary because it vorka. Such a claim essentially harks 

back to an earlier and "simpler" understanding of the purpose of both 

advertising and consumption, vhich held that advertising existed primarily 

tor the purpose of disseminating information relative to a commOdlty's 

etficacity ln accompllshing a speclfic, perceptible task and that 

consumptlon, correspondingly, served as an attempt to aeeomplish sueh a 

task. Thus, the motives underlying an advertisement such as this one 

stressing use value claims must have been an acknovledgement of a certain 

consumer dissatisfaction stemming from a groving avareness of the arb1trary 

nature of the propertles advertised as the respective "unique sel1ing 

polnts" of var10us commodi tles. 

J 
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Given a measure of consumer skepticism, then, the purpose of the product's 

"American-ness" vas not necessarily only to attribute it vith the measure 

of glamour accorded to it by 1ts identification as an integral part of that 

desirable consumer l1festyle known as the American way of Lite, but to 

assert that 1t vas functlonally super10r to compet1ng brands, slnee the 

sole eVldence provlded for th1s product's effect1venes5 15 its Amer1can 

development and popularity. Such a re-definltlon of commod1ty 

"American-ness" claims from the original 1mpllcat10ns of conferred prestige 

to promlses of 1mproved performance 15 not a rejectlon of the not10n of 

commod1ty exchange value, but an acknovledge .. nt that the existence of such 

values vas already v1dely-accepted. In other vords, the assumpt10n vhlch 

seems to underl1e thls ad ls that a general American endorsement is 

sufflc1ent,- 1n and of ltselt, to attest to the unqualified super10rlty of a 

partlcular product. Faced v1th such qualifications, its message vould seem 

to be, "Why look for any other kind of gratification? If this toothpaste 

cleans teeth better than any other (as millions ot Americans believe 1t 

does) then lt probably also does everything else those other toothpastes 

claim to do better than they do." 

Given the circumstances peculiar to postvar Italy, therefore, it vas 

sutflclent merely to advertise a commodlty as American 1n order to increase 

lts sales. consequently there existed tvo tundamental exchange values, 

"American" and "non-American," vhich incorporated most advertised products. 

In a sense, possibly because of the relatlvely less sophlsticated methods 

used by European advertisers, this vorked far more to the American 

advantage than the tvo 

vell-defined. The American brand/product image 

characterizations of the scientific a~d/or 

images vere not equally 

vas basically reducible to 

glamourous (incorporating 
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appropr1ate adjectives, personal1ties and folk beliefs), vhile the 

non-American vas indistinct (except vhen it imltated the American) to the 

point of seemlng non-existence because advertisements for European products 

seldom relied upon brand images, stress1ng instead the util1ty or 

avallability of their products. 

1 n add l hon, both the brand/product lmage and, by extension, the 

system of dltterences to wh1ch it belongs must necessarily derive trom a 

pre-existing system of signs, approprlating an antecedent relationship in 

terms of vhich the commodity may be understood. Such images, therefore, 

must be fashloned from ideological presuppositions which are already 

vldely-recognized vithln society as a whole, although they may be slightly 

modified vithin the context of advertisements. stipulating that "the task 

of the advertiser lS to deslgn the package of stimuli so that lt resonates 

vlth information already stored within an individual, and thereby induces 

the desired learning or behavioral effects, "17 Tony Schwartz supports 

Elizabeth Cowie's observations about the creation of meanlng 

advert1sements. As she puts it: 

The image will draw on elements from other images and 
viII use notions, concepts, myths, etc. already available 
in the culture. The image will not just reflect these 
hovever, but ln reproducing them will reform them 
producing new meanlngs as it sets 1n play its connotative 
system -- lts rhetoric. 11 

in 

In other vords, the reason why an advertisement's symbOllc 

representation of social relations is effective in prom6ting sales ls 

-
preclsely because of the pre-eXistence of these relations. "ADlerican-ness" 

could never have been viable as an exchange value unless Amerlcan 

superlority and desirability vas already a commonly accepted state of 

being. This credlbillty vas, in turn, due to the longstanding traditlon of 

_-' _ _ _~r __ ._ 
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Italian admiration tor American ways and their temporary exhaltation by 

political propaganda. In thus allying ltselt vith popular knowledge, 

advertisements are able to establlsh clalms tor the products they represent 

vhich appear common-sensical and almost taken tor granted, the product 

image being a logical extension of such assertions. From the advertiser's 

point of view, these symbollC associations have a number of pragmatlc 

objectives, c~ief among vhich are to dlfferentiate a brand trom other 

products of the same type and to attribute it vith distinctive qualities 

for the purpose of making lt easily remembered, rather than to manipulate 

ideology, although they May ultimately have this eftect. 

The extent of a product' s perceived integration vi th the 1,1 festyle 

models 'it 16 supposed to represent 16 determined by the degree to which 1t 

is portrayed as playing an active role ln the procesa or state of being 

depicted. Kline and Leiss have appropriately termed this factor a 

product 'a "psychological ut.ili ty: " 

The commodity appears deaigned for personalized use by 
fulfilling a psycbological role ..•• Moreover, vith the 
increa.ing implicitness and ambiguity in advertising 
imagery, the commodity seems to become a "projective 
field" in which the human states of feeling ach1eveable 
in consumption are fluidly superimposed upon the 
non-human, physical-sensory aspecta of the c~ity. 
Stretching the lIetaphor for a IID11ent, the mask of the 
fetishized commodity, having incorporated the abstract 
qual1ties of human satisfaction, has more recently become 
mirror-l1lte,' retlecting back the vague and d1storted 
illages of we ll-being to be achieved in consumption. 1 , 

In other words, the comIIodity i8 increaslngly vieved as a personlfication: 

acting as an intermediary betveen the consumer and the material as weIl as 

the social vorld, unt11 ultimately "the use of the commodity vith 

particular symbolic qualities merges vith the identity of the user. Hll In 

this vay, the consumer is dravn into the positive vorld viev expressed by a 
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composite of the various lifestyle models, an end for vh1ch their 

desirability alone does not suffice. Rather than lIerely envyinf~ the 

depicted users, the audience must realize the poss1bility or, indeed, the 

~.lty of being like thell. 

Folloving this line of reasonlng, the lifestyle-llodels-as-exchange 

value hypothes1s can be understood as dynamic. Rot only 16 the 

relat10nship betveen advert1sing 111agery and popular culture a reciprocal 

one, lIediated by people vho b9th create and decipher th1s symbo11sm, but 

these sociallY-lIeaningful and socially-derived symbol systems also develop 

into a self-affirlling ldeological system. Building from these premises, 

the purchased identity itself 16 equally interact ive: because 

advertisements 1n~inuate a pre-existing unit y of consumer and product, the 

identification process is tvo-vay. commodities are given symbolic mean1ng 

(exchange value) by advertisements whose message is essentially that 

consumer and cpmmodity are somehov "made for each other." Conversely, 1t 

is this value, actually the consumer's ovn identity, vhich makes the 

product desirable and increases its salabil.1ty by offering its consumer a 

lIeans of reinforcing his/her self-perceived social status and personality. 

Since the promotion of çonsumption necessarily involves creating this 

impression of its desirabllity (or, more indirectly, the benefits of 

possession), advertlsements tend to promote positive values. Ideological 

conflicts are therefore ignored, either through selective representation of 

positive associations ot, vith more difficulty, through the use of 

relatively unambiguous (i.e., videly understood as "positive") signifiers, 

such as "Alllerican-ness" in this instance. In many cases, then, ideological 

presuppositions must be restructured vith!n the advertising text in order 

to provide commodities vith stable cultural identities and focussed appeal. 

t 
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For instance, Italiana dèrlve seee sense of personal and nat10nal 

prlde froe the food they eat. If Italian cuislne ls believed to be DOre 

deliclous, then the mer1ta of Aaerlcan food must be presented l for the sake 

of commerce, as different fram those of Italian food -- or competing on the 

basis of some quality vith vh1ch Ital1an food has never been attr1buted. 

ES8entially, the criter1a of excellence must be re-deflned, vhlch ln thls 

case means that Amerlcans must eat more nutrltiously, senslbly, 

econom1cally: in short, they must eat "scientificaIly.~ Given this sales 

pitch, therefore, it 16 fortunate and not particularly surprising that the 

products presented are convenience foods. By tar, the most prevalent of 

theae are crackers, offered as a substitute for the traditional Italian 

bread. Rabisco Premium aaitines used the campaiqn slogan wcome il pane, 

meglio del pane w ("like bread, better than bread") and stressed the various 

qualities vhich accounted tor this superiority 1n individual ads. One 

particuiarly stressed the d1fference betveen saitine crackers and the 

competition by cla1ming that they vere more appet1zing, fiavorfui and 
, 

nutritious than similar food (bread) vhich vas l1kely to go to vaste, 

veighed heavily on the digestion and was fattening as vell (fig. 1.12). 

Another emphaslzed the crackers' popularity in the united States (fig. 

1.13), but the real attempt to Iink Americans vith cracker consumption came 

trom the Italian competition, Saiva's Krek crackers. After reiteratinq the 

Habisco formula for healthier carbohydrate consumption ("eat crackers 

because they are as nutritious, lighter, easier to digest, less fattening, 

more long-lasting and less expens1ve than bread"), these ads first assert~d 

the value of crackers as a beauty secret of American film stars (fig. 1.14) 

and then (fig. 1.15) as a universal d1et aid useful 1n the treatment of 

man y significant health problems (nephritis, diabetes, heart disease), 

t 
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making them better than bread on 1ts own terms, but also something that 

bre~d is not and never before presumed to be, wh1ch is medicinal .. 

values thus realigned are re-integrated into the soc1al context, 

their repetition in an advertisement having served to emphasize or confirm 

their veracity. Reinforcement of the ideological status quo, or even the 

1nterests or beliefs of a dominant group over minorities, c~uld then be 

seen as an important ideolog1cal property of advertising, a function whose 

impact could also conceivably extend beyond the sphere of commerce. 

IIlMC:ll1"1ty aD4 tbe ".Uaation of .." ..... 

In contra~t to these lifestyle models and the others whose lives they 

are meant to represent, the potential consumer is bound to feel 
.P 

disadvantaged or inadequate. Advertising then can minister to these 

soc1ally-der1ved insecur1t1es and the consumer's self interest, creating 

from them new needs for wh1ch a commodity may be advanced as a means of 

satisfaction, thus fulfillin~ the marketing oblective of creating increased 

demand for a greater number of products by a larger number of people. As 

stuart Even says: 

The advertisers are concerned with effecting a 
self-consciou6 cpange in the psychic economy, wh1ch could 
not come about if they spent aIl their time talking about 
a product, and none talk1ng about the "reader."... The 
instinct fO~ "social prestige" as weIl as others of a' 
broad "constellation" of instincts are channell~d into 
the terms of the production system. The use value of 
"prestige," of "beauty," of • "acquisition," of 
"self-adornment," or of "play" 1& placed in the service 
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of advertis1ng's baS1C purpose -- to provide effective 
mass distribution of products. 21 

Thus, the viability of the advertising system both depends upon and 

reinforces a notion of the self-conscious consumer constantly scrutinized 

by his fello~ men, taklng stock of his status relatlve to them, and seeklng 

consumption-orlented means to better hisjher situation. An ad llke the one 

l'iugget shoe poll/sh ran ln 1954 makes this assumption explici t. "People are 

look~ng at you," it Yarns, "and actually start to )udge you rlght trom your 

shoes! Trust them to Rugget, the wax famous on five contlnents." 
Q 

In Italy, as in the United States (and probably the rest of the 

world, as vell), this insecur1ty 1s the primary lnstrument of persuasion in 

ads for personal hygiene products. colgate toothpaste ads throughout the 

Flftles (fig. 1.16) featured a sort of oral hygiene-orlented "advice to the 

lovelorn" column in comic strip format, in yhich various common romantic 

problems (sexual rejection, spinsterhood, desertion of lovers, alienatlon 

of spouse, etc.) are depiçted, attrlbuted to poor dental health and 

'resolved by a professional examinatlon and regular brushlng vith colgate. 

Llkevise, even candy ads u6ed this appeal, as Lifesavers did ~hen 1t began 

"one of i ts ads, "HoY man y kisses have been lost because of personal 

carelessness?" (fig. 1.17). The question lS never ansvered, but lt really 

needn't be: a potential problem has been 1dentlfled whose 601utlon 15 

-painless and as available as the nearest candy counter. The advertis1ng 

text's pr1mary function, ln these instances, lS to re-ass1gn fam111ar 

values, feellngs and concepts to the marketplace in Qrder to advance 

particular commod1tles' as solutions to problems vhich are essentially 

social. Above aIl, such advertisements are designed to reinforce ex1stlng 

socially-related anxieties or, if possible, to create ne~ ones by 
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convinc1ng the consumer that "decent" people "-don' t llve the way he/she 

does. This strategy serves a secondary lunction in turning the consumer's 

cri tical f acult ies away trom the t'ext' s assertions about the pr~ and 
, 

towards the quallty of his/her own lifestyle, thus making the relatlonshlp 

between product and represented llfestyle less questionable 
;;J 

and, 

ultimately, part of a created ."real1ty." The advertising text can 

therefore be seen as emphasizing negative condltions relating to the 

lndividual (fear and dlscontent) wtllle only implying their replacement by 

positive ones in his/her social ~vironment through the lntervent10n of the 

product. Even again emphaslzes that the sole solution advertis1ng holds 

out for the other,.,ise-d16couraged cottsumer to meet the standards implted by 

lts iifestyle models, emphasizing that: 

Consu.!llerism [is] a world vie,." , a "philosophy of l He. Il 
But it hs] not a world Vle'" which [funct1.ons]- purely ln ' 
the economic realm -- ·sell in9 of goods. Whlle it 
[serves] to stimulate consumption among those who have 
t.he wherewithal and desl.re to consume, ,i t ~lso [tries] to 
provide ~a conceptlon of the good 11 fe for those who [are] 
despa1ring of the possibil1ty of well-being in their 
1mmed1ate environment. zz 

Th1.s framework lmplies a "sel f- fetishlzation, Il the consumer' s 0\10 

, individually perceived exchange value derived from that of the ·products 

he/she consumes, ,.,hich ln turn defines a "éommodity self" and establ ishes a 

positlon for him/her within the socio-cultural contexte Advertising, 

therefore, uses the "soclal self," the indlvidual's self-def1nition ln 

terms determined by others' approval, Or d1s,approval, as the foundation of~' 

lt6 message, encouraging self-critic1sm and narciss1sm vh1le lmply1.g that 

persona1 attr1butes determ1~ soc1al standing and, ultlmate1y, the 

consumer's abl1ity to "successfully" perform his/her social role. 23 • 
By the 1950's, advertlsements for Amer1.can goods 1n the Itallan press 
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,.typlcally I:>egan vith exclamations , lik.e "Flnally! ': or "At ~last , even in 

Italy!" Such phrases vere not particularly nev or unusual, but they had 

had a ditterent connotation Iess than' a de cade earlier, vhen products" 

heralded vith such fanfare vere lnvariably belng re-introduced to the 

~ 

market after thelr distribution had been suspended by the var. Later, as a 

greater varlet y of goods became ,pvallable, ~~~ exclamatlons took. on nev 

myanlng . At a certain point, advertlsements apparently vere "se 11 i ng not 

" 
Just l1testyles, but lifestyles .... hlCh could clearly be identifled as 

Amerlcan. The insecurity cteated by the ad 

• • 
\ 

often related to more than the 

consumer's'sexual attractlveness, taklng on his/her entire vay of life as 

manlfested by consumption., Instead of constructing soclal situations in 
4 

~ich failure vas assured by doing vithout a particular commodity, 

compe 11in9 the consumer to buy 1 ~ in hope~ of avoiding thlS f ate, 

inac;lequacy vas impl'lEfd by direct comparison .... i th the mOdel, vhlcb in thlS 

case represented the vay of 11 fe of an entire national ity rather than a 

speci fic ideallzed user. Amencan "discoveries" "finally" on sal~ 10 l taly 

vere pre~umably developed ln response to needs recognizéd by Americans, for 

vhich they demonstrably 
I;l 

had provi,ded necessary satisfaction and, 

consequently, vere accepted as part of American daily I~fe. Accord~ngly, 

the fact that they ~ere not developed instead by Italian industry or even 

aIready deslred by Italian consumers only seemed to be proof,of their 

old- fashionedness relative to the presumed American standard.' Air Fresh 

air freshener (fig. 1.18), a "sensational American discovery, " for 

lnstance 1 promlsed to "destroy aIl unpleasant odors and to puri fy the air" 

as vell as to produce "an inimitable feellng of freshness and comfort, 

making the house pleasant and cozy." But, by asking "Haven 1 t you trled 
(\ 

yet?", one of 1ts 1950 advertisements insinuates the relative un'tidiness 

1t 

of 

J 

• 

.1 ~ 

• 
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a consumer ",ho, having never befor-e needed such a product, ansliers in the 

negative. • 
... 

Th1S Imp1ied Infer10nty 1S ItselP a ttleans Of creating consumer ~~nts 

or even pseuda-needs which, glven their fundamental nature as a des 1re to 

become more like the model 1dent1f1ed as Amencan, are more or less 

guaranteed to be Insat1able. Thus, by perpetua1ly eX~lb1t1ng partIcu1~ar 

commodi ty-dependent 51 t uat10ns as aspects of everyday American li fe to 

audIences "'hose kno",ledge of It lias almost necessarI1y Iimited to Just such 

representatlons, advert lsers ul t 1mately bene fIt from the 1nsuf ficiency of 

the goods they promote ta fully satIsfy ttle deSlres .... hlCh prompt then 

consumpt1on. In other words, Since the motivating factor behInd consumer 

purchases and the baslc appeal of advertlsements themselves 15 ln thlS 

case, the deflre ta Il ve llke Amencans (to be as conte~ -
as Amerlcans 

..... 
appear to be ln Hollywood tl1ms, U.S. government-sponsored propaganda and 

the accounts of Itallans "'ho speak "'1 th the authon ty of f irst-hand 

experiencel any satisfactIon conveyed by consumer goods can only be 

partlal, at best. Consume<rs in search of consumptlon-denved happlness and 

a self-lmage based on advertislng's llfestyle modeler, tberefore, would be 

obllged to repeatedly select from the vanous avallable product types WhlCh 

promise suth resul ts. 

wl'thln the marketlng llterature these phenomena are collectlvely 

d.escribed by the "t~lckle-down," or "t",o-stage," system ln WhlCh new 

products are introduced to res1dents of urban centers, on the grounds that 

they have a" h1gher discretlonary 1ncome and a' consequently greater 

,wllllngness to experiment .... i th thelr o .... n consumpt lon patterns, befora 

dlstributlng them more wldely:':· Thus, there are created two distInct 

classes of consumers: the pr1v11eged and those ",ho eaul.te them. Clearly, 

) 1 
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ln this lnstance 1 these consumptlon-based deflnltlons of class also appear 

ta correspond ta natlonallty, accentuat lng geographlcally-derlved 

dlfferences, whlle investlng them wlth a broader meanlng -- VhlCh vas that 

of Amencan superlori ty. In such respects, the advertlsing system served 

propaganda's ends ln postwar Italy by advanclng (or perhaps creatlng, as 

wll1 be dlscussed ln the fol10wlng chapters) Amerlcan strengths and 

creatlng an ln~ernatlonal hlerarchy .... hlCh generally valued the Amencan 

over the Itallan and benefltted bath propagandlsts and manufacturers by 

relnforclng thlS Amerlcan-dollllnated structure of aut,honty and control. 

The nature of "trlckle-dmm" marketlng lS, after aIl, not only that lt 

creates a consumptlon ellte .... hose standards non-members can at ford to 

19nore onlyat the rls)t of ostraclzatlon, but that the opportunlty lt 

provides for them ta close thlS gap Iconsumption) lS lliusory although 

they may teel that they are up\olardly lIIoblle because thel.r standard of 

li vlng has evol .... ed Over lime towards that en)oyed by theu supposed 

supenors at the be91DD1n; of thls time frame, theu relatlve status 

rem,alns more or less unchanged because the top end of Hie scale has al 150 

advanced correspondlngly. H Thus, the consumpt Lon "treadmlll P 115 put lnto 
1 

motlon. advertlsements flrst mall.e the consumer a\olare of the symbol te 

propertles of goods and theu users, hls/her O'tin ablilty to acqulre these 

quall.tles hluVherself through the acqulsltlon of appropnate commod lt les , 

and then ofters the dlsappolntlng ne .... s of the rest ~ of the vorld' s 

progresSlve evolutlon and 

engendered. 

-'" 

the ne \01 standards of 

J 
~ 

.1 

"normalcy· 1 t has 

L 
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ID41v1duality vs. SOCial ltatua 

In arder ta lend further credlblllty ta their created world-vle~, 

persuaSlve co~unlcatlons llke advertlslng and propaganda tend ta f011o~ a 

strategy of al~ays addresslng the lndlvldual as a member of a cro~d (and 

therefore part of a sort of communlty of values and bellefs \ ~hlCh, ln 

turn, dlscourages crltlcal examlnatlon at the lndivldual level. Jacques 

Ellul observes that: 

The lndividual never lS conSldered as an lndivldual, but 
always in terms of vhat he has ln common w1th others, 
such as his motivatlon, hlS feelings or his myths .... The 
lndlvidual is considered part of the mass and included ln 
lt (and sa far as posslble systematically integrated into 
lt), because in that way hlS psyChlC defenses are 
veakened, hlS reactlons are eaSler to provoÀe, and the 
propagandist protlts fro~ the process of diffusion of 
emotion through the ma$s and, at the same time, trom the 
pressures felt by an lndivldual when in a group.~5 

For thlS reason, advertlsing bases lts appeals'on the consumer's deslre to 

be counted among a partlcular group and, by extenslan, relnforces a sense 

of personal ldentity. In Italy, at least during the post~ar perlod, group 

affinltles vithln advertlsements otten, lt not alvays, seemed ta he dravn 

along nat ional l ines, despl te the f act that l taly vas very late in 

developlng a natlonal identity among lts lnhabitants who untll relatlvely 

recently dld not even share a COmmon language, speaklng lnstead a varlet y 

of regional d~alects. Ronetheless, there vere no appeals based on 

membershlp ln interest groups (politlcal partles, professions, hobbles, 
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etc.). Actually, this May be due to the fact that nationallty vas not only 

the most all-lncl~sive "lnterest group" possible, but also the most keenly 

If, folloving Ellul,2' natlonalism 
~/ 

felt. is often created out ot 

videspread oppression, givlng a common locus to othervlse disparate 

factlons (the aforementioned polltical party members, professionals, 

hobbylsts -- and, ln thlS case, lnhabitants of dlfferent geographical 

regions), then circumstances ln Italy durlng the late 1940's and early 

1950's could easily have been quite favorable to a development of national 

feellng: the var just tought had been a national one against an enemy 

equally menaclng to Itallans of aIl provlnces and vas accompanled by 

natlon-vlde devastation, poverty and individual 10ss. Hovever, lt should 

doubtless be ment10ned that the var al0ne could never have sufticed to 

produce feelings of national solidarity among Italians since the event 

itself had been a divlsive one: pittlng the Fasclst regime agalnst the 

popular Resistance movement and polarlzing their respectlve supporters. 

Thus, as Italians attempted to push aside the polltical dlfferences vhich 

had stood betveen them ln times of war, there ex1sted at least a rare 

potent1al tor natlonal unit y which, for the same reasons, were probably 

accompanled by a heightened sense of international fraternlty, as vell. 

The American government, in particular, vas also actively attempting to 

demonstrate t~ deep-rooted affinities between Italy and itself (WhlCh took 

on the appearance of a true commitment to getting the nation back on its 

feet) by stressing the numbers of Italians who had taken American 

cltizenshlp and the chance for others to do the same. Consumers, 

theretore, were recruited on the strength of a commodity's popularity among 

fellow Italians or those,ot other natlonalities, of which Americans were by 

far the Most common. In fact, when Itallan acceptance was stressed, the 

L 
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advertlsed product vas certa1.n to be American, for vhich massive Italian 

support vas calculated to 1nd1cate that the benefits of consumpt1on could 

be transposed from one culture to the other. In a 1952 Lifesavers ad (fig. 

1.19), for instance, the lmmense and groving popular1tyof Lltesavers among 

Italians lS demonstrated by sales flgures and the results of a mar~etlng 

survey, then contrasted vlth slmilar, although even more spectacular, 

statlst1cs trom the United States. Thus, the pr1mary lnducement to 

potentlal consumers vas to relnforce the group ldentity (natlonallty) vhich 

vas the1r blrthrlght by engaglng in a common pastlme, the consumpt1on of 

L1fesavers. Secondarily, but perhaps even more lmportantly ln light of the 

ent 1re .pt.. of ads vl thln whlch this one 'Jas produced, 'Jas the 

lmplicat10n that L1fesaver consumption vas a vay of belng not only very 

Italian, but more American, as weIl. ThlS appeal vas somet1mes used in 

reverse, as 1 t vas ln an ad for an Ital ian brand of orange juice (f1g. 

1.20) VhlCh c1ted the popularity of Juice-drln~lng among Amerleans and its 

responslblilty tor thelr well-being as a reason for Italians to adopt the 

hablt . 

Llkevue, sinee advertlS1ng ls "selling" bOth soclal status and 

personal l.dentity, advertisements must slmultaneously address the consumer 

as bath part of a group and as an lndivldual, as s1milar to other people 

and as different from the.. Its mode of address lS usually such that 

he/she lS recognized as already being part of a specifie group, those 

depicted vithln the ad as lead1ng a "des1rable" I1festlye, either through a 

captlon (e.g., "people like you ... n or "Your friends ... ", referring to 

the deplcted group) or by visual conventlons such as camera angle or the 

directlon ln vhich the depicted lndividuals gaze, bOth of 'Jhich can imply 

the co-presence or identity of the viever vith those illustrated. 

i 
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con6equ~ntly, the "selling" of thi6 lifestyle/identity package i6 even more 

indirect than might flrst be imagined, since the consumer i6 to be 

convinced not that he/she i6 a potent1al member of a group of product users 

but, as wililamson asserts, that he/she already belongs. 

ThlS lS where "totemlSlIl" becomes part of ideology: you do 
not slmply buy the product in order to become a part of 
the group lt represents, you must teel that you already, 
naturally, belong to that group and therefore, you will 
buy lt .... You do not choose in the shop, but in response 
to the advertlsement, by "recognlzing" yourself as the 
~lnd of person who ~111 use a SpeCitlC brand. l ' 

Another Pagllen Vel1uto dl Hollywood ad (f1g. 1.21\, for lnstance, 

'.las headl1ned "5J, slete bel1a'· (MYes, you are beautiful!"l, and then 

proceded to undermln~ thlS attrlbuted beauty by acknowledglng that it was 

DOt natural but commod1ty-der1ved and precar1ous. Yes, you are one of the 

beautiful people, you do look llke a Hollyvood movie star, the ad says, 

"but lt only takes one caress to destroy the veil of beauty that loose 

povder spreads over your face! Give your skin ~ sottness, a smoothness, a 

lumlnous quallty that w111 last aIl day! FOr the sake of your beautitul 

face, start using the MOSt acclaimed discovery of modern cosmetology. 

Paglieri has flnally created "tilmpact" for you: the SOlld povder, Vel1uto 

dl Hollywood!- The assumptlon behind such methods lS something along the 

lines of the old saylng, "You can catch more flies vith honey than vith 

vinegar." In other \Jords, i t lS hoped that by assuming a higher status 

than the consumer actually en)oys an advertisement May compel (or shame, as 

some would have i t) him/her to consume as a "natural" extension of a 

Iltestyle/identity already presumed to be his or hers. 

'" Theretore, Williamson continues, the same practices used ta establish 

group identity also constitute the consumer as an individual vithin it (the 

1 
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"yOU" ln "People 11ke you" and "voue tr1ends"). 

Although the aim is to connect a lIass of people ... 1 th the 
product, to 1dentity thell ... ith lt as a group. th1s can 
only be achieved by connecting thell vith the prOduct as 
indivlduals,. one by one •... There is only One receiver of 
the ad. the subject "you," already there in the very 
address. However, thls address applies ta aIl of us. and 
none of us: as an lnd1vidual this 1maginary subject does 
not exist, but in that 'Je each o--becolle" hlll or her, 
he/she eXlsts as a set .... We consumers constltute a 
totemic set of one, ve flnd our identity as part of a 
group the rest of vhich does< not exist. We are 
appellated as already 1n a group of one. l ' 
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Advertls1ng thus presents the consumer v1th an 1deal VhlCh he/she belleves 

to be atta1nable, glven advertlsements' presentation ot (or alluslon ta) a 

group 6f people1 the product users, ... ho ep1tomize it. The consumer, then, 

is left ln an amblguous positlon: he/she is ackno ... ledged to be 11-. the 

product user group, but somehow second-clau, technlcally belonglng instead 

to the "non-user" group vh1ch has no identity of its 0\10. Hence, the 

consumer has one foot in each camp, 60 to speak, and teels almost obliged 

to buy the advertised product as a means of claritying the situatlon. The 

contusion created by the amorphousness of the non-user group (made up of 

potentlal consumers) lS turther compounded vhen the lndlvldual ldentity 

asslgned ta ,the consumer vithin the text 16 shown ta be a compl1cated one, 

elther lncorporating amuI t 1- faceted personali ty, a difficult and 

tragmented llfestyle or even representing him/her as being physlcally 

fragmented lnto a complex of bodily parts aIl of which seemlngly have a 

personality, complete vith needs of their own. The commodity, t~en, 

eecognized as "you," seems to represent the only tangible juncture of a11 

of these scattered bits of identity. 

Since parts of you have. been claimed as separate objects 
by advert isements, in order to get back these "lost 

i -



( 

The Ideology of Consumption 73 

oblects" Vou must buy them and recreate yourself out of 
your own "spare parts;" a sort of "Identikit." In buying 
products vith certain "images" we create ourselves, even 
our past and future. We are both product and consumer; 
\ole consume, buy the product, yet ve are the product. 
Thus our lives become our own creation, through buying an 
identikit of different images of ourselves, created by 
different products. We become the artist vho creates the 
face, the eyes, the 11festyle. 2 ' 

In clrcumstances like those dlscussed here, vhere the advertlsed identity 

lS c leady more asplred to than lnnate, the consumer/commodity 

ldentlflcation vould most 11kely be even more a result of a pcoce •• of 

consumption: the consumer progressively constructs an "Amerlcan-style" 

self-image based on the attributes supposedly conferred by previous 

For example, beauty product ads customarily build on each 

other, offering more and more assistance to a precarious sense of 

self-esteem. If a ,",oman buys Max Factor cosmet1cs in order to look 11ke 

thelr other users, American movie sta~s, she w111 probably be v1111ng to 

acqu1re additional colltlllodities (like soda crackers, for instance) which are 

said to be lntegral to their 11festyle in order to "complete" her 

ldentification vith them. This ls particularly likely if subsequent ads 

are able to lmply the insufflciency of a single product to thls end, as the 

second paqUeri ad (fig. 1.22) does. In other words, as long as the 

consumer can be convinced of having tallen somewhere short of advertislng's 

ideal, despite his/her efforts to purchase the appropriate goods, the 

potential for further sales ls lntact. 

Once the consumer has been lncorporated into the text in 8uch a 

manner, convinced of a certaln measure of both social acceptabl1ityand 

individuality, he/she presumably acts upon vhat , has been described as part 

of h16jher identity by "choosing" to consume the specifled product and, in 

so dOlng, reaffirming both a supposed group 
\ 

identi ty, by seemlngly 

l 
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partic~pating in a "user li festyle," and a sense of individuality 

manifested in the act of consumpt10n (and the implied possiblilty of 

non-consumption) itself. ThlS, once again, is one of the foundations of 

the ideology of consumption: the obfuscation'of commercial biases is made 

possible by the fact that the product's iden~ity is allied so closely vith 

the consumer's. Hls/her ratlonal autonomy, the crucial sense of individual 

stature in a social context, depends, therefore, on a continued belief in 

the authenticity of advertising discourse and the system of relations it 

presents. As williamson reports, 

This lS the function of ideology: it gives us the 
assurance that we are ourselves, separate indlviduals, 
and that ~e choose to do ~hat ~e do .... In an 
advertisement, ~e are told that ~e do choose, ~e are free 
individuals, ve have taste, style, uniqueness, and ve 
will act accordingly. In other word$, having been 
attributed vith the qualit1es connected with a product, 
ve are projected as buyers of it, precisely because 
"given" that we "have" the beliefs implied in the ad, we 
will act in accord an ce vith them and buy the product that 
embodies those bel1efs. It .is a sort of "double-bind."lt 

Consbmption ltaelf, then, represents the unique means whereby the consumer 

may enter into this system of relations, uniting it vith the everyday 

reality of his/her l1ved experlence, becolling by vlrtue of ovnerahlp the 

"you" descr1.bed by the advertising texts. Hovever, if for no other reason 

than that the fragmentlng and allenating functlons of advertislng never 

cease (there being a seemingly .11mitless nUllber of new products and nev 

advertisellents to prollote theml, the "self" 1t prov1des never seells 

cOllp.Jete. Once aga1n, W1111amson concurs: 

Advertising ... otters us an luge of' ourselves that Ile 

may as~ire to but never achleve .... Advertisellènts 
alienate our identity 1n constltutin~ us a8 one ot the 
objects in an ,xchange that we must ourselves make, 
thereby appropr1ating fro. us an image vhich gives us 

l 
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bac~ our ovn value. 31 

Obviously, if an important inducement for Italians to buy American 

products was the expeetation that they woule! thereby become "more American" 

themselves, they were necessarily destined to feel inadequate, ereat1ng 

potential des1re for even more accoutrements of Americanism to fill the 

void. In thlS manner, the ideology of consumption perpet~ates ltself and, 

ln so doing, fulfills the primary advert1sing objective of promot1ng 

consumption. seing essentially based 1n itself, lt takes on what Lukàcs 

has called a "phantom objectiv1ty, an autonomy that seems so str1ctly 

rational and all-embraeing as to coneeal every trace of its fundamental 

nature as a relation betveen people."'3 Because the social nature of the 

relationship between th1ngs 1s unclear, the brand/produet image lS not 

reeogp1zed for what it is: a symbOl1c representat10n of a relationsh1p 

" betveen people into whleh the consuaer 16 1nvited to insert himself through 

the act of consumptlon. 

Its completeness and seeming accessib111ty make the model of the 

, 
soclai order offered through advertis1ng attractive to the consumer, who by 

participating ln it lconsumingl 16 doubly lnduced to believe ln its 

authorlty, sinee if he/she dces 1ndeed derive seme measure of his/her ovn 

ldentity from the symbolic properties of goods, laek ot fa1th in these 

propert1es as represented 1n adverti6in~would undermine his/her sense of 

"self." Because he/she somehov "belongs" to the order represented within 

the text, either in his/her role as consumer (by belonging te the "user 
, 

communlty" whose 11festyle i~ ~represented ln the ad) or in that of 

reader/Vlewer (who May be lncluded by its mode of addres6, the nebulous 

"ven ~and "people like you," and/or by the physical att1tudes or 

characteristics of the personae dep1cted), he/she 16 not incl1ned' to 

• 
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question lt. 
i 

In addition, advertising's "VOicej( lS anonymous and seemingly 

sourceless, a phenomenory that Williamson m~i~tains effectively augments the 

"ven appellatlon by leaving a sort of space through vhich the consumer can 

be convenlently inserted into the text. 

Advertislng seems to have a life of lts ovni lt exists ln 
and out of other media, and lt speaks to us ln a language 
ve can recognize but a VOlce we can never identify. This 
lS because advertising has no "subject." Obviously 
people invent and produce adverts, but apart trom the 
tact that they are unknovn and faceless, the ad in any 
case dpes not clalm to speak from them, lt is not thelr 
speech. Thus there is a space, a gap lett vhere the 
speaker should bei and one of the peculiar teatures of 
advertising lS that ve are dravn in to fill that gap, 50 

that ve become both llstener and speaker, subject and 
object. This vorks ln pract1ce as an anonymous speech, 
lnvolvlng a set of connections and symbols. l3 

Yet another "gap" conveniently created by advertlsing rhetoric which lS 

instrumental ln advanclng both its own believabillty and the deslrabllity 

of •• CbaDge Yalue-pca.oted goods lS the customary lack of dlScussion of the 

advertised product as a purchasable commodity. In Dmlttlng references 

pertalning to the moment of sale (such as prlce), the inevltable becessity 

of expenditure icertainly a "negat1ve" factor) is de-emphasized, alloving 

attention to be focussed lnstead on the alleged myth1cal propertles of 

'$ 
goods and the ad's ldeological references. By portraylnq the commodlty as 

an idea, ~eferences to tangible, emplrical features related to performance 

are subordinated to psycho-cultural ones 'and the consumer's realizat10n of 

the fundamental similarlty of competing brands lS minimized. The 

advertisement,generally functlons, then, to create a self-enclosed un1verse 

whose authenticity lS confirmed by the illustrations lt contains lt and 

relnforced by its ovn exclusion of any information pertinent to production 
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and exchange, thereby dlscouraglng lts audience trom quest10ning its 

mot1ves and ve~aclty. 

Thus, the ldeology of advertls1ng, 11ke ,other coexistent 1deological 

systems, can be seen to rep~esent a ~elationship between lnd1vlduals and 

the social order by the substitutlon of symbollc relations .... lthln the 

advertlSlng text WhlCh are selt-contained or "closed," and therefo~e appear 

to be ob)ectlve, for social ones in the world of the consumer's llved 

experlence whlch, thus reinforced, then begin to appear "Datural. n Wlthin 

the loglc of such systems, the consumer 15 able to construct a 

self-conceptlon .... hlCh incorporates notions of both lndependence and group 

membershlp and 15 confirmed primarily through the act of conSulIlptlon. 

Hence, the real Rneed" fulfllled by consumptlon, and ln sOme .... ays 

reinforced by the ldeology of advertls1ng (through manufactured anxletles 

and/or the fragmented consumer identlty) 15 not for the materlal properties 

of goods alone, but for self-affirmation. 

t 
1. 
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!fin. ·Star,- out of 10 prafer 1tl 

"1 alyays use LUX Toilet 
Soap. 1 t isn' t posslble tQ, 
rind a soap more pure .•. " 

78 

-- Dorothy Lamour 

The vh1teness or Lux perfumed soap is 
the best proof of 1ts pur1ty. For thls 
reason, every voman vatchful of her OYn 
beauty y1ll use LUX perrumed soap. 
I.tJX ••• tbe toUet aoap of the - Stàrl. -

,i 

fig. 1.2. (!!!:!!-Cla1r., 1954) 

n YC*'T ~ Mal YOU'W- BE LIlŒ THIS TOO 
... yi thout a single unslQhtly ha1r 1 l f you 
rld yourself forever or the trlbulatlon and 
hum11iation or Uk&ECESSARY BODY HAIR Y1th the 
1II0St up-to-the-mlnute 1 utterly amaF1ng 
scient Hic treatment of AMDICM AftIC OIL 
METHOO that vomen of all ages can employ at 
hOlle 1 alone and unbeknO\lJ1 to anyone, ... 1 th the 
greatest of ease to OESTROY HAIR ~ ITS 
ROO'tS ORCE MD FOR ALL 1 PREVElITI!fG AllY 
REGR~, Y1thout caus1ng harmful side 
etrects or p.1n. REST ASSUREO! W1th no 
obl1gation to you, ye Ylll send you·'" FREE 
ins trucUons in a plain, seal ed enve lope . 
Let us have your address illlllled1ate l y by 
.. 1 ting to AIŒIIICAII ATRIe OIL METHO[ 6. 
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Pig. 1.3 (Te.po, l''') 

GONE WITH THE WIND (Metro Goldvyn 
Meyer) •. , r~vea1s the irresistible 
charm of Scarlett O'Hara, Slade's 
Col Vento wlll irresistibly reveal 

( 

your charms, 

P1g. 1.' (Te.po(~~'51) 
\)' 

Everyone viII admire your beauty. 

You'll be truly spell-b~ndlng with "à.. 
complexion that's as dellcate and 
uniform as soft'velvet. You'll stay 
this way aIl evening wit~out 

touchups because PagllerL has 
created the MOVle Stars' powder for 
you. 

" 

J 
._-~---
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Malte your bliaut y at..nd out today 1 

Rere' s ho\ol your face can lnstantly 
become amazl.ngly glUlorous ... \oIlth 
the Stars' "lI\ùe up" ln Color 
Harmony, created by Max Factor. 

- - Pan CaJte Mûe Up 
--Po\oolder 
--Rouge 
- -LiplSt l~lt 

rhese are the four lndlspensaole 
requlrements of the most seductlve 
stars on the Holl )'\oIood screen. Try 
the COlor' Harmony make-·up that' S 

nght tor you .,. and see .... h .. t a 
surpr1s1ng dlrterence lt maltes ln 
the \Iay you look. Created for the 
Stars and you by Max Factor 
HOll)'\olood. This Christmas, as~ for 
a Max Factor Hollyvood assortment ln 
an elegant plastl.c box. In all 
major cosmetl.Cs stores. 

---.----1 
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At lut 1 Une nu:. .toc:k1Dqa 1 

Made ~lth Amerlcan machlnery and 
chemleal prOducts, Fama ny lon 
stoclungfi a.re the SUle quallty 
sold ln the best AmerlC~ stores. 
sort ~d sDIOOth, finely-Itnlt and 
elasUc, they are as beautitul as 
rama nitural silk stocklngs. 
They cling perfectly and don't 
bag or "'l'lnUe. Exceptlonally 
durable, they come in four 
extra-colorfast fash10n shedes, 
Fama 1.5 proud to prov1de l ts 
customers vith the fine Ply lon 
stocklnqs they've been ~a1tlnq 

f.or. 

.-
V1q. 1. 7 (!!!1!2, hD. 22, 1.947) 

Atter .1x ywc. ot r..-arch in 
the land of l'!LOII 

Fama 1 s d1rectors Just returned to 
Italy a tev months aga. Only no.., 
can "'e lntroduce our Nylon 
stocltinqs. Made vith American 
lIIachinery and chemlcal products, 
Fama nylon stocklnqs are 
beaut1.ful, soft, smooth, 
finely-Itnit and elastic lilte Fama 
natural s111t stockings. They 
cling per t ect l y and don' t bag or 
vr1nk.1e. Fama's Uve Nylon 
styles, 1n four fashion shades, 
are comparable ta the best 
American Nylon stockings. 

\. 
_____ ~ ___ .LI''';;~,--__ _ 
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n;. 1.8 (!!!E, March 15, l.M7) 

rn.c:. .t.oc:k1Dqs ot •• cept1cnal 
beauty 

Fama Nylon stoelnngs OIe 
dltterent from any other produced 
ln Europe. Made tram the 
marvelou5 Itallan tlber, Nylon, 
.... lth Merlean lIIaehln~ry and 
tec~n lques, they' re the same 
quall ty sold in the best Amerlcan 
stores. Soft and smooth, 
tlnely-knlt and elastlc, they are 
as beautltul as Fama natural sllk 
stocklngs. They cllng perfectly 
and don't bag or ItTlnkle. 
Exceptlonally d,.urable, they come 
ln four extra-colorfast fashion 
shades. 

'---nq. 1.9 (!!!!22, Qrch 28, 194.7) 

Lna the be. t 
.tocJt1nq. 

..... r1can Jn'LOJI 

Fama nylon s tocklngs are made 
frOID the marvelous rtalian fiber 
Nallon, .... lth Amerlcan machinery 
and techniques. That' 5 lJhy 
they're different from others 
made in Europe and have a quall ty 
unique unt6 themselves. Of 
exceptional durabllity, Fama 
nylon stockings are knitted vith 
an J added special smoothness, 
elasticity, and beauty vhich 
maltes them seem like Fama natural 
silx stockings. They cling 
perfectly to the leg and don" t 
bag or wrinkle. 

i 



The Ideoloqy of Consumption 

D" BA 1'.1. DEI. 1zai.lcn. 
BELl.E%%A DELLA SETA ___ ... _ ....... dMle calM 

,_ dl NcDIaa 1ahDri_ col _ 
raft9II- u- ItaIl ..... co. ID __ 

'*'- • ..,...... ~ ADa 
_ .... "0"" ....... 111. o~ 

-~~~ 
• beA.aa ............. le ... -a. ___ '_cIl __ 
.... ~pw .... _cUla 
..... _ '--.œbe ... 
,-l~.,. dl F--.Natloe 
ta ....-o_dl .... - .... 

cMefnMiJ2 
11 GD Al 1 U' D 1 J lA Dili 0 lIE 

NOII YOBMA!fO SACCHE NE 
GBUfZ! m ADEBISCONO 
P EBP'!TTAM E l'fT! 
a.-. par1IcoIarilAil d.U. cal .. 
f_ dl Natloa _ do .... calJQ 
..... Ia~ dei _om. 
gtto.o IU_ IlaIIaDa NcùJo.. _ 

lDGCI:IlIDe • appnnl 0JIIeI1ecmL ADQ 
-.ioDaI. duralG: 1. ~ FolllCl 
dl NcuJooClflPUII<JODO _ .,.ao" 
-~ eIootIdtâ • beIJeua 
deÜG œog1Ica che le ... .-hlQr. 
c:ob.e Fa_ dl _ DGl'IIrale 1 c:Ia. 

q_ dpi dl FCIIDa Nailoft-lJl q_aro 
IIIIU dl-œ _aJralt_ delloo 

~eij'Hi~ 
LA GUUIU' DI TUDllIOIIE 

- ----

83 

Fi;_ 1.10 (l!!22, ~l 5, 1947) 

'l'be durao111 ty of nt.CIIf and t~ 
beauty of .1lk 

are characterlStlc of Fama Rylo'n 
stocklnqs made trom the marvelous 
Ital ian fiber, loIi th American 
machinery and techniques. To 
exceptlonal durabillty 1s added a 
special smoothness, elast1city 
and knitted beauty IoIhlCh maxes 
them seem l1ke Fama natural s~lk 

1 4 

stockings. They cllng pertectly 
to the leq and don 1 t bag or 
vrinkle. The t1ve types ot Fam. 
Rylons, ln tour tashion Shades, 
are ot the same quallty as the 
best Rylon stock1ngs made in the 
unitéd States. 

'1'hey don 1 t baq or vr1nl1.1e and 
c11ru; perf.ctly. 

These unlque qualltles of Fama 
Nylon stock1ngs are due to the 
s~c1al treatment of the 
marvelous Italian tlber, Nallon, 
1011 th AIIlerlCan machines and 
fin i sh1ng techn 1ques. Of 
except10nal durab1llty, Fama 
Rylon stocxings are kn1tted ~1th 
an added smoothness, elastic;1 ty 
and beauty that makes them seem 
l1xe Fam. n.tural s1lk seockings. 
The tive styles of Fama Nylon 
stocx1ngs in fôur taSh10n shades 
are ot the same quality as the 
best American nylon stock1ngs. 

t -
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A PUEzlel Choosing a toothpaste? 
It's not easy! one promises to 11tt 
your spirits, another to maxe you 
younger and a third to maxe your 
hair grov bacx. And there you ~e, 
speechless and contused. But there 
i5 a "quiet" toothpaste: IPANA. 
IPANA 1s one of the Most videly 
knovn and used toothpastes ln the 
United States and lS judged by that 
pubI1C to be one of the best. It 
has a del1cious nev taste, 15 
prepared accord1ng to the most 
recent 5cient1flc crlterla and 1s a 
reliable product ~ of a famous 
manufacturer: Bristo1-Myers of Nev 
York and London. IPANA viII promlse 
(and guar.ntee) one thing only: to 
clean yqur teeth well . 

IPAaA reaolv.s your doubta. 
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The Ideology of Consumpt1on 

),,:.1. sanD r appeUIo.' • Jww, •• n. ac'upa una br'clola 
,J , 

SOno ~ a.poros' • ...., .ffaUeano .. dlg .... on. 

~;':. IlIA .. ~ono r-v nuf,,'.nll • rw'" fan no Inarassare 

per ognl gusto 

pu ognl .slgenu 

crachrs PREMIUM 

1 prererill 

l." aftano il sapor. d; 09"; Vil'dnda 

P"~.".'" Motta 

They're IIORI appett.1ng and NO'! • cruab 1. vast.d. 
They'r. MORI navorful and NO'! heavy on the d1ge.tion. 
They'r. IIORI nutr1Uous and NO'! fatt.ning. 

For every taste, for every need , 
PREMIUM crackers, the f\vorite. Thini 
fresh, crisp .ABISCO PREMIUM crackers , 
made by Motta. Enhances the flavor of 
any food. 

85 
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ftIII:Y' LI. BI: '!01J'Jl l'AVOU '1'J:S 1 
MOTTA, under license from Nabisco, produces Amerlca's favorite 
crackers for Europe. Golden, crisp, ideal for crumbling, 
Nabisco crackers are fantastic by themselves, but are also a 
delightful accompaniment for any food, accentuating it5 flavor 
and garnish1ng it to perfection. RITl crackers: vith a 
del1cate and immistakable flavor, pleas1ngly sweet and" salted, 
vh1ch results from the careful comb1nation of the flnest 
ingredients and special manufacturing and cooking processes. 
PREMIUM crackers: delicately salted, the secret of the1r 
undisputed success 15 hidden in the simplic1ty of their recipe. 
They are also produced in an unsalted var1ety, "unsalted tops." 
on any table 1 lite bread 1 lIOre t~ breadl PRBIU DM QIlAClCBRS. 

zverythiDg 1. better vith .ABISOO cracker.1 
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F19· 1.1..5 ( !!!œ2, 1951) 

Americ~ dctresaea ~e alwaya 
young ~d freah, even alter 
decades or work. The secret? A 

sensible diet baaed on the 
~estrlctlon ot f~inaceous tcods 
-- and, above aIl, bread 
which ul t~a-l iqht and-
crackers, bet ter 

-- tor 
taaty 
th~ 

breadsticks, are substltuted. 

Hg- 1.16 (I!!E2, 1953) 

IlOt bread 1 but D1et Krek 1 
When special foods and the 
~estrlcted intake of salts are 
indicated, O~et Xrek (unsalted) 
both meets the dietary 
requlrements of heart patients, 
nephrltics, diabetics, etc. and 
yet 1s tasty and pleaslng, 

-remaining ftithful to the high 
nutr1tional value and 
digest1b1lity characteristic of 
"regular" Krek. On sale for only 
50 lire a hectogram. 
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J'Or qoodD ••• 1 Iake 1 don 1 t br1Dg Lul U 1 

That's a good one! l must really be a bore lt those t'Jo don't .... ant me 
at theu piU"ty! 
It'd really be a shame if you' didn't come, Lulu. It lQ9ks llxe they're 
planning something big, 
Don't l kno .... it! You think l don't .... onder .... hy l seem to be Public Enemy 
Number One? 
You see, Lulu, boys 
no .... , don't feel bad! 

It's been shown that 
\ 

that starts in the 
brushing vith Colgate 
cavi tices. 

don't go around looking for bad breath! But, 
Go to your dentlst instead! 

(Lulu goes to her dentist) 
in 7 out ot 10 cases colgate ellminates halit051S 
mouth right a .... ay. It' s also been proven that 

immediately after eatlng lS the best .... ay to stop 

T .... o years of continuous research conducted in 5 of the most lmportant 
Amerlcan universlties have shown that brushlng the teeth immedlately 
after meals .... ith COLGATE 'rCO'tHI'ASTlC 11 the be.t vay to prevent caVit1e •• 
The Colgate method has stopped more cavities in more people than ever 
before reco~ded in dental history! NO other toothpaste has prgof of 
s1.milar res.lllts, the best ever 'reported for Any k1nd of toothpaste. 
C019ate. The ~t Videly SOld 1'OOthpute in the WOrld. 

(Later -- Thanka to Colgate Toothpaste) 
Thanks to Colgate, no one ever says that our Lulu i5 a bore anymore~ 
O.e Colgate toothpa8te. It gives your breath lasting freshness .... hlle 
thoroughly cleaniog your teeth and helps stop cavities! 

- --,L 
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The Ideology of Consumpt1on 

.. alli baci percluti ...... ---- .... ". .. _ .. -_ ... --_ ...... -_ .. _ ... ---- -_ .... - ..... .--. ---
.~ 

....... c ....... , ........ _ LI FE SAYDs-
__ e __ •• -.... _._.~ ---_ .. _.--

~9. 1.18 C !!!!!-Cl air. , 1954) 

IIOV Ully kh_. ha.,. ~been lo.t 
carel •• ane •• ' 

becau.. of peraooal 

Sometimes there are many factors vorking together to ruin the 
frêshne8s of your mouth. Unspeakable events often begin under 
such circumstances. Don't jeopard1ze the favorable outcome of 
an encounter that viII capture your heart: in just a fev 
moments you can find your self-confidence vith a Lite Saver. 

SàIUDDDII. SCD~lrtl allencan: 

89 

l'1g. 1.19 (!!!!E2, 1950) 

sen.ational Mlerican Diacovery ••• -# 
BA VIN' '! 100 '1RI BD 1'1 lB'!? 

~N l'AYETE AlaRA PROnTD1 

Destroys aIl unpleasant odors and 
purifies the air. Gives an inimltable 
feeling of freshness and comfort, makes 
the house pleasant and cozy. 
AIR-FRESH, made from chlorophyll. In 
aIl the best pharmacies and 
perfumeries, 

air· fresh 
& .... ~~ •• 
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~19. 1.20 (I!!2e, tg~2) 

Every veelt aDOtber 1I1111œ 
ltal1an. try L1t. laver.. The 
300,000 MOtta survey responses 
reeeived to d~te ~ttest to a 
preference for Life S~vers candy 
·bec~u.e ot Hs: 

qUAl1ty 
rich taste 
pr~ctical pack~g~ng 

600 million roll! h~ve been sold 
dur1ng 1951 ln the unlted States . 

.. 
One hundred million Americans drink truit jU1ce for breakfast, 
lunch, dinner, and every t1m~in betveen. For years, tt's been 
9iv1ng them strength, health and vell-being. Arance 41 
I1c1Ua. 

- 1 
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" 

Ftg. 1.22 (~, ~U, 

'1 •• , you are be.llt1 full 

but it only ta~es one caress to 
destroy the veil of beauty that loose 
powder spreads over your face! G1ve 

,.your sltin a softness, a sllloothness, a 
lUlIIlnous quality that Yill last aIl 
day! For' the salte of your beaut1ful 
face, start usinq the most accla1l11ed 
discevery of modern cosmetology. 
Paql1er1 has finally created .. fillllpact .. 
for yeu: the solid J?6Yder, Vell uto di 
BolllWoodl- Under f11mpact, the skin 
breathes and stays young. It's 50 

slmple to use ~Velluto di Hollywood!~ 

l. Clean shn well us1nq your oyn 
favorite methed. 

2. Rub Velluto Yith thè accompanylng 
sponqe. 

" 
3. Apply to face and neck. 

4. Let skin rest br1efly, then 
gently dust off any excess. 
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o 1980); or stuart Even, Captains of Consciousness (Ne .... York: 
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recogn1zeCi as more ob)ect1ve or "truthtul" than the others, vhich are 
1nstead credited as be1nq mere "opin1ons," subjective accounts of 
indiv1dual1y-perce1ved phenollena. With respect to advertising, the 
dominant discourse 16 represented by visual images. In addition to 
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At the first level of analysis,)the social rel&tions reinforced and 

"naturalized" by commercial advertislng of American and "American-style" 

goods in postwar Italy helped to create, or at léast supported, bellef in a 

general American prestige. The American image "worked" to sell goods to 

Italians, first, because of the properties specifie to advertising itaelf 

whicH actually .made these undisputedly desirable representations seem 

accessible (but never quite realized) in a vay they could not othervise 

have been. This teature of advertising helped to highlight differences 

betveen. users and non-users, making the commodity the critical distinction 

betveen them, and consequéntly investing it vith the status of the "user 

collllunity" (the united states), lDaUng of 1t a point of entry that the 

consumer could then use as a means of partic1pat1ng in the "user lifestyle" 
"q.. 

(Allericall-ness) , a progressive, additive series of fragments vhich 

constructed an image that, never being explicitly defined, could never be 

vholeheartedly rejected. consequently, a product illage (or even a brand 
~ 

illage) vas usually not conveyed in 
r 

a single advertiaellent, but caaatructed 

by a succession'of thell which lIanaged to di.play different aspects of vhat 

, " 

they impHed vas but a single way of Hfe. This was particularly true vith J 

respect to the brand/product illage here identitied as "Amer1can," since it 
1 

vas one vhich apparently transcended product 'categories 'and even a 

cOIIIIodity's place of lIanufacture. If these adv~rtisellent8 "and the 

, 
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litestyle tragments they d.picted ver. to be ,used as a .,ans ot 

und.rstanding vhat lite in the Unit.d 
/ 

Srtates val l1ke, they had to be 
\ , 

lnterpreted as a system, in vh1ch 1nd~r1dual ads vere r •••• ber.d as 

"laye~sW vithin that construct. 1 

Vieved as a compost te of t~,_.yirious delirab)e uaera and uaer 

litestyles, the American brand/product identity manif.ated itàelf in thé 

Italian media through tvo balic themes, "science" and "beauty," vhich 

together came- to define a contemporary image of the Un1 ted States. These 

themes bath re-aff1rmed and traded on the perlonal chariama of the 

Americans whom advertisements dep1cted as conaumers and the advan~ages 

consumption brought to their seemingly already pr1v11eged vay of lite, 

vhich vas presumed to be as universally accessible as 900ds themselves. 

Furthermore, the regular1ty of both themes vas such that they reinforced 

each other: they began to be perceired as inter-related, parts of the same 

vay of lUe which vere equally necessary to HI real1zation and the greater, 

satisfaction this vould bring about. Hence, "The American Way of Life" vas 

re-conatituted from the lifestyles dep1cted 1n advert1sements 1n teras 

vh1ch haa more to do vith purchaa1ng pover than vith nat1ona11ty, 91v1ng 

nev mean1ng to the concept of ega11tarianl.m. 

A product image such aa the one created for star broth mix (figs. 2.1 
, 

and 2.2), an Ita11an product, illustrates the equal i.portance of both of 

theae facets of the American image. In thi., < another - instance ,of an 

Italian advertiser try1ng to 1nvest h1s product v1th an "Amer1can" .xchange 

value, "Amer1can-ness" 1s connoted by the br and name "Star" and th. 

association of that vord vith American film personaliti,s, re1nforc.d ~ 
pictures of tvo of them and an offer of a free booklet of cel.brlty photos. 

The second ad butlds from this, whi1e adding a nev d1m.nsion: now the lad1e 
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that once held a star-'haped photo of àn Amer1ean aetre~. 1s r.p~aee4 by a 

ladle-.haped photo of a' labOratory. The t.xt allo insinuate, the ... 
de~ir:ab1l1ty of,knoving abOut a product:'sllanufaeture,.a proees, v\'lieh it 

f 

c1a1ml d1stingu1she~ star froll the", less se1enUfically-prepred and· 

therefore le66 .san1tary and d1gestib1e competit10n. These tvo adl, 

thellaelv~s, are essent1ally a lIodel of the 1dea11zed "Amér1c.n-~tYle" 

cOllUllod 1 t Y : 
--... 

.eell1ngly glamorous, aC1ent1f1eal1y-manufactured '. and 

lntelligently-eonsulled. , 

The science and beauty themes, ln turn, vere. ulua11y aub-d1v1ded by 

indiv1dual ads into a var1ety of mot1fs wh1ch served both to refine eaéh of 

th~1I and and to 1ntegrate thell v1th eaeh other. AS 1ndividua1s;r-Amerieans, 

vere repreaented as extraord1nar11y 

e vealthy, etrie1ent, enterpr1s1ng' and elean -- .s vell 
1 

the "aeereta" of American beauty vere, ln the final 

"'" hea1th-consc10ul, 

.a beautiful. EVen 
" 

ana1ya1s, ae1entif1c 

in_ofar a8 they se~ a'standard vh1eh, by defin1tion, 1neluded the uae of 

lIanufaetured produets (cosllet1cs and 0 "beauty a1d8") vh1ch prom1sed to 

transfOrll the1r users' natural appearanee into that of another "export 

produet:" the HollyWood mov1e star. Furt~erllore, the "sc1ent1f1c-nes." 

(vh1ch 1n the absence of a glamorous persona11ty vas often the "unique 

selling point") of thes. produe~ vas frequent~y ellphasized by their 
1 

idenU fieaUon as "llethods, " "se1ent1fic preparations" or med1eal 

treatment., rather than as crealls, lotions, vales, etc. Even 1I0re nuaefous 

than the d1et-related food ads vere for a var1e.ty of 

wa1atl1ne-reduet10n and breast-augmentation sehellel. The ~e1ght loss 

products vere . of t\lO types, a "reducing sui tl" (Star of Detro! t) and a 

"reduc1ng eream" (Sveltor). AI~hough sueh produets,were no~ touted as an 

tntegral part of the Amer1can 11testyle Ca. cracker a vere, for instance), 

, 
j 
J 

r, 
" 
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th.ir AIl.r,ic.n origina vere u •• e! •••• nt1.11y to .tt •• t to thelr .ci.nUfic - . 
d.v.lO~.nt and r.ault.nt .ft.ctiv.n .... · Th.ae ads, for th. DOat part, 

.. . 
.1.0 aought to .at.bli.h .ore or 1... "aci.ntiflc" standards of be.uty. 

on. of the Sve1tor ada Cfig. 2.3l inatruct.d, "Your v.ilt •••• ur., go.. vith 
, 

your h.ight •••• Only vith vell-balane.a proportlon. can you b. gr.cetul, 

charmlng and yo~thful. Don't 91ve up out of ignoranc.' Mod.rn co ••• tolQ9Y 

h •• perf.ct.a a purely e~ternBl tr •• t •• nt 

~uth, vlthout str~nuous dlets, vithout 

Vhi~h1 vitbo~t tak1ng anything by 

tir.~ e exe,rèls.s, wlll .llov you 

to r.gain your figure ,in le •• than. montW,l" Sev.ral oth.ra proel.i •• d, 
! 

"W.tch ,out U t.t and c.llulit. invad. y~ r bOdy 1 S.y goodbye 

beauty and healthl You ahoula knov th~~. recen~ db_Ory •• de 

prQ9r •• s in th. int.rn.tion.l coa •• ~. indu.try .llova you--
, 

to ~outh, 

th.nka to 

without 

taking .nyth1ng , by .outh, vithout tirelo.e dieta to ab.orb excea.iv. 

wight, cu.hions of f.t and lay.rs of c.llullte in s.ver.l .inutes of 

tr •• tment per a.y." Litew.ise, Seing.lhe br •• lt cream, manut.c~ured by • 

• ul U,-nattonal tirm vho •• AII.ric.n .ftiliation. v.re .lIphasized, .1.0 urg.a 

VOII.n "vho knov th.t no ~.n howev.r be.utlful ahe •• y be can he . 
• ttractive vithout pertect br ••• ta" to "stop d.lpair1ng." 

Th. tir.t purpole of auch ••••• g.. i. obviou.ly to ch.lleng. woa.n's 

notlons of th. Datural acc.ptabil1ty ot th.ir ovn bodl.a (br ••• ts 

notvlthstanding, hov c.n a "be.utltul" vocan be tbought "unattr.ctlve?") 
1 1 -ff7' .., 

and th.r.by to modlfy pr.vious st.nd.rds of ~~~. The •• cond ls to of ter 

• COIlIIodlty .s a lDean. of m.etin9 th.s. st.ndardl. Once .g.in, th. brand 

nu. ("S.greto Am.r1c;;.nojf" "AIler1can GlUlorous Br •• st System," etc.) or an , 

•••• rtlon vlth!n the .dv.rtl •••• nt ltself •• phaslzed the~.r1can origln ot 

th ••• producta, the knOW1.dge th.ir ua. 1.pli.d, .nd th. style of be.uty 1t 

cont.rr.d -- .s well .s .ttrlbuting their eff1c.clty to ""'.r1can .ci.ntilic 

[: 
J 

1 
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" r •••• rch. Somet1 ••• 1t.suff1c.d to d •• cribe • product a. Aaerican tn ord.r 

to •••• rt 1t •• c1.ntif1c.lly-d.rivea etfect1vene •• , even 1n the abs.n.e of 

credible reaults of Us ua.. "Mlrach' cur .... such •• the Hell~s cOllpany·. 

" •• chanical th.rapy .y~te." offered reltef trce auch ~lsparate phy.lc.l 

afflict10na a, "baa proportlon.," .hortn ••• and flabbine •• on the atr.ngth 

of aotblng more than it. Amer1can dev.lopaent (f1g. 2.4). The star 'of 

Detr01t reduclng auit (fig. 2.5) wa •• aaterful 1n th1a re.pect. Of cour.e, 

the br and nue "star" conjured up 'fe.1n1n. 1deala .,labl1lhed in HOllywood, 

bu~ the product'. "unique .e111ng point" va~1t •• anufacture fr~ a 

"aclent1fic" fabrlc cal1ed "Op.ltex," a ".pec1al h •• tlng an~eodorlzing 

.aterial, the lat.,t di.cov.ry of the American Ch •• ical Laberatorie. at 

star of Detroit." 

The "acl.nUUc" charactertcat 10n" ln turn, ,preaa 
."-

coamodlt1.. portray.d as ayno~ymoul v1th Am.riean .uper1ority to their 

Uler., who 11.-1 ".c1entlflcally" by oonsu.1ng part1cular 900d. and 
'" 1 

a. a 

Accordlng c:ons.quence 
, 

"sclentiflc" "th •••• lve •• to th ••• 

a4v.rti •••• nt., Amerlcan •••••• d to be preoccupiea vi th or to ~know" va~t 

'"~nu.lb.rs of .taUsUcI r.I.Uve to their dally live., for instanc.. A 1952. 

---~---~_._. 

LU.s.verl ad report.d th.ta· 

Many are unavare of the phys1ol091cal .ffecta a candy 'cao 
bring about and are over1y coneerned that th.ir 
conau.ption lIay damage the teeth or diarupt the body'. 
natunl equllibrlum. In the Unlted statea of Aaeriea 
wher. knowledge of what 1& harmful or beneUci.l to 
health, aqll1ty and strength 18 .ore wi,despread, the 
average annual consumption of candies per person, 1s nov 
more than 8.675 kg. In Italy, lt ls 0~565 kg. Th1, 
enormous difterence la not justlfled by the differtnce ln 
lncome (5 to 1). The Ameriean knovs that the ten 2.5 
gram candicts he eats every day make up 100 of the 3000 
calories he needs to maintain his strength and 25 of the 
tOO gram. of carbohydrates his body needs da11y. rh, 
.ost ~id,ly consum,a candy is th, Lifesaver. 

---.... ----_~'YO ...... .! .. ,..._ .... !>'":", ..... _--~--..-
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Ju.t.. they had been . by the 104. cracker dverU ••• nt., ""r1can. Ar~, 
h.r. d.p1ct.d a. con'UII~l)g 

rath.r then .. rely ~atlng 

food -ac:s._tlflc:ta11y, nouri.hing the~r bocue, 

for r.a.on. of hung.r or enjoyaent. Thi.l 

'~Uppoalt10n '1.11 tillately .ee •• ta be bQrne out by a çen.ld.ution of aU' the " 
l '1 

other food-relat,d Aaerican ~1ti •• adverU •• cI 1n Italy. T,he1r 

•• ,ertion that alDOat anyth1h; that va. bath lng.atlb1e and Amerlcan va., 

tn on. vay 'Or anothe~, better than ih ttaUan cOunterpart. (although, 

.. a&1ng1y enough, aU of the product. dverU •• d • are regud.d by 
. 

cont •• porary Mericana, at le •• t,,, a. "junk food")! val dir.cUy ba.ed, on a 
, .' 

.uppo.lt1on that Merlcan. po •••••• d .uperlor knowl.dg. i~ th.ae •• ttera 

Vith1n the adv.rti.e.enta th •••• lv •• , thl. v.a 
1 . 

connoted by tbeir attribution,of AIl.rican. v1th very lpecific' knowledge on 
. 

a ~ariety of eubj.ct.. They are ott.n portrayed a. thlnklng lh t.ra. of 

AccorcU,ng t'a adverUling, thén, AIl.ricanl vere educat.CSI they 
-', 

" ver. ln paa •••• lon Of aU perUI1.nt fact. and figur •• , ther.for. the1r 
. 

cho1c •• vere the correct one. and ta babave .à· they do IIU.t be to .étJ' 

intel 1 igently .. 1 

A bell.f in logtcal "Aller1can-.tyl." deduct10n •• lIotivat1on for 

conawaption by an 1ntoraed, etatl.tically-."are conluaer .lao under11 •• ad. 

fOr a var1ety of product. vhlch .tr •••• d qu.ntltative lIea.ure •• nt. of 
. 

qualitative con.lderation.. CVerlay tloor vax and ONSA .tocking., for 

ln.tanc., •• ch ugu.a ln tavor of th.1r pr~uct. on th. b •• iI of 

"lc1entU1c" analy ... of on. aortJ or anoti\8r. Bath &dv.rUaera ll1ply prier 

è •• cutionL of euch r •• earch vith the etatti.enta "60% of aIl .en look .t ,our 

1'91," or "St.ti.tics show tbat ,.ven bank., office., hOtel., factorie., 

cllnic., the.t.rl and cin •••• alvaye pref.r Overl,y for po11.hlng aarble, ~ 
.; 

'c.rAlllc or 11noleua !locr.," vhlch th.y rely upon for cred1billty. averl.y 

1 

. 
.. , 

,. 
" l 

l 
i 
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" / , 
raft an .ven 1IOr. lntèr.stlng.d (Ug. 2.6) .surin; tœ .... Y.U: wblch , 

plctured • Il,_chanlcal d.vle. , the "Gloas M.t.r," whi'Ch va. a.s1gn.Cl (ln the 
~ 

f unlted Stat •• ) to quantify th. IUllinoullty/super:lorityof ih product 
" 

.inee, a. the ad point. out, "Iuperiority i.n't debated -- lt ' s ..... ur.dl" 

EV.n BoIIba AIIericana cbewing gUII, wbo.e ap~.l v.. already 

well-support.Cl ln other way., wa. prOftOt.d partially on the .tren9~h of lt. 
, ' 

health-glving propertl ••• Ads for "8ub" •• chanlcal1y-dl.pen.ed guaDa11. 

• lw.ys claill.d that th.y\.tr.ngthen.d t~.th and ;ual and loaetl ••• à4d.d 

" that gUIl chewlng illprOV.d the dig.stlon. The BOIlba AIlericana brand n ... , 
, t 

in tact, indic.t •• the rea.on for Itallan lnt.r.st ln AIlerlean sclenc.: it. 
, \ 

roI. in ending th. Second world Var. The r.e.nt deploya.nt and Aaerican 

developeent of an .tOllte boIIIb was then. topic of ~reat lntere.t 1 the 
0\ 

.ublect of lIuch sPeculatlve lou~pa11sl1 whlch detailed lt. lncr.dible 
1 l ' 

d •• tructive pow.r and r.j.ct.d the poa.lblllty of otheriDatlons (prlllarily 

the U.~.S.R.) .oon r •• ching the level of .cl.ntlfl~ aCh\.vell.n~ n.c ••• ary 
\ 

to their oVn prOduotion of .uch veaponry. .e~au.e ~Of the •• ellln9 

dlffleulty of coeprehendlng lt. vorklng. and the r •• ultan .luslv.n ••• of 
, 

the .poYer 1t conv.yèd to .11 but the AIt.rlcan goverM.nt which had 
1 

• 
• pon.ored lt. lnv.ntion, the atOilic ~b r ... 1n.d an oblect of wonder, a 

kind of deadly "black •• 9ic~ to DOat who h.d 11ttl. or no understandlng of 

wh.t lt r.al1y w ••• 

• ot aurpr1.1ngly, th1. f •• cinatlon iwa. dee.ed ua.ful to cOIlIIerclal 

cau... and thu. surf.ced ln ads whleh .tr •••• a .illtary as.oe~.tlon •• 

In •• et 1clde and .1r fresh.ner adv.rtl •••• nt., ln parttcular 1 often 

lncor~ated w.r/bollb illaeJery. Beth tb. nature of th. product type. 
! 

adv.rt1 •• e! ln tbia way the specific content of lndivi4ual 

.dv.rt1 ..... nt. for the. voule! ••• Il to \1pd1c.te that one thlng vhlch allDOtlt 

7. 
,----'---~---
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'. 
characterized t:;jae -Merlcan prea.nce ln Italy dur~ng the .id-19tO' a va. a. 

canc.rn for . pest control and s&riitation • As the occupation torces had 

• • tt.apted to inatll1 th. iaportance of D.D:T. tuaigation to the control of 

dia.ase, lts lnltlal" atatua vas both var-related and Aaerlcan. 3 The 
v .<, 

.arll •• t e.amples (l9t6-l9tS) elther clearly identltled ~helr products ,a.~ 

AIIerlcan (Razzla, Ciak), relterated bealth var lng& (Episan Spray) or, at 

least, had Engllsh-s.eaing n .... (Killlng~ FItt, Super-Faust). TVO of 

the.e, Super-Faust and Razzla, part1cularly stre.. -t1me associatlons. 

Super-Faust. ( fig. 
. \ 

2.7) ls ident1fled as "the at~lc boab ot the lns.ct 

verld" 1n a 19.7 ad vhich depicts 'a t1ny Plane, complete v1t~ 

aanlacat:lOOklng pilot jettisonnlng a container of it su .ria~ •• d oyer a 

fog being e.itted fr~ a puap ln.ectlcide spray~r an concludes lts 

de.~ipt~on of the product'a effects vith an a.sertion that lnaect. aren't 
. , f-

aerely overcome by chealcal 
\ 

tuaes and incapaclt.t~d, but 

1n.tantly annlflilated, as lt struck by lightenlng. FOur year. later, 

Raz,la returned to the same theae. Its ad conslsted ot another a1rplane, 

auperiapo •• d on a Gr __ k crC)S. (the bd cros. ubl •• ), boIIbardlng a aorlbund 

f1y and beet1e vho are .pparently .nveloped ln ~ white cloud of 
L" jO ~ 

in.ecticide. The test 1. he.d11ned: "WAR on lnsect. unt11 de.thl ~ •. us1ng 
J ~ 

Razzla vith D.D.T. and the power ot Lindane. The ao.t powertul in.ectlcide 

produc:ed by .eionce in 1951.· con....... .,dUcauon .t forta .... ~ conUn •• a 

tnto th. FifÙe.. ln· D.D.T. ads for an Italian aJutacturer 1 

Boabrlni-Paradi-Delflno (B.P.D.), vho by thi. t1m. wa. produc1ng Alr-~ •• h 

air freahaner for the 'Air-x.a company of .ew York (and call1n; ~1t "Air 

Fresh Bomb") as well a. thia Snell 011-developed in •• cticide. But, of the 
., 

advertia1n9. campal;n •• tr •• atng war-r.lated th .... , Bomba Am.ricana wa. 

perhaps the aost arre.tlng becau.e of 1t. oth.rw1 •• iaProbable nue c in 
\ 

/ 

. 
~ . 
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vhich . connotations O~Amer1Can,scienti~lc advancement and international 

proveas ,are clear:, "BOIl\ba" 11terally means- "bomb,'" .but 1n th1s case 1s 
. , 

.. ant to refer to the gUIrI 1 s bubbles. f The earHest ads often lIerved on1y to 
p , 

make this assoc1ation ",ith the atom bomb, depict1ng an explosion in ",p1ch 

th~ eandy's t \lriPper mitde 1t look vaguely mlsslle-Hke (fig. 2.8) or 
... 

suggest~vely announe1ng "Here 1 s the Famqus . American Bomb 1" (fig. 2.9) 1n 

1 
referenee to a â1nner plate-s1zed spherieal object (pfesumablya bubble). 

The other remarkable characterlstic of the Bomba Amer1cana ad 

caapaign is that, in addition to cap1talizlng on the mil1Lary ach1~vem~nts 

and usul tant 1nternational prestige of AIlerican science, ,it ul timately 

1neorporated IlOSt of the other fae~ts of the Amer1can image, from HOllywood 

glamour to herohm. Most of the ads, especially those vhlch appeared in 

the Porties t presented'an addit10nal attraction: the manufacturer (American 

Cheving COrp.) also Ilade ~t~Ori pietures (1tnovn as "Allerican Bomb Pictures" 
." 

or "Allerican ·Pictures") vh1ctl vere conden'aed as COIIllcs 1neluded 1n packages 

ot gUI! or avallable . by mail as fllp books. Theae often featured 1 "The 
1 

~rlcan Bomb" belng menaeed by, and/~.vanqulshlng, miseellaneoua villa1na 
/ . 

(fig •• 2. .10). Other adl ul ti.ately manaqed to incorporate a n,!llber of 

thell.1 vhlch distingu1ahed the AIIerlean ;dentity to Ital1ans, o,fterlng such 

prlze. as aberl ft '1 badges and "'athable tatoos of cOVboyl ~~ Indians (fiq. 
, 

2..11), and to at lu'st partially lnteqrate thell vith Italian culture,'.ost. 

o • 

notably by Ilarketing thell as a ... an. of . playlng 'l'otocal-ei 0, a gue of 

chance ~.~d on veekly national loecer resulta (Ug. 2.12.).1 Arguably, the 

u.e of apeelally prlnted mechanleally-diapenaed guml;aUs to play t'hl. g __ 

vas, ln lhelf 1 a further dellOnatraUon of fa1th ln the power. of 
o 

teehnology 1 ainee conaUllers Ilust 'have bel1eved that the _chine. 

d.1atributed the baUa ln' a.tt.' than randoa orcier if they vere to ua.· thell 

, 
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as a Ille an s of pred1cting sports l'eaul ts and, hrtberllOre-, 'the -adverUser 

had to have been reaspnably, co~f1dent that they would' be uBed for- tbia 

purpose _ be fore 

)Th~ 50mb 

, 
attempting to promote them accord1ngly. . , 

• eventually developed 1nto â separate, full-fled9~d charaçter 

(fig. 2.13) named G10111 (frOIII One of the tvo or1g1nal cand1es, "G101l~ 
, ..... , 

150mb" gumballs 
, 1 

and "Bomby"_ 'sticks) ',vho alvays "saved the ~ay," and gavJJ 
1 

, 1 
avay candies by the ~oz'èn., V1th h1s qum-chevinq terrier side-kick, Tim, anld 

1 
the Amer1can Bomb (which waa by now an inani~ate object wit~ qu~si-ma9ic41 

'1 
powers). An •• 1nterest1nq ser1es of ada based on this theme ,nd fe~turirg 

th~ G101l1 character ran weekly 1n ~he chl1dren'a ma9azine, Corriere dei 

Piccoli; dur1ng 1949. Belng, ln cOll1e ~tr1p form themae~yea and wr1tte~! 1n 
~ [ 

~hym1~? v~r~e, conclu!!in, w1th a 1I0ral, they' blended vith the rest of fthe 

oagazin. and. oec; .. ea \ to' be • ~ort <;>f fairy tale ~ ,_pl.e,te . vi th a lhero 

(Giolli) who solves a problell of universal s1gn1f.1canre V1 th the aid 1of a 

-11&910 : interlocutor (the AIIerican BoIlb)." This acenarto ia', 1n fact, a 
• ,i 0 ' 

, simple lIIOdel of the image of America, and espec1ally AIIeriC~ ,seiellfe" 1n ~ 

Ital1an advert1s1nq. 

1 • 

. . , 

S1nee, 1n 
'-

national qroup, 

J' 

thi.. in:lance, 

ih continuaI 

1 
. 1 1 

, 

• 

the' user COIIIlunity vas represented as "a 

~ glorification by adverUseaents ul ti'tlately 

c:ontributeèl to the developunt of a national stereotype. Thh stereotype, 
r 

es.enUaUy 1 vu the re.ult of aclvert1ëing' s graèlual transformation of 

" " 
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pre-establi8he~ bel1efs abOut the' merits of Ameriea and her cit12!ens into 

lIore wide-ranging prejudices'. 

. The simple, direct approach of the beauty product ads" whose basic 
tJ 

lIes~a9.e was "this _Hollywood movi.,e star looks the way she do~s because she 

. uses, our product i if you use it, you' 11 look l1ke she doe~ , toc" 

eXJ!mpl1t1ed the tirst step in 1:ttle, creation of such beliefa. Once the 
. 

would-be consumer becomes convinced 
a 

cause-and-effect ~elationship of the 

betvee~ commodity and idealized user 1 the next step towards beltef in the 

superiori ty of i ts other users, al though name lésa consumers themse Ives, 

oyez: non-users iike himself/herself is an easy one. Thus , the final leap 

'" 
of faith: si~e these products were imported 'from America, where' they 

" / 

~ already were in use, then the depict,ed user (the movie star) must just be a 

representative of the "user communHy" vhich might then be made of other 

indi vioduals vith simllar, if not identical , characteristics. AS a case in 
1 

-
point, the earliest of the Max F~ctor celebrity-endorsement ads 'Cfig. 2:.14) 

1) 

announce th!! availab1lity of these products as something of a breakthrou9h' 
, . 

in the dally lives of It'àlian women' ("from HOLLYWOOD, RITA HAYWORtH gives 

the big news J ") which enables tnem to resemble Hollywood stars anc! AIMIrlcan 
o 

( 

vc.eIl ln ~r.l ("You too can participate in the beauty secrets that MAX 

FACTOR has revealed to aIl the American stars and women"). The supposed 

resemblance between film stars and average Americans \ a1so sustained a 

nUllber of other campaigns which stressed Amehcan corpore~l perfection as a 
; " ~ .. 

- national trait. Accordin91y, Many of~ U~e ads for breast deve10pment 

products and home permanents incorporated the American flag. Some l' S'uch as 

"American ,tAmerican CurIs" a160 ~ystem" and 
,./ 

Angel's Breast 
. 

acknow1edged the appeal of a generally "American" appearance in their o~ 

names. Thus, the,attributes of personal prestige so obvious in American 
, " . ,~ 

j 

J 
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movie stars, and later presumed to be common to the rest of thelr 

compatr10ts as weIl, ultimately encompassed the nation itself as it began 

to be imagined as populated by ravish1ng creatures who, furthermore, were 

actively involved in the development and consumption of excitlng, even 

mlraculous, new "scientific dlscoveries." Surely, the inhabitants of no 

other coun.try could malte such a clailn. 

The fact that "American-ness" was even percelved by advertlsers as 

potent1ally effective ln promoting sales prior to 1 ts commercial 

exploitat10n as an exchange value is an indication that Amer1can prestige 

had already been weIl established. But, in many cases, Amer1Can strengths 

were further emphasized by the way the United states was portrayed in ads 

for products whlch'were advertised as'American-endorsed. 
~ 

The systematic 

presentation of only the best features of the United States was n.-,:essary 

to the promotion of consumption if Americans were to serve as the "user 

community" in ads whlch ~lalmed an "American" exchange value for the -. 
products they represented and undoubtedly also enhanced the national image 

abroad. However, the selectiveness impliéd by such a prachce steadily 

served to distort this image "posi tively" and to diffuse these 1ncreasingly 
& 

general attributes onto phenomena which had' previously been unrelated. 

Thus, personal prestige was translated into national superiorlty and 

mllitary achievements 

superlority) became 

(which vere 
4 

mere instances 

• 

even f urther evldence of J this 

of an all-encompasslng helpful 

generouslty which verged on a kind of "savior" status. 

This J. wlde-ranging superlorl ty 'las a general defln1tlon of 

. "American-ness" and thus the "unique selling point" of pr<;>ducts clalming ~ 

American exc~ange value. Al t-hougn alleg.atiOlfr Or --ne super10rÜ-Y' ~ 

American goods vere usuaUy none too subtle, i t was less dlrectly lmplied 
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by the frequent assertion that they vere popular around the vorld. 

American brands vere ~ften advertised as the Most of their product-type 

sold internationally, in addition to being the Most popular in the United 

States, implying American domin~ of a vorld-vide hierarchy of nitions. 

Advertisers for Coca-Cola, for instance, often described it as "the Most 

famous drink in the vorld" during their 1954 campaign. LiÀevise, 

Alka-Selt~er (fig. 2.15) vas advertised during the same year on the 

strength of lts effectiveness, vhich hovever vas in turn attested to by the 

volume of its international sales. The text of the advertlsement therefore 

consisted of information pertaining to the product's pur chase (its price 

and packaging) and use (vhen, hov and vhy to take the tablets), but the 

real reason given to buy Alka-Seltzer vas that "millions of people use it 

aIl over the vOrld." From the advertiser's point of viey, the rationale 

behlnd this statement and the ad's description of the product's packaging 

as "famlliar" vas undoubtedly the creation of 1 a "user community:" an 

international one ln the first case and a specifically Italian one in the 

second. This 16 signif1cant in terms of its role in constructing a 

hierarchyof national images. Together, both statements imply not only the 

exiatence of an international community, but Italian participation in 'and 

American mediation of that community. Thus, American dominance of such a 

model'of the vorld is clearly indicated by the fact that this American-made 

product i6 internationally popular both because it i6 effective in solving 
~ 

a universal problem and because no other company 1n any other country has 

been a~le to develop a slmilar one • As the ad says, after aIl: "There's . 
onlyone Alka-Seltzer ••. nothlng else like itl" AS another instance, 

Bomba Americana cheving gum emphas1zed the vorld leadership aspect of the 
'. 

American scientifi~ image vith its frequently-used slogan, "Bomba Amer 1 cana 
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... a vor1d of fun" and a bU~b1e-headed personification of the American 

Bomb free1y distributing candies to men, vomen, chi1dren and an occasional 
) 

dQ9. Later ads, like a 1952 promotion offering a facsimile coin fram one 

of 100 countries vith each baIl of gum (fig. 2.16), evoked the United 

states' internat'1onal influence more subtly. 

Belief in American vorld leadership vas further reinforced by 
t 

references to it in ads for Italian products, since vhen advertisers of 

such products attempted to claim their dominance of the appropriate markets 

internationally they could not do so through any Italian association but, 

once again, vere forced to take on that facet of the American image. This 

practice is evident in ads for two competing brands of Italian vermouth, 

Martini (fig. 2.17) and Cinzano (fig. 2.18). The 1949 Martini ad contained 

numerous American references: super1mposed on the Amer1can flag, a covboy 

leans casually against a bar while gesturing over his shoulder at the 

vermouth being served to h1m, apparently exclaim1ng (in English) "That's 

swelll" The product is then declared to be "the vermouth that's drunk aIl 

over the world." Seemingly, there 1s no further need to debate the quality 

of the product itself since verbal cla1ms of superior taste, greater 

potency or even more desirable manufacturing methods are ultimately close 

to mean1ngless without some sort of support or "prOOf," vhich 1n this case 

is provided by a collective endorsement trom the American people as a 

group. Both here and in the Cinzano ad incorporating the American flag, 

vhich ran five years later, this general American endorsement 1s intended 

to imply world-wide popular1ty and, thus, 
\ 

8uperior quality. Underlying 
t~ 

this strategy there necessarily exista a wideapread assumption that 

Americans have greater access to the highest-quality m~nufactured products 

than any other nationality from vh1ch the1r preferences for certain 

------~--------- -----------
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products over others derive meaning. 

Tvo other Italian liqueurs, likewise, use.American endorsements to 

/ 

attest to their international superiority •. A , Carpano Punt e Nes 

advertisement from 1951 (fig. 2.19) repeats this theme in its slogan 

·Campioni del Hondo· ("World Champions"), referring to the vermouth as weIl 

as runner Jessie Owens vho is depicted admiring its bottle. Once aga1n, 

America (or, at least, an American) has demonstrated superiority. In being 

preferred by a wor1d leader, the product be come s a leader in its own 

domaine A year later, an Alberti strega advertisement (fig. 2.20) featured 

a Rew York socialite approving a glass of it vith the vords, "What a 

Flavorl" (also in English). The product's prestige 1s first demonstrated 

by estab1ishing that of its users: the American woman i8 elegantly dressed, 

( velcomed by the Italian elite and seeks diversion in "high-class" 

entertainment (opera premieres). In case of any doubt, then, her status is 

reinforced by acceptance in exclusive Italian social circles and 

participation in their amusements, among- vhich is included the product 

itself. This serves to ally the elite of the United states and Italy, as 

vell as their tastes, constructing an international social hierarchy in 

vhiCh, distinctions are based on consumption rather than markers like 

nationality or, to a certain extent, income and taste. 

Extending this idea one step further, the competitiveness of the 

American market could be used to raise not only the prestige of goods on 

sale there, but even the abilities of those vho purchased them to "compete" 

vithin the In other vards, "user community." not only vas AIIerican , 

"acceptance of a particular product a guarantee of its international 

( prestige, but American manufacture vas essentially proof that _ it vas 

compatible vith "American-ness." One- Parker pen, for instance, vas 

------ --- • 



( 

( 

The My th of "American-ness" 111 

.arketed as "The pen of important people" "aIl over the vorld" (fig. 2.21), 

first asserting the superiori ty of this AIIIer1can-.ade < product over the 

1nternational competition and, second, potentially at least i.plying that 

these important people vere themselves Amer1can. EVen more str1k1ng 

perhaps vas the advertisers' _presumed equation of 1mportance, sucees. and 

literacy in their opening statement, "We don't think ve're exaggerat1ng in 

ela1ming that if there's one th1ng that successful people aIl over the 

vorld have in common it m1ght be the Parker '51.'" This, in itself, vas 

perhaps just another vay of accentuat1ng national d1fferences, drav1ng on 
, 

the tact that, dur1ng th1s era, the rate of I1teracy vas undoubtedly higher 

1n the United states than 1n ±taly. Thus, the product's àppeal 1s based on 

the ad's underly1ng message that 1n order to be important in the eyes of 

the varld one must first be l1terate (1.e., abl. to use the Parker "51") 

and then possess the accoutrements appropr1ate 'to 11 teracy (1. e. , the 

parker "51", itself). In other vords, the cr1ter1a of 1nternat1onally-

recogn~zed suceess have been reformulated as literacy-based. Espec1ally 

for those vho are incompetent or uneertain 1n th1a regard, the ad goes on 

to conf1r. that the advantages of the pen are not its good looks, pr1ce or 

even prestige val ue bï.lt Hs abllity to 1.prove its user' 8 performance, 

resolv1ng vhatever d1ff1cult1es· he/she may otherv1se be confronted v1th. 

Its not an adverUs1ng gimm1ck then to say that t,J'lere 
have to be good reasons for such a vi4eapread preference 
on the part of people vho knov vhat they vante 

The fact that the parker "51" 1s 1mmiatakable and 
inimitable, a pen that vith a fortuitous nev for.ula has 
resolved aIl the problems that aff11et ord1nary pense 

Thus , the reason g1ven to bUy the pen i8 neither only the perce1ved status 

of the pen or of its users,' but the imagined enhanFe~ent of the consumer'. 

-- - -----

1 ~ 

1 
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ability to perform in an area that the advertisement has represented as the 

proving ground of success. In th1s respect, the advert1sement 18 able to 

advance the importance of a particular activity in vhich the consumer May , 

feel at least potentially insècure to 1nternationally-recognized success 

and to lmply the product's videly-percelved role in achieving this success. 

This ldea ls furthèr establ1shed in the last line of' the ad: "FOJ:' your 

protection, look for the Certificate of origin vith every pen to guarantee 

you of its authentictty." 

benefits dellvered by the 

Such a statement further intlmates the personal 

pen to lts user by implylng that lt 1s lmitated 

by i ts competi tors, who therefore pre8umably reCO(Jnize Hs un1que qual1,ties 

and hence try to "disgulse" their products as something "better" than they 

are -- the parker "51". The parker companY's-IaIntification of their'ovn 

product can then be seen as a public service ("for your protection ••• ") 

rather than as vhat it really 1s: a deliberate attempt to aaDufacture 

differences vithin a group of products that are function&lly identical. Of 

course, thi. interpretation complements the rest of the ad, vh08e purpose 

has been to imply that the company has produced and here distributed the1r 

products out of concern for the consumer, enabling him/her to benelit from 

their labor. From another perspective, gooc1. have been marketed as 

urY1Ge8. 

EVen more strik1ngly, American oil companie. devoted far les. ad copy 

to descJ:'ibing the attributes and benefits of their products than to 

prOiloting the1r ovn corporate meJ:'1ts. In the iued1ate ~var per1od, 

Esso advertisements mentioned only the number of jobs Standard Oil prov1ded 

through aIl of its varlous actlvlties, explaining that the corporation vas 

essent1ally pour1ng money into the country and then m&k1ng a necessary 

natural resource avallable to lts inhabitants (fig. 2.22). In the Fiftie., 

_. --- --.------ --,- ,.-.-_._..-.--..,' ...... --~~-
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vhen eèono_s. recovery va. clearly vell underVay, a nev type Of public 

.ervice vaa unaertaken, th~a time in the form of the aa eampa1gn ttself 

Cfig. 2.23), vhich advisea motor1.ta to ob.erve .afe artvlng practicea 

(e.g., not ta pass on a curve" ta u.e thetr brakes appropr1ately,. or to 

arive at a reasonable speea). 

As another case in point, a 19.8 aa for the Italian e4it!on of 
" 

Selections iro. Reader's Digést (fig. 2.24) stre.sea bath ita Italian and 

international popularity vith the" heaaline, "AlI of Italy ia wila about 

'the I\ost viaely-read magaztne, in ute vorld 1 • " ObVlously, its being 

viaely-reaa illp11ed that the lIagazine waa generally regardea a. having some 

uaeful infor.ation ta impart, but, although the AIIerican po.ae~sion ana 

a1.aell1nation of thia lIaterial ia alreaay notevorthy aa evidenee of the 

perceivea stanaing of the Unlte4 statea relative to the rè.t of the vorla, 

the type of, inforllation preaentea 18' alao of inter.st here. The DgaEine 

represents ltaelf a. an 1nternat10nal' clearing-house, collecting ,~nd 

aisaell1nating Hall the beat nev ~iting fram arouna the warla." Ita 

apecif1cally American contr1bution, then, ia baaically a .ervlce: Bakrng 

the lIOat interesting and illportant nevs of the day accessible ta a new 

audience. - Even more 81gnlflcantly, thi.· "lnterest1ng ana 1mportant" 

inforaation 18 itself reflective of Allerlcan expertise. The selected 
, 

artlcles fe'tured in the ad deal vith topics already familiar to teaaera of 

other American adverti8e.ents aa areaa 1n which Allerièana haa beeo.e' 

establi.hed leaders (at0ll1c science, dental hyg1ene, the recent var),. 

played a principal role CtJe COld War) or vere instrumental (developing a , 

"acience" of marital relat10ns, prov1d1ng a venue for an·tt_lian famlly's 
\ 

_avancement) • ,.../\.... 

The Lederle phara_ceuti~al 'company CUg_ 2.25) drev frOil '_ nUilber of 

• 1 
1 

~ 1 
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th. recogniz.d themes of "American-n.s." to support it •• ervie. attrib~tes. 

Flrst, with its headllne "Scienttats f .. oua &round th. world work 

exelusively for LEDERLE," it present.d itself primarlly as a r •• earch 

facil1ty underwriting th. development of important •• dical discaverie. by 

the .ost gifted scienti.tA in the world. Second, the most noteworthy of 

th.se (the work of Harold Cox and nameless c,asociatea' seelled to be 

Am.rican and recogn1ted a. auch lnternat10nalIy. Third, the contributions 
1 

of American science to the war effort vere made even more apparent by cox's 

war-time affiliation vith a U.S. government agency and consequent 

dev.lop.ent of a vaccine that ~rivileged the victorious arm1es. F1nalIy, 

the American "role in reeognizlng the importance of these and future 

dlsccveries by honor1ng and fund1ng the selentists who made th.m emphasized 

not only the foresight of such agenc1.s and a company like Led.rle, but 

th.ir public-spiritednea. in imple .. nting them wber. th.y were needed DOat, 

American product., often explicitlr referred to as the end re.ult of 

Aaerlcan .el.nt1t1c progre •• , are thu. r.pr~.ented a. be1ng a mean. for the 

ttalian ~ubllc to 1mprove thelr lot, made avallabl. to th.. through the 

beneflcence of Amerlcan manufacturera and adv.rti.erl. Llke Max Factor's 

Ctlg. 1.2) elalms to manufacture co.met1cs t~ the good~of womankind (" ••• 

aade for the stara and you") and to advertl.~ them for the benef1t of the 

...... ("You e.n partlclpate 1n the beauty .eeret. Max Factor has revealed 

to aIl the ABerlean stara and wocen."), a l'ta ad for AcOu.t~con hear1ng 

aida (f1g. 2.26) •• ked: 

ma Vbo DG 1 ....... baft tbI joy of ... ma •.. 
WOuld you 11ke to knOW whether yeu can regaln lt? 
WOuld you 11ke to know about the advance. Md. for you by 
Aaer1can acience dur1ng the.e la.~ few yeara? 
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, 
. By then proceeding to 9ffer a fre. booklet 1n vhich the.. que.tions vere 

an.vered, both the A adverUa.d product • and the adverUsellent ttaeU are 

pre.ented as aerY1ce. rendered by the manufacturer to the consumer or, in 

this case, more specifically by Americana to Italian.. In other verds, a 

natural proble~, deafne •• , i& perce ived as surmounted throu9h the 

intervention of American Manufactured 9oo4s an4 ca.mercial inforMation. 

In terM' of international stereotypes, then, Amer1ca vas generally 

cleplcted by advertlsin9 as a land of superlatives, home of the "best," the 

"b19gest," the "lloat beaut1ful," and even, as vas the caae v1th the 1951 

Skating Vanities touring roller skating revue (fi9. 2.27\, the "DOst 

expen.ive." Its superiorlty over other nations in such respects is 

atteated to by the international popularity ot Amerlcan products, a. lts 

benevolence is demonstrated by ita role in iaprovinq the qual1ty of lite in 

foreion countries throuOh mil1tary intervention, progr .. s of econocic aid 

and cultural exchange, in addition to the distribution of "helpful" 9oo4s -and/or ~.rcially-availablè servicea abroad, apparently at great espen.e. 

Included ln this vision ot the international order va. a charact.rlzation 

ot Italy a. a baekvard nation, la09ino behin~ Aaericana, if not others vith 

9reater açce.s to Aaerican 9004s, on the road to a bett.r vay of life. 

Given such pre.i ••• , Any Italian conauaer .ight reasonably conclude that 

these goo4s provided the key to better liv~ng, vhich, in tura, va. nov 

.pecitieally defined a. "American-nea •• " 
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GeneraIIy, then, America vas increasingly seen bOth domest1eally and 

internationally as a Iandlof aocial promise, an impressidn vhich vas in 

turn aupported through the videspread dissemination of attractive images in 

the media. It vas. conaequently videapread and unchallenQed enouQh to 

aasume the proportions of a stereotype vhich vas 
, 

so attractive as to 
1 

inspire non-Americana vith a fascination for and ultimately a desire to 

conform to it themselves. In the effort to aehieve "Amerlcan-ness" the 

aost appropriate mode 1 vas, by definitiOn,' specified by the "user 

co.JIunity," vhlch 1n thi. caae vas aho stron91y ident1tied vith - tfie 

Hollywood film induatry. Sinee aovie starl vere flrst the most common 

advocates of VUiOUB Alterican products and then presumed to be typical 

meabers of the luger ooamunity, the Ameriean vay of Lite vas allO thought 
1 

to be observable on the screen. 

Mv.rU s1n9 for Ameriean producta (and 
• 't 
especlally those 

advertilement. vhich ineorpora~ed celebrity endorsements), therefore, 

largely approprlated the ideologieal relationa vhich characterized film to 

ground lts own varld-viev. AIlerléan fUa'a appea~, in turn, vas probably 

due to the illusion of abundance and well-being it usually canveyed and the 

opportunlty it consequently afforded for fanta5y. In poatwat Italy aa 

elaewhere, movles offered a vay of 
1 tranacending a comaunlty of peera and -ent.ring into an ieagtnea one composea of individuala unllkely, to even be 
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en~ountered in real life, vhether for reasons geographieal, linguistlc, 

circumetantlal or materlal. Hovie stars (vh~ vere thoUght to be as'vea1thy 

and carefree as they vere beautiful, jUdglng from the then numerous 
-

journalistic accounts of their personal lives) vere to be envied as actual 

members of this community, personi~teations of success and ldeals of beauty 
• 1 

Q 

and soclal ease. Furthermore~ lf envied, they vere also to be emulated. 

Thus, as Stuart and Elizabeth Even malntaln, Amerlcan fllms also provlded 

their audlence vlth models of comportment, dlctatlng tlapproprlate" (i.e., 

American) modes of behavior for deallng Vlt~ change and achieving status 

vlthin a changing social order. 

The abllity - of fUm to speak, in varlous vays, to the 
experlence of its audience provides us vith a key to 
understanding its appeal and pover. In the first 
instance, film as a component of mass culture became a 
lIediatton bet'\leen a historie uproottng and an unknovn and 
threatening urban society. In the second instance, lt 
vas a mediatlon betveen traditional cul~ure and the 
emergent term. of modern life.' 

80th film and advertislng helped to construct the AbericaD-Way of Life as 

an "ansver" to social problems, therefore. Just as th!s tlifestyle model 

prOVided a key to att&ln1ng an improved standard of living, advertising 
.Jo, 

offered instrucfion in its realization vhich vas then re1nforced by films 

g1ving speelflcity to and creat1ng the des1rabillty of 1ts user commun1ty. 

Ultll1ately, this relat10nshlp betveen film and advertising also contr1buted 

to commerc1al efforts, insofar as ellulation of IIOvie star models ~nvariably 

a1so necessitated consullptlon ln an attellpt to œcldge the gap betveen the 

depl~ted "Alerlcan" standard of living and the Itallan one experienced by 

1198t audience llellbers. Bot surpris1ngly~ as JerellY Tunstall remlnds, the 

U.s. Department of, OOIIIIeree vas not ign~ant of film's value to the 
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praDOtion of export trade. 

Tbe Washington govèrnaent apparat us has l~ng been 
especially favorable to the notion of aed1a exports •• ~. 
FUa., in the eyes of the COIIIlerce Departaent, had the 
add1tional bonus of prov1d1ng a shop v1ndov for other 
goods cars, ki tchen equipeent, indeed alllOSt 
everything made in America.' 
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On at least one level, then, film' and advertis~ng could be sa1d to fulfill 
,'-

a similar function in dic~tlng a certain type of behavior: conswaption. 

In addition, if the "psychological utili~ of film rests in its capacity 

to"momentar1ly transcend distinctions of nat10na11ty an~ social class~ then 

it is not implausible to expe~t that advertis1ng, vith 1ts integral promise 

of consumpt1on as a means of self-transformat10n, a1ght have sim1lar 

propert1es. AS vas seen 1n the Preceding chapter, advert1.1ng funetton8 
) 

,primarily because of it, 1~p11cation that consumpt1on conveys part~c1pat1on ~ 

1n "the good life," a realm of mater1al oomfort 1n vhich traditional 

indices of status are replaced vith the transitory prest1ge of possession • 

Whereas film's cla1m to egal1tarianism 18 experienUal" part of' an Act of .­

viev1ng vhich 1s not class-specific, adverti6ing's appeal 1s ~e seductive 

because consumption's benefits are less easy to fix 1n tise. The user 

community 1t creates i& perhap& more epbemeral, nèver litely to congregate 
~ 

in even partial groups and manifésts itself repeatedly vith each use of the 

~ . adv~ised product. L1ke film, advert1s1ng also provides models t~r its 

-audience's understand1ng of nev or foreign situatiofts. Insofar &s,8uch 

understanding may facilitate cop1ng vith everyday life, 1t is myth1cal. 

rhe ut1lity, or "purpose" of such ~yth 'is then two-fold: to the 

ind1 vidual 1 t . i& reassur1ng, expla1n1ng' the inexplicable in terme of the 

f~lliar, vhile to the society as a vhole Ù, 1s exped1ent, promoUng soc1al' " 

solidarity, lessening tbe di8cOrd brl5ught about by l contusion and 
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potentially s .. rv1ng t~ interesta it repreBents.· By re-formulatinq the 

incomprehens19le ~n terme relevant to the history Of the cultural group, as 

a vhole, myth funetions to reconelle the individual wlth his environment 

and hlstory and, by reinforcinq the aceeptability of his/her perceptions 

and reasoning, to uni te him/her wi th other mellbers of the same sOciety. As 

Rosallnd Coward and John Ellis speeify, 

My th serves a particular procèss of conceptualising and 
s1gn-ify1ng the vorld, a proceBs that ls mot1vate6 by the 
nece.sity for a dominant prder Cita law and its thOught) 
to represenf ihelf as the natural order. Nyth 1s a 
particular u.e of the faeulty of -language which takes 
over denotative lan9uage to use it to natur~lise and 
dehistoriei.e a humanly-created reality.' 

.Advertisi~g demonstrably pertor~s aIl of these mythic tunctions: it oflers . ' 

an "instrument" vith wh!ch to master the ertvironment ~the- çOmmodity), 

provides a personal solution for social problems JCOQs~ptfon), establlsheso 

, 
a ditferenUation betveen', the individual's put and present (product use), 

ereates a peer group whoBe mellbership ~s' based on a certain simllari ty of 
".. 

verld-viev, l'leeds, tas te,. ~d behav10r (the user COIIIIul'!i ty),' and suggests' 

strategies for dealing vith that future (lifestyle models). Thus, the very 

attractiveness of the AIlIerlcan images' advertisi,"g provided to Italian 

consumers seemed to otfer a teChnOlogy-medl~ted solution to a variety of 

'probleDls, vhlch vere bath longstandlng and, paradoxically,. ul timatelY even 

.technologically-created. Since, in the l<?ng run, one of the major 
. Cl 

Bhortcomings of industrialized society might be cited as the limitations it 

places upon the individual's UBe of his/her ovn time anq ability to travel 

freely and therefore to collect ana.:Foees~ "d~-thrOU9h \,lhich the raal 
,,' ~ / ; 
then su~ believabl. , accessible," and' , verId might be under-stood, 

"efficient" opportunlties for ttaelr be likely to'be 
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seen as a solution, rather than as part of the problem itself. 
\) 
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nespite the 

ine~1table fa~lure of goods to totally fulf~ll the 1mplicit promises of 

o the1r oadvertising, therefore, these promises continued to be belièvable , 

enough to be a workable means of promoting the acquisition of new products, 
1 

rathet than a rejection of this new system and a return to previous 

standards. lfhe "American myth" advanced by advertisements for American 
0,. 

goods in Italy essentially projected the united states as a progressive and 

prosperous national '. ""communi ty". in which social barriers vere ei ther 

non-existènt lor easlly overcome,' 
\ 

The underlying belief that standards of life and even pie8tige could 

beobought contributed to popular perceptions of America as a classless 
• 

society, in vhich equal oppor~unity was guaranteed on several fronts. 

First of aIl, if one was 

advertisements that Amer i: cans 

to believe the 

,vere primarily 

implications of various 

informed: ~qU~tit'tiY~ 
c7iderati~ns, by facts and statistics rather: than 'feelings, then it might 

De reasOnably assumed that they could R9t appreciate qualitative concepts . , 
\ 

like that of social class. second, since these same advertise~ents also 

seemed to reflect a valu~ system based on knowledge, literacy and education 

(in addition to material possession), ii promised that status vas equally 

acceSlible to aIl who availed th~mselves of the resources at their 
• " 1 

disposaI. Finally, vide dis~ribution of ~llms and advertisements ,j}etailing 
'1 

particular attributes of the lives of h1gh-status Americans (movie stars) 
o 

and directly or indirectiy implying that average Americans enjoyed the Bame~ 
~ , 

standard of living fuelled beliefs that measures of taste which in Italy 

• were tradit~onally the province of an arist~cratic elite had become the 

prerogative of aIl. 
" 

~~~sumer goods thus became invested vith even more important powera 

. " 
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or, put anotber way, the American exchange value acquired deeper 

significance. AS consumption began to be seen as a means of creating 

social status, the goods themselves .... ere correspondingly construable as 

emDt>diments of that status. Because of th( pervasi veness of visual imagery 

in .... hlCh consumer products .... ere demonstrated in desirable contexts, in 

other .... ords, 1 t became common to see them as inextricably bound to 

privllege and leisure and to make of them a means of seemingly magical 1 

transfiguration. American goods then became synonymous .... i th luxury, and 

their possesSlon .... 1th personal .... ell-being, so that even those without the 

means to enjoy them might recognize in the marketing efforts .... hich promoted 

them varled images of "the good life." E'Wen and EVen note that: 

... among the elite of European society, American exports 
.... ere beginnlng to make their mark on everyday existence. 
The terms of luxury .... ere being redefined, and they .... ere 
com~ng in cans •.. , The brand ~ames of this ne .... , consumer 
economy~ became symbols of denial and class-bound 
status; they also became channels for desires, 
emblems of a world denied, embodiments of .... ishes 
unfulfilled. Mere objects, mass-produced in factor1es, 
held a highly personal signi ficance; they were benchmarks 
ot servitude, carriers of tantasy.' 

'1 

Because advertlslng (as opposed to film) was constructed in such a .... ay that 

these ima9-es could be integrated 't/ith life as 1t .... as actually l1ved by the 

general populace of potential ~onsumers, it offered hope for a future 

,(post-consumption) in' whieh not only material circumstances, but social 

ones as .... ell, were ameliorated. Whereas the appeal of film .... as 1ts abil1ty 

.to bring individual audience members into the .... orld it had eonstructed, 

that of advertis1ng lay in its capac1ty to integrate lts idealized universe 

.... lth the consumer's actual daily life through the commodity. For th:LS 

reason, the generally higher cost 9f American goods .... as thought to be more 

than compensated for, sinee advertisements ~rom1sed the satisfaction of a 
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greater number and variety of desires as Even and Even once again observe: 

vi th the cost came the allure of the packaged 
prod uct, the mundane s urrounded by fi nery. • •• The du 11 
famlliarities of daily life vere now confronted by the 

, dazzling famil1arity of promise; the challenge was 
formidable. TO people schooled in the ways of home 
production 1 the inventions of the marketplace appealed to 

. magic and vish- fultillment 1 al tering the terms by which 
ob j ects were to be unders tood . 1 0 

Taken as a composite, advertising 1 s images of the "American way of Life" 

necessarily represented the United states as a land of ease and plenty, 

contributing to a popular uriderstanàing of the American ~Y of Life as one 

vhich assured rell.ef from the famlliar hardships of daily life in. a ...,. 

non-industrial society lUte postwar Italy. 'AS 
~ 

Even and Elien have also 

remarked, this promise implied a sort of transcendance of nature, a 

replacement of the old by the nev, ~hich was necessarily viewed as 

advancelJlent. 
ù 

the broad ensemble of alluring imagery .•• offered a 
first glimmer of a distant society vhere industrial 
development and a triufphial ideol09Y of progress vere 
forging nev and unfamuiar precep.t. of surVlval. America 
.... as not a land where existence proceeded according to the 
venerable lavs of nature. Industrial growth was premised 
on the taming of the natural world; molding it into the 
expansive imaginations of technological dreamers. Man' 
.... ould crea te a nature of his ovn, beyond that to which 
people had historically been bound. 11 

consumption thus ,",ould be v1ewed 1 categor1cally, as a panacea for the 

hardsh1ps of the consumer 1 s everyday llfe 1 an impression easily supported 

by the types of American çonsumer 
/' 

Largely development~/ of recent 
/ 

goods which made 

technolog1 cal' 

their way to Italy. 

advancements, their 

advertisements s~ed to imply that nature, or, the "o1d- fashioned" vay of 
'-

lite 1 was ~ obstacle to be overcome on the vay to a higher standard of 

" 

.. ------/" - - --, . ----
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l1v1ng. In so d01ng, they necessar1ly represented a vOTld-viev in vh1ch 

the scientif1c d1splaced the natural as stat us quo, producing an image of 

American lite as characterized by the aquis~tion and use of manulactured 

products. Thus, an equation vas establ1shed in the popular imagination 

« 
according to .... hich "the good lite" .... as "the America~ way of Lite" vhich, in 

turn, .... as consumpUon -- replacing the old w1th the ne .... , the natural vith 

the sc1ent1fic. According to th1s equation, then, consumpt10n must be the 

first step in the cl1mb to .... ards success, prestige and participation in àn 

international movement of progress and, therefore, seems to be a general 

means of gratify1ng various desires and resolv1ng an equal number of 

problems. By structuring and help1ng to propagate such bel1~,fs, 

advertis1ng may draw trom, an'ci ul timately reinforce, widespread 

presuppos i tions 1 val ues and not 10ns of acceptable behavior. 

Varda LeY1ll0re:~rhaps the best-known proponent of thi6 point of 

vie .... , argues that advertising is a soc1ally conservative torce on the 

strength of both its foundations in pre-exist1ng beliefs and.tts consequent 
.",/ 

construction of seem1ngly nev alternati.]es prem~ on them. 

opinion: / 

/ 

/ 

Nyths serve to reinforce,accepted modes of behav10r by 
scann1ng all the alternative solutions and "proving" that 
the one .... hich predom1nates in any society, "in given 
circumstances, is the best. As such, myth 16 precisely 
like advertislng, a conservative force." Il '1s not 
concerned .... i th revol utionizing the exist1ng order of 
th1ngs but 1n preserv1ng 1 t. AdverUs1ng advocates 

* consumpt10n of ne,.. products, or re1nforces consumption of 
old producU;, but both are done using accepted themes and 
vell-establ1shed symbols cf happ1ness, heal th and 
succeS6. Far from changing val ues, 1t very much fo11ovs 
and upholds existing ones. OVer and beyond this 1 

advert i s 1ng (11ke myth) acts as an anx1ety-reducing 
lIlechan1sm. This 1s done t1rst by re-stating, on the deep 
level, the basic dllemmas of the human concUtion; and 
second by offer~ng a solution to them. It reiterates the 
essential problems 'of l1f~ -- good and eVll, 1 i"le and 

In her 
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death, happiness and lIIisery 1 etc. -- and s1multaneously 
solves thell. To the constant anxiet1e,e of 11 te 1 

advert1s1ng g1ves a s1mple answer. 1Z 

However, as w11l shortly be made apparent through the example of postwar 

Italy, advertis1ng cannot be unproblemat1cally characterized 1n th1s manner 

in an international context. 

In th,1s case, the "Amer1can myth" advanced in advert1sing drew from 

long-standing bel1efs in the American ideal of social opport un it y , the 

aIl ure of American, oppulence and personal charisma as documented by 

Hollywood films and the promise of American scientif1c achievemeht to 

improve the conditions of 11fe worldwide 1 from which 1 t essentially 

constructed a variation on the basic ideology of consullpt10n: in a world 

where people must consume in order to know who they are, if commodi ties 

appear ,as "peraonif1ed expressions of human characterist1cs and 

relationships, "ll they also offer a simple means of understanding and 

participating in a seem1ngly complex set of relations betveen persons anô 

ob ;ects vhich, 1n turn, becomes incorporated v1 thin the larger framevork of 

popular culture, ul timately reinforcing and/or directing 1 t through the 

continuaI re-cycling of advert1sing-1nfluenced popular ideology by 

advertisements, 
\ \ 

themse l ves • perhaps not surpr1singly 1 since such 

explanat10ns are likely to represent the vievpoints of those who offer 

them, this 16 the respect in wh1ch advert1sing's effect is most 11kely to 

be seen as adverse, the point on which 1t tends to be c:~:JJ:ic1zed 1 and the 

source of what has been called its "seduct1ve," "subvers1ve," or even 

"propagand1stic" powers. 
, 

Although such assumptions of "subvers1veness" lIay at f1rst seem 

incompatible with the supposition that advert1$ing funct10ns myth1cally 1 

the two are not actually !IIutually exclusive. The defining character1sUc 
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of myth, following LeYDOre, 1s that it draws on the familiar to explain 

phenomena that are beyond the realm of{1t~ audience's everydayexperience, 

thereby re1nforcing the 1de~s upon vh1ch this understanding of the unknown 

is based merely because challen9ing them vould mean undermining the welcome 

resolution of confusion, conflict and "anxiety" they facil1tate. ThUS, 

American advertising could easily have functioned as an adjunct to O.s. 

government-sponsored propaganda in Italy by enhancin9 the American image 

there and contributing to the development of a "positive" national 

stereotype • However, far trom dismissing allegations of subversion or 

propagandism, such a defin1t1on of myth allows for the poss1bllity of an 

active role for advertising in effect1ng changes in both attitudes and 

behavior insofar as it advances an ideological framework in which both 

consumption and a general notion of "progress" are idealized. 

In support of her contention that advert1sing/myth is a conservative 

force, Leymore relies on Levi-Strauss' formulation of myth as a type of 

metaphor in which tvo forces are presented as oonflicting and a solution .. 
offered by a particular course of action. lf Because of the audience'. 

presumed desire not to challenge advertising-'s v~ris1militude, her 

conclusion would hold true 1n most cases. HOwever, 1t 1s only partially 

true here. Rather than legitimating the status quo, American advert1sing 

presented Italians with a lifestyle model vh1ch·was clearly 1dent1fied as 

be1ng different from their own vay Of 11fe (although 1t usually' 

incorporated such character1st1cs as personal attractiveness or health, 
,J 

which vere already valorized within Italian culture). Thus, 1n this 

instance at least, advertising could be seen as a vay of pcœot1nv certain 

types of change insofar as it necessarily induces consumers to emulate the 

lifestyles it repr!sents, vh1ch 1n th1s case are clearly identified as 
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American. Hence, in addition to in.pir1ng seemingly "toreign" behavior 
1 

(the consumpt1on of specifie goads), the "American mythM operating in 

postvar Italy might a180 have represented a means of dealing vith Any or 

aIl of the several types of change (i.e., "conflict" betveen past and 

future) vhich vere a result of Italy's transition from var to peace-t1me 

status and, perhaps more significantly, from a history of 

monolithically-structured 90vernment (first monarchy" thén Fascism) to its 

nev existence as a democratie republic. The firat of these changes, and 

the most elementary given the perspective of this study, vas from 

Fascist-imposed isolationism to participation in varld trade and a 

~ 
resultant influx of American influences, thé consequence of vhich vas a 

need to underatand American culture and aIl of its dlfferences trom Ita11an 

tradition. The second is a veakening of this tradition itself as a result 

of Italy's transformation from an agricultural to an industrially-based 

econamy, the pereeived desirabil1ty of vhieh vas itselt at least partially 

attributable to American influences, as weIl as what Grazia Dore contends 

seemed to be bath a recogn1zed necessity and a national predisposition • 

• 
Italian agriculture, vh1ch had appeared prosperous before 
the agrar1~n revolution overthrew the old rural 
economies, could no longer sustain the confrontation vith 
more progressive nations. It had become con.cious of its 
poverty and feared the future •••• The classieal 
traditions which dominated Italian culture maintained the 
neceBs1ty, cons1dered perpetuaI, of saerificing the far. 
areaB to the pover of the city, agriculture to industry. 
This theme, dominant in the vorks of the hi.torians and 
Latin poets, was very much alive in the memory of thos. 
vho governed and had been nurtured in these studies. ll 

Each for their ovn reasons, then, different segmehts of Ital1an society 

vere convlnced of the desirability of urbanization, ~industrialization or, 

to a certain extent, Americanization. In its mythic capacity, advertising 

--------------------------.-T~--------
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could then present consulllpt10n as a vay of bridqlng the qap betveen ~.t 

and future, vhere the past vas repreaented by the pre-var Italian lifestyle 

and the future by the present AIIeriean vay of 1ife, .s illuatrated _ in 

advertisements. Thus, 1n addition to providing ,odels for cop1ng vith 

social ehanqe, advertisinq aetually contributed to sueh changes, 

1nfluenc1n9 consumer behavior and values as advertisers 1ncorporated 

consumptlon 1nto traditional values to make Italy a consullpt10n-oriented 

culture vh1ch vas, not coincidentally, dependent on Amer1can production. 

In 80 d01n9, it also bu11t frolll the longstanding popular image of America 

as the hOllle of opportunity or, indeed, even a8 a generai ln.~ftt for 

self-lmpro~ent vhich hld become idiollatie in a Ianqûaqe in wh1ch "fare 

1~Amer1ca" (llterally, "to do America"\ lIeant "to beeolle suceesstul. " 

• 

--~----------~ 

• 
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A ~loua ~.tl Maqniftcent 
"plast1color" photo. ean b. tound 1n each 
packag. of star: the mOlt : .. oua DOYie, radio 
and TV actora and actr •••• a 1 a. well aa 
athlet •• , .tc. FREE. Aak your local 
m.rchant for the· Star Hunt.. color album 
wh1ch 1a tull ot qamea and surpr1.... StAa, 
tM double bI:'Oth. _ 
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1 
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The pl .... r. ot- tast1fi9 an exqul.s1te _ soup 
made trom I~ 1a doublea by the c.rtalrtty ot 
hav1nq .ed an extraord1nar11y cho1c. 
prOduct. only the purest 1ngredt.nta , 
scient1 e&lly inspected, are used to mate 
Star. t'a lI&nufactured trl-th the IIOst JDOdern 
lIachinery, the only k1nd that pre.erv •• 
aanitary condition.. This 1a why ev.n th. 
mOlt aelieat. , eld.rly or upa.t stomacha find 
STAR marveloualy digestible. 

• s 2& 
-~ ... ~~'~~------""- ---

c 



1 

( -

~---_. -

The My th of "Aaerican-ne.l" lU 

--

t: = ... ;...... 2 .. -=:: = __ u _____ .. 

.......... ,., .... ~ .... ....,.. 
!s.u, ........................ -

.L.- ......... _. 

OhE.,f-WU ~~..i _ .. _""......_- .... -
:.eR •• .., .. ~ u • ............ ,-_ •. _ .. """:.,~t14. Il ....... 
~urOl, .... h •• 040 .. 1 •• ",. _. ......... ...., .............. ... " ... J ..... __ 1i. .. _ ...... ..... 
, .... 1 lo •• 1 ... __ 1 ....... che ' 
" ___ • le ,-,-"_ 

...... ,,. ............ -....... _ ... , ... J .............. _ . .,. 

ft,. 2.3 (!!apO, lt"') 

~ va1at .... un 
_19bt ••• 
Only vith v.ll-~alanced proportion. can 
you be gracetul, eharmin9 anà youthtul. 
Denlt g1ve up out ot ignorance 1 Nodern 
co ••• toloqy has pertected a pur.ly 
eJEte&'Dal tr.at •• nt vh1ch, vi thout 
tùing anything by mouth, vi thout 
strenuou. di.ts, ~thout tireso.e 
ex.reis.s, v11l allow you to r.ga1n 
your figure in' le .. truan a month! 
AlI l DOVATI OK 1 w. don' t •• k tor your 
blind faith, but luggest that - vith 
nothing to pay if you are not entirely 
s.t1lfi.d - you try th. Sveltor method 
that ha. reneved the joy ot living tor 
hundreà. of thouland. of VOIDen, in 
tvelv. countri.. on thr.e continents, 
vho have been l1berated trOll th. 
mountains ot fat vhich had detor •• d and 
oppr •••• d. th.lI. TO talt. advantag. ot 
thi. oU.r, s.nd in th1s coupon 
tmm.d1ately. Have a rree trial at our 
expense. Coupon no. la. 

A DOre pertect figure, greater h.1ght, more developed 
.u.culature. M.chanotherapy àeviee Cguaoant.ed). Alk 
tor a tree Ulustrat.d brochure at the hou.e ot HELtAS 
(COrtina d'Ampezzo 24). 

_. 
& Q 5Q .. 
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ft,_ 1.5 (!!KlrCla1g, lt55\ 

LOIiI B%~ at t.M bHch œ 1D tbe maata1Da 
v1tb ••• ..-oa. 1Vl'f _.. but make sure' 1 t' s 
A real one: the true, the tirst, the only 
Reducinq Suit is the .tar of ~tra1t. ~ARE 
OF IMITATIOKS that e1ther torce you to .pend 
auch more or later prove to De inettective or 
harmful, becaus. none of them are made ot 
OPALTEX, special heatinq and deodori~inq 

material, the latest discovery of the 
Amer1can Chemical Lâboratorie. At star of 
Detro1 t • Our suit 1s not sevn, _ but 
vulcanized by a special procedure that helps 
ta make 1t effective and sturdy. Wear1n; the 
suit for one hour par day results in a daily 
ve1qht los. ot 400 to 600 grams. ASk for a 
rree illustrated brochure tram the exclusive 
Italian d1stributor. 

.. b ..... ' 

ta' 'l DDAft:D 1 

Scient1t1c ~n.tru-!nts deaonstrate 
that tloors ot marble, ceramic tile 
and linoleua po 11 shed vi th 'OVEILAY 
ach1eve A higher degree of 
lum1nous1ty! F~ VOOd flocrs and 
furn1 ture "OVerlay POnurla 2.." 

.............. ,.", .... ...-!- fil ......... ,.., 

P,H J'lIRauC TS L MO/IIU aV'RL /1 y F{)rmlJ'~ 2 



.. 

The My th of "Amertcan-n ••• " 

~. 2.1 (P"'P1ça Dl COŒ1.m, 1MT) 

'flle atœ1c: l:IIiœO of tt. 1DMc:t ... 141 

131 

Everyone cart welCOlDe a·nev produc:t onto the market: 
nevly perfec:ted ....... ~t· Vith D.D.%. 
COncentrated Clordane acta i ... diately on inaec:t.; 
protect1ng the environaent for some tt.e to com •• 
It doesn't promise s~ort-l1ved miracle., it assure •. 
def1n1t. re.ult •• 
Super-paust vith D.D.T. doesn't put them to sleep, 
1t "zaps" the. to d.ath! 

*'IaA '-ZCMA ••• 30 lire e.ch. 
Sma11 Giolli boab -- 10 lire. 
Stick Joaby qua -- 15 lire. 
The de11qhtful candies that make bubbI... Try the. 
and be satisfiedl 

.... '. tbe fuoae ANDlCAB BOMlt The delightful candy 
that m~ •• bubble.. Contains the illustrated adventure. 
you can s.. in our lIOVi.s. Directions vi th every bOmb. 
Dealers, ask for a eccplet. liste Try one and De 
saU.tiedt 

*'IaA AMlatCMA ••• 1a a deliqhtful b1q candy. 
Ch."ing it mak.s so lIIany bubbles. LASTS FOJŒVD • 
Aak for one 1n Daker1es, drugstore., etc. BE 
SATISftEDI With 1l1uatrated adventur... A world 
of fun! 

- - -
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:8ClIIIA ~CMIA ... Th. "eheving qUI!" that also lIlÙ.es bubbles. 
Strenqthens tHth and gUlla. Get a v.shable tattoo~ A world .of 
funl Pirate., eovboys, redskin., ete. Prizea: Sheriff'. badge, 
ch1eken that laya an e99, ,tc. 

..-._ ...... =2 
~GFL-IO-® !"!I":.1 !\;. _ ' ---, -........ -.-..-

J1.q. 1.1.2 Cpc.a1.ca à! COr:r1!E!1 aul 

... AId:IU~ ••• 
Th. 9uzball that sak •• bubbl... Str.ngth.~s te.th and gUII~, 

iaprove. dige.tion. Dispen.ed from autoasatie machine. in bars, 
tobaeeo stor.s, ete. at 10 l~. Also 91ves you a 1-2-X 
prediction. 

nq. 1.13 CD' plS! 4.1 C51n:'J,'"1 lM., 
... AlGCUCAIIA ••• A varId of fun! A delightful bi9 
candy. Cheving 1t malt •• so lIlany bubble.. LASTS P01lEYER.o 
Aak for one in baker~es, drugstore., ete. BE SATISFIEDI 

---------
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J'na Jl)LLftCCI), 

Il'rA BAIIIOaD 91"" the biC) DeV8' 
The charming "star" 1dol1zed by AIIIeriea sends 
Italian women 'the tolleving message: 

"I am happy .to 1ntorm you that all the 
famous MAX FACTOR HOLLYWOOD beauty 
products in Coler Harmony, froa vhich 
he has created his "Mùe-Up Service, ft 
are now also ava11able in Italy. In 
th1s vay, yeu can' participate in the 
beauty secrets that MAX~' FACTOR" has 
revealed to all the AIIler1can Stars and 
yomen." 

Color Barmony. work1nq eontinuously vith the most 
Deautiful' DaVie stars, Max Factor has created 
"Color Harmony," h.1ghtening their natural beauty 
as if by magic. COLOR HARHOBY strikes a balance 
betv.en shades of povd'er 1 "PARCAKE MAlCEOP 1 " 

l1pst1ck and rouq~ vhich 15 unique ln a11 the 
vorld. '\ 
Ku l'aetO&" JIOllyvô04, the c:oaetic::s of the Stara. 

,,ff: .... ' ~, 
'& 
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.1s. J :r 
Atter the party ..... 
Upset stomach and headache? 
Alk.a-Sel tzer. A pertect remedy for ,speedy. 
rell.ef, Alka-Sel tzer 1s a quicJt and effectlve 
remedy for excess stomach acid 1 headache 1 the 
effects of over-eating or drinking. Millions of 
people use 1t all over the ..,orldl One or two 
tablets dissolved in a 91ass of "'ater at bedtime 
and tint thing in the morning are enough to 9i ve 
complete relief. Alka-Seltzer 1s not a laxative; 
i t can be tàJten as often as you like. Ask for i t 
in the familiar blue package. " 
In packets· of t..,o tablets 1 60 lire. 
Also avallable in bottles of 12 and 30 tablets. 
There' S only 
like it! 

one Alta-Sel tzer nothl.ng el se 

lCII8A HlDICMA' MOlE! ail DI wc:mIJ) ••• The Most you can get 
for 10 lire ... The chewing gum that mües bubbles ànd gives you 
a world of' fun. Each BOMBA AMERlCABA containl one 
reproduction. You ean get the complete set of 10,0 coins of the 
vorld by trading ~1th your friends. It's a useful collection 
to have, sinee the coi'ns Of tpe worid can also be used as 
tokens in eard gues. "'sk your local mer"ehant for an 
illustration of the entire set. , 

'il 

. , 

_____ -1,,1--_ ....... ..--_______ - __ .. ______ .- - __ --- -------. 
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MARTINI DRY 

IL VERMOUTH CHE SI BEVE' 
IN TUTTO Il MONDO 

NON CH\fDETE UN VERMOIJTH 
CHIE DETE Urt MARTINI 

135 
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Martini -'Dry ••• The vermouth 
that's ?run,1t aIl over the 'Jorld. 
Don' t ~5lt for a vermouth, aslt for 
a Mart/ln].. 

" 
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UNSOLOPROOOTTO:i1 Vermouth dal lS16. DUE CONFCZI0Ill. , 
, 

LA ca"C1UI6TA I"RQS'U.IUIVA ~EI M'''CATI QI TIJTTO IL 
101011100, HG III a UN '"TTa PU&8L.ICITARIO, "ENSi IL 
RISUC.TATQ oeL GIUDI%IO INT~ANAZIO"'A .. a CHE SOLO, 
,0H.$"c.A" Li:. QII"I.ITA IIiTRIII$ECHi 01 UN PRQOOTTIl 

IfEFEIfENZEl IL MONDOI 

Tbe verwouth of 1816. One proàuct, two sizes: the 
bottle tor home use, miniatures tor the bar. 
C1nzano. The proqress1ve conquest ot world-wide 
markets 1s not due to advert1s1ng, but results 
1nstead trom an international esteem that can only 
be atta1ned by the intr1ns1c qual1ty ot a product. 
Our reference 15 the world. 

, . 
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lr1g_ 2.19 C!l!2e, 1951) 

Chaap10na of the worldl 

(New York, July 20, 1951) The fastest 
man in the world, Jessie Owens, 
four-time world recordholder (100 and 
100 meter dash, broadjump and 100 meter 
relay) vrites trom New York: 

someday someone may 
beat my records, but no one 
will ever beat the record 
ot Carpano's ·Punt e Mes,· 
the world champion of 
vermouth. 

.\ - _ ........... M-. 0.-. .......... ---" Sincerely, -_ ICII. __ "'"""' ............ ...-•• _ .. >«_4._, ...... ~ .......... _ ..... I ... 
:.--.. ... --.- ....... ,,-... .... -..... _ .. ~ 

Jessie Owens _ .. _-.. ........ 

1 ._. t ... 

lr1g_ 2.20 CDOMn1ca ~ COrr1ere, 1952) 

Wbat • ~l.vorl 

Alter a premiere at La Scala, Miss 
of Nev York vas invited to finish 
the home of one of Milan's leading 
vas quickly otfered the liqueur 
Alberti Strega. 

Barbara Ba.rkley 
the evening at 

tamil1es. She 
of her choice: 

While in Ita.ly, any toreigner is well pleased to 
savor the liqueur that i5 alrea.dy the national 
favorite. Drink Alberti Strega yourself: 
throughout the world, the liqueur of the upper 
clas5 15 Alberti Stregal 
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LA PENNA oeUf PERSONE IMPORTANTII 
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Parker 
"51" 
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1'19. 2.. U C D5!2, 195') 

A11 09U' the vorlcl. • • ms ~ œ 
I~ ~l ••• THE: lŒW PARKER 
"511" 

We don't th1nk ~e're exaqqerat1ng to 
claiœ that if there's one th1nq 
suceesaful people all over the world 
have in eoœmon it œ1qht be the 
Parker "51." 

lts not an advertisinq 91œmiek then 
to say that there have to be ~ 
reaaona tor such a wid~pread 
preference on the ~art of people who 
know what they ~ant . 

The tact is that the Parker "51" 1s 
'immistakable 'and 1nimi table, a pen 
that with a tortu1tous new ~ormula 
ha& reaolveà aIl the prôblems that 
affliet ordinary pense 

So, tor a 9ift or tor your own use, 
~hy àon't you ehoose the Parker 
"SI," "the pen of important people," 
too? 

For your protection, look for the 
Certifieate of Oriq1n with every pen to 
quarantee you of its authenticity. 
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Al servizio deI Paese 
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III SerY1c:e te tM .. t1oa 

For 58 yeus, Standard Group companies 
have 9iven lite to a bustle ot activ1ty 
in the dr1ll1ng, transporting, 
manutactur1ng and sales ot petroleum 
products that otters thousands ot 
Ital1an vorkers the chance to make a 
liv1ng, 1n addition to satisfy~nq 

hundreds ot thousands ot consumera. 
Haval tankers, tre1ght cars, tank 
trucks, 200 service and supply 
stations, 400 stands and 1400 other 
sales outlets v1th a total ot 3700 
pumps all bear the oval "Esso" 
symbol ot protection and quarantee. 
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Ilow ckMll 'ft"aftl Vith ".0 eRrai 

One of the Esso educational posters 
tor a return to the rul.s ot the road 
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Tutfa l' Ita 1 ia 
s'appassion,a 
alll rlylsta "pli 
Illta .11 .a.dl" 
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ftg. 2.a& C'l'Pp01 1941) 

Al1 of ltaly 18 '1114 about -the .. t 
v14ely-nad uqaa1De iD the VOC'lcU· 

S~les ot the t1rst two issues ot Selections 
were spect~cular! It you're not already 
tami1i~ with Selections, buy 1t today. YOu 
too will love this surpr1sing monthly wh1ch 
9ives 90u, tor the modest priee of 100, lire, 
all the best new wr1tin9 trom around the 
world. In the third issue ot Seltctions, yeu 
can choose trom 28 articles, each more 
t~.einating th~ the last: 

The marvels ot the atom - Do you believ. 
that every grain of sand iL completely 
solid? .ot at alll Today's science shovs 
that they're made up, instead, primar1ly 
ot e.pty space &round which millions of 
minute particles rotate. 
why the German su~render vas announced 
late .•• and vhy it vas HEVER announced in 
Russ1a • 
Avoid a mediocre marrlage l~ck of 
initiative i. what make. marriage borin9! 
l 11ved a double lite - the gripping story 
ot a spy • 
Save our ch1ldren's teeth! - a sc1entit1c 
.ethod to reduce children's cavities by at 
least '5%. 
The Zacchin1s: human projectiles hov . 
this tamoUB tamily ot Ita11an acrobats 
perfected one ot the most sensat10nal acta 
1n the world. 
And 12 DOre fasc1nat1ng ~ticlel as well 
a. a dazz11ng conden.ed book; H,n Against 
tb, Fla.es. 128 pages, 100 l1re. 
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fig. 1.25 C!1!5!, 1955) 

SClentlet, ~e arouD4 tbe vorl4 vork 'excluet .. ly f~ tlPS'La. 

Harold Rea COx: discoverer of the typhus vaccine, Chief of Bacteriology at 
the U.S. Department of Public Health laboratories during the last var. 

He discovered a vaccine against typhus knovn throughout the verld as the 
Cox vaccine. 
~ur1ng the Second WOrld war, this vaccine vas administered to the 
American and Al11ed troops, as weIl as millions of civilians exposed to 
th~ typhus epid.mic, vith excellent results. 
For this reason, the American government conferred the American Typhus 
Commission medal upon him at the end of the war. In 1941, he vas also 
granted the ~heobald Smith prize for Medical Science. 
Beg1nning- in 1942, he j01ned the st~f at Lederle, vhere he occupies the 
positon of Director of Viral Research. He is currently studyinq human 
and animal viral diseases and, in particular, poliomyelitis. 
In collaboration vith his collegue., he ha. progre.sively advanced 
research on a nev type of vaccine against poliomyelitis that viII 
completely revolutionize the preventative treatment of ~his dis!ase. He 
ha. also discovered a nev type of rabie. vaccine used aIl over the 
vorld. 

The ~erican cyanUlid Company, one of the IlOst proll1nent chèll1cal 
conglomerate. 1n existence o{of vhich Led.rIe laberatories 1s the 
pharmaceutical d1vision), has ooaaitted the best-equipped laberatories 1n 
the worId to the.e discoveries. The research section alone support. the 
work of 1400 sctenttsts and assistants, requtring expenditures of 11 
a11110n clo11 ... , the equiv.alent of' 16 bl11100 lin per llyear. LederIe 
laboratories: exclusive international producer of Aureomycin'are al.o the 
first to introduce their poverful nev antibiotiC, Acromycin, on the 
international market. 

-
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AL PALAZZO DELLO SPORT 
I"IjIprestnlu/ql m-._ le *111_ 
tlcDI. "trICl'" III pattt.l • ntalll 
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ft;. 2..2.6 ('r!!pO, l.9t8) 

l'ou vbo no l~;er ha.,. the joy of 
HEARIBG ••• .r 

WOuld you like to know whether you 
can regain 1t? 

Would you 11ke to know about the 
advances made for you by American 
science dur1ng these last few years? 

/Ask for the publication, "Your 
Hearing," at MERCURY International 
Trading Company (Via Corr1doni 11, 
Milan; tel: 71.705-71.397/8), exclusive 
Ital1an distributor of "a- world-wide 
service by the world's first and oldest 
manufacturer of electrical hearing 
aids, AcOaaticon International (Rew 
York and London)," and 1t will be sent 
to you free of charge. The only device 
that permits direct reception of radio 
transmissions thanks to "Radio wonder." 

ft;. 2..27 (!!&2, 1951) 

At the lpOz'ta Center 1 

Extraordinary performances of the 
~erican l'olIer skating show. 

THE REVUE THAT COST $1,000,000 
lkatiDg Vanitl .. 1951 

100 perforllers! 



, 

( , 

TWO 

1. This rationale underlies the methodology of 
Hidden My th: Structures of Symbolism in 
Heinemann, 1975), vhich advocates an approach 
the construction of product-group paradigms. 

varda Leymore's book, 
Advertising (London: 

to advertising based on 

2. This vas especially true since social sciences and emplrical research 
methods vere still relatively unknovn in Itallan academic clrcles at 
the time. 

3. Hovever, it vas sometimes difficult to determine exactly wherè these 
products vere manufactured from the evidence afforded by this sample 
since it seemed to have become increasingly usual for American 
chemical or petroleum fi~s to license Italian companies to 
manufacture and/or distr1bute insecticides folloving their original 
formulas or for British products to be passed on to American-Italian 
jOint ventures, who then manufactured and marketed them. 

4. The word also enjoys other connotations which derive trom its literaI 
meaning. A Bomba, ln Italian, 15 generally something nev, exciting 
and different. In this case, it was undoubtedly also meant as a 
reference to the distinctive properties of bubble gum: its bubbles 
expand continuously until they explode. 

5. The game is playéd on standardized score cards listing that weekts 
matches for which the player is to predict an out come , designating 
each team as a vinner (~), a loser (2) or tied vith its oppqnent (X). 
Henee, the gumballs w~re correspondingly marked l, 2 or x. 

6. stuart EVen and Elizabeth EVen, Chanrrels of Desire, Rew York: 
MCGraW-Hill, 1982, p. 105. 

7. Jeremy Tunstall, The Media are American: Anglo-American Media in the 
World, London: constable, 1977, pp. 223-224. 

p. Covard and Ellis, Language and Haterialism: Developments in Semiology 
and the ,Theory of the Subject, London: Routiedge and legan Paul, 
1977, p. 29. 

9. Even and Even, op. cit., p. 48. 

10. ibid " p. 46. 

11. ibid " p. 22. 

12. Varda Leymore, op. cit., p. x. 
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13. stephen xline and William Leias, 
Petl.hilm," Canadian Journal of 
eWlnter 1980), p. 17. 
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"Advertising, Beeds and co.modlty 
Political and Social Theory 2:1 

14. See Claude Levi~strauss, "The structural Studyof My th," Journal of 
A.erican Folklore 68:270 eOct.-Dec. 1955), pp. 428-44. 

',' 

15. See Grazia Dore, ~some Social and Historieal Aspects of Italian 
Emigration to America" (in Franceaeo Cordasco and Eugene Bucchioni, 
eds., The Italians: Social Backgrounds of an American Group, Clifton, 
BJ: A. M. Kelly~ 1977), pp. 9-15. 

" 



, 

• 

Q 

( 

, 

l 



( 

J 

\ 

Aàvertistnq and Social Change 147 

!he ~rican vay of Lit. .. aD 14~lOCJY of Pr:ogr ••• 

'. 
From the belief in ~erican science's success in measuring and even 

creat1ft9 superiority (vhether in beauty, health or effic1ency) came a 

concurrent fa1th 1n 1ts ab11ity to improve upon itself. ~roducts like 

American Atr1c Oil Method 6 depilatory (fig. 1.2), for example, althoùgh 

asserted to be "the newest, most amazing scientific treatment," are even 

further assisted in their pretentions tovard the scientific by brand names: 

in this instance, "Method 6" implies the existence of at least five other 
é 

preparations .uperae4e4 by thi~ one, aIl of wh1ch have presumably developed 

out pf ongoinq experimentat10n ahd progr.... Likewis~, progress vas often 

connoted by the mere existence of certain products vhich vere represented 

as revolut10nary nev vays to overcome previously ~nsurmountable limitations 
l-

(~s Aoousticon hearing aids certainly vere) or the availability of, things 

suppos~dly nev only ta Italians (like Air-Fresh air freshener). In the 

fitst case 1 it vas a product't aevelop.eat that const! tuted 1ts 

progressiveness, 1n the second it vas its 41.trlbutlOD and in bath 

instances these services vere foregrounded in advertisements as 1t8 

specifically American component. AS a consequence, innovat ion vas 

doubtles6 perceived a~4n invariable condition of American lifè and its 

correlation vith progress vieved as log1cal. 

Therefore, inasmuch as belief in the promise of a future regulated by 

technology and Amer1can varld leadership furthered American commercial 
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o 
interests, it vas actively encouraged by American business in the form Of 

1nternatt~l advertisi~g, commodity paCkaginJand speCi~l public relations 

campaigns vhich, although extant for nearly seventy years', ~ now vere 

rendered more credible by'the direction of political-events and more timely 
l , 

, . 
,by conspicuous demonstrations of an American scientific/technological 

provess vhich had become increasingly relevant to non-Americans. This nev 

"ind'ustrial" l ideology of pr09ress depicted the vorid as a mechanical 

system: regular, planned and, above. aIl, produ~tive. By applying 
• 

mechanicâl principles to social phenomen~ ("social engineering" hav.ing' 

become a groving nev-discipline recognized as the hallmark of the.~ra), it 

vas hoped that they, too, would b~come as manageable as factory machinery, 

and as efficient in meeting social needs. This ideology of progress 

essentially supported the types of chang~ vhich were becoming wid~spread 

and almost inevitable at the time, valorizing them with a rat10nale 11nking 
J 

the conditions of "modernity" vith science.., mechanization and better liviog 

in a causal and self-perpetuating process. 

science and industry, therefor.e, vere seen as an American 
(-

) 
contribution to the velfare 01 the rest of the 'Jorld and, as such, ~ts 
f 

, 
G t,\, 

Yteved 
1 )' 

commercially~available prQducts" .... ere as a sort of "white magic" 
,c. 

through which daily life was to be transformed to approximate~ the ideal 

depicted by advertis.1ng. In this instance, that ideal .... as "referred to as 

"American," but .... as more than· a national stereotype, since the same ~ 

structures Of; beliefs under1ay .,.. advert1sements design~d for Ame~an' 

°audiences, .... ho consequently. vere likely to have shared It~lian aspirations 
~ 

(although Italians, believing that this standard of living was already 

taken for gr~nted in the United state&, ungoubtedly vould 

surprised to learn this) • The pover .. 
1..) 1 J 

of innovation., therefore, ,vas" not 

o ~ 

:~ 
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unique to those compelled to th1cnlt of Ul6cas a geogr aphicall y or 
< 0 ... 

cul tu~ally-speci!lc trait. It ",as, lnstead, both endemic to the 

c1rcumstances of American ( "ne'" ..,orld" ) history, ..,hich had been 

dfstinguished first by exploration and then the immtqration and migration 

of lts farlY settlers, and the cornerstone of the advertising system, ln 

"'hich the clalms of lndustry that any change in product specificat10ns is 

made ln the name ot improvement and enhanced customer service ",ere 

relotorced and rei terp.ted to such an extent that they became the sort of 

taken- for-granted assumptions by ~è:h further need for ne.., products "'as 

justl f ied. l Given such circumstances of l ts origins and commercial 

perpetuation (on the American front, at least), the notion of innovation 

and progressive modernization, tirst, ach1eved cred1bllity and, second, "'as 

..,publiclzed and 1ntegrated ",1 th dally li fe. When exported abroad, i t 

contributed to form1ng a set .of expectations favorable to a var1ety ot 

American interests that, ..,hile seem1ng to provide fresh solut1ons to 

age-old problems, primarily ;ropos~d changes in the material circu~stances 
'o' ... , }:, 

in~iaental to such problems. In never being tully explored or explained, 

but co~sistently displayed ln conjunction' ..,ith images of 
.' ..... 

..,ell-being, the 

conditlons of modernity took on a sort of mystical quality vh1ch peter 

Berger, Brigltte Berget and Hansfr1ed Xellner explain ",as probably 

sUffiCiently self-contalned" to support belief in the povers of urbanization 

and industliaIuat10n to amel10rate social conditions .ven 1n t ... face of 

COtttrary peraooal ezper..1ence, ..,hich, after ~ll '''r the sOurce 

any antl-Amefican feeling ln Italy at the time. 

, . 

ot lIost of 

••. on the most elemént~y levels of human experience, 
modernity i6 assocd.ated vith the dpectation of being 
delivered from hunger, dJsea,e and early death. Thus 
modernity ~s abOut it a ,qùa}ity of miracle and.magic 
..,hicn, in some instance!>, can link up vith old re1igious 

/_0- _ 
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expectations of del1very from the sufferings of the human 
condition .... Yet ... h1ghly rational expectations are 
coupled vith sOIIeth1ng that 1s almost mystical 1n 
character. This 1s the mystique of modernity •••• The 
mystique tends to be stronger than rational 
expectation. It survi ves tbe di sappointllent of the 
latter.' 

Thus, the specifie promise of .a.merican-ness as a l1.festyle model 'tias 

derived trom it6 11nk to consumer goods vhich, thanks to Amer1can 

interests, 'tiere be1ng made ava11able and certainly mOre accessible and 

immed1ate than any"other means of exper1enc1ng it (1.e., em1gration) could 

have been. Because consumer goods were themselves an embodiment of 

Ameriean-ness and ih attendant cOlllJllitment to innovation 'tihich 'tias 

descr1bed as progres6, they represented a convenient key to a more pleasant 

future. Through 1t6 representat ions of Amer1can-ness, therefore, 
• CV 

advertising constructed an 1mage dependent on the eont1nuou6 production and 

con6umption Of' specific types of goods and def1ned 1t as "liodernity." 

Because this image 'tias itself useful to it6 audience bath as a means of 

1nterpreting American society and culture and because it provided models 

for inàivi-duals v1 th1n 1 t to "remake" the1r ovn 11 festyles 1n or der to 

become more compatible vith this culture, 'tihose mer1ts it also highlighted, 
:;.v 1 

it vas unlikely to be challenged and 'tias even perceived as "helpful" by 1ts 

audience. 

Once aga1n, then, the "ldeo~ogy of progress" and its assumpt10n that 
q 

"never is better" supported a utopie vision of America as a "newer and 

better" nation in vh1ch people lived in a "never and better" vay 'tihich, at 

least theoret1cally, vas po'tierful enough ta d1spell doubts 1nst1lled by 

otl1er sources of information. In citing the citiz:ens of the United states 

as a user commun 1 ty, advertisements also credi ted their desirabllity to the 

use of 1ndustr1ally-created eommodit1es wh1ch, 1n turn, vere developed trom 

i 
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technological progresse Within the ads themselves, this vas highlighted by 

the almost universal description of advertised goods as being the "latest 

discovery," "most recent creation of American scientific research," or, in 

short, just "nev." A. continuaI reference to "nevness" as proot of a 

product's vorth vas then instrumental in enhancing the allure of the novel, 

or the progressive, in human experience. Conversely, the perceived 

desirability of such nev experiences also vQFked to sell the products vith 

vhich progress vas thought to be linked, since consumption of goods vas 

seen as "consumption" of, Or participation in, change and a better vay of 

11 fe. AS Ronald Berman" puts i t: 

The vord new refers to commodit1es but applies to 
experience. There is alvays the suggestion, vhich is 
true enough, that the novelty of the product corresponds 
to some liberating change in personal lite.... "Bev" 
commodities offer us equality in human progresse They do 
so by making each of us a consumer of social change.' 

since it is presented as purchasable, part of vhat is "better" about this 

nev life, then, 1S its broad accessability. In contrast to any traditional 

social system (vhich, by definition, is fairly rigid, prescribed or 

"closed"), the one constructed by advert1s1ng is bound to seem nev and 

"open:" that is, more egalitarian insofar as it denies the restrictions of 

hereditarily-based status by offering an alternative which, although 

arguably still not universally attainable, at least pretends to be. 

Insofar as tev advertisements ever discussed money, they never alloved the 

o 
possibility of financial need to enter into the profile they drev of eith~r 

1 

real or ideal consumers and, by providing lifestyle models to guide ~he 

aspirations of the former to become the latter, they further foresta led 

such considerations. S1nce advertisements each undertook to sell onl one 

product, they weren't likely to be interpreted individually as dic ating 
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heavy consuœption as a pre-requisite to social recognition. Rather 1 by 

at tr1buting e'lery product vith spec1f1e (and even vell-documented) 

bene fi ta, ttte onus seelled to be on the consumer to shape his/her own 

l1festyle by conscient1oua consumpt1on: an undertaking presullably 

attractive in the opportun1ty it prov1ded to control one's ovn destiny, but 

delusive in subsequently blaming the consumer for his/her own 

dissat~faction. 

reac~, desp1te 

Accordingly, if the ideal of the user commun1ty vas never 

earnest attempts to consume responsibly ln order to be 

rn1shed appropriately, the fault did not seem to lie in sOlle intrinsie 

shortcoming of the gooda COf'lsumed or the consumer' a ovn lack of buy1ng 

pover, but in his/her inability to properly synthesize the information 

supplied by advert1sellents and to take advantage of 1t for his/her own 

benefit . 

Predictably, the end result of th1s groving preference for innovation 

in the realms of both ptoduction and consumption might have been construed 

al threaten1ng by som~ vho vere exposed to it, despite its appeal. If 

everything desirable was nev, auch indiv1duala 1I1ght have wondered vhat vas 

to ·become of the Ol,a, since the term itself had come to designate nothing 

either tangible or, admirable. Seemingly devoid of any value of its ovni 
1 

the funcUon of tE7adition, history or even the famil1ar in advertising vas" 

to assuage the ~onfuslon brought about by the over-abundance of nev, and 

ever never, products. Thus, the nev vas lent the air of the familiar 

through its asaociation vith recognized priorities, personalities and 

periods of/ time. once aga1n,~hisOstrate9Y vas by no means exclusive to 

/ advert1sera of goods dest1ned for foreign consumers, but vas (and continues 

to be) used 1nvariably to naturalize advertis1ng's own COIIIIitllent to 

L 



Aàvert1s1ng and Social Change 

innovation, as Berman attesta. 

the language of advertis1ng i& in some vays a 
language of concealaent. It uses one vord, new, .ore 
than Any other in our hearing experience. But it 
moderates vhat 1s nev or changing by applying it to the 
... e COEDOdity: T1de has been nev annually for about a 
generat1on. Aàvert1sing in&i&ts on placing actually nev 
products 1n a traditional context: oommodities designed 
by computer and a.se.bled by rObOts are sold by 
coemerc1als placing them 1n quaint, vood-panelled stores. 
They are pra1sed by leathery Borman Rockvell types vho 
vouldn't knov a chemical fram a fIat rock.' 
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In other vords, inasmuch as the old has little commercial value of 1ts ovn 

Cespecially 1n this case, vhere the consuming population vas already 

overaved by a culture 1t perceived as both advanced and innovative), its 

presence in advertising functiona primar1ly aa an added feature or a 

distinguishing character1stic of the nev, lend1ng extra credibility to its 

cla1ms of e'fficac1ty. The underly1ng message of 8uch ads that "the old May 

have been good enough, but the nev is even better," 1n fact, reinforces the , 
pover of "nevoes8" in the marketplace and contributes to the predominance 

of certain goods over others vith1n it a6 manufacturera respond to 

consumera attuned to an expectation of unabated technological progreas 

presumably selected "nev and improved" over once-popular gooda. On the 

other hand, hovever, the need to acknovledge the old at aIl leads to a 

slightly paradox1cal conception of nevness: 1n order for 1t to be fully 

acceptable, 1ts relationship to older vays mU6t be clear. The nev, 16 no 

lesa nev for being der1ved from the old, therefore, but 1t i6 matkedly 

better than the old, irself, had ever been. 

As a case 1n point, a Bomba Americana gum ad (fig. 3.1) that ran 

annually betveen 1948 and 1950 atressed the historical and even popular 

or1g1ns of 1ts product. Link1ng the history of cheving gum vith that of 
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the Rorth American continent and chrOnicling their mutual development over 

five centuries, the ad concludes w1th the d1scovery of the medicinal value 

of gum and its commercial distribution in the early) 1900's and ultimately 

idealizes 1t as an anc1ent folk remedy vh1ch vas also a modern, 

mechan1cally processed and dispensed, scient1fic "therapy." Hence, the 

popular Italian stereotypes of America, Amer1cans and Amer1can consumer 

goods vere perpetuated: the consumption of a product vhose use vas 

inherently both novel and enjoyable to Italians vas )ustified by Americans 

pr1marily because 1t vas scientifically recoqnized as being healthful, 

American technoloqy vas responsible for its improvement and Mass production 

and American beneficence for its videspread availabil1ty. The product 

itself was made more desirable by its h1story, as vell as its exotic1sm: 

the Mayans undoubtedly would not hav~ cheved gum vithout reason and could 

never have been accused of being svayed by outside influences (since they 

were so clearly cut off from them, ignorant eve~ of things as famil1ar to 

Europeans as horses and guns). Thei( early use of chewing gum, therefore, 
1 

was as mucb proof of 1ts value as vere the scient1fic pronouncements which 

came four centuries later. American contributions to the velfare of 

mankind around the world and a testimonial to the actual worth of the 

product came from the1r original interest in the substance, as weIl as 

their prim~y role in investigat1ng and producing it in quantit1es 

sufficient for international distribution. 

Likev'se, the Rev York-based E.R. squibb pharmaceutical company ran a 

campaign throughout the early Fift1es under the common theme, "Trust is 

bOrn of- experience" (fig. 3.2), Featuring a variety of sentimental 

( photographs (a doq and a cat lying dovn together, small ch1ldren help1ng 

each other learn to -" skate, a mother vith her nev child , a father teaching 
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his toddler to valk or a doctor reflect1ng upon the course ot h1s l1fe) 

abOve th1s heading, the ads aIl stressed the 1mportance of personal 

experience (and a reaultant capacity to trust) 1n dealing vith the.e 

s1tuations and, ult1mately, 1n mak1ng the world a better place to l1ve. 

Spec1f1cally, their 1ntent vas to inspire confidence' in Squibb prOducts not 

on the strength of their chemical properties, vhich m1ght have been 

regarded as too esoter1c and pos6ibly not even unique enough to be used aa 

a sell1ng po1nt, but by v1rtue of the company's own avareness of a basic 

moral principle: that people ahould be valued for their thoughts and 

actions, rather than for extern~l appearances, and choaen as friends on the 

basis ot such considerations. Such realizationa, it mainta1ns, reault from 
f,l ~ , 

experience, consequent increased knovledge, understanding, trust and even 

mistakes. squibb, then, although committed to ac1ent1fic reaearch and the 

devèlopment of pharmaceut1cals to treat Medical problems 1n innovative 

vay., had presumably accumulated such knovledge dur1ng 1ts nearly one 

hundred years of operation, as evidenced 'by its ded1cat1on to one of the 

Most trad1t10nally mean1ngful concerns 1maginable, the preservation of 

human 11(e. The corporate logo (three columns 1nscr1bed "uniform1ty," 

"pur1ty" and "effect1veneas" 8upport~ng another marked "trust") summar1zes 

1ts pr1or1ties and emphas1zes the ad's 1mplic1t message that drug consumers 

should have fa1th 1n Squ1bb products because of the1r bi_tory of qua11ty. 

In other varda, although the actual effects of the product vere der1ved 

from sc1entif1c 1nnovat10n, its chief sell1ng po1nt vas the 10ngev1ty of 

1ts manufacturer and the supposedly greater reliab111ty vh1ch vas 1ts 

result. 

As a variation on th1s theme, one of the BPD 1nsecticide ads (fig. 

3.3) featured a Red Croas nurse lecturing on the role of flies in the 

l 
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transmission of disease vith the aid of graphically represented statistics 
. 

shoving a correlation betveen insect control and 1alling death rates. 

Dressed in a manner vhich vas either meant to be'reminiscent of earlier 

(WOrld War 1) uniform styles or a nun's habit, this woman vas not 

particularly intended as a spokesperson for the modern despite her concern 

for facts and figures. She is, instead, evocative of that timeless 

common-sense competence of her profession. It is not to be understood, 

therefore, that these notions about flies and disease are nev ones, but 

merely that the empirical analysis and chemical treatment of this problem 
1 
are. Once again, then, the principles ~nderlying a product's development 

are cited as most important, vh11e the intervention of science has made 

. possible the resolution of longstanding problems • In short, the 

relationship constructed betveen old and nev in these advertisements vas 

transferable to the consumer: although the 1mportance of long-standing 

values vas re-aff1rmed, the mastery of nev-found techniques as a means of 

mob111z1ng them vas stressed correspond1ngly. In the realm of goods, th1s 

relationship manifested itself in the d1fference 1mplied betveen the 

rationale underlying a commodity's manufacture and d1stribution (vhich vas 

alvays founded 1n a seem1ng des 1re to benefit the consumer) and that 

specifying its performance characteristics (vhich vere ~lmost necessarily 

defined as "nev"). On the hu.m~n plane, 1t vas seemingly asserted that the 

nev order respected tradit10nal values. 

The other vay advertising made the nev seem more acceptable to the 

average consumer vas by insisting that modern1ty vas a learned ski11, no 

more than a proficiency vith goods. This, 1n addition to emphas1z1ng the 

under1y1ng k1nship betveen Americans and Italians by 1mplying that even the 

user community may have acqu1re4 soma of its competence, offered a measure 

, 
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of encouragement to those vho v1shed to emulate it. 

the grow1ng ideas that "newer is better" and that 

157 

In practieal teres, 

modernity eould be 

l~arned in the market place vere denoted in .dverti.ements by an inerease in 

the inherent prestige of ~he young. Advertising's ideaI1zed vision of the 

vay l1fe should be l1ved and, it maintained, supposedIy ... l1ved by a 

nebulous group of others formed its own definition of the modern and, as a 

lifestyle model, necessarily constituted a certain class of people a8 "more 

modern" ~han others. ThiSe class, of course, must neeessariIy have 

1neorporated the American user community but, in some instances, also 

included younger members of the Italian consumer g~oup, vho vere likely to 

have been perceived as less f1rmly entrenched in a supposedly outmoded vay 

of life and mor~ open to the upvardly~mobilising povers of goods. Some 

ads, like those of C01gate's "advice to the lovelorn" variety, vere ba.ed 

on the suppoaed visdom of youth. These ada, in particuIar, vere structured 

so that it vas children (or even bab1es) and the1r knovIedge of the 

benefits of commodities vho aolved their eIders' problems (fig. 3 •• ). 

Young people vere either depicted 80lv1ng their own nev adult socio-sexual 

problems (as they had been 1n fig. 1.17, for 1natance) or fram1ng adult 

situations by, tiret, COft8trulD9 them as problems (innocently asking 

"Why're you still an old maid, Auntie?, or "What's the matter, did another 

one of your boytriends marry someone else?"), second, expla1n1ng them ("You 

see, no one vants to marry someone vith bad breath ..•• Didn't you knov that 

you're an old maid because you don't realize you've got it?"), third, 

otfering a solution ("Go ask a dentist's advice and see what happens."), 

and, finally, smugly commenting ~n their ovn success, as weIl as the 

product's ettectiveness ("Thanks to my advice, she quiekly found a niee 

husband •••. It took Colgate to make her happy."). Far tram d1.couraging 
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the average adult consumer by prompt1ng thoughts that he/she 1a too old to 

beneflt fr~ the posaibil1tles of self-lmprovea.nt that certaln goods could 

otfer, such advertisementa held out hope that the rules of conaumption 

could indeed be aastered. the fact that young people v.re in full 

posaeaslon of this knovleàge, vh1ch could neither have been innate n~r, 
~ 

seemingly, acquired trom their parenta or tirst-hand elperience, eaphaaized 

the posaib111ty ot reaching nev levels of taate and ~petence, and even 

the ease vith vh1ch thia could be done, preaum1ng that gooda theaselvea 

vere accessible. As a 1954 ad put 1t, 1t vaa "ftever too early, never too 

late, to start ahaving vith a Remington 60." In other vorda, s1nce goodl 

could not disertainate among con.umera on the bast. of age Any more than 

they apparently coulà by national1ty, their benefita aight be presuaed to 

be univeraally atta1nable. 

Th1s •••• 1ng ega11tar1an1.. va. the real incent1vf for the adoption 

of lIOClern1ty. .ot only vere 1 ta bene fi ta and char.acteristics 

vell-documented 1n Amer1can-ness but, because Aaer1can-ne.. and therefore 

.ad.rn1ty vere thea.elves dependent on consumption of consumer goodl 

folloving the examples set forth by advertis1ng, it .eeaed to repre.ent a 
.,; 

relattvely ayateaetic route to iaprov.d living by providing a formula, of 

sort., to overcome .x1.ting liaita to personal grovth. This .. formula 

proa1aed to be effect1ve largely through ita d.nial of recognized atatus 

1 
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markers and their implied replacement by a .eemingly more "manaqeable" 

index of it. 0Yn. 

Traditional class distinctions being thus 

consuaption-related statu., individuals Degan to 

social "reaI1ty" and an imagined standing vith1n it 

and replaced vith 
1 

their ovn s~~.i of 

the strength of, 

first, their understanding of ~he symbolic pro~rt ies of goods as 

represented in advertisements and, second, a belief in their ovn 

acquisition of these properties through consumption. Given that thia 

individually-constructed social order vas one 1n vhich, by definition, mass 

production replaced self-sufficiency, the status markers vithin it vere 

necessarily derived from consuaption rather than production. 
1 

Social 

position consequently became increasingly a factor of appearaacea (i.e., 

grooming and/or the possesaiog of status goods) and not an accident of 

birth. Ultimately, such nev expectat10ns produce individuala vho are 

primarily concerned ~ith spending on themselves or, at Most, on their ovn 

households aa a meana of proclaiming vho they are to others. Furthetmore, 
.#' 

given a value system vhich encourages belief in gooda as a means of 

personal and social transformation, making a person's standard of living an 

index of achievement, the level of individual consumption 1s bound to 

Decome the popular measure of social mer1t. Byencourag1ng spend1ng, th1. 

then benef1tted the interesta wh1ch had conatructed such an 1deology by 

prov1d1ng the vherevithal for 1 ts perpetuation., 

" Advertisements like the ones in the ~950 G11lette razor series took 

1t upon themselves to educate consumera about such developments, in,forll1ng 

them that both soc1al and professional success absolutely required 

projection of the "correct" personal image. One of these, in particular, 

(fig. 3.5) makes th1s exceptionally clear by cla1ming that a possession it 

Î t 
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maintalned bad already been aeknowledged as a pre-requ181te for success 

(the automobile) V~8 ltself lnsufficlent to the reallzat10n of one's goals. 

Al though 1 t eontributed to the impresslon a man 111ght hope to make, the ad 

rem1nded, "ovnlng a car 1s a lot, but hot everything." Personal 

advancement vas virtually a8aured, on the other hand, by ~pleting the 

p1cture vith a daily shave, for vhich 
-\ 

purpose Gillette razor. vere said to 

be superior. 

Slnce one of advertis1ng's pri~y alm. 1a to thu8 convlnce the 

di8gruntled that thelr stature in life may easily be raised by judiciously 

" purenasing the goods endorsed by those vho have already "made it" (or, at 

least, thoae vhom it deflnes as succesafull, one of its 1mmediate effects 

- is to imply that social classes are relaUvely fluid. Hence, the 

inevitable sh1tt in Italian aspirations to accommodate "idols of 

consumption," rather than "idols of production," reaulted in an lncreased 

.mphasis on the management of inter-personal relat10n.-as a status marker, 
) 

just aa Morris Janov1tz mainta1ns it has in the United States vhere the 

appeal of such a model derived from the fact that traditional indices of 

personal status, although not'totally lnvalidated, had be.n .re-defined to 

1nclude a broader range of people. 

Themes of consUDption still (exeeed) those ot production; 
the coneern is to include excl,uded groups ln the culture 
of eonsul1ption. The nev element deals vith the 
strategies human beings use to bandle the ~rsonal and 
emotlonal problems vhich are rooted in re11gion, 
ethnic1ty, geography and faml1y status. Occupation ts at 
most a background ~1menslon of tangentlal s1gn1ficance • 
••• The shift to conaWDption breadened the ran9~ of idols 
to 1nclude "ordlnary people."' 

This observation, 1n fact, echoes the teneta ot the 1deoloqy of 

eonsumpt10n, vhieh venerates consumer goad. prec1.ely, because of the1r 

J 
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ab111ty to "solve" soc1al problems. The rise of'consumer advert1s1ng 1n 

Italy dur1ng the postvar perioà, therefore, had an 1mmediate effect on the 

average Italian's orientation to the vorld around him. Since previously 
• 

accepted goals had been rendered obsolete and moral stalldards no longer 

offered an unequivocal sense of direction, individuals vpre presumably to 
~ 

be guided by a "funct10nal" code vhich had as its first priority a mastery 

of the 1mmediate environment. The importance of this need to control 

day-to"-day situations and the existence of the posJiibility to do so 

therefore provlded an al ternat~e to a vorld-viev def'ined by social 

re~trictions, to vhich the more "Optimist1c" (i.e., manageable) perspective 
, 

of interpersonal relations offered a means of escape and a source of hOP.. 

, Hovever, such a re-definition of social status 'necessarily 

presupposed a certain number of correspond1ng changes in social practice. 
, 

Advert1sing's inherent commitment to innovation and thè merits of 

technology in bringing it about as a means of creating fresh needs and 

desires for a sucèession of nev products directly advocates those values 

vh1ch are bound up vith the process of change, often, ~s J.K. Galbraith 
\ 

vould have it, to the neglect -(or even detriment) of other, -more 

established precepts • 

•.. ve find technological a4YaDce, as significantly it is 
called, sol idly enshrined as a soc1al good. It 
progress. It 1s synonymous vith soc1al ach1evement. 
vou1d encounter les6 dispute, on the vhole, 
quest1on1ng the sanctity of the family o~ re11gion 
the absolute merit of technolog1c~1 progress.' 

1s 
One 

by 
than 

Given that advert1s~ng must make an unqualified commltment to technological 

change in order to maintain a high level of sales and a steady turnover in 

products, 1t supports a simultaneous pr09ressiorl< of nev methods ~ÇI 

standards. In short, 1t celebrates change v1th1n both broad and narrov 

.\ 
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contexts': 4fror the soci~ty lih1ch no longer accepts the cO-habitation of its 

cttizenry w1 th insect'6, as we 11 ~s for the woman who becomes more 

attrâct1ve to others through the'use·of breast development creams. Since 

social change, after aIl, can be s1mply expla1ned as a cumulat10n of 

s1milar changes at the ind1v1dual level, advert1&ing's capacity to effect 

such w1despread redefinitions ~f the soci~~er 1s a direct result of 1ts . 
,J concern with 1nfluenc1ng a consumer's self-image and encourag1ng his/her 

faith in the possibi li ties of improvemept. 
. 

~us, widespread ind1vidual 
"\ 

aspiratlons towards Amerîcan-ness 1n Italy would necessarily have resulted 
\ 
') 

ln Italian soc1ety b~coming increas}ngly similar to that of the unlted 

states. In addition, ~y establishing standards 0' individual behavior, 

él-relati ve to people and property, advertis1ng ~ssent1ally acts as a sort of 

barometer of the social change to wntch it itself is instrumental. TO the 
\ , 4 

oonsumer, its advocacy oJ progress and contributory role in defining its 
(' 

terms make advertising seem even more informative than 1t otherw1se m1ght: 
~ 

, . 

both it and the products it represents are seen as a pathway into the realm . 

of the modern, as weIl. 
r 

Thus, a predominant concern with making the terms 

of "modeJl7nity~ 1ntelligible te;> a mas!:; audi~nce may be seen as advertising' s 

single most effective characteristic. 

The assumpt10n that everything 1n life could be managed, or that the 

1ndiv1dual could be mas ter of his/her own d~stiny with the help of cons~mer 

goods, was reflected in advertising's basic strategy of promoting any piece 
" 

of merchandise as one of three th1ngs: someth1ng that will he1ghten its 

buyer's status, something to use dur~ng free time or something that saves 

ttme. Hot surprisingly, these three factors were generally inter-related: 

status was directly correlated to American-ness or modernity, which, in • 
a 

C;J 

turn, was signified by the acquisitioncof particular commodities described 

-,- -,,---- - - l 
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\ 
as "modern" . or "AJllerican," themselves. The specific character~stics of 

such products are rep'resentative of the attributes of Alnerican-ness deemed 
., '" 

Most necessary to a "modern" personal image and, consequent1y, indicative 
~ 

C",,!­
of the, or1.entation of American advertising' s impact on Itallan society. 

Like the usua1 description of Amex;-icans, themse1 ves, the sales pi tch 

adopted by , mQS t aqvert 1. sers of household produ~s and appliances 

characteristic:ally described home and' office machinery as '"rational" or 

"efficient," qualities .... hlCh improved performance insofar as time .... as saved 

or ordinary tasll.s ",ere accompl1shed in the "modern" .... ay. The deSlrabil1 tY. 

of conserving tlme, in a~ditlon to labor, ~as increasingly ac~n0}dedged as 

a product· s "rat lonality" began to encompass the speed at .... hich it 

performed. In the case of office machinery, the benefits of ease and speed 

of operation to et fectiveness are apparent since, as a SrieS of ad~s.tor 

Burroughs products vh1ch ran betveen 1951 and 1953 ."as quick to point out, 

these attributes really meant increased proU ts. Use of such machinery, 

thus, 16 represented· as an "efficient" or "rational" means of improving the 

" stat us quo, insofar, as they a110.1o' 1.heir consumer to becolIIe a "modern" 

(successful) businessperson, overcoming the obstacles lmposed by human 

~ l1.mi taUons through the adoptl.on of "modern" (mechanical) business 

proced Ul'el> . 
) 

The Burroughs ads recreate scenes from Roman and Bib1ical 

history, relate. them to a contemporary business context and offer theu 

Une of adding machines as a means of changing two-thousand-year-old 

situations. The various models vere therefore represented as possessing 

ne.r1y miraculous Povers. In one instance, their a~ili ties were likened to 

those of Joshua in staying the course of the Sun (fig. 3.6) -by dec1aring 

that "even today miracles can be performed." The "m_lracle rl of Burroughs 

adding machines vas none other than its e capacity to br1ng "order, 

} 
' .. 
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exact i t ude and the maximum eco~OIIy of Ume and money" to the workplace. In 

other vords, people vere said to be successful because they did things the 

"modern" vay W'hich, in turn, meant only that,) they consUJlled the fruits of 

progress. TO ma~e this point even more obvious, 'another of these ads 

essent 1ally belittled businesspeople who didn 1 t use Burroughs products by 

comparing their perslstant use of supposedly outmoded business practlces to 

the dogmatism of sixth-century nobility (fig. 3.7), claiming that no firm 

could ever be rauonally organiZed unless l t used Burroughs machines--

"real mechanical bralns, indl.spensable to a modern business because they 

represent order, absolute precision and great economy of time and, 

therefore, money. " 

The not ion that machines signitied their users 1 lntel1igence and 

progressiveness, vhile also conserving both human labor and time (and 

consequently money), extended trom business to the realms of domestic labor 

and even leisure, as vell. Botably, mechanization was so important as a 

sep ing point that aIl kinds of products were promoted as "machines, " 

vhether they really vere or not. The fact that B.P.D. lnsecticide, a 
" 

chemical product, could be ,touted as "a machine for ~illing' flies" in a 

1951 advertisement (fig. 3.8) , tor instance, is evidence of a 

.. pOpularly-perceived idenU f icaUon betveen the mechanical and the 

progressive (W'lt~ch its tint lines even point out W'hen one of the depicted 

" characters marve16 about the modern age by identl. fyj..ng 1 t " W'1 th household 

appliances) as well as proof of i ts appeal as a ready-made lIeans of 

1mprov1ng upon the status quo. 

From the busines6-or'1ented axiOIII that tille 16 IIOney easlly developed 

an understanding of tUile as precious and worthy of~ being saved by the use 

of app11ances such as electric rasors and washing machines. In fact, it is 

i, 
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l1kely that the .ucee •• of thl. 1.duc .... t amO.9 hOme~aker. ~d other~a. 

/ 
itself dèrived tram the prestige of the business world in vhich/ 1t had 

originated. Dy imposing the standards of this vorld upon the rest of human 

,endeavor, advertising implied 1ts dominance of the social order and, 

because these standards vere themselves AmerlCan,' reaffirmed 
~ 

the 

internat10nal super10rity of the American vay of lite. 

The American origins of t1me-saving technology also ult1mately 

contributed to an 1mage of the American lifestyle as fast-paced, eff~c1ent 

and even, as a result of tlme saved, leisured. The eX1stence of "le1sure 

technologies" designed solely for purposes of en)oyment further accentuated 

these be11efs: not only vere Amerlcans seem1ngly privileged vith sufficient 

recreational time to warrant the development and use of such products, but 

the very nature ot these goods themselves was such that the1r use conferred 

a certa1n mastery of t1me. This, in faèt, was the basic appeal of products 

11ke Kodak photographic supplies and Scotch recording tape: their use vas 

intended as a means to preserve specifie moments ot t1me tor future 

reterence. Thus, it was thought to be increasingly possible to control not 

only the present (by pertorming necessary tasks more qu1ckly and thereby 

creating " spare " time 1n vhich to pursue individual interests), but the 

past as vell (by making accessible audio or visual transcriptions ot 1ts 

MOst meaningful moments). The prom~se ot manageab111ty, therefore, 

extendéd from the soclal realm, vhere the control of interperaona~ 

~~lat1ons through the pro)ectlon of the deslred "modern," efficient, 
/ 

business-llke or "American" personal lmage helped to create status, to the 

daily lives of lndiv1duals vhere th1s statu6, evident in the mastery ot , 

tlme-saving domest1c technology, manifested itselt as increased leisure or 

"spare" t1me. 
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One significant offshoot of this correlation betveen time and status 

is an emphasis on money: yet another maxim of American-ness vould seem to 

have been "thritt for thrift's sake." By buying cheaper goods, or even 
~ , D 

changlng tastes and habits in order to spend less, one would have more to 

spend elsevhere and, havlng the capacity to possess more merchandise, be 

able to live better and to enjoy a higher (e.g., more prestigious) standard 
) 

of living by abandonning previous goals and taking up nev ones vhose merits 

and ease of attainment seemed more or less guaranteed by other people. 

Since personal satisfaction and social status are represented as 

purchasable commodities, profound changes in the individual's perceptions 

of the roles of work and leisure are likely to occur. Whereas in a 

pre-industrial society, like Italy during the first half of the tventieth 

century or the United States a fev decades earlier, bath satisfaction and 

status had to have been derived trom the act ot production (work), in a 

consumption-oriented economy they might be seen as related almost 

exclusively to material possession (leisure). consequently, time, effort 

and the money that they earned vere to be saved in order to have DOre of 

~ 

aIl of these to spend on leisure. However, this necessarily imp11ed a 

fundameDtal redef1nition of that concept itself. ln a society in which 

personal status 1s based on york, the characterist1cs of le1sure are 

unequivocal: it 1~ s1mply anything vhich i6 DOt work. But, when leisure 

becomes a un1que moment of commod1ty-dependent self-gratification and the 

crucial source of personal ident1ty, it i5 the focus of life 1tself. In 

advert1sements, these priorities are conveyed in claims for the necee.1t, 
/ 

of clinging to its manifestations by saving t1me and money as a matter ,pt 

principle, even if such conservation entai16 a change in lifelong habits. 

Corn Flakes, for instance, would seem to he an undeniably American 
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invention, suited to botb Aaerican tastes and daily life. In a 1955 ~ 

(fig. 3.9), however, Kell09g's easily and conveniently managed to conflate 

the two cultures in order to create reasons for cornflake consumption in 

Italy. L1ke 60 Many Amer1can products, this breakfast food has "marvelous 

povers" (i.e., a high calorie content). In addition, 1ts mo~t_exhalted 

qua11ties are its potent1al contributlon to savings of time and money: a 

cornflakes breakfast ts ready to eat in a matter of seconds, requiring 

-little or nothing in the vay of preparation or ingredients, costs less than 

a single cup of coffee and 1 furthermore, 16 sc1entif1cally O1ertified 

6uperl@r to the continental breakfast vith which MoSt Ital1ans vere 

accustomed to start1ng each day. Faced vith such ev1dence, it vould seem 

reasonable for anyone want1ng to 1mprove their morning meal not to bOther 

try1ng to 1mprove their breakfasts by making them more del1cious (by mak1ng 

better-tast1ng coffee, for instance\. In the long run, according to the 

Kell09g's company, it vould make more senae merely to make them 41frereat 
< 

(or, in other words, more Amer1can\ 1n order to reap the benef1ts of 

consequent sav1ngs 1n t1me and money. 

L1kev1se, the Remington shaver company bu11t from the precedents 

estab11ahed by the G1l1ete adB, vhile stress1ng that 1ts product enjoyed an 

advantage un~que unto itself: speed. Whereas Gillette had had to launch a 

campaign to promete shaving 1D veneraI in 1950, Remington could advocate 

not just shaving, but shaving , .. ter and .1~lcally a year later. Given 

the pre-establ1ahed necessity of shav1ng to social success, advert1aements 

for electric shavers had only to advance their m08t obvious d1fference fram 

manual razors: their speed of operatioq. A 1951 ad (fig. 3.10) emphasized 

this feature in its head11ne, "Each ahave a ~ew record v1th Remington," 

while also 1mplYlng that there was a standard aqa1nst which such munàane 
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act1vit1es cou1d be measured and even a nee4 to measure them. The 
u 

subsequent text underscores the importance of time in the modern varld vith 

references to a1arm clocks and the prevalence of an obligation to arise at 

a precise, predetermined hour regardless of one's natural inclinations. 

The product's progressiveness is celebrated in the exclamation, "RO more 

annoying vaste of time vith brush and b1adel" and alluded to by a 

description of 1ts funct10nal parts as "diamond-cut blades," 1mply1ng that 

th1s "shav1nq machine" vas probably even made by another mechanical device. 

Furthermore, th1s is clearly a product made to serve the need. of. a 

"progress1ve" c11entele vho not only 1s pressed for time but needs to be 

regularly and "presentab1y" shaved. Likev1se, a later ad (fig. 3.11) 

contributed to the .peed stat1.tics and even adds that thi. model 1. 

"precise as a chronograph" and that the "modern varld" has been vaitinq for 

a product like this one. 

Dy 1955, then, even Gillette razors came out un der the brand name 

·Super-Rapido· ("Super-Fast"), despite their manual operation (fig. 3.12). 

Apparently, one must conclude, the advant~ge. of speedy shaving vere 

perceived to be so great as to make other qualit1es seem negligible by 

comparison. If the attractiveness of time-sav1ng had been les. firmly 

l entrenched, Gillette razors could have been advertised on the basis of some 

other leatures that m1ght have 41fferefttlated it from its .electr1c-shaver 

competition, in other vords, rather than trying to compete 1n the one area 

vhere the super10r1ty of electr1c shavers vauld seem least debatabler 

Somevhat paradox1cally, the pervas1veneas of the "modern" ideal of 

speed and eff1ciency vas apparently so great that ads for other types of 

products vh1ch had no operating speed vhataoever, and to vhich it vas 

therefore i .. ater~al, could actually invoke it as the status quo to be 
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overCOlle. One of a 1953 series ot ads for Permatlex mattresses, for 

instance, 1s based upon sueh an appeal (fig. 3.13). Calling upon the 

co.mon claim that Italy vas less developed than most other countries of the 

verld by saying that these countr1es not only met modern standards but 

li ved the Ideal vi th calm and contentment, 1t then both ci ted the 

mattress's progressiveness and offered 1t as a solut10n to the problems of 

a progressive vorld. Specifieally, it maintained that Permaflex mattresses 

vere uniquely suited to the part1cular requlrements of the modern lifestyle 

vhich, hectie as it vas, destroyed people's natural sense of vell-being 

along vith their ability to funetion adequately in society (i.e., to 

produce). Because it vas offered as a means of "cleansing" the bOdy vith 

"sc1entific, rat~onal, perfeet relaxation," sleeplng on such a mattress 

s~em1ngly provided an appropriate antidote to the problems of modern living 

vhlch vas 1tself no less true to progresSive Ideals. The ados message, ln 

other vords, vas that the lIIOdern vay of Hfe vas not to be abandonned if 1 t 

proved le8s than grat-1tYing but cx.pletec1 by the acquisition of mias1ng 

~ities.' Dissat1sfaction, therefore, could not be vieved as a fallure 

of the system itsel!, but as the reault of an ind1vidual's fa1lure to fully 

1ntegrate vith 1t. 

The opportunity such products and ttt. personal 1aa9 •• they prOilised 

to convey of tered to control one' 6 ovn posl t ion in the social h1erarehy vas 

.. 
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an incentive to embrace the definitions of social statua they provided. 

Hovever, although the appeal of a aocial model based on the management of 

interpersonal relations vas undeniable, there vere also certain inevitable 

detractions. A rigidly prescribed class system, despite its denial of 

egalitarianism, at least had the advantage ot predictability. With 

mobility and social change came uncertainty, as nev acquaintances could not 

rely entirely upon traditional indices, nov obscured or irrelevant, as 

means of recognizing or achieving social status. As Sebastian de Grazia 

comments: 

In the nev varld of cities there vas danger of being lost 
as a person, as someone vhom others knev something about 
and respected. whatever shortcom1ng the v1llager 
suffered trom, anonym1ty vas not one of them. 
Ar1stocracy, vhere one's status 1s fairly vell-known at a 
glance, had no auch trouble either. These vere worlds of 
position. In them one is somebody. What one ls, or 
stands for, can be told not solely by house, field, shop 
or clothes but also by language, mannera, and 
antecedents. Find1ng themaelves in the city, farmera and 
villagers had no fields or shop, nor clothes or 
antecedents that made aense to ne1ghbors themselves 
uprooted and fram strange regions.' 

Advert1s1ng's strategy of assoc1ating the goods it repreaenta vith the 

lifestyles of recogn1zably high-atatus indiv1duala could and d1d DeCODe 

1mportant only because of the anonym1ty of the c1ty, vhere no one knevone 
~ 

another and also, and more fundamentally, because antecedents and land, 

long the marks of the ar1stocracy, had given vay to nev 1ns1gnia 

production and money. In Italian society, soc1al distinctions vere 

obscured in the "more developed" ~1.e., urban) regions and a nev 

"technologieal e11te" founded on skills rather than f .. ily ties eaerged as 

incre.sed u.e of a standard~~ed language and'.aIS marketing (e.peclally by 

the clotb1ng 1ndustry) made cla.. and, not oolnc1dentally, reg10nal 
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d1fferences less recoqn1zable.' 

Because ot the 1ncreas1ng atf1n1ty of 1ts external man1festations 

v1th those of everyday Ital1an lite, the appeal of the Amer1can 11festyle 

models represented by advert1sements (the1r "AIIler1can-ness") vas 

essent1ally re-conceptuaI1z~d v1th1n a larger 1deology of the urban upon 

vhich it vas based: a vay of th1nk1ng vhich characterized the United States 

as "metropoI1tan" and attributed the undisputed affluence of American 

society and the relative ease vith vhich its citizens conducted their daily 

lives at least partially to the benefits of city dvelling. Such an 

explanation of the source of American pover ultimately leads to a broader 

conceptualization of the vorld 1tself as comprised of an unequal balance of 

"rich, metropolitan" nations (centers of economic, political and cultural 

pover) and "poorer, less developed" agrarian nations vhich look to the 

others for direction,ll augmenting the AIIlerican-dominated international 

hierarchy 'vhich had already been establ1shed by those advertisements 

claiming the superiority of so lIIany American products because of their 

suppoaedPy unique ab1lity to prov1de solutions to seem1ngly universal 

problems. In other vords, as Raymond Williams has pointed out, the popular 

impression dI the relative mer1ts of city and country vas transposed to 

larger general1zations about the vorld itself. 11 

Within the "narrov," or individual, context, then, this glorification 

of the urban and valorization of change had profound implications in 

postvar Italy. First, as de Grazia argues, since it incorporates the 

1deology of proqress into its own promise of commod1ty-derived personal 
t 

'benetits, advertising "plays an .ggravating part" 1n overcom1ng COncerns 

vith qeoqraph1cal constraints: 

J 

As the servant of industry it encourages the movement 

.. 
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menta1ity: change and innovation, houses and consumer 
goods, pr09ress and science, DOve and buy, buy and 
move.~~. aevness and ditterence are he1d to be gooO in 
themselves, yet as a resu1t the American has had to cast 
himselt in the role ot a standardize~ nut that- tits 
standard1zed bolts scattered anyvhere the country over. 12 

At least in America, he seems to argue, the role advertising plays in 

promoting the nev, encouraging the possession of novel commodities as a 

means of meeting the nev standards generated by lifestyle changes, has 

induced citizens to vander about in search of progres6ively better vays of 

lite. As a result, they have had to become increasingly tolerant of 

change, vhile regional differences have become les6 pronounced and more 

easily adapted to. 

Likevise, in postvar Italy, economic developaent and the ideoloçy of 
, 

proqress èoncurred vith industrialization and urbanization, both of vhich 

in turn fostered integration by undermining regional loyalties and 

encouraging migrations from the poverty-r~dden South to the developinq 

industrial zone in the Borthvest. After the var, the Italian domestic 

scene vas bleak: tvo million workera permanently unemployed, large numbers 

of landless indigent farmers and standards of living far belov those of the 

rest of Europe. -The traditional relledy for such problells prior to the var 

had been emigration, a course of action temporarily restricted under the 

Fascist regime's prohibition of even i~ernal relocation. When this 

situation changed during the 1950's, vith the industrial boom and Italy's 

entry into the COCDOn Market (opening nev poasibilities of employaent in 

• Borthern Italy and Europe), Italians thronged to groving urban/indu.trial 

centera in aearch of improved living conditions. This transition (vhich 

has been d~cribed as an accelerated progression trom the B1net,enth to the 

TVentieth centuries), and the dift1cult~es vhich such an adjustaent would 

r 
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1nev1tably have enta11ed, were probably made more bearable (espec1ally 1n 
J 

the later years) by pr10r exposure to the .urb~ ways of life which were 

undoubtedly best repre6e~ted by the IOCallY-d1at~~uted Maas med1a. 

Increased mobility was undoubtedly signif1ed by a proliferation of 

travel-related advert1sements, notably for petroleum products and airl1ne 

companies. Both of these indicated relatively long-distance travel, aince 

the air services advertised were offered by American airlines to 

destinations in the U.S. and the car travel implied by gasoline consumption 

would most likely have taken place in the countryslde en route fro~ city to 

city, s1nce the stre~ta of most communities would have been so ancient as 

to have been more suitable for pedestrian or horse-drawn vehicular traffic. 

In the late 40's and early 50's, TWA began to stress America's 

internat10nal role as a commerc1a1 center (fig. 3.14), advertis1ng itself 

as "the only airline 1n the world that lets you travel from Italy to Any of 

the important centers 1n the United states with only one ticket and without 
. 

changing airI1nes." Desp1te the var1ety of non-V.S. dest1nations served by 

TWA referred to in its 1950 ad (f1g. 3.15), the airline's stated purpose 

seemed to be ferry1ng passengers between the Un1ted states and var10us 

outposts around the world. 

, However, it should not be suggested that the "movement mentality" was 

"'" as w1despread in Italy as in the united States, or even that it was 

ent1rely unknoVn before the advent of American marketing: the long-stand1ng 

,tradition of fortune-hunt1ng abroad ind~cates that it was not. It 1s 

sign1f1cant, on the other hand, that th1s fortune-hunt'1ng. wal now 

increas1ngly to be done domestically (although the V.S. had lost none of 

its statua as the "land of opportunity"), encourag1ng an 1nterm1ngl1ng of 

the natives' ot d1fterent Teg10na and seme degree ot standard1zat1on ot 

• 
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langwage and customs. Like the rest of the mass me~ia, in addition, it at 

least fam1l1ar1zed 1nhab1tants of d1fferent reg10ns (who ~un1cated 

pr1marlly in va,1ous dialects) with standard ,ItaHan. EVen beyond ,this 

relative lingu1stic st~ndardiz~tion, however, advertising worked to promote 

national integration in a var1ety of vays, further minimizing seme regional 

differences by producing a uniform pool of knowledge about'consumer goods 

and their use, similar e~etations of their powers, and more homoqeneous 

notions of what constituted an adequate standard of liv1ng. Only thus 

could a 1953 ad for AdmiraI refr1gerators (fig. 3.16) proclaim, "A 

refrigerator isn't a luxury, lt's a necessity!" 

This trend towards standardization, in effect, vent hand-in-hand vith 

videspread urbanization. Flrst, the tact that the Most significant 

migration pattern vas from rural to urban population centers (South to 

Horth) is ltself sufficient as an indication of this phenomenon. Hovever, 

" 
this tendency must certainly have had lmplicatlons even for those vho 

resisted it: cities, in general, vere noV increasingly reputed (as Amer1ca 

had ~een for at least a century) as centers of opportunity, heig~tening 

their prestige as vell as the accepta~lity of the vay life vas lived 

there. Like the Aaericani, then, th06e who returned to small Villages or 

farm communlties fro~ urban center. brought vith them nev standards and 

habits vhich they doubtless defended to·their friends. Thios interlllingl1ng 
'i} 

of people from various regions vho previously had enjoyed little or no 

contact v1th each other vas therefore a strong aocializing force, proeoting 

cultural solidarity through the 1ncreased fraternization of theae ~roDpa 

..cnq thelllaelves, but moreover worked in such a vay that vhat vas moat 

~n to aIl of them vas something they had never knovn before: the urban 

ezper1ence. Equally 1l11portantly, thia ezperience 1tlelf nov en10yed a 

---------
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connotation ditterent trom that ot earlier days. The City vas no lo~ger 

merely a lôcal population center, a meeting ground "tor tarmera and 

merchants, but a link in a chain of similar cities extend1ng across the 

ocean and around the vorld. To live there vas almost to live abroad, in 

terms of social and material norms, since it vas in such centers that 

foreign tas tes and products vere first lntroduced and used by the local 
II ) 

ellte. The d1fterence betv~en c1ty and country lite vould then init1ally 

,have been perceiv~d as a groving one. Advertising, however, as a sort of 

"survival guide" to the urban 11festyle ldentifled as Ameriean, or 

American-inspired, made the changes 1t champ10ned 1n promoting the nev over 

the old seem universally and easily accessible. 
t 

The fact that the 

advert1sing Erystelll promulgated ,a fairly homogeneous, 

technOlogically-derived vorld viey acro~s an audience vith diverse èthnic 

and/or class orig1ns ultimately acted as a unifying force, reducing the 

import.ance of factors vhich had prev10usly d1stinguished people from each 
~ . 

other and supplanting them vlth a common ~ft of aspirations, expectations, 

or values. Ellul calls these "psychological collectives." 

Advertislng g08s about its task of creating a 
psychologic~l collectivism by mobilizing certain human 
tendenc1es in order to 1ntroduce the individual into the 
world of technique. Advertis1ng also carries these 
tendenc1es to the ideal, absol ute limits. It 
accomplishes thlS by playing dovn aIl other human 
tendenc1es •.•. In addit1on, advertising offers man the 
me~s tore realiz1ng mater1al des1res vh1ch hitherto had 
the tiresome pr6pensity of not being real1zed. In these 
three ways, psychological collectiv1sm 18 broug~t into 
be1ng. Il 

1 

In postvar Italy the "psycholog1cal collective" being ,formed by 

American advertising and the cn.nges 1t provoked vas ~learlytthat of a 

growing urban consctousnes6 vhich had its roots in any number of concurrent 



o . 

Co 

THREE 176 

phenomena associated with widely-recognized trends toward "modernization:" 

urbanization, industr~, economic development, cultùral integration 

'and education. Essentially, in this instance, ~psychological collective" 

is a concept WhlCh serves to explain a changed definition of co~ity. 

Whereas communitles had once been constructed as closed social systems and, 

as such, were the sole source of civic authority, they were now construed 

as a small part of a làrger entity comPQsed . of man y such fractions. 

consequently, their authority' was effectively usurped by other, more 
r 

geographically disparate forces: the government, the agencies of literacy 

and, more .importantly here, foreign inJerests. 
,1 

The urban "psychologlcal collective" which 'Jas beginning to encroach 

upon rural tradition created new concepts of community in which urban 

values and indicators of soc~al standin~ were increasingly respected. 

Given the technical bras of foreign-inf,luenced urban centers and the 

emphasis placed upon "business-l1ke" characteristl,cs as a pre-J;:equ'16i te to 

'- ' '.. ~ or 
modernity, the human qutlities which MoSt tended to be valorized there were 

those which could be loosely termed "professional." In a~vertisements, . - ' 

--J.his emphasis tended to man1fest itself in a frequent citation of 

6upposedly "expert"o advice: they were peopled ~y a growing cast Of 

characters identifiable primarily br virtue of their occupations (~aids, 

nurses, doctqrs, dentists and scientist6)~ who characterlstically . 

counselled consum~rs (either directly or through a depicted Everyman) about 

the necessity of effecting some sort of change on their enviconment and the 

efficacity of a part1cular branded commod1ty for that purpose. In addition 

to the Medical and dental professionals who so epitom1zed th~ author1ty of 

American science and the film celebrities who represe~ted the national 

ideal of beauty, man y ° were called forth as representatives ot.a more 

'. 
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accessible echelon of American-supplied techmca1 and commercial 

competence. Hoover .... ashlng machl.nes and Over 1ay floor pol ish both used 
/1 

maids as spokespeople for their products. Hoover (fig. 3.17) even ad'ded 

the incentive of the mechanical to 'its appeal by expecting 1.ts product to 

q,rickly, economlca11y and effortlesJsly "selve" the laundry "problem" once 

and for aIl. 

In the aggregate, then, such adver-t isements formed thelr ovn 

" community, aomprised of a set of selt-proclaimed experts on aIl aspects of 

daily life. These lndlviduals, no doubt representatlve of an ~1C8D 
)#p 

• ' .. ' ... community 1 èssentially terved to reinvent it .... 1 thin the 1 tai ian contaxt 

. v • 

.... here, for .... an·t of ils equivalent, lt .... as then felt te be lacking. In 

other; .... ords 1 evidence .... as provided (in the ferm of advert 1.sements ) to 

,tnd1cate that such a community l.ndeed eusted ~r. and that its 

members actively judged,othez;:s on the basis of par-ticular criteria they ,. 

themselves established. Net havl.ng an autonomous congregation of such 

experts .... i thin their ovn c1rcle of tr-iends and acqùa1ntances 1 the 1 talian . . 
audience .... oull1 have ultimately been led to rea1ize that consumption offered . , 
unique access to the gr-at uitous advice of fered by established authori lias 

7 
.(, 

and, perhaps, that it might event-ually be a l, f Dleans 0 incorporaling 

r" themse 1 ves .... 1 t'hin a c1ass of the expert (i f not the professionally 

• -4 
quall f led) .... hlCh, l f ul1dertaken on a broad enough. sca1e ~ coul d even 

contribute to the creation of such a group .... i thin the realm of their ovn 
G 

o 
lived yexperienc~. 

once agai!'l, the status quo ~ing promoted 'Jas popularly perceived as 
1 

aCIIeOne 'ele. '. commonp1ace 1 but a :éltrsonal 'aspiration to be dreamed of and 

. s tri ven to .... ard. As the changes ntcessary te the realization of 'the}e goals 
J 

, began to talte plaçe,' trad1t.ions, .... ere likely to have been found 



,1 

j 
.1. 

THREE 178 

categorically "archaic," vhile illported culture became correspondlngly IDOre 

attractive. lt With respect to the 
~' 

develop1ng "consUllIer C!ul ture" in postvar 

Italy, then, there are obv10us l inlts to be made betveen the seellingly 

pervasive impression that former beliefs vere nov outlIIoded anQ the 

operational ideology of advertising. 15 If advertisements vere effective 

through their message that a part icular group' s minimum standards of 

, acceptabill~y vere \iidely ignored by other consumers, they also contributed 

to a larger-scale interpretation of that 
• 

~.>;T 

same feellng and, uitilllately, the 

demise of more longstanding conventions. Once again, 1t vas a case of the 

nev Uaplac1D9 the old, just as it did among goOOs in the marketprace. 

In short, a major reason for American excellence seemed to be the 

lncorporation of part icular goOOs and SerY1CeS into dally li fe and a 

. 
corresponding reject1.on of matenals and methods vh1ch characterized lite 

ln those nations farther dovn in the international hierarchy. The wal~orf 

Astoria, credited as being "the Most luxurious hotel in the \#Orld" in a 

1954 Formica ad (fig. 3.18), apparent ly could be described in such a manner 

primarlly ,becaus'e it had laminated' this plastic to Most of i ts interior 

surfaces. The specifi'c meri ts of Formica indicated its modernity: it saved 

both maintenance and installation time, vas used in the United States and 

around the vorld (especially in cOmJllercial and industrial settings), !Jas 

immune to the effects of Ume and met vith the approval of "experts." It 

vas, therefore, "a better substitute for other materials" on its own terms. 

LÙe\iise, the merits of thehotel itself derived from Hs ,complete 

"American-ness:" 1ts urban location, vhich 1n turn hM d1ctated a 

particular architectural style (allo!Jing i t to "rise into the sky lilte à 

castle of dreams"), as vell as extensive use of internationally-apprec.iated 

r Formica throughout its inter10r. 
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Ho",ever 1 despite the apparent necess1ty ot~discarding the old for the 

ne... in order to rise in t~nternationai hierarchy 1 the displacement 

phenomenon vas not necessarlly rative at the level of nations. Although 

the psychological collective b ilt trom consuJllption practlces and 

celebrated by advert1sing vas an international one, its gro ... th ",as not . 
lnevi tably at the expense of the natlonal ldentl ty 1 particularly since 

advertislng made a point of representing the roots of change in tradition. 

It served, rather, to contextua11ze a sense of nation ",ithin the vorld 

perspective vhile at least partially obscuring the then less readlly 

identifiable regional character1.stics. This, as Morris Jano ... itz: contends 1 

could ultimately have facllitated the development of a net~k of social 

control in vhich individual and national autonomy alike vere replaced by 

external authority . 

• .. The grovth of a vorid community perspective does not 
necessarily require the atrophying' of national sentllllents 
but rather a modificat10n of their content and scqpe ... 
l t vould be more appropriate to assert that the 
maturat ion of personal and social control increases a 
person's capacity to relate himself to more and more 
èncompass i.flg systems of authori ty. . . . A sense of 
nationality reflects 1nner feelings ",hich through 
socialization' become external1zed attitudes. In this 
proéess, the person for bet ter or for vorse, mant fests an 
acceptance of externai authority and even of submlssion 
to externai authorl ty. 1 , 

Such a construction of authority relations ls integr~1 to ",hat ve nov!tno", 

as modern, lndustrlai society, ln vhlch cottage lndustry is subordinated to .. 
mass production, stngle-famlly units to housing developments, isolated 

farma to municlpalities al)d, in short, self-sufficlency to 1nter-dependence 

and the resu'ltant subm1ss1on to enforcéd norms and standards set forth for 

the common good. Advertising" 11k1 the mass media 1n general, supports 

"-th1s system by consistently surveytng the envlronment, defin1ng 1 t, pos1ng 

1 

/ 
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personal, social and political alternat1ves and, through 1ts judgllents of 

these var10us possibll Hies, inculcating certain &,tandards of behavior. 

A plural1z;at1on of "lite-worlds," Or "broadening of horizons," and 

the subsequent veakemng ot local trad 1 tions or even of a locally-based 

dominant ~egemony \IOuld appear to be an inevitable 'character1stlc of such a 

process. Because of Hs mythic, didaet1c funetion, advert1sing's role in 

br1nging about these changes in perceptions, bel1efs and experience vas 

signifieant. Through Hs presentation ot l1festyle models acknovledged to 
.. 

be different from that of Hs audience lIlembers, in other vords, it served 

to heighten their avareness of diversity and to provide tor the resolution 

of any resultant contusion or confl1ct 1n the form of the cOllllllod1ty: In 

Italy, then, the effect ot /\merlcan advertisements on a foreign audience 

.... as potentially tvo-told: at the level ot institutions, it vas useful in 

faeilitating a replication of the American consumpti9n economy and, at the 
~ 

individual level, it became an important nev torce of socialization, 

promoting national unit y <and, consequehtly, more uniform bel1efs) vhile 

reinforcing broader definitions of community, since modernity vas a concept 

equally appreciated by both ~ericans and Italians (although arguably 

manifested to different degrees by each culture). 

At the t1rst level., of 
, 

analysis, these advertisements encouraged 

particular beliets about technology, iRdustnal ization, innovation and even 

consumption '1tself. The Most important messages they conveyed about the 

-me~ ts ot that Yay of 11 te most generally describable as "modern "or in , , , 

this case l "American," vere that the technology developed and popularized 

in urban or American centers represented an improved standard of living for 

" the majori ~y of people, that innovation (categorically defined as progress) . 

vas a I}atural consequence of "modern" lite and that AJIIerican goods vere 
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developed, distributed and consumed in anaver to the consumer's ovn 

pre-existing needs and desires. This last point of viev vas expllcitly 

encouraged by the vay advertlsements are constructed. 

By emphasizing the reasons underly1ng the production ot part1cular 

goods and the vay they fit lnto the lives of seme of the people they vere 

supposedly designed to benefit, advertising reassured the consumer that 
, 

he/she vas the original reas6n for the production and distribution of these 

goods and the re~l beneficiary dt the process. It vas ultimately such 

apparent altruism on the parts of manufacturers and aQvertisers vhich vould 

have faci11tated the acce~tance of personal or social change as des1rable. 

In tQe long run, then, advertising could be effective in produc1D9 change 
J 

only slovly and methodically: rather than inciting cataclysmic revolutions, 

it built from daily exper1ence of a marketplace in vhich changes of status 

and self vere put up for sale to shape a culture vhich increas1ngly valued 

people and th1ngs described as "young," "business-11ke," "urban" or, as a 

"-
combination of these, "American." 

.. 
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Fig- 3.1 C~n1ca ~ carri.r., 1950) 
. 

lCIaL\ ANDICAIIA 
B1..tor1ca1 .cene. of "Chev11l9 GUll" 

In the year 1517: Sp&n1ards 
peninsula (Mexico). 

land on the Yucatan 

In the year 1520: Battles 
Indians flee in astdnishment 

for sovereignty. The 
before enemy forces 

bearing firearms and mounted' on horses, nelther of 
vhich they had ever seen before. 
In the year 1540: Montejo conquistadores accept the 
Indian chiefs' surrender and are surprised to notice 
that they chev gum, a lingering monUMent to the ancient 
Mayan civilization. 
In the year 1890: The res1nous gum of the Achras 
Sapote treé is harvested on great plantations. 
In the year 1900: Chemists and doctors recognize the 
healthful properties of chewing gum in strengthening 
the gums and improving digestion.-
In the year 1920: Large plants spring up to process 
the natural qum which is f1rst distributed 1n the 
United states and then 1n the rest of the vorld. 

/ 
/ 
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11.9. 3.2 (1.Iii!2S:!, 1.951) 

1 ~U.t 1. bor1l of •• r1eD~ 

.. ......, ........... .., ...... 
---.-.... ----... --........ ---.-.. --.-..-. 

A bllnd man wallts <;lown the 
street, trusting and without 
tear. This trust comes from 
experience. In thu vày, 
trust 15 born and grows, 5011d 
and sure. In a world as 
uncertain as ours, trust 19 
one of the things that serves 
as the best guide, g1ving us 
the possib~lity of measuring 
spiri t ual val ues, - of 
d1scern1ng those things that 
count the most 1n our walk 
through lUe . .. ----.-.-- œ .. _-. .. -.--._ ..... _~ _ ... _ ........ --.~.~.- --==--...:-

-,----. . .-... ----- - r ,-- The Œ"riceles$, In(jredient' of .. _- • 
Ji 

..... ..... u.I" ..... "'"" ,"'''' ... ~ .... " ......... ~. 
... _ ...... """ ........... 0 

~-~- .,:- ~ . -~_. "L" ........ 1 ......... , . .. ~ . -.. " . 
~,(J ~ ______ J 

• 

" ............... ,,,- ..... , ..... ... 
.. r ........ _' ............ '" 
•• -., •• ,., .... a .... '"' 

.. 

every product is the honor and 
integrity of its maker. 

J ->oL...JJ.--''-l...JL-......... ~ ___ ..... u ......... --'_ ................... '------1.-............. ~==.;;=~ 
F19. 3.3 C!E22!, 1.953) 

It's been 'proven that flies carry the most dangerous of 
infectuous diseases. 
One of these 1nsect5 has only to land on your plate to infect 
.you;' "'-
A fly can give your'baby the vorst childhood illnessè$. 
In addition, exact statist1cs show a s1gn1ficant reduct10n 1n 
deaths caused by infectuous dlseases in areas-vhere efforts to 
control flies have been most intense. 
Destroys these dangerous lnsects with D.D.T. txtra, wh1ch kills 
even the hard1est of flies. 

/ 

.... 
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Che bambin; questi 

~ 

~v. 3.t (!!E!!-Cla1re , 195t) 

The .. parent., vbat bÀbie., 

NOV everybody can see hov you treat me. A fine example for our 
daughter .•. 
It she vere old enough, sh'e'd act lUte this, tOO! 
Poor Caddy! 
But, vhy? You can't give a guy the cold shoulder vithout 
tell1ng hlm your reasons! 

--'cear, the more you care about someone the harder 1t 15 to talx 
to them about' somethlng l ike bad breath. That' s a 
dent1st's job, don't you thinx? 

(at the dent1.t'.) 
l recommend Colgate toothpaste to t1ght bad breath. By 
brushing right atter eat1ng vith Colgate toothpaste, your moutn 
stays clea~ and your breath fresh for the whol. day. 

Conclusive proof ex1sts that brushing immediately after eating 
vith Colgate toothpaste lS the best vay knovn to stop cavitie5. 
In tact, the Colgate method ha, stopped lIOre cavi >les in .ore 
people than ever betor~ recorded in dental history. Oolgate. 
The Noat videly SOld '1'OOthput. 1n the WOrld. . '; 

(Later - Thani. to CClvate toothpall'te.> 
~ov things have really changed between Hom and Dadl 

U.e OOlvat. toothpaat •• - It g1ve. br.~t~ la.ting fr •• hn ••• vh1le 1t 
tboroughly clean. the teeth and helpa .top ~v1t1 ••• 
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HON BASYA L"AUTOMOBILEI 
PO.,ed.,. UII' autamabtle • molto ._ GOa • 
lutto. Bbo9Da (IOlIed.r. Il ri.peno .. no .. Il.... . "ftllO gII aIIIt. Ua UOJIIO Ir.-..dalo 0 
COQ la barbe .00 r_1a. _ .ar. lDaI 9NdI-
calo ''''''''''0''-'' ~ laclllla Il """. _mpUo. ladatnt ClQaI aaattJaa coa Gm.a. .... 
~. __ .. 
........... ,1 ....... & •••••••• 

JO '- CIIJ.- ... L ':-

'-GIIIofte ... L lOI! • L uœ 

Gillette 
j.L.1. .• f:j!_~ 

''ïfTm::r:;: 
.UON GIORNO VI orcl: GlLLETTE 
GILUTTI mm WOI COMPm Of ITAL, PIAZZA S. OASMO J. MIWIO 

719- 3.5 (t!B!21 1950) 

la car lan' t I:DÔU9hl 

" 
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Own1ng a car is a lot, but not 
everyth1ng. YOU must ·have respect 
tor both yourself and others. A 
slovenly or unshaven man will never 
be judged favorably. Gillette makes 
your job eas 1er. Shave every 
morn1ng with Gillette Blue. 

"Dispenser:" a 
container holding 
blades. 600 llre. 

modern plastic 
20 Gillette Blue 

Gillette razors tram 200 lire ta 
3500 lire. 

GILLETTE. The sharpèst blade in the 
world. 

Gillette bids you good dayl 
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1'19·3.6 (Bea, US3) 

The Bible tells that the prophet 
Joshua, a skillful commander, seeing 
sunset approach1ng before his troops 
could, vanquish the enemy in battle, 
issued the tamous imperative: "HaIt, 
o Sun 1 ft and stop~d the sun 1'n Hs 
course. HOW many company 

_ presidents, how many clerical 
~--50LEI ____ ' workers, at the end of a long day 

) 

_.-~...--... _.----­___ 1-...... _~-_. 
_.-~.------ ................. . --_.-.... _.-.-_ ... _ .... -_....--------------

----­==-.=.-----.-'.::.I:I:'.=--=:a= 

__ ... __ ._... during which they've been able to' . .. .---.... ----__ --.. --- complete only part of the ..,or); that __ • ___ 1-

_____ ....... - they should have flnished, ..,ould ___ la .. _ ..... 

-.. .. _ _ _ _ l i);e to repeat Jolffiua' S order. But -...... : ..-___ ._ the sun can't be stopped and overdue 
_._ •• _~ D 

______ ..,ork just plIes hlgher on the desk. 

VEM'BI ........ -a-a-___ ClI-. 
.... 0 ........ 

Burroughs 
-';rr:~"" .... _._--............... 

Yet even today m1rasles can be 
performed. Isn't the work that a 
Burroughs addlng machine 
accompl!shes in the brlefest moment 
of Ume "'1 th the most· absolute 
perfection in fact a miracle? In 
the modern.firm, a Burroughs machine 
is lndispensable be<iausè i t 
represents arder, exact rtude and. the 
maximum economy of time and money. 
Adapt your firm to modern standards 1 
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ACCADOE NEt SEIGENTO 
r~ ............. _._ ~...-... ___ ... ------- ---------tllP_ .. __ -. ______ -. 

~_a..... .. ..-..._~_ ~__ .-,-. ---_._-- .­_._----_ .. _._-_. 
_.... '"-__ •• 3 

---._-~- --~ -------

' ............ _ .. ~--.r _____ ........... 

---~_.--.. ............. .--_.-.--_._~ 

... -[ -ViX8I --T = •• _ ... - ... ---
Barroajhs 

• • -. .... .... -._--
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ftg. 3.7 CIJX!:5a, 1951) 

There is a stary .bout a gentleman 
who tought aIl ot tifteen duels to 
defend the superiorlty of Dante over 
Tasso and, mort~lly vounded by his 
fifteenth opponent, contessed at his 
death never to have read a "slngle 
verse of Dante. How many 
businessmen and lndustriallsts claim 
to have organized their iirms in the 
most ratlonal manner vlthout even 
having trled a Burroughs Machine? 
Burroughs Machines are real 
mecijanical brains, lnd ispensable to 
a modern business because they 
represent order, absolute precision 
and great economy ot time and, 
therefore" of money. Tens of 
thousands of offlces aIl over the 
world are uSlng Burroughs Machlnes. 
Adapt your firm to modern standards! 

/ 

Pig_ 3.8 (Tempo, 1951) 

These days are really something else!' The vacuum 
cleaner, a machine for laundry, a machine for dlshes, a 
machine for killing flies 
A machine for flies? 
Sure, B.r.D. Aeroaol. It COmes from all sides', like a 
fo9r, to get rid of flles, ~osquitos and any other 
insects in the area. \J 
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1'19. 3.9 ClFpOC!, 1955) 

'lM Narvelou. ,lOVer of corn 1'1alt •• 1 

A good 
seconds. 

breakfast 1.n a fev 

"Corn Flakes" are ready 
1.mmediately: rt's enough to pour 
them stralght from' the box 1.nto 
a bo'Wl and add a little blt of 
mlllt and sugar to have' a 
del1cious calorie-rich,' h'igh 
energy breakfast. 

In Amer1.ca and Scandinavia, 
dietary special1.sts give 
breakfast a great deal of 
importance. They ma~ntain that 
the body must be supplied v1.th 
energy beiore start1.ng a hard 
day of .... ork or study, .... hLCh L5 
'Why a breakfast as rich ln 
calor1.es as "Corn Flakes" 
provides mu ch more energy than a 
cup of coffe~, tea or café au 
1 ai t .... h~ eaten .... 1 t,h but tered 
toast or bread. 

One box contains eight generoJs' 
port1.ons for only 170 lire. 

lCell 099' S • A X.ll0CJ9'. breakfa.t 
cost. 1... than a cllP ot coft ••• 
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0ga1 rad.ni 1IIl DIlo.0 recorcl 

colln 1{~ 

/ 

s-.u- ................... .:t 
_-'leioo __ '---
.... , ..... 001_"", __ If_ ... 
,1 , __ ",.,,_ MI _ • _ 

.. 11er 11_" __ ... ,-. ... _ 
_ c ............ al Il..-1'' d.U .. .,.de. 

Il ...... aU .. , ....... raM'" ...... ' ..&1 _ 

,.,....... ,aw ... c ......... cM 1 ..... I.If ...... 

~. d,ar"a_ce r&_ 1· ... f'1.UOM ~ •• vr"'" 
,,~ • 1ft ~ pnl .... 1 li ................ 

"m.". ,te.e. h.M .. s,., • .. rl~M.",,""" 
, ........ ' 'l.te YI \f. ~ r_.~1 
0-1 ... d_ ka.lic.a. , dei t' .. "' •••••• 

, ... J., ..... ,"CO tt..4 •• ~. c ••• 1 Remit ct __ ' 

./ 

RÂSOIO ELElTRICO REMINGTON 
~. " ... '.0.0"0 ~ ... ~ 
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ri;. 3.10 (I!!E2, 1.951)-

The al~rm clock, once a punishment 
for the man vho had t9 qet up early, 
no ... has become but a falnt annoyance 
y; th the use of a speedy electr1c 
razor. 

Simple to use, the Remington shaves 
you better ln a short Ume. Just 
plug l t 1n and glide it acr08S your 
face. NO more annoy1ng vaste of 
time v1 th brush and blade! Shaves 
the most stubborn beard neatIy and 
compietely at "skin level" .... ithout 
tl1e &Craplng and ,puIIlng ot an 
ordinary razor. Hundreds of 
diamond-sharpened blades do the Job 
Ylth precislon and perfectlOn!' four 
face stays soft-and fresh. !ou're 
perfect Iy presentab le ln record 

"time! 

Enjoy the benefits and advantages of 
,dry shaving .' Sha';e Y1 th a 
Remington 1 

J 

t 
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preciso c()I1Je UI} cfonogl'Qfo 
vi Itltle ln 60-

a .............. aUna .. u· 
rueIe ...... ce .. qgïïii: tU Il. 
liIdIM .....,... .. .., D. 1." , fOI-tac'" ulnnalL-luarlteJè •• qal' 
laac.M Jraa .. comllta. ,nlaltl.: 
lM lui •• , .. te al "amui, el· 
ltUuM 1I1fl11'" .. tleU al IIblall, 
lUIdn II tua.. NClzt,ulIIl •• a. lu- -
lM • &acUed ' ........ la p.a dolCt 
• ra,Ya ruatua lb ••• latt .Il " 
Mp&tel lu NIa ...... cel .'IIIIq· 
lM ...... '." 'ft ,arnaara dr,Iw • 
........... la HIuIo ... "cU" do,. 
.......... tatte tIIrlaa " 1dN1 .... 
,.. fàn, ...... ralenL 

~& .ula ail IUO" .a ....... 11 ••••• ' 

..... ,,,. .&10.1 11oI'l'Ulal L J, 1. 
..... l1li& ...................... . 
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Fig_ 3.11 (I!!R2, 1953) 

Preche as a chronoqraph, .have. you ." 
in 60 .econdal 

The vNEW Remlngton "60 D.V." 
'unlversal voltage.:shaVes you in 

t 

60 seconds! " 

---The modern world was vait1ng for 
an electrlc r;asor llx.e this one: 
the latest Remlngton "60 D.V." 
with univer;sal voltage. Plug it 
ln any"where and t.IJrn let-" on: 264 
diamond-sharpened' blades max.iag 
16 miIIlon cuts a mlnijte beneath 
an except io~ally' long, 
precislon-cut shaving head will 
give yOu the smoothest, fastest 
shave you ever dreamed of! One 
slngle t~lal wlth th~ Remlngton 
"60 D. V." wi Il persuade you that 
it's. the best possible sblution 
to the shaving 'problem, next to 
the 1deal of not hav1ng to shave 
at aIl. 

/ 

Remington ~ the ~hampiqn rasotU of 
t.he world. 

l,) " 

--
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!!Iere 1 1. 900d 1.aea 1 1 • 11 91- h1a a 
G111.ette ".....,~ ruDE' 1 

," DOst appreClated ud Attractive 91tt 
for only 850 lire. Don' t vorry 1 r he 
already Ma il razor! The one-puce 
Gillette SUPEI-FAST r&Z:or and the 
fut-10Aèlng "I)l.apenaer" tull ot 
Gillette BI ue .l~el vl.ll a&ke hi. 
lhaveS faster. An elegant blue case 
Iii th a transparent coYer .alte thu 
t'uer &ri exc:eptional 91tt • 

Other Glllet te t'azors frc:. 150 to 3800 
lire. 

C1rtl1aat1ClD li sstt'lll1D9 ....... t CIl • 
..-fltlJ 

the fast p.ce of clvil :u:aUon 
di..t urbi JIlan • s phylical equll ~br1ull, 
nduc1nq hu productlve capaClty. 
aar.ony can lM rec:overed only b.y 
cleansin9 the bOdy 111 th iCWDtUlc, 
œ1aDal, perflCt relalat~on. In other 
nat ~on. 1 t his goal hal already been 
Itta~ned Dy replac1n9 the ord1nary 
cotton Httre.. w1.th a lIore .odern 
spring utt ress that nov, !inally, 11 
also aade in Italy. 
.1. S.w'tll - the f __ apri.IIv _ttnM. 
EconOIIl1c, hy91en1c, prlct~cal, el.glnt, 
cool in I~r, van in V1.nter. on 
sale in the finest turn1ture stores . 

L 



" 

10 ...... __ 
•• c.-a ........ . _.S:,..... ~ 
TWA ...... .... 
,. .... V .... ...... ...... '. 'M._ IL _ ..... a_ 
~,- .. .-. ............... 

a... __ -. .-.-__ .. .. ---- .. _-~ ._ ..... __ .. _-
.. =:: -- .--.---. 
=-~~ =-:-=.-: ::.. --:.: :==:: -.. ~--- -.-.. ~ 

=:a:: 

---)IV IF_ 1 

192 
<' 

.. tn ... nl 

Ten t i.es each veek a T'III. 
"conatell.tlon" or "Skyaaater" 
le~vel Roce for Bev York. 
travelling rapldly and luxurioualy, 
you' 11 reach the 9reat .. trbpol1~e. 
ot bUllnea. ln tventy-n1ne bours • 

FOr res.rvat1ons, consul t your 
tr.vel agent or NA. 

( 

1'19. 3.15 (a&!, H50l 

OIlly %8 links tlft .. n 'nahona v1th s1Kty major 
..... rtcan ci tiea. If yeu Iluat qo to Bev York or 
any one of the aany 1aportant cth.s ln .... rlC., 
vbether for bu.1n.,. or pleasure, rellle.ber that 
TVA 11 the only a1rl1ne 1n the vorld that lets you 
travel frOill Italy to any of the 1aportant centera 
ln the Unlted States Vi th only one t1cket and 
vi thOut chanq1ng &1rl1nes. The rap1d and 
1 uxur10us four-engue NA COnatellaUons quarantee 
you laVlah servlce v1 th the utJllOst 1n secun ty and 
punctuall ty. 

Talte advantage of the reduced ra.tea, of "Thr1tt 
se_son. .. consult your travel aqent or TVA 

tt.eU. 

You cart trust TVA to the V.I.A. 
Africa - Asia. 

Europe -

L 
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ftcJ. 3.16 C!!!R2, 1!t53, 

la nfr1tJe1'&taE' luit a lunryl 
It'.Qa a.c.salty. 

LARGE: free~er cOIIpartment 

LARGE number of styles and colon 

LARGE capacity vith rear motor 

GREAT advantage ot 
pushbutton defrost1ng 

instant 

GREAT practicality 
computmenta 

of ln-door 

F1ve year quarantee! 

other 
s1zes 

marvelous 
avaHable 

merchants. 

models in aIl 
frdill the best 

ft9. 3.17 CP9!!lllça 4.1 conl ... , 1950) 

DI ..... œ LAOIIiMi • •• 801~ once 'Ûâ\ 
fœ all vithOut effort, 1n a tev minutes and 
at lov coat vi th the HOOVER valhing machine. 

The machine 15 a lII&rvel! Cloth1ng valhed 10 

del1cately 15 a lIIuvel, tOCl "---Linens vashed 
by the HOOVER lait much longer. '\ . 

t 
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Fig. 3. 18 (l:!!e2, aS4) 

At the Va1derf Aator1a, the .-t 
luzur1ou. botel in the worlel. 

In the big _city. of Ifeli York, the 
Waldorf Astorla rises into the sky like 
a castle ot dreama. The har~ony of the 
liries and -colora of its inter10r 
surfaces proclalm the qual1 ty ot 
Formica, the surface of amaz1ng beauty. 
Formica plastic laminate comes in 
pants and 1s a better substitute for 
othe mater1als in bu~lding or cover1ng 
fur ture and valls. AlI over the 
world, Formica 1s being used ln private 
homes, banks, railroad stations, 
schools, stores and laboratories. Easy 
to apply in more than 100 marvelous 
deslgns and colors, Formica 15 pleasing 
to the touch, always sh~ning, clean and 
needs no ma1ntainance. Formica is a 
plastic surface unparallelled f~r 

quality and beauty. Ask the experts 
and apply Formica yourself! 

Plastic surfaces famous around the 
world - Formica - Stands up to use, 
stands up to time. wasbable, 
permanent, non-absorbent, colorfast, 
scratch and acid resistant, easy to 
clean and apply. 

1 

1 -
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See Stu'art and Elizabeth Ewenï ebann~ls of Desi re (.ev York: 
NcGrav-Hi.ll, 1982), chAp. 2.' 

2. SebastiAn de GraZia, Of Time, ~ork, and Leisure, Garden City, KY: 
DOubleday Anchor, 1964" pp. 217-218. 

3. Peter Berger, Brigitte Berger and Hansfr,1ed xe11ner, The Ho.eless 
Hind, Bev york: Random House, 1973, 'pp. 139 and 142. 

4. Ronald Berman, Advertising and Social Change, Beverly Hills: Sage 
Publications, 1981, p. 125. 

5. ibid., p. 124. 

6. MOrris Janovitz, The Last Hall Cent ury , Chicago: Univ. of Chicago, 
1978, p. 339. 

'7. John x. Galbraith, Tbe New Industrial Society, .ev York: sev American 
Library, 1979, p. 160. 

8. de Graz1a, op. ci t ., p. 199 . 

9. 
.. 

See Raphaer zarisky, Italy: Tbe politics of Uneven Develo~ent, 
H1nsdale, IL: Dryden, 1972, p. 1~0. 

10. This bifurcation ot the world order aomehov accords vith the many 
connotations the verd "America" seems to have 1n Italian. Rot only 
does it lIeAn' "success," as in "fare l'America," but this success ia 
aeen as realizable on tvo fronts, "the rich Merica" (the 
e.tablished, industrialized United states) or "the poor America," 
characterized by a senae 9t "frontier spirit" and a potentia~for 
industrial grovth (AustraI1a). 

11. Raymond Williams 1 "The lIev~etr polis," 1n Introduction to tbe 
Soeiology of -Developing So~·eti 5,~ RaIIza Alav1 and Teodor Shanin, 
eds., Bev York: Monthly Revie _ 82, p. 363. 

12. See de Grazia, op. cit., p. 230. 

13. Jacques Ellul, The Technologieal Society, Rev York:,lIev Amer1can 
Library, 1979, p. 407. 

14. There vould appear to be conerete reaaon for such beliefs, beyond the 
aelt-created attraction~ ot fore1gn media dep1ct1ng unfamilar 
litestyles. Spec1tically, aecording to one cr1tic (Jeremy Tunstall, 
The Hedia are A.erican, LOndon: Constable, 1977), the responsabil1ty 
l1es v1th 1nd1g1nous social 1nequal1t1es vhich are hoped to be 
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ralol vable j,n a new soc1al order. In other vords 1 if the existing 
system 18 seen as condon1ng social and eeonom1.c inequality, 
elpee1ally in the ne.... lig~t of contemporary ideals,· founded on 
religious beliefs which no longer seern as relevant or necessary as 
they once .... ere, or are propagated by an e li te of schol,ars ,and priests 
ln a language unintell1g1bl~ to mqpy 1 tlten the fact of v1despread 
d1Bsat1sfaction .... ould necessar1.1y seem as obvious as. 1t 1& 
lnev1tabI,e, especlally, among the dispossessed:' . ..,omen, the young, the 
poor and the unski1led. The system Hseit provided for significant 
change only by Hs own demise (Le. , revolutibn ,or civil var) 1 a not 
.... holly deairable remegy, .... hereas the alter!1ative- (forelgn) conception 
of the ""orld seemed- to provid.e a number, of yet untried options. 

IS. As a case in point, the very beliefs about the regenerative povera of 
America and Amerlcan good's which have been disc;:ussed to this point 
are themselves anti thetical to Christian theology vhich holds as a 
pr1mary teRet that such new beginnings can not be achieved by hUllan 
effort alone. 

16. Janowitz, op. cit '/ p. 327. 
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o Dellonstrably 1 the appe_l o,t Aller1c;:an gooas ln postvar I t~Jy v.. due 
1\ ~ .. 

te a universal èxchange value éAllerlcu-ness l vhich pr0ll1Hd te reaake 
\ 

an idea1\ized uaer consumers in the image of supposedly typical lIellbers of 

cOllUllunity comprised of the citl.zens of tt}e United States. By int illating 

that such transformations ... e,re ,even possible, i t creat!ed a soclal hierarchy 

of its ovn in Yhich any dlstinctlons vere based on materlal possession, 

rather than other, les6 contrellable, phenollena. This, then, ",as the ~sic 

attraction of Italiâlls as the 'Allerican 
. 
", .. y of the 1 ifestyle described to 

life and justification for the nev needs and "tandaç-ds advertising referred 

te. 

Given the perceived advantaqes of ellulatlng the AIIerican lifestyle, 

there vould have been reason for Ita11&n6 to atten'd to lU varioua 

characteristics and details. Insofar as these could be 'gleaned trOll 

advertisements, the Posit.ive images also put torth by other sources vere 

turther supported and clari fied. Spec1fically, Ita11ans vish1ng to illprove . 
their lot in life vere led to folloy the eXalrIple set by a ulftér co.Jlun1"'ty 

vhieh, sinee it vas original1y comprised prilllartly of film stars ,(vho ver.e 
~ 

later implied to be ,more or leas representat1 ve of other AIIericana) vas 

also to be observred at the movies. HOvever, if film helped to lI&ke 

advertising intelligible as a represeritation of the AIIertean vay of lite by 

-f11ling in it6 missing elements and defining lIIembers of Hs user COImunity, 

1t a1so contributed more directly toward its p~imary message: that consUlter 

goods vere inextricably bound to AJneri~-neBs, vhich 1n turn translated •• 

prestiC}e. Aceordingly, rtalians learning t~e detalls of AIIer1can life frOII 

advertising' vould have been led to conclude that the advantages Meriean. 

seemed to enjoy yere an excl"usive result of their priviledged access to the 
.; 

latest scientific diaeoveries and possession of superior knovledge, vh1ch 

~~ --- ~---------- ,-. 
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enabled thell to live thelr ovn Uve. ln a IIOr. or le.. ecientUic vay, 

eonauming "rationally" and "eff1cient1y~" Thul j , the ovnershlp and correct 

uae of certain unique1y AIIerican products .... ere·· seè'n as relatfed to, if not 

responSible for, the AIIerlcan position ot vorld leadersh1p .... ho •• 

) 

leglt1macy vas underscored by advertising's al~Qst constant rem1nder th~t 

" 
these goods vere ln greater delllana than .... ere any of their international 

COIIpet i tors. 

Dy cont1nually stressing (or even manutactur1ngl positive aspec~ of 
1, 

Aaerican lite, such representatlons eventually contr1buted to the creation 
a 

of a partlcular stereotype .... h1Ch held that because access to 'such products 
, 

vas universal. everyone liVing 1'n the Uni ted States vas able to . rea~ th. 

bene fi ts of their use, a, tact .... hich contributed ta AIIIerica' s reputation as 

-thè land 01 opportun-i ty:" in a nation yhere 1t .... as sa1d that the highest 

standard of 11 ving in the vor l d' vas' enjoyed, 1t .... as seellingly possible for 

Any 1nhabitant to buy heal th and happ1ness. Correspondingly, s1nçe 

Aaerican corpora~ions ,vere villing and .ble to distribute the1r gooda 

abr~, they ottered equal opportun1ty to c1tizens of other nations to 

participate in "the good life," too. HOyever, since this line of reason1~9 

va.~esSarilY' based on 

~er.nationallY dOllinant, it 
) 

,an understanding of the United states as 
. 

tended to naturalize the existence ot AIIer1can 

llOdels 1n advertising and malte the notion of change 1 1.n general, 'IlOre 

acceptable. Advertiseaents vere thus also 1nstrum.ntal as a aeans to 

" leqi U .. te the condi t ions of lIIOdernity ahd to usher 1n the 1deology of 

pr09re8s. 

As a result, "pr09ress" 'vas thenceforth oto be deflned by 1nnoyat1Oh. 

By crediting the des1rab111ty of the user comIun1 ty to the use of "the 

latest,· ·sclent1flc" ~1t1es, advertl .... nts .lso sold "nev-ne •• " (ne~ 
\ . 

l 
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'. 
experiencea and social change) as the key to a better vay of life whiçh'Fad 

already been def1ned as American. .... the nev, ,. In valoriz1ng the immediate 

effect of these bel1efs vas to devalorTz: the old: older 

became less prom1nent in the market as they either disappeared or ."ere, 

advert i sed as nev. Tradi tion "s only commercial value, its only~ 

popuIarIy-perceived desl.rability, then, 1ay ln it,S ability to modify the 

innovatl.ve in order to lIIake 1t seem l~ss threatening: Thl.s model .,,~s 

attractive not on1y because of "'ldespread admira~ion for its user 

COlrlllluni ty, ,but because of its seeming manage'abil ity. Theoretically, 1t ."as 

"democratic" in lts accessibllity and offered the individual virtual 

control of his/her ovn . destiny, since aIl ."ere given the chance to ~etter 
"-

their own situation'based on the information made availab1e to them in 

advertiselllents. 
l-

Because this "delllocratic" model denied tradi tiona1 class markers, 1t 

substituted Hs own which vere derived from the properties of goods. 

oonsequently, status became dependent on appearances: the acquis1tion of 

those qual1t1es advertisèments defined as des1rable thr~ugh the consumption 

ot commod1t1es vh1ch embOd1ed them. In proposing social_ alternatives, 

advertising also advocated "other, more fundamental changes ."h1ch it 
.. 

represented as bound to them through the goods ."hlCh brought them both 

about. The, progresSlve prom1.se of a manageable "modern" or "Amerlcan" 

1 ifestyle dictat'ed, the management of 1 ife itself."i th products des1gned to 

help regulate tlme or money, a requirement ."h1ch favored the adoption of a 

~1ty-derived personal image hest described as "efficient" or 

"rational" vhose ,prototypes "'ere identified in the American-dominated 

business commun 1 ty. The ultimate goal " of this life management \las 

aeemingly the creation of increased le1sure -- vhich vas also cate~orized 

t 
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',by the' use of particu~ cons~me~ .900dS, -- and a priority 9iven to those 

• activit1es which"encouraged saving time trom other activities to be spent 

in such p~rsuits. 

1 

In the face of s~gnif1cant changes in the 
~ 

wày life was lived, 

shi fting values would have contrru1!éd to the formation of neW social 
1 • 

structures: a new eH te or even nev peer grouplngs. These nev structures 

and groupings, being 
f'I .... 7 

based on Amerlcan values", necessaÏ'ily were patterned 

after the American, establishing an l.nternational hl.erarchy led by the 

Uni ted states. The common denoml.nator betveen the' Unl. teà states, as mode l , 
l , 

and the othet natlons o~ the vorld vho imitated it vas the urban exp~rience 

vhiCh the united states epitoml.zed. Henee, the traditional community vas 

displaced by a non-geographically-specl. fie "psychologl.cal collective" vhose 

authori ty was no longer represented by elergy and Cl. vic leaders 1 but' the 
c 

"professional" and bUsi'ness-like personae depicted in ad'Vertisements. This 

change in bot~, values and those. responslb)e for setting and upholding th8Jn 

essentially amounted to a "broadening of horizons:· people were directed to 

. 
look outiade ot their immediate enVlronrnent for role models resul ting, in 

this case 1 in a general tendancy to emulate Amencans. 

Ïn propagating thl.s structure of bel1.efs, adverUsing for Àmerican 
Il) 

goods was clearly beneficial to the interests of the USIS 15 propaganda 

campaign by, flrst, supporting a positive image of 11f,e in the united 

states, second 1 induçlng Ital ians to admire and tmt tate Americans and 1 ,. 

·third, contributing to goals and expectations of the future which vere 

bound to American ones. In formaI terms, 1. t remains to be seen, ~owever, 

exactly how these t1JO campaigns related to each other and in what way 

commercial functions vere related to the pol1ticaL , r 

" 
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one of the more relevant aspects of propaganda theory vith respect to 
~ ~ 

, 
advertising vas systematically forlllulated -d'y Jacques Ellul, who makelr a 

d'1stinction between tvo· primary, mutually reinforcing types of propaganda: ., 

"direct" or :'political," the generally-acltnoviedged var1ety aimed at 

modifying opinions and ~ttitudes for some specifie purpose, and the more 

di !fuse "sOciological" which must precede 1t to sl~vly create an atmosphere 

of favorable prelimin.arY atti tudes and accompany it to reinforce 1 ts 

legi tlmacy. Specify1ng that sociological 'propaganda, in general, 

comprehends "the group of manifestation.s by vhich any sqciety seeks to 

integrate the maximum number of individuals' into itself, to unit y its 

membetls' behavior according to a patter,n, to spread its style of life 

abroad . and thus impose,t Use 1 f on ot h~r groups 1, n 1 he maintains that an 

effective propaganda campaign combines both of these types, sociological .. 
propaganda being used either to pave the way .jor polit ical propaganda 

(acting as "pre-propaganda"), to maintain hegemony ("post-propaganda") or 

" bOth. By. standardlzing social practices wh1ch are actually based in the 
l'i . 

ideo1ogy i t w1.shes to support, in othe~ .vords, a propaganda caD\pa1gn tends 
.' <'\ .. . , 

to focus beliefs: dire~ pollt1cal assertions are already put into practiceo 

bp the ume. tj)~y become recognizable ~s such and the ideology they manifest 

. 'correspondingly has become ul t 1mately essent ia1 to the preservation of a 

'-
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state of be,lng whlch then seems natural. ThuSl 

sociolpgical propaganda wlll . app-ear to be the medium 
that" has prepared the ground for direCt propaganda: it 
becomes identihed vith sub-propaga~da. Nothing" i's 
easier than to graft a direct propaganda onto a setting 
prepared by soclologlcal propaganda; besl,pes, 
sociologl".cal propaganda May i tself be transformed into 
direct .. propaganda. Then, by a series of intermediate 
!3tages, \ole not only see one turn lnto the other, but also 
a smooth transition from vhat vas merely a spontaneous 
af firmatl.on of a way of , li te to the <;lelibez:ate 
affirmatl.on 00f the truth. 2 

203 

Direct and'", sociological propaganda, then, differ in terms of content ahq 

means of dissemination, direct propaganda being an overt affirmation of 
. 

bel1efs and values conceived for the purpose ofo effecting explic1t 

ideological changes3 on its environment and sociological propaganda being a 
- , 

seem1ngly less deliberate netvork of ideologically-meaningful phenomena 

vhos.e relationship to poliÜcal 'propaganda necessarily' aI?Pears 
o 

coinc1dental. In their inter-relationship they are, hO\olever, occasionally 

incilstinguishable, as was the case \oIlth AmetFlcan adverhsing in Italy 

durlng the postwar period • 
. " 

Even at the most superficial level of analysiS, these advertising 
o 

campaigns clearly could be characterized as a type of direct propaganda, 

serving an end of product sales by associatlng the possession of particular " 

goods \oIith desirable lifestyle models, lmplicltly promising consumption as 

a means of acquirlng individual identity and 

understanding the sOCial order in \oIhioh 

\ 
offering i ',self as a Key to 

t~is identity' would be 

,contextualized. Furthermore, since differences betveen C?mpeting product 

brands are essentially manufactured :--i thin, adverdsements themselves and 

o 'JO 

based in thelr perce1 ved indispensabil ~ ty to various consumer 11 festyles, 

.... 

, . 

it has often been argued that advertising also creates the very needs the1r }. 

------~ ... _----
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products are conceived to fulfill l and (vithin the propaganda literature, 

at least) that this constitutes it as a direct, commercial propaganda. 

Ellul, for instance, apparently sees the creation ot needs as advertising's 

primary propagandistic function. In his opinion, 

propaganda ... arouses in us an increase of certain 
desires, prejudices, and needs vhich vere by no means 
imperative ta begin vith. They become so only as a 
result of propaganda, which here plays the same role as 
advertis1.ng.' ••. every month nev products appear for 
vhich there 1s no prior need, but vhich talte their place 
in the market vithout much resistance. That 16 
exclus1vely thé result of propaganda ... New needs are 
created fram the day a nev product appears. After a fev 
months of getting used to a product, its absence viII be 
felt because an effective need v111 have been created. 
But the need Va.Ji created exclusively by advertising. 5 

It is no doubt true that advertising contribul'es to the realization of 

needs, especially gi ven the tact that, l.n practi.ce, they can 'tldom really 

be justified in any absol ute sense, but only in terms of the symbOlic 

properties of goods. Real1Stitally speaking, in other vards, goods are 
~ 

considered necessary ta members of a given society if they are thaught to 

be 1n general use by athers of the same social class. Advertising, by 
, 

representing a user communHy vhich nominally ;'ncludes ~e consumer vhlle 

calling attention to his/her shortcomings relative to Hs other members, 

constructs a class system trom its own criteria within wh1ch it can 

continually support the ~ necessity of a changing variety of goods'. In 

addition, hovever,' vhen. advertising 1s distributed 'vide~y enough so that 

the lifestyles it represents seem even more tl1~ normally unattain~ble to 
~ 

the consumer (as 1n this case, where they are perceived as being part of 

another culturel, these l1festyles themselves are part of the promotion and 

" • 
not pre-ordained as desirable. In this respect, advertising works as 

sOciologi,cal propaganda. 

--/- t 



( 

Advertising as Propaganda 
[J 

2.05 

underly1ng the find1ngs of the foregoing chapters bas been ~ belief 

th.ilt adverUsemen4 are effective primarlly because they are constructed in 

such a vay as to ally the good~hey are trying to 

and attractive lifestyle image. ~f advertisement. 

sell vith an ap~.ling 

can be seen to hAve 

pol1t1cal significance, it is because, 1n such c1rcumstances, the 

attractiveness of ideal1zed l1festyles 16 created vithin the advertising 

system itself and, in fact, thet promotion of vhat it terms "the good life" 

i6 the prilllary function of the advertising industry as a vhole.' stuart 

Even, for instance, maintains that: 

Only in the instance of an individual ad vas consumption 
lA question of Ilhat to buy. In the broader context of a 
burgeoning commercial culture, the fore.ost political 
imperat1ve vas Ilhat to dreall and consequently, bOIl to 
1 j ve. 1 0 

In addition to enhancing the desirabil1ty of advertised products through 

their association vith a particular lifestyle, then, advertising aetually 

"sells" such lifestyles by alluding to the benefits they convey in hems of 

social acceptability, success and prestige: allusions vhich seell believable 

largely because they are so taken for granted vithin·adv~rtise .. ents vhere 

they appear as neutral background against vhich only the merits of goods 

may be debated. In this respect, adverUsing is clearly compatible vith 

.the objectives of a propaganda campaign like the one Iaunched by the US1S 

in postvar Italy, vh~se goal vas to favorably represent the characteristics 

of Ame~ican life. In likevise serving to document its merits, coemercial 

&dvertising reinforced many of the government-sponsored campaign's claims 

of American superiority vhile significantly 1nfluencing Italian society 1n 

other vays unique unto itself. 

It 18 <important to note that Ital1an ada for AIIerican products, in 

1 
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~~ 

addition to complementing videspread impressions abOut the quality of lite 

in the United states ln a vay ~hat seemed removed fram political interests, 

fulfilled a more personal need for many vho read them. Indeed, it vas 

because ad6' depiction of seemingly accessible and prefabrlcated Ilfestyles 

met the desires of an audlence vhich vas apparently unable ta form goals it 

could belleve would be both satlsfying and socially acceptable that they 

vere ,ul timately successful in achieving their primary' goal of product 

sales. Advertising, in other wards, took a specifie form because of the 

partlcular social configuration vhich existed ln the United states and vas 

ultimately successful in selllng goods to Ital1ans lnasmuch as it vas also 

appropriate to the Italian environment. Furthermore, by mirroring American 

8Oclety, lts priorities, concerns and solutlons to Italians, it served to 

legitimate the existence of similar conditions in their own country and to 

naturalize a glven course of action relative to them. In Italy as in the 

United States, then, advertislng might be presumed ta have sprung from and 

reinforce a similar set of assumptions on the parts of advertisers and 

consumers alite about the world as it then exlsted, the direction of 

progress and the role of advertising and advertised goods relative to both. 

In addition to serving a "sociological" function -ln support of an 

organlzed politica) campaign, therefore, insofar as it resembles 

descriptive definitions of propaganda, advertlsing has both "direct" and 

"sociological" traits unlque unto i tse'lf: it i6 "direct" 1n meeting i te 

primary objective of advancing the superiority of one particular br and or 

product over others for purposes qf lncreasing its sales and "SOciological" 

inasmuch a6 it must first establi6h the Merita of con6umption itself. 

( These "sociological" aspects, in turn, have tvo maniféstat~ons, each of 

vhich vould have been signiflcant vith regard to the polit1cal propaganda 

1 
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campaign also in force durtng the postvar era in Italy. FOlloving Ellul's 

definition, the first of these sociological functions (pre-propaganda) is 

one of support for the direct propaganda vhose assertions it echoes, vh1le 

the second Cintegration propaganda) is more autonomous and crucial to the 

process of naturalizing any given 1deology: vhereas the importance of 

pre-propaganda I1es 1n 1ts creation of an 1nformation env1ronment in vh1ch 

direct propaganda's messages appear almost taken-for-granted, that of 

lntegration propaganda 1s to foster a sort of community of belief in vh1ch 

lts assertions are already 1ntegral to daily life. Thus, integrat10n 

propaganda 1s the sort of post-propaganda through vh1ch hegemony is 

maintalned by reaffirm1ng beliefs vh1ch have already becomè incorporated 

with social patterns. As Ellui specifies: 

In 

Propaganda of integration a1ms at making the 
individual partictpate in society in every vay. It is a 
long-term propaganda, a self-reproducing propaganda that 
seeks to obtain stable behavtor, to adapt the individual 
to his everyday life, to reshape his thoughts and 
behavior in terms of the permanent "social Betting.-

postvar Italy, in other words, adv~~tising's attractive 

representations of everyday America did not only facilitate the USIS's 

mandate to project a "full and fa1r" (i.e., positive) picture of the United 

States and make the promise of the "Letters From America" campa1gn that 

anti-American (Commun1st) voters vould be denied entrance to the United 

states Beemall the more forbidding. If these vere its pre-propagandtstic 

functions, then its integrative capacit1es vere even more 1nteresting and, 

at least potentiaIly, more significant." Beca~.e of the vay advertis1ng 

"works" to sell goods (Unking the consuller's own 1dentity to the 1deology 

it repreaents, expanding the boundaries of commun1ty, standardizing noras 

and allying the expectations of<~he various individuala vho comprise its 
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audience in thi& case, both Italians and AIlericans vith thoae 

attributed to the user community\, lt ulti.ately could only have aerved to 

further expectations of American superiority since the invariably Aaerican 

norms it directed Italians to model the.selves after ver~ not to be 

regarded as bound to toreign-vays but characteristic of the shape of things 

to come around the warld. In constructing such a warId-viev, integrating 

Ital1ans vithin a larger configuration ,fram vhich the adoption of Aaerlcan 

values and aspirations seemed both loglcal and desirable, &dvertising vas 

able to effect a sort of control fram a position of consent: by making the 

emulation of AIlericans seem desirable, uaeful or even necesaacy, it 

prepared for a compatibil1ty of ~bitions and outlooka vh1ch had def1n1te 

implications relative to the united states' pol1tical Objectives in postv&r_ 

( In both i ta pre-propagandistic and integrative capacities, 

tharefore, &dvertiaing vas as politically influential in its own r1ght as 

1t vas supportive of the officially-conat1tuted propaqanda caapa1gn. 

Tradit1onally, theor1es of propaganda have been founded on efforta to 

dlstingu1sh lt from information wh1ch, 1n turn, 1s generally characterlzed 

by rational diacour,e: a presentat10n of d1ffer1ng points of v1ew vhlch 

allovs the audience to fora a coapoalte fr~ which ta make independent 

( judgements. prop&ganda, on the other band, 1a aupposedly d1.tlngulahed by 

one basic feature: the range of interpretat1on~ individual me •• ages may 
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have is limited, either by avoiding argument (not .. ntioning oonflicting 

points of viey) or by appealing to the eeotions. 

Given the recognition of only tvo 'possible modes of coamunica~ion, 

one of which vas to he accepted al "true" and the other "falae," it vould 

seem that the credibility of both advert1sing and propaganda is primarily a 

function of their ."eartDg DOt to be persuasive, representative of the 

interests or opinions of an identifiable perlon or group or attributable to 

a sipgle source, but somehov objective or informative. In other'vords, in 

order to be credible, they must be accepted by their audience as 

"non-propaganda." In practical terms," therefore, the information conyeyed 

by persuasive texts must be supported by data ,already known to their 

audiences, .&king it appear t~ he part of a generalized "knovledge," in 

order to be believable. Descriptive studies of both advertising and 

propaganda alike therefore Agree that one of the mast important features of 

a 9~upaign 16 an appearance of d1ffuseness. In seeming to come frOII a 

variety of sources over an extended period of time, such messages become 

part of a seemingly intuitive knowledge vhose source is no longer 

recognized and thus may be instrumental in forming a climate of opinion 

upon which subsequent ones advancing sim11ar claims may be founded. 

Téchnically, the Authon of most propaganda studies' maintain ·that 

propaganda messages must be designed ta recall pre-existing emotions, 

vhether positive Clove, hope, desire) or negative (hate, fear, guilt, 

anger), and to suggest a course of action to maximize the former or 

eliminate the latter. TO augment recommendations for the arousal of 

emotions, the "tips for propagandists" section which typically highlights 

such discussions may as sert that people are more suggestible if they can be 

made to feel some sort of group al~egiance and that they more ~asily give 

" f 
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credence to anything endorsed by recoqnized authority or prestige. 

Therefore
j 

it 16 suggested that aspiringo propagandists would be .well 

advised to man1pulate information (by selecting tacts, assert1ng -- rather 

than arguing ~- Or even lyin9), using particular rhetorical strate9ies 

(recalling stereotypes, substituting des1red(names, places and/or objects 

wi thin them and being repet1 tious.) and ideal1zing extra-textual entl Ues 

(pin-pointing an enemy who is sub~ert,ing the will of the audience or 

appeal1ng to an authority who i8 favorable to whatever cause it is hOped to 

advance). Hence
i 

the propagandi8t's primary function 1s seen as one of 

covert concealment: hlding his own alms, alternative views, the actual 

meana of the message's production and, consequently, suppressing the notion 

that it may be false -- while appearing not to do so •. 
o 

These features, ultimately, are aIl vis1ble in the advertising 

campaigns used in Italy after the mid-1940's, when American products and 

increasingly sophisticated marketing techniques began to prevaU. 

Structurally, such advertlsements strlctly complied with the requireaents 

prescribed for propaganda texts. Like the hypothetical propagand.' 

campaigns detailed withln propaganda theory, much of the appeal of theae 

commercial messages rèsted 1n their incorporation of lncentlves whlch vere 

baslcally emotiona1: the ideo109y of éonsumpt1on itself was, after AlI, 

predicated upon advertising's invocation ot the consumer's own tears and 

. insecurities, vhich vere then legitimized, and otfer of consuaption as a 

course ot action to allievlate them. The recOIIIIendaUon that hopei for the 

promised results of this cdurse of action be linked to notions of grovp 

.membership and the authority of prestige, in turn, are clearly eabodied in 

the user communtty. Furthermore, putting cl~ of product perforaance 

characteristics aside, advertisements for American gooda vere credible 

- , 
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lna .. uch as they vere bul1t priaarl1y troa ldeas about the merits of the 

Aaeriean Vay of Life vh1ch vere already videapread ln Italy and supported 

'by other .ource •• The appearance of diffusenes8 vas also heightened by the 

tact that the American stereotype put forth by advertis~ng vas necessarily 

çons~ructed by the tPtire system of advertise~ents taken as a composite, 

leavlng the consumer the task of piecing it t0get~r at viII. In addition, ~ 

sinee the merita of the American vay of life vere not questioned vithin 

advertisement., but accepted aa a premi.e from vhich other claims could be 

.ade, that component of the De.sage they conveyed vas probably less subject 

to scrut1ny than it might have been in a different context. In other 

vordl, if adverti.ing va. persuasive of the desirability of the American 

lifestyle, the auperiority of Aaerican knovledge and achievement and the 

necés.ity of adapting to Aaerican standards, it va. largely becauae 1t 

appeared to be trying to persuade lts audience of sa.ething else. 

The dominant DOdel of persuasive communications has ~een challenged 

ln recent years, however, because of its unrealisti~ conception of the 

audience'a role in the process of communication. Whereas its proponenta 

credit the effect. of an adverti.ing or propaganda campa1gn to a unique 

e.otional power vhich enablea it to impose a particular point of viey on an 

audience vh1ch i. forced to accept it VitbOut thought or consideration, its 

a.tractor. insist that verisimilitude i6 necessarily a product of' 

reflect.ion and consideration and thU6 can be effected by constructin9 

pr0p&9anda .. ssages vhieh aeknovledge .ore than one point of viey 1 seel\1n9 

to reaain open to interpretation, but .pr1vilege one of them over the 

others, thereby encouragin} a preferred reading. Rather than creditin; the 
. 

propaqand1st's deliber.te caneealment of facts and manipulation of the 

audience's e.otions, tbey postulate a concept of propaganda 1n vh1ch 

) . 
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perceivecJ truthfulneu ilS based on adherence to particular conventiona of 

representat10n vh~ch CDato.ar11J d.aetlbe eventl and phenoeena a. real. In 

other vards, as steve .eale .. intaina, the "rules" for creating effective 

propaganda may be no' more IIIYsterious or cœaplex than an observance of the 

principles of reaHsm, in vhieh in'forllation 1& offered trOll a nUilber of 

different perspectives and the reader as.igned a see.lngly active role ln 

interpreting the. or putting the piecel together to t~ a oontinuoui 

narrative. In his opinion: 

If propaganda ia coneeived purely aa a 81ngle .ode of 
addresaor-ddreaaee relationahlp, 1t can be juxtaposed 

agalnst the realiat text vith lts coaplexity of 
. pointa of viey and its apparent appeal to a .pectator who 

treely makes up his or her own aind luch that directIy 
and specifically "politieal" or "ldeol09ieal" criteria of 

'eval,uation are irrelevant. 1. 

Becauae these convention. are popularly percelved a. a tran.crlptiqn of 

real1ty and do not aait the nuaber of perspectivea r.preaented, .... 1n9 to 
'--

leave the reader free tà aelectively 1nterpret the., they .. y be .ore 

uaeful as a persuaSive "tool" than other, acre apparentlyaanipulative, 

methods. 

AlthObgh these developMent. in prcpagan4a theory indicate t~ 
," 

completely difterent vays of underatand1ng the relationship betveen 

prop8gandist and audience vhieh are repreaented in tvo equally different . 
vays of concelvlng the roI. of the test, itaelf, there 1a nonethel •• a a 

point of intersectio~ betveen them. Vher.a. the traditional theoriat 

ignores the problem ot repreaentatton entirely by al.oet tating 1t for 

granted ~nd concentratés instead on extra-textual factorl lite peer 

pressurè, alienation and pre-conceived notiona about the reliabil1ty of 

various Gources and the conatatençy of the lntonaaUon . tbey pr ... nt to ,\ , . 

__ 1 ____ ~ __ e_ 
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explain propaqanda's veri.i.ilitude and con.equent persua.iven •• s.. a 

deliberate and foraulalc aanipulatlon of the thought proca •••• of lt. 

audi.nce,11 the ~lternatlve 1. to a •• u.. that the audience'. paver. of 
, 

re .. on are not so ea.lly .ubverted by their e.otional need. and that 

cred1bllity 18 primarlly a~f.ctor of con.l.teney vlth other sources and 

conformlty to a set of conventions the audience ls familiar vith as a aeans 

of interpreting events lt accepta as real. clearly, the.e tvo formulation. 

of prop&ganda are not ~pletely contradictory: each of them, 1nstead, 

focu •• es on dlfferent aspects of vhat may be a mu ch more perva.ive proce.s. 

In other verd., vhil~ the eaction.! factor. clted by traditlonal theory .ay 

be influentlal ln an audience ... ber'. des1re to believe the prop&gandist's 
~ 

... saqe and an illu.ion of autonomy in.truaental ln his/her ability to 

)u.tUy doing so, if the individual .... age. Vithin a propaqanda c ... paign 

are not con.tructed ln a vay f&aillar,to audlence ... bers as wrealistic," 
. 

t~y vll1 not be believed. The audience, therefore, i. actlve in 

lnterpret1ng prop&9anda and .u.t fee! tt.elf to be .0 1n order for any such 

... sage to be aceepted. Although traditional theor1sts do not expl1c1tly 

recoqnlze thi. nec.sstty (actually characterlz1ng the audience as pa.sive 

and .. ueable), 12 tbelr in.i.tance that propaqa.nda be dis.e.1nated through 

a varlet y of channels and .upporteà by a nuaber of sources 1a an laplicit 

&eknowledge .. nt ot a belief that audience .. aber. routinely compare 

1nforllAt1on uae avallable te) thell~ contr •• Ung vhat thèy feel are 

d1Uerent points ot vlev ta arrlve at a synthe.h that they VUI accept .:. 

truth. 'l'he cœaon po1nt of reference bet".en the tvo theOreUcal 

or1entations, then, la an in.istance that credibillty derives' from the 

audience'. lllusion of having freely cno.en vhat to believe fram a position 

of œni.cienoe.· By infusin; traditional propafAnda tbeory Vith a ~é 

. '. - "". _. -.------
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ç 

partieular expectat10n of the vay credible and persuasive propaganda 

llessages abould be toraulateël, thls prin«:lple can be enended frOll ",...tva 

to teat to arr1ve at an underltandln9 of persuasiveness in vhich 

cred1bility is universally achieved by the articulatlo~ of dlfferent 

"voices" which must be ordered to mate sense. 

Since adverti.ing il part of a diffuse, self~einforc1ng system of 

connotations, drav1ng froe and contr1buting to popular culture, it is 

therefore made to seem "natural" or real1stic by incorporatlng a vievof 

the world that elsewhere had been constructed as real, as the 

representations of succeasive tests naturalized each other. Ln postwar 

ItalY, American advert1sing delineated an ABerican image and lifestyLe 

mode 1 which seeaed both authentic and viable largely ~cause it vas 

preaented in fragmenta, with the various adverUseaent·1 for difterent 

products supporting es.entlally aimilar visiona of the United States and 

the_way conauapt10n fit into the Aaerican vay of life. purtherDore, these 

vere not the only such repres.ntations available to the 1ta11an au41ence, 

nor vere ADer1can images the only ones to be emplayed by advertiaers • 

• Thus, vhether advertia.aenta vere oonstructed &round the epheaera of, dal1y 

life (lite g .. ea of totocalcio or popular moviesl, varrd history, ti .. les~ 

values and priorit1ea (like trust, love, health or personal safety) or the 

prestige of the unexperlenced (science, the Dnited States or progresa), 

they approprlated the autheriticlty of these thlnga and only seelled to 

embellish them vith tbe addition of their actual, oo.aercial llessage. Nuch 

of what was believable about advertis1ng ' s deplétlon of Aaer1can 11fe muat 

have ~en acce~~ed a. &uch priaarily because of its faa111ar1ty, a. 

aoaalind OOWard and 30hn Ellis have confiraed~ 

• • • re.lne.s~. constructed preciaely by the con.t~t 

-.- ------..--, - . -.~---
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, 

r~-pre8entàti9n of the same relatlon~ in a dltferent 
gu1se: the constant cross-echolng of text~f writ1ng 
••• tbis 16 "preelsely the 1nter-text. Eaeh text 1a , 
sU5pended in the network of aIl others, from whleh lt 
derlves it5 iatelligibility.ll 

However, this process ls not mèrelY an additlve one, vith successive texts 

progressively elaboratlng more precise aecount. of the "real," ,but one of 

displacement and r,evision. Each. new text not only is in~luenced by, but 

influences readings of those which have gone before by creating nev 

frameworks for their interpretation. 
,r-

eould be said to ~11d from and 

ThU~ both adverti6ing and propaganda 

rein force each oth~r in a continuous 

inter-reflexive cycle based ?n shared ideologieal themes. 

Thua, poUtical propaganda and comMercial advertis1ng could 

eonceivably have functioned eomplell~ntarlly in postwa: Italy: each serving 

as Al sort of "pre-propagand~," a cOlllllon point 

"pro-Allerican" ideglogy could then be based. 

of reference from' which a 
4 

For instance, the featurè 

1I08t stressed by Amerlcan advertisers, anà the reason for the ultillate 

popularity.of goods advertised as American, vas their relatio~ship to an 

already-adll1red AIIerlean lifestyle. on the ot~er hand, however, the 

incorporation of this lifestyle into advertisellents where it functioned as 

an " AIIerican" exèhange value also served the objectives of political 

proPaganda by prov1dlng specifie deta~ls of "the AIIerlcan way' of Life" 1n a 

" vay that was likely to seem non-political (and, thus, potentially more 

cred1ble)~ while nonethe~ess .upporting or partially constructing a 

partieular, politica11y relevant 1deo1ogy. Thu., in this instance, bOth 

advertising and,~ropaganda vere, characte~1zed by a certain degree_9f lIutua1 

integration as they each e8sent18l1y ba~ed 'their claillS uPen the other's, 

thereby illplying a sort of popular coneenaus (vhich need not necessarily 

have exlsted) on the'truthfu1nes8 of the other caMpaign. Whi1e po11~1cal 

/ 
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""' propaganda aimed to establish the superiority of the American way of Life 

through such efforts 
:.... 

as the "Letters from • America" campaign, the 

consp1cuous d1splays of aff~uence and beneficence of the d1rect relief and 

academic exchange programs and the documentation offered by the media 

through entertainment Cmovies, books and magaz1~es" circulate~ by USIS 

libraries or published by the agency itself) or more direct information 

supplied to the Italian press and ~opinion leaders," advertisi~g campJ1gns 

us#d th1s supposed superiority as a pre_t .. in promotingu the des1rabil1ty 

of ind1vidual products, - thereby ,supporting the propaganda campaign's 

original claims. 

There(ore, if American intèrests had any impact vhatsoever on rtalian 

p~blic opinion, ,it vas certainly becaus~ of their variety: advertising's 

images of the American way of Life vere consonant vith those offé~ed by 
, 

USIS propaganda, the Hol~ywood film 1ndustry, ItalLan intellectuals and, to 
r • 

a certain extent, the, popular folklore perpetuated by the presence and 

~status of the A.ericani. Hovever, their representatlon in a eontext 1n 
,.., 

vh1ch they vere c1ted as unequivocal proof of something .else, as the 
~ 

desirab111ty of the ~erican way ot Lite vas used to support t~e merits of 

'specifie goods vh1eh vere • sllpposedly 
. , 

to i t, served only to 

accentuate thet'r veris'im1litude by seeming to "offic1ally" sanction it or 

,even( by diverting critical attention elsevhere. What remainlS to be 
o 

elucidated, however, 1s the ex~ent to vhich the very des1rability o~ this 

I1testyle vas itself Dian1ngful •. 

, 
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" 

Mler1can1aatlœ .. ItntegratlOD 

During the postv~. period, in particular, people of aIl nationalities 

vere required to adapt ta a changing environment and; at least according ta 
f 

the social' the9rists of the time, these changes and the extent to which 

they penetrated aIl levels of society a~ spheres of soc~al interaction 
f 

pre-disposed them to actlvely seek out and accept others' opinions and 
,) 

interpretations of the world around 

lives. lf Most studies of persuasion 

them to g;ide them through their 

written ~fnce the mid-fifties are 

daily 

based 

on the then-poPular"idea of the "mass man" or ·jlonely crovd" Vhich~\:-reat5 

'the indiv1ùual as being strongly influenced by a sense of group identity , , 
/ 

vhile simultaneously suffering alienation from ~~e social envirol'lment.· 

This isolation is pr~sumed to make him/her particularly yulnerable to 

persuasive povers in a search for self-definition and explanation~ of 

social phenomena. Denis MoQuail, for instance, describing the climate of 

" postvar industrial society, observed thatr 

Men are more estranged from each other and the ties of 
family and community are veaker; the author,1ty of 
educated elites and moral leaders has been eroded alon9 
vith the decay of traditional religious faiths; in .a 0 

society dominated by status-seeking 'and anxiety, t'I.ev 
1 0 

leaders and new faiths are sought out. l ! 

Thus, the nev -model of an emergent society vas videly characterized as a 

mass~xistential crisis, in vhich individuals vere driven to searc~for 

the breakdown of E!sîlibl1shed 

.. " ,;""--' . 
·~·,~·····--l 

meaning in the face of alienation and vays of 
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11 fe, standards and authority. Given such conditions, advertising or 

propaganda .... as assumed to doubly bene fi t the troubled "mass man" by" forminq 

a sor~ of "information cOlUllunity," and a comman bOnd .... ith its other 

members, vhile providing this inforlllatfon in the form of neat, unequivocal 

messages from vh~ch a S1ngle conclusion could eas~ly be dravn. In a 

soc1ety VhlCh vas conce~ved as rootless, fragmented and constantly 

Shl fting, such a service vould indeed have been velcomed. 

Hovever, despite feelings of personal inadequacy and a consequent 

receptiveness ta anythlng that vould seem to close the perceived gap 
,of 

between the ind i vidual . and his/her peers, deI iberately-const i tuted 

propaganda could hardly have been assumed to fulfill such functions alone. 

other forums also usually exist for this purpose, dfviding indiv1duals, 

hov41!ver arbitrarily from the propagandist's point of vie .... , into primary 

groups vhich are llkely to influence interpretations of a propagandist's 

basic message., Once' again, David Reisman de~cribes "post .... ar society in just 

such terms: 

POl1tical propaganda and campaigns dld not have an easy, 
conscienceless victory over the isolated and helpless 
members of an anonymous mass, " but ..• groups and "cells" 
mediated betveen the messages coming trom the centers of 
di ffusion and the individual, guiding the latter' s 
interpretation and selection .••• For example ••• the mass 
media operated in the social ization of young people, by 
providin'g a"n agenda tor the peer group as vell as 
ephemeral materials for it to "consume. "16 

Specifically, then, pol i tlcal propagandists' .... orking vithin such an 

env~ronrnent .... ould have been a .... are of the mass media 1 s potent1al influence 

on the publ ie they "'ere trYlng to reach and categorized i ts ~mpact as one 

of agenda-setting: establ1sh1ng precisely the sarne type of relations that 

advertising depends upçm, setting standârds and legit1mating certain types 

---\ 
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of behavior, although it seells unl1kely that they actually thought of 

advert i s ing 1n these terlIIs. 

Especially in the, period il1llediately follov1ng the end of the Second 

World war, Italy has been vieved as exelllplary of such a conception of 

industrial society. Although the nation experienced sf9nificant econom1c 

progress during that era, this grovth vas not accolllpanied by a 

correspond1ng change 1n tradit10nal media of social1Eation. These media 

(d1rected by the establ1shed rel1gious, educat10nal and political systems) 

vere increasingly cr1 t1cised as con f 11 ct ing or 
\ ,/ 

even 1rrelevant to 
/' 

the 

cônditions of ever'yday life. As late as 1972, Raphael 7.ar1sky could still 

write V1. th regard ta Italian political life: '-. 

Italy is composed of several mutua11y antagonist1c 
subcul tures. Ital1ans do not agree on basic values or 
attitudes vith regard tÇl their polit1cal system. 
consequently 1 the 1n~Hv1dual Ital1an citizen 1s subjected 
to contl1ct1ng sOcial1z<1<ng tendencies... • Such 
cross-pressures create deb111tating ,confusion 1n the 
minds of those vho Und thellsel ves thus exposed to a 
chorus of discordant voiees. Their response May be 
political apathy, Or outright alienatian fram the 
political system. In short, the malfunction of the 
social ization process lIIay ser10usly threaten the survival 
of the Ital1an pol1tical system. 17 

DeSp1te increased - industr1a11zation and urbanization, in other vords, 

eeonom1c development alone could not produce hoped- for sol utions to 

longstanding problems. 

... eeanolllic and social transition have 'apparently falled 
ta generate significant pol1tical change. According to 
some observer s" Ita1ian pol1tical cul ture is still 
charaeter1zed by widespread attitudes of profound 
al1enation -- of distrust of the government and of the 
poli t icians who direct 1 t •••. Such med ia of pol i tical 
social ization as the family, the schools, and the 
universities are sa id ta be failing to perform their 
functton of transmitting the values and attitudes of the 
system ta the Y,oung people ... ho are entering upon their 

~ 
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responsibilitl.es as citizens and voters. lI 

Indeed, the alienation sa id to be experienced by members of this 

fragmented society vas sufficiently .... 1despread to warrant companson to the 

Amencan "lonely cro .... d .. mode1- During the height of the movement decrying 

the social consequences of industrial1zatl.on, increasé'd rel1ance upon 

technological developments to the conduct ot daily Il.fe and dependence upon 

the marketplace to provide them in the Uni ted states, l talian novelil!>ts 

often described characterl> and conditions vhl.ch could equally vell have 

fl.gured in the vork of their contemporaries acrOss the ocean. l' The 

prevalence of books dealing vith the h1dden fal.lings of urban industrialism 

and their attendant feellngs of indifference, futllity, suspicion and 

desperation, so famil1ar ln American popular culture, are now even cited as 

an 1D4e1: of Ital ia~econom1c progress by social historians lUte Zarisky who 

apparently accept social malaise as so unquest10nably symptomatic of 

industrial development that they teel confident 1n concluding that its 

presence vas actually 1D41cat1". of industrial ization. 2. AssUJl!ing that such 

observatl.ons and the premises of propaganda theory are well- founded 1 

therefore, Italians .... ould have been at least as much in need of solutions 

to widespread alienation as vere their American counterparts, POssibly more 

bereft of appropriate socl.al1zing experiences and, consequently, receptive 

to various types of pers uasion, .... hether poli t i cal or commercial. 

American efforts to influence public opinion, comprised of massive 

economic aid and information dissem.inated through the communications media, 

both contributed to the creation of the postwar Italian 1 s perception of 

inconsistency between past and future vays of 1 i fe and replaced the 

inadequacies of tradi t ional structures in resol ving nev problelPs vi th 

particular sol ut ions (vhi ie simul taneously open1ng nev markets to American 

i 
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cOlIIJIIerce) • These al ternati ves vere of fered by both poli t 1 cal and 

COJIIJIIercial information campaigns: the fint by projecting the ,United states 

as a mode l vherein such problells had been overCOllle, and the second by 

illustrat1ng the detalls of thls model and suggest~n~ consumption as a 

means of partlclpating in Or at least eJllulating it. 

By v1rtue of 1ts w1de distnbution, advertising therefore eventually 

acted as a social integrator as vast numbers of people perceived identical 

problems and aeted similarly to solve them. ln fact, the American 

advert1sing lndustry has often been described by cri tics and supporters 

ai 1ke as an instrulnfnt of nat 1.ona1 integration equally capable of serving 

pol1tical, social and commercial ends for this reason. As an 

"ADlericanlz;ation Agency, " advert1&ements have been seen as "a bond vhich 

vould insure that the AIIIerican point of viey will prevall ft U by 8e11ing the 

ARlerican vay of lite to immigrants and dissidents 1n the United states, 

spawning a proliferation of peroxided attempts to achieve the 

"all-American" standard of beauty in the imagined nèed to be perceived as 

American in order to have a ser10ua ehance of either Buceess Or happiness 

in AIlerican society. Robert park, for instance, spec1fically advocated 

advertising to imnigrants in the United States during the 1920' s, not only 

in order to ill\prove the national economy, but to promote ADlerican habits, 

val ues, institutions and, in short, the superiority of American cul ture and 

indus trial achievement by Ilaintaining: 

Rati(:mal advertis.lng ls the great Alllerlcanizer. It tells 
the story of AlDerican business, pluc.k, enterprise, and 
achievement in discover1ng and mining the treasures of 
the earth 1 in manufactur1ng, in trade, in Il terature, in 
science and invention, and in art. Ameriean ideals and 
institutions, law, order and prosperity, have not yet 
been sold to aIl ~of our immigrants. American products 
and standards of living have not yet been bOught by the 
foreign born in América •••• If Americans want to combine 
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busine~s and patr1otislII, they ,hould advertlae products, 
industry and AIIer1can 1nstl t'itions 1n the AIIIer1can 
FOreign-Language Press. a 2 ',' 

Nore recently, others have condemned the industry for theae ettects, 1I0st 

frequently in international contexts in conjunction with allegations of 

American cultural imperial1sm. From this perspective, advertising 15 

accepted as a propaganda of political and social, as weIl as commercial, 

consequence since its primary function 16 seen as the promotion of the 

American way of lite. Raphael Silva, discussing the socio-cultural impact 

ot American advertising on Paru ln the early Seventles, bases his critique 

on such an assumption in order to argue that, lf advertlsing is an 

essential 11nk between the spheres of production and consumption in the 

modern, industrlal economy, then international advertising is instrumental 

ln constructing a larger economlc system in which these two spheres are 

defined by national1ty. In his words, 

.. Advertising "sells" forms of econOlllc behaviour as weIl 
as social and political forms of behavior •••• The person 
who sees a soap COIIUIlercial will not only aspire and 
des ire the soap, but will als6 deslre the context in 
wh1ch the soap la advertised, to be like the model (the 
image of the dom1nant group) .... Thua, simultaneously, 
the imperlal1st center and the local bourgeoisie becolle 
the ideal modela for the domlnated social group ln the 
dependent countr1es, reinforc1ng their dependency and 
dom1nation .... In thls way, propaganda alludes to lIlode16 
of behavlor in which cODUIIod1 tles play an indispensable 
baslc role -- "clothes make the man" -- yet they do so 
wi thout alludlng expl1citly and directly to a specifie 
commodity. 23 

This ls certalnly compatible with the Italian exper1ence of Merican 

advertlslng detailed here: by settlng lts own (Alllerlcan) standards, lt 

managed to create a larger conception of cOIIlIIIunity ln which the Un1 ted 

States was necessarlly dominant, promptlng non-AIIIerlcans to attempt to 
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bridge the gap by becom1ng more like Amer1cans, or behaving as Amer1cans 

had been descrlbed to them (consuming). In short, they were led to be11eve 

/ 
that the supposed Amer1can advantage was largely a result of the fact that 

people in the United states vere nearly perfect consumers, 1nvariably 

knoving hov to regulate their own lives vith the appropr1ate commodities. 

1 f advertising sells soc10-politlcal behavior, or lifestyles, 

therefore, then it also tends to reproduce a soc1al, or political, 

hlerarchy of emulators and the emulated. Hence, an ,advertlsement's 

80cio-political integratlve capacitles serve several ends: lncreasing a 

product's sales through its associatlon vith a llfestyle which encompasses 
, 

values perceived as "positive" (in thi$' case, American) by implying that 

participation ln such a life6tyle 16 necessarily accomplished through 

consumption, standardizing attitudes and behavior and, in so doing, helping 

to malte advertised products appear to be somehow "democratic," a commoh 

bond between consumers of many class and ethnie backgrounds. EWe~~ints 

out that champiens of industry have hi~torically justified the pr1nciples 

of mass production for such reasons: 

one business theorist contended that freedom and equallty 
could be tr-anslated into the abllity of each person to 
emulate or aspire to emulate the tas tes of the upper 
classes; "and what could be a better method of d01ng this 
(prov1ng equality) than by conaumption." The "faahlon 
cycle," he contended, vas an expression of the tastes and 
values of the wealthy, yet through the mass production of 
lov-priced goods vhich 1mitated "high-priced 
merchand1se," upper-class values' m1ght be 1nternalized 
with1n the culture of the poor. 24 

Thus, 1n a manner of speak1ng, advertis1ng offers commod1t1es as means of 

escaplng the reality of the consumer's da1ly exiltence, provlding an 

1deal1zed un1verse vithin vh1ch he/she need not suffer the stiglllata of 

race, class, sex, ethn1city or polit1cal affiliation. In contrast to the 

~-------~.-- ~ 
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unpleasantness __ ~h1I/her l1ved .xperi.nee, vhlch advertb •• ntl 

accentuate, the COIUIodity 1s presentecl as a l1berator, a conaUlle~-electecl 

intervention tnto an otherv1se pre-deterll1ned order. Insofar •• 
consUllption determines social idenUty 1 tak1ng precedenc. over b101ogy, 

geography and history, the conSUller is left to feel that he/she has 

considerable control and the ab1l i ty to 8upersede an unpredictable, and 

perhap.s harsh, environment through the acqutsi tion of products vhich 

seemingly exist independently of H. ASsUll1ng that the "lonely crevd" 

model vas an accurate description of life in postvar Ita1y, therefore, the 

"therapeuttc" properties of colllllOdities already reCOC]nized by AII.ricans 

vould ha~ been especially appeal1ng to Ital1ans in the poss1b1l1t1es they 

offered for .. lf-suffle1nt self-gratification. Thus, the allure of th. 

Alnerican way of Life: the dis1nteqration of prev10usly-aec.pted standards 

and modes of behav10r had less potenUal ta traumatise if on. bad recours. 

to such an alternative. 

, 

~ .. 'ZOfL·· 

In advancing t" super iOd t y of the AIIerican way 

AIIerican solution Jo lite's problells Cconsumption), 

of Li fe and the 

aIl of the.e 

advertisellents essentially sharea the sue conception of -"th' good life" as 

a vay of life vh1ch necessarlly encOllpaased technologieal progres., sine. 

1t vas that progress vhich ultillately bac! perlli tted the clevelopment of 

"nev" consumer goods in the f1rst place. Advert1sing, then, as Jacqu~. 
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Ellul inaiata, 1a illportant .a a •• ans of "puttirig across" the tec:hn1eal 

vay of lUe, elpec1ally if that vay of 11fe can be perce1ved aa synonymous 

vith pre-conceived 1de.la: 

Any lIan vho buys a g1ven object partic1pates 1n thi". vay 
of 11fe and, by falllng prey to the cOllpulsive power of 
advertia1ng, entera 1nvol untar11y and unconsc10usly 1nto 
1ts paychOl091cal framevorlt. One 'of the great des1gns of 
advertia1ng is to' cre_te n •• ds; but th1. 18 poss1bl~ only 
1f these needs correspond to an ideal of 11fe that man 
accepta. The v.y of life offered by advert1s1ng is aIl 
the 1I0re COIIpe 111n9 in that 1 t corresponds to certain 
e.sy and s1mple tendanciea of man and refers to a vorld 
1n vhich there are no apiritual values to form and inform 
life. When men feel and reapond to the needs advert1sing 
createa, theyare adhering to its ideal ef life. u 

once aga1n, the d1splacellent of one "psychological framework" by 

another (soc1al change' and the correapond1nCT absence of direction or 

guidance in 1nd1vidual 11fe 1a credited as the basis of advertis1ng's 

-appeal and the driving force behind the model 1t cites as an alternaUve • .. 
That 1deal, here 1dentif1ed as AIlerican, va. never eJCplicltly explained or 

juattf1ed to those Ital1ana vho learned of 1t throuqh advertiaements. In 

Italy, l11p11eit llaxll1s (like "clean11nea. for cleanl1nesa' sake" or 

"lIOdernl ty for lIOdern1 ty' s sake," for 1nstance) sponsored ay advert 181ng 

lIerited no further erplanaUon than their AIIer1can endoraellent. In other 

ward a , there vas no concrete reaaon g1ven for theae exigencles; 1t vas 

lllerely 8tatecl that Mer1cans Uved by thell. FOr that Ilatter, no rat 10nale 

needed ever be of fered for the va li dit y of thia deaire to emulate 

AIIer-1cans, ainee th1s had been 1 alter all , a pre-exiat in9 variable 

exploi ted for the sake of sales and subsequently re1nforced by frequent and 

vide.pread r-eiterat1on. 

American adverUaing 1 then, could be leen 1n this 1nstance as' lIore 

~than jUlt a "public infœ-aaUon" aupplellent to V.S. pol1tical propaganda 
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supportin9 1 ts cla1ma abOut the attractivene.. --Of l1fe 1n the united 

sta,tes: seem1ngly, i t was a180 a type of propaganda in 1ts own rlght, 
~ 

promot1ng technology, 1n general, and the technolog1zation O,f Italy, 1n 

particular. As such, 1t served to rational1ze the AIIer1can status quo and 

legitimate the motives of American manufacturers, while seelling to the 
\ 

Ital1an public at large to be the vanguard of a .ocial revolution of' sorts. 

Th~s "revolution" would have been known 1n other terms to both Italians and 

Americans al1ke as "modernity:" that ideal of innovation, egalitar1ani.lI, 

material \lell-being and technologieal savoir lai re that the united states 

seemed to approximate but vas offered as an Ital1an ambition. "MOdernity," 

thus, is constituted 1n ~uelnan instance by a parado.ical set of relations: 

the traditions of a particular group are distilled, ellbellished and 

presented to another as "change," or "progress." Advertisinq clearly has a 

place of Hs ovn vithin th1s tautology, s1n~e its own eUicacity 1s der1ved 
.. 

precisely from Hs valorization or naturalization of these relations. 

Equally clear, theretore, 1& the fact th.t such an apparently 

hierarchical relationship of progressiveneas ,is DOt a phenollenon exclusive 

to international advertisin9, but one of the found.tions of advertiaing 

theory, with lh "tr1ckle dovn" philosophy_ The difference here 1& Ilerely 

that the emul ated group, the user COlIIIDunity, vas g1 ven a name and a 

geographical specificity vhlch d1st1nguished ,it trom co-lIelllbers of the 
) 

Ital1an consumer's Uunediate environment. TO an AIIerican audience of the 

same era, hovever, th1s c~unity had to remain un-named (unless 1t vas 

compr1sed of celebri ties) 1 sinee" AIlerican-ness" vas a condition of tbe1r 

everyday life and hence could not be 1nvested vith the BUle lIythical 

prOpèrt1es. 

S1qn1ficantly, then, the cUllulative effect of the trend tQVards \ 
" 'i 
~ 

c,i 
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lIOdernization would not bave been .. rely addltive, aUcpleoting regionai 

cuatOila vith nev practices 1 but lIust act uall y bave been one of 

diaplaceaent: the old vas supplanted by the nev, Yhich in turn y.a 

deacribed and made desirable by inter-personal contact and the lIass 

lledia,U as the boundaries of COIIIIIunity bttcame 1I0re far-tlung and the baaes 

of. authority correapondlngly ceased to be strlctly local. Especially given 

the apparen~ tailure ot other, lIOre establ1shed sociaHzation processes to 

transmit and reinforce Iongatanding values, i t hardly seells surprising that 

alternative influences Csupporting d1fferent values) would be yelcOlle and 

given credence~ further undermining already decl1ning traditions. Greater 

nUllbers of inforllation sources and heightened contact betveen people of 

di fferent habits and experiences would then lIerely have accelerated the 

process, as Berger, et al., maintain: 

This urb4lnizat 10n of consciousneas has been brought about 
especla1ly through the IIcdern lIedia ... of Ilaas 
COIlIIunicaUon. The proeess probably began earl1er vith 
the Ipread of l1teracy as a ruul t ot lDOdern school 
ayatells pushing out yard frOIII the city to the rellOtest 
rural hinterlands. • • • This proees. has been vastly 
aecelerated, however, by technologieal COIIIlU~icat1ons 

lIedia. Through lias. publications, IIOtion picturea, radio 
and television the cognitive and noreaUve defini tions of 
real1ty invented in the city ~e rapidly diff'used 
throughout the entire society.... l'he individual, 
Yherever he lIay be, 1. boIlbarded vith a JIU 1 tipl1ci ty of 
inforaation and COIIIIunication. In terlls of information, 
thh process proverbial1y" broadens the lIind." By the \. 
sue tOken, however 1 it veakens the integrity and 
plausibility of his "holle world." Z 7 

01 tillately, then 1 advertising' s integraUve capaci ties. vere such that i ta 

depietion of an AIIerican user cODllluni ty to an audience of postvar Itaaan$ 

not on1y made Amer1can habits, priorit1es and bel1efa aeem "natural" (or 

even supertor) to thelll, but vould have çonditioned both 'national1ties 

equally to stri ve for and expeet a future characterized by inerealing 
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leilure and greater ease whlch, in turn, val ta be .ecur~ by 

purchasable technology. 

Beeause advertls1ng's primary intent ls to proeote consumption, the 

perpetuation of a vorld-viev it has ltself constructed, in vhich 

consumption is the pr1mary source of an individual's senae of self-vorth 

and esteem vithin the commun~ty is clearly critical ta its ovn endu~tn9 

viabl11ty. Inasmuch as this system is a closed one, however, the 

solutions, goals and models it ofters only make sense from the perspective 

of its own values, as Sebastian de Gra%ia has remarked: 

Time and place mark a man's position; position 
presupposes a stability of intercourse vhich ve cali a 
communitYi that stability expresses a vay of lite, and an 
idea 6f vha! life is vorth living for. If leisure ls the 
ansver, or even part of it, then ve must knov vhat 
leisure is before ve ean tell anyone hov to make life 
worth living •••• Advertising can playon the thlngs tha~ 
men miss in their lives, but being itself vithin the 
system, it cannot give them back tlme 0 and space. It 
cannot sU9gest a vay of life, even if it knovs of one, 
that goes against the system. It· has to offer 
money-costing ideas for free time and aIl else becauae 
that' s the only. vay i t can 11 ve. 21 

Thus, sinee advertising defines its own uni verse vithin which individual 
", 

fulfillment is defined as the acquisition of good$ which convey their 

consumer's identity, and consumption, in turn, is deflned as leisure, it 

ultimately constructs a self-perpetuating system in ' which the leisurely 

"good life" must be bought vith the proceeds of labor and self-improvement 

necesaitates ever-greater levels of exertlon. Furthermore, by definition, 

Any lelsure commodities seem to create (or time t~ey seem to .Iave) 

increases the &mount of time available to be devoted to vork. Because work 

is the Key to the increased buying power popularly perceived as a requisite 

ta lei.ure, this new "free M time is likely to be channelled back into 

. ~. -~~------~~~--------~--------~--------------------------------
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/' 
labor, further strengthening the desirabUi ty of \,,' then 1ncreasingly 

eluslve le1sure. Nore i11lportantly , hovever, .ince the enUre system 

necessarUy presumes a reliance upon AIIIer1can le~Sh1p, this qual1ty of 

sel f-perpetuation vould also have maintained beHefs ''lmiCh vere ul tll11ately 

l1kely to have found expression elsewhere. 

In general, therefore, advertising should be consldered to be 

comprised of three distinct, pOtenUal levels of persuasion. The first of 

these, promot1~g sales of a 
-" 

particular product on the strength of a 

partlcular product on the strength of i ts demonstrable characteristics (use 

val ue), and the .second, advanc1ng the general merits of being identified as 

a product user (exchange value) 1 serve the idenUcal goal of increased 

sales i it 1s only at the thlrd level, at vh1ch exchange val ues themselves 

have pol1tlcal sign1ficance, that advert1sing actually becœel propaganda 

or contr1butes to a deliberately-consti tuted propaganda campaign. Thus , the 

decisive factor 1n determining advertis1ng's pol1t1cal signifieance has 

very much to do vith the context in which 1 t 1& put forth. It 18 not 

prop&gand1st1c by virtue Of its structural simllar1ty to the persuasive 

character1stics attributed to political propaganda, thereiore, but the vay 

lt fits into the "information env1ron.ment," as steve Meale maintalns: 

~ 
Propaganda cannot" simply be 1denUf1ed vith one 
particular mode of addreas, dogmaUsm -- and thus 
d1sm1Bsed as such .•• the identification of any one tut 
as' propaganda can never 'simp'Îi"' be a matter of the reading 
of a set of textual characteristics. what has to be 
identUied 18 the use to vh1ch a particular text ls put, 
to its funcUon within a partlcular situation, to its 
place v1th1n a social practice. H 

In postvar Italy 1 then 1 the AIIIerican exchange value Offered by 

adverUsementa for AIIer1can g~S derived lIeaninq trom the reputat 10n the 

United States already enjoyed, the nev strength of the American .presence 
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1nternationally and Itallans t resultant 1ncreased contact v1 th AIler1cans 

and A1IIerican culture, coupled v1th the tact that ltaly, itself, vas 

entering a per10d of econOlllic and social transition. Advertising t S 

representation of the American way of Lite a$ a sort of pre-fabricated, 

purchasable and essentially problem- free 1 ifestyle impl ied that lIIany of the 

timeless difficultles of everyday lUe had been rendered allllost lIleaningless 

through the intervention of Amencan manufactured products and that 

AmerlCans, in faat, no longer need~d be concerned vith them. In so do1ng; 

1t encouraged the adoption of Alnerican standards as a first ste? tovards 

living the cQllplete life$tyle and eventually vould have been instrumental 

ln overcoming general reeistance to change as nev problellls vere seen as 

uniquely resolvable by • novel, AIIlerican methods ( consulllption ) and old 

" 

problems regarded as existing only for the lack of the1r tommodity 

solutions. pa1lure to achieve the ideal immediately Ohly indicated the 

1 • 
need to adapt more cOlllpletely,' th~refore, since' the system \las constructed 

1n such vay that t1'lose vho seemed to live it vere invariably represented as 

more advanced, more able to regulate' their ovn lives and, ultimately, 

better-equipped to live it. Slm11arly, once AIIerican guidance had been 
cl 

establ1shed as deslrable at th16 level, 1ts presence at another \iould have 

seemed 1II0r~ natural as, allllOst inevitably, an analogy \las drawn bet\leen the 
o 

t· micro-practlces of dally decision-makirig and broader political judgements. 

( 
, . 

-. 
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