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< This s;t'udy examines print advertisements - for American goods in Italy
between 1946 and 1955 as an a'djunct to the large-s‘ca‘le political propaganda
campaign .la'uﬁched by the ¥nited States during the same period. Although
the‘ motives attributed to the advertisers involved are not primarily
political, a close reading of the messages they conveyed demonstrates their
roi'e in constructing and propagating an ideological framework which,
largely’ through its replication of American beliefs, vas ultimately
favorable to American interests. American advertising is thus shown to
have been not only particularly effective in encouraging pro-American
feeling by favorably depicting the quality of. life in the United States and
the international superiority of American achievement, but instrumental in
provoking more fundamental transformations ip popular beliefs and vays of
:[1te to. further influence the wide-spread and deeply-rooted 1Italian

"percuiafion of the United States as a nation vhose priorities were

compatible yith its own,
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Ce mémoire examiné la publicité de press pour les produits américains en

Italie de 1946 a 1955 en tant que complément de 1la ca;mpagne de propagande

politique' lancée par les Etats-Unis & la mnéme époque. Quoique‘ les

®

annonceurs en question soient sans y;ptifs propremen£ politiques, 'l'analyse
détaillée des nmessages véhic;ulz'e§ démontre bien leur rdle  dans 1la
construction et la propagation d'gn caére 1déologiqﬁe qui, en reproduisant
les valeurs américaines, s'avéra trés utile aux intéréts américains., La

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

{

sous leur meilleur jour la qualité de vie et la supériorité internationale

des réalisations américaines\, elle a encouragé de . fagon particuliérement

b hd 3

1’%\ ‘efficace des sentiments favorables aux Etats-Unis; ensuite, elle a provoqué
2 ' i
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ne mutation profonde .des croyancés populaires et du mode de vie italiens
afin de renforcer 1le sentiment trés partagé et ’ptofondénent enraciné chez
les italiens d'une convergence entre les nintéréts de leur pays et ceux des

Etats~Unis.
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INTRODUCTION: The United States and Italy in the Fostwar PFeriod
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The United Stat
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es and Italy in the Postvar ‘Period
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One’peridd vhich 4: attracted the attention of pany researchers from
different, branches of the social scie
L4

nces in recent years ig that of
. e *
reconstruction in Europe after the Second wWorld War.! Hovever,6 although a

” a
general consensus exists as to the key role played by the U.S. 1in this

process, not all gspects of such involvement have yet been studied.

Nonetheless,: most of

The American effort to rei:hape European societies in its own image
vas nowvhere more impressive nor , more bz"oad-batcd than in 1Italy.

the studies dealing with

reconstruction have' focused on the economic and political aspects of
American involvement,

\ :

'Ital ian postvar

vhile its cultural implications
neglected.? Only tvo (unpublished) studies,

have largely been

4

for instance, have examined the
nassive propaganda campaign that the U.S. mounted in Italy burinq }:he
immediate postwar years.: These, moreover, are limited to a mere, albeit

§

. - 8
detailed, description of 'the U.S. governsent

sponsored,

"Officill;
. propaganda activities preceding ‘the -ISQWecttom and, in Keeping. vith the

. °

theoreticail perspective of most communications research in the :1950's, are

-

primarily concerned with their “effectiveness,” although no systcimtié

v

<
W

method for its measurement Or even cCriteria for its identification {beyona *
. : 3 )
the election results, themselves) are presented.

R .
After a description of
the political atmosphere in Italy :pﬁ/or to the. ;eleciiong, the authors

= .
reviev different aspects of the campaign the U.S. mounted: to minimize the . -
chances of a Socialist-Communist victory and what many Telt were its
disastrous consequences for ‘the west. Finally, on the baai%ot reports and
- opinions- of participa'nt observers and a comparison of the election results
,%’ |

¥ b '
wvith those of 1946, they conclude that the American propaganda effort vas
paramount in ensuring the victory of the . pro-Western Christian Democratic

party. Although such a - conclusion might seen somevhat hasty, given ‘the.
. . ¢

L 4
o

7



- e INTRODUCTION - . 8

- di ) s v ' ‘l’

. lack of consideration for other éotential}y‘ significant vi’rial_qles , American’ ‘ ! .

. . . . ) | - *
. "official” propaganda undoubtedly wvas important in the deévelopment of an :

"American myth" (which' idealized the Unifed States as a land’of pol’itic)al

LY

“ A - N .
. fteedon;) prosperity - and unlimited irdividual possibility) which was®

- "promotéd to rival a Soviet one (of classlessness) throughout the Cold war
’ye 5. However , éespite the: role ‘6f these activities in the myth's

x [3

; . .~ development, it certainly could not have been su,stain;ad by them alone,
. ) 4

v

. (- .
sincle once reaching their peak in the firs) few months of 1948 they

dwindled steadily thereafter. C::mversely, the American myth (unlike the

¢

| Soviet one') flourished and continues’ to“ survive, although.arguably not with .
the same intensity or. themés.* This would seem torsuggest that something -
¢ other than the propaqgnda campaign contributed to its longevity. Both , -

. * propaganda stidies stress'the importance of what they term "unofficial”
activities in 1influencing the outcome of the 19;8, 'electiops, although in

\ ’ ‘ . ! ‘
. focusing . on’, thg/ gcwernment_-sponsored campaign they fail to analyse and,

N ) ' thus, Eelegite them 'to a sort of residual categc;ry whose impact is nevet ,

- ]

e,

b

seriously corisidered. ) ' . . . ,

.
\

* \ ’

_ : ", L
° - In addition, degpit@ their conscientious accounts of u}e‘ u.s. , g
§ ' government 's objectives, Uactivifies, d appraisal of %ts own success in B

- \ 4 .
.o ) influencing Italian public opinion, neither of these studies ever discusses ,,

. . - the situation from a broader Italian pergpective by considering any of the

‘nun’ersoixs other actors ,vhiqp certainly contributed to an image of America

. . ' vhose impact on everyday Italian life extended vell beyond the polls and

WA e et oy ¢ e s

s - !+ derived from a wide variety of infiupnces and historical tradition. By the

/

‘ | . early:postwar period vhen the propaganda campaign vas first begun, in fact,

o
»

|
H
%

{ w / it would be safe to say that a popular conception of the United States,

o

N @
hqve\t?r mnixed, wvas well enough entrenched to enjoy a status which wvas

1
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almost folkloric. . .

3 -

*
6 E]

The “"American. Myth™ as Tradifion - - .

° >
'

~
-

a

In the context of postwar Italy (and‘undoubtedly a good deal of the
;est of the world at that time, as well), the American myth could generaiﬁ§
° be QGfineq as the way in which the United States, and "the American Way of
Life" 1in partigular, captured the popular imagina?ion and ultimately
uacguix::ed a peculia;ﬂsiqnificance of its own. From the "~ European vantage

4

point, J. Martin Evans confirms that America had always symbolized foreign

ite discovery but was,

- .  hopes and aspirations from the moment of ¥
. predictably, usually found unequal to expectations. . -
- % . .

... America has been, sometimes quite literally, the
_creation of European wishful thinking.... The same basic -
pattern of unrealistic expectations followed by bitter
disillusionment recurs over and over again in the records
of European percéptions of America.... Throughout its
' history, one could say vithout too much exaggeration,
RS America has been taken for something that it isn't (Asia,
the ideal state, the terrestrial paradise, to name only
the most obvious) and then accused of fraud when its true
. ’ nature has finally emerged. The sheer weight of,idealism,
T which the New World has been forced to bear from the
‘.Fifteenth century to the Tventieth has virtually| ensured
e that one of the keynotes in European writings about it
should be disenchantment.? v

s

George Gilkey  adds that, in  modern times at  least, the

idealization/dfsi'llusionment cycle has probgbly been no more " evident than

\

*in  1Italy. Beginning towards the start of the Ninefeenth century/

increasing numberslbf'ltalians left their homelands for the promise of easy

4
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INTRODUCTION 10

riches in the Newv World. At a certain point, much to the dismay of both
» ~

governments involved, it even appeared that the drive to make One's fortune
in America was nearly universal among Italians and so firmly ingrained as
to be an impediment to Italian economic development and social stability.

In contrast to the dreary r;ovels, oppressive landlords,

and malarial fields of the (Italian) peninsula were the

opulence, freedom, and cleaner air of America. The fever

to go to America, we are told, swept Italy. 1In the

southern province of Calabria, an official testified in

1907: "one is born with the idea of going to America; it

is a contagion that can not be resisted.” The strongest

influence of America 1in Italy ... was her appeal as the

promised land to the Italian peasantry. By the hundreds

of thousands 1Italy's peasants streamed to the ports in

response to this call.®
Encouraged by advertising circulars from prospective employers offering
high wages and unlimited opportunity and compelled by rampant lf;‘employment
and the rigidity of the Italian social hierarchy, young laborers left the
southern provinces in droves,’ only to-be disillusioned by the America they
were to experience firsthand. In pursuit of "the American Dream," they
were destined to become "the Italian Problem,"” regarded by the more firmly
entrenched as a scourge to be blocked by restrictive immigration quotas.

] &

The 1llusion, however, persisted (at least in Italy) and continued to be
fed both from overseas, by letters from friends and relatives 1in America
which often contained money, and by returning nationals ("Americani”) who
were almost duty-bound to live conspicuously as a gentrified sub-culture
within their former peér group, who now regarded them as successful
americapf entrepreneurs regardless of their actual status and experiences
while in the United States. These people helped both to instigate and
accentuate changing economic and social standards in 1Italy by thei\; own

-

non-conformity and to imply a principal American role in social

%



The United States and Italy in the Postwar Period 11

amelioration within Italian communities. °

ces repa}rxates who had lived away from home no longer

shoved the traditional respect for the hereditary gentry.

America entered the social struggle between the defenders

of the old order and the peasants. Dollars gave to the

repatriates the means to invade the ranks of the

landowners and to claim for themselves the amenities

belonging to that class.?$
By the early part of the Twentieth century, then, the Americani had begun a
tradition of belief 1n America as a land of unlimited possibility and
universal opportunity, unlike Italy where class was ancestral and presumed
to be lifelong, and were establishing a precedent for the favorable
transposition of American status to Italian culture. These beliefs, in
turn, inspired among Italians an avid following of American news and
culture, as well as a popular desire to participate in them in order to
experience the benefits such participation was thought to convey. Thus, as
Umber t0 Eco maintains in a recent essay tracing the roots of the American
myth in Italy, an idealized vision of the United States ultimately led to
its being accepted as a "dream, vision, myth and model for the generation
that grew up under Fascism."?

The heavy exposure to American culture which became part of the
common Italian experience reinforced the American national image while
exerting a profound influence on Italian society in more subtle ways, ‘as-
wvell. American literature was extensively translated by Italian novelists
vho were also collectively developing their own school of realism, "as a
means of breaking through Fascism's cultural isolation and of experiencing
something of the artistic upheaval taking place elsevhere in the world."1?

Apparently, the America discovered by literate Italians during the Thirties

vas revered for its seeming youth and innocence: the problems known to
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prevail elsevhere were thought not to have had time to develop in the
United States. The American 1ma§%, therefore, was such that it was almost
perceived as being a younger, less evolved version of European nations like
Italy which nonethgless vas destined to followv a different course, having
learned from the mistakes of other nations and thereby able to avoid the

pitfalls they had fallen into. As Cesare Pavese attested in 1947:
I's

For many people the encounter with Caldwell, Steinbeck,
Saroyan and even old Levis revealed the first hint of
freedom, the first suspicions that not all the cultures
of the world would end up Fascist.... During these years
of study, America was not another country, a newv
beginning of history, but a gigantic theater where the
universal drama was enacted with great sincerity.?!!
Despite the affinity Italians supposedly felt towvards this 1image,

therefore, in a society where Eﬁé, school system and mass propaganda

- ~

allegedly celebrated only the 1Italian civiliz¥®tion ana conaemned most
others, it remained (as 1Italo cCalvino claimed) "an amalquation of
everything Fascism claimed to negate or exclude."!? America thus endured as
an attractive symbol which was rendered even more 60 by 1its ambiguity,
being perceived as both historically similar to and politically different
from Italy. 1Indeed, Alexander Deconde maintains that during the Thirties
"the interest in American intellectual life was an act of protest against
Fascism. The mere reading of an American book was, to some, a symbolic
revolutionary act, a form of personal resistance against the established
order.";5 Eventually, restrictions were tightened to the extent that it
became almost impossible, even for‘the initiated, to keep abreast of many
developments in American scientific research, Jliterature and popular

culture.}* Degpite this challenge, however, the pre-existing positive image

of the United States was certainly not compleﬁely destroyed.

t o S ke b~
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AfteE:tgsﬁwar, belief in American superiority and prestige engendered

a rebirth of popular interest in the United States.

For a variety of

reasons, Engliéh\\repiaced French as the primary second language and

American idioms even became commonplace in everyday Italian. In academic

circles, as vell, the merits of American life and intell

ectual achievement

were routinely debated. 1In part, this sudden interest may have been linked

with the increased distribution of Hollywood films, probably the

best-documented and, arquably, most influential exposure tO American

culture common to the majority of Italians. Despite the
own neorealist films (and, 1ronica1;y, the prestige thes
America), 1Italians strongly preferred those produced

Italian facsizz;sgithereof, because of their charactéris

themes and f1l i format. The "cult” of the wWild West

least as popular in Italy as in the United States, inspi

quality of their
e films enjoyed in
in Hollywood, or
tically optimistic

was, in fact, at

’

ring any number of

songs, literary works and even an opera (Puccini's La Fanciulla del

West).!% As Deconde confirms:

For a while in the postwar years, it seemed
Italians read only American books, saw mainly

as though

American

films, and listened primarily to American records. More
than any other people ... 1Italians wanted to imitate

Americans.!¢

However, despite historical interest 1in the United States and the

vitality of its resurgence, there were some detractors,

was reasonably strong and widespread that Americans vere

Whereas sentiment

Italy's “"best and

,most povwerful friends, a people vorthy ©of study and understanding,"!’ many

Italians held equally longstanding grudges against the United States which

had stemmed from unpleasant first-hand experience, supposedly

discriminatory immigration policies, and the prejudices encouraged by the

Fﬁﬂ‘fm“ o
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Fascist regime. By this time, therefore, 1literature and films about
American society had to account for the usually frustrating experiences of
those Italians who had emigrated there, resulting in a sort of bittersweet
rendering of the average Italian's dream of a iand of easy wealth, tainted
by personal experiences of those wvho were able to recognize this image for

vhat it was: an illusion elusive to most and attainable by few.

"Information” and the Promotion Of the American National Image

Perhaps understandably, this reserve of negative feeling was
considered vorrisome by American officials who viewed it, 1in the presence
of vigorous Socialist and Communist parties at a time preceding 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 politically allying the country with the West, since Italy was seen

to have considerable strategic value in the struggle that the U.S. was !

vaging against the Eastern bloc. Although evidence to support this
supposed menace has never been conclusive,!? massive (indeéd,
unprecedented) efforts were undertaken to ensure its destruction.- U.Sr
government-sponsored activities, supervised by the Office of International
Information and Culture (OIC) which directed material to U.S. Information
Service (USIS) offices in Italy, had begun as early as 1943 in prep;ration
for the invasion of Sicily and included showing and lending documentary

films and film strips,  circulating press releases about American aid to

PPN SUPYU
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The United States and Italy in the Postwar Period 15

Itaiy, establishing a network of “american Information Centers”
(libraries), setting up photogt;phic exhibits on the United States,
overseeing special radio programs, and providing information to the Italian
press . and "opinion leaders" (newspaper editors, librarians, writers,
scientists, intellectuals, politicians, government off%cials and political
groups),!? in addition to arranging academic exchange programs with the
United States. Immediately before the election, the U.S. also promised to
sponsor Italian membership in the United Rations and to return the Trieste
region from Allied control, both popular measures to which the Soviet Unjion
was publicly opposed. In addition, Communist votes were discouraged more
directly by the frequent reiteration of threats to prohibit such voters
from entering the ﬁhitéd States and their ambitious complement, the
"Letters from America' program, in which Italian-Americans were urged to
write to friends and relatives oin Italy, extolling the virtues of the
United States and advising them to vote the pro-American Christian
Democratic ticket. The propagdnda campaign also capitalized on

_ simultaneous extensive aid proqéams, advertising American contributions as
they were used: streetcars and busses bore placards stating that without
American natural resources transportation services would have been
paralyzed, the pay envelopes of employees Oof American-funded work-relief
projects and bread ration tickets were stamped with notices identifying
these necessities as American gifts and, 1likewise, household bills
contained a notice that gas was produced with‘free American coal. Nost
visible was a post office stamp which cancelled 75 million letters a month
with the words, "Aid from America -- Bread and Work.":¢

Such efforts undoubtedly were influential in the development or

maintenance of longstanding good feeling tovards the United States during ~

e s S 2 R E TS RS VYU GRS
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INTRODUCTION 16

the reconstruction and may, 1in fact, be One reason that many political
historians now view postvar ltaly's politicalaaffinities with 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 sho&ld have been only
partially responsible for |its longevity.?l 1In addition to thse
government-sponsored activities, commercial advertising, like tilm,A may

v

conceivably have played a significant role which went well beyond the sale
of American goods in laying tg; foundations fé} and reinforcing the
Qofficial" campaign by creating a climate of opinion favorable to the
American cause.22 It is néfable that after a fourteen-year embargo the
post-1945 period in 1Italy saw a marked 1increase in -~the importation of
American consumer products and both a corresponding growth of American
marketing methods and the .reopening of American advertising firms to
implement them. American-assisted commerciél development also closely
parallelled the escalation of the propaganda campaign and a strong
pro-American feeling which manifested itself as a widespread 1interest in
and frequent desire tOo replicate the "American Way of Life." Thus,
advertising messages were at least potentially complementary to American
propaganda and may, in fact, have been more influential than some of the
other programs whose primary goal was to promote the American national
image, since (at least to Italians) this image was actually defined by
Americans' opportunities to determine their own destiny and to live in
unimagined luxury along the‘;ay.’ﬂ Deconde actually attributes the allure
of the American lifestyle mainly to this possibility of material

A\
possession,

Although most Italians could not afford the luxuries of

L .
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G
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The United States and Italy in the Postwar Period 17

the affluent society, they admired them -- big glossy

cars, neon signs, movies, jazz and rock-and-roll music

blaring from jukeboxes, the countless gadgets - and

technical competence of the American life. Most of all,

the Italians envied the success for which these items

stood.... Technological progress and social change, more

than academic exchanges, made 1Italians more wilIing than

at any time 1in the past to accept doses of American

! popular cultére. Italy's young people wanted a slice of

affluence and sav opportunities at least to work toward

that goal. Even in the backward regions, they sensed

that somehow they might have a chance to taste a better

life than their parents had known, a kind of 1life that

they Xknew existed 1in America. This sense of hope,

especially among the young, accompanied the readiness of

Italians to accept things American.3¢
Commercial development thus helped to perpetuate the popular beliefs which
had grown out of American efforts to recruit 1Italian labor and been
perpetuated by the Americani, equating American life with success.
Increased exposure to American advertising and consequent familiarity with
comnodities and their role in American 1life then engendered a certain
desire for their acquisition as a means of becoming more "American® without
having to emigrate to the United States.

The "side effects" of increased advertising activity,q therefore,
would seem to have a number of pragmatic implications relevant to the
then-current political situation. First, the superficial information
conveyed by advertisements about the new avallability of American goods and
services (and, consequently,6 the American Way of Life) to Italians was
consistent with the éropaganda campaign's basic message of the magnitude of
the United States' contributions to reconstruction and Italy's economic
progress. Second, the same information served to document the desirability
of the American Wway of Life while furnishing more precise details of the
amenities which accompanied 1it, necessarily fostering pro-American

sentiment to complement the material manifestations of an aspiration

-
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B

%
towards Americanism. Third, by promoting consumption, advertising had at

»
L]

least two beneficial effects from the American point of wview: in addition
to éteating a nev market for American products, it helped to shape Italy
into a "consumer society” modelled on the United States by strengthening
the pre-existing popular identification of the "American way of Life"” with
progress (or "The Good Life"), to wh}ch consumption of American goods
became a sort of initiation. This effect, which does not even enter into
the postvar propaganda studies' peripheral consideration of "unofficial
propaganda,” is probably the most significant with respect to advertising
alone, the others serving only in conjunction with related phenomena (such
as the political propaganda campaign) in a genekal, "public relations" way
to enhance the image of the United States (for polftical and economic endé)
rather than to directly ensure that its political and/or economic systemsﬂ
vere emulated. ’

In other words, by encouraging consungtion, American advertising may
have provoked more profound socio-political changes than would be derived
fron a mere promotion of a "positive" American image, although the
desirability of this image was vital to such a larger influence. It seems
likely, In fact, that by fostering consumerism the United States was able
to profoundly influence values at the "grass roots" level ’5@;7
consequently, to influence social structures and political institutions, in
accordance with theories advanced by several recent studies on the impact
of nmulti-national corporations in developing countries.23 Karle
Nordenstreng and Herbert Schiller, for instance, found their well-known
book on international communicaéions on exactly this principle:

In countries connected to and accepting the general

principles of the international market system, the social
patterns prevailing in the power centers of the system

‘r
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The United States and Italy in the Postwar Period 19
T

are replicated or created afresh peripherally, though .
modified by local conditions. The values, goals, social
relationships, to say nothing of the basic production
relations specific to capitalism, are reproduced, however
much they may be filtered first through unique 1local
experiences of history and geography.... Most of the
{trans-national corporations) are only indirectly related
to the mass media, byt still they have a decisive role in
determining -- largely through advertising -- the content
of media flows and, consequently, the social
consciousness prevailing in society, propagating the
system's values and reinforcing its authority as the
ultimate definer of issues.?¢ -

Peter Berger, Brigitte Berger and Hansfried Kellner reach a similar
conclusion albeit in different terms, specifically defining the "values,
goals, social relationships,” and so forth, reproduced by commercial

interests through the media as "modernity."

The symbols of modernity, and with them the entire vision
of the modern world, are not simply diffused in 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 different from the manipulation undertaken by
advertising in advanced industrial societies of North
America or Western Europe. In the Third World, however,
it has a much greater impact because it links up directly
with sometimes desperate expectations of a better life.??

' %
In Italy, then, American advertising clearly served to document the

terms of modernity as "American-ness," which was in turn inherent in
particular properties of the consumer goods which symbolized it. From a
broader perspective, however, since 1its purpose was to encourage the
emulation of illustrated ways of life, advertising ultimately caused social
patterns and values to become more 1like American oOnes, encouraged the
production/consumption cycle vhich characterized the United States and, as
a result, helped to establish American guthotity and potential control.

’ N
3
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This in itself may be reason enough to re-examine the propaganda studies as

lacking an important area of inquiry and to begiﬁ\ to investigate

advertising campaigns launched in Italy during this period. However, since |

most theoretical studies of propaganda also unquestioningly accept
advertising as but one variety of their object of interest, its omission in
applied studies such as those of American efforts inopostvar Italy is all
the more glaring.?$ -

The foll&ving pages wvill therefore explore the socio-political
implications of advertisements for American products in Italy during the
postwar years in order to discover their potential (or actual) bénefits to
a pro-American propaganda campaign. The advertisements which will be citeé
ghroughout the text which follows in support of the hypotheses presented??
are selected from a corpus of approximately five hundred ads for various
products, representing all of the American produéts (or products claiming
American qualities, which were not alvays American-made) advertised in five
Italian weekly magazines gétween 1946 and 1955, These periodicals

themselves were chosen with an eye for diversity, in  the hope of

reproducing the American image as accurately as possible. The sample

therefore consists of three popular mewsmagazines from different publishingJ

houses, of which one's contendt wvas largely pictorial (Domenica del
Corriere), another focussed on entertainment and personalities (Tempo), and
the third, first publisghed in 1950, introduced general-interest "hard news"
(Epoca), as well as a woman's weekly which appeared in Italy only after

1949 (Marie-Claire) and one for children (Corriere dei Piccoli).
3 ‘ R ]
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Consumption as the American way of Life

N o

- "

- .

‘

In order to interpret American ad#brtiéing, vhether in Italy or the
United states,'.one must have at . least a rudigéntary understanding of the3l
social climate 1in which it was engendere§f, Ip_ othet‘vcrds, if the
importance of these advertisements o;ce exported abroad was their role in -
replicating American values and 'habits, largely as regards consumptio?,
then how were American attitudes towards consumpgion representat;éé of the
American stance towards life, in general? The necessity of conéumption to‘ '
american life did nob 1nstant1§ spring 1into being in response to thé - _
Pat;pn's manufacturing capabilities but, 1nstead,.;deve109ed slowly 1in
response to idéological and institutional changes.:

.The so-called con;umer culture, at least as it has been manir;sted in
the United &States, is characterized by a quést for leisure, compulsivé
spending and an emphasis on 1q;1vidua1 fulfill&ent. Needless to say, such :

a society could neither spring up fully formed nor spread through mere

"informa{ional” advertising, hut had to develop from an appropriate

ideological base. In the United States, a number of religious,

v oo

i
1
§
!

psychological and institutional changes took place near the beginning of
the Twentieth century to condition the environment for the advent of what
would eventually be recognized as "the consumer culture."

Since the turn of the century, consumef goods had become increasingly

linked to populﬁt notions of American life. To Americans, "the American

>
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Way of Life" referred more spécittcally to a standard of 1living than to a
system of justice,‘éespite th; .nation's hisiorical commitment to political
ideals. Democracy, the cornerstone of the American judicial system, wvas
even perceived as inherent in consumer goods, vhich themselves were seen as
"egalita;ian:' videly available, equally functional to.all vho chose to use
them and, ultimately, non-compulsory.3® Most importandly, the two were s;en

J

as intertwined to such an extent that each was thought to be a means of

preserving the other. 1In short, the appeal of the American Way of Life was

derived from consumer goods and, co;rgspondinqu, any hope for the future

was linked to them as well. Congumption thus.wvas both a vay of improving

the quality of 1life insofar as the goods it 1involved were seemingly
designed for such' purposes, replacing laborious practices with the
instantaneousness of co;modities, and a means of safeguarding democrécy,

since iti, -like voting, wvas seen as a democratic act alloving all citizens,

L}
regardless of race, education or' religious beliefs a chance to voice an

4

opinion of sorts.
» r

., More ‘specifically, the JLise of the consumer ethic in the United

States vas marked by the historical coincidence of particular

circumstances: the establishment of a national marketplace aﬁd the growth

of ¢ national advertising ' media, the enérgence of a new

professional/managerial class working within a strengthened institutional

v

frameworkx and their cultivation of what some have called a “"therapeutic”

3

o -
ethos3! in response to the 1individual feelings of "unreality" associated.

with videspread urbanization, technological development and an apparently

resultant yearning to experience the a'réal, life” which was generally

believed to transpire elsevhere. These [eelings vere directly attributed

to a perceived loss of identity which, in turn, was thought to derive from

. \
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the anonymity of the city, g supposed "lack of first-hand experience"”

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

~
t

goods .and, finally, a business community‘which was becoming increasingly

dominated by large corporations whose employees' Jjobs had become more

J N I g
specialized and, consequently, less interrrelated but more interdependent.

work, therefore, began increasingly to have more to'do with manipulating

people than things, wvhile "success"” was correspondingly defined by

.=

interpersonal skills and appearances (or "impression management"). The
need to constantly project a personal image rather than one's character

contributed to a "loss of selfhood” or,' in Dpavid Reisman/s tefms, a change

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

‘the perceétions of others.32 Correspondigg&?, the self\zmagined by most

Americans was either featureless and concealed by a wardrobe of social

,xgpsks“ or fragmented and socially | constructed. Advert%sing

N o

institutionazized these beliefs by its own ackhovledgement of theﬁ,
eepicting its audience as unfulfilled or insecure and offering éonsumption
as a means of self-expression, while social commentators plafed th;ir own-
part in Setining it as a cure for social ills. ;

Advertising's incorporation of both the therapeutic edict to relax
and experience life to the fullest and the adviceﬁgf professionals on how
to'do so led to the develobment of a social hierarchy domigated» by an

1 . N
emerging business, or professional, class comprised of social and médical
scientists, as wellvag’celebrities, who took on the advisory functions once

filled by the clergy.-nsocial ‘scientists, in particular, established a

precedent for this reliance upon professional expertiseﬁlargely because

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

hierarchy in which ’they, as "experts," wene'distinguisheé from the public

»
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they studied and their advice, correspondingly, given greater weight.

In the United States, the chief remedy proposed by the professional
elite vas rest and relaxation as "rest cures" and recommendations to save
personal energy abounded. A subsequ7a\t trend towards the advocacy of
"letting oneself go" paved the way for self-indulgent consumption and
contributed to a denial of the work ethic, since work began increasingly to
be seen primarily as a means of acquiring the wherewithal to create leisure
which, 1n  turn, was identified as happiness. However , the weakening of
this ethic as well as the religious 1deals which once directed 1ngividua1
behavior more compellingly actually contributed to an
individually-perceived 1lack of direction and the widespread 1ndividual
malaise which the therapeutic ethos proposed to remedy. 1In other wvords,
with the advent of the Industrial Age, the old ideal (the Protestant work
ethic) had to be re-defined to acconmodate the realities of a new social
organization. Whereas earlier 1deals had celebrated hard work, competitive
struggle and thri1ft as the keys to individual salvation and the heart of
Amerl'.can achievement, such individuality became increasingly difficult to
realizﬁe in the face‘of a growing emphasis on the collective gain. As a
result,6 the Amer'lcan Dream emerged as a more "collectivized" ideology in
wvhich it was acknowledged that social progress (notably in the forms of
scienge and educa¥yon)’ was the key to social unity and resultant individual
well-/being.“

Especially during‘_the *boom years that follgwed World War II it became
usual for Americans, 1inspired by the revitalization of their own economy,
the regeneration of pre-war family li1fe and the recent, spectacular and
universally acknowledged displays of technological world leadership, to

view the future as a time which must necessarily be not only profoundly
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different from the past, but undeniably "better"™ than the eras which had -

preceded it. 1In the popular imagination, the development and deployment of
the atomic bomb had served as a metaphor for the socio-economic chang"es
wvhich were expected to\ occur domestically: just as science had worked
destructively for the good of mankind it was capable of working
constructively towards the same end. Likewise, since the bomb served as
both a source and a symbol of power, pride 1in a new-found sense Of military
and technological world leadership was widespread and supported
internationally. The "Technological Age, " therefor:, was heralded as a
fundamentally differen': era gf transformation during which the already
substantial achievements of previous generations would converge and acquire
new significance because oOf more recent advancements made in scilence and
education.

In keeping with these general leiefs and following the success of
J.K. Galbraith's boOOk of the same name, it became popular to refer to
America as "The Affluent Soclety™ and to believe that permanent solutions
wvere being developed for both social and material problems. This "Second
Industrial Revolution” meant that, brc;ladly speaking, two determinants of
social position, money and education, were “becoming more universally
available -- the former as a byproduct of technological develol;ment and the
latter as 1ts precondition. Thus, 1t was hoped that class distinctaions
would be more or less obliterated as the middle class expanded to
accommodate increasing numbers of professionals and nev standards of
material abundance, while machines replaced unskilled laborers and
traditional problems became 1lrrelevant. As Richard Parker comments:

Poverty was declared an afterthought, and politics was

sald to be facing an “"end of ideology."” Gains 1in
education and technology and the growth of a new class of .
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managers and professionals were supposed to be the first

steps toward an automated society vhere leisure, not

work, would be a burden.’¢ ... What poverty was left, and

vhatever inequalities might be created by the shift to

automation, could be solved by a government administered

benignly by liberal professionals.?$
Thus, hopes for a brighter future were pegged to popular confidence in the
developments of the present to bring it about. Widespread belief 1in the
abilities of the scientific community to improve the quality of 1life for
all led to a corresponding faith in the results of their 1investigations to
be useful 1n achieving this end. Just as commodities, in general, wvere
credited with personal or social attributes, therefore, those which vere
1dentified as nev or innovative were particularly appealing 1in the
oppertunity they seemed to provide to acquire some vestiges of the
scientific process and participate in its benefits. Advertising reflected
these beliefs by "scientizing” commodities while science, 1in turn, became
commodified.

As these "sclentific" products came tO be marketed abroad, where the
mysteries of science were augmented by their identification as American,
advertisements helped to instill american beliefs about the properties of
cénsumer goods while reinforcing popular respect for American scientific
development and the United States, in general. The ideology advanced by
advertisements for American products abroad vas “not contrived for the
benefit of foreign audiences, therefore, but part of American life itself..
Since changes 1in the popularly;pergeived value of goods had been taking
place in America for decades, a system of advertisements designed largely
by Americans (or in imitation of an American model)!¢ to sell American

goods on the basis of an American endorsement were undoubtedly instrumental

1in reconstructing American beliefs abroad, where such a new understanding
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of the properties 0f goods necessarily corresponded to changing definitions
of social clasg, values and, in short, of the dominant ideology. As Stuart
and Elizabeth Ewen contend, it was precisely the identification of the
American Way of Life as a seemingly logical, mechanical and therefore
"manageable"” lifestyle model which enabled the U.S. to establish the kind
of influence 1t came tO enjoy abroad, particularly since these audiences
had access only to images and impressions of this wvay of 1life which were
themselves controlled and managed.

As the domestic frontier was closing, the United States

embarked upon assembling a world empire. Surely such a

direction required, in a reneved sense, a deep commitment

to the 1dea of a manageable "world-machine.”... It was a

"machine” that, in the name of effecting a more pacific

home front, developed a public face that disowned the

cold calculation of the mechanical world-view -- at the

same time pursuing it, internationally, vith a vengeance.

The "machine,” and particularly the decisive machinery of

mass communications, would hereafter serve as the public

champion of universal possibility and well~being.?? —
The limited vision of American life advanced by American advertising in
Italy helped to establish a hegemony of American beliefs about consumption
from an already active interest in and general pre-disposition to admuge
the United States. In so doing, it  Thelped to create a sort of

A

taken-for-granted "reality” in which the American way of Life was made to
seem both natural and desirable. The first phase of this "americanization"
process was therefore dependent On its creation (or perhaps accentuation)
of the same set of fears, anxieties and expectations as existed in the
United States, coupled with a similar lack of faith in previous standards.
The second was its depiction of an idealized vision of the United States in

which these fears, anxieties and expectations had been reconciled and the

third was to encourage the adoption of American standards and solutions to
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daily problems,.

Advertising/Propaganda and the American Image in Italy

Advertisements for American products common in postwar Italy played a
significant role 1in initiating such a process, largely by replication of
the American vision of consumption and reinforcement of a pre-existing
positive image of the United States. This seemingly "non-commercial”

information, presumably neither regarded by 1ts creators as persuasive nor

.by 1its receivers as contentious, expressed within these advertisements

-,

spoke most clearly of the American experience and was 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 particular
consumer goods and, ultimately, the American Way of Life abroad.

Although the officially-constituted political propaganda campaign and
its objectives will be used as a point of departure 1in discussing the
overall impact of advertisements for American goods, the purely
administrative question of whether advertising, in general, is in fact a
variety of propaganda, insidiously masquerading as a benign and
ideologically-vacant vehicle for commercial information, or a "category" in
its own right, possessed of distinct qualities, characteristics and
implications of its own will not be answered here. The objective of the

present study 1is not, after all, to make sweeping theoretical
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pronouncements from which future generations of research studies may cull
categorical distinctions 'with which to delimit otherwise homogeneous
phenomena, but to investigate a particular facet of a set of circumstances
(the commercial develqpmgnt of 1taly by American interests) which™ vere

ideologically meaningful and potentially important politically, given the

concerns of the "information-providers"” (as a nationality) with respect to’

the "information-receivers” at the time. The government-sponsored,
officially-recognized propaganda campaign is itself only peripheral to the
present discussion, therefore, and the matter of taking a defensible stancé
withingpropaganda theory irrelevant. The scope of this research is rather
less awesome, being strictly confined to discerning the meaning of specific
ads common to the period and attempting to understand the way they might
have worked together to influence both beliefs and action at the popular
level during a particularly politically-charged era.

However, 1insofar as @ concern for the propagation of specific
ideologies impinges upon the domain of propaganda research, this study
attempts to be informed by the useful aspects of this 1literature without
strictly adhering to a rigidly proscribed position within the theoretical
debate centering on the‘definition Oof the phenomenon itself, since in
recent years the descriptive concept ”piopaqanda," variously grouping a
nearly limitless set of communicative acts relative to considerations of
utility (intent vs. effect), content (information vs. persuasion), or
"democracy"” (hierarchical vs. interactive, "open" vs. "closed"), has been
redefined, repositioned within the communications paradigm and even
rejected as a useful analytical category for communicatiqps research,.3? In
the most general terms, then, the greatest contribution propaganda studies

have to offer investigations of advertising like this one is a result of
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their common preoccupation with persuasion, the driving force behind them
both. Starting from this premise, the study to followv will first proceed
to determine hov and of what advertisements for American goods were
persuasive before attempting to assess their influence on pro-American
feeling, social change or, more generally, the United States' propaganda
objectives in postwvar Italy.

in order to 1identify the 1ideological presuppositions inherent to
advertisements promoting American products to Italians and to recognize
their sphere of influence as being beyond buying behavior or even the
popular definition of the American image abroad, affecting popular
perceptions of life 1itself, it is therefore necessary to turn first to a
more general examination of the way advertising's meanings are conveyed and
achieve credibility. 1In other words, one must consider the means whereby
advertising is persuasive, effecting some sort of attitudinal or behavioral
change on the part of its audience. Since this 1is the feature that
advertising shares with prqpaganda and one vhich raises questions among
some of its critics as to whether advertising is really distinct from
propaganda or merely a nev name for an already familiar concept, it may
occasionally be helpful to turn to the propaqanda.literature for further
explanation of the way persuasive communications "work."

The first of the following chapters will therefore deal extensively
with 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
will be demonstrated as integral to the wvay advertising, itself, is
structured: building from an ideology of consumption vhicﬁ sees goods as

bound to certain vays of life from which they, in turn, derive value, these

°
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vays of 1life, or lifestylles, are made to seem both attainable and, by

virtue of their heightened visibility, even more attractive. In this

‘. instance, the symbolic value attributed to American consumer goods was

their apparent role in a lifestyle which, from the IFalian perspective;
appeared to characterize a universally-realiged "American Way of Life"
vhich was also epitomized in Hollywood films. From the advertisers' point
of view, the pre-existence of an American mystiqixe, vof sorts, was
advantageous in ger:erating ready-made interest for their products and a
basis from which positive and believable assertions about them might be

made. To the consumer, on the other hand, once impressions of life in the

United States had been synthesized and expanded wupon by advertising's

depiction of selected aspects of it, it would have seemed a logical

assumption that the possession of these things should invariably enable one
to live as their other owners did, given the central role purchasable
commodities played 1: these representations. Such beliefs are, 1in fact,
the fundamental rationale invoked by advertisements to justify ' consumer
purchases ("the ideoclogy of consumption”) and thereby serve the interests
of advertisers. Furthermore, since this ideology 1is 80 strongly linked to
self-image, its perpetuation actually seems to be - in the consumer's own
interest. Finally, from the standpoint of the U.S. government's propaganda
objectives, advertisements also "s0ld" the American Way of Life by first
documenting its benefits, then presenting it as more accessible than othezl
alternatives might have seemed.

Hovever , even this feature should not be unquestionably categorized
as propaganda, if that term is to be ufaderstood as a delipberate attempt to
coerce, since belief in the superiority of the American way of Life and

unquestioning faith in the promise of technology was by no means an
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exclusive creation of American advertisers and propagandists; nor was this
outlook shared only by Europeans. In fact, it undoubtedly was the sincere
enthusiasm of Americans themselves for their own stock in 1life and
prospects for the future that made these advertisements both appealing and
effective. This structure of beliefs "will be the focus of this study's
second section, in which advertising's representations of an "ideologi' of
progress” underlying the American commitment to industrialization and
technology (and consequently apparent in numerous ax%spects of daily life in
the United States) will be examined and its features detailed from evidence
afforded by advertisements for the commodities g0 intimately associated
vith it. -

Building from the glamorous illusions created by the Hollywood film
industry, these advertisements developed an American image in .which allure
was more or less directly a result of a scientific or technical stance
towards life which categorically 1incorporated manufactu;'ed goods. Thus,
American strengths were attributed to only one set of underlying forces:
scientific progress teamed with superior manufacturing capabilities’ and
impressive sales. once again, this image presented an appealing view of
American life which made its benefits appear atta}inéble to non-Americans,
insofar as they seemed to be less a factor of nationality than of habit.
Such a world-view was itself attractive because it denied many differences,
like class and nationality, which vere already perceived to exist between
people and' to group them accordingly. Advertising, instead, offered an
opportunity (consumption) to be 1like Americans who, 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 all of its

members were depicted as enjoying nearly equal standards of material
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vell-being.

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

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

the time the United States clearly enjoyed an undeniable advantage over
other nations in terms of scientific development (nuclear weapons), vas
admired for its leading role in securing an Allied victory and, furthermore
(if advértisements vere tO be believed), produced goods which ver; in
demand the world over. Moreover, inasmuch as this last also stressed what
seemed to be a sort of commercial philanthropy to complement
widely-acknowledged American military and economic aid it additionally
enhanced this already-positive image of the United States. Nonetheless, it
is the valqes and beliefs advertising advanced and their 1lingering
importance in the broader realm of Italian culture which makes it most
interesting as an object of investigation -- and most likely as a type of
propaganda in its own right. Generally speaking, it is\the probability of
such effects which would have been most beneficial to U.S. propaganda
objectives at the time, given that the State Department's intent was not
merely to improve the national imagg, prompting Italians to think of the
United States as an attractive place to 1live or visit, or even to assert
that Americans were well-intentioned people. It endeavored, instead, to
make Italians not only admire the U.S., but want to b;come more like
Americans, themselves. Having documented the characteristics and various
gttr;ctions of the American image, therefore, the real potential of
American advertising's impact on postwar 1Italy remains to be questioned.
This, therefore, will be the focus of the third section. o

Since advertising is influential in reflecting the organization and

values of a society as well as effecting socio-political change within it,

e n et
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American advertising had twvo likely immediate effects in postwar 1Italy
vhich would have allied it with the stated purposes of government-sponsored
propaganda. First, insofar as it described the standards of American life
in an appealing way, it was another means of providing the "full and fair"
picture of America the State Department wished to advance. This deliberate
and seemingly commodity-derived image then modified previous notions about
American 1life and contributed to new, and  probably more explicit,
definitions of "American-ness."” Second, because this concept was presented
as specifically meaningful (or even useful) to Italians, it acquired

properties which could be called mythical, if myth is to be understood,’

‘

following Rosalind Coward and John Ellis, as "the logic by which ... people

«+s cCORNnceive 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 powers of the United States and itF technology and must,
instead, be understood as the significance its image holds for others.
Indeed, although many have written ahoﬁt “the American Dream™ at home (now
almost part of the national heritage) and the American image abroad, such
beliefs do not invariabkily shave the status of myth, but might instead be
better understood as stereotypes. Myth, rather, is stereotype with "'a
purpose.

As a preliminary step towards understanding the purpose served by the

images of America offered to Italians by the international advertising

‘industry, therefore, the study which follows divides the problem of

relating commercial advertising to popular beliefs into three primary areas
of concern: advertising's appeal to the 1individual (its persuasiveness,
credibility and resultant promotion of consumption, all of which are in

turn founded on the lure of personal attractiveness and/or social
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prestige), its contribution to the development of particular notions of
group identity (which, uItina;ely, are tra;afetred to notions of
nationality and national standing) and the role of these beliefs in
establishing social control. Frqn here, it will be possible to assess the

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

American propaganda more accurately.
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See, for instance, the papers presented at the Fourth International
Colloquium of the Inter-University Center for European Studies
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Evidence of the myth's continuing role in Italian popular culture can
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Francisco Book Co., 1976, pp. 22-23.
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Umberto Eco, "Il Modello americano," in La Riscoperta dell'America,
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Interestingly, although government control of the media came earlier

//&n Italy than in either of the other Axis powers, it was not the most

extensive. Because his public 1image in the United States was
initially not disadvantageous, and because he was himself a devoté of
American cinema (having pseudonymously written numerous articles on

the subject 1n the critical press), Mussolini was relatively lenient |

in the restrictions placed on American media products, especially
Hollywood films, which still accounted for 75% of the Italian market
by 1937 (See Jeremy Tunstall, The Media are American: Anglo-American’
Media in the World, London: Constable, 1977, p. 141). 1In addition to
maintaining at least partial contact between the Italian populace and
American culture, this tolerance was probably good public relations,
making his government seem less restrictive, more objective and 1less
threatening to Italians while encouraging Americans to think of the
country as "not really Fascist" and to adopt more benevolent policies
during the occupation.

See Deconde; op, cit,, p. 313.

ibid,, p. 315. .-

ibid., p. 316. .
In fact, its likelihood was probably greatly exaggerated. Few recent
studies of 1Italy duripg this period take the -possibility of’
Socialist/Comenist victory very seriously and at least one study
undertaken at the time (P. Luzzato Fegiz, "Italian Public Opinion,”
Public Opinion Quarterly 2, Spring 1947, pp. 92-96) concluded that
the predominant feeling was pro-american.

These activities essentially continue thfough the present time, after
having reached promjinence 1in early 1948 with supplemental poster
campaigns and window displays. . 4

. 9 ;

See caldwell, op, cit.,, and van de velde, op, cit., for a more
detailed description of thése and related activities.
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Indeed, there 1s even some evidence that, in the long run, the
propaganda methods employed by the United States 1n Ttaly had a
negative effect on the popular i1mage of America because they were
seen as patronizing and 1nadequate. Specifically, 1Italians had
difficulty rationalizing the discrepancies between the overly

~simplistic 1mages presented by the American government to the Italian

media and the actual conduct of American political leadership and
were particularly offended that the U.S. seemed to make no effort to
expilain them. See J.A. Raffaele, "United States Propaganda Abroad:
Some Notes on the USIS in Italy," Soc:al Research 27:3 (Fall 1960),
PP- 2M-294.
The value of such "climates of opinion,” "pre-propaganda,”
sub-propaganda,” “facilitative communication, " etc. to formally
conducted propaganda campalgns has traditionally been part of most
studies of propaganda. For examples, see J.A.C. Brown, Techniques of
Persuasion: From Propaganda to Brainwashing, (Baltimore: Penguin,
1963); Jacques Ellul, Propaganda: The Formation of Men's Attitudes,
(New York: Knopf, 1965); George N. Gordon, Persuasions; The Theory and
Practice of Manipulative Communication, (New York: Hastings House,
1971); and L. John Martin, "Effectiveness of International
Propaganda” 1n Heinz-Detrich Fischer and John C. Merrill, eds.,
International and Intercultural Communication, (New York: Hastings
House, 1976},

In addition, it should be noted, advertisers themselves have spoken
out 1n favor of a more commercially-oriented approach to the
promotion of the American 1mage abroad which would draw from the
findings of advertising theory. In 1970, several executives vere
openly critical &f the programs organized by government agenclies
since the 1940's on the grounds that they were aimed at an
intellectual elite and 1gnored the "man on the street" advertising
was designed to influence. According to their recommendations, the
U.S. government would have been well-advised to consult the
advertising 1industry to design a propaganda strategy which both
improved the national image and helped to create a better business
climate for American expansion abroad (see Armand Mattelart,
Multinational Corporations and the Control of. Culture, Michael
Chanan, trans., Atlantic Highlands, NJ: Humanities Press, 19826 pp.
238-239).

Deconde, op. cit., pp. 300-301.
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For instance, see Michael H. Anderson, "An Overview of the Wide, wWide
World of Advertising and the 'New World Information Order' Debate"
(paper presented to the Association for Education 1n Journalism,
Houston, Texas, August 1979); Peter Berger, Brigitte Berger and
Hansfried Kellner, The Homeless Mind: Modernization and
Consciousness, (New York: vintage, 1974); Herbert 1. Schiller,
"Madison Awvenue Imperialism" (In Communication in International
Politics, Richard L. Meritt, ed., Urbana, IL: Univ. of 1Illinois,
1972) and Communication and Class Struggle*l (Armand Mattelart and
Seth Siegelaub, eds., New York: Ipternational General, 1979).
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George N. Gordon, for instance, discussing the division of persuasive
communications into sub-categories of propaganda and advertising from
a historical perspective, does not distinguish between the two in any
respect other than their 1individual spheres of 1influence. His
typical stance regarding the relationship between varieties of
persuasion 18 succinct and unequivocal: "Persuasion 1tself became
industrialized i1n the worlid of commerce and called 'advertising,' in
the world of 1deology 1t was known as 'propaganda,' and in the world
of schooling it becanme 'c1tlzens%1p education,'" (Propaganda: The
Theory and Practice of Manipulative Communication, New York: Hastings
House, 1971, p. 72). However, and perhaps surprisingly given the
seeming homology of advertising and propaganda, advertising 1s seldom
if ever considered as a propaganda type in 1ts own right. For
instance, books on 1international communications and propaganda
commonly include 1n thelr tables of contents a section dealing with
various channels/media of communication which may influence public
opi1nion internationally, in addition to government-sponsored
"information” campaigns. Typically, these include: the preks, radio,
television, film, Titerature, libraries, educational programs and
tourism, but never advertising.

All translations are my own.

A 1944 American Hoover ad expressed the predominant sentiment of the
time when 1t amended Woodrow Wilson's famous Four Freedoms with one
of 1ts own: the "Fifth Freedom,” freedom of choice. For decades
thereafter, that phrase apparently evoked 1mages of commodities.

See Christopher Lasch, The Culture of Narcissism (New York: Norton,
1979) or T.J. Jackson Lears, "From Salvation to Self-Realization:
Advertising and the Therapeutic Roots of the Consumer Culture"” in The
Culture of Consumption: Critical Essays in American History 1880-1980
(Richard w. Fox and T.J. Jackson Lears, eds., New York: Pantheon,
1983).
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Richard Parker, The Myth of the Middle Class, New York: Harper and
Row, 1972, p. xv,
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At least one article 1in the trade press ("If Foreign Advertisers
Imitate ...," Printer's Ink, Feb. 9, 1945, p. 38B) demonstrated that
the .international standard for advertising copy, layout and
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"American-ness" as Exchange Vciho and Lifestyle Model

Underlying this reading of postwar advertisements, in which certain
products seem to have been made more desirable by virtue of specific
properties which identified them as "American,"” is Marx's distinction
between "use value" and ‘"exchange value:" a basic understanding of the
properties of goods themselves as beiné related to the satisfaction of
consumer needs either by their utility, or performance, characteristigs
(i.e., "natural” propertiés or use value) or by qualities which may make
them socially desirable within the context of a capitalist soclety (i.e.,
"labor-created” properties or exchange value). Exchange value is neither
related to use value nor even an intrinsic property of the commodity, but
acts 1instead as an indicator of social relations between consumers.
Specifically, in Marx's own vords:

3

The mystery of the commodity form is simply this, that it
mirrors for men the social character attaching to the
labor products themselves, mirrors it as a social natural
property of these things. Consequently, the social
relation of the producers to the sum total of their own
labor presents itself to them as a social relation, not
betveen themselves, but between the products of their
labor.!

Any object's primary status as a commodity is determined by and
implies exchange: its availability to select individuals and its scarcity

to others. Exchange being simultaneously the moment of social contact

between buyer and seller and material transference, it is also the point at

>
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which social value becomes material and quantifiable (i.e., the point at
which exchange value is both created and measured). In other wvords, the
process of exchange establishes relations betweén the 1labor products

exchanged {their exchange value) and consequently, between their

producers. Thus, "social relations connecting the labor of one private
individual (or group) with the labor of another, seem to the producers,‘not
direct social relations between individuals at work, but what they really
are: material relations betveen persons and social relations between
things."2 At the moment of exchange, then, all commodities acquire social
value which enables them to be compared to others, regardless of whether or
not they can actually be used for similar purposes.

The commodity's dual value is not particularly significant until the
market becomes extended: both goods and their producers proliferate to such
an extent that there is competition between a number of producers of goods
with identical us; values while consumption levels remain finite (as in
postwar Italy, which was more or less inundated with foreign goods without
5 corresponding rise in the buying power of its citizens). At this point,
it must be implicitly acknowledged, as goods are necessarily produced with
regard for potential exchange value thenceforth. In other words, the need
to differentiate between products does not really exist until manufacturers
have the ability to produce beyond existing demand, as did American firms
whose products and/or applications thereof were initially unknown in Italy.
It is only when supply exceeds demand that manufacturers feel a need to
advertise in order to inform the public not merely of 1he existence of
goods, but of differences between these products and their competitors
wvhich might then be portrayed as advantages. Therefore, assuming such an

extended system of producers/consumers, the insignificance of use value as
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a factor in commodity 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 inevitable.

.

In this 1instance, the exchange value attributed to American products was
[}

’

their very "American-ness."”

In practice, modern advertisements? really present éxchange value 1n
the form of a variety of desirable lifestyle models through deliberately
created product "images,” particularly when the advantages of a particular
product's use and its differences from similar products are unclear. Such
lifestyle models serve not only to assert the product's worth relative to
other objects of pre-established value, but to iﬂcorporate the consumer
into the value hierarchy as well, equating the social with the material by
portraying the advertised product in co&text with valorizing artifacts,
often in such a way that its consumption by desirable and/or delighted
individuals (who may or may not be depicted) is implied. In so doing, the
advertisement encourages the consumer to empathize with or envy the
product's user and to believe that he/she can become more 1like him/her by
consuming in a like manne;‘ Thus, as Judith williamson and a number of
feminist critics of advertising argue so convincingly, the exchange value
being promoted is clearly some sort of pre-fabricated personal identity.

Advertisements are selling us something else besides

consumer goods: in providing us with a structure in which

we, and those goods, are interchangable, they are selling

us ourselves. And ve need those selves.?
Advertising, then, "works" insofar as desirable human qualities are
projected onto commodities, conferring either social standing or personal

identity to their consumers.
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Addressing us in our private persona ads sell us, as
vomen, nQt Jjust commodities then but our personal
relationships in which we are feminine: how we are/should
be/can be a certain feminine woman whose attributes in
relation to men and the family derive from the use of

these commodities. ¢
¢

In short, a host of qualities (such as love o; sexuality, for instance)
wvhich are aspired to in interpersonal relatiqnships, and consequently
advantageous in terms’of both prestige and sel%-esteem, are presented as
being for sale although they are not intrinsic properties of the
commodities being sold.

In I&aly {(as in the United States, especially during the postwar
era), the attractive personae affiliated with certain commodities as part
of the "user community" frequently wvere Hollywood‘ movie stars whose
attributes were well documented by the many American films which then
enjoyed international distribution. One of the most obvious instances of
this practice 1is found in ads for beauty products endorsed by American
movie actresses. Lux soap (fig. 1.1) was marketed for years both in the
U.S. and abroad with variations of the slogan "Nine stars out of ten prefer

itt", accompanied by a picture of and "personal message” from such noted

and glamourous women as Dorothy LamoLr, Joan Bennett, Hedy Lamarr,
Elizabeth Taylor and Zsa isa Gabor. Likewise, Max Factor featured Ava
Gardner , Shelly Winters, Esther Williams, Arlene Dahl, Lana Turner, Rita
Rayworth, veronica Lake and Jthers whose beauty was credited to the use of
the product they endorsed. Even less subtle was the freque;t depiction of
blonde women in seductive poses with captions such as American Atric-o0il
Method 6's "You'll be like this too" (fig. 1.2), promising that the product

inevitably transformed its user into an approximation of the popular ideal

(the depicted model). Within the system of 1talian advertising, then,

S n e e e————————s o
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products claiming ;h\?Kﬁérican" exchange value promised to make their users
more like individuals they admired and, as a result, implied consumer
participation in a way of life already known 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
lusually defined by the positive connotations of personal attractiveness and
prestigé conferred to it by members of the "user community” and attested to
by the geographical circumstances incidental to 1ts manufacture and
advertised use, was presumed to be transferable to the consumer, thereby
heightening his/her own “"desirability" or status. In ;adressinq all
members of the audience alike as consumers, advertisements tend to
obliteraée many pre-existing differences between them, regrouping them as
"users"” and "non-users” within advertising's own system, which does ndt
always recognize the merits and shortcomings of its audience members which
might othervise be acknowledged. Part of the exchange value advertisements
attribute to the commodities they represent, then, is participation 1in 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 individual's failure to consume "appropriately.”
As one contemporary critic comments:

consumerism has become a kind of ideology in its own
right: an apolitical egalitarianism founded in our common
status as "consumers" and whose central demand 1is value
for money.... In their imagistic elaborations, symbolic
ads absolutize this consumerist matrix into a full vision

of a world without work, social conflict, or indeed any
socially negative aspect at all.’
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In advertisements for American goods, of course, this depicted world became
increasingly accepted as an accurate representation of tge United States,
adding further credibility to its reputation as a‘land of opportunity.

! Significantly, the expression of this utopic world-view by the
depiction of equally 1dealized user 1lifestyles is far from coincidental.
The objectives listed by practitioners in the creation of a product image
reflect just these concerns, specifying that not only must such images
distinguish products from their competitors, bqt that these commodities,
themselves, must be established as necessary to "the good life" .and
therefore objects of de51r; in their own right. The elimination of
unpleasant characteristics of the real world, familiar to the audience
through lived experience, 1s obviously not sufficient to this end and must
be supplemented by product attributes which are compatible with the
consumer's notions of happiness and/or satisfaction and, thus, compleiffent
his/her persona; aspirations. Consequently, sich concerns are duly
emphasized by advertising textbooks which, in turn, are of primary
importance in determining the structure of subsequent ad campaigns. Two of
these, for instance, specifically direct interested practitioners to heed
the consumer's personal ambitions when designing ad campaigns by advising
that:

The task of marketing is that of making goods recognized
as psychological things symbolic of social patterns and
strivings.?
An advertiser may feel that he can best sell his/her
?iptoduct if he can get the consumer public to think of it
in a particular vay. For example, he may decide sales
can be increased if the product 1is given an aura of
prestige, is associated with "fine living,” and 1is made
synonymous with top quality. A campaign may be developed

to create such a product image in peop{e's minds by
alwvays presenting the product in association with objects

o e r———
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or symbols that represent the desired characteristics.?

Advertising's aim, therefore, 18 generally to replace real-life
experiences, and their disappointments, with images of commodity-mediated
happiness and satisfaction.

Following Tibor Scitovsky's thesis that happiness is determined by
relative criteria such as social status, which by 1ts very intangibility
may easily be conveyed by the allusions of advertisements, rather than
specific ones such as income, a condition of daily life, 1° a recent study
by Stephen Kline and william Leiss 1indicates several parameters of
satisfaction: personal status, prestige of occupation, 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 as a function of the relative income and

"prestige” attributes of a particular job in the social

hierarchy. Third, satisfaction correlates positively

with novelty 1in one's experiences, but our own culture

tends to standardize experience and progressively reduce

novelty. Fourth, material progress 1is translated

primarily into increasing comfort.!}
Advertisements incorporating positive lifestyle models, imélying product
consumption as a means towards their emulation (i.e., consumer
satisfaction), therefore might 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
needs/wvants.

Within American advertisements, where the details of a particular

American lifestyle were already part of popular knowledge about the United

States, these qualities were.- often deliberately emphasized through
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references to the habits of American movie stars. 1In terms qa personal and
professional prestige, these individuals were unsurpassed in their beauty
and celebrity, the luxury with which they surrounded themselves, and even
for the seemingly everlasting succession of the younger, more beautiful and
more flamboyant who eventually replaced them. The novelty dimension was
even more successfully supplied by the scientific aspect of popular beliefs
aboyt the American way of Life alluded to in scores of advertisements whose
text began "New!", "Latest News!"”, "Sensational American Discovery!”,
"Latest Findln§ of American Scientists!”, etc. Thus, becausel of
pte-exiséing belief in a high American quality of life, lack of evidence to
the contrary, and occasional explicit comparisons of ordinary American
citizens to Hollywood stars, the strata of American society were

increasingly perceived as homogeneous: it seemed that all enjoyed a nearly

equally high standard of living.

The Creation of "American® Brand Images

Advertising's attribution of commodities with "desirable” exchange
values 1is also corroborated by the fact that it 1is recognized as: a
"strategy" to be employed@ by practitioners in designing advertising
campaigns. Popular advertising Eextbooks include the creatipn of a
recognizable "product image” among techniques to be used 1imn achieving the
campaign's primary goals of , first, making the use of a particular type of

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



ONE , 50

one brand of this type preferable to others with,the ultimate aim of

P

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
particular brand must situate it within the parameters of desirability
which identify the product-type as a whole (the product image) but imply
its unique qualifications in_some faéét of that image (the Brand image).
In practice, this involves the promotion or creation of what advertisers
refer to as the product's "unique selling point:" some factor, , however
intangible, which can he cited as the critical difference between it and
its competitors. Since there were undoubtedly instances of qualitative
similarity between American and hon-hmerican products, from a pragmatic
point of view the chief responsibility of American advertisers was to
differentiate between their products and others on the market, just as
contemporary adwvertisers in decidedly more developed markets must
distinguish their products from the field of their competitors. To quote
Williamson once again:
It is the first function of an advertisement to create a
differentiation between one particular product and others
in the same category. It does this by providing the
product with an "image."... There are no natural
distinctions betveen most products.... The 1limits of
identity are chosen arbitrarily, it is clear....
Obviously there are products with special qualities or
particular uses, but these do not usually need extensive

advertising campaigns: the bulk of advertising covers
exactly the areas where goods are the same:1?

o

Thus, the commodity, er in this case primarily the Amer}can

commodity, is “"negatively” defined according to its relationship to| the

"product system™ as a whole: in other words, as what it is not, rather’than.

"positively"” for what it is. This can best be understood, as williamson

o
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’

explains, as a sort of ‘reverse Stotemism:*13 rather than merely using
objects to‘;;alcate social relaiion§ between pg&ple, distinctions existing
in  social mythology are used to create similar distinctions between
products. Advertising, according to such a definition, might then be
understood as both "totemic" and "reverse totemic, " sipce the
differentiatién process WwOrks in both ways simultan;iusly. Unlike true
totemism, which refers to' ideological relations between natural and
cultural systems, ad;;rtising "totemism" unites two cultural systems: the
social structure and the system of advertised products, which are defined
by the perceived social status of the people who use them. Therefore,
rather than being based on natural properties, as in true totemism, or on
class distinctions derived from labor, the social structure built from the

1declogy of consumption 1is, in a cifcuitous°way, based on itself, insofar

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

the relative value of goods according to their respective functions in_

lifestyles of differing prestige.’

AThe system of brand/product images is difficult to reconstruct in the
Italian sampI;, since American mgn;facturers had very 1little competition
(and in many cases only'from the pseudo-Americ?n). This is partly du; to
the fact that Italianaindustry was not velllenough established atothe time

to seriously threaten Ameriﬁan market dominance, while other foreign

-manufacturers were likewise' disadvantaged by national reconstruction,

attempling to replenish supplies of consumer gobds with a reduced labe

« - v
force and depleted financial, technological and natural resources. In

’ &
other words, whereas American industry was capable = of producing goods

beyond the capacity of the domestic market to'COQ§ume them (and, further,

-

vas inclined to do so in order to absorb a returning labor force of -
W .

o
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-
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ex-GI's), ths could hardly be a_ priority for European Rations. In

addition, as Stephen Hymer points out, American industry was priviledged

internationally because ©of a variety of factors which characterized 1t

domestically.

N
U.S. corporations began to move to foreign countries
almost as soon as they had completed their .continent-wide

integration. For one thing, thelir new administrative
structure and great financial strength gave them the
pover to go abroad. In becoming national firms, U.S.

corporations learned how to become international. Also,
their large si1ze and oligopolistic position gave them an
incentive. Direct 1nvestment became a new weapon 1n
their arsenal of olzgopolistic rivalry. Instead of
joining a cartel (prohibited under U.S. law), they
invested 1in foreign customers, suppliers, and
competitors.... Some went abroad simply to forestall
competition,l*

In terms of international commercial development, the United States also

had several other unique advantages. The extent and visibility of American

economic ald abroad reflected s1tively on the national image there while
) , 3

also encouraqing foreign consumption of American goods more directly either

by promoting necessary economic vitality, or by 1introducing American

methods and machinery to be maintained or supplemented«’?t a later date by

the acquisition of compatible (1.e., American-made) technology.

!

In addition, American manufacturers were priviledged 1in foreign

[4

markets because of their famliarity \ngth the relatively advanced marketing
technques developed domestically and stil] not widespread elsewvhere. 'The
Italian market was ther&fore less competitivé than ({;e American one, both
because Européan manufacturers were relatively less prominent than their
American counterparts and becéuse, even among American producers, there was

)

less chance of rivalry between brands,,Jof the same product type. Not
o

a
\

surprisingly, Amerlcan manufacturers who exported to Italy were also among

§

~
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the most successful on the domestic market. Therefore, few of their
competitors there were as able to enter foreign commerce. Consequently, a
mere assertion of "American-ness" was more Or less sufficient as a
product's brand 1identity. As American goods became increasingly
well-accepted and Italian manufacturing capabilities greater, K manufacturers
of Italian brands attempted to win consumers from the American competition
by adopting some aspect of the dominant American brand 1mage as their own
so that, at least temporarily, the product 1mage, as well as.,a great number
of the brand 1images which comprised 1t, was also American. There were many
of these "copycat" brands, most of which, l1ke Italian-made (ol Vento
perfume wvith 1ts "Vig Col Vento” ("Gone With the Wind") campaign Of the
late Forties, initially chose to explolt Hollywood's 1interpretation of
An?ericanlsm. Velluto di Hollyvood ("Hollywood Velvet") powder (fig. 1.3),
for 1nstance, manufactured by the Paglieri cosmetic company, not only
appropriated the image of American film stars, but was only able to do so
after Max Factor had been succ‘esstully promoting similar products 1n
essentially the same way for at least a year. The Max Factor campaign
featured slogans which claimed these <coOsmetics as the favorite (or
essential) beauty product of American stars, supported by pictures of the
actresses vho were to be associated with its wuse, reiteration of these
«<laims within the text, and the brand name itself 6 which was always printed
as "Max Factor Hollywood" (fig. 1.4). The Pagliefl ads, on the other hand,
featured glamourous, but anonymous, women whose charms were attributed to
the face powder, alluding more overtly to the transformation which the
product's use should bring about. Max Factor products, being "the real
thing" were created "for the Stars and for you" (the notion being that the

consumer was privileged to be included in an elite group) whereas the
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Paglieri powder, "the powder. of the Stars,” was developed "for you"
exclusively. 1In some wvays, this could have made the Italian powder seenm
more desirable, being ostensibly custom-made for the consumer, except that
within this particular value hierarchy it was necessarily second-rate. Max
Factor products had the advantages of their American manufacture (which
implied superior technology) and a consequent and affirmed closer proximity
to the Stars. Velluto d1 Hollywood's chief selling point, then, was merely
that it wvas 1ike Max Factor powder, possibly a mere 1mitator but
nonetheless at least second best and of "international™ quality.
Therefore, Max Factor's ad campaign had accomplished the only really
significant persuasion necessary to the promotion of both of these products
by creating a need for face powder 1n the attainment of "American"
standards of beauty. Once Max Factor had established 1its products as
essential to the American style of beauty it then became more plausible to
assume that the same cause-and-effect relationship might exist between an
Italian-made powder and 1ts users since both wvere, after all, "the powder
of the Stars.”

Such transference o©of an "American" exchange value from American to
Italian manufacturers had precedents 1n other product types, as well.
Fylon stockings, as a prime example, had originated 1n Italy as American,
traded in by the stereotypical GI. Thus, the desirability of American
stockings was already well-established after the war when an Italian
manufgcturer, Fama, began to produce them. The Fama ads are particularly
interesting 1n their development over the first few months of 1947, when
the stockings first began to be promoted, as an example of the
"Italianization" of American technology. The first of the series of six

all but claims that the stockings are American, but 6& the last they are



The ldeology of Consumption 55

not only "the best made in Europe,"” but owe that quality to the "marvelous
Italian fiber” from which they are made, vhose name has also. been
transformed along the way from English (Rylon) to Italian (Railon). The
first two ads (figs. 1.5 and 1.6) describe the product's development as
long-awaited and painstaking, the result of six years of research by
high-ranking executives and demanded by the public at large. Like Paglieri
Velluto di Hollywood, these stockings are asserted to be as good as the
American standard. The spelling of nylon subsequently changes (figs. 1.7
and 1.8), however, to conform to 1Italian pronunciation as its Italian
production begins to bé stressed. Now the chemical processes involved have
been claimed as 1Italian while the mechanical ones remain American and the
resulting product retains its original quality, which is now not only
comparable to that of Amer;can goods, but Bett;r than any of the European
competition. In the fifth ad (fig. 1.9), the identity of "the marvelous
Italian fiber" as nylon 1s presumed to be Obvious enough not to merit
special mention. Likewlse, by this time, the emphasis has shifted somewhat
away from the "American” exchange value to use value-motivated
considerations of quality, comfort and durability which is reflected in the
accompanying headings and 1llustrations, small sketches meant to schematize
emphasized qualities, ranging from skyscrapers "and scientific equipment to '
artists’' materials and the product itself (fig. 1.10).

In practice, the product image 1s usually implied by a composite of
brand 1mages rather than be%gg deliberately created.!?® Thus, in a
contemporary context this image 1s likely to be fragmented, composed as 1t
1s by various brand images which have been designed specifically to
contrast with each other, and, 1in fact, this fragmentation may form a
market system in which brands of different product types actually typify

~
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similar characteristics within their brand images.l*¢ However, since
American brands essentially determined their own product images in the
postvar Italian market, this 1s not the case wvithin the ;ample studied
here. Whereas this seeming arbitrariness could justifiably provoke a
certain degree of consumer confusion as brand  images conflict with each
other, either because unrelated products are promoted as having the same
image Oor because several products are promoted as being "different” from
each other through very similar product images, during this period American
advertising had exactly the opposite effect: since brand and product images
wvhich included American goods were relatively similar their composite was
homogeneous, offering access to a stable purchased identity through a
variety of commodities.

Interestingly enough, there vas one ad within the sample which
specifically acknowledéed advertising's potential to confuse through
conflicting exghange value claims (fig. 1.1l), No such allegations are to
be made on behalf of its product (Ipana toothpaste), the 1955 ad insists;
they aren't necessary because it works. Such a claim essentially harks
back tc an earlier and ‘"simpler" understanding of the purpose of both
advertising and consumption, which held that advertising existed primarily
for the purpose of disseminating information relative to a commodity's
efficacity 1n accomplishing a specific, perceptible task and that
consumption, correspondingly, served as an attempt to accomplish such a
task. Thus, the motives underlying an advertisement such as this one
stressing use value claims must have been an acknowledgement of a certain
consumer dissatisfaction stemming from a growing awareness of the arbitrary
nature of the properties advertised as the respective "unique selling

points” of various commoditaies.
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Given a measure of consumer skepticism, then, the purpose of the product's
"American-ness” was not necessarily only to attribute it with the measure
of glamour accorded to it by its identification as an integral part of that
desirable consumer lifestyle known as the American way of Life, but to
assert that it was functionally superior to competing brands, since the
sole evidence provided for this product's effectiveness is 1its American
development and popularity. Such a re-definition of commodity
"American-ness” claims from the original implications of conferred prestige
to promises of improved performance is not a rejéction of the notion of
commodity exchange value, but ar acknowledgement that the existence of such
values was already widely-accepted. 1In other words, the assumption which
seems to underlie this Sd is that a general American endorsement |is
sufficient,.in and of itself, to attest to the unqualified superiority of a
particular product. Faced with such qualifications, its message would seem
to be, "Why look for any other kind of gratification? If this toothpaste
cleans teeth better than any other (as millions of Americans believe 1t
does) then it pro;ably also does everything else those other toothpastes
claim to do better than they do."

Given the circumstances peculiar to postwar ltaly, therefore, it was
sufficient merely to advertise a commodity as American 1n order to increase
its sales. Consequently there existed two fundamental exchange values,
"American” and "non-American,"” which incorporated most advertised products.
In a sense, possibly because Of the relatively less sophisticated methods
used by European advertisers, this worked far more to the American
advantage “than otherwvise since the two images were not equally
well-defined. The American brand/product image was basically reducible to

characterizations of the scientific and/or glamourous (incorporating
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appropriate adjectives, personalities and folk beliefs), while the
non-American wvas indistinct (except when it imitated the American) to the
point of seeming non-existence because advertisements for European products
seldom relied upon brand images, stressing instead the  utility or
avairlability otttheir products. '

In addition, both the brand/product 1mage and, by extension, the
system of differences to which it belongs must necessarily derive from a
pre-existing system of signs, appropriating an antecedent relationship in
terms of which the commodity may be understood. Such images, therefore,
must be fashioned from ideological presuppositions which are already
widely-recognized within society as a whole, although they may be slightly
modified within the context of advertisements. Stipulating that “"the task
of the advertiser 1s to design the package of stimuli so that 1t resonates
with information already stored within an individual, and thereby induces
the desired learning or behavioral effects,"!’ Tony Schwartz supports
Elizabeth Cowie's observations about the creation of meaning in
advertisements. As she puts it:

The image will draw on elements from other 4images and
will use notions, concepts, myths, etc. already available
in the culture. The image will not just reflect these
however, but 1in reproducing them will reform them
producing new meanings as it sets in play its connotative
system -- its rhetoric.i?®

In other words, the reason why an advertisement's symbolic
representation of social relations is effective in promoting sales is
precisely because of the pre-existence of these relations. "American-ness”
could never have been viable as an exchange value unless American

superiority and desirability was already a commonly accepted state of

being. This credibility wvas, in turn, due to the longstanding tradition of
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Italian admiration for American wvays and their temporary exhaltation by
political propaganda. In thus allying 1itself with popular knowledge,
advertisements are able to establish claims for the products they represent
wvhich appear common-sensical and almost taken for granted, the product
image being a logical extension of such assertions. From the advertiser's
point of view, these symbolic associations have a number of pragmatic
objectives, chief among which are to differentiate a brand from other
products of the same type and to attribute it with distinctive qualities
for the purpose of making 1t easily remembered, rather than to manipulate
ideology, although they may ultimately have this effect.

The extent of a product's perceived integration with the lifestyle
models it is supposed to represent is determined by the degree to wvhich it
is portrayed as playing an active role in the process or state of being
depicted. Kline and Leiss have appropriately termed this factor a
product 's "psychological utility:"

The commodity appears designed for personalized use by
fulfilling a psychological role.... Moreover, with the
increasing implicitness and ambiguity in advertising
imagery, the commodity seems to become a "projective
field” in vhich the human states of feeling achieveable
in consumption are fluidly superimposed upon the
non-human, physical-sensory aspects of the commodity.
Stretching the metaphor for a moment, the mask of the
fetishized commodity, having incorporated the abstract
qualities of human satisfaction, has more recently become
mirror-like, reflecting back the vague and distorted
images of well-being to be achieved in consumption.?i?
In other wvords, the commodity is increasingly viewed as a personlfication:
acting as an intermediary between the consumer and the matetrial as well as
the social world, until ultimately "the use of the commoditj with
particular symbolic qualities merges with the identity of the user."?® In

this vay, the consumer is drawn into the positive world view expressed by a

) ~
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composite of the various lifestyle models, an end for which their
desirability alone does not suffice. Rather than merely envying the
depicted users, the audience must realize the possibility or, indeed, the
necessity of being like then.

Following this 1line of reasoning, the lifestyle-models-as-exchange
value hypothesis can be understood as dynamic. Not only 1s the
relationship between advertising imagery and popular culture a reciprocal
one, mediated by people who both create and decigher this symbolism, but
these socially-meaningful and socially-derived symbol systems also develop
into a self-affirming i1deoclogical system. Building from these premises,
the purchased identity itself is equally interactive: because
advertisements insinuate a pre-existing unity of consumer and product, the
identification process is two-way. commodities are given symbolic meaning
(exchange value) by advertisements whose message is essentially that
consumer and commodity are somehow "made for each other." Conversely, it
is this value, actually the consumer's own identity, which makes the
product desirable and increases its salabil}ty by offering 1its consumer a
means of reinforcing his/her self-perceived social status and personality.

Since the promotion of consumption necessarily involves creating this
impression of its desirability (or, more 1indirectly, the benefits of
possession), advertisements tend to promote positive values. Ideological
conflicts are therefore ignored, either through selective representation of
positive associations or, with more difficulty, through the use of
relatively unambiguous {(i.e., widely understood as "positive™) signifiers,
such as "American-ness"” in this instance. 1In many cases, then, ideological
presuppositions must be restructured within the advertising text in order

to provide commodities with stable cultural identities and fdcussed appeal.
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For instance, Italians derive some sense of personal and national
pride from the food they eat. If Italian cuisine is believed to be more
delicious, then the merits of American food must be presented, for the sake
of commerce, as different from those of Italian food -- or competing on the
basis of some quality with vhich 1Italian food has never been attributed.
Essentially, the criteria of excellence must be re-defined, which in this
case means that Americans must eat more nutritiously, sensibly,
economically: in short, they must eat "scientifically.” Given this sales
pitch, therefore,6 it is fortunate and not particularly surprising that the
products presented are convenience foods. By far, the most prevalent of
these are crackers, offered as a substitute for the traditional Italian
bread. Nabisco Premium saltines used the campaign slogan "come il pane,
meglio del pane” ("like bread, better than bread”) and stressed the various
qualities which accounted for this superiority in individual ads. One
particularly stressed the dJdifference between saltine crackers and the
competition by claiming that they ;ere more appetizing, flavorful and
nutritious than similar food (E}ead) vhich was likely to go to waste,
veighed heavily on the digestion and was fattening as‘vell (fig. 1.12).
another emphasized the crackers' popularity in the United States (fig.
1.13), but the real attempt to link Americans with cracker consumption came
from the Italian competition, Saiwa's Krek crackers. After reiterating the
Nabisco formula for healthier carbohydrate consumption ("eat crackers
because they are as nutritious, lighter, easier‘to digest, less fattening,
mo;e long-lasting and less expensive than bread"), these ads first asserted
the value of crackers as a beauty secret of American film stars (fig. 1.14)

and then (fig. 1.15) as a universal diet aid useful in the treatment of

many significant health problems (nephritis, diabetes, heart disease),



Ao

ONE 62

making them better than bread on its own terms, but also something that
bread is not and never before presumed to be, which is medicinal. .

values thus realigned are re-integrated into the social context,
their repetition in an advertisement having served to emphasize or confirm
their veracity. Reinforcement of the ideological status quo, or even the
interests or beliefs of a dominant group over minorities, could then be
seen as an important ideological property of advertising, a function whose

impact could also conceivably extend beyond the sphere of commerce.

~e

o Insscurity and the Realization of Nev Needs

In contragt to these lifestyle models and the others whose lives they

are meant to represent, the potential consumer is bound to feel

&
disadvantaged or 1inadequate. Advertising then can minister to these

socially-derived insecurities and the consumer's self interest, creating
from them nev needs for which a commodity may be advanced as a means of
satisfaction, thus fulfillinq the marketing objective of creating increased
demand for a greater number of products by a larger number of people. As

Stuart Ewen says:

The advertisers are concerned wvith effecting a
self-conscious change in the psychic economy, which could
not come about if they spent all their time talking about
a product, and none talking about the "reader."... The
instinct for "social prestige” as well as others of a:
broad "constellation" of instincts are channelled into
the terms of the production system. The use value of
"prestige,"” of "beauty,"” of ~ "acquisition," of
"gself-adornment,” or of "play" is placed in the service

r
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of advertising's basic purpose -- to provide effective
mass distribution of products.?!

Thus, the viability of the advertising system goth depends upon and
reinforces a notion of the seit—conscious consumer constantly scrutinized
by his fellow men, taking stock of his status relative to them, and seeking
consumption-oriented means to better his/her situation. An ad like the oOne
Rugget shoe polish ran 1n 1954 makes this assumption explicit. “People are
looking at you,"” it warns, "and actually start to judge you right from your
shoes! Trust them to Nugget, the wax famous on five continents.”

¢ .
In Italy, as in the United States (and probably the rest of the

world, as well), this 1nsecu;1ty is the primary instrument of persuasion in
ads for personal hygiene products. Colgate toothpasfe ads throughout the
Fifties (fig. 1.16) featured a sort of oral hygiene-oriented "advice to the
lovelorn” column in comic strip ;ormat, in which various common romantic
problems (sexual rejection, spinsterhood, desertion of lovers, alienation
of spouse, etc.) are depicted, attributed to poor dental health and

‘resolved by a professional examination and regular brushing wvith Colgate.

Likevise, even candy ads used this appeal, as Lifesavers did when it began

- one of its ads, "How many Xisses have been lost because of personal

carelessness?" (fig. 1.17). The question 1s never answered, but 1t really
needn't be: a potential problem has been identified whose solution 1is
painless and as available as the nearest candy counter. The adveriising
text's primary function, 1n these instances, 15 to re-assign familiar
values, feelings and concepté to the marketplace 1in ¢@rder to advance
particular commodities as solutions to problems which are essentially
social. Above all, such advertisements are designed to reinforce existing

socially-related anxieties or, if possible, to create new ones by

7
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convincing the consumer that "decent" people don't lf§é the way he/she

* does. This strategy serves a secondary function in turning the consumer's

critical faculties away from the text's assertions about the préﬁggg and

&

towards the qualliy of his/her own 1lifestyle, thus making the relationship

between product and represented 1lifestyle less %pestionable and,

v

ultimately, part of a created ’reality.” " The advertising text can
therefore be seen as emphasizing negative conditions relating to the

individual (fear and discontent) while only implying their replacement by

positive ones in his/her social egvironment through the intervention of the
product. Ewen again emphasizes that the sole solution advertising holds
out for the otherwise-discouraged consumer to meet the standards implied by

1ts lifestyle models, emphasizing that:

Consumerism [is] a world view, - a "philosophy of life."

But it {is] not a world view which [functions]-purely in-
the economic realm -- selling of goods. while it

[serves] to stimulate consumption among those who have

the vherewithal and desire to consume, it also [tries] to

provide "a conception of the good life for those who [are]

despairing of the possibility of well-being in their

immediate environment.??

¥

.
>

This framework implies a "self-fetishization," the consumer's " own

,individually perceived exchange value derived from that of the -products

he/she consumes, which 1n turn defines a "commodity self" and establishes a
positlon for him/her within the socio-cultural context. Adv;rtising,
therefore, uses the "social self,” the 1individual's self-definition 1in
terms determined by others' approval or disapproval, as the foundation of”
1ts message, encouraging self-criticism and narcissism vhile implying that
personal attrlbut;s determing social standing and,c’ ultimately, the

consumer 's ability to "successfully" perform his/her social role.23

By the 1950's, advertisements for American goods in the Italian press

. . .

~
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A

.typically began with exclamations like "Finally!" or "At §1ast, even in

Italy!" Such phrases wvere not particularly new or unusual, but they had

had  a different connotation less than' a decade earlier, when products-

heralded with such fanfare were 1invariably being re-introduced to the
market after their distribution ha% been suspended by the war. Later, as a
greater variety of goods became,available,‘these exclamations fook on new
=
Tfanlng. At a certain point, advertlsement:'apparently were ‘selling not
3ust 11test91es, but lifestyles which could ciearly'be tdentifi1ed as
American. The insecurity created by the ad often related to more than tée
consumer 's sexual attractiveness, taking on his/her entire way of life as
man1fested by consumption., Instead of constructing sqflal situations in
ghich failure was assured by doing without a particular commoéity,
compelling the consumer to buy itgin hopes of avoiding this fate,
inadequacy was 1mpfiéd by Qirect comparison with the model, which in this
case rebresented the way of life of an entire nationality rather‘ than a
specific idealized user. American "discoveries” “"finally" on sal& in Italy
were presumably developed in response to needs recognizéd by Americané, for
which they demonstrably had prode;d necessary satisfaction and,
G .
consequently, were accepted as part of American daily life. Acéordlngly,
the fact that they were not developed instead-by Italian industry or even
already desired by 1Italian consumers only seemed to be proofkofd tﬁeir
old-fashionedness relative to the presumed American standard.’ Air Fresh
air freshener }fig. 1.18), a "sensational American discovery," for
instance, promised to “destfoy all unpleasant odors and to purify the air”
as vell as to produce "an inimitable feeling of fréshnéﬁs angd comfort,
making the house pleasant and cozy." But, by asking "Haveﬁ't you tried it

8
yet?", one of its 1950 advertisements insinuates the relative untidiness of
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a consumer who, having never before needed such a product, answvers in the

negative. d

w
This 1mplied inferiority 1s 1tsel? a means of creating consumer ¥ants

)
or even\ pseudo-needs which, given their fundamental nature as a desire to
become more like the model 1dentified as American, are more Or less
guaranteed to be 1nsatiable. Thus, by perpetually exﬂlbxtlng partlculbar
commodity-dependent situations as aspects of everyday American life to
audiences whose knowledge of i1t was almost necessarily limited to just such
representations, advertisers ultimately benefit from the 1insufficiency of
the goods they promote to fully satisfy the desires which prompt their
consumption. In other words, since the motivating factor behind consumer
purchases and the basic appeal of advertisements themselves 1s, 1n this
case, the degire to live like Americans (to be as conterg as Amen[:a.ns
appéar*to be 1n Hollywood films, U.S. gqovernment-sponsored propaganda and
the accounts of Italians who speak with the authority of first-hand
experience) any satilsfactlon conveyed by consumer gqoods can only be
partial, at best. Consumers in search of consumption-derived happiness and
a self-image based on advertising's lifestyle models, therefore, would be
obliged to repeatedly select from the various available product types wvhich
promise suc¢h results.
!

within th; marketing literature these phenomena are collectively
described by the "trickle-down,” or "two-stage,” system 1in which new
i)roducts are introduced to residents of urban centers, on the grounds that
they have a- higher «discretionary 1ncome and a consequently greater
ylllxngness to experiment with their own consumption patterns, before

distributing them more wldely'.“L‘ Thus, there are created two distinct

classes of consumers: the privileged and those who emulate them. Clearly,

-~
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in this 1nstance, these consumption-based definitions of class also appear
to correspond to nationality, accentuating geographically-derived
differences, while investing them with a broader meaning -- which was that
of American superiority. In such respects, the advertising system served
propaganda‘'s ends 1n postwar Italy by advancing (or perhaps creating, as
will be discussed 1in the following chapters) American strengths and
creating an 1nternational hierarchy which generally valued the American
over the Italian and benefitted both propagandists and manufacturers by
reinforcing this American-dominated structure of aut}honty and control.
The nature of "trickle-down" marketing 15, after all, not only that it
creates a consumption elite whose standards non-members <can afford to
ignore only at the risk of ostracization, but that the opportunity 1t
provides for them to close this gap (consumption) 1s 11lusOry although
they may feel that they are upwardly mobile because their standard of
living has evolved over time towards that enjoyed by their supposed
superiors at the begimning of this time frame, their relative status
remalns more or less unchanged because the top end of tHe scale has also
advanced correspondingly.?¢ Thus, the consumption "treadmill” 1s put 1into
motion. advertisements first make the consumer aware of the symbolic
properties of goods and their users, his/her own ability to acquire these
qualities him/herselt through the acquisition of appropriate commodities,
and then offers the disappointing nevs of the rest -of the world's
progressive evolution and the new standards of "normalcy” it has

engendered.

= ~ N/
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Individuality vs. Social Status

-4

In order to lJend further credibility to their = created world-view,
persuaslve communications like advertising and propaganda tend to follow a
strategy of always addressing the 1ndividual as a member of a crowd (and
therefore part of a sort of community of values and beliefs) which, 1in
turn, discourages critical examination at the individual level. Jacques
Ellul observes that:

The 1ndividual never 1s considered as an 1ndividual, but

always in terms of what he has 1n common with others,

such as his motivation, his feelings or his myths.... The

individual is considered part of the mass and included 1in

1t (and so far as possible systematically integrated into

1t), because 1in that way his psychic defenses are

veakened, his reactions are easier to provoke, and the

propagandist profits from the process of diffusion of

emotion through the mass and, at the same time, from the

pressures felt by an individual when in a group.?23
For this reason, advertising bases 1ts appeals on the consumer's desire to
be counted among a particular group and, by extension, reinforces a sense
of personal identity. 1In Italy, at least during the postwar period, group
affinities within advertisements often, 1f not always, seemed to be drawn
along national lines, despite the fact that 1Italy was very late in
developing a national identity among 1its 1nhabitants who until relatively
recently did not even share a common language, speaking 1nstead a variety

of regional dialects. Nonetheless, there were no appeals based on

merbership 1n interest groups (political parties, professions, hobbies,
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etc.). Actually, this may be due to the fact that nationality was not only
the most all-xnclusi;e "interest group” possible, but also the most keenly
felt. I1f, followving Ellul,?* nationalism 1is often created out of
-~/
widespread oppression, giving a common focus to otherwise disparate
factions (the aforementioned political party members, professionals,
hobbyists -- and, 1n this case, 1nhabitants of different geographical
regions), then circumstances 1in }Italy during the late ‘1940'5 and early
1950's could easily have been quite favorable to a development of national
feeling: the war just fought had been a national one against an enemy
equally menacing to Italians of all provinces and was accompanied by
nation-wide devastation, poverty and individual loss. However, 1t should
doubtless be mentioned that the war alone could never have sufficed to
produce feelings of national solidarity among Italians since the event
itself had been a divisive onme: pitting the Fascist regime against the
popular Resistance movement and polarizing their respective supporters:
Thus, as Italians attempted to push aside the political differences which
had stood between them 1n times oOf war, there existed at least a rare
potential for national unity which, for the same reasons, were probably
accompanied by a heightened sense of international fraternity, aslvell.
The American government, in particular, was also actively attempting to
demonstrate the deep-rooted affinities between Italy and itself (which took
on the appearance of a true commitment to getting the nation back on its
feet) by stressing the numbers of 1Italians who had taken American
citizenship and the chance for others to do the same. consumers,
therefore, were recruited on the strength of a commodity's popularity among
fellov Italians oOr those.of other nationalities, of which Americans were by

far the most common. In fact, when Italian acceptance was stressed, the

Lal
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advertised product was certain to bé, American, for which massive Italian
support was calculated to indicate that the benefits of consumption could
be transposed from one culture to the other. 1In a 1952 Lifesavers ad (fig.
1.19), for instance, the immense and growing popularity of Lifesavers among
Italians 1s demonstrated by sales figures and the results of a marketing
survey, then contrasted with similar, although even more spectacular,
statistics from the United States. Thus, the primary 1nducement to
potential consumers was to reinforce the group identity (nationality) which
wvas their birthright by engaging in a common pastime, the consumption of
thefavers. Secondarily, but perhaps even more 1mportantly 1in light o} the
entire system of ads vithin which this oOne was produced, was the
implication that Lifesaver consumption was a wvay Of being not only very
Italian, but more American, as well. This appeal was sometimes used in
reverse, as 1t wvas 1n an ad for an Italian brand of orange juice (fig.
1.20) which cited the popularity of juice-drinking among Americans and its
responsibility for their vell-being as a reason for Italians to adopt the
habit.

Likevise, since advertising 1is “"selling” both social status and
personal 1dentity, advertisements must simultaneously address the consumer
as both part of a group and as an individual, as similar tc other people
and as different from them. Its mode of address 1s usually such that
he/she 15 recognized as already being part of a specific group, those
depicted within the ad as leading a "desirable” lifestlye, either through a
caption (e.g., "People like you ..." or "Your friends ...", referring to
the depicted group) or by visual conventions such as camera angle oOr the

direction 1in which the depicted individuals gaze, both of which can imply

the co-presence or identity of the viewer with those illustrated.
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Consequently, the "selling” of this lifestyle/identity package is even more
indirect than might first be 1imagined, since the consumer is to be
convinced not that he/she is a potential member of a group of product users
but, as Williamson asserts, that he/she already belongs.

This 1s where "totemism"™ becomes part oOf ideology: you do

not simply buy the product in order toc become a part of

the group 1t represents, you must feel that you already,

naturally, belong to that group and therefore, you will

buy 1t.... You do not choose in the shop, but in response

to the advertisement, by "recognizing” yourself as the

kind of person who will use a specific brand.?’

Another Paglier: Velluto di1 Hollywood ad (fig. 1.21), for instance,
was headlined “S1, siete bella'" ("Yes, you are beautiful!”), and then
proceded to undermine this attributed beauty by acknowledging that it was
not natural but commodity-derived and precarious. Yes, you are one of the
beautiful people, you do 100k 1like a Hollywood movie star, the ad says,
"but 1t only takes one caress to destroy the veil of beauty that loose
powvder spreads ovér your face! Give your Jskin a8 softnees, a smoothness, a
luminous quality that will last all day! For the sake of your beautiful
face, start using the most acclaimed discovery of modern cosmetoioqy.
Paglieri has finally created "filmpact” for you: the solid powder, Velluto
di Hollywood!" The assumption behind such methods 1s something along the
lines of the old saying, "You can catch more flies with honey than with
vinegar."” In other words, it 1s hoped that by assuming a higher status
than the consumer actually enjoys an advertisement may compel (or shame, as
some would have 1it) him/her toO consume as a "natural” extension of a
lifestyle/identity already presumed to be his or hers.

Therefore, Williamson contfnues, the same practices used to establish

group identity also constitute the consumer as an individual within it (the
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"you" in “"People like you" and "Your friends").

Although the aim is to connect a mass Of people with the

product, to 1identify them with 1t as a group, this can

only be achieved by connecting them with the product as

individuals,.one by one.... There is only one receiver of

the ad, the subject "you,” already there 1in the very

address. However, this address applies to all of us, and

none of us: as an 1ndividual this imaginary subject does

not exist, but 1in that ve each®become” him or her,

he/she exists as a set.... We consumers constitute a

totemic set of one, we find our identity as part of a

group the rest of which does. not exist. We are

appellated as already in a group of one.??
Advertising thus presents the consumer with an ideal which he/she believes
to be attainable, given advertisements' presentation of (or allusion to) a
group 6f people; the product users, who epitomize it. The consumer, then,
is left 1in an ambiguous position: he/she is acknowledged to be 1like the
product user group, but somehow second-class, technically belonging instead
to the "non-user” group which has no identity of its own. Hence, the
consumer has one foot 1in each camp, s0 to speak, and feels almost obliged
to buy the advertised product as a means of clarifying the situation. The
confusion created by the amorphousness of the non-user group (made up of
potential consumers) 1s further compounded when the 1individual 1identity
assigned to the consumer within the text 1s shown to be a complicated one,
elther 1ncorporating a multi-faceted personality, a difficult and
fragmented lifestyle or even representing him/her as being physically
fragmented 1nto a complex of bodily parts all of which seemingly have a
personality, complete with needs of their own. The commodity, then,
recognized as "you," seems to represent the only tangible juncture of all
of these scattered bits of identity.

Since parts of you have. been claimed as separate objects
by advertisements, in order to get back these "lost
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objects” you must buy them and recreate yourself out of

your own “"spare parts;” a sort of "Identikit."” 1In buying

products with certain "images” we create ourselves, even

our past and future. We are both product and consumer;

ve consume, buy the product, yet we are the product.

Thus our lives become our own creation, through buyjng an

identikit of different images Of ourselves, created by

different products. We bpecome the artist who creates the

face, the eyes, the lifestyle.??®
In circumstances like those discussed here, where the advertised identity
1s clearly more aspired to than innate, the consumer /commodity
1dentification would most likely be even more a result of a process of
consumption: the consumer progressively constructs an "American-style”
self-image based on the attributes supposedly conferred by previous
purchases. For example, beauty product ads customarily build on each
other, offering more and more assistance to a precarious sense oOf
self-esteem. If a woman buys Max Factor cosmetics in order to 1look like
their other users, American movie stars, she will probably be willing to
acquire additional commodities (like soda crackers, for instance) which are
said to be 1integral to their lifestyle 1in order to "complete" her
identification with them. This is particularly likely if subsequent ads
are able to imply the insufficiency of a single product to this end, as the
second Paglieri ad (fig. 1.22) does. In other words, as long as the
consumer can be convinced of having fallen somewhere short of advertising's
ideal, despite his/her efforts to purchase the appropriate goods, the
potential for further sales is 1intact,.

Once the consumer has been incorporated into the text in such a

manner, convinced of a certain measure Of both social acceptability and
individuality, he/she presumably acts upon what A has been described as part

Of his/her identity by "choosing” to consume the specified product and, in

so doing, reaffirming both a supp%:ed group 1identity, by seemingly



participating in a "user lifestyle,” and a sense of individuality
manifested 1in the act of consumption (and the implied possibility of
non-consumption) itself. This, 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 identity is allied so closely with
the consumer's. His/her rational 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 1s the function of ideology: it gives us the
assurance that we are ourselves, separate 1individuals,
and that we choose to do what we do.... In an
advertisement, we are told that we do choose, we are free
individuals, we have taste,6 style, uniqueness, and we
will act according}y, In other words, having been
attributed with the qualities connected with a product,
we are ptBjected as buyers of it, precisely because
"given” that we "have" the belliefs 1implied in the ad, we
will act in accordance with them and buy the product that
embodies those beliefs. It is a sort of "double-bind."3°

Consumption 1tself, then, represents the unique means whereby the consumer

may enter into this system of relations, uniting it with the everyday

[

reality of his/her lived experience, becoming by virtue of ownership the
"you" described by the advertising texts. Howvever, if for no other reason
than that the fragmenting and alienating functions of advertising never
cease (there being a seemingly .limitless number of new products and new
advertisements to promote them), the "self” it provides never seems

complete. Once again, Williamson concurs:

Advertising ... offers us an image of ourselves that we
may aspire to but never achieve.... Advertisements
alienate our 1identity in constituting us as one of the
objects 1in an exchange that we must ourselves make,
thereby appropriating from us an image which gives us
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back our own value, 3!

Obviocusly, if an important inducement for Italians to buy American
products was the expectation that they would thereby become "more American”
themselves, they vere necessarily destined to feel inadequate, creating
potential desire for even more accoutrements of Americanism to fill the
void. 1In this manner, the ideology of consumption perpetuates :1tself and,
in so doing, fulfills the primary advertising objective of promoting
consumption. Being essentially based %n itself, 1t takes on what Lukacs
has called a "phantom objectivity, an autonomy that seems so strictly
rational and all-embracing as to conceal every trace of 1its fundamental
nature as a relation between people."?? Because the social nature of the
relationship between things 1is unclear, the brand/product image is not
reco%?ized for what it 1is: a symbolic representation of a relationship
between people into vhich the consumer 1s invited to 1n§ert himself through
the act of consumption.

Its completeness and seeming accessibility make the model of the
social order ofteréd through advertising attractive toﬂthe consumer , Vvho by
participating 1n it (consuming) is doubly 1i1nduced to believe 1in its
authority, since if he/she does indeed derive some measure oOf his/her own
identity from the symbolic properties of goods, lack ot faith in these
properties as represented in advertising would undermine his/her sense Of
"self.” Because he/she somehow "belongs” to the order represented within
the text, either in his/her role as consumer (by belonging to the "user
community”™ wvhose lifestyle ;k ‘represented in the ad) or in that of
reader/viewer (who may be included by its mode of address, the nebulous
"we"h.and “"people lixe you,” and/or by the physical attitudes or

characteristics of the personae depicted), he/she 1is not inclined' to

. r
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question 1t.
}

In addition, advertising's "voicgéé 1s anonymous and seemingly
sourceless, a phenomenon that Williamson maiktains effectively augments the
"we" appellation by leaving a sort of space through which the consumer can
be conveniently inserted into the text.

Advertising seems to have a life Of 1its own; 1t exists 1in
and out of other media, and 1t speaks to us in a language
we can recognize but a voice we can never identify. This
18 because advertising has no "subject.” Obviously
people invent and produce adverts, but apart from the
fact that they are unknown and faceless, the ad 1in any
case dpoes not clawim to speak from them, 1t 1is not their
speech. Thus there is a space, a gap left where the
speaker should be; and one of the peculiar features of
advertising 1s that we are drawn 1in to fill that gap, so
that we become both listener and speaker, subject and

object. This works 1n practice as an anonymous speech,
1nvolving a set of connections and symbols.??

Yet another “"gap" conveniently created by advertising rhetoric/ which 1s
instrumental 1n advancing both its own believability and the desirability
ot cxchlngi value-promoted goods 1s the éustomary lack of discussion of the
advertised product as a purchasable commodity. In omitting references
pertaining to the moment oOf sale (such as gtlce), the inevitable necessity
of expenditure (certainly a "negative” factor) is de-emphasized, allowing
attention to be focussed 1instead on the alleged mythical properties of
goods and the ad's ideological‘§etetences. By portraying the commodity as
an idea, references to tangible, empirical features related to perfoOrmance
are subordinated to psycho-cultural ones and the consumer's realization of
the fundamental similaraity of competing brands 1is minimized. The
advertisement. generally functions, then,6 tO Create a self-enclosed universe

whose authenticity i1s confirmed by the iLllustrations it contains?¢ and

reinforced by its own exclusion of any information pertinent to production
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and exchange, thereby discouraging its audience from questioning its
motives and veracity. ’

Thus, the i1deology of advertising, 1like other coexistent ideclogical
systems, can be seen tO represent a relationship between 1ndividuals and
the social order by the substitution of symbolic relations within the
advertising text which are self-contained or "closed,” and therefore appear
to be objective, for social ones 1in the world of the consumer's lived
experience which, thus reinforced, then begin to appear "natural.” Within
the logic of such systems, the consumer 1s able to construct a
self-conception vhich incorporates notions of both independence and group
membership and is confirmed primarily through the act of consumption.
Hence, the real “need” fulfilled by consumption, and 1n some wvays
reinforced by the 1deology of advertising (through manufactured anxieties

and/or the fragmented consumer identity) is not for the material properties

of goods alone, but for self-affirmation.
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Illustrations

Pig. 1.1 (Tempo, 1949)
Hine “Stars” out of 10 prefer it!

"l always use LUX Toilet
Scap. It isn't possible ta.
find a socap more pure ..."
-- Dorothy Lamour

The whiteness of Lux perfumed soap is
the best proof of its purity. For this
reason, every voman watchful of her own
beauty will use LUX perfumed soap.

LUX ... the toilet soap of the "Stirs."

Fig. 1.2 (Marie-Claire, 1954)

IT WON'T GROW BACK! YOU'RL BE LIKE THIS TOO
without a single unsightly hair, 1f you
rid yourself forever of the tribulation and
humiliation of UNNECESSARY BODY HAIR with the
most up-to-the-minute, utterly amafxng
scientific treatment of AMERICAN ATRIC " OIL
METHOD that women of all ages can employ at
home, alone and unbeknown to anyone, wvith the
greatest oOf ease to DESTROY HAIR AND ITS
ROOTS ONCE AND FOR ALL, PREVENTING ANY
REGR@VTH, without causing harmful side
effects or pain. REST ASSURED! with no
obligation to you, we will send you FREE
instructions in a plain, sealed envelope.
Let us have your address immediately by
vriting to AMERICAN ATRIC OIL METRHOD 6.
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Fig. 1.3 (Tempo, 1949)

GONE WITH THE WIND (Metro Goldwyn
Meyer) ... reveals the irresistible
charm of Scarlett O'Hara. Siade's

. Col Vento will irresistibly reveal
your charms.

Pig. 1.4 (Teugg(KISSI)
*
Everyone vill admire your beéauty.

You'll be truly spell-binding with
complexion that's as delicate and
uniform as soft velvet. You'll stay
this way all evening without

touchups because Paglieri has
created the Movie Stars' powder for °
you. ’

-

‘ som veroments shsconamte con. qulla pelle dele

wen dub od wnil come un mevbide velwis
Sempra con por Wiy lo e leawe bisogne &
tilarVi le teelette perche faglieri he crecte
per Yoi le c.21e deile Dive del Cinema

Ve/ulo o

[ :'E f1ollywood
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) Pig. 1.5 (Tempo, 1949)
o Make your beauty stand cut today! '
h Here's how your face can instantly
become amazingly glamorous ... with
' the Stars' "nake up" in Color '
Harmony,K created by Max Factor.
--Pan Cake Make Up
dr --Powder
: colori --Rouge
1 cresra da --Lipstick
- /;/axﬁzdor . '
. e These are the four i1ndispensabple
Ppar=—~o N 0 requirements Of the most seductive
‘ -.‘-“\\7 ) L stars on the Hollywood screen. Try
n Pam Caum 0N € A o the Color Harmony make-up that's
o e D — gl right for you ... and see vhat a
e e T caaa | e e surprising difference 1t makes 1in
:-;r;'m;"'_"‘-“‘:i'"_'"_"‘_‘.:]:.""‘.._.‘: the way you look. Created for the
. - """";‘:l‘": . Stars and you by Max Factor
B 1 quattro induspensabnli requimin delle
P :{.‘:\“-ed‘:::nn%ltnt lello ehermo  Hollywood. Hollywood. This Christmas, ask for

a Max Factor Hollywood assortmhent 1in
Provate il * Ritocco ™ in Armoma d C:“’" =;‘_"'TW an elegant plastic box. In  all
per Vor. . e vedrete quale sorprendents diffe- major cosmetics stores.

-renzs cse0 crea oella Vostra spperenza.
CREATO 1.8 LE STELLF + PFR VOI Ja
Q { !
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Fig. 1.6 (Tempo, Peb. 8, 1947)
At last, fine NYLOW stockings!

Made with American machinery and
chemical products, Fama nylon
stockings are the same quality
scld 1n the best American stores.
So0ft and smooth, finely-knit and
elastic, they are as beautiful as
f£ama natural silk stockings.
They cling perfectly and don't
bag or wrinkle. Exceptionally
durable, they come in  four
extra~colorfast fashion shades.
Fama is proud to provide 1ts
customers with the fine Nylon
stockings they've been vaiting
for.

o
Fig. 1.7 (Tempo, Peb. 22, 1947)

Aftsr six years Of research in
the land of NYLON ...

Fama's directors just returned to
Italy a fev months ago. Only now
can ve 1ntroduce our Nylon

stockings. Made with American
nachinery and chemical products,
Fama nylon stockings are
beautiful, soft, smooth,

finely-knit and elastic like Fama
natural silk stockings. They
cling perfectly and don't bag or
wrinkle. Fama's five Nylon
styles, in four fashion shades,
are comparable to the best
American Nylon stockings.
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COME LE MIGLIORI CALZE

AMERICANE DI %a‘zon

le Fama di Nailon sono lubbd-
cote col meravigliosa filato tialiano
Naillon con macchine ¢ apprett
americans. £ per quesio che esse
1000 diverse dalle altre suropes
od hanno particolaritd assoluta-
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durata, le calze Foma di Nan';:

ungono una speciale mor
:33:’0. 9cl4ullcll¢ e bellezta della
maglia che le fa sembrare calie
foma di seta noturole. Aderiscono
periettaments aila gomba e non
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Fig. 1.8 (Tempo, March 15, 1947)

NYLON stockings of ezxceptional
beauty ...

Fama Rylon stockings are
different from any other produced
1in  Europe. Made from the

marvelous Italian fiber, Nylon,
with American nachinery and

techniques, they're the same
quality sold in the best American
stores. soft and smooth,

finely-knit and elastic, they are
as beautiful as Fama natural silk
stockings. They cling perfectly
and don't bag or wrinkle.
Exceptionally durable, they come
1n four extra-colorfast fashion
shades.

—

Fig. 1.9 (Tempo, March 28, 1947)

Like the best American NYLON
stockings ...

Fama nylon stockings are made
from the marvelous 1Italian fiber
Nailon, with American machinery
and techniques. That's wvhy
they're different from others
made in Europe and have a quality
unique unto themselves. of
exceptional durability, Fama
nylon stockings are Kknitted with
an * added special smoothness,
elasticity, and beauty which
makes them seem like Fama natural
silk stockings. They cling
perfectly to the 1leg and don't
bag or wrinkle.

N\
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rig. 1l.10 (Tempo, April 5, 1947)

The durability of NYLON and the
beauty of silk ...

are characteristic of Fama Nylon
stockings made from the marvelous
Italian fiber, with American
machinery and techniques. To
exceptional durability is added a
special smoothness, elasticity
and knitted beauty which makes
them seem like Fama hatural silk
stockings. They cllng‘pertectly
to the leg and don't bag or
wrinkle. The five types of Fama
Nylons, 1n four fashion shades,
are of the same quality as the
best Nylon stockings made in the
Uniteéd States.

Pig. 1.11 (Tempo, April 12, 1947)

They don't bag or vwrinkle and
cling perfectly.

These unique qualities of Fama
Nylon stockings are due to the

special treatment of the
marvelous Italian (fiber, Nailon,
with American machines and
tinishing techniques. of
exceptional durability, . Fama

Nylon stockings are knitted with
an added smoothness, elasticgity
and beauty that makes them seem
like Fama natural silk stockings.
The (five styles of Fama Nylon
stockings in four fashion shades
are of the same quality as the
best American nylon stockings.
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Pig. 1.12 (Epoca, 1955)

A Puxzle! cChoosing a toothpaste?
It's not easy! One promises to 11ft
your spirits, another to make you
younger and a third to make your
hair grov back. And there you are,
speechless and confused. But there
is a “quiet” toothpaste: IPANA.
IPANA {s one of the most widely
known and used toothpastes in the
United States and 1s judged by that
public to be one of the best. It
has a delicious nev taste, 1is
prepared according to the most
recent scientific criteria and is a
reliable product * of a famous
manufacturer: Bristol-Myers of New
York and London. IPANA will promise
(and guarantee) one thing only: to
clean your teeth well,

IPANA resolves your doubts.
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Fig. 1.13 (Epoca, 1955)

They're MORE appetfzing and NOT a crunb is wvasted.
They're NORE flavorful and NOT heavy on the digestion. .
They're MORE nutritious and NOT fattening.

For every taste, for every need,
PREMIUM crackers, the favorite. Thin,
fresh, crisp WABISCO PREMIUM crackers,
made by Motta. Enhances the flavor of
any food.
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. y Fig. 1.14 (Epoca, 1953)

THEY'LL BE YOUR FAVORITES!

MOTTA, under license from Nabisco, produces America's favorite
crackers for Europe. Golden, crisp, 1ideal for crumbling,
Nabisco crackers are fantastic by themselves, but are also a
delightful accompaniment for any food, accentuating its flavor
and garnishing it to perfection. RITZ crackers: with a
delicate and immistakable flavor, pleasingly sweet and salted,
which results from the careful combination of the finest
ingredients and special manufacturing and cooking processes.
PREMIUM crackers: delicately salted, the secret of their
undisputed success is hidden in the simplicity of their recipe.
They are also produced in an unsalted variety, "unsalted tops."
On any table, like bread, more than bread: PREMIUM CRACKERS,

Everything is better with NABISCO crackers!
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rig. 1.15 (Tempo, 1952)

American uctresses are alwvays
* young and fresh, even after
decades of work. The secret? A
sensible diet based on the
restriction of farinaceous foods

-- and, above all, bread -- for
which ultra-light and- tasty
Crackers, better than

breadsticks, are substituted.

nonpane ma KreK Diela Pig. 1.16 (Iempo, 1953)

1l vitto & specisie e Is dieta ¥ot bread, but Diet EKrek!
Se

sclorursts, | KREK-Diets [sen= When special foods and the
za sale) risponde sile esltevs restricted intake of salts are
m?‘ od & tuttavia indicated, Diet Krek (unsalted)

P & Dlaee e wetere nutrt- both neets  the dietary
:;:d: .2"«‘.':... digeribilith carat- requirements of heart patients,
‘i"‘f.“,.:‘..g‘,,",z;".ff."?'s%":-'.&. nephritics, diabetics, etc. and

yet is tasty and pleasing,
.remaining fdithful to the high
nutritional value and
digestibility characteristic of
"regular" Krek. On sale for only
S0 lire a hectogram.




ONE

88

Fig. 1.17 (Tempo, 1952)
For goodness' sake, don't bring Lulul

That's a good one! I must really be a bore 1f those two don't want me
at their party!
It'd really be a shame if you  d4idn't come, Lulu. It looks like they're
planning something big.
Don't I knowv it! You think I don't wonder why I seem toO be Public Enemy
Number One?
You see, Lulu, boys don't go around looking for ... bad breath! But,
now, don't feel bad! Go to your dentist instead!
(Lulu goes to her dentist)

It's been shown that in 7 out of 10 cases Colgate eliminates halitosis
that starts in the mouth right away. It's also Dbeen proven that
brushing with Colgate immediately after eating 1s the best way to stop
cavities.
Two years of continuous research conducted 1in 5 of the most important
Apmerican universities have shown that brushing the teeth immediately
after meals with COLGATE TOOTHPASTE is the best way to prevent cavities.
The Colgate method has stopped more cavities in more people than ever
before recorded in dental history! No other toothpaste has’ proof of
similar results, the best ever reported for any kind of toothpaste.
Colgate. The Most Widely Sold Toothpaste in the Wworld.

(Later -- Thanks to Colgate Toothpaste)
Thanks to Colgate, no one ever says that our Lulu {s a bore anymore!

-- Use Colgate toothpaste. It gives your breath lasting freshness while

thoroughly cleaning your teeth and helps stop cavities!
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' Fig. 1.18 (Marie-Claire, 1954)

HOov mnany Kkisses have _bsen lost ... because of personal

carelessness!

Sometimes there are many factors working together to ruin the

freshness of your mouth.

Unspeakable events often begin under

such circumstances. Don't jeopardize the favorable outcome of

an encounter that will

capture your heart: in Jjust a few -

moments you can find your self-confidence wvith a Life Saver.
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Fig. 1.19 (Tempo, 1950)

Sensational American Discovery ...ﬁﬁ
HAVEN'T YOU TRIED IT IRT?

Destroys all unpleasant odors and
purifies the air. Gives an inimitable
feeling of freshness and comfort, makes
the house pleasant and cozy.
AIR-FRESH, made from chlorophyll. In
all the best pharmacies and
per fumeries.,

-
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Fig. 1.20 (Tempo, 1952)

Every wveek another million
o Yau! Italians try Life Savers. The
- 300,000 Motta survey responses

un altro milione
d’italiani assagg
il LI1F® SAVERS

received to date attest to a
3 preference for Life Savers candy
-because of its:

-~ quality
-- rich taste
-- practical packaging

310@ mile redpenes parvecwdl
{laore oi’incbicata Meite w/iermase I~

A poutesive o stvemaiie LI SAVIRS per le .
= S 600 million rolls have been sold

Tmee e p &Y * during 1951 1n the United States.

’
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Fig. 1.21 (Tempo, 1951) -

One hundred million Americans drink fruit juice for breakfast,
lunch, dinner, and every tim@in between. For years, it's been
giving them strength, health and well-being. Arance 4l
S8icilta.
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Pig. 1.22 (Tempo, 1949)

Yes, you are beautifull
but it only takes one caress to
destroy the veil of beauty that loose
powder spreads over your face! Give

.your skin a softness, a smoothness, a

luminous quality that will 1last all
day! For  the sake of your beautiful
face, start using the most acclaimed
discovery of modern cosmetology.
Paglieri has finally created "filmpact"
for you: the solid pbwder, Velluto di
Hollywood!® Under filmpact, the skin
breathes and stays young. It's 80
simple to use "Velluto di Hollywood!"

1. Clean skin well using your own
favorite method.

2. Rub Velluto with thé accompanying
sponge. R

3. Apply to face and neck.

4. Let skin rest briefly, then
gently dust off any excess.

!
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(Communications 15, Paris: Seuil, 1970); John Berger, Ways of Seeing
(London: Penguin, 1972); Victor Burgin, "Looking at Photographs®
(Screen Education 24, Autumn 1977, pp. 17-24); Terry Dennett and J.
Spence, "Photography, Ideology, and Education" (Screen Education 21,
Wwinter 1976/77, pp. 42-70); Jim Pines, "The Study of Racial Images: A
Structural Approach" (Screen Education 22, Spring 1977, pp. 24-32);
Griselda Pollock, "what's wrong Wwith Images of Women?" (Screen
Bducation 24, Fall 1977, pp. 25-34); and Susan Sontag, On Photqgraphy
(New York: Dell Publishing, 1978).

b




TWO: The Myth of "American-ness”

raik &

TP N

§
2
2
i
3
%




TWO ) 96

The American Image in Italian Advertising

At the first level of analysis,jthe social relations reinforced and
"naturalized"” by co-mmercial advertising of American and "American-style"
goods in postwar Italy helped to create, or at least supported, belief in a
general American prestige. The American image “"worked" to sell goods to
Italians, first, because oOf the properties specific to advertising itself
whicH actually made these undisputedly desirable representations seem
accessible (but never quite realized) in a way they could not othervise
have been, This feature of advertising helped to highlight differences
between_ users and non-users, making the commodity the critical distinction
between them, and consequently 1nvest1r;g it with the status of the "user
community” (the United States), making of it a point of entry that the
consumer could then use as a means Of participating in the "user lifestyle”
(American-ness), a ptogress::re, additive series of fragments which

constructed an image that, never being explicitly defined, could never be

wholeheartedly rejected. Consequently, a product image (or even a brand

/'SX

image) was usually not c9nveyed in a single advertisement, but constructed

by a succession of them vhich managed to display different aspects of wvhat

they implied was but a single way of life. This was particularly trye with

respect to the brand/product image here identified as "American,” since it
7

vas one which apparently transcended product - categories 'and even a

conmodity's place of mnanufacture. If these advertisements -and the

H
S
2
:
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lifestyle fragments they depicted wvere to be .used as a means 0Of

understanding vhat 1life in the United Sfates was like, they had to be
N N (1

interpreted as a system, in which 1ndtyidua1 ads wvere remembered as

"layers” within that construct.! } .

4

viewed as a composite of the\,vigious desirable users and user
lifestyles, the American brand/product identity manifested itself 1in the
;talian media through two basic themes, "science" and "beauty," which
together came to define a contemporary image‘of the United States. These
themes both re-affirmed and traded on the gersonal Charisma of the
Anericans whom advertisements depicted as consumers and the advantages
co;sumption brought to .theit seemingly already privileged way ot 1life,
vhich was presumed to be as universally accessible as goods themselves.
Furthermore, the regularity of both themes was such that they reinforced
each other: they began to be perceived as inter-related, parts of the same
vay of life which were equally necessary to its realization and the greater
satisfaction this would bring about. Hence, "The American Way of Life" was
re-constituted from the 1lifestyles depicted in advertisements in ;erns
vhich had more to do with purchasing pover than vith nationality, giving
new meaning to the concept of egalitarianism. \

]

A product image such as the one created for Star broth mix (figs. 2.1

and 2.2), an Italian product, illustrates the equal inportancé of both‘of

0

these facets of the American image. In this, “another -1nstance,ofq an
Italian advertiser trying to invest his producf with an "American® exchange
value, ‘"American-ness" 1is connoted by the ‘brand name "Star" and tﬁc
association of that word with American film personalities, telntorced~;)
pictures of two of them and an offer of a f;ee booklet of celebrity photos.

The second ad builds from this, while adding a new dimension: now the ladle

o e — e o ey - -
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‘that once held a star-shaped photo o{' an American actre(s.is replaced by a
ladle-sh:ped phroto of a- ldboratgty. The text also insinuates the
degigaﬁility of knowing about a product's manufacture, .a proée-s which it
claims distingui;he§ Star from ‘thev less scientitically-brep&red and
therefore less _sanitagy' and dige%tibie compétition. Th?ae ,two  ads,
themselves, are essentiaily a model of the idealized ”Américin-st&le"
commodity: seemningly \ElamOtous, scientifically-manufactured * and
1?te11190ntly-connuned. '

The science and beauty themes, in turn, were _us;ally sub-éivid;d by
individual ads into a variety of motifs which served both to refine eaé¢h of
ther and and to integrate them with each other. As individuals;ﬁanericansl
were represented as extraordinarily knovledgeable, health-ébnscious,
veilthy, ext;cient, enterprising- and’clean -- as well as beautiful, Even
the 'secrets"\ of American bbauty vere, in the tikal analysis, sciéntific
ingofar as they set a‘standard vhich, by definition, iricluded the use of
manufactured products (cosmetics and ° "beauty aids") wvhich promised to
transform their users' n;iutfl appearance into that of another "export
product:” the Hollywood movie star. Furthermore, the "scientific-ness”

(which in the absence of a glamorous personality was often the "unique

selling point") of these products was frequently emphasized by their

¢
. identification as "methods,"” "scientific preparations" or medical

treatments, rather than as creams, lotions, Ga:es, etc. Even more numerous
than the diet-related food ads wvere those for a variety of
wvaistline-reduction and breast-augmentation schenmes. The w~eight ‘loss
products were .of two types, a "reducing suit* (Star of' Detroit) and a

"reducing cream” (Sveltor). Although such products‘bare not. touted as an

integral part of the Anerican lifestyle (as crackers were, for instance),
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their American sriqtns vere used essentially to attest to their scientific
devolé;i;;t’§nd resultant ettectiv;ncsl.\ These ads, for the most part,
also sou;ht to establish more or less “scientific" ;tandards of beauty.
One of tﬁ; éQeltor ads (fig. 2.3) instructed, "Your u;ist’neasure»qoea with
your height.... Only with vell-balanced propoftions can you be graceful,
charning and yoqthtul. bon't give up out of ignorance! Nodern cosmetology
has pe;tected a purely external treatment whiﬁhﬁ vithout tak}nq anything by

mouth, without strenuous diets, without tirép e exercises, will allov you

to regain your figure in less than a montnh" Several others proclaimed,

M /

"Watch out if fat and cellulite invade y? r body! Say goodbye to youth,

/

beauty and health! You should Xnow that>/a recent discov;}y made thanks to
progress in the internatianal coane?{?i/ industry allows you -- without
taking anythihq - by mouth, without tiré-one diets -- to absorb excessive
weight, cushions of fat and layer; of cellulite in ;cveral minutes of
téeatnent per day." Likewise,6 Seingalbe breast crean, nanui;q;urcd by a
multi-national firm whose American affiliations were emphasized, also urged
women "who know that no woman however beautiful she may be can be
attractive without perfect breasts” to "stop deipaiting."

The first purpose c& such messages 1is obviously to challenge women's

notions of the natural acceptability of their own bodies (breasts

notwithstanéing, how can a "beautiful” woman be thought "unattractive?”)

and éﬁereby to modify previous standards of,bi;hty. The second is to offer

!
& commodity as a means of meeting these standards. Once again, the brand

@

name ("Segreto Americano," "American Glamorous Breast System,” etc.) or an.
assertion within the advertisement itself emphasized the American origin of
these products, the knowledge their use implied, and the style of beauty it

conferred -- as well as attributing their efficacity to American scientific

R 7 vl e >
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research. Sometimes it .sufficed to describe a product as American tn order

to assert its scientifically-derived effectiveness, even in the absense of

credible results of its use, "Miracle cures” such as the mih‘n company's '

©

"mechanical therapy system” offered relief from such disparate physical
afflictions as "bad proportions,™ shortness and na.bbinen on the strength
of nothing more than its American development (fig. 2.4). The Star of
Detroit reducing suit (fig. 2.5) was masterful in this respect. Of course,
the brand name "Star" conjured up feminine ideals egabnshad in Hollywood,
but the product's "unique selling point" wagjyits nanufacture troii a
"scientific" fabric called "Opaltex,” a "speciil heating an‘a\deodorizing
material, the ‘latest discovery of the American Chemical Laboratories at

<

Star of Detroit."

The “"scientific” charactcrizattori, in turn, s\pread from the

Fr,
N

commodities portrayed as synonymous with American superiority to their
u:er;, vho 1lived "scientifically” by consuming particular QOOdl} and as a

consequence becane "acientific‘" " themselves. According to these

-

advertisements, Americans seemed tO be preoccupied with or to 'know" vast
‘humbers of statistics relative to their daily lives, for instance. A 1952

Lifesavers ad reported that:’ - : “

4

Many are unavare of the physiological effects a candy can
bring about and are overly concerned that their
consumption may damage the teeth or disrupt the body's -
natural equilibrium, In the United States of America
where Kknowledge of what 1is harmful or beneficial to

A health, agility and strength 1is more widespread, the
average annual consumption of candies per person is now
more than B.675 kg. In Italy, it is 0.565 kg. This .
enormous difference ig not justified by the difference in -
income (5 to 1). The American knows that the ten 2.5
gram candies he eats every day make up 100 of the 3000
calories he needs to maintain his strength and 25 of the
400 grams of carbohydrates his body needs daily. The
most widely consumed candy is the Lifesaver. - ‘

'
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Just as they had been .by the soda cracker advertisements, Americans ar%
here depicted as consuming food -acientifically, nourishing their bodiew‘{

rather than merely ¢ating for reasons of hunger or enjoyment. This|

“,4//:upp031tion ultimately seems to be borne out by a consideration of alql‘thc "

other food-related American commodities advertised in Italy. Their
assertion that almost -anythihq that vas both ingestible and American vas,
in one way or am:':therl, better than its Italian cdunterparts (although,
anazingly i'mouqh, all of the products advcrtzud . are’ regutded“ by
contemporary mricans,'it least, as "junk food")! vas directly based on a
puppositlion that mricm; ponnsed tup;rlor knovlodqe\iq these matters

and &cted accordingly. Within the advertisements themselves, this wvas

‘connot ed by their attribution of Americans vith very specific knovliedge on

. a variety of subjects. They are often portrayed as thinking ih terms of

statistics. According to advertising, then, Americans were educated: they

‘. ¥
vere in possession of all pertinent facts and {figures, therefore their

A

choices vere the correct ones and to behave as:- they do nust be to acts

intelligently.2

A belief in 1991;:1 "American-style"” deduction as motivation for
ot;nsun;;tioh by an informed, statistically-aware cOnsu;zcr also underlies ads
tor a variety of px:oducts vhich stressed quantitative measurements of
qualitative con;idctations. merl_ay floor wax and OMSA stockings, for
instance, each argued in favor of their brooducts on the basis of
“’scicntitic_" analyses of one sort or anotker. Both advertisers imply prior
‘ixocution‘ of such research with the statements "60% of all men look at your
legs,” or "Statistics show that even banks,K offices, hotels, factories,
;:linics, theaters and cinemas alwvays prefer Overlay for polishing marble,

+
“ceramic or linoleum floors,” which they rely upon for credibility. Overlay

- ' c /
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ran an even more inteéresting ad (fig. 2.6) during/tm same year vhich
pictured a mechanical device, the "Gloss Meter 6 " which vas designed (in the
United States) to quantify the luminousity/superiority o‘t its product
since, as the ad points Uout, "superiority isn't debated -- it's measured!i”
Even Bomba Americana chewing gum, whose appéal wvas )already
vell-supported in other wvays, wvas in'onote;l wti;lly on the strength of its
health~giving properties. Ads for "Bub” mechmica’lly-dispe'nsed gumballs
a'lvays claimed that they&strenqthened te_eth and guns and sometimes ‘added
that gum cheving improved the digestion. 'i'he Bonbal\ Americana brand naze,

in fact, indicates the reason for Italian interest in American science: its

. . * ! )
role in ending the Second World War. The recent deployment and American

development of an atomic bomb vas then a topic of great interest, the
lu;'ject o; much speculative journalism vhich dctail\]oq _its incredible
destructive pover and rejected the . possibility of othotb;attonl (primarily
the U.S.5.R.) soon reaching the level of scientific ach\ievenent’ necessary
to their own production of such veaponry. Because \ of the seeming
difficulty of comprehending its workings and the n-sultan elusiveness of
the .pover it conveyed to all but the Moriéan qwermgnt vhich had
sponsored its invention, the atoui.c bo,b remained an object of wvonder, a
Qkind of deadly "black magic® to most who iud little or no understanding of
vhat it really wvas. ‘

Mot surprisingly, this tucinationi\us deemed useful to commercial
causes and thus surfaced 1in ads vhich stressed military associations.
In;ccticide and air freshener advertisements, in particular, often
1nc6rp<3rated wvar/bomb imagery. Both the nature of the product types
advertised in this wvay /#nd the specific content of individual

advertiseménts for them would seem to \:I.ndicate that one thing which almost

v ‘\ 7/ .
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8

characterized the -American presence in Italy during the mid-1940's u‘k a.

concern for . pest control and saiditation. As the occupation forces had

attempted to instill the importance of D.D.T. fumigation to the control of

+

disease, its initial status wvas both war-related and American.? The
A4 5 )

earliest examples (1946-1948) either clearly identified their products as

American (Razzia, Ciak), reiterated health wvarnings (Episan Spray) or, at

least, had English-seering names (Killinq; flit, Super-Faust). Two of

these, Super-Faust and Razzia, particularly stress -time associations.
Super-Faust.(fig. 2.7) is identified as “the atomic bomb of the insect

world® in a 1947 ad which depicts -a tiny plane , complete witH

’ mi&ca{looking pilot jettisonning a container of it superimposed over a

/a

fog being emitted tx."on & pump insecticide sprayer an concludes i»ts
des:;(viptipn of the product's effects with an assertion tha§ in:écts aren't
Rerely overcome by chemical fulies and gradually inca—pacitatgd, but
instantly annihilated, as if struck by 1lightening. Four years later,
Razzia returned to the same theme. 1Its ad consisted of another airplane,
superimposed on a Greek ci'qss {the Red Cross emblem), bombarding a wmoribund
fly and beetle\ vhg are apparently% enveloped in a white cloud og
insecticide. The text is headliined: "WAR on insects until death! .w.‘. using
Razzia witth.D.T._ and the power of Lindane. The most powerful 1ncec€icide
produced by science in 1951." consumer educatifm etforts were continued
jnto the Pifties in. D.D.T. ads for an Italian manufacturer,
Bonbrini-ratadi-neitino (IB.P.D.), wvho by this time was producing Air—.\zesh
air freshener for the ‘Air-xem company of New Yo;'k (and calling -it "Air
Fresh Bomb®) as vell as this Shell Oil-developed insecticide. But, of the

advertising campaigns stressing war-related themes, Bomba Americana wvas

perhaps the most arresting because of its otherwise improbable name  in

o -
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0

which connotations o/ American.scientific advancement and international
provess are clear; "Bomba" 1literally means: "bomb," but in this case 1;
mea;\t to refer to the gum's bubbleﬂs.‘ The earliest adsﬂoften pei-ved only to
make this association with the atom bomb, depicting an explosion in which
thg candy's , wrgpper made it 1look vaguely missile-like (fig. 2.8) or
suggestively announcing "Here's the Famous  American Bomb!" (fig. 2.9) in
reference 1:.0 a dinner plate-sized spherical oiajec;t {presumably a bubble).
The éther remarkable characteristic c;f _the Bomba Americana ad

campaign is that, in addition to capitalizing on the military achievements
and re.sulzant international pre;tige of American science, it ulfimately
incorporated most of the other facets of the American image, frpm Hollywood
glamour to heroism. Most of the ads, especially those which appeared in
the Forties, presented an additional attraction: the manufacturer (American
Chewing Corp.) also made notizér'i pictures (‘kno‘m’as "Anei'ican Bomb Pictures”™
or "American °l;1ctures") vhich \;ere condensed as comics included in packages
of gum or available by mail as flip books. These often, featured "The
American Bomb" being menaced by, and/gr .vanquishing, miscellaneous villains
(fig.  2.10). Other ads ultinately managed to 1ncorporate a nunber of
themes which distinguished the American jidentity to Italians, otfering such
prizes as sheriff's badges and vashable tatoos of covboyé and Indians (fig.
2.11), and to at least partially infe«itate then with Italian culture,-nost.'
notably by marketing ‘them as a neans of " playing Totocalcio, a game of
chance balgd on wveekly national soccer results (fig. 2.12).} Arguably, the
use of specially printed mechanically-dispensed gumballs to play this game
was, in itself, a further demonstration of faith in the pc:vcrs of '

technology, since consumers must 'have believed that the machines

distributed the balls in bettexr than random order if they were to use them
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as a means of predici:ing sports results and~, ‘tuithemgte-, the advertiser

’ ’

purpose before attempting to promote thén accordingly. -
. ) ]
)The Bomb everntually developed into a separate, tull-tledggd character

(fig. 2.13) named Giolli (ttom one of the two original candies, "Giolld
S -
Bomb" gumballs and "Bomby" ‘sticks) ‘who always saved the day, and qavé

”»

away candies by the doz%n, uith his gum-chevinq terrier side—kick Tinm, anp

N

the American Bomb (vhich was by now an inanistate object with quasi-magical
powers). An_ interesting series of ads based on this theme and fegturif\g

the Giolli character ran veekly' in the children's magazine, (Corriere dei

¢ Piccoli, during 1949, Beingo in comic strip forr themselves and written/ in
b

3 [
d’"\\rhy‘ming verse, concluging wvith a moral, they blended with the rest of the

o

magazine and seemed\ to be a tort of fairy tale, conplgte with a Lero

{(Giolli) who solves a problem of universal siqnit:icam;e vith the aid/of a

/

nmagic :intetlocutm: {the Anetican Bomb). ' This scenario ist in faq’t a

N simple model of the image of America, and especially Anerican sciepf “in”
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The Creation of Fational and International Stersotypes

- . . 2 s

' Since, in this ms?ance, the user community vas represented as ‘a
national group, its continual giorification by advertisements ultimately

.

contributed to the development of a national stereotype. This stereotype,

.

essentially, was the result of advertiiiné's gradual transformation of

had to have been reaspnably confident that they would: ‘be used for this

o

&

’
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pre-established beliefs about the-merits of America and her citizens into °

more wide-ranging prejﬁdices'.

I\

- Theysimple, direct approach of the beauty product ads® whose basic

message vas "this ‘Bollyvliood movie star looks the way she does because she
‘uses: our product; 1if you use it; you'll 1look 1like she does, too"

; \ .
ex;mpliffed the first step in the creation of such beliefs. Once the

wvould-be consumer begoines convinced of the cause-and-effect relationship
1

between commodity and idealized user, the next step towards belief in the
superiority of its other users, although nameléss consumers themselves,

over. non-users like himself/herself is an easy one. Thus, the final leap
=}
of faith: since these products were imported from America, where- they

already were in use, then the depict'ed user (the, movie star) must just be a

’ .

13

representative of the "user community" which might then be made of other
individuals with similar, if not identical, charac.teristics. As a case in

poir;t, the earliest of the Max Factor celebrity-endorsement ads '(fig. 2.14)
an;xounce the av#ilability of these products ag something of a breakthrough*
in the df\ily lives of Iti‘éiian women’ ("bftom HOLLonbb, RITA HAYWORTH gives
the big news!"”) which enables thiem to resemble Hollywood stars and .Anericln
vomen in general ("You to{o can participate in the beauty secrets that Max
FACTOR has revealed to all the American sta;rs and women"). The supposed
resemblance between film stars ;nd average Americans| also sustained a

number of other campaigns which stressed ,Ameficap corpore&ﬂ perfection as a
N ¢ S v - )

“national trait. Accordingly, many of the ads for breast development

products and home permanents incorporated the American flag. Some,-such as
i -

‘ -
"american Glapgdrous Breast §ystem" and ‘“american Angel's Curls" also

o,

. acknowledged the appeal of a generallyﬁ "American" appearance in their owp

names. Thus, the attributes of personal prestige so obvious 1in American
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K

movie stars, and later presumed to be common to the rest of their

s A
compatriots as well, ultimately encompassed the nation itself as it began
to be imagined as populated by ravishing creatures who, furthermore, were
actively involved in the development and consumption of exciting, even
miraculous, new ‘"scientific discsoveries.” Surely, the inhabitants of no
other country could make such a claim.

The fact that "American-ness" was even percéived by advertisers as
potentially effective in promoting sales prior to 1ts commercial
exploitation as an exchange value is an indication that American prestige
had already been well established. But, in many cases, American strengths
were further emphasized by the way the United States was portrayed in ads
for proqucts which were advertised as'AmericaQ;?ndorsed. The systematic
presentation of only the best features of the United States was ngeessary
to the promotion of consumption if Americans were to serve as the "user
community” 1in ads which glaimed an "American” exchange value for the
products they represented and undoubtedly also enhanced the national image
abroad. However, the selectiveness 1impliéd by such a practice steadily
served to distort this image "positively" and to diffuse these 1increasingly
general atkributes onto phenomena which had ~previously beeg unrelated.
Thus, personal prestige wvas translaied into national superiority and
military achievements (which veée even further evidence of .this
superiority) became mere inst;nces of an all—encqmpas;;;; helpful

generousity which verged on a kind of "savior" status.

. This & vide-ranging superiority vas a general definition of

* "American-ness" and thus the "unique selling point" of ptqducts claiming an

American exchange value. Although allegations o©f ~the superiority Cof

Americen goods were usually none too subtle, it was less directly implied

g& .

. u‘.—i - - . f'%“(_ ) \
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by the frequent assertion that they were popular around the world.
American brands were Qften advertised as the most of their product-type
sold internationally, in addition to being the most popular 1in the United
States, implying American domin;kqs of a world-wide hierarchy of nations.
Advertisers for Coca-Cola, for instance, often described it as "the most
famous drink 1in the world" during their 1954 campaign. Likewise,
Alka-Seltzer (fig. 2.15) was advertised during the same year on the
strength of 1ts effectiveness, which however was in turn attested to by the

volume of its international sales. The text of the advertisement therefore

consisted of information pertaining to the product's purchase (its price

and packaging) and use (vhen, how and why to take the tablets), but the
real reason given to buy Alka-Seltzer was that "millions of people use it
all over the world.” From the advertiser'; point of view, the rationale
behind this statement and the ad's description of the product's packaging
as "familiar" was undoubtedly the creation of , a "user community:" an
international one in the first case and a specifically Italian one in the
second. This is significant in terms of 1its role in constructing a
hierarchy of national images. Together, both statements imply not only the
existence of an international community, but Italian par;icipation in -and

American mediation of that community. Thus, American dominance of such a

model ‘of the world is clearly indicated by the fact that this American-made

product is internationally popular both because it is effective in solving
e

a universal problem and because no other company in any other country has
been aéle to devglop a similar one. As the ad says, after all: "There’s
only one Alka-Seltzer ... nothing else 1like it!" As another instance,
Bomba Americana chewing gum emphasized the world leadership agpect of the

American scientific image with its frequently-used slogan, "Bomba Americana

) -
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... a world of fun" and a bugble-headed personification of the American
Bomb freely distributing candifs to men, women, children and an occasional
dog. Lat;r ads, like a 1952 promotion offering a facesimile coin from one
of 100 countries with each ball of gum (fig. 2.16), evoked the United
States' international influence more subtly.

Belief in American world leadership wvas further reinforced by
references to it in aé; for Italian products, since when advertisers of
such'products attempted to claim their dominance of the appropriate markets
internationally they could not do s0 through any 1Italian association but,
once again, were forced to take on that facet of the American image. This
practice is evident in ads for two competing brands of 1Italian vermouth,
Martini (fig. 2.17) and Cinzano (fig. 2.18). The 1949 Martini ad contained
numerous American references: superimposed on the American flag, a cowboy
leans casually against a bar while gesturing over his shoulder at the
vermouth being served to him, apparently exclaiming (in English) “That's‘
swell!"” The product is then declared to be "the vermouth that's drunk all
over the world.” Seemingly, there is no further need to debate the quality
of the product itself since verbal claims ofl superior taste, greater
potency or even more desirable manufacturing methods are ultimately close
to meaningless without some sort of support or "proof,” which in this case
is provided by a collective endorsement from the American people as a
group. Both here and in the Cinzano ad incorporating the American flag,
which ran five years later, this general American endorsement is intended
to imply world-wide popularity and, }hus, superior quality. Underlying
this strategy there necessarily exists a videsﬁ;ead assumption that
Americans have greater access to the highest-quality manufactured products

than any other nationality from which their preferences for certain
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products over others derive meaning.

Two other 1Italian liqueurs, likewise, use, American endorsements to
attest to their international superijority. A Carpano Punt e Mes
advertisement from 1951 (fig. 2.19) repeats this theme 1in its slogan
"Campioni del Mondo" ("Wworld Champions"), referring to the vermouth as well
as runner Jessie Owens who is depicted admiring its bottle. Once again,
America (or, at least, an American) has demonstrated superiority. In being
preferred by a world leader, the product becomes a leader in its own
domain. A year later, an Alberti Strega advertisement (fig. 2.20) featured
a Nev York socialite approving a glass of it with the words, "What a
Flavor!" (also in English). The product's prestige is first demonstrated
by establishing that of its users: the American woman is elegantly dressed,
welcomed by the 1Italian elite and seeks diversion in "high-class"
entertainment (opera premieres). 1In case Of any doubt, then, her status is
reinforced by acceptance 1in exclusive Italian social circles and
participation 1in their amusements, among- which 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
which, distinctions are based on consumption rather than markers 1like
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 good; on
sale there, but even the abilities of those who purchased them to "compete"
within the “user community.” In other words, not only was American

"acceptance of a parti;ular product ;‘ guaréntee of 1its 1international
prestige, but American manufacture was essentially proof that . it was

compatible with "American-ness." One  Parker pen, for instance, wvas

[
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marketed as "The pen of important people" "all over the world"” (fig. 2.21),
first asserting the superiority of this American-made ‘ product over the
international competition and, second, potentially at least 1implying that
these 1important people wvere themselves American. Even moOre striking
perhaps was the advertisers‘_pfesumed equation éf importance, success and
literacy in their opening statement, "We don't think ve're exaggerating in
claiming that if there's one thing that successful people all over the
world have in common it might be the Parker '51.'" This, in itself, was
perhaps jyst another way of accentuating national differences, drawing on
the fact that, during this era, the rate of literacy was undoubtedly higher
in the United staies than in italy. Thus, the product's appeal is based on
the ad's underlying message that in order to be important in the eyes of
the world one must first be literate (i.e., able to use the Parker "51")
and then possess the accoutrements appropriate " to 1literacy (i.e., the
Parker "51", itself). 1In other words, the critetia‘ of internationally-
recognized success have been reformulated as literaéy-based. Especially
for those who are incompetent or uncertain in this regard, the ad goes on
to confirm that the advantages of the pen are not its good looks, price or
even prestige value but its ability to improve its user's performance,
resolving whatever difficulties- he/she may otherwise be confronted with.
-- Its not an advertising gimmick then to say that there
have to be good reasons for such a widespread preference
on the part of people who know vhat they vant.
-- The fact that the Parker "51" is immistakable and
inimitable, a pen that with a fortu;tous new formula has
resolved all the problems that afflict ordinary pens.

Thus, the reason given to buy the pen is neither only the perceived status

of the pen or of its users, but the imagined enhancement of the consumer's
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ability to perform in an area that the advertisement has represented as the

proving ground of success. 1In this respect, the advertisement is able to

advance the importance of a particular activity in which the consumer may

feel at least potentially 1insecure to internationally-recognized success
and to imply the product's widely-perceived role in achieving this success.
This idea is further established in the last line of the ad: "For your
protection, look for the Certificate of Origin with every pen to guarantee
you of its authenticity.” Such a statement further intimates the personal
benefits delivered by the pen to its user by implying tha; it is imitated
by its competitors, wvho therefore presumably recognize its unique qualities
and hence try to "disguise” their products as something "better" than they
are -- the Parker "51". The Parker company's identification of éheit'ovn
product can then be seen as a gublic service ("for your protection ...")
rather than as what it really is: a deliberate attempt to manufacture
differences within a group of products that are functionally identical. 0Of
course, this interpretation complements the rest of the ad, whose purpose
has been to imply that the company has produced and here distributed their
products out of concern for the consumer, enabling him/her to benefit from
their labor. From another perspective, goods have been marketed as
services.

Even more strikingly, American oil companies devoted far less ad copy
to describing the attributes and benefits of their products than to
promoting their own corporate merits. In the immediate poc@var period,
Easo advertisements mentioned only the number of jobs Standard 0il provided
through all of its various activities, explaining that the corporation vas

essentially pouring money into the country and then making a‘ necessary

natural resocurce available to its inhabitants (fig. 2.22). 1In the Fifties,

-
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vhen ééonbnig‘ recovery vas clearly well undervay, a new type of public
service vas u;dertaken, this time in the form ’ot.the ad campaign itself
(fig. 2.23), vhich advised motorists to observe safe driving practices
(e.g., not to pass on a curve, to use their brakes appropriately, or to
drive at a reasonable speed).

As another case in poipt, a 1948 ad for the 1Italian edition of
Selections from Reader's Digest (fig. 2.24) stressed both its Italian and -
international popularitg with the’ headline, "All of 1Italy is wild about
‘the most widely-read magazine 1in tHe world!‘'" Obviously, its being
wideiy-read implied that the magazine was generally regarded as having some
useful information to impart, but, although the American pocseqsion and
dissemination of this material 1is already noteworthy as evidence of the
perceived standing of the United States relative to the rest of £he voéld,
the type of information presenéed is-also of‘internnt here. The magazine
represents itself as an international- clearing-house, collecting .and
disseminating "all the best new writing from around the world." Its
specifically American contriﬁution, then; is basically a service: making
the most interesting and important news O0f the day accessible to a new
audience. - Even more significantly, this .- "interesting and important”
information 1s itself reflective of American expertise. The selected
articles feitured in the ad deal with topics already familiar to readers of
other American advertisements as areas in which Americans had become’
established 1leaders (atomic science, dental hyqiene, the recent war),
played a principal role (the Cold War) or were instrumental {aeveloping\a
*science” qf marital relations, providing a venue for an»;talian tan;ly'l‘
advancenent ). . pa> -

The Lederle pharmaceutical company (fig. 2.25) drew from a number Of
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the recognized themes qﬁ "American-ness" to suppor% its service attributes.
ri;st, with its headline “"Scientists famous around the world work
exclusively for LEDERLE,"” it presented itself primarily as a :retearch
facility undervriting the development of important medi?al discoveries by
the nost gifted scientis#s in the world. Second, the most noteworthy of
these (the work of Harold Cox and nameless ra;sociites) seemed to be
American and recognifZed as such internationally. Third, the contributions
of American science to the war effort were made even more apparent by Cox's
var-time affiliation with a U.S. government agency and consequent
development of a vacc{ne‘that privileged the victorious armies. Finally,
the American 'role in recognizing the inportanée of these and future
discoveries by honoring a;d funding the scientists who made them emphasized
not only the toresiéht of such agencies and a cdmpany like Lederle, but
their public-spiritedness in implementing them where they were needed most,
regardless of cost.

_American products, often explicitly reterreh to as the end result of
American scientific progress, are thus represented as being a means for the
Italian public to improve their lot, made available to them through the
beneticence of American manufacturers and advertisers. Like Max Factor's
(f1g. 1.2) claims to manufacture cosmetics f ihe good~éf vonankind ("...
made for the Stars and you") and to advertilzﬁthem for the benefit of the
masses ("You can participate in the beauty secrets Nax Factor has revealed
to all the American sfars and vomen."), a 1948 ;5 tor Ac0u-ficon hearing
aids (fig. 2.26) asked: . ) .

You vho no longer have the joy Of NEARING ...
~-=- Would you like to knov vhether you can regain it?

-- Would you like to knov about the advances made for you by
American science during these last few years?
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. By then proceeding to pffer a free booklet in which these questions vere

ansvered, both the .advertised product ‘and the advertisement itself are
presented as services rendered by the manufacturer to the consumer or, in
this case, more specifically by Americans to Italians. In other words, a
natural problem, deafness, is perceived as surmounted through the
intervention of American manufactured goods and commercial information,

In terms Of international stereotypes, then, America was generally
depicted by advertising as a land of superlatives, home of the "best " the
"biggest ," the "most beautiful,” and even, as was the case with the 1951
Skating vanities touring roller skating revue (fig. 2.27), the "most
expensive." Its superiority over other nations in such respects is
attested to by the international popularity of American products, as its
benevolence is demonstrated by its role in improving the quality of life in
foreign countries through military intervention, programs of economic aig

and cultural exchange, in addition to the distribution of "helpful" goods

gt

and/or commercially-available services abroad, apparently at great expense.
Included in this vision of the international order was a characterization
of Italy as a backward nation, lagging behind Americans, if not others vith
greater access tO American goods, on the road to a better way of life.
Given such premises, any Italian consumer might reasonably conclude that
these goods provided the key to better 1living, which, in turn, was now

specifically defined as "American-ness."
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The "American Myth" Abroad

L

Generally, then, america was increasingly seen both domestically and
internationally as a land\of social promise, an impression vhich— wvas in
turn supported through the widespread dissemination of attractive images in
the media. It was. consequently widespread and unchallenged enough to
assume the proportions of a stereotype which vas 8o gttractfve as to
inspire non-Americans with a tascinatioﬁ for and ultimately a desire to
éonform to 1t themselves. In the effort to achieve "American-ness” the
most appropriate model was, by detinitidn, ' specified by the “user
community,” which in this case vas also strongly identified with ~the
Hollywood film industry. Since movie stars wvere first the most conn;n
advocates of various American products and then presumed to be typical
members of the larger community, the American Way of Life was also thought
to be observable onithe screen. <

MAdvertising for American products (and espcéially those

advertisements vhiqp incorporated celebrity endorsements), therefore,
largely appropriated the ideological relations which characterized film to
ground its own world-view. American film's appeal, in turn, vas probably
due to the illusion of abundance and well-being it usually conveyed and the
opportunity it consequently afforded for fantasy. 1In postwar Italy as
elsevhere, movies offered a vay of transcending a community of peers and

T ————
entering into an imagined one composed of individuals unlikely to even be

-
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encountered in real life, wvhether for reasons geographical, linguistic,
circumstantial or material. Movie stars (who were thought to be as wealthy
and carefree as they were beautiful, judging from the then numerous
journalistic accounts of their personal lives) were to be envied as actual
members of this community, personi;ications of success and ideals of beauty
and social ease. Furthermore, if envied, they vere also to be emulated.
Thus, as Stuart and Elizabeth Ewen maintain, American films also provided
their audience with models of comportment, dictating “appropriate" (i.e.,
Americaq) modes of behavior for dealing with change and achieving status

within a changing social order.

The ability of film to speak, in various ways, to the
experience of its audience provides us with a key to
understanding its appeal and pover. In the first
instance, film as a component o0f mass culture became a
mediation between a historic uprooting and an unknown and
threatening urban society. 1In the second instance, it
vas a mediation between traditional culture and the
erergent termg of modern life, ¢

Both film and advertising helped to construct the American way of Life as
an "answer" to social problems, therefore. Just as this 'lifestylg model
provided a key to attaining an improved standard of living, advertising
offered instruction in its realization which vas then reinforced by films
giving specificity to and creating the desirability of its user community.
Ultimately, this relationship between film and advertising also contributed
to commercial efforts, insofar as emulation of movie star models invariably
also necessitated consunpfion in an attempé toc bridge the gap between the
deptﬁted *Mierican" standard 6f living and the Italian one experienced by
s

nost audience members. Not surprisingly, as Jeremy "Tunstall reminds, the

U.S. Department of. Commerce was not ignorant of film's value to the
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promotion of export trade. ~—

The Washington govérnment apparatus has long been

especially favorable to the notion of media exports....

Films, in the eyes of the Commerce Department, had the

additional bonus of providing a shop window for other

goods ~-- cars, Kkitchen equipment, indeed almost

everything made in america.’? !
On at least one level, then, film and advertising could beé said to fulfill
a similar function in dicﬁéting a certain type of behavior: consumption.
In addition, if the "psychological utilid;; of film rests in its capacity
to-momentarily transcend distinctions of nationality and social class, then
it is not implausible to expect that advertising, with its integral promise
of consumption as a means of self-transformation, might have similar
properties. As was seen in the breceding chapter, advertising functions

) ' L.

primarily because of itﬁ implication that consumption conveys participation g
in "the good 1life," a realm of material comfort in which traditional
indices of status are replaced with the transitory prestige of possession.
Whereas film's claim to egalitarianism is expetientialh part of an act of;
viewing which is not class-specific, advertising's appeal is more seductive
because consumption's benefits are less easy to fix 1in time. The user
conmunity it creates is perhaps more ephemeral, never likely to congregate

%9 1
in even partial groups and manifests itself repeatedly with each use of the

‘ advertised product. Like film, advertising also provides models fﬁt its
-audience's understanding of new or foreign situations. Insofar as. such
- understanding may facilitate coping with everyday life,6 it is nythigal.
The utility, or “purpose” of such myth is then two-fold: to the
individual it - is reassuring, explaining-the inexplicable in terms of the
faniliar, while to the society as a whole it is expedient, promoting social®

a4

solidarity, 1lessening the discord brbuqﬁt about by | confusion and
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potentially serving the interests it represents. - By re-formulating the
incomprehensible in t;tl;s z:elevant to the histo;:y of the cultural group, as
a vhole, =myth functions to reconcile the individual with his environment
and history and, by reinforcing the acceptability of his/her perceptions
and reasoning, to unite him/her with other members of the same scciety. As

Rosalind Coward and John Ellis specify, . f

8

Myth serves a particular process of conceptualising and
sign-ifying the vorld, a process that is motivated by the
necessity for a dominant order (its law and its thought)
to represen€ itself as the natural order. Myth is a
particular use of the faculty of language which takes
over denotative language to use it to naturalise and

- dehistoricise a humanly-created reality.? ' ]

Advertising demonstrably performs all of these mythic functions: it offers

an “instrument” with which to master the environment (the commodity),

provides a personal solution for social problems ( c'ox_xsunptfon), establishes,
[

a differentiation t»!t:weeir~ the 1ndivinuiua1's past and present (product use),
. . .
creates a peer group whose membership is based on a certain similarity of
'o’

world-viev, needs, taste, 3nd behavior (the user community), and sugq'ests‘

’

strategies for dealing with that future (lifestyle models). Thus, ihe very
attractiveness of the American images ac}verti;i,ng ptovid‘ed to It;lian
consumers seemed to offer a technoloqy-mediqted solution to a Variety‘of
‘problems, vhich vere both longstanding and, paradoxic'ally,;ultiﬁnately even

technologically-created. Since, 1in the long run, one of the major

e - ) ’ -
shortcomings of industrialized society might be cited as the limitations it
places upon the individual's use of his/her own time and ability to travel

freely and therefore to collect ;nd.:gtocess "da»ta/" through vhich the real

- E \\\ i
vorld might be understood, then su&h- believable, accessible,” and -

1

"etfic'ient'; opportunities for their transcendel\nce would be likely to be
i \
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_ seen as a solutfbn, rather thag as part of the problem itself. Despite the

inevitable failure of goods to totally fulftll the implicit promises of

LN

their advertising, therefore, these promises continued to be believable
enough to be a workable means of promoting the acquisition of new products,

J
rathet than a rejection of this new system and a return to previous

standards. fThe "American myth" advanced b9 advertisements for American

o

goods in Italy essentially‘projected the United States as a progressive and

prosperous national f;community"‘ in which social barriers were either

o »

non-existent or easily overcome.

°

The underlying belief that standards of 1life and even prfestige could
beo§pught contributed to popular perceptions of America as a classless
society, 1in which equal opportunity was guaranteed on several fronts.

First of all

, 1if one was to believe the implications of various

advertisements that Americans were primarily informed:- by quantit%tiye

v v 3

congiderations, by facts and statistics rather than feelihgs, then it might

be reasépabl& assumed that they could 35@ appreciate qualitative_concepts
B \ *

like that of social class. Second, since these same advertisements also
seemed to reflect a value system based on knowledge, literacy and education

(in addition to material possession), it promised that status was equally

t

accessible to éll who availed themselves oOf the resources at ]their

13 N w { ~

disposal. Finally, vide distribution of {ilms and advertisements detailing
G

particular attributes of the lives of high-status Americans (movie étars)
. * Q

and directly or indirectiy implying that average Americans enjoyedothe same -
. A ”

.

standard of 1living fuelled beliefs that measures of taste which 1in Italy

vere traditionally the pro%ince of an aristocratic elite had become the

3

prerogative of all.
Consumer goods thus became invested with even more important powers

©
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or, put another way, the American exchange value acquired deeper
significance. As consumption began to be seen as a means of creating
social status, the goods themselves were correspondingly construable as
embpdiments of that status. Because of thg/pervasiveness of visual imagery
in which consumer products were demonstrated in desirable contexts, 1in
other words, 1t became common to see them as inextricably bound to
privilege and 1leisure and to make of them a means of seemingly magical
transfiguration. American goods then became synonymous with luxury, and
their possession with personal well-being, so that even those without the
means to enjoy them might recognize in the marketing efforts which promoted
them varied images of "the good life." Ewen and Ewen note that:

.. among the elite of European society, American exports

were beginning to make their mark on everyday existence.
- " The terms of 1luxury were being redefined, and they were
coming in cans.... The brand names of this new, consumer
economy. became symbols of ... denial and class-bound
status; they also became channels for ... desires,
emblems of a world denied, embodiments of wishes
unfulfilled. Mere objects, mass-produced 1in factories,

held a highly personal significance; they were benchmarks
of servitude, carriers of fantasy.®

x

Because advertisaing }as opposed to film) was constructed in such a way that
these images could be integrated vwith life as it was actually lived by the
general populace of potential consumers, it offered hope for a future
(post-consumption) in' which not only material circumstances, but social
onesA as well were ameliorated. Whereas the appeal of film was its ability
to bring individual audience members into the world it had constructed,
that of advertising lay in its capacity to integrate 1ts idealized universe
with the consumer's actual daily life through the commodity. For this
reason, the generally higher cost ng American goods was thought to be more

than compensated for, since advertisements promised the satisfaction of a
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greater number and variety Of desires as Ewen and Even oOnce again observe:

... with the cost came the allure of the packaged
product, the mundane surrounded by finery.... The dull
familiarities of daily life were now confronted by the

. dézzling familiarity of promise; the challenge was
formidable. To people schooled in the ways of home
production, the inventions of the marketplace appealed to
‘magic and wish-fulfillment, altering the terms by which
ocbjects were to be understood.l®

Taken as a composite, advertising's images of the "American Way of Life"
necessarily represented the United States as a land of ease and plenty,
contributing to a popular uriderstanding of the American w/ay of Life as one
vhich assured relief from the familiar hardships of daily life in. ‘a
non-industrial society like postwar Italy.“As Ewen ax“xd Ewen have also
remarked, this promise implied a sort of transcendance of nature, a

replacement of the old by the new, which was necessarily viewed as
advancement . . L o

r

.. the broad ensemble of alluring imagery ... offered a
first glimmer of a distant society where 1industrial
development and a triumphial ideoclogy of progress were
forging new and unfamiliar precepts of survival. America
vas not a land wvhere existence proceeded according to the
venerable laws of nature. 1Industrial growth was premised
on the taming of the natural world; molding it into the
expansive imaginations of technological dreamers. Man
would create a pnature of his own, beyond that to which
people had historically been boungd,!!

consumption thus would be viewed, categorically, as a panacea for the
hardships of the consumer's everyday life, an impression easily supported
by the types of American consumer goods which made their way to Italy,

Largely develoPments// of recent technological advancements, their

o

advertisements sc;ezﬁed to imply that nature, o;\ the "old-fashioned" way of
’ e

life, was an obstacle to be overcome on the way to a higher standard of
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living. In so doing, they necessarily represented a wvorld-view in which
the scientific displaced the natural as status gquo, producing an image of
American life as characterized by the aquisition and use of manufactured
products. Thus, an equation was established in the popular imagination
according to which "the good life" was "the A:nerican Way of Life" which, in
turn, was consumption -- replacing the old with the new, the natural with
the scientific. According to this equation, then, consumption must be the
first step in the climb towards success, prestige and participation in an
international movement of progress and, therefore, seems to be a general
means oOf gratifying various desires and resolving an equal number of
problems. By structuring and helping to propagate such beliefs,
advertising may draw from, and ultimately reinforce, widespread
presuppositions, values and notions of acceptable behavior.

varda Leymore;Xerhaps the best-known proponent of this point of
view, argues that advertising is a socially conservative force on the

strength of both its foundations in pre-existing beliefs and -its consequent

s

construction of seemingly new alternatives premis on them. In her

opinion:

e

Myths serve to reinforce. accepted modes of behavior by
scanning all the alternative solutions and "proving" that
the one which predominates 1in any society, " in given
circumstances, is the best. As such, myth 1is precisely
like advertising, a conservative force.® It s not
concerned vwith revolutionigzing the existing order of
. things but in preserving it. Advertising advocates
. consumption of nev products, or reinforces consumption of
0ld products, but both are done using accepted themes and
vell-established symbols of happiness, health and
success. Far from changing values, it very much follows
and upholds existing ones. Over and beyond this,
advertising (1like myth) acts as an anxiety-reducing
mechanism. This is done first by re-stating, on the deep
level, the basic dilemmas of the human condition; and
second by offering a solution to them. It reiterates the
esgsential problems of life -- good and evil, 1life and
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death, happiness and misery, etc. -— and simultaneously

sOlves then. To the constant anxieties of 1life,

advertising gives a simple ansgwer.!?
However, as will shortly be made apparent through the example of postwar
Italy, advertising cannot be unproblematically characterized in this manner
in an international context.

In this case, the "American myth" advanced in advertising drew from
long-standing beliefs in the American ideal of social opportunity, the
allure of American oppulence and persbnal charisma as documented by
Hollywood films and the promise of American scientific achievement to
improve the conditions of 1life worldwide, from which it essentially
constructed a variation on the basic ideology of consumption: in a world
vhere people must consume in order to knov who they are, 1if commodities
appear ., as "personified expressions of human characteristics and
relationships,”13 they also offer a simple means of understanding and
participating in a seemingly complex set of relations between persons and
gbjects which, in .tutn, becomes incorporated within the larger framework of
popular culture, ultimately reinforcing and/or directing it through the
continual re-cycling of advertising-influenced popular 1ideology by
adveitisements, themselves. Perhaps not surprisingly, since such
explanatic;}as are likely to represent the viewpoints of those who offer
them, this is the respect in which advertising's effect is most likely to
be seen as adverse, the point on which it tends to be criticized, and the
source of what has been called its "seductive,” "subversive," or even
"propagandistic" powers.

Although such assumptions of "subversiveness" may at first seem
incompatible with the supposition that advertising functions mythically,
the two are not actually mutually exclusive. The defining characte\tistic

'
£ o \
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of myth, following Lexmore, is that it draws on the familiar to explain
phenomena that are beyond the realm ofgitq audience's everyday experience,
thereby reinforcing the ideas upon wvhich this understanding of the unknown
is based mérely because challenging them would mean undermining the welcome
resolution of confusion, conflict and "anxiety" they facilitate. Thus,
American advertising could easily have functioned as an adjunct to U.S.
government-sponsored propaganda in Italy by enhancing the American image
there and contributing to the development of a "positive" national
stereotype. However, far from dismissing allegations of subversion or
propagandism, such a definition of myth allows for gh; possibility of an
active role for advertising 1in effecting 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 advertising/myth is a conservative
force, Leymore relies on Levi-Strauss' 'formulation of myth as a type of
metaphor in which two forces are presented as conflicting and a solution

-
offered by a particular course of action.!4 Because of the audience's

presumed desire not to challenge advertising's vgrisinilitude, her
conclusion would hold true in most cases. HOwever, it is only pa;tially
true here. Rather than legitimating the status quo, American adve;tisinq
éresented Italians with a lifestyle model which:-was clearly identified as
being different from their own wvay of 1life (although it usually"
incorporated such characteristics as personal ag;ractiveness or health,
wvhich were already valorized within 1Italian culture}. Thus, in this
instance at least, advertising could be seen as a way of promoting certain
types of change insofar as it necessarily induces consumers to emulate the

lifestyles it represents, which in this case are clearly identified as




-
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American. Hence, in addition to inspiring seemingly "foreign" behavior
(the consumpéion of specific goods), the "American myth" operating in
postwvar Italy might alsO have represented a means of dealing with any~or
all of the several types of change (i.e., "conflict" between past and
future) which were a result of 1Italy's transition from war to peace-time
status and, perhaps more significantly, from a history of
monolithically—strucfured government (first monarchy, théen Fascism) to its
nev existence as a democratic republic. The first of these changes, and
the most elementary given the perspective of this study, was from
Fascist-imposed isolationism to participation in world trade and a
re;Eitant influx of American influences, the conseq;ence of vhich was a
need to understand American culture and all of its differences from Italian
tradition. The second is a weakening of this tradition itself as a result
of Italy's transformation from an agricultural to an industrially-based
economy, the perceived desirability of which was itself at least partially

attributable to American influences, as well as wvhat Grazia Dore contends

seemed to be both a recognized necessity and a national predisposition.
» N

Italian agriculture, which had appeared prosperous before
the agrarian revolution overthrew the o0ld rural
economics, could no longer sustain the confrontation with
more progressive nations. It had become conscious of its -
poverty and feared the future.... The classical
traditions vhich dominated Italian culture maintained the
necessity, considered perpetual, of sacrificing the farm
areas to the power of the city, agriculture to industry.
This theme, dominant in the works of the historians and
Latin poets, was very much alive in the memory of those
who governed and had been nurtured in these studies.l?’

Each for their own reasons, then, different segments of Italian society

' were convinced of the desirability of urbanization, ¥industrialization or,

to a certain extent, Americanization. In'itg mythic capacity, advertising

S gy P e ppaneeom [T —— e
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could then present' consumption as a way oOf bridging the gap between past
and future, wvhere the past was represented by the pre-war Italian lifestyle
and the future by the present American way of life, as illustrated . in
advertisements. Thus, in addition to providing models for coping with
soéial ¢hange, _advertising actually contributed to such changes,
influencing consumer behavior and values as advertisers incorporated
consumption into traditional values to make Italy a consumptioﬁ-oriented
culture which was, not coincidentally, depe;xdent on American production.
In so doing, it also bullt from the longstanding popular image of America
as the home of opportunity or, indeed, even as a general instrument for
self—improwgéinent vhich haé become idiomatic in a langilage in, which "fare

1tamerica” (literally, "to do America”") meant "to become successful.”
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Illustraticns
Fig. 2.1 (Xpoca, 1955)
A Marvelous Harvest! Magnificent

"plasticolor” photos can be found in each
package of Star: the most famous movie, radio
and TV actors and actresses, as vell as
athletes, etc. FREE. Ask your local
merchant for the "Star Hunt" color album
which is full of games and surprises. STAR,
the double broth. .

o

The pleasure of- tastiig an exquisite soup

having sed an extraordinarily choice
product. Only the purest ingredients,
scientifically inspected, are used to make
Star. t's manufactured with the most modern

machinery, the only Xind that preserves
sanitary conditions. This is why even the .
most delicate, elderly or upset stomachs find

STAR marvelously digestible.

§
v
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SYALTOR, che hy ndote 1s gris & weor®
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rig. 2.3 (Tempo, 1954)

Your waist measure goes vith your
height...

Only with vell-balanced proportions can
you be graceful, charming and youthful.
Don't give up out of ignorance! Modern
cosmetology has perfected a purely
external treatment which, without
taking anything by mouth, without
strenucus diets, without tiresome
exercises, will allow you tO regain
your fiqgure in' less than a month!

AN INNOVATION! We don't ask for your
blind faith, but suggest that - with
nothing to pay if you are not entirely
satisfied - you try the Sveltor method
that has renewed the Jjoy of living for
hundreds of thousands of women, 1in
twelve countries on three continents,
who have been liberated from the
mountains of fat which had deformed and
oppresged. them. To take advantage of
this offer, send in this coupon
immediately. Have a free trial at our
expense. Coupon no., 1lO.

7ig. 2.4 (Dowenica del Corriere, 1948)

nusculature.

LATEST AMERICAN FINDING!

A mOre perfect figure, greater height, more developed
Mechanotherapy device (guabanteed). Ask
for a free illustrated brochure at the house of HELLAS
{Cortina d'Ampezzo 24).

- e et s ——— it e i
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Fig. 2.5 (Magie-Claire, 1935)

LOSE WEIGHT at the beach or in the mountains
wvith a REDUCING BUIT ... but make sure it's
a real one: the true, the first, the only
Reducing Suit is the Star of Detroit. ARE
OF IMITATIONS that either force you to spend
nuch more or later prove to be ineffective or
harmful , because none of them are made of
OPALTEX, special heating and deodorizing
material, the latest discovery of the
American Chemical Laboratories at Star of
Detroit. Qur suit is not sewn, but
vulcanized by a special procedure that helps
to make it effective and sturdy. Wearing the
suit for one hour per day results in a daily
weight loss of 400 to 600 grams. Agk for a
free illustrated brochure from the exclusive
Italian distributor.

rig. 2.6 (Epoca, 1933) -

SUPERIORITY ISN'T DEBATED, b ¢ A
MEASURED |

Scientific instruments demonstrate
that floors of marble, ceramic tile
and linoleum polished with 'OVERLAY
achieve a higher  degree of
luminousity! For wood floors and
furniture -- "Overlay Pormula 2."

-

ragalungene N pis site grade Ji lewwinesitd 1

PER B'AROUETS & MOAILI OVERLAY Formufa 2
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7ig. 2.7 (Domenica del Coeriere, 1947)

The atomic bomb of the insect world!

Everyone can wvelcome a nev product onto the market:
newly perfected Super-FYaust * with D.D.T.
Concentrated Clordane acts immediately on insects,
protecting the environment for some time toO come.
It doesn't promise short-lived miracles,6 it assures
definite results.

Super-Faust with D.D.T. doesn't put them to sleep,
it "zaps" them to death!

Fig. 2.8 (Domenica del Cor¥iers, 1946)

BOMBA AMERICANA ... 30 lire each.

Small Giolli bomb -- 10 lire.

Stick Bomby gum -- 15 lire.

The delightful candies that make bubbles. Try them
and be satisfied!

%
Fig, 2.9 (Domenica del Corriers, 1948)

Here's the famous AMERICAN BOMB! The delightful candy
that makes bubbles. Contains the illustrated adventures
you can see in our movies. Directions with every bomb.
Dealers, ask for a complete list. Try one and be
satisfied! -

%

.

_7ig. 2.10 (Domenica dal Corriere, “1548)

BOMBA AMERICANA ... is a delightful big candy.
Tuadyine | Chewing it makes sO many bubbles. LASTS FOREVER.

LT .
.::':';'”;;‘.’.g Ask for one 1in bakeries, drugstores, etc. BE

Cmreeriar a0 SATISFIED! with 1{illustrated adventures. A world
m“"“'“n“:c;nlc ' Of tun!
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Fig. 2.11 (Domenjca del Corriere, 1950)

BOMBA AMERICANA ... The "chewing gum” that also nakn bubbles.
Strengthens teeth and gums. Get a vashable tattoo. A world of
fun! Pirates, covboys, redskins K etc. Prizes: Sheriff's badge,
chicken that lays an egg, gtc.

D-I--U-ﬁl

- i ::muo

Fig. 2.12 (Domenica del Corriere, 1946)

BOMBA AMERICANA/3UB ...

The gumball that makes bubbles. Strengthens teeth and gums,
improves digestion. Dispensed from automatic machines in bars,
tobacco stores, etc. at 10 lire. Also gives you a 1-2-X
prediction.

Fig. 2.13 (Domenica del CorTiere, 1948)
BOMBA AMERICANA ... A world of fun! A delightful big

candy. Chewing it makes s0 many bubbles. LASTS FOREVER.-
Ask for one in bakeries, drugstores, etc. BE SATISFIED!

- sttt o iy o oy
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Pig. 2.14 (Domenica del Corriers, 1948)

Jrom HOLLYWOOD, )
RITA HAYWORTH gives the big news!

The charming “"star” idolized by America sends .
Italian wvomen ‘the following message: y

"I am happy to inform you that all the
famous MAX FACTOR HOLLYWOOD beauty
products in Color Harmony, from which
he has created his “"Make-Up Service,"

are now also available in Italy. In

. this vay, you can’' participate in the

e e s e beauty secrets that MAX:® FACTOR - has

e e ——em revealed to all the American Stars and
T — . women."

Color Harmony. Working continuously with the most

beautiful movie stars, Max Factor has created

"Color Harmony," heightening their natural beauty

as if Dby magic. COLOR HARMORY strikes a balance

betwveen shades of powder, "“PANCAKE MAKEUP,"

lipstick and rouge which 1is unique in all the
R

‘.V" world.
-y " g, [ Max Pactor HOllywood, the cosmetics of the Stars.

pu T £
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Dopo la festa- <7g. 2.15 (Domenica del Corriers, 1954)
€ mal di tratm? %‘;‘” the .
iy A T p‘:t eeo e
Alka'b‘ﬂtzer Upset stomach znd headache? -
Alka-Seitzer. A perfect remedy for speedy,
relief, Alka-Seltzer is a quick and effective
remedy for excess stomach acid, headache, the
., effects of over-eating or drinking. Millions of
people use it all over the world! One or two
tablets dissolved in a glass of water at bedtime
and first thing in the morning are enough to give
complete relief. Alka-Seltzer is not a laxative;
it can be taken as often as you like. Ask for it
in the familiar blue package. "
In packets-of two tablets, 60 lire.
Also available in bottles of 12 and 30 tablets.
There's only one Alka-Seltzer ... nothing else
like it!

g Pig. 2.16 (Domenica del Corriere, 1952)

BOMBA AMERICANA MONEY OF THE WORLD ... The most you can get
for 10 lire. 'The chewing gum that makes bubbles and gives you
a world of fun. Each BOMBA AMERICANA contains One’
reproduction. You can get the complete set of 100 coins of the
world by trading with your friends. It's a useful collection
to have, since the coins of the world can also be used as
tokens in card ganmes. Ask your 1local merchant for an

illustration of the entire set. :

M B
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MARTINI DRY

IL VERMOUTH CHE SI BEVE  Ee

IN TUTTO 1L MONDO

NON CHIEDETE UN VERMOUTH
CRIEDETE UN MARTINI

P
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Pig. 2.17 (Tempo, 1949)

Martini Dry ... The vermouth
that's grunﬁ all over the world.
Don't ask for a vermouth, ask for
a Martini.
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UN SOLO PRODOTTO:il Vermouth dal 1816, DUE CONFEZIONI.
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LA CONQUISTA PROGRELASIVA DEI MERCATI 1 TUTTO L
MONDO, NON & UN FATTO PUBBLICITARIO,BENSIIL

| RISUCTATO OEL GIVDIZIO INTERNAZIONALE CHE SaLO,
.3 CONSACAA LE QUALITA INTRINSECHE Dt UN PRGDOTTU

REFERENZE: IL MONDOQT

Fig. 2.18 (fempo, 1954)

The vermouth of 1816. One product, two sizes: the
bottle for home use, miniatures for the bar.
Cinzano. The progressive conquest of world-wide
markets 1is not due to advertising, but results
instead from an international esteem that can only
be attained by the intrinsic quality of a product.
Our reference is the world.

-
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man

Fig. 2.19 (Epoca, 1951)

Champions of the Worldl

in the world, Jessie

137

(New York, July 20, 1951) The fastest
Owens,

four-time world recordholder (100 and
100 meter dash, broadjump and 100 meter
relay) writes from Rew York:

Mo Vo 20 twgue 199

lu—---hndd-dshm-dha;.dﬁ'-h--$
~en mondale m.m—---x..--l.-p.—ﬁ-um

© wres do Mew Yark: .. foree, b ¢ oo grovnn | miei

Jemen  me » ®m « grumeti dul “punt ¢ mm” & Can
SRR
l/ A

... someday someone may
beat my records, but no one
will ever beat the record
of Carpano's "Punt e Mes,”
the wor 1d champion of
vermouth.

Sincerely,

Jessie Owens

AQUORE

STREGA

Pig. 2.20 (Domenica del Corriere, 1952)
What a Plavor!

After a premiere at La Scala, Miss Barbara Barkley
of New York was invited to finish the evening at
the home of one of Milan's leading families. She
was quickly offered the 1liqueur of her choice:
Alberti Strega. v

While in 1Italy, any foreigner is well pleased to
savor the ligqueur that 1is already the national
favorite. Drink Alberti Strega yourself:
throughout the world, the 1liqueur of the upper
class is Alberti Stregal -
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Fig. 2.21 (Tempo, 1954)

All over the world ... THE PEN OF
IMPORTANT PEOPLI! ... THE NEW PARKER
"S5l -

-- We don't think we're exaggerating to
claim that if there's one thing
successful people all over the world
have in common it might be the
Parker "S1."

-~- Its not an advertising gimmick then
to say that there have to be
reasons for such a widespread .
preference on the part of people who
know what they want.

-- The fact is that the Parker "S1" is
‘immistakable and inimitable, a pen
that with a fortuitous new formula
has resolved all the problems that
afflict ordinary pens.

-- So, for a gift or for your own use,
why don't you choose the Parker
"51," "the pen of important people,”
too?

For your protection, look for the
Certificate of Origin with every pen to
guarantee you of its authenticity.
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Al

servizio del Paese
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Tig. 2.22 (Tempo, 1949)
In Service to the Nation

For 58 years, Standard Group companies
have given life to a bustle of activity
in the drilling, transporting,
manufacturing and sales of petroleum
products that offers thousands of
Italian vorkers the chance to make a
living, 1in addition to satistfying
hundreds of thousands of consumers.
Naval tankers, freight cars, tank
trucks, 200 service and supply
stations, 400 stands and 1400 other
sales outlets with a total of 3700
pumps -~ all bear the oval "Esso”
symbol of protection and guarantee.
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ARE
O DEl CARTELL EDUCATIVI £330 PR RICHIAM
gﬁ AUTDAMQBIL AL MISTETTO DSLLE NOAHE. STRAGALI!

Fig. 2.23 (¥poca, 1955)

Slov downl Travel vith Esso extral

One of the Esso educational posters
for a return to the rules of the road

140
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Pig. 2.24 (Tempo, 1948)

All of 1Italy is vild about “the most
videly-read magazine in the world!"
f

Sales of the first two issues of Selections
vere spectacular! If you're not already
familiar with Selections, buy it today. You
too will 1love this surprising monthly which
gives gou, for the modest price of 100 lire,
all the best new writing from around the
vorld. In the third issue of Selections, you
can choose from 28 articles, each more
tascinating than the last:

-=- The marvels of the atom - DO you believe
that every grain of sand is. completely
solid? Not at all! Today's science shovws
that they're made up, instead, primarily
of empty space around vwhich millions of
minute particles rotate. . .

-- Why the German surrender was announced
late ... and why it was NEVER announced in
Russia.

-= Avoid a mediocre marriage - lack of

~ initiative is what makes marriage boring!

== 1 lived a double life - the gripping story
of a spy.

-- Save our children's teeth! - a scientific
method to reduce children's cavities by at
least 45%. .

-= The Zacchinis: human projectiles - how.
this famous family of 1Italian acrobats
perfected one of the most sensational acts
in the wvorild.

-- And 22 more fascinating articles as wvell
as a dazzling condensed book: Men Against
the Flames. 128 pages, 100 lire.
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rig. 2.25 (Epoca, 1935)
Scientists &-ou: around the world work exclusively for LEDERLE.

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 known throughout the world as the
Cox vaccine. .

-- During the Second Wworld War, this vaccine was administered to the
American and Allied troops, as well as millions of civilians exposed to
the typhus epidemic, with 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 was also
granted the Theobald Smith prize for Medical Science.

-~ Beginning. in 1942, he joined the staff at Lederle, where he occupies the
positon of Director of Viral Research. He is currently studying human
and animal viral diseases and, in particular, poliomyelitis.

-- In collaboration with his collegues, he has progressively advanced
research on a nev type of vaccine against poliomyelitis that will
completely revolutionize the preventative treatment of this disease. He
has also discovered a nevw type of rabies vaccine used all over the
vorld. -

The American Cyanamid Company, one of the most prominent chemical
conglomerates in existence - (of which Lederle laboratories is the
pharmaceutical division), has committed the best-equipped laboratories in
the world to these discoveries. The research section alone supports the
work of 1400 scientists and assistants, requiring expenditures of 22
million dollars, the equivalent of*' 14 billion lire per year. Lederle
laboratories: exclusive international producer of Aureomycin: are also the
first to 1introduce their poverful new antibiotic, Acromycin, on the
international market.

LEDERLE ... wvorks for the good of mankind.

= mrima—— o o tre b e me g i . s
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¥ig. 2.26 (Tempo, 1948)

You who no longer have the joy of
HEARING ... ,

-- Would you 1like to know whethet you
can regain it?

-- would you Iike to know about the
advances made for you by American
science during these last few years?

publication, "Your
Hearing,k” at MERCURY International
Trading Company (via Corridoni 11,
Milan; tel: 71.705-71.397/8), exclusive
Italian distributor of "a world-wide
service by the world's first and oldest
manufacturer of electrical hearing
aids, Acousticon International (Rew
York and London),” and it will be sent
to you free of charge. The only device
that permits direct reception of radio
transmissions thanks to "Radio wonder."

%

Fig. 2.27 (Tempo, 1951)
At the Sports Center!

Extraordinary performances of the
American roller skating show.

THE REVUE THAT COST $1,000,000
Skating vanities 1931
100 performers!
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This rationale underlies the methodology of varda Leymore's book,
Hidden Myth: Structures of Symbolism in Advertising (London:
Heinemann, 1975), which advocates an approach to advertising based on
the construction of product-group paradigms.

This was especially true since social sciences and empirical research
methods were still relatively unknown in Italian academic circles at
the time.

However, it was sometimes difficult to determine exactly where these
products were manufactured from the evidence afforded by this sample
since it seemed to have become increasingly usual for American
chemical or petroleum firme to license 1Italian companies to
manufacture and/or distribute insecticides following their original
formulas or for British products to be passed on to American-Italian
joint ventures, who then manufactured and marketed them.

The word also enjoys other connotations which derive from its literal
meaning. A Bomba, 1in Italian, is generally something new, 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.

The game 1is playéd on standardized score cards listing that week's
matches for which the player is to predict an outcome, designating
each team as a winner (1), a loser (2) or tied with its oppanent (X).
Hence, the gumballs were correspondingly marked 1, 2 or X.

Stuart Ewen and Elizabeth Ewen, Chanmels of Desire, New York:
McGraw-Hill, 1982, p. 105.

Jeremy Tunstall, The Media are American: Anglo-American Media in the
World, London: Constable, 1977, pp. 223-224.

Coward and Ellis, Language and Materialism: Developments in Semiology
and the .Theory of the Subject, London: Routledge and Kegan Paul,
1977, p. 29.

Even and Even, op. cit., p. 48.

ibid., p. 46. .

ibid., p. 22.

varda Leymore, op, cit., P. %.
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Stephen Kline and William Leiss, “"Advertising, Needs and Commodity
Fetishism, " C(anadian Journal of Political and Social Theory 2:1
(Winter 1980), p. 17.

See Claude Levi-Strauss, "The Structural Study of Myth," Journal of
American Folklore 68:270 (Oct.-Dec. 1955), pp. 428-44.

See Grazia Dore, "Some Social and Historical Aspects of Italian
Emigration to America" (in Francesco Cordasco and Eugene Bucchioni,
eds., The Italians: Social Backgrounds of an American Group, Clifton,
RJ: A. M, Rellyﬁ 1977), pp. 9-15.
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The American Way of Life as an ldeology of Progress

o

~ t

From the belief 1in Aperican séiencé's success in measuring and even
creating superiority (whether 1in beauty, health or efficiency) came a
concurrent faith 1in its ability to improve upon 1itself. Products like
American Atric 0il Method é gepilatoFy (fig. 1.2), for example, although
asserted to be "the newest, most amazing scientific treatment," are evena
further assisted in their preteﬁiions toward the scientific by brand names:
in this instance, "Method 6" implies the,gxistence of at least five other
preparations superseded b& this one, all of which have presumably developed
out‘pf ongoing'expetimentaiion and progress. Likewvise, progress was often
connoted by the mere existence of certain products which were represented

I3

as revolutionary new ways to overcome previously insurmountable limitations
. . -
{(as Acousticon hearing aids certainly were) or the availability of. things

~

supposedly new only to Italians (like Air-Fresh air freshener). In the
first case, it was a product's development that constituted 1£s
prdgressiveness, in the second 1t was its distribution and in both
instances these services vere foregirounded in advertisements as its
spécifically American component. As a consequence, innovation was
doubtless perceived a&;an invariable condition of American life and its
correlation with progress viewed as logical.

Therefore, inasmuch as belief in the promise of a future regulated by

technology and American world 1leadership furthered American commercial

°
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interests, it was actively encoJ?aged by American business in the form of
1nternatf$ﬁhl advertisiég, co;modity packaginé'and special public relations
campaigns which, although extant for nearly seventy years:§~now -were
rendered more credible by'fhe direction of political-éyents and more timely
,gy coﬁépicuous demonstrations of an American scientific/technoloéical
provess which had become increasingly relevant to non-Americans. This new

*industrial"! ideology of.~prog}esé depicted the wogid as a mechanical

system: reqgular, planned and, above all, productive. By applying

mechanical principles to social phénomeng {"social engineering” having:

=

become a growing new-discipline recognized as the hallmark of the era), it

was hoped that they, too, would become as manageable as factory machinery,

and as efficient in meeting social needs. This ideology of préqress

»

essentially supéorted the types of chéngé vhich were becoming widespread

and almost inevitable at the time, valorizing them with a rationale linking
th; conditione of "modernity" with science, mechanization and better living
in a causal and self—perpetuatiﬁg process. N

Science and industry, therefore, were seen as an  American
. £~

?onttib%tion to the welfare Of the rest of the world and, as such,{fts

- N 3,

commerciailyTavailable. products were viewed as a sort of "white magic*
through which daily life vas to be tran;formed&to approximatec the ideal
dep{cted by advertising. In this instance, that ideal was "referred to as
"American,"” but was more than a national - stereotype, since the same
st?uétures of _ beliefs under?fy advertisements designgd foi Amerhcan
"audiences, who consequently were likely to have shared Italian ;spirations
(although 1Italians, believing that this standard 6% living was already

.

taken for granted in the United States, undoubtedly would ﬁayeﬁ been

surprised to learn this). The power of innovation, therefore, was  not
1.4 v
. . B\’ e
o

-~ ¥ e o - «~ L2 R Sttt
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unique to those compelled to think oof itk as a geographically or

-
culturally-specific trait. It was, 1instead, both endemic to the

circumstances of American ("new world") history, which had been
distinguished first by exploration and then the immigration and migration

of 1ts e’grly settlers, and the cornerstone of the advertising system, 1in

4
which the claims of 1ndustry that any change in product specifications is

made 1n the name of improvement and enhanced customer service were
¢

reinforced and reiterated to such an extent that they became the sort of
taken-for-granted assumptions by whitch further need for nev products was
justi1fied.? Given such circumstances of 1ts origins and commercial
perpetuation (on the American front, at least), the notion of innovation
and progressive modernization, first, achieved cFedibility and, second, was
publicized and 1integrated with daily 1life,. when exported abroad, it
contributed to forming a set of expectations f—avorable to a variety of

American interests that, while seeming to provide fresh solutions to

age-old problems, primarily apDrOposed changes 1in the material circuflstances

.

incidental to such problems. 1In never being fully explored or explained,
!

but c:on’sistent‘ly displayed in conjunction with images,\of well-being, the
conditions of modernity took on a sort of mysticaI' quality which Peter
Berger, Brigitte Berger and Hansfried Kellner explain was probably
sixfficiently self-contained to support belief in the powers of uri)anization

and 1ndl;sttiallzation to ameliorate social conditions even in the face oOf

'

contrary personal experience, vhich, after all s=wag the source of most of

t

any anti-American feeling 1n Italy at the time.

+.. on the most elementary levels of human experience,
modernity 1is associated with the exXpectation of being
delivered from hinger, diseage and early death. Thus
nodernity has about it a quality of miracle and.magic

which, in some instances, can 1ink up with old religious
¢ ) .

Do
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expectations of delivery from the sufferings of the human
condition.... Yet ... highly rational expectations are
coupled with something that is almost mystical in
character. This is the mystique of modernity.... The

mystique ... tends tO be stronger than ... rational
expectation. It survives the disappointment of the
latter,?

Thus, the specific promise of American-ness as a lifestyle model was
derived from its link to consumer goods which, thanks to American
interests, were being made available and certainly more accessible and

immediate than any other means of experiencing it (i.e., emigration) could

’

have been. Because consumer goods were themselves an embodiment of
American-ness and 1its attendant commitmenlt to inn0vat{on vhich was
described as progress, they represented a convenient key to a more pleasant
future, Through 1its representations of American-ness, therefore,
agvertising constructed an image dependent on the continuous production and
consumption of specific types of goods and defined it as "modernity."
Because this image was itself wuseful to its audience both as a means of
interpreting American society and culture and because it provided models
for individuals within it to "remake” their own lifestyles in order to
become more compatible with this culture, whose merits it also highlighted,
it was unlikely to be challenged and was even perceived as "heTpful" by 1t:is
audience.

. Once again, then, the "1deo}ogy of progress” an? its assumption that
"newer is better" supported a utopic vision of America as a "newer and
better" nation in which people lived in a "newer and better" way which, at
least theoretically, was powerful enough to dispell doubts instilled by
other sources of information. 1In citing the citizens of the United States

as a user community, advertisements alsO credited their desirability to the

use of industrially-created commodities which, in turn, were developed from
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technological progress. Within the ads themselves, this was 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 "new." A continual reference tO "newness" as proof of a
product's worth was then instrumental in enhancing the allure of the novel,
or the progressive, in human experience. Conversely, the perceived
desirability of such new experiences also wQrked to sell the products wvith
wvhich progress was thought to be linked, siﬁce consumption of goods wés
seen as "consumption" of , or participation in, change and a better v;y of
l1fe. As Ronald Berman.puts it:

The word new refers to commodities but applies to

experience. There is always the suggestion, which is

true enough, that the novelty of the product corresponds

to some liberating change in personal life.... "Rev"

commodities offer us equality in human progress. They do

sO by making each of us a consumer of social change.?¢
Since it is presented as purchasable, part of what is "better" about this
nev life, 6 then, 1s its broad accessability. 1In contrast to any traditional
social system (which, by definition, is fairly rigid, prescribed or
éclosed"), tge one constructed by advertising 1is bound to seem new and
"open:" that is, more egalitarian insofar as it denies the restriction; of
hereditarily-based status by offering an alternative which, although
arguably still not universally attainable, at least pretends to be.
Insofar as fev advertisements ever discussed money, they never allowed the
possfbility of financial need to enter into the profile they drev of eithgr
real or ideal consumers and, by providing lifestyle models to guide the
aspirations of the former to become the latter, they further forestalled

such considerations. Since advertisements each undertook to sell only one

product, they weren't likely to be interpreted individually as dictating
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heavy consumption as a pre-requisite to social rec;oqnition. Rather, by
attributing .eVery product with specific (and even well-documented)
benefits, the onus seemed to be On the consumer to shape his/her own
lifestyle & by conscientious consumption: an undertaking presumably
attractivg in the opportunity it provided to control one's own destiny, but
delusive in subsequently blaming the consumer for his/her own

)

dissatigfaction. Accordingly, if the ideal of the user community was never
reacpé despite earnest attempts' to consume responsibly 1n order to be

rnished appropriately, the fault did not seem to lie in some intrinsic
shortcoming of the goods ’ consumed or the consumer's own lack of buying
pover, but in his/her inability to properly synthesize the information
suppliéd by advertisements and to take advantage of it for his/her own
benefit. .

Predictably, the end result of this growing preference for innovation
in the realms of both production and consumption might have been construed
ag threatening by som/é wvho vere exposed to it, despite its appeal.. If
everything desirable was new, such individuals nightr have wondered what was
to -become of the 014, since the term itself had come to designate nothing
either tangible or admirable. Seemingly devoid of any value of 1its own,
the function of tradition, history or even the familiar in advertising wvas,
to assuage the g¢onfusion brought about by the over-abundance of new, and
ever newer, products. Thus, the nevw was lent the air of the familiar
through 1its association with recognized priorities, personalitie; and
periods of time. Once aqain,thsttrateqy vas by no means exclusive to

advertiéers of goods destined for foreign consumers, but was (and continues

to be) used invariably to naturalize advertising's own commitment to

LNy

A

e
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innovation, as Berman attests.

... the language of advertising is in some vays a
language of concealment. It uses one word, new, more
than any other in our hearing experience. But it
noderates what is nev or changing by applying it to the
same commodity: Tide has been nev annually for about a
generation. Advertising insists on placing actually new
products in a traditional context: commodities designed
by computer and assenbled by robots are sold by
commercials placing them in quaint, vood-panelled stores.
They are praised by leathery Norman Rockwell types who
wouldn't know a chemical from a flat rock.$
In other words, inasmuch as the old has little commercial value of its own
{especially in this case, where the consuning population was already
overaved by a culture it perceived as both advanced and innovative), its
presence in advertising functions primarily as an added feature or a
distinguishing characteristic of the new, lending extra credibility to its
Elains of efficacity. The underlying message of such ads that "the old may
have been good eungh, but the new is even better," in fact, reinforces the
pover of "newness" 1in the marketplace and contributes to the predominance
of certain goods over others within it as wmanufacturers respond to
consumers attuned to an expectation of unabated technological progress
presumably selected "nev and improved" over once-popular goods. On the
other hand, hovever, the need to acknowledge the old at all leads to a
slightly paradoxical conception of newness: in order for it to be fully
acceptable, its relationship to older ways must be clear. The nev is no
less nev for being derived from the old, therefore, but it 1is markedly
better than the o0ld, itself, had ever been.
As a case in point, a Bomba Americana gum ad (fig. 3.1) that ran

annually between 1948 and 1950 stressed the historical and even popular

origins of its product. Linking the history of chewing gum with that of

P
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the North American continent and chronicling their mutual development over
five centuries, the ad concludes with the discovery of the medicinal value
of gum and its commercial distribution in the early 1900's and ultimately
idealizes it as an ancient folkJ remedy vhich was also a modern,
mechanically processed and dispensed, scientific "therapy." Hence, the
popular Italian stereotypes of America, Americans and American consumer
goods vere perpetuated: the consumption of a product whose use was
inherently both novel and enjoyable to 1Italians was justified by Americans
primarily because it was scientifically recognized as being healthful,
American technology was responsible for its improvement and mass produgtion
and American beneficence for its widespread availability. The product
itseif wvas made more desirable by its history, as well as its exoticism:
the Mayans undoubtedly would not have chewved gum without reason agé could
never have been accused of being swayed by outside influences (since they
vere s0 clearly cut off from them, ignorant even of things as familiar to
Europeans as horses apd guns). Their early use Oof chewing gum, therefore,
was as much proof of its value as were the scientific pronouncements which
came four centuries later. American contributions to the welfare of
mankind around the world and a testimonial to the actual worth of the
product came from their original interest 1in the substance, as well as
their primary role 1in investigating and producing it 1in quantities
sufficient for international distribution.

Likewise, the New York-based E.R. Squibb pharmaceutical company ran a
campaign throughout the early Fifties under the common theme, "Trust is
born of. experience” (fig. 3.2). Featuring a variety of sentimental '
photographs (a dog and a cat 1lying down together, small children helping

each other learn to skat67 a mother with her new child, a father teaching
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his toddler to walk or a doctor reflecting upon the course of his life)
above this heading, the ads all stressed the importance of personal
experience (and a resultant capacity to trust) in dealing with these
situations and, ultimately, in making the world a better place to live.
Specifically, their intent wvas to inspire confidence in Squibb proaucts not
on the strength of their chemical properties, which might have been
regarded as too esoteric and possibly not even unique enough to be used as
a selling point, but by virtue of the company's own awareness Of a basic
moral principle: that people should be valued for their thoughts and
actions, rather than‘tor external appearances, and chosen as friends oOn the
basis of such considerations. Such realizations, it maintains, result from

a
experience, consequent increased knowledge, understanding, trust and even
mistakes. Squibb, then, although committed to scientific research and the
development of pharmaceuticals to treat medical problems in innovative

'

vays, had prgsunably accumulated such knovledgea during its nearlx one
hundred years of operation, as evidenced by its dedication to one of the
most traditionally meaningful concerns imaginable, the preservation of
human 1life. The corporate logo (three columns inscribed "uniformity, "
"purity" and "effectiveness" supporting another marked "trust") summarizes
its priorities and emphasizes the ad's implicit message that drug consumers
should have faith in Squibb products because of their history of quality.
In other words, although the actual effects of the product were derived
from scientific innovation, its chief selling point was the Ilongevity of
its manufacturer and the supposedly grggter reliability which was 1its
result. s

. As a variation on this theme, one of the BPD insecticide ads (fig.

3.3) featured a Red Cross nurse lecturing on the role of flies in the
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transmission of disease with the aid of graphically represented statistics
showing a correlation betwveen 1insect control and }alling death rates.
Dressed in a manner which was either meant to be reminiscent of earlier
(World Wwar 1I) uniform styles or a nun's habit, this woman was not
particularly intended as a spokesperson for the modern despite her concern
for facts and figures. She 1is, 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 new ones, but

c)lnerely that the empirical analysis and chemical treatment of this problem

are. Once again, then, the principles underlying a product's development

are cited as most important, while the intervention oOf science has made

.possible the resolution of 1longstanding problems. In short, the

relationship constructed between ©0ld and new in these advertisements was
transferable to the consumer: although the importance of 1long-standing
values vas re-affirmed, the mastery of new-found techniques as a means of
mobilizing them was stresse; correspondingly. In the realm of goods, this
relationship manifested itself 1in the difference implied betwveen the
rationale underlying a commodity's manufacture and distribution (which was
always founded in a seeming desire to benefit the consumer) and that
specifying its performance characteristics (which wvere almost necessarily
defined as "new"). On the human plane, it vas seemingly asserted that the
new order respected traditional values.

The other way advertising made the new seem more accepigble to the
average consumer was by insisting that modernity was a learned skill, no
more than a proficiency with goods. This, in addition to emphasizing the

underlying kinship between Americans and Italians by implying that even the

user community may have acquired some of its competence, offered a measure

o —— e - - -
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of encouragement to those who wished to emulate it. 1In practical ternms,
the growing ideas that "newer is better” and that modernity could be
learned in the marketplace were denoted in advertisements by an increase in
the inherent prestige of the young. Advertising's idealized vision of the
way 1ife should be 1lived and, it maintained, supposedly wvas lived 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 as "more
modern” &han others. This class, of course, must necessarily have
incorporated the American user community but, in some instances, also
included younger members of the Italian consumer group, wvho were likely to
have been perceived as less firmly entrenched in a supposedly outmoded way
of life and more open to the upwardly-mobilising powers of goods. Some

ads, like those of Colgate's "advice to the lovelorn"” variety, were based

’
on the supposed wvisdom of youth. These ads, in particular, vere structured
80 that it was children (or even bables) and their knowledge of the
benefits of commodities who solved their elders' problems (fig. 3.4).
Young people were either depicted solving theif own new adult socio-sexual
problems (as they had been 1in fig. 1.17, for instance) or framing adult
situations by, first, comstruing them as problems (innocently asking
"Why're you still an old maid, Auntie?, or "what's the matter, did another
one of your boyfriends marry someone else?”), second, explaining them ("You
see, nO one wants to marry someone with bad breath.... Didn't you know that
you're an o0ld maid because you don't realize you've got tt?"), third,
offering a solution ("Go ask a dentist's advice and see what happens.”),

and finally, smugly commenting on their own success, as well as the

’

product's effectiveness ("Thanks to my advice, she quickly found a nice

husband.... It took Colgate to make her happy."). Far from discouraging
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the average adult consumer by prompting thoughts that he/she is too old to
benefit from the possibilities of self-improvement that certain goods could
offer, such advertisements held out hope that the rules of consumption
could 1indeed be mastered. The fact that young people were in full
possession of this knowledge, which could neither have been innate nor,
seemingly, acquired from their parents or first-hand experience, emphasized
the possibility of reaching new levels of taste and competence, and even
the ease with which thie could be done, presuming that goéds themselves
wvere accessible. As a 1954 ad put it, it vas "never too early, never too
late, to start shaving with a Remington 60." 1In other words, since goods
could not discriminate among consumers on the basis of age any more than

they apparently could by nationaliéy, their benefits might be presumed to

be universally attainable.

"odernity:” Leisure, Efficiency and Thrift

This seeming egalitarianism was the real incentive . for the adoption
of nodernity. Not only were ite benefits and Characteristics
well-documented in American-ness but, because American-neses and therefore
modernity were themselves dependent on consumption of consuncr’ goods
folloving the examples set forth by advertising, it seemed to represent@a
relatively systenatié route to improved living by providing a formula, of
sorts, to overcome existing 1limits to personal growth. This .formula

promised to be effective largely through its denial of recognized status
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narkerse and their implied replacement by a seemingly more "manageable”
index of its own.

Traditional class distinctions being thus obscured and replaced v{;h
consumption-related status, individuals began to derive their own sgg;é/ot
soclial "reality” and an imagined standing within it the streﬁgth of,
first, their understanding of Lthe symbolic properties of goods as
represented 1in advertisements and, second, a belief in their own
acquisition of these propertieé through consumption. Given that this
individually-constructed social order was one in which, by definition, mass
production replaced self-sufficiency, the status markers vithin it were
necessarily ;derived from consumption rather than production. Social
position consequently became increasingly a factor of appearances (i.e.,
grooming and/or the possessiop of status goods) and not an accident of
birth. Ultimately, such new expectations produce individuals who are
Primarily concerned with spending on themselves or, at most, on their own
households as a means of proclaiming who they are to others. Furtheimore,

s
given a value system which encourages belief in goods as a iians of
personal and socia1~transformation, making a person's standard of living an
index of achievement, the level of individual consumption 1is bound to
become the popular measure of social merit. By encouraging spending, this
then benefitted the interests which had constructed such an ideology by
prog&?ing the wherewithal for its perpetuation.

Advertisements 1ike the ones in the 1950 Gillette ragzor series took
it upon themselves to educate consumers about such developments, informing
them that both social and professional séﬁcéss absolutely required

projection of the "correct" personal image. One of these, in particular,

(fig. 3.5) makes this exceptionally clear by <laiming that a possession it

’ | r
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naintained had aealready been acknowledged as a pre-requisite for success
(the automobile) vis itself insufficient to the realization of one's goals.
Although it contributed to the impression a man might hope to make, the ad

reminded, "owning a car is a lot, but not everything." Personal

Y

advancement was virtually assured, on the other hand, by completing the

picture with a daily shave, for which purpose Gillet%e rarors were said to

’

be superior.
Since one of advertising's primgry aims is to thus convince the
disgruntled that their stature in life may easily be raised by judiciously

purchasing the goods endorsed by those who haveaalready "made it" (or, at

least, those whor it defines as successful), one of 1its immediate effects
is to imply that social classes are relativel& fluid. Hence, the
inevitable shift in 1Italian aspirations to accommodate "idols of
consumption,” rather than "idols of produétion,' resulted 1in an increased
emphasis on the management of inter-personal relations.as a status marker,
just as Morris Janowitz maintains it has in the Uni;ed States where the
appeal of such a model derived from the fact that traditional indices Bf
personal status, although not totally invalidated, had been re-defined to

include a broader range of people.

2%

Themes of consumption still (exceed) those of production;

the concern is to include excluded groups in the culture

of consumption. The new element deals vith the -
strategies hunan beings use to handle the personal and
enotional problems which are rooted in religion,
ethnicity, geography and family status. Occupation is at

most a background dimension of tangential significance.

... The shift to consumption broadened the range of idols

to include "ordinary people."¢

*

This observation, in fact, echoes the tenets of the ideology of

cbnsunption, which venerates consumer goods precisely- because of their

J
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ability to "solve" social problems. The rise of°*consumer advertising in
" Italy during the postwar period, therefore, had an imnediate effect on the
average Italian's orientation to the wvorld areund him. Since Ereviously
accepted goals haé been rendered obsolete and moral standards no longer
offered an unequivocal sense Of direction, individuals were presumably to
. v

be guided by a "functional" code wvhich had as fks first priority a mastery
of the immediate environment. The importance of this need to control
day-to~day situations and the exiéEence of the possibility to do so
therefore provided an alternative to a world-view defined by social
restrictions, to vhich the more "optimistic” (i.e., manageable) perépective
of interpersonal relations offeréd a ﬁeans of escape and a source of hobe.

Howvever, such a re-definition of social status ‘necessarily

pPresupposed a certain number of corresponding changes in social practice.

Advertising's inherent commitment to innovation and the merits of

technology in bringing it about as a means of creating fresh needs and

N

desires for a succession of nev products directly advocates those values

which are bound up with the process of change, often, as J.K. Galbraith
' %
would have it, to the neglect (or even detriment) ot other, “more

established precepts.

... we find technological advance, as significantly it is
called, s0lidly enshrined as a social good. It is °
progress. It is synonymous with social achievement. One
would encounter less dispute, on the vwhole, by
questioning the sanctity of the family or religion than
the absolute merit of technological progress.’

Given that advertising must make an unqualified commitment to technological

<

change in order to maintain a high level of sales and a steady turnover in

o

products, it supports a simultaneous progression- of nevw methods sand

standards. In short, it celebrates change within both broad and narrow

= L
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A

contextse: Stor the society wvhich no longer accepts the co-habitation of its

citizénry with insect®8, as well as for the woman who becomes more

-

attractive to others through the’use of breast development creams. S§ince

social change, after all, can be simply explained as a cumulation of
§

similar changes at the individual level, advertising's capacity to effect’

¢

h N
such widespread redefinitions Of the sociE&@ggﬁer is a direct result of its

concern with influencing a consumer's self-image and encou;aging his/her

faith in the possibilities of improvement. Thus, videspread indivgeual

aspirations towards Amerfcan—ness in Italy would necessarily have resulted

)

-

1n Italian soclety becoming increasingly similar to that of the United

States. In addition, by establishing standards of individual behavior.

‘relative to people and property, advertising _essentially acts as a sort of

barometer of the social change to wH&ch it itself is instrumental. To the
’ A

y .
consumer, its advocacy of progress and contributory role in defining its

o

terms make advertising seem even more informative than it otherwise might:

¢

. . o
both it and the products it represents are seen as a pathway into the realm -

of the modern, as well. Thus, a predominant concerﬁ with making the terms

- ’

of "modewnity’ intelligible to a mass audience may be seen as advertising's
. L]

single most effective characteristic. ¢

The assumptfbn that everything in life could be managed, or ;hat the

individual could be master of his/her own destiny with the help of consumer

goods, was reflected in advertising's basic strategy of promoting any piece

of merchandise as one of three things: something that will heighten its

buyer's status, something to use during free time or &omething that saves

[

time. Not surprisingly, these three factors were generally inter-related:

status was directly correlated to American-ness ot modernity, which, in

[»*]
turn, was signified by the acquisition of particular commodities described

H o
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as "modern:' ©or "American,” themselves. The specific characteristics of
such products ars regresentatiVe of the attributes of .American-ne(ss deemed
most necessary to a "modern” personal‘s image and, con;equently, indicative
of the orientation of American advertising's impact on Italian socie%l;.
Like the usual &escription‘of Americans, themselves, the sales pitch
adopted .by -mast advertisers of household produg;s and appliances
' characteristi;ally described home and office machinery as "rational”™ or
"efficient," qualities which improved performance insofar as time was saved
or ordinary tasks were accomplished in ‘the "modern® way. The desirability
of conserving time, in addition to labor, vas increasingly acknoﬁedged as
a product's ‘"rationality” began to encompass the speed at which it
performed. 1In the case of office machinery, the benefits of ease and speed
of operation to effectiveness are apparent since, as a sgries of ads+for
Burroughs products which ran between 1951 and 1953 vas quick to point out,
these attributes really meant increased profits. Use of such machine'ry,
thus, is represented as an "efficient" or "rational" means of improving the
status quo, insofar as they allow their co;xsumer to become a "modern”
(successful) businessperson, overcoming the obstacles 1mposed by human
“Timitations through the adoption of "modern” .(mechanical) business
procedunef. The Burroughs ads recreate scenes from Roman ;;nd Biblical
- history, relate. them to a contemporary business context And offer their
line of adding machines as a means of changing two-thousand-year-old
_s‘ituations. The various models were therefore represented as possessing
nearly miraculous powers. In one instance, their apilit‘ies were likened to

)

those of Joshua 1in staying the course of the Sun (fig. 3.6) by declaring

‘ that "éven today miracles can be performed.” The "miracle" of Burroughs
adding machines was none other than 1its. capacity to bring "“order,

} 7 /
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exactitude and the maximum economy of time and money" to the workplace. 1In
Oother words, people were said to be successful because they did things the
"modern” way which, 1ip turn, meant only that,they consumed the fruits of
progress. To make this point even more obvious, another of these ads
essentially belittled businesspeople who didn't use Burroughs products by
comparing their per51sutént use of supposedly outmoded business practices to
the dogmatism of sixth-century nobility (fig. 3.7), claiming that no firm
could ever be ragionally organizgd unless 1t used Burroughs machines --
"real mechanical brains, indispensable to a modern business because they
represent order, absolute precision and great economy of time and,
therefore, money."

The notion that machines signified their wusers' intelligence and
progressiveness, while also conserving both human labor and time (and
consequently money), extended from business to the realms of domestic labor
and even leisure, as well. Rotably, mechanization was so important as a
selling point that all kinds of products vere promoted as “"machines,”
whether they really were or not. The fact that B.P.D. insecticide, a
chemical product, could be ]touted as "a machine for killing flies" in a
1951 advertisement (fig. 3.8), for 1instance, 1is evidence of a
popularly-perceived identification between the mechanical and the
progressive (which its first lines even point out vhen one of the depicted
characters mar.\;'els about the modern age by identifying it vith household
appliances) as well as proof of its appeal as a ready-made means of
improving upon the status gquo.

- From the business-oriented axiom that time is money easily developed
an understanding of time as—precious and vorthy of being saved by the use

of appliances such as electric rasors and vashing machines. In fact, it is
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likely that the success of this inducement among homepakers ;nd others’ was
itself derived from the prestige of the business world 1in vhich,/ﬁt had
originated. By imposing the standards of this world upon the rest of human
~endeavor, advertising implied its dominance of the social order and,
because these standards were themselves Ametican,’ reaffirmed the
international superiority of the American way of life. K
The American origins of time-saving technology also ultimately
contributed to an 1mage of the American lifestyle as fast-paced, efficient
and even, as a result of time saved, leisured. The existence of "leisure
technologies” designed solely for purposes\éf enjoyment further accentuated
these beliefs: not only were Americans seemingly privileged with sufficient
recreational time to warrant the development and use of such products, but
the very nature of these goods themselves was such that their use conferred
a certain mastery of time. This, in fé%t, was the basic appeal of products
like Kodak photographic supplies and Scotch recording tape: thelr use was
intended as a means to preserve specific moments of time for future
reference. Thus, it was thought to be increasingly possible to control not
only the present (by petformind necessary tasks more quickly and thereby
creating "spare” time in which to pursue 1individual interests), but the
past as well (by making accessible audio or vi;ual transcriptions of its
most meaningful moments). The prom%se of manageability, therefore,
extended from the social realm, where the control of interpersonal
_relations through the projection of the desired "modern," efficient,
business-1ike or "American" personal i1mage helped toO create status, to the
daily lives of individuals vhere this status, evident in the mastery of
time-saving domestic technology, manifested itself as increased leisure or

-

"spare"” time.

«
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One significant o{fshoot of this correlation between time and status
is an emphasis on noney; yet another maxim of American-ness would seem to
have been “"thrift for thrift's sake."” By buying cheaper goods, or even
changing t;ETZS and habits 1in order to spend less: one woulglhave more to
spend elsevhere and, having the capacity to possess more merchandise, be
able to live better and to enjoy a higher (e.g., more prestigious) standard
of 1living by abandonning previous goafs 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 1individual's perceptions
of the roles of work and leisure are likely to occur. Whereas in a
pre-industrial society, like 1Italy during the first half of the twentieth
century or the United States a few decades earlier, both satisfaction and
status had to have been derived from the act of production (work), in a
consumption-oriented economy ;hey might be seen as related almost
exclusively to material possession (leisure). Consequently, time, effort
and the money that they earned were to be saved in order to have more of
all of these to spend on leisure. Hgbever, this necessarily implied a
fundamental redefinition of that concept itself. 1In a society 1in vhich
personal status is based on vork, the characteristics of leisure are
unequlvoc;lz 1t igﬂsimply anything vhich 1is not work. But, when leisure
becomes a unique moment of commodity-dependent self-gratification and the
crucial source of personal identity 1t is the focus of life 1itself. 1In
advertisements, these priorities are conveyed in claims for the necessity
of clinging to its manifestations by saving time and money as a matter of

principle, even if such conservation entails a change in lifelong habits.

Corn Flakes, for instance, would seem tO be an undeniably American

©
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invention, suited to both American t:;tes and daily life. In a 1955 ad__
(fig. 3.9), however, Kellogg's easily and conveniently managed to conflate
the two cultures in order to create reasons for cornflake consumption in
Italy. Like 80 many American products, this breakfast food has "marvelous
powers” (i.e., a high calorie content). 1In addition, its moéi,axhalted
qualities are 1its potential contribution to savings of time and money: a
cornflakes breakfast is ready to eat 1in a matter of seconds, requiring
-little or nothing in the way of preparation or ingredients, costs less than

a single cup of coffee and furthermore, is scientifically ®ertified

superipr to the continental breakfast with which most Italians were

accustomed to starting each day. Faced with such evidence, it would seem
{

reasonable for anyone wanting to 1mprov; their morning meal not to bother

trying to improve their breakfasts by making them more delicious (by making

better-tasting coffee, for instance). In the 1ong run, according to the

Kellogg's company, it would make more sense merely to make them different

at

{or, 1in other words, more American) in order to reap the benefits of
consequent savings in time and money.

Likewise, the Remington shaver company built from the precedents
established by the Gillete ads, while streasiné that its product enjoyed an
advantage unique unto itself: speed. Whereas Gillette had had to launch a
campaign to promote shaving in gemeral in 1950, Remington could advocate
not just shaving, but shaving faster and slectrically a year later. Given
the pre-established necessity Oof shaving to social success, advertisements
for electric shavers had only to advance their most obvious difference from
manual ragors: their speed of operation. A 1951 ad (fig. 3.10) emphasized

this feature in its headline, "Each shave a new record with Remington, "

vhile also implying that there was a standard against vhich such mundane
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activities could be measured and even a need to measire then. The
subse&uent text underscores the importance of time in the modern world vith
references to alarm 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, "No more
annoying waste of time with brush and blade!" and alluded to by a
description of its functional parts as “"diamond-cut blades,” implying that
this "shaving machine” was probably even made by another mechanical device.
Furthermore, this is cleafly a product made to serve the needs of. a
"progressive” clientele who not only is pressed for time but needs to be
regularly and "presentably” shaved. Likewigse, a later ad (fig. 3.11)
contributed to the speed statistics and even adds that this model 1is
"precise as a chronograph" and that the "modern world" has been vaiting for
a product like this one.

By 1955, then, even Gillette razors came out under the brand name
"Super-Rapido” ("Super-Fast"), despite theiéwrnanual operation (fig. 3.12).
Apparently, one must conclude, the advantages Of speedy shaving were
perceived to be 60 great as to make other qualities seem negligible By
comparison. I1f the attractiveness of time-saving had been less firmly
entrenched, Gillette razors could have been advertised on the basis of some
other features that might have 4ifferentiated it from its electric-shaver
competition, in other words, rather than trying to compete in the one area
where the superiority of electric shavers would seem least debatable.

Somevhat paradoxically, the pervasiveness of the "modern” idealnof
speed and efficiency was apparently so great that ads for other types of

products which had no operating speed whatsoever, and to vhich it wvas

therefore immaterial, could actually invoke it as the status quo to be

[
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overcome. One of a 1953 series of ads for Permaflex mattresses, for
instance, 1is based upon such an appeal (fig. 3.13). Calling upon the
common claim that Italy vas less developed than most other countries of the
world by saying that these countries not only met modern standards but
lived the 1ideal with calm and contentment, it then both cited the
mattress's progressiveness and offered it as a solution to the problems of
a progressive world. Specifically, it maintained that Permaflex mattresses
wvere uniquely suited to the particular requirements of the modern lifestyle

which, hectic as it was, destroyed people's natural sense of well-being

along with their ability to function adequately in society (i.e., to
produce). Because it was offered as a means 0of "cleansing” the body with
N
"scientific, ratikonal, perfect relaxation,” sleeping on such a mattress
seemingly provided an appropriate antidote to the problems of modern living
vhich was itgelf no less true to progressive ideals. The ad's message, in
other vords, was that the modern vay of life was not to be abandonned if it
proved less than grat{fying but completed by the acquisition of missing
compodities.  Dissatisfaction, therefore, could not be viewed as a failure

Oof the system itself, but as the result of an individual's failure to fully

integrate with 1it.

Integration, Community and Control

The opportunity such products and the personal images they promised

to convey offered to control one's own position in the social hierarchy was
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an incentive to embrace the definitions of social status they provided.
However, although the appeal of a social model based on the management of
interpersonal relations was undeniable, there were also certain inevitable
detractions. A rigidly prescribed class system, despite 1its denial of
egalitarianism, at 1least had the advantage of predictability. with
mobility and social change came uncertainty, as new acquaintances could not
rely entirely upon traditional indices, now obscured or irrelevant, as
means of recognizing or achieving social status. As Sebastian de Grazia
comments:

In the new world of cities there vas danger of being lost

as a person, as someone vhom others knew something about

and respected. whatever shortcoming the villager

suffered from, anonymity was not one of then.
Aristocracy, vhere one's status is fairly well-known at a

glance, had no such trouble either. These were worlds of
position. In them one is somebody. What one is, or

stands for, can be told not solely by house, field, shop

or clothes but also by language, manners, and
antecedents. Finding themselves in the city, farmers and
villagers had no fields or shop, nor clothes or
antecedents that made sense to neighbors themselves

uprooted and from strange regions.?

Advertising’'s strategy of assoclating the gqoods it represents with the
lifestyles of recognizably high-status individuale could and did become
important only because of the anonymity of the c}ty, wvhere no one knew one
another and also, and more fundamentally, because antecedents and land,
long the marks oOf the aristocracy, had given vay to newv insignia --
production and money. In Italian society, social distinctions vere
obscured in the “more developed” (i.e., urban) regions and a new
"technological elite” founded on skills rather than family ties emerged as

tncreased use of a standardized language and' mass marketing (especially by

the clothing 1industry) made class and, not coincidentally, regional
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differences less recognizable.'’

Because of the increasing attinitf of 1its external nahitestations
with those of everyday Italian life, the appeal of the American lifestyle
models represented by advertisements (their "American-ness") vas
essentially re-conceptualized within a larger ideoclogy of the urban upon
vhich it was based: a way of thinking which characterized the United States
as "metropolitan" and attributed the undisputed affluence of American
society and the relative ease with which its citizens conducted their daily
lives at least partially to the benefits of city dwelling. Such an
explanation of the source oOf American powver ultimately leads to a broader
conceptualization of the world itself as comprised of an unequal balance of
"rich, metropolitan” nations (centers of economic, political and cultural
pover ) and "poorer, less developed"” agrarian nations which 100k to the
others for direction,!® augmenting the American-dominated international
hierarchy ‘which had already been established by those advertisements
claiming the superiority of so many American products because of their
supposedly unique ability to provide solutions to seemingly universal
problems. In other words, as Raymond Williams has pointed out, the popular
impression df the relative merits of city and country wvas transposed to
larger generalizations about the world itself.!!

within the "narrow,” or individual, context, then, this glorification
of the urban and valorization of change had profound implications in
postwar 1Italy. First, as de Grazia argues, since it incorporates the
ideology of progress into its own promise of commodity-derived personal
‘bene;its, advertising "plays an aggravating part" in overcoming concerns

with geographical constraints:

P
As the servant of industry it encourages the movement

»
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mentality: change and innovation, houses and consumer

goods, progress and science, move and buy, buy and

move.<.. Newness and difference are held to be good in

themselves, yet as a result the American has had to cast

himself 1in the role of a standardized nut that fits

standardized bolts scattered anywhere the country over.1?
At least 1in America, he seems to argue, the role advertising plays in
promoting the new, encouraging the possession of novel commodities as a
means of meeting the new standards qenérated by lifestyle changes, has
induced citizens to wander about in search of progressively better ways of
life. As a result, they have had to become increasingly tolerant of
change, while regional differences have become less pronounced and more
easily adapted to.

Likevise, in postwar Italy, economic development and the ideoclogy of
progress concurred with industrialization and urbanization, both of which
in turn fostered integration by undermining regional loyalties and
encouraging migrations from the poverty-ridden South to the developing

industrial zone in the Northwest. After the war, the Italian domestic

scene was bleak: two million workers permanently unemployed, large numbers

n
[+

of laydless indigent farmers and standards of living far below those of the
rest of Europe. ‘The traditional remedy for such problems prior to the wvar
had been emigration, a course of action temporarily restricted under the
Fascist regime's prohibition of even internal relocation. When this
situation changed during the 1950's, with the industrial boom and Italy's
entry into the Common Market (opening new possibilities of employment in
Northern Italy and Eurépe), Italians thronged to growing urban/industrial
centers in search of improved 1living conditions. This transition (which
has been dgscribed as an accelerated progression from the Mineteenth to the

Twentieth centuries), and the difficulties which such an adjustment would
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inevitably have entailed, were probably made more bearable {especially in
the later years) by prior exposure to the‘urbgé ways of 1ife which were
undoubtedly best represented by the locally-dist;ibuted mass medial

Increased mobility was undoubtedly signified by a proliferation of
travel-related advertisements, notably for petroleum products and airline
companies. Both of these indicated relatively long-distance travel, since
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 countryside en route from city to
city, since the streets 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
international role as a commercial center (fig. 3.14), advertising itself
as "the only airline in the world that lets you travel from Italy to any of
the important centers in the United States with only one ticket and without
changing airlines." Despite the variety 6t non-U.S. destinations served by
TWA referred to in its 1950 ad (fig. 3.15), the airline's stated purpose
seemed to be ferrying passengers between the United States and various
outposts around the world.

However, it should not be sudqested that the "movement mentality” was
as widespread in 1Italy as 1in theﬁunited States, Or even that it was
entirely unknown before the advent of American marketing: the long-standing
tradition of fortune-hunting abroad indicates that it was not. It is
significant, on the other hand, that this fortune-hunting wvas now
increasingly to be done domestically (although th? U.S. had lost none of

its status as the "land of opportunity”), encouraging an intermingling of

the natives of different Tegions and some degree of standardization of
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language and customs. Like the rest of the mass media, in addition, it at
least familiarized inhabitants of different regions '}vhé communicated
primarily in various dialects) with standard ~Ita11;n. Even beyond .this
relative linguistic standardization, however, advertising worked to promote
national integration in a variety of ways, further minimizing some regional
differences by producing a uniform pool of knowledge about consumer goods
and their use, similar expectations of their powers, and more homogeneous
notions of what constituted an adequate standard of 1living. Only thus
could a 1953 ad for Admiral refrigerators (fig. 3.16) proclaim, "A
refrigerator isn't a luxury, 1t's a necessity!” N

This trend towards standardization, in effect, went hand-in-hand with
widespread urbanjzation. First, the fact that the most significant
migration pattern was from rural to urban population centers (South to
North) is 1i1tself sufficient as an 1indication of this phenomenon. However,
this tendency szt certainly have had 1implications even for those who
resisted it: cities, in general, were nov increasingly reputed (as America
had heen for at least a century) as centers of opportunity, heightening
their prestige as well as the acceptapility of the wvay 1life was 1lived
there. Like the Aaericani, then, those who returned to small villages or
farm communities from urban centers brought with them new standards and
habits which they doubtless defended to'their friends. This intermingling
of people from various regigns who previously had enjoyed little or no
contact with each other wvas therefore a strong socializing force, promoting
cultural solidarity through the increased fraternization of these groups
among themselves, but moreover worked in such a wvay that wvhat wvas most

common to all of them was something they had never known before: the urban

experience. Equally importantly, this experience itself nov enjoyed a

..
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connotation different from that of earlier days. The city was no longer

merely a local population center, a meeting ground °for farmers and

c

merchants, but a link in a chain of similar cities extending across the
ocean and around the world. To live there was almost to 1live abroad, in
terms of social and material norms, since it was in such centers that

foreign tastes and products were first introduced and used by the local

8 . ]
elite. The difference between city and country life would then initially
§

.have been perceived as a growing one. Advertising, hovever, as a sort of
"survival guide” to the urban lifestyle 1identified as Ameriecan, or
American-inspired, made the changes it championed in promoting the new over
the old. seem universally and easily accessible. The fact that the
advertising gystem promulgated a fairly homogeneous,

technologically-derived world view across an audience with diverse ethnic

~

and/or class origins ultimately acted as a unifying force, reducing the
importance of factors which had pfeviously distinguished people from each
other and supplanting them with a common set of aspirations, expectations,

or values. Ellul calls these "psychological collectives."
)

Advertising goes about its task of creating a
psychological collectivism by mobilizing certain human
tendencies in order to introduce the individual into the
world of technique. Advertising also carries these
tendencies to the ideal, absolute limits. It
accomplishes this by playing down all other human
tendencies.... In addition, advertising offers man the
means for realizing material desires which hitherto had
the tiresome propensity of not being realized. In these
three vays, psychological collectivism 1is brought into
being.13 -

4

In postvar Italy the "psychological collective” being formed by
American advertising and the changes it provoked was clearlylthat of a

growing urban consciousness which had its roots in any number of concurrent
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phenomena associated with viéely-recoqnized trends toward "modernization:"
urbanization, industr{l;lzgg;Qﬂ, economic development, cultural integration
‘and educationl Essentially, in thig instance, !psychological collective”
is a concept which serves to explain a changed definition of commupity.
wﬁereas communities had once been constructed as closed social systems and,
as such, wvere the séﬁe source of civic authority, they were now construed
ash a small part of a larger entity compgsed -+ of many such fractions.
Consequently, their authority’ was effectively usurped by other, more
geographically disp;rate forces: the government, the agencies of literacy
and, more importantly here, foreign interests.

Th; urban "péychological collective" which was beginning to encroach
upon rural tradition created new concepts of community in which# urban
values and indicators of social stanéing were increasingly respecteé.
Given the technical b}as of foreign—fnf}uenced urban centers aad the
emphasis placed upon "business-like" characteristics as a pre-requisite to
nodernity, the human qudlities which most tended to be valoriéed the;e“werg

those which could be 1loosely termed "professional.” 1In advertisements,
&

—Jhis emphasis tended to manifest 1itself in a frequent citation of

supposedly “"expert"- advice: they were peopled by a growing cast of

characters identifiable primarily by virtue of their occupations (paids,

nurses, doctqrs, dentists and scientists), who characteristically °*

counselled consumers (either directly or through a depicted Everyman) about
the necessity of effecting some sort of change on their envirogment and the
efficacity of a particular branded commodity for that purpose. 1In addition
to the médical and dental professionals who so epitomized the authofity of
American science and the film celebrities who represented the na%ional

ideal of beauty, many, were called forth as representatives of.a more

s e o - — 2, —_—

.
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accessible echelon of American-supplied technical and commercial

-

competence. Hoover washing machines and Overlay floor polish both used
' : A
maids as spokespeople for their products. Hoover (fig. 3.17) even added

the incentive of the mechanical to its appeal by expecting 1ts product to

dvickly, economically and effortlessly "solve"” the laundry "problem” once

and for all. v

N
In the aggregate, then, such advertisements formed their own

\
community comprised of a set of self-proclaimed experts on all aspects of

daily 1life. These 1ndividuals, no doubt representative of an American
s

community, essentially served to reinvent it within the Italian context
where, for want of its equivalent, 1t was then felt to be 1lacking. 1In
_Othex -vords, evidence was provided (in the form of advertisements) to
indicate that such a community i1ndeed existed somewhere and that its
membe‘r.:us acfively judged others on the basis of particular criteria they
themsel‘ves established, Not having an auto;xomous congregation of such
experts within their own circle of frieunds and acqiaintances, the Italian
3
audience would have ultimately been led to realize that consumpticqm‘offered
unique aéces:s to Vthe' gratuitous advice offered by established autht:;rities

4
and, perhaps, that it might eventually be a mel'ans of 1incorporating

2

qua11f1éd) which, 1f undertaken on a broad enough scale, could even

"“themselves within class of the expert (if not the professionally

contribute to the creation of such a group within the rcealm of their own

M)
lived experience.

Once again, the status quo being promoted was popularly perceived as
4
sopeone else's commonplace, but a personal 'aspiration to be dreamed of and

.striven toward. As the changes n'ecessary to the realization of the}e goals
") . v

‘began to take plaqE,' traditions ' vere likely to have been found

(
'
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categoz"ically "archaic,” vhile imported culture became correspondingly more
attractive.!t with respect to the developing "consumer ?ulture' in postwar
Italy, then, there are obvious 1links t0 be made between the seemingly
pervasive impression that former beliefs wvere now outmoded and the
operational i—deology of advertising.!! If advertisements were eftecti;re
through their message that a particular gqroup's minimum standards of
acceptability ;:ere videly ignored by oOther consumers, they also contributed
to a larger-scale 1nterpretationuof that s:nTe feeling and, ultimately, the
demise oOf mon'e longstanding conventions. Once again, it was a case of the
new dilpla‘cinq the old, just as it did among goods in the marketplace.

In short, a major reason for American excellence seemed to be’ the
incorporation of particular goods and services into daily life and a
corresponding rejection of materials and methods which characterized life
1in those nations farther down in the international hierarchy. The walforf
Astoria, credited as being "the most luxurious hotel in the world” 1in a
1954 For.mica ad (fig. 3.18), apparently could be described in such a manner
primarlly,becaus'e it had laminated ' this plastic to most of its interior
surfaces. The specific merits of Formica indicated its modernity: it saved
both maintenance and installation time, was used in the United States and
around the world (especially in commercial and industrial settings), was
immune to the effects of time and met with the approval of "experts.” It
was, therefore, "a better substitute for other materials” on its own terms.

’

Likewvise, the merits of the hotel itself derived from its  complete

"American-ness:" 1its urban location, which in turn had dictated a
particular architectural style (allowing it to "rise into the sky like a
castle of dreams”), as well as extensive use of internationally-appreciated

Formica throughout its interior.

‘
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However, despite the apparent necessity ofgdiscarding the old for the
nev in order to rise 1in t international hierarchy, the displacement
phenomenon wvas not necessarily rative at the level of nations. Although
the psychological collective built from consumption practices and
celebrated by advertifing wvas an international one, its growth was not
inevitably at the expense of the national 1identity, particularly since
advertising made a point Of representing the roots of change in tradition.
It served, rather, to contextualize a sense of nation within the world
perspective vwhile at least partially obscuri;xg the then lessh readily
1dentifiable regional characteristics. This, as Morris Janowitz contends,

could ultimately have facilitated the development of a network of social

control in which individual and national autonomy alike were replaced by

external authority.

... The growth of a world community perspective does not
necessarily require the atrophying'of national sentiments
but rather a modification of their content and scope ...
1t would be more appropriate to assert that the
maturation of personal and social control increases a
person's capacity to relate himself to more and more
encompassihg systems Of authority.... A sense of
nationality reflects inner feelings which through
socialization’ become externalized attitudes. In this
process, the person for better or for worse, manifests an
acceptance of external authority and even of submission
to external authority.}¢

Such a construction of authority relations is integral to what we now know

as modern, industrial society, in which cottage 'industry is subordinated to

/

mass production, single-family units to housing developments, isolated
.

farms to municipalities and, in short, self-sufficiency to inter-dependence

v

and the resultant submission to enforced norms and standards set forth for
the common good. Advertising, 1likg the mass media in general, supports

\
this system by consistently surveying the environment, defining it, posing

4 »
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personal, social and political alternatives and, through its judgments of
these various possibilities, inculcating certain standards of behavior.

A pluralization of "life-worlds,” or "broadening of horizons," and
the subsequent weakening Oof Jlocal traditions or even of a locally-based
dominant Qegemony would appear to be an inevitable :'characteristic of such a
process. Because of {ts mythic, didactic function, advertising's role in
bringing about these changes in perceptions, beliefs and experience vas
significant. Through its presentation of lifestyle models acknowledged to
be different from that of its audience members, in other words, i‘t served
to heighten their awareness of diversity and to provide for the resoll.;tion
ol any ;‘esultant confusion or conflict in the form of the commodity. In
Italy, then, the effect of American advertisements on a foreign audience
was potentially two-fold: at the level of institutions, it was useful in
facilitating a replication Oof the American consumption economy axl.d, at the
individual level, it became an T:lportant nev force of B8ocialization,
promoting national unity {(and, consequehtly, more uniform beliefs) while
reinforcing broader definitions of community, since modearnity was a concept
equally appreciated by both d\merican; and Italians (although arguably
manifested to different degrees by each culture).

At the first level. ofl analysis, thése advertisements encouraged
particular beliefs about technology, irdustrialization, innovation and even
consumption itself. The most import;'-mt messages they conveyed about the
megits of that vay of life most generally describable as "modern,” or, in
this case, "American," were that the technology developed and popularized

in urban or American centers represented an improved standard of living for

the majority of people, that innovation (categ:)rically defined as progress).

vag a natural consequence of "modern" 1life and that American goods vere

&
o

@
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developed, distributed and consumed in answer tO the consumer's own
pre-existing needs and desires. This last point of view was explicitly
encouraged by the way advertisements are constructed.

By emphasizing the reasons underlying the production of particular
goods and the wvay they fit into the lives of some of the people they vere
supposedly designed to benefit, advertising reassured the consumer that
he/she was t;e original reason fd% the production and distribution of these
goods and the real beneficliary of the process. It was ultimately such
apparent altruism on the parts of manufacturers and advertisers which would
have facilitated the acceptance of personal or social change as desirable.

In the long run, then, advertising could be effective in producing change

only slowly and methodically: rather than inciting cataclysmic revolutions,
it built from daily experience of a marketplace in which changes of status
and self were put up for sale to shape a culture vhich increasingly valued
people and things described as "young," "business-like," "urban" or,6 as a

<
combination of these, "American."”

™
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Fig. 3.1 (Domenica del Corriere, 1950)

Ristorical scenes of "Cheving Gum"

In the year 1517: Spaniards land on the Yucatan
peninsula (Mexico). .

In the year 1520: ‘Pattles for sovereignty. The
Indians flee in astonishment before enemy forces
bearing firearms and mounted " on horses, neither of
which they had ever seen before.

In the year 1540: Montejo conquistadores accept the
Indian chiefs' surrender and are surprised to notice
that they chew gum,6 a lingering monument to the ancient
Mayan civilization.

In the year 1890: The resinous 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 gum which 1is first distributed in the
United States and then in the rest of the world.

-
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Pig. 3.2 (Epoca, 1951)
+ Trust is born of experiencs ...
-- A blind man wvalks down the

street, trusting and without
fear. This trust comes from

experience. In this way,
trust 1s born and grows, solid
and sure. In a world as

uncertain as ours, trust 1is
one of the things that serves
as the best guide, giving us
the possibility of measuring
spiritual values, of
discerning those things that
count the most in our walk
through life.

« == The (fPticelesa Indgredient ~ of
every product is the honor and

$
integrity of its maker.
: e e o, |[aean s o] [P 2w
w B maL AT trambng
\;l:.\,.
Pig. 3.3 (Epoca, 1953)
-- It's been ‘ptovén that flies carry the most dangerous of
\ infectuous diseases.
-~ One of these insects has only to land on your plate to infect
yous' . ' - o

-- A fly can give your ‘baby the worst childhood illnessek.

-- In addition, exact statistics show a significant reduction in
deaths caused by infectuous diseases 1in areas. where efforts to
control flies have been most intense.

-- Destroys these dangerous insects with D.D.T. Extra, which kills
even the hardiest of flies.
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Q@ Fig. 3.4 (Marie-Claire,6 1954)

These parents, vhat babies!
¢

-- Now everybody can see how you treat me. A fine example for our
daughter ...

-- If she were 0ld enough, she'd act like this, too!

-- Poor Daddy!

-- But, why? You can't give a guy the cold shoulder without
telling him your reasons!

-~-Dear, the more you care about someone the harder it 1is to talk
to them about’ something like ... bad breath. That's a
dentist's job, don't you think? ’

‘ (at the dentist's)

-~ 1 recommend Colgate toothpaste to fight bad breath. By
brushing right after eating with Colgate toothpaste, your mouth
stays clean and your breath fresh for the whole day.

Conclusive proof exists that brushing immediately after eating
with Colgate toothpaste 1s the best way known to stop cavities.

In fact, the Colgate method hay stopped more cavities in more
people than ever before recorded in dental history. Colgate.
The Most Widely Sold Toothpaste in the World. )
(Later - Thanks to Colgate toothpaste)

-~ Now things have really changed between Mom and Dad!

LY -

~

Use Colgate toothpaste. It gives breath lasting freshness while it
thoroughly cleans the teeth and helps stop cavities.
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NON BASTA L'AUTOMOBILE!

Posseders un'sutomobile & molto ma nom ¢
tutta. Blsogna possedere @ rispetto verso
stessl @ verso airt. Un uomo iragzandato o
coa ls barba non rassta, oon serd mal gludi
cato lavorevoimenie. Gillette facilits il vosre
compito. Radetevi ognl mattina con Gillette Bla,
Diepenser: Astussie mederse W
materiale plectiae scatenenta
20 lome Clllette Bla . L 0B

3
Rasel Gillatte da L 200 o L 2300

Gillette

Lftls pis Loplonle
P i Lyl

UON GIORNO V| DICE GILLETTEJ
GILLETTE SKFETT RAZOR COMPANY OF [TALY PUZIA S. ERASMO 3. MILANG

rig. 3.5 (Tempo, 1950)
A Car isn't Endugh!

Owning a car 1is a 1lot, but not
everything. You must .have respect
for both yourself and others. A
slovenly or unshaven man will never
be judged favorably. Giliette makes

your job easier. Shave every
morning with Gillette Blue.
"Dispenser:" a modern plastic

container holding 20 Gillette Blue
blades. 600 lire.

Gillette razors from 200 1lire to
3500 lire.

GILLfTTE. The sharpest blade in the
world. ' '

~

Gillette bids you good day!
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Fig. 3.6 (Xpoca, 1953)

The Bible tells that the prophet
Joshua, a skillful commander, seeing
sunset approaching before his troops
could vanquish the enemy in battle,
issued the famous imperative: "Halt,

O Sun!" and stopped the sun in its
course. How many company
presidents, how many clerical

the end of a 1long day

‘during which they've
complete only part of the work that
they should have finished, would
like to repeat
the sun can't be stopped and overdue
work just piles hidher on the desk.

Yet even today miracles can be
performed. Isn't the work that a
Burroughs adding machine
accomplishes in the briefest moment
of time with the most "absolute
perfection 1in fact a miracle? In

the modern .firm, a Burroughs machine
is indispensable becausé it
represents order, exactitude and the
maximum economy of time and money.
Adapt your firm to modern standards!

been able to’

Joshua's order. But’

7
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Fig. 3.7 (Epoca, 1951)

There is a story about a gentleman
who fought all of fifteen duels to
defend the superiority of Dante over
Tasso and, mortally wounded by his
fifteenth opponent, confessed at his
death never to have read a °single
verse of Dante. How many
businessmen and i1ndustrialists claim
to have organized their firms in the
most rational manner without even
having tried a Burroughs Machine?
Burroughs Machines are real
mechanical brains, 1ndispensable to
a modern business because they
represent order, absolute precision
and great economy of time and,
therefore,. of money. Tens  of
thousands of offices all over the
world are using Burroughs Machines.
Adapt your firm to modern standards!

scuas CAEROSOL LRA CiomE Una NEBBIA || Avemalls nesCue,

N ARRINA SAPPIRTUITO ZANRARL KD OLMS JS
é ALTR® wsgTTR FoE
- 'AnSury

Fig. 3.8 (Tempo, 1951)

-- These days are really something else!' The vacuum -
cleaner, a machine for laundry, a machine for dishes, a

machine for killing flies ...
-- A machine for flies?

-~ Sure, B.P.D. Aerosol. It comes from all sides, like a
¢§osquitos and any other

fog; to get rid of flies,
insects in the area.
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Pig. 3.9 (Epoca, 1953)

The Marvelous Power of Corn Flakes!

: fc’ede'. -- A reakfast 1in a few
1 ,nerawq'”fs;:,zm digranolurco  ~ secas. f

"corn Flakes"” are ready
1mmediately: 1t's enough to pour
them straight from the box into
a bowl and add a little b1t of
milk and sugar to have a
delicious calorie-rich, ' high
energy breakfast.

~

-~ In America and Scandinavia,
dietary specialists give
breakfast a great deal of
importance. They maintain that
the body must be supplied with
energy before starting a hard
day of work or study, which 1is
why a breakfast as rich 1in
calories as "corn Flakes"
provides much more energy than a
cup of coffee, tea or café au
lait when eaten with buttered
toast or bread.

-- One box contains eight generods'
portions for only 170 lire.

Kellogg's. A Kellogg's breakfast
costs less than a cup of coffee.
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PFig. 3.10 (Tempo, 1951)
Each Shave a Nev Record with REMINGTOM

-~ The alarm clock, once a punishment
for the man who had to get up early,
nov has become but a faint annoyance
with the use of a speedy electric
razor.

-~ Simple to use, the Remington shaves
you better 1n a short time. Just
plug 1t in and glide it across your

Ogni radersi un nuovo record face. No more annoying waste of
p time with brush and blade! Shaves
con il W the most stubborn beard neatly and
. completely at "skin level" without
Semplice do vdopararei, | Remd « the &craping and . pulling of an
:-.'7:.“...":.... d vha Nea ,: ., ordinary razor. Hundreds of
7 il tastidiess perditempe ol raeme o pom diamond-sharpened blades do the job
nellet '::::":":':‘::‘"‘:‘:“ with precision and perfection!" Your
:.-::'.u drappe « 1 raschiamenti di ve o face stays soft-.-and fresh. You're
camune r3sose. Comtinaie &b lame 2ifilate perfectly presentable 1n record

al diaramte (anne ‘epuaritione ces pregie “time!

e ¢ v medo penfartel 1] vesite viee ¢

nmaene 310 ¢ (teaco. Sicte perferrirnemee

presem: Jile 14 ua tampe recerg! -- Enjoy the benefits and advantages of
Oulers del Masficia o del crmagmo & * dry shaving.: Shave with a

trdarvd Rodarevs con i Recur gtoal
b e o p Remington!

RASOIQ ELETTRICO REMINGTON
L Aads d

- @ um rsOpatto
o
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Préeciso come un cronograro
i rade 17 60

Fig. 3.11 (Tempo, 1953)

Precise as a chronograph, shaves you -
in 60 seconds|

-- The _NEW Remlngton "60 D.v."
-universal voltage. ashaves you in
60 seconds! e

--*The modern world was waiting for

REMINGTON “60 D V" an electric rasor like this one:

VOLTAGEIS ¥YNIVERSALR / the 1latest Remington "60 D.V."
. . . with universal voltage. Plug it
V/ /ﬂde VY 603&'000’/ . ‘ in anywhere and turn it~ on: 264
. diamond-sharpened blades making
:““""m"".;:ﬂh > ‘:::, " 16 million cuts a minyte beneath
. " vissime Remingtss “44. B. V.” & vol- an exceptionally long,
:uil !llm::li- h“‘ﬂ“l' 1:‘&']“ ' precision-cut shaving head will
nque pross di correats ¢ avvishle:
264 lame temperats al dlamants of give yOu the smoothest, fastest
fettuane §¢ milionl 4l tagll sl minate, shave you ever dreamed of! One
mhtuﬂl,:iml;.h:ﬂ:h;l- o single trial with the Remington
ghe o taglientt plt doles ’ " "
v raplds ke adbiats mal - 6(? D.V." will per;uade you tr‘lat
seguate! Usa sels preva col Realag- it's. the best possible sblution
tem 68 D.V." vi pmulc‘:lchp:m to the shaving problem, next to
sostituises I3 seluzione miglisre dope
al tate " . & t:e i?eal of not having to shave
potor fare 2 mons I radersi 2 all.
- Remington - the Wgchampion ;'asozz, of
the world.
LA MARGA BEL RASOI®
GANPIONE BEL MONDS ;
RRMINGTON RASOIO RLETTRIGO 5. ) A v
.. Wi -V K Ganp, § -t 10.000-% R
. v [
. . A - ) N
L)
. 1 ] 1
R v ) -
/
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rig. 3.12 (Epoca, 1935)

There's a ¢good ideal I'll give hia s
Gillette SOPER-FAST rasoxr!

A most appreciated and attractive gift

for only 8350 lire. Don't worry 1if he
already has a raszor! The one-piece
Gillette SUPER-FAST razor and the

 fast-loading "Dispenser” full of

Gillette Blue Blades will make his
shaves faster. An elegant blue case
vith a transparent cover nake this -
razor an exceptional gift.

Other Glllette razors from 150 to 3800
lire.

rng. 3.13 (Tempo, 1953)

Civilization is saddening.... Rest On a
Permaflex!

... the fast pace of civilization
disturdbs man's physical equilibrium,
reducing his productive capacity.
Harmony can be recovered only by
cleansing the body vith ectemtific,
rational, perfect relaxation. In Other
nations, this goal has already been
attained Dby replacing the ordinary
cotton pattress with a more modern
spring mattress that nov, Iinally, is
also made in Italy.

PERMAFLEX - the famOus spring mattress.
Econowmic, hygienic, practical, elegant,
cool in summer, warm in vinter. On
sale in the finest furniture stotes.
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rig. S.1¢ (Temps, 1947)
usineesasn !

Ten tines each veek a TWA
"Constellation” or "Skynaster”
leaves ROme for New York.
Ttavelling rapidly and luxuriously
you'll reach the great netrbpoliua
of business in twenty-nine hours.

For reservations, consult your
trave! agent or TWA.

Fig. 3.15 (Epoca, 1950)

only TMA links fifteen ‘'nations vith sixty major
American cities. If you must g0 to Mev York or
any one of the many important cities 1n America,
vhether for business Oor pleasure, remember that
TWA 15 the only airline in the worid that lets you
travel from Italy to any o0Of the important centers
in the United States with only one ticket and
without changing airlines. The rapid and
luxurious four-engine TWA Constellations guarantee
you lavish service vith the utmost in security and
punctuality.

-- Take advantage Of the reduced rates of "Thrift
Season.” cConsult your travel agent or THWA
itself.

~- You can trust TWA to the U.8.A. - Europe -
Africa - Asia.
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rig. 3.16 (Tempo, 1933)

A refrigerator isa't a luxury!
It's:a necessity.

NINE I LT ,.,: AN ADMIBAL

-- LARGE freezer compirtment

-- LARGE number of styles and colors
-- LARGE capacity with rear motor

== GREAT advantage of instant
pushbutton defrosting

-- GREAT practicality of 1in-door
compartments

Five year quarantee!
Other marvelous models in all

sizes available from the best
merchants.

+ |L PRCBLEMADEL BUCATS Fig. 3.17 (Dossnica del Corriere, 1950)

THE PROBLEM OF LAUNDRY ... solved once and)
for all vithout effort, in a few minutes and
at low cost with the HOOVER washing machine.

The machine is a marvel! Clothing vashed so
delicately is a marvel, too!  Linens vashed
by the HOOVER last much longer,

Olm?.l LYY ] “



AL WALDORF ASTORIA
UALBERGO PIU LUSSUOSO DEL MONDO

Nella grands New York | Welderf Astoria

’/ , » alzs asl cisle come on castelle ¢ segmi
Vi L'semonia defie lnde @ dei colevl
/3 doi svei rivestimentl iaternl

" ssalta Jo quainh del Finwics,
. & sbalored oy

43 Formeca 0 lamaaie plastice prepareie in panaeil

7 che sowtitwiecs vantaggresaments

o g8 altri matorial por la (adbrcarions

® B resiuments dl mebill v pareil.

tn tutie it mendo Flemics & state adetiate

da priveli, benche, ferrovie, 3

sngozi, laboraton.

Facilmente applicabile,

in olre conte meraviglicel ¢vegni ¢ cpieri,
Formics & gradevole al 1arme, iempre

puiite ¢ nont ha bisogne @ maswtentions.

Fdrmica & # rivesimente plastice

ineguegliabille por quakiih o bellerza

Chirdete conagile al computent

o spplicate anche vei Fdrmicat

rivesimenio plestice

s . & fomas mendisle
Savebthh
tasitenadlle
g IORMICA‘
nua sRinfisre
som ol scrifiee
rensnte ot 5ci) NON TEME ("USO
& focle pitrie NON TEME IL TEMPO

& Tasile imelege

Stabilimente: in Magenta - Chisdete Il ~Prespetie Coleri™ alla
LAMINATI PLASTIC! S.9.4 - VIA SIOBEATI, 6 - NILAND
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Fig. 3.18 (Tempo, 1954)

At the Wwaldorf Astoria, the most
luxurious hotel in the world.

In the big city of New York, the
Waldorf Astoria rises into the sky like
a castle of dreams. The harmony of the
lides and .colors of its interior
surfaces proclaim the quality of
Formica, the surface of amazing beauty.
Formica plastic laminate comes in
panels and is a better substitute for
othz% materials in building or covering
furniture and walls. All over the
world, Formica is being used in private
homes, banks, railroad stations,
schools, stores and laboratories. Easy
to apply in more than 100 marvelous
designs and colors, Formica 1s pleasing
to the touch, always shining, clean and
needs no maintainance. Formica is a
plastic surface unparallelled for
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. Washable,

permanent, non-absorbent, colorfast, -

scratch and acid resistant, easy to

clean and apply. '
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This bifurcation of the world order somehov accords with the many
connotationg the word T“America™ seems to have in Italian., RNot only
does it mean ' "success,” as in "fare l1'America,” but this success is

seen as realizable on two fronts, “the

established, industrialized United States) or
characterized by a sense of "frontier spirit”

industrial growth (Australia).

rich Axerica” (the

"the poor America,”
and a potentiaf“?or

in Introduction to the

Sociology of "Deve10p1ng Socjeties,” Hamza Alavi and Teodor Shanin

’

See de Grazia, op. cit., p. 230.

Jacques Ellul, The Technological Society,
Library, 1979, p. 407.

Raymond Williams, "The Nev Metropolis,”
eds., New York: Monthly Revie¢>\l§ZZ p- 363.

New

-

York: New American

There would appear to be concrete reason for such beliefs, beyond the

self-created attraction of foreign media

depicting unfanmilar

lifestyles. Specifically, according to one critic (Jeremy Tunstall,

The Media are American, London: Constable,

1977,

the responsability

lies with indiginous social 1inequalities which are hoped to be

o e
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resolvable in a new social order. In other vords, if the existing
systert is seen ae condoning social and economic ineguality,
especially in the new 1light of contemporary ideals, . founded on
religious beliefs which no longer seem as relevant or necessary as
they once were, or are propagated by an elite of scholars and priests
in a language unintelligible to mapy, then the fact of widespread
digsatisfaction would necessarily seem as obvious as, it is
inevitable, especially among the disposseseed:. women, the young, the
poor and the unskilled. The system itself provided for significant
change only by its own demise (i.e., revolution or civil war), a not
wholly desirable remedy, whereas the alternative (foreign) conception
of the world seemed- to provide a number of yet untried options.

As a case in point, the very beliefs about the regenerative powers of
America and American goods which have been discussed to this point
are themselves antithetical to Christian theology which holds as a
primary tenet that such new beginnings can not be achieved by human
effort aldne.

Janowitz, op. cit,, p. 327.
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-Demonstrably, the appeal of Aserican goods in postvar ’ Itﬁly vas due
to a universal eéxchange value (American-ness) which promised ,to~ remake
consumers in the image of supposedly typical members of an ideagi\ized user
community comprised of the citizens of the United States. By intimating
that such transformations were even possible, it created a social hierarchy
of its own in wvhich any distinctions were based on material possession,
rather than other, less controllable, phenomena., This, then, was the basic
attraction of the lifestyle described to Italians as the 'Merican 'way of
life and justification for the newv needs and standards advertising retet‘red

—

tol

Given the perceived advantages of emulating the American lifestyle,
there would have been reason for Italians to attend to its various
characteristics and details. Insofar as these could be 'gleaned from
advertisements, the positive images also put forth by other sources were
further supported and clarified. Specifically, Italians wishing to inptove
.their lot in life were led to follow the exainple set by a usér community
vhich, since it vas originally comprised primarily of film stars (who vere
later implied to be ymore or less representative of othera Americans) wvas
also to be observed at the movies. Hovever , if film helped to make
advertising intelligible as a representation of the American vay of life by
filling in its missing elen;ents and defining members of its user community,
it also contributedl more directly toward its pgimary message: that consumer
goods were inextricably bound to American-ness, which in turn translated as
prestige. Accordingly, Italians learning the details of American life from
advertising’ yould have been led to conclude that the advantages Americans

seemed to enjoy vere an exclusive result of their priviledged access to the

<+
latest scientific discoveries and possession of superior Kknowledge, which
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enabled them to live their own lives in a more or less scientific way,
consuming "rationally* and "efficiently'" Thus, the ovnership.and correct
use Of certain uniquely American products were se€n as relatfed to, if not
responsible for, the American position of worl_d leadership -- whose
legitimacy was underscored by advertising's almgst constant reminder that
these goods were in greater dgmana than were ;ny of their international
competitors. . , ' -
By continually sttes{sing (or even manufacturing) positive aspects of
!
American life, such representations eventually contributed to the creation
of a particular stereotype which held that because access to ’s:ch products
wag universal, everyone living in the United States wvas able to ‘reap the
benefits of their use, a ,fact vhich contributed tC America's reputation as
“the land of opportunity:” in a nation vhere it was said that the highest
standard of living in the vorld vas' enjoyed, it vas seemi;xgly possible for
any inhabitant to buy health and happiness. Correspondingly, since
American corporagions were willing and able to distribute their goods
abroad, they offered equal opportunity to citizens ‘of other nations to
partif:ipate in “the good life,” too. Hovever, since this line of reasoning
wvas pefessarily' based on an understanding of the United States as
internationally §om1nant, it tended to n'aturalize the existence of American
nOdeis in advertising and make the notion of change, 1in general, 'more
acceptable. Advertisements were thus also instrumental as a means to

1

"legitimate the conditions of modernity ahd to usher in the ideology of

progress.

As a result, "progress” ‘was thenceforth to be defined by innoyation.

a

By crediting the desirability of the user community to the use OoOf "the

latest " “"scientific” commodities, advertisements also sold "nev-ness” (nev

-

-
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experiences and social change) as the key to a befter vay of life vhigﬁ'pad
already bgen defined as American. 1In valorizing Ehe new, the immeﬁiate
effect of these beliefs was to devalog?z; the old: older product-types
became less prominent in the market as they either disappeared or were
advertised as  new, Tradit;:;”s only commercial value, its oniys
popularly-perceived desirability, then, lay in its ability to modify the
innovative in order (o make it seem less threatening, This model was
attractive not only because of widespread admiration for its user
community, but because of its seeming manageability. Theoretically, it was
"democratic” in its accessibzllty and offered the individual virtual
contro{\of pis/her own -destiny, since all were given the chance to Better
their own situation based on the information made avaiiable to them in
advertisements.

Because this "democratic™ model denied traditional éiass markers it
substituted its own which were derived from the propert;es of goods.
consequently, status became dependent on appearances: the acquisition of
those qualities adverti§éments defined as des;rable thrpugh the consumption
of commodities whic? embodied them. In proposing social alternatives,
advertising also advocated 'other, more fundamental changes which it
represented as bound to them through the goods which brought thé% both
about. The progressive promise of a manageable "modern™ or "American"
lifestyle dictated the management of life itself with products designed to
help regulate time or money, a requirement which favored the adoption of a
comrodity-derived personal image best described as "efficient” or
"rational” vhose prototypes were identified in the American-dominated

business community. The ultimate goal “of this life management was

seeringly the creation of increased leisure -- which was also categorized

o
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by the use of particu'.t/a{ consumer goods -- and a priority given to those

=

activities which encouraged saving time from other activities to be spent

-

_in such pyrsuits.
! b
In the face of significant’ changes in the way 1life was 1lived,

shifting values would have contrgﬁéd to the formation of new social

i ® L]
structures: a new elite Or even nev peer groupings. These new structures

_and groupings, beind based"[?on American values, necessarily were patterned
after the American, establishing an 1nternational hierarchy 1led by the
United States. The common denominator between the’ United States, as model,
and the other nations of the world who imitated it 'was the urban experie;xce
which the United States epitomized. Hence, the traditional ‘community was
di'splaced by a non-geographical ly-s;;ec1fic "stchologlc;l collective” whose
authority was no longer re?resented by clergy and civic leaders, but the
"professioﬁa]" Aand business~-like personae depicted in ad‘Vértisements. This
change in both v;dues and those . responsible for setting and upholding th&ém

-~

essentially amounted to a "broadening of horizons:" people wetre directed to
look outside of their immediate environment for role models resulting, in

this case, in a general tendancy to emulate Americans. N

In pr:opagatiné"J this structure of beliefs, advertising for American
goods was clearly beneficial to the interests of the USIS's propaganda

campaign by, first, supporting a positive image of life 1in the ©United

3 -

States, second, inducing 1Italians to admire and iImitate Americans 'and,

@

‘third, contributing to goals and expectations of the future which were
bound to American ones. In formal terms,6 it remains to be seen, however,
exactly how these two campaigns related to each other and in what way

o

commercial functions were related to th;e political,

a
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.. One of the more Qreleyant aspects of propaganda theory with respect to
adverfising was systematically formulated spy Jacques Ellul, wvho makeg a
distinction between two-primary, mutually reinforcing types of propaganda:

.

"direct” or :’political," the generally-acknovleaged variety aimed at
- ) ° .
modifying opinions and attitudes for some specific purpose, and the more
diffuse "sociological" ‘vhicv‘h must precede it to slowly c'reate an atmosphere
of favorable preliininér;} attitudes and accompany it to reinforceo 1ts
legitimacy. épecifyxng that sociological -propagar;da, in  general,
comprehends "the group of manifestations by which any soclety seeks to
integrate the maximum number of 1ndividuals" into itself, to unify its
members' behavior according to a pattern, to spread its st'yle of 1life
abroad and thus imposel itself on oth\er groupz;,‘“x he maintair;s that an
eéfective propaéanda campaign combines both of these types, sociological
v . »

prop'aganda being used either to pave the way ¢or political propaganda

(acting as '"pre-propaganda"}, to maintain hegemony ("post-propaganda") or

v
© -

. both, By standardizing social practiges wvhich are actually based in the
idéoiogy it wishes to §u;portq, in othe? words, a propaganda campaign tends
to focus beliefs: direcg, political assertions are already put into practice-

. b,{é the time thgy become recognizable a‘xs such and the ideology they manifest

‘correspondingly has become ultimately eéssential to the preservation of a

. o)
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state of being vhich then seems natural. Thus: .,;,-»/

... sociolpgical propaganda will appear to be the medium
that® has prepared the ground for direct propaganda: it
- becomes identified with  sub-propaganda. Nothing = is
easier than to graft a direct propaganda onto a setting
o prepared by soci0logical propaganda; besides,
+ sociological propaganda may itself be transformed into
direct -propaganda. Then, by a series of intermediate
stages, we not only see one turn into the other, but also
a smooth transition from what was merely a spontaneous
affirmation of a way of  l1life to the deliberate

. ~ affirmation of the truth.?

s
J
1 v

Direct andg'sociological propaganda, then, differ in terms of content ang
means of dissenination, direct propaganda being an 6vert affirmati;n of
beliefs and values conceived for the purpose ofe effecting explicit
dideological changess‘on its environment and sociological propaganda being a
( seemingly less deliberate network of idéologicaliy-n’xeaningful phenomena
vhose relationship to polifical -propaganda necessarily appears
coincidental. In their inter-relationship they are, however, occasionally

indistinguishable, as was the case with American advertising in Italy

&uring the postwar period. 3

Even at the most superfi::ial level of analysis, these advertising
campaigns clearly could bee characterized as a type of direct propaganda,
serving an end of product sales by associating the possession of particular
goods "with desirable lifestyle models, implicitly promising consumption as
a means of acquiring individual identity and offering i\thelf as a key to
. ) understanding the socialn order in which “this ide'ntity - would be
contextualized. Furthermore, since differences between cpmpe’ting progﬁct
brands are essentially manufactured lwithinuadverti‘sements themselves and

y 2 W N
( based in their perceived indispensability to various consumer lifestyles,

¢ \

) it has often been argued that advertising also creates the very needs theif

- . ’
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products are conceived to fulfill? and (within the propaganda literature,
A\ - ~

at least) that this constitutes it as a direct, commercial propaganda.
Ellul, for instance, apparently sees the creation of needs as advertising's
primary propagandistic function. 1In his opinion,

Propaganda ... arouses 1in us an increase of certain

desires, prejudices, and needs vhich were by no means

imperative to begin with. They become so only as a

result of propaganda, which here plays the same role as

advertising.¢ ... every month nev products appear for

which there is no prior need, but which take their place

in the market without much resistance. That 1is

exclusively the result of propaganda. .New needs are

created from the day a nev product appears. After a fev

months of getting used to a product, its absence will be

felt because an effective need vill have been created.

But the need vas created exclusively by advertising.S$
It is no doubt true that advertising contribug%’es to the realization of
needs, especially given the fact that, 1in practice, they can zldom really
be justified 1in any absolute sense, but only 1in terms of the symbolic
properties of goods. Realistitally speaking, in other words, goods are
considered necessary to members of a given society if they are thought to
be in general use by others of the same social class. Advertising, by
representing a user community which nominally includes #&he consumer while
calling attention to his/her shortcomings relative to its other members,
constructs a class system from 1its own criteria within which it can
continually support the"‘necessity of a changing variety of goods. In
addition, however,” when, advertising is distributed 'wide;y enough so that
the lifestyles it represents seem even more than normally unattainable to

} ; i

the consumer (as in this case, where they are perceived as being part of
another culture), these lifestyles themselves are part of the promotion and

not pre-ordained as desirable. In ‘this respect, advertising works as

sociological propaganda.

P
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Underlying the findings of the foregoing chapters has been a belief
that ajvertisementg are effective primarily because they are constructed in
such a wvay as to ally the goods they are trying to sell with an apgealing
and attractive lifestyle inage\lf advertisements can be seen to have
political significance, it is because, 1n such circumstances, the
attractiveness of idealized lifestyles is created wvithin the advertising
system itself and, in fact, that promotion of what it terms "the good life"
is the primary function of the advertising industry as a wvhole.¢ Stuart
Ewen, for instance, maintains that:

Only in the instance of an individual ad was consumption
a question of what to buy. 1In the broader context of a
burgeoning commercial culture, the foremost political

imperative was what to dream and consequently,6 how to
live.,?

In addition to enhancing the desirability of advertised products through
their association with a particular lifestyle, then, advertising actually
"sells" such lif;styles by alluding to the benefits they convey in terms of
social acceptability, success and prestige: allusions which seem believable
largely because they are so taken for granted vithin advertisements vhere

they appear as neutral background against which only the merits of goods

may be debated. In this respect, advertising is clearly compatible with

.the objectives of a propaganda campaign like the one launched by the USIS

in postwar Italy, vhpse goal was to favorably represent the characteristics
of American life. 1In likevise serving to document its merits, commercial
advertiwsing reinforced many of the government-sponsored campaign's claims
of American s.uperiority vhile significantly influencing Italian society in
other ways unique unto itself.

It is d4mportant to note that Italian ads for American products, in
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addition to complementing widespread impressions about the quality of life
in the United States in a wvay Hhat seemed removed from political interests,
fulfilled a more personal need for many who read them. Indeed, 1t was
because ads' depiction of seemingly accessible and prefabricated lifestyles
met the desires of an audience which was apparently unable to form goals it
could believe would be both satisfying and socially acceptable that they
wvere ultimately sJ;cessful in achieving their primary " goal of product
sales. Advertising, 1in other words, took a specific form because of the
particular social configuration which existed 1n the United States and was
ultimately successful in selling goods to 1Italians i1nasmuch as it was also
appropriate to the Italian environment. Furthermore, by mirroring American
society, its priorities, concerns and solutions to Italians, it served to
legitimate the existence of similar conditions 1in their own country and to
naturalize a given course of action relative to them. In 1Italy as in the
United States, then, advertising might be presumed to have sprung from and
reinforce a similar set of assumptions on the parts of advertisers and
consumers alike about the world as it then existed, the direction of
progress and the role of advertising and advertised ?oods relative to both.

Inﬁaddition to serving a "sociological” function in support of an
organized political campaign, therefore, insofar as it resenmbles
descriptive definitions of propaganda, advertising has both "direct" and
"sociological™ traits unique unto itself: it is "direct” in meeting its
primary objective of advancing the superiority of one particular brand or
product over others for purposes Of increasing its sales and "sociological”
inasmuch as it must first estgblish the meri£s of consumption itself.
These "sociological” aspects, in turn, have twvo maniféstations, each of

which would have been significant with regard to the political propaganda
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campaign also in force during the postwar era in Italy. Following Ellul's
definition, the first of these sociological functions (pre-propaganda) is
one of support for the direct propaganda whose assertions it echoes, while
the second (integration propaganda) is more autonomous and crucial to the
process of naturalizing any given ideology: whereas the importance of
pre-propaganda lies 1n its creation of an information environment in which
direct propaganda's messages appear almost taken-for-granted, that of
integration propaganda is to foster a sort of community of belief in which
1ts assertions are already integral to daily 1life. Thus, integration
propaganda 1is the sort of post-propaganda through which hegemony is
maintained by reaffirming beliefs which have already become incorporated

I3

with social patterns. As Ellul specifies:

Propaganda of integration ... aims at making the
individual participate in society in every way. It is a
long-term propaganda, a self-reproducing propaganda that
seeks to obtain stable behavior, to adapt the individual
to his everyday 1life, to reshape his thoughts and
behavior in terms of the permanent -social setting.?

Iin postwar Italy, in other words, advertising's attractive
representations of everyday America did not only facilitate the USIS's
mandate to project a "full and fair" (i.e., positive) picture of the United
States and make the promise of the "Letters From America" campaign that
anti-American (communi;t) voters would be denied entrance to the United
States seem all the more forbidding. If these were its pre~-propagandistic
functions, then its integrative capacities were even more interesting and,
at least potentially, more wignificant.. Because of the way advertising
"works" to sell goods (linking the consumer's own identity to the ideology
it represents, expanding the boundaries of community, standardizing norms

and allying the expectations of “the various individuals who comprise its
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audience -- in this case, both Italians and Americans -- with those
attributed to the user community), it ultimately could only have served to
further expectations of American superiority since the invariably American
norms it directed 1Italians to model themselves after were not to be
regarded as bound to foreign -ways but character;stic of the shape of things
to come around the world. 1In constructing such a world-view, integrating
1talians within a larger configuration from which the adoption of American
values and aspirations seemed both logical and desirable, advertising was
able to effect a sort of control from a position of consent: by making the
emulation of Americans seem desirable, useful or even necessary, it

prepared for a compatibility of ambitions and outlooks vhich had definite

implications relative to the United States' political objectives in postbar_

Italy. In both its pre-propagandistic and integrative capacities,
therefore, advertising was as politically influential in its own right as

it wvas supportive of the officially-constituted propaganda campaign.

-

Mvertising as Pre-Propaganda: Credibility

Traditionally, theories of propaganda have been founded on efforts to
distinguish it féom information which, in turn, is generally characterized
by rational discourse: a presentation of differing points of view which
allovs the audience to form a composite from which to mnake independent
judgements. Propaganda, on the other hand, is supposedly distinguished by

one basic feature: the range of interpretations individual messages nay

; e e e e . - e [ —

T L



Advertising as Propaganda ' 209

]

have is limited, either by avoiding argument (not mentioning conflicting

points of view) or by appealing to the emotions.

Given the recognition of only two possible modes of conmunica;ion;

one of which vas to be accepted as "true® and the other "false,” it would
seem that the credibility of both advertising and propaganda is primarily a
function of their appearing not to be peréuasive, réptesentative of the
interests or opinions of an identifiable person or group or attributable to
a single source, but somehow objective or informative. 1In other words, in
order to be credible, they must be accepted by their audience as
"non-propaganda.” In practical terms, therefore, the information conveyed
by persuasive texts must be supported by data ralready Xknown to their
audiences, making it appear to be part of a generalirzed "knovl?dge,” in
order to be believable. Desériptive studies of both advertising and
ptopaganda alike therefore agree that one of the most important features of
ag campaign is an appearance of diffuseness. 1In seeming to come from a
variety of sources over an extended ggriod of time, such messages become
part of a seemingly 1intuitive knowledge whose source is no longer
recognized and thus may be 1nstrumentai-in forming a climate of opinion
upon which subsequent ones advancing sim;lat claims may be founded.
Téchnically, the authors of most propaganda studies’ maintéin.that
propaganda messages must be designed to recall pre-existing emotions,
whether positive (love, 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 propagandistsf section which typically highlights

such discussions may assert that people are more suggestible if they can be

made to feel some sort of group allegiance and that they more easily give

'
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credence to ‘anything endorsed by recognized authority or prestige.
Thereforel it is suggested that aspiring. propagandists would be .well
advised to manipulate information (by selecting facts, asserting -- rather
than arguing -- or even lying), using particular rhetorical strategies
(recalling stereotypes, substituting desired,names, places and/or objects
within them and being repetitious) and idealizing extra-textual entifies
(pin-pointing an enemy who ' is subverting the will of the audience or

appealing to an authority who is favorable to whatever cause it is hoped to

advance). Hence, the propagandist's primary function is seen as one of

" covert concealment: hiding his own aims, alternative views, the actual

means of the message's production and, consequently, suppressing the notion
that it may be false -- while appearing not to do so..

These features, ultimafely, ;re all visible in ther adverti;inq
campaigns used 1in Italy after éhe mid-1940's, when American products and
increasingly sophisticated marketing , techniques began to preyail.

Structurally, such advertisements strictly complied with the requirements

prescribed for propaganda ‘texts. Like the  hypothetical propaganda -

campaigns detailed within propaganda theory, much of the appeal of these
commercial messages rested in their incorporation of incentives which were
basically emotional: the ideology of consumption itself was, after all,

predicated upon advertising's invocation of the consumer's own fears and

" insecurities, which were then legitimized, and offer of consumption as a

course of action io allieviate them. The recommendation that hopes for the

promised results of this cgarse of action be 1linked to notions of group

. membership and the authority of prestige, in turn, are clearly embodied in

the user community. Furthermore, putting claisis. of product performance

characteristics aside, advertisements for American goods were credible

h -
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inasmsuch as they were built primarily from ideas about the merits of the

Amsrican Way of Life which were aiready videspread in Italy and supported

-by other sources. The appearance of diffuseness was also heightened by the

fact that the American stereotype put forth by advertisgng was necessarily
¢ons§;ucted by the gptire system of advertisements taken as a composite,
leaving the consumer the task of piecing it together at‘will. In addition,
since the merits of the American way of 1life were not Qquestioned within
advertisements, but accepted as a premise from which other claims could be
made, that component of the message they conveyed was probably less subject
to scrutiny than it might have been in a different context. 1In other
words, if advertising vas persuasive of the desirability of the American
l1ifestyle, the superiority of American knowledge and achievement and the
necéssity of adapting to American standards, it Qas largely because it‘
appeared to be trying to persuade its audience of something else,

The dominant model of persuasive communications has been challenged
in recent years,'hovever, becayse of 1its unrealistic conception of the
audience's role in the process of communication. Whereas its proponents
credit the effects of an advertising or propaganda campaign to a unique
emotional powver vhich enables it to impose a particular point of view oﬁ an

audience which is forced to accept it without thought or consideration, its

detractors insist that verisimilitude is necessarily a product of’

reflection and consideration and thus can be effected by constructing
propaganéa nessage; vhich acknovledge more than one point of view, seemiﬁg
to remain open to inte;p:etation, but privilege one of them over the
others, thereby encouraqiqg a preferred reaﬁing. Rather than crediting the
propagandist's deligerate concealment of facts and manipulation of the

audience's emotions, they postulate a concept of propaganda in which
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perceived truthfulnegs is based on adherence to particﬁlar conventions of
representation which customarily describe events and phenomena as real. In
other words, as Steve Neale maintains, the "rules” for creating effective
propaganda may be no- more mysterious Or complex than an observance of the
principles of realism, in vhich information is offered from a number of
different perspectives and the reader aésigned a seemingly active role in
interpreting them or putting the pieces together to form a continuous
narrative. In his opinion:
I1f propaganda 1is conceived purely as a single wmode of
addressor-addressee relationship, it can be juxtaposed
.+. against the realist text with its complexity of
° points of viewv and its apparent appeal to a spectator vho
freely makes up his or her own mind such that directly
and specifically "political® or "ideological” criteria of
‘evaluation are irrelevant,!?
Because these conventions are popularly perceived as a transcription of
reality and do not limit the number of perspectives represented, seeaming to
leave the reader free to' selectively interpret them, they may be more
useful as a persuasive "tool” than Other, more apparently manipulative,
methods.
Althotigh these developments in propaganda theory indicate two
completely different ways of understanding the relationship betwveen

.

propagandist and audience which are represented in tgo equally different
vays of coﬁc;iving the role of the text, 1itself, there is nonetheless a
point of intersection between them. Whereas the traditional theorist
ignores the problem of representation entirely by almost taking it for

granted and concentrates instead on extra-textual factors like peer

pressuré, alienation and pre-conceived notions about the reliability of

. various gsources and the consistency of the information - they present to
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explain propaganda's verisinilitud; and consequent persuasiveness as a
deliberate and formulaic manipulation of the thought processes of its
audience,ll the .alternative is to assume that the audience's powers of
reason are not so easily subverted by their emotional needs and that
credibility is primarily a. factor of consistency with other sources and
conformity to & set of conventions the audience is familiar with as a means
of interpreting events it accepts as real. Clearly, these twvo formulations
of propaganda are not ctmpletely contradictory: each of ther, instead,
focusses on different aspects of what may be a much more pervasive process.
In other words, while the emotional factors cited by traditional theory may
be influential in a$ audience member's dncir; to believe'the‘prcpagandist's
nessage and an illusion of autonomy instrumental in his/her ability to
justify doing so, 1if the individual messages within a propaganda campaign
are not constructed in a way familiar to audience members as "realistic,”
th;y ﬁill not be believed. The audience, therefore, is active in
interpreting propaganda and must feel itself to be so in order for any such
message to be accepted. Although traditional theorists do not explicitly
recognize this necessity (actually characterizing the audience as passive
and malleable),!? their insistance that propaganda be disseminated through
a variety of channels and supported by a number of sources is an implicit
acknovledgement of a belief that audience members routinely compare
information nade' available to them, contrasting what they feel are
different points of viewv to arrive at a synthesis that tﬁey vill accept as

truth. The commOn point of reference between the two theoretical

orientations, then, is an insistance that credibility derives from the

audience's illusion of having freely chosen what to believe from a position

of omniscience.. By infusing traditional propaganda theory with a more

©
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particular expectation of the way credible and persuasive propaganda
messages should be formulated, this principle can be extended from campaign
to text to arrive at an understanding of persuasiveness in which
credibility is universally achieved by the articulation of different
"voices" which must be ordered to make sense.

gince advertising is part of a diffuse, self-reinforcing system of
connotations, drawing from and contributing to popular culture, it is
therefore made to seem "natural” or realistic by incorporating a view of
the world that elsevhere had been constructed as real, as the
representations of successive texts naturalized each other. In postwar
Italy, American advertising delineated an American image and lifestylf
model which seemed both authentic and viable largely pecause’ it wvas
presented in fragments, with the various advertisements for different
products supporting essentially similar visions of the United States and
the.v;i consumption fit into the Anericanﬁvay of life. PFurthermore, these
were not the only such represeétation; available to the italian audience,
nor were American images the only ones to be employed by advertisers.
Tﬂhs, vhether advertisements were constructed around th? eﬁhenera of daily
life (like games of totocalcio or popular movies),6 world history, timeless
values and priorities (like trust, love, health or personal safety) or the
prestige of the unexperienced (science, the United States or progress),
they appropriated the authenticity of these things and only seemed to
embellish them with the addition of their actual, commercial nosiage. Much
of what vas believable about idvertiainq's depiction of American life uusg
have ®deen accepted as such primarily because of its familiarity, as

Rosalind Coward and John Ellis have confirmed.

«e. realness is constructed precisely by the constant
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’ re-presentation of the same relations in a different
guise: the constant cross-echoing of text37-of writing
+e. this is -precisely the inter-text. Each text is

< suspended in the network of all others, from wvhich it
derives its intelligibility.!3 N

o

Hovever, this process is not merely an additive one, with successive texts
brégressively elaborating more precise accounts of the "real,” ,but one of
disﬁlace;ent and revision. Each new text not only is influenced by, butu
influences readings of those which have gone before by creéting‘ new
frameworks for their interpretation. Thuﬁf both advertising andiytopaganda
could be said to béiid from and reinforce each other in a continuous
inter-reflexive cycle based on shared ideological themes. |
. Thus, political prop;ganda and com#ercial advertising could
conceivably have tu;ctioned complementarily in postﬁa; Italy: each serYing
* as &4 sort of 'pre-propagandg,” a common point of referenc; from which 5
‘"pro—Anerican" idegloqy could then be based. For instance, th; fegiuré
most stressed by Americ;n advertisers, and the reason for the ul?imate
popularity of goods advertised as American, was their relationship to an
already-admired American 1lifestyle. On the other hand, however, the,
incorporation of this lifestyle into advertisements where it functioned as
an "american" exchange value also served the objJectives of political
’ propaganda by providing specific details of "the imerican way of Life” in a
vayﬁthat was likely to seem non-political (and, thus, potentially more
credible)’ while nonetheless supporting or partially constructing a
particular, politically relevant ideology. Thus, in this instance, both
advert#sinq and.propaganda vere characterized by a certain degree of mutual
integration as they each essentially based their claims upon the other's,

thereby implying a sort of popular 'concensus (which need not necessarily

3
have existed) on the'truthfulness of the other campaign. While political =
- 3
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propaganda aimed to estabf?%h the superiority of‘the American Way of Life

P through such egforts a8 the "Letters from Ametic;" campaign, the

conspicuous displays of affluence and beneficence of the direct relief and

academic exchange prggrams and the documentation offered by the media -

through eﬁtertainment (movies, books and maqazi?es,circulateq by USIS
libraries or published by the agency itself) or more direct information
supplied to the Italian press and "opinion leaders,” advertising campiggns
- uséd this supposed superiority as a premise in promoting the desirability

of individual Products,~ thereby .supporting the propaganda campaign's

-

original claims.
Therefore, if American interests had any impact whatsoever on Italian
public opinion, ;it.was certainly because of their variety: advertising's
( ” ‘images of the American Way of Life were consonant with those offered by
usi1s p{opaganda, th; Hollywood film industry, ItalLan‘inteflectuals‘;nd, to

¢+ a certain extent, the popular folklore perpetuated by the presence and

[l

status of the Americani. However, their representation in a context in

’

wvhich they were cited as unequivocal proof of something .else, as the
3

» desirability of the American Way of Life was used to support the merits of
‘specific goods ,vhich vere supposedly intggral“ to it, derved only to
accentuate their verisimilitude by‘seeminq’té "officlally” sanction it or

.even, by diverting critical attention elsewvhere. What remains to be

elucidated, however, is the ex{ent to which the very desiéability of this

. L4 w

lifestyle was itself meaningful.’

2 M
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Americanization as Integration c o ;

J co

buring the postwat, period, in particular, people of all nationalities ;

>

were required to adapt to a éhanqiﬁg environment and, at least according to
. . ‘ 4
the social' theorists of the time, these changes and the extent to which

! L

} they penetrated all levels of society and spheres of social interaction

f
pre-disposed them to actively seek out and accept others’' opinions and
iﬁierpretations of the world around them to gunide them through their daily
( lives.1* Most studies of persuasion written \fhce the mid-fifties are based
P

on the then-populaf'idea of the "mass man" or "lonely crowd" which treats 1’

&4 o
‘the individual asrbging strongly influenced by a sense of ‘group identity
4 .

while simultaneously suffering alienation from the social environment.
4 " This ‘isolation is presumed to make him/her particularly vulnerable to ‘
// persuasive powers in a search for self-definition and explanatibns of ;

social phenomena. Denis McQuail, for instance, describing the climate of i

postwvar industrial society, observed that: . .

Men are more estranged from each other and the ties of )
- family and community are weaker; the authority of . v {
educated elites and moral leaders has been eroded along

with the decay of traditional reliqious faiths; in .a -

society dominated by status-seeking and anxiety, hew

leaders and new faithe are sought out. 1s ’

b s e »

Thus, the new 'model of an emergent society was widely characterized as a

a
e e A

(i ’ mass,existentia; crisis, in which individuals were driven to search for ,

meaning in the face of alienation and the breakdown of eétablished ways of

o B < \/ )
,; v . > | -
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life, standards and authority. Given such conditions, advertising or
propaganda wvas assumed to doubly benefit the troubled "mass man" by forming
a sort of "information community,” and a common bond with its other
members, while providing this infomat/ion in the form of neat, unequivocal
messages from which a single conclusion could easily be drawn. In a
society which was conceived as rootless, [fragmented and constantly
shifting, such a service would indeed have been welcomed.
However K despite feelings of personal inadequacy and a consequent
receptiveness to anythlhg that would seem to close the perceived gap
4
between the individual * and his/her peers, deliberately-constituted
propaganda could hardly have been assumed to fulfill such functions alone.
Other forums also usually exist for this purpose, dividing individuals,
however arbitrarily from the propagandist's point of view, into primary
groups vhich are 1likely to influence interpretations of a propagandist's
basic message. Once again, David Reisman describes ‘postwar society in just
such terms:
Political propag;nda and campaigns did not have an easy,
5 conscienceless victory over the isolated and helpless
members Of an anonymous mass, but ... groups and "cells"
mediated between the messages coming from the centers of
w diffusion and the individual, gquiding the latter's
interpretation and selection.... For example ... the mass
media operated in the socialization of young people, by

providing an agenda for the peer group as vwvell as
! ephemeral materials for it to "consume."1¢

Specifically, then, ©political propagandists® working within such an
*a

environment would have been aware of the mass media's potential influence

on the public they were trying to reach and categorized its impact as One

of agenda-setting: establishing precisely the same type of relations that

advertising depends” upon, setting standdrds and legitimating certain types

R
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of behavior, although it seems unlikely that they actually thought of
advertising in these terms.

Especially in the period immediately folloving the end of the Second
World War, Italy has been viewved as exemplary of such a conception of
ix'adustrial society, Although the nation experienced significant economic

progress during that era this growth vas not accompanied by a

’

corresponding change 1in traditional media of socialization. These media
(directed by the established religious, educational and political systems)

were 1increasingly crltlicised as conflicting or even 1i1rrelevant to the
P 3
e

conditions of everyday life. Ae late as 1972, raphael Zarisky could still

.

write with regard to Italian political life:.

Italy 1is composed of several mutually antagonistic
subcultures. Italians do not agree on basic values or
attitudes with regard te their political system.
Consequently, the individual Italian citizen is subjected
to conflicting sociali Zéng tendencies.... Such

" cross~pressures create debilitating confusion in the
minds of those who find themselves thus exposed to a
chorus of discordant voices. Their response may be
political apathy, or outright alienation from the
political systen. In short, the nalfunction of the
socialization process may serlously threaten the survival
of the Italian political system.l?

-~

»

Despite increased. industrialization and urbanization, in ‘other vords,
economic development alone could not produce hoped-for solutions to

longstanding problems.

. economic and social transition have apparently failed
to generate significant political change. According to
some oObservers, Italian political culture is still
characterized@ by widespread attitudes of profound
alienation -- of distrust of the government and of the
politicians who direct it.... such nmedia of political
socialization as the family, the schools, and the
universities are said to be failing to perform their
function of transmitting the values and attitudes of the
system to the young people who are entering upc:n their
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responsibilities as citizens and voters.l®

Indeed, the alienation said to be experienced by members Of this
fragmented society was sufficiently widespread to warrant comparison to the
American "lonely crowd" model. During the height of the movement decrying
the social consequences of industrialization, increaséd reliance upon
technological developments to the conduct of daily life and dependence upon
the marketplace to provide them in the United States, Italian novelists
often described characters and conditions which could equally well have
figured in the work of their contemporaries across the ocean.!' The
prevalence of books dealing with the hidden failings of urban industrialism
and their attendant feelings oOf indifference, futility, suspicion ~and
desperation, so familiar 1n American popular culture, are now even cited as
an index of Italiameconomic progress by social historians like Zarisky who
apparently accept social malaise as s0 unquestionably symptomatic of
industrial development that th'ey feel confident in concluding that its
presence was actually indicative of industrialization.?® assuming that suéh
observations and the premi'ses of propaganda theory are well-founded,
therefore, Italians would have been at least as much in need of sOlutions
to widespread alienation as were their American counterparts, possibly more
bereft of appropriate socializing experiences and, consequently, receptive
to various types of persuasion, whether political or c)ommercial.

American efforts to influence public opinion, comprised of massive
economic aid and information disseminated through the communications media,
both contributed to the creation of the postwar Italian's perception of
1nconsi§tency between past and future wvays of 1life and replaced the
inadequacies of traditional structures in resolving new problems vith

particular solutions (vhile simultaneously opening new markets to American

- e e et = e v e . o
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commerce) . These alternatives were offered by both political and
commercial information campaigns: the first by projecting the ‘Unit‘ed States
as a model vherein such problems had been oOvercome, ané the second by
illustrating the details of this model and suggesting consumption as a
means of participating in or at least emulating it.

By virtue of its wide distribution, advertising therefore eventually
acted as a social integrator as vast numbers of people perceived identical
problems and acted similarly to solve them. In fact, the American
advertising industry has often been described by critics and supporters
alike as an instrumgnt of national integration equally capable of serving
political, social and commercial ends for this reason. As an
"Americanization Agency,” advertisements have been seen as "a bond vhich
vould insure that the American point of viev will prevail"2l by ;elling the
Aamerican way of life to 1immigrants and dissidents in the United States,
spawning a proliferation of peroxided attempts to achieve the
"all-American” standard of beauty in the imagined need to be perceived as
American in order to have a serious chance of either success or happiness
in American society. Robert Park, for instance, specifically advocated
advertising to immigrants in the United States during the 1920's, not only
in order to improve the national economy, but to promote American habits,
values, institutions and, in short, the superiority of American culture and
industrial achievement by maintaining:

National advertising is the great Amer’icanizer. It tells
the story of American business, pluck, enterprise, and
achievement in discovering and mining the treasures of
the earth, in manufacturing, in trade, in literature, in
science and invention, and in art. American ideals and
institutions, law, order and prosperity, have not yet
been s0ld to all of our immigrants. American products

and standards of 1living have rniot yet been bought by the
foreign born in America.... If Americans want to combine
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business and patriotism, they should advertise products,
industry and American institutions in the American
Foreign-Language Press.?? U

More recently, others have condemned the industry for these effects, most
frequently in international contexts in cor';junction with allegations of
American cultural imperialism. From this perspective, advertising is
accepted as a propaganda of political and social, as well as commercial,
consequence since 1its primary function is seen as the promotion of the
American way of life. Raphael Silva, discussing the socio-cultural impact
Of American advertising on Peru in the early Seventies, bases his critique
on such an assumption 1in order to arque that, 1if advertising is an
essential link between the spheres of production and consumption in the
modern, industrial economy, then international advertising is instrumental
in constructing a larger economic system in which these two spheres are

defined by nationality. 1In his words,

S

- Advertising "sells" forms of economic behaviour as well
as social and political forms of behavior,... The person
who sees a soap commercial will not only aspire and
desire the soap, but will also desire the context in
which the soap is advertised, to be 1ike the model (the
image of the dominant group).... Thus, simultaneously,
the imperialist center and the local bourgeoisie become
the ideal models for the dominated social group in the
dependent countries, reinforcing their dependency and
domination.... In this way, propaganda alludes to models
of behavior 1in which commodities play an indispensable

basic role -- "clothes make the man" -- yet they do so
without alluding explicitly and directly to a specific
commodity.3?3

This 1is certainly compatible with the 1Italian experience of American
advertising detailed here: by setting its own (American) standards, it
managed to create a larger conception of community in which the United

States was necessarily dominant, prompting non-Americans to attempt to

-
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bridge the’ gap by becoming more 1like Americans, or behaving as Americans
had been delscribed to them (consuming). 1In short, they wvere led to believe
that the: supposed American advantage was larqgly a result of the fact that
people in the United States were nearly perfect consumers, invariably
knowing how to regulate their own lives with the appropriate commodities.
If advertising sells socio-political behavior, or lifestyles,
therefore, then it also tends to reproduce a social, or political,
hierarchy of emulators and the emulated. Hence, an .advertisement's
socio-political integrative capacities serve several ends: increasing a

product's sales through its association with a lifestyle which encompasses

—

values perceived as "positive" (in this case, Aﬁ\erican) by implying that

participation in such a 1lifestyle 1is necessarily accomplished through

consumption, standardizing attitudes and behavior and, in so doing, helping
to make advertised products appear to be somehow "democratic," a commoh

bond between consumers of many class and ethnic backgrounds. Ewen/p_oints

out that champions of industry have historically justified the principles

of mass production for such reasons:

One business theorist contended that freedom and equality
could be translated into the ablility of each person to
emulate or aspire to emulate the tastes of the upper
classes; "and what could be a better method of doing this
(proving equality) than by consumption." The “fashion
cycle,” he contended, was an expression of the tastes and
values of the wealthy, yet through the mass production of
low-priced goods which imitated "high-priced
merchandise,"” upper-class values might be internalized
within the culture of the poor.2+4

Thus, in a manner of speaking, advertising offers commodities as means of
escaping the reality of the consumer's dally exigtence, providing an

idealized universe within which he/she need not suffer the stigmata of

race, class, sex

y

ethnicity or political affiliation. 1In contrast to the

’
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unpleasantness of~"his/her 1lived experience, vhich advertisements
accentuate, the commodity 1is presented as a liberator, a consumer-elected
intervention into an othervise pre-deternined order. Insofar as
consumption determines social identity, taking precedence over biology,
geography and history, the consumer is left to feel that he/she has
considerable control and the abillity to supersede an unpredictable, and
perhaps harsh, environment through the acquisition of products which
seemingly exist independently of it. Assuning that the "lonely crowd"
model was an accurate description of life in postwvar Italy, thétetore, the
"therapeutic” properties of commodities already recognized by Americans
would haﬂ been especially appealing to Italians in the possibilities they
offered for wself-sufficient self-gratification. Thus, the allure of the
American Way of Life: the disintegration of previously-gccept;d standards
and modes of behavior had less potential to traumatize if one had recourse

]
to such an alternative.

. A ) a&mum-

[N

In advancing t superiority of the American Way of Life and the
American solution ﬁ life's problems (consumptior;), all of these
advertisements essentially shared the same conception of “the good life” as
a way of life which necessarily encompas;ed technological progress, since
it wvas that progress vhich ultimately had permitted the development of

"*new" consumer goods in the first place. Mvertising, then, as Jacques
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Ellul insists, is important as a means of "putting across” the technical
vay of life, especially if that way of life can be perceived as synonymous
vith pre-conceived ideals:

Any man vho buys a given object participates in this way

of life and, by falling prey to the compulsive power of

advertising, enters involuntarily and unconsciously into

its psychological framework, One of the great designs of

advertising is to ‘create needs; but this is possible only

if these needs correspond to an ideal of life that han

accepts. The way of life offered by advertising is all

the more compelling in that it corresponds to certain

easy and simple tendancies of man and refers to a world

in which there are no spiritual values to form and inform

life. when men feel and respond to the needs advertising

creates, they are adhering to its ideal of life.2’

Once again, the displacement of one "psychological framework" by
another (social change) and the corresponéin¢ absence of direction or
guidance in individual 1life is credited as the basis of advertising's
“appeal and the driving force behind the model it cites as an alternative.

»

That ideal, here identified as American, was never explicitly explained or
justified to those 1Italians vho learned of it through advértisements. In
Italy, implicitr maxims (like "cleanliness for cleanliness' sake” or
"modernity for modernity's sake, " for 1instance) sponsOred by advertising
merited no further explanation than their American endorsement. In Other
words, there was no concrete reason given for these exigencies; it vas
merely stated that Americans lived by them. For that matter, no rationale
needed ever be Offered for the validity of this desire to emulate
Anericans, since this had been, after all, a pre-existing variable
exploited for the sake of sales and subsequently reinforced by frequent and
wvidespread reiteration.

American advertising, th&n, could be seen in this instance as nore

wthan just a "public information" supplement to U.§. political propaganda

¢
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supporting its claims about the attractiveness “of 1life in the United
States: ssemingly, it vas also a type of propaganda in its owvn right,
promoting technology, 1in general, and the technologization of Italy, in
parficular. As such, it served to rationalize the American status quo and
legitimate the mot\:ives of American nanufacturers, wvhile seeming to the

i
Italian public at large to be the vanguard of a social revolution of sorts.

Ti/li,.s "revolution" would have been known in other terms to both Italians and
Americans alike as "modernity:" that ideal of innovation, egalitarianism,
material well-being and technological savoir fai i"e that the United States
seemed to approximate but was offered as an Italian ambition, "Modernity,”
thus, is constituted in such~an instance by a paradoxical set of relations:
the traditions of a particular group are distilled, embellished and
presented to another as "change," or "progress.” Advertising clearly has a
place of its own vithin this tauf:oloqy, sing:e its own efficacity is derived
precisely from its valorization or naturalizafion of these relations.
Equally clear, therefore, 1is the fact that such an apparently
hierarchical relationship of progressiveness.is not a phenonenon exclusive
to international advertising, but one of the foundations of advertising
theory, with its "trickle down" philosophy. The difference here is merely
that the emulated group, the user community, was given a name and a
geographical specificity which distinguished it from co-members of thf
Italian consumer's immediate environment. To an American audience of the
same era, however, this community had to remain lm-naned (unless it was
comprised of celebrities), since "American-ness" was a conditior; of their
everyday life and hence could not be invested

3

propérties.

with the same nythical

4

[y
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Significantly, then, the cumulative effect of the trend towards
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modernization would not have been merely additive, augmenting regional
customs with nev practices, but must actually have been one of
displacement: the old was supplanted by the new, vwhich in turn wvas
described and made desirable by inter-persconal contact and the mass
media,l it as the boundaries of commnunity bécame more far-flung and the bases
of authority correspondingly ceased to be strictly local. Especially given
the apparent failure of other, more established socialization processes to
transmit and reinforce longstanding values, it hardly seems surprising that
alternative influences (supporting different values) would be welcome and
given credence, further undermining already declining traditions. Greater
numbers of information sources and heightened contact between people of
different habits and experiences would then nwerely have accelerated the
process, as Berger, et al,, maintain:

This urbanization of consciousness has been brought about

especially through the nodern media . of Rass

communication. The process probably began earlier vith

the spread of literacy as a result of modern school

systems pushing outward from the city to the remotest

rural hinterlands.... This process has been vastly

accelerated, however, by technological comrunications

media. Through mass publiications, motion pictures, radio

and television the cognitive and normative definitions of

reality invented in the city are rapidly diffused

throughout the entire society.... The individual,

vherever he may be, is bombarded with a multiplicity of

information and communication. In terms of information,

this process proverbially "broadens the mind." By the <

same token, however, it weakens the integrity and
plausibility of his "home world."i?

!

Ultimately, then, advertising's integrative capacities were such that its
depiction of an American user community to an audience of postwar Italiang
not only made American habits, priorities and beliefs seem “"natural® (or
even superior} to them, but would have c¢onditioned both nationalities

equally to strive for and expect a future characterized by increasing
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leisure and greater ease -- which, in turn; vas to be secured by
purchasable technoloqyf

Because advertising's primary intent is to promote consumption, the
perpetuation of a  world-view it has itself construcied, in which
consumption is the primary source of an individual's sense of self-worth

and esteem within the community is clearly critical to its own enduring

.

viability. Inasmuch as this systém is a closed one, however, the
solutions, goals and models it offers only make sense from the perspective

of its own values, as Sebastian de Grazia has remarked: t

Time and place mark a man's position; position .
presupposes a stability of intercourse which we call a
community; that stability expresses a way of life, and an
idea of what 1ife is worth living for. 1If leisure is the
answer, or even part of it, then we must know vhat
leisure is before we can tell anyone how to make life
worth living.... Advertising can play on the things that
men miss in their lives, but being itself within the
system, it cannot give them back time ° and space. It
cannot suggest a way Of life, even if it knows of one,
that goes against the systenm, It - has to offer
money-costing ideas for free time and all else because
that's the only wvay it can live,2?

Thus, since advertising defines its own universe within which individual
fulfillment is defined as the acquisition of goods which convey their

consumer 's identity and consumption, in turn, is defined as leisure, it

ultimately constructs a self-perpetuating system in . which the leisurely

."good life” must be bought with the proceeds of labor and self-improyement

necessitates ever-greater levels of exertion. Furthermore, by definition,

any leisure commodities seem to create (or time they seem to save)
increases the amount of time available to be devoted to work. Because work
is the key to the increased buying powver popularly perceived as a requisite

to leisure, this nev "free" time is likely to be channelled back into
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labor, further strengthening the desirability of\’g then increasingly

elusive leisure. More 1importantly, hovever, since the entire system

necessarily presumes a reliance upon American lehhship, this quality of

self-perpetuation would also have maintained beliefs “Which were ultimately

likely to have found expression elsewhe:;e.

In general, therefore, advertising should be considered to be
comprised of three distinct, potential ’levels of persuasion. The first of
these, promoting sales 3: a particular product on the strength of a
particular product on the strength of its demons}:rable characteristics (use
value), and the.second, advancing the general merits ©f being identified as
a product user (exchange value), serve the identical goal of increased
sales; it is only at the third level, at which exchange values themselves
have political significance, that advertising actually bce;.el propaganda
or contributes to a deliberately-constituted propaganda campaign. Thus, the
decigive factor in determin‘ing advertising's political significance has
very much to do with the context in which it is put forth. It 1is not
propagandistic by virtue of its structural similarity to the persuasive
characteristics attributed to political propaganda, theteﬂore, but the wvay
it fits into the "information environment," as Steve Neale maintains:

Propaganda gannot .simply be 1dentifieé with one
particular mode of address . -- dogmatism -— and thus
dismissed as such ... the 19entification of any one text
as propaganda can never simply“be a matter of the reading
of a set of textual characteristics. What has to be

identified is the use to which a particular text is put,
to its function within a particular situation, to its

place vithin ... a social practice,?’ °

-

In postwar Italy, then, the American exchange value offered by
advertisements for American gépds derived meaning from the reputation the

United States already enjoyed, the new strength of the American .presence
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internationally and 1Italians' resultant increased contact with Americans
and American culture,6 coupled with the fact that Italy, itself', vas
entering ' a period of economic andn social transition, A’dvertising's
representatioh of the American Way of Life as a sort of pre-fabricated,
purchasable and essentially problem-free lifestyle i'mplied that many of the
timeless difficulties of everydiy life had been rendered almost meaningless
through the intervention of American manufactured products and that
Americans, in fact, no longer needed be concerned with them. In so doing,
it encouraged the adoption of American standards as a first step tlovards
lix;ing the complete lifestyle and eventually would have been instrumental
1n overcoming general resistance to change as nevw problems were seen as
uniquely resolvable by " novel, American met.hods (c9nsumptic:n) ‘and ola
problems regarded as existing only for the lack of their commodity
solutions, Failure to vachieve the ideai immediately only indicated the
need to adapt mor'e coﬁpletely,'thqrefore, since the system was constructed
in such vay that those wvho seemed to live it vere invariably re’presented as
more advanced, more able to regulate their own lives and, ultimately,
better-equipped to “live it. Similarly, once American qgidance had been'
established as desirable at this level, 1its presence at another would have
' 4

seemed more natural as, almost inevitably, an analogy was drawn between the

o

micro-practices of daily decision-making and broader political judgements.
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