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Glossary 

 

Advertising – “a paid, mediated form of communication from an identifiable source, designed to 

persuade the receiver to take some action, now or in the future.”1 

Air Raid Precautions (ARP) – system of warnings and passive defence instituted across Britain to 

protect civilians from air raids. It involved a variety of warnings concerning air raids or gas attacks as 

well as shelters, gas masks and wardens who were intended to help civilians during and after raids. 

Anderson shelter – the private air raid shelter, provided by the government, free to those on low 

incomes, to be dug into in householders’ gardens.2 

Auxiliary Fire Service (AFS) – volunteer service of part-time firefighters intended to assist full-time 

fire fighters during air raids. 

Behavioural segmentation – market segmentation criteria based on the personal details of the 

audience, such as age, gender, level of education, religion, social class and income.3 

Blackout – attempt, supported by law, to protect Britain from air attack by turning off all exterior 

lights and requiring all householders, businesses, etc… to ensure no lights were visible from outside.  

Brand spokes-character or trade character – “a fictional animate being or animated object that has 

been created for the promotion of a product, service or idea.”4 

Civil defence – network of civilian services designed to protect civilians from air raids and ameliorate 

their effects. It includes ARP, fire services, ambulances and rescue workers. The police are also 

considered part of the civil defence effort. 

Classified advertising – “usually [comprises] small type-set or semi-display advertisements”.5 

Commercial advertising – advertising on behalf of a commercial organisation, product or brand 

rather than a governmental body. This may be designed to sell a product directly or for other 

objectives such as building awareness, changing attitudes or developing a position for a brand. 

                                                           
1 Jef I. Richards and Catharine M. Curran, “Oracles on "Advertising": Searching for a Definition”, Journal of 
Advertising, vol.31, No. 2, (2002), 63, 74. 
2 Leo McKinstry, Operation Sealion: How Britain Crushed the German War Machine's Dreams of Invasion in 
1940, (London: John Murray, 2014), 60-61. 
3 Paul Baines, Chris Fill and Kelly Page, Marketing, 2nd Edition, (Oxford: Oxford University Press, 2008), 214. 
4 Barbara J. Phillips, “Defining Trade Characters and Their Role in American Popular Culture”, Journal of 
Popular Culture, (Spring, 1996), 143, 155 
5 Norman A. Hart, The CIM Marketing Dictionary, (Routledge: Abingdon, 2012), 51. 



xiii 
 

Content analysis – “the systematic, objective, quantitative analysis of message characteristics”.6 

Copy – the written or spoken parts of advertisements. 

Display advertising – “advertising other than simple typeset lineage advertisements of the classified 

kind. Also implies an element of design, e.g. use of display type faces as opposed to uniform body 

matter”.7 

Divisional Food Area (DFA) – the geographic areas forming the basis of the Ministry of Food’s 

control of the food sector. 

Execution – Advertising term referring to the collective creative elements of an advertisement, i.e., 

copy and visual aspects. 

Geographic segmentation – market segmentation criteria based on the geographical location in 

which customers are located. 

Involvement – "an internal state variable that indicates the amount of arousal, interest, or drive 

evoked by a particular stimulus or situation."8 

Market segmentation – “the way organisations determine the markets in which they need to 

concentrate their commercial efforts”.9 

Media – “channels of communication that convey or deliver messages to target audiences”.10 

Media class – broadest classification of marketing communications media. Currently, according to 

Fill, there are considered to be six classes of media (broadcast, print, outdoor and transit, digital, in-

store and other).11 

Media mix – the variety of media available to be used, as well as the media actually used, by an 

advertiser during a particular campaign. 

                                                           
6 Kimberly A. Neuendorf, Content Analysis Guidebook, (Thousand Oaks: Sage, 2002), 1. 
7 Hart, The CIM Marketing Dictionary, 95. 
8 A.A. Mitchell, “Involvement: A potentially important mediator of consumer behaviour”. In W.L. Wilkie (ed) 
advances in consumer research. (Ann Arbor: Association for Consumer Research, 1979). Quoted in Banwari 
Mittal, “Measuring Purchase-Decision Involvement”, Psychology & Marketing, 6 no.2 (Summer 1989), 147, 
148. 
9 Baines, Fill and Page, Marketing, 223.  
10 Fill, Marketing Communications, 929. 
11 Fill, Marketing Communications, 492. 



xiv 
 

Media type – second classification of marketing communications media, after class. Each media type 

represents a collection of media vehicles which share a common production method, e.g. 

television.12 

Media vehicle – a specific publication or space that can host a marketing communications message, 

e.g., The Daily Telegraph or the London Underground. 

Medium – singular of media. 

Message – what the advertisement is saying to its audience. 

National brand – what is sold by an industry that is pooled. 

Pack shot – a close up picture of a product in its packaging. 

Points – a system of rationing for clothing and certain types of food, where a certain degree of 

individual choice was necessary and desirable. Rather than allowing a certain amount of a particular 

product, this system allocated a certain number of points (or coupons in the case of clothing) to each 

individual that can be spent however they choose, on any available product in the system. 

Pooling – a system whereby individual brands within an industry gave up their individual brand 

identities (i.e., were pooled) and produced a generic ‘National Brand’ in order to reduce waste and 

save production capacity.   

Positioning – “the deliberate, proactive, iterative process of defining, measuring, modifying and 

monitoring consumer perceptions of a marketable objective.”13 

Positioning strategy – the means by which product features, marketing communication, price and 

distribution are used to position a brand in consumers’ minds. 

Rationing – a system to control the supply of various goods in order to prevent shortages, control 

prices and ensure fair distribution. 

Realm of understanding – frame of reference of either the sender or the receiver of a message, 

when they overlap this allows messages to be understood. 

                                                           
12 Fill, Marketing Communications, 492. 
13 D.C. Arnott, “Positioning: on defining the concept”, Proceeding Marketing Educators Group (MEG) 
Conference, University of Ulster, Coleraine (4-6 July, 1993), quoted by Charles Blankson and Stavros P. 
Kalafatis, “Issues and challenges in the positioning of service brands: a review”, Journal of Product & Brand 
Management, 8, no. 2, (1999), 106, 109. 
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Umbrella brand – term used to describe the brand, often a corporate brand, that covers a number 

of individual brands and is included somewhere in the branding or advertising of these individual 

brands, for example Rowntree’s or Player’s. These individual brands are often, but not always in the 

same industry sector. 

Zoning – a system to control the supply of certain goods whereby brands agreed to only supply a 

designated region around their production facility in order to make more efficient use of production 

facilities and transport. 
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Abstract 

 

This thesis explores newspaper advertising in the Second World War in a way that has not been 

done before. By systematically investigating advertising in the Daily Express and the Daily Mirror it 

identifies in a more nuanced manner than previous studies of the Homefront how the development 

of the war impacted upon industry and the public. The thesis builds on the extensive literature on 

the British Homefront and the limited literature on the history of advertising in a number of ways. 

Throughout the research, the timeliness, adaptability, pragmatism and increasing sophistication of 

advertisers in the way they deal with changes in civilian morale, the military situation and 

government control of markets has been highlighted. This has opened new avenues of research into 

the period and highlighted the value of advertising as a historical source. 

While existing literature indicates the difficulty of measuring morale on the Homefront, this thesis 

identifies that advertisers’ utilised references to the past and the future in response to changes in 

civilian morale across the war. The conclusion is drawn that as well as providing insight into morale 

on the Homefront, advertising could be used as an indicator of morale in other historical 

circumstances. To assist this, a new type of advertising used at liminal points, Janus advertising is 

identified, which refers to both the past and the future, allowing consumer attitudes to times of 

transition to be identified. 

The thesis also contributes to our understanding of the depiction of gender roles in the military 

during the war. While the contradictory expectations of both men and women which extant 

literature identifies, are noted, the thesis indicates that advertisers represented the full range of 

roles undertaken by women in the military. While this decreased when the performance of the 

military in the latter part of the war improved, the breadth of these representations indicates a level 

of comfort with non-traditional gender roles that has not been noted before. 

Potentially the most important contribution this thesis makes to our understanding of the 

Homefront, due to the breadth of its impact, comes through the discussion of brands’ reaction to 

government control of markets. While all literature on the Homefront refers to rationing, discussions 

of supply side controls are generally minimal or completely absent. By identifying the full extent of 

supply side controls on supply and shortages and their impact on both industry and consumers 

something which the literature on Homefront fails to do, the thesis completely changes our view of 

how markets were organised and how this impacted on the public and industry. 
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Introduction 

 

The Second World War Homefront has become a defining part of how the British people view 

themselves and their history.1 In large part this is due to the role played by civilians during the war, 

the physical risk they faced even when they were hundreds of miles from enemy territory, and the 

unprecedented level of government control over their lives. The stories of these civilians, 

increasingly transmitted second hand through their descendants, along with representations in 

popular culture have contributed to the centrality of the Homefront in popular memory and 

culture.2 It is common for tropes from the Homefront to be utilised to embody supposed aspects of 

the British character and to model expected behaviour.3 However, in recent years these tropes have 

been re-evaluated, recognising that they were more nuanced than they have traditionally been 

discussed.4 David Edgerton, for example, has re-examined the idea of Britain ‘standing alone’, stating 

that it was in fact “supported economically and politically by much of the rest of the world” as well 

as being in possession of a “vast” empire, in 1940.5 

These new discussions of the Homefront have been driven by new interrogations of the large 

amount of primary source material, including material from Mass Observation, government papers, 

newspapers, film and audio recordings. However, one source of primary evidence that has until 

recently been underused by historians generally and in relation to the Homefront particularly is 

advertising. The history of advertising has only in recent years began to be seen as a fruitful area for 

study, and discussions of commercial advertising in Britain in the Second World War are still quite 

rare, and have mostly revolved around discussions of advertising to, and representations of, 

women.6  

                                                           
1 Lucy Noakes and Juliette Pattinson, “Introduction: ‘Keep calm and carry on.’ The cultural memory of the 
Second World War in Britain”, in Lucy Noakes and Juliette Pattinson (Eds), British Cultural Memory and the 
Second World War, (London and New York: Bloomsbury, 2014)1-24, 2.  
2 Noakes and Pattinson, “Introduction: Keep calm”, 1-4 
3 For example, Darren Kelsey, “Pound for pound champions: the myth of the Blitz spirit in British newspaper 
discourses of the City and economy after the 7 July bombings”, Critical Discourse Studies, vol 9, No. 3, (2012), 
285, 285, states that following the 7 July 2005 terrorist bombings in London newspapers predicted that London 
“would respond with resilience and unity as it did – according to popular memory – during the Second World 
War”. Noakes and Pattinson, “Introduction: Keep calm”, 10 also illustrates the use of ‘Blitz spirit’ tropes in the 
aftermath of these bombings to make the same point. 
4 Noakes and Pattinson, “Introduction: Keep calm”, 3. 
5 David Edgerton, Britain’s war machine: weapons, resources and experts in the Second World War, (London: 
Allen Lane, 2011), 2.  
6 For example, David Clampin, “‘‘To guide, help and hearten millions’’ The Place of Commercial Advertising in 
Wartime Britain, 1939–1945”, Journal of Macromarketing, vol 29, No. 1, (2009), 58. Angela Loxham, “Profiting 



2 
 

Advertising is a form of paid communication from brands which is designed to achieve a specific 

effect on a particular audience. As a result, it is necessary for advertisers to understand these 

audiences’ knowledge of, and feelings about, the brand, but also to understand their broader 

concerns. As a result, advertising can be seen as an indicator of the thoughts and feelings of society 

as well as their needs. The relatively short time needed to produce new advertising, particularly in 

newspapers, meant that advertisers were able to respond quickly to changes in and the mood of 

consumers. During the Second World War, when morale would change quickly depending on the 

military or supply situation, the ability of advertisers to adapt quickly means advertising allows a 

degree of timeliness to discussions of morale that other sources such as literature or cinema does 

not. This was supported by Mass Observation (MO) who stated in October 1940 that “many 

advertisements are topical, and are therefore likely to exercise an influence on people’s opinions on 

current topics”.7 Concentrating on advertisements in the Daily Express and Daily Mirror, this 

research explores the extent to which this ability was utilised by advertisers during the war to 

respond to changes in the war situation. The research will also indicate that adaptability, 

pragmatism and an increasing level of sophistication marked the development of advertising during 

the war. 

Aims of the Research 

In broad terms, the aim of this research is to explore how commercial advertising in Britain changed 

over the course of the Second World War, concentrating particularly on three main areas:  

1. How advertising reflected civilian morale at different stages of the war;  

2. How the military were depicted at different stages of the war  

3. How government controls of supply and demand affected advertising and industry generally.  

The increased role of the Homefront during the war, both in terms of the contribution to production 

and unprecedented vulnerability to enemy attack meant that their morale was of central importance 

to the continued prosecution of the war. As a result, it is important to understand how morale 

changed at different stages of the war. In addition, by understanding how civilian morale is reflected 

in advertising, the value of advertisements more broadly as historical source material is enhanced. 

                                                           
from War: Bovril Advertising during World War II”, Journal of Macromarketing, vol. 36, No. 2 (2016), 198. 
Joseph D. Burridge, “The dilemma of frugality and consumption in British women’s magazines 
1940-1955”, Social Semiotics, vol 18, No. 3 (2008, September), 389. Also, David Clampin, Advertising and 
Propaganda in World War II: Cultural Identity and the Blitz Spirit, (London: I. B. Tauris, 2014) discusses women 
and advertising among other issues. 
7 MO The Press and the Public, 31 October 1940, 41, 
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The nature of the British military during the war with the inclusion of an unprecedented number of 

women who were among millions of civilians who ‘joined up’ for the duration, arguably linked the 

military inextricably to the Homefront. By understanding how the armed forces were depicted in 

advertisements, our understanding of this relationship is improved.  Also, but evaluating these 

depictions over the course of the war, it is possible to learn more about the impact of the change 

from near constant defeat in the opening phase to almost continual victory in the final two years on 

how the Homefront viewed the military and the war.  

As this thesis will argue, the discussions of government control of markets during the Second World 

War concentrate almost exclusively on rationing. By exploring how advertisements responded to the 

various government controls, our understanding of the nature of these controls and their impact on 

markets, industry and consumers will be considerably improved.  

Additionally, by taking a systematic approach to investigating how the past and the future were 

treated in advertising, some important contributions to our understanding of the Homefront are 

made. 

The research draws on an analysis of 11,679 advertisements, taken from two national newspapers, 

the Daily Express and the Daily Mirror, and a variety of other primary sources including 

contemporary diaries, MO reports, government papers and parliamentary debates.  

Structure of the Thesis 

The thesis is structured into three parts. The first identifies the general themes that can be found in 

the research and identifies broad differences between the Daily Express and Daily Mirror and 

discusses how the advertising messages in each can be used to identify the expected social class of 

the readership. This section will also identify how the past and the future were treated in advertising 

at different stages of the war, reflecting differences in morale and thoughts about the conflict as 

Britain’s war situation changed. 

The second part of the thesis explores how the military were represented in advertising. One 

chapter concentrates on the first two years of the war, while the next discusses the final two. These 

time periods, which are used throughout, were chosen to allow the changes from the beginning to 

the end of the war to be clearly seen. The research discusses the changes in the way each force was 

discussed over the war, particularly identifying a marked difference between the opening and 

closing phases of the war. The depiction of women in the military was also markedly different 

between the two phases, something which has not been identified before this research. This section 

will also explore how brands demonstrated their relationship to the war effort, and how this 
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changed over the course of the war, as the changing situation offered more scope for brands to be 

open about the nature of their contributions. 

The final part of the research will discuss the impact of government control of markets on 

advertising, exploring in depth for the first time the nature of government controls of if, what and 

where brands could operate. 

Contributions 

This research will add to the discussions of this period by exploring in detail how advertisers dealt 

with the changes over the course of the war.8 The thesis will illustrate the way in which advertisers 

exploited their ability to produce and publish advertisements quickly to allow them to adapt quickly 

to changes in the war situation. This combined with the pragmatism of brands and their increasing 

sophistication over the course of the war means that by exploring commercial advertising messages 

it is possible to gain a more nuanced understanding of the Homefront over the course of the war.  

For example, the research will deal with the depictions of the military in advertising, including a 

discussion of the depiction of women, something which has not been discussed in detail before and 

will indicate that in the first phase of the war at least, they were shown in many traditionally male 

roles. While this went beyond official expectations of appropriate roles for women to play during the 

war, the thesis will argue that this was more a result of the pragmatism of brands rather than any 

attempt at social commentary, since these depictions decreased in regularity once Britain’s military 

position improved. 

This research will also explore in detail the difference between government controls of demand and 

of supply, which has not been done in the existing literature. This thesis will indicate the different 

ways in which advertising dealt with shortages and government controls of supply compared with 

rationing which was a control on demand. Even when brands were impacted by more than one of 

these issues at the same time, they used distinct messages in relation to each, messages which 

depended on the individual brand’s objectives and which increased in sophistication as the war 

developed. By highlighting these differences this thesis provides an important contribution to our 

understanding of government control of markets and its impact on the public and industry. 

Another important addition both to the literature on the war and the use of advertising as an 

historical source is the identification of a new form of advertising, called Janus advertising, which 

referred to both the past and the future, as well as the liminal point in between. The way the past 

                                                           
8 Jones, All-Out for Victory, 11, on the lack of national newspapers in America during the Second World War. 
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and the future were represented in those advertisements differed depending on how optimistic the 

audience were about the war. The timeliness and adaptability of newspaper advertising has been 

identified in the thesis as allowing for a great degree of reactivity to changes in that level of 

optimism. As a result, it has been suggested that Janus advertising could be fruitfully used in other 

situations where a liminal point has been identified to explore consumer attitudes. 

Similarly, this research will show that in a number of ways, newspaper advertising reflected the 

contemporary concerns of and situation faced by audiences in a way that was able to react quickly 

to changes. As a result, the thesis also suggests that advertising can and should be used much more 

generally as a historical source in the same manner that other cultural outputs such as literature and 

film are, to determine contemporary consumer attitudes and concerns. 
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Chapter One – Literature Review 

 

Advertising in the Second World War 

There has been little consideration of advertising in Britain during the Second World War among 

historians, and the work that has been done comes in a variety of types ranging from the general to 

the very specific.1 The more general histories include histories of either marketing generally or 

advertising specifically which only address the Second World War in broad terms. T.A.B. Corley’s 

history of consumer marketing discusses the period of 1939-1955 in three pages, T.R. Nevett’s 

History of British Advertising, spends just over six pages on the six years of the war, while Gillian 

Dyer’s exploration of advertising in Britain and the US covers the war in slightly less than a page.2 

These discussions of advertising history in Britain date to soon after the founding of the History of 

Advertising Trust (HAT) in 1976. Nevett was published on behalf of HAT and Dyer cites the 

contribution of their collection and curators to her work.3 Unsurprisingly, the more focussed the 

examination, the more detail that is possible, and this is provided by those histories of advertising 

during the Second World War which concentrate on particular countries. In line with the history of 

advertising generally, more work has concentrated on advertising in the US during the Second World 

War, although in 2009 this was still described by John Bush Jones as “scant and fragmentary”.4 Roy 

Church pointed out in 2000 that a lot of attention has been paid to the history of Advertising in the 

US, while “the history of advertising in Britain remains largely unresearched”.5 This difference is 

explained by Church as coming in part from an earlier response to a 1980 article, noting the lack of 

research in the history of marketing and a British concentration on the history of certain 

organisations’ marketing.6 There are some similarities between the history of advertising in the US 

and in Britain during the Second World War. For example David Clampin in Britain and Bilge Yesil in 

America both indicate that there was a degree of concern about the role of advertising during a war 

                                                           
1 Loxham, “Profiting from War”, 198. 
2 T.A.B. Corley, “Consumer Marketing in Britain 1914-60”, Business History, vol 29., No. 4, (1987), 65, 74-76T. R. 

Nevett, Advertising in Britain: A History, (London: Heinemann on behalf of the History of Advertising Trust, 
1982), 169-175. Dyer, Advertising as Communication, (Routledge, 1988), 41-42. 
3 Dyer, Advertising as Communication, xii. 
4 John Bush Jones, All-Out for Victory: Magazine Advertising and the World War II Home Front, (Lebanon: 
University Press of New England, 2009), vii. 
5 Roy Church, “Advertising Consumer Goods in Nineteenth-Century Britain: Reinterpretations”, The Economic 

History Review, vol. 53, No. 4 (2000): 621, 621. 
6 Roy Church “New Perspectives on the History of Products, Firms, Marketing, and Consumers in Britain and 
the United States Since the Mid-Nineteenth Century”, The Economic History Review, vol. 52, No. 3, (1999), 405, 
406-407. 
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which was expected to reduce the supply of goods available to consumers.7  However, the 

differences between each country’s advertising industry and media (for example the absence of 

national newspapers in America) as well as their experiences during the war, means that it is 

important that Britain’s advertising also be discussed in detail. By exploring advertising during the 

war in Britain specifically, our understanding of the impact of the war on the British Homefront will 

be improved. 

Advertising in Britain in the Second World War 

Within the very limited body of literature on advertising in Britain in the Second World War, the 

biggest contribution is from David Clampin. Part of his work covers the advertising industry, in 

particular the advertising agencies, and its role in safeguarding advertising during the war.8 He also 

discusses advertising generally, but within this he concentrates on advertising from brands in specific 

sectors, such as “sauces, meat extracts, condiments, and soups” and cocoa.9 Much of this part of 

Clampin’s work relates to how advertising helped the British public to adapt to the war, for example, 

by providing practical guidance in navigating their new situation by positioning their brands to solve 

wartime problems such as lack of sleep.10 His conclusion was that commercial “made a significant 

contribution to the culture of everyday life in wartime”, in large part by providing a sense of 

continuity, allowing consumers to see how their pre-war lives could continue.11 Building on their 

knowledge of audiences and the trust that had been developed by brands over a number of year, 

enabled advertisers to communicate in a more relatable way than the government, and as such they 

were able to demonstrate their worth to the government, serve the public and preserve their own 

existence over the course of the war.12  Other general advertising histories produced by Nevett and 

George Begley, covered some similar ground to this, albeit with the latter in particular taking a more 

journalistic, idiosyncratic approach, based in part at least, on personal experience in the industry.13 

                                                           
7 Clampin, Advertising and Propaganda, 227-230 for the ultimately successful struggle, 63-64 on pressures on 

newspaper advertising space availability. Bilge Yesil “‘Who Said this is a Man’s War?’: propaganda, advertising 
discourse and the representation of war worker women during the Second World”, Media History, 10, No. 2 
(2004), 108. 
8 Clampin, Advertising and Propaganda, 31. 
9 Clampin, “‘‘To guide, help and hearten””, 60-63, 63-66. 
10 Clampin, Advertising and Propaganda. David Clampin, “Building the meaning of the Second World War on 

the British home front in commercial press advertising”, Media History, vol. 23, No. 3-4, 469. David Clampin, 
“”The war has turned our lives upside-down’’: The Merit of Commercial Advertising in Documenting the 
Cultural History of the British Home Front in the Second World War”, Visual Resources: An International 
Journal of Documentation, vol. 24, No. 2, (2008), 145. 
11 Clampin, Advertising and Propaganda, p225-231. 
12 Clampin, Advertising and Propaganda, p225-231. 
13 George Begley, Keep Mum!: Advertising Goes to War, (London: Lemon Tree Press, 1975). Nevett, Advertising 

in Britain, 169-175. 
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Begley’s offering was intended for a popular audience and contained no academic research, but in 

common with Clampin, he discussed the impact of the declaration of war on the advertising industry 

and the relationship between the industry and government propaganda. Along with Clampin, both 

authors highlight the initial impact of the declaration of war on the advertising industry, which was a 

decrease in spending on advertising by brands, along with the role of the government, particularly 

the Ministry of Information (MoI) in the industry’s recovery.14  

As a part of this discussion of the impact of the war on the advertising industry, Clampin addresses 

how the advertising agencies which, created the advertisements and bought the space they were 

placed in, were affected by the beginning of the war.15 He points out that there was an expectation 

that “the government would at once give the nation over to a state of total war” which would 

remove the option for brands to produce and advertise consumer goods.16 While the situation 

turned out to be not as bad as initially feared, the impact of the war on the industry and individual 

agencies was dramatic, as a number of sources which concentrate on the history of advertising 

agencies show. Both Clampin and Philippa Haughton indicate that many advertisers actually stopped 

advertising at the beginning of the war because of the uncertainty of the situation.17 Despite a major 

increase in government spending, the income of agencies decreased dramatically.18 The resulting 

dismissal of employees, combined with many others being called up or volunteering for the armed 

forces, resulted in a severe reduction in the staffing levels of agencies.19 Both the threat and 

actuality of bombing added to the difficulties of agencies by forcing them move part or all of their 

operations away from London.20 The American agency J. Walter Thompson, for example, maintained 

its London office with a staff of 25, reduced from over 250, but also operated in Oxley and 

Cheshire.21  

                                                           
14 Clampin, Advertising and Propaganda, 31-34. Begley, Keep Mum!, 7-14. Nevett, Advertising in Britain, 170-

172. 
15 Clampin, Advertising and Propaganda, 31. 
16 Clampin, Advertising and Propaganda, 31. 
17 Philippa Haughton, “Justifying British Advertising in War and Austerity, 1939–51”, Twentieth Century British 
History, vol. 28, No. 3 (2017), 390, 395. Clampin, Advertising and Propaganda, 32. 
18 Haughton, “Justifying British Advertising” citing Nicholas Kaldor and Rodney Silverman, A Statistical Analysis 
of Advertising Expenditure and of the Revenue of the Press (Cambridge, 1948), 6. Clampin, Advertising and 
Propaganda, 32. 
19 Begley, Keep Mum!, 7 on staff being dismissed.  Philippa Haughton, “The Advertising Agency Office in 
London, 1900 – 1950”, Proceedings of the Conference on Historical Analysis and Research in Marketing, vol, 16, 
(2013), 70, 77 on staff joining the forces. Nevett, Advertising in Britain, 173-174. 
20 Haughton, “The Advertising Agency”, 77. Begley, Keep Mum!, 7-8. 
21 Douglas C. West, “From T-square to T-plan: the London office of the J. Walter Thompson advertising agency, 
1919-70”, Business History, vol. XXIX, No. 2, (April, 1987), 199, 206 for maintaining the London office and the 
size of the wartime staff and 203 for the decrease from pre-war staffing. Haughton, “The Advertising Agency”, 
77. 
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Nevett’s approach was more analytical than Begley’s, but less academic than Clampin’s, with less 

discussion of specific campaigns than either Begley or Clampin. Nevett discussed the war in the 

context of both the pre- and post-war development of the British advertising industry, suggesting for 

example, that the war weakened British agencies to the extent that they were “creatively, financially 

and mentally unprepared for the struggles” they would face in the 1950s, from American agencies.22 

These discussions are useful in terms of the insight they provide into the development of advertising 

messages, but the actual industry is not going to be discussed in this research; rather the 

concentration will be on the advertising messages produced for brands. 

These general histories are augmented by some more specific discussions, related to individual 

brands or sectors. Only Angela Loxham’s work concentrates specifically on the war; the others 

include the war as part of broader histories.23 The latter includes histories of specific brands, such as 

Penny Vincenzi’s history of the Oxo Cube which often mentions advertising only in passing and 

histories of brand’s advertising, such as Jim Davies’ history of Guinness Advertising, both of which 

concentrate on a mix of narrative description of the war and examples of the brand’s advertising. 

More detail is provided by Paul Jobling’s discussion of the advertising of menswear, which discusses 

the impact of the war, and government control on the clothing industry as a part of a broader 

history of the sector in the first half of the twentieth century.24 Jobling’s discussion indicates that the 

breadth of the sector, covering everything from socks to suits, as well as the different incomes of 

customers targeted, meant that a variety of different positioning strategies were pursued. He does 

indicate that there was some retrenchment of advertising, with some brands concentrating on 

specific publications and some reducing their advertising spend between the introduction of controls 

and spring 1944 when the end of the war began to appear closer.25  One different approach was 

taken by Joseph D. Burridge who discussed advertising relating to rationing in Britain in the period 

from 1940 to 1955, arguing that a re-examination of the “relationship between frugality and 

consumer during Second World War rationing” is necessary to understand its nuanced nature.26 

Clampin, Loxham and Burridge all discuss the impact of the war on brands in the food sector, with 

Clampin and Loxham both discussing the link between these advertisers and government 

                                                           
22 Nevett, Advertising in Britain, 174. 
23 Loxham, “Profiting from War”. 
24 Penny Vincenzi, Taking Stock: Over 75 Years of the Oxo Cube: issued by Brooke Bond Oxo Ltd to 

Commemorate the Diamond Jubilee of the Oxo cube, (London: Collins, 1985). Jim Davies, The Book of Guinness 
Advertising, (Enfield: Guiness Publishing, 1998). Paul, Jobling, Man Appeal: Advertising, Modernism and 
Menswear, (New York: Berg, 2005). 
25 Jobling, Man Appeal, 111. 
26 Burridge, “The dilemma of frugality”, 400. 
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propaganda. Burridge takes a different approach, identifying a number of messages used by brands 

in relation to shortages and government control, although he uses rationing as a coverall term for all 

control measures. The concentration on advertisements featuring, and targeting, women is 

understandable, given their role in negotiating the effects of shortages and government control of 

the market, but there is more work to be done on advertising to other audiences, for example men, 

or of other product categories, such as confectionery. Clampin has addressed this more fully, but 

concentrates on one publication, Picture Post, alongside discussions of the impact of the war on the 

advertising industry more generally. 

Commercial Advertising and the British Government 

While this study is only concerned with commercial advertising, several of the sources highlighted 

discuss the impact of the British Government, mainly through the MoI, but including other ministries 

as well, on wartime advertising. As mentioned previously, Begley, Nevett and Clampin all discuss the 

impact of the MoI on the advertising industry at the beginning of the war. However, also important, 

and something which will impact on this research, is the influence of the government on advertising 

messages. The impact of the government on advertising during the war has been discussed by a 

number of sources, including Clampin, Loxham and Jobling.27 Clampin in particular highlights how 

certain themes from MoI propaganda were adopted by commercial advertisers, albeit taking “a 

more light-hearted approach than the MoI’s heavy-handed and didactic line, generally more in 

keeping with the popular mood and reaction”.28 He particularly uses the example of the MoI’s ‘Don’t 

Help the Enemy. Careless Talk May Give Away Vital Secrets’ message being “embraced” by some 

commercial advertisers. For example, brands like Julysia Tonic Hair Cream and Cherry Blossom Boot 

Polish, incorporated various incarnations of the MoI posters in the background of advertisements, 

with the foreground characters making puns based on the brand’s and the government’s message.29 

Jobling makes a similar point about how advertisers adopted government themes, stating that 

“menswear promotions were imbued with the philosophy of the ‘people’s war’ and collective 

invincibility”, but less directly than government “campaigns like ‘Dig for Victory’”.30 The 

incorporation of these messages by brands along with their familiar advertising style, according to 

                                                           
27 Clampin, Advertising and Propaganda, for example 97-115. Loxham, “Profiting from War”. Jobling, Man 

Appeal, 117-119.  
28 Clampin, Advertising and Propaganda, 98 citing Ian Maclaine, Ministry of Morale. Home Front Morale and 

the Ministry of Information in World War II, (London, 1979), Chapter 3, esp 81-7 and Marion Yass, This is your 
War. Home Front Propaganda in World War II, (London, 1983), Chapters 2 and 3. 
29 Clampin, Advertising and Propaganda, 98-101. 
30 Jobling, Man Appeal, 117. Davis, The Book of, 61 and 67, indicates that Guinness also incorporated elements 

of this campaign in one of their posters. 
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Clampin was likely to benefit both, by demonstrating the brand’s commitment to the war and 

reinforcing the MoI’s campaign.31 

Clampin also indicates that the government was quite often unhappy about the use of certain 

messages and claims used by advertisers. He highlights for example how the Ministry of Food (MoF) 

“expressed concern in regard to advertisements for Seven Seas Cod Liver Oil, which it considered to 

be of a depressing nature and thus bad for morale”.32 Clampin further discusses the role of the 

Advertising Association, the trade body for the advertising industry, operating through its 

Advertising Investigation Division (AID) in attempting to prevent government interference in the 

industry. They attempted to forestall this by reminding media owners “that they had a responsibility 

to project positive images and messages into the public domain”.33 There was also concern about 

the exploitation by advertisers of “wartime messages and themes to their own personal advantage” 

leading to overexposure and reduced effectiveness.34 By encouraging brands to act responsibly, the 

AID hoped to forestall a potentially more heavy-handed and damaging, to the industry, intervention 

by the government. Loxham states that “the wisdom of drawing on government food posters can be 

explained by their omnipresence”, although the instances she discusses were quite subtle, and can 

be argued to fall into the category of reinforcing government messages, rather than exploiting 

them.35 

It is important to note however, that due to the centrality of the government in public life, and 

consumption, discussion of the influence of government will overlap with a number of the more 

specific aspects of advertising during the war, such as the representation of women and aspects 

related to shortages and rationing. There is also overlap between these specific aspects. For 

example, since “rationing was essentially something that women organised and mediated”, there is 

considerable overlap between advertisements that deal with shortages and rationing and those that 

contain representations of women.36 As so much of the limited work on advertising during the war 

discusses these advertisements in terms of their depictions of women, this research will discuss 

them in terms of their relationship to government control of markets, which has not been discussed 

in detail previously.  

                                                           
31 Clampin, Advertising and Propaganda, 100. 
32 Clampin, Advertising and Propaganda, 56. 
33 Clampin, Advertising and Propaganda, 56-57 citing HAT AA 1/1/5, Advertisement Investigation Department 

Committee Meeting Minutes, 16 October, 1941. 
34 Clampin, Advertising and Propaganda, 58. 
35 Loxham, “Profiting from War”, 206. 
36 Juliet Gardiner, Wartime Britain 1939-1945, (London: Headline, 2005), 181. 
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Gender Roles in Britain During the War 

Before discussing the depictions of men and women in advertising in the Second World War, it is 

necessary to provide a brief context of gender role expectations during the war. Sonya O. Rose 

stated that “when women fulfilled their wartime duties of citizenship, conflict was generated over 

both traditional gender norms and women’s civil and social rights”.37 Lucy Noakes argues that this 

conflict was unprecedented, because in contrast to previous wars, the Second World War “provided 

a profound challenge to gendered divisions of citizenship”, due to the need for women to enter the 

workforce in greater numbers and the expectation of bombing that would put them at risk.38  

This challenge or conflict was reflected in “a wave of conservative nostalgia” regarding women’s 

labour on one side, while at the same time “many women … realized that the war might give them 

increased opportunities”.39 Jeremy A. Crang indicated that volunteering for the ATS (Auxiliary 

Territorial Service) was an opportunity to improve their domestic or work situations.40  The concerns 

raised by women’s service led to a government pamphlet which attempted to calm fears about the 

employment of women in the military by stating that “most of them will make better wives and 

mothers and citizens, if only because they have had some physical and mental training”.41 The 

expectation that women would return to their roles of wives and mothers after their service is clear, 

but it is interesting that both roles are put before citizen, as if fulfilling these roles is a prerequisite of 

citizenship for women. As Clampin points out “any commitment women made … was conditional on 

her first fulfilling her role in the home”.42 The sub-text of the pamphlet’s statement is also telling, in 

that there is the implication that the women required “physical and mental training” in order to fulfil 

their expected roles, as if they were in some way lacking. Rose notes that this mix of “rights and a 

variety of different kinds of obligations, had complex and often contradictory meanings and 

consequences.”43  

The expectations placed on men are also relevant. While less complex and contradictory than those 

placed on women, they were in many ways as rigid, albeit more privileged. While women stepping 

                                                           
37 Sonya O. Rose, Which People’s War?: National Identity and Citizenship in Wartime Britain 1939-45, (Oxford: 
Oxford University Press, 2003), 107. 
38 Lucy Noakes, “‘Serve to Save’: Gender, Citizenship and Civil Defence in Britain 1937–41”, Journal of 
Contemporary History, vol. 47, No. 4, (2012), 734, 736. 
39 Sue Bruley, Women in Britain Since 1900, (Basingstoke: Macmillan, 1999), 93. 
40 Jeremy A. Crang, “’Come into the Army Maud’: Women, Military Conscription, and the Markham Inquiry”, 
Defence Studies, vol 8, No. 3 (September 2008), 381, 383. 
41 Duncan Barrett and Nuala Calvi, The Girls Who Went to War: Heroism, Heartache and Happiness in the 
Wartime Women’s Forces, (London: HarperElement; 2015), ix. 
42 Clampin, “To guide, help and hearten”, 67. 
43 Rose, Which People’s War, 107. 
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outside of their expected roles was often seen as problematic, it can be seen that this was also the 

case for men. For example, while as Clampin notes on average 52% of men in Britain were in civilian 

employment in the years 1940-1944, men of military age who were not in uniform were sometimes 

viewed “as emasculated cowards who fail to protect ‘their womenfolk’”.44 This extended to civil 

defence workers such as those involved in full-time ARP (Air Raid Precautions) work, who during The 

Phoney War were accused by the press of being “overpaid army-dodgers”.45  

The contradictions of expected roles and the efforts by officialdom to maintain ‘traditional’ norms 

can be clearly seen in the planning and enactment of ARP. Noakes argues that “ARP was gendered” 

from its very conception “with women on the margins of the planning, organization and enactment 

of the civil defence of Britain”.46 This supports the view by Penny Summerfield and C. M. Peniston-

Bird who note that originally the WVS (Women’s Voluntary Service) was intended as “the Women’s 

branch” of ARP, that is, a voluntary body made up of women, to serve alongside the paid men.47 

However, as women were viewed “as the primary potential victims of air raids” they were 

encouraged to engage with ARP which “had the potential to create an image of ARP as a feminized 

service” further emasculating the men already viewed as “army-dodgers”.48  

As Rose noted, men and women being expected to take part in “some of the same wartime duties” 

led to complaints by men perceiving this as emasculating and women who expected equal rights for 

equal performance of citizenship duties.49 While Rose is not referring specifically to ARP, the fact 

that it was carried out in full view of the public, while much military activity was at arm’s length, 

gave ARP more potential to be problematic. Both Noakes and Rose, however, indicate that women 

were generally expected to perform different roles to men; “indoor jobs such as routine office work” 

as opposed to “work on rescue teams, demolition squads and stretcher parties”.50   

The changes brought by the war also led to growing concerns about female morality, whether it was 

civilian “young girls hanging around military encampments” or concerns about the perceived “loose 

                                                           
44 David Clampin, “’With her apron tied around his waist’. Being a man in wartime Britain, 1939 – 1945, 

in Proceedings of the Conference on Historical Analysis and Research in Marketing, vol. 15, (2011), 36. Rose, 
Which People’s War, 166 for the view of men not in uniform. 
45 Angus Calder, The People’s War: Britain 1939-45, (London: The Literary Guild, 1969), 68. 
46 Noakes, “’Serve to Save’”, 735.  
47 Penny Summerfield and C. M. Peniston-Bird, Contesting home defence: men, women and the Home Guard in 
the Second World War, (Manchester: Manchester University Press, 2007), 84. 
48 Noakes, “’Serve to Save’”, 737. 
49 Rose, Which People’s War, 108 emphasis in original. 
50 Rose, Which People’s War, 109 for “indoor jobs…” and “work on…”. Noakes, “’Serve to Save’”, 738 for this 
being a deliberate policy. 
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morals” of women who joined any of the military services.51 Women in uniform were perceived by 

many as being “little more than prostitutes”, for male members of the military.52 It is noticeable that 

the perception was that for both civilian women and those in the military, men in the armed services 

were considered to be appropriate objects of their affection. For those men who were not in 

uniform, being seen with a woman who was, would serve to emphasise their civilian status, 

potentially reducing their perceived masculinity, both in their own eyes and in the eyes of society 

generally. As Crang states, they “did not relish strolling out with the equivalent of an able seaman or 

a leading aircraftsman on their arm”.53 A final point worth noting is that while there was concern 

about controlling the sexual morality of women in uniform there is little evidence of any attempt to 

do the same for men. For example, as Sue Bruley points out, men serving away in the military were 

“permitted a few indiscretions”, while Sally Sokoloff notes the financial penalties of female infidelity 

whereby “a known unfaithful wife would lose her allowances” from the military.54 

Women in Advertising During the War 

As discussed, much of the literature related to advertising during the war concentrates on 

advertising to women. Clampin, Loxham and Burridge all discuss advertising aimed at housewives.55 

Colin McDowell discusses advertising as a part of a wider discussion of fashion during the 1940s. 56 

Loxham and Clampin, as noted, both discuss the depictions of women in these advertisements, with 

the difference in their viewpoints being indicative of both their different approaches (general versus 

specific) and the particular messaging of individual brands.  

Loxham critiques Clampin’s conclusions concerning the nature of the link between MoI messages 

and representations of women in commercial advertising.  She particularly questions his claim that 

advertisers were less prone to use depictions of women in traditional female roles.57 Based on the 

analysis of Bovril advertising during the Second World War, Loxham however, states that none of the 

advertisements in her sample “challenged traditional gender roles as envisioned by the state”.58 

While this is supported by her evidence, it also seems to miss Clampin’s point, which was that 

“advertisers felt freer” to be more “open and frank”, not that they all opted for this approach on all 

                                                           
51 Sonya O. Rose, “Sex, Citizenship, and the Nation in World War II Britain”, The American Historical Review, vol 
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52 Barrett and Calvi, ix. 
53 Crang, “’Come into the Army’”, 384. 
54 Bruley, Women in Britain, 110. Sally Sokoloff ““How Are They at Home?” Community, State and 

Servicemen’s Wives in England, 1939-45”, Women’s History Review, vol 8, No 1, (1999), 27, 34. 
55 Clampin, “To Guide, Help and Hearten”. Loxham, “Profiting from War”. Burridge, “The dilemma of frugality”. 
56 Colin McDowell, Forties Fashion and the New Look, (London: Bloomsbury, 1997), 53, 59-64, 70-73, 77, 107 
57 Clampin, “To guide, help and hearten”, 66.  
58 Loxham, “Profiting from War”, 202. 
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occasions or that it was the only correct one. Depicting women in traditional gender roles was a 

natural result of Bovril’s positioning “as a friend to the housewife”, however this one brand’s 

positioning cannot be used as evidence of how all brands depicted women. 59  

It can also be noted that Clampin’s view is more nuanced than Loxham recognises. In his book, 

Clampin states that “commercial advertisers were active and complicit in protecting” the traditional 

views of women’s roles, while recognising the need to balance these views with conflicting 

requirements of a total war.60 This statement is not at odds with his previous statement about 

advertisers being “perhaps more open and frank” in their messages about women’s roles. Clampin 

recognises that:  

advertisers triumphed the input of women in the war effort but reinforced the idea that 

there are limits to such praise and constantly reminded women that their ultimate 

ambitions and objectives ought to remain in the domestic sphere.61 

This view allows a range of responses from brands depending on both the nature of the brand and 

their specific positioning in their individual market. Therefore, as stated, Bovril was positioned as an 

aid to housewives and so women in the advertisements were portrayed in their role as 

housewives.62 Alternatively, brands in the cosmetics industry would often concentrate on physical 

appearance and elements of femininity, with women portrayed as being duty bound to be 

concerned with their beauty as they entered into the traditionally male worlds of work and the 

military.63 By doing so, Clampin states, it was felt that women “were making as much of a 

contribution to the war effort as men serving in frontline positions”.64 This is supported by Barbara 

Green in her history of the ATS, who states that “looking one’s best was a way of keeping morale 

up”, although she does not specify whose morale was being sustained.65 This research will discuss 

how both the domestic role of women and the need to consider their “Beauty as Duty” were part of 

a number of different, often conflicting demands placed on women by advertisers. 
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Men in Advertising During the War 

The only authors to discuss men in advertising during the war were Clampin and Jobling, with 

Clampin discussing advertising generally and Jobling discussing the menswear sector and including 

examples of advertising campaigns.66 Clampin claims that “the place of men in wartime is seldom 

considered” or they are simply considered as having “the ‘traditional’ characteristics of the man at 

war with the simple expedience of donning a uniform”, despite most working-age males being in 

civilian employment.67 Jobling indicates that this dichotomy was recognised by some brands, for 

example, “the Austin Reed campaigns of 1939-41, … were organised around heroic images of war 

officers in uniforms and greatcoats and civilians in overcoats”.68  

Clampin sets the discussion of the representation of men as a mirror image of the discussion of the 

representation of women, critiquing the image of the Second World War man as warrior alone 

compared to the woman only as caregiver. In his discussion of the representation of men he 

highlights the fact that “a man is seldom simply a soldier or an RAF ‘Flyer’, but fills a variety of other 

roles”, in the same way that in his discussion of women in the war he highlighted their multiple 

roles.69 Similar to the way that advertising to women had to represent almost contradictory roles, so 

too did advertising to men or featuring men, balancing the traditional domestic roles of husband and 

father, with the role as a warrior, often depending on the positioning of the brand being advertised. 

For example, personal care brands related to beauty, identified personal appearance as important in 

wartime and discussed men’s appearance. Alternatively products and brands aimed at home life, 

such as washing powder, H.P. Sauce and Fry’s Cocoa depicted men, often those in the military in 

roles as caring husbands and fathers, without reference to their appearance.70 Also, reference is 

made to the need to return to pre-war roles, women in the domestic sphere, and men entering into 

the services for the duration before returning to civilian life.71 The depictions of women in the 

military and the expectation that men and women would return to their pre-war roles will be 

discussed later in this thesis. 
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Government Control of Markets During the Second World War. 

A major argument of this research is that existing discussions of the control of markets have both 

concentrated on rationing at the expense of other forms of control and misidentified the 

relationship of rationing to supplies of consumer goods. Therefore, before discussing the impact of 

the various forms of control on advertising, it is necessary to explore how these goods were 

controlled and how they have been discussed in the literature of the war. 

Rationing 

Rationing is built on the idea that there is a certain amount of a particular product that must be 

divided fairly amongst a population which cannot be done by the normal market mechanism of price 

rises.72 It is therefore, a control on demand, limiting how much each person or household may 

obtain, from that limited supply. In Britain, the rationing of necessities was run on the principle 

which Lord Woolton, the Minister of Food stated as, “it is only possible to ration if there are 

sufficient supplies for everybody to have some.”73 Rationing of the “multitude of different articles 

that made life tolerable for people”, required a different system which will be discussed below.74  

Rationing of necessities required, “close control of supplies” to ensure that they are distributed fairly 

and the British government’s ability to control the supply of food at the port of entry allowed this.75 

The importance of adequate supplies in ensuring the success of rationing is illustrated by the case of 

the USSR who introduced rationing for a wide variety of foodstuffs, but “bread was the only food 

that was guaranteed to the population”.76 In part, this was due to the policy of prioritising the armed 

forces, but the fact that the army was often forced to live off the land indicated that there was a 

more fundamental problem with the central process of the country.77 

In Britain, food rationing was planned before the start of the Second World War as a way to prevent 

the social unrest which resulted from food shortages and inflation in Russia, Austria-Hungary and 
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Germany in 1917, as well as in Britain in 1916.78 While petrol rationing began on 22 September 1939, 

due to public concerns about government interference, food rationing was not introduced 

immediately.79 The war began with what Mackay describes as “four months of free-for-all” before 

rationing of bacon, butter and sugar began in January 1940, in response to the end of “imports of 

butter and bacon from Denmark”.80 

There is, on the face of it, some disagreement in the literature about the extent of rationing of food 

during the war. Mark Donnelly claims that “almost all foodstuffs with the exception of bread and 

potatoes were rationed during the war”, though he does not mention other vegetables which were 

also not rationed.81 Alternatively, Ina Zweiniger-Bargielowska states that “in 1942, rationed and 

controlled foods accounted for more than half of total food expenditure.”82 The differences between 

these claims are however superficial; both for example, refer to a majority of food, but how they are 

measuring it appears different. Zweiniger-Bargielowska refers to a financial measure while Donnelly 

refers to “foodstuffs” likely meaning types of food. A more useful measure would be a comparison 

between a pre-war diet and one affected by rationing and control, since rationing may have resulted 

in people changing how much of their income they spent on certain goods or moving from rationed 

goods to unrationed ones; for example, increasing their consumption of potatoes, something which 

the MoF tried to encourage.83  

Zweiniger-Bargielowska and Donnelly are specifically referring to food, but of course rationing 

extended beyond food. According to Stephen Broadberry and Peter Howlett, “by the spring of 1945 

rationing covered about one-half of consumer spending on goods at pre-war values” while Mackay 

describes it as “a near comprehensive system of goods rationing” including “most foods”.84 A 
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detailed list of “the main commodities” rationed as of the beginning of 1942 is given by J. Henry 

Richardson.85 Table 1.1 gives a brief illustrative timeline of the introduction of rationing. 

 

 

Table 1.1: Timeline of the Introduction of Rationing and Control86 

                                                           
and Peter Howlett, “Blood, Sweat, and Tears: British Mobilization for World War II” in Roger Chickering, Stig 
Förster and Bernd Greiner (Eds), A World at Total War: Global Conflict and the Politics of Destruction, 1937-
1945, 157, 169. Mackay, Half the Battle, 109 and 110. 
85 J. Henry Richardson, “Consumer Rationing in Great Britain”, The Canadian Journal of Economics and Political 

Science / Revue Canadienne d'Economique et de Science Politique, 8 No. 1 (Feb, 1942), 69, 75.  
86 Table developed from: Alcock, “Food in a Time of War”, 11.  Amy Helen Bell, London Was Ours: Diaries and 

Memoirs of the London Blitz, (London: I.B. Tauris, 2008), 69, 70. Robert Alexander Brady, Crisis in Britain, 
(London: Cambridge University Press, 1950), 465. Calder, The People’s War, 239, 276. Clampin, Advertising and 

Date Product 

22 September 1939 Petrol rationing began. 

November 1939 Registration with retailers for rations ordered. 

8 January 1940 Ham and bacon, sugar and butter rationed. 

11 March 1940 Meat rationed to just over 1lb or 1s 10d worth per week. 

By July 1940 Margarine, butter, cooking fats and suet reduced to 2oz per week; Branded margarines withdrawn; Tea 
rationing introduced; Rationing of chocolate and sweets began. 

7 July 1940 Marcom Ltd set up to replace branded margarines. 

July 1940 National Milk Scheme introduced; Tea rationed. 

March 1941 Jam, syrup and marmalade rationed (followed by honey and lemon curd). 

5 May 1941 Cheese rationed. 

7 June 1941 Points rationing introduced for clothes. 

July 1941 Cheese ration reduced to 1 oz per week. 

November 1941 Controlled Distribution of liquid milk began. Points rationing of tinned meat, fish and vegetables introduced. 

December 1941 Points system extended to “non-perishable commodities”. 

January 1942 Points systems extended to include dried fruit, rice, sago, tapioca and pulses 

9 February 1942 Soap rationing introduced. 

February 1942 Points systems extended to include canned fruit, tomatoes and peas, 

April 1942 Points systems extended to include condensed milk and breakfast cereals 

July 1942 Points systems extended to include syrup, treacle, chocolate and sweets. 

August 1942 Points systems extended to include biscuits 

December 1942 Points systems extended to include oatflakes and rolled oats 
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Food rationing began in a fairly limited fashion in January 1940 and was extended over the course of 

the next two years, first to cover other foods and then clothing. Changes to the rationing system 

continued throughout the war both in terms of what was rationed and the amount that was allowed 

for each person, all of which meant brands needed to be flexible in the way their advertisements 

dealt with rationing as well as the other forms of control.87  

Types of Rationing 

Rationing, as applied in Britain during the Second World War, involved two systems, each utilising a 

different “ration currency” which consumers expend along with money to acquire the rationed item, 

depending on the nature of the product being rationed and the supplies available.88 The first ration 

currency was coupons which were used for essential items of which enough were available to supply 

sufficient to everyone, but too little to prevent price rises if the market was left to operate freely. 

Most goods were rationed to a certain amount (weight or volume) per individual, with the exception 

being meat which was sold by cost, with each individual being allowed 1 shilling 10d worth initially.89 

This allowed “people to choose between small amounts of prime cuts such as steak, or larger 

quantities of cheaper parts, mince for instance”, meaning that “none of the carcase was wasted”.90 

This provides another example of a difference between the two publications, where a Bisto 

advertisement in the Daily Express in November 1940 suggested that cheaper cuts of meat such as 

“scrag of neck and shin of beef” were “as nourishing” as prime cuts, “especially when served with 

Bisto gravy.91 A much simpler Bisto advertisement three days later in the Daily Mirror, simply 

contains a picture of a steaming stew pot labelled “To-day’s ration!”, implying that Daily Mirror 

readers would not have the choice of the more expensive cuts, or would not wish to choose them if 

they did.92 Lord Woolton noted that “few liked the method” of rationing meat, which was 

introduced before he joined the MoF and he was “doubtful whether it might not have been better to 

ration by weight instead of by money”.93 However, he recognised that “the public would have 
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objected to any scheme” and it would “have been folly to change the method once it was in 

operation”.94   

Despite the dislike of meat rationing, and opposition from some of the press, rationing was generally 

popular to the extent that there were calls from the public for it to be extended to cover other foods 

that were in short supply and which were not considered necessities, such as tinned salmon or dried 

fruit.95 However, because there were not enough of these products to ensure everyone could get a 

fair share, these products which were not suitable for the general rationing scheme, as stated by 

Woolton. 96 This led to the introduction of rationing by points that was, according to Lord Woolton, 

“borrowed and adapted - and I believe improved - from the Germans”.97 These points, unlike 

coupons, were not restricted to a particular product, each of which would have a different points 

value, or individual retailer, and therefore more closely resembled money than the other ration 

currency, coupons.98 Another aspect of points that resembled money was that the points value for 

individual products changed “according to their fluctuating availability”.99 This meant that there was 

more choice for consumers and more ability, and need, for advertisers to take account of points in 

their messages and to be flexible. Advertisers had to educate customers on the system and any 

changes in points value, as well as position their brands as value for the points they ‘cost’. 

Concentration, Zoning and Pooling in the Literature 

Just as rationing aimed to control what each individual could consume, concentration, zoning and 

pooling aimed to control if, what, how much and where brands could produce and sell. Given the 

scale and impact of concentration, zoning and pooling, it is surprising that it has been discussed so 

little in the literature, especially in recent years. In the years after the war, it was discussed in official 

histories, for example by Felton and Allen; however, in later scholarship, it has been mentioned less. 

Given the findings of this research, it is perhaps not surprising that a number of these mentions have 

been in work discussing marketing or advertising. For example, Burridge refers to “voluntary de-

branding” of the margarine industry, but does not specifically identify this as pooling and in fact 

mentions it in relation to rationing.100 Philippa Haughton actually identifies this process as pooling, 
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but also links it rationing.101  Clampin is clearer about the nature of concentration and pooling and 

discusses it in relation to the need for brands to keep advertising. However, he does not explore the 

breadth of its impact on advertising messages or mention zoning.102 The only source to mention all 

three controls on supply, as well as utility, is Corley, implying that they are reasons for a decrease in 

the importance of marketing.103 Where they are examined in discussions of the Homefront, these 

forms of control are generally not described as a coherent strategy in the way that rationing is; 

rather they tend to be mentioned in terms of their impact on individual products. Probably the most 

discussed of these is the National Loaf, which is usually described as being generally very 

unpopular.104  

In part this may be because where there is mention of these issues in primary sources from the war, 

such as diaries, it is again in relation to individual products, for example Vere Hodgson refers to “the 

Government’s lemon squash”.105 Hodgson’s use of this term also indicates another issue, unlike with 

rationing there is no standard terminology used. For example, Knight within one book refers multiple 

times to both the “National Loaf” and “national wheatmeal bread” while Kathleen Hey in her diary 

refers to “National Bread”.106 Radio producer EKCO gives a different variation when in an 

advertisement from 1944, they refer to an ““industry” set” being available for those who need to 

buy a radio during the war. 107 This is a reason why discussion of these controls has been limited to 

individual products and a result of the lack of coherence, evidencing a vicious circle leading to a 

continuation of this lack of recognition. The lack of recognition of a coherent government strategy 

behind these supply changes, both during the war and subsequently has led to a major gap in our 

understanding of the war. It is an important contribution of this work to first identify this gap and to 

begin to address it.  
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Concentration 

The concentration of production, which was the first of the three supply side controls that will be 

discussed in this chapter, was a policy intended to ensure that the decreased production in 

consumer industries, caused by shortages of raw materials was conducted in “the smallest possible 

number of factories, each of which would operate full-time”.108 The hope was that in this way, both 

factory space and workers would be freed to be used in industries more directly related to the war 

effort such as munitions. This policy was eventually implemented on an impressive scale. It was 

“estimated that by July 1943, approximately 257,000 workers and 70 million square feet of gross 

factory space had been released by concentration” to be reallocated to war industries.109 

Approximately 3,500 businesses were closed across 70 industries.110  

The impact of concentration directly on the war effort is debatable. For example, G. C. Allen states 

that the estimate of 257,000 workers released were related to “several schemes”, which are not 

identified, but seem likely to be zoning and pooling as these were extensions of concentration.111 

Also, not all of the workers released moved to the war industries as intended, in part because 

factory closures were not always in the same areas where the war industries were located.112 Felton 

also pointed out that many employees were part-time, which would include a number of women 

with young children who would be classified as “non-mobile”, and not able to move to a different 

location to work.113  

While the impact on the war effort is unclear, the effect on the 70 industries, the businesses and 

workers in them would have been significant and indicates a need for more discussion of 

concentration and other supply controls. The effects on some of the industries involved also lasted 

long after the war. One example is the cheese industry where concentration into a small number of 

factories resulted in the mass production of “factory-made varieties such as Cheddar, Cheshire, 

Derby, Dunlop and Leicester” at the expense of the wide variety of local cheeses which were made 
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previously, often at individual farms.114 While government control of cheese production ended in the 

1950s, it was not until the 1980s with the end of the Milk Marketing Board that local cheeses began 

to establish themselves again.115  

What is clear is the complexity of the process, a complexity created by the sheer number of 

industries involved, the different structures within those industries, in terms of the processes and 

raw materials involved, different outputs in terms of quality and the various sizes of firms within the 

industries. This complexity, which likely has contributed to lack of consideration of control as a 

coherent strategy, was recognised by the government from the very beginning of concentration. In 

response to a question in the House of Lords in April 1942, Lord Portal, the Joint Parliamentary 

Secretary of the Ministry of Supply, stated that “Everybody who has had anything to do with 

industry knows what an impossible situation it would be to try and treat every industry in the same 

way”.116 He further stated that “you must let the industries try to put their own case in regard to 

concentration”, in consultation with the relevant trades unions.117  

The soft drinks industry, which was concentrated, zoned and pooled, is an example of this 

complexity as different arrangements were made for squashes and carbonated drinks. As part of 

this, a plan was made whereby production of carbonated drinks was to be decreased by 25% and 

production of squashes increased by a similar quantity “so that approximately the same total 

quantity of drinks were to be provided for the public as at present”.118 No details are given as to 

why, but it is likely that the need to add water meant that more squash could be transported in a 

smaller space played a part.119 Also, thought was given to different sizes of bottles popular with 

industrial workers and school children and the prices that should be charged for each, 

acknowledging a shortage of farthing coins in circulation, which would limit the amount of flexibility 

to set prices.120 It was also necessary to take into account “the U.S.A. Army’s special requirements 

for soft drinks” when the American military began to arrive in Britain in large numbers.121 More 

details of this can be found in the minutes of a meeting on 23 December 1942, which discusses 
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squashes contributed to large savings in transportation. 
120 TNA MAF 129/76/24: Letter to OJ from OX, 13 January 1943. 
121 U. N. Foster, TNA MAF900/134/9/2: Concentration of Soft Drinks Industry, 31 July 1942. 1, 1. 
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providing “a special priority” and “special allocations of sugar” to allow a local firm to make ‘Cola’, 

which was recognised as “a considerably better class drink than the one approved for the standard 

product”.122 The concentration scheme also had to consider the return of containers to the 

manufacturers.123 Given this complexity, it is worth considering that soft drinks were in many ways a 

relatively straightforward industry, with a simple product made from a limited number of raw 

materials which required little processing before manufacture. Other industries such as cosmetics or 

cotton production involved a series of complex processes, carried out by different firms and 

ultimately produced a wide variety of outputs.124 Also, as with all industries which were 

concentrated, a scheme for compensation of the firms closed had to be devised, taking into account 

any money spent on maintaining ‘goodwill’ through advertising while the firm or its brand(s) were 

absent from the market.125 

As complex as the process of concentration was, in most cases it was only the first step in a series of 

controls of supply that were introduced. Most, if not all, industries which were concentrated also 

went on to be either zoned or pooled, or both. That concentration was considered as only the first 

step in the process of controlling supply is evidenced by a document from the MoF, that was 

published in 1942. This indicated, even while introducing the final version of the scheme, that 

concentration of the soft drinks industry “falls short” of the savings that could have been made.126 It 

goes on to suggest a pooled and zoned scheme, recognising that it would be unlikely that such a 

scheme could be put in place “with a semblance of ‘democratic’ methods”.127 This leaves open to 

question just how voluntary, the “voluntary debranding” mentioned by Burridge, might have 

been.128 For most other sectors however, it was necessary once concentration was completed to 

carry on implementing control through zoning and pooling, both of which had an impact on 

advertising. 

                                                           
122 TNA MAF 900/134/9/8: Soft Drinks Concentration, 1 January, 1943, 1. 
123 TNA MAF 129/76: Scheme for the Temporary Concentration and Regulation of the Soft Drinks Industry and 
for the Temporary Pooling of Profits of the Industry, September 1942, 8. 
124 Zweiniger-Bargielowski, Austerity in Britain, 186, for the complexity of controlling the cosmetics industry. Sir 
Raymond Streat and Marguerite Dupree, Lancashire and Whitehall: The Diary of Sir Raymond Streat, 
(Manchester: Manchester University Press, 1987), 47, 48 and 72, for the difficulty in controlling cotton 
production. 
125 TNA MAF 129/76/81 Letter to CR From OX, 26 November 1942. 
126 TNA MAF 129/76: Soft Drinks: Concentration of Production, 26 March, 1942, 1, 1. 
127 TNA MAF 129/76: Soft Drinks, 2. 
128 Burridge, "The dilemma of frugality", 397. 
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Zoning 

Zoning was described as “a program aiming at the elimination of all avoidable cross-hauls and the 

stringent curtailment, wherever possible of long hauls”.129 This was accomplished by limiting the 

area within which each manufacturer could sell their output to the geographic region in which they 

were based.130 However, similar to concentration, the implementation of this system was very 

complex.131 The extent of the zoning of British industry in the Second World War is shown in Table 

1.2, along with an indication of the complexity of the process. It can be seen that zoning was applied 

to deliveries by retailers in some industries and by manufacturers and/or wholesalers in others. As 

with concentration, the particularities of each industry, and the geographic distribution of the firms 

involved, needed to be considered. Similarly, in line with the concentration scheme, it was claimed 

at the time that a material impact on the war effort resulted from the scheme. According to Captain 

Charles Waterhouse, the Parliamentary Secretary to the Board of Trade, in a House of Commons 

debate on 19 January 1944 “as a result of the zoning scheme as a whole 34,000 vehicles have been 

saved and the equivalent of 25,000,000 gallons of petrol in a year”.132 While there is no evidence 

provided to support this and no indication of the methodology behind these figures, they still give an 

indication of the scale of zoning and its intended effects. 

  

                                                           
129 Problems of, 2094. 
130 Problems of, 2094. 
131 Problems of, 2094. 
132 Captain Charles Waterhouse, Laundry Zoning Scheme, Oxford: HC Deb, vol 396, cc322-32, 19 January 1944, 
http://hansard.millbanksystems.com/commons/1944/jan/19/laundry-zoning-scheme-
oxford#S5CV0396P0_19440119_HOC_342, Last accessed 11 February 2018. A more detailed outline of the 
impact on a variety of different food industries is given by Problems of, 2096-2097. 

http://hansard.millbanksystems.com/commons/1944/jan/19/laundry-zoning-scheme-oxford#S5CV0396P0_19440119_HOC_342
http://hansard.millbanksystems.com/commons/1944/jan/19/laundry-zoning-scheme-oxford#S5CV0396P0_19440119_HOC_342


27 
 

Aspect Zoned Commodities or Services 

Retail Deliveries General retail 
deliveries 

Coal  Laundry Milk 

Wholesaler's or 
manufacturer's 
distribution 

Beer Preserves Coffee Margarine and cooking 
fats 

Cider Bulk flour Cocoa powder Salt 

Apple Juice Self-raising flour Cocoa butter Rice 

Soft drinks Biscuit flour Bread Sugar 

Tea Soya flour Milk Syrup and treacle 

Condensed and 
dried milk  

Dried fruits Potatoes Starch 

Butter and cheese Yeast General groceries 
and provisions  

Utility furniture 

Eggs Cereal breakfast 
foods 

Biscuits and 
crispbreads 

Animal feeding stuffs 

Chocolates and 
sweets 

Pickles and 
sauces 

Tins for packing 
foodstuffs 

Waste Paper 

Cigarettes Sausages and 
open- packed 
meats 

Cakes and flour Lubricating Oil 

White fish Sausage rusks Confectionery Plaster board 

Meat and livestock Synthetic cream Certain fresh fruit 
and vegetables 

Stoneware pipes 

Bacon and ham Soap Hardware  

Restrictions of 
varying kinds on 
road or rail 
movements 

Furniture removals Funerals Home-grown grain Stone, slag and lime 

Certain fruit and 
vegetables 

Newsprint Race horses Sand and gravel 

Flowers Bricks   

 

Table 1.2: Principal Commodities or Services Subject to Some Form of Zoning133 

As mentioned above, concentration and zoning were part of a coordinated scheme to exercise 

control of the supply side of markets. As a result, some of the industries listed were also pooled, for 

example soft drinks, margarine and cooking fats. Also, the designations provided in this table do not 

match those used in the course of this research. For example, many are included in food and drink, 

including the two already mentioned and also biscuits and crispbreads. Finally, some sectors were 

not those likely to include brands that would advertise in a daily national newspaper, for example 

tins for packing foodstuffs which would be sold in a business-to-business, rather than business-to-

consumer, environment. This would limit the impact that zoning would have on advertising, despite 

the breadth of its application. 

 

                                                           
133 Zoning Arrangements: Hc Deb 03 October 1944 Vol 403 Cc756-8w, 3 October, 1944, , 
https://api.parliament.uk/historic-hansard/written-answers/1944/oct/03/zoning-
arrangements#S5CV0403P0_19441003_CWA_43,  Last accessed 11 February, 2018. 
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Despite this, evidence of the impact of zoning on consumers is provided by two published diaries, 

which include complaints about problems caused by the planning and implementation of the zoning 

scheme. Nella Last was unhappy that her home town of Barrow-in-Furness was placed in the 

Aberdeen zone for fish, rather than being able to get fish from more local sources, which she 

thought of as of better quality and with better variety.134 Kathleen Hey, who worked in her brother’s 

shop had a different perspective on zoning, complaining that “Woolworths and other big stores” 

were buying goods, such as salmon, in zones where they were available, and shipping them to 

branches in zones where they were not.135 She goes on to state that she had problems explaining to 

customers expecting these goods to be available in her shop, why they were not.136  

Pooling  

As with other forms of supply control, the pooling of brands has not received a lot of attention in the 

literature on the Homefront, despite its impact on some major products, such as margarine. Pooling 

involved the production and sale of a standard version of a product and the disappearance of brand 

names. As stated previously, this was the final stage in a process which began with concentration of 

industry, although as Clampin states, it was proposed at the beginning of the war, with both 

concentration and pooling being included in the planning.137 In the margarine industry, it involved 

what Burridge refers to as “voluntary de-branding”.138 This meant that all individual margarine 

brands disappeared and margarine was sold “as a subsidised product under one pooled company 

name, Marcom”, which was created on 4 July 1940.139 In fact, margarine was actually sold in two 

types, Standard Margarine and Special Margarine (Figure 1.1), with Special Margarine being more 

expensive.140 The use of these two different brand names and their lack of consistency with other 

pooled products, as illustrated by the presence of Special Margarine and National Butter in Figure 

1.1, is another likely reason for the fact that concentration, zoning and pooling were not recognised 

as part of one strategy.  

                                                           
134 Nella Last, Richard Broad and Suzie Fleming, Nella Last’s War: The Second World War Diaries of Housewife, 
49, 238-9. 
135 Hey, The View from, 290. 
136 Hey, The View from, 290. 
137 Clampin, Advertising and Propaganda, 34. 
138 Burridge, “The dilemma of frugality”, 397. 
139J. H. Van Stuyvenberg, ed. Margarine: An Economic, Social and Scientific History, 1869–1969, (Liverpool: 
Liverpool University Press, 1969) and Burridge, “The dilemma of frugality”, quoted by Alysa Levene, “The 
Meanings of Margarine in England: Class, Consumption and Material Culture from 1918 to 1953”, 
Contemporary British History, 28, no 2, (2014), 145, 151 for the pooling of margarine. Brady, Crisis in Britain, 
463. Burridge, “The dilemma of frugality”, 397 gives it the name Marcom Ltd. 
140 National Margarine, (2021). https://www.cooksinfo.com/national-
margarine#:~:text=National%20Margarine%20was%20a%20national,to%20Standard%2C%205d%20a%20poun
d. Last accessed 1 March, 2022. 
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 Figure 1.1: Ration Including National Butter and Special Margarine141 

Robert Alexander Brady notes that Marcom was “merely the new name for the Joint Executive 

Committee of the [Edible Oil Association of England and Scotland]”, suggesting a continuity of 

cooperation, which was likely to make the process of control in this case at least run more 

smoothly.142 However, it is also important to note that while the “de-branding” in the margarine 

industry may have been voluntary, the MoF recognised in relation to the soft drinks industry, that 

while some firms accepted the need for pooling, some compulsion would be necessary.143 

The accuracy of this prediction from March 1942 is supported by an answer to a question in 

parliament given by William Mabane, Parliamentary Secretary to the Minister of Food, in August 

1942, which stated that the proposals, “are supported by the overwhelming majority of the more 

responsible elements in the trade”.144 The clear implication is that even some of “the more 

                                                           
141 A Day in the Life of a Wartime Housewife: Everyday Life in London, England, 1941, (1941), Imperial War 
Museum Collection, https://www.iwm.org.uk/collections/item/object/205195858  
142 Brady, Crisis in Britain, 465. 
143 TNA MAF 129/76: Soft Drinks 
144 Mr Mabane, Concentration Of Industry (Soft Drinks): HC Deb, vol 382 cc 852-3, 4 August 1942, 
https://hansard.parliament.uk/Commons/1942-08-04/debates/0c70268e-319b-47c0-8c99-
9b4f1d2d5f69/ConcentrationOfIndustry(SoftDrinks)?highlight=pooling#contribution-c8b2a57c-1b49-4e01-
94de-2577029a58be, Last accessed 22 August 2018. 
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responsible elements in the trade” were not in favour of the scheme, and of course there is no 

indication what percentage of the industry this designation included.  

The scheme was not universally popular among MPs. The question to which Mabane gave the above 

response, asked whether it was “not a fact that there is a widespread feeling that these regulations 

are unfair and unnecessary and that they are Socialistic in design and calculated to bring everybody 

down to one level”.145 In February 1943, when the Articles of Association of Soft Drinks Industry 

(War-time) Association had been given to parliament, “the scheme and [its] Articles of Association” 

were described as “the worst examples in our legislation of syndicalism and National Socialism, 

which even Mussolini could not equal” in another parliamentary question to William Mabane.146 

These reactions were more extreme than those to the proposals for concentration and zoning 

schemes, where questions and objections tended to revolve around how the schemes would work, 

rather than objecting to them in principle.147 The implication is that this final round of government 

control was considered too radical by elements both in industry and in parliament. This makes it 

even more surprising that it has not been discussed much more in the literature since the war. 

 

The impact of Rationing, Government Control of Markets and Shortages on Advertising 

Rationing, government control and shortages are discussed by most sources in relation to 

advertising during the Second World War. While Clampin, Begley and Nevitt discuss them in relation 

to advertising generally, in various levels of detail, Clampin, Loxham and Burridge in relation to food, 

Jobling in relation to menswear and McDowell in relation to women’s fashion. 

Jobling highlights the combined impact of shortages and government control by stating that “as raw 

materials and the quantity of both clothing and coupons became scarcer, the volume of press 

advertisements for men’s wear started to decline by 1942”.148 He further indicates that while 

shortages particularly impacted on manufacturers who were not designated as producers of Utility 

clothing, service uniforms and exports, and who, as a result, did not receive the same amount of 

                                                           
145 Sir L. Lyle, Concentration of Industry. 
146 Major Procter, Soft Drinks Industry (Concentration): HC Deb, vol 386 cc1323-4 10 February 1943, 
https://hansard.parliament.uk/Commons/1943-02-10/debates/56143120-2f6a-44bb-8db0-
79cd003c9717/SoftDrinksIndustry(Concentration)?highlight=%22soft%20drinks%20industry%22#contribution-
f400ee4d-3bd4-4207-8d04-29934c9a20c2, Last accessed 22 August 2018. 
147 Cotton Industry (Concentration) HC Deb vol 370 cc1181, 3 April 1941 
http://hansard.millbanksystems.com/written_answers/1941/apr/03/cotton-industry-
concentration#S5CV0370P0_19410403_CWA_30 , Last accessed 18 February 2018,  for example asks about 
arrangements for the workers displaced by the concentration of the cotton industry. 
148 Jobling, Man Appeal, 114. 
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Utility fabrics, many with designated status also reduced their advertising.149 An interesting point 

made by Jobling is that “the levelling effect of the coupon system made it paramount for individual 

retailers to promote similar items of clothing with regard to their difference in price and quality of 

materials”.150 For example, since an expensive overcoat ‘cost’ the same number of coupons as a 

cheaper one, the price and the quality of the overcoats were highlighted in advertising and 

differences in coupon value in terms of price or quality became selling points.151 This is supported by 

a point made later by Burridge who stated that “as well as  being a problem, rationing was also a 

resource for advertisers – it was something that could be invoked and used in various ways”152 The 

use of rationing as a resource, was supported by Loxham and Clampin, who both discuss the 

positioning of certain products and brands as ways to extend the amount of other foodstuffs or 

reduce the monotony of rations.153   

Burridge takes a different approach to Clampin and Loxham however, discussing how food 

advertisements in women’s magazines “orientate towards the scarcity of items at the same time as 

advocating their consumption”.154 Burridge identifies a number of positioning strategies used by 

brands to “position the product in relation to rationing or war, and frugality and/or consumption”, 

which are shown in Table 1.3.155 Jessica J. Flinn introduces another strategy which stated that the 

brand was either unavailable or in limited supply to consumers because its producers were doing 

vital war work, giving an example of a Heinz campaign.156 This strategy allows the brand to explain 

why it is absent in such a way as to improve its reputation for when it is available again. 

Alternatively, brands could be presented as a way to make possessions last longer when 

replacements are in short supply and as a result, are expensive. An example is provided by McDowell 

of Phillips Stick-A-Soles and Phillips Heels who suggested that high prices for shoes, which were 

caused by shortages, could be avoided by repairing existing shoes.157 The advertisement is quoted 

rather than shown so the details are unclear, but the housewife is quoted as saying that money 

                                                           
149 Jobling, Man Appeal, 113 for meaning of designated status, 114-115 for impact of shortages and advertising 

reduction. Jobling, Man Appeal, 113 states that “the Utility clothing scheme … aimed to produce essential 
clothing using as little material and as few workers as possible.” 
150 Jobling, Man Appeal, 115. 
151 Jobling, Man Appeal, 116. 
152 Burridge, “The dilemma of frugality”, 392 emphasis in original. 
153 Loxham, “Profiting from War”, 206-207. Clampin, “To guide, help and hearten”, 60-66. 
154 Burridge, “The dilemma of frugality”, 389 italics in original. 
155 Burridge, “The dilemma of frugality”, 392 
156 Flinn, “World War II Cookbooks”, 84 citing Brian Braithwaite, Noëlle Walsh, and Glyn Davies. The Home 

Front: The Best of Good Housekeeping 1939-1945. (London: Vintage/Ebury, 1989), 8-180. 
157 McDowell, Forties Fashion, 116. 
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worries, exemplified by the cost of shoes, affect the letters she writes to “Jack”.158 The implication is 

that Jack is away on some sort of war service and that she is concerned that her money worries, 

caused by inflation due to shortages, may impact on his morale. This highlights another potential 

message, but McDowell does not discuss it in detail. 

Product is available and a solution or substitute for rationed goods 

Product is available, because it is ‘‘essential’’  

Product is the same as pre-war or better now  

Product is scarce – but worth it when you get it  

Product is currently unavailable – provision of a substitute service 

Product is currently unavailable – it will be back soon  

The product is back now or available again 

 

Table 1.3: Burridge’s Positioning Strategies159 

The impact on advertising of government market controls has been discussed most often in relation 

to rationing and utility; less mentioned are the other forms of control. Burridge discusses in some 

detail the advertising of the Stork Margarine Cookery Service launched in response to the “collective 

and voluntary de-branding” of the margarine industry.160 While Clampin dates its launch to March 

1940, before the de-branding, it is clear that the Cookery Service became a valuable tool for Stork in 

responding to pooling.161 This form of control is more clearly explained by Paul Clark who stated that 

margarine “became a uniform product distributed under government allocation orders”, although as 

stated above, there were actually two different types of margarine sold.162 Neither Clark nor 

Burridge name this form of control, but Clampin identifies it as pooling or concentration, though he 

does not indicate which other industries it was applied in, beyond stating that the government 

attempted “to encourage certain industries to voluntarily concentrate production”.163 Corley adds 

soft drinks and shoes to the industries subject to concentration.164 Aside from rationing, the impact 

of government control on advertising during the Second World War has not been discussed in detail. 

By exploring the impact of the controls of supply, this research will add to our understanding of the 

                                                           
158 McDowell, Forties Fashion, 116. 
159 Adapted from Burridge, “The dilemma of frugality”, 393 
160 Burridge, “The dilemma of frugality”, 397-400. 
161 Clampin, Advertising and Propaganda, 52. 
162 Paul Clark, “The Marketing of Margarine”, European Journal of Marketing, vol. 20, No. 5, (1986), 52, 54. 
163 Clampin, Advertising and Propaganda, 136. 
164 Corley, “Consumer Marketing”, 74 and 75. 
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Homefront generally. Also, by accurately identifying rationing as a control of demand, and 

concentration, zoning and pooling as controls of supply, this research will allow a fuller, more 

nuanced understanding of the impact of the war on the Homefront and industry.  

One general point that can be taken from the literature on rationing, government control and 

shortages is that there was no one single approach to advertising by brands. This is in part because 

rationing, government control and shortages impacted different products and brands in different 

ways, often at the same time. For example, clothing was rationed, much of it was limited by utility 

regulations and was often in short supply. Also, brands’ positioning and product type played a major 

role in deciding their approach. The impact of various forms of control on advertising will be 

explored in more detail in the current research, which allows greater insight into how these controls 

impacted both industry and the public. 

 

Advertising and the Military 

Representations of gender roles in the military by advertisers were discussed earlier, but the existing 

literature has also highlighted how advertising represented the military in relation to other aspects 

of the war. Clampin has discussed this more than any of the other scholars, who have tended to 

concentrate on products aimed at the domestic market. Clampin states for example, that while 

“images of men active in the armed forces were sparse for most of the war” the amount the military 

was used in advertising was not consistent, beginning quite slowly and increasing during the Battle 

of Britain and the Blitz.165 He further notes that “despite the aerial nature of the combat, advertisers 

seldom chose to draw on the images of, or make reference to, the Royal Air Force”, suggesting that 

this might be due to uncertainty about the RAF’s performance and an unwillingness “to draw further 

attention to the closely matched battle under way”.166 This could very well be the case, but it is also 

important to note that before, and in the early stages of the war, there “was a definite ambivalence 

[to RAF pilots], which the later heroic status of the RAF should not be allowed to obscure” as Martin 

Francis has noted.167 This was due in part to the behaviour of individual pilots, including reckless 

drinking, fast driving and immorality, along with a feeling that the RAF had not protected the army 

properly during the Battle of France and the Dunkirk evacuation.168 This feeling persisted even 
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during the Battle of Britain and it is likely that this might have led brands to not want to be 

associated with the RAF.169 Given the number of brands across a variety of sectors that advertised 

during the war, it is unrealistic to think that a single motive can be applied to all advertising 

decisions, so it is possible that each of these, and others, played a part.  

As well as the amount of advertising, Clampin also addresses the range of products which made use 

of the military, indicating that “products from cigarettes to cocoa, from razors to lozenges, from 

raincoats to pet condition powders, were shown to be the first choice of the nation’s gallant fighting 

forces”.170 Brands were “able to draw on the armed services in order to endorse their products, but 

in so doing were also serving to propagate definite messages about those armed services and the 

men that served in them”.171 Interestingly, in a different article, Clampin states that “the British 

servicemen [sic] was rarely seen in action on the battlefield” but was often “seen in a domestic 

setting and engaging himself with matters far removed from the death and destruction of war”.172 

This research will examine in more depth how servicemen were portrayed and how that portrayal 

changed over the course of the war. 

The use of women in the military in advertising has also been discussed, although to a lesser extent. 

For example, McDowell mentions Lifebuoy’s “What They Do and What They Wear” campaign, which 

he describes as “an information column concerning women in uniform”, and discusses specifically 

the individual advertisement which featured the ATS.173 While this campaign provided information 

about a number of individual women’s services, sometimes brands were much vaguer about the 

specific force being discussed. Green says that cosmetics advertisements in women’s magazines 

used “an outline sketch of a woman’s face with some form of peaked cap above it – the detail of a 

badge was blurred but obviously signified a girl in service uniform”.174 In this case, the association 

with the services generally was enough, and mention of a particular service was unnecessary, 

possibly because it was thought that concentrating on one would exclude the others. In other cases, 

as in the “What they Do and What They Wear” campaign, the particular branch of the services is 

specified. The extent to which each of the services is included within advertising during the war will 

be discussed in this research to determine how this changed over the course of the war and if it was 

affected by the military situation. For example, how brands balanced optimism about the ultimate 
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outcome of the war with realism in the early stages of the war when the outcome was less certain 

will both help with our understanding of morale at that point and provide insight into the extent that 

brands were constrained by official messages of victory. 

 

Conclusion 

The discussion in the literature of advertising in Britain in the Second World War is limited in 

quantity and is mostly focussed on advertising to women, particularly in relation to advertisements 

for food brands. These discussions centred around issues of gender representation, shortages and 

rationing, although without exploring how they changed over time. Only one historian has discussed 

the depiction of the military in advertising, but again, this discussion did not explore how this 

changed as the war progressed. This research will explore each of these issues in terms of how they 

changed over the course of the war, but it will also go further and explore different aspects of each 

of these areas. 

In relation to representations of gender, the extant literature mainly concentrates on how the role 

of women during the war was portrayed, discussing the conflict between the need for women to 

engage in the war effort and the desire of the Government to maintain the social status quo. This 

research will particularly explore this in relation to the depiction of gender in the military, exploring 

for the first time how the representation of men and women changed between the beginning and 

end of the war. Related to this, the research will for the first time discuss the way that the military as 

a whole was represented as Britain’s military situation changed.   

All of the literature on advertising during the Second World War has related it to rationing and 

shortages. However, what this chapter has demonstrated is that while important, these two areas 

provide only a small part of the picture of the impact of the war on civilian markets. This attention 

on rationing and shortages is common to much of the literature on the Homefront generally. A 

major contribution of this work is to identify rationing as a specific control on demand and to 

highlight the impact of connected schemes of concentration, zoning and pooling which were 

introduced to control supply in a wide range of markets. By exploring how these forms of control 

impacted on advertising, this research will provide an important new insight into the effect of the 

war on the British people. This thesis will take this further by re-examining in light of this new 

recognition of the nature of government control, how rationing and shortages were reflected in 

advertising. Through this re-examination, this research will highlight how brands worked to help 

audiences navigate this complicated set of restrictions.
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Chapter Two – Methodology 

 

Introduction 

This research will make use of archival sources, drawing on newspaper advertisements which will be 

coded using NVivo, by highlighting the elements of the advertising messages identified through the 

content analysis, in order to assist with the analysis of the large amount of data derived. This data 

will be supported by diaries, MO reports, government documents and parliamentary transcripts, 

which will provide context to, and details of, the issues identified in the advertisements by the 

content analysis. 

 

Media Discussed 

The studies discussed in the literature review all take different approaches. Some, for example, 

Vincenzi, Davies and Jobling look at all media available during the time period covered. Others focus 

on one medium; Loxham discusses newspaper advertising, but Clampin and Burridge cover 

magazines. Clampin uses advertising in Picture Post, while Burridge is less specific, covering women’s 

magazines more generally. The reasons these more specialised discussions tend to concentrate on 

print media relate in part to the nature of those media and in part to changes caused by the war, 

such as paper shortages placing restrictions on the printing of posters.1 Unlike other media, print 

media is relatively permanent and archives collect copies of publications, which means that all the 

advertisements in each edition are stored as they appeared, generally in date order, which allows 

systematic discussion of changes over time.  

 

Choice of Newspapers 

This research will discuss the messages used in advertisements placed in two British national 

newspapers – the Daily Express and the Daily Mirror – during the Second World War. These two 

newspapers were chosen because, as Richard Pollay noted with regard to his use of national 

magazines in his research, the advertisements in these publications had the “greatest potential 

cultural consequence”. 2 While this is a valid argument, it is important to note that ‘national’ in the 

                                                           
1 Davies, The Book of, 60 for example states that due to paper shortages, Guinness posters were printed “on 
the back of old ones”. 
2 Richard W. Pollay, “The Subsiding Sizzle: A Descriptive History of Print Advertising, 1900-1980”, Journal of 

Marketing, vol. 49, No. 3, (Summer, 1985), 24, 26. 
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context of the national press, is to a great extent a relative term. As Tom O’Malley states, “the 

variety of media, carrying different claims to being national offered different ways of imagining the 

national”.3 The national press were “regionally biased and socially exclusive”, in the sense that while 

they may have been available to the population of the whole of Britain, those who choose to read 

them tended to fall into specific geographic, class, gender and political groups.4 According to Adrian 

Bingham for example, in 1935 43% of the Scottish population read a London based ‘national’ daily, 

while 60% read one based in Scotland.5 However, despite this, the London based press consciously 

positioned themselves as national vehicles for advertisers and their focus became more national 

during the war than before or after.6  

In comparison, the provincial press, “positioned itself as being key to the war effort in the areas it 

sought to serve”7 This view has been challenged however suggesting that provincial newspapers 

concentrated on “a narrative that relentlessly stressed the positive”, ignoring the concerns of their 

local readers.8 Despite this, the provincial press was required to tailor its advertising to its local 

audience. As well as accommodating local advertisers alongside national brands and including 

government messages, there was a major increase in demand for classified advertising.9 

As a result, of these differing advertising priorities, the decision was made to use national, rather 

than regional or local, newspapers. The use of national newspapers also allowed for an exploration 

of how brands that were zoned later in the war, advertised to the whole country, even though they 

were only available in one region. 

These two newspapers were also chosen due to their different target markets, allowing a wider 

range of brands’ advertising to be discussed and to discover any differences between 

advertisements run between the two titles. Nick Hayes and Jeff Hill stated that while the Daily 

Express (along with the Daily Mail, Observer and Sunday Times) were read by those with “a 

predilection for ‘serious’ news”, “the content of the Mirror and the News of the World was skewed 

                                                           
3 Tom O’Malley, “Was There a National Press in the UK in the Second World War?”, Media History, vol. 23 No. 
3-4, (2017), 508-530, 522. 
4 O’Malley, “Was There”, 521. 
5 Adrian Bingham, Family newspapers?: sex, private life and the British popular press 1918-1978, (Oxford: 
Oxford University Press, 2009), 17, citing Political and Economic Planning, Report on the British Press, (London: 
PEP, 1938), 148-1499. 
6 O’Malley, “Was There”, 514 for positioning as national vehicles, 521 for changed focus during the war. 
7 Rachel Matthews, The History of the Provincial Press in England, (New York: Bloomsbury, 2017), 140-141. 
8 Guy Hodgson and Rachel Matthews, “Never Failed?: The Local Reporting of the Blitzes in Coventry and 
Liverpool in 1940 and 1941”, Media History, vol. 27, No. 2, (2021), 162, 163 
9 Matthews, The History of, p152 citing L. Fletcher, They Never Failed: The Story of the Provincial Press in 
Wartime. (London: Newspaper Society, 1946). 
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towards providing amusement, entertainment and the bizarre”.10  There was also a political 

difference between the two titles, the Daily Express being more right wing and targeted at the 

middle-class, while the Daily Mirror was more left wing and was aimed at the working class.11  

Arthur Marwick listed the sales (otherwise known as circulation), and readership (which was always 

higher, since once bought a newspaper might be read by multiple individuals) figures.12 These figures 

show that in the summer of 1937, the top four selling newspapers were the Daily Express 

(2,330,000), the Daily Herald (2,000,000), the Daily Mail (1,580,000) and the Daily Mirror 

(1,367,000). From the point of view of readership however, by “the eve of the war” the Daily Mail 

was only the fifth most read, with the Daily Express, Daily Herald and the Daily Mirror respectively 

being the top three most read.  

The importance of circulation, particularly among specific target audiences was related to the need 

to attract advertisers, who would pay to reach their target audience. As stated by W. B. Reddaway, 

newspapers represent two different products, copies for readers and space for advertisers, and the 

demand for the latter depends very much on the sales of the former.13 Advertisers have become 

increasingly important to the financial success of newspapers since the abolition of advertising duty 

in Britain in 1853, the newspaper tax in 1855 and the paper tax in 1861.14 Over time, as the 

newspaper market has become more competitive, newspapers have decreased price to increase 

circulation thereby increasing the importance of advertising revenue for them.15 As Robert G. Picard 

states, today “from a business model rather than journalistic standpoint, the primary function of the 

newspaper is an advertising delivery system”.16  

The source for the newspapers was the online database UKpressonline which includes scans of the 

Daily Mirror and the Daily Express for the full period of the Second World War. These full-page scans 

include all of the contents of both newspapers, including the stories, features and advertisements. 

                                                           
10 Nick Hayes and Jeff Hill, Millions Like Us?: British Culture in the Second World War, (Liverpool: Liverpool 

University Press, 1999), 103. 
11 Martin Pugh, “The Daily Mirror and the Revival of Labour 1935-1945”, Twentieth Century British History, vol 

9, No. 3, (1998), 420, 420-426 for the move of the Daily Mirror to the political left and 426 for the right leaning 
stance of the Daily Express. Also 432 for circulation figures which show the Daily Express as the highest 
circulation daily newspaper in 1937 and 1945 and the Daily Mirror moving from fourth highest circulation to 
joint second in the same period. 
12 Arthur Marwick, “Print, Pictures, and Sound: The Second World War and the British Experience”, Print 

Culture and Video Culture, vol. 111, No. 4, (Fall, 1982), 135, 136, 137. 
13 W.B.Reddaway, “The Economics of Newspapers”, The Economic Journal, vol. 73, No. 290, (Jun. 1963), 201, 
201. A similar point was made by Bingham, Family Newspapers?, 20. 
14 Mark Hampton, Visions of the Press in Britain, 1850-1950, (Urbana: University of Illinois Press, 2005), 33. 
15 Hampton, Visions of the Press, 36. 
16 Robert G. Picard, “Shift in Newspaper Advertising Expenditures and their Implications for the Future of 
Newspapers”, Journalism Studies, vol. 9, No. 5, (2008), 704, 704. 
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This distinction was important since both the advertisements and the dates on which they appeared 

were necessary, which excluded databases such as Lexis Nexis which only stored the text of the 

stories. There was one weakness of this database. As the images were scans of original copies of the 

newspapers, errors of scanning or damage on the originals occasionally were reflected in the stored 

copies. For example, a very small number of pages were damaged. A very small number of 

advertisements were lost, but most damage was limited to the edges of the page where any damage 

to advertisements was minimal. More common were variations in image quality such as in Figure 

2.1(a), where the advertisement (along with all the others on the same page) is degraded on the 

scan. In most cases the information in the advertisement could be read, or deduced and in others 

advertisements from the same brand could be used to fill in the missing pieces, as in Figure 2.1(b). In 

the few cases where exact information could not be determined by these methods, as much was 

coded as possible and the missing information was recorded as fully as possible. For example, if the 

branch of the military a character in the advertisement came from could not be discerned, they were 

coded as a male or female member of the military generally. 

 

Figure 2.1: Parkes Advertisements17 

 

Therefore, for both methodological and practical reasons, the Daily Mirror and Daily Express were 

chosen as the most suitable newspapers for this research. However, the choice of daily newspapers 

created another issue – scale. From Britain’s declaration of war to Victory in Japan (VJ) Day, the 

UKpressonline website contains 27,669 pages from the two newspapers combined. While not every 

page would contain advertisements, such as the front page of the Daily Mirror on 4 September 1939, 

most would contain at least one. As a result, it became necessary to decide on a sample that would 

                                                           
17 “Parkes Advertisement”, Daily Express, 10 October 1940, 6. “Parkes Advertisement”, Daily Express, 8 

November 1940, 6. 
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be used, since it was important that the sample included both the beginning and the end of the war, 

not necessarily that every day between was included. This was due to the objective of understanding 

how advertising changed over the course of the war. As a result of this a number of decisions had to 

be made. 

The choice of sample was driven by an understanding of the aim of the research, namely to 

understand how advertising changed over the course of the war. Therefore, it was most important 

that the beginning and end of the war be covered. As the war lasted almost six years, from Britain’s 

perspective, it can be viewed in three phases of two years. In the first the war began, Britain 

suffered setbacks, but once the invasion crisis ended they began to solidify their position, albeit 

while dealing with air attack. The first two years also included the development in Britain of a wide 

range of government control of markets. As a result, advertisers in this period experienced a very 

dynamic environment to which they had to adapt, with a future that was uncertain. The middle 

period began with another series of setbacks and a new theatre of combat for Britain in the Far East, 

but in retrospect this period can be seen as one of rapid development by Britain’s allies, the USSR 

and the USA, such that by the beginning of the final period, victory could be realistically expected, 

even if it was not imminent. In the final two years, the situation was more positive militarily, with 

advertisers able to look forward to the end of the war and the period after. By excluding the 

transitional, often confused middle years of the war, this research aims to provide a sharper focus 

on the changes that advertising messages went through between the beginning and the end of the 

war.  Therefore, this research will cover the first and last of these periods, the opening period of 

adjustment to the war and the final period working towards victory. 

Also, within these periods, in order to avoid too much repetition, only advertisements from the first 

full week of each month were analysed. This again allowed for changes across the war and 

throughout each time period to be measured, without analysing too many of the same 

advertisements from the same brand in the same short time period. This consistent sampling of just 

under a quarter of the newspapers (12 weeks from 52), allows for a large enough sample size to be 

representative of the population as a whole, while saving time and avoiding undue repetition. There 

is the possibility that some brands and messages may be missed in the weeks that are not examined, 

however there is no reason to believe that the brands or their advertisements would be significantly 

different. As will be discussed, patterns across the week were identified, with certain sectors such as 

retail and gardening concentrating their advertising on particular days, implying that their 

advertising cycles were weekly rather than monthly. By sampling newspapers from the first full 

week, beginning with the first Monday, of each month, rather than the first seven weekdays, dates 

ranging from the first of the month to the 12th, can be analysed. This increases the possibility of 
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analysing brands which placed their advertisements later in the month.  In total, therefore this left a 

total of 11,679 advertisements to be analysed, from 5,278 pages. 

 

Advertisements Chosen 

This study makes use of display advertising, one of the two types of advertisements to appear in 

both of the newspapers chosen, display and classified.18 The Chartered Institute of Marketing (CIM) 

defines display advertising as “advertising other than simple typeset lineage advertisements of the 

classified kind. Also implies an element of design, e.g. use of display typefaces as opposed to uniform 

body matter”.19 Classified advertising is also grouped “together into categories or classifications of 

advertising usually comprising small type-set or semi-display advertisements, e.g., situations vacant, 

properties required or for sale”.20 E. S. Lorimor provides a different perspective stating that there is a 

“merchant-to-market relationship in display advertising” and a “person-to-person relationship in 

classified advertising”.21 As shown by Figure 2.2, classified advertising does include some business 

advertising, so Lorimor’s statement is only partially accurate, but it does capture the more small-

scale nature of classified advertising.  

Display advertising is being analysed for this research for a number of reasons. The element of 

design means that brands have more scope to tailor their messages for their own needs and to their 

own audiences, while classified advertisements are much more homogeneous and information 

based. Brands also tend to advertise themselves over long periods of time allowing changes to be 

noted, while as can be seen in Figure 2.2, many classified advertisements are for specific issues that 

could be solved quite quickly, for example the job vacancy being filled or the house sold. A different 

vacancy or house may be advertised in the next issue, but the lack of continuity means that any 

differences in messages may be due to the different subject of the advertisement, rather than 

anything else. Also, brands that are unavailable continued to place display advertising, whereas if 

there was no vacancy or house for sale, a classified advertisement would not be placed. This allows a 

                                                           
18 MO Report on the Press, May 1940, Section 1, 24, retrieved 17 June 2018, from Adam Matthew, 
Marlborough, Mass Observation Online at 
http://www.massobservation.amdigital.co.uk/Documents/Details/FileReport-126, identifies a third type of 
advertising, Financial, though as there was none of this type of advertising in the Daily Mirror, it made up less 
than 1% of the space in the Daily Express, and was similar in format to classified advertising, this is not 
included. 
19 Hart, The CIM Marketing Dictionary, 95. 
20 Hart, The CIM Marketing Dictionary, 51. 
21 E. S. Lorimor, “Classified Advertising: A Neglected Medium”, Journal of Advertising, vol. 6, No. 1, (1977), 17, 

19. 

http://www.massobservation.amdigital.co.uk/Documents/Details/FileReport-126
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discussion of the messages used by brands with nothing to sell, when they arguably have more 

freedom over the message of their advertisements. 

Choice of Commercial Advertising 

Display advertising came from either commercial organisations or government departments. For the 

most part the difference between these was clear, commercial advertisements were placed on 

behalf of specific brands or organisations while government announcements were placed by 

individual ministries or by one of the armed forces. As previously mentioned, this research focuses 

on commercial advertising, but the decision was made to include advertisements from the National 

Savings Committee despite this being a government body. This choice was made for two main 

reasons, firstly because as well as being a government body, the National Savings Committee, or 

more specifically National Savings, was also a brand and secondly it fitted neatly into one of the 

industry sectors being investigated, financial services.  

 

Content Analysis 

The advertisements were investigated using content analysis, in order to understand what changes, 

if any, were made to advertising messages over the course of the war. Content analysis has been 

described by Harold H. Kassarjian as “the study of the message itself, and not the communicator or 

the audience”.22 In the case of this research, the messages sent by the brands to their audiences are 

being discussed, not the brands or the audiences. The aim is to understand how these messages 

were impacted by the war at different points. The use of content analysis when analysing 

contemporary advertising, including print, is well established, having been utilised by a number of 

authors across different media and cultures.23  

  

                                                           
22 Harold H. Kassarjian, “Content Analysis in Consumer Research”, Journal of Consumer Research, vol 4, No. 1, 

(Jun, 1977), 8, 8. 
23 For example, Sigal Segev, Juliana Fernandes and Cheng Hong, “Is Your Product Really Green? A Content 

Analysis to Reassess Green Advertising”, Journal of Advertising, vol. 45, No. 1, (2016), 85 analysed magazine 
advertisements’ environmental claims and Yann Verhellen, Nathalie Dens and Patrick de Pelsmacker, “A 
longitudinal content analysis of gender role portrayal in Belgian television advertising”, Journal of Marketing, 
vol. 22, No. 2, (2016). 170, analysed Belgian television advertising advertisements for the portrayal of gender 
roles. 
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The advertisements included different combinations of text (copy) and imagery (visuals) which both 

contain elements of the advertisements’ messages. In the case of both copy and visuals, it is 

important to understand not just what is included, but how it is portrayed. For example, if a female 

member of the armed forces is included, is she discussed in terms of her appearance or her 

contribution and is she shown fixing a truck or cooking a meal? The systematic analysis of the 

advertisements through content analysis allows for differences over time to be tracked, allowing for 

a discussion of what may, or may not, have changed over the course of the war. 

For this research the first level of analysis will explore what the messages are, how often they 

appear across the whole sample and how they change across the course of the war. At a deeper 

level it is also important to understand how different market sectors or product categories utilised 

these messages (for example food and drink compared to personal care products). This means that 

the impact of different objectives and market positions can be more easily analysed, for example 

how brands that were targeted at housewives depicted women compared to those that were aimed 

at women generally or those who were involved in war work. This requires both a quantitative and a 

qualitative approach.  

Quantitative analysis involves “text data coded into explicit categories and then described using 

statistics”.24 Mostly this research involves using content analysis in this quantitative way, for 

example, in the discussion of how many advertisements appear in each of the identified categories 

across the war. However, there is also an element of qualitative content analysis where “the 

contextual meaning of the text” is important, for example, in relation to how the future was referred 

to across the war.25 The requirement for this research to be systematic also suggests the use of 

content analysis, since as Kassarjian states  “distinguishing characteristics … are that it must be 

objective [and] systematic”.26  This research was designed to meet both of these characteristics. 

Objectivity “stipulates that the categories of analysis be defined so precisely that different analysts 

may apply them to the same body of content and secure the same results”.27 As will be discussed, in 

this research the definition of “the categories of analysis” refers to the various elements of the 

advertisements’ profiles related to each advertisement and the creation of nodes to which each 

advertisement was coded. Kasssarjian explains that “Systematization means that the inclusion and 

exclusion of communications content or analysis categories is done according to consistently applied 

                                                           
24 Hsiu-Fang Hsieh and Sarah E. Shannon, “Three Approaches to Qualitative Content Analysis”, Qualitative 

Health Research, vol. 15, No. 9, 1277, (November 2005), 1278. 
25 Hsieh and Shannon, “Three Approaches”, 1278. 
26 Kassarjian, “Content Analysis”, 9. 
27 Berelson, B., Content Analysis in Communications Research, (Glencoe, Ill.: The Free Press, 1952) cited by 

Kassarjian, “Content Analysis”, 9. 
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rules”.28 This therefore relates to application of these profile elements and codes to each individual 

advertisement.  

This means both that the results of this research are robust and that the research can serve as the 

basis for further discussion. 

 

NVivo 

The nature of this research, discussing advertisements taken from two daily newspapers over the 

course of several years, means that there is a wealth of material that needs to be collated, stored, 

coded and analysed. In order to carry out this research therefore, the decision was made to use 

NVivo. As stated by Tom Richards, NVivo, “is being preferred by researchers wishing to do a very 

detailed and finely articulated study”.29  

Advertising Profiles 

As each individual advertisement was added to NVivo, the first stage of coding was to create a 

profile of the advertisement. This first stage classified the advertisement by the labels which would 

allow the most basic level of analysis: Date, Day of the Week, Month and Year, Newspaper, Page 

Number, Industry Sector, Family Brand Name and Individual Brand Name. Examples of these 

classifications can be seen in Table 2.1. These classifications were used because they allowed the 

advertisements to be stored in a systematic manner that further allowed analysis by variable. For 

example, classification by date meant that the advertisements could be analysed in the order they 

appeared over the course of the war. By separating the advertisements by newspaper, it was 

possible to determine any differences between the two newspapers in terms of the messages they 

contained or brands which advertised in them.  

  

                                                           
28 Holsti, O. R., "Content Analysis," in The Handbook of Social Psychology, Vol. 2, eds. G. Lindzey and E. 

Aronson, (Reading, Mass.: Addison-Wesley, 1968) cited by Kassarjian, “Content Analysis”, 9. 
29 Tom Richards, An intellectual history of NUD*IST and NVivo, International Journal of Social Research 

Methodology, vol. 5, No. 3, (2002), 199, 211 
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Table 2.1: Example of Case Classifications – Advertisements Profiles 

Most of the classifications were straightforward to apply and were based on the basic information 

provided by the newspaper in which the advertising was found (date, weekday, month, newspaper 

and page number). The final three classifications (industry sector, family brand name and brand 

name) were partly a housekeeping measure, to allow the data to be stored systematically, but were 

mainly applied to address the gaps identified in the literature review regarding the sectors discussed 

in the existing literature. Most literature on advertising in the Second World War concentrated on 

different aspects of the food and drink sector. By looking at the advertising produced by brands in 

different sectors, it will be possible to explore the advertising messages created by different sectors 

as well as advertising generally. Also, different sectors experienced different levels of government 

control at different times, so being able to identify the advertisements created by each sector would 

allow the impact of this control to be discussed in more detail. This is important as it allows a 

valuable contribution of this work to be achieved, detailing the impact of various forms of 

government control on brands and advertising. Collecting advertisements together by family brand 

name and brand name, means that the messages created by the brands can be discussed 

individually if necessary.  

This final level of classification required the setting of rules, in order to ensure that as much as 

possible there was consistency in how the advertisements were identified as it was here that 

Kassarjian’s concepts of objectivity and systemisation began to be more relevant. This meant that 

rules needed to be set and consistently applied as to how these labels were applied to the 

advertisements as they were coded. For example, in relation to Industry Sector it was important to 

establish some rules early on which were applied consistently during the whole process. Some of 

these industry sectors (Table 2.2) were identified before the coding began (for example food and 

Date Weekday Month Newspaper Page 
Industry 
sector 

Family 
Brand Name Brand Name 

07/08/39 Monday 
August 
1939 Daily Express 9 Confectionery Rowntree’s 

Rowntree's 
Aero Milk 
Chocolate 

07/08/39 Monday 
August 
1939 Daily Mirror 5 

Watches, 
clocks and 
Jewellery Bensons Bensons 

07/08/39 Monday 
August 
1939 Daily Express 16 Cycling Bluemel's 

Bluemel's 
"Ultralight" 
Cycle 
Mudguards 

07/08/39 Monday 
August 
1939 Daily Mirror 28 

Food and 
Drink Cadbury 

Cadbury's 
Bourn-vita 

07/08/39 Monday 
August 
1939 Daily Express 16 

Pet Care and 
Animals "Chappie" 

"Chappie" 
Dog Food 
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drink were included as one sector and alcohol as another at this stage) while others either evolved 

or were introduced later. For example, originally the pet care and animals sector was simply pet 

care. However, as it became apparent that there were a number of advertisements for products 

related to the care of chickens being used to produce eggs, it was adapted. Finally, the term “patent 

medicine” was used instead of the more modern phrase over the counter medicine since patent 

medicine was used at the time (for example, George Orwell uses the phrase in his diary, when he 

discusses the advertising that appears in an issue of the People).30 

 

Table 2.2: Industry Sectors 

As the first example of each brand’s advertising was classified, a decision was made based on the 

rules adopted as to which sector it belonged and it was classified accordingly. In order to ensure that 

the rules were consistently applied, a final visual check was made once all the advertisements were 

classified, and also once they were coded to ensure that they were correctly and consistently 

classified, using the Advertisements Profile table on NVivo (as illustrated in Figure 2.3).  

                                                           
30 George Orwell and Peter Davison, Diaries, (London: Penguin, 2010), 249-250, he also uses the categories 

food and drink, tobacco, miscellaneous and clothes, although it is not possible to determine what he includes 
in each, particularly miscellaneous. 
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Family brand name and brand name, refer to different levels of branding in which corporate or 

family brands will often contain a number of different sub-brands. In this case, the identification of 

the family brand and brand names were derived from the brand names themselves. For example, 

the different products in the Batchelor’s family of brands were named first with the name of the 
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company and then the product name, such as Batchelor’s Peas or Batchelor’s Diced Carrots. In some 

cases, the connection was slightly more subtle; for example, Lemskin (a brand of hand cream) was 

only identified as belonging to the same family brand as Maclean Brand Stomach Powder by a line at 

the bottom of the copy in its advertisements, stating that it was “A Maclean Product”.31 

These classifications gave each advertisement a unique set of identifiers and allowed for immediate 

analysis of the advertising across the war; for example, how the number of advertisements differed 

by day of the week, or each month across the war, overall, as well as by sector or brand. However, 

these classifications did not address the content of the advertisements. In order to determine 

whether and how this changed over the course of the war, it was necessary to code the content of 

each advertisement individually within NVivo. This required the creation of what NVivo terms as 

nodes, which are in essence, ways of identifying different aspects of the data to be analysed. 

NVivo Nodes 

The creation of nodes allowed different elements of the copy and visual aspects of the 

advertisements to be identified and their appearances over time quantified. For example, in order to 

track how members of the military were represented, it was necessary to identify each time they 

appeared in an advertisement. Therefore, a top-level node was created, called “Military references”, 

to include both images and text (Table 2.3). However, separate lower-level nodes were needed for 

images and mentions in the copy, to allow these advertisements to be identified and tracked if 

necessary (Table 2.4). Further lower-level nodes were created for the gender or branch of service of 

the military personnel when that was identified. An advertisement would therefore often be coded 

with more than one lower-level node, for example, as an image of a female member of the RAF. 

This would allow, for instance, the representation of women in the military generally or in specific 

branches to be discussed. Combined with the classifications identified earlier in the process, how 

these representations differed by industry sector or over time could also be discussed. Similar to the 

industry sectors used in the advertising profiles, some of the nodes were created prior to the coding, 

based on literature and advertising theory and the need for others became apparent as the coding 

progressed. For example, it was noticed during coding that a number of advertisements referred to 

men and women in the forces simply as him or her, so a lower-level node was added to the military 

references node to account for this (Table 2.4). 

  

                                                           
31 “Lemskin Advertisement”, Daily Mirror, 7 November 1939, 6. 
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Table 2.3: Top Level NVivo Nodes 
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Table 2.4: NVivo Nodes for Military References 

 

Figure 2.4, which shows the coding of a KitKat Chocolate Crisp advertisement from February 1941, 

illustrates how one image can be coded in multiple different lower level nodes simultaneously.32 The 

image features a member of the ATS, so the highlighted section of the advertisement is coded as 

both an image of the army and of a female, but only counts as one military reference.33 It is also 

separately coded as an image of a female worker, civil defence or in the forces, which is a lower level 

of the war node and as a drawing, a lower level node of images.  

 

                                                           
32 “KitKat Chocolate Crisp Advertisement”, Daily Express, 8 February 1941, 4. 
33 It is coded as army twice due to early advertisements not separating references to enemy military forces. 

When the decision was made to separately code these references, a copy was kept of the advertisements with 
the original coding as a safeguard. This has been retained in the file, even though it has not proved necessary. 

Nodes Notes on Node 

Military references  

Mention of return of service personnel  

Military images  

Air Force RAF or other allied air forces 

Army  

Enemy Images  

Equipment Weapons, tanks, planes, flags, etc… 

Female Images  

LDV or Home Guard  

Male Images  

Navy  

Reference to those in forces, etc... as him or 
her 

 

References to Forces  

Mention of a specific Service  

Air Force  

Army Including Territorials 

Enemy forces  

LDV or Home Guard  

Navy  

Fleet Air Arm  

Reference to forces or military generally Inc. mention of non-service specific ranks (e.g., officer) 
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As with the advertising profile, it was important that the coding to the nodes was both systematic 

and objective as far as possible, so that the coding was consistent. With military images, a number of 

methods for determining the branch of the forces were followed consistently and systematically. In 

most cases, the particular service the image represented was quite clear, either because it was 

mentioned in the text or due to differences in the uniform, since the advertiser would have wished 

the reader to know whether the image represented the army, navy or air force. Discerning the 

differences between uniforms became more difficult in some cases, in part because all of the 

advertisements were in black and white so the differences in colour could not be used, as in the case 

of Figure 2.4. 

To avoid any issues of confusion regarding uniform it was necessary to rely on other cues such as 

rank insignia; for example, in Figure 2.5, the only clues are the rank insignia of the two figures which 

identify them as officers in the Women’s Royal Naval Service (WRNS or Wrens) and the army or 

marines. Other clues include caps and badges; for example, in Figure 2.4, the shape of cap and cap 

badge indicated that the woman represented a member of the ATS, rather than the WRNS or the 

Women’s Auxiliary Air Force (WAAF). Some assumptions were made; for instance, any male figures 

shown wearing battledress and armed with infantry weapons, but with no other information or 

clues, were assumed to be members of the army, rather than the Royal Marines, the Royal Navy 

(RN) or Royal Air Force (RAF). As seen in Figure 2.5, it was assumed that the male figure was an army 

officer rather than a Royal Marine. Similarly, unless they were specifically identified as belonging to 

the Fleet Air Arm or shown landing on an aircraft carrier, all British military aircraft were assumed to 

be from the RAF. These assumptions were made partly on the basis of statistics; for example, while 

the Royal Marines uniforms were similar to those of the army it is unlikely that advertisers would 

want to risk ambiguity if they wanted to portray a marine. In some cases, however, it was not 

possible to identify the branch of the services an individual belonged to, and in these cases the 

figure was coded simply as a general male or female military image. 

Similar rules were established for each of the nodes used during the coding process to ensure that 

the coding process was both systematic and objective. 
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Figure 2.5: Pond’s Advertisement34   

 

Other Sources 

A number of additional primary sources were used to either provide background to the issues raised 

by the content analysis of the advertisements or to explore how these issues impacted on the British 

people at various stages of the war. Some of the sources were used in specific chapters only, such as 

the use of Hansard transcripts and MoF papers to provide background information on concentration, 

zoning and pooling, while others such as published diaries, MO diaries and reports were used 

throughout the work.   

Mass Observation 

MO was founded as a direct result of the Abdication Crisis in 1936, as an attempt to bridge “the 

great gulf of ignorance dividing rulers from ruled, class from class”.35 Tom Jeffrey suggests that the 

approach of MO was informed by co-founder Tom Harrison’s previous experience as an ornithologist 

and amateur anthropologist. This involved both the use of a large team of observers based across 

the country and the practice of observing without the awareness of the subjects of the study.36  

Where MO differed from the traditional anthropological or ornithological approach, was that the 

                                                           
34 “Pond’s Advertisement”, Daily Mirror, 12 May 1945, 4. 
35 Tom Jeffrey, Mass Observation – A Short History, (Birmingham: University of Birmingham, 1978), 2. A similar 
point about the gap between the rulers and the ruled was made by J. Michael Hogan, “The Road Not Taken in 
Opinion Research: Mass-Observation in Great Britain, 1937-1940”, Rhetoric & Public Affairs, vol. 18, No. 3, 
(2015), 409, 411. 
36 Tom Harrison, Living Through the Blitz, (London: Collins, 1976), 11. Jeffrey, Mass Observation, 3. 



55 
 

observers were part of the society being observed, rather than separate from it, an approach driven 

by Harrison.37 While MO produced a large body of data their methodological approach has led to 

criticism, Karen Meschia, for example, notes its “methodological sloppiness and [the] class bias 

inherent” in its objectives, and Liz Moor and Emma Uprichard point out that its “sample design is 

nonsystematic” and “not representative of the UK as a whole”.38 The perceived issues with the 

sample resulted from the fact that the diarists who made up the panel, were self-selecting, since 

they were all volunteers.39 There is a certain amount of accuracy in these criticisms, the volunteers 

were “young-ish, left-leaning, and preponderantly middle class”.40 In other ways, however, MO’s 

panel was “not in fact particularly unrepresentative of national patterns” in terms of the gender and 

regional distribution of its members.41 To a certain extent, whether MO is representative or not 

depends on how it is to be used. For this research, most of the MO sources have been used to 

provide qualitative context and examples of how the issues discussed impacted on the public, not to 

represent the experiences of the whole population. As a result, in these cases the 

representativeness of the sample is a less important consideration. 

Where the representativeness of the sample and the methodology of the data collection becomes 

more of an issue is in relation to the more individual studies conducted by MO into specific issues. 

Rather than the qualitative nature of the diaries and observations which make up most of the MO 

collection, these studies were collecting quantitative as well as qualitative data. For example, the 

MO Report on the Press asked 48 people about the removal of newspaper placards which they 

acknowledged was small and which was not described further in terms of its composition in terms of 

class, gender or age.42 The report claims that “these enquiries have proved over and over again that 

a small sample does give a fair indication of the trend of opinion”, but the lack of detail about how 

the data was collected, whether these were depth interviews or questionnaires how the sample was 

chosen limits historians’ ability to explore the applicability of the data to the wider populous.43 It is 

also important to note that while some like the discussion of placards were driven by current events, 

                                                           
37 James Hinton, The Mass Observers : A History, 1937-1949, (Oxford: Oxford University Press, 2013), 11. 
38 Karen Meschia, “Naomi the Poet and Nella the Housewife: Finding a  Space to Write from:  The Wartime 
Diaries of Naomi Mitchison and Nella Last”, Miranda. Revue pluridisciplinaire du monde 
anglophone/Multidisciplinary peer-reviewed journal on the English-speaking world, vol 2 (2010), 1, 2. Liz Moor 
and Emma Uprichard, “The Materiality of Method: The Case of the Mass Observation Archive”, Sociological 
Research Online, vol. 19, No. 3, (2014), 1, 1, citing numerous sources. 
39 Annebella Pollen, “Research Methodology in Mass Observation Past and Present: ‘Scientifically, about as 
valuable as a chimpanzee’s tea party at the zoo’?”, History Workshop Journal, vol. 75, No. 1, (2013), 213, 218-
222. Hogan, “The Road Not Taken”, 417. 
40 Angus Calder, “Mass-Observation 1937-1940”, in Martin Bulmer (ed), Essays on the History of British 
Sociological Research, (Cambridge: Cambridge University Press, 1985),121, 133. 
41 Pollen, “Research Methodology”, 221. 
42 MO Report on the Press, May 1940, Section 1, 13-14. 
43 MO Report on the Press, May 1940, Section 1, 14. 
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others were driven by choices made by founders, rather than a systematic approach to 

understanding the public during the war.44 Some of these choices were driven by commercial 

interests, for example the study on attitudes to margarine discussed by James Hinton which was 

paid for advertising agency Lintas.45 This funding led to concerns about the independence and 

political stance of MO.46 As a result of these concerns it is necessary to treat this data with caution, 

as a snapshot of opinion rather than an indicator of a wider trend.  

Despite these caveats, as Nick Hubble states, “the sheer weight of qualitative material collected by 

M-O … between 1937 and 1949 remains unparalleled”.47 This material provides a level of insight that 

is not available elsewhere and is still of immense value, even while its limitations are understood. 

 

Published Diaries 

The published diaries used in this work include both the private diaries of people such as 

draughtsman, ARP Warden and Home Guard officer Richard Brown and the published MO diaries of 

individuals such as Nella Last as well as excerpts from various unpublished MO diaries.48  Taken as a 

collection these diaries provide an insight into a variety of diarists’ wartime lives, offering a depth 

not available elsewhere. This depth, however, is at the cost of breadth, the insight provided by each 

diary is limited by both the experiences and the choices of the individual diarist, and is by necessity 

subjective.49 For example, as discussed previously, the MO diarists tended to be more educated and 

middle-class than the rest of the population and this pattern continues with the private diarists 

whose published diaries are used here. Most were in middle-class employment, though not all were 

well off financially, for example trainee nurse Mary Mulry (later Morris) could not afford to eat on 

her day off work. 50 Similarly while “Nella Last was not poor … her economic and social circumstances 

[were] vastly removed from [Naomi] Mitchison’s” and Nella does on occasion mention her need to 

carefully budget her housekeeping.51  As with the MO data, these sources are not used here to 

                                                           
44 Jeffrey, Mass Observation, 3. 
45 Hinton, The Mass Observers, 75-76. 
46 Hinton, The Mass Observers, 76. Clampin, Advertising and Propaganda, 23. 
47 Nick Hubble, Mass-Observation and Everyday Life: Culture, History, Theory, (Basingstoke: Palgrave, 2005), 9. 
48 Richard Finn Brown and Helen D. Millgate, Mr Brown’s War: A Diary of the Second World War, (Stroud: 
Sutton, 1999). Simon Garfield, We are at war, (London: Ebury Press, 2005). Nella Last, Richard Broad and Suzie 
Fleming, Nella Last’s War: The Second World War diaries of Housewife, 49, (London: Profile, 2006).  
49 John Tosh and Seán Lang, The Pursuit of History: Aims methods and new directions in the study of modern 
history, (Harlow: Pearson, 2006), 75. 
50 Mary Morris and Carol Acton, A very private diary: a nurse in wartime, (London: W&N, 2015), 18. 
51 Meschia, “Naomi the Poet 5-6. Last, Broad and Fleming, Nella Last’s War, 83-84. 
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provide an indication of the experience of the whole population, rather they are used to illustrate 

how the aspects of the war discussed impacted some of the British public. 

One other aspect of published diaries that does need to be considered is the editing process that 

each undergoes. The editing process begins with the diarist themselves, who will make choices, 

either conscious or unconscious, which impact on what they record and how. R. Keith Schoppa notes 

for example, that diaries are “shaped by memory (if only what happened hours before)”.52 These 

choices are likely to have been affected by the “different peacetime baggage” each diarist brought 

into their wartime experiences.53 The reason the diarist is keeping the diary may also impact on what 

they produce. For example, some of the diarists, such as Richard Brown, were driven to record their 

experience of the war because of the momentous nature of the times, while others, such as Nella 

Last were prompted by the invitation from MO. For these diarists the focus of their work is external, 

while for others such as May Smith, who kept a diary both before and after the war, their diary was 

a more personal choice. The character and occupation of the diarists also impact on their choices, 

for example, Ronnie Scott the editor of Rodney Foster’s diary indicates how his training as a 

cartographer impacts on the descriptions of the air raids he recorded.54 While these choices can be 

argued to add to the character of the diary and provide the human connection that makes them so 

valuable, the choices made by the editors who turn these diaries into published works is potentially 

more problematic. 

Possibly the biggest choice faced by editors related to the length of the diaries, for example Naomi 

Mitchison’s diary exceeded a million words, of which about 90% was cut from the published 

version.55 The exclusions in this case were described as mainly being “detail and repetition”, though 

what was behind the choice of which details were being excluded is not clear. Similarly, the editor of 

Mary Morris’ diary removed “inconsequential events and repetitions”, which raises the question as 

to what counts as inconsequential? What may be seen as inconsequential in one context may be an 

important contribution to another discussion. For example, Vere Hodgson’s meal on 30 October 

1944 may be seen as an inconsequential event, but if discussion of the menu of that meal had been 

excluded the mention of the pooled soft drink would have been lost.56 For published MO diaries, this 

                                                           
52 R. Keith Schoppa, “Diaries as a Historical Source: Goldmines and/or Slippery Slopes”, The Chinese Historical 
Review, vol 17, No. 1, 31, 31. 
53 Juliet Gardiner’s introduction to May Smith and Duncan Marler, These Wonderful Rumours: A Young 
Schoolteacher’s Wartime Diaries, (London: Virago, 2013), viii. 
54 Rodney Foster and Ronnie Scott, The Real 'Dad's Army': The War Diaries of Colonel Rodney Foster, (London: 
Penguin, 2012), xxii. 
55 Meschia, “Naomi the Poet”, 3 for the length of the diary. Naomi Mitchison and Dorothy Sheridan, Among 
you taking notes…: the wartime diary of Naomi Mitchison 1939-45, (London: Gollancz, 1985), 21. 
56 Hodgson, Few Eggs, 538. 
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edited material would still be available, but for private diaries like Vere’s this would not be the case. 

Similarly, editors will often make choices regarding language and grammar and while in most cases 

this is likely to be minor and largely cosmetic to aid the reader, there is the possibility that specific 

terminology may be altered, either deliberately or not. 

While diaries therefore have potential limitations, as with the MO data, these do not outweigh the 

benefits of the diaries. The gaps in the information they provide, their subjective nature and the lack 

of representativeness of the diarist do not prevent them from providing information and insight that 

would not be provided by other sources.57 

 

  

                                                           
57 Penny Summerfield, Histories of the Self, (Abingdon: Routledge, 2019), 71. 
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Chapter Three – Structure of Advertising in the Daily Express and the Daily Mirror 

 

Introduction 

In order to provide a background for the succeeding chapters, this chapter will outline the general 

findings of the primary research, beginning with a breakdown of the number of advertisements 

coded which will also be categorised by publication and by time period: August 1939-September 

1941 and August 1943 to September 1945.  

This chapter will show that the amount of advertising decreased between the two periods, in large 

part due to the decrease in the size of the two newspapers, but the change was more pronounced in 

the Daily Express than the Daily Mirror since the former allocated more space to advertising than the 

latter. The chapter will argue that advertisers believed that the readership of the Daily Express was 

more middle-class than that of the Daily Mirror, as evidenced by the sectors and brands which 

advertised in each, as well as in the messages contained in advertisements from some brands which 

advertised in both publications. 

The chapter will also argue that by evaluating how brands represented the past and the future in the 

advertisements, it is possible to gain an insight into civilian morale at different points of the war. 

According to Brad Beaven and John Griffiths, civilian morale “is one of the most difficult concepts to 

define and research”, so by providing another indicator of morale, particularly one that responded 

to changes quickly, this research will contribute significantly to our understanding and study of the 

Homefront.1 Clampin established a role for advertising in bolstering morale by helping audiences to 

navigate the changed situation they faced during the war as a result of their understanding of their 

customers.2 While it is very difficult to know the impact on audiences of wartime advertising, the 

logical extension of Clampin’s conclusion is that, it is possible to read the impact of audiences on 

wartime advertising.3 It is argued here, therefore, advertising messages may be used as a indicator 

of morale as understood by the advertisers. 

Evidence will be shown that discussions of the past and future in advertising differed significantly 

over the course of the war depending on how well the military situation was going for Britain and its 

allies. This is not only a contribution to our understanding of the war and civilian morale, but also 

                                                           
1 Brad Beaven and John Griffiths, “The blitz, civilian morale and the city: mass-observation and working-class 
culture in Britain, 1940-41”, Urban History, vol. 26, No. 1, (1999), 71, 71. 
2 Clampin, Advertising and Propaganda, 230-231. 
3 Clampin, Advertising and Propaganda, 231 on the difficulty of understanding consumers’ reactions to 
advertisements. 
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provides more evidence that advertising is an important source for historical research, since the 

short lead time for producing print advertising allows for quick reactions to situational changes. A 

further contribution will be made in this chapter by identifying and discussing a new type of 

advertising, called Janus advertising, which discusses both the future and the past at the same time. 

This chapter will argue that Janus advertising can be used not only to help understand changes in 

morale across the war, but it can be further utilised at other times to explore public moods at times 

of change. 

Number of Advertisements Coded 

In total, 11,679 advertisements were coded for this research, 62.69% of which ran in 1939-41 and 

37.30% in 1943-45 (Table 3.1). This fits with David Clampin’s finding that advertising spend 

decreased between 1939 and 1945, albeit with most of the decrease occurring by 1942, with small 

increases in the succeeding years.4 The picture is complicated by the fact that newspapers increased 

the cost of advertising space and other media disappeared.5 However, the current research is based 

on actual numbers of advertisements in each publication, rather than spend which could be reduced 

by brands running smaller advertisements as well as running fewer.  

 

 1939-41 1943-45 Total Sample % Per Publication 

Daily Express 4659 2263 6921 59.26 

Daily Mirror 2663 2095 4758 40.74 

Total 7322 4356 11679  

% Per Time 
Period 62.69 37.30  

 

 

Table 3.1: Advertisements Coded by Publication and Time Period 

The data shows that there were more advertisements in the Daily Express than the Daily Mirror in 

both 1939-41 and 1943-45. However, in 1943-45, while the number of advertisements in both titles 

decreased, there was a greater decrease in the number of advertisements in the Daily Express. A 

more detailed view of this data (Figure 3.1) illustrates that for the most part, the pattern of peaks 

and troughs in the numbers of advertisements in each newspaper roughly corresponded. However, 

towards the end of the first half of the sample, the differences between the two begin to narrow, as 

                                                           
4 David Clampin, “The British Advertising Industry at War, 1939-1945”, CHARM Proceedings, (2005), 69, 72. 
5 Clampin, Advertising and Propaganda, 63 on the increase in the cost of advertising space. Clampin “British 

Advertising Industry”, 70 on the end of some advertising media and the restrictions placed on others. 
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the number of advertisements in the Daily Express decreases, while the number in the Daily Mirror 

remains, for the most part, steady.   

Two changes in these newspapers across the war could be seen as related to this. These were 

decreases in the size of each paper and in the amount of space each allocated to advertising. 

According to Mass Observation’s Report on the Press, from May 1940, decreases in the size of the 

paper and space allocated to advertising meant that in 1940, 26% of space was devoted to display 

advertising (as opposed to classified advertising) in the Daily Express compared to 20% in the Daily 

Mirror.6   While there are no more figures of this type for the rest of war, the samples indicate that 

the Daily Express F 16 pages on 1 August 1939, to four pages on 1 September 1945 (a 75% decrease) 

and the Daily Mirror decreased from 28 pages to eight (a decrease of 71.4%) in the same period. This 

decrease was standard for most major newspapers during the war with broadsheets decreasing to 

four pages and tabloids to eight, according to O’Malley.7 If the figures of 26% and 20% are taken as 

indicative of the amount of space devoted to advertising in each paper throughout the war, then it 

can be seen that by 1945 an average of approximately one page in the Daily Express and 1.6 pages in 

the Daily Mirror would have consisted of advertising.8  

More detailed examination of the research also supports Clampin’s assertion that following an initial 

decrease in the number of advertisements placed immediately following the declaration of war, 

there was actually a sharp increase in the following months (Figure 3.1).9 However, by looking month 

by month, it can be seen that the amount of advertising in both newspapers reached its peak for the 

war in these early months of the war before trending downwards for the rest of the period 1939-41. 

As previously stated, the total number of advertisements in the Daily Express and Daily Mirror each 

month in 1943-45 was much more equal and in December 1943, for the only time across the whole 

war, the number of advertisements in the Daily Mirror exceeded those in the Daily Express (85 

compared to 78). 

                                                           
6 MO Report on the Press, Section 1, 24. 
7 O’Malley, “Was There”, 519. 
8 As will be shown later, a far greater number of advertisements for gardening brands appeared in the Daily 

Express and the fact that these brands tended to be much smaller than other display advertisements could 
account for the fact that even with less space there were slightly more advertisements in the Daily Express 
than the Daily Mirror in 1943-45.  
9 Statistical Review of Press Advertising, (London: The Legion Publishing, 1937), Statistical Review of Press 

Advertising, (London: The Legion Publishing, 1946) and Advertiser’s Weekly, (4 January, 1940), 9 all cited by 
Clampin, Advertising and Propaganda, 32-34. 
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Figure 3.1: Number of Advertisements in Total and by Newspaper per Month 

 

By examining the data in more depth, more differences between the advertising within the two 

newspapers can be discerned. 

 

Advertisements by Industry Sector 

In total, advertisements from brands in 42 different industry sectors were identified. As mentioned 

in the previous chapter, some of these sectors were decided at the beginning of the research and 

others were added as the research developed and advertisements were found for brands that did 

not fit into any of the existing sectors. Also, some sectors were used which for various reasons 

subsequently did not advertise much. As a result, there is a wide disparity between the number of 

advertisements attributed to each of the industry sectors (Table 3.2). For example, the sector which 

advertised most was the patent medicine sector, which contributed 1,901 advertisements, or 

16.28% of the total, across the sample.10 At the other extreme, the sector with the fewest 

advertisements was kitchen appliances, with only four advertisements across the war. 

                                                           
10 According to the MO, “patent medicine manufacturers were the biggest clients of the National Press” before 

the war. Patent Medicine, Mass Observation (7 June 1943), 2 
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Table 3.2: Advertisements by Industry Sector 

It is possible to gain an insight into how advertising changed across the war by comparing the 

proportion of advertisements in each sector in 1939-41 and 1943-45 (Table 3.3). This allows for the 

impact of war to be explored in more detail.  

 

Sector Total % Overall 

Patent Medicine 1,901 16.28 

Food and Drink 1,320 11.30 

Personal Care 1,202 10.29 

Gardening 751 6.43 

Confectionery 726 6.22 

Clothing 654 5.60 

Tobacco 542 4.64 

Tooth Care 519 4.44 

Alcohol 488 4.18 

Retailers 366 3.13 

Washing Powders or Soaps 357 3.06 

Home Care 356 3.05 

Sauces and Condiments 239 2.05 

Financial Services 217 1.86 

Miscellaneous 187 1.60 

Footwear 185 1.58 

Pet Care and Animals 161 1.38 

Entertainment 160 1.37 

Publications 126 1.08 

Charity 118 1.01 

Motor Vehicles 118 1.01 

First Aid 109 0.93 

Boot and Shoe Polish 103 0.88 

Homewares 92 0.79 

Baby Products 89 0.76 

Education 65 0.56 

Furniture 63 0.54 

Transport 63 0.54 

Watches, clocks and Jewellery 61 0.52 

Stationary 55 0.47 

Medical Devices 46 0.39 

Photography 40 0.34 

Cycling 37 0.32 

Soft Furnishing, Curtains and Blinds 29 0.25 

Pest Control 27 0.23 

Kitchen Ware 23 0.20 

Toys and Games 21 0.18 

Smoking Accessories 20 0.17 

Feminine Hygiene 19 0.16 

Medical treatment 12 0.10 

Air Raid Precautions 8 0.07 

Kitchen appliances 4 0.03 

Total 11,679  
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Table 3.3: Advertisements by Sector 1939-41 and 1943-45 

The data shows that 20.38% of advertisements in 1939-41 were for patent medicine brands; 

however, in 1943-45 only 9.39% of advertisements were for patent medicines. This means that while 

the highest percentage of advertisements were from this sector across the whole war and in 1939-

 %1939-41 %1943-45 Overall % % Change 

Patent Medicine 20.38 9.39 16.28 -53.93 

Food and Drink 10.39 12.83 11.30 23.48 

Personal Care 11.31 8.58 10.29 -24.14 

Gardening 5.16 8.56 6.43 65.89 

Confectionery 6.99 4.91 6.22 -29.76 

Clothing 4.75 7.02 5.60 47.79 

Tobacco 5.23 3.65 4.64 -30.21 

Tooth Care 4.78 3.88 4.44 -18.83 

Alcohol 4.30 3.97 4.18 -7.67 

Retailers 2.75 3.79 3.13 37.82 

Washing Powders or Soaps 2.96 3.21 3.06 8.45 

Home Care 2.46 4.04 3.05 64.23 

Sauces and Condiments 1.90 2.30 2.05 21.05 

Financial Services 1.34 2.73 1.86 103.73 

Miscellaneous 1.20 2.27 1.60 89.17 

Footwear 1.27 2.11 1.58 66.14 

Pet Care and Animals 1.46 1.24 1.38 -15.07 

Entertainment 0.96 2.07 1.37 115.63 

Publications 1.71 0.02 1.08 -98.83 

Charity 0.71 1.51 1.01 112.68 

Motor Vehicles 0.70 1.54 1.01 120.00 

First Aid 1.08 0.69 0.93 -36.11 

Boot and Shoe Polish 0.81 1.01 0.88 24.69 

Homewares 0.61 1.08 0.79 77.05 

Baby Products 0.51 1.19 0.76 133.33 

Education 0.26 1.06 0.56 307.69 

Furniture 0.74 0.21 0.54 -71.62 

Transport 0.38 0.80 0.54 110.53 

Watches, clocks and 

Jewellery 

0.37 0.78 0.52 

110.81 

Stationary 0.53 0.37 0.47 -30.19 

Medical Devices 0.52 0.18 0.39 -65.38 

Photography 0.22 0.55 0.34 150.00 

Cycling 0.05 0.76 0.32 1420.00 

Soft Furnishing, Curtains 

and Blinds 

0.33 0.11 0.25 -66.67 

Pest Control 0.16 0.34 0.23 112.50 

Kitchen Ware 0.11 0.34 0.20 209.09 

Toys and Games 0.18 0.18 0.18 0.00 

Smoking Accessories 0.08 0.32 0.17 300.00 

Feminine Hygiene 0.15 0.18 0.16 20.00 

Medical treatment 0.10 0.11 0.10 10.00 

Air Raid Precautions 0.11 0.00 0.07 -100.00 

Kitchen appliances 0.00 0.09 0.03 - 
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41, in 1943-45 the food and drink sector was the largest advertiser, making up 12.83% of all 

advertisements. 

Most, if not all, of the patent medicine brands severely reduced their advertising in 1943-45. For 

example, the largest family brand, Carters (makers of Carters Little Liver Pills), appeared in the 

sample 83 times in 1939-41 and 15 times in 1943-45, though not after December 1944. In order to 

check whether they moved their advertising to later in the month after the first full week which was 

sampled, a search was done across the whole of the two time periods for Carters Little Liver Pills. 

This showed a total in 1939-41 of 206 advertisements in the Daily Mirror and 48 in the Daily Express 

while in 1943-45 only 25 appeared, all in the Daily Mirror.  It is not clear if public opinion was behind 

the decrease in advertising, but the MO report on patent medicine in 1943 indicates a degree of 

antipathy towards patent medicines, which, while not universal, was significant. 40% of respondents 

were either completely or partially opposed to patent medicines, while only 19% were either 

completely or partially in favour.11   

In contrast, for food and drink brands, there was an increase in their percentage share of advertising 

of over 2.5%. It is likely that the increased pressures of shortages and government control of 

markets in 1943-45 resulted in a perceived need for many brands to maintain their advertising. This 

will be discussed in more detail in later chapters. The decrease in advertising in the confectionery 

sector, despite it being subject to much of the same control as the food and drink sector, seems to 

be due to differences in the way some family brands advertised over the war. Over the whole 

sample, the two biggest family brands were Rowntree’s (331 advertisements) and Cadbury (210). 

Both brands contained sub-brands in both the food and drink and the confectionery sectors. In 

1939-41, both brands advertised their sub-brands separately, sometimes with very little mention of 

the family brand in the advertisement. However, in 1943-45 Rowntree’s tended to combine their 

brands into a single advertisement, concentrating on price and coupon value information, while 

Cadbury simply referred to Cadbury chocolate, rather than the sub-brands advertised in 1939-41. In 

both cases the Rowntree’s and Cadbury cocoa brands (which were counted in the food and drink 

sector) continued to be advertised separately. 

Across the two time periods, in almost every sector there was a change in both the number of 

advertisements and the percentage of the total number of advertisements that each sector 

contributed. Mostly the changes in amounts were negative, in total only 16 out of 42 sectors showed 

an increase in the amount of advertising from 1939-41 to 1943-45, and these were all in the smaller 

sectors, with the largest being financial services contributing 1.86% of the advertising in 1943-45. 

                                                           
11 Patent Medicines, 1. 
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Three more sectors (gardening, home care and footwear) showed only slight decreases (five, four 

and one, respectively) in the number of advertisements. In terms of percentages in each period, 

these 19 sectors all showed an increase, as did an additional eight sectors including three of the six 

biggest advertising sectors, food and drink, gardening and confectionery. With the exception of the 

very small toys and games sector which produced 0.18% of the advertising in each time period, all 

other sectors showed a decrease. 

A major contribution of this work generally is to identify the changes in advertising between 1939-41 

and 1943-45 that provide insight into the impact of the changing war situation on the Homefront. 

For example, brands in some sectors such as entertainment or motor vehicles increased their 

advertising as the end of the war appeared to come closer, in order to prepare customers for the 

brands’ return to the market. Brands in other sectors simply reduced or ended their advertising 

spend if they were either absent, in short supply or subject to some form of government control. 

Alternatively, throughout the war there were brands which reacted to the war by simply ending 

their advertising in these titles, either immediately or at some point during the war. Examples 

include Coca-Cola, which only advertised in August and September 1939, and Army Club cigarettes, 

which produced 25 advertisements in the sample until March 1940 and then none for the rest of the 

war. This response, to end advertising altogether, was the same as many brands in the First World 

War and was the expected one at the beginning of the Second World War.12  

 

Advertising per Day of the Week 

The data was also coded by the day of the week that the advertisements appeared (Figure 3.2). The 

results indicate that across the whole war, the distribution of advertisements in each newspaper 

from Monday to Friday was consistent, while on Saturdays, there was a marked increase. The total 

number of advertisements that appeared on Saturdays was 2,188, more than 200 higher than the 

next highest score which was Friday with 1,981. There can also be seen to be a distinct difference 

between the two newspapers on Saturdays, with 1,427 advertisements appearing in the Daily 

Express and 761 in the Daily Mirror, a difference of 666, compared to differences ranging from 255 

on Fridays to 328 on Tuesdays. 

                                                           
12 Nevett, Advertising in Britain, 139, 140, 169. 
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Figure 3.2: Number of Advertisements per Day by Publication 

The main cause for this was the propensity for different sectors to advertise unevenly throughout 

the week and in each publication, in particular the tendency for the gardening brands to advertise 

almost exclusively on Saturdays and mostly in the Daily Express. Out of 751 advertisements for 

gardening brands, 741 appeared on Saturday, with 682 of them in the Daily Express. It is reasonable 

to assume that the decision by these brands to advertise on Saturdays was to reach gardeners at the 

weekend on the days they were most likely to be gardening (bearing in mind that Sunday 

newspapers were not included in this sample). Gardening had grown in popularity during the 1930s, 

largely driven by an increase in suburban housing which came with private gardens, though due to 

the cost this was available only to the middle-class and higher earning working-class.13 This disparity 

in class among home gardeners, is most likely the reason why most gardening advertisements were 

hosted in the Daily Express.  

While the gardening sector had the most dramatic disparity between days of the week of any sector, 

there were others which also tended to favour one day of the week. There were, for example, 

significantly more advertisements for clothing and retailer brands on Mondays than any other day of 

the week. For retailers, the imbalance is quite dramatic with 273 advertisements compared to 50 on 

the next biggest day, which was Saturdays, while for clothing it was less, 275 compared to 96 on 

Friday, the next highest day. In part, this is due to the way these sectors were coded, with retailers 

who only sold clothing being coded as clothing firms, since they were usually the manufacturers of 

                                                           
13 Stephen Constantine, “Amateur Gardening and Popular Recreation in the 19th and 20th Centuries”, Journal 

of Social History, vol. 14, No. 3, (Spring, 1981), 387, 396. 
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the clothes as well. In comparison, retailers such as department stores who sold multiple products 

including clothing were coded as retailers. In practice however, these brands often advertised 

together on Mondays as retailers (as for example in Figure 3.3). While the reasons for this are 

unclear, the fact that it was common to both the Daily Express and the Daily Mirror implies that it 

was the preference of the advertisers rather than the newspapers. This was supported by the 

creation of special “Shopping News” sections. As the size of newspapers decreased across the war, 

the potential for these special sections of the newspaper decreased. However, these advertisements 

still tended to be bunched together, even if in a smaller space. 

 

Figure 3.3: This Week’s Shopping News14 

                                                           
14 “This Week’s Shopping News”, Daily Express, 2 October 1939, 3. 
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Differences Between Publications 

As discussed previously, the Daily Express had a generally more middle-class readership than the 

Daily Mirror. The data indicates that, possibly because of these distinctions, there were differences 

between the advertisements placed in the two publications. The first place where differences can be 

seen is in the industry sectors which advertised in each publication (Table 3.4). For example, the 

sector which advertised most in both titles was the patent medicine sector, but more patent 

medicine advertisements appeared in the Daily Mirror than the Daily Express. Across both 

publications over the whole war 16.28% of advertisements were for patent medicines; however, in 

the Daily Mirror it was 23.16% (1,102) compared to 11.54% (799) in the Daily Express. The Mass 

Observation report Patent Medicine stated that in 1937 the Daily Express “had 18% of its advertising 

space given to patent medicine”.15 This is a higher figure than this research shows, but the MO data 

refers to advertising space rather than the number of advertisements, and since patent medicine 

advertisements tended to be larger than those for other sectors, such as gardening for example, the 

two figures are not incompatible. 

  

                                                           
15 Patent Medicine, 1. 
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Table 3.4: Industry Sectors by Publication 

It is not immediately clear why there is such a difference between the two publications, although it 

could be that some patent medicine manufacturers preferred to target the working-class readers of 

the Daily Mirror because they believed them to be less likely to challenge the claims of the patent 

medicine brands. The MO Bulletin for June 1943 stated that while more people were taking patent 

medicines containing vitamin “quality people” which seems to be MO short hand for the middle-

Industry sector Daily Mirror Daily Express Total 
% in Daily 
Mirror 

% in Daily 
Express 

Patent Medicine 1102 799 1901 57.97 42.03 

Food and Drink 628 692 1320 47.58 52.42 

Personal Care 675 527 1202 56.16 43.84 

Gardening 69 682 751 9.19 90.81 

Confectionery 291 435 726 40.08 59.92 

Clothing 283 371 654 43.27 56.73 

Tobacco 167 375 542 30.81 69.19 

Tooth Care 273 246 519 52.60 47.40 

Alcohol 122 366 488 25.00 75.00 

Retailers 80 286 366 21.86 78.14 

Washing Powders or Soaps 181 176 357 50.70 49.30 

Home Care 122 234 356 34.27 65.73 

Sauces and Condiments 84 155 239 35.15 64.85 

Financial Services 65 152 217 29.95 70.05 

Miscellaneous 56 131 187 29.95 70.05 

Footwear 58 127 185 31.35 68.65 

Pet Care and Animals 54 107 161 33.54 66.46 

Entertainment 37 123 160 23.13 76.88 

Publications 27 99 126 21.43 78.57 

Charity 53 65 118 44.92 55.08 

Motor Vehicles 9 109 118 7.63 92.37 

First Aid 31 78 109 28.44 71.56 

Boot and Shoe Polish 46 57 103 44.66 55.34 

Homewares 27 65 92 29.35 70.65 

Baby Products 31 58 89 34.83 65.17 

Education 12 53 65 18.46 81.54 

Furniture 11 52 63 17.46 82.54 

Transport 29 34 63 46.03 53.97 

Watches, clocks and Jewellery 17 44 61 27.87 72.13 

Stationary 16 39 55 29.09 70.91 

Medical Devices 22 24 46 47.83 52.17 

Photography 12 28 40 30.00 70.00 

Cycling 19 18 37 51.35 48.65 

Soft Furnishing, Curtains and Blinds 0 29 29 0.00 100.00 

Pest Control 3 24 27 11.11 88.89 

Kitchen Ware 7 16 23 30.43 69.57 

Toys and Games 2 19 21 9.52 90.48 

Smoking Accessories 5 15 20 25.00 75.00 

Feminine Hygiene 19 0 19 100.00 0.00 

Medical treatment 6 6 12 50.00 50.00 

Air Raid Precautions 4 4 8 50.00 50.00 

Kitchen appliances 3 1 4 75.00 25.00 

Total 4758 6921 11679 40.74 59.26 
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class, tended to be critical of patent medicines.16 By concentrating on the more working class 

oriented Daily Mirror, these brands were targeting their advertising where it would be most likely to 

be effective. Few patent medicine brands exclusively advertised in either title but rather they 

favoured the Daily Mirror. For example, Carters Brand Little Liver Pills put 77 advertisements in the 

Daily Mirror and 21 in the Daily Express, and the advertisements in the Daily Express ended in August 

1940 while those in the Daily Mirror continued until December 1944, albeit more infrequently.  

The gardening sector, as discussed above, showed the most disparity between the two publications, 

with 682 out of 751 appearing in the Daily Express. One explanation for this could be that due to the 

costs of owning or renting houses with gardens, amateur gardening was a more middle-class 

pastime than a working-class one.17 This means that advertisements placed in the Daily Express 

would be more likely to reach potential customers. Disparities in other sectors also seem to have 

been driven by expectations of the economic status of the two newspapers’ readers. For example, 

109 out of 118 advertisements for motor vehicles (which includes advertisements for accessories 

such as tyres), 44 out of 61 watch or clock advertisements and all 29 soft furnishings, curtains and 

blinds advertisements from the sample appeared in the Daily Express. Alternatively, it is likely that 

the reason why all 19 feminine hygiene advertisements in the sample appeared in the Daily Mirror 

was because, according to MO’s publication The press and its readers, the Daily Express had “a 

significant predominance of readership among men”, while for the Daily Mirror there was “a fairly 

even distribution of readership among both sexes”. 18  

Brands in Each Newspaper 

Other differences between the Daily Express and the Daily Mirror can be seen in the brands that 

advertised in each. While many brands advertised in both titles, others advertised in only one. In 

some cases, this was because those brands were in sectors that advertised more in one newspaper 

than the other. However, even in sectors which advertised in both titles, some brands chose to 

advertise in only one. In order to explore these brands, rather than discuss all 1,833 brands which 

advertised at least once in the research, Table 3.5 shows the brands which advertised at least 20 

times in each newspaper.  

 

  

                                                           
16 MO Bulletin for June 1943, (June 1943), 6. 
17 Constantine, Amateur Gardening, 396. 
18 Mass Observation, The press and its readers, (London: Art & Technics Ltd, 1949), 17. While these statements 

come from 1949, it seems likely that this will also have been the case between 1939 and 1945.  
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Table 3.5: Highest Advertising Brands by Newspaper 

The data in Table 3.5 supports the statements above concerning the sectors most likely to advertise 

in each publication. Five out of the top 10 brands to advertise in the Daily Mirror were in the patent 

medicine sector while only one of the top 10 brands in the Daily Express was in this sector. The top 

three brands advertising in the Daily Express were all from the retail sector, and in each case 

appeared almost exclusively in the Daily Express on Mondays. The department store brand Barkers 

for example, only appeared 10 times in the Daily Mirror and 12 times on days other than Monday 

across both publications. As with the gardening brands, this coincided with a number of other retail 
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brands advertising in the Daily Express on the same page. It is interesting to note that even when the 

size of the newspaper had decreased significantly, later in the war, and the weekly ‘shopping news’ 

section which the Daily Express had run earlier in the war was no longer run, some retail brands 

continued this pattern of advertising on Mondays. As with the gardening brands, it seems likely that 

readers expected to see the advertisements on this day, and possibly used them as guides for what 

was available. 

Differences in Brands’ Messages Between Newspapers 

As well as different distributions of brands’ and sectors’ advertising, differences in the readership of 

each newspaper also resulted in differences in the messages used by some brands in each title. For 

most brands that advertised in both newspapers, the same advertisements were used in each; 

however, in some cases, brands made decisions to adapt their messages for the different 

publications. Sometimes, the differences were quite subtle, such as with Lux soap which produced 

slightly different executions in each newspaper on 4 and 5 December 1939 (Figure 3.4). The overall 

message is the same, that Lux was better for delicate clothes that could not be boiled while costing 

“less than ½d extra a week”; both feature a conversation between a user of the brand and a friend 

who is uncertain about it. However, the styles of the drawings are subtly different and the discussion 

between the two characters concentrate on slightly different aspects of the brand’s positioning. The 

Daily Express execution concentrates slightly less on the brand’s ability to make clothes last longer 

and the money saving benefits of this. Again, the reason for this is likely to be because of the 

economic differences between the readers of the two titles, with readers of the Daily Mirror being 

perceived by the brand as more concerned with the need to make clothes last longer than the more 

financially well off Daily Express readers. Similarly, the copy in the Daily Express referred to the 

customers’ “silks” while the Daily Mirror advertisements only mentions “fine things”. However, what 

is not clear is why this would necessitate two different drawing styles for the illustrations, which 

seems to imply two different artists, an approach which would likely be more expensive for the 

brand than using one.  Similar differences appear in a number of other campaigns including Harpic 

and All-Bran, although later in the war, the brands’ advertisements became more similar. 
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Figure 3.4: Lux Advertisements19 

 

These differences were largely cosmetic; but in a small number of cases the differences between the 

two newspapers were more significant. For example, the washing powder and soaps brand Sylvan 

Flakes ran two completely different campaigns at the same time in February and March 1940 (Figure 

3.5). Both were attempting to communicate that the brand was more economical than consumers 

thought as well as being better for hands. However, the executions in the Daily Mirror featured a 

drawn brand character, a parrot called Joey, who wore a Royal Navy rating’s cap with a cap tally 

featuring his name. Unusual for a brand character, although appropriate for a naval parrot, he was 

                                                           
19 “Lux Advertisement”, Daily Express, 4 December 1939, 7. “Lux Advertisement”, Daily Mirror, 5 December 

1939, 13. 
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quite robust in his defence of the brand, telling one female character to “shut up you old lizard!” 

when she suggested that using the brand to wash dishes was extravagant. The executions that ran in 

the Daily Express however, featured photographs of women discussing how inexpensive the brand 

was and mentioned the brand in relation to both washing dishes and clothes. 

 

Figure 3.5: Sylvan Flake Advertisements20 

These two campaigns ran side by side until April 1940 when the Joey character moved to the Daily 

Express, with a similar approach to characters criticising the brand, and a different execution ran in 

the Daily Mirror. The executions alternated in the two newspapers until the end of 1940 when a new 

campaign began which ran in both newspapers. It is possible that these differences were the result 

of the brand testing a new brand character in each publication or were simply the result of a lack of 

planning.  

                                                           
20 “Sylvan Flakes Advertisement”, Daily Mirror, 10 February 1940, 16. “Sylvan Flakes Advertisement”, Daily 

Express, 7 February 1940, 3. 
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A third washing powder and soap brand, Oxydol, also featured differences between the two 

newspapers in their campaigns, despite using the same brand characters in each. In this case the 

advertisements in both newspapers featured the ‘busy bubbles’ characters from the beginning of 

the final phase of the war; however, the style was different in each. Both featured similar messages, 

but in the Daily Mirror, the advertisements were cartoon strips (Figure 3.6a), whereas the execution 

in the Daily Express featured a single image of the brand character with a speech bubble, and a 

paragraph of text explaining the benefits of the brand (Figure 3.6b). This supports the point about 

the readers of the Daily Express being more likely to accept bodies of text while the Daily Mirror 

readers preferred more pictures. 

 

Figure 3.6: Oxydol Advertisements21 

 

Casting Back and Looking Forward 

Throughout the course of the Second World War, many brands’ advertisements featured references 

to the past and the future. To a great extent, these references were affected by the progress of the 

war at that point, and the level of optimism felt as a result. As the war ended, a number of brands 

produced advertisements which referred to both the past and future, recognising that the end of the 

war represented a sort of liminal point in time, not only between both privations and dangers of war 

                                                           
21 “Oxydol Advertisement”, Daily Mirror, 8 October 1943, 4. “Oxydol Advertisement”, Daily Express, 8 October 

1943, 3. 
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and the rewards of victory, but also between the imperfect, but known, pre-war world and the 

uncertainties of the post-war peace. This section will explore the treatment of the past and the 

future in advertising during the war.  

An examination of the data illustrates that there was a demonstrable difference between the use of 

the past and the future across the war (Figure 3.7). The use of the past in advertisements (coded as 

brand heritage) varied between 4.57% and 13.74%, with a very small upwards trend. However, the 

use of the future shows a very distinctive upwards trend, from zero in August 1939 to 20.65% in 

August 1945.22 In total, 1,054 advertisements across the war referred to the past in some way, while 

585 referred to the future. In 1939-41 more advertisements, by a significant amount, referred to the 

past than the future (628 compared to 112). However, in 1943-45 more advertisements looked 

forward (473) than back (426), illustrating the increased interest in the future as the war progressed 

and victory for the allies became more certain. The decrease in the number of advertisements in 

1943-45 means that percentages in each period add more emphasis to this point. In 1939-41 8.58% 

of advertisements contained references to the past, while 1.53% looked forward, in 1943-45 the 

comparable percentages were 9.80% and 10.89% respectively. 

 

Figure 3.7: Percentage of Advertisements Referencing the Past and the Future by Month 

 

                                                           
22 As will be discussed later in the chapter, some advertisements contained references both to the past and the 

future and as a result will be included in this data twice. 
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The percentage of references to the future and the past coincided for a short period after July 1944, 

but in December 1944, references to the future increased definitively above the references to the 

past. This conjunction coincided with the period just after the D-Day invasion into Normandy.  

While the data shows the increased incidence of advertisements referencing the past and in 

particular the future as the war progressed, it is also important to note that how both were referred 

to in advertising also changed over the period. 

Casting Back – The Past in Second World War Advertising 

For much of the British population, the beginning of the Second World War was a nervous, uncertain 

and upsetting time.23 As such, the past represented an escape and a reassurance, that previous 

crises had been faced and survived, if not by the individual, then by the nation as a whole.  Robert 

James suggests that the increased popularity of “books about the First World War and Britain’s naval 

history [in Portsmouth, suggested] that the local population was using its reading material to gain 

confidence and reassurance”.24 Sue Harper made a similar point in relation to cinema in Portsmouth, 

stating that the Noel Coward film This Happy Breed was popular because it “probably focussed the 

audience’s attention on its own history, and encouraged it to give a positive spin to the present”.25 A 

number of brands responded to this by referring to the past in their advertising, either through the 

heritage of the brand specifically, or through a reference to history more generally. This use of the 

past, through nostalgia or brand heritage for example, is a common response by brands to “times of 

crisis – whether financial or political” as it can “reassure consumers by making them feel safe and 

secure”.26 There is evidence that some parts of the British population were seeking such reassurance 

through their leisure activities. Accordingly, the data (see Figure 3.8) illustrates that in the opening 

months of the war there was a sharp increase in both general and military heritage in advertising. 

 

 

                                                           
23 Mitchison and Sheridan, Among you 35-37, discusses the reactions of a variety of her family, friends and 

neighbours to the declaration of war. Mass Observation, War begins at home, (London: Chatto & Windus, 
1940), 38-41 discusses the mixed reactions to the declaration of war.  
24 Robert James, “‘Read for Victory’: Public Libraries and Book Reading in a British Naval Port City during the 

Second World War”, Cultural and Social History, vol 15, No. 2, 233, 246 
25 Sue Harper, “Fragmentation and Crisis: 1940s admissions figures at the regent cinema, Portsmouth, UK”, 

Historical Journal of Film, Radio and Television, vol 26, No.3, 361, 367. 
26 Altaf Merchant, Kathryn LaTour, John B. Ford and Michael S. LaTour “How Strong is the Pull of the Past?  

Measuring Personal Nostalgia Evoked by Advertising”, Journal of Advertising Research, vol. 53, No. 2, (2003), 
150, 150, citing M. Boyle, “Sweet Brand of Youth”, Business Week, (April 13 2009) and S. Elliott, "Warm and 
Fuzzy makes a Comeback." New York Times, (April 6, 2009). 
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Figure 3.8: General Heritage and Military Heritage by Month 

 

It is important to note that the data also indicates that even before the war there was a regular use 

of the past in advertising. In August 1939, 13 advertisements (4.28% of the total for that month) 

featured some reference to general heritage and two (0.66%) referenced military heritage. 

Therefore, in the last month before the declaration of war, almost one in 20 advertisements 

featured some reference to heritage. In some cases, these relate to the age of the brand being 

explicitly stated in an advertisement, as in the case of Lloyds Bank which featured the date 1677 on 

its logo. In other cases, the age of the brand was incorporated more explicitly into the advertising, 

such as Batchelor’s, the tinned vegetable brand, which described itself as “Famous for nearly half-a-

century”.27 Mats Urde, Stephen A. Greyser and John M.T. Balmer differentiate between “heritage 

brands” and “brands with a heritage”, where both have heritage, but only the former emphasise it in 

their “positioning and value proposition”.28 Using this distinction, brands such as Batchelor’s were 

heritage brands as they explicitly used their heritage as a part of their advertising, while Lloyds was a 

brand with a heritage as the date of its founding was only contained in its corporate logo and not 

                                                           
27 “Batchelor’s Diced Carrots Advertisement”, Daily Express, 7 November 1939, 12. 
28 Mats Urde, Stephen A. Greyser and John M.T. Balmer, “Corporate brands with a heritage”, Brand 

Management, vol 15, No. 1, (September 2007), 4, 5. 
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mentioned explicitly in its advertising.29 Also worth noting are brands which used images or copy 

which invoked heritage, which was unrelated to the history of the brand itself. An example of this 

would be Flit, which included an old-fashioned soldier (potentially a British soldier, but as the 

advertisement was in black and white, the colour of his uniform was not clear), but no link is made 

to the brand’s age or heritage. To adapt Urde, et al.’s terminology, Flit could be termed a ‘brand with 

a borrowed heritage’.  

The pattern for many of the early references to the past that began after the declaration of war, was 

set in the very first advertisement to mention the war, a Sanatogen Nerve-Tonic Food advertisement 

that appeared in the Daily Express on 5 September 1939 (Figure 3.9a). Several messages are 

contained in the advertisement, but most relevant are an explicit acknowledgement of the 

uncertainty of the period immediately after the declaration of war and a quote from a First World 

War (“last Great War”) “Cabinet Minister” calling the brand “a national necessity for preserving good 

nerves”. By referencing its role in the First World War, which Britain and its allies won, “despite the 

appalling nature of the earlier conflict”, the brand was attempting to reassure its customers that it 

would help them to endure the next war while at the same time associating itself with that earlier 

victory.30 

                                                           
29 It is of course possible that heritage was used differently in other aspects of these brands’ marketing, 

however these conclusions are drawn based on their advertising alone. 
30 James, “’Read for Victory’”, 246. 
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Figure 3.9: Early Second World War Brand Heritage Advertisements31 

 

A number of brands began to refer to military heritage for the first time in the opening year of the 

war. Most, like Sanatogen, mentioned the First World War, while others such as Cherry Blossom, 

referred to other British military victories (Figure 3.9b). The use of soldiers in the Cherry Blossom 

advertisement linking the brand to a particularly military heritage fits with the potential use of the 

brand by members of the military for their boots and other leather equipment, as well as providing 

an implicit endorsement. Other brands, such as the patent medicines Snowfire Tablet and Scrubb’s 

Cloudy Ammonia, used the First World War and, in the case of Scrubb’s, the Boer War, to propose 

their brands as solutions to blisters induced by marching. Contrastingly, Sanatogen had no specific 

connection to the military and as a result referred to the brand’s contribution to the war generally. 

Similarly, advertisements for Odol toothpaste and Bassett’s Original Liquorice Allsorts, which could 

claim no connection to the First World War, referenced the popular First World War marching song 

                                                           
31 “Sanatogen Nerve-Tonic Food Advertisement”, Daily Express, 5 September 1939, 5. “Cherry Blossom Boot 

Polish Advertisement”, Daily Express, 1 November 1940, 1. 
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“Pack Up Your Troubles in Your Old Kit-Bag”, allowing the brand to both link to the past, encourage 

consumers to remain cheerful and suggest that the brand could help with that. 

Other brands with no real military connection concentrated on more general heritage. For example, 

Bovril’s advertisement in December 1939 which stated that “Bovril will see us through again” and 

referred to “trying times … hard winters, wide-spread epidemics and periods of anxiety”.32 The 

contribution of the brand to the present crisis was emphasised by the tagline for the campaign 

“Bovril puts beef into you”. In some cases, such as Bovril and Sanatogen, these advertisements were 

one-offs, while for Cherry Blossom, Snowfire and Scrubb’s Cloudy Ammonia the messages were 

repeated. In many instances however, the use of general heritage was subtler and it is not always 

possible to discern any specific connection to the outbreak of war, though often advertisements 

made oblique references to the war. A reference appeared in a number of campaigns to “times like 

these”, “trying times” or similar phrases, linking again to the stress and nervousness of the new war 

(Figure 3.10). These messages often included reassurances that the brand could help in some way 

with the “times”. For Beechams Pills, this consisted of describing the brand as “the Golden Rule of 

Health for three generations”.  

 

Figure 3.10: Beechams Pills Advertisement33 

                                                           
32 “Bovril Advertisement”, Daily Express, 4 December 1939, 1. 
33 “Beechams Pills Advertisement”, Daily Mirror, 4 October 1939, 7. 



83 
 

While different in many ways, these brands shared common features that help to explain the 

similarities of their approach. They are all simple, consumer brands, whose role in the war just 

beginning could be readily predicted to be the same as it was in the previous one. This predictability 

would have been welcome, in a situation that was as uncertain for the brands as it was for the 

consumers. However, as the war moved into a different phase after the Battle of Britain was won, 

the way the past was used in advertising began to change.34 Many brands stopped using heritage in 

the same way. Cherry Blossom Boot Polish, for example, while still featuring similar military imagery, 

changed its focus from the brand’s past to its contribution to the present conflict. This is not to say 

that advertisements stopped referring to the First World War after this, but this happened less 

frequently and when it did happen, it was for a specific purpose. For example, Grasshopper Brand 

Ointments suggested it would be a welcome gift for men serving in the forces, stating that it had 

been during the First World War.  

A new use of the past was to refer to the pre-war period, usually in relation to an absence of change, 

in either quality or price, as in Figure 3.11. These messages tried to reassure consumers concerned 

about the impact of the war on prices, something that was an issue from the very first days of the 

war. 35 This use of the past continued throughout the war. 

                                                           
34 Mackay, Half the Battle, 45. 
35 According to Philip Ziegler, London at War 1939-1945, (London: Pimlico, 2002), 89, “Nationwide prices had 

risen by 19 per cent over the previous 12 months [before the beginning of the Blitz]; wages by only 11 
percent”.  Paul Jobling, Man Appeal: Advertising, Modernism and Menswear, (New York: Berg, 2005), 112 gives 
a figure of 66% for the increase in clothing prices between March 1938 and March 1941. Also Simon Garfield, 
We Are At War, (London: Ebury Press, 2005), 41, 77 and Mackay, Half the Battle, 52-53 on early concerns with 
price rises. 
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Figure 3.11: Fry’s Advertisement36 

 

As the war developed, many brands began to refer to a more recent military heritage, actions that 

took place during the current war. The earliest of these dated from June 1940 when ‘Aspro’ used a 

customer testimonial, purportedly from “two fusiliers”, to claim an association with the successful 

evacuation of the British Expeditionary Force. Regardless of the veracity of the testimonial, this is an 

extraordinary claim, with little prima facie credibility. By attempting to leverage an association that 

did not really exist, the brand was pursuing an earlier version of what today is known as ambush 

                                                           
36 “Fry’s Advertisement”, Daily Mirror, 5 June 1940, 1. 
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marketing.37  This includes any attempt “to capitalize on the awareness, attention, goodwill, and 

other benefits, generated by having an association with an event or property, without the 

organization having an official or direct connection to that event or property.”38 

Geoff Dickson, Michael Naylor and Sean Phelps suggest that this strategy can result in negative 

customer attitudes to the brand (although not necessarily in decreased sales) something 

demonstrated by a Mass Observation (MO) report discussing negative public reaction to the ‘Aspro’ 

advertisement.39 While it is important to note that the MO research only involved 25 respondents, 

23 of whom had not heard of the advertisement until they were told of it, the report does indicate 

that claiming an association with a battle that was, or that was perceived by consumers to be, 

unwarranted, could be dangerous for a brand.  

Reference to the recent past became more common as the war progressed, although brands 

became more sophisticated in their use of the past in advertising, ensuring that the claimed 

contributions to the war were more believable. These advertisements could encompass 

contributions other than military, such as the financial one made by the Co-operative Wholesale 

Society who announced in January 1941 that they had “invested in British Government Securities the 

sum of £80,000,000”.40 This claim was supported by data about the size of the society and 

information about how it operated, which was then linked to the central brand values of co-

operation and mutual benefit. As a result, the advertisement’s central claim, as impressive as it was, 

is much more credible than that of ‘Aspro’. 

                                                           
37 For example, Anthony Carrilat, Francois Colbert and Matthieu Feigne, “Weapons of mass intrusion: the 

leveraging of ambush marketing strategies”, European Journal of Marketing, vol 48 No. 1-2 (2014), 314. 
38 Simon Chadwick and Nicholas Burton, “The Evolving Sophistication of Ambush Marketing: A Typology of 

Strategies”, Thunderbird International Business Review, 53 no. 6 (November/December 2011), 709, 714. 
39 Geoff Dickson, Michael Naylor and Sean Phelps, “Consumer attitudes towards ambush marketing”, Sport 

Management Review, vol 18, No. 2, (2015), 280, 281. Report from Mass-Observation on Aspro Advertisement, 
June 11, 1940, retrieved February 2014 from 
http://www.massobservation.amdigital.co.uk/Documents/SearchDetails/FileReport-185?thumbnailIndex=1  
40 “Co-operative Wholesale Society Ltd Advertisement”, Daily Mirror, 15 January 1941, 11. 

http://www.massobservation.amdigital.co.uk/Documents/SearchDetails/FileReport-185?thumbnailIndex=1


86 
 

 

Figure 3.12: ‘Aspro’ Advertisement41 

Unsurprisingly, this type of appeal was rare early in the war, as there was little positive news for the 

Allies for brands to associate themselves with. However, these appeals increased throughout the 

war, albeit without totally replacing the others already discussed. The technique advanced to make a 

more credible linkage to specific operations or specific weapons, although brands needed to 

consider security, so it was not until very late in the war that many brands were able to give the full 

details of their contributions. G.E.C. for example, in August 1945, discussed in some detail their 

contribution to the radio equipment of a 1945 Spitfire.42 The advertisement then listed other 

applications of their technology including “such radio devices as mine detectors, U-boat locators, 

aircraft identifiers, radio-jammers, collision avoiders, radio gear of every kind for tanks, armoured 

patrol cars, ‘Recce’ parties and rescue craft”. These advertisements fulfilled multiple roles for the 

brands: they served to remind consumers of the brands’ existence, provide an explanation for their 

absence and offer an endorsement of the brands’ skill. In effect, the advertisements are saying that 

                                                           
41 “‘Aspro’ Advertisement”, Daily Mirror, 10 June 1940, 14. 
42 “G.E.C. Advertisement”, Daily Express, 11 August 1945, 3. 
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if the government and military trusted the brands with such vital work, they must be reputable. 

Advertisements were then often linked explicitly to the brands’ return to the consumer market.  

Looking Forward – The Future in Second World War Advertising 

As the war progressed, advertising began increasingly to look forward. While there is a large amount 

of discussion in the marketing literature of how advertising treats the past, through for example, 

brand heritage or retro branding, the corresponding body of literature concerning advertising that 

looks forward is less explicit.43 It seems likely that this is because the future is such an integral part of 

advertising that it is not discussed as a concept. When an advertisement outlines the benefits of a 

product for a consumer, it is referring to a future after that consumer has used the product. This can 

be linked to the emotion of hope which “is omnipresent in marketing contexts”, but scarcely 

researched.44 Karolien Poels and Siegfried Dewitte argue that hope can arise from “unsatisfactory 

situations” that consumers wish to extricate themselves from, or satisfactory situations that they 

wish to improve.45 Brands invoked both of these types of situations in their advertising during the 

war, although those related to the war specifically, generally tended towards the former, particularly 

in the early years. Alternatively, when an advertisement highlights a danger that the product is 

meant to overcome, it is also referring to a future, albeit a negative one that the consumer might 

want to avoid by using the product. This more negative message is often represented in advertising 

by a fear appeal, for example, the use of health warnings on tobacco products.46 This type of appeal 

was also used on occasion during the war, though not in relation to the overall outcome of the war.  

These presentations of the future in advertising have a consistent theme. In each case, the 

advertising is presenting a solution, either a way to bring the positive future about or to avoid a 

negative future. These approaches therefore require that the advertised brand is in some way able 

to influence the future. However, during the war there was another approach to the future used by 

brands, which could not make such promises. Instead, they outlined a future and positioned 

themselves within it, often connected to a promise related to quality. In these cases, the future 

tended to be on a larger scale, focussing on a general future, rather than the consumers’ future. 

                                                           
43 See for example, Urde, Greyser and Balmer, “Corporate brands with a heritage” on brand heritage. Stephen 

Brown, Robert V. Kozinets and John F. Sherry, “Teaching Old Brands New Tricks: Retro Branding and the 
Revival of Brand Meaning”, Journal of Marketing, vol. 67, No. 3, 19 on retro branding. 
44 Karolien Poels and Siegfried Dewitte, “Hope and self-regulatory goals applied to an advertising context: 

Promoting prevention stimulates goal-directed behaviour”, Journal of Business Research, vol. 61, No. 10, 1030, 
1030. 
45 Poels and Dewitte, “Hope and self-regulatory goals”, 1031. 
46 Sumin Shin, Eyun-Jung Ki and W. Glenn Griffith, “The effectiveness of fear appeals in ‘green’ advertising: An 

analysis of creative, consumer, and source variables”, Journal of Marketing Communications, vol. 23, No. 5, 
473, 473. 
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The earliest advertisements mentioning the future appeared quite early on in the war and follow 

these patterns. Some of these early advertisements focussed on the short-term future, for example, 

an Ovaltine advertisement from November 1939 referred to a housewife’s “war aims on the home 

front this winter” (Figure 3.13a) and uses a fear appeal. Ovaltine presented itself as a solution to 

specific, short-term future problems for the audience and their families, but does not suggest any 

way that Ovaltine can play any part in the war effort directly. 

Another approach to the future in advertisements in the early months of the war was to be vague 

about the long-term future, mentioning peace rather than victory, for example, or being vague 

about the length of time before peace would come. Hartley’s Jam (Figure 3.13b), for example, makes 

a promise that “PEACE may be quick or slow in coming, but you will always be able to rely on the 

name ‘HARTLEY’S …”. The advertisement attempts to contrast the uncertain future with certainty 

about the brand’s quality and price, although it hedges by stating that jams will be supplied “at the 

lowest price at which jam as good as Hartley’s can possibly be sold”. The uncertainty of the future 

also creeps in as Hartley’s promises to “keep QUALITY UP and PRICES DOWN as long as is humanly 

possible”. Hartley’s was attempting to position themselves in the future, but their advertisement 

served only to emphasise the uncertainty of the early months of the war. The uncertainty of the 

situation in which Hartley’s produced this advertisement impacted on their lack of optimism in the 

future. This is an early example of the pragmatism displayed by advertisers throughout the war. 

Clampin highlights, that advertisers “could take a frank and honest approach” regarding “the 

difficulties they faced” in order to develop or maintain “trust and loyalty”.47 The findings of this 

research indicate that this approach went further than the difficulties the brands faced and included 

from the earliest days of the war, an honest recognition of the progress of the war. This is an 

important contribution to the subject as it illustrates an aspect of commercial advertising during the 

war that has not been discussed previously, but which became increasingly apparent and important 

as the war progressed. 

                                                           
47 Clampin, Advertising and Propaganda, 54-55. 



89 
 

 

Figure 3.13: Early Advertisements about the Future48 

 

The impact of concern about the present on predictions of the future has been discussed in relation 

to a variety of different cultural artefacts. For example, the tone of science fiction films can be read 

as reflections of contemporary anxieties.49 Similarly, in  relation to literature, Gregory Claeys, 

suggests that fears of Prussian militarism led to the nineteenth-century dystopian novella The Battle 

of Dorking, and George Orwell’s concerns about modernism, capitalism, Fascism and Stalinism 

inspired Nineteen Eighty-Four.50 It is argued here that advertising which depicted the future in the 

early months of the Second World War was also often driven by concerns and uncertainties about 

the war. It is important to note that advertising has different objectives than films or books; 

advertising is not an end in itself, nor is it art that is created for a specific audience or escapism for 

the masses. Advertising ultimately is trying to sell a product or service and therefore has less scope 

                                                           
48 “Ovaltine Advertisement”, Daily Express, 16 November 1939, 2. “Hartley’s Jam Advertisement”, Daily 

Express, 16 November 1939, 9. 
49  For example, Ian Conrich, “Trashing London: The British colossal creature film and fantasies of mass 

destruction”, in British Science Fiction Cinema, I.Q. Hunter (ed), (London: Routledge, 1999), 88, 88, stated that 
concerns about the birth of the atomic age and a “crisis in hegemony” led to the creation of the “British 
monster movies” of the 1950s.  
50 Gregory Claeys, “The origins of dystopia: Well, Huxley and Orwell”, in The Cambridge Companion to Utopian 

Literature, (New York: Cambridge University Press, 2010), Gregory Claeys (ed), 107, 112. 
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to present the future negatively, unless the product being sold is presenting a way to change or 

mitigate that negative future, as in the case of advertisements using a fear appeal. In addition, 

during a war, censorship and concerns about appearing defeatist to patriotic customers would only 

serve to magnify concerns about presenting a negative future concerning the outcome of the war. 

As a result, many brands tended to either ignore the future in early advertisements or be vague as 

Sanatogen and Hartley’s were. 

When brands did mention victory or winning the war (as opposed to simply including the word 

winning or victory in their advertising) in the opening months of the war, they tended to be 

positioning their brand as a way to bring the victory closer. Advertisements of this type included 

those for brands related to home food production, such as Karswood Poultry Spice, a food additive 

for hens, and Sutton’s Seeds (Figure 3.14), or saving money, such as National Savings or an 

advertisement for Harrods’ sale. These advertisements are more optimistic than the advertisements 

discussed previously such as that for Hartley’s, which presented an uncertain future. However, these 

later advertisements did not say victory would be soon, or even that it was certain. Instead, they 

provided a way for consumers to contribute to that victory. This vagueness about victory and need 

for action matches the uncertainty and anxiety felt by many in the early stages of the war, according 

to Philip Ziegler, not about whether Britain would win the war, but about “the lack of activity” at 

least during the period known as the Phoney War.51 These advertisements can therefore be seen as 

providing a degree of agency for consumers by giving them a way to act to bring victory closer. Even 

if the military were unable to do anything to bring victory closer, these advertisements and brands 

offered a way for consumers to contribute to victory, even if in a very small way. 

This is a parallel with the Sanatogen and Ovaltine advertisements discussed above. In both cases the 

brands were presenting futures, either good or bad, and positioning themselves as playing a role in 

working towards achieving or avoiding that future. For brands like Hartley’s, however, their inability 

to contribute to a specific outcome meant that they were reduced to discussing a general future and 

their place in it.  

                                                           
51 Ziegler, London at War, 89. Also Mackay, Half the Battle, 50-51. 54-56. 
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Figure 3.14: Early Advertisements Mentioning Victory52 

The concern about how long the fight was taking to really begin was matched by the almost 

impatient tone of a Stork Margarine advertisement from August 1940, which announced that the 

brand would disappear in favour of a combined product produced by the industry.53 Stork 

Margarine, the advertisement stated, “will not be on sale until victory has finally been achieved”.54 

Similar advertisements appeared for other brands, which were still available, at least to some extent, 

like Bulmer’s Cider. However, for others such as Stork or Meltis “New Berry” Fruits, victory was 

presented as a sign of the return of the brand, with the brand often positioned as something to fight 

for, as in the case of Meltis “New Berry” Fruits. The wording of the Meltis “New Berry” Fruits 

advertisement was a little more positive than the Stork advertisement but still did not give the 

impression that victory may be imminent or even in a predictable future. The approach was 

                                                           
52 “Karswood Poultry Spice Advertisement”, Daily Express, 3 January 1940, 6. “Sutton’s Seeds Advertisement”, 

Daily Express, 9 April 1940, 9. 
53 This pooling of the industry will be discussed in more detail in a later chapter. 
54 “Stork Margarine Advertisement”, Daily Mirror, 1 August 1940, 10. 
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particularly common among brands like Stork, Fry’s Assorted Chocolates, and Meltis “New Berry'' 

Fruits which either were going to be absent or in short supply. The aim was “keeping a name before 

the public”, reminding potential future customers of the brand’s existence and generating goodwill. 

However, the lack of wholehearted statements concerning the imminence or even the certainty of 

victory indicated a general lack of optimism.55 

While it was simple fast-moving consumer goods (FMCGs) which began the war looking back, the 

brands that referenced the future represented a wider range of product types. More complex 

products whose absence due to contributions to the war effort could not be explained in public 

media, also referred to the future. However, due to security concerns, these brands were limited to 

intimations of their contributions and promises for a brighter future. For example, Qualcast’s 

advertisement (Figure 3.15) refers to “the conclusion of hostilities” but not victory specifically. This 

lack of certainty of victory was quite common in advertising in 1941, despite the entry of the Soviet 

Union (USSR) into the war in June 1941. This lack of optimism is evidenced by an entry in Richard 

Brown’s diary for the day the German invasion of the USSR was announced, June 22nd 1941. Brown 

did not indicate an increased expectation of victory; instead, he expressed relief that “invasion 

seems at least a month further away”.56  

After 1941 while victory did not seem imminent “the prospect of defeat began to recede” and 

“people began to lift their heads and look beyond the struggle for survival toward a postwar 

world”.57 Arthur Marwick dates the change to thinking about the post-war world slightly later, to the 

end of 1942 and the release of the Beveridge Report.58 While most advertisements that looked 

ahead concentrated on issues related to the brand and to the customer, some did relate to wider 

societal concerns. In 1941 (albeit not in the sample of advertisements used for this research) the 

Standard Motor Company discussed how rebuilt cities would look, with of course plenty of room for 

cars, “when the victory is won”.59 The resonance of this message from a brand based in Coventry, 

which was famously heavily damaged by a very large air raid in November 1940, would likely have 

been significant. Clampin also describes this approach as taken by a Crawfords Biscuits campaign in 

the summer of 1944, where customers described their “peace terms” which include one related to 

the future of Europe, one personal and one concerning the return of the brand.60 Clampin’s 

                                                           
55 Nevett, Advertising in Britain, 173. 
56 Richard Brown and Helen D. Millgate, Mr Brown’s War, (Sutton Publishing: Stroud, 1999), 102 
57 Clampin, "'To Guide, Help and Hearten”, 67. 
58 Arthur Marwick, “Print, Pictures, and Sound: The Second World War and the British Experience”, Daedalus, 

vol. 111, No. 4, (Fall, 1982), 134, 143. 
59 “The Standard Motor Company Advertisement”, Daily Mirror, 22 August 1941, 3. 
60 Clampin, "'To Guide, Help and Hearten”, 68-69. 
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discussion of the future is quite rare in the advertising literature, but he limits his discussion to how 

advertisements referred to the world after the war and reconstruction. In particular, he states that 

brands’ discussions of the post-war world were closely related to their commercial interests.61 

 

 

 

Figure 3.15: Qualcast Advertisement62 

By September 1943, the technique of looking forward to what the end of the war would mean for 

individual consumers, rather than the nation as a whole, was quite widespread. The message styles 

ranged from the broad approach used by Barratts shoes, which in November 1943 featured a war 

worker looking forward to the end of blackout and rationing, to the narrow approach of Acme 

wringers, which concentrated on the brand’s return. Rather than mention the end of the war or 

victory, these advertisements either focussed on the return of brands that were absent, or on other 

elements such as the end of blackout and rationing or the return of loved ones on active duty. This 

last aspect of the future will be discussed in more detail in a later chapter, but it is important to note 

                                                           
61 Clampin, Advertising and Propaganda, 210-214. 
62 “Qualcast Advertisement”, Daily Express, 12 April 1941, 3. 
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that this was a major theme in advertisements referring to the future during the last phase of the 

war. 

In the later part of the war, for many more brands which had been absent during the war, references 

to the future began to include not just mentions of the brand, but also suggestions that post-war the 

brand would be better than ever, often due to lessons learned during the war. An early example of a 

brand thinking ahead to post-war improvements is a Qualcast advertisement from August 1941 

which solicited ideas for new products to be produced after the war, with a prize of £50 for the best 

one. This is an early example of what is often viewed as a new phenomenon, crowdsourcing, a term 

which was originally defined by Jeff Howe as “the act of a company or institution taking a function 

once performed by employees and outsourcing it to an undefined (and generally large) network or 

people in the form of an open call”.63  

While this is interesting to marketing historians in general terms, it is unusual in the context of 

advertising during the war. While discussions of the improvements that the brand would make after 

the war were usually vague, there was generally the implication the brand already had plans for 

those improvements. Hotpoint, for example, released an advertisement in May 1944 stating that 

“post war Hotpoint electric appliances will be better than ever”.64 In some cases, brands both 

highlighted their war service and referred to new product lines after the war, as was the case for 

both Standard Cars and John White Impregnable Footwear. Other brands went further than this, 

specifying that improvements after the war would develop out of the brand’s contribution to the 

war effort. One of the earliest to do this was Cossor (Figure 3.16) who stated in November 1943, that 

“Cossor war-time experience will go to make advanced peace-time radio and television sets”. As will 

be discussed in more detail in Chapter 7, these messages both signalled the brand’s contribution to 

the war effort, reminded customers of their existence, and attempted to generate excitement about 

what the brand would be doing after the war. 

Again, during the period 1943-45 not all brands mentioned victory, but there was a general increase 

in optimism, if not specifically about the outcome of the war, at least about the post-war period. 

However, as with other predictions of the future from earlier in the war, there was still a degree of 

realism. For example, a Quick Quaker Oats advertisement in July 1944 featuring a married couple in 

their new home, depicted the couple in a prefabricated house rather than the archetypal country 

cottage of the type featured in the Hartley’s advertisement from November 1939 or even a regular 

                                                           
63 Jeff Howe, Crowdsourcing: A Definition, (2 June 2006), 
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brick-built house. As stated by Clampin, one reason for brands to discuss the world after the war 

“would have been to obtain the attention of the public by appearing to be in accord with the 

popular mood”.65 However, it is clear that as at the beginning of the war, brands also were careful to 

be realistic about the future. This approach was supported by Lord Woolton who in his 

autobiography stated that after the disappointments following the previous war resulting from over 

optimism in relation to housing provision “this time we had learned to temper our promises with 

experience”.66 Certainly, for brands like Quick Quaker Oats, optimistic realism would seem to be a 

sensible approach; optimistic that a home would be available for the returning soldier and his bride, 

but realistic about the form that home would take. In this way the brand could hope that their target 

consumers, including couples and families, would identify with the couple in the advertisement and 

associate the brand with their own lives. 

 

Figure 3.16: Advertisements Looking Ahead to After the War67 

It is also important to note that Quick Quaker Oats were not the sort of brand that would be 

benefitting from improvements due to their war experience; their product would stay the same after 

the war as before. In fact, this was the theme of much of their wartime advertising. As a result, it is 

also not surprising that this advertisement, along with others for similar brands such as the Meltis 

                                                           
65 Clampin, Advertising and Propaganda, 214. 
66 Frederick James Marquis, Earl of Woolton, The Memoirs of the Rt. Hon. the Earl of Woolton, C.H.,P.C., 
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campaign mentioned above, tended to view the future as a return to a better past, as noted by 

Clampin.68 Clampin indicates that this was a consequence of the British public viewing the war as a 

disruption of their lives, which they wanted to end as soon as possible.69 This view is valid because 

brands always need to consider their target audience’s attitudes, so that they will respond 

favourably to the advertisements. However, the approach seems to have been most used by brands 

which were expecting to return to their pre-war products after the war, such as Meltis. For those 

brands who were going to change, the future was more important than the past, and as the end of 

war neared, many of these brands became less optimistic.  

As the end of war got closer, some brands demonstrated a greater level of realism (or pessimism) 

about the nature of post-war Britain and the brands’ own post-war iteration. Car company Rover, 

unlike brands such as Cossor and Austin, did not promise improved models immediately after the 

war. Rover stated in an advertisement in May 1945 that “whatever form the future Rover cars may 

take, the immediate post-war models will be very like those of 1940”.70 In June 1945, Barratts, the 

shoe brand, produced an advertisement featuring a customer who said that he was going to hold off 

buying new shoes “till there’s plenty of choice in the shops”.71 Given the need for factories to 

transition back to civilian production and delays in employees returning from the military, a degree 

of caution would seem to be sensible, and while these advertisements were in the minority, they do 

present an important alternative viewpoint.  

The nuanced way brands dealt with both the past and the future provide an important contribution 

to our understanding of both advertising during the war and attitudes to the war more generally. 

Discussions of the future and the past were impacted by a number of factors; for example, the 

nature of the brand and its contribution to the war. Arguably the most important factor, however, 

was the current war situation and the prospect of victory. This supports the view presented earlier 

that advertising can be used as a source for historians to examine attitudes to the war, and 

particularly useful for this were those advertisements which dealt with the past and future at the 

same time. 

Casting Back and Looking Forward – Janus Advertising 

Several of the advertisements discussed in the previous sections referred explicitly to both the past 

and the future. For example, the Sanatogen advertisement which was the very first to refer to the 
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war mentions both the First World War and “the immediate future”, while a Bovril advertisement 

referred to previous crises and made a more oblique reference to the future.72 In each case, by 

referring to some aspect of the past and the future, the advertisement is not only making a 

statement that each is separate and different, but is also highlighting a transition, a particular point 

in time or a period of time that is distinct from both. This transition separates the known past from 

an uncertain future, perhaps allowing that future to be affected in some way. As a result, this type of 

advertisement can be identified for the first time here as a nascent form of advertising message, 

which will be called Janus advertising, after the Roman “god of beginnings and transitions” who was 

depicted with two faces allowing him to “glimpse both the past and the future”.73 

An important requirement for the creation of Janus advertisements is that advertisers need to 

recognise the transition for what it is, but also that consumers need to do so, otherwise the 

advertisement would have no meaning for them. Some brands (such as Sanatogen) recognised early 

on that the war was such a transition, and this recognition spread to others as the war developed. 

However, just as views of the past and future changed throughout the war, so did the ‘present’ that 

separated them. In particular, three main threads can be identified in Janus advertisements between 

1939 and 1945. The early advertisements treated the beginning of the war as a liminal point, 

between pre-war and wartime Britain. As discussed above, the futures discussed in these 

advertisements were usually vague and often related to either specific aspects of life or the war 

itself. The second thread treated the entire war as a transitional period, an approach particularly 

common, for example, with brands that were absent due to contributing to the war effort. The final 

thread dealt with the end of the war, or some related aspect of life such as an end to rationing or the 

return of the armed forces, as a liminal point. In essence, the end of the war was treated in these 

later advertisements as a mirror image to the outbreak of war, as a transition between war and 

peace, which would result in changes to the brand and the life of the consumer. 

There was a fundamental difference between those Janus advertisements that dealt with a liminal 

point in time as opposed to a transitional period. The former were produced either before or after 

that point and as a result looked either forward to it or back on it, for example, the Sanatogen 

advertisement. The advertisements dealing with a transitional period were produced during that 

transition and could discuss it as well as the past and the future. As a result, when dealing with a 

transitional period, these advertisements could position the brand as being involved in helping 

consumers or providing advice for consumers to help themselves through that period, although not 

                                                           
72 “Bovril Advertisement”, Daily Express, 4 December 1939, 1. 
73 Rabun Taylor, “Watching the Skies: Janus, Auspication and the Shrine in the Roman Forum”, Memoirs of the 

American Academy in Rome, vol.45, (2000), 1, 2, 12. 
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all did. One of Sunlight Soap’s “Thro’ the ‘Sunlight’ Window” advertisements provides an example of 

a Janus advertisement (Figure 3.17). 

 

Figure 3.17: Sunlight Soap Advertisement74 

The advertisement, which consists of copy written by the novelist Daphne du Maurier, refers to the 

First World War and its aftermath and suggests that the different role of civilians, particularly 

women in the current war, should and would lead to a different attitude “in our post-war world of 

reconstruction”. All of the elements of the Janus advertisement are present: a past that can be 

reflected on, a transitional period (that is, the war) which must be endured, but which can have an 

                                                           
74 “Sunlight Soap Advertisement”, Daily Mirror, 8 November 1940, 10. 



99 
 

impact on the final element, and a future. This series of advertisements from Sunlight Soap is 

different from many in that it does not discuss the brand’s role in the past, present or future, but it 

does suggest a role for the audience in building that future. One final aspect of the advertisement 

that is important is that the past that is discussed does not need to be contiguous with the present, 

allowing the brand to choose a past that best suits their needs or which can be interpreted in such a 

way.  

As the war progressed, brands which were absent from the market began to discuss their 

contributions, as much as they could while considering security. In many of these cases, the war 

became the past, while the end of the war became the liminal point to a future where the brand 

would return, often improved based on wartime experience. 

This is an important contribution in a number of ways. This type of advertising has not been 

identified in either the marketing or historical literature before and offers a useful descriptive and 

analytical tool for both disciplines. This type of advertising allows marketing theorists and historians 

to understand the attitudes of contemporaries to a liminal point or period. More fundamentally it 

allows historians to identify what contemporary brands and their markets recognise as a liminal 

point or time period as it happens. Recognising these points in retrospect is useful without doubt, 

but an extra layer of analysis is available when it can be determined whether contemporaries viewed 

them as such. 

Conclusion 

This chapter has identified a number of differences across the war both in terms of the amount of 

advertising and the messages it contained. The number of advertisements in both the Daily Mirror 

and the Daily Express decreased, but the decrease was more marked in the Daily Express, due to 

decreases in the size of the two papers. As the end of the war approached, the amount of 

advertising increased, but it still did not approach the levels of the early months of the war. 

An important contribution of this chapter has been to provide clear evidence of the expected class 

differences between the two publications, based on which sectors advertised most in each and the 

messages they used. For example, gardening advertisements were heavily weighted towards the 

Daily Express, with 682 out of 751 appearing in that publication, indicating that its readers were 

expected to be more likely to have, and to want to spend money on, gardens. Conversely, across the 

period of the war, just under one in four advertisements in the Daily Mirror were for patent 

medicine while only just over one in nine in the Daily Express was. In most cases, the difference was 

the result of brands weighting the number of advertisements more to the Daily Mirror than the Daily 

Express, rather than only advertising in the former. It is possible that brands expected more 
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opposition both to patent medicines and their advertisements among Daily Express readers 

compared to those of the Daily Mirror.  

There were also differences in the messages used by some brands in each newspaper. In some cases, 

such as with Sylvan Flakes who alternated a campaign featuring their short-lived brand character, 

Joey the parrot, it is not possible to determine a pattern which could lead to a motive for the 

discrepancy. In other cases, however, some of the differences do seem to be related to the 

perceived differences in the newspapers’ readers. For example, a Lux advertisement in the Daily 

Express referred to customers’ “woollens and silks” while the corresponding Daily Mirror 

advertisement instead mentions “woollens and fine things”. 

This demonstrates that while the political differences between the readerships of the two papers 

may be debatable, many brands certainly perceived that there were other differences between the 

readerships and that these differences would impact the potential success of advertisements placed 

in each newspaper. This illustrates that advertisements can be used as an indicator of the views and 

concerns of the readership of different publications, at least as perceived by contemporary brands 

and advertising agencies. 

Another contribution of this chapter, which will be developed throughout the rest of the thesis, is to 

identify the impact of government controls on industry. This can be seen in the data related to which 

brands continued to advertise throughout the war and how they did so. Some brands appear to have 

stopped advertising, or at least they stopped advertising in these newspapers, while some family 

brands tended to advertise more at the expense of sub-brands. The concentration of the chocolate 

industry for example, resulted in the withdrawal of a number of sub-brands over the war, which 

tended to lead to their family brands, Cadbury and Rowntree’s, being advertised instead. The impact 

on the advertising of these large brands is indicative of the effect of government control of markets 

during the Second World War, which is largely unaddressed in the literature. A major contribution of 

this research is to highlight this impact and it will be discussed in more detail in later chapters, as will 

the different messages used. 

The final contribution that can be derived from this chapter relates to the way advertisements 

presented the past and the future over the course of the war, in terms of both the number and the 

nature of the references to both. This depended largely on the nature of the brand and its 

contribution to the war, as well as the war situation. At the beginning of the war, references to the 

past outnumbered references to the future as brands sought to reassure audiences. By the end of 

the war, the proportions were reversed.  As the war developed more favourably for the allies, there 

was less need for reassurance from the past; rather, brands began to refer to the past in terms of 
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their contribution to the war and to both victory and the future after the war. By analysing 

advertising messages at various points during the war, this research has highlighted that confidence 

and attitude towards the war varied considerably at different times. This is an important 

contribution to both our understanding of the war on the Homefront, and also to our understanding 

of advertising as a useful historical source.     

In more general terms, this research makes an important contribution to both historical and 

marketing literature by illustrating the importance of discussing how the future is portrayed in 

advertising.  This is important not only because it is not often discussed in the marketing literature, 

but also because treatment of the future in advertising, just like treatment of the past, can illustrate 

levels of contemporary satisfaction with the present and optimism about the future. There have 

been discussions of the relationship between portrayal of the future and audience attitudes to the 

future in films and literature, but none about advertising. The much shorter lead time of 

advertisement production, compared to films or books, means that they provide a more timely 

indication of contemporary audiences’ attitudes than other cultural outputs.  

Potentially the most important contribution of this chapter is the identification of a new type of 

advertising, Janus advertising. In this research, it indicates where brands had identified a liminal 

point, that is the beginning or the end of the war, or time period, the war as a whole, which marked 

a change in both their own and their audience’s circumstances. The message in the Janus 

advertisement, in terms of how it treats both the future and the past, can indicate whether the 

change is expected to be for the better or the worse. Also, this type of advertisement provides an 

indication not just that contemporary audiences recognised the point in time as a liminal point or 

period, but also how they viewed it. As a source for analysing periods of change therefore, Janus 

advertisements allow historians to explore in more depth the contemporary attitudes to those 

changes. The number of brands which employ this type of advertising would also enable historians 

to discover how widespread the recognition of the change and the attitudes towards it were. For 

marketing theorists, the identification of a new type of advertising has many advantages, allowing 

for analysis and discussion of both contemporary and historic advertising.
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Chapter Four – The Use of War Related Imagery and Language in Advertisements, 1939 – 

1941  

Introduction 

This chapter will explore the way advertisers made use of military references during the first phase 

of the war. Clampin has done some excellent work on this aspect of advertising in the Second World 

War and his main discussion related to the portrayals of gender identity in one publication, Picture 

Post.1 By exploring the advertising in two newspapers, this work takes into account advertising from 

a wider variety of brands, aimed at a wider audience, with different class profiles.  This chapter and 

the following one will take this further by exploring more aspects of the use of the military in 

advertisements than Clampin; for example, how their use changed over the course of the war and as 

a result of the class differences between the two publications. As discussed in previous chapters, the 

use of different publications also allows a wider range of brands to be covered and messages aimed 

at different audiences to be discussed. By taking a more systematic, content analysis approach, it is 

also possible to see how in detail these messages changed over time as Britain’s military situation 

changed. The increasing sophistication and pragmatism displayed in the way advertisers used 

military references during the war will be discussed.  It is the first time that such detailed data has 

been developed about the use of military references in British advertising during the war, and it will 

contribute to our knowledge by demonstrating how advertisers became more sophisticated about 

how they used the military as the war progressed. 

This chapter will discuss how references to the military changed between August 1939 and 

September 1941, before looking at differences between the two publications discussed in this 

research. The chapter will discuss both the number of depictions and the nature of those depictions, 

arguing that advertisers, even while trying to support the war effort and gain an association with it, 

were pragmatic in their use of the military. These depictions, both in quantity and the way the 

military were portrayed, were driven more by a realistic appraisal of the military situation faced by 

British and Allied forces, than blind patriotism. During the Phoney War, no depictions of the military 

made any attempt to show them engaged in offensive action against the enemy. Advertisements 

showing the RAF in action, featured them dropping leaflets which was the extent of their activity 

over Germany, and in particular, portrayed this with a humorous tone.  

Between August 1939 and September 1941, the military situation for the British consisted of long 

periods of inaction, short periods of combat which usually ended in defeat, and a number of large-

                                                           
1 Clampin, Advertising and Propaganda, 170-209. Clampin, “With her apron”. 
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scale evacuations. For advertisers, engaging with the military under these circumstances was 

problematic. Brands wanted to connect with the war effort, but also needed to avoid negative 

associations, such as with military failure and defeat. 

 

The Military 1939-41 

The role and performance of the British military in the first phase of the war was very different from 

the final two years. This is partly because of the need to build up the army and RAF to the scale 

needed and to rebuild after the evacuation of the BEF, and partly because of the stalemate of the 

Phoney War. The extent of this difference can be seen in the claim that it was not until quite far into 

the war that more members of the British military were killed than civilians. The details vary 

between sources, and according to Dan Todman, over time, the claim became less precise.2 Malcolm 

Smith for example, gives a date of 1942 and refers to “total British uniformed casualties”, which 

would include injuries as well as death and causes other than enemy action, such as accidents in the 

blackout.3 AJP Taylor suggests September 1941 and refers to civilians killed by the enemy rather 

than civilian casualties.4  Todman cites the original source for the claim as being Richard Titmuss in 

1950, which stated that:  

Not until two years of war had passed did the number of civilians killed fall 

below the total of fatal casualties among soldiers, sailors and airmen. Not until 

over three years had passed was it possible to say that the enemy had killed 

more soldiers than women and children.5 

The original assertion is more conservative than later claims but does provide an explanation of the 

changes over time. It must also be noted that despite the increase in the military in the early years of 

the war, it was still only a fraction of the civilian population, and none of the sources give casualties 

as a percentage. Despite this, the claims, and the fact that they “entered so deeply into the 

profession’s collective memory” without questioning, still serves to make the point that the military 

                                                           
2 A.J.P. Taylor, English History 1914-1945, (Oxford: The Clarendon Press, 1990), 502. Dan Todman.” Defining 

Deaths: Richard Titmuss’s Problems of Social Policy and the Meaning of Britain’s Second World War”, in 
Nicholas Martin, Tim Haughton and Pierre Purseigle (eds), Aftermath: Legacies and Memories of War in 
Europe, 1918-1945-1989, (London: Ashgate, 2014), 149, 151. 
3 Malcolm Smith, Britain and 1940: history, myth and popular memory, (London: Routledge, 2000), 70. 
4 A.J.P. Taylor, English History 1914-1945, (Oxford: The Clarendon Press, 1990), 502. Dan Todman.” Defining 

Deaths: Richard Titmuss’s Problems of Social Policy and the Meaning of Britain’s Second World War”, in 
Nicholas Martin, Tim Haughton and Pierre Purseigle (eds), Aftermath: Legacies and Memories of War in 
Europe, 1918-1945-1989, (London: Ashgate, 2014), 149, 151. 
5 Richard Titmuss, Problems of Social Policy, (London: HMSO, 1950), 335-6, quoted by Todman,” Defining 

Deaths”, 151. 
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(and the army in particular) was at less risk of physical harm in the early stages of the war than the 

civilian population.6 Once the British army returned from continental Europe early in the summer of 

1940, and the Luftwaffe was within easy bombing range of much of Britain, this disparity of risk 

became clearer and led to a change in the depiction of the military and air raids in advertising. An 

important contribution of this work to our understanding of the war, and of the value of advertising 

as a historical source, will be the detailed discussion of how the use of the military varied in this first 

part of the war. Gaining insight into this will help with our understanding of the public’s morale and 

their attitudes towards the military and the war in general. 

 

General Military References  

Once war was declared, the percentage of advertisements each month containing references to the 

military increased quite dramatically, from 2.96% in August 1939, to 8.22% in September (though 

this was likely mostly planned before the declaration of war on 3 September 1939), peaking at 

16.26% in December 1939 (Figure 4.1). The average over the whole sample was 12.59% per month 

and was higher in the period 1943-45, by more than 1% (13.29% compared to 12.18%). This is partly 

explained by the low percentages in August and September 1939, before the declaration of war 

began to have a serious impact on advertising, as excluding these months the percentage for 1939-

41 increases to 12.72%.  

Looking month by month shows a more nuanced progression. For example, there was a decrease in 

the summer of 1940, after the evacuation of the British Expeditionary Force (BEF) from France and 

the French surrender. The decrease in the summer of 1940 indicates a clear differential between the 

period that is often called the Phoney War, and the period afterwards, from July 1940 onwards. 

These changes and their relationship to the progress of the war will be discussed in more detail 

below. 

                                                           
6 Todman, “Defining Deaths”, 151. 
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Figure 4.1: General Military References by Month 

 

Military References by Type and Publication 

The number of advertisements referring to the military in each publication is different, across both 

halves of the sample. However, the percentage is fairly consistent, approximately 12.5%, meaning 

that approximately one advertisement in eight in each newspaper referenced the armed forces in 

some way (Table 4.1). 

 

Table 4.1: Military References by Newspaper 

 

A more detailed analysis of all military references (Table 4.2) indicates that, while the numbers of 

references differ, the percentages indicate that coverage was fairly even between the two 

publications, though there were some differences. The biggest percentage differences are between 

mentions of the military in advertising copy (the text of the advertisement). The percentage across 

both titles (60.30%) is very similar to the percentage of advertisements containing military imagery 

(61.32%). However, the difference between publications in terms of mentions of the military in copy 
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is quite large. In the Daily Mirror for example 55.56% of the advertisements mention the military, 

while in the Daily Express it is 63.43%. While this appears to be a result of differences in the brands 

advertising in each title, there is a parallel with MO’s observations on the structure of each paper, 

with less text in the Daily Mirror than the Daily Express (58% compared to 64%).7 It is possible that 

the brands which chose to advertise in the Daily Express alone chose to use more text than those 

advertising in the Daily Mirror, or vice versa, because the preferences of the readerships regarding 

the amount of text were different. Certainly, the view was current in advertising theory at the time 

that less well-educated audiences required greater use of images compared to words than more 

educated ones.8  There also seems to be an element of timing, in that some brands which advertised 

in both publications did so on different days, most likely due to lack of available advertising space, 

one of which may fall outside the sample for this research. An early example of this is Cherry 

Blossom Boot Polish which featured in the sample on 5 April 1940 in the Daily Express but did not 

advertise in the Daily Mirror until 24 April, which is not in the sample. 

  

                                                           
7 MO Report on the Press, Section 1, 24 
8 Helen Wilkinson, “'The New Heraldry': Stock Photography, Visual Literacy, and Advertising in 1930s Britain”, 

Journal of Design History, vol.10, No. 1, (1997), 23, 26, quoting Anon., “Photography for advertising purposes”, 
British Journal of Photography, vol. 4, (January 1907), 6 
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Table 4.2: Military References by Type, Branch and Publication 

 

Further analysis of this data shows that there are a number of family brands which included military 

references in their advertising who advertise more in one publication than another. 

 

 

Daily 

Mirror 

% of Military 

References in 

Daily Mirror 

Daily 

Express 

% of Military 

References in 

Daily Express 

Total Number 

of 

Advertisement

s 

Total % 

Military  

Images 

All military images 365 62.39 536 60.50 901 61.25 

Male images 269 45.98 389 43.91 658 44.73 

Female images 69 11.79 78 8.80 147 9.99 

Army 153 26.15 265 29.91 418 28.42 

Navy 95 16.24 135 15.24 230 15.64 

Air Force 51 8.72 94 10.61 145 9.86 

LDV or Home Guard 9 1.54 10 1.13 19 1.29 

Enemy images 0 0.00 3 0.34 3 0.20 

Mentions 

of the 

Military 

All mentions of the 

military 

325 55.56 562 63.43 887 60.30 

Reference to those in 

forces, etc., as him or 

her 

46 7.86 38 4.29 84 5.71 

Mention of return of 

service personnel 

29 4.96 19 2.14 48 3.26 

Mention of a specific 

service 

221 37.78 418 47.18 639 43.44 

Army 136 23.25 240 27.09 376 25.56 

Navy 78 13.33 163 18.40 241 16.38 

Fleet Air Arm 1 0.17 7 0.79 8 0.54 

Air Force 53 9.06 105 11.85 158 10.74 

LDV or Home Guard 9 1.54 21 2.37 30 2.04 

Enemy forces 3 0.51 13 1.47 16 1.09 

Reference simply to 

the forces or military 

generally 

134 22.91 192 21.67 326 22.16 
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Table 4.3: Military References by Brand and Newspaper 

 

There were, however, some brands that only advertised in one publication such as Nuttall’s Mintoes 

which advertised 35 times across the sample, all in the Daily Express with 15 featuring military 

imagery and 11 mentioning the military. While some brands featuring military references, such as 

Cable and Wireless, only appeared in the Daily Mirror, the balance was weighted towards the Daily 

Express. A different approach was taken by Nugget, a boot and shoe polish brand, which appeared 

to be running different campaigns in each newspaper. For example, advertisements in the Daily 

Express from September to December 1939, (such as Figure 4.2a) featured officers from the army 

and RAF, while those in the Daily Mirror, simply featured a hand holding a recently polished pair of 

shoes (Figure 4.2b). Even once the advertisements placed in the Daily Mirror began to feature 

military personnel, in early 1940 (Figure 4.2c), those featured were not only clearly other ranks, but 

the style of drawing was much cruder, more cartoonish and while the tagline was the same, the 

message was different. The implication is that the advertisement in the Daily Express was expected 
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to be seen by officers, who were more likely to ride and hunt, while that in the Daily Mirror was 

more likely to be seen by other ranks. The extra message that the polish is ‘so good for the leather’ 

was also likely to appeal to the lower ranks’ extra need for frugality. Alternatively, the use of the 

additional meaning of polish as refinement in the ‘different clothes - but the same polish’ copy in the 

Daily Express was an aspirational message more suited to the middle-classes. 

 

Figure 4.2: Nugget Boot Polish Advertisements9 

 

This is perhaps the clearest indication of a difference in the expected readership of the two 

newspapers used in the research on the part of a brand or at least their advertising agency. The 

readers of the Daily Express were clearly expected to be of the officer class, who would associate 

with, or aspire to, the horse-riding culture depicted in the Daily Express advertisement. The 

characters in the Daily Mirror advertisements are depicted more ambiguously at first, then clearly as 

                                                           
9 “Nugget Dark Brown Boot Polish Advertisement”, Daily Express, 7 December 1939, 12. “Nugget Boot Polish 

Advertisement”, Daily Mirror, 4 December 1939, 3. “Nugget Boot Polish Advertisement”, Daily Mirror, 4 March 
1940, 3. 
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lower ranks, with different experiences and expectations. As discussed in Chapter 3, this is not the 

only example of a brand running different campaigns or executions in each paper at the same time, 

but it is the longest lasting, continuing until October 1940.  

The data indicates that there were also differences between how frequently the individual forces 

were depicted, both across the two newspapers and compared to each other. Across the whole 

sample and in each newspaper the army was the most referenced, followed by the Royal Navy (RN) 

and the RAF. The treatment of each however, was not consistent across the war. 

Almost every month there was more use of imagery and more mentions of the army than of the 

other forces, an exception being the period of October and November 1944 when mentions of the 

army were lower than mentions of the RAF and RN, as well as December 1944 when mentions of the 

army were exceeded by mentions of the RN (see Figures 4.4 and 4.5). Before discussing the 

fluctuations in references to the military however, it is important to recognise that use of the 

military in advertising and branding was already quite well established by the time the war began. 
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Table 4.4: Percentage of Advertisement Referencing Specific Forces in Advertisements, 1939-41 
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Table 4.5: Percentage of Advertisement Referencing Specific Forces in Advertisements, 1943-45 

 

Military References in Advertising at the Beginning of the War 

Before the Second World War, military imagery and language was a part of the advertising 

landscape, generally related either to the name, the role or the heritage of the brand being 

advertised. According to Mary A Conley and John MacKenzie, images of both the army and the RN 

became increasingly common in advertising and popular culture generally in the late nineteenth and 

early twentieth century.10 MacKenzie in particular, links this to the “British Imperial cult” stating that 

the army “became a central element in national life”.11  The popularity of the army was a much more 

                                                           
10 For example, Mary A. Conley, From Jack Tar to Union Jack: Representing naval manhood in the British 

Empire, 1870-1918, (Manchester: Manchester University Press, 2009), 6, 101. John M. MacKenzie, 
“Introduction”, in Imperialism and Popular Culture, John M. MacKenzie, ed, (Manchester: Manchester 
University Press, 1986), 3. 
11 MacKenzie “Introduction”, 3. 
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recent development, compared to the RN. Traditionally there was an “ambivalence about soldiers” 

which lasted up to the mid nineteenth-century, in part due to their traditional role in “maintaining 

public order”.12  While this attitude had changed by the Second World War, it does demonstrate that 

the image of each force is not set and can change, for example, due to poor military performance. 

Conley for example, indicates that the poor performance of the military in the Boer War led to 

“imperial anxieties” which resulted in more depictions of the RN, signifying their traditional role as 

protectors of Britain and the Empire.13   

In some cases, brand names included military terminology, such as in a number of tobacco products, 

such as Player’s Navy Cut cigarettes and tobacco.14 This brand also featured military imagery, in the 

form of a brand trademark or logo, featuring a brand character of a sailor named Hero, with two RN 

warships in the background.15 The same brand character is used 18 times throughout the period, 

albeit mainly in 1943-1945 and often in an unobtrusive position, such as the bottom right hand 

corner of the advertisement (Figure 4.3a). Figure 4.3b shows how the use of Hero developed over 

time, so that by December 1944 he was shown with a more modern uniform and the wartime 

version of the cap tally, featuring only the letters HMS, rather than the peacetime version which 

would have included the name of the ship the sailor was assigned to, in this case Hero. The ships in 

the background were also updated from the original sailing ships to modern warships. 

While the brand name and heritage of Navy Cut suited the use of naval imagery, other brands made 

use of military imagery for more symbolic reasons.  Flit, a pest control brand, used imagery of an 

eighteenth or nineteenth century soldier as their brand character throughout the war.16 The use of 

the imagery is related to the nature of the brand as one intended to protect the home against pests, 

rather than Britain’s increasing military preparations over the spring and summer of 1939.  

                                                           
12 Richard Holmes, Redcoat: the British soldier in the age of horse and musket, (London: HarperCollins, 2001),  
15. Matthew Lalumia, “Realism and anti-aristocratic sentiment in Victorian Depictions of the Crimean War”, 
Victorian Studies, vol. 27, No. 1, (1983), 25, 29. Victor E. Neuburg, “The British Army in the Eighteenth 
Century”, Journal of the Society for Army Historical Research, vol 61, No. 245, (Spring, 1983), 39, 43 for the 
“use of troops…”. 
13 Conley, From Jack Tar, 6. 
14 A number of tobacco brands featured navy cut varieties such as Capstan Navy Cut, Wills’s Legation Navy Cut 

while some were related to other services such as Greys cigarettes which associated themselves with the Scots 
Greys cavalry regiment. Non-tobacco brands included Sailor fish products and Hayward’s Military Pickle, 
15 “’Navy Cut’ cigarettes and HERO”, retrieved July 4th 2015 from the Naval Marine Archive at 

http://navalmarinearchive.com/research/navy_cut_hero.html  
16 “Flit Advertisement”, Daily Mirror, 8 August 1939, 6. 

http://navalmarinearchive.com/research/navy_cut_hero.html
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Figure 4.3: Player’s Navy Cut Advertisements17 

These preparations, including the expansion of the Territorial Army in March 1939 and the 

announcement of conscription in April 1939, were reflected in the pre-war and early advertisements 

of some other brands.18 Some pre-war uses of military references were made by those brands which 

could claim a logical functional relationship with military activities or personnel. Cherry Blossom 

Boot Polish used the connection of the army and polished boots in their advertisement in the Daily 

Express (Figure 4.4) using an image of a British soldier cleaning his boots and a pun on ‘regular’, the 

term for full time members of the professional army (as opposed to conscripts or members of the 

Territorial Army). The implication appears to be that use of Cherry Blossom Boot Polish helped to 

turn new or part-time soldiers into professionals. It is also interesting to note the apparent 

inconsistencies in the photo in the Cherry Blossom advert; the shining boots and the boot polish tin 

appear to have been added or at least emphasised. This was not uncommon in advertisements at 

the time and was intended to exaggerate the benefits of the brand, in much the same way that 

photoshopping and other post-production effects are used today.  

                                                           
17 “Player’s Navy Cut Cigarettes Advertisement”, Daily Express, 4 September 1939, 4. “Player’s Navy Cut 

Tobacco Advertisement”, Daily Mirror, 7 December 1944, 5. 
18 Guy Eden, “Britain to have 686,000 men under arms”, Daily Express, 30 March 1939, 1. Guy Eden, 

“Conscription”, Daily Express, 26 April 1939, 1. 
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Figure 4.4: Cherry Blossom Boot Polish Advertisement19  

Some other brands without a clear link to the military or the war also began to include military 

references in the month before the war started or just after it began, in some cases, fitting these 

references into the existing style of advertisement; in others, creating new campaigns. Examples of 

the former include Bassett’s Liquorice Allsorts, Nuttall’s Mintoes and Rowntree’s Fruit Clear Gums 

and Pastilles, while the Cherry Blossom campaign was an example of the latter. These campaigns will 

be discussed in the next section. 

Changes at the start of the war 

The use by brands of military references changed in two ways by November 1939, once the start of 

the war had time to impact on advertisers’ choices. Firstly, references to reservists and territorials 

such as those made by Cherry Blossom in Figure 4.4 and also by Shavex and Zee Kol ended and 

                                                           
19 “Cherry Blossom Boot Polish Advertisement”, Daily Express, 12 August 1939, 16. 
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secondly, the use of photographs of apparently real soldiers in the field in advertisements, as used 

again by these brands, stopped.20 This is likely to be related to censorship since “advertising was, in 

principle, to be subject to the same scrutiny as all other aspects of the press” by MoI censors.21 In 

the end, advertising was not subjected to strict censorship, but certainly in the early days of the war 

that was the fear.22 One other possibility is that given the expectation that the war would follow the 

same pattern as the First World War, with immediate ground combat in France and the Low 

Countries, advertisers may have been concerned with the possibility of soldiers featured in the 

advertisements becoming casualties, possibly even before the publication of the advertisements in 

which they were featured.  

Instead of photographs, most brands began to make use of drawn images, utilising a variety of styles 

ranging from realistic to cartoon/caricature, as shown in Figure 4.2. These styles also represent an 

interesting dichotomy about the treatment of the military during the war, that it could be serious or 

humorous. While brands like Gillette and Rowntree’s Clear Fruit Gums featured serious faced men 

(and occasionally women), brands like Nuttall’s Mintoes and Cherry Blossom, featured more 

cartoonish and sometimes comic images of members of the military.23  This shows that from the very 

beginning of the war, even brands which were keen to incorporate the military into their advertising, 

would mostly only do so in such a way that was consistent with the brand image, illustrated by their 

pre-war advertising. This supports the conclusion drawn in the previous chapter that brands tended 

more towards pragmatism rather than explicit patriotism. 

                                                           
20 “Shavex Advertisement”, Daily Mirror, 5 September 1939, 11. “Zee Kol Advertisement”, Daily Mirror, 5 

September 1939, 11.  
21 Clampin, Advertising and Propaganda, 35. 
22 Clampin, Advertising and Propaganda, 36. 
23 It is important to note that these images were in no way mocking the military or individual service members, 

rather they were usually included in general humorous situations, or to illustrate puns, such as Figure 4.5c. 
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Figure 4.5: Serious and Humorous Depictions of the Military24 

Collectively, these advertisements (Figure 4.5) represent some different messages that were used by 

various brands, in some cases throughout the whole war. Gillette did not use the imagery of the 

heroically posed figure for long, but the positioning of the brand as being suitable for members of 

the military was used by a number of brands. This idea expanded into specific suggestions that the 

brand could be sent to members of the forces, and in some cases, prisoners of war (POWs), and was 

                                                           
24 “Gillette Advertisement”, Daily Express, 6 November 1939, 7. “Cherry Blossom Advertisement”, Daily 

Express, 9 December 1939, 12. “Nuttall’s Mintoes Advertisement”, Daily Express, 6 September 1939, 12. 
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used by a number of brands across a range of industry sectors, such as tobacco, confectionery and 

stationery, throughout the whole war. This both played into the inevitable anxiety felt by family and 

friends of those who were away on active duty and presented the brand as being endorsed by the 

forces. The reference to the member of the forces simply as him or her, was also an approach used 

by a variety of brands, as a simple shorthand for the family member or friend in the military. Finally, 

as discussed previously, the use of brand heritage and the past, as in Figure 4.5b, particularly relating 

to previous military successes, was quite common in the early days of the war. This approach also 

served to reinforce the idea already suggested by the earlier Cherry Blossom advertisements (Figure 

4.4) that the brand contributed to military success. 

One brand which simply and effectively incorporated military imagery into its campaigns was 

Bassett’s Liquorice Allsorts. Before the war their brand character, Bertie Bassett, lived a playboy 

lifestyle, which included motor racing at Brooklands (Figure 4.6a). However, as soon as the war 

began, he ‘joined up’ (Figure 4.6b). For the rest of the war Bertie served in the army, as indicated by 

his characteristic British Army helmet and Short Magazine Lee Enfield (SMLE) rifle, the standard long 

arm of the British infantryman in the First and Second World Wars.  

 

Figure 4.6: Bassett’s Liquorice Allsorts Advertisements25 

Despite Bertie’s quite upper-class pre-war lifestyle, his standing sentry duty in Figure 4.6b and use of 

a rifle throughout the war, rather than a service revolver, implies that he is not an officer. It is likely 

that the brand wished to appeal to as broad a market as possible and so kept Bertie as an everyman 

character, the famous British Tommy, an image that would have been familiar to consumers from 

                                                           
25 “Bassett’s Liquorice Allsorts Advertisements”, Daily Express, 4 September 1939, 12. “Bassett’s Liquorice 

Allsorts Advertisements”, Daily Mirror 10 November 1939, 18.  
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both the First World War and images of the build-up of the BEF in France in 1939. This approach, 

which appeared in both newspapers, contrasts strongly with the segmented approach taken by 

Nugget. Bassett’s use of humour in the form of puns, was also continued, although not in every 

advertisement.   

Other brands were more flexible than Bassett’s in their use of military imagery. Rowntree, for 

example, also adapted their pre-war campaign, which had positioned their Fruit Pastilles and Fruit 

Clear Gums as a solution for men and women who were unable to smoke while at work. As the war 

began, the message and positioning stayed the same, but the execution began to feature members 

of the armed forces, alternated with civilian defence and war workers. The use of terminology in this 

campaign was quite limited, the phrase “When it’s NO SMOKING by order” was continued, and the 

first example (Figure 4.7b) mentions “millions in uniform and mufti” (meaning civilian clothing). 

Future advertisements featured more limited copy however, which centred more on the product 

benefits and did not use military terminology. 

 

Figure 4.7: Rowntree’s Advertisements26 

                                                           
26 “Rowntree’s Fruit Pastilles Advertisement”, Daily Express, 4 September 1939, 2. “Rowntree’s Fruit Clear 

Gums Advertisement”, Daily Mirror, 9 September 1939, 7. 
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This attempt by some brands to maintain pre-war normality by continuing their pre-war message 

presents an interesting counterpoint to the role ascribed to advertising by David Clampin of helping 

the population of Britain to adapt to the new reality of the war. This assistance took the form of 

“efforts to uphold the practice of everyday life”, often by fitting the familiar brands into the new life 

forced onto consumers by the war.27  These can be seen as two separate approaches, but rather the 

brands can be seen to be illustrating that while much had changed, much had not, at least not yet. 

 The possibility must be considered however, that this approach was not always a conscious 

decision, so much as a reflection of the situation faced by the advertisers at the beginning of the 

war. Simply put, there had not been enough time for a drastic rethinking of messages, something 

exacerbated by the decision of many advertising agencies to dismiss large numbers of staff in 

anticipation of a decrease in the amount of advertising, caused by the war.28 This approach of 

adapting pre-war advertising to include military references was taken by a number of other brands 

(such as Nugget Boot Polish, Colgate Ribbon Dental Cream, Nuttall’s Mintoes, Carefree  and Black 

Magic chocolates) in the early months of the war, not changing their message, but just incorporating 

military personnel and on occasion, military equipment.29 

Some brands however, made more drastic changes to their whole advertising message, as well as 

incorporating military imagery or terminology once the war began. KitKat Chocolate Crisp, for 

example, before the war was sold as a low-fat alternative to other chocolate bars (Figure 4.8a). By 

October 1939 however, the message had changed to a slightly contradictory one positioning it as 

“The Biggest Little Meal in Britain” and featuring both military (Figure 4.8b) and civilian services 

personnel, such as a member of the Women’s Land Army (WLA).30 This use of military imagery did 

not last long. By December 1939, the same message of “2 hours’ steady nourishment” was being 

used, but the simple imagery had changed to more complex imagery focusing on normal household 

tasks, continuing the targeting of women. This short campaign by KitKat Chocolate Crisp is 

illustrative of the difficulty many brands would have had trying to decide what their response to the 

outbreak of war should be. The outbreak of the war caused a number of early changes by brands 

                                                           
27 Clampin, "'To Guide, Help and Hearten’”, 58-59. 
28 Begley, Keep Mum!, 7.  
29 “Nugget Boot Polish Advertisement”, Daily Express, 9 September 1939, 8. “Colgate Ribbon Dental Cream 

Advertisement”, Daily Mirror, 9 November 1939, 16. “Nuttall’s Mintoes Advertisement”, Daily Express, 8 
November 1939, 12. “Carefree Advertisement”, Daily Express, 4 October 1939, 4. “Black Magic 
Advertisement”, Daily Express, 6 November 1939, 11. 
30 Advertisement featuring WLA member “KitKat Chocolate Crisp Advertisement”, Daily Express, 6 November 

1939, 4. 
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which were often indicative of a level of uncertainty and confusion that would not be apparent later 

in the war. 

 

Figure 4.8: KitKat Chocolate Crisp Advertisements31 

For example, KitKat Chocolate Crisp’s use of the small basic, drawn figures sitting on the same drawn 

brand pack shot from the pre-war advertising very much gives the impression of a stopgap, marking 

time until the new message can be decided. Brands and agencies needed time to adjust to the new 

situation. The new campaign took a similar approach to the Fruit Pastilles and Fruit Clear Gums 

campaign discussed above, with line drawings mixed with text. The imagery illustrated women in 

everyday activities, mostly domestic or leisure related, until in the summer of 1940 an image of what 

                                                           
31 “KitKat Chocolate Crisp Advertisement”, Daily Express, 8 September 1939, 2. “KitKat Chocolate Crisp 

Advertisement”, Daily Express, 6 October 1939, 4. 
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could be a ‘land girl’ was used followed by an Auxiliary Territorial Service (ATS) mechanic in August 

1940. 

Early Portrayals of the RAF in Advertising 

The research indicates that the RAF was used a lot less than the other forces in advertising across 

the war and that it took longer for the RAF to be included in advertising to any extent. It was not 

until May 1940, after the end of the Phoney War for example, that the percentage of advertisements 

featuring images of the RAF exceeded 2%. Partly, this was because the RAF lacked the history of the 

two more established services, being only 21 years old at the beginning of the war.32 As a result 

there were no brand characters who were members of the RAF and it was not used by brands in 

advertisements focusing on brand or military heritage.  

Additionally, it is worth noting that as popular as the RAF were to become later, before the war and 

in its early months, the public attitude towards them was much more negative. As discussed earlier, 

the RAF had a poor reputation both before the war and in the early days of the war, up to and 

including the Battle of Britain, due to the misbehaviour of its pilots and its perceived failings at the 

Dunkirk evacuation.33 It has been suggested that this behaviour resulted from the way RAF officers 

were recruited before the war, with most holding Short Service Commissions for five years after 

which they joined the RAF Regular reserve. It was claimed that these pilots possessed “a youthful 

degree of irresponsibility which might be invaluable in war but which tended to be uncontrollable in 

peace”.34 This resulted in mixed feelings that moved over time towards positivity concerning the 

RAF, meaning that in the early days, brands would have been loath to associate themselves with the 

RAF.  

When it was used in advertising, messages featuring the RAF mostly used a similar format to those 

using the other forces. In fact, in most cases the RAF was used interchangeably with, but less often 

than, the other forces. One way, however, that the use of the RAF was different during the early 

period of the war was that it was the only one of the forces to be represented in specific action. 

Most representations of the forces during the first year of the war were similar to those shown 

previously in this chapter – individuals or groups shown in portrait form or engaged in non-combat 

                                                           
32 Phillip S. Mellinger, “Trenchard and "Morale Bombing": The Evolution of Royal Air Force Doctrine Before 

World War II”, The Journal of Military History, vol 60, No. 2 (April 1996), 243, 247. 
33 Francis, The Flyer, 16-21 for negative feelings about the RAF and the behaviour of its pilots lasting until and 
through the Battle of Britain.. Hastings, All Hell Let Loose, 66, and Bishop, Battle of Britain, 44 for negative 
feelings about the RAF’s role in the Dunkirk evacuation. 
34 Tony Mansell, “Flying start: educational and social factors in the recruitment of pilots of the Royal Air Force 

in the interwar years”, History of Eduction, vol. 26, No. 1, (1997), 71, 72 quoting A. Wheeler, Flying Between 
the Wars (Henley on Thames, 1972), 1. 
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activities, such as parades, sentry duty or writing letters home. Those that featured portrayals of the 

different forces ‘in action’ were mostly quite generic, such as the ‘Men and Women with Wills to 

Win’ campaign by Wills tobacco which featured soldiers loading an artillery piece or sailors working 

on the deck of an aircraft carrier. No claims were made that the men involved are engaged in action 

against the enemy, so these actions could simply have been training activities. In contrast, however, 

three brands’ advertisements featured the RAF dropping propaganda leaflets on Germany (Figure 

4.9). 

These “leaflet raids” which began on the night of September 4-5, 1939 continued until at least 

March 1940.35 The advertisements for Mars and Lifeguard Car Polish can also be seen to be a 

reaction to a certain level of controversy surrounding these raids, when the MoI refused to release 

the text of the leaflets to avoid providing information to the enemy, despite the fact that the leaflets 

were being dropped on the enemy.36 By suggesting that the leaflets might proclaim the quality of 

their brands, the advertisement manages to both promote their own brand, link it to the war effort 

and poke fun at the MoI, which was sometimes renamed in the press as the ‘Ministry of 

Disinformation’.37  The longevity of this controversy can be seen by the fact that the advertisements 

continue from the beginning of the campaign through until at least April 1940. This also supports the 

previously stated view that brands were not driven by blind patriotism in their advertising even to 

the extent on occasion of engaging in light-hearted mockery of military strategy. 

 

 

                                                           
35 Cedric Larson, “The British Ministry of Information”, Public Opinion Quarterly, vol 5, no. 3, (1941), 412, 427 

for the beginning of the raids. “The ‘Canvassers’ of Berlin”, Daily Mirror, 2 March 1940, 11 for their 
continuation until March 1940. 
36 Labour MP Harold Nicholson quoted by Andrew Roberts, The Storm of War, (London: Penguin, 2010), 35. 
37 Mackay, Half the Battle, 56. 
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Figure 4.9: Early RAF Advertisements38 

According to MO, by February 1940, “people were depressed, pessimistic and apathetic about the 

war” in part due to the lack of activity on the battlefield and the increased level of regulation that 

the beginning of the war brought, for no apparent purpose.39 The depictions of the military in 

advertising during this period, concentrating on non-combatant activities, albeit showing the 

development and preparations of the forces, could not serve to inspire consumers. These depictions 

did, however, demonstrate a change on the part of many brands (though not all by any means) to an 

engagement with the war effort, while also illustrating the importance of accurately reflecting the 

current state of the war. As the nature of the war changed in May 1940, this need for accurate 

reflection meant that the way the forces were portrayed in advertising also changed. 

                                                           
38 “Mars Advertisement”, Daily Express, 7 October 1939, 8. “Nuttall’s Mintoes Advertisement”, Daily Express, 2 

January 1940, 12. “Lifeguard Car Polish Advertisement” Daily Express, 5 April 1940 12. 
39 Quoted by Mackay, Half the Battle, 56. 
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The End of the Phoney War 

The Phoney War ended on 9 April 1940 when, just before a planned British invasion, Germany 

invaded Norway.40 This began a string of defeats on and retreats by the British and French forces 

which culminated in the evacuations of the BEF from France in June 1940. 41 This marked a change in 

the portrayal of the military in advertisement. There was a decrease in the percentage of 

advertisements featuring the military over the summer of 1940 (from 15.77% in May 1940 to a low 

of 7.73% in November 1940). While this is not as big as the decrease in the summer of 1944 (from 

19.53% in April to 8.9% in October) it is substantial.  

One major reason for this decrease was that with the return of the BEF, advertisements removed 

suggestions that brands could be sent to the BEF or ‘the forces in France’. Even though there would 

still have been some forces stationed overseas (in the Middle or Far East for example) or stationed 

away from home but still within Britain, who could have been sent cigarettes, they were not 

mentioned, except to say that “orders cannot be accepted for delivery in the United Kingdom” 

(Figure 4.10a). Later in the war, as British forces began to engage the Axis forces (predominantly, 

Germany, Italy and Japan) more actively, this message returned and also began to refer to POWs.42 

Other brands, from a variety of sectors such as stationery and confectionery, mentioned those in the 

forces more generally (Figure 4.10) and this message continued throughout the war for different 

brands.  

The theme of referring to those in the forces simply as ‘him’ or ‘her’, or sometimes both, continued 

in the period after the Phoney War (Figure 4.10d). It is possible that brands were responding to a 

superstition of not naming those away from home. Alternatively, by not identifying a specific 

relationship to the person serving away, the brand was positioning itself as a suitable gift for anyone 

to send, whatever their relationship to the recipient. Whatever the explanation, it was an approach 

which had also been taken in the First World War and used by at least two other brands.43 

 

                                                           
40 Roberts, The Storm, 38-39. 
41 Roberts, The Storm, 38-44 for the defeat in Norway, 54-74 for the defeat of Allied forces in France and the 

Low Countries and the French surrender. 
42 For example, “Four Square Advertisement”, Daily Express, 1 November 1943, 2. 
43 For example, “Ingersoll Advertisement”, Daily Mirror, 7 April 1916, 11 and “Paisley Flour Advertisement”, 

Daily Mirror, 13 June 1916, 8. 
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Figure 4.10: Send to the Forces Advertisements44 

Aside from these unsurprising general changes to advertising, it is important to note that even when 

the military was somewhat successful, there was very little reference to it in advertising. There are a 

number of potential reasons for this, including, advertisers’ caution based on the reverses of the 

                                                           
44 “British American Tobacco Advertisement”, Daily Express, 8 November 1939, 11. “De Reszke Minors 

Advertisement”, Daily Mirror, 4 December 1939, 15. “Swan Pens Advertisement” Daily Express, 9 November 
1939, 11. “Fox’s Glacier Mints Advertisement”, Daily Mirror, 7 October 1939, 3. 
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previous months, the impact of these performances on the public attitude to the military, the rapid 

speed of developments over that summer and, arguably most importantly, an increased 

concentration on the role of civilians in the war during the summer of 1940. 

 

The Summer of 1940 

Malcolm Smith states that the summer of 1940 in Britain has become identified with a “dominant 

myth – or mythic structure” consisting of “the interconnecting metanarrative of Dunkirk, the Battle 

of Britain and the Blitz”.45 While Smith’s point is about the myths that have developed around these 

events, the events themselves, are also connected.46 The Dunkirk evacuation (and the lesser known, 

later evacuation of the ‘second BEF’ from the Channel ports) marked the end of Britain’s 

contribution to the battle of France, which led to the Battle of Britain, which merged into the Blitz in 

the winter of 1940-41.47 Although Smith does not mention it, the fear of invasion over the summer 

of 1940, which the Battle of Britain was seen as combating, was also an important part of this period 

and the myth of 1940. 

The linkage of these separate events as myths into a “dominant myth” is important for an 

understanding of this period of the war, particularly since these individual myths began to be 

consciously created at the time. From the discussion of the Dunkirk evacuation which “exaggerates 

the role of the ‘little ships’ and the failures of Britain’s allies”, through to the ‘Myth of the Blitz’, it 

can be seen that the myths of 1940 were used to form a baseline of behaviour for the British public 

to emulate.48 For example, the Battle of Britain, already “unique” as the first battle to be fought 

entirely in the air, could also be argued to be unusual, in that it was named and began to be 

mythologised before the battle even began.49 Stephen Bungay calls, “The Battle of Britain story … 

epic myth … [one] which still fires the popular imagination,” which was deliberately created in 

answer to the need of the British people for a myth.50 Bungay does not explain why the British 

needed a myth, the implication is that the progress of the war at the time mandated the creation of 

                                                           
45 Malcolm Smith, Britain and 1940: history, myth and popular memory, (London: Routledge, 2000), 30. A 

similar point is made by Calder, Myth of the Blitz, 1. 
46 For example, Rose, Which People’s War?, 20 on the development of the myth. 
47 Roberts, Storm of War, 60-68 and 72 for the evacuation of British forces and 93-102 and 105-109 for the 

overlap of the Battle of Britain and the Blitz. 
48 Nicholas Harmon, Dunkirk: the Necessary Myth, (London: Hodder and Stoughton, 1980) quoted by David 

Archard, “Myths, Lies and Historical Truth: a Defence of Nationalism”, Political Studies, XLIII (1995), 472, 473, 
for Dunkirk quote.   
49 Smith, Britain and 1940, 55.  
50 Bungay, Most Dangerous Enemy, xii. 
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new mythology. According to Holland, in early summer 1940 “diaries and letters of the day reveal a 

widespread sense of doom and even panic” and it is into this atmosphere that Winston Churchill 

began to create the myth of the Battle of Britain, even before the Battle began.51 Angus Calder 

points out that the Blitz was also named before it began, but states that “it was instantaneously and 

spontaneously ‘mythologised’”.52  

A major difference between the Phoney War and the summer of 1940, and a reason why these 

myths were developed, was the increased role of civilians once the German conquest of France was 

completed. During the Phoney War, according to Robert Mackay “the nation was at ‘action stations’, 

but the action refused to start”.53 With the army abroad and the Homefront in little actual danger, 

the Phoney War resembled many wars the British had fought before. The increase in production and 

increased recruitment to the armed forces more closely resembled the First World War, but again 

this represented limited engagement for the Homefront. A major difference from the First World 

War was that the lack of military action and of the expected air raids on Britain to justify the 

increased regulation and the blackout led to “impaired morale”.54  Once the fighting began, first in 

Norway and then in France and the Low Countries, the British Army and the RAF began to lose 

ground, which created some concern among the British public about the performance of the 

military, as is apparent from diaries of the period.55 It seems likely that this would have influenced 

the portrayal of the military in advertising, which declined in percentage terms from May 1940 and 

did not really return to similar levels until September 1941. The limited number of portrayals of the 

RAF in advertising during the Battle of Britain noted previously was also identified in Picture Post by 

Clampin, who suggests that it was because advertisers might have been “unsure of just how well it 

was performing and unwilling to draw further attention to the closely matched battle under way”.56 

That this attitude was informed by the military reverses of April and May 1940, seems likely. 

An important indicator of a change of attitude later in the Summer of 1940 is provided by a 

campaign by cigarette brand Churchman’s No.1. Their pre-war advertisements suggested that 

                                                           
51 James Holland, “The Battle of Britain: A Reassessment." The RUSI Journal, no. 4 (August/September 2010), 

75. Stephen Bungay, The most dangerous enemy, (London: Aurum, 2001), 21-26 on Churchill beginning to build 
the myth before the Battle and pp. 17- 26 for a discussion of Churchill’s speeches between becoming Prime 
Minister and the beginning of the Battle. 
52 Calder, Myth of the Blitz, 2. 
53 Mackay, Half the Battle, 50. 
54 Mackay, Half the Battle, 50-52. 
55 For example, MO Diarist Christopher Tomlin, felt that the poor performance of the military in these early 

campaigns caused a lack of trust in the Government, from Simon Garfield, We are at war: The Remarkable 
Diaries of Five Ordinary People in Extraordinary Times. (London: Ebury Press, 2009), 228. 
56 David Clampin, Advertising and Propaganda in World War II: Cultural Identity and the Blitz Spirit, (London: I. 
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smoking the brand could be an excuse to delay tasks. When the war began, these advertisements 

began to feature smartly dressed male and female members of various military services as well as 

what appears to be a Voluntary Aid Detachment (VAD) nurse and a member of the Women’s Land 

Army, but the message was the same (Figure 4.11a). On 6 July 1940, the message changed; now, the 

brand was positioned as something to be enjoyed “after a job well done” (Figure 4.11b) with an 

image of two RAF fighter pilots wearing their parachutes, standing next to a fighter plane. This new 

message, along with the move from the pseudo-romantic imagery, continued until the end of the 

war. Interestingly, this first advertisement predates 10 July 1940, the date that the Battle of Britain 

“officially” began, according to Malcolm Smith.57 However, air raids by the Luftwaffe earlier in July 

could have been the inspiration for this execution.58 The message is important because it 

demonstrates, for one brand at least, the idea that the waiting is over and that rewards need to be 

earned by a job done well. As discussed previously, this was quite a common message for brands 

later in the war, positioning their brand (and often its return from absence or shortages) as a reward 

for victory. While victory or the end of the war is not mentioned explicitly here, this can be seen as a 

very early example of this message. 

                                                           
57 Smith, Britain and 1940, 62 for the beginning date of the Battle, although he also states that “the dates for 

the Battle itself remain vague” and that both sides had different ideas about when they began fighting it, 55. 
58 Patrick Bishop, Battle of Britain, (London: Quercus, 2009), 73. 
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Figure 4.11: Churchman’s No.1 Advertisements59 

With the exception of the generic type of advertisements mentioned above, only one brand referred 

to the Battle of Britain even obliquely. This is possibly because the technical nature of the battle 

meant most brands would have had no legitimate connection to claim. It seems likely that they 

would have learned from the controversy surrounding patent medicine brand Aspro, which 

published an advertisement featuring a letter, supposedly “from two Fusiliers”, claiming the brand 

was the “mainstay of our defence” at the Dunkirk evacuation (discussed in the previous chapter). 60 

Peter Gurney notes that this claim “was thought particularly distasteful”, while generally “campaigns 

                                                           
59 “Churchman’s No.1 Advertisement”, Daily Express, 8 June 1940, 6. “Churchman’s No.1 Advertisement”, Daily 

Express, 6 July 1940, 6.  
60 “Aspro Advertisement”, Daily Mirror, 10 June 1940, 14. 
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that cynically used the experience of war for private gain unsurprisingly generated opprobrium”.61 

Regardless of whether the testimonial was real or not, the claim of the brand that they were the 

“mainstay of our defence” seems like advertising hyperbole and could be seen to be disrespectful to 

the sacrifices of those who were involved and those families mourning their loss. Noting this, other 

brands may have decided to avoid making spurious claims of linkages to military action.  

 

Figure 4.12: Huntley & Palmers Battle of Britain Advertisement62 

Bearing this in mind, the only advertisement which references the Battle of Britain is significant. 

Featuring an image of a Hawker Hurricane fighter of the RAF, the 6 September 1940 advertisement 

for Huntley & Palmers Breakfast Biscuits simply attempts to associate the brand with the values of 

the RAF and the victory by juxtaposition, rather than any specific claim (Figure 4.12). The 

advertisement is interesting for two other reasons. Firstly, it appeared on 6 September 1940, the day 

before the Luftwaffe bombed central London in large numbers for the first time.63 This is viewed 

both as the beginning of the Blitz, and as the turning point of the Battle of Britain, when the 

Luftwaffe stopped bombing the RAF airfields in the south of England, giving RAF fighter command 

                                                           
61 Peter Gurney, “Voice of Civilisation: advertising and its critics in austerity Britain”, Contemporary British 

History, vol 32, no. 2, (2018), 190, 191. 
62 “Huntley & Palmers Breakfast Biscuits Advertisement”, Daily Express, 6 September 1940, 2. 
63 Bungay, Most Dangerous Enemy, 308-312. 
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airfields and coordination apparatus based there time to recover.64 As a result, the advertisement 

can be seen as pre-empting a victory which was not by any means certain. 

The second reason why the Huntley & Palmers advertisement is significant is that it specifically 

mentions the Hawker Hurricane (commonly known as the Hurricane), which was the most common 

British fighter during the Battle of Britain and one that shot down more enemy aircraft than the 

Spitfire.65 Despite this, the Spitfire acquired “a legendary, iconicised status that has been sustained 

since the war ended, largely – and misleadingly – eclipsing the Hurricane’s important role”.66 It could 

be argued that this status began to be developed during the war, in part due to a feeling of 

ownership or engagement on the part of the people of Britain, developed by the “Saucepans for 

Spitfires” and Spitfire funds campaigns.67 For most of the time the Battle went on however, there 

does not appear to have been any favouritism to the Spitfire in the British media. Garry Campion 

cites newspaper stories and newsreels in which the contributions of Spitfires and Hurricanes were 

both acknowledged.68 It also seems that media coverage, directed by the Air Ministry communiqués, 

of the Spitfire increased towards the end of the battle when the ratio of escorting fighters to 

bombers sent over by the Luftwaffe increased. This was because the Spitfire was better able to deal 

with the German ME109s than the Hurricane and as a result achieved more success in these later 

Battles.69 However, the fact that the only advertisement to mention a specific fighter type during the 

Battle refers to the Hurricane in relation to the victory rather than the Spitfire, shows that in 

September 1940 at least, the Hurricane’s contribution to the Battle of Britain was recognised at least 

equally to that of the Spitfire. 

The overall decrease in portrayals of the military at this time can be seen to be matched by an 

increase in portrayals of different aspects of war work and, to a greater extent, ARP, indicating both 

the increased importance of civilians and their increased vulnerability to enemy action (Figure 4.13) 

in the early part of the war.  

                                                           
64 Bungay, Most Dangerous Enemy, 312 for the change taking pressure off the RAF structure. Also, Smith, 
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ARP References 

The research shows that as the percentage of references to the military decreased from May 1940, 

there was a dramatic increase in the percentage of advertisements referencing air raids and various 

aspects of ARP, from 2.2% in May 1940 to 11.59% in November 1940.70 The increase in June 1940 

coincides with the beginning of the widespread bombing of Britain with “many areas” experiencing 

“light raids”. 71 In some cases these new references to ARP were simply inclusions in existing 

campaigns, in much the same way as some of the same brands had included references to the 

military in the early months of the war.72 Most of the advertisements were of a similar style to those 

referencing ARP in the early months of the war, such as for first aid brands or retailers selling 

products designed to help with preparations for air raids, such as blackout material.  

 

Figure 4.13: Percentage of Advertisements Referencing ARP, War Work and the Military in 

Advertising, 1939-41 

 

                                                           
70 ARP references included mentions and images of shelters, emergency services, civil defence, blackout and 

evacuation. There is some overlap with military references as anti-aircraft guns were referenced as both. 
71 Calder, The Myth of the Blitz, 124. 
72 For example “Rowntree’s Fruit Clear Gums Advertisement”, Daily Express, 5 June 1940, 4, which combines 

both military and ARP, featuring a soldier standing in front of anti-aircraft guns. 
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One major difference was that some brands began to shift from messages about preparations for air 

raids to discussing the practicalities of air raids. There were some attempts to show brands as a way 

to make the air raid experience better, such as ‘natural laxative’ Kruschen positioning itself as a way 

to help Air Raid Wardens better deal with the shock to their systems of disturbed sleep, “damp 

nights” and “stuffy dug-outs”.73 A number of brands with even more tenuous connections to air raids 

or ARP also made reference to aspects of air raids or ARP in their advertising, such as Macleans 

Peroxide Toothpaste. As usual for this campaign, no specific product claims were made, other than 

the smile of the subject of the advertisement, which was intended to illustrate the effect of brushing 

with Macleans. Instead, the advertisement mentioned the All Clear as part of its normal punned 

response to the question “Did you MACLEAN your teeth to-day?”.74  

Some brands with no connection to ARP or air raids began to produce advertisements which related 

to air raids but made little or no mention of the brand. Two examples of this are soap brands, 

Sunlight Soap and Lifebuoy, which both released advertisements featuring this technique 

referencing air raids (Figure 4.14). Making use of the commonly utilised cartoon and poetry format 

and guided by “people who have been in air-raids”, Lifebuoy gave practical advice on preparing for 

air raids, by having warm clothing by beds and hot water bottles filled ready for night-time alarms. 

The date of the Lifebuoy advertisement, 5 September 1940, predates the first major bombing raid 

on London, regarded as the beginning of the Blitz, by two days, indicating that the brand was driven 

by national, rather than just by London, civilian experience. By contrast, Sunlight Soap concentrated 

more on the behaviour that was expected from people when responding to the siren. The Lifebuoy 

advertisement was a one-off, as most of their messages were product related, while the Sunlight 

one was a part of a long running campaign. This campaign, which began in May 1940 and appeared 

weekly in both newspapers featured in this research, was designed “to help and encourage in these 

times of great national effort” and featured content “specially written by leading writers and 

thinkers”.75 This use of advertising to model preferred behaviour was a theme throughout the war, 

as noted by Clampin, but highlighting the timeliness of the messages, driven by the needs of the 

particular situation that was allowed by the short lead times of advertising is a significant 

contribution, driven by the methodology of this research.76 

                                                           
73 “Kruschen Advertisement”, Daily Express, 6 July 1940, 6. 
74 “Macleans Peroxide Tooth Paste Advertisement”, Daily Express, 5 June 1940, 1. 
75 “Sunlight Advertisement”, Daily Mirror, 6 July 1940, 10. 
76 For example, Clampin, “To Guide, help and hearten”, 59-60. 
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Figure 4.14: ARP Content Marketing Advertisements77 

While the Lifebuoy advertisement was very practical, the Sunlight Soap message can be seen to fit 

with government concerns about the possible behaviour of the British public if and when they 

actually experienced an air raid. Mackay discusses the development of thinking regarding the impact 

of bombing (combined with an expected use of poison gas) on a civilian population, pointing out that 

the expectation of the British government was that bombing would be immediate, intense and result 
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5 September 1940, 10. 
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in massive casualties, both physical and psychological.78 Official estimates were that there would be 

an immediate air raid on London “in which 3500 tons of bombs would fall in the first 24 hours” of 

the war, killing 58,000 people.79 These were expected to result in “mass panic and probably 

widespread and destructive rioting” along with “shrieks for peace”.80 While subsequent events 

would illustrate that these predictions overestimated the impact of bombing and the capabilities of 

the Luftwaffe, as well as underestimating the resilience of civilians (both British and German) to 

bombing, these concerns did prompt much thought and activity on the part of the British 

government.81   

Helen Jones, discussing the way civilians behaved during air raids, makes the case that “the 

government and the media believed … that people’s attitudes towards, and behaviour in, air raids 

was vital to avoiding defeat and winning the war”.82 While fear of air raids was stronger in Britain 

than in the rest of Europe before the war, it has been suggested that this may have hampered 

preparations for potential air attacks before the Munich crisis in 1938 due to a feeling that they 

could not be stopped anyway.83 Following the crisis, efforts were increased but they were beginning 

from a very low point and in many cases were primarily concerned with gas attacks.84 By the time 

war was declared, Richard Brown noted in his diary that there were “those who said [installing an air 

raid shelter) wasn’t necessary” and even he, an ARP warden, was still finishing his off.85 

Eventually, the pre-war fears were proven wrong and air raids were, while potentially deadly, more 

of a chronic problem that could be lived with, to which end shared experience may provide useful 

lessons. The advertisements from Lifebuoy and in particular Sunlight Soap’s whole ‘Through the 

Sunlight Window’ series, can be seen in this light, but also as taking a different approach to the 

MOI’s “unnecessary and inept [measures], based as they were on misunderstanding and distrust of 

the British public”. 86 Sunlight Soap, “exploiting the product’s already established prestige” offering 

advice and validating a perfectly natural feeling of fear, rather than the exhortation normally 
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provided by the MOI, fit with the wartime role of advertising established by Clampin, as providing 

“an honest representation of everyday life”, in this case, the fear engendered by the air raid siren.87 

The value of this approach is illustrated by what Angus Calder describes as a spread in “the habit of 

adaptation from those who were brave and active to those who were not, so that increasing 

proportions of the population became brave and active” after “two months of continuous blitz”.88 

This coincided with a decline in mentions of ARP in advertising,  allowing for a period of adjustment 

by advertisers, from a peak in December of 11.59%, again illustrating the ability, and willingness of 

advertisers to adapt their messages to the public mood. 

This can be seen in many of the advertisements that began to appear in December 1940 which 

showed more positive air raid experiences. For example, an advertisement for Foster Clark’s Soups 

showed a smiling woman “going to heat up the SOUP before the warning goes”.89 A number of other 

brands took a similar approach, but the brand which perhaps best epitomised this change, while also 

displaying the behaviour expected of the British public, was Bovril. Two advertisements from the 

brand appeared in the Daily Express in February and March 1941, using a cartoon style which would 

have been familiar to readers of the paper. The first showed two men emerging from what appear to 

be coal cellars used as air raid shelters, while the second shows what seem to be two fire watchers 

calmly drinking Bovril while bombs literally drop around them and anti-aircraft guns fire at an enemy 

bomber overhead (Figure 4.15). Along with Foster Clark’s Soups and Bovril, other food and drink 

brands also contributed to the myth of the Blitz. For example, both Lemon Hart Rum and Ovaltine 

featured smiling civil defence workers, a fireman and an ARP Warden, respectively, enjoying their 

brand.90 The idea that both civil defence workers and civilians could contemplate raids with good 

humour, feeds well into the Myth of the Blitz, mentioned earlier. 

These Bovril advertisements can be seen to be providing a model of expected behaviour, as well as 

indicating how the brand could help consumers in emulating this. As the advertisement appeared 

first in February 1941 when the Blitz on London was already five months old, it could be argued that 

they would best serve as guides for those outside London who had so far escaped serious bombing, 

to indicate that it could be survived.  
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Figure 4.15: Bovril Advertisements91 

It is important to note, though, that not all brands used this positive approach. A majority of the 

others who mentioned the blitz, were more realistic, albeit while suggesting ways to cope with the 

effects of bombing. For example, Horlicks raised the possibility that individuals could suffer from 

nerves or low energy, although it was blamed on poor sleep, rather than bombing.92 A number of 

brands sought to mitigate the effects of air-raids; for example, Jays furniture replacement scheme, 

George Bells and Bob Martin’s pet sedatives, and Mackenzie smelling bottle.93 Some brands such as 

Weetabix and Mars concentrated on the need for civil defence workers to snatch meals on the run 

and Ostermilk discussed the effect of bombing on nursing mothers and their babies.94 The only 

pattern that seems clear is that all of these brands were positioning themselves through these 

advertisements to fill a specific need rather than presenting branding messages. As a result, the 
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requirement to identify that specific need meant that advertising, by definition, needed to identify a 

problem created by the air-raids, a point made by Clampin.95 However, it should be noted that the 

execution by Foster Clark’s Soups and arguably Bovril, did this while still showing civil defence 

workers and civilians acting in a calm and positive manner in relation to air raids. The point is that by 

this stage of the war, a number of brands, whether consciously or not, had recognised that 

demonstrating this sort of attitude and behaviour in their advertisements would resonate with 

consumers, whether as something they had witnessed and experienced or as something they 

expected of themselves and others. This increased level of sophistication of thought among 

advertisers about how to connect with the war effort can be seen to also impact on the use of the 

military in advertising as the war continued. 

 

Military References from March 1941 

Following the May 1940 peak in military references, they trended generally downwards until March 

1941, then began to increase again. This upward trend does not coincide with a long period of 

military success. Although British forces in North and East Africa and the Mediterranean were having 

some success against the Italians in December 1940 and January 1941, this soon turned into another 

series of defeats and evacuations when they faced the German forces in Greece, Crete and North 

Africa.96  

In the advertising, the main difference from previous depictions was that a number of brands which 

had stopped referencing the military in their advertising began to do so again, for example the 

Rowntree’s Fruit Gums and Pastilles campaign, which had changed back to its pre-war strategy of 

featuring only civilian workers in the summer of 1940, began to also feature members of the military 

again from March 1941. At least one other brand, Kolynos Dental Cream began to feature military 

personnel for the first time at this point. It did this by changing its previous tagline from “Spotlight 

on Charm” to “Spotlight on Service”. The execution was similar, still featuring images of smiling 

women; however, the women were now in the military or in some cases civilian services (such as the 

Auxiliary Fire Service or AFS). 

One theme that began to become more common in this period in relation to military references is 

brands suggesting that their use would allow consumers to better support the services. A Rinso 

advertisement from April 1941 for example, continues a common message of washing powders, that 
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use of the brand would save time, money and/or fuel by allowing washing without boiling. In this 

case the execution related to a woman saving so much time and effort on her washing by using the 

brand, that she was able to prepare 300 sandwiches for the “troops concert” while remaining “as 

fresh as a school girl”.97 This is a development of an earlier message linking using brands to 

supporting the war effort. A significant subset of this are brands which use the more specific 

message suggesting that by using the brand, wives can save money which would in turn allow them 

to send gifts to their husbands in the forces. The first appearance of this message in the sample was 

by Hudson’s Soap Extract in June 1940 showing a housewife impressing her sailor husband, who was 

home on leave, by how much money she had managed to save by using the brand, money which 

was then spent on food and knitwear for her husband. However, there were no other uses of this 

message until 1941, when it began to become more common. It can be seen as another iteration of 

the attempts by advertisers to model expected behaviour, in this case by wives, and it is clear that 

the expected behaviour is to put their domestic duties first. A similar approach used by Mrs Peek’s 

puddings was highlighted by Clampin.98 

This behaviour extends to the variety of different ways in which women were expected to contribute 

to supporting both the war effort and their men and the appropriate ways they were expected to 

spend their leisure time. The advertisements illustrate a variety of ways in which women could 

support the war effort once their domestic duties were completed. While some, such as taking a war 

job, exist outside of traditional female roles, most of the others do not, for example minding the 

children of female war workers or making sandwiches for the troops concert. Some new duties also 

appear, such as dressmaking, to extend the life of clothes and even queuing to get the best place in a 

public shelter. One final theme that recurs in these advertisements was the onus placed on women 

to manage domestic finances and the stress this could cause, whether husbands were at home or 

not, something which Nella Last comments on.99 According to Sokoloff “it was feared” that “women 

without resident husbands would not be able to manage their households” and in part these 

advertisements can be seen as an attempt to address this.100   This is another example of the point 

made previously that advertisements can be seen as a useful source for contemporary attitudes, in 

this case to the roles of women, both within and outside of the domestic sphere.  
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It is not clear why this increase in the amount of advertising to feature references to the military 

over the final seven months of the sample began when it did. The beginning of the upward trend 

predates most of the events in 1941 that could be seen to be favourable to Britain’s position in the 

war, such as “the ending of the Big Blitz” (the heavy night bombing of Britain which began in 

September 1940) in May, and the German invasion of Russia in June.101 Britain did begin to 

experience its first ground battlefield successes in North and East Africa in February 1941, which 

could have impacted on advertisers, though no advertisements referenced Africa either directly or 

indirectly, and these victories were followed by a series of humiliating defeats.102 What seems most 

likely is that with the increased military activity, and with all three services in action, brands began to 

once again see association with the services in advertising as a way to demonstrate association with 

the war effort. 

 

Conclusion 

This chapter has shown that during the first part of the war, described by David Edgerton as “a time 

of defeat”, advertisers clearly demonstrated their pragmatism in the way that they used the military 

in their advertising.103 While there were victories during the first phase of the war, in the Battle of 

Britain and some early victories in Africa, there were enough defeats to support Edgerton’s point 

and create problems for advertisers attempting to associate themselves with the military. 

In retrospect, the first phase of the war, perhaps, is better seen as long periods of preparation, 

during which the military (primarily the army) readied itself for future battles, interspersed with 

periods of activity. As discussed in this chapter, the RAF and the RN were always in action, but 

usually only relatively small numbers of men and parts of each service were involved. As a result, the 

representations of the military in advertising can be seen to follow a pattern, increasing when the 

military, in particular the army, was in large scale combat. In part, this might be because the actions 

such as the Battle of Britain which involved other services operating alone were so short lived or 

because as Clampin suggested, advertisers were concerned, based on past experience, that the 

outcome of the battles might be negative. 
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The impact of this can be seen in the advertising in this period. In the opening phase there was an 

increase in military references due to the expectation of imminent action. After the belated opening 

of hostilities on land resulted in defeat for the British and French, there was a downward trend in 

the percentage of advertisements referencing the military which did not reverse until the British 

army went into continued action in March 1941. Simply in terms of the percentages of overall 

references to the military, it can be seen that they were higher when the British army was in action. 

Over the first phase of the war, there were also qualitative changes in the way advertising 

referenced the military. For many brands, incorporating the military into their advertising was simply 

a matter of including soldiers, sailors or airmen (and women) in existing messages. However, as the 

war progressed, increasing numbers of brands began to develop new messages and executions. Over 

time, these executions became more sophisticated, indicating a learning process was going on, and 

that brands were becoming increasingly comfortable with using the military in their advertisements.  

Alongside this sophistication, many brands also arguably became more pragmatic, in that rather 

than blindly engaging with the military, they began to base their use of the military in 

advertisements on the level of combat activity and success applicable at the time. It is impossible to 

know for certain if the negative public response to the Aspro advertisement in June 1940, which 

claimed an unlikely association with the defence of the evacuation beaches at Dunkirk, had an 

impact on advertisers, but for whatever reason, brands did not claim specific associations with 

military actions, and barely mentioned specific battles or campaigns in 1939-41. Instead, the focus 

was on individual soldiers (as recipients for products sent from home for example) or the military as 

a whole (for example to imply that the brand was endorsed by the military).  

Overall, this behaviour by advertisers can be seen as an attempt to emphasise the success of their 

brands over overt support for the military in advertising. Many brands would either concentrate on 

non-war related, brand issues or non-military aspects of the war, such as ARP, when the military (in 

particular, the army) was not in large-scale combat. Alternatively, a number of brands also chose to 

feature light-hearted, cartoonish imagery of members of the military, rather than the heroic imagery 

that might be expected, and which had been used traditionally in a variety of media representations, 

such as popular ballads and novels, as well as advertising.104 The images used were in no way 

presenting the military as the butt of a joke, but instead fitted generally with the tone of the brands’ 
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advertising. As such it is argued that advertisers were making choices driven by pragmatic brand 

reasons, rather than patriotism alone.  
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Chapter Five – The Use of War Related Imagery and Language in Advertisements, 1943 – 

1945 
 

Introduction 

This chapter will explore the ways that advertisers dealt with the military in the final phase of the 

war. It will demonstrate that advertisers changed how they used the military in a number of ways. 

Due to the changing nature of the war, with British troops being more engaged on the continent of 

Europe and the military situation being more favourable, brands began to make more use of images 

of men engaging in military activity but tended to concentrate on machines rather than personnel 

when showing military action. 

The military changes between the two periods also impacted on how women were portrayed. The 

chapter will discuss how, in the first two years, representations of women in the military featured 

them engaging in a variety of activities, many of which could be seen as traditionally male. While the 

chapter will argue that this was a result of brands’ pragmatic reaction to the war situation rather 

than a desire to represent equality, it is still an important aspect of advertising during this period. 

This changed in the final two years, as the British military became more engaged in combat on the 

ground in Europe and were more successful than earlier in the war. Advertising from this period 

featured more images of men engaged in military activity and fewer images of women doing so. This 

recognition of the link between military success and the portrayal of women is an important 

contribution.  

This chapter will also discuss how the myriad roles that women were expected to play, as members 

of the military, partners of men serving or as morale boosters, impacted advertising. The chapter will 

show that even while advertising was showing women taking on ‘male’ roles, pressure was being 

placed on them to uphold their men’s, and society’s, morale by being beautiful and feminine, even 

at the expense of their full-time commitment to the military. At the same time, how advertising 

supported society’s expectation that women should remain faithful to their men serving away, even 

if the men were not held to the same standards, will be discussed. The recognition of the 

complexity, and even contradictory nature, of the expectations advertising placed on women is a 

contribution made by this chapter. 

This chapter will also add to our understanding of the war by discussing how the idea of the 

members of the British military as citizen-soldiers also influenced advertising during the war, and the 

ways in which this increased as the end of the war neared. The return of the members of the military 

to civilian life after the war was increasingly discussed in terms which related to them as individuals, 
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by giving them names, referring to particular jobs they would be returning to and in some cases, 

using photographs of individuals. As a mirror to the process at the beginning of the war of moving 

away from using photographs and discussing reservists as separate from the regular army, this is 

presented as a way for the country to distinguish itself from the militarism of its enemies. 

 

Military Situation in August 1943 

The military situation faced by Britain in August 1943 was very different from that in September 

1941. Winston Churchill called the volume of his history of the Second World War that dealt with 

this period, The Hinge of Fate, “because in it we turn from almost uninterrupted disaster to almost 

unbroken success”.1 While this is broadly true, it is naturally a simplification of the situation across 

the war and should not be taken as an indication that the final phase of the war was a simple 

progression of victory after victory. As with the first phase of the war, 1943-45 can be seen as 

several distinct periods, each of which resulted in different approaches by advertisers. This chapter 

will explore three broad periods, August 1943 to June 1944, July 1944 to May 1945 and June 1945 to 

September 1945. The dividers between these periods are the D-Day invasion of Normandy in June 

1944 and Victory in Europe (VE) in May 1945.2 These periods are important because they mark 

different levels of involvement for the British military in active combat. Before D-Day, much of the 

army was held in Britain preparing for the invasion of France; between D-Day and VE Day, British 

forces were engaged in North-West Europe as well as the Mediterranean and the Far East.3 After VE 

Day, it was only in the Far East that active combat was still continuing, but many of the servicemen 

and women in Europe were involved in the occupation of Germany and processing of POWs.  Each of 

these three periods will be discussed in turn and the changes in the use of the military both within 

and between these periods will be explored.  

First however, the chapter will provide data on references to the military across the final two years 

as a whole. 

 

                                                           
1 Winston S. Churchill, The Second World War Vol IV: The Hinge of Fate, (Penguin, 1985), xiii. 
2 As with the previous chapter, a certain amount of lead time before advertisers could respond to events in the 

war has to be taken into consideration. 
3 Sokoloff ““How Are They”, 32 states that “a majority of the British Army was based [in the United Kingdom] 

until the 1944 invasion of Europe”. 



146 
 

General Military References, 1943-45 

In the period 1943-45, the average number of advertisements referencing the military per week 

decreased significantly (from 34.31 to 22.27). However, as the number of advertisements overall 

also decreased, the percentage of advertisements referencing the military actually increased (from 

12.02% to 13.48%). As with 1939-41, there are peaks and troughs, but in contrast to this first period, 

the trend in 1943-45 is generally downwards (Figure 5.1). This downward trend is particularly 

evident in the period from August 1944 onwards, which is interesting as this marks the period of 

maximum military involvement in the war, following the invasion of Normandy in June 1944. In part, 

this is due to a slight decrease in the number of advertisements referencing the military, but mostly, 

it is due to an increase in the number of advertisements in each newspaper each month. As 

discussed previously, this was due to brands beginning to anticipate the end of the war. 

 

Figure 5.1: Percentage of Advertisements Referencing the Military, August 1943 to September 1945 

 

As with 1939-41, in most weeks, between 10% and 15% of advertisements referenced the military in 

some way. However, both the highest and lowest percentages in 1943-45 (April 1944, 19.53% and 

October 1944, 8.90% respectively) were higher than the equivalents in 1939-41 (December 1939, 

16.26% and September 1939, 8.22%). To a certain extent, this is likely because the military (and 

particularly the army) was now in combat and achieving success, making them more attractive to 

advertisers as endorsers of brands, as well as providing the opportunity to promote brands’ 

contributions to the war effort. 
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References to Specific Forces 

The research also indicates that in the period 1943-45, another similarity to the period 1939-41 was 

that in most weeks the army was referenced more than any other service and the RAF was 

referenced least (Table 5.1). Partly, this is due to the relative sizes of the three forces, with the Army 

being made up of nearly 3 million men at its peak.4 However, as the RAF was actually larger than the 

Royal Navy (just over 1 million compared to just under 800,000) it is likely that the relative youth of 

the RAF compared to the army and especially the Royal Navy also contributed, as it meant that the 

RAF was less likely to be used in branding and brand heritage appeals.5 Two examples of this appear 

in the Daily Express on the second day of the 1943-45 period: Guards Men’s Tailored Productions 

and Lamb’s Fine Old Navy Rum.6 

 

Another aspect of advertising in this period which is driven by the different structures of the three 

forces and the relative age of the RAF, is the fact that individual army units were being referenced in 

advertisements from the very beginning of the 1943-45 sample. The first advertisement to reference 

the military in this period, for example, referred to ‘the Red Devils” (the Parachute Regiment) 

invading Sicily and also referred to the Glider Pilot Regiment.7 While this is understandable as this 

was attempting to raise money for dependents of airborne forces casualties, a small number of 

advertisements for unrelated brands also mentioned specific regiments or units. The previously 

mentioned advertisement for Guards Men’s Tailored Productions, for example, referred collectively 

to a number of infantry and cavalry regiments in the British Army, while another advertisement on 3 

August for Hercules cycles shows the Black Watch regiment using the brand.8  

 

 

                                                           
4 Barbara Green, Girls in Khaki: A History of the ATS in the Second World War, (Stroud: History Press, 2015), 
149. 
5 Green, Girls in Khaki, 149. 
6 “Guards Men’s Tailored Productions Advertisement”, Daily Express, 3 August 1943, 3. “Lamb’s Fine Old Navy 

Rum Advertisement”, Daily Express, 3 August 1943, 2. 
7 “Airborne Forces Security Fund Advertisement”, Daily Express, 2 August 1943, 4.  
8 “Hercules Cycle Advertisement”, Daily Mirror, 3 August 1943, 4. 
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Table 5.1: Percentage of Advertisement Referencing Specific Forces in Advertisements, 1943-4 

This specificity was not as easy for the other forces. For the Royal Navy there were a number of 

famous ships, but the change to cap tallies which simply said HMS rather than the name of their 

ship, as had been the case in peacetime, meant that sailors were generic when pictured. Much more 

recognisable were soldiers who would have unit markings on their uniforms, or in the case of certain 

regiments (such as Fusilier or Highland regiments) had distinctive uniforms. RAF squadrons, normally 

identified simply by numbers and lacking the history of many army regiments, were even more 

anonymous. Individual regiments were also named on occasion in newspaper reports, sometimes in 

relation to battles as they were ongoing.9 This would be supported by the mention of the airborne 

units invading Sicily, though other advertisements are less specific. Some Cadbury advertisements 

for example, referred to “our Armies” while others more specifically referred to “Paratroops in 

                                                           
9 For example, “Big Beachhead Battle is On: German Report”, Daily Express, 24 May 1944, 1 identified 10 

British Army regiments, including the Grenadier Guards, Irish Guards and the Seaforth Highlanders as being 
involved in fighting following the Anzio landings. 
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Italy”. 10 This issue is further highlighted by the Nugget Boot Polish campaigns of 1944, which 

referred to specific army regiments (such as the Royal Electrical and Mechanical Engineers) but is 

vaguer about the other services, instead, referring for example to the Royal Netherlands Naval Air 

Force, rather than a specific squadron or ship.11 This lack of consistency occurred across advertising 

generally and within campaigns, such as the Nugget Boot Polish campaigns. As in the first half of the 

war, some brands only intermittently used the military in their advertisements, while others used 

them more consistently.  

Sectors Referencing the Military 

There are a number of differences between the first part of the war and the second, in the sectors 

that referenced the military (Table 5.2). As previously discussed, the sector with the highest 

percentage use of military references across the whole war was boot and shoe polish. This was one 

of the first sectors to make use of military references, beginning before the German invasion of 

Poland and the subsequent British declaration of war. Across both samples, 50.49% of all boot and 

shoe polish advertisements made some reference to the military; however, there was a distinct 

difference between 1939-41 and 1943-45. The data shows that while in the early war years 57.63% 

of boot and shoe polish advertisements made some reference to the military, in the latter part of 

the conflict, only 40.91% did. In large part this was due to both Nugget and Cherry Blossom, the two 

biggest advertisers in the sector, introducing several campaigns in 1943-45 which either featured 

civilians only or referenced both military and civilian services, rather than having military images in 

all advertisements.  

 

  

                                                           
10 “Cadbury Advertisement”, Daily Express, 5 August 1943, 4. “Cadbury Advertisement”, Daily Express, 5 

October 1943, 4. 
11 “Nugget Boot Polish Advertisement”, Daily Mirror, 4 November 1944, 3. “Nugget Boot Polish 

Advertisement”, Daily Mirror, 22 May 1944, 1. Note that this advertisement is not in the sample. 
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Industry sector Military 
References Per 
Sector 1939-41 

Total Ads Per 
Sector 1939-41 

% of Military 
References per 
Sector 1939-41 

Military 
References Per 
Sector 1943-45 

Total Ads Per 
Sector 1943-45 

% of Military 
References per 
Sector 1943-45 

Alcohol 15 315 4.76 6 173 3.47 

Baby Products 0 37 0.00 4 52 7.69 

Boot and Shoe 
Polish 

34 59 57.63 18 44 40.91 

Charity 18 52 34.62 19 66 28.79 

Clothing 18 347 5.19 20 306 6.54 

Confectionery 110 512 21.48 46 214 21.50 

Cycling 0 4 0.00 9 33 27.27 

Education 3 19 15.79 11 46 23.91 

Entertainment 6 70 8.57 10 90 11.11 

Financial 
Services 

26 98 26.53 35 119 29.41 

First Aid 12 79 15.19 0 30 0.00 

Food and Drink 48 761 6.31 98 559 17.53 

Footwear 12 93 12.90 21 92 22.83 

Furniture 8 54 14.81 2 9 22.22 

Gardening 9 378 2.38 7 373 1.88 

Home Care 13 180 7.22 11 176 6.25 

Homewares 2 45 4.44 10 47 21.28 

Kitchen Ware 0 8 0.00 1 15 6.67 

Medical Devices 5 38 13.16 2 8 25.00 

Medical 
Treatment 

3 7 42.86 0 5 0.00 

Miscellaneous 11 89 12.36 21 99 21.21 

Motor Vehicles 6 51 11.76 17 67 25.37 

Patent 
Medicine 

62 1492 4.16 11 409 2.69 

Personal Care 132 828 15.94 80 374 21.39 

Pest Control 5 12 41.67 3 15 20.00 

Pet Care and 
Animals 

3 107 2.80 1 54 1.85 

Photography 2 16 12.50 11 24 45.83 

Publications 34 125 27.20 0 1 0.00 

Retailers 31 201 15.42 10 165 6.06 

Sauces and 
Condiments 

18 139 12.95 4 100 4.00 

Smoking 
Accessories 

3 6 50.00 0 14 0.00 

Stationary 17 39 43.59 0 16 0.00 

Tobacco 140 383 36.55 46 159 28.93 

Tooth Care 44 350 12.57 22 169 13.02 

Toys and 
Games 

3 13 23.08 2 8 25.00 

Transport 5 28 17.86 11 35 31.43 

Washing 
Powders or 
Soaps 

30 217 13.82 10 140 7.14 

Watches, clocks 
and Jewellery 

3 27 11.11 0 34 0.00 

 

Table 5.2: Military References by Sector 1939-41 and 1943-45 

Despite this decrease in the percentage of boot and shoe polish advertisements, overall, the 

percentage use of military references per sector actually increases, from 12.24% to 13.34%.12 This 

increased percentage, despite the decrease in the actual number of uses, results from the previously 

                                                           
12 Note that this is the percentage per sector that makes any use of military references at all, this excludes four 

sectors which do not reference the military at all. 
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reported decrease in the number of advertisements in the period 1943-45. The biggest actual user of 

military references (rather than the biggest percentage user) was the personal care sector, and the 

percentage use in this sector increased from 15.94% to 21.39%. Within this sector Eve Toilet Soap 

and Eve Shampoo combined were the most common users of military imagery with 21 in total, 16 of 

which came in 1943-45. Interestingly, Eve Shampoo advertised only in 1939-41, while Eve Toilet 

Soap advertised in both periods, but only used military imagery in 1943-45. 

 

Figure 5.2: Eve Advertisements13 

 

                                                           
13 “Eve Shampoo Advertisement”, Daily Express, 5 August 1940, 5. “Eve Toilet Soap Advertisement”, Daily 

Mirror, 5 September 1944, 4. 
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A noteworthy aspect of these campaigns is the way that both treated the men and women in the 

advertisements. In both cases, Eve concentrated on the relationship between men fighting in the 

war and their wives or girlfriends left at home, and the need for the woman left at home to maintain 

her appearance for her man fighting for his country, clearly fitting into the “Beauty as Duty” 

campaign. This “encouraged women to maintain pre-war beauty standards to help morale both for 

those at home and those returning home from war”.14 Clampin highlights how this message “was 

outlined in force in commercial advertising” particularly in cosmetics advertisements, but further 

analysis of these advertisements illustrates the complex and unequal expectations placed on women 

during the war.15  

Both advertisements refer to the man as he or him, and use a combination of a photograph and 

drawing. Interestingly though, both the drawing and photograph of the man in each case are of 

much better quality than the comparable drawing and photograph of the woman. In each, the man 

is an individual who is realistically portrayed in the drawing or depicted as if in a professional studio 

photograph (which of course it is) of the type a member of the forces may have had taken for their 

loved ones left at home. In each advertisement, the woman is less of an individual, and instead is 

either a silhouette or a comically badly drawn caricature. To an extent, this is understandable in the 

shampoo advertisement, as the focus of the message is the woman’s shiny hair. However, it is less 

clear why this approach is taken in the soap advertisement, the point of which is to promote the 

impact of the brand on the user’s skin.  

These advertisements could thus be viewed from the perspective of wartime concerns about 

whether wives left at home would be faithful to their husbands away serving in the military.16 By 

portraying the women in terms of their relationship to the absent male, the brand reminded the 

women of their role in maintaining the morale of the serviceman and of the importance of not just 

remaining loyal, but also beautiful until the serviceman’s return, which also fitted into the needs of 

the brand. As previously stated, the wife of a serviceman who was unfaithful “would lose her 

allowances” from the military, while men serving away, were not punished for infidelity.17  

                                                           
14 Emma Treleaven, “Standard and Supremely Smart: Luxury and Women’s Service Uniforms in World War II”, 

Luxury, vol. 5, No. 2, (2018), 107, 108. Also Pat Kirkham, “Fashioning the feminine: dress, appearance and 
femininity in wartime Britain” in Christine Gledhill and Gillian Swanson (Eds), Nationalising Femininity: Culture, 
sexuality and British Cinema in the Second World War, (Manchester University Press: Manchester and New 
York, 2011), 152, 154. 
15 Clampin, Advertising and Propaganda, 174. 
16 Sokoloff ““How Are They”, 28. 
17 Sokoloff ““How Are They”, 34. Bruley, Women in Britain, 110.  
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A similar pattern to Eve’s of moving to focus on the military was followed by the second biggest 

users of military references in the personal care sector, Pond’s, although their use was less 

consistent. Pond’s changed from using female aristocrats as endorsers to drawings of servicewomen, 

sending messages about the quality of the brand compared to substitutes.18 In this advertisement      

(Figure 2.5), the woman is more clearly shown than the man and despite the poor quality of the 

reproduction, it appears that she has been depicted more attractively and with much paler skin. 

Unsurprisingly however, the man outranks her (he is an army captain, while she is a WRNS third 

officer), which places the woman in a subordinate role, professionally as well as personally.  

The military references branding messages such as those in Pond’s campaign, is consistent with 

much of the use of the military in advertising in 1939-41, although Eve’s messages about the end of 

the war and return of the military was one of a number that began to appear more in 1943-45. This 

variety of messages is also illustrative of the increased sophistication of advertisers as the war 

progressed. 

Messages Used in Military Advertising 

Return of the Forces 

In 1943-45, the return of men and women serving in the forces began to feature more in advertising. 

It was only mentioned in two advertisements in 1939-41, both in 1940 for Eve Toilet Soap, one in 

April and one in October, and it did not appear again in the sample until February 1944. Their use in 

the sample was not consistent, but at their peak, in September 1945 (after VJ day) 3.16% of all 

advertisements and 26.09% of all military advertisements mentioned the return of members of the 

forces (Figure 5.3). This peak came after a steady increase from zero percent in April 1945, coinciding 

with the period between VE and VJ days.  

                                                           
18 “Pond’s Advertisement”, Daily Mirror, 12 May 1945, 4. 
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Figure 5.3: Percentage of Military Advertisements Mentioning Return of Members of the Forces 

 

Further analysis of the data shows that 13 different industry sectors made use of this message. The 

heaviest user, with 17 advertisements, was the personal care sector.19 In most sectors, it was only 

one brand. For instance, for personal care it was Eve Toilet Soap with the campaign discussed above. 

The exception to this was the food and drink sector, where one drink brand (Kia-Ora) and two food 

brands (Armour Canned Meats and Peck’s Meat & Fish Pastes) all used this message. For some 

brands (such as Armour and John White Impregnable Footwear) this was an opportunity to highlight 

their contribution to the war effort. In both cases, the mention of returning service personnel was 

only part of a larger campaign, which only began in 1944.  

Apart from John White Impregnable Footwear, most of these brands were what would now be 

called fast moving consumer goods (FMCG), which would have been used regularly by individuals or 

families. In most cases, the message was either about the brand helping to prepare for the return of 

the member of the military (for example Eve), linking the return of the brand to the return of the 

military (for example Kia Ora) or suggesting that that the brand would be the choice of returning 

service personnel, possibly as a result of their experiences with it whilst serving (for example Cherry 

Blossom Boot Polish and John White Impregnable Footwear).  

Common to many of these campaigns was the portrayal of women. In some cases, as in the Eve 

Toilet Soap and Bisto campaigns, and individual advertisements from Cherry Blossom, they were 

                                                           
19 The other sectors were Food and Drink, Boot and Shoe Polish, Footwear, Sauces and Condiments, Home 

Care, Confectionery, Miscellaneous, Retailers, Clothing, Charity, Washing Powders or Soaps and Patent 
Medicine. 
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depicted as the wives, sweethearts, or mothers of the returning service personnel. In some 

individual advertisements from Cherry Blossom, Bisto and Corot however, they were also depicted 

as service personnel coming home or returning to civilian life. The Bisto advertisement (Figure 5.4a) 

is similar to the Eve Toilet Soap campaign discussed earlier in that the returning service person is 

depicted in a photo, while the rest of the imagery is drawn. In both cases’ the photo resembles a 

professional studio portrait, of the type that service personnel may have had taken before they left, 

though it is not clear if the individuals in the photos are real members of the forces or models. This 

advertisement is part of a campaign implying that all returning service personnel are looking forward 

to home cooked meals, and that Bisto should be a part of that. This idea that the brand is a reward 

for the forces or for victory generally was a recurring theme in advertising throughout the war, often 

though not always related to brands that were absent or in short supply 

 

 

Figure 5.4: Advertisements Featuring Return of Servicewomen20 

 

                                                           
20 “Bisto Advertisement”, Daily Mirror, 6 July 1945, 4. “Cherry Blossom Boot Polish Advertisement”, Daily 

Mirror, 5 March 1945, 2. 
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Cherry Blossom Boot Polish’s advertisement (Figure 5.4b) in contrast, concentrates on the post-war 

life of ‘W.A.A.F. Smith’, using a similar style of drawing as previous advertisements for the brand. 

This was in keeping with the rest of this campaign which featured a variety of individuals (all called 

Smith) returning from their war service (whether in the military or civilian service) to a peacetime 

life. One aspect of the advertisement that is interesting is that Miss Smith is depicted as working, 

albeit in a clerical role that would be considered suitable work for a woman, rather than in a 

domestic or romantic setting. In total, four advertisements from this campaign were in the sample, 

running from January to June 1945 and in each one, the respective Smith’s wartime rank was either 

a military enlisted rank or the civil defence equivalent (W.A.A.F, Bombardier, Fireman and 

Firewoman). It is possible that other executions from the campaign which were not part of the 

sample featured other ranks, although an examination of other editions of the Daily Mirror in which 

it appeared unearthed three more executions featuring Medical Orderly Smith, Paratrooper Smith 

and Craftsman Smith. This implies that the use of other ranks, rather than officers, was deliberate 

and raises the possibility that it was related to the fact that the campaign appeared only in the Daily 

Mirror, a paper that was aimed at a more working-class readership than the Daily Express. This 

appears similar to the decision made by another boot and shoe polish brand, Nugget, in 1939-40 to 

run two campaigns, one in the Daily Express featuring officers and one in the Daily Mirror featuring 

other ranks, which it was previously argued was based on the expected class of the readers of each 

paper. The use of the name Smith and enlisted ranks by Cherry Blossom combine to support the 

view that the campaign was designed to illustrate an everyman and everywoman.  

It is notable that both the Bisto and Cherry Blossom campaigns regarding the return of 

servicewomen dealt with those women on the same basis as the men, in that they were referred to 

or pictured simply as service members, although the relationships with loved ones left at home were 

depicted differently. This reflects how female members of the services were mostly treated in 

advertising, compared to men, throughout the war, as will be discussed later in the chapter.  

Contribution of Brand to the Military 

As previously mentioned, a major difference between the early and later years of the war was that in 

the latter period the British military (in particular, the army) was involved in combat activity to a 

much greater extent and was, with one or two exceptions, achieving success. As a result, some 

brands were able to point out their contribution to the war effort, although security requirements 

obviously required some reticence. Some examples can be seen in the early weeks of the 1943-45 

sample. Advertisements by Cadbury and Hercules Cycles, both mentioned earlier, refer to specific 

army units using the brands, although while the Hercules advertisement is quite vague, Cadbury’s is 
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more specific, indicating that chocolate (though there is no claim that it is just their chocolate) is 

contained in the emergency rations of ‘paratroops’ fighting in Italy. This is particularly interesting as 

this advertisement appeared on 9 October 1943, just over a month after the invasion of Italy by the 

allies, which began on 3 September 1943.21 The linkage of the brand so quickly to ongoing military 

action can be seen as another example of the increased sophistication and timeliness of advertising 

in the war generally, as well as a big change for Cadbury in particular, who concentrated on 

messages about the brand and shortages in 1939-41. The brand went back to these sorts of 

messages after January 1944, but until then, their messages concentrated on the fact that chocolate 

was actually playing a real part in the war effort, actually being used by Britain’s military. This set 

brands like Cadbury and Hercules apart from those like Eve and Pond’s which could only claim that 

they were being used by service personnel in a more personal capacity. As the war progressed, more 

brands began to take advantage of this capability. 

In 1939-41, Dunlop and Goodyear both released a small number of advertisements highlighting their 

contributions to the military in quite broad terms, but no other brands did. In part this was because, 

as mentioned in the previous chapter, for much of this period most of the British military was either 

not in action or was not being successful. Another reason for this might also be the need for secrecy, 

both to prevent knowledge of secret technology being passed on to the enemy and to not give the 

Luftwaffe clues as to which factories to bomb. As the war progressed, particularly once the allies 

invaded Normandy on D-Day, the danger from air raids was greatly reduced, but the need to protect 

secret technology was not. The extent to which security was an issue would seem to depend on the 

nature of the product. For example, the fact that the emergency rations carried by paratroops 

included chocolate and that some at least would have been provided by Cadbury would not have 

been a secret to the Germans, so revealing it would not harm operations. However, it should also be 

remembered that perceptions were important. For example, a Sylvan Flakes advertisement 

appeared just before the disastrous allied raid on the port of Dieppe in August 1942 featuring a 

‘Dieppe Beach Coat”. This advertisement was part of a campaign suggesting the use of the brand to 

safely wash precious clothes, which were irreplaceable during the war. However, the timing of the 

advertisement’s appearance caused some suspicion that it was “a cryptogram advising the 

Germans” of the raid.22 As with the Aspro advertisement referencing Dunkirk, this highlighted the 

dangers for brands of making mistakes with their use of military references, even if in the case of 

Sylvan Flakes, the reference was entirely unintended.  

                                                           
21 Hastings, All Hell Let Loose, 451. 
22 Vere Hodgson, Few Eggs and No Oranges: The Diaries of Vere Hodgson 1940-45, (London: Persephone 

Books, 320. 
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For brands referencing the military, sometimes these advertisements had no other message beyond 

reminding consumers of the brand’s name with an implicit explanation of its absence. Increasingly, 

in 1943-45 other messages were included. For example, some brands like Mazda (Figure 5.5a) and 

Dunlop (Figure 5.5b) more explicitly linked shortages of the brand to their contribution to the war 

effort, with Mazda implying that audiences’ patience with shortages was patriotic.  

 

 

 

Figure 5.5: Contribution to Military Advertisements23 

 

Both Mazda and Dunlop also mention that as well as supplying product to the military, the brands 

were also engaged in war related research, which, although designed to help “in the task of 

supplying ever better equipment for war purposes”, would also benefit civilian customers after the 

war. Neither brand explicitly states that they are supplying a specific military product. Instead, 

drawings of either a pair of what appear to be Royal Navy battleships or a piece of field artillery are 

used. This lack of detail allowed the audience to assume that the brand was simply contributing its 

basic product, even though the reality might have been very different. It was not until very close to, 

or after, the end of the war that brands were able to begin to be more specific. For example, Dunlop 

in June 1945 began an advertising campaign entitled ‘Contributions by Dunlop’ which ran until at 

                                                           
23 “Mazda Lamps Advertisement”, Daily Express, 7 September 1944, 4. “Dunlop Protective Footwear 

Advertisement”, Daily Express, 8 September 1943, 3. 
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least 9 October 1945 and featured at least 18 contributions. These ranged from “‘Bullet Proof’ and 

‘Run Flat’ Tyres for armoured cars and other combat vehicles” to “Under-water Swimming Suits”.24 

This campaign began a month after VE day, though before VJ day, when the risk of air raids was over 

and the need for secrecy generally was less.  

Unlike the messages about returning service personnel, which tended to not be used by more than 

one brand in any sector, messages relating to brands’ contribution to the military were more 

common. In part, this is because many, though not all, of the brands using the returning service 

personnel did not make a contribution to the military directly (though they may have been used by 

many individuals in the forces). Therefore, return of service personnel is again just one of a number 

of different choices of advertising message that brands can make. For those brands which made a 

direct contribution, this may have caused an absence (either partial or total) from consumer markets 

that needed to be explained and would likely be a situation that they had in common with several 

other brands in the market. For example, in the lightbulb market, both Mazda and Osram used very 

similar advertisements, both stating that their brands were contributing to victory. However, clues 

to each brand’s specific contribution can be discerned from the advertisement, in that Mazda’s 

advertisement featured battleships and submarines, while Osram’s included armoured cars and four 

engine bomber aircraft.25  

Similarly, in the tyre market, both Dunlop and Firestone featured similar advertisements, Dunlop’s 

containing armoured vehicles while Firestone’s depicted aeroplanes. The more complex, engineered 

nature of tyres meant that at the end of the war Firestone were able to be a lot more specific than 

Mazda and Osram were about their contributions. As a result, Firestone’s only advertisements to 

appear in the sample, from April and August 1945 provided details about how the brand’s tyres 

enabled the Avro Lancaster heavy bomber to carry the 10-ton bomb and assisted planes landing on 

aircraft carriers in the Pacific.26 These advertisements were designed to present brand messages 

about the quality of tyres, but also carried messages encouraging audiences to save rubber by 

keeping tyres at correct pressures. 

                                                           
24 “Dunlop Advertisement”, Daily Express, 5 June 1945, 4. “Dunlop Advertisement”, Daily Express, 9 October 
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These advertisements, which feature equipment going into battle rather than men, illustrate a point 

made by Clampin, that “the British serviceman was rarely seen in action on the battlefield”.27 This is 

reflected in this research as most advertisements that feature individuals feature them off duty or 

engaged in non-combat duties. As discussed before, in the first part of the war this was largely due 

to the lack of combat which the British forces were engaged in. However, even in 1943-45 most 

advertisements featuring the military did not feature men going into combat. Arguably the most 

warlike campaign was the Bassett’s Original Liquorice Allsorts campaign featuring Bertie Bassett 

charging with his rifle and bayonet. Clampin makes the point that this is in part due to the differing, 

more domestic and less martial view of masculinity held in Britain during the Second World War, 

compared to both Nazi Germany and Britain’s past.28 Brands who contributed to machines used by 

the military, rather than individual servicemen, were able to avoid any potentially culturally 

uncomfortable portrayals of masculinity by depicting that machinery as an entity of its own, rather 

than one being operated by men. 

Sokoloff indicates another related aspect, in that the citizen-soldier joining for the duration of the 

war, potentially to serve anywhere in the world and returning to civilian life afterwards, was a 

matter of pride in Britain.29 The model first utilised in a foreign war by the British Army during the 

Boer war and expanded during the First World War, was the one depicted by much of the 

advertising during the war.30 By showing the military personnel as individuals, by giving them a 

name, and a job that they are returning to, such as in the case of the Cherry Blossom Boot Polish 

campaign discussed previously, their status as citizen-soldiers is confirmed.31 A certain contradiction 

can be seen in these two aspects; military personnel had to be presented as both individuals and 

members of a greater whole. Many brands tried to provide a balance between the person and the 

institution, to provide an identity that was generic enough to represent the war effort as a whole, 

but specific enough for individuals to associate themselves or their loved ones with. There is a 

parallel here between these depictions and those in August 1939 when advertisements contained 

                                                           
27 David Clampin, “‘With her apron tied around his waist’. Being a man in wartime Britain, 1939 – 1945”, 
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references to reservists and territorials as well as photographs of soldiers in France. The 

disappearance of these images at the beginning of the war can be seen to have been mirrored by 

their return as the war came to an end, when the citizen-soldiers prepared to return to civilian life. 

There is no indication that this is a deliberate policy by brands instead of an unconscious recognition 

of reality, but even if it is not, it indicates a return to normality that the war interrupted.   

These advertisements demonstrate many of the ways that brands’ messages became more specific 

about contributions to the military as the war continued. Brands began by simply stating that they 

were helping the war effort, either mentioning or featuring imagery of a part of the military. This 

expanded into mentioning specific army units, or branches of the military, such as Bomber 

Command. As the end of the war neared, mention of specific campaigns or regions increased, and 

particular weaponry or vehicles began to be used, partly because of security being less of an issue, 

but also because there were more successes to discuss than earlier in the war.   

Consistency of Military References 

The pragmatic and occasional use of the military by advertisers that was identified in the first phase 

of the war, can also be seen in the final part. As mentioned in the previous chapter, for various 

reasons advertisers were prepared to view references to the military as just another creative option, 

to be used or not as the situation required. This view likely stemmed from the fact that the war 

encompassed every aspect of the lives of the British public in a way that no previous war had. As a 

result, brands wishing to engage with the war effort were able to draw on many different aspects 

depending on the effect they wished to have or specific issues that were important at the time the 

advertisements were created.  

A good example of this can be seen in the campaign run by Barratts Shoes, which appeared in the 

sample from the beginning of the war until July 1945. Each advertisement featured the brand 

character Mr Barratt interacting with customers, creating a parable relating to the customers’ 

experience of the war to both model positive behaviour on the part of the audience and to pass on 

brand messages. Out of the 27 advertisements that appear across both samples, only two feature 

references to the military, while others feature issues that would have been more relevant to the 

Homefront, such as rationing or, in the first years of the war, bombing or the expectation of 

invasion. In this campaign, the military can be seen as another plot device intended to take the 

reader through the parable to the moral of the story, which was related to both the values of the 

brand and positive behaviour in support of the war effort. In one example (Figure 5.6), Mr Barratt 

meets two of his customers who explain how walking rather than going away by train for a break 

helps the war effort. Saying “troops and supplies have to go by rail” is a way to emphasise the need 
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to avoid using the railways for unnecessary journeys while also reinforcing the brand’s message of 

quality. The timing of this advertisement’s appearance, only four days after the D-Day invasion of 

Normandy, when the movement of reinforcements and supplies across to France would have been 

ongoing, would have also suited the message. It is unlikely that the invasion itself caused the 

production and placement of this advertisement, but it is possible that the build-up of troops in the 

south of England which began early in May played a part and led to the almost incidental mention of 

“troops”.32 Even earlier than this, Vere Hodgson wrote in her diary, that “we’ve all got to stay put for 

three days wherever we are. All main line trains to be used for war only” which she connects to “the 

Second Front”.33 She also mentions disruption to train travel at the end of May 1944, again 

connected to the Second Front.34 In both cases she mentions the railways in relation to travelling for 

holidays to her family in Birmingham, which again fits with the message in the Barratts 

advertisement. The importance of the railways to the invasion was emphasised by an official 

advertisement from the Railway Executive Committee which stated that “INVASION means more 

trains for the Fighting Forces”.35 It is not clear whether Barratts was attempting to reinforce official 

messages or simply responding to what can be seen as an aspect of the daily lives of consumers. 

David Clampin indicates that “communicating specific instructions” was an important role of 

advertising in the Second World War, and certainly, this advertisement was doing this, albeit in a 

fairly subtle way, in keeping with the style of Barratts’ advertising throughout the war.36 Either way, 

advertisers during this period of the war were continuing to model expected behaviour on the part 

of their audiences. 

                                                           
32 Stephen E. Ambrose, D-Day: the climactic battle of World War II, (London; Pocket, 2002), 151. 
33 Hodgson, Few Eggs, 464. 
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35 “Railway Executive Committee Advertisement”, Daily Mirror, 5 July 1944, 2. Capitalisation in original. 
36 Clampin, Advertising and Propaganda, 97. 
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Figure 5.6: Barratts Advertisement37 

As events arguably began to move more quickly and, for Britain’s war effort, more positively from 

1943-45, the sophistication mentioned in the previous chapter developed even more. While not 

universal, this increased sophistication resulted not only in several brands’ attempts to associate 

themselves with the war effort generally, but also, they increasingly used, either explicitly or by 

implication, actual units and battles, or at least the general location of military action. As the war 

developed and spread across more of Europe and more victories had been won, this use grew. 

However, most advertisers who referenced the military in 1943-45 followed a similar pattern to 

those in 1939-41, in that use of the military was not consistent, even as the level of sophistication 

increased. Either it was used for short campaigns, or interchangeably with non-military references.  

One early example of this approach which appeared in 1943 from Lifebuoy Toilet Soap, both 

referenced the military, and was part of a series which included advertisements which did not 

mention the military. This campaign which ran until January 1944 featured various women’s 

services, both military and civilian, British and American. As a content marketing campaign, there is 

no attempt to specifically link the brand to the services portrayed, but rather it seems to be an 

attempt to educate readers about the uniforms they would see on a regular basis around the 

country. Vere Hodgson again suggested a need for this education in August 1943 stating that “I wish 

I knew one quarter of the uniforms” that she saw around Hyde Park and Marble Arch.38 Richard 
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Brown was able to identify the “big percentage” of uniforms he saw in an Ipswich cafe, but his 

mention of their variety implies a need for this campaign outside of London.39 This campaign last 

appeared in the sample in January 1944 and by May that year the brand had switched to a product 

led campaign focusing on the attributes and benefits of the brand, which continued to the end of the 

war.  

 

Figure 5.7: Lifebuoy Toilet Soap Advertisement40 

 

These two campaigns, for Lifebuoy Toilet Soap and Barratts Shoes, illustrate the two ways in which 

the use of military references manifested itself over the whole war, either intermittent use of 

military imagery within a campaign or a short-lived campaign using military references which was 

preceded and succeeded by different messages. It could be argued for example, that despite being 

one of the most consistent users of military references across the whole war, Bassett’s Original 

Liquorice Allsorts is an example of the former. Even though the military references began in 

November 1939 and continued throughout the war, by January 1946, Bertie Bassett was again 

appearing in civilian ‘dress’, wearing a top hat and carrying a cane, rather than a tin helmet and a 

SMLE rifle.41 However, there are some advertisements for the brand in which Bertie is shown out of 

uniform. While in most of these he is interacting with other military personnel and/or equipment, in 
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two of them he is not. In these cases, helping with the harvest and going for a run, it could be argued 

that a soldier would not be wearing military headgear, so the appearances can be seen to be in 

character with Bertie as a soldier, if not making explicit reference to the military. One way in which 

the campaign differs between the 1939-41 and 1943-45 samples, is that in the first period, Bertie is 

used to portray a number of messages, some relating to the war effort, most not. In the second 

period, all advertisements, except for the first two and final three, feature Bertie running as if into 

combat with his bayonet tipped rifle and tin helmet, with the same messages about supplies and 

zoning (as will be discussed in the chapter on shortages and control). The depiction of Bertie running 

into combat fitted with the change in the role of a large part of the British Army, from home service 

and training to combat in North-West Europe after D-Day. 

Aside from the Bassett’s campaign, the other most consistent use of military references during the 

war also featured a brand character, the long running Greys Cigarettes campaign. In this case, the 

first two of the 23 advertisements referred to the military heritage of the Scots Greys, which was not 

an uncommon approach in the early part of the war, as previously discussed. However, after a gap of 

just over a year, the next 21 advertisements each featured the same drawing of an eighteenth or 

nineteenth century soldier featuring simple brand messages of quality.  

Consistency in advertisements featuring brand characters was to be expected since the brand 

character would generally be expected to display a set of characteristics that are consistent with the 

image the brand wants to convey.42 As with Mr Barratt, and to a lesser extent Bertie Bassett, the 

consistency provided by the brand character did not prevent a variety of messages being portrayed 

in advertisements featuring the characters. The underlying values embodied by the brand character 

could be overlaid with more specific messages designed to achieve the objectives the brand wanted 

to achieve. For Bassett’s Original Liquorice Allsorts, the choice was that the consistent use of military 

imagery fitted both the brand character and the values the brand wanted to portray. As discussed in 

the previous chapter, putting Bertie into the army fitted the established nature of the brand 

character as a young British man. For Barratts shoes, joining the forces would not fit the established 

role of Mr Barratt as a middle-aged owner of a national business. Instead, that role and the structure 

of Mr Barratt’s previous appearances allowed him to interact with both the military and civilians 

about different aspects of the war. 
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Other brands, such as Oxydol, Fairy, Kruschen and Michelin, made the choice to use brand 

characters which were more flexible, in that they could be portrayed in a variety of guises and 

situations depending on the needs of the brand. Oxydol’s ‘Busy Bubble’ characters combined the 

characteristics of cleanliness and hard work (by the brand rather than the customer) but were 

otherwise a blank canvas. As an anthropomorphic representation of the bubbles produced by the 

brand in use, Busy Bubbles appeared as members of different branches of either the military or in 

different civilian occupations. The main aim of this was to set up different puns for each 

advertisement to present the same message that using Oxydol saves clothes and coupons, because 

the ‘busy bubbles’ remove the need for scrubbing the clothes (Figure 5.8).  

 

Figure 5.8: Oxydol Advertisement43 

 

Gender and Military References 

There was more use of images of servicemen than servicewomen throughout the war. This is not 

surprising, as there were many more men in the military than women in the Second World War.44 

The use of images of servicewomen was consistently at a lower level than the use of images of 

servicemen (Figure 5.9). On average, each month 44.73% of all advertisements referencing the 

military contained images of servicemen and 9.93% contained images of servicewomen. As in the 

case of other data, there were fluctuations across the war, although there was little correlation 

between the peaks and troughs, particularly in 1943-45. During the earliest months of the war the 
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correlation was greater, leading to both male and female images peaking in October 1939, in part 

because there were no advertisements featuring images of female personnel in August 1939 and 

only one in September. Interestingly, the highest percentage of advertisements featuring female 

personnel is in the same month as the lowest percentage of advertisements featuring male 

personnel (August 1943), and the percentages are the same, 22.73%. It is likely that the respective 

changes to the figures over the rest of war are at least in part due to the increased engagement of 

the British military in combat, particularly in Europe, which led to a greater use of images of combat 

operations which were solely undertaken by men.  

 

Figure 5.9: Percentage of Military Advertisements Featuring Male or Female Images 

 

The first two advertisements to feature female military personnel for Churchman’s No. 1 and 

Rowntree's Fruit Gums and Pastilles (Figure 5.10), were versions of existing campaigns which 

featured men in other executions. This is a pattern that continued throughout the war, as illustrated 

in the Bisto and Cherry Blossom Boot Polish advertisements discussed earlier in the chapter. There is 

no difference in how the women in these advertisements are treated, compared to the men; both 

are simply members of their respective service. This indicates a potentially surprising level of 

equality in many campaigns, as particularly illustrated in the Rowntree’s Fruit Gums and Pastilles 

advertisement (Figure 5.10b). As in each one of the advertisements in this campaign, the imagery is 

realistic, almost gritty and unlike the Churchman’s No.1 advertisement, there is no attempt to make 

the ATS woman featured look playful, coquettish or sexualised. She is unsmiling, as are all the men in 

the campaign, she is someone who can be seen to be working hard, on a necessary, potentially 

important job under difficult conditions, which the brand purports to help with. This is a contrast to 
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the more informal, relaxed style of the Churchman’s No. 1 campaign (Figure 5.10a), where the 

protagonist is drawn in a less realistic fashion, with large eyes. As with the Rowntree’s Fruit Gums 

and Pastilles campaign, the style of this advertisement is in keeping with most of the rest of the 

campaign, implying a flirtation at least with a member of the opposite sex. However, in those 

featuring men as the main protagonist, both individuals involved are drawn as full figures, rather 

than simply the feet of the ATS bugler’s companion. The Churchman’s and Rowntree’s campaigns 

are opposites in many ways, fitting the messages the brands are trying to send. One is to help 

audiences through a job when they are not allowed to smoke, while the other, in the early months 

of the war at least, is delaying duty by smoking. The important similarity, however, is that regardless 

of gender the main protagonists are portrayed on the same basis, most likely because both genders 

were perceived to be potential customers for the brand. 

 

 

 

Figure 5.10: First Advertisements to Feature Images of Servicewomen45 
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This pattern is continued in the advertising for many other brands (though not all) in the 

confectionery and tobacco sectors, where the markets are not segmented by gender. Oddly, it is in 

some of the sectors which targeted women specifically that the treatment was different. For 

example, Icilma, at the beginning of the war, ran campaigns in the Daily Mirror and the Daily Express 

which concentrated on the appearance of the women, implying that it was more important than any 

other role they may have. This is particularly true of the campaign for Icilma Beauty Aids (an 

umbrella term for a number of individual Icilma beauty product brands). The advertisements feature 

women performing different roles, such as nurse, a member of the ATS or WAAF (it is not clear 

which from the illustration), mother or a member of the Auxiliary Fire Service (AFS). In each case, the 

copy concentrates on the importance of women being attractive in order to maintain the morale of 

those around them and themselves.46 The inclusion of a man in a romantic or marital situation with 

the woman in each of these advertisements creates the strong impression that it is men’s morale 

that is important. The “Beauty as Duty” campaign discussed earlier is referenced explicitly by the 

two Icilma advertisements, but while it “was outlined in force in commercial advertising” it was 

usually more implicit, as in the case of the Eve advertisements discussed earlier.47  

These Icilma advertisements, along with those of other brands such as Vinolia, emphasised the 

femininity of the servicewomen, by contrasting their on-duty and off-duty lives (for example, in 

Figure 5.11b). These efforts need to be seen in the context of “emergent cultural and political 

perceptions of a threat to the existing social structure” by women moving into traditional male roles 

and spaces and applies equally to some of the advertising featuring servicewomen, especially in the 

early part of the war.48 This point, made about the US by Marilyn E. Hegarty, can equally be applied 

to Britain, where “some men, whether military or civilian, feared that girls in uniform were getting 

ideas above their station”.49 Penny Summerfield, discussing war in the twentieth century generally, 

as well as the ATS specifically, highlighted the fact that uniforms that “enabled women to 

impersonate masculinity was profoundly disturbing”.50  
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Figure 5.11: Icilma Beauty Aids Advertisements51 

By Icilma Beauty Aids showing the woman in a glamorous evening dress for her romantic evening 

out, the brand illustrates how servicewomen can maintain their femininity using the brand. 

Furthermore, by featuring the woman’s male companion for the evening in military uniform, the 

difference between the gender roles is emphasised. By the juxtaposition of his uniform with the 

female service member in civilian clothing, the officer’s masculinity is emphasised, and his full 

commitment to the war effort is contrasted to her part-time engagement. Icilma Beauty Aids’ 

approach was unwittingly supported by Cyril James writing in the Daily Mirror in 1941 when he 

stated “the uniform obscures the woman. And that’s the way it should be”.52 It is worth noting that 

James’ article portrayed servicewomen in a very positive way, highlighting their commitment to their 

role in the war effort while indicating that men were not necessarily blameless in cases of infidelity.  

However, while Icilma’s approach might have combated concerns about the femininity of female 

service members, it seems likely that it would have exacerbated worries about their morality and 

                                                           
51 “Icilma Beauty Aids Advertisement”, Daily Express, 9 November 1939, 8. “Icilma Beauty Aids 

Advertisement”, Daily Mirror, 6 December 1939, 8. 
52 James, “Is This”, 7. 



171 
 

their effect on the marriages of married servicemen.53  The contradictory nature of the expectations 

on women during the war is again demonstrated here when it is noted that despite James’ point 

about men’s role in infidelity, this was tolerated, to an extent, for men serving away from home.54 

Later in the war the portrayal of servicewomen changed as brands, such as Pond’s and Bourjois 

Evening in Paris Perfume & Powder, featured romantic situations with both parties in uniform. In 

part, this might be due to increased acceptance of the women’s military services and also to the 

introduction of clothing rationing limiting the availability of evening wear for women, particularly 

those in the services who received no clothing coupons at all.55  That uniforms could be seen as 

acceptable wear for women off-duty and in formal settings is suggested by a letter from a sapper in 

the Royal Engineers who claimed that ATS women who got married would wear their uniforms to 

their weddings.56 It is important to note that advertisements featuring men and women in uniform 

in a romantic situation does not automatically apply an equal status to both. For example, Rose 

discusses a National Savings Committee advertisement from April 1944 for Salute the Soldier Week, 

which features a male sergeant and a female corporal separated by the war who only meet 

occasionally.57 Rose discusses how the poem identifies the eventual marriage of the pair as a 

promotion for the corporal, but what is also interesting is the copy underneath the poem in the 

advertisement which reinforces the Salute the Soldier messaging. The first two lines state “The 

soldier is giving up all he holds most dear. What can we do to show our gratitude”, specifically 

excluding the woman’s contribution and ignoring her sacrifices.58 Other later advertisements 

featured men in uniform with women in civilian clothing, but as these women were not portrayed in 

uniform in the same advertisement and no mention was made of their military status, it is likely that 

they were intended to represent civilian partners rather than members of the military. 

It is worth noting that while many advertisements across the war depicted servicemen with civilian 

women (or civilian females at home waiting for males away in the services) there were none that 

featured male civilians and servicewomen. It is likely that the relative size of the male and female 

services played a part (there were many more servicemen than servicewomen); however, Jeremy A. 

Crang notes that many civilian men “did not relish strolling out with the equivalent of an able 
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seaman or a leading aircraftsman on their arm”.59 The masculinisation of the uniform highlighted by 

James is likely to have played a part in this, but also it is likely that a girlfriend in uniform would have 

highlighted the civilian status of partners not in the services, potentially reducing the partner’s 

perceived masculinity, both in their own eyes and in the eyes of society generally. Sonya Rose 

discusses how men of military age who were not in uniform were sometimes viewed “as 

emasculated cowards who fail to protect ‘their womenfolk’”.60 With this in mind, a male in civilian 

clothing standing next to a woman in uniform could have taken this impression further, implying that 

he was seeking her protection.  

Despite these early concerns about the potential damage done to the military and the women 

themselves by women being allowed to serve in the military, from very early in the war, there was a 

good representative presentation of the variety of roles played by servicewomen. 

Depictions of Female Military Roles 

From the very first advertisement featuring a female service member, some brands’ advertisements 

depicted the range of women’s roles in the military. As previously stated, due to security concerns, 

the lack of military action, and the poor results for the British in the action that did take place, the 

number of depictions of brands’ contributions to the war in 1939-41 were limited. However, possibly 

due to the fact that women’s contributions were exclusively in non-combatant roles, in this period 

their contributions to the military were quite well documented, albeit by brands which did not 

contribute to the military directly.61 The Icilma Beauty Aids advertisement (Figure 5.11b) and a Vim 

advertisement from December 1939, both feature images of female service members (either ATS or 

WAAFs) performing domestic duties, either making a hot drink or cleaning a pan. It is true that these 

activities in each of the services would also have been carried out by men, however, it is telling that 

no advertisements depicted men carrying out these specific activities. Nevertheless, there are two 

advertisements, for Cherry Blossom in March 1940 and Churchman’s No. 1 in April 1940, depicting 

men in what could be perceived as feminine roles –  a Royal Naval cook and a servant who is 

supposed to be polishing a Colonel’s buttons. The other advertisement to feature a female service 

member performing domestic duties was a 1944 advertisement for Hotpoint which was the only 

advertisement to imply that these domestic duties were a woman’s role. This advertisement 

featured a cartoon of a woman washing dishes, surrounded by dirty plates saying, “thank goodness 
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Hotpoint are going to make life easier after the War”.62  Other advertisements featured WRNS 

telephone operators (Wills’s Gold Flake) and WAAF clerks (Smarties), both traditional female civilian 

occupations.63 These advertisements were the exception, however, as from very early on in the war 

women were represented engaging in more traditionally male activities. For example, in April 1940 a 

Pond’s creams advertisement depicted Lady Carolyn Howard in her wartime role as “a motor driver 

in the ATS” while a KitKat Chocolate Crisp advertisement of August 1940 depicted a female service 

member repairing the engine of a truck.64 Perhaps the most surprising is an Outdoor Girl Olive Oil 

Face Powder advertisement from June 1945 (Figure 5.12) which depicts two female aircrew, likely 

pilots given the drawing of a single engine plane in the background. Although it is most likely that 

the two women represent members of the Air Transport Auxiliary (ATA) which means that they were 

civilians rather than service personnel, due to their role in assisting the RAF with “ferrying aircraft 

from factories to squadrons” and the presence of a fighter aircraft in the background of the picture, 

they have been coded as a military representation.65 

The period 1943-45 is very different from 1939-41 in terms of the depictions of gender roles. As 

previously discussed, once the British military began to be involved and achieve success in combat 

operations, the depictions of men in action increased. However, alongside, this the depictions of 

women engaged in military activity decreased. Aside from the Outdoor Girl Olive Oil Face Powder 

and Hotpoint advertisements mentioned above, only three advertisements from the 48 featuring 

images of servicewomen actually feature them performing military tasks. Two are from the Ilford 

Limited photographic film brand, explaining the limited availability of the brand to consumers by 

highlighting their role with the military.66 The other is a Macleans Tooth Paste advertisement 

featuring a photograph of a member of the WRNS and a drawing of a motor launch crewed by 

women.67 Similar to the advertisement discussed previously regarding references to ARP, the 

execution uses the brand's normal style of copy which features a pun to answer the question “Did 

you MACLEAN your teeth to-day?” 
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63 “Wills’s Gold Flake Advertisement” Daily Mirror, 4 April 1940, 9. “Smarties Advertisement”, Daily Express, 7 

June 1940, 4. 
64 “Pond’s Creams Advertisement”, Daily Mirror, 5 April 1940, 10. “KitKat Chocolate Crisp Advertisement”, 

Daily Express, 5 August 1940, 4. A similar division of ‘feminine’ and ‘masculine’ roles was made by Crang, 
“’Come into the Army Maud’”, 382. 
65 Helena P. Schrader, “Winged Auxiliaries: Women Pilots in the UK and US during World War Two”, The 

Journal of Navigation, vol 59, (2006), 187, 187-188. 
66 “Ilford Limited Advertisement”, Daily Express, 5 January 1944, 4. “Ilford Limited Advertisement”, Daily 

Express, 9 February 1945, 3. 
67 “Macleans Tooth Paste Advertisement”, Daily Mirror, 1 May 1944, 8. 
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Figure 5.12: Outdoor Girl Olive Oil Face Powder Advertisement68 

 

In contrast, as discussed earlier, the increase in brands depicting their contribution to combat 

operations meant that there was a shift towards depicting men’s contributions. For Macleans Tooth 

Paste, this is just one of a number of advertisements throughout the war depicting different civilians 

or members of the military. Several of these advertisements feature servicewomen; however, all of 

the others that do so in 1943-45 do not show the women performing any military role. This 

difference between the period 1939-41 and 1943-45 indicates that despite the realistic depiction of 

the roles women actually took on in the military, the masculine roles took priority when British 

forces were heavily engaged in combat and achieving some success. With the parity given to 

depictions of female roles, it seems that this change was not a deliberate attempt on the part of 

advertisers to de-emphasise women’s contribution, but rather a recognition of the changed nature 

                                                           
68 “Outdoor Girl Advertisement”, Daily Mirror, 4 June 1945, 2. 
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of the war. However, it could be seen to fit in with the difference in the way the commitment of men 

and women to the war was viewed. 

The recognition that the breadth of women’s roles in the military were represented in the first part 

of the war but were then not in the final part, along with the implication that women’s commitment 

was less than men’s, adds to our understanding of the war and is an important contribution made by 

this research. These representations link, in part, to the previous discussions of the pragmatism of 

advertisers, as they were used as an alternative to depictions of men. It also demonstrates that 

despite contemporary concerns about cultural roles and norms, advertisers did view these roles as 

something they wanted to promote and be associated with. 

The depictions of women’s roles in the military can be contrasted with how women war workers 

were shown. While there was a good deal of similarity, especially in terms of the need for women to 

maintain their femininity and beauty under difficult conditions, and a depiction of the variety of 

roles women fulfilled, a number of brands’ advertisements did demonstrate a difference, most 

particularly in the women’s roles outside of the factory. As Mark Donnelly highlights, for many 

married women conscripted into war work, “paid employment was an addition to their domestic 

responsibilities, not a replacement” and this was reflected in advertisements.69 A Rinso washing 

powder advertisement from June 1941 for example, highlights the case of Mrs Hay, a war worker 

who fears that her ability to keep a clean house while working in a munitions factory and raising a 

child would not satisfy her mother-in-law.70 In a similar situation to the Mrs Peek’s Puddings 

campaign featuring a married air raid warden, discussed by Clampin, the brand, of course, saves the 

day.71 For brands like these which positioned themselves as helping women engaged in war work to 

fulfil their domestic role, this approach can, to a certain extent, be seen as logical. However, other 

brands which did not have this positioning did the same and, in some cases, went further. Hoover, 

for example, in a campaign that was intended as a tribute, emphasised the dual role played by 

“housewives” who were also war workers. However, as Hoovers were not available during the war, 

the brand was not illustrating that it could assist with the domestic part of the women war workers 

lives, instead it was upholding the social expectations of women’s roles.72 It was also aligned with 

the official view of the Board of Trade and images portrayed by women’s magazines, “that the home 

and family were women’s primary responsibility”.73 

                                                           
69 Donnelly, Britain in the Second World War, 41-42. 
70 “Rinso Advertisement”, Daily Express, 5 June 1941, 1. 
71 Clampin, Advertising and Propaganda, 184-185. 
72 “Hoover Advertisement”, Daily Express, 3 January 1944, 8. 
73 Donnelly, Britain in the Second World War, 42. 
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It seems likely, however, that these different depictions of domestic roles were not a deliberate 

social statement on the part of the brands. Rather, they were driven by the practical differences 

between service personnel and war workers. Since most members of the armed forces, both male 

and female, served away from home, they would have had little role in domestic life. Depictions of 

these personnel on leave do however support the view that the lack of portrayals of servicewomen 

in domestic situations was a choice driven by the circumstances of their lives, not a social statement. 

Clampin discusses a Rinso advertisement from January 1945 as an example of how servicemen were 

portrayed in domestic situations.74 His point that this exemplified a general pattern of depicting 

servicemen in situations other than the warlike is correct; however, comparing this advertisement to 

another Rinso commercial from earlier in the war shows the limitations of the depictions of 

servicemen in domestic situations compared to servicewomen. In the January 1945 advertisement, a 

sailor home on leave suggests his mother use Rinso so she does not need to spend all day boiling her 

washing. In the early advertisement, from the Daily Mirror in November 1943, a member of the ATS 

on leave is expected to help her mother with the washing and as a result is unable to go to the 

cinema with her civilian friend, before Rinso again saves the day.75 While in both advertisements the 

service member plays a part in domestic affairs, the male’s role is purely to offer advice, which 

incidentally portrays him as more knowledgeable about the laundry than his mother who does it 

every week. In the other advertisement even though she is on leave, the ATS member is expected to 

take a direct part in domestic duties and is only able to go to the cinema when the duties are 

finished, and her mother is able to go as well.  

This provides further evidence of the pragmatism of brands in designing their messages based on 

the reality of the situation faced by the brand and its customers rather than social norms. In some 

circumstances however, changes to advertising were made which did fit with certain cultural or 

societal concerns; for example, in relation to another aspect of gender that was depicted in 

advertising using military references: romantic relationships. 

Romantic relations 

For brands across a wide variety of sectors, romance was a standard appeal type, and throughout 

the war, many brands incorporated the military into these appeals. Naturally, the nature of these 

appeals differed depending on the nature of the product. For example, boxed chocolates were 

positioned as romantic gifts to enhance or advance a romantic encounter, and cigarettes were 

positioned as a prop or a reason for a man and a woman to steal a few minutes of conversation. 

                                                           
74 Clampin, “‘With her apron’”, 45. 
75 “Rinso Advertisement”, Daily Mirror, 6 November 1943, 2. 
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Alternatively, perfume and toothpaste were positioned as helping their users to be worthy of, to win 

and to keep a partner. For example, Clampin discusses a Colgate advertisement that ran in Picture 

Post in February 1940.76 This instalment of the campaign features a male army second lieutenant 

who risks losing his fiancé due to his bad breath. As usual however, the brand solves his problem and 

by the time of his next leave all is well and the engagement is saved. Clampin uses this as an example 

of how a number of brands in the toiletries and cosmetics sector (analogous with the personal care 

and tooth care sectors in this research) used messages related to the need for men to be careful of 

their grooming in order to find a partner. The equivalent advertisement in the Daily Express in 

February 1942 was almost identical, except Ken was now a civilian. This advertisement is very 

unusual for this brand, in that it features the man as needing to fix his bad breath. In all of those that 

appear in the sample, the woman has bad breath and is therefore unworthy of love until Colgate 

cures it. 

As with several other brands discussed above, the pre-war campaign was continued, but with 

military references inserted. In the last advertisement before the war and the first after the 

declaration of war to feature in the sample (Figure 5.13), the protagonist is lamenting her lack of 

popularity with the opposite sex, but after visiting her dentist she tries Colgate and is much more 

popular. The message is the same, but the scenario is different, in the first she just wants someone 

to talk to her at parties, in the second she specifically wants a friend “in the camp”.  

                                                           
76 Clampin, “With her apron”, 41-42. 
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Figure 5.13: Colgate Ribbon Dental Cream Advertisements77 

 

The implication of the second advertisement that “friends in the camp” are sought after, since “all 

the other girls” have them, implies that servicemen (in this case a soldier, or more specifically an 

officer) were seen as more attractive than the regular civilian men the protagonist (and “the other 

girls”) already know. This is emphasised at the end of the evening when the protagonist’s friend 

from the camp takes her home, away from the very smartly dressed civilians. The euphemistic 

nature of the phrase “friends in the camp” should be seen in the context of concerns felt during the 

war about the “declining morals of girls and young women in British cities and towns”, particularly 

around their behaviour in relation to soldiers.78 The phrase “The most popular girl in town!” which 

appears in the final panel of the story could also be seen as problematic in this context. Bearing this 

in mind, it is interesting to note that while the style and message of future advertisements for the 

                                                           
77 “Colgate Ribbon Dental Cream Advertisement”, Daily Mirror, 10 August 1939, 4. “Colgate Ribbon Dental 

Cream Advertisement”, Daily Mirror, 9 November 1939, 16. 
78 Rose, “Sex, Citizenship, 1147. 
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brand remained the same, the aims of, or the result for, the protagonist changed. For example, 

rather than simply attracting a soldier as a boyfriend, the brand’s next advertisement ends with the 

protagonist about to “marry a captain”.79 While there is no evidence to suggest any outside pressure 

on the brand, the change from previous advertisements is quite sudden and dramatic and mostly 

consistently applied. Tellingly, much of the original advertisement is reused in May 1941, although 

the phrase “friends in the camp” is omitted and replaced with “it’s no fun to be a wallflower – and 

that’s exactly what I am!”; however, the phrase “most popular girl in town” is still present in the final 

panel.80 This is the last advertisement of this campaign in the sample. However, future campaigns 

from the brand, until November 1943, feature similar messages around bad breath and include army 

officers as the object of affection. The final advertisement from the brand to reference bad breath in 

November 1943 has the headline “are YOU having any fun?” and features a smiling woman looking 

over the shoulder of an army officer she is dancing with.81 While potentially less provocative than 

the “friends in the camp” advertisement, the advertisement could be seen to be also supporting the 

morally questionable behaviour. This may be why this was the last of this campaign. Overall, the 

implication that servicemen were worthy targets for romantic interest, and that women needed to 

make themselves worthy of these men, was consistent throughout these campaigns, but the 

ultimate objective changes to become more socially acceptable. 

 

Conclusion 

Despite a decrease in the number of advertisements each week, the percentage of advertisements 

referencing the military in some way, either visual, in copy or both, increased. The use of the military 

in advertising in the period 1943-45 was in many ways different to that of 1939-41, in part because 

of the increasing level of sophistication of advertisers but mainly due to the changed military 

situation. The move from being largely inactive for most of 1939-41 to an increasing commitment of 

British and Allied combat forces in 1943-45, as well as a move from an almost uninterrupted string of 

defeats to an almost continuous run of victories meant that advertisers had much more ability to 

portray military action. This meant that brands that contributed in some way to the military had 

more opportunity to associate themselves with success. As the end of the war approached, brands 

began to be more specific about their contributions in their advertising, relating these contributions 

to the brands’ absences, and often to post-war improvements to the brand. This also led to changes 

                                                           
79 “Colgate Ribbon Dental Cream Advertisement”, Daily Mirror, 5 January 1940, 18. 
80 “Colgate Ribbon Dental Cream Advertisement”, Daily Mirror, 9 May 1941, 4. 
81 “Colgate Ribbon Dental Cream Advertisement”, Daily Mirror, 5 November 1943, 5. 
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in which sectors referenced the military in their advertisements. In some cases, such as the boot and 

shoe polish sector, this was because there was an increased use of civilians and civilian services such 

as the AFS. This supports the idea that despite the increased combat commitment of the military 

services in 1943-45, and the increase in the percentage of advertisements referencing the military 

for many brands, use of the military in advertising was just one of the many ways to associate the 

brands with the war effort. The more tenuous the link, such as brands in the boot and shoe polish 

sector who provided brands bought by individual members of the military, the more likely this was 

to happen. For those more closely associated with the war effort, who provided product directly to 

the military, use of the military was more central, particularly as the end of the war neared.  

The use of the military in advertising across the war also varied in specificity. In some instances, 

generic terms such as troops, or “the boys in France” were used, but in others, specific units, pieces 

of equipment or military actions were referenced. As the war progressed, specific actions tended to 

be referred to more often, in part because there were more victories to refer to as the war went on, 

but also because as the end of war grew closer security became less of an issue. This is also why 

several brands referenced more specific pieces of equipment in the final few months of the war. In 

terms of the three different armed forces, it tended to be army units that were individually 

referenced. This is perhaps because there were many more references to the army than the RAF and 

Royal Navy; however, the nature of the three forces also played a part. The relative youth of the RAF 

meant that it was not used in the heritage role that the army and RN were. Related to this, the 

longevity of army regiments compared to RN ships meant that they were generally better known 

and had more heritage. On the other hand, army units were more identifiable, regiments had 

names, many famous from previous wars or battles, while RAF squadrons had numbers and had yet 

to establish reputations. Additionally, the change of Royal Naval ratings cap tallies, from featuring 

their ship’s name to all simply saying HMS, meant that sailors and RAF personnel in pictures were 

more homogenous than soldiers who may have unit patches or in some cases, distinctive uniforms 

(such as kilts for Highland regiments). 

This chapter makes some important contributions to our understanding of the portrayals of men and 

women in advertising during the war. While a wide range of women’s contributions to the military 

were included in advertising, this mostly occurred in 1939-41. The increased illustration of brands’ 

contributions to the military in 1943-45 meant more portrayals of men in action and fewer 

depictions of women. Overall, compared to women war workers, servicewomen were less often 

portrayed in relation to a domestic activity, in part because women in the services were more likely 

to be living in camps away from home, while war workers were still expected to undertake domestic 

duties as well. However, while servicemen on leave were depicted relaxing, or playing with their 
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children, servicewomen on leave also appeared to have been expected to assist with domestic 

duties at home. It can be concluded, therefore, that the more equal portrayal of women in the 

military resulted much more from circumstance than from any attempt by advertisers to portray 

women in the services as different from their civilian counterparts, again supporting the view that 

pragmatism shaped advertisers’ decisions. 

The portrayal of returning service personnel also demonstrates a certain level of equality. Again, 

there are more men than women portrayed, but otherwise gender is not an issue. The return of 

service personnel is mentioned mainly over the final 20 months of the sample and, unsurprisingly, 

increasingly after the end of the war in Europe. In the final month of the sample, more than a 

quarter of all advertisements mentioning the military refer to the return of service personnel. In 

most cases, the brands using these messages were FMCG brands which were either absent or in 

short supply during the war, and so were linking their return to the returning service personnel. 

Earlier in the war the return of the forces was portrayed as a reason for women left at home to 

maintain their appearance or as a way to explain the contribution made by a brand to the war effort. 

While these messages continued for some brands, others attempted to position themselves in the 

post-war lives of these returning men and women, sometimes based on their familiarity with the 

brand from use in the services, but in other cases based on connections with home from before the 

war. 

Representations in advertising of the return of the military to civilian life were an implicit recognition 

of the nature of the majority of members of the wartime military as citizen-soldiers. While this was 

apparent throughout the war, whenever the return of those serving was mentioned, it was 

particularly apparent towards the end that it became clearer. By using photos of individuals and 

referring to them taking up peacetime jobs, brands represented these members of the military as a 

part of society, returning after successfully completing a necessary, but lengthy and difficult task. 

The recognition of the centrality of this idea in advertising is another contribution to our 

understanding of the war from this chapter. 

Another important contribution relates to the instances where social concerns did impact on 

advertising. For example, it is evident in the portrayal of romantic relations where servicemen, 

mainly but not exclusively officers, were regularly depicted as eligible recipients of romantic interest 

from civilian women, a role played by civilian men in early executions. This chapter has shown 

evidence that these messages were affected by concerns about the immoral behaviour of women 

around servicemen. Early messages showing women pursuing relationships with servicemen were 

changed in later advertisements to show these relationships ending in marriage, even though the 
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earlier executions were almost identical to pre-war examples featuring civilian males. The switch to 

servicemen rather than civilian men served to both indicate the perceived increased masculinity and 

desirability of servicemen over civilians and simultaneously to produce a more problematic 

relationship between the genders. The implication is that behaviour that had been acceptable 

between civilians of opposite genders was not acceptable when the male was a serviceman, almost 

as if the serviceman needs protection more than the civilian male. The recognition of this difference 

in advertising, particularly when it is placed alongside the fact that women tended to be blamed for 

culturally unacceptable sexual behaviour, is an important contribution of this work. By illustrating 

the extent to which commercial advertising supported the more official and societal concerns 

discussed by Rose, Barrett and Calvi, Crang, Bruley, and Sokolof about women’s morality during the 

war, our understanding of these issues is increased.82 

While there was some consistency throughout the war, the use of the military in advertising 

changed in many ways. In some cases, these changes were caused by changes in the nature of the 

war and the military’s role; in others, social or brand specific issues influenced advertisers’ decisions. 

Whatever the reasons for the changes, as far as use of the military is concerned, it is clear that 

advertising reflected a number of different aspects of the war situation that Britain faced in each 

phase of the war. 

 

  

                                                           
82 Rose, “Sex, Citizenship”, 1147. Barrett and Calvi, The Girls Who, ix. Crang, “’Come into the Army’”, 384. 
Bruley, Women in Britain, 110. Sokoloff ““How Are They”, 34. 
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Chapter Six – Rationing and Advertising 
 

Introduction  

The need to view rationing as related to, but separate from, the supply of goods was clearly 

understood during the war. 1 In relation to this current research, supply is what brands can provide 

to their customers while rationing is what will impact, in some cases, how much these customers are 

allowed to purchase. Rationing is built on the idea that there is a certain amount of a particular 

product that must be divided fairly amongst a population that cannot be done by the normal market 

mechanism of price rises.2 This is done by controlling how much each person or household may 

obtain. Supply is the other side of this equation and is related to the amount and variety of a product 

which is available to the population, that is, how much needs to be divided. However, “close control 

of supplies is required” to ensure that they are distributed fairly and the British government’s ability 

to control the supply of food at the port of entry allowed this.3    

This chapter and the one following will explore how government control of both the demand for and 

supply of goods and brands impacted on advertising and through this exploration, new insights into 

these controls and British society’s reactions to them will be highlighted. This chapter will explore 

how the rationing of a variety of different products impacted on the way that they were advertised 

by brands within those industries as well as industries that were not rationed.  

This chapter will discuss the variety of advertising messages related to rationing. This contributes to 

our understanding of the Homefront by identifying that advertising messages differed whether the 

brand’s product category was subject to rationing or not. The fact that product categories were 

subject to rationing rather than brands is a nuance not recognised in the literature, but which 

becomes apparent when advertising discusses the rationing of other products. Recognising this 

distinction allows for the details of how the government intervened in various markets to be 

explored in more depth, which will add considerably to our understanding of the Homefront during 

the war. 

 

                                                           
1 Woolton, The Memoirs, 209. 
2 Hans Staehle, “Principles of Consumer Rationing”, The Annals of the American Academy of Political and Social 

Science, vol. 225, No. 1, (January, 1943), 158, 158. 
3 Staehle, “Principles”, 159. 
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Rationing   

In the months after the introduction of food rationing in January 1940 and clothes rationing in June 

1941 the percentage of advertisements explicitly mentioning rationing (or ration coupons) increased 

significantly (Figure 6.1).4 The peak in March 1940 followed a steady increase in the percentage of 

mentions from the beginning of the war, which as will be discussed later in the chapter, was due to a 

number of brands anticipating the introduction of rationing. 

 

 

Figure 6.1: Percentage of Advertisements Mentioning Rationing per Month, 1939-1941 & 1943-

19455 

 

The number of advertisements mentioning rationing in July and September 1941 was only half that 

in March 1940. However, the decrease in the amount of advertising generally over the first phase of 

the war, meant that the percentage of advertisements mentioning rationing was actually higher in 

July, August and September 1941. The percentage of advertisements mentioning rationing reached a 

peak of 7.18% in September 1941. There is, however, a lot of inconsistency in the data in the months 

                                                           
4 Susie Hodge, The Home Front in World War Two: ‘keep calm and carry on’, (Barnsley: Pen and Sword Books, 

2002), 92.  
5 It is important to note about tables which do not identify specific publications, that there are likely to be a 

number of advertisements repeated in each title. 
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immediately after March 1940, indicating that many brands decreased their mentions of rationing, 

or that some stopped or reduced their advertising. In some cases, however, the brands carried on 

discussing similar issues, such as saving fuel, but just stopped specifically mentioning rationing. This 

issue will be discussed in more detail later in the chapter. 

In the final phase of the war, there was a large increase in the percentage of advertisements 

mentioning rationing, peaking in April 1944 with 17.97%. This can be partly explained by a gradual 

introduction of rationing and the introduction of the points rationing system in June 1941 and its 

extension throughout 1942 (Table 1.1), which meant that more products were rationed than before. 

However, only a minority of rationing advertisements mentioned points. This fits with Calder’s claim 

that in 1944 only two shillings of every pound spent by housewives went to products subject to 

points rationing.6 The increased percentage mainly came from a combination of a decrease in the 

number of advertisements overall and a very large increase in the number of advertisements 

mentioning rationing. Table 6.1, below, gives a little more insight into this. 
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Rationing 
Advertisements 
1939-1941 9 31 76 4 1 14 4 17 18 

 
13 10 

% of Sector 
Advertisements 2.59 6.05 9.99 4.30 0.56 0.94 0.48 15.89 8.96 9.35 4.61 

Rationing 
Advertisements 
1943-1945 94 53 103 9 24 7 45 0 94 7 104 

% of Sector 
Advertisements 30.72 24.77 18.43 9.78 13.64 1.71 12.03 0.00 56.97 7.00 74.29 

Rationing 
Advertisements 
Total 103 84 179 13 25 21 49 17 112 20 114 

Overall 
Percentage 15.77 11.57 13.56 7.03 7.02 1.10 4.08 10.56 30.60 8.37 31.93 

 

Table 6.1: Rationing Advertisements by Sector 1939-1941 and 1943-1945 
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The first thing to note is that 19 sectors featured rationing in some advertisements; however, eight 

of these sectors only featured rationing in fewer than five advertisements across the whole war. 7  

Therefore, only the 11 sectors listed in Table 6.1 will be discussed in relation to rationing messages 

in advertising.  

References to rationing increased in most sectors in the final phase of the war, both in absolute and 

percentage terms. The one exception to the percentage increase is the pet care and animal sector, 

where 15.89% of advertisements in the first two years mentioned rationing, most of these 

advertisements appearing between November 1939 and March 1940, while no pet care or animal 

advertisements mentioned rationing in the final two years. The early advertisements were 

anticipating rationing of food, for both animals and humans, but as pet food was never rationed, 

later advertisements had no need to mention it.8 Other sectors all increased their mentions of 

rationing. The messages will be discussed later, but it is worth noting that the sectors with the 

highest percentage in the final two years (washing powders and soaps, retailers, clothing, 

confectionery and food and drink), were all impacted, at least to some extent, by the introduction of 

points-based rationing. However, both the retail and food and drink sectors mentioned both points 

and coupons. In the case of retailers who sold clothing (as well as brands in the clothing sector), 

while the rationing system used coupons, it was a de facto points scheme, since the coupons could 

be used for any item of clothing in the scheme, in the same way that points were used in the food 

and drink sector. This means that while all of the clothing and retailer advertisements referred to 

coupons, all of the clothing (and most, if not all of the retailer) advertisements’ mentions of 

rationing will have been influenced by the introduction of points rationing. 

The sector with the biggest increase from the first two years to the final two, was the washing 

powder and soap sectors, where the percentage of advertisements mentioning rationing increased 

from 4.61% to 74.29%. This sector was unique in that both the product, and the product it was 

designed to be used on (clothing and other fabrics) were both rationed using points, meaning that 

there were more reasons for rationing to impact on washing powder and soaps brands’ advertising. 

However, as with most sectors, there was little consistency with how much brands mentioned 

rationing. Some brands made rationing a major part of their advertising, some only mentioned the 

points value of the brand, while others, though only a very few in the washing powders and soaps 

brands, did not mention it at all. The rationing of washing powders and soaps was complex as they 

                                                           
7 These sectors were; baby products, furniture, gardening, miscellaneous, motor vehicles, pest control 

publications and transport.  
8 Hilda Kean, The great cat and dog massacre: the real story of World War Two's unknown tragedy, (Chicago: 

The University of Chicago Press, 2017), Chapter 5 (no page numbers), 
https://ereader.perlego.com/1/book/1850914/11. 

https://ereader.perlego.com/1/book/1850914/11
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were all included within the same number of points, whether they were intended for personal, 

home, clothes or dishwashing purposes.9 This even confused shopkeepers, when it was first 

introduced and meant that at the very least brands had to keep their customers informed of how 

much their brand was worth.10 Those brands, such as IBCOL and Thawpit, which did not mention 

rationing were not conventional soaps, and hence were not rationed, but were included because 

they referred to washing clothes or homes in their advertisements. 

 

Advertising Messages about Rationing  

Not only did the number of times advertisers mentioned rationing change over the course of the 

war, so did the messages relating to rationing. As Burridge states “As well as being a problem, 

rationing was also a resource for advertisers – it was something that could be invoked and used in 

various ways”.11 Therefore, the response to the introduction of rationing differed between different 

industry sectors and brands across the war.  

The earliest mentions of rationing, in October and November 1939, concerned both domestic fuel 

(coal, gas and electricity), which was never rationed, and food which was not yet rationed but would 

be, indicating that brands were anticipating the introduction, possibly driven in part by the 

requirement for consumers to register with a retailer for their rations.12 It is clear that brands were 

in line with consumers in expecting rationing to begin, for both food and fuel. According to 

housewife, Constance Miles, ration cards for gas were issued in October 1939, indicating that 

anticipating fuel rationing was reasonable.13 Only a week later, again according to Miles, an 

announcement was made that there would be no gas or electricity rationing, although she makes no 

mention of coal.14 Richard Brown’s diary entry for 6 November 1939 states that “we were told last 

week to be prepared to be rationed on butter and bacon in December”.15 This uncertainty about 

rationing meant that anticipation was also a feature of the advertisements in December and 

January, since they predate the beginning of food rationing, although as shown by Richard Brown, 

rationing was expected to start soon.  

                                                           
9 Knight, Spuds, Spam, 31. 

10 Hey, The View from, 124 for confusion about the points rationing of soaps. 

11 Burridge, “The dilemma of frugality”, 392, emphasis in original. 
12 Longmate, How We Lived Then, 321-334 on the non-rationing of coal, gas and electricity and the subsequent 

shortages over the course of the war.  
13 Constance Miles, Mrs Miles’s Diary: The Wartime Journal of a Housewife on the Homefront, (London: Simon 

& Schuster, 2013), 51-52. 
14 Miles, Mrs Miles’s Diary, 53. 
15 Brown & Milgate, Mr Brown’s War, p.10. Bell, London Was Ours, 69 for need to register. 
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Unsurprisingly, most of the increase in mentions of rationing in January, February, March and April 

1940 were from brands in the food and drink sector, with nine advertisements in both January and 

February and 14 in March and April. The increase, following the introduction of clothing rationing in 

June 1941, again unsurprisingly, was from clothing firms, but a more detailed examination indicates 

a difference both in the nature of the respective sectors and in the rationing schemes applied to 

each. 

Unrationed products 

Many of these early advertisements featured positioning strategies, attempts to influence how 

consumers perceived the brand, and messages for the brands which would be repeated throughout 

the war. Often, brands which were not rationed positioned themselves as substitutes for or ways to 

supplement products which were.16  

The idea that different positioning strategies were used in relation to rationing was proposed by 

Burridge who identified seven strategies (Table 6.2) in advertisements in women’s magazines across 

the whole period of rationing.17 The seven strategies differ depending on the extent to which the 

product is available or not and the reasons for that availability. Therefore, they relate more to issues 

of supply rather than rationing, which, as previously established, relates to demand. Rationing is only 

mentioned in the first category, when brands are positioned as “a solution or substitute for rationed 

goods”, but the other categories do not mention rationing at all.  

 Woman’s Own Woman & Home Total 

Product is available and a solution or substitute for rationed 
goods 

35 6 41 

Product is available, because it is ‘‘essential’’  2 1 3 

Product is the same as pre-war, or, better now  4 0 4 

Product is scarce _ but worth it when you get it  7 0 7 

Product is currently unavailable _ provision of a substitute 
service 

3 3 6 

Product is currently unavailable _ it will be back soon  8 3 11 

The product is back now or available again  9 3 12 

Total 68 16 8418 

 

Table 6.2: Incidence of positioning strategies by magazine (1940-1955)19 

                                                           
16 Burridge, “The dilemma of frugality”, 393-394. Clampin, "'To Guide, Help and Hearten’”, 64. 
17 Burridge, “The dilemma of frugality”, 392-393. 
18 Burridge counts multiple appearances of the same advertisement as just one appearance of the strategy, 

whereas this research counts each different advertisement, even if it appears multiple times. 
19 Burridge, “The dilemma of frugality”, 393.  
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This strategy shows the complex interconnections between different products in the market which 

impacted on planning for rationing. For example, the existence of close substitutes complicates a 

rationing scheme, because rationing of one product would lead to an increased demand for its close 

substitute (for example the rationing of butter leading to increased demand for margarine) and 

hence potential price rises.20 As a result, it was important to ensure that the substitutes were also 

rationed. Therefore, the substitutes discussed in rationing advertisements tended to be less direct 

substitutes, for example Weetabix was not a direct substitute for bacon at breakfast, but it was 

positioned as such.21 It is important to note however, that the substitution of cereals for traditional 

breakfasts had already begun in the 1930s with what David Oddy describes as “the Americanization 

of the British food market” so these messages would not have been as revolutionary as it might 

seem.22 

Brands in other sectors also began to position themselves to take advantage of the introduction of 

rationing, for example, “the producers of sauces, meat extracts, condiments and soups”.23 A Bovril 

advertisement from October 1939 proclaimed that “Lucky Bovril isn’t rationed”, months before any 

rationing of food was introduced. It is possible that either Bovril anticipated that food rationing 

would begin earlier than it did or were simply trying to position themselves in the mind of 

consumers as a non-rationed product for when rationing actually began, which fitted with the 

preparations for rationing already discussed. Either way, as Clampin indicates, the positioning 

strategy of offering ‘a solution or substitute for rationed goods’, particularly by making them go 

further, was followed through the war by brands in this sector.24 In fact, further analysis of 

advertisements placed across the period, indicates that across the war 8.37% of advertisements in 

the sauces and condiments sector, mentioned rationing in their advertising, although not that they 

were not rationed. The further claim from Bovril that they helped consumers to get “more good 

from all your food” supports the view that the advertisement was intended to position Bovril as 

something consumers needed “now more than ever”.25   

                                                           
20 Staehle, “Principles”, 159. 
21 “Weetabix Advertisement”, Daily Express, 4 April, 1940, 4. 
22 Derek J. Oddy, “The Stop-Go Era: Restoring Food Choice in Britain after World War II”, in Derek J. Oddy, 

Peter J Atkins and Virginie Amilien, (Eds),  The Rise of Obesity in Europe: A Twentieth Century Food History, 
(London: Routledge, 2016), 59, 59. 
23 Clampin, “”To guide, help and hearten””, 60.  
24 Clampin, “”To guide, help and hearten””, 60. 
25 “Bovril Advertisement”, Daily Express, 6 October 1939, 1. 
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Figure 6.2: Bovril Advertisement26 

 

This positioning closely matched the stance of the MoF which revolved around making the best use 

of the available food, however unusual or unappetising, and was a position also used by some cocoa 

brands throughout the war.27 It can also be seen to link closely with the tradition of frugality for 

families who lived through the depression.  However, as Juliet Gardiner states, this history of 

enforced frugality meant that sometimes the approach taken by the MoF could be seen by poorer 

women as “all very patronising”, although the practical advice was welcomed.28 In relation to a 

different type of product, desserts, Chivers took a similar approach to Bovril, suggesting in an 

advertisement in January 1940 in the Daily Express, “in these days of food rationing” their range of 

                                                           
26 “Bovril Advertisement”, Daily Express, 6 October 1939, 1.  
27 Minns, Bombers & Mash, 170. For example, “Rowntree’s Cocoa Advertisement”, Daily Express, 10 May, 

1940, 4 and “Rowntree’s Cocoa Advertisements”, Daily Mirror, 8 January, 1944, 2. 
28 Gardiner, Wartime. A similar point was made by Clampin, “To guide, help and hearten”, p.59, in relation to 

early propaganda from the Ministry of Information. 
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jellies meant that “hospitality need not make demands upon your family sugar allowance”.29 How 

this was viewed by the women discussed by Gardiner, is not recorded.  

It is worth pointing out, however, that not all advertisements for goods using this strategy actively 

mentioned rationing, whether they were rationed or not, and in some cases, mentions of rationing 

decreased over time, as discussed above in relation to Figure 6.1. For example, as mentioned 

previously, the earliest rationing was actually for petrol and the earliest mentions of rationing in 

advertisements were, unsurprisingly, related to fuel. Advertisements for washing powder brand 

Oxydol, mentioned that the brand saved “rationed gas, coal and electricity” by allowing clothes to be 

washed without boiling. 30 However, by March 1940, there is no mention of the rationing of gas, only 

that gas will be saved. Interestingly, as the war went on, the focus of the advertisements shifted 

away from messages about saving fuel, from 87 washing powder and soap advertisements in the 

first two years, to three in the final two. The messages used by brands in this industry moved from 

saving fuel, to saving clothes and hence, clothing coupons. This however is not surprising as gas was 

not, never had been and never would be, rationed.31  

Similarly, pet care brands, Spillers, Bob Martins and Chappie, also were among the first to mention 

rationing, interestingly with quite contradictory messages. Bob Martins said that dogs would have to 

put up with “war ration feeding” while Spillers claimed that “there is no need to ration your dog”, 

since supplies were still available and Chappie indicated that dog food was not rationed (although 

neither was any food at this point).32 In part this may have been a response to, and an attempt to 

limit, the mass killing of pets at the beginning of the war, by persuading owners that their pets could 

be fed easily.33 Hilda Kean indicated that despite early fears, there was little difficulty in feeding dogs 

and cats, though on occasion it required some creativity on the part of owners.34 After the 

introduction of meat rationing, but not pet food rationing, in March 1940, there were only four more 

pet care and animal advertisements mentioning rationing, illustrating that lessened uncertainty 

about rationing meant that at least some brands were able to change their messages.   

Also, it is worth noting that while Chappie was a dog food brand, Bob Martins actually sold pet care 

supplements, which would be likely to benefit more from dog owners being concerned about poor 

                                                           
29 “Chivers Jellies Advertisement”, Daily Express, 3 January 1940, 9. 
30 “Oxydol Advertisement”, Daily Express, 4 October 1939, 5.  
31 “Oxydol Advertisement”, Daily Mirror, 9 March 1940, 14. Longmate, How We Lived Then, 321-334. 
32 “Bob Martin’s Advertisement”, Daily Express, 7 November 1939, 3. “Spillers Advertisement”, Daily Express, 6 

November 1939, 6. “Chappie Advertisement”, Daily Express, 11 November 1939, 9. 
33 Philip Ziegler, London at War 1939-1945, (London: Pimlico, 2002), 74 on the mass killing of pets at the 

beginning of the war. 
34 Kean, The Great, Chapter 5 (No page numbers). 
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quality food and other negative impacts on their pets. Of the four advertisements from this sector 

after March 1940, two were for Bob Martins Condition Powders and referred to “‘rationed’ food”, 

implying that the brand was still prepared to take advantage of owners’ concerns about meat 

rationing to sell their brand, even if pet food companies were not.35 This illustrates the important 

point that even within the broad sectors chosen for this research, different brands had different 

interests, strategies and target markets. This further illustrates the pragmatism of brands, even to 

the extent of exploiting owners’ fears about their pets, that has been previously discussed. It also 

illustrates the value of rationing as a resource for advertisers as claimed by Burridge.36 

The approach taken by pet food brands of positioning brands to replace rationed products before 

rationing began, was also aimed, by a number of different brands, at parents concerned about the 

impact of rationing and shortages on the health of their children. This began very early in the war by 

brands such as Virol, Figure 6.3, and as will be seen, continued throughout the war by a number of 

other brands. 37 The Virol advertisement in Figure 6.3 takes both an informative and an emotional 

approach, comparing the brand to ‘other “extras”’ in its positive impact on children’s growth. The 

photograph of a happy smiling, active child was also a common technique used to imply both the 

health and the happiness of the children who are given the brand. Virol positioned themselves to 

replace the benefits of rationed products, as a ‘solution’, even though they might not be able to fulfil 

the role of the product in consumers’ diets. In February 1940, Walters’ Palm Toffee which was not 

rationed at this stage of the war, took a similar position, as a way to replace the sugar that was now 

missing from children’s diets.38  

                                                           
35 For example, “Bob Martin’s Condition Powders Advertisement”, Daily Express, 5 March 1941, 2. 
36 Burridge, “The dilemma of frugality”, 392. 
37 “Virol Advertisement”, Daily Express, 7 November 1939, 8, 
38 “Palm Toffee Advertisement”, Daily Mirror, 8 February 1940, 9. 
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Figure 6.3: Virol Advertisement39 

 

The final approach taken by brands which were not rationed could be called ‘doing without’, in that 

the brand claims that using it would allow consumers to do without the rationed product. This was 

the approach taken by Ryvita, in Figure 6.4, claiming that their brand was so good that it meant 

butter was not necessary.40  A similar approach was taken by Hovis and Weetabix, again in relation 

to butter, and Creamola Custard Pudding in relation to eggs.41  

                                                           
39 “Virol Advertisement”, Daily Express, 7 November 1939, 8.  
40 Clampin, Advertising and Propaganda, 44, highlights a different Ryvita advertisement from January 1940 

with a similar message, but a different execution, giving advice on how to use Ryvita to stretch the butter 
ration.  
41 “Hovis Advertisement”, Daily Mirror, 1 April 1940, 13. “Weetabix Advertisement”, Daily Express, 4 April, 

1940, 3. “Creamola Advertisement”, Daily Express, 5 September 1944, 3. 
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Figure 6.4: Ryvita Advertisement42 

 

The Ryvita advertisement in Figure 6.4 also contains a different execution from the other 

advertisements explored so far. Rather than a simple presentation of facts with supporting imagery, 

the advertisement features two women in conversation, which presents the information about how 

to make the best of rations. This is an application of what Edward E. Jones and Howard B. Gerard 

describe as a “co-oriented peer”.43 This is defined by George P. Moschis as “an individual or group 

                                                           
42 “Ryvita Advertisement”, Daily Mirror, 7 March 1940, 7. 
43 Edward E. Jones and Harold B. Gerard, Social Psychology. (New York: John Wiley and Sons, 1967), 320. 

Quoted by George P. Moschis, “Social Comparison and Informal Group Influence”, Journal of Marketing 
Research, XIII (August 1976), 237, 237. 
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whose outlook and values are similar to one’s own”.44 Both women are meant to represent the 

housewives who were the most likely customers for the brand with the advice being given as if from 

a friend in a similar situation. As with other changes that the beginning of the war brought, such as 

the blackout, rationing quickly became a background to everyone’s life. As a result, it is easy to 

imagine that even in the early days of the war, this image would resonate with consumers, with 

conversations like this quickly becoming a part of the lives of the target audience as rationing 

increased and the British people sought to adapt to their new situation. The need to adapt to a new 

situation, meant that the provision of information in advertising became important. 

The discussion of rationing by brands which were not subject to it raises a potentially important 

issue that might explain why rationing and shortages are often conflated in discussions of the 

Homefront. For individual brands not subject to rationing it was a business opportunity, but for 

those which were, it was something which impacted on customers’ ability to buy the rationed 

brand.45Also, when not discussing rationing as it applied to them, brands were able to discuss 

products as a whole, rather than specific brands. Viewing the rationing of a whole product category 

from the outside, rather than from the viewpoint of a single brand within a rationed product 

category results in a different perspective. This outside view shows rationing as presenting a 

problem similar to supply side limitations, in that it limits how much of the product can be used, so 

other solutions have to be found. This potentially explains why so often in the literature on the 

Homefront, where it is viewed from the outside of the product category, rationing is discussed in the 

same way as shortages, as both limited how much of the product could be used by consumers. 

However, from the point of view of a brand in a rationed product category, rationing was a different 

issue, it impacted how much each individual customer could purchase of a product, in the same way 

that income did, except that each individual was allowed an equal share of the ration currency and 

rationing affected each brand equally. As a result, brands in rationed product categories competed 

for a share of that ration currency as well as a share of customer income.  

This leads to a number of important contributions of this work. Firstly to recognise that brands and 

product categories need to be discussed separately, as they are different, albeit related elements of 

how control and shortages impacted on Britain. This relates to the second contribution, to recognise 

that rationing and shortages were separate issues, and that they affected brands and product 

categories differently.  

                                                           
44 Moschis, “Social Comparison”, 237. 
45 A similar point about that “rationing was also a resource for advertisers” was made by Burridge, The 

Dilemma of frugality, 392. 
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The other difference for brands in rationed product categories, is that rationing was also a 

bureaucratic system, which customers would sometimes need help navigating. This meant that 

often, brands would position themselves as helping consumers navigate rationing, and this provision 

of information will be discussed in the next section. 

Provision of Information 

The provision of information is a role of advertising, particularly in the case of high involvement 

purchase decisions, where the consumer has more incentive to seek and take in information.46 While 

food would normally be considered a low involvement and not a high involvement decision, it is 

argued that during the Second World War, this changed.47 For example, according to Raynes Minns, 

“for women war workers, shopping was usually a nightmare” due to the need to fit shopping around 

shifts.48 Adding to this, the complexities of the rationing system and shortages of familiar foods, 

meant that more thought and planning was needed by (predominantly) women, than in the pre-war 

period. This point was made by Juliet Gardiner who stated that “rationing was essentially something 

that women organised and mediated”.49  

The provision of information, therefore, can be seen as an important message style adopted by 

brands in response to rationing, and as will be discussed in the next chapter, to other aspects of 

control and shortages generally. In the context of this research, the information message is not 

taken to include ‘general’ information, such as brand names or addresses, only information 

specifically relevant to an aspect of the war, in this case rationing. This information took different 

forms, though specifically in relation to rationing, it usually centred on the administration of the 

process. For example, Figure 6.5 illustrates how Bassett’s Liquorice Allsorts, as well as using their 

brand character Bertie Bassett and familiar cartoon style to exhort customers to contribute to 

“Wings for Victory” and to “keep smiling”, also informs them that this is the “2nd Week of Ration 

Period No. 9”. Interestingly however, later in the war, Bassett’s moved away from mentions of 

rationing to supply side controls, which will be discussed in the next chapter, as that issue began to 

impact on their availability. Once these supply side controls came into effect, rationing was even less 

of an issue than previously. As will be seen, beyond the area of rationing, quite complex information 

                                                           
46 Clampin, Advertising and Propaganda, throughout his excellent book discusses the information provision 

role of commercial advertising in the Second World War at length, but particularly in relation to explaining 
points, 146. 
47 Involvement is very much an individual issue, determined by factors such as income, experience of particular 

products, purpose of consumption, etc., so food may be a more high involvement decision for some, such on 
those on lower incomes, but generally food can be considered a relatively low involvement decision. 
48 Minns, Bombers & Mash, 89. 
49 Gardiner, Wartime Britain, 181. 
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could be provided by advertising brands. In some cases, brands provided detailed information in the 

form of recipes, or even recipe books and services, such as Stork Margarine, as will be discussed in 

the next chapter.50  

 

 

Figure 6.5: Bassett’s Liquorice Allsorts Advertisement51 

While rationing was generally popular, it is also true that the complexities of the system did, on 

occasion cause confusion.52 The published Mass Observation (MO) diary of shop assistant Kathleen 

Hey indicated on 12 December 1941, for example that “the ‘points’ system seems to be causing 

confusion; people are coming for a second supply this week, under the impression that it is a weekly 

rather than a monthly allowance”.53 While on 20 December 1941, she wrote “points going well”, on 

24 December 1941 she stated that “about one in three [customers] confesses complete 

mystification with the whole process and throws herself on our mercy to help spend her coupons”.54 

The confusion about the points system in December may have had to do with the fact that the 

points scheme Kathleen Hey refers to only began in December 1941. However, on 30 July 1942 she 

wrote “the points were and remain a mystery to a good many customers”.55  This explains why 

brands such as Bassett's and Rowntree's (as will be discussed later) felt that they needed to remind 

customers where they were in the rationing calendar as it applied to the allocation of coupons and 

                                                           
50 “Stork Margarine Advertisement”, Daily Mirror, 4 April 1940, 6. 
51 “Bassett’s Liquorice Allsorts Advertisement”, Daily Mirror, 19 March 1943, 7. 
52 Sitwell, Eggs or Anarchy, 73 and Calder, The People’s War, 71. Woolton, The Memoirs, 209. 
53 Hey, The View from, 112. 
54 Hey, The View from, 113, 114. 
55 Hey, The View from, 171. 
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points. This ongoing confusion with the points system, which it must be remembered was 

introduced and ran alongside a completely separate coupons system, and a clothing scheme that 

used coupons, but in the same way as points, meant that provision of information about rationing by 

advertisers was vital throughout the war. 

This use of different systems, points and coupons also meant that different brands and sectors had 

the opportunity to use different messages in relation to each. 

Ration Coupons and Points 

Analysis of the data shows that out of the 19 sectors that mentioned rationing in their advertising, 

13 mentioned coupons and three mentioned points (Table 6.3, below), rather than rationing 

generally. This analysis also indicates some surprising results. For example, across all four years of 

the sample only 10 food and drink advertisements mention coupons, while 81, all in the final two 

years of the war, mention points specifically. This is unexpected because the points rationing 

scheme ran for much less time than the coupons scheme. Although clothes were rationed in a 

similar manner to the points system, the advertisements for clothing brands (and retailers who sold 

clothes) used coupons, so this sector will be discussed separately. 
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Points 0 42 81 0 0 0 0 0 0 0 5 0 0 128 

 

Table 6.3: Ration Coupon and Points Advertisements by Industry Sector 

All of the food advertisements mentioning points appeared in the final phase of the war, which is to 

be expected as the points scheme was introduced for food in December 1941, as mentioned above, 

and for confectionery at the end of July 1942. All five of the sauces and condiments points rationing 

advertisements were for the same brand, Rocambert Continental Mustard, and all used the same 

rationing message, a simple statement that the brand was points free. As a result of this, the 

majority of the discussion of points rationing and advertising will focus on the food and drink and 

confectionery sectors.  

An analysis of the data indicates that in both cases, points rationing advertisements made up the 

majority of the rationing advertisements for each sector in most months and overall, the percentage 
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is similar – in both sectors approximately 79% of advertisements which mentioned rationing, 

mentioned points. A higher percentage of confectionery advertisements generally mentioned points 

(19.63%, compared to 14.49% of food and drink advertisements). This is to be expected as most food 

was rationed under a coupon scheme, rather than a points scheme, although further analysis of the 

data shows that in the final phase of the war only one food and drink advertisement mentions ration 

coupons, and that is a Quick Quaker Oats advertisement from April 1944 which actually mentions 

clothing coupons rather than food. This is because, as will be discussed in the next chapter, Quick 

Quaker Oats was not available for a large part of the war, and the brand was using messages related 

to the government’s ‘make do and mend’ campaign. The top two brands which mentioned points 

were both cocoa brands, Rowntree’s Cocoa and Bournville Cocoa. Both brands belonged to larger 

companies which also sold chocolate brands and illustrate the point made above about rationing. 

While chocolate was rationed, and cocoa was not, advertisements for both mentioned rationing. 

Figures 6.6 and 6.7 below, give an illustration of how unrationed Rowntree’s Cocoa and rationed 

Rowntree’s chocolate treated rationing in their advertising. 

 

Figure 6.6: Rowntree's Rationing Advertisement56 

                                                           
56 “Rowntree’s Cocoa Advertisement”, Daily Mirror, 7 October 1944, 2. 
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Figure 6.7: Rowntree's Rationing Advertisements57  

 

Rowntree's Cocoa discussed points in a similar way to money and prices (Figure 6.6), with a fixed 

amount available to spend, illustrating the role of points as a rationing currency. The link between 

points and money can also be seen by the fact that the message is the same as the one used by 

Rowntree's at the beginning of the war.58 Those advertisements stated that because Rowntree's 

Cocoa helped food be digested, it made the weekly budget go further. The message used by 

Rowntree's both at the beginning of the war and in 1944 in Figure 6.6, is a variation of the message 

mentioned earlier as being used by brands in the sauces and condiments sector, about making food 

go further. The use of points in this way matches Lord Woolton’s hope that the system would allow 

housewives to utilise a level of skill and potentially bring a degree of enjoyment into the shopping 

chore.59 The use of points in Figure 6.7 is much simpler, although it still indicates the connection 

between points and money, in that the points value is displayed next to the price. However, the fact 

that price differs between the two brands in the advertisement, while the points value does not, 

shows that the two values were independent of each other.  

                                                           
57 “Rowntree’s Chocolate Advertisement”, Daily Mirror, 7 March 1945, 4. 

58  “Rowntree’s Chocolate Advertisement”, Daily Mirror, 9 December 1939, 16.  

59 Woolton, The Memoirs, 212. 
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What Figure 6.8 also shows is that two different aspects of rationing could be discussed in the same 

advertisement, both the points and letting the consumers know which week and which ration period 

they were in. This provision of information, which was independent of the brands’ main message in 

the advertisements, was intended to simply educate consumers and aid their shopping.  

Clothes Rationing 

There are some similarities between the way that points were treated by Rowntree's in their 

advertisements for chocolate and how clothing companies and retailers treated clothes companies 

in their advertisements. As previously stated, the rationing of clothing had a different impact on 

advertising than either fuel or food rationing. As Figure 6.8 illustrates, clothing rationing is barely 

mentioned in most clothing or footwear advertisements in the early part of the war, except to 

inform consumers of the number of coupons that were required to purchase each item. This is 

another instance in which rationing becomes analogous to price or money, fulfilling the role of 

rationing currency suggested by James Tobin, since it is what the customer must sacrifice in order to 

purchase the product.60 As with the Rowntree's chocolate advertisement in Figure 6.7, it was likely 

not a coincidence that the coupon cost of each garment is listed next to the price in the Barkers 

advertisement (Figure 6.8b). This is a result of the way clothing rationing was instituted, as a points-

based, rather than as a coupon based, system, albeit one where, confusingly, the points were 

referred to as coupons. As Norman Longmate explains, rather than being allowed a certain amount, 

or value, of a particular item of clothing, each person received a certain number of clothing coupons 

and was able to use them as they wished.61 One way in which clothes ration points did differ from 

price was that it was out of the hands of the manufacturer and was the same for each one. This 

meant that brands could not seek to compete on the basis of points by reducing the number of 

points their brand ‘cost’ but could on the ‘value’ for coupons they offered. The use of points 

rationing in advertisement in most cases, therefore, was simply informative or as a reminder, as in 

the case of Figure 6.8. 

 

                                                           
60 Tobin, “A Survey”, 521.  “This point is also made by Jobling, Man Appeal, 115, quoting H Frankel and P Ady, 

“The Wartime Clothing Budget”, Advertiser’s Weekly, (21 June 1945), 26-8, 30, 32, 34, 36, 38 and 40. 
61 Longmate, How we lived then, 247. Also, Jobling, Man Appeal, 114. 



202 
 

 

Figure 6.8: Gamages and Barkers Advertisements August and September 1941.62 

 

A large percentage of the advertisements mentioning rationing in the period following the 

introduction of clothes rationing were in the retailer sector. This is because most advertisements for 

clothes were placed by retailers rather than manufacturers, unlike in the food and drink segment 

where it was mainly the food manufacturers who advertised. As mentioned in Chapter 3, some 

manufacturers, such as Barratts, acted as sole retailers of their own products, and therefore were 

recorded as clothing or footwear manufacturers. Only retailers of multiple product types (such as 

department stores, like Gamages and Barkers) who acted as intermediaries for multiple 

manufacturers were recorded as retailers. 

As a result of these differences, the use of a ‘substitute’ positioning in clothing advertising was not 

relevant (after all a pair of socks would not suffice as a replacement for a shirt). One message that 

was used in relation to clothes rationing (though not always for clothing brands) in common with 

food advertising related to rationing, was linked to making rationed goods go further. As the war 

progressed, this positioning would expand into the ‘make do and mend’ message, as will be seen 

later. This approach was taken by Marlbeck (Figure 6.9), a women’s clothing brand, who mentioned 

                                                           
62 “Gamages Advertisement”, Daily Express, 4 August 1941, 3. “Barkers Advertisement”, Daily Express, 1 
September 1941, 3. 
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a concept much used later in the war and inspired by the increased choice given by points-based 

rationing – the idea of “coupon value”.  Rather than advertising a particular item of clothing, the 

advertisement features a simple drawing, instead of the photographs used previously, and 

concentrates simply on quality, albeit with making no specific claims for aspects such as warmth or 

cut. The claim made is that “Marlbeck Tailormades give lasting satisfaction and represent coupon 

value second to none”. The application of the concept of value supports the idea of points as a 

ration currency, as similar to money each customer has a finite amount to ‘spend’ and a certain 

amount of choice of what to spend it on.63 So while points could not be competed on, they did need 

to be competed for. The identification of points needed to purchase the brand, even if they were the 

same for all brands, was important, where specific items of clothing were included in the 

advertisement (as they are in Figure 6.8). In the case of advertisements for the brand generally, 

which do not mention individual products, such as Figure 6.9 particular points values were not 

relevant. In these cases, brand value was equated with points value. 

                                                           
63 Tobin, “A Survey”, 521. 
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Figure 6.9: Marlbeck Advertisement, Daily Mirror64 

 

Sometimes the ‘make do and mend’ message involved instructions of how to make the brand last. 

This will be discussed in more detail in relation to shortages, but it was also used in relation to 

rationing. For example, the manufacturers of Rayon stockings produced eight advertisements giving 

instructions about making the stockings last longer, although two that mention rationing specifically 

refer to making the stockings last longer to save coupons. In this case, the advertisements relate to a 

rationed product that is also in short supply. This relates to one of the main reasons why some 

products were rationed using the points system, rather than with coupons, which was that they 

were in too short supply to ensure that the whole population could receive a fair share. 

                                                           
64 “Marlbeck Advertisement”, Daily Mirror, 1 September 1941, 7. 
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Both footwear and clothing brands increased their mentions of rationing in the final phase of the 

war, although the clothing brands’ mentions increased by much more than those in the footwear 

sector, both in numerical and percentage terms. In part this may be because there were more 

clothing brands than footwear as well as more variety of product types in that sector (everything 

from underwear to overcoats). 

Rather than discuss rationing, it was more common for clothing and footwear brands to concentrate 

on the longevity of their own brand, but not necessarily individual product lines, as was the case 

with one of the more regular advertisers from these sectors across the war, the shoemaker, Barratts. 

Five of the 13 footwear advertisements to mention rationing were Barratts, but rationing was not 

mentioned in relation to shoes. These came in 1940, 1941 and 1943 and were variations on the 

theme in Figure 6.10a, below.65 As with all Barratts advertisements during the war, the brand 

character, Mr Barratt, used a particular war related issue to make a point about brand values, quality 

and longevity. Even once clothes (and shoe) rationing began it was not mentioned in relation to the 

brand, instead, as Figure 6.10b demonstrates Barratts rationing in the abstract, as an inconvenience 

related to the war. In a similar way to other advertisements discussed in Chapter 4, the brand looked 

to the future and discussed the end of rationing and the return of easy availability of the brand as 

parts of the fruits of victory. However, as with many other brands, Barratts used different 

advertisements to send different brand messages, and mentioned different aspects of the war in 

different advertisements, again illustrating the pragmatism and flexibility of advertisers.  As a result, 

only five of the 27 Barratts advertisements identified across the two halves of the sample mentioned 

rationing. In contrast to other sectors however, when footwear brands did discuss individual product 

lines, they would often mention price, but not the number of coupons each pair of shoes ‘cost’. 

 

                                                           
65 The version of this advertisement in the Daily Mirror on the same day used the same theme and picture, but 

with much less text. 
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Figure 6.10: Barratts Advertisements66 

 

A variation on this ‘making rationed goods go further’ positioning, was used by washing powder 

brands later in the war. As mentioned earlier, Oxydol, which was the heaviest advertiser of all the 

washing powder or soap brands, began the war mentioning fuel rationing, but soon only mentioned 

saving fuel, as it became clear that fuel would not be rationed. Later in the war, Oxydol adapted this 

to incorporate the message that using their brand would save clothes coupons, as did Persil, the 

second largest washing powder or soap advertiser, though other brands such as Rinso, mentioned 

the saving of clothes but not the saving of coupons. Sylvan Flakes’ approach was similar but focused 

specifically on delicate irreplaceable items of clothing. Table 6.4 indicates that the 24 Oxydol 

advertisements mentioning rationing puts the brand fourth in the list of family brands mentioning 

rationing in their advertisements and third in the list of those specifically mentioning ration coupons. 

This is interesting for two reasons. Firstly, unlike the brands above Oxydol on these lists, which sold a 

number of product lines, Oxydol only sold one, washing powder. Secondly, Oxydol, like all the other 

                                                           
66 “Barratts Advertisement”, Daily Express, 5 April 1940, 3. “Barratts Advertisement”, Daily Mirror, 3 November 
1943. 
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washing powders mentioned here, was rationed under the points scheme, rather than using 

coupons. 

 
Table 6.4: Most Common Rationing Advertisements by Family Brand Names 

 

One of the main reasons for the rationing of clothing was not a shortage in the supply but rather as a 

result of the need to limit demand in order to free production and transport facilities for the war 

effort, as well as to reduce price inflation.67 This need to control production and transport, led to 

three major government initiatives which all impacted on industry, society and to a varying degree, 

advertising; they were concentration, zoning and pooling. A pamphlet published by the MoI in 1945 

on “Civilian Supplies in Wartime Britain”, in fact discussed concentration, zoning and pooling as the 

                                                           
67 Longmate, How we lived then, 246. Jobling, Man Appeal, 112-113. 

Rationing Generally by 
Family Brand 

Ration Coupons By 
Family Brand 

Ration Points by Family 
Brand 

Rationing not related to points or 
coupons 

No. 
of 

Ads 

Family Brand 
Name 

No. 
of 

Ads 

Family Brand 
Name 

No. 
of 

Ads 

Family Brand 
Name 

No. 
of 

Ads 

Family Brand Name 

54 Rowntrees 29 Lifebuoy 45 Rowntrees 36 Rowntrees 

32 Cadbury 24 Barkers 21 Cadbury 17 Stork 

29 Lifebuoy 20 Selfridges, 
Oxydol, Pontings 

12 Kellogg's 16 Kellogg's 

24 Oxydol, Barkers 19 Eve 10 Lovell's 12 Eve, Cadbury 

20 Pontings, 
Selfridges 

16 Rinso 9 Weetabix 10 Weetabix 

19 Eve 15 Thomas Wallis 7 Huntley & 
Palmers 

9 Persil 

17 Kellogg's, 
Weetabix, 
Stork 

14 Persil 5 Fry's, Tyne Brand 
Products 

8 Oxydol, "Chappie" 

16 Rinso 13 Richard Shops, 
Fairy 

3 G. Havinden, 
Welgar 

7 Foster Clark, Fry’s, Walters’ 

15 Thomas Wallis 12 Sodens 2 Confectionery 
Trade Council, 
Scott's 

6 Kraft, Bob Martin’s 

14 Persil 11 Gamages, Sugden 
Furs, Puritan 

1 Sharps, Jenners, 
Batger's, Quaker 

5 Poulton & Noel’s, MoF, 
Puritan, Seven SeaS, Co-
Operative Wholesaler 
Society, Ovaltine 

13 Fairy, Richard 
Shops 

10 Drim, Sunlight   4 Crookes, Virol, Bisto, 
Wilkinsons, Meltis 

12 Soden, Fry’s 
Sunlight 

9 Fairfax, 
Smartwear, Lux 

  3 McDougalls, Scotts, Barratts, 
Meredith & Drew Ltd, O-T, 
Rinso, Hayward 
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precursor to rationing.68 These supply-side aspects of government control of the market will be 

discussed in the next chapter. 

Conclusion 

This chapter has explored the way rationing impacted on advertising generally and advertising 

messages specifically in the Second World War. Unsurprisingly, the data showed that a higher 

percentage of advertisements mentioned rationing in the final phase of the war, compared to the 

first two years. What is perhaps more surprising is that many, if not most, of the advertisements 

discussing advertising actually discussed it in relation to products other than the one the advertised 

brand belonged to. This chapter demonstrates, for the first time, that products and brands need to 

be considered separately in relation to rationing. This is because rationing happened at the product 

level, rather than the brand level; for example, chocolate and footwear were rationed, rather than 

Rowntree's or Barratts. As a result, for those brands in product categories that were rationed, 

rationing was an equalising factor affecting every brand; however, when they were discussing the 

rationing of other product categories, brands saw rationing as a market opportunity. When they 

were discussing rationing in relation to themselves, brands tended to be more prosaic, with most 

simply identifying how many coupons were needed to purchase their brand or letting consumers 

know which rationing week and rationing period they were in.  

Discussion of rationing differed, mostly, depending on whether brands were giving a branding 

message or discussing specific products within their range. For instance, Rowntree’s chocolate 

discussed rationing differently than Cadbury chocolate did, particularly because Rowntree's tended 

to provide informational messages about specific product lines, while Cadbury tended to discuss the 

family brand as a whole. For advertisements related to the brand generally, rather than individual 

product lines, rationing was perhaps less important, particularly as other forms of government 

control began to have an impact. Bassett's for example included information on the ration period in 

their advertisements in the middle of the war, but later, as will be discussed in the next chapter, 

when zoning meant that most of the advertisements’ audience would not have been able to buy the 

brand, rationing was no longer mentioned. As in other cases when the advertisements began to 

focus on brand, rather than product line issues, rationing (of the brand’s product category) was not 

discussed. However, the exception to this was the footwear sector where prices of brands’ product 

lines were included but no mention was made of coupon value.  

                                                           
68 Monica Felton, Civilian supplies in wartime Britain, (London: Ministry of Information, 1945), 13. 
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Overall, the most important contribution of the chapter is to identify that rationing impacts on 

demand for products, not the supply of brands, which means that those forms of control which 

affect the supply of brands need to be discussed separately. Supply side controls are not discussed in 

the literature in depth, either generally or specifically in relation to advertising. Where they are 

discussed, it is in relation to rationing, such as by Knight, or its impact on industry, such as by 

Clampin.69 Other depictions relate to individual products such as the National Loaf or brands, in 

particular Stork margarine.70 The impacts on consumers tend to be limited to discussions of the 

unpopularity of the National Loaf while impacts on advertising centre on discussions of Stork. By 

separating supply sides of control from rationing, this chapter was able to focus on the nuances of 

the impact of rationing on advertising. In addition, this separation will allow for the impact of the 

supply side controls which were introduced in the literature review (concentration, zoning and 

pooling) to be discussed in the next chapter.  

  

                                                           
69 Knight, Spuds, Spam, 21. Clampin, Advertising and Propaganda, 34-35. 
70 Chevalier, Food in wartime Britain, Chapter 6 (no page numbers), Hey, The View from, 146. Zweiniger-
Bargielowska, Austerity in Britain, 78, 112 and 114, Hodge, The Home Front, 49, McKay, Half the Battle, 110, 
201, and 207, Moore-Colyer, “A Voice Clamouring “, 215-216, for the National Loaf. Clampin, Advertising and 
Propaganda, 53 and Burridge, “The dilemma of frugality”, 397-400 for discussions of Stork. 
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Chapter Seven – Concentration, Zoning, Pooling and Shortages 

 

Introduction 

The previous chapter discussed the impact of rationing on advertising during the Second World War 

and highlighted the fact that it was treated differently depending on whether it was the rationing of 

the product being advertised, or a different product that was mentioned. This was because rationing 

was an attempt to control demand, in order to ensure a fair distribution of a product that was in 

limited supply. However, as Juliet Gardiner states “Just because something was not rationed, it did 

not mean it was in plentiful supply – quite the reverse”, indicating that controls on demand were not 

completely successful at this intended aim. 1 As indicated in the previous chapter, it is therefore 

important to discuss controls on supply and shortages separate from rationing, which is a control on 

demand. Despite this, much of the discussion of government control in the literature of the 

Homefront focuses on rationing, and largely ignores supply side controls, such as zoning.  

This chapter will for the first time in the literature of the Homefront explore the impact of shortages, 

zoning and pooling on advertising and in this way gain insight into the extent to which shortages, 

zoning and pooling of industry impacted on consumer markets. The focus on rationing in the 

scholarship, has led to a very one-sided view of the war on the Homefront and it is important that 

we understand the full extent of the complex situation which consumers and industry had to 

navigate. The chapter will demonstrate why alongside rationing, the supply side issues of shortages, 

zoning and pooling created such a complex situation for brands to deal with, and how this affected 

their advertising. 

Brands, and as a result, consumers, had to navigate a changing landscape of rationing, 

concentration, zoning, pooling and shortages. They could be subject to any combination of these 

issues, which could impact if, what and where they were able to sell. For consumers, the impact on 

what was available to them was substantial, but as the chapter will show, zoning and pooling were 

not presented as a coherent strategy meaning that they were not recognised by consumers as such. 

This research will be the first to outline the extent of this coordinated strategy providing extra 

insight into the conditions faced by the public during the war. Related to this, the chapter will also 

highlight the extent to which business cooperated, willingly or not, with government controls. This 

will also be an important contribution to discussions of the impact of the war on British industry, 

both during and after the war. 

                                                           
1 Gardiner, Wartime Britain, 171. 



211 
 

By adding a discussion of the messages that brands used in relation to zoning, pooling and shortages, 

this chapter will also add a level of nuance to the discussion of the impact of the war on the British 

public. By firstly identifying these messages and secondly separating them from those related to 

rationing, this research will contribute to the literature by highlighting how brands tried to affect 

what consumers knew and felt about these forms of control, separate to their knowledge and 

feelings about rationing, as discussed in the literature.2 An understanding of this will deepen our 

understanding of civilian morale during the Second World War. 

Zoning Advertisements 

Advertisements related to zoning only appeared between 1943 and 1945 and then only in four 

sectors (Table 7.1). Unsurprisingly, given the industries listed in Table 1.1, these sectors were, in 

descending order of advertisements, confectionery, food and drink, sauces and condiments, and 

alcohol. 

 

Industry 
sector 

Zoning 
advertisements 

Total number of 
advertisements over 

whole war 

% Total number of 
advertisements in final 

two years 

% 

Confectionery 110 729 15.09 218 50.46 

Food and 
Drink 

60 1319 4.55 563 10.66 

Sauces and 
Condiments 

8 227 3.52 95 8.42 

Alcohol 5 488 1.02 174 2.87 

Total 182 2762 6.59 1050 17.33 

 

Table 7.1: Zoning Advertisements by Industry Sector, 1943-1945. 

What can be seen from Table 7.1 is that zoning had a major impact on advertising, which is 

particularly emphasised if a comparison is made to Table 6.3, which presented comparable figures 

for advertisements mentioning rationing. Possibly the most surprising finding is that zoning had a 

much bigger impact on advertising than rationing for confectionery brands, both in the final two 

years (50.45% of advertisements mentioning zoning compared to 24.77% mentioning rationing) and 

even more surprisingly (since zoning was not mentioned at all in the first two years) across the 

whole war (15.09% compared to 11.66%). This tends to support the argument that rationing 

impacted on the product more than the brand and the need to separate the control of supply from 

the control of demand, which has not been done in much of the literature on the Homefront and has 

                                                           
2 By for example, Burridge, “The dilemma of frugality”, 389-400. Loxham, “Profiting from War”, 205-207. 
Clampin, “To guide, help and hearten”, 60-66. 
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been identified as a contribution of this chapter. This argument could also be as a result of a 

discussion of the messages used in relation to zoning. 

Zoning Messages 

For brands, zoning presented a quite complex situation for their advertising to deal with. First, 

brands had to explain a new and complex system to their customers and explain where the brand 

fitted within it. Second, they had to try to sell their brand to one group of consumers who may have 

still been able to purchase it, albeit in limited quantities. Finally, brands had, often with the same 

advertisement, to try to maintain brand awareness and keep a good image with another, larger 

group who could not obtain the brand. Compared to brands which were simply rationed, therefore, 

the need for information was much greater. As Figure 7.1 demonstrates, in some cases, part of the 

burden of informing consumers was taken on by temporary industry bodies, created by the MoF to 

support the industry during the war.3 The branding of these bodies as representatives of industry 

also serves to differentiate these supply side controls from rationing, which was clearly administered 

by government, and likely contributed to the public not identifying these controls as a coherent 

government strategy. 

 

 

                                                           
3 The two advertisements in Figure 7.1 were not part of the sample analysed, as they date from April and June 
1943, however they are included because they date from the beginning of the zoning scheme and illustrate 
how it was introduced to consumers. 
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Figure 7.1: Industry Zoning Advertisements4 

The use of a map to illustrate the zones by brands such as Fox’s Glacier Mints and Vita-Weat 

crispbread continued even into 1944 (Figure 7.2). This illustrates that even once the initial scheme 

was in place, and had been for a while, brands still felt the need to explain where they were, and 

hence were not, available. This continuing confusion on the part of consumers is emphasised 

particularly by the fact that the Fox’s Glacier Mints map corresponds to the one in the Chocolate and 

Sugar Confectionary (War Time) Association advertisement, meaning that even 10 months after the 

indication of zoning, brands still felt the need to educate consumers. In part, this confusion could be 

a result of inconsistency between the two schemes. For example, comparing the maps in Figure 7.2a 

and 7.2b indicates that the zones were not consistent across different industries. For example, the 

Vita-Weat advertisement indicates that for crispbreads there are only two zones, and the Southern 

Zone extends up to The Wash and incorporates much of the Midlands. For sweets and chocolates, 

however, there are four zones, and the Southern Zone stops on the northern border of Essex and 

extends on a slightly erratic, but generally east-west line across the country. It is likely that this 

would have caused some confusion for many consumers, particularly as the zones for other products 

were different, necessitating the continuing use of the maps.  

                                                           
4 “Cake and Biscuit Manufacturers War Time Alliance Advertisement”, Daily Express, 21 April, 1943, 3. 
“Chocolate and Sugar Confectionary (War Time) Association Advertisement”, Daily Mirror, 28 June 1943, 2. 
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Figure 7.2: Brand Zoning Advertisements5 

 

These issues arose from the necessary complexity of the zoning scheme. Each industry would have a 

different spread of production facilities across the country and as such each would require different 

zones to be established, to make the most efficient use of transportation. Figure 7.3 below indicates 

the basic sectors on which these zones are based. These were based on the Divisional Food Areas 

(DFAs) which were used to administer rationing. The country was divided into nine sectors, including 

Scotland and Northern Ireland which each constituted one sector (sectors 8 and 9 respectively). 

These sectors seem to have generally been combined in different combinations to make up the 

zones; however, the flexibility and complexity of the scheme can be seen in the shaded areas on the 

map, which are marked with multiple sector numbers. The impact of this is shown in the Fox’s 

Glacier Mints advertisement, where the borders for the different zones seem to match quite closely 

most of the borders of the sectors in the MoF map (albeit that the border between the Eastern and 

Western zones does dissect sector 6). However, in the Vita-Weat advertisement, the divide between 

the Northern and Southern zones deviates slightly from the border between sectors 4 and 5 in the 

MoF map, where the part of Derbyshire north of Derby (shaded on Figure 7.3) has been placed in 

Sector 4, rather than Sector 5. This level of planning on the part of the MoF, down to the level of 

                                                           
5 “Fox’s Glacier Mints Advertisement”, Daily Express, 25 February 1944, 4. “Vita-Weat Advertisement”, Daily 
Express, 22 April 1944, 4. 
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fractions of counties, also makes it clear why there would be confusion on the part of consumers 

about zoning and which zone they were in, particularly those in ‘border’ areas. 

 

Figure 7.3: Ministry of Food Sector Scheme Map6 

 

This possibility of confusion carrying with it the likelihood of consumer dissatisfaction suggests the 

need for the next message type used by brands in relation to rationing, shortages and absences of 

brands, the ‘explanation for shortage / absence’. In the case of Fox’s Glacier Mints, the explanation 

is relatively implicit. Rather than explicitly stating ‘we are not available in the southern, western and 

Scottish zones’ the brand specifies the zone where it is available. By stating “the whole of our output 

is being delivered into the EASTERN Zone” they offer what could be termed an explanation by 

                                                           
6 TNA MAF 99/1405: Ministry of Food Sector Map, 1943. 



216 
 

omission. Vita-Weat, using the brand characters Mr Peek and Mr Frean, take a more explicit 

approach, but again concentrate on the presence of the brand in one zone rather than its absence 

from the other. Explanations do not appear on the list of positioning strategies provided by Burridge 

in relation to rationing advertisements, possibly because rationing would not have needed to be 

explained by the brands. This again indicates the importance of considering supply side controls such 

as zoning separately from rationing. Because it impacted on the supply of a brand rather than 

demand for a product, different techniques were required by brands to deal with its consequences. 

Some brands also used their advertisements to apologise to their customers in the zones where the 

brand was not available and to attempt to retain brand awareness for when the brands would be 

available everywhere again (Figure 7.4). It is important to note that the apologies in these 

advertisements were used in relation to zoning, but not in relation to rationing, even though 

chocolates and sweets were also rationed (see Figure 7.9). As will be seen, apologies were used in 

relation to other causes of brand shortages or absence, indicating again the importance of 

considering rationing as a control on demand, rather than supply. The fact that rationing was clearly 

administered by the government while each industry was the public face of controls on supply, also 

contributed to the need for brands to apologise. By being perceived to be in control, the absence of 

a brand in a particular part of the country became the fault of the brands in a way that rationing was 

not. The two advertisements illustrate that an apology could either be a major part of the 

advertisement, in the case of Figure 7.4a, or almost an afterthought as in Figure 7.4b.  

All but one of the 23 advertisements from the sample which apologise for zoning were for 

confectionery brands and 16 of those were for Bassett’s Liquorice Allsorts. In part, this was because, 

as mentioned above, the apology was only a small part of the advertisement allowing for a variety of 

different messages to be given, although most of the brand’s advertisements featuring apologies 

were the same ‘Forward to Victory’ execution, featuring the brand character Bertie Bassett depicted 

as a British soldier (or ‘Tommy’), as Figure 7.4b. 
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Figure 7.4: Fox’s Glacier Mints and Bassett’s Liquorice Allsorts Advertisements7 

 

In both cases however, there is the implication that the zoning of the brand is playing a part in 

ending the war, although as discussed previously, the Bassett’s advertisement links the return more 

to progress in the war, while Fox’s Glacier Mints merely refers to the return of the brand to the 

whole country in more oblique terms. This is possibly because the Bassett’s advertisement appears 

later in the war, after the D-Day invasion when victory seemed certain. As discussed in Chapter Four, 

the placing of Bertie Bassett in the position of a British soldier throughout the war, allowed a 

consistent association with the war effort, which Fox’s Glacier Mints could not match. Brand 

characters played an important role in ensuring the brand “remains at the forefront of the 

audience’s thoughts”.8 

                                                           
7 “Fox’s Glacier Mints Advertisement”, Daily Mirror, 28 August 1943, 7. “Bassett’s Liquorice Allsorts 
Advertisement”, Daily Mirror, 2 January 1945, 5. 
8 Stephen Herskovitz and Malcolm Crystal, “The essential brand persona: storytelling and branding”, Journal of 
Business Strategy, 31, no.3, (2010), 21, 21. 
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While for various reasons, supplies may be limited or intermittent, it was still reasonable for brands 

to advise customers to seek out or wait for brands to come into stock. In this case, the need to 

maintain loyalty and brand awareness was important but could be reinforced by at least occasional 

use and some degree of visibility. For brands which were zoned, however, many, or even most, 

consumers would not be able to get the brand at all until the end of war at least, as a result, “major 

advertisers endeavoured to keep their names before the public, even though their goods might not 

be available”.9 Mentions of the return of the brand gave consumers a reason to remember it, while 

the use of brand imagery and character, such as the Fox’s bear and Bertie Bassett, acted as a trigger 

for brand memories and feelings, since seeing the brand imagery or character would lead consumers 

to remember those memories and feelings. The success of these efforts, at least as far as biscuits 

were concerned, is shown in the MO Interim Report on Biscuits which indicated that brand names of 

biscuits not available, came up in research, “while the names of kinds of biscuits no longer on the 

market comparatively seldom come up.”10 The report went on to specifically state that “prestige  

advertising outside the zoning areas has kept the makers name in mind”.11 What this means is that 

brands that were absent were remembered because of advertising, while product types which 

would not have been mentioned by advertisers were forgotten. 

There is evidence, therefore, that for brands which were absent in some areas due to zoning, 

advertising was useful for maintaining awareness. Even more absolute was the absence of those 

brands in industries which had been pooled. In those industries, advertising was even more 

important. 

Pooling Messages 

Pooling impacted on advertising in two main ways, either through the original brands or through the 

newly created ‘de-branded’ brand. The most common advertiser among the ‘de-branded’ brands, 

was Stork Margarine, which was subsumed into Marcom along with the other margarine brands. In 

the sample between September 1939 and September 1941, there were 16 advertisements for Stork 

Margarine, with eight executions in each newspaper, and from 1943-45 there were 14 (again with 

executions repeated in each paper). Most of these (24) appeared after pooling began, when in 

August 1940, “in order to keep the name alive” Stork introduced the Stork Margarine Cookery 

Service.12 The announcement was made through “a modest press campaign”, for example, Figure 7.5 

                                                           
9 Nevett, Advertising in Britain, 169. Also Begley, Keep Mum!, 13-14 and John Bush Jones, All-Out for Victory : 
Magazine Advertising and the World War II Home Front, (Lebanon: University Press of New England, 2009). 
185, the latter referring to the American market. 
10 MO Interim Report on Biscuits, 1 May 1945, 5. 
11 MO Interim Report, 5. 
12 Harvey, “The Story of Stork”, 12. 
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below.13 The language used, stating that the brand ‘joins up’ along with the imagery of the Stork 

character standing at slope arms (that is with a rifle held in one hand by the butt, with the barrel 

resting on the shoulder), with a rifle and helmet, gives a clear implication that the disappearance of 

the brand was intended to aid the war effort. This is language and imagery (of a British ‘Tommy’) 

that would have been familiar to consumers at the time, both from the First and Second World 

Wars. This, similar to the use of Bertie Bassett discussed earlier, is a clear attempt to position the 

disappearance of the brand as a positive thing, a necessary sacrifice to win the war. Stork’s use of 

their character in this way, however, was only temporary, as can be seen in Figure 7.5b, as opposed 

to Bassett’s more consistent portrayal of Bertie Bassett as a ‘Tommy’. This approach to the 

characters fitted into the different ways they were used by the brands generally, with the character 

of Bertie as a young British male firmly established before the war, while the stork was used more 

fluidly. 

Stork also made use of the positioning strategy, specifically ‘brand is currently unavailable - provision 

of a substitute service’ as outlined by Burridge.14 Stork itself was absent (more detail on absent 

brands will be given later) so could not serve as a solution or a substitute, but by providing expertise 

to consumers, in the form of ‘a substitute service’, the brand could function as a solution. The hope 

would be that as the war progressed and the service solved more of the consumers’ problems (and 

the problems of more consumers), the name would be associated with expertise and gain other 

positive associations of helpfulness at a time of need. While the associations are impossible to judge 

so many years after the war, it is clear that the number of consumers seeking help from the service 

increased, from 10,000 in 1940 “to 1 million by 1947”.15 In part at least, this success is likely to have 

resulted from the flexibility of the service, adapting to different seasons, different levels of food 

supply and as in Figure 7.5b, a variety of food types, both rationed and not.16 This again 

demonstrates the ability of advertisers to respond quickly to changing situations. 

                                                           
13 Harvey, “The Story of Stork”, 12. 
14 Burridge, “The dilemma of frugality”, 393. 
15 Harvey, “The Story of Stork”, 12. 
16 Harvey, “The Story of Stork”, 12. 
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Figure 7.5: Stork Margarine Cookery Service Advertisements17 

 

This approach of promoting the individual brand outside of the pooled brand was not unique to 

Stork, although Stork was the only brand in the sample to advertise consistently over the course of 

the war. What can also be noted from these advertisements for Stork is a common tendency for 

pooling to not actually be specifically mentioned in the way that zoning was. Usually, euphemisms 

like ‘joined up’ were used, or the brand was simply mentioned as being absent, another reason why 

the supply side control was not recognised as a coherent strategy in the same way that rationing 

was. Other brands began to advertise in the later years of the war, anticipating their return, when 

victory began to seem more certain, as discussed in Chapter 3. EKCO for example, advertised in 

                                                           
17 “Stork Margarine Cookery Service Advertisement”, Daily Mirror, 1 August 1940, 10. “Stork Margarine 
Cookery Service Advertisement”, Daily Express, 10 October 1940,2. 
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December 1944 (see Figure 7.6), anticipating the return of the brand, without mentioning the end of 

the war, but also stating that “there is the “industry” set in the shops for those who must have a 

new radio”. This could be argued to represent a different positioning strategy, one suggested by 

Burridge, ‘the product is currently unavailable-it will be back soon’, although the language used 

could be said to be quite vague.18 The vagueness of the language “we’re looking forward to proving 

how “wide awake” we are”, could hardly be said to indicate a return ‘soon’, but “The Sleeper 

Awakes” does imply more imminence. The same debate could be had about whether the mention of 

victory in the Stork Margarine Cookery Service advertisements also fit this positioning, since the 

language is even more vague. 

 

Figure 7.6: EKCO Radio Advertisement19 

 

The other way in which pooling affected advertising was when advertising was carried out on behalf 

of the new industry bodies. As these new entities did not have any direct competition, their only 

purpose in advertising would be to inform consumers of the new situation and persuade them that 

the new brand was worth buying. As J. W. Fletcher of the Co-operative Society noted in 1940, in 

relation to the pooling of margarine, the consumer had “no confidence” in the pooled brand and 

viewed it as “a poor substitute, not only for butter, but for the brand of margarine with which she 

has been satisfied for many years”.20 As this was written in 1940, it is likely that the government had 

                                                           
18 Burridge, “The dilemma of frugality”, 393 
19 “EKCO Radio Advertisement”, Daily Express, 5 December 1944, 3. 
20 J.W. Fletcher, “grocery manager of the Birmingham Co-op, in an article for Co-operative News”, quoted by 
Tom Harrison and Charles Madge. War Begins at Home. (London: Chatto & Windus, 1940), 371. 
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noted this problem by the time other industries were pooled, hence the efforts of the industry 

bodies to promote the pooled brand. In 1944, the pooled Soft Drink Industry (S.D.I.) advertised to 

persuade consumers of the value of the new pooled brand, supporting the idea that there was still 

some consumer scepticism.  Figure 7.7 also indicates that as well as being pooled, soft drinks were 

also zoned and points out, in a simple, informative advertisement the benefits of the system. 

 

Figure 7.7: Soft Drinks Industry Advertisement.21 

 

The importance of rationing to Second World War advertising is clear. However, this research has 

indicated for the first time that other elements of control, zoning and pooling have a major impact 

also. Perhaps unsurprisingly however, shortages had a greater influence. 

Shortages 

As stated at the beginning of the chapter, rationing did not always guarantee that products were 

readily available. In fact, as Longmate states, “there was a great deal of nothing about”.22 As shown 

by Figure 7.8, over the course of the war there are almost twice as many advertisements that 

mentioned some aspect of shortages than mentioned rationing (1410 compared to 755).  

                                                           
21 “Soft Drinks Industry Advertisement”, Daily Mirror, 1 April 1944, 4. 
22 Gardiner, Wartime: Britain, 171. Longmate, How We Lived Then, 22. 
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Figure 7.8: Percentage of Advertisements Mentioning Shortages and Rationing per Month 

 

There are only three months in the whole war with a higher percentage of advertisements referring 

to rationing than shortages: January 1940, March 1944 and April 1944. Across the first and last two 

years of the war the average percentage of advertisements featuring shortages is 14.07% in total, 

but as indicated by Figure 7.8, it is much higher in the second half of the sample. At 18.87% it is more 

than double the percentage in the first half, 9.27%. In the two peak months in the second part of the 

sample, August 1943 and May 1944, more than one in four advertisements mentioned shortages 

(26.67% and 26.53% respectively). Similar to messages about rationing, some sectors mentioned 

shortages more than others, although there were more sectors which featured at least one 

advertisement that mentioned some aspect of shortages (35 compared to 19). The main reasons for 

this seem to be that more sectors were affected by shortages than rationing, and that shortages 

were as much a brand issue as a product issue and as such needed to be addressed by brands. Using 

the same process as that used when developing Table 6.1, this section looks at the sectors where a 

significant number of advertisements were impacted by shortages. 35 sectors (out of 42 total) 

featured a mention of some aspect of shortages in at least one advertisement, and of those, 27 

featured at least five. However, this creates a table that is unwieldy.23 Therefore, two tables have 

                                                           
23 The seven sectors which do not contain any mention of shortages are Air Raid Precautions, Charity, 
Education, Financial Services, Kitchen Appliances, Medical Treatment and Transport. The eight which feature 
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been created, Table 7.2 features those sectors with five to 20 advertisements featuring shortages, 

and Table 7.3 those with 20 or more. 
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Shortages Ads 
1939-1941 1 0 3 4 1 6 0 4 1 2 0 

% of Sector Ads 25.00 0.00 0.79 8.89 12.50 5.61 0.00 1.99 16.67 5.13 0.00 

Shortages Ads 
1943-1945 8 9 4 8 4 0 9 3 6 10 7 

% of Sector Ads 24.24 30.00 1.07 17.02 26.67 0.00 37.50 1.82 42.86 62.50 87.50 

Shortages Ads 9 9 7 12 5 6 9 7 7 12 7 

Total Ads 37 37 751 92 23 161 40 366 20 55 21 

% 24.32 24.32 0.93 13.04 21.74 3.73 22.50 1.91 35.00 21.82 33.33 

 

Table 7.2: Shortages Advertisements by Sector with Five to 20 Advertisements, 1939-1941 and 1943-

1945 

 

Possibly the most surprising thing to note is that only seven advertisements from the retailer sector 

mention shortages. However, as the brands coded as retailers were those selling multiple products, 

it is unlikely that they would advertise products or brands in short supply, except in an attempt to 

encourage consumers to visit the shop quickly. This was the approach taken by Wesley Barrell in 

December 1939, while in November 1943, Co-operative Wholesale Society used an advertisement to 

announce that their own brand of paint was “only available for priority and essential work.”24  As 

previously stated, those retailers which sold (and often produced) one product were included in that 

category, for example Barratts, who (among other messages) would sometimes discuss shortages, as 

will be discussed. 

Another interesting aspect of Table 7.2 is that despite the few advertisements in these sectors 

mentioning shortages, the percentages are quite high in some cases. For example, in the smoking 

accessories sector (lighters, cigarette papers, pipes, etc), 35% of the 20 advertisements were 

impacted by shortages, reflecting the heavy impact of shortages on this sector. Rizla’s 

                                                           
fewer than five are Baby Products, Feminine Hygiene, Furniture, Medical Devices, Pest Control, Publications, 
Soft Furnishing, Curtains and Blinds, and Watches, Clocks and Jewellery.  
24 “Wesley Barrell (Witney) Ltd Advertisement”, Daily Express, 4 December 1939, 3. “Co-operative Wholesale 
Society Advertisement”, Daily Mirror, 1 November 1943, 2. 
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advertisements in particular were interesting; some, labelled as a “News Bulletin” offered both 

information on product lines in short supply and tips on how to make both them and tobacco go 

further.25 This use of information and the ‘Make Do and Mend’ message recurs throughout the 

shortages advertisements. 

Some of the sectors which have the highest percentages are less surprising (Table 7.3), based on 

previous discussions related to rationing and other forms of control. For example, the highest 

percentage was washing powder and soaps, with 36.69%, meaning more than one in three 

advertisements in this sector (and almost half between 1943 and 1945) were affected by shortages. 

In this case, the messages related both to shortages of washing powders or soaps and clothing, 

rather than their rationing, and often centred around the fact that little of the brand needed to be 

used or their ability to make scarce clothes last. The motor vehicles sector included motoring 

accessories such as tyres, which tended to focus on the need to make the tyres last (for those still 

able to drive) and providing advice on how to do that.  

This different variety of messages, particularly across different sectors is noted in detail here for the 

first time and illustrates that the impact of shortages is separate to that of rationing and to controls 

on supply. The discussion in this thesis of shortages as an issue separate from, but interacting with 

rationing and supply controls, leads to a more nuanced understanding of the way that the war 

affected the Homefront, than the existing scholarship provides. For example, by discussing rationing 

and the “voluntary de-branding” of margarines together, Burridge misses out on the full breadth of 

the messages used by brands and the reasoning behind them, that is, the impact of these controls 

on the public.26 This is an important contribution to the literature of shortages and the Homefront 

more generally.  

 

                                                           
25 “Rizla Advertisement”, Daily Mirror, 10 August 1944, 7. 
26 Burridge, “The Dilemma of Frugality”, 397. 
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Table 7.3: Shortages Advertisements by Sector with More Than 20 Advertisements, 1939-1941 and 

1943-1945 

Before exploring these sectors and messages in more detail, two more issues need to be noted 

about this data. Firstly, there is some degree of overlap between mentions of rationing and 

shortages, as some advertisements will mention both. For example, Palm Toffee, which had 

positioned itself as a way to replace sugar in children’s diets, was one of the few brands to 

specifically mention it was rationed. The explicit positioning of the brand as a replacement for sugar 

had been replaced, once sweets were rationed, with a more oblique link that the brand 

“strengthens, sustains”, as Figure 7.9 shows. This demonstrates that just as rationing could be used 

as a resource by advertisers, so could shortages.  

Palm Toffee’s position echoes the claim made by Cadbury that chocolate was food and could sustain 

soldiers on the battlefield, sailors in lifeboats and “the starving peoples of Europe.”27 This Palm 

Toffee advertisement specifically mentioned they were rationed, but also requests that disappointed 

customers “Don’t blame the shopkeeper”. This is a sub-set of the ‘Wait for supplies, be patient’ 

message, identified by Burridge, which will be discussed in more detail later in the chapter.28 

Secondly, as previously highlighted, quite often advertisements for products which are rationed, 

would actually not mention rationing, but rather say that the brand was in short supply. In effect, as 

mentioned in the previous chapter, rationed brands generally did not mention that they were 

rationed, because rationing was a product rather than a brand issue. 

 

                                                           
27 “Cadbury Advertisement”, Daily Express, 9 October 1943, 4. “Cadbury Advertisement”, Daily Mirror, 11 
November 1944, 1. “Cadbury Advertisement”, Daily Mirror, 7 August 1943, 1. 
28 Burridge, “The dilemma of frugality”, 393. 
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Figure 7.9: Palm Toffee Advertisement29 

 

Table 7.4 below illustrates how each of the sectors illustrated in Table 7.3 used each of the different 

messages related to shortages. The two most commonly used messages were ‘making things go 

further/make do and mend’ and ‘explanation’. However, as with other messages, they are not used 

consistently across sectors. In comparison, the ‘explanation’ message, was used in each sector less 

often, but was used more consistently in a number of different sectors, than the making things go 

further message.  

Highlighting the most common message for each sector illustrates that again there is a lack of 

consistency of message. The food and drink sector used the two most common messages most, 

unsurprisingly, given that food and drink is the second largest advertised sector, but interestingly, 

the ‘making things go further message’ is hardly used at all by this sector. Equal with explanation as 

the most used message by this sector is ‘wait for supplies/be patient’. As will be shown, this includes 

the ‘don’t blame the shopkeeper’ message, which was used by both Cadbury and Rowntree’s. The 

tobacco sector, which includes cigarettes, cigars and tobacco, made most use of the ‘salvage or 

saving packaging’ message, as well as being the sector to use that message most. This use of 

                                                           
29 “Palm Toffee Advertisement”, Daily Mirror, 10 May 1941, 4. 
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different messages reflects in part the different needs and situation of each sector, which will be 

discussed in the next section. First however, the timing of the messages’ use will be explored. 
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Food and 
Drink 

17 8 43 1 68 20 15 98 9 2 39 0 4 28 

Confectionery 13 1 9 1 51 1 17 3 10 0 1 5 1 51 

Washing 
Powders or 
Soaps 

1 4 1 0 6 6 0 104 7 0 1 6 2 4 

Personal Care 30 5 7 0 24 22 0 5 9 1 1 7 14 10 

Tobacco 0 9 0 8 4 5 0 2 11 0 0 53 0 0 

Home Care 2 7 6 0 18 36 0 7 1 0 0 1 3 3 

Clothing 0 3 4 2 14 14 0 16 0 2 2 0 5 9 

Alcohol 4 8 1 0 20 7 0 0 0 0 0 12 3 11 

Footwear 0 2 0 0 8 3 0 19 0 3 0 1 10 13 

Motor 
Vehicles 

0 0 0 0 5 23 0 18 0 1 0 0 0 1 

Sauces and 
Condiments 

0 2 0 0 0 2 1 30 0 7 4 0 1 0 

Patent 
Medicine 

4 11 0 0 16 1 2 1 1 0 3 0 0 4 

Tooth Care 0 0 0 0 0 9 0 2 1 12 0 15 1 0 

Boot and Shoe 
Polish 

0 3 0 0 5 16 0 8 0 0 0 0 0 2 

Entertainment 11 1 1 0 3 3 0 2 0 0 0 0 0 9 

Miscellaneous 2 0 0 0 6 3 0 7 0 2 0 0 0 2 

 

Table 7.4: Shortages Messages by Industry Sector30 

Tables 7.5a and 7.5b below show how these messages were used month by month between 1939-41 

and 1943-45 and they indicate that there was again, a lack of consistency with some messages being 

used more than others at different times during the war. Again, the shaded sections in each table 

indicate the peaks in usage of each message. 

                                                           
30 An advertisement may use more than one message, so an explanation may be accompanied by an apology 
for example. 
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Table 7.5a: Use of Shortages Messages by Month, 1939-41 

 

Both within and across both tables a number of differences can be seen. Although use of some 

messages peaks towards the end of the first period, use of the ‘making things go further/make do 

and mend’ message actually reaches its first peak earlier in the war, between November 1939 and 

May 1940. Within this period, this message appears 101 times, with more than half of the usages of 

the message between 1939-1941. It is likely that this was because many of the specific shortages, 

which would inspire particular messages, had not begun to occur and ‘making things go further’ was 

a generic message that would suit a number of circumstances. This might also tend to explain 
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Jul 1940 0 0 0 0 0 1 3 8 0 3 4 0 0 0 19 
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Total 21 1 4 11 109 31 22 201 16 21 49 61 6 106 21 
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relative scarcity of other message types until March 1940, and also why, as Table 7.5b shows, this 

message was less used (though still the second most common) in 1943 to 1945. 
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Aug 1943 2 4 1 1 8 6 1 8 4 1 1 5 0 3 45 

Sep 1943 3 3 4 0 14 9 0 9 0 2 0 5 1 5 55 

Oct 1943 3 3 0 0 6 8 0 11 1 2 0 2 0 4 40 

Nov 1943 5 7 5 0 6 5 1 7 0 0 0 2 2 3 43 

Dec 1943 3 4 3 0 6 2 0 2 2 1 0 4 0 0 27 

Jan 1944 2 2 3 0 3 5 0 6 2 2 0 3 0 0 28 

Feb 1944 5 2 1 0 5 7 0 4 2 0 0 1 1 5 33 

Mar 1944 3 2 1 0 0 5 1 6 2 0 0 0 0 1 21 

Apr 1944 2 0 1 1 7 12 1 4 0 0 0 0 0 2 30 

May 1944 5 1 2 0 7 10 0 9 2 1 0 2 0 3 42 

Jun 1944 3 1 1 0 2 9 1 3 0 0 0 1 0 4 25 

Jul 1944 3 0 3 0 5 6 2 9 2 1 1 3 3 1 39 

Aug 1944 2 5 8 0 5 9 0 9 3 0 1 2 3 4 51 

Sep 1944 3 5 2 0 10 4 1 3 3 0 0 2 2 2 37 

Oct 1944 2 0 3 0 7 7 1 8 0 0 0 2 2 0 32 

Nov 1944 3 0 3 0 12 6 0 3 2 0 0 2 6 2 39 

Dec 1944 2 2 2 0 9 8 0 4 3 0 0 0 5 1 36 

Jan 1945 2 1 3 0 3 4 1 5 2 0 0 1 0 0 22 

Feb 1945 1 3 5 0 6 5 0 5 0 0 0 0 3 0 28 

Mar 1945 0 3 3 0 4 5 0 3 0 0 0 0 2 1 21 

Apr 1945 4 6 5 0 12 4 0 4 1 0 0 3 1 3 43 

May 1945 2 2 1 0 8 2 0 0 0 0 0 0 2 1 18 

Jun 1945 2 3 4 0 7 3 0 2 1 0 0 0 1 0 23 

Jul 1945 4 5 5 0 13 4 1 4 0 0 0 0 2 4 42 

Aug 1945 3 5 6 0 10 3 2 0 1 0 0 0 1 3 34 

Sep 1945 4 4 1 0 7 4 2 2 2 0 0 1 1 1 29 

Total 73 73 76 2 182 152 15 130 35 10 3 41 38 53  

 

Table 7.5b: Use of Shortages Messages by Month, 1943-45 

 

Make Things Go Further / Make Do and Mend 

The most common shortages-related message to appear in 1939 to 1941, was about making things 

go further or to ‘make do and mend’. There is an overlap here with the ‘solution or substitute’ 

positioning strategy identified by Burridge, in that some of these messages relate to the brands used 
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to support other products that are rationed.31 Clampin points out that “the producers of sauces, 

meat extracts, condiments and soups” positioned their brands as being useful in making wartime 

diets more interesting and making the limited available food go further.32  

This positioning strategy is a theme that is evident in this sample, with Bisto explicitly claiming to 

“make the meat go further” and to “transform scraps and leftovers” (Figure 7.10). Advertisements 

for this brand appear across both publications, but while the underlying message is the same, the 

style of the advertisements are different between each. As Figure 7.10 demonstrates, the 

advertisements in the Daily Mirror (7.10a and 7.10b) are simple and just contain text, while the Daily 

Express executions (7.10c and 7.10d) contain illustrations, including in Figure 7.10d the brand 

characters, and a little more copy. There are also minor language differences; the second Daily 

Mirror advertisement refers to “scraps and leftovers” being turned into “tasty meat dishes” while 

the Daily Express copy mentions “what is left over” being “made into a tasty hash or hot pot”. This 

may simply be a result of the increased capacity for text in the executions prepared for the Daily 

Express allowing more flexibility. It is possible that brands perceived that the readers of the Daily 

Mirror were less receptive to, or even able to read, more complex executions than readers of the 

Daily Express. Similar differences in expected audiences have been identified in earlier chapters, 

supporting the belief that each newspaper was expected to be targeting different classes of readers.   

 

                                                           
31 Burridge, “The dilemma of frugality”, 393. 
32 Clampin, “To guide, help and hearten”, 60. A similar point is made by Burridge, “The dilemma of frugality”, 
394. 
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Figure 7.10: Bisto Advertisements, Daily Mirror and Daily Express33 

Other brands used the approach of positioning themselves as alternatives to products in short 

supply, similar to Burridge’s first positioning strategy, throughout the war; for example, Weetabix 

and Kellogg’s Corn Flakes, positioned themselves as a way to save both fuel and bacon, since they 

could replace the traditional British breakfast choice of bacon and eggs.34 Kellogg’s Corn Flakes had 

                                                           
33 “Bisto Advertisement”, Daily Mirror, 7 November 1939, 3. “Bisto Advertisement”, Daily Mirror, 5 December 
1939, 3. “Bisto Advertisement”, Daily Express, 10 November 1939, 9.  “Bisto Advertisement”, Daily Express, 8 
December 1939, 9. 
34 Statistical Review of Press Advertising quoted by Clampin, Advertising and Propaganda, 83. 
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the biggest increase in advertising spend in late 1939, from £15 in October to £3,009 in November, 

in response to the announcement of the rationing of bacon on 1 November 1939, providing another 

example of the timeliness of advertising during the war.35 The positioning of cereals as an alternative 

to traditional cooked breakfasts continued throughout the war, even after cereals were rationed in 

1942.36  

Finally, some advertisements simply referred to the ‘make do and mend’ campaign. In some cases, 

these were actually quite general branding advertisements, seeking to associate a brand that was 

absent or in short supply with a patriotic campaign. This is the approach taken by Quick Quaker Oats 

(Figure 7.11a), who link the message of ‘make do and mend’ with the idea of doing without the 

brand which was absent due to the war. In others, they were simply part of an ongoing advertising 

campaign, as in Figure 7.11b, which featured ‘Busy Bubbles’ the Oxydol brand characters who 

replaced Mrs Mundy, as well as reference to the Royal Navy, and specifically the submarine service. 

As discussed in Chapter 3, brands often used such military imagery to associate themselves with the 

war effort and a number of advertisers also associated themselves with government campaigns. For 

Oxydol, the use of naval imagery implied that by using the brand and hence making clothes last 

longer, the brand and consumers who use it would be contributing to the war effort. The ‘make do 

and mend’ message is quite relevant to a washing powder brand, matching as it does the previous 

messages of making clothes last. There is clearly a strong overlap with rationing, which, as discussed 

in Chapter Six, is common when the rationing of a different product is being discussed. While 

rationing is mentioned in relation to clothes in the text, the only mention of it in relation to Oxydol is 

in terms of the number of coupons each box cost, in small print next to the price. Clampin notes that 

the government attempted to ensure that brands “did not exploit wartime messages and themes to 

their own advantage”.37 Clampin particularly refers to overuse of the V for Victory message causing 

concern, linking it particularly to a risqué advertisement featuring “a pretty girl” doing exercises 

forming a V with her legs in the air.38 However, ‘Make do and Mend’, was attempting to encourage 

action, so it is likely that the Oxydol advertisement which gives specific suggestions on how to 

achieve the campaign’s goals would have been more appreciated. In the case of the Quick Quaker 

Oats advertisement, the ‘make do and mend’ message had less direct relevance to the brand, 

although the comparison to “cheerfully accepting the ‘next best’” does create a link. Mainly, it is an 

                                                           
35 Statistical Review of Press Advertising quoted by Clampin, Advertising and Propaganda, 83. 
36 Mackay, Half the Battle, 109 for date of introduction of rationing of cereal. 
37 Clampin, Advertising and Propaganda, 58-59. 
38 Clampin, Advertising and Propaganda, 58-59. 
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attempt by the brand to prevent consumers permanently switching to the new brands they were 

forced to try by the absence of Quick Quaker Oats.  

 

 

Figure 7.11: Make Do and Mend Advertisements39 

 

While the ‘making products go further / make do and mend’ message was the most common in the 

early months of the war, by the beginning of 1941, this had changed. Messages relating to patience 

and to explanations for shortages began to become more prevalent. 

Make Brand Last/Use Sparingly 

Rather than make suggestions about other products, some brands in short supply actually suggested 

that consumers make the brand itself last or use it sparingly and sometimes gave advice on how to 

do that. This ‘make the brand last / use sparingly’ message was used much more from 1943-45; in 

fact, 83% of its recorded usage occurs in 1943-45. The ‘making things go further’ message was most 

often used in relation to other products that were in short supply, while the ‘make brand last/use 

sparingly’ messages were also used by brands in short supply themselves. From the point of view of 

the brand, this message serves a double purpose; it portrays a patriotic message of self-denial and 

also reduces the risk of consumers trying (and perhaps liking) competitors. Often, these were 

                                                           
39 “Quick Quaker Oats Advertisement”, Daily Express, 4 February 1944. “Oxydol Advertisement”, Daily Mirror, 
7 September 1944, 4. 
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straightforward. For instance, a Mars Bar and Starry Way campaign suggested cutting the bars into 

sections to make them last longer or Hovis stated that “thin slices make Hovis go further!”.40 Other 

brands offered more complex instructions, such as the Rayon Producers advertisement in Figure 

7.12 which offers a number of ways to make Rayon stockings last longer.41  

As discussed in relation to rationing and other forms of control, the provision of information was 

important in helping consumers to deal with shortages, supporting Clampin’s finding that a major 

role for commercial advertising during the war was to help consumers deal with problems the war 

created.42 The assistance provided by brands, to help consumers deal with the various issues, can be 

seen as playing a similar role to that provided by the MoF, albeit generally more focussed on the 

specific product, with the exception of the Stork Cookery Service, which dealt with food in general.  

In some situations though, the brand simply suggested that consumers use less of the brand. 

Cigarette brands for example requested “a little restraint” while a number of chocolate brands 

beginning in May 1941 asked consumers to “leave it for the children”.43 

 

 

Figure 7.12: Rayon Producers Advertisement44  

                                                           
40 “Mars Bar and Starry Way Advertisement”, Daily Mirror, 13 November 1942, 4. “Hovis Advertisement”, Daily 
Express, 7 December 1944, 1.  
41 “Weetabix Advertisement”, Daily Express, 5 February 1941, 5. 
42 Clampin, To Help, 59-60. 
43 “Tobacco Manufacturers Advertisement”, Daily Mirror, 5 August 1941, 5. “Fry’s Advertisement”, Daily 
Mirror, 8 August 1941, 1. 
44 “Rayon Producers Advertisement”, Daily Express, 5 September 1944, 4. 
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Explanation for Shortages 

The second most common message to appear in advertisements in relation to shortages, concerned 

explanations for shortages, with a total of 291 advertisements. Figure 7.13 illustrates that while a 

variety of industry sectors included explanations for shortages in their messages, it was the 

confectionery and the food and drink sectors that made the most use of this message type (68 and 

51 respectively).  

The use of explanations began in earnest in September 1940 and took a variety of forms. For 

example, Cadbury, Tyne Brand and Kiwi Polish (Figure 7.14) used a number of different explanations. 

Cadbury (Figure 7.14a) used two different explanations, limitation of supplies of raw materials (due 

to them being rationed) and other demands on those goods the brand could produce, (in the form of 

“government orders”). The use of an apology, in the form of “we regret any inconvenience” in 

association with rationing here is noteworthy, as it supports the separation of demand and supply 

controls. Here, rationing is affecting how much sugar Cadbury can demand, which in turns affects 

the chocolate it can supply. As a result, Cadbury is apologising for its inability to supply its 

customers, rather than for the rationing of sugar, or indeed chocolate, supporting the stated 

previously point that brands did not apologise for rationing.  

Some other brands also use both of these approaches, for example, Fry’s. However, as Fry’s was a 

subsidiary of Cadburys it is not surprising that they would share the same message.45 Other brands, 

however, use either the ‘government work’ explanation, such as Ultra radio or the limited supplies 

or rationing of raw materials, such as ‘Camp’ Coffee.46 Again, these were messages which were used 

throughout the war, linking the shortage of the brand to the war effort, and hence, acceptance of 

the shortages becomes a patriotic duty. As can be seen in Chapter Three, the linkage to ‘government 

work’ evolved as the end of the war came closer into messages which looked back to give more 

specific details about what the ‘government work’ was and looked forward to when supplies of raw 

materials were greater. 

                                                           
45 “Fry’s Sandwich Chocolate Advertisement”, Daily Mirror, 10 January 1941, 1. Robert Fitzgerald, “Products, 
Firms and Consumption: Cadbury and the Development of Marketing, 1900–1939”, Business History, 47, no 4, 
(October 2005), 511, 511. 
46 “Ultra Advertisement”, Daily Express, 7 January 1941, 5. “’Camp’ Coffee Advertisement”, Daily Express, 4 
February 1941, 3. 
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As with other messages, therefore, the stage of the war impacted on each message. For example, 

similar to the “make the brand last / use sparingly” message, explanations were used more 

frequently in 1943-45, though the difference was less dramatic (109-182 compared to 31-152). 

Comparing this with the decrease in advertising in 1943-45, further indicates how much more 

important these messages became later in the war. As the war progressed, and shortages increased, 

this is perhaps not surprising.  

 

Figure 7.14: Explanation for Shortages Advertisements47 

                                                           
47 “Cadbury Advertisement”, 10 February 1940, Daily Mirror, 13. “Tyne Brand Products Advertisement”, Daily 
Express, 7 November 1940, 3. “Kiwi Polish Advertisement”, Daily Express, 9 April 1941, 2. 
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Tyne Brand (Figure 7.14b) gives another quite common explanation for shortages: government 

restrictions. It is possible that this relates to concentration or pooling, but this is not clear. A less 

common alternative approach is used by Kiwi Polish (Figure 7.14c), which combines an implication 

that the brand is helping the war effort with an attempt to position the brand as endorsed by the 

armed forces, an approach discussed in Chapter Four. In 1943-45 as the war began to turn in the 

Allies’ favour, and British forces, in particular the army, were more heavily engaged on continental 

Europe, these explanations became even more specific, referencing on occasion specific actions or 

locations. This is also combined with a request for customers to be patient with the shopkeeper and 

look for the brand later, relating to another of Burridge’s positioning strategies ‘product is scarce – 

but worth it when you get it’.48    

 

Wait for Supplies / Be Patient / Be Patient with Retailers  

One message which was more common in 1939-41 than 1943-45 was the ‘wait for supplies/be 

patient/be patient with retailers’ message. The first advertisement to ask for patience is from 

November 1939, for Meridian Slumberwear (Figure 7.15). It closely matches one of Burridge’s 

positioning strategies, ‘Product is currently unavailable – it will be back soon’. The match is not exact 

however, as the message only says, ‘if you cannot get quite what you want at once’. As with the 

previous message, it is likely that part of the reason for brands asking for patience from consumers 

in this way, is to attempt to prevent brand switching. As will be seen however, most of the ‘be 

patient’ messages do not mention explicitly that the brand will be back soon, simply that patience is 

needed. 

                                                           
48 Burridge, “The dilemma of frugality”, 393. 
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Figure 7.15: Meridian Slumberwear Advertisement49 

 

Figure 7.15 is the only advertisement to feature this message in 1939, and there are only four, across 

1940, as is clear from Table 7.5a. These four advertisements represent three different brands from 

the clothing and confectionary sectors (Lybro Overalls, Wolsey and Cadbury).50 It is only in 1941, that 

this message began to become more common. Increasingly in 1941, brands from a number of 

different sectors began to mention patience with shopkeepers.  

                                                           
49 “Meridian Slumberwear Advertisement”, Daily Express, 8 November 1939, 16. 
50 “Lybro Overalls Advertisement”, Daily Express, 5 April 1940, 8. “Wolsey Advertisement”, Daily Express, 5 
November 1940, 1. “Cadburys Advertisement”, Daily Mirror, 5 December 1940, 6. “Cadbury Advertisement”, 
Daily Express, 6 December 1940, 6. 
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Figure 7.16: Advertisements Featuring Messages about Patience by Industry Sector 

 

The confectionery sector made most use of the ‘patience with retailers’ message: 50 out of 112. 

Partly, this is because of the large number of individual brands within the umbrella brands in the 

sector. In particular, Rowntree’s, as illustrated by Figure 7.17, produced a number of different 

brands, each of which asked customers to be patient with shopkeepers when stocks were short, and 

each of whose advertisements appeared in both papers. MO diaries and publications give an 

indication why these messages were considered necessary. For example, shopkeeper S.J. Cartey’s 

MO diary for 5 and 8 February 1941 indicates that on both these days he was “unable to supply” 

“nearly every other person who comes into the shop”.51 That these problems could lead to 

confrontations between customers and retailer is illustrated by Kathleen Hey’s published MO diary, 

which indicates the level of abuse some shopkeepers were subject to from customers frustrated at 

not being able to get the products they want, with one customer swearing “and banging on the 

counter with her fist”.52 This confrontation extended to threats to “push [the assistant’s] b----- nose 

in” and according to “one girl observer who serves in her father’s shop” some situations could even 

sometimes escalate to violence.53  

                                                           
51 S. J, Cartey, War Diary Feb 1941, 5 February 1941, retrieved 27 June 2016 from 
http://www.massobservation.amdigital.co.uk/Documents/Images/Diarist-5039.3/133#Sections and 8 February 
1941, retrieved 27 June 2016 from http://www.massobservation.amdigital.co.uk/Documents/Images/Diarist-
5039.3/134#Sections.  
52 Hey, The View from, 14 and 128 for example. 
53 Hey, The View from, 128. Harrisson and Madge, War begins at home, 366. 
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Figure 7.17: Rowntree’s Patience with Shopkeepers Advertisements54 

 

These messages of patience from Rowntree’s are much more low-key than either that from Palm 

Toffee or from Meridian Slumberwear. Rather than being a central part of the message, the request 

for ‘patience with shopkeepers’ appears only at the bottom of each advertisement, using almost 

identical language. The request, “don’t blame the shopkeeper” is followed by a claim that both the 

shopkeeper and the brand “do their best to keep a fair supply all over the country with the materials 

available”. What is likely is that this is because the Palm Toffee and Meridian Slumberwear 

                                                           
54 “Rowntree’s Fruit Clear Gums Advertisement”, Daily Mirror, 6 February 1941, 11. “KitKat Chocolate Crisp 
Advertisement”, Daily Mirror, 11 January 1941, 6.  
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advertisements were from individual brand campaigns, each with its own message, which relate to 

the patience message. However, those in Figure 7.17 are from different brands within the same 

family brand, with different main messages that are not about patience. Whatever the reason, the 

smaller text of the patience messages and their placement underneath the main message means 

that these discreet messages would be more likely to be missed by consumers, though the repetition 

of the messages in different advertisements, would have compensated for that a little by increasing 

the opportunities to see the message.  

Messages about patience with shopkeepers made up approximately 83% of all of the patience 

advertisements, in 1939-41, but only 70% across the whole sample, indicating that the message was 

used less in 1943-45. The implication is that as the war progressed, blaming the shopkeeper for 

shortages became less of an issue for brands, although it is not clear if it was less of an issue for 

shopkeepers. 

 

Absent Brands 

So far, brands which have been controlled in one way or another or which were in short supply have 

been discussed. This has included some brands which for various reasons were absent. The impact of 

concentration, zoning and pooling meant, as discussed above, that brands in several industries 

specifically margarine and soft drinks, disappeared either completely or simply from certain areas of 

the country. Others disappeared as the businesses that produced them were diverted into war 

service, sometimes through the process of concentration or because production of the product was 

ended completely for the duration, as was the case with companies in the motor industry. 

As discussed earlier, some brands, such as Stork and Quick Quaker Oats, attempted to maintain a 

presence in consumers’ lives during the brand’s absence, while other brands which were absent 

simply stopped advertising, either for the duration or until close to the end. Some of these absent 

brands, such as Meltis “New Berry” Fruits simply looked ahead to the end of the war for their 

return.55 Both Chapters Three and Four discussed how some brands used military imagery or, later in 

the war looked back to wartime contributions to explain where the brand was and position the 

brand with the war effort to remind consumers about its existence and maintain positive feelings 

about it for when it returned. 

For some brands, as the war developed their absence was actually a result of a choice by the brand 

to change its name and branding as a consequence of shortages of raw materials, rather than 

                                                           
55 For Example, “Meltis “New Berry” Fruits Advertisement”, Daily Express, 3 June 1941, 2. 
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produce an inferior product. An example of this is given in Figure 7.18 where Cadbury produced 

Ration Chocolate once the government ban on the use of whole milk in chocolate meant that Dairy 

Milk could only be produced with powdered skimmed milk.56 In cases like these, advertising was 

needed to announce the change and simultaneously link the new brand to the old while at the same 

time differentiating them. The hope would be that customers of the original brand would transfer to 

the new but would also recognise that it would not be up to the same standard as the original, so no 

negative associations would transfer back. A number of confectionary brands took this approach, 

including Cadbury, launching the new Ration Chocolate and KitKat Chocolate Crisp which became Kit 

Kat (Figure 7.18), a name which has, of course, survived, albeit slightly adapted, to this day. The 

Ration Chocolate advertisement also points out that “there’s none too much of it” and requests self-

restraint on the part of customers, to “only ask for it if you need it”. 

In the case of both Ration Chocolate and Kit Kat, the packaging, by necessity, changed, something 

which also happened on occasion to brands, even if the brand itself stayed the same. This also 

impacted on advertising. 

 

 

                                                           
56 Cadbury, “The Story” 
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Figure 7.18: New Chocolate Brand Advertisements57 

 

Packaging 

As illustrated in Figure 7.19, some brands were forced by restrictions on the supply of raw materials 

to reduce their packaging and in part, the response of advertising was similar as when the product 

itself was changed. In some cases, the packaging was changed (Figure 7.19a), or as in the case of 

Palmolive (Figure 7.19b), it was abolished completely. In either case though, brands needed to 

explain the changes and reassure consumers that the brand’s quality was the same. Other brands 

such Diploma Cheese also followed the same approach.58   

 

                                                           
57 “Cadburys Ration Chocolate Advertisement”, Daily Mirror, 29 October 1941, 7. “Kit Kat Advertisement”, 
Daily Express, 14 August 1941, 2. 
58 “Diploma Cheese Advertisement”, Daily Express, 5 February 1940, 7. 
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Figure 7.19: Packaging Changes Advertisements59 

Alternatively, as seen in Figure 7.20 below, some brands asked for customers to recycle the 

packaging. Several cigarette brands requested their customers to save the packet for collection; 

others suggested, as in the case of Player’s Navy Cut cigarettes below, that the customer empty the 

packet and leave it with the retailer when they purchased it. The expectation seems to be that there 

was widespread use of cigarette cases, although Kathleen Hey points out that this was not the case, 

at least in her village.60 An alternative approach that was less common, was used by COTY lipstick in 

Figure 7.20b, who actually sold refills of their product, thereby increasing the chance of repeat 

purchase, something they explicitly requested, but also potentially decreasing the chance of new 

custom. These solutions, recycling and refills, alongside the reduction of food miles through zoning 

present an interesting parallel to what would now be thought of as modern solutions to 

environmental problems. 

 

                                                           
59 “Persil Advertisement”, Daily Express, 8 February 1941, 5. “Palmolive Advertisement”, Daily Mirror, 5 
September 1941, 4. 
60 Hey, The View from, 152. 
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Figure 7.20: Recycle or Reuse Packaging Advertisements61 

The practicality and utility of these attempts to reduce packaging is challenged by Kathleen Hey, who 

noted that the variety of products now delivered to retailers unwrapped “must be wrapped, paper 

shortage or not”.62 As she points out, this simply means that retailers were required to wrap the 

products and pay for the paper. 

Conclusion 

While the impact of the war on the availability, or lack thereof, of goods and services for the 

consumer has been discussed quite extensively by historians, an in-depth understanding of the 

causes of this lack of availability has not been given the same attention. While rationing and 

shortages have been covered, other forms of control such as zoning and pooling have largely been 

ignored; in part, because their effect on consumers was in many ways so similar and also because 

                                                           
61 “Players Navy Cut Cigarettes Advertisement”, Daily Express, 4 September 1940, 2. “COTY Lipstick 
Advertisement”, Daily Express, 27 August 1942, 4. 
62 Hey, The View from, 121-122. The products she lists are “margarine, sugar, soda, Quaker oats, and rice, all 
now in bulk (not to mention cigs unwrapped), and we are threatened with soap powder loose, too” 
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from the public’s viewpoint, there was little indication of a central strategy. However, the impact on 

both brands and advertising was very different. While the use of information in advertisements was 

common across all advertising relating to all forms of control and shortages, this research 

demonstrates that more message types were needed for zoning, pooling and shortages generally 

than for rationing.  

The different messages were needed because rationing was designed to affect demand for products 

(for example, cereal or confectionery) while zoning and pooling, like shortages, impacted on supply 

(of individual brands such as Weetabix or Fox’s Glacier Mints). As shown in Chapter Five, rationing 

was fairly simple to deal with for a brand; it was applied to consumers and its impact was visible and 

by definition equal. The other forms of control were applied to the brands, either by the government 

or by circumstances and as a result, the brand needed to be more thoughtful in how it dealt with 

these issues. Building on and extending work done by Burridge, this thesis indicates there were a 

number of different messages that became important for each different situation (see Table 7.6).63 

  

                                                           
63 Burridge, “The dilemma of frugality”, 393. 
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Table 7.6: Rationing, Zoning, Pooling Shortages and Absent Brands Messages Used 

Overall, the impact of control and shortages on advertising was complex and depended on the 

industry sector, the time of the war, the nature of the control or shortage affecting the brand and to 

a lesser extent, the previous advertising strategy of the brand.   

What is clear though, is that as the war went on and the impact of control and shortages on brands 

grew, brands increasingly used advertising to both inform customers of the changes to the brand 

and to attempt to maintain their customer base for when the war finished. Also, as discussed in 

Chapter Three, as the war came closer to its end and expectation of victory increased, more brands 

which had been absent began to appear in the advertising to explain their absences and to prepare 

the consumers for their return. 

This complexity has not been acknowledged in the literature to this point, with, in most cases, all the 

forms of government control being put under the broad heading of rationing. One of the 

contributions of this research to the literature is to recognise that this is too simplistic and to 

reintroduce to the literature discussion of the various controls on supply used by the government 

during the Second World War, both individually and as a part of an ongoing strategy. By recognising 

the difference between controls on demand (rationing) and controls of supply (concentration, 

zoning and pooling) this work allows this discussion to begin.  

Another contribution that follows on from this, is to highlight the variety of different ways that 

brands dealt with these shortages in their advertising. As Table 7.6 shows, a lot of advertising 

messages were not used in relation to rationing, even when the brand being advertised was 

rationed. If rationing is treated as the only issue that impacted on the demand for and supply of 

products in the Second World War, then the historiography becomes more limited, and the full 

extent and impact of control would not be explored. This is an issue that relates not only to the 

Message Rationing Zoning Pooling Shortages Absent 
Brands 

Brand is not rationed X     

Doing without X     

Information X X X X X 

Explanation  X  X X 

Apology  X X X X 

After the war / victory  X X X X 

Be patient and wait for supplies    X  

Be patient with the shopkeeper X   X  

Making products last / go 
further 

X   X  

Make do and mend X   X X 
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discussion of advertising in the Second World War but is important for all discussions of consumers 

on the Homefront. It is important to discuss rationing, because it directly and consciously impacted 

on consumers, so how they reacted to it and navigated it had a major impact on their morale and 

the war on the Homefront generally. However, in terms of its impact on workers, industry and the 

country as a whole rationing is less important than the other forms of control, which were applied to 

brands rather than consumers. Concentrating on rationing is analogous to discussing the war purely 

from the point of view of soldiers on the front line, important and useful, but by ignoring what 

happens to get those soldiers there properly supplied to fight and the impacts of this on society, a 

major part of the picture is lost. 
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Conclusion 

 

When an advertisement for Sanatogen Nerve-Tonic Food appeared in the Daily Express on 5 

September, 1939 (Figure 8.1), it was the first newspaper advertisement to mention the war. 

Sanatogen, therefore, became the first brand to face the fundamental question that would face 

advertisers for the next six years, how to address a war that turn their audiences’ lives “upside-

down”.1 In order to do this, brands needed to understand their audience and its needs, as well as its 

feelings about the brand and the war. However, the problem faced by advertisers was that the 

situation faced by the nation, individual consumers and brands themselves changed throughout the 

war, often very quickly and in unpredictable ways. Brands also had to consider their particular 

marketing and business objectives, which would depend on a number of factors, not least where or 

whether they were available. All of these issues combined to produce a complex and fluid 

environment in which advertisers operated. The need for advertisers to consider all of these factors 

means that advertising becomes a very useful tool for historians to understand how the war 

impacted the Homefront practically, socially and from the standpoint of morale. This thesis has 

demonstrated that advertisers engaged with the war pragmatically, in increasingly sophisticated 

ways and that their messages adapted quickly to the changes in the military, social and supply 

situation. This research has indicated therefore, that advertising should be seen as an important 

source for understanding the morale, concerns and levels of understanding of the public in relation 

to the war as they experienced it. Despite this, historians of the Homefront generally have used 

advertising very sparingly, for example to illustrate how brands reinforced societal and cultural 

norms about the characters and roles of men and women.2 As useful as this is, by treating 

commercial advertising almost as an extension of the establishment and ignoring brands’ need and 

ability to understand their audience, an important opportunity to gain an insight into the attitudes 

and needs of the British population is lost.  

                                                           
1 Clampin, “The War Has Turned”, 147-148. 
2 For example, Rose, Which People’s War, 145 on advertising preparing women for their “return to 
domesticity” and 154-156 discussing an advertisement for Worthington Beer which “lauded British sense of 
humour and camaraderie as a national and masculine characteristic.” 
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Figure 8.1: Sanatogen Advertisement3 

Through a systematic analysis of 11,679 commercial advertisements in the Daily Express and the 

Daily Mirror from the first and last two years of the war, this work has advanced our understanding 

of the British Homefront in a number of ways. One major benefit of using newspapers is 

demonstrated by the appearance of the Sanatogen advertisement only two days after the 

declaration of war. The short lead time for the production of newspaper advertisements meant that 

they were more timely and adaptable in their response to any changes that affected the audience, 

the brand or the country than other contemporary sources. This means that they are a much more 

useful source for understanding the nuances of these changes than magazine advertising, or other 

more commonly discussed sources such as books or films. Additionally, using two daily newspapers 

with different readerships, this research was able include advertisements from a wider variety of 

brands, with different target markets, than research that concentrated on magazines. This thesis for 

example, found evidence to support the view that contemporaries viewed the Daily Express as 

having a more middle-class readership than the Daily Mirror. This evidence came both in terms of 

the sectors that advertised and the different messages used by brands who advertised in both. 

 

                                                           
3 “Sanatogen Nerve-Tonic Food Advertisement”, Daily Express, 5 September 1939, 5.   
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There has been very little attempt in the literature to discuss commercial advertising in Britain 

during the Second World War and only one discussion of newspaper advertising. Most of these 

sources concentrated on advertisements aimed at housewives. The most prolific researcher in this 

area is Clampin and he is the only one to produce a comprehensive study of advertising across the 

whole war, concentrating on the magazine Picture Post. Most of the focus of this literature has been 

on rationing and shortages as well as the representations of women in advertising. This thesis has 

built on this existing body of literature in some areas, has questioned some of its assumptions in 

others and has explored other aspects not previously addressed. In part this questioning has derived 

from the timeliness and adaptability of newspaper advertising already identified and the pragmatism 

of advertisers. 

The role of women during the Second World War is a central theme in most of the literature 

discussing the Homefront generally and advertising in particular. This derives from what Noakes 

describes as “a profound challenge to gendered divisions of citizenship” caused by the multiple and 

often conflicting roles which women were expected to play.4 In relation to advertising, this debate 

has been discussed in particular by Clampin and Loxham, with Loxham critiquing Clampin’s claim 

that brands were more open to depicting women in going beyond traditional gender roles than 

government communications. This thesis supported Clampin’s view, and identified that there was a 

greater degree of nuance to his view than Loxham claimed, however, it also went further.  

By exploring advertisers’ depictions of men and women in the military during the war, this research 

identified that the multiple roles which were expected of women resulted in complex and often 

contradictory representations. The thesis addressed the multiple ways in which the conflicting roles 

of women were addressed by advertisers, moving on from the discussions of Clampin and Loxham 

and drawing on the work of scholars such as Rose, Summerfield and Peniston-Bird, Noakes and 

Crang. For example, in the early days of the war, Colgate incorporated military personnel into their 

pre-war campaign, positioning servicemen as suitable, even superior, romantic partners that women 

needed to work to attract. However, the message was quickly changed from ending with the woman 

finding a dance partner or a “friend in the camp” to getting engaged. This illustrated contemporary 

concerns about the morality of women in relation to servicemen, while pursuing a romance could be 

seen as acceptable pre-war, or at least ignored, it was viewed differently during the war if it did not 

end in a marriage. However, these concerns about morality can be seen to conflict with the “Beauty 

as Duty” message, common in advertising. As the thesis showed, advertisers utilised this trope to 

depict women as using their beauty to attract servicemen while at the same time, emphasising that 

                                                           
4 Noakes, “‘Serve to Save’”, 736. 
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women’s role in the war was less committed than men’s. The use of these messages can be seen to 

be driven by the brand’s particular needs, illustrating the pragmatism that often overrode blind 

patriotism or governmental concerns. This was identified by Clampin and was at the heart of 

Loxham’s critique of his discussion of advertisers’ representations of women, but it extended 

beyond this into other aspects of the war. This discovery is an important contribution of this work as 

it highlights again the nuanced nature of wartime advertising and the variety of the inputs which 

brands needed to consider when designing their advertisements. For example, while much of the 

general history of the Homefront has often viewed the depiction of women simply as a result of 

societal and cultural norms, this thesis has shown that brands took other considerations into 

account, such as the military progress of the war. 

While there were some advertisements which included depictions of servicewomen performing 

domestic or caring roles, there were many more which included them in what could be seen as 

‘traditionally male roles’, such as fixing the engine of a lorry. While many advertisements also 

featured servicemen, the men were generally depicted in off-duty situations, such as on leave or in 

romantic situations, or in continuations of pre-war campaigns. These depictions of women in 

advertisements were particularly common during the first two years of the war when Britain was 

less active and successful militarily than it would be in the later years of the war. In the final two 

years, once the British army was active on the continent of Europe and gaining victories, these 

depictions were replaced by depictions of servicemen and equipment in action. By concentrating on 

women and depicting them in these active roles in the military, advertisers were again illustrating 

their pragmatism. They avoided blind patriotic depictions of heroic military combat which would 

only serve to highlight the lack of successful action on the part of the army for the opening period of 

the war and potentially associate the brand with defeat. By showing servicewomen, brands were not 

making a social statement as much as they were avoiding associations with a poor military 

performance. The engagement of women in a variety of roles in the military, hence freeing men to 

serve in combat, can be seen as a success of the military and evidence of a military preparing itself 

for future action. The inclusion of these messages in advertising can also be seen as an attempt to 

attract women into the forces. As well as reinforcing the finding about the inputs considered by 

advertisers, this discovery of the way that men and women in the military were portrayed is an 

important contribution to our knowledge in itself. However, the research shows that while brands 

were prepared to support traditional gender roles, they were also more willing and able to provide a 

more realistic picture of men and women’s contributions to the war, than has previously been 

noted. By extension it can also be argued that advertisers who used these messages must have had 
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confidence that consumers were prepared to accept them, suggesting that there was at least some 

appetite for changes in societal and cultural roles. 

The timeliness, adaptability and pragmatism of advertisers were also shown in the thesis by 

exploring the way that brands were more ready and able to display uncertainty about the future 

than official communications. This can be seen to have grown out of advertisers’ awareness of, and 

need to, reflect the concerns of their audiences, an issue highlighted by Clampin. Rather than 

predicting imminent victory in the early years of the war, brands mostly referred to peace and the 

end of the war, while at the same time many used references to the past to provide comfort to their 

audiences who may have been worried. The clear implication is that brands understood that 

consumers needed reassurance rather than exhortations to be cheerful and resolute, in a way that 

the MoI did not. This provides both an important contribution to our understanding of the morale of 

consumers at the beginning of the war, and an indication how advertising could be used in other 

circumstances to provide insights into public attitudes. The use of the past in this way is discussed in 

the marketing literature, and Clampin discusses how the past was used by brands to position their 

discussions of the post-war world. However, while there is discussion of how the treatment of the 

future in other cultural artefacts such as literature and film relate to contemporary concerns, there 

has been no discussion of how the future is used in advertising. This in itself is an important 

contribution of this thesis as it illustrates another way in which advertising can be used as an 

historical source to provide insight into public attitudes, both during the war, and generally.    

This thesis has also shown how the future became a resource for advertisers during the war, a way 

to address their audiences’ concerns about the present, in the same way that the past often was. 

Another important contribution of this research has been to recognise that often the past and the 

future are used together in the same advertisement. This has been named Janus advertising, after 

the Roman god of transitions because it looks both forward and back at the same time. The research 

has shown how by linking the past and the future, advertisers throughout the war demonstrated 

their awareness that they were at a liminal point.  In addition, this thesis has shown that by looking 

at Janus advertising that is produced at those liminal points, we can improve our understanding of 

contemporary attitudes to them. The timeliness and adaptability of advertising, compared to other 

cultural outputs, means that advertisers were able to respond more quickly to situational and 

morale changes during the war. This is reflected by the changes in the way the past and future were 

depicted in Janus advertisements as Britain’s situation changed. For example, at the end of the war, 

when the war was generally going better for Britain and its allies the past and the future were 

portrayed differently. Rather than being used to provide a reassurance that was no longer necessary, 

the past was represented as the basis both for current success and the post-war future. Referring to 
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a more immediate past than they did at the start of the war, many brands explained their absence 

from the market by highlighting their contributions to the war effort. This was then linked to how 

the war would influence the brand after the victory and in some cases, brands exhibited their 

pragmatism by referring to a post-war world that was less rosy than earlier depictions. These 

changes in Janus advertisements across the war, also illustrate that the liminal point could differ, 

sometimes it was the beginning or end of the war, and at others it was the war itself. This further 

demonstrates the value of advertising as source to help understand contemporary attitudes. The 

study of Janus advertisements at different liminal points, such as the turn of a century, would allow 

historians to gain an understanding of how contemporary audiences viewed their world at these 

points. 

This thesis has also addressed the role of advertising in dealing with shortages and government 

market controls, specifically rationing, concentration, zoning and pooling, and through this 

discussion has reintroduced supply side controls to the discussion of the Homefront. All of the 

literature which discusses the Homefront generally and advertising in the Second World War 

specifically, discusses the impact of rationing and shortages. This is not surprising considering the 

centrality of rationing to life on the home front and in the collective memory of those who survived. 

However, the supply side controls have tended to be discussed either as a part of rationing or as an 

aside or an afterthought. This thesis has demonstrated that by not addressing the full extent and 

nature of government controls, the literature has missed the nuances of this control as well as its 

impact on advertising, industry and the Homefront generally. Consumers experienced and navigated 

each of these aspects differently, which demanded a variety of approaches and messages. Once 

again advertisers’ understanding of their audiences’ needs and concerns allowed, and required, 

them to adapt their messages. This demonstration and subsequent discussion is another important 

contribution to our understanding of the Homefront during the war. 

This thesis has significantly built on the existing literature by identifying rationing as a control on 

demand for the first time, rather than being synonymous with shortages and controls on supply. This 

is important because it indicates that rationing is something that affects how much of a product an 

individual can purchase, rather than how much of brand an organisation can sell. Another way to 

view it is that rationing depends on a set quantity of a product being available to be used by the 

population, while the supply controls ensure that resources are used as efficiently as possible to 

produce it. It is clear from the advertisements discussed in this thesis that while brands attempted to 

help consumers navigate rationing, they did not claim any ownership or responsibility for it. When 

discussing the rationing of their own products, brands would provide information, helping their 

audiences to navigate the potentially confusing bureaucratic process. In particular, brands would 
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indicate the coupon or points value of their product and which week in the current ration period the 

advertisement was appearing. When it came to the rationing of other products, as Burridge stated, 

rationing was “a resource for advertisers” that could be “invoked and used in various ways” and this 

was the case even when their own product was itself rationed.5 On occasion, advertisers would pay 

more attention to the rationing, or potential rationing, of other products. A good example of this is 

washing powder, where brands would provide information about the points value of their own 

product and the rationing period, but this would form a small part of the advertisement. Instead the 

value of the brand would be positioned as extending the life of rationed clothes. The use of rationing 

as a resource in this way is another example of the pragmatism of brands, with some degree of 

sophistication being applied in how brands addressed it. 

The importance of discussing supply controls separately to demand controls is shown by the findings 

of this research, for example across the war as a whole, 15% of confectionery advertisement 

mentioned zoning while 12% mentioned rationing. This is despite confectionery being subject to 

both rationing and zoning, and zoning not appearing in any advertisements in the first two years. By 

identifying the difference in both the number, the timing and the content of messages, this thesis 

has allowed us to view the home front, from the perspective of the public, industry and the 

government differently. It has identified that the situation all three groups faced was far more 

complex than has previously been discussed. This is an important contribution to our understanding 

of the Homefront. The extent of this complexity can be seen through the variety of messages used 

by brands subject to any of these supply controls. The messages used were driven by the pragmatic 

choices related to brands’ own situation and objectives, as well as the way these controls were set 

up and run. While rationing impacted whole product categories equally, and was clearly organised, 

administered and explained by the government, supply controls affected brands differently and 

were positioned as being industry initiatives, rather than the government mandates they were. As a 

result, the role of explaining the system, and its effects on product categories and brands fell on 

specially created industry bodies and the brands themselves. This meant that supply controls were 

things to be explained, excused and apologised for, although which of these, if any, a brand included 

in their messages differed between brands and sectors.  

The discussion of these controls in the literature is mostly related to the pooling of the margarine 

industry and particularly the Stork Margarine Cookery Service campaign, however this is often 

discussed as an extension of rationing or shortages.6 This separation and the importance of supply 

                                                           
5 Burridge, “The dilemma of frugality”, 392, emphasis in original. 
6 For example, by Burridge, “The dilemma of frugality”, 397. 
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side controls were present in early post-war discussions of the war, but over time the literature has 

either not mentioned them at all or merely referred to them in passing. By rectifying this omission, 

this thesis has made a major contribution to our understanding of the war. Arguably this 

contribution is the most important of all made by this thesis for furthering how we view the 

Homefront. This is because these controls impacted on the experience of the public during the war, 

but also on a wide range of industries during the war, and in some cases for decades afterwards. 

Also, by highlighting the extent of these controls this thesis provides further important insight into 

how the government responded to the dramatic changes to Britain’s access to supplies and the need 

to sustain the nation’s military efforts. That discussion of these controls has been neglected for so 

long has arguably meant that our understanding of rationing has also been distorted. By placing 

rationing in a system of government control of supply and demand on the Homefront, this research 

allows us to discuss it in its proper context and understand how extensive this control was. This 

understanding opens new areas of research into the both the organisation and the success of this 

control. Certainly, given how much time and effort was put into these controls and the influence 

they had on industry and consumers, our lack of understanding of them is an important gap in 

discussions of the Homefront.    

The thesis presents a clear picture of advertising during the war as a dynamic and increasingly 

sophisticated tool through which a variety of messages were communicated to audiences. By 

exploring how these messages were adapted by brands to suit their particular objectives and the 

war situation, the thesis was able to add both to our understanding of the Homefront and the utility 

of advertising as a source for future historic research. Important insights were gained into how 

morale changed, as well as how this morale could be measured, how the military, along with the 

men and women who served were viewed at different times and how government control of 

markets affected the public, industry and the government itself. The research has both changed how 

the Homefront can be viewed and identified another source of insight to help us do so.  The 

timeliness, adaptability and pragmatism of advertising, combined with the requirement for 

advertisers to understand their audiences, means that it is uniquely suited to offer insight into both 

society as a whole, and specific groups within it. 

The first advertisement for Sanatogen, as simple as it was, illustrates a number of these features that 

would become important throughout the war. By appearing only two days after the declaration of 

war, it illustrates the timeliness and adaptability of advertising. Its recognition of the nervousness of 

its audience during those uncertain times demonstrates the brand’s understanding of its audience 

and how the future could be used to reflect their mood. This along with the brand’s lack of reference 

to victory, its attempt to link itself to the war effort by its assertion that it was “a national necessity” 
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and its almost half-hearted admonition against hoarding, indicates its pragmatism, in adapting 

official messages to its own needs. It was a pattern that would be followed by advertisers 

throughout the course of the war. 
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