‘“The Business of
America 1s Business”

~ President Coolidge

The Consumer Economy of the 1920’



Postwar Prosperity

B The "Second Industrial Revolution" :
WWTI stimulated development and
investment in new technology that
contributed to the business boom.

B As electricity became widespread and
industrial production more efficient,
mass produced consumer goods
became available to the public at
attainable prices (low).

B Consumers were reading many
materials and purchasing the same
goods.

B Communication innovations in radio,
advertising, and film contributed to the
homogenization of ideas that led to the
advent of national popular culture.




Postwar Prosperity

Standardized Wass
Produclion

Consumer fachines,
Goods Factory

Higher Wages

B The cycle that created the business boom in the 1920's:
B standardized mass production led to
B more efficient machines, which led to
W higher production and wages, which led to
M increased demand for consumer goods,

W which perpetuated more standardized mass production.



Postwar Prosperity

Industry
*Percentage Increase, 1922-28

Industrial Production: 70%
Gross National Product: 40%
Per Capita Income: 30%
Output per factory man hour: 75%
Corporate Profits: 62% (1923-1929)
Electric Power
*Percentage Increase, 1899-1929: 331%
Percentage of American Industries powered by electricity, 1929: 50%
Workers
*Percentage Increase, 1923-29
Worket's incomes:  11%

Real Earnings (for employed wage earners) 22%
Average Work Week: -4%

In what general ways did the economy change in the 1920's?

What changes in the average worket's wage, output, and work day length do you notice?



Scientific Management and the
Reorganization of Work

Speed Up Prbduction

Visible Record Equi
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THE RAND coMPANY
1555 TREANID Building North Tonawanda, N. Y,
Originators and Patentees of Visible Indexing

Industries took a more organized and scientific

arnhroach 11ihder Tavloar e

Industries began to employ automated
machinery and "scientific
management" to increase efficiency.

The reorganization of work resulted in
more spare time and disposable income
for average workers.

It also led to a decline in the
importance of skill in favor of
discipline and subordination.

Businesses financed industrial research
and time studies on a grand scale.

The Principles of Scientific Management
(1911) by engineer Frederick W. Taylor
was widely published and applied -
scientific management is also known as
"Taylorism."



Scientific Management and the
Reorganization of Work

B Assambly Line
B 0f the
prd | Motor Gompany

Innovative industrialist Henry Ford masterfully applied Taylot's theory of worker
efficiency and wage motive.

Ford began paying an unprecedented $5 a day- it was more than a pay increase, it was a
means for Ford to establish a measure of control over the workforce

The price of Model-T was cut in half, thereby expanding the customer base.

This image of a moving assembly line at Ford Motor Company demonstrates both the
principles of efficient production and the proliferation of mass produced consumer
coods.



Scientific Management and the
Reorganization of Work

TEN THOUSAND MEN
IN RUSH TO SHARE
FORD'S PROFIT PLAN

Ford Profit-Sharing. Plar. Desribed SQUAD OF POLICE
To give employes $10f300,0:;if profits of 1914. .I'RYING -I-U KEEP

Payments to be added to semi-monthly pay checks.

To run fectury cuntinuously instead of cighteen hours. | JDB,.ESS ,N [,NE
Hours reduced from nine to eight for each employe.

Establishment of minimum wege scale of $5 a day. — '

| Man about to be discharged will get chance in anather |Crowds of Unemployed Jostle

department. _ | and Shove in Efferts fo

Pt , - il . | Reach Employment Office.
Originators of Idea Explain Their | -
| Aim (APPLICANTS  OUT  EARLY

| “"We belicve in meking 20,000 men prosporous and |
| contented, rather than follow the plan of making a ll-':'"ﬂ:*t Wages to Be 35 a Day,

—

This article announces the clamor in Michigan after Ford began

Aaving €8 a dav



Scientific Management and the
Reorganization of Work

A furniture factory in 1903 A furniture factory in 1925



The Automobile and American
Culture

B The explosive growth of the
automobile industry revolutionized
American life.

B Henry Ford's innovative production
techniques made cars affordable for
average Americans and set new
standards for industry.

B By the end of the decade, there were
enough cars on the road for every one
in five persons.

{;’i _‘h}’_” o B Related industries sprang up including

service facilities, filling stations, and
motels.




General Motors Eclipses Ford

B Although Ford developed a system for
mass-producing cars and selling them
cheaply, Ford Motor Company failed to
produce options for consumers.

B The utilitarian Model T was "available
in any color, so long as it was black"
and changed little in design over the
years.

When Alfred P. Sloan became president
General Motors Corporation in 1923,
he introduced alternative makes like
Chevrolet and Buick that came in a
variety of colors for increasingly
sophisticated consumers.

The Model T



General Motors Eclipses Ford

GM’s 1927 Cadillac La Salle- the Ford’s Model A
first car designed by a stylist.

B GM tapped into the emerging consumer psychology, annually producing stylist
updated models, marketing them aggressively, and promoting installment payment

plans.

B Finally, in 1927, Ford Motor Company took a cue from GM's success and introduced
the Model A with a blitz of advertising and the offer of installment plans. The
product was so highly anticipated that many were sold before it was even introduced.



Warren Harding and the “Return to
Normalcy”

B Similar to modern Republicans in that
they cut taxes to free up capital for
investment and cut federal spending.

B President Warren Harding's campaign
slogan, "Return to Normalcy," and his
presidency itself were mediocre and
uneventful, save for the scandals that
came to light after his death in office.

/ B He took a laissez-faire stance in
economics and government, so
accordingly, he opposed organized

labor and anti-trust measures.




Warren Harding and the “Return to
Normalcy”

The influential Andrew Mellon on a
postage stamp.

B Though he was an steadfast

conservative, Harding took little
initiative as a policymaker and
delegated decision-making to a few key
cabinet members.

Secretary of the Treasury Andrew
Mellon pushed through tax cuts to
wealthy citizens and business, following
the "trickle down" theory of
€conomics.

Secretary of Commerce Herbert
Hoover and Secretary of State Charles
Evans Hughes worked to secure
foreign markets for American interests.



Inaugural Address of Warren
Harding (1921)

B “The forward course of the business cycle is
unmistakable. ...

I speak for administrative etficiency, for lightened tax
burdens, for sound commercial practices, for adequate
credit facilities, ... for the omission of unnecessary
interference of Government with business, for an end
to Government's experiment in business, and for more
efficient business in Government administration. ...”



Protective Tariffs

TARIFF PRIMER

A

Graphic Presentation

Fordney-McCumber Tariff

WHAT IT I8
HOW IT WORKS
WHOM IT BENEFITS
hiy
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gether with an Appendix containing
Tariff History, Price History, nual
Imports and Exports for 131 years, and
important tables of Statistics

A protective tariff 1s a tax on
imported goods to make the them
less competitive with American-
made goods.

The Emergency Tariff Act of 1921
and the Fordney McCumber Act of
1922 imposed the highest tariff
rates 1n history at the time.

Lawmakers wanted to protect
American interests as Europe
began to recover and export its

goods.

The tariffs made it difficult for
Europe to pay war debts and
eventually slowed international
trade by provoking other countries
to enact high tariffs on U.S.
eXpOrts.



Silent Cal and the Business of
America

- A

Coolidge, Mellon, and Hoover

—

When President Harding died in office
in August 1923, the famously laconic
Calvin Coolidge assumed the
presidency.

Coolidge's laissez-faire policy - cutting
taxes, reducing government spending,
and imposing high tariffs on foreign
goods.

He and Mellon were intensely focused
on managing the government and its
budget in an organized, business-like
mannet.

Coolidge's famous remark, "The
business of America is business,"
characterized the pro-business, pro-
consumerism mentality of the Jazz

Age.



Inaugural Address of Calvin
Coolidge (1925)

B “... unless we wish to hamper the people in their right
to earn a living, we must have tax reform. The method
of raising revenue ought not to impede the transaction
of business; it ought to encourage it. I am opposed to
extremely high rates, because they produce little or no
revenue, because they are bad for the country, and,
finally, because they are wrong. ... This country
believes in prosperity. It is absurd to suppose that it is
envious of those who are already prosperous.”



What does it mean to be American?




Advertising in the Jazz Age

“An Ancient Prejudice has heen_i{eﬂmvedf

Eleary Coengison
Elatien

Tu.l.ﬁtlng t.'.lkt*b

out that bite
and throat =
irritation

It S toasted

“m- Thmal. Irritation - Mo Cough.

This ad uses a celebrity endorsement to glamorize
smoking and exploits the image of the “new

worman’ aof the 1070

Advertising techmques refined as the
mutually supportive phenomena of
mass production and mass media
exploded into the American
consciousness.

Modern advertising, using popular
culture and celebrities to fuel
consumption, began to take shape.

The array of new appliances and
consumer goods available at a lower
cost due fueled consumption.

Businesses conquered the challenge of
efficiently producing enough goods;
now the focus was creating desire.



Advertising in the Jazz Age
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Another ad legitimizing desire: it associates the product with elamour and modernity



Advertising in the Jazz Age

e HOME JOURNAL
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hoase whalever

See this ad, buy the radio, hear more ads, buy more stuff!
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“Kiss Me with our Barbasol Face”




Forever Young
Stay a Girl

| Cultwate Your Beaut_v and Retain Your Youth
| By Edna Wallace Hopper

yself a famous beauty and the rage. [ have
0 years a glorious career. Now | remain at
my he ght—as young and beautiful as ever. The envy of
thousands who see me daily on the stage
All that because 1 searched the world for aids to youth
and beauty. I found the best that science offered. Then
all the later, better helps.
Now those supreme helps are at every woman's call.
Learn what these helps do for women. Youowe that to

yourself.
B My Youth Cream

My Youth Cream is a remarkable creation, com
many factors. It contains products of both lemon and
strawberry. Also all the best helps science gave me to
foster and protect the skin.

It comes in two types—cold cream and vani 'ng. I use
it as a night cream, also daytimes as a powder base. Never
is my skin without it. My velvet complexion shows what
that cream can do.

The cost is 60c per jar. Also in 35¢ tubes,

My Facial Youth

Is a liquid cleanser which I also owe to France. Great
beauty e\.pcris the wurhl Over nc this formula,
but thﬂr price

tahle i:u..
o the depths, then departs. M
vou new conceptions of what a ¢

My Face Powders

They are supreme creations. No face powders yvou have used can
compare. Any face powder brand ina Wallace Hopper is
quL te, They come in two types. e is 4 b linging,

For Trial Size 83 LMY

Mail to" Edna V ace Hopper, 536 Lake
Shore Drive, Ch R 1 10c postage
1-“ other s and packing on ea
light and 1 Youth Cream
fluffy, in
round box,
50c.
All toilet
co u]n. tE:L::lI' 8
supply Edna v
\}.l’pap!'l ace vill inc _' v e ar packing
Hopper's g
beauty helpa. a Youth Cream Powdcr or [J Face Powder
Ii you send White— h— Brunette
the coupon I will mail you a sample of any one you (Check kind and shade desired)
choose. go my Beauty Book. Clip coupon now.




WASH AWAY. FAT
__AND YEARS OF AGE

 With La-Mar
‘Reducing Soap

The new dizcovery. Reanlts
guick and amazing—nothing
" internal to take.” Redura
any - part of body deasired
withont  affecting  other
parts, Mo dieting or exer-
cising.  Be as slim a3 you
wish. Acts like magle io
reducing double chin, abdo-
men, ungainly ankles, mnn-
becoming wrizta, armg and
slwpulilers, large busts, or any
superfuous {at on body.
Sold direct to you by mall,
post: paid, on & money-hack
guarantee. Frice 2 a cake
of three calkes for 4/-; one
to three calies usnally ascom-
ish the purpose, Sepd
or mongy order to-day,

Surprising = results,. LA-MAR

Americans and their waists...
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This new self-massaging

belt not only makes

look thinner INSTAN']y

bt quickly takes Qﬁ'
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Fat Rtplntld by
Normal Tissue
From 4 to 6 inchea
of flabby fat usually
vanish in juast
few weeks, Only solid,
normal tissue remains.
The Weil Reducing Belt
is endorsed by physiciana
]r- suse it not only 114
ff fat, but lu|r orrect 1
stomach disorders, consti [ -
tion, backache, sho
breath and ;.ut Bagging in-"
ternal organs back into |-.1|'.-_
Special 10-Day Trial Offer
Send no money Write for detalled deseription and
tentimonials from delighted users rile at once.
HSpecial 10-day trial offer. The Well Co., 1010 Hill
Bireet, New Haven, Connecticut.
e T T T L LTttt
The Weil Company,
1010 Hill ‘itrnri New H-ven Cunn

Gentlemen: Please se ui me complete deseri p—
tion of the Weai |. ‘- it Re i:;- e Belt, and
Iso your Special Jnll lr. al Offer

Name.

LABORATORIES, Lid., 48, Rupert
Straet (L1012, I.-an;].nn W.il.

Address
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Mobile Advertising. ..
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President Coolidge on Advertising
(1926)

B “It makes new thoughts, new desires, and new actions.
... It 1s the most potent influence in adopting and
changing the habits and modes of life, affecting what
we eat, what we wear, and the work and play of the
whole Nation. ...”

B “Mass production 1s only possible where there is mass
demand. Mass demand has been created almost entirely
through the development of advertising. ...”

B “Advertising ministers to the spiritual side of trade. ...
It 1s all part of the greater work of regeneration and
redemption of mankind.”



And the Best part 1s, it
won’t cost you
anything...



Buy Now Pay Later!




Credit and the Consumer

/ACCOUNT B As consumerism became a hallmark of

% 4{?{' Modernism, the stigma of purchasing

ABUDGET

goods on "installment plans" faded.

B The automobile industry was one of

is a thrift account because it teaches, the first to capitalize on the potential
not only how to spend wisely, but
how to save. It is limited to the pur- ) . . .
chasg thu;ne men:ha“disg ]}C.EII.I..ISE: the lﬂdustrles qUICkly fOHOWCd Ssuit.

bui]ding of a home {iwithin the house

of consumer credit, but other

or apartment) is an investment that
will bear much interest in joy and
comfort with the passing years.

L L L

A Budgct Account is a savings plan
which Permits the satisfaction of pos-
sessionfirst and acceptspay mentincon-

This ad characterizes credit as a prudent
financial decision and a way to gain instant
gratification.



