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CONSUMER CULTURE AND

PARTICIPATORY DEMOCRACY:

THE STORY OF COCA-COLA

DURING WORLD WAR II

\s a foreign traveler can attest, the relation_between food and national identity is
vlose and strong, as deeply mtmtwmc(l perhaps, as the twin yearnings of hunger
aud love. Not only do citizens of most nations come to perceive some aspect of their
cutsine as distinetive, nations themselves are tvpically associated with particular
inods. Consider the people of Japan, whose collective identity is firmly based on
their shared consumiption of rice, or those of Scotland, who take pride in their dis-
tnguished tradition of dlistilling fine whiskev. These national symbols, of course. are
far from arbitrary: the food that represents a nation is frequently said to reveal the
special values of the people who live there. A carafe of wine. for example, often
serves as the national symbol of France, in part because the complex fragrance of
the beverage is a powerful reminder of French concern for aesthetic subtlety.
Similarly. a steaming cup of hot tea recalls the nation of England. partly because the
feisurely manner in which it must be consumed brings to mind British ideals of civil
discourse. Countries are wlmt they eat. or at the very least people ten(l to think of

nations in ¢ uhM_ e

The United States is hardly unique in possessing a national icon drawn from the
world of comestibles. Svmbolically unifying its diverse. multiethnic society, Coca-

Au)la is what Roland Barthes has called a “totem- drmk ~and more ‘e than any other

S
food (except. perliaps, ha hamblirgers. with which it is often served). this beverdge has

come tosymbolize the American nation.' Speak with people in India. China. Austria.
or Egypt. just about anywhere. and many will tell vou that Coke and the United

States are closely associated. if not synonymous. But while a Bordeaux recalls the
celebrated complexity of the French palate, and tea the special esteem in which the
British hold polite conversation, Coca-Cola is special among patriotic symbols in at
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Food in the USA

least one important respect: the national characteristic it represents i A’lﬁﬁtical
_one, a democratic vision of consumer abundance known as the-= “Wayof
Life.” Inexpensiye; simple for the %?lglg; and providing a sweet, Caffeinatg release,
7Coca-Cola indeed not only embodi€s the egalitarian; self-directed spirit of cqnster
jiety in the United ,wnly’{erved as an international synibol of
that society during t War JThis cultural status is reflected in dofuments as
diverse as Billy Wilder's comedy film classic One, Two, Three, the renowned “World
and Friend” cover of Henry Luce's Time magazine, and Stanley Kubrick's Dr.
Strangelove “” o
Because Coca-Cola has served as an icon of American cons ciety, it also
possesses another quality unique among foods: theemotional hostility )X arouses.
”mculinary symbols have certainly caused great anger when they were removed
from stores (one thinks of the recent shortage of domestic rice in Japan, or of
Gorbachev’s ill-fated attempt to curtail vodka consumption in the Soviet Union). But
no other foods, except Coca-Cola, have aroused such strong negative feelings when
they were merely introduced to the open marketplace, for in serving as a primary

“symbol of the-American Way of Life,” Coke often is viewed not simply as a food but

also as ~oca—Cola may be inexpensive, critics anfiounce, but it also
iS the sanTe-eveEpwieTe, and so intimates the approach of cultural uniformity. The
drink may be simple for the palate, easily enjoyed by all, but it also is sold from
machines, and so exists outsi ancti i of community ritual. Coca-
“ola may provide an innocent, sweet release, but that sweetness seems to conceal
the fact thaf Toke ts- manufactured by a single multinational corporation, a major
locus of ecc}n\omic power. Such criticisms animated what Mark Pendergrast has
Characterized a<the. series of “threats and rumors [Coke faced] at midcentury
around the world,” including French protests of the late 1940s and early 1950s, and
such criticisms continue to undergird the cynicism many direct foward Coke today.*
Lmifé@éd into this hotly contested symbol?/That story began
in the 1920sy)when company president Robert Woodruff initiated a series of reforms
itnportant for the growth of his organization. including an increased emphasis on
the sale of Coca-Cola in bottles. especially from gasoline stations, as well as a cam-_
k,pgigm beverage, to make certain that “every bottle and fountain
drink [would] taste exactly the same across the United States.™ In tl‘%ﬁ)j(_).z oke
deftly employed film and radio to market cheap distraction to people eifduring diffi-
cult times, utilized new methods of electric refrigeration in its sales (Coca-Cola
tastes best over ice), and used Madison Avenue to emphasize the critical role the
beverage played in the culture of the drugstore soda fountain—which, at the time,
lay “at the heart of America’s social activity.”* But while e 1920gsaw Coke become
portable, accessible and uniform, and the 19 witn became more
widely consumed, amcreas@y.@%rformed a social function, \in order to

unders ca-Cola became deeply linked with_American identity_ pne must
or it was only during the war, whe vy business execu-
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the self-focused ethic of consumerism diminishes cgmmitment to the common good,

[

the foundation of a AEMOETaNCtepublic, but thaythe fluid MeanAg ol COMMOHtes
masks the concentrated, anti-democratic powe}:)tf capital Recently, scholars have
d8vetoped and periodized This judgment by focusing their attention on the 19305 a.nd
1940s, espec ullL_r_n,p World War 1I, when a “far-reaching ideological

pullty and sqglety [allegedly] began to take hold,” definition, which ushered in
~ “the social contract of cold war liberalism,” i

the primary rig
Christophe Agnew,

in the seeming iguage ot sof
household appliances® This transition formed an antl-demu ratic
.Yimggse civic self-perceptions were alter

age of commodities in which those self-

political consciousness,
perceptions were articulated served to conceal corporate power.

Although I agree that historical evidence supports this perspective, | believe
that the story of Coca-Cola during World War Il can also support a somewhat differ-
ent conclusion. During the war, certainly, Coca-Cola did come 1o piay aroteIim how
Anhericans understood their identity as citizens, and The Coca-Cola Company did
become tightly intertwined with the American state, setting the stage for its enor-
mous postwar expansion. But the wartime tale of Coke may not be simply one of
declining democratic politics, for the history of Coca-Cola also reveals how a con-
sumer item, a product of concentrated economic power that appealed to individual

desires, could be used by thepeoptewhodrank-it-for erds tiat weére not private but

comitunal. Coca-Cola was unique among most consumer products in being a food,
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an itém whose meaning is rarely fluid but is instead created throtigh social practice;
hut it is partly for this reason that | believe the story of Coca-Cola suggests a differ-
ent evaluation of consumer society as a whole from that held by many critics. This
evaluation, which | discuss in my conclusion, is sensitive to the ways in which con-
sumer gonds can-be-used in morally profound interactions between individuals and

rates the scholarship of those who consider goods as being “good to think.” espe-
cially Timothy Breen’s analysis of non-importation and the American Revolution.*

I have divided the following discussion into four primary parts, the first three of
which deal with the history of Coca-Cola during World War Il. In the first, | discuss
the distribution of Coke to American servicemeng describing the extensive inter-
mingling of Coca-Cola and the U.S. government, a relation dramatically embodied in
the work of company representatives known as “T.O.’s.”
! Coca-Cola_advertising, placing one particular Coca-Cola campaign within the
national prgpaganda context in which it was produced, and that facilitated its suc-
cess. And in the third section, | explore how G.L’s actually felt about. Coke, their
emotional attachment to the drink, using a letter from Coca-Cola company archives
to establish how American servicemen associated the beverage with both private,
personal experience, and national civic identity. After discussing these three
aspects of Coke’s past, | briefly sketch how Coca-Cola could be used to foster par-
ticipatory politics by gesturing toward the role the beverage played in the AlFican-
Aifierica hts Movement: This final section uses anecdotes whose emo-
tional power, | believe, suggests that under certain circumstances, consumer goods,
like food in general, could serve in the Tormation of a beloved community, even
dgﬂ e the largely antidemocratic forces operatimconsumer society. In
domg so, they also reveal how the nature of food can illuminatethe natﬂr‘é“"f"the

ulture of consumption.”?
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* DISTRIBUTING COUOA-COLA OVERSEAS

During World War I, American business faced a problem. The war had dramatically
increased average family income, but it also had created a shortage of consumer
goods, and this lack threatened to erode brand loyalty. How could an orgapizatjon
protect its long-term marketing interests during the course of global conflict, emerg-
ing from a period of economic belt-tightening into one of increased sales? The solu-
tion was for businesses to keep their products in the public év‘eﬁfsvmbolmﬂy
associating th ith the Allied cause. As Richard Polenberg notes, with the avail-
aEility of consumer goods limited by economic rationing, “businessmen were not
primarily interested in motivating people to buy more, but by linking their prod-
uct[s] with the war they hoped to keep alive brandname preferences, build up post-
war demand, and maintain good will.”"” Over the course of World War II, then, busi-
ness engaged in a variety of campaigns that linked their products with hopes of
My: for instance, they publicly encouraged employees to purchase
‘defense bonds, hosted company salvage drives, and spread patriotic messages over
the radio and through magazines. Businesses also promised that while military con-
flict would temporarily create economic scarcity, it also would lead to the develop-
ment of futuristic household gadgets after V-Day. In the language of Madison
Avenue, one might say that busmesses viewqd the war as an opportunity for prod-
uct placement and pubh ational public service.

.~ The Coca-Cola Company was no exception. Like other corporations, for
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instance, Coke contributed to the national collection of scrap metal, especially tin, food; GAly Wrij
conducting salvage drives in its local bottling plants and, occasionally, helping to Ar,rle_gfi__.w
coordinate scrap collections for the beverage industry as a whole." And by 1942, Relglions.

Woodruff typi

Coke had produced, at its own expense, a number of short, patriotic slide-films to
goals; instead,

be shown to businesses and civic clubs. One of these films, “Tw_e__é_nlg;rigan

——
Way"—which promoted the War Savings Program by contrasting “the life of those in defended a co
Axistuled nations” to conditions of material abundance “here in America”—became scrap metal a
extremely popular, generating numerous requests for copies from across the e el -
nation.” The real importance of such work, of course, should not be underesti- bottle caps..’!
of Coke by dee

mated, nor should the genuine patriotism of Coca-Cola be subject to doubt. Still,
such activities allowed Coke to use the circumstances of military crisis to advance
its corporate image at home, to dutifully serve a nation-at-arms while helping to
ensure its own postwar sales. Times may have been hard, but like other companies,
Coca-Cola knew that patriotism would offer an excellent financial return on its
investment.

While Coca-Cola was not umque in its de51re to maintain its image through
wartime marketing, it i itself among one influential

These military
among Areric
and also viewe
tary officers w
particular, for
when asking !
wanted a soft

group of consumers; erican G.1.’s) Certainly, every astute business sought to W
associate its products'with soldiers and sailors; if a consumer item could be sym- by “name or ¢

bolically linked to men surrounded by an aura of national honor, its manufacturer Ink between
through the ru

stood to increase sales among civilians. ButWe
/ its product with servicemen, but alsa to become an important part of their /ives, e assTs
and it did so in two specific ways. The first was relatively simple: the company
-, implemented a series of recreational programs to help soldiers enjoy their time off.
\) For example, Coca-Cola ¢oordinated a domestic tour of popular musicians, known

Coca-Cola was
‘sible for phys
Coca-Cola reg

as the “Vigctory Parade of Spotlight Bands,” and distributed card and board game < “TOs: Yhese
sets to military personnel. (As one naval commander Wrote; EXpressing thanks for ~ and soc

three-hundred “Coca-Cola Game Kits” on behalf of those “defending the American eled, and their
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way of life,” such an “expression of loyalty [helped] make life a little easier for fight-
Ing Americans in far-off corners of the world.”™) The second way Coke tried to
become part of servicemen’s lives, though, was far more audacious, and here, in a
tale that involves the deep interpenetration of The Coca-Cola Company and the U.S.
government, is the crux of the story.
SHGTHY after December 7, 1941, Robert Woodruff made an astounding promise:
that his organization would “see that every man in uniform gets a bottle of Coca-
~Cola for five cents, wherever he is and whatever 1t costs our company,” so that Coke
would be “withtarms-reatit of dosire of 20y S ordTer Waodrui Fiad set a difficult
goal. Even without the special obstacles posed by‘g‘lobal conflict (shipping space
was largely dedicated to war material and sugar rationing was in effect), theygis_t_g\ib—
utional problems of such an effort were extremely complex. Still, although Coca-
Cola never became as ubiquitous a presence in the field as Woodruff had predicted,
“the Boss” was able to place the beverage in the hands of an enormous number of o«
mifitary personnel—in part because of the extensive influence Coca-Cola main-
tained in the halls oi Washington (James Farley, head of The Coca-Cola Export
Corporation, had been Postmaster ( General, and former Coke executive Ed Forio was
a member of the federal sugar rationing board)." By August 1943, when the amount
of Coke produced for the military reached its apex, over 95 percent of Ship’s Service
Stores and Post Exch ed the drink. In that month alone, the corﬁny
"shipped eight million cases of Coke to the armed forces, part of over five billion
cases sent to the military over the course of the war. In the world of name-brand
food; only Wrigley's gu held such prominent places in the
American military diet, Woodruff had fulfilled his pledge, with government help.'
V _Wmi the American state were so close, in fact, that
Woodruff typically had no need to wield direct political influence to achieve his
goals; instead, the state often freely sought to assist #im. In 1942, for example, FDR =
defended a controversial policy that gave soft drink producers large quantitiés of -
scrap metal as payme participa i sa TIVes by asserting that “soft
: a?ihtsar ur way of life™ and that companies needed metal to produce
i“?‘mmﬁ:%a)rtantly, top military leaders greatly facilitated amstrbuatton
“of Coke by deeming availability of the beverage an important part of the war effort.
These military officers, including Gen. Eisenhower, feared that a lack of Coca-Cola
among Americail Troops would “c - i fLalcohol™
% and-also viewed Coca-Cola as a tool that would sustain morale.” In this regard, mili-
ary officers were not interested in serving any soda, but in serving Coca-Cola in
particular, for just as servicemen frequently requested a specific brand of tobacco
when asking for cigarettes, so they often asked expressly for Coke when they
wanted a soft drink. In 1944, the War Depa nt. encouraged such sele

.TJY “name. or des,crfpﬁon:‘ for their supplies, further tighteni e

Tk Between the state and manufacturers of brandon rody
‘tRrough the rules of - military requisition 5
The assistance the United:$ governmept rendered
: Coca-Cola was embodied most clearly, though, in those respon-
: sible for physically bringing Coke to American G.l’s, the 148
Coca-Cola representatives known in company parlance as
e “Iﬁ.:s.j'hege men were charged with establishing bottling
: s-and soda dispensers wherever American troops trav-

eled, and their moniker reflected the dual status they held as
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(égents of both Coke and Uncle Sam: the military gave them the status of “Technical

Observers.” Dressed in military uniform, T.0.’s moved with Allied forces across the
Middle East, up the boot of Italy, and through the jungles of the South Pacific, satis-
fymg military thirst while simultaneously laying the foundation foxw_vzgr
::zggans}ﬁn_l Tie conditions in which T.0.'s worked were primitive (like others in

field of combat, they faced supply shortages, poorly trained labor, and the physical

dangers of war), but they nevertheless managed to establish a total of szxty-three_\

bottling plants in cities around the globe, including plantsin Tripoli, Aden, Dongalla,
“Porence, RéyKjavik, Khorramshahr, Marseilles, Frankfurt, Amsterdam, Okinawa,
and Kobe. This was business-government_cooperation in its highest incarnation,
and at its mos ici 1

oca-Cola T.O.’s were the human base of Coke’s overseas.development and
their stories, therefore, are highly instructive. First§.T.0. narratives (documented in
the company magazine 7.0. Digest), reveal how Coke could have assumed largely
negative social meanings among tHose encountering it for the Hirst time, because
Mequently acted with that problematic innocence often associated with
Americans abroad. For example, on one hand, T.O. stories are filled with situations
in Which men face tremendous obstacles to achieve what they believe is right, sin-
cerely laboring against the odds in order to get a job done. “I had quite an interest-
ing day yesterday,” wrote a T.O. from the Philippines in 1945.

One of the combat divisions sent a dispatcher down for me to accompany him to
their operations to set up five jungle units for their division. ... The forward line was
just about three hundred yards from us and a little action was going on. The dis-
penser was out but the ice machine was operating. | got the dispenser operating just
as the line company was relieved in the hills where they had been for quite some
time. It was the first time that | have sincerely felt that [ had accomplished some-
thing. Those boys lined up and passed through the line twice and | acted as the dis-
penser. I managed to fix the five units for the division and got back about ten p.m. It
was quite a picture watching the fire power of our units by the flashes. This is the
real thing and we even pack a gun into mess when up there with the boys.”

On the other hand, as moving as such accounts may be, T.O. narratives are also
» . s 5 I3 o
anim n the same ea of the

‘world. “To begin with,” wrote one T.O. from Cairo in 1945,

we have about 40 natives employed and they are a constant source of both laughs
and headaches. In the beginning they were very shy of the machinery and now they ]

are very intrigued by it and thejr _childlike love for turnj witches off and on with-
out warning is going to makKe the Arab death rate go way up, if it doesn’t stop .

damned soon.”

T.O.’s thus exhibit in their emotions the Cowailﬁé—and\igtol-

erance many associate with Americans’ relations with foreign peoples, a connection
that some consider to be present in the nature of Coca-Cola itself, which is nonalco-
holic, pleasingly sweet and full of empty calories, but is also a tmnhlmgharbmger of
cultural colefiizatlor

exveal 's relations abroad dur-
ing wartinte:they reveal the nature of wartime Amencawor when the state not
only allowed military offic®Fs to request Coca-Cola for their personnel, but also

directly assisted the distribution of the beverage b i ola representa-
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tives in mlhtary umform and charging them with quasi izmilitary duties it j Iiciﬂy~
Wmsymbo of The very cause for which Americans ‘were fighte £
[N Alter all, the state, including a significant portion of its military apparatus.was
; guaranteemg the availability of Coke among its most essential citizens, thereby
implying that what it meant to be an American was intricately bound with the ability
to enjoy a pause €s, and That T was the duty of government 16 enisure
f rhat this ability would | : V

ange, Decoming less-an organ for the exerci

=
/ AT S Provider of ma.ss-market consume

d American idenlibe g thetarm—
guage of commodiﬁfesé ‘AS one group of Navy seamen tersely stated, “If anyone . . -
asked us whal we are fighting for, we think half of us would answer, ‘the right to buy kgl g0 il

Coca-Cola again—as much as we want.”?

* UOCA-UOLA AND WARTIME ADVERTISING

In order to ensure that servicemen perceived Coca-Cola in this manner, Woodruff's
organization did more than distribute its product overseas, thereby implicitly refig-
uring American identity in the language of Coke. It also undertook a series of sophis-
ticated advertising campaigns which surrounded Coke with the Tanguage of 1
Amencaﬂ»td*entity ‘The company used advertising to associate its product with the -
symbollsm suggested by the institutional status of Coca-Cola T.O.’s. Discussing the
social significance of advertising, of course, is an endeavor rife with problems.
When examining the works of Madison Avenue, for instance, it is easy to fall into the
error of what Alan Trachtenberg has called “culturism,” in which culture is charac-
%@s}w, a machine not only for total explanm
single dominating pattern, but a machine of total determination.” As Roland
Marchand has documented, advertisements ultimately tell scholars more about the
minds of the people who created them than of those at whom they were directed.*
Nevertheless, because The Coca-Cola Company has long dedicated a significant
portion of its general budget to advertising, and because initial popularity of the
beverage was created largely by ingenious marketing, in the following section of this
analysis, I examine a partxcular advertismg campalgn for Coca-Cola that appeared in

discussing this campalgn gq(r

especial y th status as a consumer good
w1th assocCiations at once pnvate and public

;;:_rtlsmg in nms, broadcasts, and publications. In particular, propaganda created
by the Office of War Information, as well as by independent corporate institutions, §
portrayed the need Tor people to do their part in the war effort not 't not through discus-
sions of international legal rights or_deep goiitical i ing o el
personal self-interest. For example, as Allan Winkler notes, one OWI booklet distrib- !
‘to me involved in campaigns to raise and share food “pointed out the
need to ‘remind people of the pleasure and deliciousness. .. of having all the dewy-

f |
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fresh vegetables they want,” and discouraged discussing the abstract and imper-
sonal concept of national duty. This “positive approach,” claimed the pamphlet,
“which quickly answers the instinctive human question ‘What is in it for me?’ seems
to be the surest way to get people to take action.” Another booklet similarly advised
those invoived in conservation campaigns not to stress “the general; mational patri-

otic ‘'why’” but the * ggga_tg__\ﬂlx
S anaans WIS S
the war by showing that_participatio it i al

lives; citizens implicitly were to “purchase” the Allies {or so derisive critics of the

WI claimed) in the same manner as they might buy a bottle of soda. Thus, when a
number of OWI members balked at the increasing influence Madison Avenue held
over their organization, some satirized the nature of OWI policy by producing a
poster that depicted the Statue of Liberty holding four bottles of Coke; the poster’s
caption read, "The War That Refreshes: The Four Delicious Freedoms.””

Despite the prominence of such personal, consumerist appeals, the messages
of American propaganda were not solely those of privatization. The OWI and other
information organs also used the techniques of Madison Avenue to link the private
components of Americans’ lives to issues of national significance. Most important,
wartime propaganda frequently used visual juxtapositions to argue that objects of
peaceti] doméstic use were intricately tied with obiects employed on the field of
battle, so the consymption of those objects in the United States tied individuals to

,Mnts. his theme of what one might call t@%ﬁ?
MM&&MMm&w@m In
one filnt cited by William Chafe, for instance, a wounded G.I. on Bataan exhorted his
family not to be wasteful in the kitchen. “We haven't had anything but a little horse-
meat and rice for days,” pleaded the G.I. “And kitchen fats mom. Don't waste any.
Kitchen fats make glycerin and glycerin makes explosives. Two pounds of fat can
fire five anti-tank shells.”™ Other food-related propaganda presented similar mes-
sages. “Can HE save more grease THAN YOU?" asked one poster that depicted a
scowling Nazi diligently scraping fat from a pan. “There's Ammunition In This
Kitchen.” “Save waste fats for explosives,” advised another, which depicted a pan
pouring grease over a panoply of falling bombs. “Take them to your meat dealer.””
By creating such visual connections, these images associated the mundane objects
of personal life with the matériel of natl(m&s-
formin as private into what i n ontologl movement of
tremendous significance. e
erhaps the most affecting examples of U.S. wartime propaganda as a whole ini-
tiated such symbohc transformations by lmklnq objects of personal importance not
snmply with ob‘ e field of battle eople. Again, propaganda about
/T notable in this regard. Over the course Mor-
‘\p_m:afe publications frequently depictet-food as a stand-in for those physically sep-
arated from the consumer; in the case of soldiers, food was depicted as being
morally equivalent to distant civilian friends, and for civilians, food was linked with
servicemen. For example, a promotional from the National Dairy Products
Corporation depicted a prisoner of war opening a small package and exclaiming,
“Honest-to-gosh American food!” “Put yourself behind German barbed wire,” invites
the text, linking in its short narrative the POW, domestic foodstuffs, and readers
themselves.

You're hungry and homesick. Into your hands comes an 11-pound package of food.
It's all yours. Raisins, sugar, coffee, oleo, corned beef, biscuits. ham, salmon, orange

The drlve behind these admonitions was to “sell”
Te—
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concentrate, milk chocolate, cheese, powdered milk, soap and cigarettes. Farmhar N
e
cans an 1d packages. Labels that look like old friends. Can you lmagme the gratrtude>"‘
aé( —

representatio
|)<l£{dﬂHa facilitated Woodrullsdrve t6 transform Coke into a symbol of national

tife. For if OWI and other patricticappeats encouraged citizens to associate private

consumer goods not only with the public matériel of war but also with individuals L
uutsic_igmg_bamgg_gfwt_llg«self then citizens wé?EWéH—é?ustomed to perceiving

such a representation of food is significant, because it suggests how American pro- 1

division, naturally, was already blurred IT)Ta company deeply iniplicated in the insti-
futional workings of the collective effort.

Arguably the most powerful use of the theme of maral equjvalency ifi wartime
advertising appeared in a series of promotjonals for The Coca-Cola Company begin-
ning in 1943, Based on th@mlotlc use of the = symbol, the promotionals seem odd

today for the manner in which they so clearly reveal the intent of the advertxser to

nsso/at&i.nkamihgn@racnons that_ are e not_private but have communal Slgl'llfl-

cance. In one typical ad, a soldier on leave relaxes at a drugstore lunch counter,
~e,_llmg stories of battle to an admiring boy, who is flanked by the smiling figures of his
mother and sister. All are sipping Coke, and they seem to be joined in their talk by a
prominent red Coke dispenser and a series of unfilled Coca-Cola drinking glasses. As
the man stares intently into the boy's eyes, his hands form two parailel lines that sug-
¢est the movement of a plane or vehicle in combat, lines that also appear to place a
subliminal = sign between the soda dispenser and the boy and his family. The head-
line above this warm. patriotic image states plainly, “Have a Coca-Cola_= Howdy,
Neighbor,” while the subhead explains, “... or greeting friends at home and abroad.””
Another advertisement from the campaign depicts two sailors greeting a civilian fam-
ily containing a mother, father, and two admiring blonde daughters. While one of the
sailors looks on and smiles, the other reaches his hand left, across the center of the
image, to shake that of the father, who bows slightly. Alinost directly below the point
where the civilian and military hands meet is a table bedecked with sweets and Coca-
Cola. The headline of the image states, “Have a ‘Coke’ = You're invited to our house
the subhead notes ... or how to make sailors feel at home."

The number and variety of Coke advertisements that employed the juxtaposi-
tional force of the = is overwhelming, and a search through any popular mlddle-
¢lass magazine of the time will uncover scores of them. Even here, t'hifough mere
written description, one can easily imagine their emotional force. G.1. letters in
Coca-Cola archives, in fact, testify to that intensity, expressing in indignant tones
the frustration that followed when The Coca-Cola Company seemed to promise the
public more than it could deliver. “As staunch but frustrated Coca-Cola fans,” wrote
one group of bitter seamen from North Africa, for instance,

we are a little puzzled by your new advertising policy. In your ad of the July 24 issue
of the POST. is that Marine in the desert seeing a mirage? Must be. for we have the
palm trees. the sand. but no cokes. .. Here's to the fulfillment of your mirage. Don't
just “tell it to the marines.™

Viewed together as a steady stream of images, Coca-Cola promotionals reveal
the power and clarity with which-Coke-associated its very private product with
communal life—how within the larger context of U.S. propaganda, the company pro-
‘thm‘fzi@mh  meanings that were not restricted to the “private ‘why™ but




Food in the USA

instead were more broadly national. For when Coke used the techniques of adver-
tising to associate its product with a variety of intimate rituals constituting
American social life (as well as with the notion of American cultural ambassador-
ship), it also asserted by implication that American social life depended upon Coca-
Cola for its very existence. And the implication of that assertion was ciear enough:
that the United States, as it was known and loved, was almost inconceivable without
Coke. During World War II, the masters of persuasion were fast attempting to
<become the masters of American identity.

* COCA-COLA AND THE MEMORY OF HOME

/"But did soldiers actuaily come to perceive Coke as a symbol of the United States or

& of their own identity? The evidence in the third part of my discussion suggests that

they did. The headquarters of The e Coca-Cola Company in Atlanta nta, Georgia, contain

“extensive archival holdings Concermng the history of company products, materials

intended largely for in-house marketing use. Among these astonishingly rich docu-

ments are scores of letters from American soldiers pleading with company execu-

tives to send packages of Coke to Specific regiments in the field, correspondence

that testifies to the special place the beverage held in the minds of servicemen

abroad. These letters were created within a peculiar psychological context, and it is

important briefly to consider that context before discussing them in any detail. In

particular, we should remember that, like all wars, World War Il was a lonely

endeavor. Not only were men forced to encounter the horror of mechanized death

on an unprecedented scale, they were taken from their families and sent across an

ocean to foreign lands. Afraid, deprived of sex, and most of all, terribly homesick,

the impoverishment faced by soldiers and sailors was material, but more impor-

tant, it was emotional. As any reading of wartime memoirs will reveal, the popu-

lar language of World War Il was based not on masculine fantasies of advent‘tl?gor
visions of national glory, but on solitude; its words &gmﬁed loss:

- The fact that servicemen were lonely becomes significant when we recall

that food often serves as a cathexis ions, and that familiar foods can

ease a trou Tt ¢ worKol Paul'Fussellindicates, when soldiers used

their diaries to comment on foods they enjoyed, which they did did extensively,

e they were expressing more than simple physmloglcal pleasure with

P ~ what they had been served at mess. Instead, they implicitly were

e, ~using the opportunity of a meal to recollect the distant comforts

H_C/iv—il_i—a%EFe—TSﬁEnmes [servicemen’s diaries] almost

make you weep,” writes Fussell.
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The American sailor James J. Fahey notes in his diary in July,
1944: “We had Jello for chow at noon, this was the first time we
had it in about a year.” And eleven months later, another red-
155 - "3 letter day: “This morning we had something for breakfast we
never had before. When they gave us fried eggs we almost
passed out. This was the first time we ever had fried eggs while
in the navy,” he writes, and he’s been in it for years."

Or consider Ernie Pyle’s description of the best-cooked pow-
dered eggs he encountered during his wartime travels: “Rogers cooked with imagi-
nation,” writes Pyle.
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Here's how he made powdered egys for approximately a hundred men: He took two
one-gallon cans of egg powder, poured in sixteen cans of condensed milk and four
quarts of water, mixed it up into a batter, then dipped it out with a ladle and fried it
in boiling lard. The result iooked like a small yellow pancake. It was frizzled and done
around the edges like well-fried egg, and although it tasted only vaguely like an egg
still it tasted good. And that’s all that counted.”

Despite its self-consciously comic focus on quantity and technique, Pyle’s
Jdescription suggests his poignant attempt to console himself with thoughts of
home; in the Biblical cadence of his concluding sentence, one hears Pyle’s apprecia-
non for innovative cooking, but also something more. In Pyle's work, fried eggs
mmplicitly become a touchstone of civilian life.

While other comestible items seem to have played a similar role in service-
men’s lives, especially milk and ice cream, apparently none were so powerful as
'oca-Cola.” Reading G.I. correspondence about the beverage, in Tact, can be a
Jeeply moving experience, for it paints a highly charged portrait of Coke as the only
stable object in a world of total chaos, as the one familiar point-ci-reférence

acutety disorienting situations. ™No 1¢® cream, no milk, no eggs, no white bread, no
LEEy Pt T oratotls,

hutter, punk coffee, tea, tea, tea, no chicken, no steaks, no vegetables, no fruit, warm
heer,” wrote one soidier from England, where shortages were especially severe.
‘[But even here] I can buy ICE COLD COCA-COLA!! Ain’t it a wonderful world?™ ~1
lways thought it was a wonderful drink,” wrote another soldier from the South
Pacific, “but on an island where few white men set foot, it is a God-send ...l can
truthfully say that I haven't seen smiles spread over a bunch of boys’ faces as it did
when they saw the Coca-Cola in this God-forsaken place.” For men in the field,
Coca-Colawas & Iirm rock in a sea of cultural confusiomn,a morale-boosting token of
a placé that seemed exceedingly remote.

Indeed, servicemen’s writings indicate that Coke was such a powerful talisman
of the United States that it reminded them of actual moments of their experience as
civilians. Coca-Cola triggered méniories of the specific events in their prewar lives.
Mostimportantty; Gi-tettersattestthar Coke Wasa fian coijurer

’()f the social life of thewdrugstore soda fountain in which the beveras;e had 1)layed an

nection between Loca-cola and their rcal gathermg pldce. ‘The ole ‘Coke’ sign,”

wrote one serviceman from Sicily, “brings every soldier back to his moments in his
favorite drug store, where he sat and conversed with his friends.”" “The Officers’
Club, we call it "Tony’s Tavern,” was merely a tent pitched on the sand.” wrote
another, "but in there, with a blue ribbon tied around it, the ‘Coke’ would always
draw such comments as, ‘Boy I'd give a month’s pay for an ice-cold Coke.” The shape
of the bottle, the memory of the refreshing taste, brought to mind many happy mem-
ories.”” Even General Eisenhower, a noted Coca-Cola aficionado, told reporters,
“Being a general is a lonely life. Twish I could be home and go down to the cafe this
morning and have a coke with the gang.”™ Countless newspaper articles about G.I.
life tell a similar story. "The first thing Colonel Moore did after leaving the station,”
observed a reporter for Life, “was go uptown in Villisca to his old drugstore and buy
a Coke and a hamburger. the first in 16 months.”” In other words, soldiers seem to
have perceived Coke as a part of the peaceful rituals of domestic fellowshlp and it

recalled for them the friends they had cultivated within those folk-canventions.

Unsurpnsmgly, then servicemen also associated the beverage with American

women-—with what Col. Robert Scott called The American Girl—because drinking
Coke had been a part not only of friendly camaraderie, but also of wholesome
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romantic courtship.” As one Coca-Cola employee noted, “You want to know what
makes Coke 3o romantic to so many people?. .. Well, maybe that starry-eyed kid
who lives next door to you was sitting in a drugstore booth with his girl one night,
and maybe they were drinking Coke, and maybe while they were drinking that Coke
was the first time that girl let that boy put his hand on her leg.”" Thus, in numerous
letters, G.l’s refer to bottles of Coke in the same manner_they might discuss the
opposite%ugh usingy;ﬁy;ﬁé'rf)olic language appropriate to situations of psy-
; chological stress. Consider the words of one soldier to his mother, which reveal an
i obsession well understood through a Freudian interpretive framework:

While obtaining the life jackets in the warehouse a sailor came in who was carrying
a Coke around in his hip pocket. After eyeing it till | could stand it no longer | asked
—~- him if I might buy it from him. | explained to him that | had not had one since | left the
States. Whereupon he was so benevolent as to give it to me. It was hot and he appar-
ently did not want it himself in that condition. | carried it around with me all over
134 town and nursed it like so much gold, all the while getting longing glances at it from
the soldiers and sailors whom we passed on the streets. | started out of the galley
with it to take it to the wardroom to consume but seeing that I was going to be
L mobbed passing through the crew's mess [ went back and wrapped it in a towel. |
‘ then crept out [reclined] on the transom in the wardroom and tasted for the first
time since I left the States “Nectar of the Gods.” It was celestial bliss and | feel now
that 1 have been restored to my former self.”

Or consider the following humorous message sent to The Coca-Cola Company
by twelve weathermen in 1943:

We are twelve men, tired yet true, here in the deserts of North Africa and for the past
many months our tongues have been parched for something better than the hard
and saline water that we have to drink. It may be paradoxical to say this, but being
weathermen our thirst mounts faster than normal in the summer heat. As we are
swinging a psychrometer or watching a balloon mount into the hot and dusty sky, we
are watching with feverish eyes the rising temperatures, and praying that it will stop
before the thermometer bursts. This situation besides contributing to a mental case
due to sunstroke and worry also does much to increase our thirst and desire for a
“Pause that Refreshes,” but what do we have—I ask you, what do we have? Even a
mirage cannot slack our thirst, and we must fall back on those dreams of vesteryear.
when we moved up to the soda fountain and sighed contentedly—cherry coke, large
glass, plenty of ice! The bubble bursts as sweat dims our eyes, and again our dream
castle fades and we realize we are back in Africa de Nord.

Now Sir. surely by now you can, you must, realize what we are about to ask you?
Is it possible that one of your fairer members, willing to do her part for men and
country, could pack and send a container of coca cola concentrate and don’t worry
about our mixing the materials, necessity is always the mother of invention—need
we say more!

We assure you and her that we shall thank you from the bottom of our hearts

and will be glad, delighted and ready to pay the price and postage and whatever else
is necessary.

Trustingly yours...
P.S. If you cannot make it in cokes, we will accept a bottle of scotch,*

Such correspondence often reached The Coca-Cola Company not through G.1.'s
themselves, but through their wives, who begged the organization to help fulfill
their husband’s earnest requests.” “Dearest Liz,” wrote one G.l. in a letter ultimately
forwarded to Atlanta,
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You know you've been sending me packages now for quite some time, and you've
covered just about everything | could use, regardless of whether or not I've asked
for it. But. of all the things you have sent me so far, there is one item that I've wanted
vour to send which probably you'd never have thought of, and would not think of
sending unless I'd of told you what it was. You might think me nuts or maybe a bit
silly, but when you haven’t seen one like this for almost a year now and then sud-
denly see one in front of you, that you know is all yours, it kind of makes you think of
all the times you could've gotten it, but didn't, because you had just about all you
wanted then. when you were in the States... Well, | guess you want to know now
what it is that J want so much, outside of you. Well Darling, it is a bottle of Coca-Cola.
Yes, exactly as you read it. One bottle of Coca-Cola.”

Food and identity, hunger and love, all blend together in servicemen's writings, a
\cstament to the talismanic personal importance Coca-Cola had for soldiers overseas.
TMoreover. while G.I lefters reveal that Coke was important to servicemen on a
personal level, that it reminded them of their own private stories, they also exhibit..
that soldiers perceived the beverage as an_equally evocative_symbol « of the
\merican polis, of the United States as an abstract political entity. Letters housed in
Coca-Cola archives, in fact, suggest that soldiers understood Coke as a symbol of
civic significance precisely because it was so closely connected with their individ-
nal'éXperience. In servicemen's “WrTlings, for example, we find numerous seemingly
paradoxical statements that link conceptions of communal, national sacrifice with
the nonc¢ommurnal, antipolitical desire to drink a sweet, fizzy heverage. “Since Tve’
COTNE ACOSSWrote one enthusiastic soldier to his pa parents, “I've met and talked
with some of the greatest men in the world, real men who have gone through Hell and
come out again, but would go back for a cold Coca-Cola.” “*An American airman may
be able to carry "plenty of thunder to the Japs,™ one officer told a local reporter,
“provided he can have...a Coca-Cola to drink occasionally, to help him keep in
touch with the American way of life.”” These sentiments indicate precisely what
Agnew’s historical portrait would predict: that Coca-Cola did play a role in
American civic consciousness, that soldiers did come to describe their own identity
as citizens using “the language of soft drinks.” Soldiers™ letters seem to tell us, in
OMEr-Words; That tider the s, specml l psychological conditions of war—at a moment
when men craved the comfort of the familiar—Woodruif’s patriotic promise refig-

ured not only Americans’ conceptions of government. but also their inner lives.

* COCA-COLA AND PARTICIPATORY POLITICS?

RSN

Tlge transformation of Coke into a nationgl»feon.:We have seen, contained a number
of separate but related components: lll'i{t \t/he coogeratlo[ﬁaetween the American
state and Coca-Cola, embodied in the story of TOs; second; as revealed in adver-
tlsmgy the dttempt of Loca Cola to assoc1ate 1ts Dmduct with the mundane but

sign; an fonal response ofAmerlcan servicemen t@ke, a beverage
that for many was strongly linked to peaceful, civilian life. If Coca-Cola became a
national icon under thesé ¢ircumstances, did that icon advance a democratic, par-
ticipatory vision of society or did it serve to hinder the republican political ideal
many of us find so compelling? If we live in the “World of Coca-Cola,” if we are, as
The Coca-Cola Company implicitly claims, a “*community” brought together around

a mass-market good, then how might we characterize that community in regards to
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the civie respousibilities felt by its members? These issues concern the‘;_ore gen-

vral debate 0Ver consumer society I{ralsed at the start of this discussion and invite”
_the question: When American soldiers claimed to be fighting for the right to pur-

' '{ / chase Cuke, were they in fact fighting for an impoverished notion of political life?

B

I'would like to suggest that they were and that they were not. That the politics
implicit in Coca-Cola is an impoverished vision of politics, inimical to the type of
participatory political vision on which the United States was founded strikes me as
a reasonable position to take. A strong body of scholarly literature certainly exists

£ " that reveals how a privatized, consumerist understanding of national life can have a

disastrously corrosive effect upon civic fellowship. This literature, which bears

ucn i comnion with the literature of philosophical antiliberalism, asserts that the

%\ commodlhcatlon of politics,” embodied in the story of Coca-Cola, offers little hope
f a future cornmunitarian social order. Instead, consumer society conceals the anti-
democrafic relations of economic power on which it is based, and_encourages an
<ﬁ ethic of individual self-focus incompatible with republican ideals of virtue and com-
munity. In regard to Coke, such criticisms seem not only immanently valid but also
functionally linked. Foy T Woodruff's promise induced servicemen to consider one
of the most important functions of the State to be to supply brand-name consumer
productsw then that allegedly “patriotic” ¢o ufill individ-
ual'desires seems simultaneously to have concealed the instifutional machinations it

were fn,htmg to preserve their ablhty to drink Coca-Cola, how many also saw them-
selves as fighting for The Coca- C’ql_z_i_ComganggP During the war, the business of
America remained business.”

' But there are other ways of understanding the role of consumer goods in soci-
ety and the story of Coca-Cola as well. For instance, Timothy Breen, Tn his challeng-
ing analysis of eighteenth-century commercial culture, suggests s that everyday con-
sumer items provided Americans with a shared “language of Lonsumptnon that

“good to think™ in political ways.™ More sl)sgmcally, Breen focuses his attention, as
/ ,~“we have here, on a particular bevera%xplammg how it served as a medium
through which nationalist consciousness grew and ultimately exploded into revolu-
tionary action. The reason why Americans displayed such marked p()lmcal solidar-
ity beginningin 1773, writes Breen, a solidarity not evident during the Townshend
protest, was that the Tea Act “affected an item of popular consumption found in
almost every colonial"Tousehotd ™ an tem very much 1TKe Toca-Cota which
“appear[ed] on the tables of the wealthiest merchants and the poorest labourers.”
In creating a material commonalty among Americans tea became an ideal medium
through which “to fransmi €ptio v and nghts and a way in which

zdeg[wigggmred concrete meanmg, " Breen's “analysis suggests
that commodities generally can provide “a shared framework of consumer experi-
ence” that allows individuals to “reach out to distant strangers, to perceive, how-
ever dimly, the existence of an "imagined community™ and then to take political
action when the liberties and rights of that community are infringed.

Similarlg. Lizabeth Cohen' 5.powerful analysis of Chicago working-class culture

from 1919 to 1939 richly illustrates how commodities have ot atwaysserved s

forces of privatization, but, at times, have reinforced group identities. In particular,

Cohen’s discussion of how Americans of varied ethnic backgrounds “encountered”
mass culture “at the grassroots”—a discussion that centers, in part, on a study of
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‘. S— gests that mass-market goods are not consume consumed by isolated
; lndlwmmmmmishared experience. In doing so, Cohen

suggests that goods can create situations in which morally profound loyalties are
formed and sustained. “A commodity,” she writes, “could just as easily help a per-
memmwm it. What mattered were the
experiences . .. that the consumer brought to the object.” Speaking of shopping at
Tocal groceries, for instance, Cohen notes that in acts of consumption, buyers
brought “their own values to every exchange” and thus, while “ethnic workers [dur-
ing the 1920s] came to share more in the new consumer goods” they did so “in their
OW@!MMW%W Cohen’s analysis
imp il other words, that consumer goods can have potentially democratic polit-
ical significance because their meanings are not based solely on the associations

ascribed to them by Madison Avenue, but instead are rooted in a history of senti-

mental interaction between the people who buy_mem Consumers form real com-

political meanings for their members.

We ignore these meanings at our intellectual peril, and we ultimately harm our
chances of achieving a more progressive national life when we turn a blind eye to
how ¢tivic language modeled on the language of consumption can lead to democra-

tie: political change. Here we might usefully consider the role thal Coca-Cola played
'ifi the African- American struggle for civil nghts} Of the many ways s black Americans
advanced their pohtical power and mobilized others to act on their behalf, one of
the more symbolically enduring was their use of images of non-consumption in
venues associated with the sale of food, and especially with the sale of Coke: lunch
counters. Just as the rebels of the American Revolution fostered national con-
sciousness through the commodity of tea, so the students who demonstrated at
Woolworth stores across the South used the image of denied hamburgers and Cokes
to urge citizens on to great sacrifice. Sit-ins advanced liberal politics not only by
politicizing consumer goods, but by employing a language of consumerism as a lan-
guage of justice. If Coke was an essential part of the American Way of Life, so their
logic implicitly stated, then its refusal o those who Reld U’S‘c‘i‘ﬂ'zenshln Was tafita-
mount to a denial of Both formal and substantive liberty—and a very persuasive
symbol of Injustice for those who felt that the war had been fought 50 that
Americans could return to the drugstore and drink Coke again. The Civil Rights
Movement seems to indicate, in other words, that a struggle for freedom grew in
part on a foundation we typically would conslder antidemocratic, the development—
of consumer goods into items of quasi—pollﬂc.il entitlement™
Not surprisingly, the sto : 2 hag often been

remembered in. consumerist fangujg&‘and frequently using stories that represent
Coke agrmedtunT through which “ldeological abstractions acquired concrete
meaning.”™ For instance, Henry Louis Gates, Jr., recently described to a National
Public Radio audience one of the ways he experienced discrimination as a child in
the South. “It was frustrating,” explained Gates, “because of segregation when we
couldn’t sit down with the other kids at the local hang-out, the cut-rate, the drug-
store where you'd go after basketbail games, and one of the doctors would set the
whole team up with Coca-Colas, and all the white kids would sit down and drink out
of glasses and all the black kids would stand up drinking out of paper cups.” More
significantly, consider the words of James Forman of the Student Non-Violent
Coordinating Committee, describing in.The Making of Black Revolutionaries how he
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first came to social awareness. He was a voung boy. at midcentury, visiting relatives
in Mississippi from his home in Chicago, and he wanted a Coke. "l went to the drug-
store.” Forman writes, “and hopped on one of the leather-covered stools™

There were about six or seven of theim and they were all empty. [ spun around on the
stool several times, waiting lor the fountain clerk. 1 rook out my nickel, twirled it
around and around on the black marble counter. There was a crack in it and | began

moving my nickel along the crack. Finally the tountain clerk appeared. She was an
clderly woman, rather fat, without a smile. "What do vou want?” "I want a Coke and

a glass, please.”

We can imagine what happened next: the manager came and told the voung Forman
that he could not drink his Coke at the lountain, that e must drink it in the back of
the store. The boy was left crying, wondering “who tivis man was. what right he had
to tell me where | had to drink my Coke.” - As Forman well knew. the power of his
narrative rests. in part, on the nature of the beverage involved. It certainly would
not have altered the formal quality of the injustice in Forman's account had he
asked for and been refused, a glass of orange juice; but it would have significantly

altered its emotional content. Drawing on a tradition ol cultaral commonalty,

Forman's depiction of a small incident of racial injustice can make readers angry
even today because it uses as its foundation a svmbol Americans recognize, espe-

cially since 1915, as an icon of national citizenship.

Here we fiind the most enduring legacy of Woodruftf's promise. and the most
powerful testament to its effect: that Coke has become such a basic part of
American life that it now plays a role in nuf 7}1(,»m<)r_v ol major natiosal events. | have
spent much of this analysis describing the lives of American soldiers, and so it
seems fitting, on this note, to ciose with the words of one ol those men. His namne
was Clarence Dickinson. and he was shot down over Hawaii during the Japanese
bombing of Pearl Harbor. Approximately one vear after the attack. Dickinson nar-
rated his harrowing experience to The Saturday Fvening Post. As a remembrance of
things past. one in which food plays a notable function. the story illustrates how
Coke could svinbolically divide those who fell within and outside the protections of
American citizenship. After he was shot down, Dickinson stopped a passing car and
asked to be driven to Pearl Harbor. The couple driving agreed and offered the flver
a drink of their whiskey. "I didn’t take any,” writes Dickinson. "because | figured |
would have to fly again that day.” Along the road. Dickinson spotted a general store.,
and he asked the couple to stop. “As far as | was concerned.” he writes, “the war
was goiig to have to wait until | had a coke.” The store Dickinson had spotted was
no ordinary Anglo market. however. it was operated by Japanese residents of the
island for “Jap and Filipino laborers of the cane and pineapple plantations.” The
flver entered the establishnient (the front was “draped with dried fish™) and asked
for his Coke. At which point, supposedly. an extraordinary exchange took place.
“The kid in charge of the store.” writes Dickinson. "who was about nineteen. was
looking up at the Jap planes and laughing.”

He turned a smirking grin on me, | asked for a coke twice betore hie moved. He fid-
dled around and half opened the lids ol two chests, pretending he didn’l have what |
wanted. | fooked in the first box. There, in plain sight. were several bottles. Scowling,
I seized one. wrenched off the cap and started out. He was just behind e at the
front when [ whirted on him and shook the bottle in his face. "This one.” { said. "is on

the house.”

Through s
special circun
\merican nati
many of the in

NOTES

s essay s adapt
g Waorld War 117 ¢

niversity of Color,
- ota Companv, wle
soseholarly ingunn
Pondergrast tor the
s indispensablet

b Roland Barth
2 Billy Wilder,
Dir Storanselor
CcwaCola K
tarean which
Bellow, Serze
Wi Konsum,
ated Popiilar ¢
Contenporar
»New York. R,
S Mark Pender
cand the Com,
Richard Kase
Press, 1993
Mark Pendery
can be obtair
Verketinge an
Harper Busm
[N LVEY O A A
Creal Americe
Solt Drvink Ina
Beveraves, 1!
G Perdergrast,
J Foran earty e
Poinies and A
ee dlso Kali
sy el dnve
Sonstner (
Waesthrook ™
ot Politicad O
“Hiuhiting tor
S Cultire O
P Uiiversit
s Aunew, O
¢ basabeth Col
Umversity v
she Fighteent
Dronzbas and |
1 Richard Pote
L9525, 135
See o eKam
Irdustry saly
Cndess uthier
soused in b
Proaduction B
“Fitm [s Show
ALy from
soot atfer the
Meriean Wi
S N aAnCe
Harrold [ B A




Ea o sy

e

R

PP RO P Sl

R

Consumer Culture and Participatory Democracy

Through such instances of recollection, in the minds of those who endured the

special circumstanges of global conflict, Coca-Cola became ihe totem drink of the
American nation. Itjbecame the hallmark of a people who would be asked to bear
many of the burdens of the war’s political aftermath.
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t uta Company, who offered invaluable access to historical materials and provided a model of corporate openness
to scholarly inquiry: niy anonymous reviewers for their criticism and advice; Amy Bentley, Meg Jeffrey, and Mark
Pendergrast for their assistance; and, though he was not party to writing this essay. Jean-Christophe Agnew for
his nudispensable teaching,
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