ol %

L

5

\

\ |
e\

\
-

The

Flectrical
league,

1920-41

By Gail R. Redmann

T NOON ON MARCH 10, 1920,
Cleveland proclaimed itself “the

electrical center of the universe:
The Cleveland Electrical Show:

hailed in the Plain Dealer as
“the most pretentious elec-
trical show ever attempted
on either side of the oceatl
opened with a literal bang. Fireworks exploded
atop the Hotel Statler, a strident siren blared,
seventy-five costumed “imps” accompanied by
a United States Marine band led a parade from
Public Square, and a telegraph message about the
exposition was dispatched to destinations around
the world. Thomas Edison, via remote communicé:

tions from Palm Beach, Florida, officially lit

p the exhibition hall for a ten-day electrical
SXiravaganza.

The electrical show, at the new Bolivar-Ninth
B‘.-lﬂding, offered both entertainment and education
10 the more than ten thousand Clevelanders who
dttended on opening day. Displays and demonstra-
10ns of two million dollars’ worth of electrical
{&Vices for home and industry covered seventy-four
- Susand square feet of exhibit space. A special
dj‘Eoriurn offered visitors the latest motion pic-
Urtes; musical entertainment included the Naval

p ieeseI‘Ve Quartet, the “Roving Marines,” a twenty-
“'€Ce orchestra, a jazz ensemble, and a chorus

*tfour hundred electrical-industry employees.

During the period between world wars,
specialized electrical devices—loasters,
waffle irons, cofiee percolators, and mixers—
became commonplace in the kitchens of
upscale homemakers. The Electrical League
of Cleveland worked diligently to promote the
adoption of such appliances.

Dayton Power and Light Company Museum

David R. Barker, Photographer
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Fhe Elactrical Leaghs of Clay

The Electrical League of Cleveland, which sponsored annual
trade shows, was a natural outgrowth of the city's national
prominence in the produclion of electric lighting and home
appliances during the early decades of the twenlieth century.
Western Reserve Historical Society

A highlight of the show’s last evening was the
marriage of the lucky young couple who won the
“electrical hope chest” consisting of eighteen differ-
ent electrical appliances.

The 1920 Cleveland Electrical Show was the
perfect harbinger of the prosperous, extravagant
decade of the Roaring Twenties. The show also
[oreshadowed the changing direction of the Electri-
cal League of Cleveland, whose members not only
helped orchestrate the evenlt from their headquarters
in the Hotel Statler, but also appeared as the cos-
tumed imps in its opening parade. Mass production
of electrical appliances was a burgeoning industry
in Cleveland, and the league had been founded in
1909 to promole the interests of manufacturers,
distributors, dealers, contractors, and the Cleveland
Electric Illuminating Company. During its first
decade, the league functioned primarily as a social
venue for [oslering cooperation in the industry,
although it did sponsor Cleveland’s first electrical
exposition in 1914,
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By late 1920 John E. “Jack” North, director of the
residential sales division of the Cleveland Electric
Hluminating Company, had redirected the leaguc’s
focus. Under North's guidance, the league’s highest
priority became merchandising electricity to
Cleveland families. The December 1920 issue of
Cooperation (precursor o the league's newsletter
The Leaguer) defined “merchandising” as “not the
{eat of selling a loal of bread to a starving man, but
the ability to sell a hundred loaves to John J. Asior-
bilt, who's never been hungry in his life.” North
proposed to stimulate a hunger for electricity in
two ways: by educating consumers (o recognize the
diverse uses and benefits of electrical power and by
creating consumer desire for electrical appliances
and equipment as symbols of a better standard of
living. The success of the league in accomplishing
these tasks constituted what would later be de-
scribed as a “iale of romance in Cleveland,” a love
affair between Clevelanders and “things electrical.”
Through its unique blend of salesmanship and
showmanship, the Electrical League mesmerized a
generation of Clevelanders and propelled them on a
current of electricity through both the heady ycars of
the 1920s and the dark days ol the Depression.

Beginning with North’s 1920-21 Electrical Devel-
opment Campaign, the Cleveland Electrical League
became the model for the successlul use of coopera-
tive advertising in the elecirical industry. By com-
bining the resources and interests of all branches of
the industry, [rom suppliers of electrical current to
manufacturers and retailers, the league generated a
substantial consumer market in Cleveland. League
members positioned themselves on the cutting edge
of “pioneer” advertising, cooperatively promoting
the idea of electricily and the advantages of specific
types of electrical equipment, rather than competi-
tively marketing particular brands. The league’s
1920-21 campaign set the tone for its future market-
ing programs with its emphasis on the scientific
basis and practical uses of electrical power and its
subtle probing lor the consumer values that would
make electrical equipment and appliances desirabl‘e'

Two contests run in the Cleveland News and Plai!
Dealer from mid-December 1920 through January
1921 targeted homemakers in an effort to stimulal®
their interest in electrical appliances. The Plain
Dealer’s Modern Home conlest encouraged women
to write essays describing their most extravagant
dreams for using electricily Lo equip various rooms
of their home, one of which was featured each We@
of the contest. To the delight of the Electrica}
League, Cleveland homemakers responded wit
imaginative and innovaltive suggestions, often h
complete with complex, labor-intensive plans. -
“slory contest” running simultaneously in the Nes
solicited women's ideas on how they might us€

gpecilic electrical appliances, and their suggestions
eventually appeared in advertising copy as the
leazue expanded its merchandising activitics.

Another unique promotional angle of the 1921
campaign assailed consumers’ suspicions about
electricity and its uses, while targeting the next
gencration of prospects. On February 16 fiftecn
raxicabs, ecach bearing a sign that read Electrical
scholarship Contest, carried registration cards and
promotional malterials 1o Cleveland public and
parochial schools for “the biggest single contest of
its kind ever put on in the country.” Beginning the
nexi day, an electrical lesson appeared in the Plain
Dealor twice a week. Al the end of thirteen weeks,
each registered contestant received a {inal examina-
tion consisting of questions that had appeared in the
twenty-six newspaper lessons. The lucky elementary
or high-school student with the highest score won a
grand prize of a four-year scholarship to Case
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School of Applied Science. In lact, the Electrical
Leaguc was the big winner, stimulating an interest
in electricity in more than four thousand Cleveland
young people and promoting itself as a major
resource for electrical education.

Jack North mobilized onc more attack on the
consumers’ pre-clectric world view belore the close
ol 1921. Cleveland’s first Modern Electric Home
opcned May 15, Within a month the league’s mes-
sage of electrical modernity had attracted thirty-live
thousand visitors. Both the 1921 and 1922 Modern
Electrical Home campaigns addressed two of the
main obstacles to selling electrical appliances: lack
of proper wiring and consumer concern about cost
ol operation. The league offered free advice to
visitors and analyzed house plans for adequate
wiring while using statistics from the first electrical
home to demonstrate that electrical appliances cost
only “pennies” to use.

In 1923 North, as the newly elected president of
the Electrical League, concentrated on the merchan-
dising of appliances specifically to homemakers.
Operating on the prevailing advertising-industry
assumption that America’s middle-class homemak-
ers wielded about 80 percent of the purchasing
power of [amilies, the league expressly targeted this
group in its advertising. Beginning with its inaugur-

al issue in August 1923, the Buckeye, the
official publication of the Federation of

=3 Ohio Women's Clubs, contained monthly

articles writlen by the league’s staff that
not only promolted the use of electricity,
but reflected contemporary cultural attitudes toward
homemaking. The Cleveland Club Woman, the
journal of the Cleveland Federation of Women's
Clubs, published its first issue in late 1927 for its
self-proclaimed audience of “twenty
thousand women...[rom the
most substantial homes in
Greater Cleveland.” Both
publications frequently con-
tained league ads specilically
designed for their particular audience.
According to these ads, the club woman had “broad
interests and helpful social contacts,” valued elec-
trical appliances because she was “alert 1o her
responsibilities,” and, above all, kept infoermed
on the latest in household technology.

Those who met John E. North, the cigar-chomping
execulive who headed the Electrical League
during the 1920s and 1930s, were surprised to
learn that he had spenl his youth on a Clark
County farm
Western Reserve Historical Society
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David R. Barker, Pholographer

A 1927 national survey revealed that, of all small kitchen
appliances, the toaster was the most popular with consumers.
Early models required close attention.

Dayton Power and Light Company Museum

In its first Brickeye article, “The Better Home of
Today,” the Electrical League’s home economist
Grace Hadley bemoaned the busy middle-class
clubwoman'’s difficulties in locating household help,
and warned that in “building new homes care should
be taken to provide for modern labor savers, for
‘good girls’ are scarcer day by day and one can never
tell when ‘precious treasure’ will depart.” Scholars
of the history of household technology note that the
“servant problem” faced by middle-class homemakers
in the 1920s was a major [actor in their growing
desire to own electrical appliances. Expanding
opportunities lor factory labor in the early 1920s
attracied many young, single women who were
dissatisfied with the restricting lifestyle of domestic
service. Al the same time, stricter immigration laws
were virtually eliminating the source of European
servants, leaving middle-class housewives to take on
an increasing number of household chores. Since
the modern woman of the 1920s saw herself as the
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managerial equal of her husband, she had to acqy;;

(QUira

a staff of electrical “servants” to replace the humap,
ones that were escaping to the factories.
Beginning with its first major appliance-sales
drive in 1923, whose slogan was Save Mother with
an Electric Washing Machine, Electrical League
advertisements presumed the modern woman’s
desire [or reliel from drudgery. Early that ycar (he
league also Look advantage of growing consumer
interest in trademarks by designing an advertising
emblem for its own use and for display by member
dealers. Members exhibiting the emblem pro-
claimed their beliefl “in Electrical Development
through truth, honesty, quality and service (o the
public.” The nattily attired electrical salesman whqg
appeared with the emblem in 1924 washer ads was
selling more than just an appliance that “in reality
costs you nothing.” He was also offering healih,
happiness, and independence. League advertising
continued to display the emblem through 1925,
encouraging Cleveland homemakers to make
their purchases based on its subtle, personal
reassurance.
Despite the public's fascination with
electricity and its inextricable link to the
coveted “modern” lifestyle, Electrical League

.

copywriters shared the problem of all advertisers of

the 1920s: overcoming consumer fears about the
decade’s rapid social change and technological

advancement. Imaginalive adverlising drew parallels

between ancient techniques and modern technology
to diffuse consumer concerns aboul experimenting
with electrical appliances. An early 1924 ad for the
electric range compared its operation to the ovens
used “by ancient peoples as far back as the days of
the Pharaohs.” In the summer of that year, the
Buckeye reassured its readers that the modern
electric ironer descended (rom an ancient Roman
device called the “cochelia,” whose technology
miraculously survived the {all of Rome and
persisted through the Middle Ages as a household
aid for noble ladies preparing their husband’s
tunics for the Crusades.

The modern woman of the 1920s placed enor-
mous trust in the businessman and his cadre of
advertisers and saw them as allies in her quest to
raise her lamily’s standard of living. However, her
emolional investment in her home and family made
her vulnerable to the new psychological advertising
that appealed (o the guilts and fears of the modern
age. The 1924 Nalional Better Home Lighting
Conlesl was tailor-made for psychological advertis-
ing and promotion. North, the project's Ohio-
Kentucky-West Virginia regional director, orches-
trated the distribution ol Home Lighting Primers
to school children, which encouraged them to survey
their homes, critique existing lighting, and write

£s50YS developing plans for more afleqlflate home .
illuminalion. The program was a lighting salesman’s
dream, but a mother’s nightmare, as she struggled
with the guilt of having possibly exposed her chil-
dren Lo poor lighting, and the flear of e.ml.Jarras‘sment
chould that information be made public in a win-
ning ¢ssay. Opportunistically, the league mtr(.)ch.nced
a Buckeye article on the program with a description
of the atrocities of a medieval Byzantine ruler who
parbarously blinded [ ilteen thousand prisoners of

Early washers may have
reduced the housewife's
drudgery. but still required
many hand operations,
including running the clothes
through the wringer.

Dayton Power and Light
Company Museum

David R Barket. Pholographer

war. Noting that “we of today in America have
blinded or hali-blinded eighty-six million of our
people” through poor home lighting, the league
warned Ohio mothers not to be surprised if their
children discovered dangerous, defective lighting
in their own homes,

The league continued to expand its marketing
strategy not only through advertisements and
popular articles, but also through displays and
demonstrations designed Lo build consumer confi-

dence in using electrical appliances. A
1925 Plain Dealer survey confirmed
that more than 97 percent of
Cleveland homes were wired for
electricity, providing a large
market for additional electrical
lighting and appliances. On May
18, 1925, the league unveiled the
exhibit of Everything Electrical

for the Home, located at its head-

quarters on the fourteenth floor of
the Hotel Statler. The [ree exhibit
included demonstrations and displays
of merchandise from member manufac-
turers and distributors, accompanied by
catalog sheeis describing each appliance
and including the names of dealers
from whom homemakers might
purchase the items.

Interest in the exhibit of
Everything Electrical for the
Home quickly gained momen-
tum. Increasing numbers of
women's clubs, church groups,
and PTAs took advantage of the
league’s offer to provide lectures
on electrical living. The highly
successful program also gener-

ated new advertising ideas as
women shared "“lestimonials” on
how electrical appliances had
improved their lives. Through-
out 1926, articles in the Buckeye
emphasized the importance of
|,  the“Artof Homemaking,” a
nobler pursuit than the “house-
keeping” drudgery ol the
past, made possible mainly
through the use of electrical
appliances. To reinforce
the message, the league
provided each visilor to
the exhibit with a copy
of its publication Electri-
cal Homemaking, wouted
as “the world’s first
textbook on electricity.”
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In 1930 the Electrical League moved its

headquarters from the Hotel Statler to

the Cleveland Builders Exchange

Building on Prospect Avenue. Here

it maintained extensive — and wel-lit
displays of a wide assortment of

electrical products

Western Reserve Historical Society

The league’s exhibit of Everything
Electrical for the Home was fabu ous!y
poputar, altracting more than ninety
thousand visitors during a single ye&’
Western Reserve Historical Sociely

rhe booklet, which detailed the many uses of
clectricity throughout the home, created a huge
demand from local schools. By May 1926 the
[eague had distributed thirty-six thousand copies
of the book to public and private high schools and
colleges in the area.

Although the league targeted middle-class home-
makers as its greatest marketing prospects, it contin-
pally tried to broaden interest in electrical appli-
ances. Inearly 1926 the league conducted a survey
of the number of appliances in two thousand Cleve-
Jand homes by distributing questionnaires 1o
employees ol newspaper offices, department stores,
factories, banks, and the central electrical power
station, as well as o altorneys, physicians, and
electrical industry executives. Concerned that this
survey might have been skewed toward upper-
income groups, the league organized an additional

The league's marketing strategists saw children as fuiure con-
sumers. This group of Catholic schoo! children assembled at
headquarters to hear a lecture on electricity

Western Reserve Hislorical Society

survey ol homes that rented between $25 and

$130 per month. That summer, through

an arrangement with William Connors, secretary

ol the Negro Wellare Association, the league opened
a temporary exhibit at Central Avenue and East 25th
Street that was similar to the permanent one at the
Hotel Statler. In addition to its vigorous ad cam-
paigns in Cleveland’s English and foreign-language
presses, the league also began Lo experiment with
radio marketing when “Electric Night” was broad-
cast over WTAM on October 21, 1926. By 1928 the
league was broadcasting an electrical message on
WTAM every morning.

Throughout the 1920s the league frequently used
the growing technique of psychological marketing.
“There’s something wrong with your kitchen,”
women were warned, “unless it is envied by your
friends.” Electric percolators not only made good
colfee, but “happier homes,” and eleciric washers
were necessary "For the Better Upbringing of Baby.’
After the 1926 appliance survey revealed that only
aboult 5 percent of Cleveland homes had refrigera-
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MPSTAIRS

IS A LONG WAY!

+ Cinly the women who have 1o ciimb e stoirs count-
lass Fimas day afier doy realize what a liring road the
stairway becomes . . . » Upstairs .., dawnstairs . . . the
beds ic ba made . . - the doorbel! ko answer . . . again
and again, ohien with the hands full. + An alactric
vatuum elaaner for each floor will save many trips vp-
stoirs and down. .. and moka cleaning twice o3 sasy.

EVERY TWO-5TORY HOME
SHOULD HAVE TWO-CLEANER CONVENIENCE

1 )

CLEANERS O N OIS PLAY

SAMTATION STATEMS  CRATRA  HOOVER  WEITINGHOUM  JUME ROVAL
ENENAL QLIETHZE BEEWAC A PR T PREMGE DUREL  LNIVRALAL

THE ELECTRICAL LEAGUE

14T#H FLOGR s HOFLEL STATLEA S PROGPICT J440

You ara irvired b amins the 1930 modeh of sleinit vacpum
cleanert of the Eahibst of Evetything Elecirical for tha Homs,
1am Floor, Harel Stalier. They beve Imprevad feanuras, in-
creased aificigncy. Selar your second voruum clegnet here.
Putchuse whurs you pleare. Open avery wask-day from 8 ko 5.

¥

One thrust of the league’s advertising was an attempt to con-
vince women that increased use of electricity and electrical,
products would improve housekeeping efficiency.

Ohio Historical Society

tors, these appliances were increasingly promoted
to consumers as essential for good health. With an
electric refrigerator, the concerned housewile and
mother “bought right, served right,” had “no work,
no worry,” and provided “life insurance for {her]
children” against the “microscopic enemies” that
threatened unrefrigerated food.

The Electrical League continued its ambitious
refrigerator promotion in conjunction with the
National Food Preservation Movement in August
and September of 1929. It orchestrated a “Germ
Smash” to spread the “50-Degree Doctrine,” which
reiterated the dangers of food spoilage at tempera-
tures above 50 degrees, the “safety zone tempera-
ture” of an electric refrigerator. Besides its tradi-
tional methods of advertising through newspapers,
women’s club magazines, and radio, the league also
sponsored innovative related advertising through
local dairies, which hung promotional tags on milk
bottles, and restaurants, which displayed food
preservation messages on menus and easel cards,
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| Soothing “Breezes
| for Sultry Nights

RING a gentle, cooling breeze

s || i e sleeping room on hot

H sumn::ru:ﬁ:}llts——eewsidmga_n Eleétric Fan.
i Place the Fan at the window to draw
f cool ait into the house and relieve the
sultry atmosphere.
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soothes restless tots Wi
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What conscientious parents would allow their children to suffer,

league copywriters asked, because of inadequale home
lighting? Ohio Historical Sociely

Another approach in league advertising played on maternal
concerns, Western Reserve Historical Society

reassuring customers that electric refrigeration was
in use at their establishments.

The 1929 refrigerator promotion was part of the
league’s novel program of community electrical
exhibits that expanded the organization’s hands
instructional activities beyond the permanent ex
al the Hotel Statler. The exhibits, which were
staffed by women especially trained by the leagué:

each consisted of displays and demonstrations © 161 ew 1d boldl
ironers and refrigerators, a model kitchen and i Ubiquitous optimism, a December 1929 ad boldly

i “jroni Proclaimed, "Christmas 1929: Make it the Very
laundry, food preservation lectures, and an ironing aimed, .
school.” Reflecting the prevailing interest of middle: Best” North pumped up members in January 1930,

class homemakers in learning the skills of their E!r‘;CCN-ll‘aging them to "be deal Lo al[ ll.I.IS Ic[l)le llil‘l;b 7
“profession,” the league drew an overwhelmingly 3bout the stock market crash depressing BUstiess:

Positive response 1o the simple ad, “There's a C}.mir
Waiting for You at the Electric lroning School, '
which invited women Lo bring “a whole ba_skctful'
of home laundry for an cducational day of ironing. ’
The stock market crash only solidified the league’s
Tesolve 1o push electrical merchandising even
rther in the new decade. With a salesman’s

-on
hibit

“LIGHT 15 cppap 1

and announcing that “the league is preparing to
launch the most sweeping market-development
program it cver inaugurated.” On November 13,
1930, the league opened a new exhibit h(.fadquarlers
adjacent to the widely publicized Hom_e in the Sky,
a complete home constructed on the eighteenth
floor of the new Builders Exchange Building and
surrounded by exhibits of building materials and
home lurnishings.

Faced with a slumping economy, the league
adopted several innovative promotional techn.iqucs
to sustain public interest in purchasing clectrical
appliances during the early 1930s. A 1929 survey
of appliance ownership in greater Cleveland helped
provide the locus for the league’s advertising cam-
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AN ELECTRIC REFR1

of the Kitchen

Al :n l:‘ |

| What woman wants 10 be v

| the shackies that confine you to long, weary
asscrble for yourseil 2 modern

ALL-ELECTRIC KITCHEN

It is more than likely (hat some day you will have an All-Electric
Kitchen. So why wait to enjoy the convoaience, cconomy and satis

jed 10 an old-Fashioncd kitchen? Break
hours of drudgery—

ok Sy
podien | ol

:.:."‘“_:"'“' faction thas can be yours roday? Asnemble yout AllElecrric Ritchen
—— ! picee by picce!
oy - ELECTRIC REFRIGERATOR -

The first step is 1o get a0 Flectric Refrigerator farge coough fot
. your, family’s needs, 1t will save you both time and moacy « -«
—_— fime you now spend in frequent trips 1o the worsh, money you Will .
save by buying in quantities on market bargain days When you
put food in an Electric Refrigerator, it is safc from spoiling for
days and days. For the Elcctric Refrigerator guards it automaticaily.

ELECTRIC RANGE
The sccond step in assembling 20 AllElecrric Ritchen s 10 get 2
1936-model Electric Range. With automatic time control, you can
place 2 meal in the oven, leave the housc, and come back 10 8
complete meal, perfectly cooked and ready ro IVE
Flearic cooking i3 quick, clean, £33, economical and ahsolutely
safe and sute, ‘There i no guess-wark, na disappointment, 10 WOITY
shout haw a cake or any dish will un out. Follow aay tesved
clecuric cooking recipt, and your Elccric Range docs the rest

ELECTRIC ROASTER

Aq economical lirtle brother ™ the range is the Electric Roaster, in
which you €xn prepare & complere meal. Thousands of women in
Greater Cleveland are doing much of their cooking in these cficient,
cconomical, dependable ovent, which have many of the advanzgess
of the Blectric Range jtself,
So, shake off the shackles of the kitchen with modern clectric
equipment . . . $ave MOREY time, work and worry. See the impro
modcls at your favorite Storé, and be convinced how casily you may
enjoy the convenicnces of 2 modern ALL-ELECTRIC RITCHEN.

' THE ELECTRICAL LEAGUE

« PROSPICT NEAR ONTARIO « cHEARY 2333

| MIGLAND BUILBING * 18TH FLOOR
| AN ELECTRIC RANGE paYS FOR 1TSELF

All-electric kitchen
ens were louted asaway to " i
work and worry.” QOhio Historical Socferyy save money. fime.
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Ipaliglns. Although the survey revealed that C|
anders o.wned more appliances than the ny; '
;w.:rage, it also noted that the market was'n‘tlruon
eing saturated” and that more than 90 e fro
Cleveland homes still needed “1o be sold!')"lcenl of
alors and ironers. o reh-ig&-
A typical ad of the league’s 1930 refri ‘
ca.nl‘lpalgn Con!erlded that “The Amerifc;zllie;'; o
without an efficient Relrigerator in their | iy
handicapped as much as they would b tho
car. Electric Relrigeration is today a y Wl%h.()uta
ils convenience, economy and hea{lhfz‘l:lic%%l'l'ym o
!eague also held “cold cooking” demonst tions
its headquarters, which provided lessoS ‘rﬂUOI'IS X
of elecu.'iC refrigerators 1o save money 1':-;;3.2 l'he b
‘la:g;ggdm meal preparation. During 1932 lh’cdlzg
2 vantage of the popularity ol motion pi g
by offering cold cooki lasses b
L ing classes at seven neighbor
i the promation by displaying the neven et
relrigerators in its lobby publ?ciz?nne:l:eSl ok
' hools i
programs and on-screen advertisi " and rannincy
((::(?]ntesl wi'th_a relrigerator as lhzl;rgz{nac? (;r?:: i
theazi;z:fllcally, ll'1e Leaguer avoided addre;sing
the cv economic conditions directly, instead
Il;'ls.l]l:li L(I)E}::;n;ugs;lzcally on posilive long-term results
932, rzoting the “last two years of .
2::1(1))23;111;;11 business,” North placed the gurden of
zeon ind‘[:_l rlecovery sql{arely on league members:
o wh:u:y can se!l in 1932, if it will only try to
s l“S Vhe er 13:32 lsigood or bad is not up to 1932
e tr;)in(? you!” To increase sales, the league
S ning women in the art of salesmanship
an ; he sk1jll of elf:clrlcal appliance demonstration,
lratiant‘e‘agrue:? appliance division developed a plan to
rain ‘;3 eactmal homemakers” as “sales scouts,” who
pould | lcc»me experts on a specific appliance and
ales prospects.
19;1; a||'110tlher move (o offset a decline in sales during
am. the league designed a “seal of approval” to
tghe S(;l;‘ Ic:)nsumer confidence. The Leaguer promote
the sc se;?v memb‘(‘:rs as a “merchandising aid” that
would ser ¢ as a “guide o qualily and value” for
Cioveand ::]?nsumers. ‘I‘..eague advertising empha-
A z | e seal was “granted to an Electrical
ppliance only after thorough examination and
?alnslaklng investigation,” although the quality
?}l]zn:qz;r;.lllsrgsfear io Iil]ave been those imposed by
urers whom the league ac
;‘eputable, rather than delermine%l throflegl;lflcill? ]
eague product-testing program. .
b nS.“lerll;Leiltdl'l.e Depression sharply curtailed new
S I‘:?g, remodehng existing homes with newW
imporl,angl ! cllng, Qn‘d agpllances became another
. vertising focus in the early 1930s. In
1 e Electrical League began spreading the
Gospel of electrical modernization,” emphgasi?ing
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wiring and lighting improvements through lectures,
?d\fertising, and the promotional offer of the free
installation of a new convenience outlet lo con-
Sumers willing to listen to an electrical sales pitch in
Ehe1r homes. The following year the Jeague initiated
s promotion of the “all-electric kitchen,” which the
Wise homemaker could assemble economically, one
appliance at a time.

As part of its all-electric kitchen promotion in
1933 {he league appealed to consumers using the
New “ensemble” mode of advertising that had gained
Popularity in other industries in the late 1920s. For
an audience no longer fascinated by the concept of

"mﬂ-’

" No Work, No WO;IS(

T
N electne refn'Temlm raves work and womy.

It keeps itsclt cold. Leaveitto teke care of tsclf
fora day, o week, or 2 monih; then open it and find its tem-
pesature 50 degrees, its conlents perfectly preserved.

The tempesature never rises above 50 degrees, That
means milk, butter, fresh vegetables, fruits are kept always
i fint-class condition for the table.

Install an electric refrigerator, connect the cord lo a con-
vement cullet, ond don't give it a funther thought,

Every family that wouldn't be without an electric wash-
e, or clecliic iron, o elecirie vacuum cleaner, will feel the
same about electrical refrigeration.

Electtic Relrigersiors may be pur Seq Flectiic Refri Di
chased rom local distidnars uﬁr- wihe Exh“‘hit n’l Eﬁrﬁ&mﬂc:&a’l
fat tha | lome. [dih , Statlee,

1 8215, Cettheir catalop.
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14TH FLOOR HOTEL STATLER
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To overcome consumer resistance lo refrigerators in the 1920s,
league ads emphasized their maintenance-iree aspects and
how more economical quantity purchases of food were made
practical by reliable preservation. Ohio Historical Society

applied electricity, the Leaguer heralded the Electri-
cal Kitchen Show of June 1933 as “a thing of sheer
beauty, the greatest sales appeal ever packed in a
group of utilitarian objects, a marvel of combined
esthetics and utility.” The show, hailed as the “first
of its kind in the history of the industry,” was held in
the auditorium of league headquarters and consisted
of six color-coordinated kitchens, each accessorized
in the latest mode of interior design.

Throughout the 1930s, when cheap entertainment
was a valuable commodity, trade shows aimed at
consumers gained popularity. In the spring of 1934,
the Electrical League staged another first with its
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Elet.:trical appliances remained a mainstay of
Electrical League advertising throughout the 1930s
although the range of appliances advertised dwin- '
dled: A 1934 survey generated statistics on Cleve-
land's electrical appliance “saturation,” revealing
that, while approximately 70 percent of Cleveland
homes possessed vacuum cleaners and washers
lewer than 25 percent had electric rel‘rigeralors' and

only about 12 percent had ironers. The Electri(;al
League.quietly eliminated ironer advertising, con-
cenlraling on refrigerators, all-eleciric kilchf;ns and
ass?rled small appliances, such as electric roasiers
radios, and clocks. In predicting bright sales r
prospects {for 1935, North noted the large volume

of sales for refrigerators in 1934. The Plain Dealer,
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Flescribing the strength of Ohio’s electrical industry
ll‘l.1935, cited several reasons, including “lower
prices, expansion of installment buying, government
orders and lower utility rates in many sections.”
(;leveland clectrical businesses were also profiting
from the programs of the Tennessee Valley Authority
and the vast new markets opening through the Rural

Electrification Administration,”

' In addition to electrical appliances, proper hom¢
lighting became a promotional and educational
focus with the creation of the Sight Saving Council
of Cleveland in early August 1934. The council
consisted of 178 Cleveland civic leaders, including

* See TIMELINE, December 1985

%

THE J

As electrical appliance sales sagged in
the hard times of the 1930s, the league
came Up with a "seal of approval” for its
members. Consumers were supposed
io be assured of high quality whenever
seeing it in conjunction with a product
Western Reserve Historical Society

The league kept close tabs on the
popularity of air conditioning in
downtown Cleveland and promoted
it wherever possible

Western Reserve Historical Society
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Professor Henry B. Dates ol the Case School of
Applied Science; Dr. Howard H. Shiras, eye special-
ist for the Cleveland public schools; public relations
and advertising man William Ganson Rose; and Jack
North, developer of the Better Light-Better Sight
Committee of the Electrical League. The council’s
purpose was to promole research into the protection
of human eyesight and Lo generate public awareness
and concern.

._The Better Light-Better Sight campaign included
Effective Expression” classes to leach public-
Speaking skills to officers of local women's clubs.

In return for the training, the club women agreed

10 speak on the Lopic of eyesight conservation (o

at least one women's club meeting. As always, it

exemplified the dual role of the Electrical League as
oth educator and salesman. Improving electrical
ighting to preserve human eyesight constituted a
ofty, humanitarian goal that league members, no

4 e
Candilion:ng ot the camiait of gatiens

doubt, sincerely embraced, but they also reaped the
economic rewards of increased consumer use of
electricity. North realized that the best way to make
lighting sales was to use the latest techniques of
advertising psychology and promote “feelings,” not
“things.” To sell better home lighting, North encour-
aged leaguers to “sell climination of eye strain, sell
health and social advantages. Sell accuracy, speed
of vision, and pleasant sumiroundings. Sell protection
of the most precious human possession.” By follow-
ing that technique, he assured league salesmen,
“orders lor more and better lighting equipment are
sure to follow.”
League betier-lighting advertisements followed

North's sales techniques and played on some of
the deepest fears and the most common maladies
of Depression-era consumers, Ad copy with the
ominous headlines, “You are going blind!” and
“Don’t ruin your eyes” left no doubt what was at
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stake for the consumer who ignored the appeal to
purchase sight-saving lamps. Quoting a “Cleveland
educator,” the league warned parents, already
anxious about their children’s futures, that poor
home lighting could ultimalely lead to “that most
serious handicap, inferiority complex.” In addition,
the league asserted that poor home lighting carried
the ultimate responsibility [or such diverse problems
as lack of employment and job advancement, irri-
tability with one’s children, and Cleveland's notori-
ous “Winter-Fag.”

By the late 1930s, the Electrical League gradually
began to play a less prominent role in developing
consumer advertising and promotional programs,
having successfully educated its members in elfec-
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Elepl.ri.cal appliances supposedly provided more time for le sure
aclivities, and league officials suggested filling that time will
electrical entertainment. Ohio Historical Society

Left

The league picked up on General Electric’s Science of Seeing
campaign in the mid-1930s. It coincided with the introduction
to the home market of two new "sight-saving” lamps; the study
lamp and the three-light lamp that included both a glass
reflector and diffuser and a wide shade with white lining

Ghio Historical Society

tive sales techniques. League ads and activities
became supplemental to those of its members, who
were encouraged to initiate their own exhibits and
demonstrations and (o participate in cooperative
advertising. League staff continued 1o train home
lighting advisors and appliance demonstrators, but
most of them sought immediate employment with
league retailers. Women's clubs still met at the
organization’s headquarters, and the public-spcaking
courses remained popular, but interest in the broad
promotional campaigns of the 1920s and early 19308
was waning.
As the international news grew bleaker, the

league’s programming reflecied the subile social
changes. In 1939 the league renamed the Kitchen

Tea Assemblies, which had been popular with
women in 1937 and 1938, the Betler Living-Happier
Homes program, perhaps from a sense of the
impending transition in women'’s roles. The declara-
lion of war in 1941 sealed the fate of the old league,
as wartime preparations commanded the electrical
industry’s attention. In its “Victory program,” the
league made a swilt transition from a promoter of
electrical consumption Lo a strong voice for conser-
vation, teaching homemakers how to prolong the
life of their electrical equipment in support of the
country's war effort.

For a generation, the Electrical League truly
“electrified” Cleveland. Driven by the creative
energy of President North, the league captured
the interest and imagination of Cleveland lamilies
with its enlightening and entertaining electrical
promotions. Through surveys, contests, appliance
“schools,” electrical expositions, and the latest in
advertising techniques, the league was able to
maintain a merchandising linger on the pulse of
consumer desire, successiully monitoring the effec-
tiveness of its sales strategies through two diverse

s _
B ELECTRIC RATES IN GREATER CLEVELAND #
1 LOWEST M HISTORY

S NE

North developed creative programs to chart the league's course
through the Depression. Among these were courses to train

women as appliance salespeople and referring them to league
members in need of demonstrators
Western Reserve Historical Saciety

decades. Ironically, the lcague’s greatest sales
strategy was promoting itself from the early 1920s
as a trusted friend who provided information and
advice, but who had “nothing for sale.” Consequent-
ly, the league created a unique niche for itsell as

the neutral mediator, not only between the salesman
and the consumer, but between the consumer and
the uncertainties of the modern electrical age. In
addition, during the depths of the Depression, the
league provided a voice of eternal optimism [or both
its members and consumers, relusing to accept the
bleakest economic news. The league’s public vision
of the world in the 1930s was as bright as any of
Hollywood's better attempts at escapism. In fact,
like entering the sanctuary of their lavorite movie
theater, the "World's Best Home-makers” could
“step through the portals of the Electrical League
into a new world of better living,” — and admission
was free. 1L
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