4

Branding Dixie
The Selling of the American South, 1890-1930

Karen L. Cox

Story of the Confederate States is going with a whoop! It is the best chance
of the whole year to make money. . . . The book just hits the nail right on
the head. . . . If for any reason you can’t possibly take hold of it quickly, )
won’t you do some friend, as well as us, a favor by calling attention to this

great money-making opportunity? —B. F. Johnson Publishing, Richmond,
Virginia, circa 1895

The B. F. Johnson Publishing Company’s attempts to recruit salesmen for
one of its many publications in southern history and literature captures
the energy of late nineteenth-century marketing as well as the rise of mass
consumerism. It combines the language of profic with that of promise.
As Johnson himself wrote in 1895 to a potential salesman shortly after
publication of the book, “We are offering you a chance to make money
never equaled before.” Then he continued, “It is a book for which the
people have been waiting for years, and they want it. The name alone will
secure an order in hundreds of cases,”!

Johnson’s entrepreneurial spirit was, on some level, at odds with what

he proposed to sell—a book that touted the Confederate past. Johnson
used the tactics of modernity—marketing and advertising—to promote a
book written in the antimodern tradition of the Lost Cause. The Story of
the Confederate States, Johnson explained to a salesman from Tennessee
told the true tale of the efforts to “establish 3 separate Southern Coni
federacy” and of the heroism of southern soldiers, Yet even as Johnson
wrote of the need to preserve such stories, he was guided more by profit
than sentiment. As he explained, this was a “money-making” opportu-
nity for the right salesman, who stood to benefit from the sale of .

“d
- ozens
scores, hundreds, and even thousands of copies.”2 3
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Johnson’s story illustrates the earning potential associated with selling
Dixie—in this case, the South’s version of the Civil War. Books repre-
sented one of several means of profiting from the sale of the Lost Cause.
Moreover, southern businesses were not alone in their efforts to tap into
the market for all things Dixie. Northern entrepreneurs—book publish-
ers, producers of consumer goods, and music publishers—also recog-
nized the profitability of employing the Dixie brand. On both sides of the
Mason-Dixon Line, businessmen sought to capitalize on the marketing
and consumption of a Dixie that incorporated the mythology and tradi-
tions of the southern past.

Distinctions existed, however. Southern advertisements of consumer
items produced in the region tended to use a more martial iconography,
applying images of Confederate generals or the battle flag to promote
their products. Northern ad firms also found southern images useful for
marketing products, yet these images tended to draw attention away
from southern militarism and postwar racial violence, focusing instead
on the ease of southern life. Thus, tranquil plantation scenes and disarm-
ing racial stereotypes were employed to suggest a life of leisure, a docile
servant population, and happy-go-lucky race relations. This version of
Dixie offered an idyllic counterpoint to modernity—specifically, to rapid
urbanization and industrialization—that created what historian T. ].
Jackson Lears calls “feelings of unreality.” In the South, however, those
feelings of unreality were less about urbanization and industrialization
than about the rise of enfranchised African Americans during Recon-
struction and about the populist challenge to white supremacy in the late
nineteenth century. Either way, according to Lears, companies offered
products that ameliorated those anxieties through what he identifies as a
“therapeutic ethos” in advertising.’

Whether the advertising was martial in spirit, as practiced among
southern companies, or focused on the sentimental and exotic, as mani-
fested in the North, both regions help to illustrate the profitability of
branding Dixie (that is, the South) in the age of modern advertising
and the emergence of a mass consumer society. Dixie became a brand
in a broad sense, and as a brand it conveyed the values of the prod-
uct as well as the values of white society.* As Grace Elizabeth Hale
writes, “By 1930, DixieBrand meant a regional identity made or mar-
keted as southern.” Once identified with easily recognizable—and
abstracted—symbols, the selling and consumption of Dixie could take
place both inside and outside of the region with little heed to the changes
affecting the lived South.’
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The Road to Reconciliation

Understanding the emergence of Dixie as a brand requires understanding
the South’s evolution after the Civil War as well as its changing relation-
ship with the North. White southerners emerged from defeat by embrac-
ing the ideology of the Lost Cause, which allowed them to honor the
defeated in the immediate aftermath of the war. After Reconstruction
and the return of home rule, southerners celebrated Confederate veterans
as heroes and the cause of southern nationalism as just. The Lost Cause
phenomenon of the late nineteenth century helped ro perpetuate the my-
thology of the Old South and provided a strong bulwark against moder-
nity and the New South creed favorable to regional industrialization.’

The South’s relationship with the North underwent significant changes
in the decades following the Civil War. White southerners resented Re-
construction and deplored any rights of citizenship granted to blacks;
furthermore, southern whites considered military occupation an insult
added to injury. Although the “tragic era” remained a significant part of
Confederate memory, when it ended in 1877 and former Confederates
renewed their claim to governing the South, the road to reconciliation
with the North appeared within reach.

At war’s end, many northerners too wanted a swift reconciliation
with the South, and that sentiment subsequently strengthened. As David
Blight argues, the North’s interest in reconciliation with the South over-
shadowed one of the primary outcomes of the war—emancipation. Shor-
ing up a national brotherhood based on Anglo-Saxon supremacy over-
shadowed the enforcement of the Reconstruction amendments ratified
to guarantee the civil liberties newly awarded to the freed slaves. More
importantly, the South represented an enormous market for the northern
economy. The North’s historical amnesia, moreover, meant that south-
ern governments were free to treat their black citizens as they pleased.
The result, according to Blight, was that within the politics of Civil War
memory, the northern reconciliationist view blended with the South’s
white supremacist view to eclipse the black memory of the war as about
emancipation. By accepting the South’s historical revisionism, northern-
ers met a major condition for reconciliation with the white South. This
development paved the way for what Nina Silber calls the “romance of

reunion,” expressed through veterans’ reunions of the Blue and Gray as
well as in popular culture.”

A Changing Economy

In addition to the social reconciliation of northern and southern whites,
the process of cultural reconciliation that emerged between the regions
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can be understood through the examination of the production and con-
sumption of consumer goods in the rapidly changing U.S. economy dur-
ing the last quarter of the nineteenth century, changes that made branding
Dixie possible. Most significantly, the shift from an economy based pri-
marily on agriculture to one increasingly based on industrial production
and mass consumption led to changes in the marketplace. Indeed, the end
of the nineteenth century marked the rise of the national mass market.
Urbanization contributed to this change, as did the significant growth of
the national rail network. According to historian Richard Tedlow, “The
completion of the new transportation and communication infrastructure
made it possible to distribute goods nationally.”

New technology created machines that were faster and could produce
thousands of units of a product, from cigarettes to breakfast cereals.
Production was possible on a scale never before imagined, as were the
accompanying profits. This type of production helped meet consumer
demands in far-flung markets and created consumers for a variety of
luxury goods. Mass production contributed to another important
nineteenth-century development—mass marketing and the development
of brands.

The South certainly did not experience the same manufacturing growth
as the North, despite the best efforts of Henry Grady and other champi-
ons of the New South creed. Even though the South served as the North’s
“colonial economy” for several decades following the Civil War, by the
end of the nineteenth century, southern citizens were consumers in the
national economy, if not through mail-order catalogs then through mag-
azines with national circulations or regional magazines in which north-
ern companies advertised. Indeed, the emergence of modern advertising
in popular magazines linked northerners and southerners as consumers
of like products and, in many cases, the values reflected in the marketing
of those products.”

The Emergence of Modern Advertising

For most of the nineteenth century, the majority of advertising appeared
in newspapers. When advertisements appeared in literary magazines, edi-
tors usually confined such items to the rear of the journal because of the
general disregard for advertising. Religious magazines—some of the most
popular publications between the mid-nineteenth and early twentieth
centuries—were the exception. Such publications profited handsomely
from advertising, stimulated by the controversies between the emergent
Fundamentalist and Social Gospel movements as well as the debate over
evolution sparked by publication of Charles Darwin’s On the Origin of
Species (1859) and The Descent of Man (1871).1°
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Patent-medicine hawkers and insurance companies often purchased
the most ad space in nineteenth-century newspapers and magazines and
remained important sources of advertising revenue into the early twen-
tieth century. Yet between 1865 and 1900, advertising assumed an even
more important role in the marketplace. The rise of marketing across the
spectrum of American business enterprises corresponded to the rise of
mass production and consumption as well as the expansion of popular
magazines. By the end of the century, popular magazines had higher cir-
culations than religious and literary publications, a development spurred
by expanding modern advertising expenditures. That advertising, aimed
at selling luxury goods to middle-class consumers, resulted directly from
the rise of mass production.!!

By the dawn of the twentieth century, businesses developed market-
ing strategies to facilitate mass consumption, thereby signifying changes
in advertising. A competitive market saturated with similar products re-
quired companies and entrepreneurs to mark their product as somehow
unique. As one scholar puts it, “Advertising came to be the major com-
munications link between mass production and mass consumption.” Ad-
vertising, which for most of the nineteenth century did little more than
describe a product and its purpose in simple language, now incorporated
slogans and hyperbolic messages to appeal to consumers. More impor-
tantly, manufacturers sought to sustain their customer base by creating a
“supername—a brand.”!2

Before the emergence of brands, soap was soap; with the creation of
brands, Ivory or Pear’s immediately conveyed not just soap but soap
with supposedly unique qualities assigned by the manufacturer. The
rise of brand-name advertising proved effective, as consumers increas-
ingly depended on brands to assure them of “real or perceived qual-
ity.” Brand-name advertising rapidly expanded in the early twentieth
century."”” Moreover, brands and messaging in advertising not only at-
tracted new consumers because of quality but also, according to Lears,

created new customers based on perceived cultural values associated
with the product.'

Advertising Values

Branding and consuming Dixie can best be understood through an ex-
amination of advertising as a medium that can both reflect and reinforce
cultural values. Richard Pollay, who has written extensively on the his-
tory of advertising, argues that “whether advertising imagery reflects the
present or the future, it supports an image of society, and that is enough
to warrant our attention.” Not all of a society’s cultural values are re-
inforced, however, and those values conveyed through advertising have
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social and cultural implications. This phenomenon is particularly evident
in the way Dixie was branded.”

What did it mean to brand Dixie? How was the South branded and
what was conveyed in advertising in the pivotal period between 1890
and 1930? For the purposes of this essay, Dixie serves as both symbol
and brand. The actual word Dixie, when used in the message of an ad-
vertisement, symbolized something much broader than a geographic re-
gion. It conveyed ideas about landscape and memory, race and class,
a rural rather than urban society, an agricultural rather than industrial
economy, and an antimodern rather than modern worldview. In numer-
ous instances, the term Dixie cast its meaning through the lens of the
Confederate past. The Dixie brand conveyed a product that represented
aregion and a regional identity. When used as part of a product name, as
in Dixie Cigarettes or Dixie Nerve and Bone Liniment, it often (though
not exclusively) meant the product was manufactured in the South.™

The cultural meaning of Dixie, moreover, varied between regional and
national publications. While regional magazines constituted an obvious
place to brand Dixie and to employ the rhetoric of the Lost Cause and
the Old South, national advertisers also employed those messages. They
capitalized on northern sentiments about reconciliation with the South.
Thus, branding Dixie in national magazines might include images of a
plantation or a black servant on a product to suggest that the product
offered some amelioration from the stress and anxiety associated with
rapid urbanization and industrialization. The manufacturers of Gold
Dust Twins washing powders, for example, advertised “Let the Gold
Dust Twins do your work,” suggesting that the product, like docile and
obedient servants, provided the consumer with more leisure time. Such
advertising also came at a time when southern values on race gained trac-
rion nationwide, particularly as northern whites reacted negatively to the
influx of ethnic immigrants from southern and eastern Europe.

Branding Dixie in the South was a relatively simple proposition. A
healthy market for all things Dixie encouraged the proliferation of re-
gional imagery in advertising at the turn of the twentieth century. Sales of
monuments and pro-Confederate books, for example, allowed regional
businesses to create new consumers of Confederate products by branding
those products as having been made in the South or using iconography
instantly recognized by southern consumers raised on the Lost Cause
mythology. They could literally purchase Confederate memory. Martial
icons such as the Confederate battle flag and Robert E. Lee, for example,
regularly appeared in advertisements and instantly conveyed messages to
consumers about proper regional identity and values. Popular literature
and eventually the film Birth of a Nation also marketed the Ku Klux
Klan to southern consumers. Yet D. W. Griffith’s epic, based on Thomas
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Dixon’s best-selling novel The Clansman, also appealed to northern au-
diences. Again, the shared cultural values of white supremacy and racism
were sold to both northerners and southerners.

Icons of the Old South, especially the mammy, often depicted as a large
black woman wearing a kerchief (most recognizably, Aunt Jemima),
appeared with less frequency in regional advertising but were favored by
northern manufacturers who advertised nationally.'” Southern businesses
more often employed images of southern industry and Confederate heri-
tage during this period, as southern race relations were not conducive
to romanticized images of blacks in advertising, even though southern
whites thought that the uncle and the mammy served as ideal role models
for the younger generation of blacks. Northern publishers and businesses,
conversely, marketed to a broader national audience that bought into
these stock images of docile and happy black servants because they rep-
resented a life of leisure to consumers whose lives in the urban-industrial
North were anything but leisurely.

This essay discusses the branding of Dixie within the region based on
advertising found in the Confederate Veteran, a regional monthly pub-
lished between 1893 and 1932 with a circulation of around twenty thou-
sand. The magazine provides an obvious choice for examining the ad-
vertisement of Confederate culture and is useful for identifying regional
businesses as well as national advertisers that recognized a niche market
among consumers of the popular publication.

Advertising in the Veteran (the shorthand used by contemporaries) re-
flected trends in modern advertising. Just like national magazines, the
Veteran hosted ads for patent medicines and insurance companies, rail-
roads and private schools, and domestic goods that appealed to women,
whom manufacturers increasingly recognized as their most important
consumers. What differentiated ads placed by southern businesses from
those placed by northern enterprises was the link to the Confederacy,
either through language or through regional icons.'s

Among the regular advertisements of patent medicines was Dr. G. H.
Tichenor’s “Antiseptic Refrigerant for Wounds.” Tichenor’s medicine
was manufactured in New Orleans, and its label incorporated a small
group of Confederate soldiers hoisting the battle flag. While the product
itself claimed to heal wounds “quicker and with less pain on man or
beast than any compound known,” it was vetted by the fact that George
Tichenor was a Confederate veteran. The brand was pure Dixie, made in
the South by a physician whose military service had taught him firsthand
about the dangers of flesh wounds. The perceived quality of the product,

moreover, was directly linked to an image of honor, the heroic southern
soldiers holding aloft the Confederate flag."”
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VETERANS, ATTENTION!

Chew Stars and Bars
Tobacco.

Made from old, ripe leaf. No

heartburn. Ask your dealer for it,
or send us 15 cents in stamps for a

piece, and get with it a “ Stars and

3ars ” Calendar, with all the Con-
federate flags in colors, and history of cach flag.

i TAYLOR BROS., Dept. A., Winston-Salem, N. C.

Railroads and tobacco companies often lured consumers not only by
associating products and services with the Confederacy but also by offering

Confederate-related mementos, as in this ad for Stars and Bars Tobacco from
the March 1906 issue of Confederate Veteran.

The South’s various tobacco companies were some of the earliest busi-
nesses to adopt advertising budgets and tap postwar nostalgia for the
Lost Cause. The American Tobacco Company advertised nationally, yet
smaller regional companies also placed a Dixie spin on their advertise-
ments. In 1906, Taylor Brothers of Winston-Salem, North Carolina, ad-
vertised its “Stars and Bars” chewing tobacco by appealing directly to
veterans and with the purchase of a plug of tobacco offered consumers
a “Stars and Bars” calendar “with all Confederate flags in colors, and a
history of each flag.” Richmond, Virginia, tobacco manufacturers Allen
and Ginter, which never advertised in the Veteran, manufactured Dixie
Cigarettes and pioneered a new advertising gimmick, collectible trading
cards. By 1929, Edgeworth Tobacco, also of Richmond, exploited the
new technology of radio through its own station, wrva, which adopted
the slogan “Down Where the South Begins.” In addition to promoting
the link between its station and the “capital of the Southland,” the cig-
arette manufacturer promoted the links between its company and the
Confederate history of the Richmond area, telling its listeners, “Our sta-
tion endeavors to send to you the spirit of hospitality, graciousness and
charm that characterizes the Southland.”?

Souvenirs—essentially luxury items—frequently appeared for sale in
the Veteran. S. Thomas and Brothers of Charleston, South Carolina, sold
“Confederate buttons, souvenir spoons, pictures of Fort Sumter, Presi-
dent Jefferson Davis, Gen. Lee, Gen. Johnston, Gen. Gordon, [and] Gen.
Hampton.” S. N, Meyer of Washington, D.C., described his “Ladies’
Belt Plates” with the raised letters “C.S.A.” as “handsome and useful
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souvenir[s].” The manufacturer of “The Game of Confederate Heroes”
classified the item as both a family souvenir and a means of fund-raising
for a worthy cause—the preservation of Confederate memory. The game
consisted of fifty-two cards “divided into thirteen books,” a reference to
the thirteen states recognized by the Confederacy as having seceded from
the Union. The cards featured color illustrations of Confederate military
and political leaders, and the proceeds from the sale of the game went to
the Sam Davis Monument Fund in Nashville, Tennessee. As luxury items,
these products used the Dixie brand for appeal, and the ads suggested
that such items were, like Confederate “relics,” sacred.?!

Increasing rail travel required that railroad companies advertise, and
here again, the Dixie brand was evident. The earliest railroad advertise-
ments listed nothing more than times of service, but practices changed
with the advent of additional rail lines and tourism travel. Between 1900
and 1920, the Veteran regularly included ads for the Dixie Flyer as well as
the Cotton Belt Route. The Nashville, Chattanooga, and St. Louis Rail-
road and the Illinois Central ran the Dixie Flyer along tracks stretching
from Chicago to Florida variously promoted as the Dixie Route, the
Lookout Mountain Route, the Battlefields Route, and the Dixie Line.
Traveling through Dixie on a train that carried the same name helped
to brand the route. The St. Louis Southwestern Railway, operator of the
Cotton Belt Route from St. Louis into Texas, lured veterans to a reunion
in the Lone Star State by offering its travelers a “free picture of Gen. Lee”
along with a copy of his farewell address “suitable for framing.” In this
instance, the South’s most honored hero of the Civil War was used to
brand the rail service.*?

Some advertised items met specific market demands. Uniforms for at-
tending reunions of Confederate veterans or of the Blue and the Gray
represented a niche market for both northern and southern compa-
nies. Both M. C. Lilley and Company of Cincinnati and (after 1910)
the Pettibone Company of Louisville, Kentucky, exploited the demand
for reproduction uniforms. As the aging veteran population dwindled,
Nashville’s National Casket Company appealed to consumers with the
message that “Confederate Veterans should be buried in Confederate
gray broadcloth-covered caskets.” Recognizing that its products were
not a necessity for burial, the company accentuated the emotional appeal
of the Lost Cause to sell its Confederate-themed caskets. The Dixie Ar-
tificial Limb Company fulfilled a real need among both Confederate vet-
erans and their descendants who lost limbs during the Spanish-American
War. J. C. Griffin, who managed the Nashville-based company, adver-
tised to its potential customers to abandon the “oLp PEG LEG,” which
caused embarrassment, in favor of his “improved willow wood limbs.”
For amputees considering new wooden arms or legs, the idea that the
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manufacturer was based in Dixie may have afforded some additional
psychological comfort.?

The most frequent categories of goods advertised in the Veteran between
1890 and 1930 were monuments and books. Monuments represented the
most public symbols of the Lost Cause, and between 1895 and the First
World War, hundreds were placed on the southern landscape, efforts
spearheaded by the United Daughters of the Confederacy as a way of
honoring their Confederate forbears. Thus, monument companies found
a ready-made market for their products. Two companies—the Muldoon
Monument Company of Louisville, Kentucky, and the McNeel Marble
Company of Marietta, Georgia—advertised regularly in the Veteran be-
tween 1910 and 1920, targeting their ads directly at the Daughters. Mul-
doon claimed to be the “oldest and most reliable” company, responsible
for “nine-tenths of the Confederate Monuments in the United States.”
The advertisements often employed the image of a Confederate soldier
cast in stone, and the companies celebrated their history of working with
the Daughters to build monuments throughout the South.

Publishers of southern history and literature filled the pages of the Vet-
eran as well as national literary magazines with ads. Pro-southern and
pro-Confederate literature was the order of the day in the early twentieth
century, and both regional and national publishers sought to meet and
heighten consumer demand. Publishers in the major literary centers of
New York, Philadelphia, and Chicago advertised in the Veteran, as did
noted southern companies such as Richmond’s B. F. Johnson, Baltimore’s
Page Publishing, and the University Press of Nashville.

New York publishers published as much racist literature set in Dixie
as southern publishers did, which begs the question of why white south-
erners were convinced that northern histories of the war misrepresented
Confederate history. Although part of the answer may lie in the fact that
northern publishers indeed put out literature condemning the Confeder-
ate rebellion, southerners may also have preferred to buy their books
from B. F. Johnson rather than from Scribner as a means of both sup-
porting regional businesses and expressing southern pride. To tap the
southern market, Yankee companies had to clearly demonstrate their
Confederate sympathies before gaining the hard-earned dollars of south-
ern consumers. For example, Neale Publishing, though headquartered in
New York’s famous Flatiron Building, emphasized that white southern-
ers with Confederate sympathies had founded the firm.**

A plethora of other northern companies also sought to exploit the
demand for pro-Confederate goods. The profitability of the Lost Cause
attracted the entrepreneurial interest of a wide range of businesses. An
Ohio uniform manufacturer specializing in fraternal regalia for a variety
of national organizations attempted to meet the needs of men attending
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THE COUCH BEAUTIFUL

It is not what you pay for, but what you get, that needs

our attention in our line. Confederate Veterans should be

iuried in Confederate gray broadcloth-covered caskets, See

that all your friends are laid away in NATIONAL caskets,

the standard of quality everywhere. Inquire of your un-
dertaker.

National Casket Company

NASHVILLE, TENNESSEE

In this May r912 Confederate Veteran ad, National Casket sought to attract
southern customers by promoting the company’s loyalty to the Confederacy.



Confederate veterans’ reunions. Flag companies in New York and New
Jersey filled consumer demand by manufacturing, selling, and advertising
Confederate flags and bunting. Branding Dixie extended into the national
marketplace as both northern and southern manufacturers associated the
quality and value of their products with the qualities and values that
northern advertisers and subsequently consumers associated with the
South. The association of quality with southernness thereby alleviated
southerners” hesitancy to contribute to the North’s economic might.

Print and later radio and television advertising demeaned blacks by
creating stereotypical images that regularly appeared in national mar-
keting campaigns. The black mammy and uncle caricatures appealed to
white consumers nationwide, because the image often presented blacks
as docile servants who willingly cared for their white employers. Fur-
thermore, these faithful servants projected the image of leisure to which
white middle-class consumers aspired. Significantly, the ad campaigns
that branded Aunt Jemima and Maxwell House (based on a real Nash-
ville hotel) as icons of the Old South were developed by a prominent New
York advertising agency, ]. Walter Thompson.*

The Thompson agency successfully employed black stereotypes and
southern style, influencing other advertisers, who used similar images in
their ad campaigns. New York publisher E. P. Dutton and Company ad-
vertised a book ABC in Dixie: A Plantation Alphabet (1904) by using
a cartoonlike figure of an elderly black man in a top hat and tails that
suggested the male house servants of the Old South. Indeed, according to
the ad, the book offers “verses and pictures of the old plantation types.”
The book formed part of Dutton’s catalog of juvenile literature meant to
“appeal to the little folks, whether they have been in Dixie land or not.”
Many consumers fell into the latter category.®

National advertisements suggestive of “southernness” were not limited
to black stereotypes alone. Life magazine included a number of national
advertisements beckoning consumers of all things reminiscent of the Old
South. Gorham, a manufacturer of silverware, advertised in Life in 1928
that its Colfax line was “a delightful reflection of southern hospitality,”
much like that used by the “charming hostesses of the Colonial South.”
A Philadelphia distillery ad campaign for Dixie Belle Gin promoted an
image of upper-class leisure often associated with the planter South. J. B.
Lippincott, a Philadelphia book publisher, carried a large inventory of
romance novels in which northern men married southern women, the
literary symbol of sectional reconciliation.” While Coca-Cola emerged
as the best-known manufacturer based in the South during this period,
the company was committed to being national in its appeal, even though
the company’s chair, Asa Candler, was staunchly Confederate in his sym-
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pathies. Other southern companies, however, participated in projecting
the Old South, Dixie brand. In a 1924 issue of Life, Mississippi’s Nat-
chez Baking Company advertised its Ole Missus Fruit Cake as “made in
Dixie.” Nunnally’s, an Atlanta-based candy manufacturer, advertised its
chocolates as renowned “ever since the old days of the storied South.”
Using the image of a southern belle being wooed by her beau, the candy
was described as having “subtle undertones of flavor that emphasize so
delightfully its Southern witchery,” well before Margaret Mitchell intro-
duced the world to Scarlett O’Hara.*

An important advancement in advertising during the 19205 and 1930s
was what historian Roland Marchand calls the “social tableaux.” Ad-
vertisements of this type usually depict a “slice of life” and serve as re-
flections on society. While advertisers remained focused on profits, these
tableaux depicted scenes reflective of contemporary cultural values, at-
tempting to make products synonymous with that culture. The ad’s mes-
sage is not simply a slogan but an entire story created by the scene. The
advertised item becomes a memory trigger, transporting the consumer
back through time.?

One example of the social tableau that perpetuates the Dixie/Old
South theme is an advertisement for Crab Orchard Whiskey, distilled in
Louisville, Kentucky. The slice of life is a scene of the old Crab Orchard
Springs Hotel, where people came for such “Southern delicacies as bar-
bequed squirrel” or “roast "possum and candied yams.” They washed it
down, of course, with bourbon whiskey, “a flavor which even the flower
of old-time Kentucky’s gentility praised.” Crab Orchard Whiskey, in this
case, was branded as old-fashioned Dixie, with the accompanying value
of being associated with southern gentility. It became, according to its
ads, “America’s fastest-selling whiskey.”*

Sounds of Dixie

Perhaps the most entertaining and effective way marketers branded Dixie
was through popular culture, especially the sale of sheet music about
the region. Before there was radio, there was parlor music, and between
1890 and 1930, sheet music on various Dixie themes reached the height
of popularity. In the 1890s, white audiences helped popularize the genre
of music about the South known as coon songs. By 1910, those songs
had been replaced by the music of Tin Pan Alley, with more of a focus on
the South generally rather than specifically on southern blacks, although
racial stereotypes remained present in both the lyrics and in the artwork
that appeared on sheet music covers. Interestingly, this music was not be-
ing produced in the South or by southern musicians but in the North.
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New York City’s Tin Pan Alley musicians and songwriters wrote hun-
dreds of songs about the South, often using Dixie in the titles. Music
publishers in New York, Detroit, and Chicago sold thousands of copies
of these piano pieces, which were played at home and made popular
by vaudeville acts such as the Misses Campbell, who achieved fame
through their rendition of the song “You’re as Dear to Me as ‘Dixie
Was to Lee.”?!

Ironically, Jewish immigrants living in New York City who had never
laid eyes on the American South wrote most of these Dixie songs. Irving
Berlin composed several pieces on Dixie, including “The Dixie Volun-
teers” (1917) and “When It’s Night Time Down in Dixieland” (1914).
His publishing company, Waterson, Berlin, and Snyder, produced nu-
merous other Dixie-themed pieces. Jerome H. Remick, who operated
publishing offices in Detroit as well as New York, was responsible for
a substantial portion of the market for sheet music on Dixie, including
such titles as “Down South Everybody’s Happy” (1917).

“Are You from Dixie?” “How’s Ev’ry Little Thing in Dixie?” “When
the Sun Goes Down in Dixie,” and “She’s Dixie All the Time” touted
the leisurely pace of life in the South as the antithesis of modernity.
Songwriters again and again told of days gone by or of a life they wished
they had enjoyed or perhaps missed. The lyrics reveal a fascination with
the “exotic™ South, a place in a warm climate with happy-go-lucky
blacks, genteel white women, and a rural landscape awash in moonlight
and magnolias. The lyrics from “Dixie Lullaby” (1919), published in St.
Louis, offer a typical description of the romanticized South:

There’s a tale that they tell about Dixie
It’s heaven on earth so they say,

With the birds and the flowers where I spent happy hours
And the tho't of it takes me away

CHORUS

Down in Dear old Dixie where the flowers bloom
Down in Dear old Dixie in the month of June
Floating down the river in a birch canoe

And singing love’s song to you

In the fields of cotton where I used to roam

On the old plantation of my Southern home,
Back in Alabamy, back beside my mammy

That’s my Dixie Lullaby.??

Isaac Goldberg, who lectured and wrote about American popular mu-
sic, published his treatment of the genre in Tin Pan Alley (1930). In it,
he relates the story of famous lyricist Gus Kahn, who was asked why
the “song boys” of the North wrote about the South. Kahn replied that
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Sheet music, such as for the song “Are You from Dixie?” (1915), celebrated the pastoral
scenery of a South lirtle changed by the Civil War. (Courtesy of the Library of Congress)



“Southern place-and-State names lent themselves to rhyming.” Goldber
added what he believed to be a “deeper reason” for the fascination the
South held for so many northern songwriters. “Paradise,” he wrote, i
never where we are. The South has become our Never-never Land—t
symbol of the Land where the lotus blooms and dreams come true.”®
For Goldberg, the South was an exotic place. The region was branded
so often, in so many different marketing ploys, that perceptions of the
South—indeed, southern identity itself—became detached from realiy.
For songwriters as well as for the ad men who sought to brand the re
gion, the South increasingly represented a respite from the afflictions of
modernity. If, for northerners, “paradise” was never where they were,
then “Dixie” was paradise, even if the reality did not match the myth

. - )
Only the idea of Dixie was needed to make it seem real, and the nation’s
consumers ate it up with a spoon.
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