
265

Index

Abelshauser, Werner, 14, 17
Abenteuer im Urwald (Bayer film), 92
achievement. See Leistung
Adenauer, Konrad, 111
advertising, 64–75; Americanization 

of, 67; communal, 72–3, 238; 
contradictory Nazi policies on, 202; 
directed to elite class, 113–14, 148; 
directed to Jews, 113; distinction 
from political propaganda, 66, 73, 
201–2; foreign agencies in Germany, 
68; foreign focus of, 199–201; foreign 
influences on, 66–8; gender issues in, 
175–8; German, 65–9, 86–8, 116; 
internal, 205; journals on, 69, 76–7; 
links with Nazi ideals and regime, 
225–6, 239–43; memory, 205, 207; 
for nationalist purposes, 64, 70–5; 
in political campaigns, 65; print and 
point-of sale advertising for, 156; 
professionalization of, 64, 68–70; 
prohibition of Nazi images and 
symbols in, 66, 112; prohibition of 
specific words in, 100; and proper 
consumer behavior, 72; public service 
propaganda, 206–7; racism in, 67–8, 
91–2; Reklame vs Werbung, 76; 
research on, 70, 74–5, 82–3, 157; 
as supervision for consumption, 
233; text vs images in, 67; trust 
(Vertrauenswerbung), 90; in wartime 
economy, 199–205, 226–7

advertising agencies, 68

Advertising Council of the German 
Economy (Werberat der deutschen 
Wirtschaft): on advertising directed to 
Jews, 113; and advertising research, 74; 
contradictory or confusing regulations 
of, 69–70, 102–4, 116, 208–10; 
establishment and purpose of, 46–7, 72; 
on exploitation of Nazi ideals, 101–4; 
on gambling, 48–9; and “German 
advertising,” 65–9; on German 
manufacturing, 52–3; and the GfK, 
162, 189; journal of, 69; library of, 
82–3, 86; marketing division of, 222; on 
moral standards for propaganda, 109; 
on multinational firms, 51–3; on Nazi 
images and symbols, 66, 102–3, 112; 
separation of political propaganda and 
commercial advertising, 66, 201–2; on 
shopkeepers, 47–8; on trade fairs and 
exhibitions, 94, 200; and the Vienna 
Institute, 220; on wartime advertising, 
202; 

– rulings: on “foreign” advertisements, 
68; on Henkel film, 101–4; on Sage’s 
landscape images, 69–70; on Schlüter 
case, 209–10; on unfair competition, 
208–9; on use of “radio,” 100–1

advertising departments 
(Werbeabeiltungen), 76

advertising exhibitions. See trade fairs and 
exhibitions

advertising industry: advertisements for, 
74, 237; criticisms against, 73–4
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advertising media: billboards, 66; films, 
77, 90–2, 101–4, 103; radio, 66, 100–1; 
window displays, 35, 86–7, 114, 235

advertising organizations, 68–9
Advertising Protection Federation 

(Reklameschutzverband), 69
Advertising Science Archive 

(Werbewissenschaftliches Archiv, Graz), 
74–5

AEG electronics, 122, 162
Allensbach Institute for Public Opinion 

Research, 185
Allgäuer milk, 207
Aly, Götz, 8–10, 155, 195, 216, 240
American Institute of Public Opinion, 186
anti-Semitism. See Jews; racism and Nazi 

racial ideology
art, 111–12, 125–6; commercial artists, 69
Aryanization: of foreign advertising 

agencies, 68; of Jewish businesses, 4, 15, 
39, 48–51, 242

Aschinger foods, 74, 201
assembly-line production, 159
Associated Press Germany, 125
Astra cigarettes, 172–3, 204
Austria: Anschluss and German 

occupation, 74, 220; GfK research 
conducted in, 168; Rotary Clubs in, 123, 
126n27; Vienna Institute for Economic 
Research, 220–6; Vienna school of 
motivational research, 183–4

autarky, 21, 41, 54, 60, 72, 243
Autobahn system, 13, 70, 137

Bahr, Hermann, 112
Bamberg: Vershofen’s research institute in, 

157
Barkai, Avraham, 30
barter of used goods, 196
Bayer: cross logo, 85, 89, 166–7; films, 

90–2; GfK reports for, 166–7, 210–11, 
214; in global marketplace, 87–90; 
and health of the Volk, 90, 92, 94; 
links with Nazi ideology and regime, 
19–20, 104, 242; W. Mann at, 160, 
166; marketing strategies, 84–91; 
propaganda office, 84–5; role in GfK, 
161–2; sales techniques, 85, 98; trust 
(Vertrauen) in marketing of, 89–90; 
window displays, 86–7. See also IG 
Farben

Becker-Modersohn, Paula, 111–12

behavioral psychology, 178–9, 183–5
Beindorff, Günther, 137–8
Berghoff, Harmut, 233
Bergius, Friedrich, 122
Bergler, Georg: and the GfK, 161–4, 200; 

and the Vienna Institute, 220
Berlin: Die Sinfonie der Grossstadt (film), 

90
Berliner Kindl Beer, 30, 122
Bernays, Edward, 79, 83
Bielschowsky, Alfred, 143
billboards, 42, 66, 75, 239
Bingham, Alfred M., 217
black market, 196
Blum, Otto, 138–9
Bockelmann, Rudolf, 122
Böhme Fettchemie, 206–7
Bosch, Carl, 122
Böttcherstrasse (Bremen), 111–12
Böttcherstrasse, Die (journal), 111
boycotts: of German products, 144–5; of 

Jewish businesses (1933), 15, 39, 144
branding and brand names: of 

cigarettes, 172–3, 204; cultural 
function of, 56, 199; development of, 
54–5; economic functions of, 55–6; vs 
generic brands, 136, 203; for German 
products, 166; market research on, 
166, 207–8; of multinational firms, 
60; in postwar economy, 238; pricing 
of, 55–6, 57–8; stamp of quality 
for, 58–9; wartime shortages or 
disappearance of, 202–5

Bremen Sport and Homeland Week 
(Bremer Sport und Heimatwoche), 106

Brose, Hanns, 55–6, 73, 162, 238–9
Brown Trade Fair (Braune Messe), 94
Brüning, Heinrich, 55
Bulgaria, 220, 223
Burchard, Heinrich, 152
Bürgertum, 130, 132
business administration 

(Betriebswirtschaftslehre), 156
business leaders and market 

professionals: defined, 18; autonomy 
of, 19, 21, 104, 116–17, 148; links 
with Nazi ideology and war crimes, 
18–21, 241–2; opportunities in 
Nazi marketplace, 233–4; visits to 
U.S., 141–2; wartime roles, 227–30. 
See also Rotary Germany; specific 
individuals
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capitalism and commerce: and commercial 
morality, 61; contradictions in National 
Socialist approach to, 23–4, 42–3, 
53–4; as decadent, 6, 53, 60, 232; as 
embodiment of freedom, 238; essential 
business practices of, 63; legislation and 
regulations regarding, 44–6; managed 
or organized, 11; National Socialist 
reshaping of, 6–9, 27, 46–7; “proper” 
commerce, 99–100; during Weimar era, 
42–3. See also multinational firms and 
the global marketplace

Capone, Al, 143
Carnegie, Arnold, 111
Casson, Herbert Newton, 85–6, 98
censorship: of books, 93; of films, 101–4
Central Office for Public Health 

(Hauptamt für Volksgesundheit der 
NSDAP), 211–12

chain stores, 45–6, 57–8
Chamberlain, Houston Stewart, 108
Charles, Jeffrey, 121
Chicago, 121, 143–4
cigarettes. See smoking
class and status: advertising directed to 

elite class, 113–14, 148; anti-elitism and 
social leveling, 129–30; class analysis, 
175; elites in Third Reich, 113–14, 
119–20, 122, 238–9; and material 
comforts, 9

Club von Berlin, 120, 126
Club zu Bremen, 120
Coca-Cola, 8, 68, 94
Cohn, Martin, 136
cold war, 11, 236–7
colonialism or imperialism: and German 

colonies, 88–9; plans for German-
dominated Europe, 24–5, 60, 199–200, 
219–20

commerce. See capitalism  
and commerce

commercial artists, 69
commercial morality, 42–53; anti-Semitic 

component of, 49–50, 232; enforced 
by Advertising Council, 47; ideological 
component of, 44; Rotary views of, 127; 
and völkisch morality, 61

common decency, 43–5
communal (common-cause) advertising, 

72–3, 238
community products 

(Gemeinschaftserzeugnisse), 203

competition, 26–8, 30; and public service 
propaganda, 206–7; unfair competition, 
43–5, 207–9, 238; in wartime, 197–219

complaints (of consumers): Henkel 
responses to, 92–3, 168; significance of, 
167–9, 213–16, 229, 240–1

consumer(s): care of, 137–8; complaints 
of, 167–9, 213–16, 229; as creators, 
138–9; as German, 189; identification 
and importance of, 158; individuality 
vs conformity of, 99, 163–4; 
individualization of, 98–9; political and 
economic power of, 37–8, 62; privileges 
and obligations of, 38–9; psychological 
motivations of, 178; public good vs 
private consumption, 97–8; rationality 
of, 176–8; voice of, 154, 165

consumer and market research, 20, 
153–90, 210–19; applied psychology 
in, 178–85; background and 
development of, 155–9; by companies 
or corporations, 160; consumers’ 
central role in, 158–9; criticisms 
of, 169–70; as a human science, 
184; influence of Nazi ideology on, 
184–5; links with Nazi war crimes 
and genocide, 225–6; links with U.S. 
developments, 165, 185–6, 216–19; by 
Nazi organizations, 165; significance 
of consumer complaints in, 167–9, 
213–16. See also research; Society for 
Consumer Research

consumer behaviors: geographical and 
professional variations, 173–4; link 
with political situation, 172; promoted 
through advertising, 72; rationality of, 
176–8; research on, 157

consumer education, 206
consumption, 34–41; advertising as 

supervision of, 233; contradictions in, 
40–1; of finished goods, 157–8, 222; 
importance of, 23; international views 
on, 36–7; link with political situation, 
172; mass consumption, 20–1, 23, 
133–40, 239; Nazi rationalizations 
of, 35–6, 40–1; and popular or elite 
attitudes, 21; and prewar shortages, 38; 
public good vs private consumption, 
97–8; as purpose of production, 159; as 
a right, 35; and service to society, 137–8; 
social and economic realities of, 39–40; 
social relevance of, 136; symbolic vs 
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actual force of, 154; wartime constraints 
on, 192–7; in West Germany, 21

Continental (rubber company), 99–100
continuity during interwar period: of 

consumer economy, 7–8, 11–13, 18; of 
economic and marketing practices, 18, 
91, 116, 237–8; of GfK research, 188; 
and Rotary Germany, 146, 149–51

cooperatives, 45–6
craftsmanship, 95–6
Croatia, 220
Crossley Poll, 186
Crystal Palace Exhibition (Great 

Exhibition of the Works of Industry of 
All Nations,1851), 78

Cuno, Wilhelm, 121
Czechoslovakia, 173, 221

DAF. See German Labor Front
Daimler-Benz, 30, 242
Damrow, Harry, 74, 201
Danielcik, Hans Peter, 27
death camps, 62, 125, 220, 243
Degesch company, 125
de Grazia, Victoria, 119
Degussa chemicals, 125
department stores: cultural and social 

functions of, 135–6; mass-produced 
products for, 135–6; Nazi critiques of, 
135, 196; owned by Jews, 45–6, 49–51, 
135–7; owners of, 122; regulations 
against, 45–6, 49–50, 136; Rotary 
critiques of, 135–7; vs small shops, 55, 
135–6, 156, 196; in the U.S., 143;  
in wartime economy, 196. 
See also specific stores

Depression (Great Depression,1930s), 
160; development of consumer research 
during, 160; ending of, 12–13; generic 
products in, 55, 167; impact on 
advertising industry, 65; Nazi association 
with Jewish capitalism, 32; in the U.S., 
14. See also economic recovery

Deutsche Bank, 33, 152
Deutsche Fertigware, Die (IfW journal), 

159
Deutsche Länderbank, 163
Deutsche Reichsbahn, 122
Deutscher Klub, 126, 129
Deutsches Frauenwerk (DF, German 

Women’s Bureau), 41, 206
Deutsche Volkswirt, Der (journal), 30

Deutsche Volkswirtschaft, Die (DDV, 
journal): balance sheets, 37; on branded 
products, 58; on consumers, 38–9; 
Hunke’s role in, 32, 46–7; purpose 
of, 32, 34; on removal of Jews, 225; 
wartime advertisements in, 227; on 
wartime advertising, 199; on wartime 
economic competition, 199; on wartime 
shortages and sacrifice, 192, 195

Deutsche Zukunft (journal), 32
DF. See German Women’s Bureau
Dichter, Ernest, 183
Dilthey, Wilhelm, 189
Ditterich, Johannes Martin, 159, 220
Domizlaff, Hans, 56, 82, 236, 238
Dreckspatz (grubby kid, filthy beggar), 

193–4
Dr. Hillers AG, 81, 162, 212
Dr. Oetker food products, 30, 162, 204

East Germany (German Democratic 
Republic), 237–8

economic individualism, 130–1
economic propaganda, 156
economic recovery (1930s), 10–17; 

corporate profits with, 15–16; 
employment with, 55; military focus 
of, 15–17, 38; partial success of, 61–2; 
role of corporate imagery, 72; role of 
Mensch in, 22; role of racist measures 
in, 9, 14–15; Wirtschaftspolitische 
Parole illustration celebrating, 33. 
See also Depression

economic self-sufficiency: and advertising 
regulations, 66; highlighted at 
Schaffendes Volk, 94, 140; and military 
focus, 16–17; role of consumer, 41, 
97–8. See also Four Year Plan

education and training: in advertising, 70, 
156–7; in business management, 163; of 
consumers, 206, 228; of the public, 91–2

Eley, Geoff, 231
elite class. See class and status
Elwell, Frank, 189
Engels, Friedrich, 25
Erhard, Ludwig: and the GfK, 162–3, 189, 

211, 220; and the Nuremberg school, 
161; postwar plans and career, 161, 
227, 235; and the Vienna Institute, 220, 
222, 224

ersatz products, 203–4, 226, 229
exhibitions. See trade fairs and exhibitions
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factory tours, 71, 83, 103, 115, 138
fair trade (resale price maintenance), 57–8
Farben. See IG Farben
Feder, Gottfried, 30
Federal Republic of Germany. See West 

Germany
Federation of German Advertising 

Agencies (Verband Deutscher Annoncen-
Expeditionen), 69

Federation of German Commercial Artists 
(Bund Deutscher Gebrauchsgraphiker), 
69

Fight Against Waste (Kampf dem Verderb), 
40, 193

Filene, Edward, 83
films (industrial), 77, 90–2, 103; Abenteuer 

im Urwald (Bayer), 92; Henkel – ein 
deutsches Werk in seiner Arbeit 
(Henkel), 101–4; Im Zeichen des 
Vertrauens (Bayer), 90–1

finished goods, 157–8, 222
Fischer, Edwin, 122
Ford, Henry, and Fordism, 83, 141, 143, 

159
Ford automotive, 167, 210
Fortune Survey, 186
Four Year Plan: effects of, 16–17; 

and laundry detergent, 73, 93, 193; 
marketing strategies during, 77–8, 
97; as preparation for wartime, 191, 
193; propaganda for, 41, 73, 97, 193; 
regulation of products and prices, 166; 
Schaffendes Volk as showpiece for, 94, 
140. See also economic self-sufficiency

Freemasonary, 124, 147
Freud, Sigmund, and Freudian psychology, 

79, 178–9, 183–4
Freudenberg, Otto, 144–5
Friedrich Siemens Works (gas appliances), 

208
Funk, Walter, 220–1

Gallup (American Institute of Public 
Opinion), 165, 185–6

gambling, 48–9
Garmisch-Partenkirchen, 139
Gebrauchsgraphik (journal), 69
generic products, 55, 58, 136, 167; in 

wartime, 203, 240
German Academic Exchange Service, 125
German advertising (Deutsche Werbung), 

65–9, 86–8, 116

German Advertising Federation (Deutscher 
Reklame-Verband), 69

German Institute for Psychological 
Research and Psychotherapy (Göring 
Institute), 181–2, 234

German Institute for Technical Labor 
Training, 180–1

German Labor Front (Deutsche 
Arbeitsfront, DAF), 29–30, 115, 170, 
189

German products (“Made in Germany”), 
52–3, 166, 199–201

German socialism, 26, 110
German Women’s Bureau (Deutsches 

Frauenwerk, DF), 41, 206
Gestapo, 69, 93, 148, 169, 216
Geyer, Michael, 8
GfK. See Society for Consumer Research
global marketplace. See multinational firms 

and the global marketplace
Goebbels, Joseph, 72, 100, 139, 188, 230
Goerdeler, Carl, 16, 162–3
Goldhammer, Heinz, 58
Göring, Hermann, 73, 94, 181, 223
Göring, Matthias Heinrich, 181–2, 223
Göring Institute (German Institute 

for Psychological Research and 
Psychotherapy), 181–2, 234

Greece, 220, 223
group psychology, 80, 182, 185
Grundmann, Henry, 136n52
Grünwald, Rolf, 220, 223–4
Güldenkammer, Die (journal), 110

Haberstock, Karl, 125–6
Hamburg, 113, 120
Hanseatic Federation of Commerce, Trade, 

and Industry (Hansabund für Gewerbe, 
Handel und Industrie), 27

Harris, Paul, 142, 145
Hartmann, Max, 122
Hayes, Peter, 9
health of the Volk: in Bayer publicity, 

90, 92, 94; in Henkel publicity, 19–20, 
75–6, 92, 94; international projections 
of, 88–9, 90–1; in Kaffee HAG publicity, 
107–8; physical fitness, 108, 113; 
protected by branded products, 56; 
racist publicity for, 91–2; smoking, 
171–5

Hegel, Georg Wilhelm Friedrich, 29, 151
Heidegger, Martin, 131
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Heinrichsbauer, August, 221–2
Help Committee for National Propaganda 

(Hilfskomité für nationale Propaganda), 
109

Hemdenmatz (men’s clothier, Berlin), 51
Henckels Zwillingswerke knives, 166
Henkel, Fritz, 96
Henkel, Hugo, 140
Henkel chemical company: consumer 

education department, 206, 228; 
customer complaints, 92–3, 168; factory 
tours, 83; film about, 101–4; focus on 
health of the Volk, 19–20, 75–6, 92, 
94; and the GfK, 161, 210; marketing 
strategies, 19–20, 73, 83–4; racist 
publicity of, 92; sales techniques, 92–3, 
98; Schaffendes Volk pavillion, 95–7; 
wartime advertising, 201, 205, 207. 
See also Persil detergent

Henkel – ein deutsches Werk in seiner 
Arbeit (film), 101–4

Hermann Tietz company, 122
Herrenclub (Berlin), 120
Herzog, Dagmar, 8
Hess, Rudolf, 95
Heydrich, Reinhard, 221
Himmler, Heinrich, 129–30
Hindenberg-Hochschule (Nuremberg), 220
Hitler, Adolf: Mein Kampf, 82; and 

Roselius, 108–9; at Schaffendes Volk, 
96–7; speeches and references to, 34–5, 
82, 88–9, 99, 145

Hitler Youth, 139–40, 221
hoarding, 191, 196, 203–4, 212
human economy (Menschökonomie), 180
Hundhausen, Carl, 81, 216–17, 236
Hungary, 220, 223, 225
Hunke, Heinrich, 29, 32–3, 34, 47, 201–2
Hupp, Otto, 105
Hygiene Exhibition (Dresden), 106, 113

IfW. See Institute for Economic 
Surveillance of German Products

IG Farben: board members of, 122; 
cross logo, 166; and the GfK, 163; 
W. Mann at, 20, 160, 163, 220, 242; 
and the Vienna Institute, 220–1, 223. 
See also Bayer

imperialism. See colonialism  
or imperialism

Im Zeichen des Vertrauens (Bayer film), 
90–1

individualism and the individual: 
consumer as individual, 89, 99, 140, 
163–4; economic individualism, 
130–1; individual sacrifice for common 
good, 192–3; public good vs private 
consumption, 97–8; total person in total 
society, 187. See also Mensch

industry standards, 59
inflation, 15–16, 40, 212
Institute for Business-Cycle Research 

(Institut für Konjunkturforschung, 
Berlin), 157–8

Institute for Economic Propaganda (Institut 
für Deutsche Wirtschaftspropaganda), 
32

Institute for Economic Surveillance 
of German Products (Institut für 
Wirtschaftsbeobachtung der Deutschen 
Fertigware, IfW, Nuremberg), 157–8, 
159, 161, 185, 222; and the GfK, 163; 
and the Vienna Institute, 220

Institute for Health and Performance 
(Institut für Gesundheit und Leistung, 
Böttcherstrasse, Bremen), 107, 111

internal advertising, 84–5, 205
internal emigration, 127

James, Harold, 32
Jenkins, Jennifer, 120
Jews: advertising directed to, 113; 

anti-Semitic portrayals of, 30–1, 44; 
anti-Semitic publications in Advertising 
Council library, 82; Aryanization of 
Jewish businesses, 4, 15, 39, 48–51, 242; 
boycott of Jewish businesses (1933), 15, 
39, 144; concentration camps and death 
camps, 62, 125, 220–1, 243; department 
stores owned by, 45–6, 49–51, 135–7; 
exclusion from lottery, 49; publications 
on economics, 82–3; removal from 
advertising agencies, 68; removal from 
business and economy, 9, 14–15, 39, 
232; removal from civil service, 124; 
removal from occupied Eastern Europe, 
225–6; and Rotary Clubs, 124–5, 143–4. 
See also racism and Nazi racial ideology

journals: on advertising, 69, 76–7; on 
business affairs, 119. See also specific 
publications

Jung, Carl, and Jungian psychology, 
178–9, 181, 184

J. Walter Thompson agency, 68

www.cambridge.org© in this web service Cambridge University Press

Cambridge University Press
978-0-521-76253-3 - Creating the Nazi Marketplace: Commerce and Consumption in the
Third Reich
S. Jonathan Wiesen
Index
More information

http://www.cambridge.org
http://www.cambridge.org
http://www.cambridge.org/9780521762533


Index 271

Kaba (cocoa drink), 105–6, 113, 115
KaDeWe (Kaufhaus des Westens, 

department store, Berlin), 45, 122
Kaffee HAG (Kaffee Handels-

Aktiengesellschaft), 104–16; 
advertisements for, 149, 235; 
Böttcherstrasse exhibition, 111; and 
the GfK, 162; identification with health 
and fitness, 106–7, 108, 115; links to 
Nazi regime and ideals, 19–20, 112–13, 
114–15, 243; marketed to elite class, 
113–14, 148; publications of, 110–11; 
subsidiaries and diversified branding, 
105; wartime production stoppage, 203

Kahn, Ernst, 122
Kaiser, Arthur, 144
Kaiser’s coffee, 166
Kaiser Wilhelm Society, 125
Kaloderma face cream, 168
Kampfbund für den gewerblichen 

Mittelstand (Nazi Combat League for 
the Commercial Middle Class), 46, 136

Karstadt (department store), 45
Kaufhof (department store), 122
KdF (Kraft durch Freude), 8, 85, 91, 101, 

112, 229
Kershaw, Ian, 17
Keynes, John Maynard, and Keynesianism 

economics, 14, 36
Kiesewetter, Bruno, 35
Kiwanis Clubs, 121
Knigge, Albrecht, 145–6
Köhler, Bernhard, 32
König, Wolfgang, 9
Kroeger, Otto, 145
Kropff, Hanns F. J., 182–4, 185, 220, 236
Krupp, 78–9, 81, 93
Kupferberg wine, 166

Lach, Theodor, 74–5
large space economy 

(Grossraumwirtschaft), 25
laundry detergent campaigns, 40–1, 73, 

193; Proper Washing (Sachgemässes 
Waschen), 206

Law for the Protection of the Retail Trade 
(1933), 44

Lazarsfeld, Paul, 85
Le Bon, Gustave, 80, 134
Lee, Robert E., 141
Leistung (achievement or performance), 

28–33, 37, 114, 128, 198–9

Lever company, 52
Lincoln, Abraham, 141
Lindbergh, Charles, 109, 143
Lingner Works (Dresden), 162
Lions Clubs, 121
Lippmann, Walter, 134
Lochner, Louis, 125
Louis, Joe, 113
Ludowici, Johann W., 127–8, 129, 131
Lüer, Carl, 32
Luther, Hans, 122

Macy’s department store (New York), 
143

Maelicke, Alfred, 202
Maggi foods, 47, 109, 204
Mann, Thomas, 121–2, 125
Mann, Wilhelm: at Bayer, 160, 166; and 

the GfK, 20, 161–3, 224; at IG Farben, 
20, 160, 163, 220, 242; and Nuremberg 
school, 161; and the Vienna Institute, 
220, 223

Mannesmann steel, 77
marketing: adaptation to Nazi ideology, 

90–3; colonialist rhetoric in, 88–9; 
continuity during interwar period, 
18, 91, 116; diverse media for, 76–7; 
employees role in, 84–5, 96; foreign 
focus of, 86, 199–201; German concepts 
of, 18–19; link with Nazi war crimes 
and genocide, 239–43; in postwar 
period, 21, 237; research on, 83–4, 
155–6; terminology for, 76; universality 
of, 239; in wartime, 197–219, 227–30; 
in Weimar ear, 88–9

market observation, 157–8, 161
market professionals. See business leaders 

and market professionals
market research. See consumer and market 

research
Markt der Fertigware, Der (journal), 157
Markt und Verbrauch (GfK journal), 186, 

210
Marshall Field’s (department store, 

Chicago), 143–4
Marx, Karl, and Marxism, 2, 11, 25–6, 

131, 180
Marx, Wilhelm, 111
Maslow, Abraham, 181
mass consumption, 20–1, 23, 133–40, 

239
mass culture, 10, 65, 150, 156, 187, 230
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masses, the, 79–80; vs individual 
consumers, 99; propaganda for, 109, 
188; vs the public, 80, 99; Rotarians’ 
view of, 132–40

mass leisure, 134–5
mass marketing: advertising as essential 

for, 156; and branded products, 55; 
conflicting views of, 6, 47, 113, 133–4; 
emergence and development of, 6, 190; 
U.S. models of, 141, 150

mass motorization, 137
mass-observation movement, 190
mass production: attitudes toward, 38, 

134; for department stores, 135–6; U.S. 
models of, 143, 150, 159

mass psychology, 18, 188, 190, 234
McCann advertising agency, 85
Mehmke, Rudolf Ludwig, 128–9, 131
memory advertising, 205, 207
Mensch (human being): as focus of 

consumer research, 154, 159–60, 183, 
187–8, 189; role in economic recovery, 
22. See also individualism and the 
individual

Menschökonomie (human economy), 180
men’s clubs and organizations, 119–20, 

126
Merck pharmaceuticals, 210
Messmer, Walter, 100
Meyer, Adolf, 179
Meyer-Mark, Hans H., 234
Mims, Edwin, 142
Möbel-Hübner (Berlin), 100
moral coercion, 231
morality. See commercial morality; public 

morality
Morsbach, Adolf, 125
Möser, Justus, 151–2
Mosse, Rudolf, 83
motivational research (MR), 85, 182–3, 

186, 236–7
Muller, Jerry Z., 25
multinational firms and the global 

marketplace: and Germanization 
policies, 51–3, 91–2, 104; link with 
Nazi utopian vision, 55–8; marketing 
of branded products, 55–8, 60; 
marketing of German products, 86–90. 
See also capitalism

Mundhenke, Paul: on film media, 77, 102; 
on sales techniques, 98; on wartime 
advertising, 199, 202, 204, 207

Munich crisis, 173
Muß, Max, 122
Mussolini, Benito, 115

National Committee for Economic 
Enlightenment (Reichsausschuss für 
Volkswirtschaftliche Aufklärung Gmbh, 
RVA), 40, 72–3, 91, 193, 206–7; GfK 
study for, 213–16

Nationale Club (Berlin), 120
National Socialist Factory Cell 

Organization (Nationalsozialistische 
Betriebszellenorganisation), 34

National Socialist Federation of German 
Advertisers (NS-Reichsfachschaft 
Deutscher Werbefachleute), 68

National Socialist ideology: trust 
(Vertrauen), 82, 89–90, 127–8

National Socialist ideology and regime: 
contradictory approaches to advertising, 
69–70, 102–4, 116, 208–9

National Socialist Model Factory awards, 
29–30, 116

National Socialist Trade and Commerce 
Organization (Nationalsozialistische 
Handels- und Gewerbetreibende 
Organisation, NS-Hago), 46, 165

Nature and Volk exhibition, 94
Navy League, 120
Nazi Combat League for the Commercial 

Middle Class (Kampfbund für den 
gewerblichen Mittelstand), 46, 136

Nazi ideology: concept of achievement 
or performance (Leistung), 28–33, 
37, 114, 128, 198–9; concept of trust 
(Vertrauen), 89–90; dialectic of comfort 
and denial, 241; vs economic reality, 
9, 39–40, 49, 60–1, 174; individual 
sacrifice for common good and future 
gratification, 40–1, 192–3, 195; 
regulations on exploitation of, 101–4; 
uneasiness with modern commerce, 
23–4. See also specific issues and 
organizations

Nazi marketplace: vs bourgeois marketplace, 
61–2; characteristics of, 24–34, 231–2; 
contradictions or tensions in, 40–2, 
63, 99, 197, 209, 233; vs conventional 
marketplace, 18–21; ideological meaning 
of, 6; philosophical and sociological 
influences on, 25–6; role in Nazi war 
crimes and genocide, 239–43; in wartime, 
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192–7. See also specific aspects of 
marketing and economics

Nazi Storm Troopers (Sturmabteilung, 
SA), 27, 203

Neckar-Zeitung, 58
Neuhaus, Alfred Hugo, 143
Nietzsche, Friedrich, 130
Noelle, Elisabeth, 185–6
Nolan, Mary, 159, 180
Nordic Parliament (Nordisches Thing), 

108–9
North German Week (Norddeutsche 

Woche), 106
NS-Hago (Nationalsozialistische Handels- 

und Gewerbetreibende Organisation / 
National Socialist Trade and Commerce 
Organization), 46, 165

Nuremberg school of consumer research: 
establishment and focus of, 161, 163; 
and the Göring Institute, 182; links 
with Nazi ideology and policies, 169, 
187–8, 216, 220, 225; as sociologists, 
180–1, 183, 186, 188–9; and the Vienna 
Institute, 220; vs the Vienna school of 
motivational research, 182–4; view of 
applied psychology, 178–82; view of 
polling techniques, 165, 185–6; wartime 
work, 216, 219. See also Society for 
Consumer Research

Nuremberg University, 157, 182

Odol oral hygiene products, 56, 109, 162
office equipment, 138
Ohlendorf, Otto, 223
Olympia typewriters, 200
Olympic Games (Berlin, 1936), 74, 113, 

137, 139–40, 142
100 Years of Germans Ads (100 Jahre 

deutsche Anzeige, exhibition), 71
Opel automotive, 167, 210
Orlow, Dietrich, 221
Ortega y Gasset, José, 109, 134

Pan German League, 120
panic buying and hoarding, 191, 212–13
Passage department store (Saarbrücken), 136
Pears Soap, 89
Pelikan pens, 55, 137–8
performance. See Leistung
Persil detergent: declining quality of, 

73, 167–8; marketing campaign 
for, 84, 103, 201, 204–5; postwar 

advertisements, 234–5; wartime 
replacement of, 203. See also Henkel

Pfeilring beauty products, 166
Pietzsche, Albert, 46
Plenge, Johann, 109
Plum, Gustav, 37
Plumpe, Werner, 12
Poland, 125, 191, 214, 220
postwar economy, 227–8, 234–9
prestige advertising (Prestigewerbung), 

86
prices and pricing: fair trade (resale price 

maintenance), 57–8; price freeze (1936), 
16, 40, 59; stabilization with brand 
products, 55–6, 57

Printers Ink, 76
Proctor, Robert, 171
product films. See films
Proesler, Hans, 183–4, 211
propaganda: anti-American, 216; 

complaints about, 213–14; for 
controlling the masses, 109, 188; 
as distinct from advertising, 66, 73, 
201–2; economic, 156; GfK report on, 
213–16; moral standards for, 109–10; 
in occupied Eastern Europe, 214; 
prohibition of word in commercial 
advertisements, 100; public relations as, 
79; public service, 206–7; rationales for 
wartime shortages, 193–5; role in World 
War I, 109–10, 156

psychology, 178–85; behavioral, 178–9, 
183–5; Freudian, 79, 178–9, 183–4; 
group, 80, 182, 185; Jungian, 178–9, 
181, 184; mass, 18, 188, 190, 234

psychotechnics, 180
public, the: education of, 91–2; 

identification of, 163–4; vs the masses, 
80, 99; PR views of, 79–80; public good 
vs private enterprise or consumption, 
97–8, 170

publicity films. See films
public morality (gute Sitten): concept of, 

43; and unfair competition, 43–5
public opinion polls, 165, 185–6
public relations (PR), 78–93; adaptation 

to Nazi ideology, 81–2, 91–2, 103–4; 
background and development of, 78–81; 
difference vs homogeneity, 98–9; as 
propaganda, 79; psychology concepts in, 
79–80

public service propaganda, 206–7

www.cambridge.org© in this web service Cambridge University Press

Cambridge University Press
978-0-521-76253-3 - Creating the Nazi Marketplace: Commerce and Consumption in the
Third Reich
S. Jonathan Wiesen
Index
More information

http://www.cambridge.org
http://www.cambridge.org
http://www.cambridge.org/9780521762533


Index274

quality: with mass production, 159; of 
products “Made in Germany,” 52–3, 
166, 199–201; quality ethos, 156, 159; 
stamp for branded products, 58–9

questionnaires, 164–5, 211

racism and Nazi racial ideology: in 
advertising, 67–8, 91–2; anti-Semitic 
illustrations of Jews, 30–1; anti-Semitic 
publications in Advertising Council 
library, 82; and commercial morality, 
232; in commercial transactions, 39; 
concealed during 1936 Olympic Games, 
139; impact on everyday life, 21; impact 
on Rotary Germany, 124–5, 149–50; 
non-explicit expression of, 23; and 
racial tensions in the U.S., 144–5, 146; 
and social Darwinism, 30; and Third 
Reich economy, 12, 14–15, 21, 30. 
See also Jews

radio broadcasting, 66, 100–1
Rathenau, Walter, 83
rationing, 16–17, 175, 193, 203
Reagin, Nancy, 97
recording industry, 44
Reemstma cigarettes, 82, 166, 204, 238
Reich Advertising Academy (Höhere 

Reichswerbeschule, Berlin), 70–1, 74
Reichard, Ernst, 162
Reich Association for Wholesale, Import 

and Export Trade (Reichsverband des 
Gross-, Ein- und Ausfuhrhandels), 
 144

Reich Association of Visual Artists, 69
Reich Chamber of Radio, 100
Reich Economic Groups 

(Wirtschaftsgruppen), 161
Reich Exhibition of German Advertising 

(Reichsausstellung Deutsche Werbung, 
Essen, 1936), 71–2

Reich Federation of Advertisers 
(Reichsverband der Werbungtreibenden), 
69

Reich Flight Tax, 49–50
Reich Garden Show (Reichsgartenschau), 

94
Reich Group Industry (Reichsgruppe 

Industrie), 144
Reich Office for Chemistry, 203
Reich Office for Economic Morality 

(Reichsstelle für Wirtschaftsmoral), 46
Reichstag Fire (1933), 125

Reich Statistical Office, 221
Reithinger, Anton, 221
research: on advertising, 70, 74–5, 

82–3, 157; on consumer behaviors, 
157; on marketing, 82–3, 155–6; 
motivational research (MR), 236; 
on sales theory (Absatztheorie), 156; 
Vershofen’s institute in Bamberg, 157. 
See also consumer and market research; 
specific research institutes

Retail Trade Economic Group 
(Wirtschaftsgruppe Einzelhandel), 67

Ribbentrop, Joachim von, 120
Rieger, Wilhelm, 161
Romania, 220, 223
Roosevelt, Franklin, 142, 186, 216; 

economic policies, 14, 34, 36
Roselius, Ludwig, 104–16; character, 

career, and status, 104–5; and Hitler, 
108–9; on propaganda, 109–10; support 
for modern art, 111–12; views on Nazi 
ideology, 104–5, 111–12, 114–15

Rosenthal porcelain, 55, 105, 161
Rotarier, Der (The Rotarian), 148
Rotary Clubs and Rotary International 

(RI), 123, 142–4; concept and ideal 
of service, 127–8, 137–8; membership 
regulations, 123

Rotary Germany, 118–52; dissolution of 
(1937), 121–2, 126, 132, 148–9; elitist 
attitudes of, 119–20, 122, 129–30, 
132, 137; founding of, 121; and 
Freemasonary, 124; Gestapo surveillance 
of, 148; interests and discussions of, 
121, 126, 130–2; international focus 
of, 123–4, 140, 142, 149; Jewish 
members of, 124–5, 130, 135–7; links 
to Nazi ideology and regime, 119–20, 
133, 137–8, 143–4, 146–52; managed 
normality of, 148, 151; membership 
of, 121–3, 146; and Nazi death camps, 
125; Nazi members of, 125, 150; 1933 
as turning point for, 123–4; postwar 
reestablishment of, 236; and Schaffendes 
Volk exhibition, 139–40; views of 
mass production and consumption, 
133–40; views of the U.S., 141–6, 150; 
in Weimar era, 121–3. See also business 
leaders and market professionals

– clubs: Baden Baden, 137; Berlin, 
121–2, 125, 135; Bielefeld, 139, 142; 
Breslau, 143; Chemnitz, 144; Cologne, 
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121–2; Darmstadt, 125; Dresden, 121; 
Düsseldorf, 122, 125, 140; Frankfurt, 
122; Hamburg, 121, 125, 152; Hanover, 
137; Heidelberg, 122, 127; Leipzig, 
141; Mainz, 130; Mannheim, 143–4; 
Munich, 121, 125; Pforzheim, 122; 
Stuttgart, 128

Ruban, Hans, 203
Runge and Scotland, 105
Ruttmann, Walter, 90–1, 101
RVA. See National Committee for 

Economic Enlightenment

SA (Sturmabteilung / Nazi Storm 
Troopers), 27, 203

sacrifice (Nazi ideal of): for common good 
and future gratification, 41, 192–3, 
195; preparation of public for, 40; and 
Rotary concept of service, 127–8, 137–8

Sage, Fritz, 69
sales techniques, 92–3, 97–8
sales theory (Absatztheorie), 156
Sanka Coffee Corporation, 105
Schacht, Hjalmar, 34
Schäfer, Erich, 161, 163
Schaffendes Volk (Düsseldorf, 1937), 

94–7, 115, 139–40
Scharp, Heinrich, 122
Schering pharmaceuticals, 210
Scherke, Felix, 182
Schirach, Baldur von, 221
Schleiermacher, Friedrich, 189
Schlüter (furniture and rug company, 

Wesermünde), 208–9
Schmalenbach, Eugen, 163
Schmeling, Max, 113
Schönemann, Friedrich, 109
Schultz, I. H., 182
Seidels Reklame (journal), 69, 72, 74, 76–7
shopkeepers and small shops: and branded 

products, 55–6; vs department stores, 
55, 135–6, 156, 196; Nazi policies on, 
45–6, 47–8, 196

shortages of consumer products: branded 
products, 202–5; and Four Year Plan, 
16–17, 41; and hoarding, 191, 196, 
203–4, 212; impact on advertisements, 
201–2; rationales for, 40–1, 193–5; 
rationing, 16–17, 175, 193, 203; sales 
techniques with, 92–3, 97–8; and 
support for Nazi regime, 240–1; in 
wartime, 37, 193–5

Siemens (Dresden glass jar producer), 208
Siemens electronics, 30, 82, 208, 211, 238
Simmel, Georg, 110
Simon, Paul, 130–1
Smith, Adam, 25, 155
smoking (of tobacco), 171–5, 204
social leveling, 134–5
Society for Consumer Research 

(Gesellschaft für Konsumforschung, 
GfK, Nuremberg), 153–5, 161–90, 
210–26, 240–1; and consumer 
complaints, 167–8, 213–16; 
correspondents for, 164, 169, 210–11; 
criticisms about, 169–70; and the DAF, 
170, 189; focus on finished goods vs 
marketing advice, 163, 222; focus on 
role of the Mensch (human being), 154, 
159–60, 183, 187–8, 189; founders and 
supporters of, 20, 161–3; and gender 
issues, 175–8; goals and orientation of, 
20, 163, 167, 169, 182; and the IfW, 
163, 222; intellectual autonomy of, 
189–90; interviews and interviewing 
techniques, 164–5, 169, 210–11, 212, 
216; journal of, 187, 210; link with 
Advertising Council, 162, 189; link 
with Nazi ideology and regime, 154–5, 
165, 169–70, 187–90, 216, 222–7; 
link with the U.S., 185–8, 216–19; 
on panic buying and hoarding, 191, 
212–13; postwar activity, 234–5; 
questionnaires, 164–5, 211; regions 
or consumption districts, 164, 169; 
relevance in managed wartime economy, 
211–12; research methodology and 
data gathering, 163–4; and SOEG, 
219–21; status of, 210; and the 
Vienna Institute, 220, 222–6; view of 
individualism, 163–4, 165, 187; view of 
public opinion polling, 185–7; wartime 
activity and focus, 210–19, 222–7. 
See also consumer and market research; 
Nuremberg school of consumer 
research; Vershofen, Wilhelm

– reports, 164–5; for Astra (on smoking), 
171–5; for Bayer (on trademarks), 
166–7, 210; for Berlin supreme court 
(on “alpine milk”), 207–8; for Friedrich 
Siemens Works (on brand name), 
208; on occupied Eastern Europe, 
223; for Opel, 167, 210; for RVA (on 
propaganda), 213–16; on U.S. household 
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appliances, 216–17; for Wolff & Sohn 
(Karlsruhe), 167

Sombart, Werner, 26, 65, 82, 179
Southeastern Europe Society (SOEG, 

Südosteuropa-Gesellschaft), 219–21, 225
Soviet Union, 25–6, 59, 220, 238
Spann, Othmar, 25–6
Spengler, Oswald, 131
Spitzer, Samuel, 113
Steche, H. E., 141–2
Sternfeld department store (Danzig), 

136n52
Stinnes, Edmund, 122
Stinnes, Hugo, 122
Strasser, Gregor, 221
Stresemann, Gustav, 111
Sunlicht, 52, 160, 165, 206–7
Swett, Pamela, 70

Tarde, Gabriel, 80
Taylorism, 141
Technical University of Darmstadt, 122
Technical University of Hanover, 138
Tettau porcelain, 105
Tiersten, Lisa, 18, 36, 39
Tietz (department store), 45
Tietz, Alfred Leonhard, 122
Tietz, Georg, 122, 135–6
Tillich, Paul, 122, 125
Tocqueville, Alexis de, 143, 150
Tolstoi, Aleksei, 110
Tönnies, Ferdinand, 25, 111, 187
Tooze, Adam, 9, 16
total marketing, 85–6
trade fairs and exhibitions, 71–2, 93–7, 

200–1. See also specific events
trademarks: effect on prices, 56–7; market 

research on, 54, 166–7, 168; protection 
of, 161, 168, 208

trust (Vertrauen), 82, 89–90, 127–8
Turkey, 222–3

UFA (Universum Film Aktiengesellschaft), 
77, 101

Uhlig, Heinrich, 196
unfair competition, 43–5, 207–9, 238
United States of America: American Civil 

War, 141–2; Americanization of German 
advertising, 67; boycott of German 
products, 144; department stores in, 
143; development of public relations in, 

78, 80; German interest in U.S. research 
and practices, 158, 165, 185–6, 216–17, 
216–19; German visitors to, 141–5; 
Germany compared to, 63, 117; GfK 
study on U.S. household appliances, 
216–17; mass production and marketing 
models in, 141, 143, 150, 157; men’s 
service organizations in, 121; racial 
tensions in, 144–5, 146; research on 
behavioral psychology in, 179; and 
Rotary Germany, 141–6; subsidiary of 
Kaffee HAG in, 105

University of Cologne, 163
University of Frankfurt, 122, 161
University of Münster, 109
Untermeyer, Samuel, 144

Veblen, Thorstein, 35–6
vending machines, 196
Vershofen, Wilhelm: career, 157–62, 

234, 237; on the common good, 170; 
on the economic role of the Mensch 
(human), 159–60, 178, 180; on finished 
goods vs marketing advice, 157–8, 222; 
interest in U.S. research, 185–6, 217; 
and M. H. Göring, 182; rejection of 
Nazi master race ideal, 189; and the 
Vienna Institute, 220, 222–3; work in 
wartime Nazi regime, 211, 222–4, 225. 
See also Nuremberg school of consumer 
research; Society for Consumer Research 

Verstehen (understanding), 179–80, 189
Vertrauen. See trust
Vienna Institute for Economic 

Research (Wiener Institut für 
Wirtschaftsforschung), 220–6

Vienna school of motivational research, 
183–4

Völkischer Beobachter, 57, 91
Volkswagen project, 40, 70, 167, 210
von Tschammer und Osten, Hans, 107

Waage, Die, 238
Warburg, Max, 125
Waschaktion (laundry action), 40–1, 73, 

193
Watson, J. B., 179
Weber, Max, 25, 179, 184
Weck & Co., 211
Weimar era developments: in cartels, 

11–12; in consumer capitalism, 42–3; in 
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consumer research, 156–9; in influence 
of U.S. practices, 141–2; in modernity 
and experimentation, 150–1; in PR 
practices, 80; in Rotary Clubs, 121–3

Werbeabeiltung (advertising department), 
76

Wertheim (department store), 45
Westdeutscher Beobachter (WB), 21, 62
West Germany (Federal Republic of 

Germany): advertising and marketing 
in, 237; consumption in, 21; Nazi 
marketers and businessmen in, 236, 
238; “economic miracle” of, 157, 235; 
Rotary clubs in, 236; Third Reich 
economy as basis for, 8–9

Wilson, Woodrow, 145
window displays, 35; for Bayer, 86–7; for 

Kaffee HAG, 114; for Persil, 235
Wirtschaftsdienst (journal), 198
Wirtschaftsgruppen (Reich Economic 

Groups), 161
Wirtschaftspolitische Parole (journal), 

31–3
Wirtschaftswerbung (Advertising Council 

journal), 69
Wolff & Sohn (cosmetics), 167, 203

Wolfskehl, Karl, 125
women: and Astra cigarettes, 174; 

contribution as “housewife-consumers,” 
96–7; and gendered advertising, 
175–8; household appliances for, 217; 
housewife “heroism,” 195; in workforce, 
13–14

Wonder of Life, The (exhibition), 94
World Advertising Congress (Welt-

Reklame-Kongress, Berlin,1929), 65
World’s Fair (1937, Paris), 84, 94
World War I: German defeat and losses, 

88–9, 109–10, 142, 145; role of 
propaganda in, 109–10, 156; shortages 
during, 7, 37, 195

World War II, 20–1, 191–230; 
consumption patterns during, 192–7; 
Nazi death camps, 62, 125, 220, 243; 
Operation Barbarossa, 220; Stalingrad, 
Battle of, 215

Yugoslavia, 220, 223

Zeiss Ikon cameras, 166, 200
Zeller, Wolfgang, 77
Zweig, Arnold, 110
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